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H aHi Ta[laHOBe, i3 3aJ0BOJIEHHSIM IIPEACTaBIISIEMO BAM L adies and Gentlemen, we are pleased to present you the
Hilt «<Koka-Kona» B Ykpaini 3a 2010-2011 p.p. 3Bit BuU- System in Ukraine for the period of 2010-2011. This re-

CBITJTIOE MPOTPeC y BUKOHAHHI HAallIMX 3000B’I3aHb IEpe, CI10- port highlights our commitments to the Ukrainian communi-
SKMBavYaMM, KJIi€eHTaMM, TapTHepaMu, MpariBHMKaMM Ta ty, consumers, customers, partners, employees and our progress

YKpaiHChKOIO I'POMaI0K0 3a OCTAHHI 1Ba POKM. in fulfilling them within the past two years.

V2011 porri Mmu cBITKYBaau 125 pokis 6peny Koka-Komna. [I1st In 2011, Coca-Cola celebrated its 125th anniversary. For Coca-
Hac 114 nydpa 03Hayae He MPOCTO IMOHA[, CTO POKiB MPUCYT- Cola, this is not just over 100 years of presence in the market,
HOCTi Ha puHKY. lle, Hacamriepe, 125 pokiB eeKTMBHOTO Be- itis 125 years of operating a successful business, being respon-
IeHHs 6i3Hecy, BiIITOBiaIbHOCTI epe CyCITiIbCTBOM i, Havi- sible corporate citizen and the most important - satisfying

TOJIOBHIillle — BTaMyBaHHS CIIparu CroxXyuBayiB. consumers’ beverage needs.

Mwu memasi 6isblie yCBiZOMITIOEMO, IO YCITiliTHe BeJieHHs 6i3- We become more and more convinced that successful business

Hecy, HacaMIiepe[i, 3aJIesKUTh Bif 10OpO6YTY rpoMali, B SIKMX depends to a great extent on the wellbeing of communities

MU Ipaiioemo. Came TOMY MM ITPOJIOBKY€EMO 3aiiMaTy aKTUB- where we operate. That is why we continued to place major em-
HY COIliaJIbHY ITO3MUIIi10, peasi3oByloum HU3KY ITPOEKTiB i3 Kop- phasis on Corporate Social Responsibility projects implement-
MOpaTUBHOI COLiaIbHOI BiATIOBiaIbHOCTI, SIKi CITiB3BYUHI IJ10- ing them in line with our Global principals. The key priorities

6abHMM IpiopuTeTam Hatroi Kommanii. OcHOBHi Haili cotiabHi are centered on promoting active and healthy lifestyles, pro-
MTPOEKTHM CIIPSIMOBaHi Ha MiATPUMKY aKTMBHOTO CIIOCOOY KIUT- tecting the environment, supporting local communities and

TS, 3aXMCT HABKOJIMITHBOT O CepeJOBUINA, BiAPOAKeHHS yKpa- overall promotion of Ukrainian traditions.

THCBKMX TpaAuILiii Ta JOIOMOTY MiClleBMM rpomMaiaM. The Company is an active member of UN Global Compact in

KommaHis € akTUBHUM yU4acHUKOM [1o6anbHOTO JJOoroBOpY Ukraine since 2006 and follows the 10 principles of the GC.
OOH B VkpaiHi Bizg 2006 poky i y po60Ti HEYXMUIBHO ITOTPU-

. Our report features examples of how we build socially respon-
myeTbcs 10 npuHIMIiB JJoroBopy.

sible business. Those examples are different by scale, but each
V HaIIOMY 3BiTi TpeACTaBIeHO PsJI ICKPABUX MPUKIALIB TO- of them is important and furthers us to our main goal.

o, SIK caMeé MM CTBOPIOEMO COIliaJIbHO BiITIOBiganbHMii 6i3-
Hec. Bonnu pisHi 3a MaciitaboMm, ajie KOXKeH 3 HUX Ma€ BeJInKe
3HauUeHHS i HabJIMKae Hac [0 TOJIOBHOI METH.

We have done a lot and can be proud of that, but we are not go-
ing to stop and will continue to contribute and make positive
changes in the world around us.

Ham gmificHO € YMM nUIIaTucs, ajie My yCBiIOMIIIOEMO, IO 1ie

JIIIe T0YaToK. My 6yieMo POAOBXKYBaTY MPAIIOBATH, 3Mi-

HIOIOUM Ha Kpalile CBiT HaBKOJIO HaC.
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3aranbHa iHdopmauis Iozns10 Ha Hawt Bi3Hec

I < ommnaHis Koka-Kosa nipaijoe Haz, CTBOPEHHSIM HOBMX Ta
MiITPMMKOIO iCHYIOUMX ITPOEKTiB 3i CTaIoro pO3BUTKY Ha-
I0T0 6i3HeCy Ta rpoMa/i, y IKMX MU KMBEMO i TPAII0EMO.

Mu nipanioemo y 6isbir, Hixk 200 kpaiHax i Hamaroguau TicHi
3B’SI3KM 3 TpPOMaZaMu y BCbOMY CBiTi. Mu Bce6GiuHO 3a1iikaB-
JIeHi B EKOHOMIYHOMY A06p06YTi Ta cTabiIbHOMY 3pOCTaHHI
LMX TpOMaf.

CBO€I0 LOIEHHOI0 POOOTOI0 KOMIIAHIS CIIPHUSIE eKOHOMIUHO-
MY PO3BUTKOBI MicIIeBUX IpoMa/l, 3a6e3mneuyioun poboui mic-
1151 1 Ha CBOIX MifIPUEMCTBAX, 1 Y CYMIDKHUX ranmyssx.

3arasmom «Koka-Koma» € 6i3Hecom miciieBuM. Halira mpomyk-
11isT BUpoOIsieThes Ha noHaa 800 3aBofax 1Mo BCbOMY CBiTY.
TyT 3HAXOAATH POOOTY MiCIIEBI KUTEJIi, CTJIAYYIOThCS TOaT-
KM IO MiCLIeBMX OIO[KETiB, a MiCLIeBMM II0CTavYaIbHMKAM IIe-
pepaxoBYIOThCS KOIITY 3a TOBapH, MOCAYTrM Ta KariTaJlbHe
YCTAaTKyBaHHS, @ TAKOX MMiATPUMYIOTHCS JIOKAAbHI iHBECTH-
LIiliHi MTporpamu.

[MigTpuMyloun Taki nporpaMu, My repeBasKHO 30CepemKye-
Moch Ha cdepax, acolifioBaHMX 3 HAIIOIO JisSIIbHICTIO, Y IKUX
MM Ma€eMO 3HaUYHMII IOCBiJ, Ta B IKMX MU CIIPaB/ii MOXXeMO
3p06OUTY 3HAYHMIT BHECOK.

Matibymme Hawiozo 6i3Hecy 3anexcums 8i0 doO6poby-
my 2pomao, 8 AKUX Mu NPayroeEMO.

[Mornapn Ha Haw bi3sHec

2012 poxy Koka-Kosia B YkpaiHi cBsiTKye cBo€ 20-piuus B Ykpa-
iHi. 3a ueit yac KomnaHis nepeTBopmiiacsi Ha HaIOTYKHi-
II0r0 BUPOOHMKA 6€3aIKOTOIbHMUX HATIOIB, SIKMIT BTAMOBYE
cripary 6iJibII Hixk 45 MinbifoHiB YyKpaiHIIiB.

CouianbHuii 38iT 2010-2011

he Coca-Cola Company is committed to creating and
supporting sustainable practices for our business and the
communities where we live and operate.

We live and operate in more than 200 countries and have deep
roots in communities around the world. We are intensely com-
mitted to the economic success and continued growth of these
communities.

And contribute to it through our day-to-day work, by provid-
ing jobs in our own operations as well as jobs in businesses we
touch along the way.

The Coca-Cola business is essentially a local one. Our beverages
are produced in more than 800 plants around the world. At these
plants and other facilities, we employ local people, pay taxes to
governments, pay suppliers for goods, services and capital equip-
ment, and support community investment programs.

Our primary focus is on programmes that are associated with
our areas of expertise and through which we can make the
greatest contribution.

The future of our business depends on the vitality
of the communities where we operate

Business Overview

In 2012 Coca-Cola celebrates its 20th Anniversary in Ukraine.
Over the last 20 years the Company has become the country’s
largest producer of non-alcoholic beverages, quenching the
thirst of more than 45 million Ukrainians.

Our Business System

The Coca-Cola System in Ukraine (hereinafter referred to as
‘Coca-Cola Ukraine’) includes LLC “Coca-Cola Ukraine Limit-
ed” and FE “Coca-Cola Beverages Ukraine Limited”. LLC “Co-

Introduction Business Overview

OpraHi3auis 6i3Hecy B YKpaiHi

Cucrema «Koka-Kosna» B YkpaiHi Bkitouae kommnaito TOB «Koka-
Kona Ykpaina JTlimimed» ta ITI «<Koka-Kona Begepioxcu3 Ykpaina
Jlimimed». TOB «Koka-Kosa Vkpaina JlimiTe» € mpeicTaBHMU-
uTBoM The Coca-Cola Company, a «Koka-Koma BeBepimskus
VYkpaina JlimiTesi», B CBOIO Uepry, € NOUYipHbOIO KOMIIaHi€10
«Koxka-Kosa XejeHik» — 0JJHOTO 3 HalbiIbIINX 60T/IEPiB (CEO-
TO BUPOOGHMUIITB, 1[0 PO3JIMUBAIOTH MPOAYKIit0) MiJ] TOPTOBM-
vy mapkamu «Koka-Kosa» y cBiTi.

Kommanii TOB «Koka-Kona Ykpaina Jlimiten» Ta IIT «Koka-
Komna BeBepimxkn3 YkpainaJlimite» € okpeMumu cy6’eKTamu
TOCTIOJIAPIOBAHHS i 3 IOPUIMYHOI TOYKU 30DY, i B KOHTEKCTi
YIIPaBJIiHHS.

«Koka-Koma» — 11e He yiuiie HaItiit a6o 6peH I, aJie it yHiKaIb-
Ha cucTeMa i3 6imbi Hisk 300 KoMMaHiif, 0 MPaIoTh Y MO-
Hap 200 kpaiHax.

Kommnanist Koka-Kosa (The Coca-Cola Company) cTBoproe Ta

3[iJiCHIOE MapKeTVHT OpeH/IiB Ta TOPrOBMX MapoK. 3aCHOBaHa

1886 poky, 1151 KOMITaHist BUPOOJISiE /1T CBOIX BUPOOHUIITB-
60T/IepiB CUPOMY JIJISI BUTOTOBJIEHHSI HATIOIB Tif 6/113bK0 400

6permamu. Tako po3pobiisie i peastizye MapKeTMHTOBI CTpaTe-
rii. TomoBHMIT 0ic KoMIaHii po3TamoBaHuit B ATinaHTi (JIskop-
mkist, CIIIA), a MmiclieBi TpeIcCTaBHUIITBA PO3MillIeHi y GiJTII HixkK

200 kpaiHax CBITY.

HonmatkoBa iHbopmaiiis npo Komnaniio Koka-Komna posminie-
Ha Ha caiTi www.coca-cola.com.

Komnanisa Koka-Kona Xenenik (Coca-Cola Hellenic) — Haii-
6inbuinit 60otaep Koka-Kosa 3a mexxamu CILIA - 3aiiMaeThbCst
PO3JIMBOM Ta AUCTPUOYIIieI0 6€3aIKOr0IbHMX HATIOIB Ha YMO-
Bax ppanuaisuury Kommanii Koka-Kosa.

3apeectpoBaHa y I'pentii 2000 poxy, Koka-Kosa XeneHik Ha-
Jiuye 6;113bK0 43 000 rpaiiBHKKIB. 3 06’€MOM ITPOIasKYy OiJIbIII
HiX 2 MiIbSIpAY YMOBHMX YITaKOBOK MPOAYKIii, Kommanist
o06ciyroye Ginblne 560 MinbiiOHIB 3aMOBHMKIB MIOPiYHO.
Koxka-Kona XesneHik npanoe y 28 kpainax: ABcrpii, Kunpi,
Ipeunii, ITanii, [TliBuiuniii [pnauaii, Ipnangii, [Beiinapii, Xop-
Barii, Yexii, EcTonii, YropmuHi, JIatsii, JInTsi, [Toapii, Ciio-
BauunHi, CnoBeHii, BipmeHii, Binopyci, BocHii Ta I'eprjorosu-
Hi, Bonrapii, MakemoHii, Mongosi, YopHoropii, Hirepii, PymyHii,
Pocii, Cep6ii Ta Ykpaini.

IomaTtkoBa ingopmariris mpo Kommanito Koka-Kosa Xenenik
posmileHa Ha caitTi www.coca-colahellenic.com.

Kommawis «Koka-Kosa BeBepigsku3s Ykpaina» MpornoHye cro-
SKMBa4YaM MIMUPOKUI BUGIP MPOAYKILIT ITiJi TOPrOBUMM MapKa-
mu The Coca-Cola Company B pisHMX KaTeropisix: Harmoi, co-
KU, BOZAA, XOJIOOHMI Yaii i eHepreTUKu.

Cuctema komnaHin «Koka-Kona»

B YKpaiHi

Kommnanist Koka-KoJia cTana ofHi€10 3 Iepmx MiskHApOTHUX
KOMIIaHiit, sika BUSBM/IA 3a1]iKaBJIeHICThb ITpalloBaTH Ha yKpa-

iHChKOMY pMHKY. KoMTaHisl iHBeCTye B eKOHOMiKY KpaiHu Bif,
1992 poky.

IMepmnit 3aBon B YKpaiHi Bigkpuscs y JIbBoBi 1994 poky. A
Bke 1998 poKy Ha MOBHY ITOTYKHICTb 3ampalioBaB HOBO36Y-
noBaHMii 3aBoj, KommaHii «Koka-Kosia BeBepimkus Yrkpaina»
6inst micta BpoBapu, Ha KuiBmiuHi.
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ca-Cola Ukraine Limited” is a representative office of The Co-
ca-Cola Company, and “Coca-Cola Beverages Ukraine Limited”
is a subsidiary of Coca-Cola Hellenic — one of the largest Co-
ca-Cola bottler in the world.

LLC “Coca-Cola Ukraine Limited” and FE “Coca-Cola Bever-
ages Ukraine Limited” are separate legal entities from legal
and management perspectives.

Coca-Cola is not just a beverage or a brand made by one com-
pany — it is a unique system of more than 300 companies op-
erating in over 200 countries.

The Coca-Cola Company (TCCC)

creates and markets brands and

trademarks. Founded in 1886, The

Coca-Cola Companyis theworld’s

leading manufacturer, marketer,
and distributor of non-alcoholic

beverage concentrates and syr-
ups. Today, the company produces syrups and supplies them to li-
censed bottling plants around the world. These syrups are used to

produce nearly 400 beverage brands. The Company develops and

implements marketing strategies. The Coca-Cola Company cor-
porate headquarters are located in Atlanta, Georgia, USA, with lo-
cal operations in more than 200 countries around the world.

More information on The Coca-Cola Company is available at
WWww.coca-cola.com.

Coca-Cola Hellenic is the world’s

Coca-Cola largest Coca-Cola bottler be-

yond the USA - produces and

& C distributes beverages of The Co-
ca-Cola Company.

W

Passion for Excellence

Registered in Greece in 2000,
Coca-Cola Hellenic has 43,000
employees. With annual sales of more than 2 billion unit cas-
es, the Company serves approximately 560 million people. Co-
ca-Cola Hellenic operates in 28 countries: Austria, Cyprus,
Greece, Italy, Northern Ireland, Republic of Ireland, Switzer-
land, Croatia, Czech Republic, Estonia, Hungary, Latvia, Lithua-
nia, Poland, Slovakia, Slovenia, Armenia, Belarus, Bosnia and
Herzegovina, Bulgaria, FYROM, Moldova, Montenegro, Niger-
ia, Romania, Russia, Serbia and Ukraine.

More information on Coca Cola Hellenic is available
at www.coca-colahellenic.com.

“Coca-Cola Beverages Ukraine” offers a diverse range of ready-
to-drink beverages under trademarks that belong to the Coca-
Cola Company, in the sparkling, juice, water, tea and energy
categories.

The Coca-Cola System In Ukraine

Coca-Colawas one of the first international companies to start
its operation in Ukraine. It is investing in the country’s econ-
omy since 1992.

The Company opened its first bottling plant in Ukraine in the
city of Lviv in 1994. In 1998, Coca-Cola Beverages Ukraine be-
gan production near the town of Brovary in Kyiv region. The
facility was newly built and operating at full capacity.




3aranbHa iHdopmauis Hauwi micis ma yinHocmi / Ipuryunu disieHocmi

Ha cv0200Hi insecmuyii Komnatii 8 eKOHOMIKY YKpa-
iHu cknadarome 276 minvtioHu donapie CIIIA ma 114
MinslioHie EBPO

In the 20 years since then, Coca-Cola System
investments in the country’s economy amount to US$
276 million and EUR 114 million

2008 poxy Komnanis «Koka-Kosia Ykpaina» 3aBepiinsia npu-
J6AHHS TOPTOBOi MapKu «SIpuiio» — KBacy HaTypaabHOTo 6po-
IiHHS, SKUiT BUTOTOBJISIETHCS HA 3aMTOPi3bKOMY 3aBOJi 6e3-
aJIKOTOJIbHMX HaroiB «KBac beBepimgskim3s».

Halwui Micig Ta LiHHOCTI

«Koxka-Kosma BeBepimknu3s Ykpaina» po3pobuia BaacHy Miciio,
BpaxyBaBIIM MapKeTUHTOBI 0COGIMBOCTI YKPaiHCHKOTO
PUHKY.

Micia

BTamoByBaTu cnpary Hawmx CNoXuBayis, OyayBaTv NnapTHep-

CbKi BiAHOCUHM 3 HALIMMM KNIEHTAMMU, FiAHO BUHAropoaXXyBaTH
HalUMX aKLiOHEpiB Ta CNPUSATU NOKPALLEHHIO L0OPOBYTY KpaiH,
B IKMX MU MPaLIIOEMO.

KoprnopaTtmBHe 6ayeHHs

Haira kommasist — 1e 6e3CyMHiBHMI Tiiep Ha KOKHOMY PUH-
KY, J1e BOHA IPaIIioE.

Mwu mocsiraemo JIiIepCchKoi IMo3ullii uepes:
— Po3BUTOK /TI0AET 10 HAIBUIIOTO PiBHS MaiCTEPHOCTI.

— BcTaHoBeHHS TapTHEPChKMX BiAHOCKUH 3 KJIiEHTaMM Ta
3aJJ0BOJIEHHS TIOTPe6 HAIMX CITOKMBAYiB.

— JlocigsKeHHsI HOBUX MOKJIMBOCTEJ Ta iHHOBAIIili.
— PO03BUTOK HaliKpaIux opraHisaniitHux 3ai6HOCTei .

— Henepesepuienicts y HasigsHocmi, Iputinsmuocmi, [lepesasi
Ha pUHKY Ta IIpocysaHHi TOBAapy Ha PUHOK.

— OmnTumisaliro BapTocTi 06C/IyroByBaHHS.

Mu mpaifloeMo BiAIOBiga bHO AJ1s1 3a6e3MeueHHs CTabi/Ib-
HOCTIi HAmoro 6i3Hecy, HAaLIOro CYCIiAbCTBA Ta CBITY, B SIKO-
MY KVMBEMO.

LLiHHOCTI
— YecHe BefieHHsI 6i3HECY Ta JOTPUMAaHHS CBOTO CJIOBA.

— llupe nmparHeHHs 6y T HellepeBePIIEHUMMY B YChOMY, IO
MU po6MMO.

— KomanzgHa 60poTh6a 3a mepemory.

— 3a0xX0YeHHs HalllMX JII0ei ITOBHICTIO PO3KPMUBATH CBiil
MOTeHIIial.

- Bi,[[KpI/[Te, yecHe Ta [MIaHOO/IMBe CTaBIEHHS 110 KOJKHOTIO.

Mogenb uiHHocTen Koka-Kona XeneHik:

BipHicme npuHyunam
Mu KepyemMocCs HallMMun L[iHHOCTHMI/I, ,E[iGMO CIIpaBeJinBO i
Po6MMO Te, 1[0 TPaBUJIBHO, & HE Te, IO JIETKO.

CouianbHuit 3giT 2010-2011

»

In 2008 Coca-Cola Ukraine has closed acquisition of “Yarylo
trade mark. Kvass, a traditional Slavic beverage made through
natural fermentation, has been produced under this trade mark
at Zaporizhya Plant of Non-Alcoholic Beverages “Kvass
Beverages”.

Our Mission and Values

Coca-Cola Beverages Ukraine has developed its own country
mission, specifically adapted for Ukrainian market.

Mission

To refresh our consumers, partner with our customers, reward
our stakeholders and enrich the lives of our local communities.

Corporate vision

Our Company is an undisputed leader in every market where
we compete.

We achieve leadership through:
— Developing excellent people

— Achieving excellent customer partnership and consumer
satisfaction.

— Exploring new opportunities.
— Building and leveraging superior organizational capability.

— Excelling at Availability, Affordability, Acceptability and
Activation.

— Continuously optimizing our costs.

We act responsibly to ensure the sustainability of our business,
our communities and the world in which we live.

Values

— Acting with integrity and delivering on every promise.
— Committing passionately to excel at all we do.

— Competing to win, as one team.

— Ensuring our people reach their full potential.

— Treating everyone openly, honestly and with respect.

Coca-Cola Hellenic’s Value Blueprint

Authenticity

We have deeply held values, act with integrity, and do what is
right, not just easy.

Excellence

We strive to amaze, with passion and speed.

Our Mission and Values / Summary Of Operating Principles

LockoHanicmes y 8coomy
Mu niparHemMo IMBYBaTH LIBUAKICTIO Ta CBOIM eHTYy3ia3MOM.

Has4yaHHs
Mu oCTyXOBYEMOCS IO iHITMX Ta 3allikaBeHi BUMTUCS.

Typboma npo npauigHukis
Mu BipuMO B HAIIMX JIFOJIEH, PO3BMBAEMO iX Ta JOBipsIEMO iM.
Mu 00Ha komaHda

Mwu BipyMO Y 1Ty KOMaHZHOI pO6OTY Ta BHECOK KOXKHOTO Y
CITiJIBHY CITPABY.

lMepemoza paszom i3 KnieHmamu
Hami k1ieHTH — B IEHTPi BCbOTO, 0 MM pOOGUMO.

BipHicTb npuHUMnamM

Authenticity

Typ6oTa
npo npauiBHUKIB

Caring For Our People

[pnHumnu gianbHocTi Koka-Kona

B YKpaiHi

Koka-Kosa B YkpaiHi palilo€ 3a OCHOBHMMM MIPUHIIUIIAMMY,
SIKi CKepPOBYIOTb YCiX MpalliBHUKIB IO €AMHOI MeTH, BIPOBa-

IKYIOTH 3acaiy YCIIITHOTO 6i3HeCy Ta HagMXaTh Ha OCST-
HEeHHS HaliBUIIMX Pe3y/bTaTiB.

Ocb 4YOTHPU PO3LiaN, KOKEH 3 IKUX IMOKJIMKAHUI PO3KPUTU
Ta MPOJIeMOHCTPYBATy HalKpallli MpakTUKM Ta I1epeJoBuii
nocBig Hamoro 6i3Hecy B YkpaiHi 3a nepiog 2010-2011
POKiB:

Poboue micue

Mu nipanroemo B atMocdepi BiIKpUTUX B3a€EMUH, BUCOKOT
MPOAYKTMBHOCTI Ta YiTKO PO3yMieMO, 110 TIOTPIOHO [IJIsT JO-
CATHEHHSI HaMBUIIMX IMTOKA3HMKIB YCIilITHOTO BeIeHHS
6i3Hecy.

JoBkinng

Mwu 1palffoeMo TaK, o0 Iie ii JOBKiJJISA BiuyBao Hall 3a-
XUCT Ta Typ6oTy. Yci Hami fii Ta pimeHHs IPYHTYIOTHCS Ha
MIPUHIIUITaX TOCTiTHOTO PO3BUTKY Ta IOTJISIY 32 HABKOJIMIII-
HiM cepeIoBUIIEM.

Mu 3a6e311euyeMo HaIlosIMM HaIlIMX CIIOKMBaviB BiIIIOBiJHO
o iXHixX oTpe6 Ta cMaKiB. BTio0un 11eii MpUHITNAT, MU Ha-

Social Responsibility Report 2010-2011

JLloCcKOHanicTb
Yy BCbOMY

Mu ogHa KOMaHAa

Learning
We listen and have a natural curiosity to learn.

Caring For Our People
We believe in our people, invest in them, and we empower them.

Performing as ONE
We believe in the power of working together, contributing
in every interaction.

Wining with Customers
Our Customers are at the heart of everything we do.

HaBuaHHS

MNepemora pazom
i3 KnieHTamMu

Wining with Customers

Coca-Cola Beverages Ukraine
Summary Of Operating Principles

Coca-Cola Beverages Ukraine conducts its business in accord-
ance with operating principles established by Coca-Cola Hel-
lenic Bottling Company. These principles guide all employees,
inspiring them to work together to achieve outstanding
results.

This report by Coca-Cola Beverages Ukraine is divided into four
sections, reflecting our business’ commitments during 2010-
2011 in the areas of:

Workplace

Our commitment is to foster an open and inclusive environ-
ment, where a highly motivated, productive, and committed
workforce drives business success through superior
execution.

Environment

Our commitment is to conduct our business in ways that pro-
tect and preserve the environment, and to integrate principles
of environmental stewardship and sustainable development
into our business decisions and processes.

Our commitment is to provide products and services that meet
the beverage needs of our consumers. In doing this, we provide



3aranbHa iHdopmauis 3azanvHa iHpopmayis

A€MO UYyIOBi MOKJIMBOCTI 11 PO3BUTKY HaIIMX KJIi€HTIB,
MOCTavYaJAbHUKIB, IUCTPUG IOTOPIB T MiCIIEBUX TPOMA/I.

[pOMapcChbKicTb

Mu iHBeCTyeMO Yac Ta pecypci, abu BAOCKOHATIOBATH SIKiCTh
SKMUTTSI Ta BUCTYIIATH iHiL[iaTOPOM HaMsICKpaBiliuX Ta Hali-
BasKJIMBIIIMX TPOMAICHKUX MOLiiA.

Mob6anbHa nnatdopma “Live Positively”

Cranmit po3BUTOK € HEBiJ’€MHOIO YaCTMHOIO BChOTO, IO PO-
6uTh KommaHist Koka-Kosa, afiske ycIix i Mait6yTHE HAIIOTO
6isHecy 6esrocepeIHbO MOB’sI3aHi 3 JOOPOGYTOM IrpoMa, y
SIKMX MU JKMBEMO i TPaLI0eMO.

Tomy KOMITaHis CTBOpWIIA II06asbHy miatdopmy “LivePositively”,
y sIKiii BUpaskeHO Hallle 3000B’SI3aHHSI TBOPUTU MMO3UTUBHI
3MiHM y TaKMX IPIOPUTETHMUX HAIIPsIMax Hallol Jisi/IbHOCTI:

— KopwucTs Bij HalIMX HAIOIB: TaMyBaTH 6yIb-SIKY CIIpary
Ta 3aJ0BOJIBHSTY OTPeOM; 3abe3rmeuyBaTu IKiCTh, SIKii
3aBXIM MOKHA JOBIpSITH.

— AKTUBHMIA, 30POBMIL CITIOCI6 SKUTTS: JOTTOMOITI TTO36YTHUCh
MaJIOPYXJIMBOCTi Ta 3MIiIlHUTY 3I0POB’S.

— T'pomMajiCchKiCTh: pO3YMITH i CIIPUSITH Y BUPILIIEHH] TOTpe6
rpoma/ uepes IMpPOeKTH Y pisHOMaHITHUX cepax.

— Pob6oue Mmiclie: moBaykaTu rpaBa Ha po6ouyomMy Miciii Ta
HaJMXaTy IPalliBHUKIB Ha AOCSITHEHH S| HAMBUIIIVIX Pe3Y/IbTaTiB.

— EHeproedekTuBHICTb Ta 3MiHa KJIiMaTy: pO3BMBaTH 6i3HEC,
3MEHIIYI0UY BYT/IeleBi BUKMIN.

— BopHi pecypcu: moBepTaTyi B IpUPOAY TY KiJIbKiCTh BOIHU,
SIKY MM B3SITV [IJ1S1 HAIIIMX HATIOIB Ta iX BUPOOHUIITBA.

— EKosoriuHa yrakoBKa: po3misifaTyi TakKyBaHHS K LITHHUI
pecypc s HACTYITHOTO BUKOPUCTAHHS.

[nobanbHui [lorosip

TnobanvHuii /Jozosip € iHiliaTMBOIO, CITPIMOBAHO HA CIIPU-
SIHHS COlliaJIbHil BigMmoBigasibHOCTI 6i3HECY Ta MiATPUMKY
BUPpillIeHHSI MTiAIIPUEMHUIIBKMMI KOJIaMU ITpo6Jiem riobasti-
3ailii Ta cTBOpeHHsI 6isbIll cTabibHOI Ta BCEOXOILIIIUOT
€KOHOMIKMU.

™

Ynenu I'mob6anbHOro [loroBopy 6epyTh Ha cebe JOGPOBIIbHI
3060B’13aHHS i3 COliaIbHOI BiITOBigaAbHOCTI, MPUIiISTIOUN
oco6MBy yBary gocssraeHHio 1iyieit OOH y 4-x ocHOBHUX cde-
pax. Ile — mpaBa JIIOAVIHY, TPYIOBi BiIHOCKHM, TYp6OTA ITPO
JIOBKiJIIsI Ta 60pOTHOA 3 KOPYIIIIi€k0.

2006 poxy «Koka-Kosa Vkpaina» moayunnacs 1o I'nmobanbHO-
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sound and rewarding business opportunities and benefits for our
customers, suppliers, distributors, and local communities.

Community

Our commitment is to invest time, expertise, and resources to
provide economic opportunity, improve the quality of life, and
foster goodwill in our communities through locally relevant
initiatives.

Global Platform “Live Positively”

Sustainable development is an integrated part of everything
the Coca-Cola Company does. The future of our business and
its success depends on success of the communities we live and
work in.

That’s why The Coca-Cola Company has created a global plat-
form “Live Positively”, which is our commitment to making a
positive difference in the world in the following areas:

— Beverage Benefits: Quenching every thirst and need. Quality
you can trust all the time.

— Active, Healthy Living: Helping to end inactivity and enhance
health.

— Community: Committed to the needs of our communities,
with wide- ranging programs.

— Workplace: Workplace rights are respected and people are
inspired to create superior results.

— Energy Management and Climate Protection: Grow our
business, but not the carbon.

— Water Stewardship: Safely return to nature an amount of
water equivalent to what we use in all of our beverages and
their production.

— Sustainable Packaging: Packaging is seen as a valuable
resource for future use.

U ™ ™

™

Global Compact

The Global Compact is a network-based initiative which aims
to promote responsible corporate citizenship and enlists the
support of the business sector in achieving a more sustainable
and equitable global economy.

The Global Compact stands for social responsibility in business
and focuses on companies’ contributions to UN goals in four
key areas: human rights, labor, the environment and
anti-corruption.

Coca-Cola Ukraine joined the UN Global Compact in 2006 and
is committed to apply its Ten Principles throughout its
business.

Introduction Introduction

ro JoroBopy OOH i 3 ycieto BifnOBiJabHICTIO CTABUTHCS IO
BIIpOBaJKeHHs iioro Jecsitu [IpuHIUITIB.

lpasa nrduHu
Hpunyun I: migTpUMyBaTU Ta MOBAXKaTyU JOTPMUMAaHHS IpaB
JIIOAVHU, IIPOTrOJIOMEHNX Mi)KHapO,E[HI/IM CHiBTOBapMCTBOM.

IIpunyun 2: 3a6e3MeYUTH BIACHY HEIIPUUETHICTH JI0 TIOPY-
1IeHb ITPaB JIOAVHA.

Tpydosi 8iOHOCUHU
Ipunyun 3: migTpuMyBaTy CBO6OIY acollialliii Ta Ha MPaKTU-
11i BUBHABaTM MPaBO Ha 3aKJ/IIOUeHHS KOJIeKTUBHUX YTOZ.

IIpunyun 4: BUCTYTIATY 32 BUKOPiHEHHSI BCiX HOpPM IPUMYCO-
BOI Iparii.

IIpunyun 5: cIpusITX IOBHOMY 3HMKHEHHIO IUTSIYO IIpalii.
Ipunyun 6: BUCTYTIATY 3a JIIKBiAalito AMcKpuMiHalii y cde-
pi 3a/iHATOCTI Ta IpalLeBIalITyBaHHS.

3axucm HAs8KOUWHbLO20 cepedosuLla

Ipunyun 7: BOTPUMYBATUCh TTPEBEHTUBHOTO IiIXOIY 10 BU-
pillleHHS eKOIOTiYHMX MPO6IeM.

Tpunyun 8: 3milicHIOBAaTH iHiIIiaTVBY, CIIPSIMOBAHI Ha ITi IBUIIEH-
HSI BiITIOBia/IbHOCTI 3a CTaH HAaBKOJIMIITHBOTO CEPEIOBUINA.

Ipunyun 9: CTIpUATY PO3BATKY Ta MOIIMPEHHIO €KOJIOTIYHO
6e3MmeyHMX TeXHOJIOTi.

AHMuKopynuitiHut npuHyun
Ipuryun 10: mpoTUAisITU 6YAb-IKMM (hOpMaM KOPYIIIIii, BKJTIO-
Yyalouy 3AVPHUIITBO i XaGapHUIITBO.

Ipesenmayis InobansHozo 002080py 8 YKpaiHi 8i0-
oynacs 25 xeimus 2006 poky 3a niompumku nposio-
HUX YKPAIHCbKUX MaA MIXCHAPOOHUX KOMNAHill, a ma-
KOX}C 8UCOKUX nocadosyie Ypady Yipaiuu. ITepwiumu
nionucaHmamu iHiyiamueu cmano 34 npoeioHi ykpa-
iHCbKi ma MixcHapoOHi Komnaii, acoyiayii ma Hey-
ps0086i opzaHisayii.

BignosiganoHe napTHEPCTBO

V ciuni 2011 poky kommnaHist Koka-Kosa BeBepinskus Ykpaina
cTajia ofgHi€o 3 17 mpoBigHMX KOMMAaHIi i opraHisarliii, mo
nignucanu Jexkaapauiro npo gionosidanivHe 6i3Hec
napmsepcmao.

Tum caMuM MU B3sLI Ha ce6e BifIOBiJalbHICTh HaJaBaTu
repeBary po60Ti 3 MapTHEpPaMU i MOCTavyaJIbHUKAMMU, SIKi:

— TMPO30pO i UeCcHO BeAyTh CBiit 6izHec;

— JIOTPUMYIOTHCS 3aXUCTY IIpaB JIOAVMHY, B TOMY UMCIi B
cdepi TPpyDoOBMX BiJHOCUH;

— JOTPUMYIOThCS HOPM i CTaHapTiB B cepi HAaBKOIUIIHBOTO
cepeiVBAIIA.

Mu BipuMo, 110 BCi Ha1li fii 3 MpOCyBaHHS MPAaKTUK BiITIOBi-
aJIbHOTO MapTHePCTBA CIPUSTUMYTb [IOCUJIEHHIO KOHKY-
PEHTOCIIPOMOYKHOCTi KpaiHy Ta CIPUSTUMYTh i1 TO3UTUBHO-
MY iMiJIKy B Mis)kHapOgHOMY 6i3Hec-cepeIOBMIIIi.

Social Responsibility Report 2010-2011

Human Rights
Principle 1: businesses should support and respect the protec-
tion of internationally proclaimed human rights.

Principle 2: make sure that they are not complicit in human
rights abuses.

Labour Standards

Principle 3: businesses should uphold the freedom of associa-
tion and the effective recognition of the right to collective
bargaining.

Principle 4: the elimination of all forms of forced and compul-
sory labor.

Principle 5: the effective abolition of child labor.

Principle 6: the elimination of discrimination in respect of em-
ployment and occupation.

Environment
Principle 7: businesses should support a precautionary approach
to environmental challenges.

Principle 8: undertake initiatives to promote greater environ-
mental responsibility.

Principle 9: encourage the development and diffusion of envi-
ronmentally friendly technologies.

Anti-Corruption
Principle 10: businesses should work against corruption in all
its forms, including extortion and bribery.

A presentation of the Global Compact in Ukraine took
place on April 25, 2006 with the support of leading
Ukrainian and international companies and high-
ranking officials of the Ukrainian government.
Thirty-four Ukrainian and international companies,
associations and non-governmental organizations
became the first signatories of the initiative

in Ukraine.

Responsible Partnership

In January 2011 Coca-Cola Beverages Ukraine became one of
the 17 leading companies and organizations that signed the
Declaration on responsible business partnership.

With this step we undertook the commitment to give the pref-
erence to working with partners and suppliers with:

— transparent and fair conduct of their business;

— toadhere to the human rights, including in the field of labor
relations;

— to adhere to the norms and standards in the field of
environmental protection.

We believe that all our actions to promote responsible partner-
ship practices will ensure strengthening competitiveness of
the country and its positive image in the international busi-
ness environment.
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Pob6oue miciie

Workplace
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Ipunyunu disneHocmi / KopnopamusHa kynemypa

iit ocoomcTuit muisix B Koka-Kosia po3mnovaBcs 1ie
(( M 2001 poky i s1 6yJ1a CBiIKOM TOTO K MU 37,06y~
BaJIM Ta BiZCTOIOBAJIM JTiIepChKi MO3MITii HAa pUH-
Ky YKpainu. [I71s1 1bOro AOBEI0Ch MO0J/IaTy HeMaJso TPYAHO-
111iB, 6araTo 4Yoro SMiHMUTH, 6ATATO YOMY HABUMTUCD. AJTe [AJIsT
MeHe OjiHe 3a/IMIIAEThCS He3MiHHUM — po6oTa B Koka-Kosta
MPUHOCUTDH 3a[I0BOJIEHHSI. 3a/I0BOJIEHHS Bifl YCBiOMIIEHHS,
110 3aliMaeIlCcs TUM, 10 [T0400a€ThCsT; 3a40BOJIEHHS Bif TO-
T0, 10 MA€eI 3MOTY ITPaLfOBaTU 3 TPEKPACHUMU JTIIOIbMMU; 3a-
IOBOJIEHHS BiJ, MOKJIMBOCTI BiJIbHO HaBUaTHCS KOXKHOI XBU-
JITHU; 3aJJ0BOJIEHHS BiJi TOTO, 110 KoMITaHist mpuc/IyXaeTbCst
1o Te6e. Ctae 3po3yminum, uomy rmoHaz 40% npayieHuxie npa-
yroroms nopso exce 6invue 10 pokis. 1 11e TiIBKM TIOYATOK. ..»

Ipuna Bpuxcak,
Jlupekmop cyx#o6u nepcoHany
IIT «Koka-Kona Besepioxu3s Ykpaina Jlimimeo»

and I witnessed how we gained and defended lead-

ing positions on Ukrainian market. To do this, we
had to overcome lots of difficulties, to make changes and to
learn alot. The only thing remains unchangeable for me — work
for Coca-Cola brings pleasure. Pleasure of realizing that you
are engaged in what you like; pleasure of having an opportu-
nity to work with great people; pleasure of having a chance to
learn freely every minute; pleasure of knowing that the Com-
pany considers your point of view. It is clear, why more than
40% of employees work here for more than 10 years. And this is
just the beginning...”

¢C My personal way in Coca-Cola started back in 2001

Iryna Bryzhak,
Human Resources Director
FE “Coca-Cola Beverages Ukraine Limited”
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eplI 3a Bce [JIs MeHe 1ie BeJIMUYe3Ha MOKJ/IMBICTh
(( I I peasisysaTu cebe Ta 3HATV KOMaHLY, IKa 6 CTa-

JIa MOEIO IPYTOI0 POAMHOI0. A TAKOK MOK/IUBICTh
OTPUMYBATH HACOJIOAY Bill cIipaBi 1[ikaBoi po6oTu. KoskHa
roJi/iHa MMPOBeIeHOr0 TYT Yacy — 1ie HOBi BpaskeHHs, 6aueH-
HSI TOTO SIK 371aTOJIXKeHO MpaIjlo€ KOJeKTUB [IJis peatisanii
crinbHoi MeTu. [MpamioBatu B Kommnanii Koka-Kosa — 11e Te,
IO YOTO 1 TaK IaBHO ITParHyB»

Bimaniti /laHuneHKo,
Yuacrux Ipozpamu npakmuku o1 cmyoeHmie-8unyckHuKie
2011-2012 p.p. IIT «Koka-Kona Besepioxcu3 Ykpaina Jlimimeo»

tial, to find a team, that would become my second fam-

ily. And also a great chance to enjoy my work, which is
really interesting. Every hour spent here brings new impres-
sions and the vision of how well-organized the team works to
achieve a common purpose. Working at the Coca-Cola Com-
pany is what I aspired for a long time””

(44 F First of all it is a great opportunity to realize my poten-

Vitaliy Danylenko,
The participant of trainee program 2011-2012
FE “Coca-Cola Beverages Ukraine Limited”

Workplace Operating Principles / Corporate Culture

[pUHUMON OiSNbHOCTI

«Koxka-Koma» B YkpaiHi — 11e KoMaHa TaJaHOBUTUX, ITpalie-
JIOOHMX Ta HATXHEeHHYX IIPaIliBHUKIB, [0 HAPAXOBYE OIM3b-
Ko 1 700 oci6 y 29-Tu dinisix Ha Bciit TepuTopii YRpainu.

Operating Principles

Coca-Cola Beverages Ukraine is a team of 1,700 talented, hard-
working and inspired employees who work in 29 locations
around Ukraine.

Koxcre poboue micye y «Koka-Kona» 8 Ykpaixi cmeo-
proe 8 dodamkosux y CyMixcHux 2any3sx. [o106HUM UuU-
HOM — ye chepa nocmauaHHs ma po30pioHa mopeieis

Each job created within the Coca-Cola system results
in the creation of 8 additional jobs in related indus-
tries — primarily in supplier and retail businesses

Hamra meTa — CTBOPUTH TaKi yMOBH, 32 IKMX BUCOKOKBAJIi-
(dikoBaHi, MOTMBOBaHI, aKTUBHI Ta BiggaHi mpaiiBHUKM MO-
v 6 epeKTUBHO Ta IKiCHO BUKOHYBATY CBOIO PO6GOTY, 3a6e3-
TevyYy yCIlixX Bciei KomIaHii.

Knwouosi npuHumnu Komnaii

1. M1 BCTaHOBMKEMO MillHi Ta BiAKPUTI B3AEMUHM MiX NpawiB-
HWKaMK KOMMaHii, NiATPUMYOYM MiXK HUMKM NOCTIMHWI 3B'930K.

2. My cTaBuMOCS A0 NpaLLBHUKIB YECHO, 3 MiAHICTHO Ta NOBArok.

3. My BOTPUMYEMOCSH YCiX BUMOT YUHHOIFO 3aKOHOAABCTBA, SKe,
30KpeMa, Perytoe KinbKicTb poboUnx roamH, po3mip KOMMeH-
cauii, HenpuUNyCTUMICTb AMCKPUMIHALLIT TOLLO.

4. Mu LLIHYEMO Ta NOBAXAEMO YCixX NPaLiBHUKIB HE3aNEXHO
Bi, HALLOHANBbHOCTI, pacu YM BipOCMOBIAAHHS.

5. Mu nparHemMo BMKOHYBATK CBOK pO6OTY Ha HAMBULLOMY
npodecinHOMY piBHi.

6. My riiHO BMHAropoaXyeMO HaLUMX NpaLiBHUKIB
33 BUKOHaHY mpaLito.

7. Mn 3a6e3neuyemo yMoBM An1g NpodecimHOro Ta 0cobucToro
3pOCTaHHS.

8. My rapaHTyeMO HawmMM npauiBHMKaM be3neky
Ha pobouyomy MicL,.

KopnopaTtuBHa KynbTypa

3aKoH — Hacamnepeq

Ins «Koka-Kosa» B YKpaiHi giTKe JOTpMMaHHS BCiX 3aKOHO-
JlaBUYMX BUMOT € CITpaBoIo uecTi. ToMy BiJITOBiIHICTH 10 HOPM
Kopexcy 3aKOHiB PO Mpalo i BUKOHAHHS YCiX epyKaBHUX
BMMOT IIOJI0 COIliaJIbHOT'O 3aXMUCTY Y BiTHOCHMHAX MiX «Koka-
Kosna» B YkpaiHi Ta ii mpauiBHMKaMM BBaska€ThCsl HETIOPYILI-
HMM IPaBWJIOM Haioro 6i3Hecy. [Ipo3opa BuIiaTa 3apo6iT-
HOI IJIaTH, colliabHi BimpaxyBaHHs (o IleHciitHoro hoHmy
Ta ®OH/Y COLiaIbHOTO CTPaxyBaHHS), CTPAaXyBaHHS Ha BU-
maioK 6e3po6iTTs, BiJ HeIlaCHMX BUITAIKiB Ha BUPOOGHUIITBI
- Ie Halll 6e33arepeyuHnii 060B I30K.

Opnak «Koka-Kosa» B YkpaiHi NiATpMMYye CBOIX MpaliBHU-
KiB He Ji/llle B paMKaX Y/HHOrO 3aKOHOJIaBCTBa, a e Ji 3a-
MIpoBaAya HU3KY JOJATKOBMX MaTepialbHMX 320X0U€eHb, SIKi
JOTIOMaraloTh JIIOASM Iif, yac Ol py>KeHHsI, HApOJ KeHHS Ji-
Tel Y MPU iHIMX BaKIMBUX MOZISIX Y IXHbOMY XKUTTi.

Social Responsibility Report 2010-2011

Our commitment is to create conditions in which highly qual-
ified and motivated employees can effectively perform their
job to contribute to the success of the whole Company.

Our key operating principles are

1. We establish positive and open relations among Company em-
ployees through regular communications.

2. We treat our employees with fairnefs, dignity and respect.

3. We follow all legal requirements, including on: working hours,
compensation, non-discrimination, etc.

4. We value and respect every employee irrespective of nationality,
race or religion.

5. We stretch ourselves for outstanding performance.
6. We reward our employees for their achievements.

7. We provide opportunities for profefsional and personal
development.

8. We guarantee a safe workplace for our employees.

Corporate Culture

Law is first

Strict adherence to all legal requirements is a core responsibil-
ity and a matter of honor for our business. We maintain strict
compliance with the Labor Code of Ukraine and all require-
ments for social protection and worker involvement, and en-
sure payment of all social charges - including pension and so-
cial insurance funds, unemployment compensation and work
accident insurance.

Exceeding the legal requirements, Coca-Cola Ukraine provides
numerous other social benefits and incentives to support its
employees on the occasion of marriage, childbirth and other
important events in their lives.

Occupational Health and Safety

The OHSAS 18001 standard for occupational health protection
and professional and technical safety management is an interna-
tionally acknowledged system that integrates the requirements



Po6oue micue Besnexa Ha pobouomy micyi / Po3sumok nepcouasny

be3neka Ha poboyoMy Micui

Cmanoapm 0XopoHu npaui, 300p08’s, npoecitiHoi ma mexHiuHoi
6e3neku OHSAS 18001 - 1ie MiskHapOIHO BM3HAHA CUCTEMA,
sika mepea6avyae BUKOHAHHS BUMOT 1[OJJ0 HOPMAaTUBHO-
TPaBOBUX, COIliaIbHO-eKOHOMIYHUX, OpraHi3alliiiHO-TeXHIUHUX,
CaHiTapHO-TirieHiuHMX Ta TiKyBaJbHO-MTPOQIMaKTUIHNX 3a-
c06iB Ta METO/iB, 1[0 CIIPSIMOBAHi HAa CTBOPEHHS 6€3MeYHMUX
YMOB IIpalli 3TiTHO 3 HOpMaTUBHO-TIPaBOBMMM aKTaM YKpa-
iHM, CBITOBMMM CTaHIApTaMM CUCTEeMM KomIaHii «Koka-
Kosa», a TaKOX MpOBeIeHHSI TIoTTepe/I)KyBaaTbHNUX 3aX0/1iB Ha
mifacTtasi ineHTHUdikanii pusmMKis, iX ycyHeHHS Ta 3HM>KEHHSI
iX piBHS [17151 TIepCOHAJTy MiANPUEMCTBA, NiJPSIAHMUX OpTraHi-
3alliif Ta BiiBiAyBauiB.

PesynbraToM BripoBaiskeHHS Ha migmpuemcti OHSAS 18001
€ ITOCTiliHe MoK pallleHHs yMOB ITpalli, po3po6Ka i BIpoBaIKeH-
HSI HY3KY [TOTIePeIKYBaTbHMX 3aX0]IiB, SIKi JOTIOMAraloTh YHUK-
HYTH MTOPYIIIEHb BUMOT JI0 6e3IeKy mparii.

«Koxa-Kona Besepioxcu3 Yxpaina» exce cim pokie
npayioe 3a cmandapmamu OHSAS 18001. Y Gepe3Hi
2008 poky 6y8 ycniwHo hpotideHutli MixcHapoOHut
cepmucixayitiHuii ayoum OHSAS 18001:1999, a y
mpasti 2009 poky — mixcHapodHuti Haznsdosuli ay-
dum OHSAS 18001:2007.

[lle y TpaBHi 2008 poky HaIlle ITigmprueEMCTBO IepIIMM B YKpa-
iHi 6yso ceprudikoBano 3a cucremoro JCTVY-IT OHSAS
18001:2006, y uepBHi 2009 poxy — 3a OHSAS 18001:2007, a y
snnHi 2011 poky — ICTY OHSAS 18001:2010.

Mu BITpoBaJKyeMO TaKOX iHIITi TPOrpaMu 3 0OXOPOHM 3[J0POB’s,
sIK-0T 3ano6iranHs A(HIN1) Ta BIJI/CHIZ.

Ha Tepuropii mignpuemMcTBa 1iJiogo60B0 Mpalioe MeauuHa
kimHara. 2011 poky ii 6yJ/io mOAATKOBO OCHAIIleHO
nedibpuasiTopoMm.

Tk aeHb 6e3nekun «besneyHnin ytbon»

V skoBTHi 2011 poKy B paMKax I7I06aJIbHOTO TIPOEKTY TPy
«Koxka-Koia XeneHik», Hallla KOMIIaHisl IpoBesa TYXIeHb
«300poB’s Ta 6e3meKku» Ha 3aBOA Mif raciom «be3neuHuti
ymb6on».

CouianbHuii 38iT 2010-2011

of both regulatory legal acts and preventives, regulating, so-
cial and economic, sanitary and hygienic, medical and prophy-
lactic means and methods to ensure safe labor conditions ac-
cording to the regulatorylegal acts of Ukraine, world standards
of the Coca-Cola system and OHSAS 18001 requirements.

Implementing OHSAS 18001 results in continual improvement
of working conditions and development and implementation
of measures to prevent worker safety violations.

Coca-Cola Beverages Ukraine has used the system for
seven consecutive years to improve working condi-
tions. In March 2008 the company successfully
passed the final international certification audit OH-
SAS 18001:1999; and in May 2009 - the internation-
al supervisory audit OHSAS 18001:2007.

Besides, the company is the first enterprise in Ukraine to re-
ceive an OHSAS 18001:2006 (May 2008), OHSAS 18001:2007 —
in June 2009 and OHSAS 18001:2010 - in July 2011.

We also conduct intervention programs that address specific
health risks, such as diseases like A(HIN1) and HIV/AIDS.

There is 24-hour First Aid Post available for employees. In 2011
it was equipped with a defibrillator.

Safety Week “Safe Football”

In October 2011 within the global project Coca-Cola Hellenic
Group, our company organized Health & Safety Week at our
plant under the slogan “Safe football”.

The project was aimed at the organization and maintenance of
safety at workplace and labor protection. According to the rules
each of six teams, consisting of production employees, inspect-
ed the areas of their rival teams, discovered constructive dis-
crepancies in equipment and violation of occupational safety.
Each registered discrepancy was a “goal into the gates” of the
rival area where discrepancy was found. The team that had the
fewest goals won.

365 Safety Days

In 2011 Coca-Cola Beverages Ukraine
marked 365 days without human in-
jury at the plant.

Itisreallya significant result which
testifies to the employees’ matu-
rity, professionalism, managers’
consciousness and responsible at-

titude towards work safety by all heO Hh SOfety
stakeholders. The journey to  Think safe, be safe!
achieve this level of safe work con-

ditions and health of employees,

visitors and contractors was difficult and full of challenges.

This result will inspire each of the employees to further par-
ticipate in Occupational Health&Safety (OH&S) programs re-
lated to Industrial and Work Safety Management in alignment
with OHSAS 18001 standard.

At CCBU we are committed to follow CCH Health & Safety
guidelines, the Law of Ukraine, Near Miss program and as a
consequence improve work conditions.

Workplace Occupational Health and Safety / Employee Development

Mema yso20 npoexmy — opeauizayist ma niompumarHs 6e3neuHux
YMO8 npaui, 0xopoHa 300poeé’sa. 3a yMOBaMM TPV KOXKHA 3 6-Tu
KOMaH/I-y4aCHUIIb, 1110 CKJIaaaach i3 mpaiiBHUKIB 3aBOLY,
MIPOTSITOM TU3KHSI IPOBOMIIA OOCTEXEHHS NiTbHULb BUPOG-
HUITBA CBOIX CYIIepPHMKIB, BUSIBJISI/Ia KOHCTPYKTMBHI HeBif-
TMOBiTHOCTi 06/1a THAHHS, TIOPYILIEHHS TeXHiku 6e3mexu. Koxk-
Ha odopMIIeHa HEBiIMOBiJHICTh BBAKAIACS «yIAPOM IT0 BOPOTAX»
CyTlepHMKA Ha TiIbHUIII, fe i1 3Hainm. [lepemorsiia komaHa,
sIKa MIPOITYCTU/IA HAIMEHITY KilIbKiCTb «TOMTiB».

365 nHiB 6e3nekun

YV 2011 poui Ha 3ae00i «Koka-Kona Besepioxcu3 Ykpaina» 6ys 0o-
csazHymuti pe3yismam — 365 OHie 6€3 TpaBMaTU3MYy Ha
BUPOGHUIITBI.

Ile crrpaBpi MOKa30BMIt pe3yabTaT, SIKMii CBiIUMUTD IIPO 3pi-
JicTh, IpodecioHasnisM mpailiBHMKIB, CBioMe Ta BigMoBi-
JajbHe CTaBJIeHHSI BCiX MeHe I kepiB o 0xopoHu rpaui. lnsx
JIO NOCSITHEHHSI 1IbOT0 BaXK/IMBOTO Pe3yIbTaTy 6e3neuHnx
YMOB pO60OTHM Ta 3I0POB’s MpalliBHMKIB, Bi/IBiAyBauiB Ta IMiJI-
PSIIHYUKIB OYB BaXKKMM Ta CIIOBHEHMM BUKJINKIB.

Lleit pe3yabTaT HaAMXA€ KOKHOTO 3i CIIiBpOOGITHMKIB Ha IM0-
JaJibliie BpoBaakeHHs nmporpam OH&S, nos’ss3aHux 3 cuc-
TEMOIO YITPaBJIiHHS ITPOMM CIOBOI 6€3I1eKO0I0 Ta 0XOPOHOI0
mpartii 3a craggaprom OHSAS 18001.

Mu BBaskaeMO CBOiM 060B’SI3KOM JOTPUMYBATUCh BHYTPIlII-
HiX CTAHJIapTiB TeXHiKM 6e3IMeKy Ta OXOPOHU 340POB’ST KOM-
MaHii, BUMOT 3aKOHOAABCTBa YKpainu, mporpamu Near Miss
Ta, SIK HAC/IiIOK, MOKPANyBaTV YMOBU POGOTH.

Po3BuTOK NepcoHany

«Koka-Kosa YkpaiHna» — 11e cripaBskH$ IIIK0JIa AJIS1 CBOIX ITpa-
1[iBHUKIB, J1e KOYKEH MOXKe HaGy TV HOBMX 3HaHb Ta BIOCKOHA-
JIIOBaTU CBOi mpodeciitHi HaBUYIKM.

OcHoBHi jiHHOCTi «Koka-Kosa YkpaiHa» 1111 B OCHOBY YHi-
KaJIbHOI KYJIBTYPY BUCOKOTO PiBHSI, 1[0 JAE€ MOKIMBICTh KOXK-
HOMY IpalliBHMKOBI pO3BMBATUCH, OYTY HAJIEXKHUM UMHOM
MOTVBOBAaHMM Ta OTPUMYBATH HaJIeXKHY BUHATOPOLY.

[Nporpama ang ctaxepis

KomnaHnis «Koka-Kosa BeBepifsku3 YkpaiHa» MMIIa€ThCS CBO-
€10 IIpozpamoro cmaxcy8aHHs Monooux cneyianicmie.

Mwu 3aBX/IM pajii BiTaTy y CBOIX JlaBaX TaJaHOBUTUX Ta Ipa-
LIbOBUTUX JIIOAEN. MeTolo ITporpamu 4Jis CTaskepiB, 3aIrouaT-
KkoBaHOi 2004 poky, € MiAroTyBaHHS MOBHOLIiHHMX CIIeliaic-
TiB 3 YMcCJIa HAKpaIMX BUMTYCKHYUKIB BUILiB, PO3BUTOK iX
npodeciitHuX 3HaHb i HABUYOK, JiepCbKUX SIKOCTeN Ta Ha-
6y TTs DOCBimy B 6i3HecoBiii chepi, a BigTak ofabIIoro mpa-
neBaamTyBaHHs B «Koka-Kosa».

ITporpama f03B0JIsSIE MOJIOfi 6€3 JOCBiLy po60TH CIIpoOyBa-
TU CBOI CMJIN Y OJ[Hii1 3 HAYCTIIHIIMX 6i3HEC-CTPYKTYP CBi-
Ty, a «<Koka-Kosa», cBO€10 4ueprox — nNonoBHIOBATY ITePCOHA
eHepriiHMMM Ta 3aB3ITUMMU KapaMu.

TIpoTtsirom 2010-2011 pokiB 3 mOMiXK THUCSIUi TIpETEHIEHTIB,
IO TIOJIa/TM 3asIBKY Ha yYaCTh Y IPOrpaMi CTaxKyBaHHS, 610
BimiGpaHo 16 KaHAMAATIB, 3 HUX 11 YCITINIHO 3aBePIIVIIN ITPO-
rpaMy Ta OTpUMaJIu IOCTiitHY po6oTy B Kommanii Koka-Kosa
BeBepinxu3 Ykpaina. CTyJeHTU-BUMYCKHUKM MaIu 3MOTY
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Employee Development

Coca-Cola in Ukraine is a genuine school for its employees,
where anyone can obtain new knowledge and refine profes-
sional skills.

The mission and values of Coca-Cola Ukraine provide the foun-
dation for a uniquely rewarding culture that includes develop-
ment, appropriate motivation and proper compensation.

Trainee Program

Coca-Cola Beverages Ukraine is proud of its Trainee Program

for young professionals. We are always glad to welcome talent-
ed and hard-working people to join the Company. The purpose

of a trainee program, founded in 2004, is to take graduates

from a number of Ukraine’s leading higher educational insti-
tutions and prepare qualified professionals by providing them

with specialist knowledge, leadership skills and hands-on ex-
perience in a business environment, in preparation for employ-
ment by Coca-Cola Ukraine.

The program allows these young people to gain experience in
one of the world’s most successful businesses and provides Co-
ca-Cola Ukraine, in turn, with an opportunity to build a new
generation of skilled, energetic and motivated employees.

In 2010-2011 thousands of students applied for this program,
and 16 of them were chosen to participate while 11 were of-
fered permanent contracts with the company. Graduates gained
an opportunity to apply their theoretical knowledge in prac-
tice and prove their talents in such areas as marketing, human
resources, procurement department, IT department and at
plant in quality and technical service departments. Altogether,
since the program’s start in 2004, 32 trainees were engaged.

Students can always find information on the program at
WWW. coca-cola-job. com. ua.

Academy of Talents

Academy of Talents is a corporate structure within Department of
Organizational Development, which is responsible for employee
education and development. Being focused on Company’s val-
ues maintenance and its vision of employees, Academy of Tal-
ents organizes educational process, a process of employee per-
formance rating and individual planning for personal and



Po6oue micue Po3sumok nepcoHany

3aCTOCYBaTy Ha MPaKTULi OTPMMaHi TeOpeTUYHI 3HaHHS Ta
PO3KPUTH BJIACHI TAJJAHTY Y TaKMX MiAPO3Ainax, ik MapKe-
TUHT, CTY>k6a TepCcoHaTy, BiJ i/ TocTavaHHs, Biamia indop-
MalliifHoro 3a6e3IevYeHHs, a TAKOXX Ha BUPOOHUIITBI y Bimmi-
JIi IKOCTi Ta TEXHIYHOTO 06C/IyTOBYBaHHSI. 3azaniom 6id 2004
poky Komnauis 3anyuuna do ceoix nas 32 cmaxcepa.

CTyZeHTH 3aBXKAY MOXKYTb Ii3HATUCh ITPO IMPOTPaMy CTaxKy-
BaHHS Ha caiiTi www.coca-cola-job.ua.

Akapemia TanaHTiB

3a HaBYAHHS Ta PO3BUTOK HAIIMX MPaIliBHMKIB BigmoBimae
Axademis Tananmie - KopnopamusHa cmpykmypa, yeHmpom
skoi € /lenapmamenm opzaHizayitiHozo po3eumky Komnawii.
Onuparwuuch Ha MiATPUMKY IiHHOCTei KomnaHwii Ta ii 6a-
YeHHS BiJHOCHO CBOiX IMpalliBHMUKiB, AKafgemist TanmaHTiB 3a-
6esrieuye Npolecy HaBYaHHS, OL[iHKY, iHAMBiyaTbHOTO Ta
npodeciitHoro po3BUTKY nepcoHay. Cirig 3a3HAYUTH, 10
mporpamu Akagemii TasmaHTIB JOCTYITHI KOXKHOMY TIpaIliB-
HUKY Kommnasii.

PO3BUTOK MepcoHaly B KOMIaHii 3/1iiCHI0OETHCS 32 4 OCHO-
BHMMM HaNIPSIMKaMU: YIIPaB/IiHHS pe3yJibTaTaMMU AisIIbHOC-
Ti, CHPUSTHHSI CAMOPO3BUTKY, IPOBEIeHHS TPeHiHTOBUX ITPO-
rpam Ta MPOeKTU 3 PO3BUTKY.

2011 poky 6710 ychiwHo 8mineHo 8 ¥umms 15 Hosux
npoeKkmie 3 HaABUAHHS MA PO36BUMKY. A HABUANBHUI
,aPCEHAN” NONOBHUBCS 12-Ma HOBUMU MPEHIH208U-
MU npozpamamu

[le 2007 poxky B yci mpouiecu KommnaHii, moB’si3aHi 3 yrpasJiH-
HSIM JIIObMM (TaKi SIK MOIIYK, Big6ip, OIliHKa, HABUaHHSI, PO3-
BUTOK i YIIpaB/IiHHS pe3yJbTaTaMy AisSTbHOCTI) 6yia BIIpoBa-
I>keHa mogpenb «/lideponposoda» (Leadership Pipeline Model).
IlaHa MozeJib TO3BOJISIE PO3BUBATH i yTPMMYBAaTH TATaHTY BCe-
penuHi opraHi3aiii Ha BCiX piBHSIX yIIpaBJIiHHS, 10 AOTIOMa-
ra€ CTBOPIOBATY KOHKYPEHTHY IepeBary KommaHii i rapanTy-
BaTHM yCIiX i mpoInBiTaHHS 6i3HeCY.

3 ypaxyBaHHSIM CKJIaJHUX 33714, IO CTOSATD Iepe] 6i3Hecom
CbOTOJIHi, MM BUSHAUMJIM CiM OCHOBHUX 06J1aCTeI1, B SIKMX Ha-
1ri J1i lepy MOBMHHI JoCSITTH yerixy. Le He Tinbku BisHec i ¢i-
HaHcoei pe3yvmamu, a ti Ynpasninus, Po3sumox nepconany, JIi-
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professional development. It is worth mentioning that the
projects of Academy of Talents are available for each
employee.

Employee development in the Company is implemented in four
main directions: performance management systems, self-de-
velopment, training programs and developmental projects.

15 new developmental projects were successfully
launched in 2011. And a wealth of knowledge was en-
larged by 12 new training programs

In 2007 the Leadership Pipeline model was integrated into all
Company processes, connected with human resource manage-
ment (searching, selecting, assessing, training, developing and
performance management). The model allows developing and
retaining talents within the Organization at all levels of the
organization which helps to create competitive advantage of
the Company and to guarantee business success and
prosperity.

Given the complex challenges businesses are facing today, we
have defined seven core areas in which our leaders must excel.
These include not only Business & Financial Results, but also
Management, People Development, Leadership, Relationships,
Growth & Innovation and CSR.

For each of these areas, we have identified the skills, knowl-
edge and experience required at every layer of leadership. This
matrix forms the basis of our recruitment; performance man-
agement system; training and development; assessment.

Annual People Development Forums ensure that we have the
necessary talents to satisfy key business needs and projects, as
well as succession plans to ensure business continuity.

Continual improvement of professional skills for sales person-
nel is a priority focus area at Coca-Cola Beverages Ukraine. In
2011 the program STARS was launched aimed at boosting busi-
ness indicators due to the development of a new generation of
successful managers in sales department.

Altogether 14 864 workers participated in training
programs in 2010-2011, which is 3,5 times more in
comparison with 2008-2009. And a total of more
than 19,985 man-hours were spent in training pro-
grams for employees during the last two years

Newcomers Day

The initiative object is supporting new employees. New employ-
ees, who successfully passed the probation period, can take
part in this project.

The event includes preliminary quiz or contest, winner an-
nouncement and award ceremony. At the celebration all the
participants pass a test on knowledge about the company, find
answers to strategic questions and receive interesting gifts and
prizes.

This project facilitates newcomers’ adaptation and broadens
their knowledge about Company.

Workplace Employee Development

depcmao, B3aemosioHoCuHL, 3pocmanHs ti inHoeayii ma Kopnopamuera
coyianvHa 8ionoesidanvHicme.

II1s1 KOSKHOI 3 11X 061acTeii, My BU3HAUM/IM HABUUYKM, 3HA-
HHSI Ta TOCBif, HEOOXiHi Ha KOXKHOMY piBHi migepcTBa. st
MaTpPUIIS 3HAXOOUTHCS B OCHOBI HANIMX MPOIIECiB Mig60py
repcoHasy, CUCTEMMU YITPaBJIiHHS e(DeKTUBHICTIO, HABUaHHS
i PO3BUTKY Ta OLLiHKY [1ePCOHAJY.

@®opym Possutky IlpaniBHUKIB, 1K1 TPOBOAUTHCS B Kom-
TaHii opoKy, MiATBEPAKYE, 10 MY MAaEMO HeOOXiIHi TaaH-
TH 1J1s1 3Ai/iICHEHHSI KJIIOUOBMUX MOK/IMBOCTEM Ta MPOEKTiB, a
TaKOX T THUX «HACTYITHMKIB» 17151 3a6e3reueHHs 6e3nepeps-
HOCTi 6i3Hecy.

TMocriiiHe BOOCKOHAJIEHHS TTpodeciiiHOro piBHS MpalliBHU-
KiB KOMepIiffHOro Bifggisly KOMIIaHii — OKpeMa CTOpiHKa y
Ipolieci po3BUTKY MePCOHAy Ta O HEe 3 HalBasKJIMBIIINX i
npioputeTHux 3aBnaHb Koka-Kosa BeBepigxms Ykpaina. ¥
2011 poui craptyBasa nporpama «STARS», ocHOBHa MeTa K01
— TIOKpallleHHs 6i3Hec-moKa3HuKiB KoMmIaHii 3a paXyHOK po3-
BUTKY HOBOTO MTOKOJIiHHSI pe3yJIbTaTUBHUX i YCITIIIHMX MeHe-
II>KepiB y TOProBomy Bifisi.

3azanom 14 864 npayieHuKie 6351 yuacme y
mpeHiHzo8ux npozpamax Komnawii npomsizom
2010-2011 poxis, wo y 3,5 pa3u 6invute,

Hixc npomsizom 2008-2009 pokis. Ha HaguaHHs
nepcoHasty 6ys0 eumpaueHo 6au3eko 65 514 n1oduHo-
200UH 3a 0cmawHi 08a poku

NeHb HoBauka

Memoro iHiyiamueu € niompumka Ho8ux npayisHuxie KomnaHii.
V nporpami MOXYyTb 6paTh yUacTb CITiBPOGITHUKY, SIKi yCITilII-
HO TIPOMLIIY BUMTPOGYBaTbHUIT TEPMiH.

CyTb ofii mossirae y norepesHbOMY IIPOBeJIeHHi BIKTOPMHU
Yy KOHKYPCY, OTOJIOLIEHHSI [1IepPeMOK1Isl i BpyUeHHS I[iHHUX
rnopapyHKiB. Ha camomy CBSITKyBaHHi Ha yYaCHMKIB UeKae He-
OopAMHApHa «IIepeBipKa» Ha 06i3HAHICTh PO KOMIIAHi0, I0-
IIYK BiITIOBifelt Ha CTpaTeriuHo Bask/IMBi 3aTIUTAHHS 3 SKUT-
TSI HOBAUKiB Ta He MEeHIII 1]iKaBi MOJapyHKMU i CIOpTIPU3N.

TpoBeaenHs [IHst HoBauka MoJieriye aganTailiio HOBUX Ipa-
LiBHMKIB, 3a6e3meuye ix Heob6ximHOI0 iHbOopMaliielo mpo
KOMIIaHilo.

PO3MOBHMI KNy6 aHMIMCbKOI MOBM

Hai3B1uaiiHO0 OIS PHICTIO cepe CIliBPOGITHMKIB KOpuc-
TYETBCS «P03MOGHULL K1y0 aHenilicbkoi Mosu», cTBopenuit 2011
poky. MeTol0 1aHOTO TPOEKTY € MOA0TaHHS MOBHOTO 6ap’epy
y CIiBpOGITHMKIB, ITOCa1a KOTPUX Nepeadavac CIIiJIKyBaHHS
aHMIiIIChKOI0 MOBOIO 3 KOJIETaMM, ITOCTAYaIbHUKAMMU UM
KITieHTaMMI.

[porpama npakTuKu
ANS CTYOEHTIB-BUMYCKHUKIB

Ile yHikaibHa Moxcaugicms 3po6umu nepwiuli Kpox y ceoiti Kap’epi,
Mo3HaMOMMUTHCS 3 6i3HECOM, KYJIbTYPOIO Ta TpaauiiisiMu Kom-
naHii, oTpMMaTH JOCBi pO6OTHU 3TiJHO CBOET OCBITYU, BUNTH-
cs1y Halikpamux GyHKI[iOHATbHUX HACTABHUKIB.
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English Speaking Club

Founded in 2011, English Speaking Club is very popular among
our employees. The objective of the project is to improve lan-
guage skill of employees whose work responsibilities require
communicating in English with colleagues, suppliers and
customers.

Internship Programs

This is a unique opportunity to take the first career step, famil-
iarize with business, culture and traditions of the Company, to
get experience related to the education, to get knowledge from
the best functional mentors.

In 2011, 5 students out of 200 applicants were selected to par-
ticipate in the program. The program offers opportunities for
young professionals in five functional divisions:

— Training and staff development

— Compensation and benefits

— Procurement

— Engineering and Maintenance Support for primary production
— Engineering and Maintenance Support for auxiliary production

Experience Exchange Within
the Company

Every employee, from trainee to top-manager has possibility to
share his experience with others or learn more about the colleagues
on the Intranet site of the Academy of Talents. Employees’ suc-
cess stories, advice from professionals and managers’ publica-
tions on actual business topics are available there.

To expand opportunities for professional development of the
employees Coca-Cola Beverages Ukraine has founded its own
library of professional literature that is constantly updated with
new books.

We believe these actions will bring the investments in
the future, such as increase in loyalty and employees’
motivation, transfer of knowledge within the Compa-
ny, develop and retain talent, and achievement in the
Company’s business performance.




Po6oue micue 3anyueHHs npayisHUKie

2011 poky 3-niomix 200 peTeHIeHTiB 610 06paHO 5 CTyIEH-
TiB A5 y4acTi y mporpami. [[porpama BigKpuBa€e MOJIOAUM
creniayicTamM MOKIUMBOCTI Y I’ITU DYHKI[iIOHATBHUX
HampsMax:

— HaeuaHHs ma po36umox nepcoHasty

— KomneHcayii ma ninveu

— 3akynieni

— [HieHepHO-mexHiuHa NIOMpPUMKAa 0CHOBHO20 8UPOOHUYMBA

— IHxceHepHO-mexHiYHa nidmMpumMKa 00NOMi*cHO20 8UPOOHUYMEA

O6MiH ooCBigOM BCcepeamnHi KOMNaHii

YV K0ox#cHO020 cnigpobimHuka, 8i0 cmaxcepa 00 mon-meHedxepa, €
Moxcugicms nodinumucs coim docgioom 3 iHwuMu ado disHa-
mucs Ginsuie npo Kosez Ha Inmpanem-cmopinyi Akademii Ta-
aaumie. TyT MOKHa O3HallOMMUTUCh 3 iCTOPISIMM YCITiXy Ha-
KX MPAIiBHUKIB, TOpagaMu mpodecioHastiB Ta aBTOPCbKUMU
my6ikalissMy MeHeI)KepiB KOMIIaHii Ha akTyaibHi 115 6i3-
Hecy TeMaTUKMU.

3 METOI0 PO3IIMPEHHS MOKJIMBOCTEI [J151 TpodeCiiiHOTro po3-
BUTKY CcBOix npauiBHukiB Koka-Kosna Besepinskus Ykpaina
Mae BJIacHy 6i6y1ioTexy mpodeciiiHoi giTepatypu, o mocTii-
HO ITOTTIOBHIOETHCSI HOBMMU KHUTAMMI.

Mu sipumo, wio eci ui iHiyiamueu NpUHeCyms nosep-
HeHHs1 iHeecmuuiti y 8u2/150i nidsuwjeHHs JI0SLIbHOCMI i
Momusauii chispobimHuKis, nepedaui HaKONUYeHUX
3HaHb ycepeOuHi KOMNAHii, po36UMKY i yMpUMAaHHs
manaximis, a makoxc 0ocsizHeHHs Oi3HeC-NOKA3HUKI8
Komnanii

3anyyeHHs npauiBHUKIB

OO0uH i3 0CHOBHUX NPUHYUNIB, CNOBIJYBAHUX HAWOK KOMNAHIEI
— ye 3ayueHHs cnispobimHuKie 0o npoyecy 6e3nepepeHozo no-
KpawjeHHs mpydosux npoyecis. 1106 YHUKHYTH 3aCTOI0, BCi cdhe-
PV HaUIOI AiSIIbHOCTI IOBMHHI 3a3HaBaTy MOCTiMiHOTO Mepe-
[y, aHATi3y Ta IIaHyBaHHSI.

IHHOBAaUWIT Big NpaLiBHUKIB

OpHuM i3 croco6iB 3ayueHHs MpalliBHKKIB € [IporpamMa iH-
HOBAaIIiliHMX ITPOTIO3MIIii, IKaA MOLIMPIOETHCS HAa BCiX IpalliB-
HukiB Komnasii. 3amoyatkoBaHa 2003 poky I[Iporpama mae
Ha MeTi Ha/iuxaTy Ta T'i/JHO BUHAropo/>KyBaTu MpalliBHUKIB
KOMIIaHii 3a HOBi iHHOBAITiViHi TPOIO3uIlLii, 37aTHi TOKpaII-
T eeKTUBHICTb 6i3Hec-TiporieciB. [IlokBapTaJbHO BM3HAYA-
10TbCs 3-4 Halikpatii mporo3uii. Yrpomossk 2010-2011 po-
KiB y11iit [Iporpami B3sutv akTMBHY yuacTh GisbIie 75 MpaliBHUKIB.
Hapaui mporosutiii 6y/n ikaBuMu, iHOI1 HECTIOiBaHUMM,
aJie gy>ke KOpUCHUMMU. Maiixke MOJIOBMHA YCiX BUHAXiTHUKIB
OoTpMMaJia YMMaJli rnpemii Ta cranaa cBifjKaMu BTiJIeHHS CBO-
ixX iHHOBALIi1.
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Employee Engagement

One of key principles our company is adherent to is employees en-
gagement into continual improvement process. To avoid stagnan-
cy, every our activity is subject to regular review, analysis and
planning.

Innovations from Employees

One of the ways of employees’ engagement is Innovations Pro-
gram, which applies to all plant employees. Founded in 2003,
the Program is aimed at inspiring and rewarding employees
for new ideas that help to improve the effectiveness of busi-
ness processes. Every quarter 3 or 4 best suggestions are cho-
sen. In 2010 and 2011 more than 75 employees participated in
the program. A number of interesting, sometimes unexpected
and often highly valuable proposals were submitted, and al-
most a half of the innovators received significant bonuses in
recognition of their contributions. These employees have be-
come living testimony to their ideas.

$11,550 was dedicated for bonus fund of the program
in 2010 - 2011. Additional business value added
through implementation of the best innovations
amounted to $450,000.

Innovation g ow
program 'HHOBaU,IMHa

nporpama

Workplace Employee Engagement

TIpemiansHuti oo Ipozpamu csenys $ 11 550 ynpo-
doexc 2010-2011 poxis. Binvwe $ 450 000 cknas exo-
HOMIYHULI eghekm 8i0 8MinieHHS HATIKpaujux
IHHOBAUIII.

lNporpama KanseH

«KatizeH» (nepeknadaemocs 3 ANOHCLKOI SIK «NOKPAWEHHS») —
NPUHYUN Nocmitinoeo npazieHHs 00 AOCKOHANOCMI, 8mineHuli 8
KOHKpemHi (hopmu, memoou, mexHoJ102ii Ui JoHeceHHs 00 Jito0eli.

OcHoBHa mMeTa «KaiizeH» — BUPIMIUTH ITPOGIEMH, IO YaCTO
MTOBTOPIOIOTHCS, A iies] — MOBHICTIO YCYHYTM caMy Tpo6iie-
My, a He ii Haciigku. KoskeH miHi-ipoekT «KaiizeH» po3po-
6JISIETHCS Ta BIIPOBAKYETHCS II1JIOI0 TPYIIO0 CIiBPOGITHM-
KiB 3 pi3Hux ¢yHK1iit. CeKpeT ycrixy — BIpocToTi. MO3KOBUIt
MITYPM KOMaHIM — IJIs1 BUSIBIEHHSI BCiX TPUYMH, 10 MOTJIN
MIPU3BECTU JI0 TPOGIIEMI, METO/IB iX yCYHEHHS 3a/iMa€ BChO-
ro KiJibKa XBUJIMH. BifTak izero mBMIKO CXBAJIIOE 6e3roce-
penHiii kepiBHMK. CiBpo6GiTHMKAM Biipa3y Jal0ThCS TIOBHO-
Ba)KeHHS$ Ha peasli3aliilo, aJiifiep rpynu BiAIpaBJIsi€ KiHLIeBUI
pesyibTar B 3arajibHy 6a3y JaHuUX, 06 XTOCh iHINNIT TAKOX
Mir Hel0 CKOPUCTAaTUCS.

2007 pik. Po3snouanoch BOpoBaJKeHHS MeTOAUK «KaiizeH»
Ha BUPOOGHMIITBI. Pe3ynbrar — 36i/iblIIeHHST e(DeKTUBHOCTI JTi-
Hilt i CKOpOYeHHSI BUTpAT.

2010 pik. 3MeHIIIeHHSI He3aIJIAHOBAHUX ITPOCTOIB BUPOOHM-
LITBa Ta BUBIJIbHEHHS Yacy JJis iHIIKMX orepalliii. [eHepaib-
HUIA IVPEKTOp IIpuUiiMac pillleHHs PO BIPOBAIKEHHS CUC-
Temu Kaii3eH i B ToproBomy Bifi1isi. Po3p0o61eHO Ta MiATOTOBJIEHO
creliiaJibHy TPEHIHTOBY IIpOrpamMy IJisi KOMepIiiiHOro
Bigminy.

2011 pix. Ha Bupo6HMIITBI yemiiHo BripoBaakeHo 100 KaiizeH-
npoekTiB. Tpeninr KaiizeH ajist komepuiitHoi GyHKIIii 6y10
MTPOBE/IEHO JIJIS CITiBPOGITHMKIB yCix ¢imiit. 147 3asIBOK Ha 10~
JIiMeHHs KoMepiriiiHoi dyHkIii Kommnasxii 6y/10 BUKOHAHO.

Bnaus ¢inocogii «Katizen» Ha epekmusHicms npoyecie Komnanii
8aJKKO nepeoyinumu. J[ocmamHso npocaiokysamu, siK 3 poKamu
3pocmana epekmugHicms 00Hiel 3 6upobHUUUX NiHili — [TET-4:

2007 - 48%
2008 - 58,4%
2009 - 65,2%
2010 - 69,8%
2011 - 72,05%

[Nporpama EAtB

«Excellence Across the Board» (lockoHaicTb 6€3 MeX) — 11e
rporpamMa npmuoyTKOBOTO POCTY, CIIPSIMOBaHa Ha MiBUIIEH-
HST KPUTUYHOI JJ151 KOMIaHii 3aTHOCTi 3 KOXKHUM JHEM I10-
CUJIIOBATY CBOIO KOHKYPEHTOCIIPOMOSKHY TO3UITiTO0.

[HCTPYMEHTOM [1JIsI JOCSITHEHHSI JAHOI MeTH € PO3BUTOK CBO-
iX criBpO6iITHUKIB 38 AOMTOMOTOI0 TOCBiTY, HAGYTOTO B iHIIMX
KpaiHax, MOXKJIMBOCTI CITiBIIpalli y Kpocc-QyHKIIiOHATbHMUX
KOMaHIax.

[Mepmri kpoku 6y 3po6ieHi B HACTYITHUX Monyisix EAtB:
LEAN Manufacturing (bepesxiBe BUpOOHUIITBO), Cost to Supply
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Kaizen Program

Kaizen system (from Japanese “improvement” or “change for the
better”) is a concept for continuous aspiration to perfection, im-
plemented in clear forms, methods, technologies and outreach to
personnel.

Settling recurring problems is one of the priority goals, and
complete solution of a problem instead of its consequences is
the leading idea in Kaizen. Each Kaizen mini-project is devel-
oped by a team of employees from various functions. Simplic-
ity is the key to Kaizen’s success. A team’s brain storming to
discover all causes that might have lead to the problem, meth-
ods to eliminate them and filling in a simple form takes a few
minutes. The idea gets fast approval by a line manager. The
employees are immediately empowered for its implementation.
The team leader submits the final result to the general data-
base so that others could use it as well, if needed.

2007. Introduction of Kaizen methods began. The result is pro-
duction efficiency increase and elimitation of expenses.

2010. Reduction of unplanned downtime of production and re-
lease of time for other operations. The CEO decided to intro-
duce Kaizen system in commercial department. A special train-
ing program for the commercial department was developed
and implemented.

2011. 100 Kaizen projects were successfully implemented at
the plant. Kaizen trainings for commercial functions’ employ-
ees were held at all branches. 147 applications to improve Com-
pany business functions were satisfied.

The influence of “Kaizen” philosophy on the efficiency of Compa-
ny processes can not be overestimated. Suffice it to follow how one
of the production lines (PET-4) efficiency increased over the years:
2007 - 48%

2008 - 58,4%

2009 - 65,2%

2010 - 69,8%

2011 - 72,05%

EAtB Program

«Excellence Across the Board» is a program of income growth
aimed at increasing the critical capacity for the company to
strengthen its competitive position every day.

Instrument for achieving this goal is people development
through experience gained in other countries, possibilities of
cooperation in cross-functional teams.

The first steps were made in the next modules of EAtB: LEAN
Manufacturing, Cost to Supply and Sales & Operations
Planning.

2009 - In terms of EAtB project Coca-Cola Beverages Ukraine
plant was successfully certified by two solutions of LEAN Man-
ufacturing module: «Performance Management» and «Struc-
tured Problem Solving Kaizen».

2010 - In annual EAtB certification plant team confirmed two
previous solutions and received certification by the third solu-
tion - «Quick Changeover».

2011 - Fourth «Team Maintenance» solution was introduced at
the plant and new fifth «Operators’ Development Program» so-



3anyueHHs npayieHukie / BupoOHUYmeo

(BapricTb 3a6e3neuenHst) Ta Sales & Operations Planning (Ilna-
HYBaHHS IIPOAAKy Ta MePEXKi IOCTaYaHHS).

2009 - 3aBop Koka-Kosa BeBepimsknu3 YkpaiHa 6yB yCITillIHO
cepTudikoBaHMit B pamMKax MpoekTy EAtB 110 1BOX pillleHH X
monyist LEAN Manufacturing (BepeskinBe BUpOOGHUIITBO), a
came: «Perfomance Management» (YripaB/iHHS pe3yibTaTa-
mu) Ta «Structured Problem Solving Kaizen» (CTpykTypoBa-
HMI igXin BupileHHs mpob6yem KaiizeH).

2010 - komaHa 3aBony y wopiuHii EAtB ceptudikanii miz-
TBepAWIa ABa MUHYJIMX PillleHHs Ta 3aBOI0OBajia HOBi TOpU-
30HTH 10 TPETHOMY pillleHHI0 — «Quick Changeover» (IlIBua-
Ka repeHaiagaKa).

2011 - BripoBasKeHH S HA 3aBOJIi HOBOT'O, UeTBEPTOTO PillleH-
Hs «Team Maintenance» (KomaHHe TeXHiYHe 06CTyTOBYBaH-
HST) Ta PO3POGJISIETHCS HOBe I’siTe pineHHs «Operators’
Development Program» (IIporpamMa po3BUTKY OIlepaTopiB).
Takosk BIPOBAAKYETHCSI HOBUIT MOAYIb Y cepi oricTuky —
LEAN Logistics.

MIT

Ille omHMM MPUKJIAZOM 3aJyUeHHSs CiBpo6iTHMKIB Komma-
Hii € npoepama MIT (Marketing Impact Team). OCHOBHOIO Me-
TOIO IPOTPaMM € MaKCYMaJlbHe BUKOPUCTAHHS ITOTeHIialy
TepuTOpii HamepenoaHi JIITHbOTO Ce30HY 3a PaXyHOK: 36i/Tb-
IIeHHS KiJIbKOCTi aKTUBHUX KJIi€HTiB, BCTAHOBJIEHHS X0JIO-
IVIBHOTO Ta MapKeTMHTOBOTO 06/1aTHAHHSI, TOKPAIIeHHS
MTPe/iCTaB/JI€HOCTI B TOPTOBMX TOUKAX. IO yUacTi 3a/1y4aroTh-
Cs1 CTTiBpOGITHUKM BiIIi/iB, He MTOB’I3aHMX 6e31ocepeIHbO 3
npojaxkeM poaykiiii. 3a nepiog MITy yuacHMKY BCTUTAIOTh
3PO3YMITH SIK IIPAITIOE BiAOiI MPOaakiB, SIKi TPYIHOIII Tpa-
TUISTIOTHCS] HAIIMM TOPTOBUM ITpeICTaBHUKAM, HACKiJIbKU
BaJKJIMBOIO € KOMaHAHA po6oTa i Bipa B pe3ysbTar.

2010 poxy MIT 6ys nposederuti Ha mepumopii Kpu-
My, 28 cniepoGimHuKie Komnawii 3 pi3Hux 8iddinie
835/1U yuacmos y npoekmi, nonepeodHv0 8Ci B0HU NPo-
tiutnu 8idnosioHe HasuarHs. 2011 poky npozpama
MIT cmana HayioHanbHOK Ma oXonuna eci ¢inii
Kkomnatii, 250 cniepoGimHuKis 3 pi3Hux 8iddinie 6yu
3ayyueHi y npoexkm.

BHYTpiWwHiM ayauT

3abe3meuynTy HaJIesKHY CUCTEeMY SIKOCTi, XapuoBy 6e3rexy
MIPOJYKTY, ririeHy nparii Ta eKoJoriuHe KepyBaHHS MOKIIU-
BO 3a [IOTIOMOT' 00 BITPOBa i kKeHHs Ta cepTudikariii epekTus-
HMX CUCTeM YIIpaB/iHHs 3rigHo 3i crangaptamu [ISO 9001:2008,
IS0 22000:2005, OHSAS 18001:2007 Ta ISO 14001:2006 Ha BCix
CTaisiX TeXHOJOTiUHUX TpotieciB. OfHi€I0 3 HalAieBimMx
METOAVK BHYTPIlIHBOTO KOHTPOJIIO JJIs TTOKPAIEeHHS BITPO-
BaJ’KEHHS LIMX CTAHAAPTIB € BHYTPIIlIHil ayIuT.

Lle — cucmemamuuHuti ma He3anexcHUti aHanis,
aKuti 00360J15€ BU3HAUUMU 8i0N0BIOHICMb cCaHoap-
mam, sKux dompumyemscs cucmema «Koxa-Kona» 6
ycboMy ceimi.
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lution was developed. Also new logistics module “LEAN Logis-
tics” is being implemented.

MIT

Another example of employee engagement is MIT (Marketing
Impact Team) program. The program is aimed at the maximum
usage of regional potential before summer period due to: in-
crease of the number of active customers, refrigeration and
marketing equipment installation, boosting of presentation at
sales outlets. The employees of departments not directly con-
nected with product sales are engaged. During MIT the par-
ticipants manage to understand how sales department works,
what difficulties our sales representatives face, how important
teamwork and faith in the result are.

In 2010, MIT was implemented in Crimea, 28 em-
ployees from different departments of the Company
participated in the project having undergone the ap-
propriate training before. In 2011 MIT program be-
came national and embraced all branches of our
company, 250 employees from different departments
participated.

Internal Audit

Ensuring appropriate system of quality, safety of food product,
hygiene of labor and environmental management is feasible
with introduction and certification of efficient management
systems in accordance with the ISO 9001:2008, ISO 22000:2005,
OHSAS 18001:2007 and ISO 14001:2006 Standards during all
stages of technological process.

Internal audit is one of the most effective methods of internal
control for the Standards improvement.

It is a systematic and independent (separate) analysis,
which allows to control compliance with the Stand-
ards used by the Coca-Cola System all over the world.

Workplace Employee Engagement / Production

BuyTpilHiii ayguT gornomarae:

— aHaji3yBaTu HaJeXXHUM YMHOM, BAOCKOHAIIOBATH Ta
MigBUITYBAaTK BIIPOBAAKeHHSI BUMOT CTAHJApTiB KOMIIaHii;

— BiJC/iIKOBYBaTy OTOYHI Tpo6GIeMu;
— peryssipHO IPOBOJUTY CAMOOLLIHKY;
— CUTHAJTI3YBaTM TPO PO3POOKY Ta 3CTOCYBAHHS KOPETYIOUNMX [Iiit.

BHyTpilHi ayauTH, SIKi iHOAi HA3MBAIOTh ,,ayJUTAMU IIEPIIO]
CTOPOHM”, TPOBOJSITHCS i3 3a7TyYeHHSIM iHIIMX OpraHi3aliit,
abo camoio komIaHiero. «Koka-Kosa BeBepimkus Ykpaina»
CTBOpWMJIA BJIaCHY KOMaH[y BHYTPIlLlIHiX ayIUTOPiB.

3a IOMOMOTO0I0 CTPYKTYPOBaHMX HaBUaJIbHMX IIPOrpaM, sKi
JIOTIOMaraloThb MOKPAIIVTY TeXHIYHI HABMYKM, BHYTDIllIHi ay-
OUTOPU PO3MIMPUAM 3HAHHS Ta NiABUILLUIN PiBEHb
KBastidikarrii.

IInaH npoBeieHHS BHYTDPillHiX ayauTiB «Koka-Kosa BeBepi-
Iku3 YKpaiHa» po3paxoBaHuii Ha pik. Best reputopist po3mi-
neHa Ha 28 finpHKILb. KO>kHA 3 IibHUI IepeBipsIETHCS Of -
HMM a60 IPYTIO0 ayaUTOPiB, B 3aJI€KHOCTI BiJ 1i cKiIagHOCTI
Ta po3Mipy.

Bnu3swvko 30 cneyianicmie 3 pi3Hux niopo30inie ujopiu-
Ho nepesipsitoms «Koka-Kona besepioicu3 YkpaiHa»
Ha 8i0N0BIOHICMb MIXHAPOOHUM CMAHOapmam, eu-
mozam «The Coca-Cola Company», depicagHum
cmaHoapmam YkpaiHu ma oyiHioioms CmyniHe 8UKo-
HAaHHs Kpumepiie ayoumy.

BupobHuuTBO

BUpPOGHUIITBO € SKUTTEBO BasKAMBOK YaCTUMHOIO HALIOTO 6i3-
Hecy. BaxkJIMBUM € SIK TPUMIllleHHS, [ie BiIOYBaIOThCSI OCHO-
BHi BUPOGHMYI TIpOLIeCH, TaK i JIIOM, SIKi OTIepyIOTh HaliCy-
YaCHIiIMM 06J1aTHAHHSIM.

Haurre Bupo6GHUIITBO cepTH(iKOBaHO 3a CUCTEMOIO MiXKHaPOJ-
HUX cTaHgapTiB ISO, 30KkpeMa cUCTEMOIO YIIPaBIiHHS SIKOCTi
ISO 9001, cucTeMor0 yIIpaBIiHHS 6€3MMeYHICTIO Ta SIKiCTIO ITPOo-
IyKTiB xapuyBaHHs FSSC 22000, cucTemMoi0 OXOPOHM HaBKO-
nuurHboro cepenosuina ISO 14001 ta 3a cucTemoro yrpaByiiH-
Hs ririeHoro Ta 6e3mnexoro mpaili OHSAS 18001.

CucteMa aKoCTi

T'apanmis sucokoi skocmi ma 6e3neku NPooyKuii Kom-
naMii — Hatisax}cnusiwuuti acnekm Hawozo Gi3Hecy.

Lle o3Hayvae, 110 HAIIl 3aBOJ, i3 BUPOOHMIITBA O€3a/IKOTOJIbHUX
HaIoiB, OIVH 3 HAalICyUaCHINX Ta HANMOTYKHIUX y EBPO-
ITi, BiATIOBiTa€ HAMIBUIIMM YKPAiHChKMM Ta CBiTOBMM CTaH-
IapTam SIKOCTi.

2011 poxky 3ae00 npotiwios8 ayoum ma ompumas cepmugpikam Ha
8i0nosioHicms cmandapmy 6e3neuHocmi ma skocmi upoOHUYMea
npodykmis xapuysanHs FSSC 22000:2010. Cuctema FSSC 22000
BM3HaHA €AMHOIO CUCTEMOIO, 110 cxBasieHa Global Food Safety
Initiative (GFSI) B sk0oCTi yHiBepCa/JIbHOTO CTaHAAPTY YIIPaB-
JIIHHS 6e3MeYHiCTIO Ta SIKiCTI0 IIPOI0OBOILCTBA.

Social Responsibility Report 2010-2011

The internal audit helps to:

— analyze, improve and update implementation of the
Company’s Standards;

— follow up routine issues;
— make regular self-evaluation;
— inform about working out and implementing correct actions.

Internal audits, sometimes named as “audit by one-side”, are
conducted with other organizations involvement or by the or-
ganization itself. Coca-Cola Beverages Ukraine has created its
own team of internal auditors.

Structured training programs aimed at improving technical
skills contributed to the development of the qualification lev-
el of internal auditors.

Internal audit plan of “Coca-Cola Beverages Ukraine” is sched-
uled for one year. The whole territory is divided into 28 dis-
tricts. Each of the districts is evaluated by one auditor or a
group of auditors depending on its complexity and size.

About 30 specialists from different departments re-
view the compliance of Coca-Cola Beverages Ukraine
with the international and Coca-Cola standards, the
state standards of Ukraine and evaluate the level of
audit’s requirements implementation.

Production

Production is an essential part of our business in terms of both:
the facilities, where main production processes are taking place
and the people who operate the up-to-date equipment. Our
production is certified under international standards system
ISO, Quality Management System 9001, Food Safety Manage-
ment System FSSC 22000, Environment Management System
14 001 and Occupational Health and Safety Management Sys-
tem OHSAS 18001.

Quality System

Ensuring high quality and safety of our products is
most important for our business.

It means that our beverage plant — one of the most modern
and most powerful plants in Europe — meets the highest Ukrain-
ian and world quality standards.

In 2011 an audit was conducted and the plant gained Internation-
al Standard developed for the certification of Food Safety Man-
agement System FSSC 22000:2010. The FSSC 22000 system is
fully recognized by the Global Food Safety Initiative (GSFI),
the benchmarking body for the harmonization of internation-
al food safety standards.

Setting annual goals for quality and safety of food products at
all technological processes provides continual improvement
and compliance with all the standards.

Besides, Coca-Cola Beverages Ukraine requires its suppliers to
follow the same requirements towards quality and food safe-
ty. Control over materials and services they provide is carried
out through audits and examination.



BcTaHOBIEHHS IOPIYHMX 3aBIaHb 3 IKOCTi Ta 6e3meKu xap-
YOBMX MPOAYKTIB [l BCiX TEXHOJIOTTUYHMX MPOIleciB 3a6e3-
revye MOCTiliHe BAOCKOHAEHHS i BiAMOBiIHICTh 10 BCiX
CTaHAPTiB.

Kpim Toro, «Koka-Kosa BeBepimxus Ykpaina» Bumarae no-
TPUMaHHS MOCTayaJbHMKAMU TaKMX CAMUX BUMOT JI0 SIKOC-
Ti Ta Xap4yoBOi 6e3MeKku, a KOHTPOJIb MaTepiasliB Ta MOCIYT,
SIKi BOHM HaJIal0Th, TIEPEBiPSIETHCS LIJISIXOM MTPOBEIeHHS ay-
IUTY Ta IepeBipKu.

BcranoBneHHSIM crierudikalii aist iHrpeIieHTiB KOMITaHis
MOBOAMTH BUMOTY XapuoBOi 6e3MeKy Ta IKOCTi MiapsaaHu-
KaM, KJIieHTaM Ta CIIOXKMBavyaM, 110 MalOTh BIUIMB Ha CUCTe-
MM yIIPaBJIiHHS XapuoBOIo 6e31MeKOI0 Ta SIKiCTI0, 260 Ha SIKi I1i
CUCTeMM BIUIMBAIOTh.

BUpOOHMYI NOTYXHOCTI

Bopa nJist BUpOGHMIITBA HALIMX HAMOIB BUA06YBA€ThCS 3i
cBepaioBuH CeHomaHcwvkozo (220 m) Ta FOpcekozo (390 M) ro-
PU30HTIB, 1110 3a6€e3Ieuye BiICYyTHICTb 3a0pyIHEHb aHTPOITO-
TeHHOT0 TTOXOKeHHs1. Ha moBepxXHi CBepIJIOBMHM 3aKPUTI
OKpPeMMMM HeBEJIMKMUMMU LEeTJSTHUMU criopyaamMu. BoHn i €
OCHOBHMMM 00’€KTaM¥ 3aBOAY, TOX PETEIbHO OXOPOHSIOTh-
cs1, IepebyBaTh MiJ] MOCTiMHMM BiIe0CIIOCTEPEKEHHSIM Ta
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Establishing specifications for the ingredients, the Company
sets up requirements for food safety and quality for contrac-
tors, clients and consumers who influence the food safety and
quality system management, or are influenced by these
systems.

Production Capacity

Water for production of our beverages is taken from Senoman
(220m) and Jurrasic (390m) horizons. This depth ensures ab-
sence of anthropogenic origin pollution. On the surface, the
wells are covered with special constructions. These construc-
tions are the key facilities of the plant and are assiduously pro-
tected, separated with a special fence and are under constant
video surveillance. Quality of the extracted water depends first
of all on the quality of wells — pipes and maintenance in
particular.

It is practically impossible that outside admixtures
from the pipes, earth layers or surface get
into the wells.

Fourteen bottling lines currently operate at the Coca-Cola Bev-
erages Ukraine bottling plant:

Workplace Production

OrOPOIKEHi CreniaJbHUM ITapKaHoM. SIKicTb BUI06YTOI BO-
IV 3a71eXXKUTh HacaMIlepes, BiJi SKOCTi caMoi CBepAJJI0OBMHMU,
30KpemMa, Tpy6 Ta 06CTyrOByBaHHSI.

V Hawux c8epdsio8UHAX NOMPANSHHS CMOPOHHIX
O0OMIWOK 3 mpy6, 3eMHOI MosWi Mma 3 N0BepxHi 3eMJi
NPakmuyHo BUKJIOUEHA.

CroropnHi Ha 3aBofi «Koka-Kosa BeBepigskms Ykpaina» rmpa-
110€ 14 niHil 3 po3/MBY HAIOIB:

— 6 PET-n1iHilt 3 pO3/MBY COJIOAKUX Ta30BaHMX HAIIOIB Y
IUIACTUKOBI msimky 06'emom 0,5; 1; 1,5; 2 ta 2,5 niTpis, a
TaKOX IpupoaHoi nuTHoi Bogyu TM Bonaqua 06 emom 0,5; 1;
2 JIiTpiB;

— 1 ninisg 3 po3nmBy B 6aHkM 06’emom 0,25 Ta 0,511;

— 1 /1iHis 3 pO3/IMUBY Y CKIISIHI TUISIIIKY;

— 4 71inii 3 po3nuBy cokiB TM «Richy, «[To6puit» Ta «<botaniQ»;

— 1 ninisg POM 3piiicHIOE pO3/IMB CUMPOIMIB JIJIsI arlapaTiB
pecTopaHiB HIBUIKOTO XapuyBaHHS;

— 1 inist APET 3piiicHioe po3mB xonomHux 4aiB TM «Nestea»
06'emom 0,5; 1,5 miTpiB Ta cokiB TM «botaniQ» 0,4 Ta 0,9 miTpis.

HatinomyxcHiwa 3 niHiti 30amua supobasmu

00 46 000 nisnimposux PET-nasiwok npodykuyit

Ha 200uHy; Hatiweuowa 6aHouHa JiHisl MO#ce 8U20-
mosumu 50 000 6aHok npodyKuii Ha 200UHY.

0co6anBOCTI BUPOOHUYMX NiHIN

Hami mBuaKicHi TiHii XapaKTepHi KOMITaKTHICTIO, BiITIOBiI-
HO TIJIONIY 3a/iMalOTh IyyKe eKOHOMHO i iX 06C/TyTOBY€E BChO-
ro 4-5 omnepartopis.

Bcranosnena 2006 poky nepiia cynepiiByKiCHa JTiHis € TaK
3BaHUM MOHOOJIOKOM: OTIepallisi 3 BULYBY IUISIIKY, PO3TUTTSI
HAIIOIO Ta 3aKYIIOPIOBAHHS 3/1i/iCHIOIOTHCSI OJIHI€I0 MAIIMHO-
10. Bci mpotiecu yripaBiiHHS LIEHTPaTi30BaHi, Ha i TiHiT MOX-
Ha BUPOGIATY 6y Ib-KY yIaKOBKY (0,5 i1, 11, um 21).

Ksitenn 2007 poKy BiI3HAUMBCS BaXKJIMBOIO MTOAI€I0 — TOB-
TOOUiKyBaHWM BCTaHOBJIEHHSIM MYIbMUpopmMamHoi upooHu-
40i IHIT 07151 NPU2OMYBAHHSL, PO3NUBY, NAKYB8AHHS MA NAJIEMY8aH-
Hs npodykuyii. s niHis fana 3MOTry CyTTE€BO 361MbIINTY 06CSITU
BMPOOHMIITBA, ACOPTUMEHT MPOAYKILii Ta BiJHOBUTHM Ha 3a-
BOzi 6aHOUHE BUPOOHUIITBO. O61a JHAHHS MiCTUTb BOYIOBa-
HY CUCTEMY I7106aTbHOI CTATUCTUKY Ta aHATi3Y POOOTH JTiHi-
i, a TakOXX BOYOBAHY CUCTEMY KOHTPOJIIO 38 SKiCHUMMU
nmapamMeTpamu MPoayKTYy. laHa BUPOOGHMYA JIiHisI 32 TOAVHY
31aTHA BUTOTOBJSITU 10 44 000 miBAiTPOBUX IJIACTUKOBUX
IISIIOK Ta 1o 50 000 6aHOK.

2009 poxy Ha 3aBOAi 6y/I0 BCTAHOBJIEHO Ta BBEJIEHO B €KC-
TTyaTaliio acenmuuHy JiHilo 07151 BUpOOHULYMBA X0JI00H020 Hal0
Nestea. TTounHatouu 3 2010 poKy acenTnYHa JiHis posnoyasia
MacoBe BMPOGHUIITBO COKiB Ta HeKTapiB TM «botaniQ» B PET
TUISIIIKAX.

2011 poxky Ha 3aBoji 6ys0 3dilicHeHo nepexid Ha NRGB (non
returnable glass bottle) Ha niHii ckaa, IO 3HAYHO TTOKPATINIIO
BUPOOHMYI YMOBM Ta 3MEHIINJIO PU3UKM 3 IKOCTI.
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— Six PET lines for sparkling beverages in 0.5; 1; 1,5; 2 and
2.5 liter PET plastic bottles and also natural drinking water
Bonaqua TM in 0,5; 1 and 2 liter bottles;

— One canning line for production of 0.25, and 0.5 liter can;
— One glass bottling line;

— Four lines for bottling juices under “Rich”, “Dobriy” and
“Botaniq” trade marks;

— One POM line for syrups for the quick serve restaurants;

— One APET line for bottling 0.5 and 1.5 liter cold beverages
under “Nestea” trademarks and 0,4; 0,9 liter under “botaniQ”
trademarks.

One of the most powerful lines can produce up to

46 thousand 0,5 liter PET bottles of product per hour;
the fastest canning line can produce 50 000 cans of
product per hour.

Peculiarities of Production Lines

Our super-speed bottling lines are notable for their compact-
ness and efficient operation; they occupy a small area and re-
quire only 4-5 operators.

The first super speed line, installed in 2006, is called the “mono-
block”. All bottling functions from start to end — bottle blow-
ing, beverage bottling and bottle corking — are performed by
one machine, and all management processes are centralized.
The line can produce finished beverages in all package sizes:
0.5,1.00r 2.0 L.

April 2007 saw the long-awaited installation of a new “multi

format” production line for the preparation, bottling, packing and

palleting of the Company’s products. This line enables the Com-
pany to expand its production volume and product range and

to restart can production. The equipment includes a new sys-
tem for statistical analysis of line functioning and an embed-
ded system for quality parameter control. The production line

is capable of producing up to 44,000 0.5-liter plastic bottles

and up to 50,000 cans per hour.

In 2009 a new aseptic line for production of cold tea Nestea has
been installed and commissioned. From 2010 the aseptic line
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Cknaau

KommnaHnis «Koka-Kosa BeBepimskns Ykpaina» mae 08a 81acHux
cknadu — y Kuesi ma JIb08i ma opeHdye 9 pezionHanvHux ckaadie.

Ckuiap rofineHunit Ha 6ydhepHy 30HY, e 36epira€ThCst MTPOAYK-
11isI Ta 30HY MiAGOPY, [Ie TOTYIOThCS MAPTii HA BiABaHTaKEeHHSI.

OnHMM i3 HOY-Xay B CKJIaICbKMX TEXHOJIOTiSIX KOMITaHii € po3-
pobiieHa cxeMa pyXy ToBapiB. Bech TOBap po3nozinsieTses 3a
KaTeropisiMu pyxy: IIBMIKUI, cepeHili Ta MOBIIbHMIA. Bifn-
TOBiJHO 10 KaTeropii ToBap po3TallOBYIOTh Ha TEPUTOPIi
ckany. Takum YMHOM, Hai6IVKue o MicIs BiBaHTaskeH-
HSI pO3TallIOBYETHCS TOBAP, IKMI peani3yeTbcs mBupale. Ta-
KOX iCHY€ CBOSI cxema 361 paHHS 3aMOBJIEHHS.

Il IepcoHaIy, SIKMit Ipallioe Ha CKIaiax, € CIeiaJTbHIit
HaBYaJIbHUI KypC g Ha3Bowo Warehouse University («Ckaad-
cokull YHieepcumemy), ikuii 30608 s13aHi TPOTH BCi KepiBHU-
KM CKJIaZiiB y perioHax Ta crapiii 3MiH. [1ig yac HaBuaHHS BO-
HY TAKOX OMAaHOBYIOTh HABUKY CTBOPIOBATY HAJIEKHMIA
KOMaHIHMIi TyX Y KOJIEKTUBI Ta TPyIOBY AMCUUILIIiHY. Ha-
BUAHHSI TEPCOHATY TAKOX ITPOBOAUTHCS Y chepi yIpaBIiHHSI
3aracamu MpoayKiiii. Boii aBToHaBaHTasKyBauiB TPOXOASTH
TPEHiHTOBUII KypC i3 6e3MeUHOro BOJiHHS Ta aTecTallilo.

A6V TOKpAIMTH SIKiCTh 36€piraHHs Halloi MPOAYKITii Ta 3MeH-
LUIUTHU BTPATH, iHiLifloBaHO nporpamy «IdeansHuti cknaod». 1st
mporpama BKJIIOUa€ BIIPOBA/IKEHHS NIPoLieAyp KOMIIaHii i3
36epiraHHs MPOAYKIii Ta 3aITPOBaAKeHHS HAKPAIIMX CKIa -
CbKMX ITPAKTHMK Ha perioHaIbHMX CKJIagaxX. Y paMKax Ifi€i mpo-
rpaMu BCi KepiBHMKM CKIAZiB Ta BiATIOBiAabHi 32 JOCTaBKY
TMPOVIIIM TPU CeMiHapu.

BnposadsceHHs npozpamu «IdeanvHuti ckiaod» 3a6e3-
neuuio 3HUMCEHHS 8MPAM HA Pe2iOHAILHUX CKAA0ax
Ha 43% nopisHsHO 3 nonepeoHim nepiodom.

Takox nmpoBeneHo minoTHUI npoekT Lean Logistics B Xap-
KOBI 3 MOAA/IbIIMM BIIPOBAJI)KEHHSIM Ha BCiX perioHaJIbHUX
cknagax. IIpoexkT fgae 3Mory OnNTUMi3yBaTy CKJIaAChKi IIPo-
1ecy Ta NiABULIIUTY ePeKTUBHICTh POOOTH CKJIAICHKOTO
rocrogapcTaa.
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started mass production of juices and nectars “botaniQ” TM
in PET bottles.

In 2011 a transmission to NRGB (non returnable glass bottle) at
glass line was accomplished, which boosted production condi-
tions and decreased quality risks.

Warehouse

Coca-Cola Beverages Ukraine has two dedicated warehouses, in
Kyiv and Lviv and 9 additional warehouses are rented regionally.

The warehouse is divided into buffer area, where production is
kept and selection area, where production lots are prepared for
shipment.

To maximize efficiency, the Company also implements sever-
al specialized warehouse management systems. One of these
systems controls the distribution of products within the ware-
house, which is organized by category: rapid, middle and slow.
Products which are sold faster are situated close to the ship-
ment area. There also exists a special order collection scheme.

The Company provides a special training course for the ware-
house personnel, called “Warehouse University”, which all ware-
house managers in regions and shift managers must attend.
The training covers product stock management as well as pro-
vides for developing a strong team spirit and discipline. The
car loaders pass training on safe driving and attestation.

In order to improve storage quality of the finished goods and
reduce company losses, the “Ideal Warehouse” program was
initiated at all regional warehouses. This program includes re-
view and implementation of finished goods handling proce-
dure and best warehousing practices implementation. All Ware-
house and Distribution Managers attended three trainings
within the “Ideal Warehouse” program.

Implementation of this program resulted in reduction
of stock losses by 43% last year in comparison with
the previous period.

Also the pilot project Lean Logistics was accomplished in Kharkiv
with further implementation at all regional warehouses. The
project enables to optimize warehouse projects and to boost
the efficiency of warehouse utilities.

Distribution

More than 200 trucks deliver the Company’s products
to more than 4,100 customers every day throughout
Ukraine.

Coca-Cola Beverages Ukraine has created its own unique sys-
tem of direct distribution which allows customers throughout
Ukraine to receive Coca-Cola beverages on time and with high
quality service. To better serve its customers, Coca-Cola is con-
tinually developing more effective and flexible delivery sys-
tems, with special attention to automated route optimization,
car maintenance and repair, efficient fuel consumption, prod-
uct storage control, and delivery vehicle driving skills.

Workplace Warehouse / Distribution / SAP Wave 2

Ouctpunbyuin

Binsuie 200 6aHmaxisok KoxXHo20 OHsl p03803siMb
Hawty npodykuiro YkpaiHoro, 8iogidytouu ujo0obu
onu3wvko 4 100 kaienmie.

«Koka-Kosa BeBepisku3 YkpaiHa» CTBOpuJIa CBOIO BJIACHY YHi-
KaJIbHY CUCTEMY MPSIMOi AUCTPUOYITii, 3aBASKY SIKiil KITiEHTU
KommnaHii 1o Bciii YkpaiHi OTpUMYIOTb CBOi 3aMOBJIEHHS BYaC-
HO Ta siKkicHO. III06 MOKPUTU TepUTOPilo, Ha SIKiif MOCTiITHO
3’IBJISIOTHCS HOBi aKTUBHI KiTieHTH, «Koka-Kosa» rpaifioe Ha
CTBOPEHHSIM MaKCMMaJbHO e(eKTMUBHOI Ta THYYKOI CUCTEMU
nmoctaBky. Oco6Ba yBara mpuaiiI€ ThCs KOMITFOTEPHi i OMTH-
Mi3anii MapmpyTiB, TeXHIYHOMY JOTJISILY Ta PEMOHTY MalllMH,
CTIOKMBAHHIO IMAJIbHOTO, KOHTPOJTIO 38 30epesKeHiCTIO POy K-
11ii, a TAKOK YIpaBJiHHIO 6e31ocepeaHbO BOIiSIMMU.

Ha cb0200Hi KOMNAHis 3aCMOCOBYE CNyneHesy cucmemy, sika go-
3BOJISIE€ HA MiJICTaBi OJIeHHMX Pe3YJ/bTaTiB IPOCIigKOBYyBa-
TV eKOHOMIUHY e(heKTUBHICTb KOXKHOI JOCTaBKY 3aJIE5KHO Bif,
MapuIpyTy, 3aBaHTaskeHHs TOIIO. [[[06 yIoCKOHAINTY HAaBU-
YKM 3 KEPYBaHHS aBTOMOOiIeM Ta 3MeHIINTH KiJIbKiCTb aBa-
piit, po3po6IIeHO HaBYAIbHI KYPCH, SIKi KOKEH BOJIili KOMIIa-
Hii 3060B’13aHMi1 IPoiiTK. BoAil TAKOK MPOXOIATH I[OPiUuHE
OL[iHIOBaHHS CBOiX HaBMUOK. Y pe3yJbTaTi — 3 POKY B PiK
3MEHIIYETHCS KibKICTh aBapiit, MpUIOMY aBTOMOOITbHMIA
MMapK KOMIaHii Ta KiJbKiCTh KiJIOMeTpPiB 3pOCTAIOTh.

[poekT SAP Wave 2

ITpoexm SAP Wave 2 — ye dpyza x8uJisl 6npo8aoxeHHs macumao-
HO020 Gi3Hec-npoekmy, Mema skoeo — cmasdapmusysamu npoye-
cu 0ns ecix kpain epynu Koxka-Kona Xenerix, ki npayiosamumymao
8 €QUHili cucmemi ynpaeiHcoskozo 0067iky SAP.

2011 pik Mo3HAUMBCS BIIPOBAIXKEHHSIM TIEPEXO0Y BCiX ITpolie-
ciB Koka-Kosa BeBepimskn3 Ykpaina Ha HOBY 6i3Hec-TIIaThopmMy
SAP WAVE 2. BinTenep nBaaIlsSTh O4HA 3 ABAALSTU BOCbMU
kpaiH rpynu Koka-Kosa XeseHik BUKOPUCTOBYIOTH 1110
riatopmy.

Linnit pik mpoekTHa KOMaHa B YKpaiHi mpaliioBajia HaJ TUM,
1106 Tpoliec mepexony Ha HOBi cTaHIapTy po6oTH GYB SIKO-
Mora 6e360sicHiIMM, afke 3MiHU MaJiv BiIOYTHUCh Bigpasy
B KOKHi# QpyHK1ii KommaHii.

94 mpeHiH208i cecii 6ynu nposedeHi Ons HaA8UAHHS
1700 cnispob6immuxis. ITid uac mecmysanHs npayis-
HUKU NoKa3ajiu 8UCOKi pe3ynsmamu — noHad 97%
npasuJibHUX 8i0nosioeli.

1 ciung 2012 poky kommnaHis Koka-Kosa BeBepimxu3s Ykpai-
Ha MOBHICTIO Tepeiilia Ha HOBY cucTeMy. Bci 3amMoBieHHS
6ysiu mocTaBieHi KiieHTaM 6e3 3601B, a Bci 6e3mepepBHi ITpo-
1IeCH yCITiITHO aKTUBOBAHi.
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Today the Company applies a “stepwise” system which uses
daily results to track the economic efficiency of every delivery,
depending on routes, load and other factors. To increase driv-
ing skills and minimize accident rates, a special training course
has been developed which every Company driver must pass,
and drivers are evaluated annually. As a result the number of
accidents decreases year-by-year, despite a continual increase
in the number of Company cars and kilometers traveled.

SAP Wave 2

The SAP WAVE 2 is the second wave of business-project imple-
mentation, aimed at standardizing processes in all countries of
Coca-Cola Hellenic Group, which will work in the joint manage-
ment accounting SAP system.

The year 2011 was marked by the transmission of all the proc-
esses of Coca-Cola Beverages Ukraine to the new business-plat-
form SAP WAVE 2. From now on twenty one of our twenty eight
countries use this platform.

The whole year the Ukrainian project team had been working

at making the transmission to new standards as smooth as pos-
sible, as the changes were to take place in each function of the

Company.

To train 1,700 employees 94 training sessions were
held. During the trainings the high results were
shown - over 97% of correct answers.

On the 1st of January, 2012 Coca-Cola Beverages Ukraine had
a complete go-live. All customer orders were delivered with-
out any business disruption and all end-to-end processes were
successfully activated.




Po6oue micue Komnencayii ma ninveu

KomneHcauii Ta ninbrm

BuHaropopa 3a npatito

V KoMITaHii moyliTMKa BU3HAUYEeHHSI 3apO6iTHOI MIaTy poO3po-
6J1eHa TAaKMM YMHOM, 11106 3a6€e31Meun Ty ii KOHKYPEHTOCIIPO-
MOXXHICTh Ha PUHKY Tpalli, BiAmoBigHicTh 10 6i3HEC-TIOTPe6
Ta 3aJIEXKHICTD BiJl KJIIOYOBMX PE3y/IbTaTiB 6i3HEeCy. 3apo6iT-
Ha MJ1aTa 3aJeXXUTh BiJl piBHS ITOcaau, IOCBioy MpalliBHUKA,
J10r0 HABMUOK Ta pe3y/IbTaTiB po6oTH. 1T po3mip KopuryeTh-
cs BiMIOBiIHO 0 TeHEHI[ilt Ha MiCIleBOMY PMHKY Ipaili A0
PiBHSI, BU3HAUEHOT0 KePiBHMIITBOM. SIK ITpaBUJI0, BOHA a1 Mi-
HiCTPYETHCS Ta 06TOBOPIOETHCS B CYMaX, BpaXOBYIOUM IIOAAT-
KU Ta BimpaxyBaHHs. Komnauis cama npoeodums yci HeoOXioHi
8i0paxysaHHsl 8i0n08iOHO 00 YKPAiHCbK020 3aKOHOJAsCcmaa.

TakoK IMpaIfoe CucTeMa BUHATOPOZ, /15 TTOJTIITILIEHHS Pe3YJIb-
TaTiB pO60TH, CBOEYACHOTO i IKiCHOTO BUKOHAHHSI ITOCTaBJIe-
HUX 1Iifieii. AKTya/ibHa CUCTeMa BUHATOPO/, BCTAHOBJIEHA OIS
npauiBHuKiB Toprosoro Bigniny, Biaainy Jlorictuku ta Bu-
poOHMUIITBA. BuHaropoaa Mae ikcoBaHMit po3Mmip, sIKMii Ha-
PaXOBYETBCS Ha IIOMiCSIYHi ¥ OCHOBI Bi/ITIOBiJHO 0 BUKOHAH-
HSI BU3HAYEHUX KPUTEPiiB, HAPUKIAL, 06CSTiB MPOAaKy Ta
IOCTaBKY 4y e(heKTMBHOCTI BUPOOHUIITBA.

MeanyHe cTpaxyBaHHA

Mu mam’sITaEMO i ITpo 340pOB’SI HAIIMX MPaIiBHUKIB. ITiibro-
BaIporpama MeAYHOro CTpaxyBaHHs MpalliBHUKIB ITpaliio-
€ BKe 6arato pokiB. BoHa OXOIUTIOE yci OCHOBHI BUIM JIiKap-
ChKOI JOITOMOT'M ITif, Yac XBOpo6M i Haae JOAsIM GifbIie
BIIEBHEHOCTI y KMUTTI i mparii.

Ha cv0200Hi 8 ITpozpami 6epyms yuacmeo Oinivliie
1 500 npauisHuxie.

Takosx IIporpaMa MeIMYHOTO CTPAaxXyBaHHS HALAE MOKIIN-
BiCTh ITpalliBHMKaM 3aCTpaxXyBaTy UjIeHiB CBOIX POJIVH 3a ITi/ib-
TOBOIO 1IiHOIO.

OnTaunii BignoYMHOK

Hama KommnaHist mpuainsie oco6amMBy yBary JiTsSM mpaiiBHU-
KiB, TypOYIOUNCH TIPO iX 3[I0POB’S Ta BiITIOYMHOK ITiJT yac Ka-
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Compensations and Benefits

Rewarding

The Company’s wage determination policy is designed to en-
sure its competitiveness in the labour market, business needs
compliance and dependence on key business results. Wage de-
pends on position, employee experience, his/her skills and per-
formance. Its rate is adjusted according to trends in the local
labor market and the level is determined by management. Gen-
erally it is administered and discussed in the amounts, includ-
ing taxes and deduction. According to Ukrainian legislation the
company itself counts all the necessary deductions.

Besides, we have a set bonus system, which contributes to in-
creasing the employees’ interest in improving their results, time-
ly and quality execution of goals set. The bonus system is estab-
lished for the employees in Sales, Logistics, and Production
Departments. The bonus is fixed, and it is calculated based on
monthly performance in accordance with the determined crite-
ria — such as sales volume and delivery, production efficiency.

Medical Insurance

We remember about our employees’ health too. Preferencial
health insurance program is implemented in the Company for
many years. The insurance covers all main aspects of medical
assistance in case of illness, providing employees with great-
er certainty in life and work.

More than 1500 employees take part
in the Program as of today.

According this insurance program the employees can insure
their family members at preferential prices.

Children’s Summer Camps

Our Company gives special attention to employees’ children
caring about their health and activities during summer holi-
day. Company employees, who have children aged 7-14 years old,
can send them to the summer camp. As usual we organize these
activities in the children’s camp of Crimea, Zakarpattya, Ode-
sa and Kyiv region. The company defrays the main part of ex-
penses and together with their parents chooses the camp.

Special New Year’s parties for children are also organized as
exciting celebrations with fun-packed entertainment, compe-
titions and gifts.

More than 120 children of employees took advantage
of the summer activities program in 2010-2011. More
than 800 children take part every year in the special
children’s New Year’s celebrations.

Unique Experience

We respect and honor our employees for their contribution and
we are thankful everybody for fruitful activity. The Company
has the Motivation Program for employees who have served 5,
10 and 15 years. At the end of every month we celebrate Anni-
versary Day. We come together and congratulate people cele-

Workplace Compensations and Benefits

HiKyJ1. 30KpeMa, npayisHuKu KOMNawii, ki maroms dimeti 8ikom
8i0 7 0o 14 pokie, Moxcyms Hanpasumu ix Ha 8ionoYUHoK 0o aim-
Hb020 mabopy. TPaAUIIIiAHO MU CITiBITPAIIIOEMO 3 TUTIINMU
tabopamu Kpumy, 3akapnarTts, Opernyay ta KuiBuimam. Kom-
naHist 6epe Ha cebe GibITY YaCTUHY BUTPAT Ha BiITOYMHOK
Ta iHAMBIAYaJNbHO MiAXOOUTH A0 BUOOPY TabOPy pas3om i3
GaTbKaMIU.

Oxpemoi yBaru 3acyroBy€e OpraHizaliis IMTSYMX HOBOPid-
HMX BeUipOK — I'PaH1i03HMX CBSITKYBaHb i3 BecequMu po3-
BaraMy, KOHKypcaMy Ta NoJapyHKaMu.

Bnuswvko 120 dimeti npauisHuKie KoMnaHii ckopuc-
Manucs npozpamoro imHs020 eionouuHxy y 2010 -
2011 pokax. ITonad 800 dimeti 6epyms yuacme y wjo-
PiUHUX QuMSA4UX HOBOPIUHUX C8SMKYBAHHSIX.

He3aMiHHWI pocBig

Mu 1iHyeEMO HaIIMX IMPaIliBHMUKIB 3a iX BKJIa 4 Ta BASTUHI KOXK-
HOMY 3 HUX 3a IUTiHY Tpaiio. Po3po6seHa Ta TpoBOAUTHCS
IIpozpama 3aoxouysanHs npayieHuxie 3 Hazodu 5, 10 ma 15-piu-
HO20 106is1et0 pobomu ¢ Komnanii. HanpuKiHIli KOKHOTO MicsI-
1S IPOBOIMUTBCSI YPOUUCTE CBITO — [leHb 1oBinsspa! Mu 36u-
paeMoCs pa3oM Ta BiTaeMO HallIMX I0Bi/IApiB Micsiist. KepiBHUIITBO
KOMIIaHii ypounCTO Japye IBISIpY maM’ SITHU CyBeHip. 3 1o-
yaTKy Aii IIporpamu 756 mpaiiBHMUKIB OTpUMasI CpibHY Bif-
3HaKYy 3a 5 pokiB po6oTy B KommaHii, 193 mpaiiBHMKa — 30-
JIoTy Bin3Haky 3a 10 pokiB, 76 nmpaliBHMKIB 3a 15 pokiB
CYMJIIHHOI ITpali B KOMIIaHii oTpuMasu creliajabHMii oga-
PYHOK, KPUIIITAJIeBUIL TTIOOYC.

IIpomsizom 2010 - 2011 pokis cheuiansHi 8i03HaKU 3a
5 poxie po6omu 6 Komnauii ompumanu 330 cnhigpo-
6imHukis, 3a 10 poxie — 69, i Hazopodu 3a 15 pokie
— 71 npayisHux.

[No3a poboToto

310poB 9, 6esmeKka Ta J06po0y T IpalliBHMKiB KOMITaHii € 0CHO-
BoI0 mistmbHOCTI cucTemMu «Koka-Kosa» B YkpaiHi Ta cBiTi. «[Ipa-
yrosamu i3 3a0080JeHHAM Ma 2iOHO 8i03HauUamMu YCniwHi pe3y/b-
mamu pobomu» — 3azanvHuti npuHyun chisnpayi «Koxa-Kona
Ykpaina» 3 nepcoHaiom. [loBakalouy YHiKaJIbHICTb Ta iHAMUBI-
IyaJbHICTb KOXKHOI Tronuuu, «Koka-Kosa» B Ykpaini mokia-
IIa€ 3yCWJIb, 00 TIPpaIiBHUKY BiguyBaiv BCebiuHMIT iHTEpec
Ta MiATPUMKY 3 60Ky KOMITIaHii He TiIbKM y po6oui ToAVHN,
aje ji mo3a npatelo. IlporpaMu 3a0xoueHHs Ta MOTMBAallii, op-
raHisalist KOpIoOpaTUBHUX CBSIT, BULAHHSI KOPIIOPATUBHOTO
SKypHaJTy, MiATPUMKA CIIOPTUBHOTO CIIOCOOY SKUTTS — yce
CTIIPSIMOBAaHe Ha Te, 106 BUKIMKATH Y KOSKHOTO TTpalliBHUKA
KOMIIaHii HATXHEeHHMI HACTpiii Ta 3aJ0BOJIEHHS BiJl CIIpaBu,
SIKY BiH POOUTD.

@yTbONbHMI TYPHIp

Typ6ota «Koka-Kosa Vkpaina» mpo akTMBHMI CITOCI6 KUTTS
Ta CIIOPTUBHMI BiIIOUMHOK CBOIX ITPaLliBHMKIB — 1ie HeBil'eMHa
CKJIaJIoBa 3arajbHOI cTparerii mismbHOCTi «Koka-Kosma».

HaitsickpaBimmmii TpuKaz i3 CIOPTUBHOTO JKUTTS TPalliBHM-
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brating their anniversary. The company leaders award them
with special prizes. From the beginning of the Project 756 peo-
plereceived silver badges for 5 years of service, 193 - gold badg-
es for 10 years, and 76 employees for 15 years of good work re-
ceived the special prize, crystal globe.

During 2010-2011 special prizes were granted
to 330 employees for 5 years, 69 for 10 years
and 71 for 15 years of work.

Beyond the Work

The health, safety and welfare of the Company’s employees are
primary concerns of the Coca-Cola System globally and in Ukraine.
“Enjoywork and reward good performance” is a basic operating prin-
ciple of Coca-Cola Beverages Ukraine’s collaboration with its em-
ployees. Respecting the personal uniqueness and individuality
of its employees, Coca-Cola Ukraine makes every effort to pro-
vide support not only during work hours but also outside the
business. Encouragement and motivation programs, company
events, a company magazine, and support for sports activities
are all conducted to help Coca-Cola employees to enjoy and be
inspired by their work.

Football Tournament

As part of its broader commitment to encouraging active life-
styles, Coca-Cola Ukraine encourages its employees to enjoy a
healthy, active life and fun sporting activities. A prominent ex-
ample of Coca-Cola employee sports activities is an annual in-
ternal Coca-Cola football cup, in which teams from head office,
plant and Kyiv sales department participate. Employees from
different business levels from sales representative to General
Manager gather on the football field.

In 2011 the tournament turned into all-Ukrainian and
embraced all branches of Coca-Cola Beverages Ukraine:
34 teams engaging 300 participants participated.

Company national football team participates successfully in
numerous football business-competitions among Ukrainian
Companies. For instance, our team regularly takes part in foot-



ITo3a po6omoro / BHympiuHs KoMyHikayis

KiB KOMITaHii — IpoBeIeHHS IOPiYHOr0 BHYTPITHBOTO BYT-
607bHOTO TYPHipY «Ky6ok 3asody Coca-Cola», y skoMy 6epyTh
y4acTh KOMaHIV TOJIOBHOTO 0dicy, 3aBOIY Ta TOPTOBOTO Bifl-
niny Kuesa i KuiBcbkoi o6sacti. Ha dyT60sbHOMY IO pa-
30M 30MPAIOTHCS MPaLiBHMKY YCiX TaHOK 6i3Hecy — BiJ Top-
rOBOTrO MpeJcTaBHMKA 0 ['eHepaabHOTO IUPEKTOPA.

2011 poky mypHip cmag 8CceyKpaiHCbKUM ma 0Xonue
yci ¢inii komnanii Koka-Kona bBegepioxcu3 Ykpaiua: y
HboMmy 83s.1u yuacms 300 epasuie y ckadi 34 Komawo.

36ipHa komana KomnaHsii ycminrHo BUCTYTIA€ HAa UMCIEHHUX
yT601PHMX 6i3HEC-3MATAHHSIX MiXK YKpaiHChKMMU KOMIIa-
HisMu. Hanipukiam, y peryaspHomy GyT60JbHOMY TYpHipi
cepen KOMITaHil - yeHiB AMepuKaHcbKoi TopriBenbHOi [1a-
yaTv B YRpaiHi Hala KomaHzaa 6epe yyacts Big 2005 poky i
BXXe TPUYi cTaBasa YeMITiOHOM I[MX 3MaraHb.

Micsaub «Koka-Kona»

2009 poky KOMIIaHis po3royasia KaMIaHio 3i 3MillHeHHS J0-
Bipu 0 cBOiX 6peHIiB, posmnoyaBmiy ii came 3i CriBpo6iTHMU-
KiB. 3a pe3ynbratamu npoBefeHHs Micsist Koka-Kora, 3Ha-
HHS Ta I0Bipa criBpo6iTHMKIB M0 6peHiB KommaHnii 3pocin
Ha 30%. Lle HapuxHYyI0 KepiBHMLTBO KoMnaHii nmpoBoguTu
iHiliaTUBY Ha MIOPiUHi OCHOBI.

2010 poxy Micsiup Koka-Kosa npoiiios mij raciom «4 3Haio
cexpem!». TOJIOBHUM eJIeMeHTOM KaMIlaHii 6y/ia OHIaiH-
BiKTOpMHA, B SIKiii B3siM yuacTb 40 KomaHp, 3 yciei Ykpainu.
Micsiib Koka-Kosa cipuumMHMB XBaBy 3alliKaBJIEHICTh 10 iH-
dopmarii mpo icropiro Kommnasii Ta 6peHiB, B pe3y/abraTi 4o-
ro BUKOpUcTaHHS [HTpaHeTy 3pociio Ha 110%.

2011 poxy Micsub Koka-Kona ctaB ogHUM i3 HU3KM 3aX0[IiB,
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ball tournament among the members of American Chamber of
Commerce in Ukraine since 2005 and won the competition for
three times already.

Coke Month

In 2009 the Company launched a long-term campaign aimed
at strengthening trust to our brands, Company employees were
the first to participate in it. The implementation of Coke Month
resulted in the increase of employee awareness and trust in
Company’s brands by 30%. It inspired the Company to imple-
ment the initiative annually.

In 2010 the Coke Month was launched under the slogan “I know
the secret!”. The main part of the campaign was an online-quiz
inwhich 40 teams from all over the country participated. Coke
Month evoked growing interest to the Company and brand in-
formation which resulted into Intranet usage increase by 110%.

In 2011 the Coke Month was one of the elements in the succes-
sion of events dedicated to Coca-Cola 125th Anniversary. The

celebration started with the anniversary party for all employ-
ees of Coca-Cola Ukraine. During the day of Coca-Cola 125th

Anniversary celebration the employees were greeted by jazz-
band at the entrance to the office. Everyone could participate

in the lottery and gain a special present from the Company. To

complete the event the general photo session and a huge cake

awaited for the employees. Holiday events were held not only
at head-office and plant but also at all Ukrainian branches.

BonAqua Days

Before World Water Day a complex of educative and entertaining
events dedicated to water theme are implemented for the employ-
ees. These days are called BonAqua days. Each employee has a
chance to get informative booklets and to participate in com-

Workplace Beyond the Work / Internal Communication

MPUYPOUYEHUX IO CBATKYBaHHS 125-1 piunniii 6penny Koka-
Kosa. CBATKYBaHHS [104aJIOCh 3 I0BiJIeI{HOI BeUipKu /1151 BCiX
cniBpo6iTHMKiB Crctemu Koka-Kosta B Ykpaini. Besnocepen-
HbO B IeHb CBATKYBaHHS 125-pivust KomnaHii criiBpo6iTHM-
KiB 6i1s1 BXomy B odic BiTas My3UMKaHTHM AKa30BOTO T'YPTY.
Kosken mir B3s1TU yuacTs y 1oTepei «Buepaioms éci» i oTpumMa-
TU crelia/JIbHMII mogapyHok BiJ Komnawii. Ha 3aBepiieHHs
- rpymnoBa (oTocecist i Bemue3HU CBATKOBUIT TOPT. OKpim
TOJIOBHOTO 0icy i 3aBOAY, CBITKOBI 3aX0/AV MTPONIIIIN Y BCiX
dinisix Komnawii mo Bciit VkpaiHi.

IHi BonAqua

HanepenoaHi BcecBiTHbOrO JIHSI BOAM [IJIsI CITiBPOOITHMKIB
MpoBOASIThCS [JHi BonAqua — Komniekc npoceimHuybKux ma po3-
8aMANBHUX 3ax00i8 npuce’aueHux memi eodu. KoxkHuii mpaiiis-
HMK Ma€ 3MOT'y oTpuMaTH iHpopMaliiiui 6pourypu, B3siT1
yuacTb y KOHKypcax. 2011 poky B pamkax JIHiB BonAqua ajist
TOPrOBOTO Bifiny 6Y/I0 OpraHi3oBaHO TepMiHaIbHMI KBECT
«Bopa B KUTTI IIOOMHM», B IKOMY B351/11 yuacTb 280 TOProBux
MpeACcTaBHUKIB 3 Pi3HMX KyTOUKiB YKpaiHu. IlepemMoxiis 6y-
JIO HAarOpOoayKeHO 1oi3aKoro 10 Kapmosux Bap Ha 1BOX.

BHYTpiWHSA KOMYHiKaLi4

«Koxka-Kona» B YkpaiHi — 1ie BesimKka CKjIaJHa CUCTEeMa, TOX
I iHbOpMYBaHHS CITiBPOGITHUKIB PO AisIbHICTh KOMITA-
Hii, HOBMHY PUHKY i HaBiTh 0COOMCTi HOBMHY MPAIliBHUKIB
iCHye HaJlarofkeHa BHYTPIilllHS KoMyHiKa1is. KopnopaTtus-
HU KypHaUI, [HTpaHeT, a TAaKOX CIelliaabHi TUCTiBKY 10 TT0-
Iil, IKi OpraHi30BYy€e KOMIIaHis — 1ie Te, 1[0 JOIIOMarae Kox-
HOMY 6y TH MoiH(GOPMOBaHMM Ta BiguyBaTy cebe HeBi1'€MHOIO
YaCTUHO BEJMKOTO OpraHi3my.
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petitions. In 2011 a terminal quest “The Role of Water in Our
Life” for sales department was organized within BonAqua days.
280 sales representatives from all over the country participat-
ed. The winner was awarded with a trip for two to Karlovy Vary.

Internal Communication

Coca-Cola in Ukraine is a large and complicated system. To in-
form the employees on the company’s activities, market and

company news, as well as important personal news, we have a

set internal communication. Corporate magazine, Intranet, as

well as special posters on the occasion of various company-or-
ganized events help everyone stay informed and be an impor-
tant part of a big company.
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U UIOPOKY IMPOBOAMMO ayauUT KoMIaHii «Koka-
(( M Kouna Besepimxus Ykpaina JlimiTen» Ha Bigmo-

BiHICTh Mi’>KHapPOJHOMY CTaHIAPTY 3 €KOJI0-
riunoro meHemxMeHTy ISO 14001. KomaHa BiiIoBi JampHMUX
npauiBHUKiB KommnaHii Koka-Kosa 3aBxnu 3abesmneuye Bif-
KpUTe TIPOBEJIEHHS ayAUTiB. M1 3 BIIEBHEHICTIO TTO/IOBXKY€E-
Mo gito ceptudikary ISO 14001, agske Koka-Koma B Ykpaini
BUMKOHYE BCi BUMOT'M Mi’KHapOXKHOTO CTaHAAPTY Ta KPOKYE B
HOTY i3 Cy4aCHMMM TE€XHOJIOTiSIMY PO3BUTKY 3a1JIsI 1O AIN-
BOI'O CTaBJIHHS IO JOBKi/Is.”

Hamaunis Ilonosa,
Texuiunuti Memnedcep,
IIT «C)XKC Vrpaina»

(44 e conduct environmental audit for compliance with
Winternational standard of environment manage-
ment ISO 14001 at Coca-Cola Beverages Ukraine
every year. The team of responsible employees of the Coca-Co-
la Company ensures transparent audit conduct. We re-confirm
ISO 14001 certification confidently, as Coca-Cola in Ukraine
complies with all the requirements of international standards
and keeps abreast of up-to-date development technologies for
responsible environment treatment.”

Natalia Popova,
Technical Manager,
FE SGS Ukraine
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Po3zgumox cucmemu ekonoziuHoz0 MeHedecmeHmy

U MiATPUMYEMO PO3BUTOK CUCTEMM YIIPaBJIiH-
(( M HS BigxomaMu B 3aKapIraTchKiii 06/1acTi, e mic-
1IeBi piuky MOTEepITaau Bifl INIACTUKOBOTO CMiT-
TS, SIK€ HArPOMAaIKyBajocs, 6JIOKYBaI0 KaHaIM PiuoK Ta
MIPU3BONIIO 10 TIOBeHeT . [IpoCcBiTHMUITbKA KaMITaHisl MaJia Ha
MeTi 3a/JyUeHHS MiClIeBUX KUTeJIiB 10 aKTUBHUX [iif, TAKUX
SIK IPUOMpPaHHSI 6eperTiB, OUNIIEeHHS BOOHMX LUISIXiB BiJL CMiT-
T, Iepepobka miaacTuky. Kommanist Koka-Kosa BeBepigsku3s
VkpaiHa migTpumaia iHiuiaTUBYy i JOIIOMOTJIA YCITILITHO BITPO-
BaJMTH €KOJIOriuHi mporpaMu B o6jacti. Komnauist Hagana
BeJIMKi KOHTeiHepy OJis PO3aiIbHOTO 360pY MIaCTUKOBUX
TIJISIIIOK Ta MifTpuMaia nposeseHi 3axoau. Y 2009-2011 po-
KaxX MiCIieBMMM BOJIOHTepamu 6ysio 3i6paHo 16 TonH PET -
IOK J1J1s1 Tepepo6ku. YV 2011 porii 3aBasku ¢piHaHCOBII q0TI0-
M03i KommaHii 6yysio ounieHo Big PET MsIIOK piuyky
Jlatopuus.”

Onena Mapywescoka,
3akapnamceka (inis Bceykpaincokoi Exonoeiumoi Jlieu,
KepisHuk npoexmy

(44 e support development of waste management sys-
tem in Zakarpattya region where mountaineer ru-

ral communities had suffered from plastic waste
in rivers which also enhanced flooding. Local awareness cam-
paign was aimed at residents engagement in hands-on activi-
ties such as cleaning riverbanks, removing waste from water-
ways and plastic recycling. Coca-Cola Beverages Ukraine
responded to support the initiative and helped to deploy suc-
cessful environmental programs in the region. Company pro-
vided large containers for PET bottles, supported collection
events. In 2009-2011 local volunteers collected more than 16
tones of PET bottles for recycling. In 2011 owing to the finan-
cial support of the company Latorica river was cleaned from
PET bottles.”

Olena Marushevska,
Zakarpattya Branch of All-Ukrainian Ecological League,
Project manager

KOMHaHiH YiTKO pO3YyMi€ BILJIMB CBOEI JisIIbHOCTI Ha Ha-
BKOJIMIIIHE IPUPOIHE cepeloBuUlle i 6epe Ha cebe
3000B’I3aHHS i3 3aXMCTY Ta 36epekeHHI0 TOBKis. Komma-
Hist mpuitHsna EKosoriyHy noniTuky, mpiopuTe THUMM HatIpsi-
MaMM SIKOi €: paljioHa/IbHe BUKOPUCTAHHS BOGHUX PeCypciB,
eHeproeeKTUBHICTh, 3MeHIIeHHs BUKMAiB CO2, CKOpoUeH-
HSI 06CSITiB yTBOPEHHS BiZIX0/1iB Ta 301/IbIIIEHHST KiJIbKOCTI iX
nepepooKu.

Oxpim Exonoriunoi Ionituky, B KomnaHii npuitHATI i 4iI0Th
TMosiTuKa 3 yTuisaiii Ta mepepo6Kky TBEPAMX BiIXOMiB Ta
TMosiTMKa 3 MUMTaHb 3MiHM KTiMaTy.

Koka-Kona e Ykpaini nocmitiHo npautoe Had mum,
W00 MiHimiysamu ceiti enaue Ha 0oekinis. Lle —
uacmuHa wupokoz2o cnekmpy 0iti yciei Cucmemu
Koka-Kona e inmezpauii couiansHo 8i0nosioansHux
Npakmux ma NPUHYUnNie cmasnozo po3sumky

P0o3BUTOK CUCTEMU €KOMOTiYHOIo
MeHeXXMEHTY

V2002 pori Koka-Kona BeBepimkus YkpaiHa Briepiie cepTu-
(dikyBaa cucTemMy eKoJIOTiYHOTO MeHeIKMEHTa Ha 3aBOi Ha
BiATIOBigHICTB 10 Iep>kaBHOTO €KOJIOTiYHOTO CTaHAapTY. Koxk-
HOT'O POKY MM MTiATBEPIKYEMO BiATIOBiAHICTD MiXKHapOLHO-
MYy Ta JAepskaBHOMY cTaHgaptaMm. Tak Bocenu 2011 poky Ko-
MaH/1a ayIUTOPiB 3 Mi>kHApOIHOI KomIiaHisi SGS Ta iepskaBHOr0
oprany 3 ceprudikailii «<YKpMeTpTecTCcTaHAapT» IpoBeJa ay-
IVTY KOMITaHii BiIIIOBimHO 10 MisKHapOAHOT'O €KOJIOTiYHOTO
crangapty ISO 14001 poky Ta Jep>kaBHOTO €KOJIOTiYUHOPTO
cranpapty JCTY ISO 14001. Ayautopu nigTBepauan aii cep-
TUGIKaTiB 1e Ha OMH pik Ta ouinuau 3aBoj Koka-Kosia Be-
Bepimsku3 YKpaiHa sIK TaKuit, 10 TMTOBHICTIO BiATIOBiAa€ MiX-
HAPOJHMM Ta yKPAiHCbKMM CTaHAAPTaM 3 0XOPOHM HABKOIUIITHBOTO
MMPUPOTHOTO cepeoBuial

3MiHa KniMaTty

IToHS MY BUKOPUCTOBYEMO €HEPTito 17151 06irpiBy OYAMHKIB,
IT013/I0K TPAHCIIOPTOM Ta po60TH 0(iciB, BOHA HEOOXigHa Imi-
TIPMEMCTBAM [JIJIsI BUPOOHUIITBA Pi3HMX TOBapiB. OCHOBHUM
IsKepeJioM € 3ropaHHs HadTH, BYTiJUIs Ta rasy, y pes3yJbTaTi
yoro B aTMocdepy BUBIJIbHSIETHCS IBOOKUC ByTielo — CO2
— «TTApPHUKOBMI Ta3» . BibIIiCTh BUEHUX CXOAMUTHCS HA Y M-
11i, [0 TAaPHMKOBMIT ePEKT CITPUSIE MiABUIIIEHHIO TeMITepaTy-
pu 3emiti Ta 3MiHi KJimMary.

3MiHa KJIiMaTy € IPUYMHOIO 36iTbIIEHHS KiJTbKOCTi eKCcTpe-
MaJTbHUX TIOTOJJHUX YMOB, Y TOMY YMCJIi 3aCyX B OIHUX Perio-
Hax i MaBOJKiB B iHMMX. Taki yMOBM MOXYTb IPU3BECTU 10
HeCcTayi IpicHOI BOAM Ta 3HUKHEHHS eSIKMX BUIiB POCIMH i
TBapyH, 110, B pe3yJbTaTi, CTBOPIOE 3arpo3y [ 34,0pOB’si i 3a-
6esmeveHHs iskero. 1o 2025 poKy ABi TpeTUMHM HACEI€HHS 3eM-
JIi MO3Ke 3iTKHYTUCH 3 TTPO6JIEMOI0 HECTaYi ITPiCHOT BOIM.

Yomy ue Baxnueo anga Coca-Cola?

HayKoBIIi TPOTHO3YIOTb, [0 3MiHY KJIiMaTy MaTUMYTh BEJI-
Yye3HMIi BIJIMB Ha BOJHI pecypcu Ta CiibCbKe TOCIoIapCTBO
— NIBa BaKJIMBUX KOMITOHEHTH 6isHecy Haioi Kommawii. To-
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m Development of Environmental System

he Company has full understanding of its influence on en-

vironment and is committed to environment protection
and preservation. The Company has adopted environmental
policy, the priority of which is economical use of water, ener-
gy efficiency, decrease of CO2 emissions and wastes and the
increase of wastes recycling.

In addition to the Environmental Policy, we have Packaging
Waste and Recycling Policy and Climate Change Policy in place.

Coca-Cola in Ukraine is committed to minimizing its
impact on the natural environment as part of its
broader efforts to integrate socially responsible be-
haviour and sustainable management principles in
all areas of its operations

Development of Environmental
System

In 2002 Coca-Cola Beverages Ukraine firstly certified Environ-
mental Management System at the plant in compliance with
state environmental standard. Every year we confirm the com-
pliance with international and national standards. In autumn
2011 a team of auditors from international company SGS and
the state certification authority «Ukrmetrteststandard» con-
ducted company’s audits according to the international envi-
ronmental standard ISO 14001 and state environmental stand-
ard SSU ISO 14001. The auditors confirmed the certificates’
validity for one more year and rated Coca-Cola Beverages
Ukraine plant as a plant that fully meets all international and
Ukrainian standards of environmental protection!

Climate Change

Energy is used every day to heat homes, drive cars and run of-
fices. It is also used to power factories and manufacture con-
sumer goods. The main source of this energy is burning of fos-
sil fuels, such as oil, coal and gas, which release carbon dioxide,
CO02, a primary “greenhouse gas” into atmosphere. Most sci-
entists agree the greenhouse effect contributes to raising the
Earth’s temperature and altering its climate.

Climate change is linked to extreme weather conditions — in-
cluding droughts in some regions and flooding in others. Those
conditions can create freshwater shortages, which can result
in plant and animal extinctions and threats to food security
and health. By 2025 two-thirds of the world’s population could
face severe and chronic water shortages.

Why is it important to Coca-Cola?

Scientists predict that climate change will have a profound ef-
fect on water resources and agriculture — two vital compo-
nents of the Company’s business. Therefore, to ensure long-
term sustainability of freshwater resources and agricultural
products used in our beverages, the Company is committed to
minimizing our impact on climate. This is not only important
for our business, it is important for the sustainability of the
communities where we operate as well.

Our response to climate change reflects the Company’s inte-



MY, 377151 CTabibHOTO 3a6e3MeueHHs BOJOI0 Ta IIPOIyKTa-
MU arpapHOTo roCIioiapCcTBa, sIKi BUKOPUCTOBYIOTHCS B Ha-
X Hatosix, KomraHist B3siia Ha cebe 30608’ sI3aHHS MiHiMi3yBaTu
BIUIMB Ha KJiMart. Lle BaskMBO He Ti/IbKM A1 HALIoro 6i3He-
Cy, ajie i AJisl CTAJIOTO PO3BUTKY 'POMAJI, B IKMX MU
MIPAII0EMO.

3MeHIIeHHST BUKOPUCTAHHSI €Heprii TaKoK JO3BOJUTh HAM
CKOPOTUTH OTlepaliifHi BUTpaTu Ta chopmMyBaTU MillHiIIIi Bi/I-
HOCMHM 3 yciMa 3allikaBJeHMMM CTOPOHAMM, aike 06i3Ha-
HIiCTb PO 1110 Tpo6JIeEMY 3pOCTaE i Bce Gisbliie JTI0Aei XBUTIO-
€ MUTaHHS PO BIUIUB 6i3HeCYy Ha JOBKIiLISI.

LLlo MM pobKUMO Yy LbOMY HAaNpPAMKY?

V cuctemi «Koka-Kosa» mpuitHATO 6araTorpaHHy CTpaTeriio,
y sIKift mpo6JieMi 3MiHM KJIiMaTy HaJZaHO MPiOPUTETHOTO
3HAYEeHHS.

bisHec-nnaHyBaHHSA: NOCTAaHOBKA Lifien

1106 DOCSATHYTM HAIIOI METU — CTAaTU «KOMNAHi€l, Ky Hall-
Oinblie nosaxaioms y ceimi» - My MOBUHHI 3a/iMaTy aKTUBHY
MO3UL{I0 y NIMTaHHSIX 3MiHM KJliMaTy. BcTaHOB/TIOI0UN 11iTi 3
eHepros6epeskeHHs, My BUOYIOBYEMO iHTEIPOBAaHY CTpaTe-
rito i3 3aXMUCTy KiMaTy.

BMpo6HUUTBO: 3MEHLWEHHS BUKMAIB

Haioto ctparerieto y cuctemi «Koka-Kosa» 111010 3MeHIIIeH-
HS BUKUIiB € MMOIIYK Ta BUKOPUCTAHHS MOK/IMBOCTEN 3aXMC-
TY KJIiIMaTy Y TPbOX OCHOBHMX cepax IisyIbHOCTi: BUPOOHM-
IITBi, TPAHCTIOPTYBAHHi Ta TOPrOBOMY 00JIaTHAHHI.

[po3opicTb

Mu nepeKoHaHi, o 7151 epeKTUBHOI po60TH i3 3aXUCTY KITi-
MaTy MOTPiOHO ONPUITIOHIOBATY TOKA3HVKM Ta Pe3yIbTaTH.
Tomy MM MOCTi/iHO MOHITOPMMO TTOKA3HUKM Ta BiIKPUTi A0
posroJiocy iHdbopMarii mpo BUKUAM BiJ CTaliOHAPHUX
JIKepelL.

BignoBigHICTb A0 €KONONIYHUX
CTaHAApPTIB

Bske 6araTo pokiB y Hallliii KOMITaHii OCiHb — TIOpa ayJuTiB.
VY skoBTHI 2011 MM BKOTpe IPOMIILIM ayAUT Ha BiAMOBiqHICTh
10 Mi>KHapOIHOTO eKoJioTiuHOMY cTaHmapty ISO 14001: 2004
POKY Ta MiATBEPAUIN [IiT0 OTPUMAHOTO cepTudikary.

Ha mouaTky nucTonazna mu npotiuiiu uje 00uH ayoum KOMnaHii
YkpCEIIPO JIT1 «Ykpmempmecmcmadapmy», YAM MiITBePIUIN
yCHinHicTh 6araTopiuHoi po60TH i3 BIIPOBAIKEHHS Ta BIO-
CKOHAaJIeHHSI CUCTeMM eKOJIOTiYHOTO MeHeI>XMEeHTY BiATOBi/I-
HO JI0 BUMOT MiskHapoaHoro ctangapty [SO14001:2006 Ta
KOPHOpaTMBHMX CTaHIapTiB KoMmItaHii Koka-Koia.

LIpboro pOKYy Bifl ayagUTOPiB MM OTPUMAJIM JIMIIE TIO3UTUBHI
BiAryku momo 3aBoacbkoi Cucremu ExosorivuHoro MeHe1x-
meHTy (CEM).

Haw 3a800 6yn0 oyiHeHO 5K makuti, ujo NOBHICMio
8i0n0sidae MixHapoOHUM ma yKpaiHCbKUM CMa-
dapmam 3 eKoJiozii.
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i KﬂiMamy

grated approach to sustainability in which climate protection
is a key component of our business strategy.

What are we doing about it?

The Coca-Cola System has adopted a multifaceted strategy
with a focus on climate change prevention.

Business Planning: Setting Goals.

To achieve our goal of being “the most respected company in the
world,” we must take a more proactive stance regarding global
warming. By setting energy goals, we are building a strategy
for climate protection into our business.

Our Operations: Reducing Emissions

Our strategy to reduce emissions within our operations and
across our system focuses on eight areas that encompass con-
servation opportunities in our three principal activities: man-
ufacturing, fleet/transport and sales equipment.

Being Transparent

To effectively protect our climate, we believe it is important to
share our findings and developments with the public. That is why
we are constantly monitoring indicators and are open to disclose
information about our emissions from stationary sources.

Compliance with
Environmental Standards

Autumn is a season of audits for our company for many years
already. In October 2011 we once again passed the audit for
compliance with international environmental standard ISO
14001:2004 and reaffirmed the validity of our compliance
certificate.

In November we passed another audit of the UkrSEPRO Compa-
ny, which confirmed the successful work during seven years on
implementation and improvement of the environmental man-
agement system in accordance with international standard
1SO14001: 2006 and Coca-Cola corporate standard.

This year we received only positive feedback from the auditors
concerning our operating System for Environmental Manage-
ment (SEM).

MOHITOPUHT €KONOTIYHUX
MOKA3HUKIB

B mporieci po6otu «Koka-Kosa» B YkpaiHi mocriiiHo imeHTun-
(dikye BIIMBY, SIKi MOKe CIPUUMHSTH 11 JiSITbHICTD HA A0-
BKiJIJIs1. Beix iX yMOBHO MOKHA MOAIMMTY Ha TaKi IPyIn:

— BUKUIM B aTMOChepy;

— CKUJM Y BOJHI 06’€KTH;

— BMKODUCTAHHSI CUPDOBMHM Ta MaTepiaJliB;

— CIIOXMBaHHS eHeprii;

— YTBOpEHHS BiJX0O[iB Ta IX BIIJIXB Ha JOBKIJIJIS.

I'pymna daxiBiiB KOMIaHii 3 BU3HAUEHOIO [ePiofMUHICTIO 37t~
CHIOE MOHITOPMHT Ta aHaJi3y€ HACTYIIHi eKOJOoTiuHi
MOKa3HUKU:

— BUKOPUCTAHHS 060POTHOI Ta HEOO6OPOTHOI YITAKOBKM
I'/7iTp HATMOIO;

— BUMKOPUCTaHHS eyleKTpoeHeprii MIX/TiTp BUpPO6I€HOTO
HaTolo;

— BMKOPUCTaHHS eHeprii, MII>K/1iTp HaIolo;
— BMKOPMUCTAHHS BOJY, JI/JiTP HAIIO;

— 3ara’jibHa KiJIbKiCTb YTBOPEHMX TBEPAUX BiIXOiB, /TP
HaIolo;

— KUIBKICTb YTUTI30BaHUX TBEPAUX BiAXO/iB, T//IiTp HATIOIO;

— KinbKicTb epepobieHnX BigxomdiB, BiICOTOK BigxoiB,
repenaHuX Ha epepobKy abo MOBTOPHE BUKOPUCTAHHS;

— KIiJIbKICTb OpraHivYHMX PeUOBMH B CTiYHMX Bogax BOD, mr/
JIITP HAIOIo;

— BUKOPUCTAHHS AM3ebHOro najabHoro Ha 1000 miTpiB
IlepeBe3eHOro HaIolo.

3aB/ISIKM TAKOMY ITiIXOAY MOKHA UiTKO BUSHAYUTH, Y IKOMY
ctaHi KoMmIaHis BifHOCHO BIJIMBY Ha IOBKiJIJISI, @ TAKOX I10-
CTiliHO BJIOCKOHAJIIOBATM CBOIO JIisSITbHICTD 3aJ151 OXOPOHM
HABKOJIMITHBOTO MPUPOIHOTO CEPEIOBUIIIA.

B1kopuCTaHHS BOOM

Ha Hanomy 1miAnpreMCTBi OCHOBHUM iHTpei€ HTOM POy K-
TY Ta 060B’SI3KOBOIO CKJIJOBOIO O61JIBIIOCTI BUPOOHUYUMX ITPO-
1IeciB € came BoAa. M1 4iTKO yCBiJOMJTIOEMO ii pOJIb Y KUTTE-
IiSIBHOCTI cycninbCeTBa, ToMmy y KomnaHsii migTpumyoTbes
MPOEKTU 3 pallioHaIbHOIO BOJOCIIOKMBaHHSI. Lle, HacamIte-
pef, TPOeKT MOBTOPHOTI'O BUKOPUCTAHHS Boay. OCHOBHA i0-
r'o MeTa - 3a106iTaHHS BUCHa)KEHHI0 BOJHMX pecypciB. B ocHo-
BY IOKJIaJIeHO BUKOPUCTAHHS BOAM TTiCJISI OUUIEHHS A JIST
TeXHIYHUX MOTPe6 BUPOOGHUIITBA, & CAaMe MUK aBTOTPaH-
CTIOPTHMX 3aC06iB, TIOJMBY 3€JIeHUX Haca[KeHb Ha TePUTO-
pii 3aBony Ta iH.

Bin 2011 poky Ha HalIOMY HifIPMUEMCTBI 3aI104aTKOBAHO HO-
8uti npoekm 3 ekoHomii sodosuxopucmanHs - ECA-CIP, ikuii 1o-
3BOJISIE IPOBOJIUTY MUIKY TEXHIUHOTO 00J1aJHAHHS HA BU-
POGHUIITBI HE BUKOPUCTOBYIOUM XiMiUHi peareHTH Ta BOIY
IJIS1 1X pO3BeIeHHSI. BpaxoByI0UM MOTYKHOCTi HANIIOTO BUPOO6-
HUIITBA, B PE3Y/IbTATi MIOBHOTO BITPOBA/IKEHHS ITPOEKTY OUi-
KYETbCSI EKOHOMisl BOOOBMKOPUCTAHHS Majike Ha 20 Tuc. M3,
10 Y BiAICOTKOBOMY 3HaueHHi ckyagatume 1,8 %.
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Our plant has been rated as one that fully complies
with international and Ukrainian environmental
standards.

Monitoring Environmental
Indicators

Coca-Cola Ukraine continually monitors and measures the en-
vironmental impacts of its activities, including:

— discharges into the air

— discharges into water bodies

— use of raw materials and other materials
— energy consumption

— formation of waste products and their impact on the
environment.

A Company expert group regularly monitors and assesses the
following environmental indicators:

— Use of returnable and non-returnable packaging, g/litre of
beverage;

— Electric power use, M]/litre of produced beverage;

— Energy use, MJ/litre of beverage;

— Water use, I/litre of beverage;

— Total quantity of produced solid waste, g/litre of beverage;
— Recycled solid waste, g/litre of beverage;

— Waste recycling, percent of waste sent to recycling, recovery
or reuse;

— Quantity of organic substances in waste waters BOD, mg/litre
of beverage;

— Diesel fuel consumption for 1000 litres of transported
beverage, 1/1.

— Using these indicators, the Company can accurately measure
its impact on the environment and continually improve its
environmental performance.




Koedpiuienm suxopucmarts 8od0u 8 Komnauii ckaa-
dae y cepedHbomy 61U3bKO0 2,3 nimpa 800u Ha iimp
8U20IM0B7IeH020 HANOIO.

BukopucTaHHS BOGHUX PeCYPCiB 3aBXK/IY Bi1OyBaeThCs Bifl-
TOBiTHO /10 YiTKO BCTAHOBJIEHMX 3aKOHOJ@aBUMX PAMOK Ta pe-
T'YJISIPHUX ITepeBipOK yIIOBHOBaXKeHMX opraHiB. KommaHis mae
BCi HeoOXimHi mineHsii i 10380, BiAIIOBI SA/IbHO BXKMBAE He-
06XiTHMX 3aX0/IiB Ta CIIJIauy€e BYACHO i y TOBHOMY 06¢s13i IMo-
IIaTKY Ta 360pu 3a CIIOKUTY BOAY.

CTivHi BOOM

CtiuHi BOAM 3 HAIINX OYMCHUX CIIOPYZ, OUMIIIAIOTHCS 10 PiB-
HS, IKUI BiAIIOBila€ BMMOraM MiclieBOro 3aKOHO/IaBCTBA Ta
crangapriB Komnanii Koka-Kosa.

ITepenoBa TEXHOJIOTiSI iIHTEHCUMBHOI 6i0/10TiUHOT aepo6HOI Cu-
TeMM OUMCTKM CTIYHMUX BOJT CKOHCTPYIiOBaHA TAKMM UMHOM,
110 BMKJTI0YA€ MOXKJIMBICTD 3/IMBATM HEOUMIIEHi BOIM 0 3PO-
ITyBaJIbHMX KaHaTiB. | mocesieHHs Ha 6eperax OJTHOTO 3 Ka-
HaJliB cimericTBa 606piB MOBHICTIO 11 MiATBEPKYE.

Ha repuTopii ouncHux criopy Hatoi Komrasii € mekopatus-
HUI CTaBOK, 10 HATIOBHEH I BUKJIIOUHO OUUIIIEHVUMM CTid-
HUMM BofaMu. SIKicTh BoJM B CTABKY Bske 6araTto pokKis fie-
MOHCTPYE KUTTEIiSVIbHICTh YEPBOHMX KapIliB Y HbOMY.

BukopucTaHHA eHeprii

OpHMM 3 rofIoBHMX IpiopuTeTiB KommaHii B raynysi 3MmeHIIeH-
HSI BIUIMBY Ha JIOBKiJ/IJis € 36epeskeHHsI eHeprii Ta MiHimi3a-
g ii BUmiIeHHS.

3a poKM CBOEI AisbHOCTI B YKpaiHi ycHimiHo 3/1i/icHeHo Ha-
CTYITHI 3aX0J 1 3 eHepro36epeskeHHs:

— BCTaHOBJIEHO eHeprosbepiraioyue o61aHAHHS, [0 3a,iSHO
B TEXHOJIOTIYHMX ITPOLiecax;

— BCTaHOBJIEHO Cy4yacHe 06/1aTHAaHHSI 1151 abCOpOIIii PO YKTIB
3rOpaHHS IPUPOAHOTO rasy, siki B IOJAJbLUIOMY CTaIOTh
CYPOBMHOIO JIJISI BUPOOHMIITBA BYTJIEKUCIIOTY;

— ONTMMi30BaHO MapUIPYTH PyXY AOCTaBKY IMPOAYKIILii;

— BBeJIeHO eJIEKTPOHH M MOHITOPUHT ITOKa3HUKiB CUCTEMOIO
aBTOMATUYHOT'O KOHTPOJIIO eJIeKTPOEHePrii.
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Water Usage

Water is the main ingredient in beverage products, and an in-
dispensable constituent of the production process. We have
full understanding of its role in life of people that is why the
Company supports projects of rational use of water. It is first
of all water re-use, aimed at prevention of water exhaustion. It
is focused on water use after its treating for the technical needs
of production, namely for vehicles washing, watering green
plantations on the plant territory etc.

Since 2011 a new project on rational water usage ECA-CIP is be-
ing implemented. The project helps to accomplish the washing
of technical equipment at plant, using no chemical reagents and
water for their dilution. Taking into account our production ca-
pacity, the project implementation will result in water usage
economy of 20 000 m3, which is equal to 1,8 %.

The average Company water use ratio
is approximately 2.3 litres per litre of beverage
produced.

The Company’s usage of water resources strictly corresponds
tolegislative requirements and regular verifications by author-
ized bodies. The Company has all necessary licenses and per-
missions, takes all required measures and duly pays all taxes
and fees for the water used.

Wastewater

In our wastewater treatment facilities, wastewater is treated
up to a level that conforms to the requirements of the local leg-
islation and to the standards of The Coca-Cola Company.

The intensive biological aerobic wastewater treatment tech-
nology used employs a procedure of daily cross-control that
eliminates the possibility of discharging unrefined water into
the local irrigation system. The settlement of a beaver family
on the shore of one nearby irrigation canal demonstrates the
reliability of this system.

There is a decorative lake on the territory of treatment facilities,
filled with solely treated wastewater from the plant. Red carps
in the lake are a living proof of the quality of water in it.

Energy Usage

One of the Company’s top environmental priorities is to min-
imize the use of energy and release of emissions. Within the
years of operating in Ukraine the following energy conserva-
tion measures were taken:

— installation of energy-saving equipment for technological
processes;

— installation of modern equipment for absorption of natural
gas combustion materials that become the raw material for
carbonic acid production;

— production delivery vehicle movements optimization;

— implementation of electronic monitoring of key indicators
by an electronic system for commercial accounting of power
consumption.

EHeprosbepiratoui CBITNOAIOAHI Namnu

Ha mouaTky 2011 poky Ha HallIOMy 3aBO/ii 3aITyCTUIV HOBUIL
eHeprosb6epirarounii IpoeKT. B i10ro 0CHOBY MOKJIaIEHO T10-
BHY 3aMiHY eJIeMeHTiB OCBiT/IEHHS Ha HOBi eHepros6epiraro-
yi cBiTmomiogHitamrm (LED lighting). MeTa - ckopoueHHSI BU-
KOPUCTaHHs eJIeKTpoeHeprii Ta sMeHiueHHs Bukuiis CO, B
armocdepy.

3a pix 8npo8adHEeHHs NPoeKmy Mu ompumaiu epa-
xearoui pesynemamu! Lle 3aoujadxceHHs OLbUL Hix
120 muc kBm enekmpoeHepeii 8 piK.

[ 11e py YMOBI, 1110 3aMiHY OCBIT/IEHHS TPOBEEHO JIUIIIE B fle-
SIKMX TIPUMIIIEHHSIX 3aBOJLY - rasiepii BUPOOHUIITBA, XiMiu-
Hilt KiMHaTi, cMpoIoBapIli Ta BOAOMiATOTOBIII.

IpoTsirom HaCTYIHMX POKiB 3aIJIaHOBaHO TIepeBEeCTM Ha CBiT-
JIOZioHe OCBIiT/IEHHSI BCi TPUMIllleHHS 3aBOAY. 3a ITigpaxyH-
KaMU HOBU1 €KOJIOTiUYHMIA TIPOEKT JO3BOIUTb CKOPOTUTY BU-
KOPMCTaHHSI eJIeKTPOeHePrii 17151 OCBIT/IIeHHS ITPUMillleHb Ha
3 MutH KBT B pik i smeHummTy Bukuau CO2 B atmocdepy sk Mi-
HiMyM Ha 1,25 TOH B pik.

KoreHepauiHuin 3aB0S

ExosoriuHa iHiniaruea Hamoi Komrmanii Ha cBiTOBOMY piBHIi
MOK/IMKaHa Ha 60poThOY 3 IM106aJbHOI0 3MiHOIO KJIiMaTy Ta
3MeHIneHHSM BukuziB CO2 B armocdepy. B pamkax peasniza-
11ii JOBroTpMBasIoi r;06aabHOI TPOrpamMm 1o 3aXMUCTY JOBKiJI-
JIS Ta Tlepexojly Ha BUKOPUCTaHHS iHHOBaIliliiHMX pecypcos-
Gepirarounx TeXHOJIOT1ii Ha TePUTOPIi MiANPKUEMCTBA TOGYI0BAHO
KOTeHepalliliHuit 3aBoji 3 BUPOOHMIITBA eJIEKTPOEHePrii, ByT-
JIEKMCJIOTO Tra3y Ta napy. Lle TernaoenekTpoCTaHIlis HOBOTO
TUITY, OYIiBHUIITBO SIKOi 6y/10 3aBepieHo 2011 poky. 3aria-
HOBaHa ii MOTYKHICTb JO3BOIUTb 3HAUHO CKOPOTUTU PiBEHD
BukuziB CO2 B atmocdepy.

EHeprosbepiratoue xonogunbHe
obnagHaHHs

2011 poky 6yJI0 3aKyTIJIEHO XOJIOIUIbHE 06JIaTHAHHS 3 €KO-
60KcaMu (€KO-O0KC — IPUCTPIiit, IKUI 3a6e3Meuyio eKOHOMi-
10 eJIeKTPOeHeprii) Ta XonoguabHe 0618 JTHAHHS, SIKe MPaIfio-
€ Ha ocHOBI xonomoareHTy R290 Ta 3amobirae pyiiHyBaHHIO
030HOBOTO LIAPY 3€MJIi.

3eneHe Ta 6be3neyHe BOAiHHSA

Kepyrouuch CBITOBMMM TE€HIEHIIiIMY [IOJI0 3MEHILIEHHS BU-
KIJiB TapHMKOBMX ra3iB Ha TepuTopii Koka-Kosa beBepinsxku3s
Vkpaina y 2009 pori 6yJsio 3aripoBaskeHO MPoeKT 1o Exo-
IpaiiBinry. OCHOBHA MeTa IPOeKTYy — CKOPOUYEHHS BUKI/IiB
BiJl aBTOTPAHCIIOPTY, MiHiMi3allisi BUKOPUCTAHHS Ta1Ba AJ1sT
aBTOTPAHCIIOPTY, & TAKOX 3HUKEHHS PiBHS JOPOKHBO-
TPAHCIIOPTHUX ITPUTOZ, TA TPABMTU3MY.

Ha maHuit MOMEHT MM 3 BIIEHEHICTIO MOKEMO CTBEP/IKYBa-
TH, IO MPOEKT MPUHOCUTH 3HAYHI TO3UTHUBHI pe3yJbTaTu,
ajike 3a pe3yJabTaTaMu IBOX POKiB BAAIOCS 3MEHIIUTU KiJib-
KicTb I TII Ha 30%, CKOPOTUTY KiJIbKiCTh BUKOPUCTAHHS ITaJTh-
HOro Majike Ha 5%, TMM caMMM 3MeHIuuBIIN BuKuau CO2 B
atmocdepy.
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LED Lighting

At the beginning of 2011 a new energy saving project was
launched at our plant. It is based on the substitution of light-
ing units by new LED lightning. It is aimed at energy use re-
duction and CO2 emissions decrease.

Excellent results were seen within only one year of
project’s implementation! It allowed to save more
than 120 000 kW of energy per year.

And this is under condition that new lightning was installed
only in separate areas of the plant — production gallery, chem-
ical room, syrup pan and water preparation.

It is planned to install LED lightning at the whole plant in next
few years. According to the estimates, a new project will result
in reduction of energy use for lightning by 3 mln kW and de-
crease CO2 emissions by 1,25 tonne per year minimum.

The Combined Heat and Power Plant.

Environmental initiative of our Company at world level is aimed
at fighting global climate change and reduction of CO2 emis-
sions. Within the long-term program on environment protec-
tion and transition to energy saving technologies, the com-
bined heat and power plant, producing energy, CO2 and steam
was built on the territory of our plant. It is a thermal power sta-
tion of the latest pattern, construction of which was finished
in 2011. Its estimated capacity will help to reduce CO2 emis-
sions into atmosphere.

Energy Efficient Refrigeration Systems

In 2011 the Company acquired new refrigeration systems
equipped with eco-boxes (eco-box — energy saving device) and
refrigeration equipment that operates on refrigerant R290 and
prevents ozone layer destruction.

Safe and Eco Driving

Guided by world tendencies on the reduction of greenhouse gas
emissions, the Eco Driving project was launched on the terri-
tory of our plant. The main objective of the project is to reduce



BioeokoHdepeHLuii

Bin 2009 poky Komnanist Koka-Kona B YkpaiHi BUKOPUCTOBYE
MPaKTHUKY BifleoKoOHPepeHiliii. Lle qo3Bosisie crIiBpo6iTHUKAM
KommaHnii B pi3HUX KpaiHax CHiJIKyBaTUCh 3a JOIIOMOTOI0
BiJIe03B’I3KY, L0 CIIPMSIE 3MEHILIEHHIO BUKM/IiB ByIJIeLo i,
yac repesaboTy. Tak, HajfuacTille HalM CIiBpOGITHUKAM J0-
BoAUThCS IiTaT Misk KnieBoM Ta MOCKBOIO. BUROPUCTOBYIOUM
BiJIe03B’130K 3aMiCTh IIepeIbOTY, OIHA JII0JMHA 3aT106irae Bu-
kuny 224 xr CO, 3a OfiHe BiIpsAIKEHHS.

OTske, MM 3 BIIEBHEHICTIO MOKEMO CTBEPJIKYBaTH, 1o Koka-
Koua B YkpaiHi KPOKY€ B HOTY i3 Cy4aCHUMM TE€XHOJIOTisIMU
PO3BUTKY Ta CyMJIiHHO IPAIIOE HAJl CKOPOUEHHSIM TIKiIIu-
BUX BUKUiB B aTMochepy!

CupoBuHa Ta MaTepianu

OnTMMi3youyu BUKOPUCTaHHS CMPOBMHM Ta MaTepiasiB, Kom-
MaHisl gocsirae eKOHOMii pecypciB Ta MiHimi3aIllii KiJIbKOCTi
BiIXOMiB CBOEI AisIZIbHOCTI .

3o0kpema, 3a MUHYITI poky KoMITaHis BXXujia TaKMX 3aX0/IiB:

— MiHiMi3yBaJja rapaMeTpu ITiBKY (3a TOBIIMHOIO i IMPUHOIO),
sTka BUKOPVCTOBYETbCS /IS TAKYBAHHS KiHIIEBOTO IIPOAYKTY;

— TOCTIITHO IOCTIKY€E Ta BIIPOBAIKYE TEXHOJIOTII 3 MiHimizalii
paru [IET misiurky, a came 3MeHIIIeHHS Bary pegopMu:

— peTesIbHO MiA6Mpae MocTavaJbHUKIB IPU 3aKyITiBIIi
CUPOBMHU Ta MaTepiaiB, TOIIO.

YnakoBka

Koxka-Kosia B YkpaiHi nmparse 3sMeHIIUTY BIUIUB YIIaKOBOK
Ha TOBKiJIJIS.

Boce 6azamo pokis 8 Komnatii icHye npoekm i3 3mMeH-
WeHHSA 8azu NJIACMUK080i NASAWKU, 8 pe3yivimami
K020, 8a2a 0801IMPOBOI NIAWKU 3MIHUAACA 3 56 0
46,8 epamis, 1impoeoi 3 39 do 33,7 epamis i nieni-
mpogoi 3 28 do 20,7 zpamie 8i0nogioHo.
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emissions, fuel consumption by the Company fleet and decrease
the number of traffic accidents.

Now we can confidently say that our project brings positive re-
sults. In the last two years we managed to reduce traffic acci-
dents by about 30%, fuel consumption by 5% which resulted in
the reduction of CO2 emissions into atmosphere.

Videoconferences

Since 2009 Coca-Cola in Ukraine practices videoconferencing
for its daily business needs. Now our employees in various coun-
tries across the world are offered the opportunity of video com-
munication that leads to decreasing of carbon emissions dur-
ing flights. The most frequent route for our employees business
travel is from Kyiv to Moscow and back. Using videoconference
instead of flying, one person prevents 224 kg of CO2 emissions
per one round trip.

We can mention with confidence that Coca-Cola in Ukraine
keeps abreast with up-to-date development technologies and
works conscientiously to reduce harmful emissions into
atmosphere.

Raw and Other Materials

Optimizing the use of raw and other materials the Company
saves resources and minimizes waste.

In particular, the Company has undertaken the following
measures:

— minimizing the parameters (thickness and width) of the
film used for end product packaging;

— continual research and implementation of technologies for
PET bottle weight minimization:

— thorough selection of suppliers of raw and other materials.

Packaging

The Company continually strives to reduce the influence of
packaging on environment.

For many years the Company has been working on
reduction of plastic bottle weight. This resulted in
change of 2-litre plastic bottle weight. Originally it
weighed 56 grams, now 2-litre plastic bottle weighs
as little as 46,8 grams. 1-litre plastic bottle weight
was reduced from 39 grams to 33,7 and half-litre
plastic bottle — from 28 to 20,7 grams respectively.

At the end of 2011 the Company presented a new design of bot-
tle caps, as well as lightweight plastic bottles, which became
more eco-friendly. A new design of bottle cap made it lighter
by 1,3 gram, and the cap weight was reduced by 20%.

We are sure that our consumers like our new ecological design
of bottles, which demonstrates our careful treatment of envi-
ronment, as it is the rational investments into our future.

PET package is the best material for recycling, as it is the most
ductile polymer. 14 500 tons of PET waste were collected in
2010 and 13 000 tons in 2011. It was all passed to the special-
ized enterprises for recycling and re-use.

Hanpukinni 2011 poky KomnaHis npe3eHTyBajia HOBUI Ay-
3altH KPUILKY AJIs BCiX CBOiX HATOiB, @ TAKOK HOBI MoJIerIie-
Hi MJIACTUKOBI TUISIIIIKM, SIKi CTaJIM 111e GiIbII €eKOJOTiUHMMMN.
HoBuii nu3aiiH TOpJIOBMHM ILISIIIKYM 3p06uB ii jieriioro Ha 1,3
rpamMmu, a Bara KpuIIKky 3MeHImuiaach Ha 20%. BrieBHeHi, 110
HOBMIT €KOJIOTIUHMII AM3aiiH IUISIIOK M0406a€eThCsI HAIMM
CTIOKMBavyaM i 3acBiguye Hallle 16aiinBe CTaBJI€HHS 0 J0-
BKIiJIJISI, a/IKe 1Ie PO3YMHI iHBeCcTuIIii y Hallle MaiibyTHE.

Hai6inpin NpuitHITHUM MaTepiajaoM [IJist TOBTOPHOI Tepe-
pobku € [IET-Tapa — HalrHyYKiImii TexHiuHMit momrimep. 2010
POKY Yy Hac Ha ITiAIPUEMCTBI yTBOPUJIOCh Maiike 14 500 ToHH
Bigxonis I[TET-mrsmky, 2011 — 6;m3bko 13 000 ToHH. LI Big-
xonu 6yJIO IepeiaHo CIeliaTi30BaHUM ITiJIIPUEMCTBAM JIJIST
mepepo6KY Ta IOBTOPHOTO BUKOPUCTAHHSI.

3 HaIIMX BigX0/iB 6Y/I0 BUTOTOBJIEHO KMIMMMU, 0icHi Me6Ti,
ayJio-Bizieo IIiBKY, IUIiBKM [IJ1S1 yIIAKOBKY IPAaHYIIATY, Bifipa,
MIILIKY 17151 CMITTSI, Gy iBesibHi TpyOM Ta iHIII KOPUCHI peui.

TBepai Biaxoau

M1 mpalifoeMo Hai TUM, a6y SMEHIIATY BITJIMB Ha Ha BKOJIHIII-
HE cepeloBUIIe uepe3 3MeHIleHH S KiJIbKOCTi BiIXOiB, X 1e-
pepo6Ky Ta MOBTOPHE BUKOPUCTAaHHS. HaOUHMM IPUKIag0M
Koxka-Kosa taii mapTHepiB € TBepi BiAX0ay 3 yIIaKOBKU. Y1Ia-
KOBKA BUKOPUCTOBYETHCS i yac po3auBYy i 36epiraHHs mpo-
IYKIIii Ta Bigirpae BaxXJIMBY MapKeTUHI'OBY POJIb. M1 TOBTOP-
HO BUKOPMCTOBYEMO TBEPIi BiIX0M Y BUPOOGHUUOMY ITPOIIECi.
119 3MeHIlIeHH ST KiTbKOCTi TBepAMX BiJIXOAiB B IIpoIieci BU-
pPOGHMIITBA Ta MiHiMi3allii iX BIUIMBY Ha JOBKIiJIJISI BXKMBA€Th-
Csl TaKMX 3aXO0MiB:

— po31isbHMI 36ip BiAXOMiB Ta iX TOBTOPHE BUKOPUCTAHHS
—385,98%y 2010 potii Bim6y10cs 36i/IbIIeHHS yTUTi30BaHMUX
BizxoniB 1o 86,28%y 2011 porii;

— MiHiMi3allisi BUKOPUCTaHHS CUPOBYHH, STKA BUKOPUCTOBYETHCST
IJIS1 TAKYBaHHSI TPOAYKILii, 110, B CBOIO UePTY, TPU3BOIUTD
JI0 3SMEHIIIeHHSI BiIX0/1iB YIIAaKOBKM Y KiHII€BOTO CITOK1Bava.

CycninbHi npoekTH

KommaHist BUKOPUCTOBYE CBOI 3HAHHSI Ta IOCBiJ i HA Miclie-
BOMY, i Ha TJI06aJIBHOMY PiBHSX, Uj06 00nOMO2muU CMUMYi08a-
mu epomadceky 00i3HaHicmy ma enposadicysamu éce Oiibliie npo-
eKmis 3 OXOPOHU HABKOJUWHBO20 NPUPOOHO20 cepedosulyd.
KommnaHis 31iiicHIOE 1ie IIJISIXOM BCTaHOBJIEHHS TapTHEPCTBA
3 HeYPSIIOBMMM OpraHi3allisiMy Ta MiCLIeBUMM 00’ € THAHHSIMIA.

30Kkpema, Lie:

— y4acTh B po3po6Iii HaI[iOHaJIbHOTO 3aKOHOABCTBA B Tay3i
iHTerpoBaHOToO MEeHEeI)KMEHTY TBEPMX BiIX0/1iB, 0COOIMBO
B YaCTMHi Mpob6aeMu yTuiri3alii BiIXoiB yIIaKOBKY;

— Y4acTh B KPYIJIMX CTOJIAX i CYCITIIBHUX CJIYXaHHSX 3 TUTaHb
OXOPOHM IOBKiJIJIS;

— Yy4acCTb B Mi)KHapO,ELHI/IX BIUCTaBKaX-KOHI'pecax.
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From recycled materials carpets, office furniture, audio and
video tapes, package film, buckets, waste sacks, pipes, and oth-
er useful articles are produced.

Solid Waste

We strive to minimize the amount of solid waste produced by
our business — the most prominent example of which is pack-
aging waste. Packaging is used for bottling and storage proc-
esses and plays an important role in marketing. In order to de-
crease the amount of solid waste generated during production
of our beverages and to minimize its impact on the environ-
ment, the following measures were taken:

— waste separation and recycling: the amount of recycled
waste increased from 85,98% in 2010 to 86,28% in 2011;

— minimization of raw materials for packaging, which in turn
decreases package waste generated by consumers .

Social Projects

Coca-Cola Ukraine’s initiatives in the area of water resources con-
servation set a positive example for the food and beverage indus-
try in the country. Moreover, the Company has implemented a
number of projects designed to raise public awareness and en-
courage environmental conservation using knowledge and ex-
perience gained at both local and global levels. These projects
are implemented on a regular basis and in partnership with
non-governmental organizations and local communities.

For example:

— participation in the development of national legislation on
integrated solid waste management, especially in regard to
packaging waste utilization;

— participation in roundtables and public hearings on
environmental protection issues;

— participation in international exhibitions and congresses.
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Hocjlyzu Hauveuu‘OT Aoemt “

iHi ,Koka-Komna” € ii HagiltHMM ITapTHEPOM, SIKUiA

IOTPUMYETHCS IPUHIUITIB COLIiabHOI BiTIOBI-
IaJbHOCTI, 1[0 € 060B’SI3KOBUM [IJ1sT KOMITaHiii-TTapTHEPiB
Mak/Jonanbas. [Ipomykiist kKommaHsii ,,Koka-Koma” Bignosinae
HaIlXM CYBOPMM BMMOTaM 1oz 6e3meku mpoayKiiii. Komma-
His ,,Koka-Kona” yBiiiiia no peiitunry MakJoHanbn3 «Haii-
GiIBIII CcOLlia/IbHO BiAIOBigaIbHi MOCTAYaIbHUKI», SIKWI BifI-
3HAUMB KOMIIaHii, 10 16A0Th PO TUIAHETY, CITiBIIPAITIOI0Th
3 CYCHiZIbCTBOM Ta MPONOHYIOTh IPOLYKTY BUCOKOI SIKOCTI.
V mjaHax Ha Maii6yTHE — IUTiIHe TapTHEPCTBO ITif Yac Mpo-
BeneHHs Yemmnionaty €spomnu 3 dyT60my YEDA EBPO 2012,
ockinbky Mak/loHanba3 ta Koka-Kosa € odiniiiHumm CrioH-
copaMM YeMITiOHaTYy.»

3 MOMEHTY TosiBM komnaHii Mak/loHanba3 B YKpa-

Cepeiti bpamycwoa,
Jlupekmop 3 mapkemuHzy
MaxJoHans03 8 Vkpaiwi

the Coca-Cola Company has been its reliable partner,

adhering to social responsibility principles, which is
indispensable for all McDonald’s partners. The products of the
Coca-Cola Company meet our strict requirements for product
safety. The Coca-Cola Company was included into McDonald’s
rating “The Most Socially Responsible Suppliers”, which marked
the companies caring about the planet, collaborating with com-
munity and providing high quality products. The plans for the
future include fruitful partnership during UEFA EURO 2012
Football Championship since McDonald’s and the Coca-Cola
Company are official sponsors of the Champioship”

¢C S ince the foundation of McDonald’s Company in Ukraine,

Sergii Bratuso,
Marketing Director,
McDonald’s Ukraine Ltd.
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OTB Pa30M i3 HaJIesKHOI0 iHPOPMOBAHICTIO CYCITiJb-

CTBA € 3aITOPYKOI0 CBiJOMOT'0 30POBOTO BUOOPY CIIO-
SKMBayeM Tiei MpOmyKIiii, sika BiIITOBiIa€ 3IOPOBOMY CIIOCOOY
SKUTTSI KOHKPETHOI JTIOAVMHM Ta WIeHiB i poauHu.

B €3I1eYHICTb Ta SIKiCTb MPOAYKTIB XapuyBaHHS i Ha-

[TpreMHoO Big3HaumMTH, 10 B YKpaiHi Npalo0Th Taki Bigmno-
BimanbHi BUpoOHMKH, 1K Koka-Kosa BeBepimku3 Ykpaina,
LTSI SIKVMX TapaHTis IKOCTi Ta 6e3meKku MPOoAyKIlii € HaliBask-
JMMBIIIMM acnieKToM 6i3Hecy, a 6e3/loTaHHA peryTallis € 3a-
MOPYKOIO yCITiXy. My 3HAaEMO, 110 KOMTIaHis, SIK Ha T7106a/Tb-
HOMY, TaK i Ha MiCIIeBOMY PiBHSIX CITiBITPAIfIO€ 3 HAYKOBUMU
iHCTUTYTaMM, SIKi IOCTi/HO ITepeBipsIIOTh BiATIOBIAHICTb IPO-
NYKIii Ha/iBUIIMM BMMOraM SIK MiXKHapOJHMX, TakK i yKpaiH-
CbKMX CTaHAAPTIB.

He mMeH1II BOXX/IMBUMMU € BJIACHI iHilliaTVBM KOMIaHii 010 TPO-
BeJIeHHS 3aXO0/IiB JIJisl ITOIIMPEHHST 06’€KTUBHOI iH(opMaliii 3
MUTaHb XapuyBaHHS, a TAKOXX aKTYBHA YUacCTh y MOAISX, iHili-
Ji0BaHMX HAyKOBO-IOC/Ii IHMMM ycTaHOBamMu YKpaiHu.”

Onez Llseyp,
Tonoeruti nozawmamuti diemosioe MO3 Ykpainu

er awareness are guarantees of consumer’s conscious
choice of products complying with healthy lifestyle of
the person and his family.

¢C S afety and quality of food and beverages along with prop-

It is pleasant to note that responsible manufacturers such as
Coca-Cola Beverages Ukraine operate in Ukraine, for which
quality and safety guarantee is one of the most important busi-
ness aspects and immaculate reputation is the key to success.
We know that the Company co-operates with research insti-
tutes at national as well as at local level, which constantly check
the compliance of products with the highest international and
Ukrainian standards.

And what is equally important is Company’s own initiative to
take measures to spread objective information on nourishment
and to participate zealously in events, initiated by Ukrainian
research establishments”.

Oleg Shvets,
Senior Visiting Specialist
on nutrition of the Ministry of Health of Ukraine

Delivering Superior Customer Service “

MpuHuKMnu pgisnbHoOCTI

MoHap cToniTTa MM MaEMO YecTb BYTHU YACTUHOMO LOAEHHOTO
XKMUTTS CMOXMBAYIB HALLOI NPOAYKLi: Bif 3BU4aHOI NoTpebu
BTaMyBaTM Crpary A0 CiMeHUX CBAT Ta BEIMKUX FPOMAACBKUX
nogain.

1. B3siBluK COBi 32 MeTY 3a40BOJIbHUTHU CMOXMBAYiB, Koka-
Kona poTpuMyETbLCS TaKMX KIOYOBUX MPUHLMMIB:

2. 3aBOMOBYE LOBipY, NPOMOHYHYM CNOXMBAYAM SKiCHY Ta
6e3neyHy NpoAyKLito, IKa BiANOBIAAE iXHIM NoTpe6aM y Hamo-
X Ta BMNUCYETbCS B iXHiM CTUMb XUTTS;

3. MipTpUMye Hawmx 6i3Hec NnapTHepiB B KpaiHi Ta no3a ii
MeXaMW, HanaroAKyum 3 HUMU CTani, HaAiviHI, MiLHi Ta B3aE-
MOBUTiAHI CTOCYHKMY;

4. Bepe 6i3Hec YeCHO Ta BiAKPUTO, BOTPUMYKUNCh HAMBULLUX
€TUYHUX BUMOT.

l( oka-Kosa» rmoBaskae poJib 6aThKiB y BUXOBaHHI JiTei,
« HAaJTO KOJIV MIeThCSI TTPO BUGIP XapuoOBUX MPOAYKTiB.

ITpukIagoM TaKoro BiJTIOBifaJIbHOTO MiJXOLY MOXe CIyTY-
BaTH Hallla MOJIiTHUKA IOZ0 BiKOBOro 06MesKeHHSI B cdepi map-
KeTUHTY, 3TiIHO SIKOi MM He peKJIaMy€e€MO Hallly IPOAYKIIii0
nmitsam mo 12 pokiB. L5 mosiTHKa fie B KoMIaHii Bxke 6ibiie
TiBCTOMITTS, OAHAK MU TIPOJIOBKYEMO 3MiHIOBAaTUCh Ha3y-
CTpiu moTpe6baM CIIOKMBAYiB Ta PUHKY.

Oxkpim Toro, IpuHyunu pobomu 3 nocmavaipbHUKamu 3akiajie-
Hi B OCHOBIi B3a€MMH KOMIIaHii 3 yciMa napTHepamu. Mu Bi-
PUMO, 110 BiAMTOBigaIbHMI igXimy po6oTi Ta 3araJbHOIPUIL-
HSTIi LIIHHOCTI € 3aIMOPYKOI0 JOBrOTPUBAJIOTO i YCITIIITHOTO
6i3Hecy. KoskeH 1OToBip, sKuii yKiaae kommnaHis «Koka-Kona»,
MIiCTUTb JOJIaTOK, 3a IKMM KOKeH IMapTHep 3060B’I3YE€ThCS
IOTPUMYBATHUCh MiHiMabHMX BUMOT Y TaJIy3i IIpaB JIIVHNA,
eKoJIorii Ta 6e3neku Ha poboyomy Micuii. Mu 3anyuaemo mpe-
mi cmopoHU 0711 00’eKMUBHOT OUIHKU OOMPUMAHHSA YUX 30008 ’3aHb
nionucaHmamu, sika BiI6yBa€ThCS MUITXOM aHOHIMHMX OTIN-
TyBaHb. Y pasi, IKII0 TapTHEP He JOTPUMYETHCS B3SITUX
3000B’13aHb i He 6akae BUMIPABUTHU CUTYaIli10, KOMITaHis 3a-
JIMIIIAE 332 CO6OI0 MPaBO PO3ipBaTy JOTOBIp.

[Mocnyrn HaMBULLOT AKOCTI

B cucremi komraniit «KKoka-Kosa» My HEBIIMHHO CJTiIKYEMO
3a 3MiHOIO YIT0106aHb HAIIMX CITOKMBAYiB i TPaIl0eEMO Haf,
TUM, 1106 3aJJOBOJIBHSITY iXHi MTOTpe6bu. Mu iHimioemo 1iny
HU3KY CIellia/IbHMUX MTPOrpam AJjs KJTieHTiB. Lle cripusie mepe-
XpeCcHOMY Migxoay y MJaHyBaHHI 3 METOI0 OpieHTOBaHOI Ha
KJIi€HTa OpraHisalii Hamoro 6i3Hecy.

Ham mixiz o HamaHHS MOCTYT KIi€HTaM KOPOTKO MOKe OY-
TU BUPaKeHUit YOTMPMa MOHSITTIMM: HaseHicme, IIpuiinam-
Hicmp, [lepesaza Ha puHKy ma IIpocysaHHs moéapy Ha PUHOK.

HassHicmes

Po3BMBaOYM CTOCYHKM 3 KTieHTaMu, My (OKYCYEMOCH Ha TO-
My, 06 HaIla ITPOAYKILis 3aBKau Gyia B HAsIBHOCTI, po3Ta-
1II0BaHAa Y BUAMMIit 30Hi IS CTIOXKMBava, SIKMUit Mir 61 mpu-
n6aTu il y 6ymp-sakomy Miclii i B 6yab-siKuii yac.

Social Responsibility Report 2010-2011

Operating Principles

We are honored that for over a century, we are a part of consum-
ers’ everyday lives; from their simplest routines to their social
celebrations.

1. Coca-Cola Ukraine provides consumers with the highest quality
products and services while creating rewarding businefs opportu-
nities for retailers, suppliers, distributors, and local communities.
Dedicated to consumer satisfaction, we strictly observe the fol-
lowing key principles:

2. We earn the trust of our consumers by providing safe, high qual-
ity products and services that satisfy their beverage needs and
suit their Llifestyles;

3. We support our businefs partners, both local and global, build-
ing sustainable, reliable, consistent and mutually beneficial
relationships;

4. We conduct businefs in an honest and open manner, adhering to
the highest ethical principles.

C oca-Cola respects the role of parents in children upbring-
ing, especially when food choice is concerned.

Our “Responsible Marketing Practices - Advertising and Mar-
keting to Children” (under the age of 12) Policy can be an ex-
ample of the above statements. While it has been in effect for
our sparkling, full calorie soft drinks for more than half a cen-
tury, our efforts continue to change meeting consumers’- and
the marketplace needs.

Besides, the Supplier Guiding Principles are a vital pillar of The

Coca-Cola Company’s relationships with its vendors. These

programs are driven by the belief that good corporate citizen-
ship is essential for our long-term business success. All agree-
ments between The Coca-Cola Company and its direct and au-
thorized suppliers, incorporates an Attachment, according to

which every signatory pledges to abide the minimum require-
ments for human rights, environment and occupational health

and safety. The Company routinely utilizes independent third-
parties to assess suppliers’ compliance with the Principles. The

assessments generally include confidential interviews with em-
ployees and on-site contract workers. The Company reserves

the right to terminate an agreement with any supplier that can-
not demonstrate that they are upholding the Principles.

Delivering Superior Customer
Service

In Coca-Cola Hellenic we work hard to adapt our business to

the changing needs of our customers. We initiate a number of
customer-specific programmes. This aims to facilitate a cross-
functional approach to planning for the purpose of better align-
ing our organization with the way our customers do business.

In serving consumers our blueprint can be summarised in four
words: availability, affordability, acceptability and activation.

Availability

We focus on developing strong relationships with our custom-
ers to ensure that the right products are in stock, highly visi-
ble and readily accessible wherever and whenever consumers
may desire a non-alcoholic beverage.



Hazopodu 6perdis

HocmynHicme

Mu IpOTIOHYEMO MM POKUIA ACOPTUMEHT HAIIOIB, Y Pi3HUX yTIa-
KOBKaX i 4151 pi3HMX Harofi. My rparaemo 3aJ0BOJIbHUTU SIKO-
Mora GisIbIy KiJIbKiCThb CITOKMBAYiB, 6epyun 0 yBaru pisHy
KyTiBeJIbHY CIIPOMOKHICTb.

lMpudiHamHicme

Mu nmoctrayaemMo Harmoi, SIKi BifIIoBiga0Th HAVBUIIMM CTaH-
JapTam SIKOCTi. My po3ymieMo MoTpe6y CrokuBaviB, Maio-
uyy Havie(eKTUBHIII KaHA/JIM KOMYHiKalii . 3aBasiKy HaIIO-
MY JIOCBi[ly Y KOHTPOJIi 3a SIKiCTI0, 06C/TYTOBYBaHHI KITi€HTIB
Ta e(eKTUBHII AUCTPUOYIIii, MM MOXeMO 3a6e3MeYNUTH T10-
Tpe6y CIIOKMBAYIB i KITi€HTIB.

Akmusauii
My MOTMBYEMO CTIOKMBaYiB 06MpPaTH HAIITy TPOAYKIIiO i JOCs-
ra€Mo LIbOT0, 30KpeMa, Yyepes TiCHY CITBIIPALo 3 KJIiEHTaMU:

— PO3MIilIyI0uM OXOJI0/KyBaJbHe 00J1a THAHHS 1151 HATlOiB;
— Hapalouu inbopMmaiiiiiHi MmaTepiaau B Miclisi Ipogaxys;
— BIPOBAJXYIOUM YHiKaJIbHI MapKeTMHIOBI iHilliaTUBMN.

«Koka-Koja beBepigsknu3 Ykpaina», KoMIlaHist 3 6aratopiu-
HMM J0CBiTOM JIiIepCTBa Ha pUHKY 6€3aIKOT0JbHIX HATIOIB,
TIpUIisise 0cOBAUBY yBary mobymosi eheKTUBHIUX BiJHOCUH
3 kiieHTamu. CamMe TOMY Hallla KOMITIaHis MMOCTiiiHO BiAcif-
KOBYE€ piB€Hb 3aJ0BOJIEHHSI KJTIEHTIB BiJI HAaIlIOi po60TH Ta 3a-
CTOCOBYE Ai€Bi 3aC06M JIJIS FI0TO ITiABUIIIEHHST.

Mu € nimepamu y GiJIbIIIOCTI KaTeropiii, cepe IKUX HaiBaXK-
JIMBIIIVIMU €:

— HaKOMITETEHTHiIIa Ta OIlepaTMBHA TOPrOBa KOMaHA;

— HalKpaluii piBeHb 3a6e3rneyeHHs e(heKTUBHUM TOPIOBUM
006/1afHAHHSM;

— 3a6e3MeyeHHs HAONTUMAAbHIIIMM aCOPTUMEHTOM
MPOYKTiB Ta YIIaKOBOK;

— HajfeeKTUBHIIlIa MAPKETUMHIOBA MiATPUMKA.

Ipaurosamu 3 komnauiero «Koka-Kona besepioicu3
YKkpaina» komgpopmHo, momy wo mMu NPONOHYEMO
wiupokuti acopmumeHm npodykmie, aKuti 3a0080.1b-
HAE HaliBuOazUBILLI020 CNOXUBAUA: COIOOKI 2a308aHi
Hanoi, numHa e8oda, coKu, X0JI00Hi uai ma eHepze-
IMUYHi Hanoi.

I MM HaZ@eEMO MiATPUMKY HAIIMM MTPOSYKTaM Ta OpeHaaM iH-
HOBaILilHMMM HAI[iOHAJTPHUMM PEKJIAMHUMM KaMIIaHisIMU
Ta MPOMO-aKI[isSIMM 3 I[iKaBUMMM ITOJapyHKaMM, a TAKOX J10-
IIOMAaraemMo y po3BUTKY 6i3HeCy HalIMM KJIi€HTaM, YCTaHOB-
JIIOI0YY CyJacHe XOJIOAVIIbHE Ta MAPKETUHIOBe 06IafHAHHSI.
BesmnepeuHo, ycs Hawa npodykyis npoxodums cepmudikayito,
Momy HawWuM KJIiEHMam He 00800UMbCSL X8UIO8AMUCS NPO SKICMb
moeapy, AKuil Mu nocmauaemo.

BasknMBUM [IJ1s1 HAIIMX KJIi€HTIB € BUaCHe OTPUMAaHHS MTPo-
IyKIii. [IJ1s1 bOTO MPaIlioe CJIYKOa JIOTICTUKM Ta ONepaTuB-
Ha JocTtaBka. [IpuitomM 3aMOBJIEHb 3/1i/iICHIOETHCS 6YIb-IKUM
3PYYHUM CITOCOO0M, i MV TTparHEMO 10 CITPOIIEHHS TTPOIIeCy
IOKYMEHTOOGIry Ta po3paxyHKiB.
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Affordability

We offer a wide variety of products, in packages appropriate for
the occasion, at the right price. We aim to reach as many con-
sumers as possible while taking into account the differing lev-
els of purchasing power.

Acceptability
We supply an extensive range of products that meet the high-
est quality standards.

We have a detailed understanding of consumer needs and ac-
cess to the most effective communications channels. Combined
with our experience in quality control, customer service and
efficient distribution, we are able to meet our customers’ and
consumers’ demands.

Activation
We motivate consumers to choose our products. We achieve
this in close cooperation with our customers through:

— placement of cold drink equipment

— provision of signage and other point-of-sale materials

— implementation of unique marketing and promotional
initiatives.

Coca-Cola Beverages Ukraine has extensive experience in lead-

ership on the beverage market and strives to establish effec-

tive relations with its clients. That is why our company con-

stantly follows up the level of satisfaction with our work among
our clients, and undertakes every effort to raise this level.

We are ranked as the leader in key categories, most important
of which are:

— The most competent and fast-reacting sales force;
— The best supply with efficient trade equipment;

— The most appropriate assortment of products and
packages supply;

— The most effective marketing support.

Coca-Cola Beverages Ukraine offers its customers superior val-
ue through both its products and its services.

First, we offer a wide choice of beverages to satisfy the
continually evolving needs and tastes of Ukrainian
consumers, including carbonated soft drinks, drinking
water, juices, ice teas and energy drinks.

Brand Awards

Haropoan 6penais

Apuno

V 2010 porii KBac «SIpuyio» OTprUMaB nouecHuli ounJiom 3a euco-
Ky sIKicmb 51K yuacHuk 5-20 Bceykpaincekozo @ecmusanto Keacy,
sIKUi IpoxoauThb y KieBi mopoKy Ta 36Mpae BUPOOGHUKIB KBa-
cy 3 yciei YKkpainu.

Rich

V 2011 porii coku Rich 6panu yuacTs y KOHKYpCi «100 kpawjux
moeapis YkpaiHu» - 11e BCeyKpaiHCbKMIT KOHKYPC, SIKUIi I0-
piuHO mpoBOAUTHCS i narpoHaToMm IlpesugenTta Ykpainuy,
CIIPSIMOBAHMIT Ha TOJIMIIEHHS SIKOCTI Ta KOHKYPEHTOCIIPO-
MOXKHOCTI BiITUM3HSIHOI IPOAYKIii, CHPUSTHHS BIIPOBaJKeH-
HIO Ha MiAgnpueMcTBax YKpaiHu Cy4yacHUX MeTO/IiB yIpaB-
JIIHHS AKICTIO Ta 33 I0BOJIEHHIO MTOTPe6 i 0UiKyBaHb CIIOXKMBAYiB.
KoHkypc ckazaBcs 3 ABOX eTalliB 3MaraHb, perioHaIbHOrO i
3arajbHOJIEPKaBHOTO, B OCTAHHBOMY eTalli 6pasio yuacTs 254
nignpuemcTBa. Ilepie miciie Ha TaKOMY KOHKYpPCi — OfHa 3
HaMIMpeCcTV>KHIMX HalliOHAIbHMX HAarOpoJ, Ha TepeHax YKpa-
{HM, IKOI0 Big3Haumau coku Rich.

Coca-Cola

VY nuctonazi 2011 poky Ha LiepeMoHii Haropo >xeHHsI X-Ray
Marketing Awards (3amipoBaykeHa skxypHasiom Media Marketing
Review) Coca-Cola oTprmaJsia Haropoay B HoMiHalii «Iiac Ha-
pody: yntobneri 6peHdu ykpainyie on-line». 1le o3Hauae, 1o Ko-
pucTyBaui [HTepHEeT, IKMM 3a1a/11 TATAHHS: «06€e3 K020 OpeH-
0y 8l He ySI8JISIEME CBOE HCUMIMSL», BIIEBHEHO BiATIOBiN: «HeMmoxtueo
6e3 Coca-Cola»!

Burn

V rpyznHi Toro sk poky y Kuesi mpojiiiia yeprosa 1iepeMoHist
HaropogkeHHus «Effie Awards Ukraine 2011». Effie Awards 6y-
JI0 3acHOBaHO 1968 pory AMeprKaHCbKOIO Acoliialiieto Map-
KeTUHTY [IJIS Bij3HaUeHHSs Halikpalx MapKeTMHTOBUX ITPO-
ekTiB. Y kaTeropii 6e3ankoronbHux HaroiB TM BURN otpumara
6POH30BY HATOPOAY 3a MPOeKT “My univer BURNSSS”.

Tpononytouu wiupokuti acopmumeHm Hanoie, mu
npazvemo cnoHykamu sitodeti do akmueHozo 300po-
8020 CcNocoby xcumms i NPo8ooUMOo iHpopmauitiHo-
0C8IMHI KaMNAHil.

Social Responsibility Report 2010-2011

And we support these products and brands with innovative ad-
vertising and promotional campaigns with exciting prizes. We

also help our customers to develop their business by providing
them with modern cooling and marketing equipment. Natu-
rally, all of our products are certified so that our clients can be

completely assured of their quality.

It is also very important for our customers to receive ordered
products on time. For this purpose, we are continually refin-
ing our logistics and delivery operations, orders are taken in
the way that is most convenient for each customer, and we
strive to simplify documentation and payments processes.

Brand Awards

Yarylo

In 2010 “Yarylo” kvass received diploma as recognition of high
guality at the “V All-Ukrainian Kvas Festival” held annually in
Kyiv where the brands of leading kvas manufacturers from all
over Ukraine participate.

Rich

In 2011 Rich juice participated in the «100 best goods of Ukraine»
contest, which is held under the patronage of the President of
Ukraine and aimed at boosting quality and competitiveness of
domestic products, promoting the implementation of modern

methods of quality management at Ukrainian enterprises, meet-
ing the needs and expectations of customers. The Contest con-
sisted of 2 stages, regional and national ones, 254 enterprises

participated. The first prize at such competition is one of the

most prestigious national rewards in Ukraine.

Coca-Cola

In November 2011 Coca-Cola was awarded at X-Ray Marketing
Awards ceremony founded by Media Marketing Review. It was
recognized as N21 brand in the nomination “Public Opinion:
Favorite Ukrainian Brands On-line”. It means that Internet us-
ers when asked: “What brand can you not imagine your life with-
out?” answered: “Impossible without Coca-Cola!”

Burn

In December 2011 regular “Effie Awards Ukraine 2011” ceremony

took place in Kyiv. The American Marketing Association found-
ed the Effie Awards in the United States of America in 1968. This

award is given to companies/organizations that have established

noteworthy marketing projects. BURN™ got a bronze award in

non-alcoholic category for its project “My univer BURNsss”.

Our goal is to help people lead active, healthy lives by
offering a wide variety of beverages, our focus on
information and education, and our support of
physical activity.




Hauwi Hanoi / SIkicmp

Hawi Hanoi

«Koxka-Kona BeBepigskn3 YkpaiHa» ripogae Ta 3AiliCHIOE AuC-
TPUOYIIiIO MOMYASIPHUX B YCbOMY CBiTi 6€3aJIKOTOJIbHUX Ha-
noiB Coca-Cola, Fanta, Sprite, Coca-Cola light, Schweppes, a
TaKOXX JIOKQJIbHUX — COKiB Rich, botaniQ Ta [o6puit, muTHY
Bony BonAqua, conmonky razoBaHy Bomy botaniQ Toirmo.
«Koka-Komna» B YKkpaiHi IpONOHYE UIMPOKUIL aCOPTUMEHT Ha-
T10iB, CMAKM SIKMX ITOCTii1HO MTOTIOBHIOIOTHCS.

OxpeMmi NPOAYKTY KOMIAaHii, IK, HAIIPUKIIAL, caM OpeH],
«Koxka-Kosna», MaloTh YHiBepcaibHe 3HaUeHHS], a iHIIli CTBOPIO-
I0TbCSI 3aJIE3KHO Bij] CMaKiB Ta yrIof00aHb CITOKMBAUiB, 8 TAKOXK
TpaJMILiii, 10 iCTOPMYHO CKJIAINCh Ha BITUM3HSIHOMY PUHKY.

KaTteropii HanoiB
Conodki zazoeani Hanoi: Coca-Cola, Coca-Cola light, Fanta

Orange, Fanta Lemon, Fanta Grape, Sprite, Schweppes.

Boda: nmpuponHa mMTHa Bojga BonAqua (ra3oBaHa, Hera3oBa-
Ha Ta cepeHbOra3oBaHa).

Coku ma cokosi Hanoi: Rich (13 cmakiB), BotaniQ (5 cmakiB),
Iob6pwuii (8 cMakiB).

Enepzemuuni Hanoi: Burn, Burn Tropical, Gladiator, Gladiator
Ginseng.

Yai: xononuuii uait Nestea (5 cmakiB) Ta Nestea Vitao
(3 cmakm).

Keac: SIpnno «CripaBxkHii»

3axsaiy rpoMaiCcbKOro XapuyBaHHS MaloTh MOK/IMUBICTB pe-
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Our Beverages

Coca-Cola Beverages Ukraine produces, sells and distributes
some of the most popular beverage brands in the world, includ-
ing Coca-Cola, Fanta, Sprite, Coca-Cola light, Schweppes, as
well as local juice brands Rich, botaniQ and Dobriy, BonAqua
water, botaniQ soft drinks, and others. The range of Coca-Co-
la beverages offered in Ukraine is continually expanding.

While some of our beverages, such as Coca-Cola, Fanta and
Sprite, have universal appeal and are recognized the world over,
others are created to suit the tastes, traditions and preferenc-
es of consumers in the local marketplace.

Drinks Categories

Sparkling beverages: Coca-Cola, Coca-Cola light, Fanta Or-
ange, Fanta Lemon, Fanta Grape, Sprite, Schweppes;

Water: natural water for human consumption BonAqua (car-
bonated, lightly carbonated, non-carbonated);

Juices and juice drinks: Rich (13 flavors), BotaniQ (5 flavors),
and Dobriy (8 flavors).

Energy drinks: Burn, Burn Tropical, Gladiator, Gladiator
Ginseng;

Ready-to-drink teas: Nestea (5 flavors) and Nestea Vitao
(3 flavors).

Kvas Yarylo: “Spravzhniy”.
Quick serve restaurants can offer their customers Coca-Cola

Our Beverages / Quality

anizoByBaTu Hamoi «Koka-Kosa» Ha po3/iuB, OCKiIbKYM Hallla
KOMIIaHisl HaZla€ 3aMOBHMKAaM y KOPUCTYBaHHS BiATIOBiIHI
anapatu (Postmix) .

dkicTb

Ha supo6Huymsi 8nposaoxceHi ma npayorwms cucmemu KkepysaH-
HS AKicmi0o ma 6e3nekor xapuosux npodykmie, 1o 3abesrnevy-
IOTh BiAIOBiIHi BJIACTUBOCTi IMTPOAYKTY — I[e CUCTEMU, SIKi
cepTudikoBaHO 3rifgHO i3 MixkHapogHUM cTaHAapTOM ISO-
9001, ISO 22000 Ta PAS 220 Ta BiAIoBiZHMMM HalliOHAJTbHU-
MU cTaHZapTaMu. [cHye BUMOIIMBA CCTeMa Bigbopy Ta 3a-
TBepI>KeHHS MOCTavuaJbHUKIB CUPOBUHMU, iIHTpei€HTIB Ta
NaKyBaJbHUX MaTepiaJliB.

Ha camomy BMPOOHUIITBI BUMipIOIOTHCS SIKiCHI TOKa3HUKU
MPOAYKILii i yITaKOBKY, BiJICJIiIKOBYETHCS iX BiITIOBiJHICTD
10 KOPCTKMX BMMOT BCepeViHi KOMIIaHii Ta 0 OUiKyBaHb
criokuBauiB. CTaTyc BeJIMKOI MisKHapPOJHOI KOMITaHii HaK/a-
nae 060B’I30K JOTPUMYBATUCh HAMBUIIMX CTAHJAPTIB Y 3a-
GesrneveHHi cTabibHOI IKOCTI Ta 6€31MeKY HAIIOl TPOAYKIILi.

s uporo B cucTeMmi KoMmmnasii «Koka-Kosa» BmpoBagskeHO
crienianbuy Cucmemy Ynpasninusa ,,Koxa-Kona”. lle — iHTerpo-
BaHa Imporpama 3 yIpaBJliHHS SIKiCTI0, 3aBASKH SIKiit yci ore-
pailii B Haliif rio6anbHii cucTeMi BiITIOBiIal0Th OHAKO-
BMM CTaHIApTaM 3 BUPDOOHUIITBA Ta IUCTPUOYIIii.

dkicTb BOAU

BpaxoBytoun 1ob6askaHHsI yKpaiHIliB CIIOKMBATU IPUPOJHY,
HeobpobIeHy BoIy, KoMmmaHis «<Koka-Koja» MoBHICTIO 3MiHN-
JIa TeXHOJIOoTi0 BMpo6GHMIITBa Boau. Ha mouarky 2009 poky
BITPOBA/I’KeHA TEXHOJIOT1s, siKa 3a6e3meuye riMboKy MexaHiv-
HY dinbTpailito BUI06yTOI 3 CECHOMaHCbKOTO TOPU30HTY BO-
U, 1J1sT JOBEIeHHS BCiX HeoOXigHMX MiKpo6ioaoriunmux ma-
paMeTpiB OO iCHYIOUMX CTAaHOapTiB 6e3 3MiHM OCHOBHUX
(isnKo-XiMiYHMX Ta OPraHOTENTUYHMUX TTOKA3HUKIB.

Bcs 80da, siky Mmu 8UKOPUCMOBYEMO 8 HANOSX, 8i0NO-
8i0ae, a 3a dessKUMU NOKA3HUKAMU i nepesuilyye
cmaHoapmu, ecmarosJieHi Bceceimmworo OpeaHizayi-
€10 300pos’a ma 3akoHo0ascmeom Ykpaiu .

IJomicsuro nposodumucs He3anexcHull 8i00ip 3paskie npooyKyii
3 Maza3uHis, SIKi MepeBipsIOTh y Crieliai3oBaHii aHaTiITUY-
Hilt ma6opatopii «Koka-Komna» B Inaii Ta Pocii Ha BimmoBiz-
HIiCTb 1O BUMOT CTAaHIAPTiB KOMIIaHii.

B ananituuHii ma6oparopii «<Koka-Kosa» B Bpioccesti momat-
KOBO MPOBOASITHCS MEPioAMYHI TOCTiAKeHHST PO3JIUTOI B
IJISIIIKY IPUPOAHOL MUTHOI Bogu “BoHAKBA” Ha BifoBiz-
HICTb BMMOraM KOMIIaHii, yKpaiHChKOTO Ta Mi>KHapOJHOTO
3aKOHOJaBCTBA. TakoXK, [Iie mMporpama IopiuHoi ImepeBipKu
BO/IM B He3aJIeXKHiii HiMelbKiii JabopaTopii Boau «Fresenius».

[TepeBipka KOCTi Ta 6€3MeKy BOIM, O 30iiICHIOEThCS Y IIUX
J1a60paTopisixX, OXOITIOE:

— 12 ¢i3nyHO-XiMiUHMX Ta OPraHOJEIITUIHNX [TOKAa3HUKIB;
— 30 BU/iB KaTiOHiB;
— 14 BupiB aHiOHiB;

— 7 6eH30JIbHUX CIIOJYK;
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fountain beverages, served from ‘post-mix’ fountain machines
provided by the Company.

Quiality

Food products quality and safety management systems are fully

implemented at Coca-Cola Beverages Ukraine. These systems

are certified with international standards ISO-9001, ISO 22000,
and PAS 220, as well as relevant national standards. We have

arigid selection and approval system for raw materials, ingre-
dients and packaging suppliers.

We measure key product and package quality attributes at the
production to ensure our products meet Company require-
ments and consumer expectations. The global nature of our
business requires that the Coca-Cola system has the highest
standards and processes for ensuring consistent product safe-
ty and quality.

To ensure such consistency and reliability, the Coca-Cola Man-
agement System (TCCMS) was introduced at the Coca-Cola sys-
tem. TCCMS is our integrated quality management program,
which holds all of our operations systemwide to the same stand-
ards for production and distribution of our beverages.

Water Quality

Taking into account the desire of Ukrainians to consume nat-
ural water, Coca-Cola in Ukraine has changed the technology
of water preparation. At the beginning of 2009 the Company
started to produce water supplied directly from a Senoman ho-
rizon with minimal mechanical treatment.

For this, a new well was developed using the most advanced
technologies, the safest and the highest quality materials.

All water used in our beverages complies, and in some
cases is even exceeds than the standards set by the
World Health Organization and the Ukrainian
legislation.

Independently selected samples are taken from stores on a
monthly basis and tested in a specialized Coca-Cola laborato-
ry in India and Russia for compliance with the Company qual-
ity standards.



Iodii 8i0 6pendis

— 52 yieTi04i opraHiuHi cioayKu;

— 22 beHONbHUX CIIOJTYK;

— 157 BuAiB mmecTULIMIB;

— 8 BUIiB repbinuIis;

— 17 BuAiB MONMLIMKIIYHMX apOMaTUYHMX BYT/IEBOHIiB;
— 7 TumiB MiKpo6ioIOTiYHMX ITOKa3HUKIB;

— 3araJIbHMI Ta BiIbHUI XJIOP.

TMocTiiiHWI BHYTPILIHIN Ta He3a/1eXXHWIT MOHITOPMHT TIOKa3HU-
KiB SIKOCTi Ta 6€3MeYHOCTi € OmHMM 3 (aKTOPIB, IO FapaHTYE BiJl-
TIOBiIHICTh HAILIOI MMPOAYKIIii HAABUIIMM CTaHAAPTaM SIKOCTi.

[Nopaii Big 6peHais

YHikanbHi akuii Big «Koka-Kona»

2010 pik craB 6aratum st 6peHny «Koka-Kosa» Ha sickpasi
MIPOEKTM.

[MTouaToK POKY Bif3HAUMBCS MacIITAOHUM QyTOONIBHUM 3aX0-
oM, sikuii Coca-Cola mogapyBasia ClioXuBayaM HarepeaoaHi
YemmioHaTy cBiTy 3 pyT60sy 2010 poky. Tak, 3aBasku Coca-
Cola ykpaiHchKi crioskuBaui 3morin mo6aunty Ky6ok cBity FIFA
— TOJIOBHMIT GyTOOMBHMI TPOdeii, 32 TPaBO BOJIOMIHHS SIKUM
3MararThCs Halikpalli KoMaHau CBiTy. [IpaBo JOTOPKHYTHUCS
o Tpodero MatoTh siuiire GyToosicTU-TIepeMOoXKIli CBITOBOTO
yeMmioHary, a y 2010 po1ii Take eKCK/II03MBHE IIpaBO OTpUMa-
naiCoca-Cola Ha mpaBax crioHcopa YeMITioHaTy i, 3BUYAITHO K,
posminuia itoro i3 cnoxkuBadamu. Typ Kyoky FIFA, nipuypo-
yeHuit 7o YemmioHaTy cBiTy 3 ¢hyT60y-2010 POKY, CTApTyBaB
21 BepecHs 2009 y IlIBeitnapii. Lle 6yB HaiirpaHAi03HIINIT TYD
3a BCIO iCTOPIiI0 CBITOBOTrO YeMITiOHATY: FOIOBHMI QY TOOTBHMI
Tpodeii Tpuyi 0671eTiB 3eMHY KYJII0, mofosnaBum 138 902 kino-
MeTpM Ta IoJapyBaBIIN CIIPABKHE CBSTO BOOJIiBabHMKAM i3
83 kpaiH. 23 GepesHs 2010 poxy — Kyb6ok FIFA 6id Coca-Cola npu-
0ye i do Ykpainu, y micmo [JoHeypK.

Bauswko 10 000 cnoxcusauis 3mozau nobavuumu
Kyb6ox csimy FIFA.

Typ CyIIpOBOKYBaBCS MACIITaOHOIO TPOMO-KaMIaHieto. Cie-
uianbHi poauku Ha TB, citi-nmaiity, 6ir-6opau, pexkyiaMa Ha
pajio — yce 11e CIOBiIaa0 Mpo HabJIMKeHHS TPaHi03HOiI Mo-
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“BonAqua” is examined regularly by an independent Coca-Co-
la laboratory in Brussels to verify if it complies with the Com-
pany’s requirements as well as Ukrainian and International
regulations. The program of annual examination is conduct-
ed in the independent German water laboratory, “Fresenius”.

The following water quality and safety indicators are exam-
ined in these laboratories:

— 12 physical, chemical and organoleptic indicators
— 30 types of cathions

— 14 types of anions

— 7 benzene compounds

— 52 volatile organic compounds

— 22 phenol compounds

— 157 types of pesticides

— 8 types of herbicides

— 17 types of polycyclic aromatic hydrocarbons
— 7 types of microbiological indicators

— Total and free chlorine

Regular internal and independent monitoring of quality and
safety rate is one of the factors which guarantees the compli-
ance of our products to the highest quality standards.

Brand Events

Unique Promo Campaigns by Coca-Cola
2010 was fruitful for bright projects by the Coca-Cola brand.

The beginning of the year was marked with a great football

event, presented by Coca-Cola to consumers before FIFA World

Cup 2010. Due to Coca-Cola, Ukrainian consumers were lucky
to see FIFA World Cup - the main football trophy, the best
teams compete for. The right to touch the trophy have only the

winners of FIFA World Championship. And in 2010 Coca-Cola,
as an official sponsor of the Cup, got such an exclusive right
and, of course, shared it with our consumers. The FIFA World

Cup Trophy Tour by Coca- Cola, timed to FIFA World Cup 2010

was opened on the 21st of September, 2010 in Switzerland. It
was the most grandiose tour in the history of the World Cham-
pionship: the main football Trophy flew three times around

the world, having run 138 902 km bringing real celebration to

the fans from 83 countries. On the 23rd of March 2010 FIFA
Trophy arrived to Donetsk, Ukraine.

Due to Coca-Cola nearly 10 000 consumers had a
chance to witness FIFA World Cup.

The tour was supported by a promo-campaign: special TV com-
mercial, city-lights, banners, radio advertising. A limited lot of
Coca-Cola 0,5 L “trophy bottles” and also 0,25 collection bot-
tles with images of 6 countries-winners of FIFA World Cup were
produced. In April marketing campaign was launched, during
which 110 000 prizes were raffled. Thus, by buying Coca-Cola
0,5 and collecting the caps the participants had a chance to
win “football trophies”: a T-shirt, a ball or a bag. The main prize
was — 100 000 UAH for a trip to European football capitals.
Within first weeks of the promotion 7 834 prizes were raffled.

Brand Events

nii. JInmie 3 wiei Harogu 60 BUITYIIEHO JIiMiTOBaHY Cepito
«Tpodeitnux misiok» Coca-Cola 0,5, a TAaKOX KoseKyiliHi 6aH-
ku Coca-Cola 0,25, Ha sxMx 6yJ10 306paskeHO 6 OCTAHHIX KpaiH-
epeMOKHUIb KyoKy PIDA. TTounHarouu 3 KBITHS po3moyva-
J1lach MapKeTMHTOBa KaMIIaHisl, IiJI yac sIKoi po3irpyBaioch
110 000 rapanToBaHuUX pu3iB. Tak, Kynywoun msimky Koka-
Koma 0,5 Ta 36Mparouy KPUIIEUKY, MOXKHA 6YII0 BUTPATH «PyT-
60sbHI Tpodei» - GyTOH0IKY, M’sTd a60 CyMKYy. ['0JIOBHMI XKe
ripu3 6yB — 100 000 rpH. Ha MTOI0POK €BPOTIEIICbKMMM CTOJIN-
usivu GyT6osTy. Bjke 3a mepri TMKHI akiiii 6ysio posirpaso 7
834 mpusis. Ti 5k, XTO MOMIOGISIOTh AUBUTUCH GYTOOJ BIOMa
TaKOX MOIJIM BUTPaTu GyTOONBHI Tpu3su, npuabdasum Coca-
Cola 151260 251. V TpaBHi X 10 IHSI EBPOMNY LIEHTPaJIbHA BYJIK-
st Kuesa — XpelaTuk nepeTBopusiaach Ha CIIpaBskHIO GaH-
30HY, Jie KOKeH 6askarounii Mir Mmo3MaraTuch y HaCTiTbHOMY
dyT60mi, cripobyBaTH 3a6UTY TIEHAIBTI Ta B3SITU y4aCTh Y iH-
mux GyTO0IbHMX aKTUBaligX. Taki Kk haH-30HM Mi3HilIe
3’SIBUJTUCH § TPHOX MiCTax, sIKi He3a6apom pasom 3 Kuesom
MaJsy npuitMaT HacTyrHe ¢yT6obHe cBSITO — YEDA EBPO
2012 TM (JIbBiB, XapkiB, [IoHeIbK). Bice 3a hepuii OHi (paH-30HU
8idsioano 45 000 oci6.

«Badvopppppums!» - 3 TakuM ciaoraHom Coca-Cola mpuiiinnia
10 YKpaiHChbKUX CIIOKMBauiB BIiTKY 2010 poky. MaciiTabHa
peKkJiaMHa KaMIIaHis, TpoBeieHa y Hai6iIbIX MicTax YKpa-
iHM, Ta, 30Kkpema, y Kpumy 6yJia MokJIMKaHa MigKpeCcauTu
0CBiXarwui Ta MPoX0JIOAKYBaabHi BJIaCTUBOCTI HAMOIO Ta IMO-
CUJIM #ioTo acoiiiallito 3 siTtoM. KaMmaHist TpuBaja mpoTsArom
JuTHS-ceprtHsI. TeneBisiftHMiT poauK Ta Besnue3Hi 6ir-6opau
300paskasiu JIIIei, 110 BTaMOBYIOTh cIipary pasom 3 Coca-
Cola, a cyioraH rmporoJionryBaB: «<bagbopppppuTh!»

VY nepion, Koy pi3ABSIHI CBSITA BXKe BiATIPUMIiJIN, a 0 JIiTa I1e
naneko Coca-Cola He 3a6yBa€ PO CBOIX CIIOKMBAUIB i mpar-
He JapyBaTu iM MPUEMHI MOMEHTM PaJioCTi Booma. «Bizsmu
dodomy-cmeopu Hacmpiii» - TaK Ha3MBaJIaCh IPOMO-KaMIIaHisl,
10 TpMBaJa 3 ciuHs 1o kBireHb 2010 poky Ta 6ysia MOKJINKa-
Ha MOCUJIMTH acoliialiilo HaIIo0 i3 JoMalIHiM 3aTUIIIKOM Ta
iAKPECTNUTH, 110 TAPHM I HACTPiii MOSKJIMBO CTBOPUTYU KOSKEH
TleHb, 6e3 0CO6IMBOTO MTPUBOY — ITPOCTO B3SIBIIN TOJOMY
msinieuky Coca-Cola.

V 2010 pol11i mpomoBXKMUBCS ITPOEKT, CITPSIMOBAHMIA Ha Nid8ULLieHHS
006i3HaHocmi cnoxcueayie MO0 KaTeropii COMOIKMX ra3oBa-
Hux HamoiB (Marketing The Category - MTC). IIpoeKT peai-
30BYBaBCS Ha JIeKiabKOX MaTdopmax: Th, IHTepHET, APYyKO-
BaHi Mefia, a TAKOX 3a IOTIOMOTOI0 3a/Ty4YeHHS eKCIIepTiB
— mierosnoriB. Tax, mpoTsrom 2010 poky 3’IBMJINCH ITPOTpaMM
Ha HallioHaJIbHUX KaHanax («HoBuit Kanam», «1+1», «[HTEp»)
3ay4acTi eKCIepTiB, SIKi pO3MOBiaau PO CKJIad, XapuoBi Xa-
PaKTEePUCTUKY COJIOJKMX Ta30BaHMX HAIIOIB Ta KYJIbTYPY iX
BXXKMUBAHHSL. 3a2an10M 5.76 MiJlbOHI8 CNOXCUBAUI8 NepezsHYU NPO-
epamu ma 3moenu 0i3Hamucy KomnemeHmHy oymKy ekcnepmis.
Takoxk, y 7 perioHax Ykpainu 6yJi0 TpoBe/IeHO rapsidi JiiHii 3
ekcriepramy. CrokuBavi MOTv 6€3KOITOBHO TeedhoHyBa-
TU 10 PeHaKiiiii ra3eT Ta CTABUTU 3aMIMTAHHS eKCIIepTy. 3a-
805IKU 2apsuUM THAM Ma nyORIKayisam, wo eutiuLiu nicis Hux 13
128 minvlioHis cnoxcusauie cmasu Gibl NOIHGOPMOBAHUMU UJO-
00 coN00KUX 2A308AHUX HANOIS.

2011 poky 6penn Coca-Cola cesamkysae ceoe 125-mu aimms.
Lleii 10BiJseit cTaB UyIOBOIO HAro/010, aby HaragaTy CIIOKM-
BavaM IO iCTOPiI0 HATIOK Ta HE3MiHHICTb pelenTy OCh yKe
moHaz cTosiTTs. Tak, HaBeCHi Ha TeJleGayeHHi 3’IBYJINCH KO-
pOTKi iHbOopMaliiiHi posiMKu, Iif yac SKMUX BigoMi yKpaiH-
CbKi TesleBe1yui po3noBiLaay Ipo HaTypabHICTh iHIpefieH-
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Those, who like watching football at home also had a chance
to win prizes by buying Coca-Cola 1 or 2 L.

In May, before Europe Day, the central street of Kyiv — Khresh-
chatyk - turned into a real fan-zone, where everyone could
play table football, try to score a penalty and participate in oth-
er football activations. The same fun-zones were later opened
in Lviv, Kharkiv, Donetsk. Within the first days 45 000 people
visited these fan-zones.

“Cheeringup!”(Badiorrrrryt’!) - with this slogan Coca-Cola met
Ukrainian consumers in summer 2010. A huge advertising cam-
paign held in the biggest Ukrainian cities and particularly in
Crimea was aimed at emphasizing refreshing properties of the
drink and creating an association with summer. The campaign
lasted from July until August. TV commercial and huge ban-
ners showed people who were stilling thirst with Coca-Cola
and the slogan runned: “Cheering up!” (Badiorrrrryt!)

Within the period when Christmas holidays already ended and

summer is far ahead, Coca-Cola still cares about its consum-
ers and strives for presenting them with moments of happi-
ness at home. «Create the mood!» is a promotion which lasted

from January till April 2010 and was aimed at strengthening
the association of the drink with homeliness and focusing on

good mood which can be created daily without any special rea-
son just by taking a bottle of Coca-Cola to your home.

In 2010 Marketing The Category (MTC) project aimed at rais-
ing the consumers’ awareness about the sparkling soft-drinks
category continued. The project was implemented at several
platforms: TV, Internet, printed media. It also engaged experts-
dieticians. TV programs with experts talking about ingredi-
ents, nutritive characteristics of sparkling soft drinks and about
the culture of their use appeared on national channels (“Novyi
Kanal”, “1+1”, “Inter”). Overall 5.76 mln consumers watched the
programs and could listen to the qualified expert opinion. In ad-
dition, hot lines with the experts in 7 regions were organized.
Consumers could call to editorial office of newspapers for free
and have consultation with the experts. Due to the hot lines and
further publications 13 128 min consumers became more aware
of sparkling soft drinks.

In 2011 Coca-Cola celebrated its 125th Anniversary. It was a
great chance to remind consumers of our brand’s history and
its recipe that remains unchanged for over a century. In spring
a short informative commercial on TV appeared where famous
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TiB Coca-Cola. /IBoe 3 Hux: Onvea @petimym ma OnekcaHop
ITedaH TakoK MaJIv YHiKaJIbHY HAaroay BifiBigaTu rpaHiosHe
cBATKYBaHHS 125-T1 miTTs1 Coca-Cola B AT/iaHTi Ta mo6yBa-
T y Bigomomy my3ei Haroto. [Ti3Hile BOHM po3MOBiiN Ipo
CBOI Bpa)keHHs1 y paHKOBii1 mepenayi «ITidtiom» Ha HoBomy Ka-
HaJi, TpMBEpPHYBIIN yBary 1 MiJibiioHa CTIOKMBAUiB.

2011 pik Takosx npoiiios ast Koka-Koma nif 3Hakom GyT60-
J1y, aaske B YKpainy Habamkanoch YEDA €BPO 2012™, i
Koxka-Koa, ik odilifinmii crioHcop posmnouasa HiroToBKy
1Ie 3a PiK 70 rpaHiio3HOi nofii. «omyticsa é6oieamu!» - Tak
Ha3uBaJach iHTETpOBaHA MapKeTUHIOBA KaMIIaHisl, SIKa pO3-
novasach 8 uepBHs 2011p. — piBHO 3a pik 10 yemmnioHaty. Kam-
TNaHist 6y/1a MOKJIMKaHa IIepeTBOPUTY HaBiTh HAaMITaCUBHIIINX
yKpaiHLiB Ha 3aTsTUX GyTO0MBHNX haHaTiB. SAckpasi 6iz-60pou,
NPOMO-pONUK HA meJlebaueHHi, iHmepakmueHi dusatiHu agmooyc-
HUX 3YNUHOK, HAYIOHAIbHA NPOMO akyis i3 735 000 zapanmosa-
HUMU nodapyHkamu, Konexyitini 6arouxu Coca-Cola — yce 11e 1o-
TIOMOIVIO ITiATOTYBATHM YKPAiHIIiB 10 TPaH1i03HOTO Gy TOOTHHOTO
cBsita pa3om 3 Coca-Cola. SIckpaBi akTMBaLlii MPOXOIUIN B
ycix 4-x EBPO-MicTax: ypounucTe BiIKpUTTSI TOAVHHMKA 3BO-
POTHBOTO BifTiKy Y JIbBOBI, SICKpaBuit GpeHIiHT OTJISIOBOTO
KoJieca, B LIeHTpaabHOMY MapKy JloHelbKa, CIIPaB3KHE CBSITO
dbyT601y y XapKoBi 3 pisHOMaHITHUMY QYyTOOIBHUMU aKTH-
BallistMu — yce, abu posnaanuTy GyTOoNIbHY MPUCTPACTh Y60-
JiBanMbHUKIB. 2 rpynHs B Kuesi Bigoynoch dinanbHe skepeb-
KyBaHHSI YEDA €BPO 2012™, Ha sike 6YJ10 3aITPOIIEHO 6TM3bKO
700 rocTeii, BKIoyaouu rnpesuaeHTiB YEDA ta OIDA — Mi-
wes [Tnatini Ta Mioseda BiaTTepa. Koka-Koma Masa eKcKiio-
3MBHE MPaBO MPeACTaBUTU 8 Mozeeil, ONITHEHUX Y CIIelli-
aJIbHi 6peH0BaHi CYKHi, SIKi MPOMOHYBaJIM FOCTIM 3aX00y
ocBixkuTHUCh mpoxonoaHow Koka-Kosoro. Ha TesnebaueHHi
3’IBUJIACh Cepist BileopoJInKiB, sika 300pakasa (aHaris, ki
Oynu 3aiHTpUroBaHi MuTaHHSM «XTO ifle o Hac?!» A i yac
iHTepHeT-KaMITaHii «['000J1!» y HAMTIOMY/ISIPHIIINX COIlia/b-
HuX Mepeskax BKoHTakTe Ta @eiic6yK KOpMUCTYBavi CTBOPUB-
M HAMGOBIINI JIAHITIOKOK «['0000JI!» MOT/IM BUTpaBaIn
€BPO-cTikepn, byT60aKM Ta cMapTHOHM.

BonAqua

V 6epe3Hi 2010 poky 3a migTpumMku TM «BonAqua» do [Jus Bodu
Oyn0 iniyitiosaro kamnawito, Ka 6yna NOKJAUKaHa nideuwumu ooi-
3HAHiCMb cnoUeaua wjodo NUMaHs CNOXCUBAHHS 800U, 30KPeMa,
6yTHIbOBaHOI. B paMkax kammaHii y mkonax Kuesa Bin6ynoch
20 iHTepaKTUBHMX YPOKIB i3 3a/Ty4YeHHSIM eKCIIepTiB, SIKi Mi-
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Ukrainian presenters talked about the naturalness of Coca-Cola
ingredients. Two of them: Olga Freimut and Olexandr Pedan al-
so gained a unique chance to visit a grandiose celebration of
Coca-Cola 125th Anniversary in Atlanta and to visit World of
Coca-Cola, a famous museum dedicated to the drink. They lat-
er shared their impressions in a morning program “Pidiom” on
Novyi Kanal, attracting attention of Imln consumers.

2011 also passed under the sign of football, as UEFA EURO
2012™ was approaching and Coca-Cola as an official sponsor
started preparations a year before. “Get ready to cheer!” — an
integrated marketing program started on the 8th of June - just
a year before the championship. The campaign was aimed at
transforming even the most passive Ukrainians into enthusi-
astic football fans. Bright banners, TV promo-commercial, in-
teractive designs of bus stops, national promotion with 735 000
guaranteed presents, collection of Coca-Cola bottles - all this
helped to prepare Ukrainians for a grandiose football event to-
gether with Coca-Cola. Bright activations took place in all 4
EURO-cities: the grand opening of countdown clock in Lviv,
colorful branding of a observation wheel in Donetsk central
park, a real football holiday in Kharkiv with various football
activations - everything to inflame football passion of the fans.
On the 2nd of December a final draw of UEFA EURO 2012™ took
place in Kyiv. Nearly 700 guests, including UEFA and FIFA pres-
idents — Michel Platini and Joseph Blatter were invited to the
event. Coca-Cola gained an exclusive right to present 8 mod-
els, dressed in special branded dresses, who served the guests
refreshing Coca-Cola treat. A series of TV commercials ap-
peared, with the image of fans asking “Who is going to us?”.
Internet-campaign “Scooore!” (“Goool!”) was implemented in
the most popular social networks VKontakte and Facebook. Us-
ers having made the longest chain could win EURO-stickers,
T-Shirts and smartphones.

BonAqua

In March 2010 before World Water Day a campaign aimed at
raising consumers’ awareness about water consumption, bottled in

particular was lunched. It was supported by BonAqua™. 20 in-
teractive lessons with water experts’ were held in Kyiv schools

within the campaign. Experts shared their knowledge and an-
swered various water related questions. The programs dedicat-
ed to “water” theme were broadcasted on “Luxe FM” radio.

Also annual meetings of Aqua Club gather journalists, deeply

Brand Events

JIMJINCh 3 YUHSIMM CBOiMM 3HAHHSIMM Ta BiJIOBiganu Ha iX 3a-
nuTtanHs. Ha pagio «JItokc FM» TpaHc/I0BaauCh nepefadi, mpu-
CBSTYEHi «BOAHiI» TeMaTulli. TaKoK, LIOPOKY MTPOXOISITh
3acimaHHsl AkBa-Kiy6y, sikuit 36upae sKypHaIicTiB, sIKi mpar-
HYTb ITIMO0KO i pPi3HOCTOPOHHBO PO36MPATHCS Y TUTAHHSIX ITUT-
HOI Ta 6y TM/IbOBAHOI BOAM,a6M MOTiM JOHOCKUTH 1110 iHpopMa-
1i10 IO CTIOKMBAYa Ha HaliBUILIOMY ITpodeciitHOMY piBHi.

Kpim Toro, 3a miaTpumku TM «BonAqua» y kuiBcbkoMy Mysei
Bodu (BorHo-IHdopMmauiitHumii LleHTp) mpoBoasIThCs JHi Biokpumux
/leepeti, siki mopa3y 361parTh 6;1136K0 2000 BiBimyBayviB.

Bocenn 2011 poky TM «BonAqua» Ta NESTEA nmigTpumanu

7-ti maput «Pazom Ipomu Paky I'pydeii», opraHi3oBaHM T KOM-
naHiero AVON. KoskeH y4acHMK, 10 3ape€eCTPyBaBCs OTPUMaB
nasiedYky BoHakBa Ta MaB Harojy B3SITM yyacTh y jiora

maricTep-Kiaci Big 3enenoro yaro NESTEA. Bimsbko 2 000

JIfofet B351/1M y4acThb y MapIii.

Nestea

Biitky 2010 TM Nestea iHiljitoBajia MapKeTMHTOBY KaMIIaHi-
10 ITi; HA3BOIO «7 uydec cgimy», yUaCHUKY SIKOI MaJIu YHiKaIb-
HY Harogy BUrpaTy MOJOPO3K Ha 2-X 10 OAHOTO i3 7 uyaec CBi-
Ty. Takok, B paMKax KamrmaHii posirpysasocs 50 000

rapaHTOBaHUX NMPU3iB — 6peHO0BaHNUX CKISTHOK Nestea. Kam-
MaHis MiATpUMYBaJIach SICKPaBOIO 30BHIITHHOIO PEKIaMOIO:

6ir-6opmamMu, IocTepaMu, CiTi-aiiTaMu Ta IPOMO-POIMKOM

Ha Tejie6auenHi. Kamanis oxonuia 8 mict YKpainu.

Ay 2011 poui acoptumeHT yaiB Nestea MOTIOBHMBCSI HOBUM
CMaKOM — MaHzo-aHaxac. HoBuit mpopyKT 6y/I0 MmiATpUMaHO
MapKeTMHIOBOIO KaMIIaHi€elo: posnkoM Ha Th, sickpaBolo 30-
BHILITHBOIO PeKJIaMOI0 y 6 MicTax YKpaiHu i3 HaceseHHSIM 6isb-
e 1 MJIH. Ta MacIITaGHMM CEMIUIIHIOM y HaliOiIbIINX TOP-
TrOBMX IIEHTpax YKpaiHu.

Burn

HagecHi 2010 poky eHepreTU4HMI1 HaMil «Burn» 3arycTuB po-
rpamy «Drive with Fire», cipiMOBaHY, HacamMIlepe/i, Ha CTYIeH-
TiB Ta 0iCHMX MpalliBHUKIB, SIKi SKUBYTb iHTEHCUBHUM KUT-
TSIM Ta SIKMM ITPOCTO HeOOXiTHMIT 3apsi eHeprii. [Iporpama 6ysa
MiATpYMaHa MacIITabHMM ITPOMO Ha aBTOMOOGITbHMX 3aITpaB-
Kax, y iHTepHeTi Ta npeci. Takox, Ha pazio 6yJ0 OroioueHo
KOHKYPC, TOJIOBHMM ITPU30M SIKOTO 6YJIM KyPCH eKCTpeMaib-
HOro BofiHHS. Kpim Toro, B pamkax rnporpamu Burn nigrpu-
MaB «Pecmusans batikepie» 3a yyacTi 6;113bko 5000 6aiikepiB.
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interested in raising their awareness about drinking and bot-
tled water. Aqua Clubs enable journalists to present water re-
lated information in their articles on the highest professional
level. In addition, BonAqua TM and Water Museum (Water In-
formation Centre) held Open Doors Days each time attracting
around 2000 people.

In Autumn 2011 “BonAqua” and NESTEA supported the 7th
Avon Walk for Breast Cancer. Each registrated participant got
a bottle of BonAqua and a chance to take part in yoga master-
class from NESTEA Green Tea. Approximately 2000 people
participated in the Walk.

Nestea

In summer 2010 Nestea initiated the “7 Wonders of the World”,
marketing campaign Participants had a unique chance to win

a trip for two, to one of the world wonders. 50 000 prizes - brand-
ed Nestea glasses were raffled out within the campaign.-. The

campaign was supported by bright outdoor advertising: ban-
ners, posters, city-lights and TV commercial and embraced 8

Ukrainian cities.

In 2011 Nestea was extended with a new taste “Mango — Pine-
apple”. A new product was supported by a marketing campaign:

TV commercial, bright outdoor advertising in 6 largest Ukrain-
ian cities and a large-scale sampling in the biggest Ukrainian

shopping centres.

Burn

In spring, 2010 Burn launched the program “Drive with Fire”
focused first of all on students and office employees, whose in-
tensive life requires energy charging. The program was sup-
ported by a large-scale promo at gas stations, in the Internet
and press. Additionally, a competition on the radio was held.
Winners were awarded with extreme driving lessons. Burn al-
so supported “Biker Festival”, with nearly 5000 bikers
participating.

2011 was especially rich with events from “Burn”. In May - June
asuccessful campaign “My Univer BURNsssssss”was launched.
Students from 10 universities in 5 largest Ukrainian cities com-
peted for the concert of the “BoomBox” band in their alma-
mater. Students’ task was to create their unique stop-motion
movie, post it in the Internet and get as many votes as possi-



Iodii 8i0 6pendis

2011 pik cTaB 0co6MBO 6araTMM Ha Mofii 3 «Burn». Taxk, y
TPaBHI-JIMITHI 6YJI0 TPOBEAEHO SICKPABY Ta Ly3Ke YCIIIIHY KaM-
naHito miJ Ha3Bow «My univer BURNSssssss», B paMKax sIKO1

cryneHTy 10 yHiBepcuTETIB i3 5 Haii6inbMx MicT YRpainm

3Marajynch 3a KOHLIEPT I'ypTY «bym-Bokc» B ixHilt ambMa-maTtep.
CTyZneHTM MaJIu CTBOPUTH CBili KpeaTUBHMI CTOII-MOYIIIEH pO-
JIUK, BUKJIACTY 1100 B iHTEpHeTi Ta 3i6paTu HaiibiIbIY Kilb-
KicTb rosiociB. V 3aneksiiit 60poTs06i mepemoskiiem craB Hayio-
HaneHutl TexHiunuii Yrisepcumem Yipainu (KIII), omHaxK, pisHUIS

B rosiocax 3 JIbBiBCbKOIO [T0JTiTeXHiKOI0 OyJia HACTi/IbKY He3Ha-
YHOIO, 10 «Burn» BUPIIMB mogapyBaTyi KOHIEPT YIr061eHO1

rpynu i 1bBiB’stHaMm. [Tonan 20 000 ntomert 3Mornu BigBizaT

koHUepTy «bym boke» y Kuesi Ta JIbBoBi. ITpo ycminmHicTb Kam-
naHii roBopsiTh mdpu: 130 000 nepernsizis Bifeo Ha youtube

Ta 5 MiJIbOHIB MeperIsIAiB ITi/I Yac OH-JIaiiH ITPOMO MTPOEKTY.

BrniTky 3k «Burn» Bepuie nigTprmas MixkgHapogHNUT yeMi-
oHaT 3 6peiik-gaHcy «Burn Battle School 2011», mpoMo-Typu
SIKOTO MPOMIIIN Y HalGimbIMx MicTax Ykpainn: JIbBOBI, IHi-
MPOIeTPOBCHKY Ta Oneci, a 3akouHMit «6aTi1» y Knesi 3i6pas
JiereHIapHuX «6i-60iB» (6peiik-maHcepiB) 3 yCbOTO CBITY.

Takox 2011 poky BXe CbOMMI1 PiK OCTiIb «Burn» migTpuMan
«Pecnyoniky KaZanmun - Z19» (HaiinonysipHinmii pectu-
BaJIb eJIeKTPOHHOI My3uKHu). Pecrry6iky KaZaHTuI mopoxy
BiJBimye 6,1113bKO 70 TMUCSIU IAHYBAJIbHMKIB €7IeKTPOHHOI MY-
3MKU, BCe OiJibliie i 6iblie IpuisguTh 3 €BPONEChKUX KpaiH.
Ha ,,Z-19” pa3om 3 «Burn» BimirpaB CBii1 ceT HayiBigoMimmii
ni-msxeit nmaneTu: Sander van Doorn. Takox, y colliabHii me-
pesxi «<BKoHTakTe» «Burn» posirpas cepen cnioxxupauis 10 6e3-
KOIITOBHUX «Bi3» 10 «Pecmy6siku KaZaHTum».

Bocenn x 2011 poky eHepreTMyHMI Hamiii «Burn» BUIycTuB
Ha pMHOK HOBUMHKY Burn Tropical — Hamiii 3 HeriepeBepIieHUuM
MOEeAHAHHSIM CMaKiB areJbCUHY, MAHTO Ta I'yaBU, SIKMi 3a-
psIiKae eHepriero oJist iHTeHCUMBHOTO KUTTSI. HoBuii cMak
CIIpaB[Ii M’IKMiA, azyke Ha 21% CKAadaemscs i3 COKY Hamypaiv-
Hux mponiunux ¢pykmis. EHepris 1ie HikoJu He 6yJia TaKolo
CMavyHOIO!

[napiatop

2010 poky eHepreTuuyHuit Hamiit Gladiator 3’siBuBcst y PET
naawkax o6’emom 0,5 nimpis, a 2011 poky acOpTMMEHT eHep-
TeTHKiB IIOIIOBHMBCS I11e OJJHi€10 HOBMHKOIO — HA PUHKY 3’IBUBCST
«Inadiamop JKenw-IleHwv». 1Iboro xx poky Gladiator craB yacTu-
HOI0 HAMTIOMYJISIPHIILOI Ta HAaliMaCoBiII0i KOMIT'IOTEPHOI Ipu
Counter-Strike. Big kinisg kBiTHst 2011 Bci BipTyasbHi piBHi rpu
Ha Hal6i/IbII IOMYIIPHOMY CcepeJi reiiMepis cepBepi vbios.
com 6yu 6peHmoBaHi jorotunamu Gladiator.
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ble. After an intensive struggle National Technical University of
Ukraine (NTUU KPI) won. But the difference in the number of
votes with Lviv Polytechnic National University was so insig-
nificant, that Burn decided to present Lviv students with their
favorite band’s concert as well. Over 20 000 people visited
“BoomBox” concerts in Kyiv and Lviv. The success of the pro-
gram is confirmed by the following figures: 130 000 views on
youtube and 5 mln views during on-line promo of the project.

In summer of 2011 Burn supported International Break-dance

Championship “Burn Battle School 2011”. Promo-tours took

place in largest Ukrainian cities: Lviv, Dnipropetrovsk and Ode-
sa. Final battle in Kyiv gathered legendary “B-boys” (break-
dancers) from all over the world.

In 2011 for the 7th year in a row Burn supported “Republic Ka-
Zantip - Z19” (the most popular festival of electronic music).
Yearly Republic KaZantip gathers approximately 70 thousand
admirers of electronic music, more and more fans coming Eu-
ropean countries. Due to Burn’s support the world famous D]
Sandervan Doorn played his set at “Z-19”. Additionally, in a so-
cial network “VKontakte” Burn raffled 10 free “visas” to Ka-
Zantip Republic.

Inautumn, 2011 energy drink “Burn” was extended with a new
taste — Burn Tropical - a drink with a wonderful combination
of orange, mango and guava flavors, which charges with ener-
gy for active lifestyle. A new flavor is really soft due to 21% of
natural tropical fruit juice. Energy has never been so delicious!

Gladiator

In 2010 energy drink Gladiator appeared in PET bottles 0,5, and
in 2011 it was extended with a new taste — Gladiator Ginseng.
The same year Gladiator became the part of the most popular
computer game “Counter-Strike”. Since April 2011 all virtual
game levels were branded with Gladiator logos on the most
popular among gamers server vbios.com.

Rich

“Rich” offers a premium quality that suits independent, active
people striving for success and pleasure in life. The range of
Rich juices includes 13 different flavors: Exotic, Apple, Orange,
Tomato, Peach, Pineapple, Grape, Cherry, Grapefruit, White Grape,

Brand Events

Rich

«Rich» — 11e eTayIOH MpeMiaJIbHOI SKOCTi Ta CTUJIIO, IKWIi 1O
BITOJI06V He3aJIEXKHVM, aKTUBHVM JIFOJSIM, SIKi TParHyTh yCITi-
XY Ta BOJHOUYAC HACOJIOIKYIOThCS XKUTTSIM. ACOPTUMEHT CO-
KiB ,,Rich” HapaxoBye 13 pi3HUX cMaKiB: «EK30MuK», «5101yK0»,
«Anenbcun», «Tomamy, «[lepcux», «AHaHac», «Buxozpad», «Bu-
wHs», «Ipetingpymy, «binuil 8uHozpad», «Mopc i3 JHypasauHu».
3 2010 poky rmoyvaysocst BUPOOHUITBO TAKUX CMAaKiB, SIK «Ipa-
Ham» ma «banaH-TIonyHUYs».

«Koxka-Kona» B YkpaiHi 3/i/iCHIOE MTOCTi/iHY peKJaMHYy ITif-
TPUMKY TOproBoi Mmapku «Rich»: pexkyiiama Ha TB Ta 'y misiHIle-
BUX XypHasax, POS-marepianu .

«Rich» migTprMye pisHOMaHITHI CyCITi/IbHI 3aX04H, 30KpeMa
TiCHO CITiBIIpaIlioe 3 Mepeskelo pecTopaHiB «Ko3upHa KapTtanr.

«[obpnn»

TM «Do6puii» — 1ie Cik AJ1s1 BCiei poayviHu, 3po6IeHnii 3 gyiie-
10 Ta TYpOOTOIO ITPO BAC Ta BaIInX 6aM3bKUX. «/[o0puti» - €du-
HUll 6peHO Y CB0EMY cezMeHMi, KUl 8upobasie 1009 a0yuHuli Cix.

BotaniQ

V 2010 porii Ha yKpaiHChKMIT PMHOK BUIiIIOB «botaniQ» y HO-
BOMY 3py4yHOMY (opMari — sickpaBux risimkax 0,91 ta 0,471
Ileit MpOAYKT ofipa3y 3400YB MOMY/ISPHICTh cepe To6uTe-
JIiB COKY, aJIXe TIOeHYE B COOi BUCOKY SIKiCTb Ta 3PYUYHICThb
CIIOKMBAHHSI.

Taxox 2010 poky 3’siBuBcst omatik Kid3. 4 cMaKy sIKOTO (MYJIb-
TUDDPYT, sI6/TyKO-BUHOrpa L, 6aHAH-TIOTYHULIS, SIOTYKO-MaIMHA)
MPUIAIIINCS 10 CMaKy HaliMeHIIMM cliokuBadaMm. Ha min-
TPUMKY 3aITyCKy HOBOTO ITPOAYKTY OYyJIO TPOBEEHO CeMII-
JIHT y AUTSYMX Tabopax, B pe3yibTari sskoro 11 000 mitinaxis
3Morau ckymtyBatu. IIpo nossy boranik Kigs takoxk cnosi-
1Ia/M CiTi-NaiTU y AUTSIMX 30HaX TOPTOBUX LIEHTPIB.

3 2010 poky Boranik Kifs 3’iBuBcsSI Ha CTOpiHKax OLHOTO 3
HAMTMOMYJISIPHIIIMX Ti3HABaJbHO-PO3BAKATbHUX IUTSIUMUX
skypHaiB «[Ipogecop Kpeiio». Komannma Boranik Kins: Kem, Bir
Boit, Jliny Ta Merri momicsiiist 3arpoIrye giTiaxiB g0 3aX0-
TUIMBUX MIPUTO/, HA OIHI i3 CTOPiHOK KypHAITY.

VY kBiTHi Ta TpaBHi 2010 poky boranik Kin3 migTpuman guTsi-
Yy BEJIOTOHKY «Mu-uemnioHu», sika IMoPOKY MTPOXOAUTD Y KU-
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and Cranberries Mors. In 2010 Granatum and Banana-Strawber-
ry were launched.

Advertising and promotional support for the Rich brand includes
advertising on television and in glossy magazine, POS-materials.

Rich supports numerous social events, including partnership
with the restaurant chain Kozyrna Karta.

Dobriy

Dobriy™ - is juice for the whole family, made with a sincere
heart and love to you and your close ones. Dobriy is the only
brand in its segment, which produces 100% apple juice.

BotaniQ

In 2010 new convenient format of “botaniQ” - bright bottles
0,9L and 0,4L was launched. The product immediately gained
popularity among juice admirers, as it combines high quality
with convenience for consumption.

In 2010 BotaniQ Kids was launched, 4 flavors of which (multi-
fruit, apple-grape, banana- strawberry, apple-raspberry) suit-
ed the smallest consumers’ taste. To support the launching, a

sampling in children camps was implemented allowing 11 000

children to taste a new product.

City-lights in children areas of shopping centers also support-
ed the launching.



Mu 3a 30oposuti cnoci6 ¥cumms

iBcbkOMY mapKy «Iy6ku». [llopasy Ha Becesie 3MaraHHs 361-
paeTtbcs moHan 500 gitimaxis Bikom Big 2 mo 15 pokis. Ay 2010

p. TM Boranik Kizi3 mogapyBas im Becesli po3Baru Ta BpyunB

TepeMOKIISIM MTOAAPYHKOBMIT HAGip, KyAy BXOAWIM Cik BoTa-
Hik Kizn3, crikep-6yK Ta 6peiok.

Komanpga Boranik Kiz3 He 3a6ysia rmpo miTiaxis i mig yac cBsT-
KyBaHHs HoBoro Poky Ta mifiTprmasa roioBHe JUTSUe HOBopiuHe
ceamo 2011p. Kemn, bir Boii, Jliny Ta Merri po3Bakann nitei
[I0 Ta ITic/Is1 HOBOPIYHOI BUCTaBM, AapyBajiu iM COKH, a iX 30-
6paskeHHS TpuKpamamy odiniitHi adimri caTa Ta gexoparii
BCepeuHi 3ay.

Mu 3a 340pOBMIA CNOCIB XKUTTA

CbOroJHi 1oAY TPULIISIOTh HAaJ3BMUalHY yBary 3J40p0Bo-
MY crtoco6y skuTTsI. CrIok1Bayi O4iKyIOTb BiJl BUpOOHMKA YCi-
€i inbopmarii mpo MPoOAYKT, 0r0 iHIPeAieHTH Ta XapyuoBi
ninHocti. KpiMm Toro, 6aTbky Typ6yIOTHCS TIPO MPpaBUIbHE
XapuyBaHHS Ta Pi3MYHy aKTUBHICTD IiTeit.

]_]_[06 3aJ0BOJIbHUTHU 3PpOCTAIOUN l'IOTp96I/I HalIMX CIIO’KMBaA-
YiB MM B3KMBAEMO HU3KY BaXOJliB, 30Kpema:

— 306invwieHHs acopmumeHmy npodyKyii: My TIPOTIOHYEMO
6ibIlle HM3bKOKAIOPiIMiHUX Ta 36araueHUX KOPUCHUMMU
IIJIST 3M0POB’SI KOMIIOHEHTaM M HaIlOiB.

— IHgpopmayis npo ckaad: My HAZAEMO CIIOKMBAYaM yci JaHi
IIPO iHTPeiEHTM Ta XapyuoBi LIiIHHOCTI HALIMX HaIOiB.

— Mu nposodumo 8i0nosidanvHy MapkemuHz08y NoJimuKy:
BpaxoBYeMO AYMKM 6aTbKiB Ta Memaroris, Oyaymounu Ha
LIbOMY BiJITOBiTaIbHMI TiIXi [T Y ITPOTIO3UIii HATIOIB IOHUM
CITOKMBAYaAM.

— AxmueHuii cnoci6 }umms: My TIporaryemo iskyapTypy
Ta CIIOPT Ta CTBOPIOEMO JJIs IIbOTO BiAOBiIHI yMOBU

36iNblEHHS aCOPTUMEHTY NpOoAaYyKLii

Pasom 3 6e3a1K0201bHUMU 2A308AHUMU HANOSMU 00
acopmumermy npodykuii ITT «Koka-Kona Begepioxcu3
Vkpaina» 6xo0ams coku, HeKmapu, 800a ma uati.

Mu IIpOTIOHYEMO CITOKMBayaM HM3bKOKAJIOPiiiHi HAMoi, TaKi
stk Coca-Cola light. A TakoX Haroi, 36arayeHi KOPUCHUMMU JJIsT
3JI0POB’SI KOMITOHEHTaMM, HaIIpuKJaa coky BotaniQ Plus.

lHpopmMauisa npo cknag

Hamra MeTa HaJlaTy CIIOXKMBAUy MOBHY, YiTKY Ta 3p03yMiny
iHgopmMmaliio mpo ckJia g HalluX HaroiB. Harpukiiam, ojis miji-
TPUMKM 3J0POBOi Macy Tijia CIIOKMBayaM HaiibisbIie Heo6-
XimHa iHpopMallis mpo BMIiCT Kajopiit y i3ki UM HaMmosX.

Mu maxkod niokpecatoemo, ujo Haula npooyKyis He
Micmumo WmMy4yHUX KOHCepe8aHmis, OapBHUKI8 Ul
apomamusamopis. Hanpuknad, Coca-Cola Hikonu He
Micmuna ma He mMicmumume WmyyHux KOHCepeaH-
mié ma apomamu3amopis.

IonaTkoBy iH(GOpMallil0 MOKHA 3HAMTY HAa HALIIOMY CaiiTi, y
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In 2010 BotaniQ Kids appeared on pages of one of the most
popular informative-entertaining children’s magazines “Pro-
fessor Kreid”. BotaniQ Kids Team: Cap, Big Boy, Lily and Meg-
gie monthly invites kids to gripping adventures on one of mag-
azine papers.

In April and May 2010 BotaniQ Kids supported children’s cy-
cle race “We are the Champions”, which takes place annually
in Kyiv park “Dubky”. This cheerful competition gathers over
500 teenagers between 2 and 15 years. In 2010 BotaniQ Kids
TM brought them cheerful entertainment program and award-
ed the winners with a gift set, including BotaniQ juice, a stick-
er-book and a key ring.

BotaniQ Kids team did not forget about children during New Year’s
celebration and supported the main New Year’s holiday in 2011.
Cap, Big Boy, Lily and Meggie entertained children before and af-
ter the performance, presented them with juices and the official
posters and decorations inside were adorned by their images.

We are for Health and Well-Being

People today are increasingly interested in health and wellbe-
ing. Consumers expect more information about the ingredi-
ents and nutritional qualities of their food and beverages. In
addition, parents and teachers care about healthy nutrition
habits and physical activity of children.

We meet these changing needs in a variety of ways:

— A wider choice of beverages: we are offering more lower-
calorie beverages and beverages with health benefits

— Nutrition information: we are providing more information
about the ingredients and nutritional qualities of our beverages

— Responsible sales and marketing: we listen to parents and
educators to make sure that we provide beverages to young
people in a responsible manner

— Active lifestyles: we encourage people to exercise more,
providing opportunities for them to do so.

A Wider Choice of Beverages

In addition to sparkling beverages, we now offer a
growing number of still beverages, such as juices,
waters and ready-to-drink teas.

We provide low-calorie options, such as Coca-Cola light, as
well as beverages with added health benefits, such as juices
BotaniQ Plus.

Nutrition Information

We aim to provide consumers with nutrition information about
our beverages that is clear and easy to understand. To main-
tain a healthy body weight, for example, the most important
information that people need is the calorie content of their
food and beverages.

We also highlight the lack of artificial flavors, colors
and preservatives in our beverages. For example,
brand Coca-Cola does not contain added preserva-
tives or artificial flavours; it never has and never will.

We are for Health and Well-Being

HaIuX my6/ikaiisx abo mgisHaTucs, 3ateseGoHyBaBIIM Ha
indopmauiitHy JiHit0 IS CIIOXKUBAYiB.

BignosiganbHuin Nigxig 0o peknamm
Ta peanisauii

Bynb-sIKMI HAIIl HAITii MOyKe 6yTY 4aCTMHOIO 34,0POBOI Ai€TH.
AJle pasoM 3 TMUM MM ITOBayka€MO IMpaBo 6aThbKiB BU3HAUATH
pallioH XxapuyyBaHHS Ta CTUJIb KUTTSI IXHIX JiTeii.

AKTUBHUM CNOCIO XUTTA

KoHTpoJIb 32 KiJIBKICTIO BXKMBaHUX KaJIOpiit — 1ie JIKIlle OAVH
aCIeKT 3JI0POBOTO CITOCOOY SKUTTSI. [JIsI i ATPUMAaHHS TapHOi
hopmu HeobxigHa i1 Gi3yMuHa aKTUBHICTb, JOCTATHS [IJIS CIIa-
JIIOBAHHSI KAJIOPiil, OTPUMAaHMX 3 1Kl Ta HaIlOSIMU.

M CITiBITPAIIOEMO 3 IepsKaBHMMM OpraHi3allisiMmu, eKcrep-
TaMU B TaJIy3i [ieTosorii i miATpUMMyeMO HU3KY iHiliaTuB.,
CIIPSIMOBAaHMX Ha MOIYJISIPU3AILil0 CTIOPTY, aKTMBHOTO CITOCO-
6y JKUTTS Ta OCBITHIX ITporpam 3i 3I0pOBOT0 XapuyBaHHS.
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Additional information can be found on our website, in our pub-
lications and through our consumer response centres.

Responsible Sales and Marketing

While all of our beverages may be enjoyed as part of a healthy
diet, we respect the wishes of parents and educators to over-
see their children’s diets and lifestyles.

Active Lifestyles

Mmanaging the amount of calories consumed is only one part
of the so-called energy equation. To maintain a healthy body
weight, people must burn off the calories they consume through
physical activity.

We work with government agencies, sports and nutrition ex-
perts and others to support physical activity and nutrition ed-
ucation programmes.
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['poMagChbKICTD

Community
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BazaneHi npunyunu cnisnpaui Koka-Kona é Ykpaiui 3 2pomadcekicmio

po6nema emigemii BIJI/CHIly mpogoBsKye 3aau-
(( I I IIATUCh aKTYaJbHOIO B LIJIOMY CBiTi. IK He mpu-
Kpo, ajie YKpaiHa 3aiiMae ofHe 3 Mepinx Micllb
B EBpoOIIi 3a TeMIamMy IPUPOCTY HOBUX Bumaakis BIJL. Big,
2003 p. naur PoHJ, Befie aKTUBHY IIPOCBITHMUIbKY KaMIIaHi-
10 IIOJI0 TIoTIepeikeHHsT HOBUX BumnaakiB BIJL. [TapTHepcTBO
3 kommnanieio Koka-Kosa, sike posmnouasochy 2010 pori Haga-
JIO Hallli¥t isJIbHOCTI HOBOTO iMmy/bey. Pazom mu pearisye-
Mo npoekT “Safe Connection”, migBuinyrwoun 06i3HaHiCTb MO-
JIOJIOTO TIOKOJTiHHS TIpo po6siemy BIJI/CHIZTY, 3BepTatounch
10 HbOTO, HacamIiepe], yepe3 [HTepHeT Ta collialbHi Mepexi,
aJike caMe TYT CydyacHa MOJIOAb ITPOBOAUTH HaiibisIblIe yacy.
3a piK cHizpHOI LisI/IBHOCTI HAM BJIaJIOCh OXONUTY ayIUTOPi-
10 6;1113bKO 9.7 MJIH. YOJIOBiK. Briepiiie 3a ocTaHHi JecsIiTh po-
KiB B YKpaiHi 6yJ0 3ahikCOBaHO 3HVMKEHHS TEMITiB ITPUPOC-
TY HOBMX Bumnazkis BIJI. Mu BBa)kaemo, 1110 1ie Halll MepIinit
CIinbHil Kpok go nepemory Haxg CHITom™.

Onvea PyoHesa,
Jupexmop @oHdy Onenu ITinuyk AumuCHI/]

topical in the whole world. It is vexing, but Ukraine

takes one of the first places in Europe with the pro-
portion of new cases of HIV/AIDS. Since 2003 our Foundation
has been conducting active educative campaign against new
HIV cases emergence. Partnership with the Coca-Cola Com-
pany, which started back in 2010, gave a new impulse to our
activity. We have jointly implemented the project “Safe Con-
nection”, aimed at raising awareness among young people on
the problem of HIV/AIDS through the Internet and social net-
works where young people spend much time nowadays. With-
in the year of joint efforts we managed to inform approximate-
ly 9.7 mIn people. It was the first time in 10 years in Ukraine
that the dicrease of new HIV cases was registred. We consider
it to be our first joint step to victory over AIDS.”

¢C T he problem of HIV/AIDS epidemics continues to be

Olga Rudneva,
Executive Director of Elena Pinchuk Anti AIDS Foundation
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oka-Kosna nigpumye Onimmiricbkuii Pyx iz 1928 po-
(( KKy. B Vkpaini HanionanbsHuit OmiMmisicbkumii Komi-
TeT CITiBIIpaIrioe 3 kommaxiero Koka-Kosa 3 1996 po-
Ky. Pa3zom mu peasizyBasiv 6araTo MpOeKTiB, sIKi He JuIIe
MiATPUMYIOTH iflei osiMmi3my Ta nmpodeciiftHOro cropry, a i
MIPOIIaryoTh aKTUBHUIA CIIOCIO XXUTTS cepeli HaceaeHHsI. LIo-
POKY MM BiJI3HaYa€MO HaliKpalux CIIOPTCMEHIB Ta opraHisa-
1ii, sIKi 3po6VIIM BeJIMKMIT BHECOK Y PO3BUTOK CITOPTY TIif 4ac
uepeMoHii «I'epoi CrioptusHOro Poky». Komnanist Koka-Kosna
OTpPUMYBaJIa 110 HArOPoy HeOJHOPa30B0. My HaI3BUUAITHO
MMIIAEMOCS LM MTapTHePCTBOM, ajiske Koka-Kosa He rpocTo
MiATPUMYE CIIOPTMUBHI MTPOEKTH, a IIparHe CIpuUsITU 30POBO-
MY CIIOCOOY SKUTTS Ta PO3BMBATHU CIIOPTUBHY KYJIBTYPY Cepes,
YKpPaiHChKOT'O HaceleHHs.”
Cepeiti Byoka,
Ipe3udenm HayionanvHozo Onimniticokozo Komimemy Yxpainu

since 1928. In Ukraine, partnership with the nation-

al Olympic Committee of Ukraine started in 1996. We
have jointly implemented many projects, which support Olym-
pic movement and professional sports as well as promote ac-
tive healthy lifestyle. Annually, the best sportsmen and organ-
izations, which contribute to the development of sport are
awarded at “Heroes of Sports Year” ceremony. The Coca-Cola
Company was awarded more than once. We are proud of our
Partnership, as Coca-Cola not only supports sports projects
but aspires to promote healthy lifestyle and to boost sports cul-
ture among Ukrainians.”

(44 The Coca-Cola Company partners the Olympic Games

Sergiy Bubka,
President of National Olympic Committee of Ukraine

Main Principles of Coca-Cola Ukraine Cooperation With the Community

U macauBi, mo paszom 3 Koka-Kosa
(( M MM IIBUKO Ta e(peKTMBHO pearyeMo

Ha HaJ3BMUAliHi cuTyalii, HagaeMo
TIOTTIOMOTY He3aXMIIEeHMM BEPCTBAM HaceJeHHs,
sKi 1i Haii6inbuIe MOTPe6yoTh. CIOiBAIOCH, IO
Halla CIiBIpals HaguxXHe MilbiiOHM CTaTu BO-
JIOHTEpaMH, a IpeACTaBHMKIB BeIMKOro 6izHecy
po3ginnTtu iHnHocTi YepBoHoro XpecTa”.

IsaH YciueHko,
Ipe3udenm Tosapucmea Yepsorozo Xpecma YkpaiHu

(44 e are happy that together with Coca-
WCola we can swiftly address emergen-
cies and provide relief assistance to the

most vulnerable people. I hope that our partnership
will inspire millions of people to become volunteers
and the representatives of business community to

share the values of the Red Cross”

Ivan Usichenko,
President of Red Cross Society of Ukraine

Social Responsibility Report 2010-2011

3aranbHi npuHUMNK cniBnpawi
Koka-Kona B YkpaiHi 3
rpoMaAcCbKicTIO

NiATPMMKA iHiLiaTMB Ta NAapTHEPCbKMX CTOCYHKIB,
L0 BifirpatoTb BaXX/IMBY PO/b AN YKPAiHCbKOI
rpOMafCbKOCTi;

NpUCyXaHHS A0 YKPaiHCbKOi rpOMafCbKOCTi Ta Bpa-
XYBaHHS i NOrNSAIB Ta MparHeHb;

HeoOXigHICTb NOCTIMHOrO pO3BUTKY Ta OCBITU
0N MONOA.

Main Principles of Coca-Cola
Ukraine Cooperation
With the Community

to support initiatives and partnerships which
contribute to the life of Ukrainian communities;

to listen to people in the communities where we do
businefs and understand their needs and aspirations;

to emphasize the importance of sustainable
development and education for youth.
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P0O3BMTOK rpOMaacbKOCTi yepes
€KOHOMIYUHI iHBeCcTuLii

Koka-Kosa B YkpaiHi € YaCTMHOIO CYCITi/IbCTBA, i TYp6OTa PO
YKpaiHIIiB IJIs HAaC € Ha[3BMYaiiHO Bask/I1BO0. KommaHist 06-
paJjia Taki HampsiMu po6oTH:

- l'Iiﬂ,TpI/IMKa rpoMaaCbKuUx SaXO,ELiB, CIIpAMOBAHMX Ha
nporaraHay akTMBHOIO CHOC06y JKUTTS,

— MiATpMMKa CoIiaIbHMUX 6JIarOIiifHMX ITPOrpaM Ta yuacTh
y ix po3po6iii;

— MiATpUMKAa IPOrpam, CpsMOBAHMX HA 3aXUCT JOBKIJIJIS
Ta BOJAHUX PeCcypciB.

«Koka-Kona» 8 Ykpairi yceidomoe, wo ii ycnix ui-
KO8UMO 3aexcums 8i0 epekmusHocmi cnisnpaui 3
KJIIEHMAMU, CNOXUBAYAMU, NAPMHEPAMU Ma akyio-
Hepamu. Y cnienpauyi 3 ypsioosumu ma Heypsi0osumu
opeanisayismu «Koxa-Kona» npazne cnpusimu do-
OpobOymy yKpaiHcbkozo Cychiibcmaa.

30BHILUHS KOMYHIKaLif
| NAPTHEPCTBO

[pomadceki opearizauii

KoMmaHis nmigTpuMye NOCTiliHMIA KOHTAaKT 3 TpoMajiaMu,
00’eHaHHSIMM Ta CHiIKaMu. BiIToBimHMIT peTeIbHMIT aHa-
J1i3 Ipo6ieM abo iHiliaTuB, 3 IKMMM BOHU 3BepTalOThCS, 3a-
6e3MevuyIoTh YTPUMaHHS aKTUBHOI TPOMAaTHCHKOT TO3MITii.

Heypsdosi opearizauii

»Koka-Koa” B YkpaiHi € usieHOM pi3HMX HEMTPUOYTKOBUX OP-
raHisariiii, 0 MalOTh HA METi MOKPAIIUTH XXUTTS CYCITiJIb-
CTBa Ta eKOHOMIUHOTO KJiMaTy Kpainu. Cepen HUX:

— AMepuKaHCbKa TOPTriBeJibHA MajiaTa B YKpaiHi.
— E€spomeiicbKa bisHec Acormiairis.

— ToproBo-nmpommucioBa rnajara YKpaidu.

—  VkplIIEK.

— Tno6anbunii Jorosip OOH.

— VkpaiHCbKO-aMepuKaHChKa ijioBa paja

3aMO8HUKU Ma NocmMa4yanbHUKU

Koxka-Kosia B YkpaiHi mparHe o6¢1yroByBaTu CBOixX 3aMOBHU-
KiB Ta mocTava bHMKIB sikHaltKkpale. Yepe3 edek TMBHY CITiBII-
paIio Ta PO3KPUTTSI HOBUX MOKJIMBOCTE /1Sl PO3BUTKY CITiJb-
Horo 6isHecy, KoMmmaHist 3a6e31euye BTiJIeHHS B XKUTTS CBOET
Micii Ta miHHOCTEIA.

LlenmpaneHi ma pe2ioHaneHi ypsi0osi ycmaHosu

Koxka-KoJia B VKpaiHi peryyisipHO HigTpuMye KOHTAKTU 3 yPsi-
IIOBMMM YCTAaHOBAMM JIOKAJIbHOT'O Ta HalliOHAJIbHOTO PiBHSI,
mo 3a6e3neuye KommnaHii mocTiiiHy 06i3HaHiCTh 3 TTpolieca-
MM, IKi BiIOYBaIOThCS Y IeP’KaBi Ta MOK/IUBICTh 6e3mocepes-
HbO 6paTy B HUX YUACTh HIJISIXOM MiATPUMKM HayKOBO-
MPaKTUYHVX KOH(epPeHIliii, 00MiHYy JOCBiIOM Ta IepeIOBUMU
MMPaKTUKAMMU.
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Enriching the Life of Community

Coca-Colaisanintegral part of Ukrainian society, and the well
being of Ukrainian communities is of central importance to us.
Our activities and support are focused on the following
priorities:

— encouraging healthy, active lifestyles

— supporting and participating in the development of social
and charitable programs

— promoting the protection of critical environmental and
water resources

Coca-Cola Ukraine is aware that its success depends
on the effectiveness of our collaboration with all of
our stakeholders: customers, consumers, partners,
shareholders, and both governmental and
nongovernmental organizations. Only through such
collaboration can we contribute to the health and
vibrancy of the Ukrainian communities we serve and,
in turn, to the health of our own business

Communication and Partnership

Public Organizations

Coca-Cola Ukraine is in constant contact with communities,
associations and unions. In this way, the Company can ensure
that its initiatives as an active corporate citizen are based on
a sound understanding of community needs and appropriate
responses.

Non-governmental Organizations

Coca-Cola Ukraine is a member of a various non-profit organ-
izations whose goal is to improve the quality of life in Ukrain-
ian communities and the economic climate in the country:

— The American Chamber of Commerce in Ukraine
— The European Business Association

— The Chamber of Commerce and Industry of Ukraine
— The United Nations Organization

— UkrPACK

— UN Global Compact

— US-Ukraine Business Council

Customers and Suppliers

Coca-Cola Ukraine is committed to serving its customers and
suppliers in the best way possible. Further to the Company’s
mission to benefit everyone we do business with, we continu-
ally strive to enhance the effectiveness of our collaboration
with these partners and seek new opportunities for joint
business.

Central and Regional Governmental Institutions

Coca-Cola Ukraine maintains regular contact with governmen-
tal institutions at the local and national levels. Based on these
contacts, and where appropriate, the Company provides support
for activities such as scientific and practical conferences, and meet-
ings and events designed to share experience and best practice.

Communication and Partnership / Promoting Sports and Physical Activity

CRIS

Bizm 2006 pokyy kommnaHii «<Koka-Kosa Ykpaina» npaijoe eau-
Huit Llenmp po6omu 3i cnoxcusauamu ma kjaieHmamu. TOJIOBHUM
710T0 3aBAAHHSIM € GOPMYBAHHS Ta MiATPMMKA HA HAJIEXKHO-
MYy piBHi iMi[I)Ky KOMIIaHii cepe[i CIOKMBaviB Ta KIi€HTIB
YKPaiHChKOTO PUHKY 6€3a/IKOT0JIbHOI TPOAYKIILi.

0-800-30-80-08 — uieit Homep Tenedony LleHTpy poboTu 3i
CITOXMBAYaMM Ta KJIi€HTaMM HaJAPYKOBAHO Ha KOXHIi MJIsi-
1eylli, 10 BUITYCKA€EThCS i3 3aBoAy ,,Koka-Kosa BeBepimku3s
Vkpaina”. Ha6paBuiu 11eit Homep 3 6y b-sIKOTO CTalliOHAPHO-
ro TenedoHy B MeXXax YKpaiHu, MOKHA 6€3KOIITOBHO OTPU-
MaTH BiATIOBi/li HA 3aNIMTAHHS He JIIle 3 TIPUBOY ITPOIYK-
11ii, iHrpenieHTiB, MapKe TMHIOBMX aKIIili Uy icTOpii KOMMaHii,
a Ji BUPIIIMUTY CHipHI UM NMTaHHS CIiBIpalli, 3aIIpONIOHYBa-
TU CTIOHCOPCHKi Ta 6/1arofiiiHi MPOEKTH TOIIO.

[lponaranga cnopty 1a Qi3nYHOI
aKTUBHOCTI

OpnuH i3 HanpsiMiB rpomaicbkoi po6oTu «<Koka-Kosa» B Ykpa-
iHi — 1e miATpMUMKA rPOMaJChbKMX 3aX0/IiB, CIIPSIMOBAHMX HA
MporiaraHay aKTUMBHOTO CIIOCOOY XXUTTS Ta iieit oiMITizmy.

Mu npazremo 0o mozo, w06 3MiHUMU NACUBHUTI
CNocio ¥cumms ma nokpawyysamu 300p08’s Hauux
cnoxcusauis.

Tomy HaIIOI0 METOI € MiIBUIIEHHS CTaHapTiB (i3nuHOl
(bopmu uepes 3ayyueHHs Ta MporaraHay pisHMUX MPOrpam,
CIIPSIMOBaHMX Ha PO3BUTOK aKTUBHOTO CITOCOOY SKUTTSI.

[MapTHepcTBO 3 HauiOHaNbHUM
OniMnincbkmm KoMiteToM YKpaiHu

Komnatis «Koka-Kona» € napmuepom Onimniticokux
Tzop 6 ycvomy cgimi 6id 1928 poky.

B Vkpaini MiliHi mapTHepchbKi cTocyHKM 3 HallioHaapbHUM
OJIiMITiiCbKMM KOMiTeToM YKpaiHu nouyanauch 1996 poky.
CrisnbHO peasi3oBaHo 6arato MpoekTiB: Ecmagema Onimniti-
CbK020 802HI0 HatiepenoaHi OnimMITificbkux irop B AdiHax, KOH-
KypC Ha BU3HAaU€HHS OJIIMIIiJiCbKOTO TajicMmany st Onim-
TiiicbKoi 36ipHOi YKpainu. [I[opoKy MpoxXoAsiTh TaKi MacuITabHi
Ta sickpasi 3axoau, ik Onimniticokuti JeHs, BceykpaiHcekuii
Onimniticexuti Ypok, I'epoi CnopmugHozo Poky.

3ipkn Xepaunu

Ocp yske 8 pokiB nocniynb Koka-Kosa B VkpaiHi nigrpumye
Mi>KHApPOIHUI aTIeTUIHMIT TYPHIp «3ipku JKepouHu», SIKuit
IIOPOKY MPOXOAUTH Mijg natpoHaTtom IIpesugenta HOK Ta
osiMmiricbkoro uemriona Cepeis ByoKu.

TypHip mpoBoauTbCs 3 1991 poKy Ta € Haii6iTbIIIOI CTIOPTUB-
Holo nopieto JoHelbKy. Halikpaiii aTyiieT, aBTOpM Hallio-
HaJIbHUX PEKOPAiB, OMiMIIi/iChbKi YeMMiOHU 3’ DK IKaI0ThCS
CIOZIM 3 YChOTO CBiTY, 11106 MO3MaraTuch ogHe 3 oqHUM. 1997
POKY TYpHip 6Y/10 BK/IIOUE€HO B 0DiIliiiHMIT CIOPTUBHMIA Ka-
nengap IAAF (MiskaapomHa emepaliist ClopTCMeHiB-aMaTopiB).
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CRIS

Since 2006 there is a combined Consumer and Customer Sup-
port Center (CRIS) at Coca-Cola Ukraine. The aim of the Cent-
er is to maintain a highly positive relationship with Ukrainian
consumers and customers by standing ready to hear and re-
spond to their questions and feedback.

0-800-30-80-08 — The Coca-Cola hotline number is printed

on every bottle produced at the Coca-Cola Beverages Ukraine

plant. By dialing this number from any telephone in Ukraine,
consumers can get free answers to questions about the Com-
pany’s products, ingredients, marketing events and the histo-
ry of the Company. Customers can use the hotline to raise ques-
tions about cooperation with the Company, offer sponsorship

and charity support, or settle other issues.

Promoting Sports and Physical
Activity

Providing support to public events aimed at promoting healthy
active lifestyle and Olympic movement is one of the priorities
for Coca-Cola in Ukraine.

We are working to help reduce inactivity and enhance
consumer health.

Our goal is to raise the standards of physical fitness globally
through encouragement, sponsorship and grass-roots
programs.

Partnership with the National Olympic
Committee of Ukraine

The Coca-Cola Company partners with the Olympic
Games globally since 1928.

In Ukraine, strong partnership with the National Olympic Com-
mittee of Ukraine started in 1996. We have jointly implement-
ed a number of projects: Olympic Torch Relay on the eve of the
Athens Olympic Games, Olympic mascot for the Ukraine Nation-
al Team, etc. Such large- scale events as Olympic Day, Olympic
Lesson, Heroes of Sports Year are held annually.
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HeopHopa3soBo [loHelbK CTaBaB CBiJKOM TOTO, SIK B XOJi Typ-
Hipy BCTaHOBJIIOBAJINCh CBiTOBi pekopau. Tpudi cpeiu 40J10-
BiKiB (Cepriit By6ka, HaiiBUILIMii MTOKa3HUK 6,15 My 1993p.), i
Bicim pasiB cepe kiHOK (OsieHa Icin6aeBa MaKCMMaJibHa BU-
cota - 5my 2009 p.)

«Knnu gpysiB — rparimMo pasom!»

Bin 2006 poky 6saroniiiHa opraHizauist «@oxd 6pamie Kauu-
kie» ma «Koxka-Kona» B YKpaiHi CliIbHO peai3oBYIOTh MPO-
ekT «Knuu dpysie — epatimo pazom!» 3 6yIiBHUITBA JUTIINX
CTIOPTUBHUX MaiiaHUMKIB, SIKVI1 B3Ke MO PUBCS BCi€lo YKpa-
iHO10. MeTO0 MPOEKTY € BiApOAKEHHS CIIOPTUBHOI KYJIbTY-
pM cepe[i Ti[I/IiTKiB, IOBepPHEHHS MiCbKiii KyJIbTypi TpaauLii
3J0POBOTO CIIOCOOY SKUTTSI, BTiJIeHHS i1l BOPOBOTO CIIOPTY
IJ1s1 Beiel popyuy. MajimaHumMKky MaoTh po3mip 10 Ha 10 me-
TPiB, BiJIIOBiAI0Th BCIM CyUaCHMM €KOJIOTiYHMM BUMOTaM
Ta BUPI3HSIOTHCS CTWJIBHUM Ta SICKPaBUM U3 AHOM.

ITpoeKT MPOXOAUTH HA KOHKYPCHii OCHOBIi. YuacHMKaM Mpo-
TOHYETHCS MOAIMUTUCH CBOIM JOCBiIOM BeIleHHSI aKTUBHOTO
3I0POBOTO CIIOCOOY SKUTTS, HATIMCABIIN JINCTA-3aBKY Opra-
Hi3aTopaM MPOEKTY, sIKi i 06MpatoTh mepeMopsKiliB. [Iopoky
Ha KOHKYPC HAAXOOUTH 67113bKO0 200 JTMCTiB-3aSIBOK.

TIpomsizom 2010-2011 pp. y pi3Hux pezioHax YkpaiHu
6y/10 8idkpumo 24 matidaruuxu. Ha cb0200HiUHIli OeHb
3a2aJ1bHA KIJIbKiCmb iX No 8citl Ykpaii cmaHosuims 99

OnHak, Ha BCTAHOBJIEHHI MaliIaHUMKiB ITPOEKT He 3aKiHUy-
etbcsl. Tak, Hanpukiang, y 2010 p. yuacHMKaM ITPOEKTY - iHi-
LiaTMBHUM rpyIaM, sIKi Mpalo0Th 3 JiTbMU Ta MigJiTKAMU
6yJ10 3aITPOIIOHOBAHO B3SITU YUaCTh y KOHKYPCi Ha Haltopuri-
HaJIbHIlLIy CIOPTMBHO-PO3Ba’kajIbHY IpOrpamMy Jisi MaiijaH-
uyKa. Ha KoHKypc Hagiimnio 6;113bko 80 MpoeKTiB 3 HaliBij-
IaJIeHiMMX KyTOUKiB Ykpainu, 12 3 akux 6y BU3HaAHI
Haiikpaumu. Binrak, 60 miteit Ta 12 TpeHepis 6ys0 3ampo-
meHo 1o Kuesa Ha piHanpHMIT 3axiz 3a yuacTio Bomonumumpa
Knnuka ta Bontepa 'opnona, [eHepaabHOTO Iy peKTOpa KOM-
nanii «<Koka-Kosa Ykpaina». 60 #iTnaxiB 3 pi3sHUX KyTOYKiB
VKpainu 3aificHUIN CBOIO MPito - TOPUHYJIN Y CBIT paHTaC-
TUYHUX TIpUTOA, y 4-D KiHOTeaTpi; B3sI/IM yUacTh B pi3HOMa-
HITHMX KOHKYypcax Ta ectadeTax. A TaKOX 3yCTPIJIACS 3 Op-
raHizaropaMmu npoekTy «Kinu npysiB — rpaiimo pazom!» Ta
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Stars of Pole Vault

For 8 years already Coca-Cola in Ukraine supports Stars of
Pole Vault tournament that takes place annually in Donetsk,
Ukraine and is organized by Sergiy Bubka, NOC President and
Olympic champion.

The tournament is held since 1991 and is considered to be the

biggest sports event in Donetsk. Best athletes from all over the

world, national record holders, Olympic winners come here to

compete. In 1997 the tournament was included to the official

sports calendar of IAAF (International Amateur Athletic Fed-
eration). Many times Donetsk became the witness of world

records. Three times among men (Sergei Bubka, Ukraine — max-
imum height 6,15 meters in 1993) and eight times among wom-
en (Elena Isinbaeva - maximum height 5,00 meters in 2009).

Call Your Friends - Let’s Play Together!

Since 2006 the charitable organization “The Klitschko Brothers
Foundation” and Coca-Cola Ukraine have conducted a joint
project entitled, “Call your friends - Let’s play together!” for the
construction of children’s playgrounds throughout Ukraine.
The aims of the project are to revive a sports culture among
teenagers reintroduce healthy lifestyle to city culture and pro-
mote the idea of sports at home for the whole family. The 10m
x 10m playgrounds meet all environmental standards and are
notable for their creative and fun design.

The project is competition based. Participants are suggested
to describe their way to lead active lifestyle and send it in a let-
ter-application to project’s organizers, who choose the winner.
Over 200 applications are received annually.

In 2010-2011 24 playgrounds were opened in different
regions of Ukraine. The total number of playgrounds
all over Ukraine is 99

But the project does not stop after playgrounds opening. In
2010, for example, participants of project — initiative groups
who work with children and teenagers were offered to take part
in a contest for the best sports-entertainment program for their
playground. 80 applications were submitted from the most re-
mote regions in Ukraine, 12 of them were recognized to be the
best ones. So 60 children and 12 trainers were invited to Kyiv
for a final event with Volodymyr Klitschko and Walter Gordon,
General manager of the Coca-Cola Company.

60 schoolchildren from all over Ukraine realized their dreams
- they immersed into the world of fabulous events in 4D cine-
ma; participated in different competitions. They also met with
the organizer of the event “Call your friends - let’s play togeth-
er!” and got presents from Volodymyr Klitschko and the Coca-

Cola Company Ukraine.

The project “Call your friends — let’s play together!” attracts
great interest of media. It is covered by 10 printed media, 40
Internet resources and 5 national TV channels annually.

Overall, 2000 children, their parents, relatives and
friends come for playgrounds opening ceremonies
annually.

Promoting Sports and Physical Activity

oTpuMany nofapyHku Big Bomogymumpa Kinnuka Ta Kommna-
Hii «Koka-Kosa YkpaiHa».

[ITopoky npoekT «Knny 1py3iB — rpaiimo pa3omM!» mpusepra-
€ BelIuKy yBary megia. [Toxito BucBiTIIoe monan 10 gpykoBa-
HUX BUJaHb, 40 iHT€pHET pecypciB Ta 5 Hal[iOHAJTbHUX TeJIe-
KaHaJIiB MOpiyHO.

3azanom, wjopoky Ha ypouucme g8iokpumms matioam-
yuxa npuxodsms 61u3eko 2000 dimeti, ix 6amoKis,
poduuis, dpys3is.

CneuianbHa Onimniana

CneyianvHa Onimniada — 1ie HaiibinbIIa y CBiTi Mporpama 1i-
JIOPIYHUX CIIOPTUBHMUX TPEHYBAHb Ta 3MaraHb JJ1s J0fAei 3
BaJlaMM PO3YMOBOTO PO3BUTKY. 3acHOBaHa 1968 poky cecTpo-
o npesugenTa CIIA /I>xona @. Kennepi, lOnic Kenneni Illpaii-
Bep, CriertiasnibHa OsiMITiaza cTaja rimobaabHUM PYXOM, SKU
3apa3 HaJjiuye 6isble 3 MiJbiiOHIB aT/eTiB y 6i/bIl Hik 180
KpaiHax CBiTYy.

CrienianibHa Onimmiaga Ykpainu odilliifHo 3acHOBaHa 'y 6epes-
Hi 2002 poKy, xoua YKpaiHCbKi aT/IeT 3 BaJaMy pO3yMOBOTO
PO3BUTKY 6paJIM yUaCTh Y Mi>KHAPOAHMX 3MaraHHsx Criertiaib-
Hoi Onimmiagy ta y kKoskaux CBiToBux Irpax e Biz 1995 poky.

CroropHi CrierrianpHa OniMmmiaga YRkpainy € BceyKpaiHChKO-
10 OpraHisaiiieio, 10 sIKoi 3ayueHo Ginsue 12,000 amaemis y
18 pezionax kpainu. TuM He MeHII, 1151 KiJIbKiCTb € JIKIIIe HeBe-
JIMKOIO YaCTMHOI0 Maiixke MisibiioHa JIt0/ieli 3 BaaMu po3y-
MOBOTO PO3BUTKY, KOTPi MeIIKaloTh B YKpaiHi.

Big momeHTy 3acHyBaHH4 CrenlianpHoi Onimniany 1968 po-
Ky, KomraHis «Koka-Kosa» crana ii akTMBHUM T7106aJIbHUM
CITOHCOPOM, 3a0e3IeuyIoul TPOIIOBi Ta HATYPaIbHi BKJIAIN,
MPaKTUYHY JOGPOBIIbHY AOMOMOTY, 06J1aTHaHHS, YHihopMY
Ta iHIIi MaTepianu i mocayru ajas smaranb CrerjiaJabHOL
Onimmiagn.

SLKipsaHuin M'ay — Kybok Koka-Kona”

3 2010 poky Koka-Kosa B Ykpaini migrpumye TypHip ,, [kips-
Huti M’au”. TypHip 6y/i0 3aCHOBAaHO I1ie B fasiekoMy 1965 porri
raseToio ,,Komcomonscoka IIpasda”. MeTta TypHipy — Tpora-
raHza 340pOBOT0 CIIOCOOY KUTTS cepes, i LTI TKiB Ta PO3KPUT-
TSI HOBUX (PyTOOJNbHMX TaMaHTiB. TOTO 5K POKY TYPHIip OTpu-
MaB HOBY Ha3BY — ,,llIxipsHuii m’au - Ky6ok Coca-Cola”.

LIIopoky TYpHip 06’€ JHY€E COTHI TUCSTY LIKOJSIPiB Y 60pOTHO1
3arnepemory. Haguxae IHMX CIIOPTCMEHIB 3ipKa yKpaiHChKO-
ro dyt6oiy — Cepriit Pe6poB, unii mpodeciiiHui MUISIX TAKOXK
nounHaBc 3i llIkipsiHOro M’stua.

YV mypHipi ce3ony 2010-2011 83s.1u yuacme 61U3bK0
Minwvliona dimeti 3 6inbu ik 50 mucsu KomaHo npax-
IMUYHO 3 YCiX KymouKie YKpaiHu.

Sk odinitunit concop YE®A €BPO 2012 TM, Koka-Koia Bi-
ni6pasna 6inbire 40 HafiKpaImyux rpaBl]iB MIOTOYHOTO CE30HY
TYPHIpY, IKi OTpMMa/y IToYecHe NpaBo BMHECTU IIPAIop Ofi-
Hiei 3 KomaHA-yuacHUIb Yemmionaty YEDA €BPO 2012 TM.
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Special Olympics

Special Olympics is the world’s largest year-round programme
of sports training and competitions for individuals with intel-
lectual disabilities. Founded in 1968 by Eunice Kennedy Shriv-
er, sister of US President John F. Kennedy, Special Olympics has
grown into a global movement that currently serves to more
than 3 million athletes in 180 countries all around the world.

Special Olympics Ukraine was officially established in March
2002 though Ukrainian athletes with intellectual disabilities
have been taking part in Special Olympics international events
and every World Games since 1995.

Today Special Olympics is a whole Ukrainian organization with
more than 12,000 athletes in 18 regions of the country. Howev-
er, this number is only a fraction of the approximately one mil-
lion people with intellectual disabilities who live in Ukraine.

Since the Special Olympics foundationin 1968, The Coca-Cola Com-
pany has become its active global supporter providing funds and in-
kind donations, including volunteer work, equipment, uniforms and
other materials and services for the Special Olympics
competitions.

“Leather Ball - Coca-Cola Cup”

Since 2010 Coca-Cola Ukraine has been supporting “Leather
Ball Tournament”. The football tournament was founded in
1965 by the “Komsomolskaya Pravda” newspaper. The tourna-
ment is aimed at healthy lifestyle promotion among teenagers
and at discovering new football talents. The same year the tour-
nament was renamed “Leather Ball - Coca-Cola Cup”.

Annually, the tournament gathers hundreds of thousands of
schoolchildren in fight for victory. Ukrainian football star An-
driy Rebrov, whose professional path also started from “Leath-
er Ball” inspires young sportsmen.

Approximately Imlin children from 50 000 teams
from all over Ukraine participated in the tournament
in 2010-2011.

As an official partner of UEFA EURO 2012 TM, Coca-Cola chose
over 40 best players of current season for an honorable mission
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3aXUCT BOOHUX pecypciB
Ta NOBKINNS

Mwu HaA3BMYANHO BiITIOBilaIbHO CTaBMMOCH IO BOOHUX pe-
CypCiB Ta yIpaBIiHHS HUMU. MU TPAIIOEMO HaJ, TUM, 11100
TIOCSITHYTY «HY/TbOBOTO PiBHSI» BUKOPUCTAHHS BOJM — TOGTO
TTOBePTaTY B IPUPOAY TaKy K KiJIbKiCTh YMCTOI MpicHOT BOAH,
SIKY MU BUKOPUCTOBY€EMO y TIPUTOTYBaHHI HAIIIMX HATIOIB.

Mu TakoX po3IISIZaEMO Hallly YITaKOBKY SIK I[iHHUI pecypc
IIJIST MaiiOyTHbOTO BUKOPUCTAHHS, TOMY Hallle TTaKyBaHHST —
1le JO0IaTKOBA BApTiCTh HA KOXKHOMY eTarti.

KoxHa KpanJ/inHa Ma€ 3Ha4eHHA

«KoxcHa kpannuHa mae 3HaueHHs» - 1 Mi>KHapPOJHU TIPOEKT,
3arovyaTkoBaHMi1 KomnaHiewo «Koka-Kosa» Ta [Iporpamoro
Possutky OOH, noKkIMKaHNUt CIPUSTYU BUXOBAHHIO BiJITIOBi-
JlaJIbHOTO CTaBJIeHHS 10 BoAu. [IpoeKT mpaltoe B 1eKiJTbKOX
KkpaiHax, sik-oT KasaxcraH, BipmeHis, PymyHis, Xopsartis Ta
TypeuunHa, a Big 2009 poky — i B YkpaiHi.

B YKpaiHi MpoekT peasisyeThbcs 3a MiATPUMKY TOProBOi Map-
K1 «<BOHAKBa», aJke IPUPOHA MMMTHA BOAA MiATPUMYE Bif-
POJI>KEHHS TIPUPOSHUX J3KEPET.

MeTo10 IpOEKTY ,, KO>kHa KpaminHa Ma€ 3HaueHHS” B YKpai-
Hi CTaJIO BiTHOBJIEHHS i 3aXVCT MPUPOJHUX AKepeJI Ta CTBO-
pEeHHSI HaBKOJIO HUX 30H Bi[IOUMHKY Uepe3 aKTUBHE 3ayy-
YyeHHs MicLieBMX rpoMa/. TaKMM UMHOM, OpraHi3aTopy IPOeKTy
MMParHyThb CIIPUSTU PO3BUTKY €KOJIOTiYHOI KYJIbTYPH Ta IMifI-
BUILIEHHIO TPOMAa/ICbKOi 06i3HaHOCTI 110/10 36epeskeHHsI Ta 3a-
XUCTY OOBKiJIJIS.

Tepwwuii eman npoekmy (2009-2010 pp.) bokycyBaBcs Ha Cisb-
CbKUX I'poMazax. 3a 1eit nepiof 6yso BigkpuTo 15 gskepei,
HAaBKOJIO SIKMX 6Y/10 36yTOBAHO 30HM BiTIOUMHKY. BaskanBO-
10 CKJIaJJOBOIO ITPOEKTY € 110T0 OCBiTHili esleMeHT. Came TOMY
i gyac repuroro etary 3000 MKOISPiB 3 CiTbCbKMUX TPOMaT
B3sITM y4acTh Y 30 TpeHiHrax mIpo BiJMoBigasbHe CTaBIeHHS
1o BogHux pecypcis. [IPOOH pa3som 3 Koka-Kosa cTBopunn
HeBeMKMUIA QisibM, e pO3MOBia€ThCS PO OCHOBHI MOl Ta
pe3y/ibTaTU MepIoro eTamny MpoeKTy.

pyeuti eman npoexmy Tpusae Bif 2010 poky. LIroro pasy go
MIPOEKTY 3a/1yueHi MicleBi rpomMay. TpeHiHTM XK CTIpSIMOBaHi
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to carry the flag of one of the team-participants during match-
es of UEFA EURO 2012 TM.

Water and Environmental
Protection

We are committed to responsible water stewardship. We are work-
ing to safely return to nature an amount of water equivalent to
what we use in all of our beverages and their production.

We envision a world in which our packaging is seen as a valu-
able resource for future use. We are making this vision a real-
ity by creating value at every stage of our packaging lifecycle.

Every Drop Matters

“Every Drop Matters”is an international project launched by the
Coca-Cola Company and the UN Development Program. It is
aimed at nurturing a responsible attitude towards water. This
project is being implemented in Kazakhstan, Armenia, Roma-
nia, Croatia and Turkey, and since 2009 - in Ukraine.

In Ukraine the project is being implemented with support of
the TM “BonAqua” — natural drinking water supporting nat-
ural springs rehabilitation.

The purpose of “Every Drop Matters” in Ukraine is to rehabil-
itate and protect natural springs and to create recreation are-
as around through active engagement of local communities.
In this way the organizers aim to develop eco-culture and raise
public awareness on water stewardship.

The first stage of the project (2009-2010) focused on rural com-
munities. Overall 15 springs were renovated and recreation zones

built around them. EDM in Ukraine has a strong educative com-
ponent. Therefore, 3000 schoolchildren participated in 30 train-
ings on responsible attitude to water resources. Jointly with UN-
DP Coca-Cola Ukraine released a short movie featuring the main

milestones and results of the first stage of EDM in Ukraine.

The second stage of the project that started in 2010 is focused
on municipal communities and this time, trainings are aimed
not only at schoolchildren, but at teachers as well. At least 7
more springs are planned to be rehabilitated and 30 more train-
ings held.

In 2011 educative component of the project was broadened with
the launch of “Black Sea Box,” which was officially presented
during round table in Eupatoria, Crimea on October 31, 2011-
the International Black Sea Action Day. “Black Sea Box” is an
educational toolkit that includes guidelines for teachers and
materials for children to raise their awareness on problems per-
taining to the Black Sea area. It will be disseminated in 920
schools of the Black Sea region, namely in Crimea, Kherson,
Odessa and Mykolayiv regions in order to raise awareness of
teachers and schoolchildren about problems pertaining to the
Black Sea area.

“Green Day”

Since 2006 Coca-Cola in Ukraine organizes a “Green Day” for
employees. The program not only unites forces for the joint
goal but also boosts the wellbeing of local communities. First
of all “Green Day” helps to form responsible attitude towards
the environment, gives a chance to each employee together
with his family and friends to contribute to environment pro-

Water and Environmental Protection

He JIMIlIe Ha IIKOJISIPIB, a 11 Ha BUMTeiB. [IaHyeThCs BiIKpU-
TU IIOHaliMeHIlIe 7 Aykepesi Ta IpoBecTu 1iie 30 TpeHiHTiB.

V 2011 porii OCBiTHi#t KOMIIOHEHT IPOEKTY 306aTaTUBCS TaK
3BaHO0 «HopHoMopcbkoio CKpuHbKow», odilliliHa mpe3eHTalli-
s1 s1Koi BimOymachk 31 koBTHs 2011 poky B Mi>kHapomHuMii leHb
Yopxoro Mops 11if yac Kpyraoro cTony y M. €naTtopisi, AP
Kpum. «<HYopHoMopcbka CKpUHBKa» - 1Ie OCBITHi# MOCIOHMK
[IJ1SI BYUUTEJIIB Ta [iTeiA, 110 MiCTUTh HaBUaJ/IbHI MaTepiaau npo
Yopue Mope Ta eK0JIoTiuHi Tpo61eMu TPUIOPHOMOPCHKOI 30-
H1. «dopHOMOpPCHKY CKPUMHBKY» Oy/e momnpeHo y 920 mko-
JIaX IPpMUYOPHOMOPCHKOi 30HM, a came y Kpumy, OmechKiit, Xep-
COHCDBKili Ta MMKOJIaiBbCKii1 06/1ACTSIX, 3 TUM 0O ITiABUIITI
00i3HaHICTh BUMTEJIIB Ta IIKOJISIPiB PO eKOJIOriuHi mpobiie-
MU IPUYOPHOMOPCHKOI 30HU.

«3eneHun neHby

[Mounnaroun 3 2006 poxky Koka-Kona B YkpaiHi mpoBoguTs «3e-
JieHi OHi» [J1s1 CTTiBpOGITHUKIB. [Iporpama He JiIle 3TyPTOBYE
KOJIEKTMB HaBKOJIO CITiJTbHOI METH, aJIe ¥ CITPUSIE TTOKPAIEHHIO
Io6GPO6YTY MiclieBUX rpoMal. Y Mepiny Yepry ,,3eJieHnii JeHb”
II03BOJISIE BUXOBYBATH Y CITiBPOOGITHMKIB BiJ[TOBilaibHE CTaB-
JIEHHS 10 HAaBKOJIMIIHBOTO CepeIOBUILA, A€ MOXKIUBICTb KOXK-
HOMY IPalliBHMUKY Pa30M 3 POAVHOIO Ta APY3SIMU JOTYIUTUCS
IO BasK/IMBOI CITPaBy i 3pOGUTH CBili BHECOK Y 3aXUCT JOBKiJI-
sis1. KepiBHMIITBO KOMIIaHii 0COGMCTOIO aKTUBHOIO YUaCTIO Y
MIPOEKTi MOTMBYE iHIINUX CITiBPOGITHUKIB, a 6aTbKM, 1110 TPUOH-
palOTh CMITTS UM CaJIKal0Th [lepeBa, CTal0Th YyA0BMUM ITPUKJIa-
IIOM [IJTSI HAC/TiAyBaHHSI IJ1s1 CBOiX niTeit. Kpim Toro, mporpama
03BOJISIE KOMITaHil ITOAiIMTMCS CBOIMM 3HAHHSIMM Ta JOCBI-
TIOM, TIOTTYJISIPM3Y€ eKOJIOTiUHi iHiI[iaTuBM cepe[] IIMPOKOTO 3a-
raJty, i ABUIIYE TPOMaJIChKY 06i3HaHICTh, Ja€ MOK/IMBICTb KOH-
TaKTYy 3 MiCLIeBUMM IPOMaIaMU, yPSIAOBUMY Ta HEYPSAOBUMMU
opraHi3auisiMu, JorioMarae 3aJy4JaTi apTHepiB.

3ae0dsiku npozpami ,,3esieHuti 0eHb” KOMNAHis pooumy
ceili 8HecoK y 36epexceHHs: NpUpoOHOi ma icmopuxo-
KY/IbMYpHOI cnadwjuHu YKpaiHceko20 Hapooy.

2010

24 xsitTHs Komnanist Koka-Kosa y pamkax criBriparii 3 [7106a71b-
HuM JloroBopom OOH criisibHO 3 hectuBanem «Kpaita Mpiti»
TpoBeJia IPYTY «3esieHy moJioky». Tonoka — maBHii yKpaiHCbK ML
3BUYAi BUKOHAHHS BeMKOI po6oTu rypTom. Liporo pasy yyac-
HMKM HaBogwiu j1ag, y Cupenbkomy l'ato, 1o nopsif, 3i ctaHuji-
€10 MeTpo «Cupenbkar». Tomoka 3i6pana 61m13bKo 350 yyacHM-
KiB, y TOMy umcTi ToHa [, 150 Hammx CriBpo6iTHUKIB 3 PO MHAMM.
XToCh ca/KaB gepeBa pa3zom 3 Oyierom CKpUITKOIO, XTOCh 30M-
paB CMITTSI, PO3KMIAHEe «BiAIIOUMBaIbHMKAMM» T10 TTAPKY.

CninbHumu 3ycuansimu 6yso 3i6paHo noHao 8 mowu
cmimms, siKe 8i0pasy noixano Ha cmimmenepepoo-
Huti 3a800, W00 3H08y cmamu NOMpieGHOI0 piuuro.

[Tics1s1 cycnizibHO-KOPUCHOI ITpalli yuacHMKiB Tos1oKku yekasa Jio-
Tepest 3 IIPM3aMU BiJl OpraHi3aTopiB Ta HATOPOI KEHHsI HallaK-
TUBHIIIMX YYACHUKIB KOMITaKT-ArcKamMu Big Osera CKpUITKIA.

A BTpaTu Kaopiii mig yac mpubupanHs ['ato Ta BucaIsKeHHsI
JlepeB KOMIIEHCYBaB CIIpaByXHii KO3albKMii KyJilll, 3BapeHn i1
TYT Xe Ha rajisiBuHi, Ta Koka-Kona.
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tection. By active participation in the project, the company’s

management encourages the employees and parents, collect-
ingwaste and planting trees to become great examples for their
children. Moreover, the program enables the company to share

its knowledge and experience, popularizes environment initi-
atives among the public, boosts public awareness, gives chance

to collaborate with local communities, governmental and non-
governmental organizations, helps involve partners.

Thanks to the program “Green Day” the company
makes its contribution to safeguarding natural,
historical and cultural heritage of the Ukrainian people

2010

On the 24th of April the Coca-Cola Company in cooperation
with the United Nations Global Compact and ethnic festival

“County of Dreams” organized the second “Green Toloka”. Toloka
is an old Ukrainian tradition of doing work jointly. This time
the participants cleaned up Syretsky Grove, near “Syretska”
metro station. Toloka gathered approximately 350 participants,
including 150 employees with families. Some participants plant-
ed trees with Oleg Skrypka, some — collected wastes, scattered
in park by “quests”.

By joint efforts 8 tonnes of wastes were collected and
passed immediately to waste treatement plant in
order to become useful again.

After socially useful work, the lottery with prizes from organ-
izers and CD disks by Oleg Skrypka for the most active partic-
ipants were awaiting.

Loss of calories during clean-up activities and planting trees
was compensated by original Cossack kulish (thick soup), cooked
here in the glade, and Coca-Cola.

2011

In June, before World Environment Day the employees of the
Company together with their families put in order one of the
oldest Ukrainian botanical gardens, “green heart of the capi-
tal” - Kyiv botanical garden, named after Academician A.V. Fo-
min. Kyiv botanical garden, named after Academician A.V. Fo-
min of Kyiv Taras Shevchenko National University is not only
aresearch, educative and environmental agency but an open
for all visitors park area as well — the most attended recreation
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Yuepeni, HantepenoaHi Mi>kHapOAHOTO AHS JOBKIiJIIS TpalliB-
HMKY KOMIIaHii pa3oM 3 poAVHaMM BIOPSIAKYBaIM OAMH 3
HajicTapimmx 60TaHiuHMX 3aK/aaaiB YKpaiHu, 3ejieHe cepiie
cromLi — 6omaniunuii cad imeri akademika O.B. @omina. Cbo-
rogHi 6oraHiuHmit cang imeHi akagemika O.B. ®omina Kuis-
CbKOT'O HalliOHaJIbHOTO yHiBepcuTeTy iMeHi Tapaca [lleBueH-
Ka — I1e He JIuIlie HAyKOBO-I0C/IiTHa, OCBITHS, TPMPOJOOXOPOHHA
ycTaHoBa. Lle TakoX BigKpyMTa [IJIs1 YCiX BiABiAyBauiB IMapKo-
Ba YacTHMHA — MOMY/sSIPHA 30HA BiJIIIOYMHKY Y CAMOMY IIeHTPi
MicTa Ta aKTMBHA TPAH3UTHA 30HA, SIKOI0 KOPUCTYIOTHCS 10~
IIHSI IeCSITKY TUCSY JItojieii. I 1106 yrmopaTucs 3 TaKMM HaBaH-
Ta>K€HHSIM KOJIEKTUBY O0TaHIYHOTO Cajly, TPOCTO HE BUCTava-
€ JIIO[ICbKMX Ta TEXHIYHUX pecypciB. TOX JoriomMora BOJIOHTEDiB
KOMIIaHii BJIITKY CTaJjia AysKe MOTPi6HO0 Ta JOPEUHO0.

200 yuacHukie akyii, mo cKiaagaaucs 3i crmiBpo6iTHUKIB KOM-
naHii, uieHiB ix cimeit Ta gpy3iB 6y/u ronepegHbO PO3Aie-
Hi Ha 3eJieHi KOMaHAYM BiATIOBIIHO OO KiJIbKOCTI IiISTHOK 60T-
capmy Ta criendiky po60TH Ha KOKHi 3 HUX. 3a KiJibKa TOMH
aKTMBHOI pob0THM yuacHUKM akiii Ha 100% BMKOHaJIM IOCTaB-
JIeHe Tiepe]; HUMY 3aBIaHHs. Y BeJIMKiil HaroAi mpu BIOpsiji-
KyBaHHi TPaB’sTHUCTOI TepUTOPii CTaB TPaKTOPELb-Ta30HOKOCAPKa,
rogapoBaHuit KomraHiew «Koka-Kosa BeBepimxkns Ykpaina»
60TCamoBi.

«3ejieHNIT IeHb» He 06MEeKMBCS JIUIIe 06IaNITyBaHHIM Te-
putopii. Y 6oTcany 6ys anpo60eanuii eko102iuHuli X0J100UNbHUK
Ha COHSIUHUX Oamapesix, inest BUTOTOBJIEHHS SIKOTO HAJIEKUTh
OIHOMY i3 CIiBpOGITHMKIB KOMIIaHii, Tak 10 YCi yYaCHUKMU
MOTJIY ITePEeKOHATHUCS Y 110T0 e(DeKTUBHOCTI, TAMYIOUM CITpa-
I'y y Lieli rapsiumii feHb IPOXO0JOAHVMY HAallOSIMU.

A HaTIpUKIiHIII 3aX0y J10r0 YYaCHMKIB UeKaB Ie OOUH ITPu-
€MHMUI «€KOJIOTIYHMIT» CIOPITPU3 — Y BUTJISAI YHIKaJIbHOTO (hO-
ToanbboMy ,, HayioHaibHi npupooHi napku Ykpainu”, BUIaBHU-
IITBO SIKOTO OyJio npodiHaHcoBaHe KoMmaHiew. Kpim Toro,
IiTH 3 miaiedHOro AUTSYOro OYAMHKY, IKMX KOMITaHis 0~
pasy 3ampoIrye Ha CBOi 3aX0 1, JoroMarajan opMyBaTy Ia-
KYHKM 3 GoToaibOOMaMu, SIKi TAaKOXK PO3iAIIINCS 10 UTS-
yux 6yaMHKaX, 6i6/1i0TeKax Ta HAaBYAJIbHUX 3aKIamax.

V scoemmi KoMIaHis 3i6paJsia Cr1iBpo6iTHUKIB 3 poaAyHAMM Ha
«3eJyIeHNii IeHb» Ha MaJIbOBHMUOMY 03epi Mixo8, 1110 3HaX0-
IuTbes y cenuii Bennka Iumepka. O3epo MixoB, po3Taiio-
BaHe HeImoasliK 3aBoAy KOMIIaHii i € Haity/M006/IeHi M Mic-
L[EM BiIITOYMHKY Ha ITPUPOJi MiCLIEBUX KMUTEJIiB. 3axim 00’eJHAB
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area in the very center of the city and active transit area, used

by tens of thousands of people daily. In order to handle such

an amount of work, the staff of the botanical garden needs hu-
man and technical resources. The assistance of our volunteers

in summer was well-timed.

200 participants, including employees of the Company, their
families and friends were previously divided into green teams
in accordance with the number of garden areas and type of ac-
tivity on each of them. Within several hours of active work, the
participants fully accomplished the task. The botanical garden
was presented by Coca-Cola Beverages Ukraine with a lawn
mower, which was of great help in organizing grass area.

“Green Day” was not limited by bringing the territory into order.
A new ecological Coke cooler operating on solar battery was appro-
bated, the production idea of which had been invented by one of
our employees, so that all participants could ascertain its effi-
ciency, quenching thirst with refreshing drinks in that hot day.

By the end of the event another “environment” surprise was
waiting for the participants - a presentation of photo album
,National natural parks of Ukraine”, supported by our Compa-
ny. Moreover, children from sponsored orphanage, regular
guests at our events, helped to pack photo albums, which were
sent to orphanages, libraries and educational establishments.

In October, the Company gathered the employees with their
families for “Green Day” near lake Mihov, Velyka Dymerka vil-
lage. Lake Mihov, nearby our Kyiv plant, is considered to be the
most favorite recreation area for citizens. The event joined forc-
es of our employees and local communities, who also partici-
pated in cleaning campaign near the lake.

Within several hours of active work 250 exotic trees
and bushes were planted.

Young plants of magnolia, redbud, hydrangea, ginkgo, etc. were
kindly granted by the A.V. Fomin Botanical Garden who also
coordinated the planting process.

Due tojoint efforts, the territory near the lake turned into green,
tidy and attractive recreation area. All the participants enjoyed

fresh autumn air, spent time effectively and cheerfully, partic-
ipated in the lottery and received presents from the

Company.

Water and Environmental Protection

3yCUJUISI TPaliBHMKIB KOMIIaHii Ta Mic1ieBoi rpoManau, ki
IOJTYYMIINCS 1,0 6J1aroyCcTpOI0 TePUTOPii HABKOJIO 03epa.

3a dekinvka 200uH akmueHoi pobomu yuacHuKu no-
cadunu Ginvue 250 ex30muuHuX depes ma Kyuiis.

CapgskaHIli, cepeqi IKUX Oy/IM MarHOJii, Liepiucu, TOpTeHsii,
riHKro Ta iHIi, 6yJso J106’I3H0 HaJaHO 60TaHIYHMM CafjOM
imeni akagemika ®@omiHa, paxislii IKOro TakoX rpodeciitHo
KepyBaJIM IPOIECOM 03eJIeHEeHHS. 3aBASIKY CITiJIbHI pO6OTi
TePUTOPisi HABKOJIO 03epa CTaJia 3eJIeHOI0, OXaifHOIO Ta IIIe
MIPpUBaGIMBIIIO [JI51 BiATIOUMHKY. BCi y4acHUKY OTpUMaIn
TIOPIIil0 CBi’KOT'0 OCIHHBOTO TIOBITPSI, BeCeso Ta 3 KOPUCTIO
TPOBeEJIN Yac, B3s/IM yUacThb y JoTepei Ta OTpuMaIu mam’aTHi
MOJApPYHKY BiJl KOMIIaHii.

IlyHancbke 3eneHe NnapTHepCTBO

1 yepBHs 2005 poKy 3 MeTOIO CITIJIBHOTO 3aXMUCTY Ta 36epe-
>KeHH$ piku [TyHai 6yB mignucanuii MeMopaHayM ITOpo3y-
MiHHS MiXXK Mi>kHapOoHOI KOMici€to i3 3axucTy piku [lyHait
(ICPDR) ta kommanieto «Koka-Koisa». [TapTHEepcTBO «KOKa-
Kona», 3a iuM MeMopaHIyMoOM, Ilepe6avae TicHy criBIpa-
1110 3 MiCLIEBMMM YPSIIOBMMM Ta HEYPSIJOBUMMY CTPYKTypaMu
3 MEeTOI0 OpraHisaliii Ta npoBejeHHSI HU3KM 3aX0/1iB, IPUCBS-
YeHMX 3aXUCTY piuku JJyHaii.

Henwb JTyHato — Hatibinswiuti y ceimi (pecmusaiv, npu-
cesueHull piuyl, aKuti C8SIMKYMb wopiuto 29 uepeHs
oinbut Hixe 80 minviioHie odeti y 14 kpainax. Komna-
His Koka-Kona Besepioxu3 YkpaiHa € He3MiHHUM
napmuepom ¢ecmusasio 3 2005 poky.

B YkpaiHi pecTuBanb cBATKYIOTH B M. Bunkose Kiniticekozo pa-
lioHy Ha OdewjuHi, e TpoxoauTh hecTrBaIb HapoiB [IpumyHaB’s,
a TaKOXX HM3Ka aKliiif 3a yyacTi yKpalHCbKMX JiTeli-uleHiB
IyHaicbKUX KJIy0iB, BKIIOYAIOUM OUMILEHHS KaHaliB MicTa
BuiikoBoro. ['0/10BHOI0 MeTOI0 aKliii € IpMBEPHYTU YBary Melil-
KaHIIiB Ta BJIaJHMX CTPYKTYP MicTa 0 mpobyiemu 3abpyma-
HeHHSI ByJIMIb-KaHasiB yKpaiHChKOi BeHerii.

32007 poky 3axij mapasenabHO TPOBOAUTHCS Yy 3aKapMaTChKii
obmacTi y 6aceiini piuku Tuca, Hait6ibII0T MPUTOKY JlyHaT0.
decTuBaMb HA3UBAETHCS , Tuca — monoduia cecmpa JIyHar”.

2010

3axin 6yso mpoBeieHo y ceni liioBe PaxiBchbKkoro paitony 3a-
KapraTtcbkoi o6/acTi. Miciie mpoBefeHHs 06paiu CUMBOJTiU-
HO, TOMY IIIO caMe TYT 3HaxoguTcs ,,[eoepagiuHuii yenmp €s-
ponu” — raMATHUI 3HaK, BCTAHOBJIEHUIi aBCTPiICbKUMM
HaykoBUsiMHU e ¥ 19 cTosiTTi. [Iporpama CBSITKYBaHHSI BKJTIO-
yajia KOHKYpPCU OUTSIUO0i TBopUoCTi ,Tuca mae manaHm”, ¢ho-
TO KOHKYDC ,,3eJieHa Ais1”, 3araJibHO-AyHaCbKMiT KOHKYPC
HAyHacbkmit MuTens” Kpim 1ipboro mixk paitoHaMu IpoBOA M-
JIOCST 3MaraHHs Ha TPUTOTYBAHHS pUOHOI 101IKY «Tucaticoka
HOWKA», IKY TOTYBaJIM Ta KYLITYBaJIX ITiJ1 9ac peCcTUBaIIIO.

CBSITO 3aKiHUMJIOCS YPOUMCTUM MOMEHTOM — [lepeavelo rmpa-
nopy IH4 [lyHato yepes piuky Tucy no PymyHii, Tak novasna-
cs1710ro CMMBOJTiUHA TOJOPOsK KpaiHamu [TyHaiicbKOro 6aceit-
HY. Ha cuaboMy mpariopi y popmi pubok 306paskeHi mpamnopu
ycix kpaiH, me Teue piuka lyHaii. [IpucyTHi rocti 3 060x 60-
kiB Tucuy, 3aTamMyBaBLIM IOAMX, CIIOCTepiraan 3a AUBOBMK-
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Green Danube Partnership

On June 1, 2005 Coca-Cola signed a Memorandum of Under-
standing with the International Commission for the Protection of
the Danube River (ICPDR, a UN member). Under the memoran-
dum, Coca-Cola is cooperating closely with local governmen-
tal and non-governmental organizations to organize and con-
duct a series of activities aimed at Danube river protection.

Danube Day is the world’s largest river festival
celebrated annually on the 29th of June by 80 min
people in 14 countries. Coca-Cola Beverages Ukraine
has been a regular partner of the festival since 2005.

The International Danube Day is held in the city of Vylkove in

the Kiliysky District of the Odessa region, where a Danube folk
festival is held, Ukrainian children and members of Danube

clubs also took part in a number of other activities, including
the cleaning of Vylkove’s canals. The event was aimed at rais-
ing awareness among local citizens and authorities on the prob-
lem caused by pollution in the streets of Ukrainian Venice.

Since 2007 the event is also held in Zakarpatska Oblast in ba-
sin of river Tisza, the largest tributary of Danube. The festival
is called “Tisza — youngest sister of Danube”.

2010

The event “Tisza — youngest sister of Danube” took place in

village Dilove, Rakhiv rayon, Zakarpatska Oblast. The place is

selected symbolically, because Geographical center of Europe

is located here, established by Austrian scientists in 19th cen-
tury already. The program of the Danube Day included sever-
al events. Children talent show “Tisza Has a Talent”, Photo ex-
hibition “Green Action”, all-Danube competition “Danube Art
Master”. Competition of different regions in Zakarpattya “Tis-
za Fish Soup” was a tasty competition of soups cooked during
the festival. The event was finished with a solemn moment —
the transfer of the flag Danube Day across the river Tisza to

Romania — that was the beginning of its symbolic trip through

the countries of Danube basin. On blue background of the flag

the flags of all countries where Danube flows are depicted in

the form of fish. The guests from both banks of Tisza with bat-
ed breath experienced an amazing event, which symbolized

the joining of efforts of all countries for the sake of river
safeguarding.



3axucm 800HUX pecypcig ma 008K

HOIO TIOZIi€10, IKa CMMBOJIi3yBaJjia €JHaHHS BCiX KpaiH 3a4/1s
36epeskeHHsI PiYOK.

3azanom yuacme y 3axo0i 83s1u 61u36k0 50 wiKin

3 Bakapnamcekoi ma Isaro-Dparkiscvkoi obnacmeti,
a ye oinvwie 200 dimeli. B yinomy Ha pecmusani 6ynu
npucymi noHad 350 nodeti.

2011
YV keimui Ha 3akapnaTTi 6yJI0 TPOBEEHO aKl1lito ,,/J08Kinjis 6e3
cmimms’”, IpUCBSTUEHY 3aXUCTy piuku Tuca.

3axin nmepen6auaB OCBiTHIl €KOJIOTiUHMIT KOHKYPC JIJIST KO-
JISIPiB, 110 HaBYaB iX BiAIIOBigasbHOMY CTaBJIEHHIO 0 TIPO-
6y1eMu 3acMiueHHs pivok. Kpim Toro, 3a piHaHCcOBOI migTpum-
KM Hamroi koMmaHii 6yJIo TpoBeeHO eKOJIOTIUuHY aKIliio 3
po3uncTky piuky Bif [TET-misimok. 3a JOTIOMOTOI0 CIiellialib-
HOT0 Kpaba-mpucTporo 3 pyciia piuku Bugaamim 60 kybome-
TPiB IJIACTUKOBOTO CMITTS (11e mpuban3HO 10 BaHTaXKiBOK),
sIKe TIOTiM TlepeBe3Jiu Ha IepepooKy.

CeaTkyBaHHS pectuaio ,, Tuca — mosodwa cecmpa JfyHaio”
TpaaMIIiiiHO BimOyIOoCs y uepBHi y cesti SciHsg Ha PaxiBiiyHi.
IMoais 3i6pajia MpeacTaBHMUKIB I'SITU €BPOIEChKUX KpaiH,
TEePUTOPI€I0 IKMX TIPOTiKae piuka.

Ille y kBiTHi B Y3kropozi Ha 3ycTpiui MiHicTpiB ekosorii Pymy-
Hii, Cep6ii, CroBauuyHy, YropiuyHu Ta YRpainu 6y/1o nIpuitHs-
TO PillIeHHSI PO BCTAHOBJIEHHSI MAaM’SITHUX TaOIMUOK Ha BUTO-
Ky Tucu, mo Mae Ha MeTi 3HaMeHyBaTy CO60I0 BasKIMBICTh
CrIiBITpalli Mix ycima KpaiHaMu 6aceiiHy 3a/1J1st 3aXUCTY PiUKIA.

25 uepeHsa IpeICTaBHUKY Mi>KHapOOHMX AeJjieralliii, opraHi-
3aTOPY Ta MAPTHEPU 3aX0AY 3i/iCHUIN He3a6yY THIO TTOJOPOSK
Ha cxuJ ropu BpaTkiBchKa B YKpaiHcbkux Kapmarax, ge Ha
BucoTi 1240 M Ha, piBHEM MOpPSI 3HAXOAUTHCSI BUTOK Tucwu, i
B3SIJIM YUaCTh B YPOUUCTOMY BiIKPUTTI MOHYMeHTY. KoxkHa
KpaiHa, 3a ¢inancosoi nmigTpumku Coca-Cola Hellenic, Buro-
TOBMJIA CBOIO TaGIMUKY, Ha SIKili KOsKHA KpaiHa piHO0 MOBO-
10 BUKapOyBaJjia HaMipu 1o 36epeskeHHI0 MaJbOBHMUYOI piu-
Ku: ,,00°edHatimo 3ycunns 3apadu 36epexcerts Tucu” (CIIOBAIIbKOIO),
,»3pobu maxk, wob Tuca dapysana npo3sopi odu [yHaio ma Yop-
HOMY Mopr” (DYMYHCBKOIO), ,,30epexcu Tucy 0nsa mMatibymHs020”
(cepbcbKo10), ,,CninbHo 3a Tucy” (yropcbKoro), ,, Tuco, meos He-
CMpUMHA Kpaca i eenuy — ye chijibHe 6azamcmeo n’amu Kpain”
(yKpaiHcbko1). Oco6IMBO MPUEMHO, IO CIelliaJibHe Miciie
Ha aM’SITHi# criopypi 6y/10 HaAaHO AJIsT TAGIMYKM TOJIOBHO-
ro maptHepa 3axony — Coca-Cola Hellenic. BinTenep myHai-
cpkumit torotun Coca-Cola, Ha3aBX oM BUKapOyBaHUil Ha BU-
TOKY THcu i cMMBOJIi3ye Hallle TAPTHEPCTBO 3 YPSITOBUMM Ta
HeypsAOBMMM OpraHi3alisiMmu, HAayKOBMMM yCTaHOBaAMU Ta
MicCIIeBMMM rpoMaiaMu 3a 47151 36epeskeHHS KUTTEBO BasKIN-
BUX BOJTHUX PECYPCiB.

HactymHoro nHs y SIciHSX Big6yBCs TpaguiiiiiHuii KOHIEpT
»I1ca — MoJsopaia cectpa JlyHar”, Ha SIKOMY IIKOJISIPi Ipe-
3eHTYyBaJM MiCcHi Ta TaHLi Ha [lyHaliCbKy TeMaTUKY, 3MaraTu-
Cs1 y KOHKypCax Ha epyAulLii0 Ta XYIOKHIO MaliCTepHiCTh.
VyacTb y 3ax0/i B3sin 6sm3bko 200 miteii 3i mikin 3akapmat-
CbKOi 0671acTi. Yci y9acCHMKM OTpUMay nam’iTHi Gy ToomKku,
a ImepeMoKIli — LiHHI TPM3Y BiJl HAIIOi KOMITaHii.
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In total around 50 schools of Zakarpatska and Ivano-
Frankivska Oblasts participated in the festival,
gathering more than 200 children. Overall, around
350 people attended the festival.

2011
The “Environment without wastes” event dedicated to the protec-
tion of Tisza River took place in Transcarpathian region in April.

The event included an educational environmental competition
for schoolchildren ant educated them on responsible attitude
to the problem of rivers pollution. In addition, owing to the fi-
nancial support of our company, the river was cleaned from
PET bottles. Using a special device called “crab” 60 cubic me-
ters of plastic wastes (about 10 trucks) were removed from the
river for further recycling.

“Tisza - the younger sister of Danube” Festival as usual took place
in June in Yasinya village near Rakhiv. The event gathered the
representatives of five European countries, where river flows.

In April on Ministerial meeting in Uzhgorod the Environmen-
tal Ministers supported the installation of memorial plagues

at the source of the Tisza River to underline the significance

of the transboundary cooperation between the countries shar-
ing the Tisza River Basin.

On June 25 the representatives of foreign delegations, organiz-
ers and partners made a trip to Bratkivska mountain and took
part in grand monument opening at the source of Tisza river.
Each country with the support of Coca-Cola Hellenic produced

own plague with intentions on beautiful river preservation en-
graved in it: “Let’s unite efforts for the Tisza conservation” (in

Slovac), “Let’s do so that Tisza would give clean waters to Danube

and Black Sea” (in Romanian), ,,Save Tisza for the future” (in Ser-
bian), “Together for the Tisza” (in Hungerian), “Tisza, your un-
stoppable beauty and power is the common treasure of five coun-
tries” (in Ukrainian). Special place on monument was given for
the main partner of event - Coca Cola Hellenic. Since then Green

Danube Coca-Cola logo engraved forever at the source of Tisza

to commemorate our partnership with governmental and non-
governmental organizations, scientific institutions and local

communities for the conservation of vital water sources.

A traditional concert “Tisza — youngest sister of Danube” was
held in Yaseni the following day, where schoolchildren present-
ed songs and dances on Danube theme, participated in com-

Water and Environmental Protection

MiXKHapoaHui oeHb NpubupaHHs beperis
BOAOMM

MikHapogHe MpubupaHHs 6eperiB BOJOHM — HaMGIIbIINIT Y
CBiTi 3axi/l, KOJI BOJIOHTEPU CXOASIThCS Ha y36epesksks MO-
piB, 03ep, pivuoK, CTPYMKiB AJis1 MpubMpaHHs cMiTTs. Tpanu-
LIi/1HO Y BCbOMY CBITi 11e/1 IeHb BiJI3HAUAETHCS Y TPETIO CYOO-
Ty BepecHs. Kommanist «Koka-Kona» B Ykpaini orpumaria
miaTpuMKy Inobanstozo Jozosopy OOH 8 Ykpaini Ta moiry4u-
J1ach 10 11boro pyxy 2008 poky, ro6aabHO GyAyun MmapTHe-
pom nozii Big 1996 poky.

32011 poky Komnanis «Koka-Kona» B VKpaiHi ciiBmpaiiioe 3
Ykpaincokum Tosapucmeom Oxoporu IImaxie (TOIT) — napTHep-
cbKkoto opranisarnieto Birdlife International. 3a migTpumku
@Oyupanii Koka-Kosa mpoTsirom KBiTHSI-BepecHsI 6yJI0 peati-
30BaHO MPOEKT 3 NMpUOGMPaHHSI MOPChKUX y36epex B Kpumy.
MeTa POEKTY — He TTPOCTO OUUCTUTH Y30ePESKsKs BiJl CMiT-
TS, a / NiABUIIMTY 06i3HAHICTh HaCeIeHH S 100 WK IJIMBUX
HAaCJIiIKiB 3a6pyIHeHHS TPUOepesKHUX 30H Ta BaskKAMUBICTh
BiZMOBilaIbHOTO CTaBJIEHHS 10 BOOHMX pecypciB. Came To-
MY, TTiJl 9ac KOKHOTO MPUOMPaHHS YYaCHUKM — MiCI[eBi BO-
noHTepH, npeactaBHuKM Kommanii «kKoka-Koma» Ta TOIT cy-
XaJIM KOPOTKY JIEKIIil0 ITPO PO3MAiJMIbHMUIA 36ip CMITTS, ii0TO
repepo6Ky, a TAKOXK PO Te, 1110 Koka-Kosa B Ykpaini pooutsb
Y IbOMY HaIPSIMKY.

B pe3ynvmami mpeox npubupatv, 8 skux 835710 yuacmo
O1U3bKO MuUCsUi 80J10Hmepig 6yno 3i6paro 15 mou
cvmimms ma ouuuieHo 10 Km npubepexcHoi 30HU.

EKODAH

B xinni 2011 poxky mu posnouasnu npoekT «Koka-Kona Exogar

— 3MIHU c80€ micmo 0o YEDA €BPO 2012 TM!». TIpoeKT CIpsiMo-
BaHMI1 HA Te, 106 AOTTOMOT'TY YKpPaiHCbKMM MicTaM CTaTy rap-
HyuMu rocriopapssmu YE®A €BPO 2012 TM, 06’eiHATY MOJIOb
TOBKoJIa ifei «eko-dinocodii» Ta moBecTwH, 10 JTIOAM 30aTHI PO-
6UTM 3MiHM Ha Kpallle BJJaCHUMU CUJIaMU, BCe, 1[0 iM MOTPi6-
HO - 1ie 6akaHHSsI, 0CO0MCTA iHil[iaTKBa Ta TBOPYMIA ITiAXi.
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petitions on erudition and artistic skills. Overall 200 school-
children from Zakarpatska Oblast participated in the event. All
the participants received T-Shirts, and the winners were award-
ed with valuable prizes from our Company.

International Coastal Clean-Up

International Coastal Clean-Up is the largest annual global event
when teams of energetic volunteers descend on beaches, lakes,
rivers, and streams all over the world to clean up trash and de-
bris — along the shores and underwater. It is traditionally marked

during the third Saturday of September. Coca-Cola in Ukraine

appreciated the support of the UN Global Compact in Ukriane and

joined this global movement in 2008, while globally Coca-Cola

partners Ocean Conservancy in this event since 1996.

Since 2011 the Coca-Cola Company in Ukraine cooperates with
Ukrainian Society for the Protection of Birds (USPB) - partner
organization of Birdlife International. Supported by Coca-Co-
la Foundation the coastal clean-up project was carried out in
Crimea in April-September The aim of the project is not only
to clean the coastal area, but also to raise awareness about
harmful effect of coastal pollution and promote responsible
treatment to water resources. That is why every time the vol-
unteers, Coca-Cola and USPB representatives gathered for a
clean-up event, they also listened to a brief lecture on recy-
cling, separating waste collection, and on what Coca-Cola is
doing in this area.

As a result of 3 clean-up events, 1 thousand
volunteers were engaged, 15 tons of waste collected
and 10 kilometers of coastal area cleaned.

ECOFAN

At the end of 2011 we’ve launched the “Coca-Cola Ecofan -
Change your city for UEFA EURO 2012™”, The project aimed at
helping Ukrainian cities to become better hosts of UEFA EU-
RO 2012™, unite young people around the idea of «eco-philos-
ophy» and prove that citizens can make changes for better by

themselves — all they need is willingness, personal initiative

and creativity.




ITiompumka yKpaincoKux yiHHocmeti ma 3Hauumux 0ns ykpainyie noditi

Cnisnpausg 3 BogHo-iHbopMaLiitHUM
LLeHTPOM

2010 poky TM «BoHakBa» - ofguH 3 6peH1iB Koka-Kosa B Ykpa-
THi TPOAOBsKMIIA CITiBIIPAI[I0 3 KOMYHAJbHYUM ITiAITPUEMCTBOM
«BooHo-iHpopmayitinuti yenmp» (My3eit Bomi), cripsMOBaHy Ha
3ab6e3MevyeHHsT pO3yMiHHS KOSKHOI0 0C06010 po6ieM BOLHO-
ro CepeIoBUINA Ta 3MiHY CTaBJIEHHSI 10 BOAHUX PeCypCiB.

[lopoxy crinbHMMMU 3ycuiisimu KomraHii TM «boHakBa» Ta
«BogHo-iH(oOpMalliiiHOTO IEHTPY» IIPOBOAUTHCS 3 ITHi Big-
KPUTKX ABEpeii, ki mopa3sy 36mpawTsb 6a13bko 2000 ocib.
[Hi BiZKpUTUX ABEpeil 3aBK M CYIIPOBOKYIOTHCS BECEJIOI
po3BakaJbHOIO IMporpamoto BiJ komnaHii TM «boHakBa» Ta
MpoBOASTHCS 10 BececBiTHboro [IHs Boau, IHst Kuesa Ta [JHs
HesanexxHocti YkpaiHu.

Avyxksitai 2011 poky TM «BoHakBa» Ta BogHo-iHdopMaiiiHmit
LIEHTp pa3oM 3yCTpiuaau MibiiOHHOTO BiaBigyBaua. Hum
craB 27-piuanit kusiuuH Osner Kynuk. B Haropopay BiH oTpu-
MaB MOKJIMBICTb MOMMTYBaTUCh ITAHOPAMOIO BeCHSIHOTO Ku-
€Ba 3 OIVISIAOBOTO MaliJaHUMKa Ha 1axy BOLOTiHHOI BeXi, Ha
BucoTi 127 m Hap piBHeM JJHinpa. Takox ioMy BpyUMIN T0-
CBilUeHHS Mi/JIbIIOHHOTO BifiBiAyBaya, a komnaHisi TM «bo-
HaKBa» MoJapyBaJjia epeMoXKI[l0 MiCSTUHMIT 3amac BOAN.

3aBpsiku TM «BoHakBa» TepuTopito BogHo-iHbopMariifiHoro
HEHTPY Terep MpUKpaIIae IyIoBuii GOHTAH, a BiBimyBadi Mo-
SKYTh XOBATUCh Bil IOITY UM CIIEKH ITiJl KPACUBMMMU Mapacosib-
KaMu 6JIaKMTHOTO KOJIbOPY, SIKi iM rmogapyBasia boHaksa.

Bnuswvko 2000 ocib uiopa3sy y /leHs 8idkpumux dsepeti
Oe3KouimosHo 8iogidyoms excnosuuiio Myseio, de
OMpUMymMs KOPUCHY i Uikasy iHghopmayito npo 800y
ma payioHaivHe 8UKOPUCMAHHSI 800HUX pecypcie.

[igTpUMKa YKpaiHCbKMX
LiIHHOCTEN Ta 3HAYUMUX
ONS yKpaiHuiB noain

IpoTsirom yciei mismbHOCTI B VKpaiHi MeTo0 KoMmaHii 6y/10
CTBOPUTHU CMAYHMI YKPATHChKMIE TPOSYKT Ta 3pOOUTH BHE-
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Cooperation With the Water
Information Center

In 2009 Bonaqua TM - one of Coca-Cola brands in Ukraine
continued cooperation with Water Information Center (Water
Museum), aimed at raising public awareness and understand-
ing of the water-related issues and positive change of public
opinion towards water preservation.

Annually Bonaqua TM and Water Information Center hold three

Open Doors Days each time attracting around 2000 people. The

Open Door Days are organized on the occasion of the World

Water Day, Kyiv Day and Independence Day. And in April 2011
Bonaqua TM and Water Information Center were welcoming 1
million visitors. Oleg Kulyk, 27 years old Kyiv citizen has be-
come the lucky one. As a present he had an opportunity to en-
joy the view of Kyiv from sightseeing platform of water tower
of the museum at the height of 127 m up the level of Dnipro

river. He has also been given a certificate of 1 million visitor
and Bonaqua TM presented him 1 month water reserve.

Due to Bonaqua TM the beautiful fountain was installed on
the territory of Water Museum and visitors can now hide from
rain or sun under beautiful blue umbrellas presented by
Bonaqua.

Up to 2000 persons visit the Museum for free every
time on the Open Doors Day, where they could
receive interesting and useful information on water
and efficient use of water resources.

Supporting Ukrainian Values and
Important Ukrainian Events

Creating delicious Ukrainian products and contributing to the
development of the Ukrainian community and its culture has
always been a goal for Coca-Cola in Ukraine as this is the com-
pany where Ukrainians work and produce beverages of Ukrain-
ian ingredients for the Ukrainian consumers.

Ethnic Festival “Kraina Mriy”
(“Country of Dreams”)

“Kraina Mriy” is the largest International Ethnic Festival in
Ukraine, and it is of high importance for the Ukrainian commu-
nity. It aims at rebirthing ancient Ukrainian traditions and folk-
lore as well as introducing other nations’ culture to the Ukrain-
ian audience. Oleg Skrypka, famous Ukrainian singer and leader
of the Vopli Vidoplyasova music band, is the founder of this event.

Coca-Cola in Ukraine has become a partner of “Kraina Mriy” in
2007, and is very proud of this partnership. Coca-Cola aims to
present unique events and holidays to the Ukrainians, and “Krai-
na Mriy” is a real festive event. Most of the visitors come here
in Ukrainian traditional embroidered shirts — “vyshyvanka” -
and some even wear complete traditional costumes. That’s why
in 2008 Coca-Cola in Ukraine has launched a contest of embroi-
dered shirts “Embroid with Coca-Cola!”. To take part in it, one
should come to the festival in a nice “vyshyvanka”, and take a
photo in it. Then, a special jury composed of famous Ukraini-
an singers headed by Oleg Skrypka, selects best of the best.

Supporting Ukrainian Values and Important Ukrainian Events

COK [0 PO3BUTKY YKPaiHCHKOTO CYCIiJIbCTBA Ta 1OTO KYJIbTY-
pu, agxe «Koka-Kosa» B YkpaiHi — 1ie KOMIaHis, B IKiii pa-
LIOI0Th YKpaiHIli, SIKi BUPOOISIOTh MPOAYKT 3 YKPAiHCHKMUX
iHTpenieHTIiB A1 yKpaiHChKUX CIIOKMBAYiB.

ETHodecTnBans «KpaiHa mMpin»

«Kpaina Mpiii» — 11e Mi>XHapOJIHMIT eTHO(eCTMBaJIb, SIKUI € BU-
3HAUHOIO TTOZI€I0 JJIS YKPaiHChKOro CYCITiIbeTBA. Moro MeTomo
€ He JIIIIe BiIPOAVTY JaBHi YKpaiHChKi Tpaauilii Ta GomabKIIop,
asie i 03HAIOMMTY YKPaiHCBKOTO IJIsI1ava 3 eJleMeHTaMy eTHO-
Cy iHIIMX HAPOZ,iB. 3aCHOBHMUKOM J10T0 € BiZOMMI1 YKpaiHCbKMIL
criBak Ta Jjiiiep rypty «Bori BigomisicoBa» Onez Ckpunka.

2007 poky «Koka-Koma» B VKpaiHi ctasa mapTHepom decTu-
Basto «Kpaina Mpiii». KomnaHig Hai3BMUaiiHO NMUIIAETHCS
LIMIM IapTHEePCTBOM, OCKiJIbKY [TpaTHe 1apyBaTy YKpaiHLIsIM
YHiKa/lbHi nofjii Ta cBsiTa.

«KpaiHa mMpiii» - 1[e CIipaByKHE CBSITO, i 6IBIIICTD BifBiLyBa-
YiB IPUXOOUTH CIOJM Y BUIIMBaHKaX Ta HaBiTh MOBHUX YKpa-
{HCBKMX TpaguuiiHuXx cTposXx. Tomy 2008 poky KoMMaHist
«Koxka-Kona» 3armouaTkyBana KOHKYPC BULIMBAHOK «Buwiueat
3 Koka-Kona!». [151s1 TOTO, 11106 B3SITU Y HbOMY y4acTh, HEOO-
XiJTHO ITPOCTO NPUIiTH Ha PecTUBaJb y rapHili BUIIMBAHIIi Ta
MOTpanMUTY Ha Oui crieriaibHOMYy oTorpady. A masi Halikpa-
HIMX 00Mpae XKypi y CKIafi BiJoMMuX yKpaiHChbKMX CITiBaKiB Ha
voJ1i 3 Onerom CKpPUIIKOIO.

VCBiZOMITIOIOUM BCe GiJIbITY TIOMYASIPHICTh IHTEpHETY Ta co-
uianpHMX Meqia, 2011 poky kKomnaHis «Koka-Koma» mopanmy-
BaJia it OH-JIaiiH MPUXUIbHUKIB hecTuBamio. Tak, y Hai6iabIn
MONYJISIPHUX colliaibHuX Mepeskax Facebook Ta VKontakte
6YJI0 OroJIONIEHO 3 KOHKYPCH: Ha HaiiKkpaile GOTOo Y BUIIN-
BaHIIi, HalKpalry iCTOpilo Mpo BpaskeHHs Bif hecTuBasio Ta
HaKpaluit gusaix joroTuny decrtmpanio. banssko 200
YYaCHMKIB MPHUCIIaIu CBOi po60TY HAa KOHKYpCH. [TepeMoKITi
oTpuMasu 1iHHI mpu3n. Ti X, KOMY He BIAJ0Ch IPUIITH HA
(becTmBaIb MOTIM HACOJIOAKYBATUCH MOTO MIPSIMOIO TPAHCJISI-
1iero B Mepeskax Twitter Ta Facebook. Takok, BIiepiiie 3a icTo-
pito «Kpainu Mpiit» 6ys0 opraHizoBaHo 6e3komToBHy WiFi
30HY - i Bce 11e 3aBasiku Koka-Koma!

Ilopoky ¢pecmusans «Kpaina mpiti» 8i08idye 6.1U3bK0
200 mucsu ocib.

EKO-KynbTypHUIM pecTuBasb
«Tpuninbcke Kono»

«Tpuninscoke Kono» - e 4I0TUPUIEHHMUI €KO-KYIbTYPHMUI ec-
TUBAJIb, SIKUIA MIOPIYHO TPOXOAUTH Y M. PXKuiiliB Hemomamik
Kuena. HazBa hecTmBasI0 MOXOAUTD BiJi HA3BY CTAPOAABHBOT
TpuUninbChbKOI MMBiMi3a1lii, 3aJIMIIKK SIKOi1 6YJIO 3HAIIEHO
6m3bpKo 100 pokiB ToMy Ha TepuTOpii Pkuiesa i sika 6ysa
BU3HAHA HAIUMCEIbHILIOW Ta HaliOi/IbIll PO3BUMHEHOIO 1[MBi-
nizaliiero Ha TepuTopii EBponu y 4-3 CT. 10 H.e.

Kownterniist ecTuBasIio nyske CriB3BYyYHa 3 I[iHHOCTSIMY KoM-
naHii «Koka-KoJsa»: mpomnarasja aKTMBHOTO, 3JJ0POBOTO CITO-
06y KUTTSI, €KOJIOTIUHMX if1eii Ta MiATpUMKa YKPaiHCbKUX
tpanuiit. Toxk, y 2010-2011pp. 6penn komnaHii Koka-Koma
«SIpnJto» - KBAC JKMBOTO GPOIiHHS AOTYYMBCS IO GeCTUBAIIO
SIK TITapTHEP.

ITporpama ¢ecTUBaIIO BKJIIOYAE SIK PO3BaXKabHi, TaK i OCBIT-

Social Responsibility Report 2010-2011

Understanding the growing value and popularity of digital me-
dia, in 2011 the Coca-Cola Company also brought exciting ac-
tivations to on-line admirers of the festival. Three on-line con-
tests were announced on the most popular social networks

VKontakte and Facebook: photo-contest — best picture in “vy-
shyvanka”, contest for best design of “Country of Dreams 2012”
logo, best “festival impressions” story contest. Around 200

people submitted their works for contests. Winners received

valuable prizes. Those who did not manage to come for the fes-
tival could enjoy it broadcasted live on Twitter and Facebook.
And for the first time in the history of the festival free WiFi

zone was organized and all this due to Coca-Cola!

Around 200 000 persons visit “Kraina Mriy”
every year.

“Trypilske Kolo” Eco-Cultural Festival

Trypilske Kolo is a four day festival that takes place annually in

the town of Rzhyschiv, Kyiv region. Festival’s name correlates

with ancient Trypillian culture — the biggest and most devel-
oped European civilization of IV-III century B.C., discovered

100 years ago on the territory of Rzhyschiv.

The concept of the festival greatly corresponds to some of the
key values of Coca-Cola - active lifestyle, ecological friendli-
ness and Ukrainian traditions promotion. That is why “Yary-
lo” kvas — fermented live beverage, Coca-Cola Ukraine’s brand
became the partner of the festival in 2010-2011.

The program of the festival usually has educative and enter-
taining elements: master-classes, trainings, discussions of en-
vironmental and active healthy living topics, as well as per-
formances by popular Ukrainian and foreign bands.

Approximately 5000 participants visit the festival
annually.

Festival of Children’s Reading
“Knyhomania”

In 2007 Coca-Cola Ukraine sponsored the Publishers’ Forum
which takes place every year in L’viv, a unique social, cultural
and intellectual event in the Ukrainian calendar. The Nation-



ITiompumka yKpaincoKux yiHHocmeti ma 3Hauumux 0ns ykpainyie noditi

Hi 3ax0Au: MaiicTep-Kaacu, TPeHIHTU, AUCKYCil HAa TeMY eKO-
JIOTii Ta 3[I0POBOTO CIIOCOOY SKUTTS, & TAKOX, BUCTYIIU BiJl0-
MUX YKpaiHChKMX Ta 3apYyOisKHUX I'YPTiB.

Bnuswko 5000 ocib sidsidyroms pecmusanv «Tpu-
nivcoke Kono» wjopiuHo.

decTMBaNb AUTAYOr0 YNTAHHS
«KHUromMaHiga»

2007 poky Koka-Kona B YkpaiHi momyumiacs 1o opraHisanii
®opymy BuAaBILiB y JIbBOBI, SIKMIi € YHIKaJIbHOIO COLIiaIbHO-
10, KyJIbTYPHOIO Ta iHTeIeKTyaIbHOI N0 i€10 POKY. OKpeMu-
My 3axogamu HarjioHanbHMIT GOPYM BUAABLIIB 320X0UYE IO
KYJIbTYPU UMTAHHS JiTel Ta Moioab. Lle — ®ecTuBanp AUTS-
yoro ynTaHHs «KHuzomaHis» Ta BceykpaiHChbKMIT KOHKYPC
«Hatixpawjuti uumau Ykpainu», siKi IpOJOBXYE MiATPUMYBaTU
kommnaHisa «Koka-Komna». Lleil KOHKYypC OXOITIOE MIKOSPiB B
yCixX perioHax, a Halikpalli 3 HUX — lepeMOoXX1]i perioHaJIbHUX
KOHKYPCiB — OTPMMYIOTb Yy IOJapYHOK IT0I3/1KY 10 MicTa JIbBO-
Ba, JIe BOHM MaIOTh MOKJIMBICTh 3yCTPITUCh 3 BiIOMMUMU ITUCh-
MeHHMKaMMU Ta CIliBakaMU, a TAKOX B3SITU yUacTh B iHTepak-
TUBHMX CIIEKTAKJISIX, BIKTOPMHAX Ta KBECTaX.

o 200 000 wixonspis 8 ycix pezioHax wopoky 6epe
yuacme y KOHKYpci «Hatikpawjuii uumau YKpaiHu».

Bau3sbko 60 dinamicTiB mpuiskaykae 1o JIbBOBa /IS yUacTi 'y 3a-
BeplIaIbHOMY eTarti KOHKypcy Ta pectuBasti «<KKHUrOMaHisI».

CniBnpaud 3 HaLiOHANbHMM KYNbTYPHO-
MUCTELbKMM Ta My3E€MHUM KOMMIEKCOM
«MucTteubknin ApceHan»

“Mucmeypxuti ApcenHan” CbOTOJHI € OLHMUM 3 Hali61IbII TIep-
CIEeKTUBHUX MPOEKTIB y ranaysi KyJbTypu YKpainu, a y Maii-
OGYTHbOMY Ma€ CTAaTy OJHUM i3 HaMIOTYKHIllIMX CBITOBUX
MY3eiiHO-BUCTaBKOBMX KOMILJIEKCiB.

V nmotomy 2011 poky 6marogiiitHum GoHmaoM «MUCTeIbKMit
Apcenan» 6yso 3armouatkoBaHo Kiy6 dpysie Mucmeywskozo Ap-
CeHasy 3 MeTOI0 BCeGIYHOTO CIIPUSTHHS PO36YI0Bi My3eifHOro
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al Publishers’ Forum organizes special events to encourage
reading among children and youth — the Festival of Children’s
Reading “Knyhomania” and the Ukrainian contest “Ukraine’s
Best Reader”, which Coca-Cola has supported for three consec-
utive years. This contest encompasses the schoolchildren in
all regions across Ukraine, and the best of them — winners of
the regional rounds - are granted with a trip to Lviv, where
they meet famous writers and artists, as well as take part in
interactive performances and quizzes.

Around 200 000 young competitors take part in the
contest “Ukraine’s Best Reader” every year.

Around 60 regional winners arrive to Lviv for the finals during
the “Knyhomania” Festival.

Cooperation With National Cultural-
Art and Museum Complex “Mystetskyi
Arsenal”

“Miystetskyi Arsenal” is one of Ukraine’s most promising projects
in the cultural field, and it is to become one of the world’s larg-
est museums and exhibition spaces in future.

Mystetskyi Arsenal Friends Club was founded by “Mystetskyi
Arsenal” Charitable Foundation in February 2011 to promote
comprehensive development of National cultural-art and mu-
seum complex “Mystetskyi Arsenal” and spread the traditions
of philanthropy in Ukraine. Card of Number One Corporate Mem-
ber was passed to the “Coca-Cola Beverages Ukraine Limited”.

In 2011 the Company participated in two projects — “Space Od-
yssey 2011” and “Independent 1991-2011".

The exhibition of Contemporary Art “Space Odyssey 2011” was
dedicated to the 50th anniversary of the first human space flight.
The Company was presented by a separate exhibit - Mykyta
Vlasov’s work “Rocket” 3m high, made of Coca-Cola cans.

Supporting Ukrainian Values and Important Ukrainian Events

KOMILIeKCYy «MucTenbkuii ApceHasn» Ta MOLUIMPEHHS Tpaay-
1iii meueHarcTsa B YkpaiHi. Komnanis Koka-Kosna Besepi-
mxku3 YkpaiHa Hajinepiunoro npueaHanacs no Kiny6y Ta otpu-
MaJia KapTKy KOpIIOpaTUMBHOro yyacHuka N2 1.

Yrpoposxk 2011 poky KOMITaHis B3sjia y4acTh Y ABOX MacIII-
TabHMUX ekcrio3uLisax — «Kocmiuna Odiccest 2011» ta «HE3A-
JIEJKHI 1991-2011».

BucraBka cyuacHoro mucrenTBa «Kocmiuna Oniccest 2011» ripo-
xopmna y «Mucrerbkomy ApceHasti» y KBiTHiI 2011 poky 3 Haro-
Iy 50-pivyst Bif, JHSI IIEPIIOTro MOMbOTY TIOAMHM Y KocMoc. Kom-
TaHis 6y/a MpeacTaBaeHa OKPeMUM eKCTIIOHATOM — POBOTOI0
Muxkuty BiracoBa «PeakTuBHa pakeTa» y TpU MeTPY 3aBBUIIKY,
110 6yJia BUTOTOBJIEHA 3 KepCTsIHMX 6aHOYOK Koka-Kosma.

o peui, y kommnaHii Koka-Kosna € cBost cTopiHka B icTopii koc-
Mocy: 1985 poky Coca-Cola cTaia mepmmuM HAIroEeM, SIKUIT
aCTPOHABTY BKMBAIY HAa GOPTY KOCMIUHOTO KOpab6isl.

V cepniHi-BepecHi 2011 poky y «MucTeribkomy ApceHasi» Bif-
6yBcs poekT «HE3AJIEDKHI 1991-2011» — mepiia cripo6a
MacIITabHO OKpecaUT (eHOMEH CYyUYacHOTO YKPaiHChKOTO
MUCTeITBA, sSIke HapoAMJIOCs pa3oM i3 HOBOIO KpaiHoto. I1o-
psin i3 poboTamu YKpaiHChbKMX MUTILIB 6YJIO MpeiCTaBIeHO
cim eTHo-TIsIOK Koka-Koua, 1110 6y/u CTBOpEHi CTyIeHTa-
MM YKpaiHChKOi AKajieMii MUCTeIITB.

Takox y BepecHi 2011 poky kommnaHist Koka-Kosia BeBepiikns
VkpaiHa 6ysa orosiomeHa odiliiiHuM mpoBaiigepoM 6e3ai-
KOT'OJIbHUX HATIOIB JJISI MY3€/fHOT0 KOMIIIEKCY «MUCTelbKIit
Apcenan. ITigyac odiniitHOI 3ycTpivi TOAINIHLOTO reHepasib-
Horo aupekTopa Kommnanii JKana-HoeJist PeHo 3 reHepaibHUM
nupektTopoM Mucrenbkoro ApceHany Hatasmieto 3a6070THO-
10, Ha 3TaJIKy PO 3aKpiIyieHHs MapTHepCTBa 6YyJI0 BCTAHOB-
JIEHO MaM’ITHY Ta6IMYKY Ha CTiHi My3elo.

«Mucmeypkuti ApceHa» — 00uH i3 Hatiagmopumem-
HIiWUX NPOeKmi8 Ha KYNbMmypHiil apeHi YKpaiHu i
cnienpays 3 HUM € Ha036UuuatiHo nouecHor 0J1sl HAc.

PectaBpauis Miaropeubkoro 3amky

VY tpaBui 2011 poky KommaHis mosmyunsiaacst o pectaBpariii
ofHiel 3 HAMOIIBIINMX MaM’SITOK apXiTEKTYyPU HA TePUTOPii
Vkpaiuu — ITidzopeyskozo 3amky y JIbBiBCbKiii 06aCTi, IRt
6ys10 36ynoBano y XVII cTouiTTi i IKMit BOBTi poKY 6YB OZHUM
3 HalikpaluXx B €BPOIIi 3pa3KiB MUCTELTBA. Y 3aX0[li B3N
yyacTb BojoHTepu 3 JIbBiBCcbKoi Ginii Kommanii Ta rosoBHO-
ro ogicy, 3arasiom kKomas1a 3 20 ocib, IKi JOTYUMIINUCH [0 pec-
TaBpallii 3aMKY ITiJl KepiBHUIITBOM Ta 3a 6e31ocepeIHbOI0
YYacTIO JIeTeHIapHOi 0COOMCTOCTI — He3MiHHOTO [JMPeKTO-
pa My3eitHux kKoMIiekciB JIbBiBIIMHY, ['epost Ykpainn, 85-u
piuHoro Bosuuupkoro bopuca 'puroposuya.

BostoHTepu piBHSIIM 60PII0PY Yy TAPKOBiii 30Hi, BKJIa1aJ CTa-
POBMHHI KaM’SIHi INTUTY Ta BUKOPUOBYBaIu 6yp’ssuu. Hapasi,
yepe3 HEJOCTATOK GiHAHCYBaHHSI, 3aMOK ITepekMBa€ CKPYT-
Hi yacy, i BosioHTepu KoMmasii BjacHUM NPUKIIagOM MIPOAe-
MOHCTPYBaJIY, SIK MOXKHA JOITOMOI'TY NPALiBHUKAM 3aMKY
36eperTy maM’ssTKy apXiTeKTypHu.

[TapTHepOM MPOEKTY cTaB Giaromiiituuit hboup «Iligroperrnb-
K1t 3aMOK», SIKMIi JOTIOMIT OpraHi3yBaTu 3aXiji Ha TepUTOpii
IligropenbKoro 3amMKy Ta 3a6esneunB iHhopmaniiny
MiATPUMKY.
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By the way, the Coca-Cola Company has its own page in space
history: in 1985 Coca-Cola was the first drink to be used on
board a spaceship.

In August-September 2011 the project “Independent 1991-2011”
took place in “Mystetskyi Arsenal”. It was the first large-scale

attempt to describe the phenomenon of modern Ukrainian art,
which was born together with a new country. Along with the

works of Ukrainian artists, 7 ethnic Coca-Cola bottles, created

by students of the Ukrainian Art Academy, were presented.

In September 2011 Coca-Cola Beverages Ukraine Limited was
announced an official soft drinks provider for the museum com-
plex “Mystetskyi Arsenal”. During the official meeting, a plate
of partnership was placed on the wall of the museum by Jean-
Noel Reynaud, the then Coca-Cola Beverages Ukraine general
manager and Natalia Zabolotna, Mystetskyi Arsenal director.

“Mystetskyi Arsenal” is one of Ukraine’s most
promising projects in the cultural field, and
collaboration with it is considered an extremely
honorable for us.

Pidhoretskyi Castle Restoration

In May 2011 our company joined the restoration of one of the

most ancient castles on the territory of Ukraine — Pidhoretskyi

Castle, L'viv region, which was built in XVII century and which

was glorified in all Europe around as the unique example of art.
The team of Coca-Cola Beverages employees from Head Office

and the volunteers from Lviv Branch, altogether 20 partici-
pants, zealously joined the castle restoration under the direc-
tion and direct participation of 85-year-old Borys Grugorovych

Voznytsky, unfailing Director of museum complexes in L'viv

Region, Hero of Ukraine. The volunteers dubbed curbs in park-
ingarea, laid old stone flags, grubbed up weeds. At present, due

to financial shortage, the castle has hard times and Company

volunteers showed by their personal example how we can help

in protecting the architectural monument.

The partner of the project — the Charitable Foundation “Pid-
horetskyi Castle” — helped to organize the event and to main-
tain information support.
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Cnienpaus 3 YepBoHUM XpecToM

IMapTHepcTBO KOMNaHii ,,Koka-Kosna beBepiaxus Ykpaina” ta
ToBapuctBa UepBoHoro XpecTa YKpaiHM po3moyaaocs ie Ha-
npukinui 2009 poui mmig yac cnanaxy emigemii rpuny HIN1 B
Vkpaini. Komnanis Koka-Kosa migrpumarsna ToBapuctso Yep-
BOHOTO XpecTa Ta AOTOMOrJa 34i/iCHUTH JIOTICTUYHI orepa-
1[ii yepes cBOIO cUCTEMY AUCTPUOYLIii. [[poTsarom repumx 48
TOZIVH ITiC/Is criajlaxy MeIYHi mpenapaty Ta inbopmaniiiai
maTepianu 6y po3IMOBCIOKEHi 10 BCiit KpaiHi.

2010 poky 3axigHa YKpaiHa motepriaJa BiJi CUJIbHUX [IOBEHEIA.
IMocTpaxkmano 6J13bK0 32 TUCSY JIIofAel. ByIMHKY Ta Cijib-
CbKOTOCTIOJAPCHKi YTiast 6y 3aTOIIeHi, MOCTM i aBTOMO-
6inbHI JOpOryu — IMOIIKOMKeHi a6o posmuTi. Mu Hagmaau To-
BapucTtBy YepsoHoro Xpecta 60 000 niTpiB nuTHOI BOOK,
HecTauy sIKOI Jy>Ke TOCTPO BiluyBajy MOCTPaXkaasli Joau, a
TaKOK CAMOCTifHO IOCTaBU/IM BOAY 0 MiCIlb ITpM3HAYEHHS

2011 poky ToBapuctBy YepBoHoro XpecTa 6ys0 HagaHo 350
THUCSIY JIITPiB HAIOIB, SIKi 6yJI PO3MOBCIOIKEHI 110 BCiif Kpa-
iHi cepe/ collia/IbHO He3aXUIIEHMX BEPCTB HaCeIeHHSI.

HacTymHMM KpoKoM 6YJI0 BUPIIlIeHO MiAIMcaTy JOBIOCTPO-
KOBY YTOJIly ITPO MapTHEPCTBO, SIKa MepeabayaTyiMe BUKOHaH-
HSI CIiJIBHUX TIPOEKTIB Ta IPOrpam, CIIPSIMOBAHMX Ha peary-
BaHHS Ha HaA3BUYaAlHi cuTyalii, IiATpUMKY Jtonei 3
0COGIMBYMM TIOTPEOAMMY, OMMHOKMX I'POMAaSIH ITOXUJIOTO Bi-
Ky Ta iHIIMX COLlia/IbHO He3aXUIIeHUX BePCTB HaCeJIeHHSI.

Cnisnpaug 3 @oHgoM AHTUCHIL,

[po6nema eninemii BIJI/CHI/ly mpoJjoBKye 3aIMIIATICh aK-
TYaJIbHOIO B LIiJIOMY CBITi. SIK He IPUKPO, ajie YKpaiHa 3aiima-
€ OJTHe 3 TIepIIMX MiCIlb 3@ piBHEM MOIIMPEHHS 3aXBOPIOBAH-
H. 3a migpaxyHKaMu ekcrepriB, craHoM Ha 2011 pik 1.25 %
IopocJioro HacejeHHs1 YKpainu € BIJI-IT03u TMBHYMM — 11e Hai-
BUIIMIT TOKa3HUK Y EBporti. Oco6IMBO CyMHUM € Te, 110 80%
indikoBaHMx - m0a1, Moo uIi 30 POKiB.

He 6askaroun 3anuiaTiCh OCTOPOHb, KoMIaHist Koka-Komna 'y
2010 porri o6’egHanma sycwuis i3 ®ongom Osnenu I[TiHUyK AH-
TuCHiJ y 60pOTHOi 3 1Li€10 CTPALTHOIO TPO6IEMOIO.

Taxk, pik TOMY cTapTyBaB IIPOEKT I1iJ Ha3BoI0 «Safe Connection»,
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Charity
Cooperation With Red Cross

Partnership between Coca-Cola Beverages Ukraine and the
Red Cross Society of Ukraine started in 2009 in response to the
HI1N1 flu outbreak in Ukraine. Coca-Cola has provided its dis-
tribution system to support the Red Cross with the logistics
services. Within the first 48 hours after the outbreak, medical
supplies and information materials were delivered across the
whole country.

In 2010 western Ukraine suffered severe floods. About 32 thou-
sand people were affected. Houses and agricultural lands were
flooded; bridges and motor roads were damaged and washed
away. We have supported communities by providing the Red
Cross with 60 thousand litters of drinking water, one of the
most critical needs for the suffered people, as well as delivered
it to the site.

In 2011, Coca-Cola has provided the Red Cross with 350 thou-
sand liters of beverages, which were distributed country-wide
to socially vulnerable people.

As anext step in cooperation it was decided to sign a long-term
Partnership Agreement, which will cover development of joined
projects and programs aimed at emergencies response, sup-
port for people with disabilities, lonely elderly and other so-
cially vulnerable people.

Cooperation With AntiAIDS Foundation

Unfortunately, the problem of HIV/AIDS is becoming more and
more dramatic for our country. Ukraine has one of the fastest
growing HIV/AIDS epidemics in the world. Experts estimated
that in 2011 1.25% of the adult population of Ukraine was infect-
ed with HIV, the highest number in Europe. What’s even sadder,
around 80% of HIV-positive people are under 30 years old.

In order not to stay aside of the problem Coca-Cola in Ukraine
united its efforts with Elena Pinchuk AntiAIDS Foundation in
2010. Jointly they initiated the “Safe Connection” project aim-
ing at raising awareness about HIV\AIDS among youth and
promoting active lifestyle.

The project started with Internet survey to measure the rate

of awareness of Ukrainian Internet users about HIV\AIDS. Re-
sults were really pessimistic and showed that only 5% of Ukrain-
ian Internet users show interest in the problem. Therefore, In-
ternet platform for information dessimination on HIVNAIDS

was created. The Safe Connection pages in Facebook and VKon-
takte united young people who could discuss HIV\AIDS top-
ics, safe sex or chat with experts on-line. In 6 months the number
of Safe Connection users amounted to 1500 people.

The next stage of the project took place in summer 2011 dur-
ing Kazantip electronic music festival. The Safe Connection
Zone was created there, where everyone could participate in
training held by Oleksandr Pedan — famous Ukrainian TV
presenter.

Over 800 people participated in training. Additionally, Coca-
Cola and AntiAIDS Foundation announced a contest among
bloggers who were to describe their 12 principles of active
healthy living. The winner received free “visa” to the festival.

METOI0 SIKOTO 6YJI0 MPOCBITHMUIIbKA [iSIIbHICTh CepPeJi MOJIO
oo rpo6siemu BIJI/CHI/ly Ta mporiaraiga akTMBHOTO 370-
POBOTO CITOCOBY SKUTTSI.

ITpoeKT po3MmouaBcs i3 BU3HAUEeHHS PiBHS 06i3HAHOCTI YKpa-
{HCBKMX iHTEpPHET-KOPUCTYBauiB 1040 mpobaemu BIJI/CHI-
Iy. Pe3ynbTaTyt BUSBUINCH CIIPaBJi HEBTIIIHMMU i TTOKa3a-
JIn, 110 auie 5% yKpaiHChbKUX iHTepHET-KOPUCTYBauiB
BUSIBJISIIOTH 3al1iKaBJIEHICTb [0 Tak 3BaHOI «uyMmu XXI CT.».
TOXX HACTYITHUM €TAIOM ITPOEKTY CTaJIO CTBOPEHHSI iHTEpHET-
raThopmu AJ1st TPOCBITHUIIBKOI isTBHOCTI cepefi yKpaiH-
CbKOi MoJioZi. Y IBOX HAMMOMYJISIPHIIINX COLiaJIbHUX Mepe-
skax — Facebook ta Vkontakte 6ys0 cTBopeHO cTopinku Safe
Connection. Ha nux cTopiHKax MoJiofib MOTJIa 6paTy y4acThb
y nuckycisx Ha temy BIJI/CHITy , 6e3me4HOro cekcy Ta ak-
TUBHOT'O CITOCOGY SKUTTS. TaKOXK, ITiIJTiTKM MOIJIY 06GTOBOPIO-
BaTu Temy BIJI/CHIly 3 ekciepTaMu B pexkMMi OH-JIaiiH. Bxke
3a miBpoky ctopinku Safe Connection 3morsu 3i6patu 6iJib-
e 1500 npuXnabHUKIB.

HacTymHwuii eTar npoekTy Bif6yBcs BiiTKy 2011 poky Ha Te-
putopii hecTuBasio eseKTPoHHOI My3uky KaszanTur, e 6y-
Jio opraHizoBaHo 30HY Safe Connection. Bci 6askatoui moryin
MIPOCTyXaTy TPEHIHT Ha TeMY 3T0POBOTO CIIOCOOY SKUTTSI, IKMit
npoBoauB Onekcaupp IlemaH — Bigomuit ykpaiHCbKUIL Tese-
Benyumnit. banspko 800 ntomeii mpocayXanu TpeHiHT. Takox,
Koka-Kosa Ta ®ong Autu CHIJI orosiocmin KOHKYPC cepep,
YKpaiHCbKUX 610TepiB. 3a yMOBaMy KOHKYPCY MOTPi6GHO 6Y-
JI0 omMcaTy 12 IPUHIIMIIIB 3JOPOBOTO CITOCOOY KUTTS. [Tepe-
MOJKeIlb OTPMMYBaB 6€3KOIITOBHY «Bi3y» Ha KasaHTUII.

Bitce Ha cb0200HI CnilbHUMU 3YCUNISIMU KOMNAHIT
Koka-Kona ma @ondy Aumu CHIJI 6 pamkax npoex-
my 80as0cs oxonumu ayoumopiro 6au3sko 9.7 MIH.
u0J108iK. Bci yi 100U 3M021U po3uWUpmMu €801 3HAHHS
npo BUI/CHI/I, winsaxu tiozo nepedaui ma chocoou
npoginakmuxu 3ax60pr6aHHsL.

Bisutn 0o auTtaumnx 6yamHKiB

HoBwuii pik — 1ie pajJiicHe CBSITO AJIs JOPOCIMX i IiTelt, i uepe3
61arofiifHi akiiii Ta 3aJy4YeHHs CBOIiX CITiBPOOITHMKIB, KOM-
naHis «Koka-Koja» mormomarae cTBOprOBaTH CBSITKOBMIT Ha-
CTpiit TUM, XTO 1036aBJeHIT 6aTbKiBCHKOI TYPOOTH.

3okpema, 2010 poky criBpob6iTHMKYM KomnaHii BigBiganm mi-
tnaxiB i3 COC-micTeuka B M. BpoBapu, nutsiuoro neHTpy «Co-
HSYHEe CBiTI0» Y M. TpebyXiB Ta IUTSAYOTrO COIiaTbHO-
peabinitaniitHoro ueHTpy «C80600a» y c.M.T. B. [Iumepka,
MoJiapyBasy iM CIpaBskHE CBSITO Bif CaHTM Ta 6araTo moja-
pyHKiB. [IpofoBsKyI0UM 1110 YyAOBY Tpaauiito, 2011 poky cmiB-
POGITHMKYM KOMMAaHii 3i6paiu mogapyHKy Ta 3aBiTaau 10 IK-
TSIYOr0 O6YAMHKY «Hadisi» y c. MOKpellb Ta AUTSIYOTO
cotianbHO-peabiniTauiitnoro neHTpy «CBo607a» Y C.M.T. B.
IOumepka. Takosk 6y/10 OpraHi3oBaHO Bi3UT A0 BUXOBAHILiB
crielfiasi3oBaHOI IKOAM-iHTepHAT AJs [iTelt i3 Bagamu 1cu-
XigHOTro po3BUTKY. LIbOT0 pasy A0 BisUTY IpueaHABCS JaBHil
napTHep KommnaHii Koka-Kosa — CriertiasipHa Onimmiaga Ykpa-
iHu. KokeH ciiBpo6iTHMK OYB BiMOBigaabHMii 3a 2-X miTeit
Ta 0CO6MCTO 06MpaB iM MOJApPyHKU. A po3BaskaB MaJieuy, sik
3aBXau, Beceanit CaHTa Ta jitoro nomiunuku. bamsbpko 100
BMXOBaHIIiB iHTEpHATY OTPUMaJ/ NPUBITaHHS Ta NOJAPYH-
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As of today jointly Coca-Cola and AntiAIDS
Foundation managed to reach the audience of 9.7min
people by project’s activities. All these people became
more educated about HIV\AIDS, ways of its
transmission and prevention.

Visits to Orphanages

New Year's Day is a very anticipated holiday for children as well
as adults, and Coca-Cola, through charitable events and em-
ployee engagement, contributes to creating festive mood for
those who have no parental care.

In particular, in 2010 the employees of the Coca-Cola compa-
ny visited children in “SOS Children Village” in Brovary, “Sun-
shine Children Center” in Trebuhiv and “Svoboda” a social-re-
habilitation center in Velyka Dymerka and brought children
real holiday from Santa. Continuing this great tradition, in 2011
the employees gathered presents and visited “Nadiya”, a chil-
dren’s orphanage in Mokrets’ village and “Svoboda”, social-re-
habilitation center in Velyka Dymerka. Also, a visit to a spe-
cialized school for children with mental disabilities took place
in December. This time the company’s longstanding partner —
Special Olympics Ukraine joined us. Every employee was re-
sponsible for 2 children and chose presents for them. Santa and
his team were entertaining the kids as usual. Around 100 chil-
drenreceived presents while the best present for the Coca-Cola
Company was the smiles on children’s faces.

Recognition of Charitable Activity

In 2007, several charitable organizations in Ukraine — the na-
tional charitable fund “Children’s World”, the Ukrainian Forum
of Grantors, and the International Charitable Fund “Ukraine
3000” - joined together to establish an annual competition for
the title “Charitable Company of the Year”. The awarding cere-
mony, when the charitable activity of various companies is
summed up, is held in December every year since then.

Coca-Cola Ukraine received the award several times, thus re-
ceiving public recognition of its charitable projects that include
assistance for orphans support for a variety of charitable or-
ganizations and social projects aimed at encouraging active
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KU, HAKPaIolo X MOSIKO0 1J1s1 KoMmmaHii Koka-Kosa 6ynmn
JUTSY] yCMIIIKA.

Bu3HaHHA 6GnarofinHoi AisnbHOCTI

3aininiaTvBM KinbKOX 6/1aroiitHMX OpraHisailiit — Bceykpa-
iHCchKOTrO 6/1arofitHOro oY «/Jumsauuti cgim», YKpaiHChKO-
ro dopymy rpaHTozmaBliB Ta BraroaiitHoro doHay «Ykpaina
3000» — 2007 poky 3a1104aTKOBaHO KOHKYPC «biazoditiHuk Po-
Ky». LlepeMOHist HarOpO/I)KEeHHSI, Ha SIKiii i 16MBAIOTh ITiACY M-
Ky 671aroiiiHOI AisIbHOCTI KOMITaHil Ta iHIIMX OpraHizarii,
BiIOYBA€THCS MOPOKY Y I'PYIHi.

Kommnanist Koka-Koma B YkpaiHi HeomHOpa30BO OTpUMYyBasia
Haropozu, sIKi 3aCBiIUYIOTH CYCITi/IbHEe BUSHAHHS HAIIIUX ITPO-
eKTiB — IIe I0ITOMOra CUPOTHUHIISIM, 6JIaTOUYMHHUM (poHIaM
Ta KOPIOPATUBHI COIia/IbHO BiATOBiga bHi TPOEKTH, CIIPSsI-
MOBaHi Ha i ITPUMKY 3/TOPOBOTO CITOCO6Y SKUTTS i PO3BUTOK
eKOJIOTiUHMX iHilliaTuB.

Takox, mpeacTaBHUK KoMIaHii «Koka-Kosia» BXOOUTH 10 CKJ1a-
ny Xypi koHkypcy «BnarogiiiHuk Poky», 1110 € Haf3BMUatHO
TOYeCHUM, aJike 10 cKiaay JKypi 3aMpoIyoThCst eKCIepT
3 MUTaHb COLIiAILHOTO PO3BUTKY Ta 6IaroiifHOCTI, SKi Bif-
MOBiAaTh KBaidiKaliiHMM BMMOTaM Ta MalTh HeOOXia-
HMIT JOCBif 1JIs1 BUSHAUEHHS KpalMX 3pa3KiB 6aromiitHoc-
Ti 3TiAHO 3 KPUTEPiSIMMU KOHKYPCY Ta B ITIEBHMX HOMiHAIisIX.

Cnisnpaug 3i 3Ml

YHiBEpCUTET XXYPHANICTCbKOI
MaMCTepPHOCTI

2010 ta 2011 pp. MpOIOBKMB CBOKO pob0oTY YHisepcumem KypHa-
sicmcwkoi MaticmepHocmi, CTIiB3aCHOBHMKAMM SIKOTO € KOMIIaHi-
s1 «<Koka-Kosa» B YkpaiHi Ta Acoliailist BUaaBlLiB epiogyaHoi
ripecy. IIIopoKy B paMKax YHiBepCUTETY ITPOBOISITHCSI HABUAJIb-
Hi MOAYi /151 MOJIOAMX PerioHalbHMX KypPHaliCTiB. Momynb
2010 poky 6yB ITpUCBSTYEHMIT CTAHJAPTAM iHTepHeT JKypHaic-
TUKY Ta colliayibHMM Mefia. Temoto m’sstoro mogyiast —2011 po-
Ky — cTany «<HaBUYKYM HaImMCaHHS CIOPTUBHMX CTATTE».

TonoBHOIO «dimrkoio» YHiBepcuTeTyy 2011 porii ctaso Te, mo
BIIepIle BiH mMpoBoauBcs y dopmarti Mefia - kade. Mosopi
SKYPHaTiCTH 3i6panich B OTHOMY 3 KUIBChKMX 1a0iB, Ie BOHU
neperasiHynu GyTooabHMIT MaTY, MiC/Is1 YOTO MMCAIN CTATTIO
I1PO HbOTO. Bimommii ykpaiHCbKMIA )KypHaJIiCT IPOBiB OLiHKY
cTaTTeil Ta MOAINMUBCS CBOIMM MipKYBaHHSIMMU 3i CTYJeHTa-
mu. TakoK, BIIepIe MOJIOAVM KypHaJjicTam 6yJo 3amporio-
HOBaHO BUITH 3i cBOiMM po6oTamui B I[HTepHeT-IIpOCTip, Ha
1110 BOHM PaJI0 BiATYKHY/IMUCS i PO3MICTU/IM CBOI CTAaTTi HA CTO-
pinui YaiBepctutety Ha Facebook. 20 Mosoaux skypHasicTiB
3 15 perioHiB 1o Bciit YkpaiHi B3siM yuacTb y 5-My MOy
VuiBepcutety XKypHamicTcbkoi MajiCcTepHOCTi.

Bnusvko 100 Mo100ux #cypHanicmie 3 pi3HUX pezioHie
Vkpaiuu npotiuino HaguanHs 8 YHigepcumemi
npomsizom 2010-2011pp.
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lifestyle and protecting the country’s vital environmental and
water resources.

Also, the representative of the Coca-Cola Company is a mem-
ber of the jury of the Charitable Company of the Year contest,
which is a great honor as only experts on social development,
who correspond to a set of requirements and have relevant ex-
perience to identify the best charity cases are invited to be-
come members of the jury.

Cooperation With Media

University of Journalists’ Skills

In 2010 and 2011 the University of Journalists’ Skills continued
its work. It was jointly founded by Periodicals Publishers Asso-
ciation and Coca-Cola System in Ukraine. Educative modules
for young journalists from Ukrainian regions are held on the
platform of the University. The module of 2010 focused on stand-
ards of Internet journalism and social media. The topic of the
5th module in 2011 was “Skills of sports articles writing”

The main peculiarity of this module was its format - media-
café. For the first time young journalists gathered in one of
Kyiv’s pubs to watch a football match and write an article about
it. Famous Ukrainian journalist analyzed the articles and shared
his thoughts about them with young ones who wrote the arti-
cles. Also, for the first time participants were offered to pub-
lish their works on-line on the University’s web page and on
Facebook. 20 young journalists from 15 regions in Ukraine took
part in the 5th module of the University of Journalists’ Skills.

Around 100 young journalists attended the University
in 2010-2011.

Press Club Aqua

In 2010 and 2011 the Press Club Aqua meetings continued”. The
Press Club Aqua was established in 2009 by Kyiv Water Infor-
mation Center, Ukrainian Periodicals Publishers Association and
All-Ukrainain Public Organization “Consumers Union of Ukraine,
and supported by TM BonAqua. The main aim of the Club is to
create comfortable environment to distribute and exchange
information, and to provide opportunities for direct commu-
nication among the mass media representatives and various
experts in water-related areas.

Cooperation With Media

[Npec-kny6 AkBa

2010-2011 pp. MpOIOBXKUINCD 3aCiTaHHS npec-K1y0y «AK8a», IO
6yB opranizoBanuit 2009 p. 3a miaTpumku TM «BonAqua» Ta iHi-
uiatuBu KIT «BodHo-iHpopmauitinuti yenmpy, Ykpaincokoi Acouia-
yii Budasuie Ilepioduuroi Ipecu (YABIIIT) ma Bceykpaitcekoi epo-
Madcekoi opeanizayii «Coro3 cnoxcusauis Ykpairu». ToJIOBHOI METOI0
KJTyOYy € CTBOPEHHST KOM(OPTHOTO CepeJOBUIIA JIJIST IO PEH-
Hs1ioTpumanHs iHopmaii mpencraBHMKamy 3MI 1j1st pstMoi
KOMYHiKaIlii 3 paxiBLsIMM 3 PiSHUX rajy3eii, SIki MaloTh IpsiMe
BiJTHOIIIEHHST [0 TTPO6GIEM BOIM Y HAIIMPIIOMY PO3YMiHHi.

ITig vac 3aciganp Kiy6yy 2010-2011 pp. 06roBOpIOBAINCH K-

TaHHS BOKJIMBOCTI CTIOKVBAHHS HATyPaIbHOI BOAY, TPObJIe-
MU IOCTaYaHHS MUTHOI BOIY Y MICTi.

3azanom, 3 nouamky icHy8aHHs KJy0y, 8 1io2o 3aci-
OaHHAX 835110 yuacme 61u3vko 100 xcypHanicmie
ma 25 excnepmis.

TM «BonAqua» 3a1iikaBjieHa, o6 oy 6yau ocBiveHi y nu-
TaHHSIX CITOXXMBAHHS MUTHOI, 30KpeMa 6y THUIbOBAHOI BOAN.
SIK coliaabHO BiATIOBimaibHMit 6peH I, BoHa migTpumye Kiyo,
SIKVTt 036POEI0 KYPHAJTICTIB HEOOXiJHMMM 3HAHHSIMMU, SIKi BO-
HM MTi3HilIe JOHOCSTD 10 ayauTopii. Kiy6 «AkBa» 36Mpae xxyp-
HAJTICTiB Ha pery/spHiii OCHOBI BXXe 3-ii PiK IMOCIiJIb.

[Npucmak ceaTa

Oco61BMit HOBOPIUHMI ITOIAPYHOK KOXKHOTO POKY Bif «Koka-
Kona» B YKpaiHi OTpUMYIOTb JiTV yKPAiHCbKMX KYPHAJIICTiB.
HamnepenonHi HOBOPiUHMX CBSIT KOMITaHisI 3aIIpoOIye 10 cebe
MaJIeHbKMX IOCTeli 3 iX 6aTbKaMy Ha IeperJisi Ka3KoBoi BU-
CTaBU, 3HAIOMCTBO 3 Ki1oyHamu i Jimom Moposom. JKogHe
CBSITO He 3aKiHUYyeTbCs 6e3 momapyHKiB. Binbiie 450 miteit Ta
ix 6aTBKiB->KypHATICTiB 3 20 MPOBiFHUX YKPATHCHKUX Tepio-
OVYHUX BUAAHb Ta TeJeBi3iiiHMX KaHaJIiB MOPiYHO MPUXO-
ISITh HAa HOBOpiuHe cBsTO Big «Koka-Koma».

Hoswuit Pik Big Koka-KoJja mgyske moo6uBCs sIK OiTSIM, Tak i
6aTbkaM, afike MOPOKY Micis cBsITa Ha agpecy Koka-Kosa
MIPUXOISITh AECSITKU JTUCTIB-TIOSIK Ta MTO3UTBHUX BiATI'yKiB
BiJ yUYaCHUKIB.

Ha wnaxy oo ManbyTHbOro

VaBiTh cBiT iHmMM, Kpauum. CBiT, y IKOMY yCi JIIOAY MalOTh
IOCTYTI IO YMCTOI BOLU, Jie TAKYBAHHS IPOJOBKYE CITYKUTU
TiCJIsT CBOTO TIEPBMHHOTO BMKOPUCTAHHS, i [Ie CYCIiNbCTBO
3m0poBe i 6arare. Lle Hallle 6aueHHsT MaiibyTHbOTO.

Cucmema xomnatiii «Koxka-Kona» npazHe npaurosa-
mu max, w06 8HOCUMU MPUBAi NO3UMUBHI 3MIHLL
Mu HesnuHHO 8nNP0OBAOHCYEMO IHHOBAUILIHI PillleHHS,
wWo06 Hawa npodyKuyis npodosxcyeana 6ymu docmyn-
HOI0 ma 8uzioHow 07151 008KIJLSL Ma 2pomad, SKUM Mu
cay2yemo. Mu nepekoHaHi y momy, wo 3poCmaHHsl
06i3Hecy 3aexcums 8id iHeecmuuiili 8 eKOHOMIUHULI,
eKOoJI02IYHULL ma coyianbHuli po38umox 2pomao.

Social Responsibility Report 2010-2011

The meeting of the clubin 2010 and 2011 focused on the importance
of natural water use and problems of water supply in cities.

In general, around 100 journalists and 25 experts took
part in the club’s meetings since it was established.

TM “BonAgqua” is interested in public education on consumption
of drinking water, bottled water in particular. Being a socially re-
sponsible brand, it supports the club, which equips the journal-
ists with necessary knowledge to be later rendered to public. Club
“Aqua” holds its sessions regularly for 3 years already.

A Taste of Celebration

Every year, the children of Ukrainian journalists receive special
New Years’ gifts from Coca-Cola Ukraine. On New Year’s Eve the
Company invites the little ones with their parents to a celebration
where they can watch a fairy-tale performance and meet clowns
and Father Frost. Every festival ends with the distribution of gifts.

Over 450 children and their parents-journalists from
20 leading Ukrainian periodicals and TV channels
annually attend New Year parties from Coca-Cola.

These parties have become really loved by children and par-
ents, who send dozens of thank-you letters and positive feed-
backs to Coca-Cola every year.

Meeting the Challenges Ahead

Imagine a better world. A world where all people have access
to safe water, where packaging has a life beyond its original
use, and where communities are healthy and prosperous. This
is our vision.

The Coca-Cola System is committed to making a lasting,
positive difference in the world. We are constantly inno-
vating to keep our products affordable and make our
business more environmentally and economically bene-
ficial to the communities we serve. And we believe that
investing in the economic, environmental and social de-
velopment of communities will help business to grow.




Hodamxku / Hazopodu ma 8id3Haku / C108HUK MepMiHie

Haropoau Ta Bia3Haku

IMpaioroun Ha yKpaiHCbKOMY pUHKY, «Koka-Kosa Ykpaina»
Jocsiraa BaroMux mnpodeciiiHux, BUpOGHUYMX Ta TPpOMal-
CbKMX YCIIiXiB, MPO IO CBiJUaTh YMCAEHHI HATOPOAY Ta Bifl-
3Haku. Cepell HUX:

— 2011- ,,JTidep npupodooxopoHHoi disibHocmi 20117 3a y4acThb
Y 3araJIbHOYKPaiHCbKOMY ITPOEKTi ,, EK0s102is, d08Kia ma
npupoooOKopuUCMyB8aHHs 8 YKpaiui”.

— 2011 — HauioHasbHa npemist ,,Made-in-Ukraine-2011:
Hatikpawuii napmuep poky”, kamezopis ,,be3ankozonsHi Hanoi”.

— 2011 — nouecHi guromu nepeMoxiisg X1V Mi>kHapoIHOTO
OpraHOJIENITMYHOTO KOHKYPCY Y HOMiHaIlisIX ,,[TumHa 8oda”
ma ,,be3a1Kk020/16Hi Hanoi”.

— 2010 — «Kpauwji Po6omodasui» B IleHTpasibHil Ta CXimHiii
€Bporri, kKaTeropis «Besuki Komnatii» (mocigskenns Hewitt
Associates).

— 2010 — HauioHasibHa Ipemis ,,Made-in-Ukraine-2010:
Hatikpawjuii 8upoOHUK 8 YKpaiHi”, kamezopis ,,Con00Ki
0e3a/1K02071bHI HANoi”.

— 2010 — maropoga ,,TOII-100. Hatikpawi mon-meHedxcepu
Ykpainu”.

— 2010 — Hamiit Koka-Kona — mepemoskellb y HOMiHaIii
»IIpodosonbui mosapu” BceyKpaiHCbKOTO KOHKYPCY SIKOCTi
nponykiiii ,, 100 kpawjux mosapie Ykpainu”.

CNOBHUMK TEPMIHIB

AcenmuuHa JliHia — BUPOOHMYA JIiHis, 1110 3iCHIOE PO3JIUB
MPOAYKIIii B yMOBaXx, 1110 3a06€3Meuyi0Th BiICYyTHICTb XBOPO-
60TBOPHMX MiKpPOGIB i GakTepiii.

Bomnepu — cy6’eKTU rOCIIONApIOBAaHHS, IKi BUPOBJISIOTh,
MpoaioTh Ta 3[(DIICHIOITh AMUCTPUOYIIil0 HAMIOIB TOPTOBUX
mapok The Coca-Cola Company Ha ymMoBax ¢hpaHIIN3A.

Bomnep-3a600 — MOTYKHOCTi 3 BUPOOGHMIITBA HAIIOIB, Y TO-
MY YMCJIi CKJIaay, BUPOOHMYI AiJISTHKY, iHIIi OymiBji Ta 06-
nagHaHHs. Y 3BiTi TaKOK 3TalyEThCS K «3aBOJI».

TI'no6aneHuti /lozosip OOH — 1ie iHiliaTuBa, CIpsiMOBaHa Ha
CIIPUSTHHSI COITiaTbHil BiATIOBiMaIbHOCT 6i3HECY Ta MiATPUM-
Ky BUPIIIEHHS i AITPUEMHUIIBKMMM KOJIAaMU TTpo6JIeM IJ10-
6asizaliii Ta cTBOpeHHS 6isbIll CTabiIbHOI Ta BCEOXOTLTION-
Y0l eKOHOMIiKM.

Jucmpubyyis — 1ie TIOTiK omepailiii, 1o BKJIOYa€e JOCTaBKY
NPOAYKIIii 31 CKJIaAy Ha PUHOK, TPOJaK, MepUYaHJali3MHT Ta
yIIpaB/iHHS PO3paxXyHKaMMu.

EK0-60KC — TIPUCTDIlii, 10 BUKOPUCTOBYITHCS B 061aJHAHH]
JLJIS1 3MEHILeHHS CIIOKMBaHHS eJIeKTPOeHeprii.

3amoeéHuK — TOUKa pO3APiGHOI TOPTiBJIi, pecTopaH um 6yab-
sIKa iHIIa 6i3HeC-OgMHMIIS, IO TTPOJAE MPOAYKi0 KOMITaHii
Koka-Koia crioxxuBauam.

Indexc cmanozo possumxky /loy /IxcoHca — cBiTOBUIi HOHIO-
BUI1 iH[IEKC CTAJIOrO PO3BUTKY, OIMH i3 HAMBAXKIUBILIMX MiXK-
HapOOHMX MMOKa3HMKIB oiinkyu KCB, 3ampoBamskernit 1999
POKY 3a iHiIiaT¥BO0 MisKHAPOAHOI 6i3HEC-CITITPHOTH.

KCB (kopnopamueHa couiaibHa 8ionoeioansHicms) — KOHILIETI-
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Awards and recognitions

Operating in the Ukrainian market, the Coca-Cola system in
Ukraine has received numerous awards in recognition of its
achievements in business, product innovation, high-quality
production and corporate citizenship. In particular:

— 2011 — “Leader of Environmental Protection” for Participation
in the all-Ukrainian project “Environmental Protection in
Ukraine”.

— 2011 — “Made in Ukraine 2011 — Best Partner of the Year”
national award, category “Soft carbonated drinks”.

— 2011 — XIV International Organoleptic Contest, winner in
nominations “Drinking Water” and “Non-Alcoholic Beverages”.

— 2010 — “Best Employer in Central and Eastern Europe” regional
award (Research by Hewitt Associates Company).

— 2010 — “Made in Ukraine 2010 — Best Producer” national
award, category “Soft carbonated drinks”.

— 2010 — “TOP 100. Best Top-Managers of Ukraine”.

— 2010 — “100 Best Products of Ukraine” national award,
nomination — “Consumer goods”, beverage — Coca-Cola.

Glossary of terms

Aseptic line — production line that allows producing beverag-
es in a process, which ensures lack of disease causing microbes
and bacteria.

Bottlers — Business entities that sell, manufacture, and dis-
tribute beverages of The Coca-Cola Company under a franchise
agreement.

Bottling plant — A beverage production facility, including asso-
ciated warehouses, workshops, and other on-site buildings and
installations. In this report also referred to as «production plant».

UN Global Compact (UNGC) — A network-based initiative
which aims to promote responsible corporate citizenship and
enlists the support of the business sector in achieving a more
sustainable and equitable global economy.

Distribution — Getting the product from bottling plant to the
marketplace; includes sales, delivery, merchandising and local
account management.

Eco-Box — device managing the energy use in equipment to
lower the energy intake.

Customer — Retail outlet, restaurant or any other business
that sells Coca-Cola products to consumers.

Dow Jones Sustainability Index (DJSI) — A global indices track-
ing performance of the most sustainable companies worldwide,
launched in 1999.

CSR (Corporate Social Responsibility) — a concept whereby or-
ganizations take responsibility for the impact of their opera-
tions on environment, society and economy.

Appendix / Awards and recognitions / Glossary of terms

11is1, 3TiAHO 3 KO0 KOMITaHist 6epe Ha cebe BiAMOBigaIbHICTh
3a CBiii BIJIMB Ha JOBKIJIJISA, CYCHiIbCTBO Ta EKOHOMIKY.

Jlen (nimpie 6u20mogieHoi npodyKkyii) — OLVHUIISI BUMipIO-
BAHHS TPy €KOJOTiYHMX MTOKA3HUKIB.
HYO — Heypsa0Ba opraHisanis

IIET (noniemunenmepegpmanam) — TepMOIUIACTUK, HAMOITbII
MoIMpeHnit mpeAcTaBHUK Kiaacy nosiedipis. [IET moske 6y-
TU ITOBTOPHO TIepepobieHiT Ha HOBY YITAKOBKY, OJISIT, KUIU-
MOBI ITOKPUTTS Ta IPOMMCJIOBI MaTepiaJiB.

Tpegopmu — TIET-3aroTOBKM [AJ151 BULYBAHHSI TUISIIIKMN.
Cnoxcusau — ocoba, 1110 CIIoK1MBae Haroi koMmmaHii Koka-Koa.

CHP 3a800 (kozeHepayiliHuli 3a600) — TeTJIOeJIEKTPOCTAHIIi-
S1TI0 BUPOOHUIITBY €JIEKTPOEHEPTii, Tapy Ta BYIJIEKMCIJIOTO Ta-
3y B KOMGiHOBAaHOMY IPOIIECi.

GRI (2no6anvHa iiyiamuea 3i 36imHocmi) — peKOMeHallii, 1o
MicTSTh Habip KpuUTepiiB, Ha IKUX OYAyeThCs 3BiTHICTH 3 KCB
MMOKa3HMUKiB.

ISO — Mixkxnapogna Opranisatris 3i CtangapTusanii
ICPDR — MiskHapogHa KoMicis i3 3axucty piku [lyHai

R290 xonodoazenm — npuUpoOaHUI ePeKTUBHMIT €KOJIOTIUHO
6e3MMeYHMI X0JIOI0ATEHT, Y IKOTO HYIbOBUII MOTEHIIiaJ PYii-
HYBaHHSI 030HOBOTO IIapy i Ays>ke HMU3bKUIL TIOTEHIial I710-
6aJIbHOTO MOTeITiHHSL.

SAP WAVE 2 — HoBa iHTerpoBaHa cycTeMa yIpaBIiHHS JIaH-
LIIOTOM oTepaliiii Ta NigBUIEeHHS PiBHS 3aJ0BOJIEHOCTI
KJII€HTIB.

Social Responsibility Report 2010-2011

Liters of produced beverages (Ipb) — Unit of reference for en-
vironmental indicators.

NGO — Non-Governmental Organisation.

PET (Polyethylene Terephthalate) — a thermoplastic polymer
resin of the polyester. PET can be recycled into new contain-
ers, clothing, carpeting and industrial materials.

Preforms — PET forms which are blown into PET bottles.
Consumer — Person who drinks beverages of Coca-Cola.

CHP plant (combined heat and power plant) — a power gener-
ation system that can produce power, heat, cooling and CO2 in
a combined process.

GRI (Global Reporting Initiative) — The GRI sustainability re-
porting guidelines are the most widely used framework for re-
porting CSR performance.

ISO — International Standards Organisation.

ICPDR — International Commission for the Protection of the
Danube River.

R290 cooling agent — highly efficient climate-friendly cool-
ing agent, which does not deplete the ozone layer and never
causes the global warming.

SAP WAVE 2 — new integrated system of managing entire
chain of operation and improving level of client satisfaction.



Hodamxku / Tabnuys gionosionocmi cmardapmy GRI

Tabnuus signosigHocTi ctaHaapty GRI/ GRI index

EkonoriuHi nokasHuku / Environmental data table

GRI Moka3sHuk/Indicator Relative amount 2010 Relative amount 2011
BukopucTtaHHs pecypciB / Row Materials g/lpb g/lpb
Llykop
Sugar from beets >1,96 60,13
Kowuenrpar 23,26 19,01
Concentrate
NET
26,7 2
EN1 PET (bottles) 6.75 >9
MnacTukoBa KpULKa
Plastic (clouser) 2,63 2.61u
Crpey nniBka Ta TepMoycaaka
PE (strench/shrink) 285 278
AnOMiHi
Aluminium (cans) 158 0,94
ManepoBa eTukeTka
4 1
Paper (label) 0.00 0,016
BukopucrtaHHs eneprii /Energy MJ/lpb MJ/lpb
[psiMe BUKOPUCTAHHA eHeprii
Direct energy use 0.72 081
EnekTponocTayaHHs 0.29 0.29
Electricity ’ ’
EN3 Ou3enbHe nanveo
Light fuel oil 0,001 0,001
MasyT
Heavy fuel oil 0,00 0,00
MpupopHwui ras 0.01 0.01
Natural gas ’ ’
3pigXxeHun ras
LPG 0,03 0,02
BukopuctanHa Bogu / Water usage MJ/lpb MJ/lpb
ENS Bopnozabip
Water used 227 2,34
3aranbHa TepuTopia 3aBoay
Total amount of land woned 25,6 ha 25,6 ha
Oocar eonosinsenenrs 0,80 million litres 0,67 million litres
EN21 Quantity of wastewater discharge
XiMiYHMI NOKA3HUK YTBOPEHHS KiCHIO B BOAI
Total COD produced 37,9 mg/L 38,85 mg/l
Y1BOpeHHs Biaxoais / Waste g/lpb g/lpb
3aranbHe YyTBOPEHHS BiAX0A4iB 509 398
Total amount of waste ’ ’
MNepepobneHi Bioxoam
EN22  Recycling and energy recovery 85,98 86,28
Oocar eonosinsenenrs 0,80 million litres 0,67 million Litres
Quantity of wastewater discharge
XiMiYHMI NOKA3HMK YTBOPEHHS KiCHIO B BOAI
Total COD produced 37,9 mg/L 38,85 mg/L
Tpaucnopt / Transport ml/lpb ml/lpb
EN29  Burpatu nanuea 44 46

Fuel consumption (litres)
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Appendix / GRI index

Tabnuus signosigHocTi ctaHaapty GRI/ GRI index

Tpynosi BigHoCUHK / Employee development

GRI Mokasuuk/Indicator 2010 2011
3aranbHa KifbKiCTb MpaLiBHUKIB, OCiO
LA Total workforce (no. of employees) 1788 1714
YacTka cniBpobiTHUKIB, HA IKMX PO3MOBCHO-
LA4 [IKYETbCS AiS KONEKTUBHUX .;Lorosopi.B. 100% 100%
Employees covered by collective bargaining
agreements
YacTka cniBpobiTHMKIB, NpeacTaBneHmx B odi-
LUIMHNX KOMITETAX 3 OXOPOHU npaul o o
LAG Percentage of total workforce represented in 10% 10%
formal health and safety committees
PiBeHb BMpo6HMYOro TpaBMaTn3My Ta npode-
LA7 CilHMX 33aXBOPIOBaHb 2 1
Accident incidence
KinbKicTb HeWACHMX BUNALKIB 3i CMEpTeNbHU-
LA7 MM Hacnigkamm 0 0
Number of fatalities
KinbKicTb nponyLueHnx gHiB i Nporynis yepes
LA7 3aXBOPHOBAHHS 8799 5985
Sicknefs absence (days absent)
[porpamu ocBiTH, HaBYaHHS, 3anobiraHHs i
KOHTPOJI0 PU3WMKIB A5 LONOMOrM CiBpo6iT- OnucaHo y 3BiTi OnucaHo y 3BiTi
HUKaM, YfieHaM iX ciMel No BifHOLEHHO 00 Ha cTop. 19 Ha cTop. 19
LAS TSKKMX 3aXBOPHOBaHb
Education, training, counseling, prevention and
risk-control programs in place to afsist workforce
members, their families, or community members See Report, page 19 See Report, page 19
regarding serious diseases
CepepHs KinbKicTb roAMH HaBYaHHS Ha OLHOIo
LA10 CniBpobiTHMKA Ha piK 14,5 14,5
Average hours of training per year per employee
Aons cn.IBpOGITHMKIB’ Luo pery.n.ﬂpH(? Mpoxo- OnwucaHo y 3BiTi OnwucaHo y 3BiTi
AATb OLIHKY Pe3YNIbTaTUBHOCTI | Kap'epHux Ha crop. 20-22 Ha crop. 20-22
LA12 MOX/IMBOCTEW
Percentage of employees receiving reg ulaf See Report, pages 20-22  See Report, pages 20-22
performance and career development reviews
P93nouin NpaLiBHMKIB 3a CTaTH — KiNbKiCTb 252 (14%) 237 (13.8%)
LA13 ~ XHOK :
Breakdown of employees according to gender
- women
Po3noain npauiBHMKIB 3a BiKOM
(<30 / 30-50 / >50 pokiB)
LAL3 Breakdown of employees per category according 850/868/70 810/823/81
to age group (<30 / 30-50 / >50 years)

Social Responsibility Report 2010-2011



Zodamxku / Konmakmua inpopmayis / Tlepenik KOPUCHUX NOCUNAHD

W

Passion for Excellence

KoHTakTHa iHpopMaLis

IHO3eMHe NiAnpUEMCTBO
Koka-Kona besepigyxmu3 YkpaiHa

a\c403

51-7t km CaHKT-ITeTep6yp3bKOro 1oce
cmT Bennka [Inmepka

BpoBapchknii pajtoH

Kuiscbka 061acTh

07442, VkpaiHa

Ten.: +38 (044) 490-07-07
dakc: +38 (044) 490-07-71

EnexTpoHHa nomuta: cchu@cchellenic.com

IHdopMauiitHa niHia ans cnoxusayis
SIKIIIO BY CITOKMBAY i XOUETE OTPUMATH iHPOP-

Mailito abo JaTu BiATYK PO HAIY MTPOAYKIIitO UM

ak1iii, TenedoHnyiite:
+380800-30-80-08

3 nuTaHb NpaueBnalITyBaHHSA
Bu MoskeTe HaJiciaTV CBOe pe3iome Ha axkc:
+38 (044) 490-07-71

a60 eJIeKTPOHHOIO TOIITO0:
uaresume@cchellenic.com

IMepenik ycix BakaHCi# po3MillieHO Ha CaTi:
www.coca-cola-job.com.ua

[Ona npepctaBHukis 3MI
MeHepskep 1o pob6ori 3i 3MI:
Ten: + 38 (044) 490-07-07

TOB «Koka-Kona
YkpaiHa Jlimiteg»
Byn. CkoBopopau, 17t

m. Knis, 04070, Ykpaina
Ten. +38 044 490 08 80

www.coca-cola.ua

Contact us

Coca-Cola Beverages Ukraine

P.O. Box 403

51 km of St.-Petersburg highway
Village of Velyka Dymerka
Brovary District

Kyiv region

07442, Ukraine

Tel.: +38 044 490 07 07
Fax: +38 04449007 71

E-mail: cchu@cchellenic.com

Consumer info line

If you are a consumer and would like to gain
information or give feedback about our
products and promotions, please call

+380800 308008

Job applications
You can submit your CV at fax:

+38 044 49007 71

or on e-mail: uaresume@cchellenic.com

All vacancies are listed on
www.coca-cola-job.com.ua

Media contact
External Affairs Manager:
Tel: + 38 044 490 07 07

LLC «Coca-Cola Ukraine
Limited»

17G, Skovorody St.
Kyiv, 04070, Ukraine

tel.: +38 044 490 08 80

www.coca-cola.ua

Appendix / Contact us / Usefull links

[lepenik KOpUCHMUX
MoCunaHb
Usefull links

Mpo Hac
About us

www.coca-colahellenic.com.ua

www.coca-colahellenic.com

www.thecoca-colacompany.com

Mpoaykuis
Products
www.my-drinks.org.ua

Cnoxwusaui
Consumers
www.coca-cola.ua

WWW.Consumerunion.com.ua

Cranuii po3BUTOK, 3BiTYBaHHS
Sustainability & Reporting
www.sustainability-index.com

www.globalreporting.org

WWW.UN.Org.ua
www.globalcompact.org.ua

www.unglobalcompact.org

Www.csr-ukraine.org

Joskinnga
Environment

www.icpdr.org
www.danubeday.org

www.wwf.panda.org

www.aqua-kiev.info

FpomapcbKicTh
Community
Www.redcross.org.ua

www.antiaids.org
www.artarsenal.in.ua

www.noc-ukr.org
www.krainamriy.com

[nga HOTaToK
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