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2009, pik BUKNKKIB i nepeMiH, 3annwmecsa nosagy. CeiTosa
€KOHOMIYHa Kp13a 3a4enuna He nnLe ykpaiHuis. BoHa TopkHynacb
KOYXHOI HaLLioHaNIbHOI EKOHOMIKM, KOXKHOI HaLii, KOXHOro Bi3Hecy i
KOXHOI II0AMHM Ha NNaHeTi. My nepexxunu Henerki yacu, ane Tum
6inbLie nuwaemMochb TMM, wo Cuctema Komnarini Koka-Kona B YkpaiHi
riflHO NpowLuna yci BUNpobyBaHHS.

Hap3BunyaiiHo MPUEMHO, L0 HALLi 3yCUANS B OpraHisaLii cnpusaTameoi
aTMocdepu Ha poboyomy Micui 6yno noMiveHo. Haw 3rypTtoBaHui,
OPIEHTOBAHMI Ha LOCATHEHHS Pe3y/bTaTy KONEKTUB, BHYTPILLHS
KOMYHiKaLig Ta NONITUKA WOA0 HAaBYAHHSA, PO3BUTKY Ta MOTMBALT
nepcoHany CTanm 0CHOBHUMM hakToOpaMu, 3aBASKM SIKUM Halla
KOMnNaHiga Bubopona 3BaHHA Harikpaworo poboTonasus cepen
Benunkmx komnanin 2009 poky.

MM 3 ropLiCTIO MOXEMO Ha3BaTM OCTAHHI ABA POKM HAZ3BUYANHO
NPOAYKTUBHUMM i 3 OTNSIAY HA PO3BUTOK PUHKY. MabyTb, HEMaE
iHWoro Takoro nepioay B ictopii Koka-Kona B YkpaiHi, Koam Ha puHOK
6yN10 BUNYLLEHO CTiNIbKM HOBUX NPOAYKTIB.

Byayun unenom MobanbHoro Jorosopy OOH B YkpaiHi Big 2006
POKY, M1 HEYXUIbHO BNPOBALXKYEMO NMPUHLMMM COLiabHOT
BiZAMNOBIANbHOCTI | CNIPUSIEMO CTANOMY PO3BUTKY FPOMAL, Y KMUX
KMBEMO i NpautoemMo. [1ng Hac BEMKOK YeCTo 6yn0 040NH0BaTH
Pob6ouy rpyny 3 HaBkonMLWHbLOrO cepenosumLLa Bnpoaosx 2008-
2009 pokis Ta Pobouy rpyny 3 KopnopaTWUBHOI CoLLiaNbHOI
BignosifanbHocTi Ta 3Mly 2009 poui. Lle BianoBiganbHicTb, AKy MU
CNPUMHANK LyXKe BUCOKO.

Mwu BMKOHaNM yci B3siTi Ha cebe 3060B'93aHHS, 30KpeMa, y
rapaHTyBaHHi HAaMBULLOI IKOCTi Y BCbOMY, O MU pOBUMO: Bif,
BMCOKOKBaihiKOBaHOro NepcoHany A0 HalUX MNOCAYT, i, 3BiCHO, Y
3a6e3nevYeHHi CnoXMBaYiB HaNoOsSMU HAMBULL,OT IKOCTI.

LLe¥ 3BiT NOKIMKAHWI BUCBITIMTM Hawwi 3060B'93aHHS i nporpec,
KO0 MM LOCSAMN Y iX BUKOHaHHI. Mu 3pobunu 6arato xopoLumx
cnpas, ane i Hagani byaemMo NPoAOBXKYBaTU PyXaTUCh, 06
NPUHECTU NO3UTUBHI 3MiHM Y CYCMINbCTBI, 3aBXAN AOTPUMYOUUCH
CBOroO C/10Ba.

Mapuen MapmiH,
leHepansHuli Jupekmop
Koka-Kona besepioxwus YHpaiHa

Yonmep Paccen [0pOoH,
[eHepaneHull dupekmop
Koka-Kona Ykpaina
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2009, a year of challenges and changes, is left behind.

The world economic crisis affected not only Ukrainians, it
touched every economy, nation, business and human being
on the planet. We have gone through uneasy times, but we
are very proud to say that Coca-Cola System in Ukraine has
overcome this trial with dignity.

It is even more exciting that our efforts to create a strong
workplace environment were noticed. Our united results-
oriented team, strong internal communication and
sustainable policy in personnel training, development and
motivation became key factors that made our company win
the 2009 Ukraine’s Best Employer award.

We may proudly call the past two years as very productive
in the marketplace standpoint as well. In the history of
Coca-Cola in Ukraine there was probably no other such
notable period by the number of new products launched.

As a member of the United Nations Global Compact

in Ukraine since 2006, we are committed to acting in
socially responsible ways and pursuing the sustainable
development of the communities we serve. It is a great
honor that our Company chaired the Environmental
Working Group during the past two years and the CSR and
Media Working Group in 2009. We take this responsibility
very seriously.

We have met our commitments and in particular, ensuring
high quality in everything we do: from educated personnel
to our services, and certainly in providing the highest
quality products to our consumers.

This report was developed to share our commitments

and progress in meeting these commitments. We have
accomplished many great things, but we will continue this
journey to make a positive difference in the communities
we serve and continue to keep our promises.

Marcel Martin,
General Manager
Coca-Cola Beverages Ukraine

Walter Russell Gordon,
General Manager
Coca-Cola Ukraine
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General Manager




3aranbHa iHpopmauis

MaibyTHE Haworo
6i3Hecy 3anexuTb
Big 0ob6pobyTy
rpomMag, B IKUX MU
NpaLEMO

Mornsap, Ha Haw 6Gi3Hec

KomnaHis Koka-Kona npautoe Haf, CTBOPEHHAM HOBKX Ta
NiATPUMKOLO ICHYKOUMX MPOEKTIB 3i CTAaN0ro pO3BMUTKY HaLlO-
ro 6i3Hecy Ta rpoMag, y IKUX MU XXMBEMO | NMPaLIOEMO.

Hawa komnaHis npautoe y 6inbLu, Hixk 200 kpaiHax i BCTaHO-
BWAa TiCHI 3B'93KM1 3 rpOMajamu Mo BCbOMY CBITY. Mu Bce-
6i4HO 3aLikaBneHi B eKOHOMiYHOMY f,06po6yTi Ta CcTabinb-
HOMY 3pOCTaHHi LMX rpoMag,

ToMy CBOEIO LLOAEHHOI POHOTO MU CNIPUSEMO EKOHOMIY-
HOMY pO3BMTKY MiCLLEBMX rpoMaj, 3abesneuytoumn pobo-
i MiCLLS Ha CBOIX MiANPUEMCTBAX, @ TAKOX Y CYMiDKHMX ra-
ny3ax.

3aranom 6i3Hec Koka-Kona € MicLeBUM AN KOXHOI KpaiHu.
Hawa npoaykuis Bupobnsetbcs Ha noHag, 800 3aBoaax no
BCbOMY CBITY, IKi HaNeXaTb HALWWM NapTHepaM-60Tnepam.
Ha umx 3aBofax Ta iHWKX NiANPUEMCTBAX MU HAJAEMO PO-
60Ty MiCLLeBUM XUTeNSM, NIaTUMO NOAATKM A0 MiCLLEBUX
6r0KETIB, CNNAYYEMO MiCLLEBUM MOCTavabHMKAM 3a TOBa-
pu, NOCAYIK Ta KaniTasbHe yCTaTKyBaHHS, Ta MiATPUMYEMO
IHBECTULIMHI NporpamMu Ha MicusX.

Y nigTpuMLI TaKMX Nporpam M1 nepeBaxHo 30ce-
peayKyeMOCh Ha TUX chepax, SKi aCoLitoTb-
CS1 3 HALLOIO AiS/BHICTIO, Y IKUX MU MAaEMO
3HAYHWI LOCBIA, TA B SKUX MU CIpaBAi
MOXXeMO 3p0BUTU 3HAYHMIA BHECOK.

Mornap Ha HawWw
bizHec

2007 poky Koka-Kona B Ykpa-

iHi cBATKYBana cBoe 15 piu-

ug B YKpaiHi. 3a ocTaHHi ae-

Kaav KoMnaHis nepetsopwmna-

CS B HAMMOTYXHiLWOro BUpo6-
HMKa 6€3anKOroNbHUX HanoiB,
KM BTAaMOBYE Cripary 6inbLu Hix
46 MinbMOHIB YKpaiHL,iB.

Intro Business Overview

The Coca-Cola Company is committed to creating and sup-
porting sustainable practices for our business and the com-
munities where we live and work.

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

We contribute to the economic success of each of these
communities through our day-to-day business, by providing
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. With our
bottling partners, we produce our products in more than
800 plants around the world. In those plants and other fa-
cilities, we employ local people, pay taxes to governments,
pay suppliers for goods, services and capital equipment,
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.

Business Overview

In 2007 Coca-Cola celebrated its
15th Anniversary in Ukraine. Over
the last 15 years, the Company
has become the country’s larg-
est producer of non-alcohol-
ic beverages, quenching the
thirst of more than 46 million
Ukrainians.

Our Business System

The Coca-Cola System in Ukraine
(hereinafter referred to as ‘Coca-
Cola Ukraine’) includes “Coca-Cola
Ukraine”, which is a representative of-
fice of The Coca-Cola Company, and “Co-
ca-Cola Beverages Ukraine™ a subsidiary of

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

CoujianbHuit 38iT 2010

OpraHisauis BeaeHHs 6i3Hecy B YKpaiHi

Cuctema KomnaHin Koka-Kona B YkpaiHi (Hagani — Koka-
Kona B YkpaiHi) Bkntouae Komnaito «Koka-Kona Ykpainay,
gKa € npeacTaBHMUTBOM KoMMaHii Koka-Kona (The Coca-
Cola Company) Ta «Koka-Kona besepinxmz YrpaiHay, aka,

B CBOIO Uepry, € A0YipHbOo koMnaHieto «Koka-Kona Xen-
NEHIK» — OAHOrO 3 HaMbinbWmMx «6oTNepiB» HamoiB (ce6-

TO BUPOOHMUTB, L0 pO3/IMBAOTL NMPOAYKLiO) Nif TOProBUMM
Mapkamu KomnaHii Koka-Kona'y cBiTi.

KomnaHii «Koka-Kona Ykpaina» Ta «Koka-Kona besepi-
[KK3 YKpaiHa» € OKpeMUMU Cy6’EKTaMM rocnoAaproBaHHS
K 3 IOPUANYHOI TOUKM 30pY, TaK | B KOHTEKCTi yNpaBAiHHS.
Koka-Kona - ue He nuwe Haniit abo 6peHa. Lle yHikanbHa
cucTeMma i3 6inbl Hixk 300 KoMNaHin, LWo NpauloTb Y MOHAL,
200 kpaiHax.

KomnaHis Koka-Kona (The Coca-Cola Company) cTBOploe Ta
3iMCHIOE MapKeTUHT BpeHAiB Ta TOProBUX MapoK. 3aCHO-
BaHa 1886 poky, KomnaHis, okpiM MapKkeTuHry, Bupobnse
[NS CBOiX BUPOOHULTB-60TNEPiB CMPONU AN BUTOTOBNEHHS
Hanois nig 6n13bko 400 6peHaamu. Komnaris Koka-Kona
po3pobnse i peanisye MapKeTMHroBi cTpaterii. [010BHUN
odic KomnaHii po3TawoByeTbcsa B ATNaHTI, a MicLeBi npea-
CTaBHMLUTBA pO3MillieHi y 6inbLu Hixk 200 KpaiHax CBiTY.

[etanbHiwy iHpopmauito npo KomnaHito Koka-Kona MoxHa
OTpUMaTH Ha IHTepHeT-canTi www.coca-cola.com

Koka-Kona XenneHik, MaTepmMHcbKa koMnaHis «Koka-

Kona besepipxu3 YkpaiHa» (Coca-Cola Hellenic, paHiwe —
CCHBCQ), — ue ppyra HaibinbLa y cBiTi kKoMNaHis-6oTnep,
L0 3aAMAETbCS PO3/IMBOM, MPOJAXKEM Ta AUCTPUBYLIED
6€3a/1IKOro/IbHMX ra30BaHMX HaMOIB HAa YyMOBaxX GpaHyan-
3uHry Komnanii Koka-Kona. 3apeectposaHa y lpeuii 2000
poky, Koka-Kona XenneHik Mae 6n13bko 41 000 npauiBHu-
KiB Ta pO3ropHyna CBO AisNIbHICTb y 28 KpaiHax: ABCTPil,
Ipnangii, Lseruapii, MisHivnin [pnanaii, Mpewii, Kunpi, ITanii,
bocHii Ta lepuorosuHi, Xopsarii, MakegoHii, Cep6ii, YopHo-
ropii, Yexii, YropwuHi, Monbuwi, PymyHii, bonrapii, Chosau-
yunHi, CnoseHii, J1aTsii, JIutei, EcToHii, Hirepii, BipmeHii, bino-
pyci, Mongosi, Pocii Ta YkpaiHi.

Coca-Cola Hellenic - the second largest Coca-Cola bottler
in the world.

“Coca-Cola Ukraine” and “Coca-Cola Beverages Ukraine” are
separate legal entities from legal and management per-
spectives. Coca-Cola is not just a beverage or a brand made
by one company - it is a unique system of more than 300
companies operating in over 200 countries.

The Coca-Cola Company (TCCC) creates and markets brands
and trademarks. Founded in 1886, The Coca-Cola Company
is the world’s leading manufacturer, marketer, and distribu-
tor of non-alcoholic beverage concentrates and syrups. To-
day, 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 Coca-Co-
la Company develops and implements marketing strategies.
The Coca-Cola Company corporate headquarters are locat-
ed in Atlanta, Georgia, USA, with local operations in more
than 200 countries around the world.

More detailed information on the Coca-Cola system is avail-
able at www.coca-cola.com.

Coca-Cola Hellenic is the world’s second largest bottling
company that produces, distributes, and sells carbonat-

ed soft drinks. It is a Coca-Cola licensed European bottling
company. Coca-Cola Hellenic was registered in Greece in
2000. Coca-Cola Hellenic has 41,000 employees and op-
erates in 28 countries: Austria, Cyprus, Ireland, Switzerland,
Northern Ireland, Republic of Ireland, Greece, Italy, Bosnia
and Herzegovina, Croatia, Macedonia, Serbia, Montenegro,
Former Republic of Yugoslavia, Czech Republic, Hungary,
Poland, Romania, Bulgaria, Slovakia, Slovenia, Latvia, Lith-
uania, Estonia, Nigeria, Armenia, Belarus, Moldova, Russia
and Ukraine. More detailed information on the Coca Cola
Hellenic system is available at www.coca-colahellenic.com.

Coca-Cola Beverages Ukraine (CCBU) produces, sells and
distributes non-alcoholic beverages under trademarks that
belong to the Coca-Cola Company, including sparkling bev-
erages, table waters and ice teas, juices and energy drinks.

Social Responsibility Report




3aranbHa iHpopmauis

Bin yacy npuabaHHs
3anopi3bkoro 3aBoAy,
KomnaHisa Koka-
Kona iHBecTyBana
noHag 12 MinbroHiB
nonapis CLLUA B
PEKOHCTPYKLiH0
NiANPUEMCTBA, i LieN
npoLecc TPUBAE.

Bxxe BcTaHOBNEHO
NiHii 3 po3nusy
kBacy y lNET Tapy
obemom 1,5 Ta

0,5 niTpa. byno
PEKOHCTPYMOBAHO
Bigainu depmeHTauii,
BOJOMIArOTOBKM, @
TaKOX CMPONOBApHE
BiAiNEHHS.

Mornsap, Ha Haw 6Gi3Hec

binbwe iHpopmauii npo Komnanito Koka-Kona Xenne-
HiK MOXHa LOBiAATUCh HA IHTEpHET-CanTi www.coca-
colahellenic.com.

«Koka-Kona beeepigxms YkpaiHa» Bupobnse, nponae ta
30iicHI0E AMCTpUOYLito 6€3anKoroNbHUX HanoiB Nif Topro-
BMMM Mapkamu (Hagani — ™), wo Hanexatb KomnaHii Koka-
Kona, BK/toyatoumn conoaki ra3oBaHi, CTOJIOBi BOAM Ta XO-
NOAHI Yai, COKM, a TAKOX EHepreTUYHI Hanoi.

Cucrema komnaHiin Koka-Kona B YkpaiHi

OdiuirtHe npeactaBHmuTBo KoMnanii Koka-Kona B Ykpai-

Hi BigkpuTo 1992 poky, oapasy nicns NnporonoweHHs He-
3anexHocTi Ykpainn. Cuctema Koka-Kona ctana ogHieto 3
nepLmx MiXKHapoOAHUX KOMNAHi, Ika BUSBMNA 3aLiKaBeH-
H$1 MPaLOBATH Ha YKPAiHCbKOMY PUHKY. Tak HApOAMIOCH Lie
O[He BiTYM3HSIHE MiANPUEMCTBO 3i CTa BiACOTKAMM IHO3EM-
HOrO KaniTtany, Ike Ha CbOrofHi iHBeCTyBano 272 MinbhoHu
ponapis CLUA B ekoHoMiKy Ykpainu Ta 50 minbioHis EBPO B
obnafHaHHS.

Mepwwnii 3aBon KomnaHii B YKpaiHi Biakpveca y JIbBoBi
1994 poky. A Bxe 1998 poky Ha NOBHY NOTY>HiCTb 3anpa-
LitoBaB HOBO36Yyn0BaHMI 3aBoA KoMnaHii «Koka-Kona bese-
pioxu3 YkpaiHa» 6insg mMicta bposapis, Ha KWiBLLMHI.

2008 poky KomnaHis «Koka-Kona YkpaiHa» 3asepmna
npuadaHHs TOProBoi Mapku «Spunos - KBacy HaTypasibHO-
ro 6pofiHHS, SKMIM BUTOTOBNSIETLCS HA 3aMOpi3bkOMY 3aBOAj
6e3ankoronbHux Hanois 3AT “BAH” (Big 2009 poky — «Keac
besepimxus»).

MpopoBXYy€ETLCS iHTErpaLisa NnpoueciB ynpaBniHHS BignoBia-
HO [10 3arasibHUX BUMOT LLLOAO SAKOCTi Ta 6e3neyYHoCTi npo-
LyKUii, gKi icHyt0Tb B cucteMi Komnanii Koka-Kona.

Mpautooum Ha yKpaiHCbKOMY puHKY, CucTema KomnaHin
Koka-Kona YkpaiHa gocsarna Barommx npodeciinHux, Bupob-
HUYMX Ta FPOMAACBKMUX YCMiXiB, NPO WO CBiAYaTb YNCNEHHI
Haropogam Ta Big3Haku. Cepen HUX:

BiasHaku

Tutyn «KoMnaHis, Wo Haguxae» — 3a pesynbraTamu
penTuHry b6isHec-xypHany «KomnaHboH» — 2005-2006
POKMU.

Intro Business Overview

The Coca-Cola System In Ukraine

Coca-Cola established a representative office in Ukraine in
1992, immediately after the country had gained indepen-
dence. Coca-Cola was one of the first international compa-
nies to invest in Ukraine. Inthe 17 years since then, Coca-
Cola System investments in the country have reached US$
272 million plus EUR 50 million as equipment.

The Company opened its first bottling plant in Ukraine in
the city of Lviv in 1994. Shortly afterwards, in 1998, Coca-
Cola Beverages Ukraine began production at a newly-built
facility operating at full capacity near the town of Brovary,
in the region of Kyiv.

In 2008 Coca-Cola Ukraine has closed acquisition of “Yary-
lo” trade mark. Kvass, a traditional Slavic beverage made
through natural fermentation, has been produced under
this trade mark at Zaporizhya Plant of Non-Alcoholic Bever-
ages - CJSC “BAN” (since 2009 - “Kvass Beverages”).

Integration of the management processes in compliance
with overall requirements on quality and safety existing in
the Coca-Cola Company is on track.

Plant certification in accordance with ISO 9001 (Quality),
ISO 14001 (Environment), ISO 22000 (Food Safety) is being
implemented in 2010.

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:

Recognitions:
1999 award for “Best Plant” from Food Engineering
International magazine

Certificate of appreciation from the Kyiv Region state
tax administration for conscientious fulfilment of tax
obligations in 2004

Recognition as an “Inspiring Company” in a survey

conducted by Companion business magazine in 2005-2006

Since the time of
acquisition, The
Coca-Cola Company
has invested over
US$ 12 million in
reconstruction of the
enterprise, and the
process continues.

New bottling

lines for 1.5 and

0.5 liter PET are
already installed.
Fermentation, Water
Processing, and
Syrup Preparation
sections have

been already
reconstructed.
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Mopska Bif KepiBHMUTBA [lepXaBHOi NOAATKOBOI
aaMiHicTpauii B KWiBCbKiit 06nacTi 338 CyMAiHHE BUKOHAHHS
noaaTkoBux 30608'93aHb — 2004 pik.

Harikpawmii 3aBog, poky — 1997 pik.

Haropoau

Harikpawmit poboTopaseLb YKpaiHu cepes BeMKUX
KOMMaHiW (penTuHr areHTcTBa Hewitt Ta HR Center) -
2009 pik.

«Kpawuii inBectop» Big KuiBcbkoi 06n1acHoi agMiHicTpauii
3a BKJ1aA y po3BuTokK Kuiscbkoi obnacti — 2009 pik.

“MatpioT KuiBwmHm 2008” Big Kuniscbkoi o6nacHoi
[lep>kaBHOi aAMiHICTpaLii 33 BigNoBiAaNbHE BeAeHHS
6i3Hecy Ta NiaTPUMKY MicLLeBUX rpoMa,

«bnarofinHuk Poky» - TpaHCHaLiOHanbHa KOMNaHiA
(2008);

«bnaroginHuk Poky» B KuiBcbkoi o6nacTi (2007);

Mpemis «bizHec-OnimMn» 3 NPUCBOEHHAM 3BaHHS «30/10Ta
Toprosa Mapka» (2002);

naypeat VIl MixXHapoAHOro BiAKPUTOro pedTUHry
NonynsapHOCTI Ta KOCTi TOBapiB Ta NOCAyr «30/10Ta
DopTyHa» y HOMiHALiT «SKiCTb TPETHOr0 TUCAYONITTS
(2002).

Cik ,[1o6bpuin” — nepemoxkeLb B HOMiHaLii «[1pofoBObYI
TOoBapu» BceykpaiHCbKOro KOHKYpPCY SIKOCTi MpoayKuii
«100 Harkpawumx ToBapis Ykpainm 2006-2007».

«Bubip poky» — Toprosa Mapka BonAqua (2002, 2004).

«Bubip poky» — npoxonoaxysanbHuii Hani «Koka-Kona»
(2004).

Aunnomu
MoyecHa rpamorTa Big BceykpaiHcbkoi rpomMacbKoi
opraHizauii ,Cot3 cnoxueadis YkpaiHu” 3a couianbHO
BiAMNOBIAANbHY NONITMKY Ta NiATPUMKY CMOXKMBYOIO PyXy B
Ykpaini - 2009 pik.
MoyecHa rpamMoTa 3a BHECOK y po3BMTOK bpoBapcbkoro
perioHy Bif bpoBapcbKoi AepxkaBHoi agMiHicTpauii — 2008
piK.

Awards:
“Best Employer of Ukraine” among large companies
(survey by HR Center in Ukraine and Hewitt) — 2009.

“Best Investor” from the Kyiv Region State Administration
for for the development of the Kyiv region image - 2009.

“Kiev Region Patriot 2008” award from Kyiv Region State
Administration for responsible business and community
support.

“Philanthropist of the Year” in the Kyiv Region (2007)

“Business Olympus” Prize with “Gold Trade Mark” Award
(2002)

8th International Open Rating of Goods and Services
Popularity and Quality: Winner of “Golden Fortune” prize in
the category, “The Quality of the Third Millennium” (2002)

All-Ukrainian Product Quality Contest “100 Best Products
of Ukraine 2006-2007”: Winner in the category “Food
products™ for Dobriy juice

“Choice of the Year”: BonAquaTM in 2002 and 2004
“Choice of the Year”: Coca-Cola refreshment drink in 2004

Diplomas:
Diploma from the Ukrainian public organization
"Consumers’ Union of Ukraine” for the socially responsible
policy and support of consumer movement in Ukraine
-20009.

Diploma for huge contribution in Brovary region
development received from Brovary State Administration
- 2008.

Diploma from the Ministry of Environment & Natural
Resources for new environmentally friendly technologies
implementation, natural resources preservation - 2008.

Golden Advertising Star diploma, 2002
Bronze Advertising Star diploma 2002

Food & Drinks diploma for the best product presentation
“Food & Drinks-2002”

Social Responsibility Report




3aranbHa iHpopmauis

Koka-Kona B
YKpaiHi npautoe
33 OCHOBHMMMU
NPpUHLMNAMMU,
AKi CKepoBYOTb
YCiX NpaLuiBHUKIB
[0 EANHOI METH,
BNPOBAAXYOTb
3acagm ycniwHoro
Gi3Hecy Ta
HaAMXaloTb Ha
LOCArHEHHS
HaMBULLUX
pe3ynbraTis.

MpuHumnnum gisnbHocTi Koka-Kona B YkpaiHi

[Ounnom Big MiHicTepcTBa OXOPOHM HABKOJIMLLHBOTO
NpUpOAHOro cepefoBmLLa YKpaiHU 3a po3pobKy HOBUX
€KOJOriYHO 6e3MneyHUX TEXHONOTIN Ta 36epexeHHs
npupoaxux pecypcis - 2008 pik.

[nnnom 3onoToi 3ipkn Peknamu 2002 poky
[Ounnom bpoH3zoBoi 3ipkn Peknamn 2002 poky

[nnnom Food&Drinks 3a kpalwy npe3eHTaLito npoaykuii
«Food&Drinks 2002».

[unnom naypeata koHKypcy «O6amMuUsM 40 CNOXKMBAYIBY.

[pamoTa bpoBapcbKoi paiaepkaaMiHicTpaLii 3a 3HaYHUM
BHeCOK B 3ab6e3neyeHHs BUKOHAHHS HaAXOAXEHb A0
6ropKeTiB yCix piBHIiB 33 1999 pik.

[wvnnom YkpLUCM 33 BUNYCK KOHKYPEHTOCNPOMOXHOI
NPOAYKLLT BUCOKOI SKOCTI, LLLO KOPUCTYETHCS NOMUTOM Ha
YKPaiHCbKOMY CMOXMBYOMY PUHKY, @ TAKOX 33 BUCOKMI
BHECOK Y pO3BMUTOK CTaHAapTM3aLii, MeTposiorii Ta
cepTudikauii.

MpuHumnu pisnbHocTi Koka-Kona
B YKpaiHi

Koka-Kona B YkpaiHi npautoe 3a 0OCHOBHUMM NPUHLMNAMMU,
SKi CKEpPOBYIOTb YCiX MPaLiBHUKIB [0 EAMHOI METU, BNPOBA-

[KYHOTb 3aCafM ycniwHoro 6i3Hecy Ta HaaMXaTb Ha J0-
CSATHEHHS HANBULLMX pe3y/bTaTiB.

OcCb HOTUPU PO3AiNK, KOXKEH 3 SKUX MOKJIMKAHWUIA PO3KPUTHU
Ta NPOAEMOHCTPYBATH Halikpalli pakTUKM Ta NepeaoBuid 40-
cBig Haworo 6i3Hecy B YkpaiHi 3a nepiog 2008-2009 pokis:

Po6oue Micue

Mwu npautoeMo B aTMoCcdepi BiaKpUTUX B3AEMUH, BUCOKOIT
NPOAYKTUBHOCTI, Ta YiTKO PO3YMIEMO, LLO NOTPiIBHO ANg f0-
CATHEHHS HAMBULLMX MOKA3HWUKIB SKHAMYCMILLHILLIOrO 34iK-
CHEHHS$ HALWOro Yy HaloMy Bi3Heci.

JoBkinng
Mwu npautoemo Tak, LWobw Lie i AoBKINNS BiA4yBano Haw 3a-
XWUCT Ta Typ6oTY. YCi Hawi Aii Ta pilleHHs FPYHTYIOTbCS Ha
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Laureate diploma in the “Towards the Customer Needs”
contest

Merit Certificate from Brovary District State
Administration for substantial contribution to enforcement
of the budget revenues at all levels in 1999

UkrCSM diploma for manufacturing high-quality
competitive products for the Ukrainian consumer market
and for noticeable contribution to the development of
standardization metrology and certification.

Coca-Cola Beverages Ukraine
Summary Of Operating Principles

Coca-Cola Beverages Ukraine conducts its business in ac-
cordance with operating principles established by Coca-Co-
la Hellenic Bottling Company. These principles guide all
employees, inspiring them to work together to achieve out-
standing results.

In accordance with Coca-Cola Hellenic operating principles,
this report by Coca-Cola Beverages Ukraine is divided into
four sections, reflecting our business’ commitments in the
areas of:

Workplace

Our commitment is to foster an open and inclusive envi-
ronment, where a highly motivated, productive, and com-
mitted workforce drives business success through superi-
or execution.

Environment

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

Marketplace

Our commitment is to provide products and services that
meet the beverage needs of our consumers. In doing this,
we provide sound and rewarding business opportunities
and benefits for our customers, suppliers, distributors, and
local communities.

Coca-Cola Beverages
Ukraine conducts

its business in
accordance with
operating principles
established by
Coca-Cola Hellenic
Bottling Company.
These principles
guide all employees,
inspiring them to
work together to
achieve outstanding
results.

[nobanbHwui [lorosip
- no6poBinbHa
opraHisauis, 4neHu
SKoi 6epyTb Ha
cebe nobpoBINbHiI
3000B’13aHHS

i3 coLianibHOI
BiNOBiAaNbHOCTI,
Ta ocobamBy

yBary npuainstoTh
JNOCSAITHEHHIO

uinen Opranizauii
06’epgHaHux Hauin
Y 4-X OCHOBHMX
chepax. Lle — npaBa
NOANHW, TPYAOBI
BiAHOCKMHU, Typ6OTa
npo AOBKINNS

Ta 6bopoTbba

3 KOpYmui€to.
YneHn-y4acHUKM
[mobanbHoro
[orosopy MatoTb
BNPOBAAXYBATH

10 yHiBepcanbHux
NPUHLMNIB, SKi

€ HaMKpaLLMMHU
3ax0/aMu Mo
JOCSITHEHHIO LIMX
uinen
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MPUHLMNAX MOCTIMHOIO PO3BUTKY Ta LOMNAAY 33 HABKOULL-
HiM cepefoBULLEM.

PuHoK

Mwu 3a6e3ne4yeMO HaNnosIMM HaLWMX CNOXMBAYIB BiAMNOBIA-
HO [0 iXHix NoTpeb Ta cMakiB. BTintowoum uei npuHumn, Mm
Ha[AaEMO YyO0Bi MOXIMBOCTI AN PO3BUTKY HALUMX KNIEHTIB,
NoCTa4aNibHUKIB, AMCTPUBHOTOPIB Ta MiCLLEBMX rPOMAS.

FpomapacbKicTb

Mu iHBeCTyeMO Yac Ta pecypcu, abv BAOCKOHaNOBaTH
SKICTb XXMTTS Ta BUCTYNATH iHILIAaTOPOM HalSCKpaBiMX Ta
HaMBAXXMBILLMX TPOMALCLKMX MOAIN.

Fno6anbHuii Jorosip

2006 poky Koka-Kona B YkpaiHi gonyyunacs no rmobansHo-
ro lorosopy OOH i 3 yci€to BiANoBiAaNbHICTIO CTaBUTLCA [0
BNpoBaAyXeHHs oro Jecatu MpuHumnis.

MpuHUMNM NpaB NLLAUHU

MpuHuMn 1: KoMepuiiHi KOMNaHii NoBMHHI 3abe3neyvyBaTu
Ta NOBAXaTW 3aXMCT NPaB JIOAUHU, MPOTOOLLEHNX HA MiX-
HapOoLHOMY piBHi.

MpyHUMN 2: KOMEPLiMHI KOMNaHii MOBMHHI BiACNILKOBYBATH,
W06 iXHS BNacHa AiaNbHICTb HE CNpMsIa MOPYLIEHHIO NpaB
TIIOAMHM.

MpuHUMNK npaui

MpuHLMN 3: KOMEPLiMHI KOMNaHiT NOBUHHI NiATPUMYBA-
TM cBO6OAY 3i6paHb i Ai€Be BU3HAHHS NpaBa Ha KONEeKTUB-
Hi yroau.

MpuHLMN 4: KOMEPLiHI KOMNAHIT MOBMHHI CNPUSTH BUKOPI-
HeHHIo NpuMycoBoi abo 060B’13K0BOI NpaL.

MpuHuMn 5: KOMepLiMHi KOMNAHii NOBUHHI CNPUATH KiEBOMY
BMKOPIHEHHIO AMTAYOI NpaLi.

MpuHUMN 6: KOMEPLiMHI KOMMNAHii NOBMHHI CNpUSTU Ai€BO-
MY BUKOPIHEHHIO AUCKPUMIHALT y MUTAHHAX NpaLeBnaLuTy-
BaHHS.

EkonoriuHi npuHUMnu
MpuHuMn 7: KomepuiiHi KOMNaHii NTOBMHHI AOTpUMYBaTHCA
0b6epexHOCTi y Niaxoaax 1o eKoNOriYHUX npobnem.

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 rel-
evant initiatives.

Global Compact

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

Human Rights
Principle 1: Businesses should support and respect the pro-
tection of internationally proclaimed human rights; and

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

Labour Standards

Principle 3: Businesses should uphold the freedom of asso-
ciation and the effective recognition of the right to collec-
tive bargaining;

Principle 4: the elimination of all forms of forced and com-
pulsory labor;
Principle 5: the effective abolition of child labor; and

Principle 6: the elimination of discrimination in respect of
employment and occupation.

Environment
Principle 7: Businesses should support a precautionary ap-
proach to environmental challenges;

Principle 8: undertake initiatives to promote greater envi-
ronmental responsibility;

Principle 9: encourage the development and diffusion of
environmentally 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 26, 2006 with the support of leading Ukrainian and
international companies and high-ranking officials of the

Social Responsibility Report

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.
Participants in

the network

are expected to
implement a set

of ten universal
principles which set
out best practice in
the achievement of
these goals

By end-2009,

more than 6,500
companies
worldwide have
become members of
the Global Compact



3aranbHa iHpopmauis

Ha kiHeupb 2009
pOKY BXe binblue 6
500 komnaHin y cBiTi
CTaNM yHaCHUKAMM
nobanbHOro
[orosopy.

MpuHumunu gisnbHocTi Koka-Kona B YkpaiHi

MpuHuMn 8: KOMepLiMHi KOMMNAHii NOBMHHI iHiLitoBaTM NO-
LUMPEHHS eKONOTiYHOI BiANOBIAANBHOCTI.

MpuHLMN 9: KOMePpUiMHi KOMNaHii NOBUHHI CTUMYNOBATU
PO3BUTOK | pO3MOBCHAXEHHS €KONOTIYHO YUCTUX TEXHO-
NOrin.

AHTUKOPYNLiAHWIA NPpUHLMN

MpuHumn 10: KoMepLiMHi KOMNaHii NOBUHHI NPOTUAIATH
6ynb-aK1MM hopMam KopynLii, BKJIOYHO i3 3AMPHULTBOM.

Mpe3eHTauis MMobanbHoro forosopy B YKpaiHi Bigdynacs
26 kBiTHa 2006 poky 3a NiATPUMKM NPOBILHUX YKPATHCbKMX
Ta M>KHApOAHMX KOMMNaHil Ta BUCOKMX NOCAA0BLIB Ypsay
Ykpainu. [Nepwmmu nignucaHTamu iHidiatuem ctano 34 npo-
BifHi yKpaiHCbKi Ta Mi>XKHAapOAHiI KOMNaHii, acouiaii Ta Hey-
pA4oBiI opraHisauii.

LlinHocTi KomnaHii Koka-Kona XenneHik
botniHr Komnani

BippaHictb
MU pOKNafAEMO BCiX 3yCUIb AN BUKOHAHHS CBOET pob0oTH
Ha HaMBMLLOMY NpOodeCiAHOMY piBHI.

KonekTuBHa npaus

Mu eceKTMBHO BNPOBAAXKYEMO HaMKpaLLi METOAM poboTH,
Ha[AEMO NiATPUMKY CBOIM KOMIEraM y BUPILLEHHI 3aBAaHb,
LU0 MOCTAB/EHI SIK B paMKax OLHI€i KpaiHuW, TaK i nepes KOM-
naHieto «Koka-Kona Xennewik» 3aranombotniHr Komnai B
LifIoMy, BUKOPMCTOBYHUYM peCypCu Ta [OCBIA BCiei KomnaHii.

BianosiaanbHicTb

MU nepcoHanbHO BiANOBIAAEMO Nepes CBOIMM Konera-

MW 3@ BUKOHAHHS MOCTaBEHNX Ta Y3MOroAXXeHux Linem 1a
3aBAaHb.

MpauiBHUKK

Mwu 30cepenxeHi Ha CTBOPEHHI TakmMx yMoB B KoMnanii, 3a
SKMX BUCOKOKBaNihikoBaHUM i MOTMBOBAHMM NpaLiBHUKAM
rapaHTYETbCS HAaBYaHHS, NpodeCiiMHMiA picT, LikaBa poboTa,
camonoBara, riiHa BMHaropoAa 3a BUKOHaHy npaLwo Ta 3a-
[OBO/NEHHA BiA, ii pe3ynbraris.

AkicTb
[0n0BHWMM 3aBAAHHAM HaLoro 6isHecy € LOCATHEHHS BUCO-
KOi IKOCTi B YCiX rany3sx y BUpo6HWULTBI, B poboTi 3 N10ab-
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Ukrainian government. Thirty-four Ukrainian and interna-
tional companies, associations and non-governmental or-
ganizations became the first signatories of the initiative in
Ukraine.

Core Values of Coca-Cola Hellenic Bottling
Company

Commitment

To stretch ourselves to deliver outstanding performance.

Teamwork

To effectively share best practice, support our colleagues
to achieve both country and group-wide goals, and to draw
from the best resources available within the group.

Accountability
To be individually and transparently accountable to our col-
leagues for delivering agreed targets and goals.

People

To focus on creating an environment in which a group of
highly skilled and motivated people are exceptionally well
trained, developed, challenged and respected.

Quality

To be committed, in each part of the business, to total qual-
ity of product, customer service, operations, execution in
marketplace and people.

Integrity
We will conduct our business openly and honestly to the
highest ethical business standards.

MM, B 06CTYroBYBaHHI HAaLWMX KNIiEHTIB, B AiSNIBHOCTI BCiX
niapo3ainis Ta B NiATPMMaHHI BUCOKMX CTAHAAPTIB pobo-

TV Ha PUHKY.

YecHicTb

Mwu npoBoauMO Haw 6i3Hec BiAKPUTO i YECHO, LOTPUMYLO-

YMCb HAMBULLMX ETUYHUX BUMOT.

Miciga Ta wiHHOCTI

«Koka-Kona besepifxus YkpaiHa»
po3pobuna BNacHy Micito Ta 3Bep-
Ta€ yBary Ha yKpaiHCbKi MapKeTUHIO-
Bi 0C06/MBOCTI.

KopnopaTtuBHe 6a4eHHs

Hawa KoMnaHis — ue 6e3cyMHiBHMI
nifep Ha KOXXHOMY PUHKY, Ae BOHA
NpaLoe.

Mu pocariemo nipepcbKoi nosuui
yepes:

Po3BuTOK Ntoael 40 HaMBULLLOTO PiBHS
MalCTEePHOCTI

BcTaHOBNEHHS MApTHEPCHKMX BiAHO-
CMH 3 KJTIEHTAaMM Ta 33J,0BOJIEHHS MO-
Tpeb HaLMX CNOXMBAYIB

Locnig>eHHsi HOBUX MOX/IMBOCTEN Ta
iHHOBALLiH

Po3BUTOK HaMKpaLUuMx opraHisaLifHux
3pibHocTeNn

HenepeBepLeHicTb y HassHocTi, [Mpu-
nMHATHOCTI, lNepeBasi Ha puHKY Ta Mpo-
CYBaHHi TOBapy Ha pMHOK
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OnTumisauito BapTocTi 06cnyroBy-
BaHH$

Mu npautoeMo BigNoBIAANbHO 414 3a-
6e3neyeHHs cTabiNIbHOCTi HalLoro 6i3-
Hecy, HaLoro CycninbCTBa Ta CBITY, B
SKOMY XXMBEMO.

Micia

«BramoByBaTy Ccnpary HalMX CNOXu-
BauiB; OyayBaTH MAapTHEPCHKI BiAHO-
CMHM 3 HALUMMM KNIEHTAMM; FiAHO BK-
HaropoA)XyBaTW HalUMX akLioHepiB
Ta CNpUATU NOKpPaLLEHHIO A06pobyTy
KpaiH, B AKX MU MPALLOEMO.

LliHHocTi

YecHe BeeHHs 6i3Hecy Ta LOTPUMAH-
HSl CBOFO C/I0Ba.

LLlmpe nparHeHHs 6yTv Henepesep-
LEHMMU B YCbOMY, LLLO MU POBUMO.

KomaHzHa 6opoTbba 3a nepemory.

MparHeHHs, Wwo6 Halli NtoAM NOBHICTHO
pO3KPWBANM CBilA MOTEHLLiaN.

BinkpuTe, yecHe Ta MoBaXKHe CTaB-
JIEHHSA 00 KOXXHOTO.

Mission and values

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

Corporate vision
The undisputed leader... in every
market in which we compete.

We will achieve this 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

Social Responsibility Report

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

Mission

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

Values
Acting with integrity and
delivering on every promise

Committing passionately to excel
atall we do

Competing to win, as one team

Ensuring our people reach their
full potential

Treating everyone openly,
honestly and with respect.




Poboue Micue
Workplace




Po6oue micue Workplace

“Sales personnel of the Coca-Cola Beverages Ukraine is al-
ways precise, courteous, understand the client and offers
exactly what we need. We receive all services in full and

Coca-Cola Beverages Ukraine is a team of 1,600 talented, Each job created
hard-working and inspired employees who work in 26 within the Coca-

locations around Ukraine. Cola system results

«Toprosui nepcoHan Komnanii Koka-Kona besepigxm3
YKpaiHa» 3aBXAM NYHKTYaNbHUIA, BBIYIMBUIA, PO3YMIE Ki-
€HTa i MPOMNOHYE CaMe Te, Lo HaM NoTpi6Ho. Mu oTpuMyeMO

KoxHe p060t.|e Koka-Kona B YkpaiHi — Le KOMaHAa TanaHoBUTUX, NMpaLie-
micue y Koka-Kona MOBOHMX T HATXHEHHMX NPALiBHMKIB, LLO HAPaxoBye 6/113b-
B YKpaiHi CTBOpIOE Ko 1 600 ocib y 26-Tn dinisix Ha BCil TepuTopii YkpaiHu.

NMOBHWIA KOMMJIEKC NOCAYT i Ay>XKe 3a0BOJIEHi CEPBICOMY.

AHOpiti 3a6onomHud,
Jupekmop 8i00iny 3akynisens,
3AT «@ypwem»

«$ npuiwoB y KomnaHito «Koka-Kona besepinxus Ykpai-
Ha» 3BMYaNHMM TOProBUM NPEeACTaBHUKOM. 3aBASAKM CBO-

i HaNoONEernMBOCTI Ta CUCTEMI HABYAHHS, KA ICHYE B Ha-

LWiM KOMMaHii, 1 NPOMLLIOB BECh LWAAX, | TENEP 0400 BeNU-
Kuit KomepuiiHuii Bigain, wrat skoro Hanivye 900 ocib. 4
BLASYHMIA CBOIM KOMNAHIi 3@ MOX/IMBOCTI, IKi BOHA BigKpU-

BA€E KOXKHOMY».

leopaiti Ckopuk,
KomepuitiHuli dupekmop,
Koka-Kona besepioxwus YkpaiHa

«Mu nocTavaemo uykop ang
KomnaHii Koka-Kona bese-
pinxm3 YKpaiHa, IKui BUKO-
PUCTOBYETLCS 419 BUPOOHU-
LTBa Pi3HOMaHITHMX B6e3anko-
ronbHMx Hanois. Lla Komna-
Hi — OZIMH 3 HaLWKMX HaMbiNb-
LWMX Ta HAMBUMOIUBILLIMX KJi-
€HTIB. 3aBOAKM iXHIM 3aMOB-
JIEHHAM 6araTo CiNbCbKOroc-
NoAapCbKMX MiANPUEMCTB 3a-
6e3neyeHi poboTot i OTpUMY-
I0Tb FiIHY BUHAropoay. A mu
3000B’a3aHi CTEXUTU 3a AKICTIO,
SKa 3aBXX M NOBMHHA BiAMNOBI-
03TV HAUBULLMM MDKHAPOAHUM
HOpMaM.»

Bikmop lsan4uk,
[eHepansHuli Oupekmop,
TOB «Acmapma-Kuie»

b seal e

are very satisfied with their level.”

Andriy Zabolotny,
Purchase Department Manager
“Furshet” retail network

"I've joined Coca-Cola Beverages Ukraine as a sales repre-
sentative. Thanks to personal diligence and the inclusive
training system in our Company, I've developed my career
and now head a large Commercial Department of 900 per-
sons. | am grateful to our Company for the opportunities it
provides to every employee.”

George Skorik
Commercial Director
Coca-Cola Beverages Ukraine

“We supply sugar for Coca-Co-
la Beverages Ukraine, which is
used to produce various bever-
ages at their plant. This Com-
pany is one of our biggest
and most demanding clients.
Thanks to their orders, many
agricultural firms are supplied
with jobs and receive wor-
thy rewarding. And we are re-
quired to keep up with quality,
which shall always correspond
the highest international
standards”.

Viktor Ivanchyk,
General Director,
LLC “Astarta-Kyiv”

8 nOOATKOBUX Y
CYMDKHMUX ranyssax —
FOIOBHUM YMHOM Lie
cdhepa nocTayaHHs
Ta po3apibHa
Toprisns.
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MpuHuMnu pisnbHoOCTI

Hawa meTa — cTBOpUTH Taki yMOBM, 33 SKUX BUCO-
KOKBanidikoBaHi, MOTMBOBAHI, aKTMBHI Ta BigAaHi
KoMmnaHii npauiBH1kn Mornu 6 edekTUBHO Ta Kic-
HO BMKOHYBATM CBOI poboTy.nix BCiei KonaHii.

KntouoBi npuHumnnu KomnaHii:

1. My BCTaHOBAIOEMO MiLlHi Ta BiAKPUTI B3aEMUHM
MiX npauiBHMkaMu KoMnawii, nigTpuMyoum 3 HUMK
MOCTIMHWUIA 3B’A30K.

2. Mu cTaBMMOCS 40 NpaLiBHUKIB BBIYIMBO, 3 Tia-
HiCTI0 Ta MOBAro.

3. M1 poTpUMYy€EMOCS YCiX BUMOT YUHHOIO 3aKOHO-
[aBCTBA, IKe, 30KPEMa, PEryt€ KinbKiCTb poboumnx
rOZMH, po3Mip KOMNEHcaL,ii, HegoMyCTUMICTb ANC-
KpUMiHauii ToLo.

4. MU LiHYEMO Ta MOBAXXAEMO YCiX NPALiBHUKIB He-
3a/1€XKHO BifZ HALLOHANbHOCTI, pacy Yu BipOCMOBI-
DaHHS.

5. Mu nparHeMo BUKOHYBaTK CBOK pobOTY Ha Hal-
BULLOMY NpOdECiMHOMY piBHi.

6. My rigHO BMHAropoaXyeMO HalIMX NpaLiBHUKIB
3a BUKOHAHY MpaLiio.

7. My 3abe3neuyemMo ymMoBM Ans npodeciiHoro Ta
0Co6MCTOro pocTy.

8. M1 rapaHTyeMO HalumM NpauiBHWKaM 6e3neky Ha
po6oyomy MicLi.

Operating Principles

Our commitment is to create conditions in which
highly qualified 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 employees through regular
communications.

2. We treat our employees with fairness, 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 professional and
personal development.

8. We guarantee a safe workplace for our
employees.

Social Responsibility Report

in the creation of 8
additional jobs in
related industries -
primarily in supplier
and retail businesses.



Po6oue micue

3a 2008-2009 poku
Cuctema KomnaHin
Koka-Kona B YkpaiHi
cnnatmna noxHagn 520
MiNbMOHIB rpMBEHb
noaaTKiB.

2008 poky

MW MOBHICTHO
3anpoBaguniun
CUCTEMY OXOPOHM
300poB's | besnekn
Ha poboyomy Micui
OHSAS 18001.

KntouoBi npuHuunu Komnanii

3aKoH — HacaMnepea

[ns Koka-Kona B YkpaiHi YiTke 4OTPMMaHHS BCiX 3aKOHO-
[.aBYMX BUMOT € CMPaBOLO YecTi. ToMy BignoBiAHICTb HOp-
Mam KopeKcy 3aK0oHiB Mpo npaLto i BUKOHAHHS YCiX AepaB-
HWUX BUMOT LLOA0 COLLIabHOMO 3aXMUCTY Y BiAHOCUHAX MiX
Koka-Kona B YkpaiHi Ta ii npaLiBHMKaMK BBaXXa€ETbCS HEMO-
pYLHMM NpaBuaIOM Hawworo b6isHecy. [po3opa BuniaTa 3a-
po6iTHOI NNaTHi, couianbHi BiApaxyBaHHs (8o MNeHcinHoro
doHay Ta DoHAY CoLianbHOro CTpaxyBaHHS), CTPAXyBaHHS
Ha BMMNafok 6e3pobiTTa, Bif HELLACHMX BUNAKIB HA BUPOO-
HUUTBI — Lie Haw 6e33anepeynunii 060B'930K.

OpHak Koka-Kona B YkpaiHi nigTpuMye cBoix NpauiBHKUKIB
He NnLLe B paMKax YHHOr0 3aKOHOABCTBA, @ 3anpoBaanna
HW3KY A,OA3KOBMX MaTepiasbHUX 3a0X04€EHb, L0 Aonomara-
I0Tb IIOAAM Nif, Yac OAPYXKEHHS, HAPOAXKEHHS AiTEN YM Npu
IHLMX BXIMBUX NOLIAX Y IXHBOMY XMUTTI.

Be3neka Ha no6o4oMy Micui

CraHpapT OXOpOHM MpaLi, 340poB’a, NpodeciiHoi Ta Tex-
HiyHoi 6e3nekn OHSAS 18001 — ue MiXKHapoAHO BU3HA-
Ha cMCcTeMa, aKa nepenbayae BUKOHAHHS BUMOT LOA0
HOpPMaTMBHO-MPaBOBUX, COLLIaNIbHO-EKOHOMIYHMX,
OPriHi3auiMHO-TEXHIYHMX, CAHITAPHO-TIMIEHIYHMX Ta
NiKyBanbHO-NPOdiNakTUYHMX 3acobiB Ta METOAIB, LLO CNps-
MOBaHi Ha CTBOPeHHS 6e3neYHMX yMOB NpaLi 3rigHo 3
HOpPMaTMBHO-NPaBOBUMM aKTaMu YKpaiHu, CBITOBUMU CTaH-
naptamum Cuctemun Komnanin Koka-Kona, a Takox npose-
[eHHS nonepeayBanbHUX 3aX04iB Ha NiaCTaBi ineHTUdI-
Kauii pu3mKiB, IX YCYHEHHS Ta 3HWXKEHHS iX piBHS A9 nep-
COHany niaAnpueMCTBa, NiAPSAHUX OpraHi3aLii, BiagiayBa-
4iB, 3aLLiKaBNIEHMX Ta TPETiX 0Cib.

PesynbraTom BnpoBaaxeHHs Ha nianpueMcTei OHSAS
18001:2007 € nocTifHe NOoKpaLLeHHs YMOB npaLi, po3po6-
Ka i BNpOBaAXXEHHS HU3KM MonepeyBanbHUX 3aX0L4iB, AKi
[,0MoratTb YHUKHYTU NOPYLIEHb BUMOT [0 6e3neku npadi.

Koka-Kona beBepipgyxm3 YkpaiHa BxXe m'siTb poKiB noci-
[oBHO BrnpoBazxye OHSAS 18001, pe3ynstaTom 4oro cTaB
ycniwHo nporaeHnin y 6epesHi 2008 p. 3aBepwanbHuii (S3)
MiXXHapoaHui cepTudikauinHuid ayout OHSAS 18001:1999,
ay TpaHi 2009 p. - MixxHapoaHWI HarnanoBui S4 ayout
OHSAS 18001:2007.

Workplace Key operating principles

Law is first

Strict adherence to all legal requirements for our business
is a core responsibility and a matter of honor. We maintain
strict compliance with the Ukraine Labor Code and all re-
quirements for social protection and worker involvement,
and ensure payment of all social charges - including pen-
sion and social insurance funds, unemployment compensa-
tion and work accident insurance.

Exceeding the legal requirements, Coca-Cola Ukraine pro-
vides numerous other social benefits and incentives to sup-
port its employees on the occasion of marriage, child-birth
and other important events in their lives.

Occupational health and sefety

The OHSAS 18001 standard for occupational health pro-
tection and professional and technical safety management
is an internationally acknowledged system that integrates
the requirements of both regulatory legal acts and preven-
tive, regulating, social and economic, sanitary and hygien-
ic, medical and prophylactic means and methods to ensure
safe labor conditions according to the regulatory legal acts
of Ukraine, world standards of the Coca-Cola system and
OHSAS 18001 requirements.

Implementing OHSAS 18001 results in continual im-
provement of working conditions and the development
and implementation of measures to prevent worker safe-
ty violations.

Coca-Cola Beverages Ukraine has used the system for five
consequtive years to improve working conditions. In March
2008 the company successfully passed the final S3 inter-
national certification audit OHSAS 18001:1999; and in
May 2009 - S4, the international supervisory audit OHSAS
18001:2007. Besides, the company is the first enterprise in
Ukraine to receive an OHSAS 18001:2006 (May 2008) and
OHSAS 18001:2007 - inJune 2009.

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

Medical insurance for employees and their family members
is one of additional benefits the Company provides since

In 2008-2009 the
Coca-Cola System in
Ukraine paid taxes
for over UAH 520
million.

In 2008 we

have introduced

the system for
occupational health
protection and
safety at workplace
OHSAS 18001 in full.

binbwe 460 000
KOpMCTYyBaYiB
iHTEpHeTY BiABIAaNo
BeO-CTOPiHKY
BigAiny nepcoHany
Koka-Kona
besepiaxm3 YkpaiHa
CTaHOM Ha rpyaeHb
2009 poky

CoujianbHuit 38iT 2010

LLle y TpaBHi 2008 p. Hawwe nignpreMcTBO nepwmM B YKpa-
iHi 6yno cepTudikoBaHo 3a cuctemoto ACTY-M OHSAS
18001:2006, a y 4epBHi 2009 p.- 32 OHSAS 18001:2007.

OkpiM TOro, M1 BNpOBaAXKYEMO iHLUI MPOrpamMm 3 OXOPOHU
300pOB’A, TaKi K 3anobiraHHsa A(H1N1) ta BIJ1/CHIL.

Cepepn LOAATKOBUX MiNbT, IKi MaKOTb HALWi CNiBPOITHUKHK, —
MeAuyHe CTpaxyBaHHA AN CNiBPOBITHUKA Ta YNEHIB Oro
ciM’i, sike icHye B KomnaHii 3 1999 poky. Mporpama oxo-
MNJKOE YCi OCHOBHI BUAM NiKapCbKOi JOMOMOTM Nif, 4ac XBO-
pobu — Le Hapae noaaMm binblue BNEBHEHOCTI Y XUTTI i
npawi.

Mia6ip Ta po3BUTOK NepcoHany

Koka-Kona YkpaiHa — Le cnpaByHs WKona aaa cBoix npa-
LIiBHWMKIB, e KOXXeH MOXe HabyTn HOBMX 3HaHb Ta BLOCKO-
HanoBaTH CBOI MPOdECiMHI HAaBUUKU.

OcHogHi uwiHHOCTi Koka-Kona YkpaiHa narnu B 0CHOBY YHi-
KanbHOI KYNbTYpU BUCOKOTO PiBHS, LLO AAE MOX/MBICTb
KO>XHOMY NpaLiBHUKOBI pO3BMBATHCH, OYTH BiANOBIAHO MO-
TMBOBAHMM Ta OTPMMYBATY BiANOBIAHY BUHArOpPOAY.

Mporpama ang craxepis

Koka-Kona B YkpaiHi 3aBxau paaa BiTaTi y CBOiX 1aBax Ta-
NAHOBWTMX Ta NPaLLbOBUTUX NtoAeN. MeTor Nnporpamu ans
CTaxepi., 3anoyatkoBaHoi 2004 poky, € NiAroTyBaHHA no-
BHOLLIHHMX CNeLianicTiB 3 YXNCNA HAWKPALLMX BUMYCKHMKIB
BMLUMX HaBYaSIbHUX 3aKNaAiB, pO3BMTOK iX NpodecinHux
3HaHb i HABMYOK, NilepCbKMX AKOCTEN Ta HabyTTa 4OCBIAY B
6i3HecoBii cdepi, a BigTak N0AaNbLOro npaLeBnawTyBaH-
Hs B Koka-Kona B YkpaiHi. [porpama no3sonse monogi 6e3
[ocBigy poboTn cnpobyBaTh CBOI CUAIM Y OAHIN 3 HaryCniL-
Himx 6i3Hec-cTpyKTYp CBIiTY, @ Koka-Kona B YkpaiHi, cBO€0
4eproto, — NOMOBHIOBATM NEPCOHAN eHEpPriiHMMU Ta 3aB39-
™MK Kapgpamu. CTyAeHTU 3aBXK AN MOXYTb Ai3HAaTUCh NPO
nporpamy CTaXKyBaHHSA Ha canTi www.coca-cola-job.ua. Lis
Be6-cTopiHKa 3anpautoBana we 2006-ro poky i € pecypcom,
aKui go3sonse KomnaHii cninkyBaTmcs 3i CBOIMM NOTEHLi-
HWMMM NpaLiBHUKaMu 6inbll eheKTUBHUM Ta 3pyYHUM CMo-
coboM. KoxxeH 0X04mnit MoXKe 3aiTh CHOAM | OTPUMATU MOXK-
NMBICTb NpUEAHaTMCS A0 koMaHan Koka-Kona B YkpaiHi.

1999. The insurance covers all main aspects of medical as-
sistance in case of illness, providing employees with greater
certainty in Llife and work.

Talent recruitment and
development

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

The mission and values of Coca-Cola Ukraine provide
the foundation for a uniquely rewarding culture that in-
cludes development, appropriate motivation and proper
compensation.

Trainees program

Coca-Cola Ukraine is always glad to welcome talented 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 education institutions
and prepare qualified professionals by providing them with
specialist knowledge, leadership skills and hands-on ex-
perience in a business environment, in preparation for em-
ployment by Coca-Cola Ukraine. The program allows these
young people to gain experience in one of the world’s most
successful businesses and provides Coca-Cola Ukraine, in
turn, with an opportunity to build a new generation of
skilled, energetic and motivated employees. Students can
always find information on the program at www.coca-cola-
job.com.ua. This page was launched back in 2006, allowing
the Company to communicate more effectively and easily
with potential employees. Anyone can visit the website to
learn about new vacancies and opportunities to join the Co-
ca-Cola team in Ukraine.

An annual process of employee performance rating and in-
dividual planning for personal and professional develop-
ment facilitates continual improvement and encourages
employees to develop their potential and build their ca-
reer with Coca-Cola. Strategic programs for professional de-
velopment and experience exchange, numerous special-

Social Responsibility Report

More than 460,000
internet users have
visited the Coca-Cola
Beverages Ukraine
Human Resources
web page as of
December 2009



Po6oue micue

KomnaHis Koka-
Kona besepigxu3
YKpaiHa NULWAETHCS
cBoeto [Nporpamoto
CTaXKyBaHH$
MOJI0AMX
cneuianicTis.
MNpotarom 2008 -
2009 pokis 1500
CTYAEHTIB Noganu
CBOI 3a5BKM Ha
y4acCTb Y AaHi
nporpami. 3 NoMmix
HMx Byno BigibpaHo
11 kaHampaTise

LNSt CTaXKYBaHHS,

a 9-Tbom 6yno
3aMponoHOBaHO
MOCTIMHMI KOHTPAKT
i3 Komnatieto.
3arasioMm, NoYmHaum
32004 poky
KomnaHisa 3anyumna
[0 cBOix naB 21
cTaxepa.

95% KepiBHMX
nocag y Koka-Kona
YKpaiHa 3arMatoTb
BNIACHI NpaLiBHUKM,
SKi pO3BMHYAM CBOI
HaBUYKM.

Nin6ip Ta po3BUTOK NepcoHany

KoxHoro poky B KomnaHii BigbyBa€eTbCs ouiHKa nepcoHany
Ta po3pobKa iHAMBIAyaNbHMX MNAHIB, AKi CTBOPIOIOTb YMOBU
[LNS NOAANbLLOr0 NEePCOHANbHOIO Ta NpodeciiHOro po3su-
TKy. LleVi npouec cnpusie He nuLe NOKPALLEHHIO pe3y/bTaTiB
po60TK, ane i CNOHYKA€E KOXHOrO NpaLiBHUKA pO3BMUBATH
noTeHuian ans 6yayBaHHs BnacHoi kap'epu 3 Koka-Kona.

CrpareriuHi nporpamu npodeciiHoro po3suTky Ta 06MiHy
KOpMNOpaTUBHMM A0CBILOM, YUCIEHHI CneLiani3oBaHi ceMmi-
Hapu Ta TPeHYBaHHS — yce CnpsIMOBaHe Ha Te, Wwob y Koka-
Kona besepinyxu3 YkpaiHa npautoBana kKomaHaa cneuianic-
TiB HaMBULLOrO raTyHKY.

3a4n5 LOCArHEHHS YCNiXy MU 3a11y4aEMO, MOTUBYEMO Ta
YTPUMYEMO TanaHOBUTUX Ntofel. 3okpema, 2007 poky

MW BNPOBaAMAM i NOCNYroBYEMOCh Moaennto «Leadership
Pipeline», MeTO SKOi € pO3BUTOK NiAEPCbKMX HAaBUYOK. Ak-
TyanbHa NporpaMa HaB4YaHHs 3abe3neyye po3BUTOK Nisep-
CbKMX IKOCTEN Ha BCiX piBHAX OpraHisaLii Ta BK/IOYaE Ha-
CTYMHi TPEHiHroBi Nporpamu:

cucTema ynpaBniHHS pe3ynbTaTamy;

wnax nigepa;

CUTyaTMBHE NiAepPCTBO Ta CMCTEMa YNPaBAiHHSA KOMMaHii;
MaWCTepHICTb B yNpaBiHHi

NifepCcTBO Y CTUMI KKOYUUHT;

yNpaBAiHHS 3MiHaMu;

nobynosa KOMaHAM;

LLeHTP OL,iHKM Ta pO3BUTKY.

Butpatn KomnaHii Ha HaB4aHHS Ta pO3BMTOK NepCOHa-

N1y 3pOCTalOTh i3 pOKY B piK. [1pOTArOM 0CTaHHIX 5-Tu pokiB
KomnaHis iHBecTyBana y CBOiX NpauiBHWKIB MOHaA, 25 Minb-
MOHIB rp1BEHD.

3anyyeHHs NpaLuiBHUKIB Y AiSNIbHICTD
KOMMaHIii

OfMH i3 OCHOBHMX NMPUHUMMIB, LLO CNOBiAYyE Hawa KomnaHis,
€ 33Ai9HiCTb CNiBPOBITHMKIB Yy NpoLec 6e3nepepBHOro no-
KpatLeHHs. Hilwo He Moxe 6yTu 3aCTUrnM, a TOMY BCi Cde-

Workplace Talent recruitment and development

ized seminars and trainings help to create a team of highly
skilled and motivated professionals at Coca-Cola Ukraine.

We attract, motivate and retain talented employees in order
to ensure future success. In 2007, we adopted the Leader-
ship Pipeline model, which focuses on leadership develop-
ment and succession planning.

The Company’s employee development curriculum builds
leadership skills at all levels of the organization and in-
cludes the following training programs:

Performance Management Systems
Passion to Lead

Situational Leadership and COBRA
Couching

Targeted Selection

Enabling Fast Change
Teambuilding

Assessment Center

Company investment in education and employee develop-
ment grows each year. For the past five years, the Company
has invested over 25 miilion UA Hryvnia in its employees.

Employee ebgagement

One of key principles our company is adherent to is employ-
ees engagement into continual improvement process. To
avoid stagnance, every our activity is subject to regular re-
view, analysis and planning.

A good example for this is Kaizen system - a concept for
continous aspiration to perfection, implemented 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. Introducing methods of Kai-
zen started in 2007, and in 2009 our plant was successful-
ly certified in accordance with this system within the Excel-
lence Across the Board program (EAtB).

Coca-Cola Beverages
Ukraine is proud

of its Trainees
Program for young
professionals. More
than 1500 students
applied for this
program, and 11 of
them were chosen
to participate while
9 were offered
permanent contracts
with the company.
Altogether, since

the program’s start
in 2004, 21 trainees
were engaged.

95% of management
positions in Coca-
Cola Ukraine have
been filled by
existing employees
who have been
developed and
promoted within the
Company

MoHag 4 100
npauiBHUKUB
B34J1M y4YacTb

Y TPEHIHI'OBMX
nporpamax KomnaHii
npotsrom 2008-
2009 pokis. Ha
L& HAaBYAHHS
6yno BUTpayYeHo
6nm3bko 37 622
NOAUHO-TOAMH.

YcnilHO BUKOHAHO
29 npoekTiB, a we 41
nepebyBac B NpoLeCi
BNPOBAAXEHHS Ha
2010 pik.

CoujianbHuit 38iT 2010

PY HALWOi AiSNbHOCTI NOBMHHI 3a3HaBaTK NOCTIMHOMO nepe-
rnsamy, aHanisy Ta nnaHyBaHHA.

YynoBUM NpUKNagoMm Lboro € KariseH — npuMHUMN NOCTin-
HOrO NparHeHHs Ao LOCKOHANOCTI, BTIIEHWIM B KOHKPETHI
dbopMu, MeETOAM, TEXHONOTIT 11 3BEpHEHHS A0 ntoaei. OcHo-
BHa mMeTa Kaii3eH - BupilleHHs npobaem, Lo YacTo NoBTo-
plOIOTbCA, @ iles — NOBHe YCYHEeHHs caMoi npobnemu, a He
ii Hacnigkis. BnpoBanxeHHs MeToamMK KaiseH po3noyanocb
HanpwukiHui 2007 poky, a B 2009 poui KuiBcbkuii 3aBof, 6yB
YCMiLHO CepPTUdIKOBAHMM NO L METOAMLI B paMKax npo-
ekTy EAtB (JockoHanictb 6e3 KOpAoHiB).

KoxeH MiHi-npoekT Kar3eH po3pobnseTbcs Ta BNPOBaAXKY-
€TbCS LLINOK rPynoto cniBpobiTHUKIB 3 pi3HUX dyHKLiN. Ce-
KpeT ycnixy KaiseH B npocToTi. MO3KOBWIA LITYPM rpynu
NS BUSIBNIEHHS BCiX MPUYMH, LLLO MOIIM NPU3BECTU A0 Npo-
61emMu, MeTOAIB iX YCYHEHHS Ta 3aMOBHEHHS NPOCTOi popMM
3alMMa€ BCbOTO KiNbKa XBU/MH. |oes LUBMAKO CXBANOETHCA
6e3nocepepHiM kepiBHMKOM. CniBpobiTHMKAM Bigpasy fa-
H0TbCS MOBHOBAXXEHHS Ha ii peanisauito, a nifep rpynu Bia-
NpaBnseE KiHLEeBUIM pe3ynbTaT
B 3aranbHy 6a3y faHuXx, oo
iHLLi TaKOX MOTIN HEH CKOPUC-
TaTUCS.

OOHMM i3 HalcKNagHilLMX ac-
NeKTiB BNPOBaAXeHHs 1 pea-
nisauiji ctpaterii KaiseH 6yno
3aKpinieHHs NepBUHHMX yCni-
XiB i NOCTYNoBe nepeTBOpeH-
Ha Kal3eH y npupoaHuii CTunb
poboTu. Ha cborofiHi MOXHa
roBOpUTY, WO I Lieit 6ap’ep no-
ponaHo. Kinbkictb cniBpobiT-
HWKIB, LLLO MPOWLLIN HAaBYAHHS
no KarseH i 3a4isHi B npoekTn
BXe Binblue COTHi.

Mporpama cTMMynOBaHHS
iHHOBaLiMHUX BUHAXOAiB
3anouaTtkoBaHa 2003 poky,
«[porpama CTUMyNOBaHHS iH-
HOBALLIMHUX BUHAXOLiB» MAE
Ha MeTi HaaMxaTu Ta rigHo BU-

A team of employees from various functions develops and
implements each mini-project Kaizen. Simplicity is the Kai-
zen's secret. Ateam’s brain storming to discover all causes
that might have lead to the problem, methods 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 aggregate data-
base so that others could use it as well, if needed.

Securing initial success and gradual adoption of Kaizen as

an inherent workflow were among the complexities in in-

troducing and implementing the Kaizen strategy. We can

proudly say that this barrier is overcome. There’s over 100
employees who received Kaizen training and are engaged
in various projects.

Encouraging innovations

Founded in 2003, the Company’s “Program to Encourage In-
novation” is aimed at inspiring and rewarding employees for
new ideas that help to improve the effectiveness of busi-
ness processes. In 2008-2009
more than 50 employees par-
ticipated in the program. A
number of interesting, some-
times unexpected and often
highly valuable proposals were
submitted, and almost a half of
the “innovators” received sub-
stantial bonuses in recognition
of their contributions. These
employees have become living
testimony to their ideas.

Social Responsibility Report

In 2008-2009,
more than 4,100
employees
participated in
Company training
programs, spending
a total of 37,622
men-hours in
development.

There are 29
successfully
completed

projects, and 41
more projects are
scheduled for 2010.



Po6oue micue

$15 000 carHys
npemianbH1i GOoHA,
nporpamMm BNpoaoBX
2008-2009 pokis.

Binbwe $200 000
CKNaB EKOHOMIYHUM
edekT BiA BTiIeHHS
HaMKpaLLmx
BUMHaXOM,iB.

21 cneujanicTt 3
pi3HMX Migpo34inis
4 pa3u Ha piK
CaMOCTIMHO OL,HIOE
CTYNiHb BUKOHAHHS
KpuTepiiB ayauTy.

Nin6ip Ta po3BUTOK NepcoHany

Haropoz)kyBaTu npauisHukiB KomnaHii 3a HoOBI izei, 34aT-
Hi noKpaLwmMTh edekTUBHICTb BisHec-npoLecis. Bnpoaosx
2008-2009 pokiB y L1t nporpami B3s10 akTUBHY y4acTb
6inbwe 50 npauiBHKKiB. HapaKi npono3uuii 6ynu LikaBumu,
iHOA4i HecnofiBaHMMMU, Ta 3HAYHOK MipOK KOPUCHWUMU. Mait-
e MOM0BMHA YCiX BUHAXiAHMKIB OTpMMana Yumani npemii
Ta CTana CBigKkaMu BTiNIEHHS CBOIX iaeMn.

Mpuknap,

3aBAsKM NPOMNO3uLii OAHOrO 3 BOAITB, MM 3MiHU-

7N NOTICTUKY AOCTaBKU, CYTTEBO 3MEHLUMBLLU KiNo-
MeTpax. PaHiwe MapwpyT ans asTomobinis Buby-
[l0BYBaB AMCMeTYEp, BPAXOBYHOUM 3aMOBJIEHHS Ta
Kepytumncb eNeKTPOHHOW KapTok. OaHak enek-
TPOHHi KapTW He BPaXxOBYHOTb 3aBaHTAXXEHHS A0~
pir, @ KJTIEHTM OYiKYIOTb LLOCTABKY Yy MEBHWUI Yac. Te-
nep BOAji Cami LOMOBASKOTHCS NPO 3pYYHUI Yac Ao-
CTaBKM i BUBYLOBYHOTb CXEMU MApPLUPYTiB A0 06iay

i nicnso6igy. To6T0 0fHa MaluMHa pO3BO3UTb TO-
Bap 3i Cknapy ABiYi Ha AeHb. Taka cxeMa cKkopoTuia
Yyac NpMMMaHHS NpoayKLii, 3pobuna poboTy BOAiiB
KOMMOPTHILLOI, @ KNIEHTIB — 3340BOJIEHUMM BYAC-
HWUM BUKOHAHH$SIM 3aMOBJIEHb.

BHyTpiwHii ayamr

3abe3neynTn HanexHi CucTeMy SKOCTi, xap4yoBy be3neky
NpOAYKTY, FiriEHy NpaLi Ta eKONOriYHe KepyBaHHS MOX/IU-
BO 33 LONOMOTO0 BNPOBaAXXeHHS Ta cepTudikaLii edek-
TUBHMX CUCTEM YNPaBAiHHA 3riAHO 3i cTaHaapTamu ISO
9001:2008,15022000:2005, OHSAS 18001:2007 1a ISO
14001:2004 Ha BCix cTagisax TexHonoriyHux npouecie. Oa-
HI€I0 3 HAMAIEBILMX METOAMK BHYTPILHbOIO KOHTPOIO ANs
NOKPAaLLEHHS BMPOBAAXKEHHS LIMX CTAHAAPTIB € BHYTPILLHIN
ayauT. Le - cucteMaTtnyHumi Ta He3anexHuM aHanis, aKkui
[103BONISIE BU3HAYUTM BiANOBIAHICTb CTaHAAPTAM, SKUX [1O-
TpumyeTbcsa Cuctema Koka-Kona B ycbomy CBiTi.

BHyTpiWwHii ayauT nonomarae:

Workplace Talent recruitment and development

Case Study

Thanks to a truck driver, we have changed the
delivery logistics, having significantly decreased
mileage. Before, the delivery route was developed
by a traffic controller based on the requests and
with the help of e-maps. However, the e-maps do
not take into account the traffic, and the clients
were expecting the deliveries during certain time
frame. Nowadays, the drivers contact the clients
themselves and agree on the delivery time, making
two road outs from the warehouse, before and
after noon. Such scheme allowed to decrease the
delivery and acceptance time, made the drivers’
work more comfortable, and the clients — happy
with timely deliveries.

Internal audit

Ensuring appropriate system of quality, safety of food prod-

uct, hygiene of labor and environmental management is

feasible with introduction and certification of efficient man-

agement systems in accordance with the ISO 9001:2008,
1S022000:2005, OHSAS 18001:2007 and ISO 14001:2004
Standards during all stages of technological process. Inter-
nal audit is one of the most used methods of internal con-
trol for the Standards improvement. It is a systematic and
independent (separate) analysis, which allows to follow
compliance to the Standards used by the Coca-Cola System
all over the world.

The internal audit helps to:

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

follow up routine issues;

inform about working out and implementing correct
actions.

$15,000 was
dedicated for the
bonus fund of
the programin
2008-20009.

$200,000 in
additional business
value was added
through the
implementation of
the best innovations.

21 specialists

from different
departments
evaluate the level of
audit’s requirements
implementation four
times a year.

Banzbko 80
BHYTPILLHIX

AYAMTIB LLOPIYHO
nepe.ipsTb
BIAMNOBIAHICTD
Mi>KHapOAHWM
cTaHpapTtam Koka-
Kona Ta fnepxaBHUM
CTaHAapTam YKpaiHu

5 perioHanbHMx
TpeHepiB
3abe3neyyoTb
6e3nepepBHUii
npoLec HaBYaHHS

Ta BOOCKOHAJIEHHS
po60TK NpaLiBHMKIB
TOpProBoro Bigainy.
19 985 nwoanHo-
rOAMH 3aMHANN
TPEHIHroBi Nporpamu
015 KOMepLiMHOro
niapo3ainy kKomnatii
Bnpoaoex 2008-
2009 pokis.
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aHaNi3yBaTM HANEXXHUM YMHOM, BLOCKOHAHOBATU Ta
niABWLLYBaTV BNPOBAAXEHHS BUMOT CTaHAapTiB KoMnanHii;

BiACNiAKOBYBATM NOTOYHI Npobnemuy;

«CUI'HaNi3yBaTM» po3pobKy Ta 3aCTOCYBaHHS KOPEryunx
Oint.
BHYTpiLHi ayauTH, 9Ki iHOAI HAa3MBAKOTb ,,ayAMTH NEPLLOID

CTOPOHOK”, MPOBOASATHCS i3 3a/lyYEHHAM iHLUMX OpraHisauii,
abo caMoto opraHisaui€to.

«Koka-Kona besepinxwus YkpaiHa» CTBOpMIA BNACHY KO-
MaHZy BHYTPILHiX ayAUTOPIB.

3a LoMOMOro CTPYKTYPOBAHUX HABYAJIbHWUX NPOrpaM, ki
[ONOMaratoTb MOKPALLMTU TEXHIYHI HABUYKM, BHYTPILLHI ay-
LWUTOPU PO3LLUMPUIIN 3HAHHS Ta NiABULLMAN pPiBEHb KBaNidi-
Kauii.

MnaH BHyTpiwHix ayamTiB «Koka-Kona besepinxwms Ykpai-
Ha®» pO3pax0BaHWi Ha PiK.

Po3BuTOK KOMEpLU,iiMHOrO BipAiny

MocTifHe BAOCKOHaNeHHs NpodeciiHOro piBHs NpaLiBHK-
KiB KOMepUiHoro Bigainy Komnanii, skuit Bkntouvae y cebe
TOProBWi NiAPO34in Ta BiAAiINMM MAPKETUHTY | OXONOLXKY-
Ba/IbHOro 061a4HaHHS, — OKpeMa CTOpiHKa y npoueci pos-
BMTKY NEPCOHaNy Ta OHE 3 HaMBaXNMBILLKMX Ta MpiopuTeT-
HKX 3aBAaHb «Koka-Kona besepinxus YkpaiHax». 3a uei
npoLec BiZANOBIAAIOTb PErioHaNbHI MEHEOXEPU 3 HABYAHHS
TOProBOro nepcoHany, aki sabesnevyoTs 6e3nepepBHiICTb
HaBYaHHS 33 HACTYMHUMU HANPSAMAMMU:

(hOopMyBaHHS OCHOBHMX HAaBMYOK Ta METOAIB A8 po60TH
TOProBuXx NpeACcTaBHUKIB KOMMAHIT;

3aKpinneHHs HabyTux 3HaHb 6esnocepeHbLO Nepes,
BMi3[L0OM Ha MapLLpyT, 338 LONOMOrO TPEHIHFOBMUX MOAYNIB;

[L0MOMOra KepiBHUKAM 3 NPOAaXy Ha TepUTOpii AKicHO Ta
e(PEeKTMBHO NPOBOAMTM KOYUiHT 3i CBOIMM Mignernumu;

3[iMCHEHHS NOCTIMHOI OLiHKM NepCcoHany TOproBoro
BigAainy.

Internal audits, sometimes named as “audit by one-side”,
are conducted with other organizations involvement or by
the organization 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
level of the internal auditors.

Internal audit plan of “Coca-Cola Beverages Ukraine” is
scheduled for the whole year.

Development of the Commercial Department

Continual improvement of professional skills for sales per-
sonnel, including those responsible for retail trade and for
marketing and cooling equipment, is a priority focus area
Coca-Cola Beverages Ukraine. Regional managers for sales
personnel education are responsible for the process and
provide on-going training opportunities in the followings
areas:

Basic skills and work methods development for sales
representatives;

Training modules to prepare sales personnel for going into
the marketplace;

Assistance to ASMs in conducting high-quality and
effective coaching with their teams;

On-going sales force assessment.

In 2008-2009 the educational program for sales personnel
consisted of more than 15 training programs, including:

Introduction program for sales representatives;
Basic selling skills;

SPIN - Effective Sales;

Outlet Activation;

Coaching;

Targeted Selection;

General Manager University;

Social Responsibility Report

Every year around
80 internal

audits review

the compliance
with the Coca-
Cola international
standards and the
state standards of
Ukraine

5 regional trainers
provide a continuous
process of study and
skills refinement

for sales employees,
and a total of more
than 19,985 man-
hours were spent in
training programs
for commercial
department
employees during
2008-2009.
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Bupo6HuuTeo

Y 2008-2009-My pokax HaB4a/ibHa Nporpama ajs Toproeo-
ro nepcoHany HapaxoByBana Ginbwe 15 TpeHiHroBMX Npo-
rpam. OCb HaMBAXK/MBILLI 3 HUX:

BBeneHHs y nocasy HOBUX TOProBUX NpeACTaBHUKIB.
OCHOBHI HaBMKM NpOAAXY.

CMIH — edexTMBHMIA Npoaax.

Akazemis ycniwHux npogax

OcHOBM pO6OTH 3 KNTOYOBUMM KITIEHTAMM
AKTMBAL,iSt TOProBUX TOYOK.

KoyuuHr.

LlinboBwit ninbip nepcoHany.
YHiBEpCUTET reHepasnbHUX AUPEKTOPIB.

bisHec-nnaHyBaHHS ANS KNOYOBUX
3aMOBHMKIB.

BepneHHs neperoBopis.

Bupo6H1uTBO

BUPOBHULITBO € KUTTEBO BAXK/IMBOIO YACTH-
HOK HaLWOoro Bi3Hecy — K NPUMILLEHHS, LLO
€ CepLEBMHOI, TAK i 1I0AM, Ki ONepyTb
HaMCy4acHiWMM 06MaHAHHAM.

Hawwe B1po6HULTBO cepTUdiKOBaHO 33
CMCTEMOK MiXKHapOAHMX CTaHAapTiB IS0,
30KpeMa CMCTEMOIO YNPaBIiHHA SKOCTI
9001, cuctemotro oxopoHu aoskinns 14001,
CUCTEMOLO YNpaBiHHA 6e3neKko xapyoBux NpoaykTiB HA-
CCAP 22000 (Hazard Analisys and Critical Control Points).

Cucrema aKocTi Ta 6€3NeYHOCTI Xap4OBUX
NpoOAyKTiB

lapaHTist BUCOKOI IKOCTi Ta Be3nekn NpoayKLii KoMnaHii —
HalBaXMBILLMIA acnekT Haworo 6isHecy. Lle o3Hauag, Wwo
Hall, OAMH 3 HANCYYACHILWMX Ta HAMNOTYXHiWNX y EBPO-

ni, 3aBOA i3 BUPOOHMLTBA 6€3a1KOroNbHMX HanoiB BiANoBi-
[La€ HaMBULLMM YKPATHCbKMM Ta CBITOBMM CTaHAAPTaM SIKOC-

Workplace Production

Business Planning for Key Accounts;

Negotiation Skills.

Production

Production is an essential part of our business - the
facilities as a core place and the people who operate the
up-to-date equipment.

Our production is certified under international standards
system ISO, Quality Management System 9001,
Environment Management System 14001, Hazard Analysis
Critical Control Point System 22000 (HACCAP).

Manufacturing. Quality system and safety of
food products

Ensuring high quality and safety of our products is most
important for our business. It means that our plant - one

Boga, wo
[0OYyBa€ETLCS, BXE
€ NUTHOIO 33 BCiMa
napameTpamm Ta
CTaHOapTaMMm.
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Ti. Ll BigNoOBiZHICTb NiATBEpAXKEHA HU3KOK MiXKHApOA-
HMX Ta YKPAiHCbKMX CepTUdIiKaTiB AKOCTI, Cepes AKX CUc-
Tema ynpaBAiHHA SKiCTIO NpoayKLuii, cepTudikoBaHa 3a ISO
9001:2008 1a 1SO 22000:2005.

BcTaHoBNEHHS WOPiYHMX 33434 3 IKOCTi Ta 6e3neyHoCTi
Xap4yoBUX NPOAYKTIB 4181 BCiX TEXHONOTIYHUX NPOLLECIB 3a-
6e3neuye NoCTiiHe BAOCKOHANEHHS i BiANOBIAHICTb BCIM
CTaHAapTam.

Kpim Toro, «<Koka-Kona beBepiaxus YkpaiHa» BUMarae no-
TPMMaHH$S NOCTavaNbHUKaMM TaKMX CaMUX BUMOT [0 SIKOCTi
Ta Xap4oBOi 6e3mneku, a KOHTPOb MaTepianis Ta MOCAYT, SKi
BOHW HaAal0Tb, NEPEBIPSETLCA WASXOM NPOBEAEHHS ayaAm-
Ty Ta NepeBipKy.

BctanoBneHHaM cneumdikauiv ans inrpeaieHTis Komna-
His LOBOAMTL BUMOIU Xap4oBoi 6e3mneku Ta AKoCTi niapsaa-
HUKaM, KJTIEHTAM Ta CNOXMBaYaM, LLLO MatoTb BMIMB Ha CUC-
TEMM YyNpaBiHHSA Xap4oBOo 6e3MNeKot0 Ta AKICTI KOMMAHiT,
260 Ha AKi Li CMCTEMM BMNIMBAIOTD.

Bupo6HMUi NOTY)XHOCTI

3aBop Bnaobysae Boay 3i cBepanoBuH CeHOMaHCbKOro
(220 m) Ta FOpcbkoro (390 M) ropusoHTiB, WO 3abe3nevye
BiACYTHICTb 3abpyaHeHb aHTPONOreHHOro NOXoAXXeHHs. Ha
NMOBEPXHi CBEPANOBUHU 3aKPUTi OKPEMUMMU HEBEJTUKMMMU
LernsH1Mu cnopynamu. BoHu i € ronoBHUM eneMeHTOM 3a-
BOAY, TOX peTeslbHO OXOPOHATLCS, NepebyBatoTb nig no-
CTIHUM BiLeOCNOCTEPEXEHHAM Ta OFOPOAXKEHI CneLiab-
HMM NapkaHoM. SKicTb BUAODOYTOI BOAM 3aNeXMUTb HacaM-
nepep Bif IKOCTi camMoi CBEpANIOBUHU, 30KpeMa, Tpyb Ta 06-
CNYroByBaHHS. Y HalUIMX CBEPANOBUHAX MOTPANSHHS CTO-
POHHIX AOMILLOK 3 TPYD, 3€MHOI TOBLLi Ta 3 NOBEPXHi 3eMNi
NPaKTUYHO BUKJIOYEHA.

CborofHi Ha 3aBogi «Koka-Kona besepifnxus YkpaiHa» npa-
utoe 12 niHint 3 po3nunBy HanoiB:

5 PET-niHii 3 po3nMBy CONOAKMX FA30BaHMX HaMoiB y
nnacTMkoBi Nasawku 06’emom 0,5, 1, 2 Ta 2,5 niTpis;

1 ninia 3 po3nuey B 6aHky 06’emom 0,237; 0,25; 0,33 Ta
0,5n;

1 niHis 3 pO3AKBY Y CKNSHI NASLLKK;

of the most modern and most powerful beverage plants in
Europe - meets the highest Ukrainian and world quality
standards. This compliance is confirmed by a number of
international and Ukrainian certificates on quality, including
food products quality system management, certificated
under 1ISO 9001:2008 and ISO 22000:2005.

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
safety. Control over materials and services they provide is
carried out through audits and examination.

Establishing specifications for the ingredients, the
Company sets up requirements for food safety and quality
for contractors, clients and consumers who influence

the food safety and quality system management, or are
influenced by these systems.

Production Capacity

The plant extracts water from the wells of Senoman Water from the wells
(220m) and Jurrasic (390m) horizons - this depth ensures by all parameters
absence of anthropogenic origin pollution. On the surface, and standards is

the wells are covered with special constructions. They are e AT

the key element of the plant and are assiduously protected, . y
separated with a special fence and are under constant drinking.
video surveillance. Quality of the extracted water depends

first of all on the quality of wells — pipes and maintenance

in particular. Itis practically impossible that outside

admixtures from the pipes, earth layers or surface get into

the wells.

The Coca-Cola Beverages Ukraine bottling plant in Kyiv
currently operates twelve bottling lines:

Five PET lines for sparkling beverages in 0.5, 1.2 and 2.5
liter PET plastic bottles;

One canning line for production of 0.237,0.25, 0.33 and
0.5 liter can;

One glass bottling line;

Social Responsibility Report



Po6oue micue

YHiKanbHICTb NiHii
NMONATaE LLE TaKOX
y 1i CBOEpIAHIN
BiJocobneHocTi

Ta KOMMNAKTHOCTI

— 0fJHa MalluHa
3aMiHsIE 4 okpeMi
arperatu Ta
3abe3neyye BuLLy
e eKTMBHICTb,
LUMKAiYHiCcTb. Lle
pobuTh ii BinbLu
LUBUAKICHOO

Ta J03BOSIE
LOTPUMYBATUCS
NOCMIEHUX BUMOT Ta
CTaHAAPTIB FirieHn i
CTaHAapTu3auii.

Bupo6HuuTeo

4 niHii 3 po3MBY COKIB, O BUMYCKAOTHCSA Nif,
TOproBenbHUMKU Mapkamu «Rich»«[1o6puit» Ta «boTaHik»;

1 ninia POM 3pincH0€e po3nue cuponis a1 anapaTis
pecTopaHiB LWBMAKOr0O Xap4yBaHHS;

1 niniga APET 34iMCHIOE pO3/IMB XONO4HMX HAMOIB Nif,
ToproeenbHMMM Mapkamu «Nestea» 06'emom 0,5 Ta 1,5
niTpis..

HarnoTy»Hiwwa 3 niHiv 3aaTtHa Bupobnati no 46 000 nisni-
TpoBux PET-NnsWoK NnpoayKLii Ha roanHy; Hanweuawa 6a-
HOYHa NiHis Moxe BurotoBuTM 50 000 6aHOK NpoayKLii Ha

rOLMHY.

OcobnumBocTi cynepLuBUAKICHUX NiHiN

Hawwi weuAaKicHi NiHii Big3Ha4aoTbCst KOMMNAKTHICTHO, BiAMo-
BiZIHO MJI0OLLY 33a1MMatoTb LyKe eKOHOMHO, i ix 06cnyroBye
BCbOro 4-5 oneparopis.

BctaHoBneHa y 2006 poui nepLua cynepLiBMAKICHA NiHIA €
TaK 3BaHMM MOHOB0KOM: OnepaLis 3 BUAYBY MNASLIKK, PO3-
JIATTS HAMOH0 Y NASLLKY Ta YKYNOpKa Y NAALWKK 3A4iACHIOI0Tb-
CS OAHI€EI MALLUMHOLO; BCi NPOLLECH YNPaBAiHHA LEeHTpani3o-
BaHi, Ha LLii NiHii MOXHa BUpobnaTu 6yab-aKy ynakosky (0,5
n,1n,4m 2n.).

Ksitenb 2007 poky Bia3HaumBcs Baxamsoto ans Koka-Kona
B YKpaiHi NoAi€l0 — LOBrooYvikyBaHUMM BCTAHOBEHHSM HO-
BOi MyNbTUDOPMATHOI BUPOBHMYOI NiHiT A9 NPUroTyBaH-
H$, pPO3/IMBY, MAKYBaHHS Ta NaneTyBaHHsa npoaykuii Komna-
Hii. LLs niHig — ogHa i3 HaMWBKMALWMX T HAWMNOTYXKHIWMX B
YKpaiHi, o Aano 3Mory cyTTeBO 36inbwmnT 06Csrn BUpo6-
HWLTBA, aCOPTUMEHT NPOAYKLii Ta BiAHOBMTM Ha 3aBofi 6a-
HOYHe BUpOBOHMUTBO. HOoBe 06/1aiHAHHS BTINIOE HAaMUCYy4Yac-
Hilli BUCOKOTEXHOMOTIYHI pO3p0O6KM Y rany3i BUpOOHMLTBA
6e3anKorosbHUX HanoiB, 30Kkpema BOYA0BaHy CUCTEMY TNO-
6anbHOi CTaTUCTUKM Ta aHaNi3y poboTu NiHii, a Takox BOY-
[LOBaHY CUCTEMY KOHTPO/IHO 33 SIKICHUMM NapaMeTpamu npo-
LykTy. HoBa BUpOGHMYa NiHis 33 roAMHYy 34aTHA BUrOTOBAS-
™ 0 44 000 niBniTpOBUX NNACTUKOBMX NAAWOK Ta 0 50
000 6aHok.

2009 poky Ha 3aBofi 6yn0 BCTaHOB/IEHO Ta BBEAEHO B €KC-
nayaTtawito acenTUYHy NiHito 4N BUPOOGHMLITBA XONOAHOrO

Workplace Production

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.

One of the most powerfull 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.

Features of the super speed lines

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

The first super speed line, installed in 2006, is called

the “monoblock”. All bottling functions from start to
finish - including bottle blowing, 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, 1.0 or
2.0-liter.

April 2007 saw the long-awaited installation by Coca-Cola
Beverages Ukraine of a new “multi format” production line
for the preparation, bottling, packing and palleting of the
Company’s products. One of the most advanced bottling
lines in Ukraine, it will enable the Company to expand its
production volume and product range and to restart can
production. The new equipment incorporates the latest
technological developments in soft drink production,
including a new system for statistical analysis of line

functioning and an embedded system for quality parameter

control. The new 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. At the beginning of
August the aseptic line started mass production.

The line is self-
contained and
highly compact (one
machine replaces
four separate

units), enhancing
efficiency, speed,
and compliance with
increased standards
of hygiene and
standardization.

Ha 28 200 M?-39
300 Mm% go 37 500
M? - 36inbmnacs
NoLLLA KMIBCbKOrO
cKJlagy BNpoAoBX
2008-2009-ro
pOKiB BHACNIAOK
6ypxiMBOro
3pOCTaHHSA
BMPOOHMLTBA

NpoAyKLii KOMMaHii.
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yato Nestea. Ha noyatky cepnHs acenTuyHa NiHig po3noya-
Nla MacoBe BUPOBHMLITBO NpoAyKLiii.

Cknagu

KomnaHis Koka-Kona besepinyxwus YkpaiHa Ma€e fBa Bnac-
HUX cknagm — y Kunesi Ta JIbBOBI. 3aranoM Ha KMiBCbKOMY
cknagai npautoe 6ing 123 ocobu, a Ha NbBiBCbKOMY — 25.

Takox a5 3abe3neyeHHs LOCTaBKM NPOAYKLi B perioHax,
KomnaHis opeHaye 11 perioHanbHUX CKNaAiB 3arasibHO
nnouweto 6n1n3bko 23 000 M2 Ha perioHanbHUX cknagax
npauoe we 6nam3sbko 140 npauiBHUKIB.

MakcuManbHa eekTUBHICTb pOBOTM LOCATAETLCS 3aBASKU
crneuianbHO po3pobneHiit cxeMi po3paxyHKiB.

OpHUM i3 HOy-Xay B CKNAACbKMX TeEXHONOrigx KomnaHii €
po3pobneHa cxema pyxy ToBapiB. Becb ToBap po3nogins-
€TbCS 33 KATEropisiMun pyxy: WBUAKUI, CEpeHii Ta NOBifb-
HWIA. BionoBifHO 10 KaTeropii ToBap po3TallOBYHOTh Ha Te-
puTopii cknagy. TakMm YMHOM, HalbnmxKye [0 Micus Bia-
BaHTaXEHH$S pO3TaLLOBYETLCS TOBAP, AKMIA peani3yeTbCs
weualwe. Takox iCHYe CBOS cxeMa 36MPaHHS 3aMOB/EHHS.

[lns nepcoHany, SKuii NpaLloe Ha CKNafax, € cnewianib-

HWI HaBYanbHUI Kypc Nig Ha3eoto Warehouse University
(«CknaacbKuit yHIBEPCUTETY), IKMIA 30608 93aHi NPOIATH BCi
KepPIiBHUKM CKNAAIB y perioHax Ta ctapuwi 3miH. Iig yac Ha-
BYAHH$ BOHM TaKOX OMaHOBYKTb HABMKM CTBOPHOBATU MaK-
CMManbHUI KOMaHLHUIA Ay X Yy KONEKTUBI Ta TPYLOBY AMCUM-
nAaiHy. HaBYaHHA NepcoHany Takox NpoBoAnTbCA Yy chepi
ynpaBniHHA 3anacamu NpoaykLii. Boaii aBToHaBaHTaxyBa-
4iB MPOXOAATb TPEHIHTOBMI KYpPC i3 6€3MeYHOro BOAIHHS.

3 MeTO NOKpaLleHHs SKOCTi 36epiraHHs Hawwoi NpoAyKL,i
Ta 3MEeHLLEHHI0 BTpaT Byno iHiuioBaHo nporpamy «laeansb-
HWI cknag». LLs nporpaMa BkAOYaE BNPOBAAXKEHHS npoLe-
[Lyp KOMNaHii i3 36epiraHHsa NpoayKLii Ta 3anpoBafXeHHs
HaMKpaLLMX CKNAACbKMX NPAKTUK HAa PerioHabHUX CKNa-
fax. Y paMkax Li€i nporpamu BCi KepiBHUKM CKNAAiB Ta Bif-
noBifanbHi 33 4OCTABKY NPOMLLAW TPU ceMiHapu. Bnposa-
[KEHHS nporpamu «lpeanbHuii cknag» 3abesneymno 3Hu-
XKEHH$ BTPAT Ha perioHanbHUX cknagax Ha 84% nopiBHSHO
[l0 monepeAHbOro nepioay.

Warehouse

Coca-Cola Beverages Ukraine has two dedicated
warehouses, in Kyiv and Lviv. The Kyiv warehouse employs
approximately 123 people and the Lviv warehouse has 25
employees.

In order to deliver the product in the regions, 11
additionalwarehouses are rented regionally, with the
total area of 23 000 m2. There are almost 140 empoyees
working at these regional warehouses.

Maximum efficiency at the warehouses is achieved through
specially developed calculation systems.

To maximize efficiencies, the Company also employs several
specialized warehouse management systems. One of

these systems controls the distribution of goods within the
warehouse, which is organized by category: rapid, middle
and slow. Commodities which are sold faster are situated
close to the shipment area.

The Company provides a special training course for the
warehouse personnel, called “Warehouse University”,
which all warehouse managers in regions and shift
managers must attend. The training covers product stock
management as well as provides for developing their
skills to create a strong team spirit and discipline. The car
loaders pass a training on safe driving.

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 review and implementation of finished goods
handling procedure and best warehousing practices
implementation.

All Warehouse and Distribution Managers attended
three trainings within the “Ideal Warehouse” program.
Implementation of this program resulted in reduction
of stock losses by 84% last year in comparison with the
previous period.

Social Responsibility Report

28 200 m? of
additional space
were added to the
Kyiv warehouse

in 2008-2009 to
accommodate

the rapid growth
in the volume of
Company products
sold in Ukraine. The
warehouse more
than tripled in size,
from 9300 m? to
37°500m?2.
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binbwe 280
BaHTaXiBOK KOXHOIO
[HS pPO3BO3SIThb
NPOAYKLit0

KOMMaHii YKkpaiHoto,
BiABIAYHOYM LWOO06M
6nu3bko 4 500
KJIEHTIB.

Mpotsirom 2008-
2009 pokis
cneuianbHi
Bif3HakK 3a 5 pokis
po6oTu B KoMnaHii
oTpmMano 278
cniBpobiTHuKiIB, 10
poKiB - 14, a TakoX
nepLui HaropoaM 3a
15 —nitTa poboTn
B KoMnaHii - 5
NpaLiBHMKIB.

BuHaropopaa 3a npauo

Ouctpubyuis

Koka-Kona beBepipxm3 YkpaiHa cTBOpuMaa CBOK Bnac-

HY YHiKaNIbHYy CUCTEMY NpAMOi AMCTpUBYLIi, 3aBLAKM SKiN
61um3bko 90 000 knieHTiB NO BCiM YKpaiHi OTPUMYHIOTb Y/t0-
6neHi Hanoi nia Toprosoto Mapkoto Koka-Kona Buac-

HO Ta fiKicHo. LLLo6 nokpuTK TepuUTOPIto, Ha SKilM NOCTIMHO
3'9BNIATHCA HOBI aKTMBHI KNiEHTH, Koka-Kona npautoe Hag
CTBOPEHHSAM MaKCMManbHO eeKTUBHOI Ta THY4YKOi CUCTe-
Mu gocTaBku. OcobnmBa yBara NpuaiNgeTbCA TakKMM acnek-
TaM: KOMM'IOTEPHI ONTUMI3aLii MapLpPYTiB, TEXHIYHOMY A0-
rNSAY T3 PEMOHTY MaLUMH, CMOXMBAHHIO NasIbHOr0, KOHTPO-
10 32 30epeXXeHiCTio MPOoAYKLi, @ TAKOX YNpaBAiHHIO BOAI-
MW MaLLUWH JOCTaBKMU.

CborofHi KoMnaHis 3aCTOCOBYE CTyNeHEBY CUCTEMY, Ka A0-
3BOJISIE HA NIACTaBI LWOAEHHWUX pe3yNbTaTiB NpOCiAKOBY-
BaTW EKOHOMIYHY e(DEKTUBHICTb KOXKHOI LOCTABKM, 3aN1eX-
HO Bif, MapLLPYTY, 3aBaHTAXEHHS Ta iHWKX PaKTopiB. 3 Me-
TOH BA,OCKOHANEHHS HABMYOK 3 KEpyBaHHS aBToMobineM Ta
3MEHLUEHHS KiNIbKOCTi aBapiv 6ynu po3pobneHi HaBYanbHi
KypCH, i KOXXeH BOAiN, Wwo npautoe y KomnaHii, 30608'a3aHui
ix npoiTun. Bopii, wo npautotoTb B KoMnaHii, npoxoasThb Lwo-
pi4HY OLLIHKY CBOIX HaBMYOK. Y pe3ynbTaTi LbOro 3 POKy B
PiK 3MEHLLYETLCS KiNbKiCTb aBapii, Xo4a aBTOMOBiNbHWIA
napk Komnarii Ta KinbKicTb NpoiaeHnX MallMHaMu Kinome-
TpiB 3pOCTaE.

BuHaropopa 3a npauto

Mu cTexxnmo 3a piBHeM 3apobiTHWUX NNAT Ha PUHKY YKpaiHu
i CnioKyeMo 3a TUM, Wob Hawi NpaLiBHUKM OTPUMYBAK 4,0-
CTOMHY BMHAropozy 3a csoto npaut. OKpiM TOro, y Hac npa-
LIO€ cucTeMa BOHYCIB, sKa A€ A9 NiABULLEHHS 3aLiKaB/e-
HOCTi MpaLiBHMKIB y NONiNLWeHHi pe3ynbTaTiB po6oTu, CBO-
€YACHOMY i IKICHOMY BUKOHAHHI NOCTaBNeHMX Uinei. IcHy-
Ho4a cucTema 6oHyCiB BCTAHOBNEHA AN5 MpaLiBHUKIB Top-
roBoro Bigainy, sigainy Jlorictukun ta Bupobrumurea. bo-
HYC Ma€ QIKCOBaHMIM PO3MIp, IKMIA HAPaXOBYETbCA Ha LLOMI-
CSYHIM OCHOBI BiAMNOBIAHO 40 BUKOHAHHS BUSHAYEHUX KPU-
TepiiB, TakKMX K 06CArM Npofaxy Ta LOCTaBKMW, ePEKTUB-
HOCTi BUPOBHMLTBA, TOLWO. TakoxX B KomnaHii ans abcontot-
HO BCiX NPaLiBHMKIB 3aNpoOBaXeHO CUCTeMY CyrnepboHYCiB,
ro0BHA MeTa KOi MOTMBYBATU MPaLiBHUKIB HA OCATHEH-
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Distribution

Coca-Cola Beverages Ukraine has created its own unique
system of direct distribution which allows more than
90,000 customers throughout Ukraine to receive Coca-Co-
la beverages on time and with high quality service. To bet-
ter serve its customers, Coca-Cola is continually developing
more effective and flexible delivery systems, with spe-

cial attention to automated route optimization, car mainte-
nance and repair, efficient fuel consumption, product stor-
age control, and delivery vehicle driving skills.

Today the Company applies a “stepwise” system which uses
daily results to track the economic efficiency of every de-
livery, depending on routes, load and other factors. To in-
crease driving skills and minimize accident rates, a special
training course has been developed which every Compa-

ny driver must pass, and drivers are evaluated annually. As a
result the number of accidents has decreased year-on-year,
despite a continual increase in the number of Company cars
and kilometers traveled.

Rewarding

We constantly monitor the level of wages on the Ukraini-
an market and ensure appropriate rewarding to our employ-
ees. Besides, we have a set bonus system, which contrib-
utes to increasing the employees’ interest in improving their
results, timely and quality execution of goals set. The bo-
nus system is established for the employees in Sales, Logis-
tics, and Production Departments. The bonus is fixed, and it
is calculated based on monthly performance in accordance
with the determined criteria - such as sales volume and de-
livery, production efficiency, etc. The Company also has a
“super-bonus” system for all employees. The purpose of this
system is to motivate for achieving the overall result, vol-
ume and profit increase.

The Company especially respects and honors people who
have served 5, 10, 15 years. In Ukraine, in addition to the
traditional recognition by management, employees cele-
brating their 5th or 10th anniversary with the Company are
awarded with silver and gold badges, respectively, and a
special prize for those working 15 years.

More than 280
trucks deliver the
Company’s products
to more than 4,500
customers every day
throughout Ukraine.

During 2008-2009,
special insignia
were granted to

278 employees for

5 years of service,
14 for 10 year, and

5 first awards in
Ukraine for 15 years.
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H$ 3araibHOro pe3ynbraty, 36inbWweHHs 06csariB npofaxy Ta
npubyTky Komnanii.

KomnaHisi 0co611BO WaHye Ta BiA3HAYa€ TMX, XTO BiAA3B
in 5,10, 15 pokis. B YkpaiHi, OKpiM TpagmuiiH1X noask Ta
MPUBITaHb Bif, KEPIBHULTBA KOMNAHIi, NPaLiBHWKMK, Ki BiA-
3Hay4atoTb 5- Ta 10-pivus poboTH B KOMMAHIi, OTPUMYHOTH
BiANOBiAHO CpibHi Ta 3010Ti BiA3HaKK, a 33 15 pokiB cym-
NHHOI Npaui — cnewuianbHUM NOAAPYHOK.

MNogpii

Micaub “Coca-Cola”
2009 poky KomnaHis po3noyana 4OBroTpuBany KamMnaHito
3i 3MiLHEHHS 4OBipM 40 CBOiX OpeHaiB, i po3noyana ii came
3i CNiBpObITHMKIB. 3a pe3ynbTatamMu nonepeaHbLO NpoBesae-
HOro ONUTYBaHHS, 6yn0 po3pobnieHo creLianbHy nporpamy
Ta iHpopMaLiiHi MaTepianu, Wo BkAYanm bpolypy i3 3a-
NMUTAHHAMM Ta BiAMNOBIASMU, NOCTEPU, CNELiaNbHUI BUNYCK
KOpMOPaTMUBHOIO XXYpHany Ta CTOPiHKY Ha IHTpaHeT. Takox
6y110 CTBOPEHO YHiKaNbHY OH-NaWH BIKTOPUHY, Y SIKil B350
yyacTb 58 koMaHA no 4-6 ocib
Y KOXHi1 3 rofoBHOro odicy Ta
YCiX perioHanbHWX NpeacTas-
HULTB, LLLO cKN1ano Maixe 20%
ycix cniBpobiTHukiB. Crapt Mi-
CsILto fana TeaTpanizoBaHa BU-
CTaBa y rofIoBHOMY 0@ici KOM-
naHii Npo icTopito BUHAWAEH-
Hg Hanoto Coca-Cola Ta pos-
BMTKY KoMnaHii. LLlo6 nepena-
TM iHpOpMaLLitO Ta HAAUXHY-

TW yCiX CNiBPOBITHMKIB Y perio-
Hax, Ton-MeHeaxepu KoMnanii,
BKJIIOYHO 3 [eHepanbHUM au-
PEKTOPOM, 34iCHUIM NOI3 KM
B yCi perioHanbHi BigaineHHs.

BHyTpiHg
KOMYHiKauis

Koka-Kona B YkpaiHi - Le Be-
JIMKA CKNaHa CUCTEMa, TOX
LN iHPOpMYBaHHS CMiBpobiT-
HWKIB NP0 AiANbHICTb KOMMAHiIT,

Events

Coke Month

In 2009 The Company has launched a long-term campaign
aimed at strengthening trust in our brands, and it was start-
ed with the Company’s employees. Based on the results
received of a preliminary poll, a special program with in-
formational materials that included a Q&A booklet, post-
ers, special issue of the corporate magazine and Intranet
page were created. Besides, a special on-line quiz was de-
veloped, and 58 teams of four to six people from the head-
office as well as all branches, participated in it. A theatric
performance at the headoffice premices on Coca-Cola in-
vention and development gave a start to the Coke Month.
To spread the information and inspire all the employees in
the regions, the Company’s top-managers, including the
General Manager, visited the braches in all regions.

Internal communication

Coca-Cola in Ukraine is a large and complicated system. To
inform the employees on the
company’s activities, market
and company news, as well as
important personal news, we
have a set internal communica-
tion. Corporate magazine, In-
tranet, as well as special post-
ers on the occasion of various
company-organized events
help everyone stay informed
and be an important part of a
big company.

To ensure timely information
flow and respective feedback,
Intranet was launched in 2009.
Now everyone in the headof-
fice as well as in every region
see the Company news while
opening the Internet browser.

Corporate magazine “Our Cir-
cle” exists in Coca-Cola Ukraine
since 2004. This is a quarterly
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Po6oue micue

bnmsbko 300

[iTel NpauiBHMKIB
KOMMaHii
cKopUCTanucs
Nporpamoto JIiTHbOro
BignounHkyy 2008-
2009 pokax.

MoHag 800 piten
NPpUMMAE yyacTb y
LOPIYHUX AUTAUMX
HOBOPIYHUX
CBATKYBAHHSIX.

BuHaropopaa 3a npauo

HOBWMHM PUHKY Ta HaLLOi KOMMaHii, i HaBiTb 0COBUCTI HOBUHM
CNiBpOBITHMKIB, iCHYE HaNaroAXeHa BHYTPILLHSA KOMYHiKa-
Lig. KopnopaTuBHUiA XypHan, IHTpaHeT, a Takox cnewianb-
Hi INCTIBKM 0,0 NOLIN, IKi OpraHi3oBye KOMNaHis, — Le Te, Lo
[ONOMarae KoXKHoMy 6yTu NnoiHbopMoBaHWM Ta BigvyBaTh
cebe HeBiA'EMHOI YaCTUHOIO BESIMKOrO OpraHi3mMy KOMMaHii.

[lns onepaTMBHOro pearyBaHHs i LWBMAKOIO 3B'93KY 3 yCiMa
cnispobiTHnkamm 2009 poky 6yno 3anyweHo IHTpaHeT. Te-
nep KOXeH — §K B LLleHTpasbHOMY 0dici, TaK i B KOXXHOMY pe-
rioHi — 3axoAsuu B [HTepHeT, 6aunTb HOBMHM KoMnaHii.

XypHan «Hawe kono» icHye B Koka-Kona gig 2004 poky.
BiH BMXOAMTb LLLOKBAPTaNbHO | MOLMPIOETLCA Ha YCi peri-
OHanbHi BigAiNeHHs Ta, 3BUYANHO, LeHTpasbHUiA odic. 3
pOKY B pik «Halle Kono»ynockoHantoeTbes. iaTBepaXxeH-
HAM LbOro CTaNo nepLue MicLe cepes KOMNaHiin — BUpoOHU-
KiB 6e3ankoronbHMX HanoiB Ta apyre Micue cepen noHas 90
Y4aCHUMKiB KOHKYpcy «Kpalue kopnopaTuBHe Megia YKpaiHu
- 2008, siKunit WwopivyHO opraHizoBye Acouialis KopnopaTue-
HUX Megia YKpaiHu.

AuTtaumit BipnoumHok

B Koka-Kona Ykpaina 3 2000 poky ycnilwHo npaLe npo-
rpama niTHbOro BiANOYMHKY A4 AiTel npauiBHMKiB. KoM-
naHis OpraHi3oBYE NiTHIM BiANOYMHOK ANS AiTeN NpaLiBHU-
KiB y HalMKpalumx AUTa4nx Tabopax Ta 0340POBUMX LIEHTpaX
Kpumy, Onecn, 3akapnatTta Ta KuiswmHu. Okpemoi yBa-

M 3aC/yroBYy€ OpraHi3aLis AUTAYMX HOBOPIYHUX BEYIPOK —
rpaHAi03HMX CBATKYBAHb i3 BECE/IMMU pO3BaraMm, KOHKYp-
CaMu Ta NOAAPYHKaMMU.

MNo3a po6ototo

3popoB’s, 6e3neka Ta 4obpobyT npauiBHUKiB KoMnaHii €
OCHOBOH aianbHoCTi cuctemn Koka-Kona 'y cgiTi Ta B Ykpa-
iHi 30kpema. «[MpaLtoBaTH i3 3aL0BOIEHHAM Ta FiAHO BiA-
3HayaTu rapHi pesynsTat poboTu» — 3aranbHWiA NPUHLMN
cnienpaui Koka-Kona YkpaiHa 3 nepcoHanom. NoBaxato-
YM YHIKaNbHICTb Ta iHAMBIAYaNbHICTb KOXHOI NH0AMHK, KOoKa-
Kona B YkpaiHi joknaaae 3ycunb Ans Toro, Wwob npawiBHUKK
BifYyBanu BCcebiYHMiA iHTepec Ta NiaTpUMKY 3 60Ky Komna-
Hii He TinbkK y poboui roanHu, ane 1 nosa npaveto. MNporpa-
MW 33a0X04EHHS Ta MOTMBALLiT, OpraHizaLis KOpnopaTMBHUX
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magazine distributed in the headoffice and all regional of-
fices as well. As a proof for its high quality and constant im-
provement, it was named first among FMCG companies and
second among all 90 participants of the “2008 Ukraine’s
Best Corporate Media” contest, organized by the Corporate
Media Association of Ukraine.

Children’s summer camp

Coca-Cola Ukraine has been running a program of summer
activities for employees’ children since 2000. Activities are
organized in the most popular children’s camps and health
centers of Crimea, Odessa, Zakarpattya and Kyiv region.
Special New Year’s parties for children are also organized as
exciting celebrations with fun-packed entertainment, com-
petitions and gifts.

Beyond the work

The health, safety and welfare of the Company’s employees
is a primary concern of the Coca-Cola System globally and
in Ukraine. “Enjoy work and reward good performance” is a
basic operating principle of Coca-Cola Beverages Ukraine’s
collaboration with its employees. Respecting the person-
al uniqueness and individuality of its employees, Coca-Co-
la Ukraine makes every effort to provide support not only
during work hours but also outside the business. Encour-
agement and motivation programs, company events, a com-
pany magazine, and support for sports activities are all
conducted to help Coca-Cola employees to enjoy and be in-
spired by their work.

Active Lifestyle

As part of its broader commitment to encouraging active
lifestyles, Coca-Cola Ukraine encourages its employees to
enjoy a healthy, active life and fun sporting activities. A
prominent example of Coca-Cola employee sports activi-
ties is the Kyiv employees’ football team, which celebrated
its 10th anniversary in 2008. The employees of all business
functions gather together on the field — from the trade rep-
resentatives to the general director of Coca-Cola Ukraine.
The team participates in a number of football competitions
among Ukrainian companies, and for several years it has
been invited to a Coca-Cola European tournament in Slova-

More than 300
children of
employees took
advantage of the
summer activities
program in
2008-20009.

Every year more than
800 children take
part in the special
children’s New Year’s
celebrations.

80 playersin 10
teams from regions
have competed in
the annual Coca-
Cola Ukraine
football tournament,
founded in 2007.

80 rpasuisy 10
perioHanbHMX
KOMaHgax
HapaxoByBaB
3aM04YaTKOBaHUM Y
2007 poui wopivHni
BHYTPILLHIK
OyTOONLHUIA TYPHIp
MK KOMaHAaMMU
BMPOBHMUMX NiHIN
3aBoAy Ta ckiagy
roToBOI NPOAYKLii.
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CBAT, BUAAHHA KOPNOPATMBHOTO XXYPHay, MiATPpUMMKa Crop-
TUBHOTIO CNOCOBY XMUTTS — yce CNpsiMOBaHe Ha Te, o6 Bu-

K/IMKATWU Yy KOXKHOTO NpauiBHMKa KOMNaHii HaTXHEHHWI Ha-

CTpiVi Ta 3340BOJIEHHA BifL CNPaBW, SIKY BiH pOGUTD.

AKTUBHMI CNOCi6 XUTTA

Typ6ota Koka-Kona YkpaiHa npo akTMBHUIA
CMoci6 XXMTTA Ta CNOPTUBHUIA BiANOYMHOK CBO-
iX NpaLiBHMKIB — Lie CKNafoBa 3arafbHOi CTpa-
Terii Koka-Kona wono aktueHoro cnocoby
XUTTS. HalgckpasiwmM nprknagaoM cnopTme-
HOrO XXMTTS MepCoHany KOMMaHIii BBAXa€ETbCA
dyTOONbHA KOMAHAA 3 KMIBCbKMX MPALLiBHUKIB
Koka-Kona YkpaiHa, sika 2008 y poky Bif3Ha-
ymna 10-# pik cBOro icHyBaHHs. Y ubomy dyT-
60/1bHOMY KOMIEKTMBI Ha NoJi pa3oM 36MpatoTb-
€S NpaLiBHMKM yCix NaHok Bi3Hecy — Bif, Topro-
BOro NpeACcTaBHUKA A0 [eHepanbHOro amMpex-
Topa Koka-Kona B YkpaiHi. KomaHga 3 vecTio
BUCTYNAE HAa YUCSIEHHUX PYTOONbHMX Bi3HeC-
3MaraHHsAX MK yKpaiHCbKMMM KOMMaHiaMu Ta
BXKE Ki/ZIbKa pOKiB MOCMiNib 3aNpOLWYETHCS HA €B-
pOnencbKMi MixkHapoLHUI TypHip y Cnosay-
YMHI, fie 3MaraeTbCs 3 KoNeramu 3 BiaaineHb
Koka-Kona y Yexii, YropwuHi, PymyHii, Cnoau-
umnHi, CnoseHii Ta AcTpii. 2007 Ta 2008 cTa-
JIM pOKaMM HaLLOro NepeMOXKHOMo TpiyMdy Ha
LLbOMY TYPHIpi.

kia, where it competes with colleagues from Coca-Cola op-

erations in the Czech Republic, Hungary, Romania, Slovakia,
Slovenia and Austria. Ukraine took the tournament champi-
onship in both 2007 and 2008.
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fipocnas MNacTyweHunH
KepiBHWK BUpOOHMLLTBA COKIB

Yaroslav ' shenchyn
Juice Produgllon Manager




Doskinna

«Mu WOopOoKyY NPOBOAMMO eKoNorivyHui ayamT KomnaHii
«Koka-Kona besepigyw3 YkpaiHa» Ha BiANOBIAHICTb CTaH-
napty ISO 14000. AyauTwv BinbyBatoTbCa Nerko, aaxe us
KOMMaHisi NpaLtoe BiAKPUTO i MPO30po ANs 6yab-IKMUX iH-
Cnekuin. Y Hac HIKOMM He BUHMKAN0 HeMopo3yMiHb WoL0
BMKOHAHHS €KOMOTYHMX BUMOT, i MM i3 3340BOJIEHHAM Ha-
[aBanu niaTeepaxeHHs ceptudikaty ISO 14000.»

OkcaHa KocmeHko,

MeHedxep 3 onepamusHoi pobomu cepmudpikayii cucmem i nocnye -
CxioHa €spona,

I “SGS Ykpaina”

«KomnaHis «Koka-Kona besepinxu3 YkpaiHa Haa3suuaiHo
BiAMNOBIAaNbHO CTAaBUTLCS L0 AOBKINNSA | 4O BOAHMX pecyp-
ciB 30kpema. [ns pobyBaHHS BOAM BUKOPUCTOBYETLCS HAM-
CyyacHile i HansKicHiwe obnagHaHHA. Lls KomnaHia Mae
yci niueHsii i 4O3BOM Ha NPaBO BUKOPUCTAHHS NiA3EMHUX
BOZ, i CNiAKYE 33 36epexKeHHsIM NOCTIMHOMO PiBHA BOAHUX
pecypcis. [yxe NpUEMHO, LLO B YKpaAiHi € Taki CBiAOMi i ak-
TUBHI y CnpaBi 36epexXeHHs [0-
BKIiNINS KOMMaHii».

OnekcaHdp Hikimauw,

Lupekmop Llenmpy
2i0pozeonoziyHux i
2€0/1020€K0/10214HUX 00CNIOHEHb
MAPITT «[igHiveeonoeis»

«B KomnaHii Koka-Kona nobpe
PO3YMItOTb LIiHHICTb pecypcCiB i
BaXX/IMBICTb NOAANbLLOI Nepe-
pobku Bioxoais. TyT cTapaHHO
BiAiNATb | COPTYHOTb BifX0-
[u, siki nigasratoTb nepepobui
i NOBTOPHOMY BUKOPUCTAHHIO.
Lle BurioHo camiit koMnaHii, i

B TOM e 4ac 3HaYHO 3MEHLUYE
3a0pyAHEHHS AOBKINNA».

Bonooumup Cnabud,

lonosa YkpaiHcekoi
NnakyeanbHo-eKko102i4HOI Koaniyii
«YKplIEK»

Environment

“We conduct environmental audit for compliance with I1SO
14001 standard at Coca-Cola Beverages Ukraine every year.
These audits pass easy as the Company operates transpar-
ently and is open for any inspections. We had never have
any misunderstandings as to environmental requirements
implementation, and were always happy to re-confirm ISO
14001 certification.”

Oksana Kostenko,
System and Services Certification,
FE “SGS Ukraine”

“Coca-Cola Beverages Ukraine treats environment and wa-
ter resources in particular with the highest responsibility.
They use the most modern equipment of the highest quality
to extract water. This Company has all licenses allowing it
to use the underground water, and they care for preserving
the corresponding level of underground waters. It is very
nice to have such active companies in Ukraine who really
care for the environment.”

Oleksandr Nikitash,

Director of Hydrogeological and
Geology-Ecological Research,
‘PivnichGeology”

“They have full understanding
of the value and importance of
wastes processing in Coca-Cola
Ukraine. They carefully sepa-
rate and sort wastes which can
be re-used. Itis profitable for
the Company, and at the same
time it substantially decreases
pollution of the environment.”

Volodymyr Slabiy,

Chairman, Ukrainian Packaging &
Ecological Coaltion

“UkrPEC”

Koka-Kona B YkpaiHi
MOCTIMHO NpaLoe
Hag, TUM, LoD
MiHIMi3yBaTH CBIlA
BMJIMB Ha OOBKiNAA.
Lle - yvactuHa
LWMPOKOro CNEKTPY
Ain yciei Cuctemm
Koka-Kona B
iHTerpauii couianbHo
BiANOBiAaNbHUX
NpakTKK Ta
NPUHLMMIB CTaNoro
PO3BUTKY.

CoujianbHuit 38iT 2010

KomnaHis npuitHsna EKonoriyHy nonitmky, SKo i KepyeTb-
Cs1'y BNPOBAAXEHHi NporpaM 3a TpboMa NPiOpUTETHUMM Ha-
npsiMamu:

EdeKTUBHICTb BUKOPUCTAHHS BOAM Ta OYMLLEHHS CTIYHMX
BOA;

EHeproedekTuBHiCTb Ta 3MeHwWeHHs Bukuais CO,;

3MeHLeHHs 06cAariB TBEpANX BiAXOAIB Ta 36iNblUeHHS
KiNIbKOCTi nepepobku.

Oxkpim EkonoriyHoi Monituku, B KoMnarii npuiHATI i AitoTb
MoniTvka 3 yTUnisauii Ta nepepobku TBepAMX BiAXoAIB Ta
MoniTmka 3 NUTaHb 3MiHM KNiMaTy.

Po3BUTOK cMCTeMU eKONoriYHOro
MeHeAXMEeHTYy

XosTeHb 2002 poky — iHO3eMHe nignpuemMctso «Koka-
Kona beBepipxun3 YkpaiHa», nepwmM cepep nignpueMcTs
Xap4yoBoi NpOMMUCNOBOCTI B YKpaiHi, cepTudikyBano cucte-
My eKONOriYHOro MeHeAXXMeHTY BianosiaHo fo sumor ACTY
ISO 14001-1997 y cuctemi YkpCEMPO.

Civenb 2003 poky — Koka-Kona B YkpaiHi — nepiwa komna-
Hisl B HALWIiM KpaiHi, iIKa oTpuMana ceptudikat «EkonoriyHo

yncTa» Ang BiTuM3HAHoro 6peHay soam «H0pcbke [xepeno».

XosTeHb 2004 poky — CucTeMa eKonoriyHoro
MeHenxMeHTy KoMnaHii ycniwHo npoiwna
cepTudikauinHunii ayaut Komnanii SGS Ta otpumana
Mi>kHapogHuit ceptudikaT ISO 14001:1996.

XosTeHb 2005 poky — KomnaHia nigTBepauna
BiAMNOBIAHICTb CUCTEMM EKONOTIYHOTO MEHEOXKMEHTY
o sumor I1SO 14001 sepcii 2004 poky nif vac ayauty,
npoeneHoro KomnaHieto SGS.

lpyneHb 2006 poky — CucTemMa eKonoriyHoro
MeHeXMeHTY pecepTudikoBaHa B cuctemi YkpCEMNPO
Ha BignosigHicTb BuMoram [ICTY ISO 14001:2006. Kpim
TOro, cepy 3aCTOCYyBaHHS CUCTEMM NOLLUMPEHO i Ha npoLec
BMPOOHMLTBA COKIB Ta HeKTapiB «Jobpuit» ™ Ta «Rich»™,

XosTeHb 2007 poky — CucTeMa eKoNoriyHoro
MeHeXMeHTY KoMnaHii ycnilwHo nponwna
peceptudikauiiHui ayamnt Komnanii SGS.

Coca-Cola in Ukraine is commited to minimising its impact
on the natural environment as part of its broader efforts to
integrate socially responsible behaviour and sustainable
management principles in all areas of its operations. The
Company has established a comprehensive Environmen-
tal Policy, which provides direction for programmes that are
carried out in three priority areas:

Improving water efficiency and treating wastewater;

Improving energy efficiency and reducing carbon
emissions;

Recuding solid waste and increasing recycling.

In addition to the Environmental Policy, we have Packag-
ing waste and recycling Policy and Climate Change Policy
in place.

Development of enviromental

October 2002 - Coca-Cola Beverages Ukraine Limited was
the first company in the Ukraine food industry to certify its
Environmental Management System in compliance with the
ISO 14001-1997 standards issued by the Ukrainian certifi-
cation authority according to UkrSEPRO requirements.

January 2003 - Coca-Cola Ukraine was the first company
in Ukraine to obtain the certificate “Ecologically Clean” for
its domestic water brand “Yurske Dzherelo”.

October 2004 - The Corporate Environmental
Management System was successfully audited by
the international audit firm, SGS and obtained the
international certificate ISO 14001:1996.

October 2005 - The Company demonstrated compliance
of its Environmental Management System with the
requirements of ISO 14001 2004 in an audit conducted by
SGS.

December 2006 - The Environmental Management
System was re-certified in the UkrSEPRO system as

in compliance with the standard ISO 14001:2006.
Additionally, application of the system was extended to
the production process for TM “Rich” and “Dobriy” juices
and nectars.
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2007 poky Koka-
Kona B YkpaiHi
CBATKYBasa

cBOE€ 15 pivuga B
YKpaiHi. 3a oCTaHHi
nekagn KomnaHis
nepeTBopuiacs B
HAWNOTY>KHiLIOrO
BMpPOOHMKA
6e3anKoroNbHUX
HaMnoiB, AKUA
BTaMOBYE cripary
BinbLL Hixk 46
MiNbMOHIB YKpaiHLiB.



Doskinna 3miHa knimaty

lpyneHb 2007 poky — KomnaHis nigTeepanna
BIAMNOBIAHICTb CUCTEMM EKONOTIYHOrO MEHEAKMEHTY Ta
peceptudikoBaHa B cuctemi YKpCEMNPO Ha BianoBigHiCTb
no sumor [ICTY ISO 14001:2006.

XosTeHb 2008 poky — KomnaHis niateepamna
BiZANOBIZHICTb CUCTEMM EKONOTIYHOrO MEHEAXKMEHTY
o sumor I1SO 14001 sepcii 2004 poky nig vac ayauty,
nposegeHoro KomnaHieto SGS.

lpyneHb 2008 poky — KomnaHisi nigTBepamna
BiAMNOBIAHICTb CUCTEMM €KONOTIYHOTO MEHELKMEHTY B
cuctemi YKpCEMPO Ha BianosigHicTb ao sumor ACTY ISO
14001:2006.

XosTeHb 2009 poky — CucTemMa eKonoriyHoro
MeHeakMeHTY KoMnarii ycnilwHo npoiiwna noBTOpHUMI
cepTudikauinHuii ayaut KomnaHii SGS Ta nigTeepamna giwo
MixkHapogHoro ceptudikaTy ISO 14001 : 2004.

lpyzeHb 2009 poky — CucTeMa eKoNoriYHoro
MeHeaXMeHTy pecepTudikoBaHa B cucteMi YKpCEMPO Ha
BignosigHicTe BuMoram ICTY ISO 1400:2006. Kpim Toro,
cdepy 3aCTOCYBaHHS CUCTEMM NOLUMPEHO i Ha
npouec BUpOOHMLITBA aceNTUYHOI NPoayKLiji.
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3MiHa KniMaty W %
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LLlofHS MM BUKOPUCTOBYEMO - 37 o °
eHeprito ans 0birpiBy 6yauHKiIB, 122 o o0 ° °
Nnoi30K TPAHCNOPTOM Ta po- N\ e o 2o o
60TM odbiciB. EHeprisa Takox ’\ o Oo 09 °
BMKOPUCTOBYETLCS Ha Nif- - o @ o ©
NpUEMCTBAX AN BUPOOHU- LAY

LITBa pi3HMX TOBapiB. i ocHO-
BHWUM [)KEPENOM € 3ropaHHs
HadTH, BYrinng Ta rasy, y pe-
3yNnbTaTi Yoro B atMocdepy Bu-
Bi/IbHSETbCS ABOOKMC BYrNeLo

- CO, - «napHWKOBWI ras». binb-
LWiCTb BYEHUX CXOAATHCS HA AyMLU,
L0 NapHMKOBUIM edeKT CpUE Nia-
BULLEHHIO TeMnepaTypu 3emni Ta 3Mmi-
Hi KniMaTy.

Environment Climate Change

October 2007 - The Environmental Management System
was successfully re-certified by SGS.

December 2007 - The Environmental Management
System was re-certified in the UkrSEPRO system for
compliance with the standard ISO 14001:2006.

October 2008 - The Company demonstrated compliance
of its Environmental Management System with the
requirements of ISO 14001 2004 in an audit conducted by
SGS.

December 2008 - The Environmental Management
System was re-certified in the UkrSEPRO system for
compliance with the standard ISO 14001:2006.

October 2009 - The Corporate Environmental
Management System was successfully audited by
the international audit firm, SGS and obtained the
international certificate ISO

December 2009 - The Environmental Management
System was re-certified in the UkrSEPRO system as in
compliance with the standard 1ISO 14001:2006.
Additionally, application of the system was
extended to the APET production

bo > Climate Change

Energy is used every day to heat

oo e homes, drive cars and run offic-
%o © O es. Itis also used to power fac-
o0 " Ye):) \ tories and manufacture con-
0o, :
Q o0 " sumer goods. The main source
@ - of this energy is the burn-

ing of fossil fuels, such as oil,
coal and gas, which releases
carbon dioxide, CO,, a prima-
ry “‘greenhouse gas” into our at-
mosphere. Most scientists agree
the greenhouse effect contrib-
utes to raising the Earth’s tempera-
ture and altering its climate.

3apns ctabinbHoro
3abe3rneyeHHs
BOAHMMM pecypcamu
Ta NPOAYKTaMM
CinbCcbKoro
rocnonapcTsa, ki
BMKOPMCTOBYHOTbLCS
B HaLLMX Hanosax,
KomnaHis B3sna Ha
cebe 3000B’93aHHA
MiHIMi3yBaTW CBIW
BMJIMB Ha KNiMaT.
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3MiHa KniMaTy € NPUYNHOH 36iNbLLUEHHS KiNbKOCTI excTpe-
ManbHUX MOTFOAHUX YMOB, Y TOMY YMCJIi 3aCyX B OLHUX peri-
OHax i NaBOAKIB B iHWMX. Taki yMOBM MOXYTb NPU3BECTU A0
HecTaui NpicHOi BOAM Ta 3HUKHEHHS [esIKUX BUAIB POC/IUH
i TBapMH, WO, B pe3ynbTaTi, CTBOPIOE 3arpo3y A4 3abesne-
YeHOCTi Keto i 340poB’a. bifHI KpaiHM NoCTpaxaatoTb Halt
6inbwe, ane 0o 2025 poky ABi TPETUHU HaceNneHHsa 3emni
MOXe 3iTKHYTUCb 3 NPO61EMOI0 HeCTaui NPicHOT BOAM.

Yomy ue sBaxxnmeo ana Coca-Cola?

HaykoBLi NpOrHo3yoTb, WO 3MiHW KNiMaTy MaTUMYTb Be-
JIMYE3HUI BNIMB Ha BOAHI peCypCu Ta CiNbCbKe rocnoaap-
CTBO — [1Ba BaX/IMBUX KOMMOHEHTH BisHecy Hawoi Komna-
Hii. Tomy, 3aans cTabinbHOro 3abe3neyeHHs BOAHUMMU pe-
CypCaMu Ta NpOAYKTaMM CibCbKOro rocnofapcTaa, aKi BU-
KOPUCTOBYIOTbCS B HAaLWLIMX Hanosix, KoMnaHis B3sna Ha cebe
30008’A3aHHS MiHiMi3yBaTu CBili BNAMB Ha KNiMaT. Lle Bax-
JIMBO He TiNbKK ANS Haworo Bi3Hecy, ane i Ans CTanoro pos-
BUTKY rpOMag, B IKUX MM NPaLOEMO.

3MEHLIEHHSI BUKOPUCTAHHS EHEPTii TakoX L03BONIUTb HaM
CKOPOTWUTU OMepaLiiHi BUTpATHU Ta CHOpMYBaTH MiLHiLLi
BiAHOCMHM 3 yCiMa 3aLiKaBNeHMMMU CTOPOHAMMU, aaxe 06i-
3HaHICTb Npo Lt NpobneMy 3pocTae i Bce binblue noaen
XBWJIHOE MUTAHHS NPO BMMB Bi3HECY Ha LOBKiNAg.

LLlo M1 po6umo y uboMy HanpsMmi?
Y Cucremi Koka-Kona npuiHaTo 6aratorpaHHy cTpaTerito,

[ie Nnpobaemy 3MiHM KNliMaTy HaAaHO NPIOPUTETHOTO 3Ha-
YEeHHS.

bisHec-nnaHyBaHHA: NOCTAHOBKa Linei

LLlo6 noCArHyTM HaLWoi MeTU — CTATU KKOMMAHIELD, IKY Haii-
6inblue MOBaXakTb Y CBITi» - MU NOBUHHI 3alMMaTN aKTUBHY
MO3ULLIK0 Y MUTAHHSAX 3MiHM KNiMaTy. BcTaHoBAoYM Lini 3
eHepro3bepexxeHHs, MM BUOYLOBYEMO iHTErpOBaHy CTpaTe-
rito i3 3aXMUCTY KNimaTy.

Bupo6HMLTBO: 3MEHLLEHHS BUKUAIB

Hawoto cTpaTterieto y Cuctemi Koka-Kona wono 3smeHweHHe
BMKM[IB € NOLIYK Ta BUKOPUCTAHHS MOXJIMBOCTEN 3aXUCTY
KNiMaTy y TPbOX OCHOBHMX Cepax AisNbHOCTi: BUPOOHML-
TBi, TPAHCNOPTYBaHHI Ta TOProBoMy 0b1agHaHHi.

Climate change is linked to extreme weather conditions -
including 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. Poorer countries tend to suffer
the most, but 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
effect on water resources and agriculture — two vital com-
ponents of the Company’s business. Therefore, to ensure
the long-term sustainability of freshwater resources and
the agricultural products used in our beverages, the Com-
pany is committed to minimizing our impact on our climate.
This is not only important for our business, it’s important for
the sustainability of the communities where we operate as
well.

Reducing energy usage also allows us to cut operation-

al costs and form stronger relationships with stakehold-
ers who are increasingly becoming aware of and concerned
about businesses’ environmental footprints.

Our response to climate change reflects the Company’s in-
tegrated approach to sustainability in which climate protec-
tion is a key component of our business strategy.

What are we doing about it?

The Coca-Cola System has adopted a multifaceted strategy
that will make working to combat climate change a priority.

Business Planning: Setting Goals.

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

Our Operations: Reducing Emissions

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

Social Responsibility Report

To ensure the long-
term sustainability of
freshwater resources
and the agricultural
products used in

our beverages,

the Company is
committed to
minimizing our
impact on our
climate.



Doekinna BianoBiaHicTb eKonoriyHMM cTaHpapTam

2009 poky KomnaHis
Koka-Kona B

YKpaiHi BCTaHOBMAA
obnagHaHHA Ta
BNpoBaamna
NpaKTUKY
BiAE€OKOHbepeHLin.
Lle no3Bonsge
CNiBpOBITHMKaM
KomnaHii B

pi3HMX KpaiHax
CNiNIKYBaTUCh

3a 0MOMOrot
Bi4€03B™3KY, LLO
CMNPUSIE 3MEHLLEHHIO
BMKWUAiB BYIrneL nig
yac nepenboTy. Tak,
HaM4yacTille HaLMM
CNiBpOBITHMKaM
[0BOAMTLCS NiTaTh
MiX Knesom

Ta MocKBOHO.
BukopucTtoBytoum
Bi[J€03B’930K 3aMiCTb
nepenboTy, oAHa
N0aMHa 3anobirae
Bukmay 224 kr CO,
3a OJIHY MOi34KY.

Haw 3aBog 6yno
OLLIHEHO K TaKWUH,
LLLO MOBHICTIO
BiAMoOBiga€
Mi>KHapOAHMM

Ta YKPAIHCbKMM

g 3

40

Mposopictb

Mwu nepekoHaHi, Wwo ang epekTUBHOI pobOTH i3 3aXMCTY Ki-
MaTy NOTPiGHO OMPUNIOAHIOBATU NMOKA3HMKM Ta pe3ynbTaTh.
ToMy MM Ha,aEMO ONMC NapHUMKOBMX rasiB, SIKi yTBOPIOKOTb-
€'y pe3ynbTaTi HALWOoi AiSNbHOCTI, Ta 3a/IMLLAEMOCH BiAKPU-
TUMM [0 PO3KPUTTS iHdOpMaLii Woa0 BUKUAIB.

3eneHe Ta 6e3neyHe BOAHHA

2009 poky 6yno BnpoBaaXeHo NpoekT 3enieHoro Ta bes-
NMEeYHOro BOZiIHHS, METOK SKOrO € LOCSATHEHHS TPbOX OCHO-
BHUX Linen:

BMKOPMCTaHHS NaIbHOrO Ha TpaHcnopTi KoMnanii;
3MeHLWeHHs BukuAais CO2 B HABKONMULLHE CepefoBUILLE;
CKOPOYEHHS BUMALKIB LLOPOXHbO-TPAHCMOPTHUX MPUIroA.

3aBAsKM CKOOPAMHOBAHUM aiaMm Bigainy norictukuy,
nocTiMHOMY hOKYCY Ta 3yCUNNAM YCiX NPaLiBHUKIB, NPOTS-
rom 2009 poky Ha TpaHcnopTi KoMnaHii Bganocs [ocartu:

3MEHLUEHHS BUTpaTK nanbHoro Ha 243 000 niTpis,
3MeHWwnTM Bukan CO2 Ha 388 ToHM,

3MeHWnTK piseHb AT Ha 11% nopisHaHO 3 2008 pokom.

BipnoBigHicTb eKonoriyHuMm
CTaHAapTaM

Bsxe 6araTo pokiB y HaLWii KOMNaHii 0CiHb — Nopa ayauTiB.
Hanpukinui nanctonaga 2009 Mu BKOTpe NpOMLLAN ayauT Ha
BiINOBIAHICTb MiXKHApPOAHOMY eKOoNoriYHoMy cTaHaapTy I1SO
14001: 2004 poky Ta niaTBEpAUAHM Aito cepTUdikaTy, Wo
oTpuManu paHilue.

A Ha noYaTKy rpyaHs MM NPOMLLN Le oauH ayauT Komnarii
YkpCETPO A1 «YkpmeTpTecTcTafapT», uuM 6yno niarsepoxe-
HO YCMIiLWHICTb CEMMUPIYHOI pOHOTH i3 BNPOBAaAXKEHHS Ta BAO-
CKOHaNeHHs CUCTEMM EKOJIOTIYHOr0 MeHEeAXXMEHTY BiANOBIAHO
[10 BUMOT MidkHapoaHoro ctaHaapty 1S014001:2006 Ta kop-
nopaTtmeHux ctaHaapTie Komnanii Koka-Kona «eKo-systems.

Environment Compliance with environmental standards

Being Transparent

To effectively protect our climate, we believe it is important
to share our findings and developments with the public. To

this end, we have disclosed our greenhouse gas invento-

ry and remain committed to publicly disclosing information
about our emissions.

Safe & Eco Driving Project was launched in 2009. Its main
objectives are:

to reduce fuel consumption by the Company fleet;
to reduce CO2 emissions;
to decrease the number of traffic accidents.

As a result of coordinated steps in the Logistics department,
constant focus and efforts by all employees, during 2009
we have achieved:

reduction in fuel consumption by 243 000 litres;
reduction of CO2 emission by 388 tons;

the number of traffic accidents with the same fleet
decreased by 11% in comparison with 2008.

Compliance with environmental
standards

Autumn has become a season of audits for our company

for many years already. In November 2009 we once again
passed the audit for copmpliance with international envi-
ronmental standart ISO 14001:2004 and reaffirmed the va-
lidity of our compliance certificate.

In December we passed another audit of the UkrSEPRO
Company, which confirmed the successfull work during sev-
en years on implementation and improvement of the envi-
ronmental management system in accordance with interna-
tional standard 1SO14001: 2006 and Coca-Cola corporate
«eKo-system» standart.

This year we received only positive feedback from the audi-
tors and did not hear any observations concerning our oper-
ating System for Environmental Management (SEM)!

In 2009 Coca-

Cola in Ukraine
installed equipment
and introduced
videoconferences
into its daily
business practice.
Now our employees
in various countries
across the world

are offered the
opportunity of
videocommunication
that leads to
decreasing the
carbon emissions.
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 CO, emissions
per one round trip.

Our plant has been
rated as one that
fully complies with
international and
Ukrainian standards
on the environment.
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Llboro poky Big ayauTopiB M1 OTPMMANU iMLLE MO3UTUBHI

BiATYKM T3 HE MOYY/IM KOLHOTO 3ayBaXKEHHS LWOAO MPaLioto-

yoi Ha 3aBoai Cuctemu EkonoriyHoro MeHepykmeHTy (CEM)!

MOHITOPUHI €eKONOriYHMUX NOKA3HUKIB

B npoueci po6otn Koka-Kona B YkpaiHi nocTiiHO ineHTUdI-
KY€ BMIMBU, SKi MOXKE CNPUUMHATY i1 AiSNbHICTb HA [OBKIN-
n4. BCix iX yMOBHO MOXHa NOAINNTK Ha TaKi rpynu:

BMKMOM B aTMOCepHe NoBiTps;

BMKMAM Y BOAHI 00°€KTH;

BMKOPUCTAHHS CUPOBUHM Ta MaTepianis;
CMOXMBAHHS eHeprii;

BUAINEHHS eHeprii;

YTBOPEHHS BiAXOLIB Ta iX BMNIMB HA LOBKINNS.

[1ns MOHITOPWHT'Y LMX BNJIMBIB BCTAHOBJIEHI €KOOTiYHI No-
Ka3HWMKM, SKi NOCTIMHO BM3HAYaE i aHani3ye rpyna gaxisuis
Komnawii. lng npuknagy, ue:

BMKOPUCTaHHA 060pOTHOI Ta HEOBOPOTHOI YNaKoBKM I/
NiTp Hanoto;

BMKOPUCTaHHS enekTpoeHeprii MIx/nitp BupobneHoro
Hanot;

BMKOPUCTaHHS eHeprii, MIX/niTp Hanoto;
BMKOPUCTAHHS BOAM, /NITP HaNoto;

3ara/ibHa KinbKiCTb yTBOPEHUX TBEPAMX BiLXOLIB, I/ NiTP
Harnoto;

KiNbKiCTb yTUNi30BaHUX TBEPAMX BiAXOAIB, I/ NiITP HAaMoto;

KinbkicTb nepepobneHux BiAXoAiB, BiACOTOK BiAXOAIB,
nepenaHux Ha nepepobky abo NOBTOpHE BUKOPUCTAHHS;

KiNbKiCTb OpraHiuHMX pe4yoBumH B CTiYHMX Bogax BOD, mr/
NiTp Hanoto;

BMKOPUCTaHHS an3enbHoro nansHoro Ha 1000 niTpis
nepeBe3eHoro Hamnoto.

3aBASKM TaKOMY MiAX0AY MOXKHA YiTKO BU3HAUMTH, Y SKOMY
cTaHi KomMnaHisi BiGHOCHO BNIMBY Ha AOBKiNAA, @ TAKOX NO-

Monitoring environmental indicators

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

discharges into the air

discharges into water bodies

use of raw materials and other materials
energy consumption

energy release

formation of waste products and their impact on the
environment

To measure these impacts, specific indicators have been de-
fined and are continually assessed and analyzed by a Com-
pany expert group. Examples of indicators used:

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

Electric power use, MJ/litre of produced beverage;

Energy use, MJ/litre of beverage;

Water use, l/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 re-use;

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

Diesel fuel consumption for 1000 litres of transported
beverage, l/L

Using these indicators, the Company can accurately mea-
sure its impact on the environment and continually improve
its environmental performance.

Social Responsibility Report




Doekinna BianosiaHicTb ekonoriyHuM cTaHpapTam Environment Compliance with environmental standards

CTiHO BALOCKOHANOBATH CBOIO AifIbHICTb CTOCOBHO OXOPO- Water use CupoBuHa Ta MaTepianu Raw and other materials

HU NPUPOaM.

BukopuctaHHs Boam

OnNTUMI3ylun BUKOPUCTAHHSA CMPOBMHM Ta MaTepianis, Kom-
naHis LOCArae eKOHOMIi pecypcCiB Ta MiHiMi3aLii KibKOCTi

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

34
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3aiH0K0Tb B TEXHOMONYHUX NpoLecax;

combustion materials that become the raw material for
carbonic acid production

Social Responsibility Report



Doekinna

Yci Bigxoan
YMAKOBKMU, IKY MU
BMKOPUCTOBYEMO,
nignaratotb 100%
yTunisauii.

KoMnaHis BneBHEH3,
LLLO HeobXxigHOo
BMKOPWUCTOBYBATH
L1151 yNaKOBYBaAHHS
TOoBapy 060pOTHY
Tapy: Le 3MEHLLYE
3aTpaTu eHeprii Ta
BMKOPUCTOBYETLCA
MaTepian, SKui

Mir cTaTu
Bigxog4amu. 3apas

B 6araTtopasoBoMy
BMKOPUCTAHHI
nepebyBalTb CKASHI
NAAWKK, NNAaCTUKOBI
ALWMKM Ta NigO0HM.

BianoBiaHicTb eKonoriyHMM cTaHpapTam

BMKOPUCTaHHS Cy4yacHoro obnagHaHHs ansg abcopbuii
NPOAYKTiB 3ropaHHs NPUPOAHOrO rasy, ski Hagani CTarTb
CUMPOBUHOIO AN BUPOOHMLITBA BYIIEKMCNOTH;

CBOEYACHOTO TEXHIYHOr0 0O6CNYrOBYBAHHS TPAHCMOPTHUX
3aco6iB Ta oNTUMI3aLii MapLIpyTiB iX pyxy B NpoLeci
[LOCTaBKM NPOAYKLii.

nepexony Ha enekTPOHHUI MOHITOPUHT MOKAa3HMKIB,
a caMe KOHTpo/toBaHHIo ix cuctemoto ACKYE
(aBTOMaTMYHOIO CMCTEMOIO KOHTPOJIIO €NeKTPOEeHeprii).

Teepai Biaxoau

MM npautoeMo Ha TUM, abu 3MEHLUMTM BMIMB Ha HABKO-
JIMLHE CepefoBULLE Yepe3 3MEHLLEHHS KiNbKOCTI BiAXOAIB,
ix nepepobKy Ta NOBTOpHE BUKOPUCTaHHS. HaouHUM npu-
knanom Koka-Kona ta ii napTHepiB € TBepai Biaxoam 3 yna-
KOBKM. YNakoBKa BUKOPUCTOBYETLCSA NifJ, Yac po3numey i 36e-
piraHHa NpoAyKLii Ta BiAirpae BaXIMBY MapKETUHI'OBY
posb. M1 NOBTOPHO BUKOPUCTOBYEMO TBEPAI BiAXOAM Y BU-
pobHMuoMmy npoueci. 115 3MeHLWeHH$ KiNbKOCTi TBEPAUX
Bi4X0AiB B NpoLeci BUPOOHULTBA Ta MiHiMi3auii ix BBy
Ha [OBKINS BXMBAETbCA TaKMX 3aX0M4iB:

po3AinbHKUIA 36ip BiAXOLIB Ta iX MOBTOPHE BUKOPUCTAHHSA
—367%Yy 2006-My poui Binbynocs 36inbleHHs
yTunisoBaHux Biaxonis ao 84 %y 2009 poui;

MiHIMi3aLi BUKOPUCTAHHS CUPOBUHM, IKa
BMKOPWUCTOBYETHCA ANS NAKYBAHHA MPOAYKLi, LLLO, B CBOIO
yepry, NpM3BOAWTb A0 3MEHLUIEHHS BiAXOAiB YNakoBKU Y
KiHLLEBOrO CroOXuBaya.

YnakoBKa

Koka-Kona B YkpaiHi nparHe 3MeHLWM1TH BNIMB YNaKOBOK Ha
noekinng. KomMnaris nocTiMHO NpaLtoe Hag TMM, Wwob Bpa-
XYBaTW KpUTepii HABKOMMLLHbOIO CepeloBULLA; 30Ccepes-
XKYETbCA HA 3MEHLUEHHI BUKOPUCTAHOrO MaTepiany. Hanpu-
KNnag, cnepuly ABONITPOBA NIACTMKOBA MASALIKA BaXuna no-
Hap 56 rpam, Tenep Bara 3mMeHwmnach fo 50 rpam.

Hanb6inbLu NpUAHATHMM MaTepiaioM 419 NOBTOPHOI Nepe-
pobku € MET-Tapa — HaWrHyuyKiwwmi TexHivyHmia nonimep. 2008
POKY Y Hac Ha nignpuemctsi yTBopunoch 15 000 ToHH Biaxo-
nis MET-nnswku, 2009 - 13 500 ToHH. Lli Biaxoam 6yno ne-

Environment Compliance with environmental standards

regular transport maintenance and optimization of
delivery vehicle movements

electronic monitoring of key indicators, in particular, an
electronic system for commercial accounting of power
consumption

Solid waste

We strive to minimize the amount of solid waste produced
by our business - the most prominent example of which
is packaging waste. Packaging is used in the bottling and
storage of our beverages and plays an important role in
marketing and providing convenience to consumers.

In order to decrease the amount of solid waste generat-
ed in the production of our beverages and to minimize its
impact on the environment, the following measures have
been taken:

waste separation and recycling: the amount of recycled
waste increased from 67% in 2006 to 84% in 2009;

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

Packaging

The Company continually strives to reduce the amount
of material used in its packaging. For example, the 2-li-
tre plastic bottle, which originally weighed more than 56
grams, now weighs as little as 50 grams.

PET package is the best material for recycling, as it is the
most ductile polymer. 15 000 tons of PET waste were
cwanyceysin 2008 and 13 500 tons in 2009. It was all
passed to such specialized enterprises as “Khimvolokno”,

“ObuhivVtorResurs”, “lzmail”, “Rubizhanka”, and so on. There,
they produced carpets, office furniture, audio and video
tapes, package film, buckets, waste sacks, pipes, and other
usefull articles.

All waste of the
package we use are
100% recyclable.

In addition, the
Company supports
the use of returnable
beverage packaging,
which reduces
energy consumption
and minimizes
materials used.
Currently glass
bottles, plastic
cases and trays are
returnable.

BukopucTtaHHs
BOAHMX pecypciB
3aBX.OM
BiaOyBa€eTbCS
BiJMOBIOHO A0 YiTKO
BCTaHOBAEHMUX
3aKOHOdaBYMX
paMoK Ta
perynsipHux
nepesipok
YMOBHOBAXEHMX
opraHi. KomnaHis
Ma€ BCi HeobXiaHi
niyeHsii i 40380,
BiAMoOBigaNbHO
BXXMBAE HEOOXiAHUX
3aX0AiB Ta Crnayye
BYACHO i y MOBHOMY
o6ca3i nopaTkM Ta
360pK 3a CNOXUTY
BOAY.
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penaHo cnewianizoBaHMM NiANPUEMCTBAM, TaKMM K «XiMBO-
NOKHO» , «0ByxiBTOppECYpC», «I3Mainy, «PybixaHka» Ta iH. 3
HalLMXx Biaxoais 6yno BUroTOBNEHO KUMMU, ODiCHI Mebni,
aynio-Bifeo niBKK, NNiBKW ANs YNAKOBKWU rPaHynATy, BiApa,
MILLKM A8 CMITTS, ByaiBenbHi TpyOM Ta iHLWI KOPUCHI peui.

Bopa

Bona — pyxe Baxnua ans 6i3Hecy BUPOOHMLITBA HAMoIB.
Lle — ocHOBHMI iHrpeaieHT NpoayKTy, 060B'A3KOBa CKAL0-
Ba 6iNbWOCTI BUPOOHUUYMX NPOLLECIB.

Bopia, 3BMYaliHO X, € KUTTEBO HEOOXiAHOW ANS 3L0POB'S
cycninbCTBa. BpaxoBytoum BaXMBICTb LbOro NUTaHHS, MU
BipMMO, L0 ePeKTUBHE Ta AOaNIMBE BUKOPUCTAHHS, A Ta-
KOXX KOHTPO/1b 32 SKICTHO BOAM € NPIOPUTETHUM ANS TpMBa-
noro BefeHHs 6isHecy. Koka-Kona B YkpaiHi 30cepexyeTb-
€S Ha iHiLiaT1BaXx, SKi CNMOHYKakTb paLiOHaIbHO BUKOPUC-
TOBYBATM BOAY, eEKTUBHO OYMLLATM CTOKM Ta NiATPUMYBA-
TW NPOEKTU 3 BOL036epexeHHs.

PauioHanbHe BUKOpUCTaHHSA BOAMU
BpaxoBytouum ToW akT, Wo y CBOil AisnbHoCTi KomnaHis Bu-
KOPUCTOBYE MiA3eMHi BOAHI pecypcu, 3anpoBafXeHo:

NpoeKTn paLLiOHaJ'I bHOI0 BOAOCMOXMBAHHA,

KOHTPOJ1b piBHﬂ MnifA3eMHUX BOL CEHOMAHCbKOro Ta
HOpCbKOro FOpVIBOHTiB 3 AKX MU 336Mpa€MO BO4Y

edeKTUBHE BUKOPUCTAHHS BOAM Ha BUPOOHULTBI;
NMOBTOPHE BUKOPUCTAHHS BOAM;
6i0NoriYHy OUMCTKY CTIYHMX BOA,;

couianbHi NpoekTn Ana GopMyBaHHS ,06PO3UYINBOIO
€KOJIOTiYHOro CBITOrNAaY.

Mepenik NOKa3HMKIB PO3LLUMPIOETLCS 3a1EXKHO Bif, 3MiH MiX-
HapOAHOro 3aKOHOAABCTBA Ta pe3yNbTaTiB poboTH BCixX 3a-
BofaiB Koka-Konay cBiTi.

KoediuieHT BUkoprcTaHHa Boam B Komnawii cknagaey ce-
peaHboMy 61M3bKO 2,3 N1 HA NiTP BUrOTOBNIEHOIO HAMOH, LLO
B 2,5 pa3u MeHLUe, HiX BCTAHOBNEHMIM MOKA3HUK AN ranysi
BMPOOHMLTBA 6€3aNKOroNbHMX HaMnoiB Ta MUTHUX BOA,.

Water

Water plays an important role in beverage production. Itis
the main ingredient in beverage products, and it is used in
the production process.

Water is vital for the health of society. Responsible stew-
ardship of water resources - both the amount of water used
and assurance of water quality - is a top priority for The Co-
ca-Cola Company. Coca-Cola Ukraine focuses on initiatives
related to the economical use of water, water quality and
treatment of waste water.

Rational Water Use

Given that the Company uses ground water, the following
measures are taken to ensure the responsible use of this im-
portant resource:

rational water consumption

control of groundwater Cenomanian and Jurassic horizons
from which we extract water

effective use of water for production
water reuse
biological cleaning of waste waters

community projects designed to encourage public
awareness of water-related ecological issues and
responsible use of water.

The average Company water use ratio is approximately 2.3
liters per litre of beverage produced, which is 2.5 times low-
er than the indicator legally approved for production of soft
drinks and drinking waters.

A ‘Water Resources Saving’ program has been developed to
ensure the achievement of our goals for the rational use
of water resources. The program includes training and the
sharing of best international practices.

Social Responsibility Report

The Company’s use
of water resources is
in strict accordance
with expressly
defined legislative
controls and regular
verifications by
authorized bodies.
The Company has all
necessary licenses
and permissions,
takes all required
measures and pays
all taxes and fees for
the water used in a
timely fashion.



Doskinna

Cnig 3ayBaxkuTu,

L0 nepenoBa
TexHoJsioris
iHTEHCUBHOI
GionoriyHoi
aepobHoi cMTeMM
OYMCTKM CTIYHUX BOS,
CKOHCTpYMOBaHa
TakKUM YUMHOM,

o npoueaypa
nepexpecTHoro
WOAEHHOro

X KOHTPO/O
CTOPOHHbO
opraHisaLi€eto
MOBHICTIO BUKJTHOYAE
MOY/IMBICTb 3/IMBATH
HEOUMLLEHI BOAM

[10 3pOLUYBabHMUX
KaHani.. | noceneHHs
Ha 6beperax ogHOro
3 KaHaniB ciMeincTBa
6006piB NOBHICTIO LLE
NiaTBEPAKYE.

CycninbHi npoekTn

Hawa nporpama 36epexeHHs BooHux Pecypcis po3pobne-
Ha Ans Toro, Wob rapaHTyBaTh LOCSArHEHHS MeTH paLlio-
HaNbHOrO CNiBBIAHOLWEHHS Y BUKOPUCTaHHI BOAHUX pecyp-
ciB. [lporpama BK/OYAE TPEHIHIU Ta MOLIMPEHHS HAMKPaLLLOi
Mi>XKHOPOAHOI NPaKTUKKU, CAMOOLLIHKY IHCTPYMEHTAPpIt0.

CTiuHi BOAM

CTiyHi BOAM 3 HALWIMX OYMCHUX CMOPYA, OYULLAKTLCS A0 piB-

HS, SKUI BiANOBigaE BMMOraM MiCLLEBOro 3aKOHO4aBCTBaA Ta
ctaHaapTie KomnaHii Koka-Kona, i, Kpim TOro, € npuaatHnM
LNSOKUTTERISNBHOCTI prUbM.

Llev pakT Koka-Kona B YkpaiHi ycniwHO 4eMOHCTPYE, Hano-
BHIOKUYM BUKJTOYHO OUMLLEHUMM CTIYHMMM BOLAMM AeKopa-
TUBHeE 03epLe, 061alTOBaHE Ha TepUTOpii 3aBOAY, B IKOMY
KMBE LeKiNbKa pisHOBMAIB pubu.

CycninbHi npoekTH

Koka-Kona B YkpaiHi nepekoHaHa, L0 BHECOK Y BUKOPUC-
TaHHS BOAHUX PECYPCiB € NO3UTUBHUM NPUKIALOM AJIS 3a-
XMUCTY [OBKINSA HAa 3aBOAAX Xap40BOi NPOMMCIOBOCTI B
YKpaiHi. KoMnaHis BUKOPMCTOBYE CBOI 3HAHHA Ta [OCBIA, | HA
MicLLeBOMY, i Ha ro6anbHOMY piBHSX, W06 AONOMOrTH CTHU-
MYNOBaTU rPOMaACcbKy 06i3HaHICTb Ta BMPOBaAXXYyBaTH BCE
Ginblue NpOeKTiB 3 0OXOPOHWU HABKOJIMLLHBOIO NPUPOLHOro
cepeposuila. KoMnaHis 34iMCHIOE Lie WAsSXOM BCTaHOBNEH-
HS MApTHEPCTBA 3 HeYPSAOBMMU OpraHi3auisgMu Ta Micue-
BMMU 06'€gHAHHAMM. 30KpEMA, Lie:

y4acTb B po3pobui HaLioHabHOro 3aKOHOAABCTBA B ranysi
iHTErpoOBaHOro MeHeXXMeHTY TBepAMX BiAX0AiB, 0CO6IMBO B
YaCTWHI NpobaeMu yTuni3auii BiLXOAIB YNaKOBKM;

y4acTb B KPYMMX CTONAX i CYCMiNbHUX CTYXaHHSX 3
MUTaHb OXOPOHM JOBKiNNS;

Yy4acTb B Mi)KHapO,lJ,HVIX BUCTaBKax-KOHrpecax.

Environment Joint projects

Wastewater

In our wastewater treatment facilities, wastewater is treat-
ed up to a level that conforms to the requirements of the lo-
cal legislation and to the standards of The Coca-Cola Com-
pany and is capable of supporting aquatic life.

As a demonstration, Coca-Cola Ukraine maintains a decora-
tive lake on the grounds of our bottling plant which is filled
solely with treated wastewater from the plant and in which
several species of fish live.

Joint projects

Coca-Cola Ukraine’s initiatives in the area of water resourc-
es conservation set a positive example for the food and
beverage industry in the country. Moreover, using knowl-
edge and experience gained at both the local and global
levels, the Company has undertaken a number of projects
designed to raise public environmental awareness and en-
courage conservation, in partnership with non-governmen-
tal organizations and local communities. On a regular basis,
the Company:

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

participates in roundtables and public hearings on
environmental protection issues

participates in international exhibitions and congresses

It is worth noting
that the intensive
biological aerobic
wastewater
treatment
technology 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.
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«HaM Haa3BMYaHO MPUEMHO NPaLLIOBATH 3 KOMMNAHIE
«Koka-Kona besepinyxus YkpaiHa». Lle HaaiiHa koMnaHis.
PobuT 3aMOBNEHHS NETKO | 3pYYHO, | MU 3aBX AN OTPUMYE-
MO NPOAYKLiK0 BYACHO, YiTKO i MPaBUIIbHOY.

€geeH Lllamanos,
KameeopiliHuli MeHeOxep kamez0pii anko2ob i Hanoi,
«®o33i [pyn»

«Saatchi & Saatchi Bxe 6araTo pokiB CriBnpaLtoe 3 KoM-
naHieto Coca-Cola B YkpaiHi. 3a Lei yac MM nepekoHanm-
CS: KNIEHT 3aBXAM 3a43€ TiNIbKM HaMBULLi NpodecCiiHi CTaH-
[apTv — Ti, IKUX SOTPUMYETLCA caM. Bennky nosary BUKu-
Ka€ 9K npodeciiHuii piBeHb CNiBPOBITHUKIB KOMMAHIT, TaK i
NPUHLMMK, SKUX BOHW MOBCAKAEHHO AOTPUMYOTbCS Y pobo-
Ti. Jlo TOro X, cninbHa poboTa 3 MeHea)Kepamu KNi€HTa, i3
TaKWMM 40CBILOM i 3HAHHAMM, LONOMArae Ham NOCTIAHO Npo-
decirtHo 3pocTaT i BAOCKOHANKBATUCH: SK Mif, 4aC TPEHIH-
riB KOMMaHii, y IKMX areHTCTBO 6epe yyacTb, TaK i B mpoueci

po60TM HAL KOXHUM i3 NPOEKTIB, IKi MM peani3yeMo pasom».

MapuHa Baneesa,

Cmapuwuti cneuianicm 8iddiny
pobomu 3 KnieHmamu,

Caayi i Caayi YkpaiHa

«Heww,onaBHO 9 3HOBY NOBipU-
Nnlay yapu — g BUrpana noisa-
Ky no CLUA Big Komnanii Koka-
Kona. S oTpuMana wokytoui
BpakeHHs Big noMiBku Koka-
Kona B ATnaHTi - Tam cnpas-
Ai, Ky ka3ui! CTinbku BpaXxeHb,
AKi 9 0OTpUMana, HEMOXJ/IMBO
OUHMTH, iX NOTPIBHO BigUyTH.
Koka-Kona - ue cnpasai Buby-
xoBe aBuLLe! BoHa Hapae Ham
He NIULLE HAaCco0AY Bif, HAMO!,
ane M HacoNoay XUTTS».

OkcaHa Tpyéa,

Cmydenmxka Kuisceko2o
noaimexHiyHo20 iHcmumymy,
[Nepemoxeusb akuii

Marketplace

“We are very satisfied working with Coca-Cola Beverages
Ukraine. Itis a reliable company. It is easy and convenient
to order, and we always receive products in time, accurate,
and properly.”

Evgen Shatalov,
Category manager, alcohol and beverages,
Fozzy Group

“Saatchi & Saatchi cooperates with Coca-Cola Ukraine for

a number of years.This long-lasting experience proves

that the Client does not only set us the highest profession-
al standards, but meets them as well. We are impressed

by the Coca Cola managers’ competence and their adher-
ence to the principles of the company. Besides, everyday co-
operation with people of such knowladge and experience
helps us to grow and improve ourselves either at trainings
held by the Client we take part in or any project we work at
together.”

Marina Valeyeva,
Group Account Director,
Saatchi&Saatchi Ukraine

“Recently my belief in miracles
was renewed: | won a trip to
the USA from Coca-Cola. | was
really impressed by the trip,
and especially Coca-Cola home
in Atlanta - it’s a fairy tale! It
is impossible to describe the
feelings | had at the trip — one
should experience it. Coca-Co-
la is a passionate phenome-
non! It gives us enjoyment of
the drink itself but also of life”.

Oksana Truba,
Kyiv Polytechnik Institute student,
Winner of Coca-Cola promo

anHuMnM Ta 3acanu HWUTWU CNOXMBAYIB, MU OO0TPpUMYEMOCA

DiANbHOCTI

TaKMX KNHOYOBUX ﬂpMHLI,I/IFIiBZ

1. 3aBoI0OBYEMO A0BipY, MPOMOHYUM

lMoHaa cTONITTS MM MAEMO YecTb ByTH CMOXMBAYaM SKiCHY Ta 6e3neyHy npo-
YACTMHKOI LOAEHHOTO XMTTA CMIOXK-  AYKLLt0, AKa BiANOBiAAE IXHIM noTpe-
BauiB HaLIOi NpOAyYKLii, Bif 3BMYal- 6aM y HanosX Ta IMYUTb IXHbOMY CTU-
HOi noTpebu BTaMyBaTH cnpary Ao Ci- JIH0 XKUTTS,;

MEMHMUX CBAT Ta BEIMKUX rpomMan-

CbKUX NMOAIMN.

2. MNiaTpUMMYy€EMO Halwmnx bisHec-
napTHepiB B KpaiHi Ta no3a ii Mexamu,

Koka-Kona B YkpaiHi 3a6e3nedye crno-  HaNaro4kyouu 3 HUMK CTasli, HafinHi,
XKMBAYiB MPOAYKLIi€K Ta NOCAYramu, MILHI Ta B3aEMOBMUTIAHI CTOCYHKMU,

CTBOPIOKUM CTabiNbHi Ta BUFiOHI yMO-
BM AJ11 TOPrOBMX TOYOK, MOCTa4aIbHU-
KiB, AMCTPUB'IOTOPIB Ta MiCLLEBUX rpo-

3. BepeMo Hall 6i3Hec YecHo Ta Bia-
KPWTO, AOTPUMYIOUMCh HAWBULLMX
€TUYHUX BUMOT.

Mag. B3sswu cobi 3a MeTy 3a4,0BOJb-

Koka-Kona nosaxae
posnb 6aTbKiB Yy
BUXOBaHHI AiTen,
0co6a1BO Kon
noeTbCcs Npo B1bIip
Xap4yoBMX MPOAYKTIB.
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Mpuknagom BiANOBIAaNbHOIO MiAXOA4Y MOXe CNyryBa-

TM Halla NoJiTUKA CTOCOBHO PeKJIaMM Ta MAapKeTUHTY, Ha-
npaeneHunx Ha aiten no 12 pokis. Koka-Kona nosaxae ponb
6aTbKiB Yy BUXOBAHHI AiTel, 0cOBAMBO KONM MAETbCA NPO BU-
6ip xapuoBux npoaykTiB. Lis nonituka aie B KomnaHii Bxe
6iNbLU SIK NIBCTONITTS, OLHAK MM MPOLOBXYEMO 3MiHIOBATUCH
Ha3ycTpiy NoTpebam CNoXmBaYiB Ta PUHKY.

Okpim Toro, MNpuHUMNM poboTH 3 NOCTavaNbHUKAMM NeXaTb
B OCHOBI B3aeMWH KomnaHii 3 yciMa napTHepamu. Mwu Bipu-
MO, L0 BiANOBIAANbHUIA NiAXiA Yy poboTi i 3aranbHONPUIAHS-
Ti LIHHOCTI € 3aNOPYKO0 AOBrOTPUBANOrO i YCMiLIHOrO Bi3-
Hecy. Mu 3any4yaemMo TpeTi CTOPOHU ANst 06'EKTUBHOI OLLIH-
KM [OTPUMAHHS LMX 30608'93aHb NiAnNMcaHTamMu, Ska Binoy-
BAETHCA WNAXOM aHOHIMHMX ONUTYBaHb. Y pasi, AKLLO nap-
Hep He AOTPUMYETLCS B39TUX 3000B'A3aHb | He Haxae BU-
npaBuTH cuTyauito, KomnaHig 3anuwae 3a coboto npaso po-
3ipBaTu LOroBip.

H H H 1. We earn the trust of our consumers
Operatlng PrInCIples by providing safe, high quality

We are honored that for over a

products and services that satisfy

century, we have been invited to be their beverage needs and suit their

a part of consumers’ everyday lives; lifestyles;
from their simplest routines to their
social celebrations.

2. We support our business partners,

both local and global, building

Coca-Cola Ukraine provides

sustainable, reliable, consistent and

consumers with the highest quality mutually beneficial relationships;

products and services while creating
rewarding business opportunities
for retailers, suppliers, distributors,
and local communities. Dedicated
to consumer satisfaction, we strictly
observe the following key principles:

Our “Responsible Marketing Practices - Advertising and
Marketing to Children» (under the age of 12) Policy can
be an example of the above statements. While it has been
in effect for our sparkling, full calorie soft drinks for more
than half a century, our efforts continue to change in step
with consumers’ needs and the marketplace.

Besides, the Supplier Guiding Principles are a vital pillar

of The Coca-Cola Company’s relanships with its vendors.
These programs are driven by the belief that good corporate
citizenship is essential to our long-term business success.
The Company routinely utilizes independent third-parties
to assess suppliers’ compliance with the Principles. The
assessments generally include confidential interviews with
employees and on-site contract workers. The Company
reserves the right to terminate an agreement with any
supplier that cannot demonstrate that they are upholding
the Principles.

Social Responsibility Report

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

Our “Responsible
Marketing Practices
- Advertising and
Marketing to
Children» (under the
age of 12) Policy can
be an example of the
above statements.



PuHok MpuHUMNYU Ta 3acagm AisnbHOCTI

KoxkeH noroBip, sikui
yknagae KomnaHis
Koka-Kona, MicTutb
[0JaTOK, 33 IKUM
KOXEH MapTHep
3000B’3YETLCS
[OTPMMYBATUCh
MiHIManbHUX BUMOT Y
ranysi npas NOAUHM,
ekonorii Ta besneku
Ha poboyomy Micu,.

Mocnyru HanBULLOI AKOCTI

B Cuctemi Koka-Kona M1 HEBNMHHO CNiAKYEMO 32 3MiHO
ynofo6aHb HaLMX CMOXMBAYIB i NPALLLEMO HAA TUM, LLOO
33[,0BONbHATH iXHi NOTpebu. Mu iHiLiloeEMO Liny H13KY cne-
LianbHUX Nporpam ans KnieHTie. Lle cnpuse nepexpecHo-
My MiAXo4y Y N1aHYBaHHI 3 METOI0 OPIEHTOBAHOI HA KJTiEHTA
opraHisauii Haworo bi3Hecy.

Haw niaxip Ao HagaHHA NOCAYT KNIEHTAM KOPOTKO MOXe
6yTH BUPAXKEHUI YOTUPMA NOHATTAMU: HasBHICTb, Mpu-
MHATHICTb, [epeBara Ha puHKY Ta [TpocyBaHHA TOBapy Ha
PWHOK (4A aHTNIACbKOID).

HasBHicTb

Po3BMBaKOUM CTOCYHKM 3 KJTIEHTaMU, MU POKYCYEMOCH HA
TOMY, LLO6 Halla NPOAYKLis 3aBXK M 6yna B HAssBHOCTI, po3-
TAlOBAHA Y BUAMMINM 30HI ANS CNOXMBAYa, SKUiA Mir 61 npu-
n6atun iy 6yab-aKoMy Micui i B Byab-aKuii yac.

DocTynHicTb

MW NpOMOHYEMO LWIMPOKMI aCOPTUMEHT HAMOoiB, y Pi3HUX Na-
KYBaHHSIX i AN pi3HMX Harod. Mu nparHemo 3a0BO/bHM-
T KoMora Binbluy KinbKiCTb CNOXMBaYiB, 6epyun [0 yBaru
pi3HY KyMiBeJIbHY CMPOMOXHICTb.

MpuiHATHICTDL

Mu nocTayaemMo Hanoi, AKi BiANoBiAat0Tb HAMBULLUM CTaH-

[apTaMm 9KoCTi. M1 po3yMieMo noTpebu cnoxuneadis, Mato-

UM HaePeKTUBHILLI KaHaNM KOMYHIKaLii. 3aBASKM HaLOMY
[LOCBifly Y KOHTPOi 3@ AKiCT0, 06C/TyroByBaHHi KNi€HTIB Ta

e@eKTUBHIM aucTpmbyLii, M1 MOXeMo 3abe3neunTn noTpe-
6M CNOXMBAYIB | KNIEHTIB.

AKTuBauii

MU MOTMBYEMO CNOXMBAYiB 06MpPaTK Hally NPOAyKLito i A0-
CAraeMo LLbOro, 30Kpema, Yepes TiCHY CMiBMnpaLto 3 KJieH-
TaMmu:

PO3MiLLYOYM OXONOAXKYBAIbHE 06/1aAHAHHS ANS HANoiB
Hanatouv iHGopMaLifiHi MaTepianu B MicLs Npoaaxy
BMNPOBALXKYIOUM YHIKaNbHI MAPKETUHIOBI iHiLLIaTMBM

Koka-Kona besepigxum3 YkpaiHa sik koMnaHisi 3 6aratopiy-
HWM LOCBIAOM NifepCTBa Ha PUHKY Be3anKroibHMX Hanoi.,

Marketplace Operating 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 aligning 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
customers to ensure that the right products are in stock,
highly visible and readily accessible wherever and whenever
consumers may desire a non-alcoholic beverage.

Affordability

We offer a wide variety of products, in packages appropriate
for the occasion, at the right price. We aim to reach as

many consumers as possible while taking into account the
differing levels of purchasing power.

Acceptability
We supply an extensive range of products that meet the
highest quality standards.

We have a detailed understanding of consumer needs and
access 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:

the placement of cold drink equipment
the provision of signage and other point-of-sale materials

the implementation of unique marketing and promotional
initiatives

All agreements
between The Coca-
Cola Company

and its direct and
authorized suppliers,
incorporates

an Attachment,
according to which
every signatory
pledges to abide

the minimum
requirements in the
area of human rights,
environment and
occupational health
and safety.

3a pe3ynbratamu
LLLOPIYHOro
DOCNiOXeHHS,

SKe 3iMCHIOE
Mi>KHapoaHe
areHTcTBo GfK,y
2009 poui (Bxxe
M'ATUM piK NOCNiNb)
komnaHis Koka-
Kona besepigxus
YKpaiHa mae
HaMBULLMI PEATUHT
i3 320BONIEHOCTI
3aMOBHMKIB
cnisnpaueto 3
KOMMaHiIElo.

Harnbinbly 3HauyLWmM
N9 HAC KpUTEPIEM
33/10BOSIEHHOCTI
HalMX 3aMOBHMKIB

€ Te, wo Koka-

Kona besepigxm3
YKpaiHa BkOTpe
6yn10 Ha3BaHO
HaM4YecHiLLo
KOMMAHIE Y BeAEHHi
6i3Hecy cepen
NocTa4asbHUKIB
TOBapiB
NOBCSAKOEHHOIO
nonuty. (GFK Ukraine
2009).

CoujianbHuit 38iT 2010

npuainse ocobnusy yeary nobynosi epekTMBHUX BifLHOCKH
3 KnieHTamun. Came TOMY Halla KOMMAHIf NOCTIMHO BiACAIA-
KOBYE piBeHb 3340BO/IEHOCTI KJTIEHTIB HaLLO poboTOoto Ta
3aCTOCOBYE Ai€Bi 3aCO6M ANS MOro NiABULLEHHS.

Mu 3aiiMaemo nepLui no3uuiii y 6inblocTi KNKYOBUX Napa-
MeTPpiB 3340BONEHOCTI, CEpPe SKUX HAMBAXKMBILLUMU €:

HaMbiNbLl KOMMNETEHTHA Ta LWBMAKOPearyya Toproea
KOMaHAa;

HaMKpaLuit pieHb 3abe3neyeHHs ePeKTUBHUM
TOpriBeNbHUM 06/1aHAHHSAM;

3a6e3neyeHHs HaMONTUMANbHILLUM aCOPTUMEHTOM
NPOAYKTIB Ta YNaKOBOK;

HanedeKTUBHILLA MapKeTMHIOBa NiATPUMKA.

MNpautoBaTh 3 KOMNaHieto «Koka-Kona besepigxus Ykpai-
Ha» KOMMOPTHO, TOMY LLLO MM MPOMOHYEMO LUIMPOKUIA acop-
TUMEHT TOBapiB, IKMIM 334,0BOJIbHAE HaMBMOArMBIWOro
CNoXwuBaYa: CONOLKI ra30BaHi HaMoi, MiHepanbHi BOAU, COKM,
XONOAHI Yai, KBaC Ta eHepreTUyHi Hanoi. | MM HagaeMo nig
TPMMKY HallMM NpoAayKTaM Ta bpeHAaM iHHOBALIMHUMM Ha-
LiOHaNbHUMU PEKTAMHUMM KaMMaHiMU Ta NpOMO-aKLiiM1
3 LLiKaBMMU NOJAPYHKAMM, @ TAKOX AOMNOMAraEMo y po3Bu-
TKy Bi3Hecy HalMX KNIiEHTIB, yCTaHOBIIHOYM Cy4YaCHe X0No-
[unbHe Ta MapkeTuHroe obnagHaHHg. be3nepeuro, yca
Halla NPOAYKLis MPOXOAMTb cepTUdiKaLito, TOMY HaLWMM
KNIEHTaM He LOBOAMTLCS XBUIKOBATUCS NPO SKICTb TOBapY,
KU MU NOCTAYAEMO.

BaxknuMBWMM LN HAWMX KNIEHTIB € BYACHE OTPUMAHHS NPO-
Aykuii. 19 uboro npawtoe cnyxba noricTMku Ta onepaTus-
Ha [OCTaBKa; NPUIAOM 3aMOBJEHb 3AIMCHIOETLCS Oy Ab-IKUM
3PYYHMM CNOCOBOM, | MM MPArHEMO A0 CMPOLLEHHS MPOLECY
[OKYMeHTO0biry Ta po3paxyHkiB.

Haropoau 6peHais

Apuno

Y yepsHi 2009 p. nig yac IV BceykpaiHcbkoro dectusanto
KBacy «Spuio» oTpMMaB ABi 30/10Ti MeAani Ta NOYecHi au-
nnomu «Bucoka sKicTb KBacy» 3a cMak KBacy «CrnpaBxHin»
Ta cMak kBacy «OkpoweyHuit». Okpim Toro, MoyecHui Ky-
60K Ta noyecHuit aunnoM «Kpawuii 6peH KkBacy» 3a Hai-

Coca-Cola Beverages Ukraine has extensive experience

in leadership on the beverage market and strives to
establish effective relations with its clients. That is why
our company constantly 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 major key categories, most
important of which are:

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

Supply with the most appropriate assortment of products
and packages;

The most effective marketing support.

Coca-Cola Beverages Ukraine offers its customers superior
value 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, kvass, and energy drinks. And we support
these products and brands with innovative advertising and
promotional campaigns with exciting prizes. We also help
our customers develop their business by providing them
with modern cooling and marketing equipment. Naturally,
all of our products are certified so that our clients can be
completely assured of their quality.

Itis also very important for our customers to receive
ordered products on time. For this purpose, we are
continually refining 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

InJune 2009, during the Fourth National Kvas Festival,
“Yarylo” was awarded with two gold medals and diplomas
“High Quality Kvas” for the “Spravzhniy” and “Okroshechnyy’

Social Responsibility Report

According to the
annual research
conducted by

GfK Ukraine, in
2009 (for the fifth
consequitive year)
our customers give
the highest mark
of satisfaction in
cooperation with
Coca-Cola Beverages
Ukraine.

The most important
for us is that Coca-
Cola Beverages
Ukraine has been
again ranked by
retail customers

in Ukraine as the
company with the
fairest business
practices in the
consumer goods
sector. (GFK Ukraine,
20009).



PuHok Hawi Hanoi

[NponoHytoumn
LUMPOKMIA
ACOPTMMEHT HanoiB,
MW NparHemo
CMOHYKaTU NK0aen
[0 aKTUBHOIO
34,0pOBOro Cnocoby
XUTTS | NPOBOAMMO
iHpopMaUiiHO-
OCBITHI KaMnaHii.

6inbwmii Bunyck keacy 'y 2008 poui. Ay BepecHi Toro x
poKy, BXe nig, yac MecTnBanto NuBa, KBac «Spuno» oTprmas
3010Ty MeAanb 3a BUCOKY KiCTb KBacy 6pofiHHa «Spuno
CMpaBXHiW» Ta cepTUdIKaT 3a HAMBUILLY SKiCTb KBaCY.

2008 poky TomatHuii Rich cTaB nepemMoxLuem 3a pesynbTa-
TaMMW HEe3aNeXHOro TECTYBaHHS «IKCMEPT BKyCa».

2009 poky lMNepcukosuit HekTap Rich 3aBotoBaB nepuue Mic-
Le y nporpami «3Hak KocTi», e A0CNiAXKYBaNUCA NePCUKO-
Bi NpeaCTaBHUKM YKPAIHCbKOTrO PUHKY COKIB.

Takox 2009 poky AnenbcuHOBMIA cik Rich oTpuMaB ouiH-

Ky ,BiAMIHHO” y TeCTYBaHHI, Lo npoBoaunock HaykoBo-
LOCNIAHWUM LeHTPOM He3anexHUX CMOXMBYMX eKCrepTu3 Ta
xypHanom Consumer’s Guide.

Hawi Hanoi

Koka-Kona besepipxun3 YkpaiHa npoaae Ta 34iMCHI0E anc-
TPMOYLLIO TaKMX NONYNSPHUX B YCbOMY CBiTi 6€3a7KOro/b-
Hux Hanois sk Coca-Cola, Fanta, Sprite, Coca-Cola light,
Schweppes, a Takox lokanbHUX — coku Rich, botaniQ Ta
[ob6puii, nuTHY Bogy BonAqua, conoaky rasoBaHy Boay
botaniQ, Ta iHwi. Koka-Kona B YkpaiHi nponoHye Wwmpokui
ACOPTMMEHT HAMOIB, CMAKM SKMUX NOCTIMHO NMOMOBHIOKTHCA.

Okpemi npoaykTv KoMnanii, Sk, Hanpuknag, 6peHa Coca-
Cola, MatoTb YHiBEpCa/ibHE 3HAYEHHS, @ iHLi CTBOPIOKOTb-
€51 3a/1eXKHO Bif, CMaKiB Ta ynoAo6aHb CNoXMBaYiB, @ TakoX
TPaAMUIi, WO iCTOPUYHO CKNANUCh HA BITYUIHAHOMY PUHKY.

PobuTM NO3UTUBHI 3MiHM 03HaYa€E TakoX TypbyBaTUCh MPO
300poB's Ta L06pobyYT CNoXMBaYiB.

PasoMm 3 Hawunmm napTHepamu Ta ycima 3auikaBaeHUMM CTo-
pPOHaMM MU MOXEMO BiZlirpaBaTV 3HAYHY POJib Y BU3HAYEHHI
NPaKTUYHUX 33aXO0AIB, Ki CMOHYKAaTUMYTb NtOAEN A0 aKTUB-
HOr0 34,0POBOr0 i 36a1aHCOBAHOIO CTUO XKMUTTS.

Yci Hanoi cnpusatoTb rigpatauii. Ane gesiki, 80 TOro X, 3a-
6e3neyvyoTb OpraHiaM NOXXMBHUMM PEYOBMHAMM, 1OAAIOT
eHeprii, abo, HaBMaku, LONOMaratTb po3CcNabuUTUCh, a fesaki
NpU3HaYeHi NPOCTO AN HACONOAM, 330BOJIbHAYU NPUPOA-
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taste. Besides, Cup of Honor and diploma “Best Kvas Brand”
was granted in 2008 for the largest kvas volume.

In September the same year, during the Bear Festival,
“Yarylo Spravzhniy” was awarded with a gold medal for the
high quality fermented kvas and a certificate for the highest
kvas quality.

In 2008 Tomato juice Rich was recognized the best among
tomato juices in the independent testing “Expert Vkusa”.

In 2009 Rich peach nectar won first place in the popular TV
Program “Znak Yakosti”, in which the experts were testing
peach nectars on the Ukrainian market.

Also, Rich Orange juice received «Excellent mark» for Test
performed by the Research and Development Centre of
Independent Consumer Examination and the Consumer’s
Guide Magazine.

Our Beverages

Coca-Cola Beverages Ukraine produces, sells and
distributes some of the most popular beverage brands in
the world, including Coca-Cola, Fanta, Sprite, Coca-Cola
light, Schweppes, as well local juices brands Rich, botaniQ
and Dobriy, BonAqua water, botaniQ soft drinks, and others.
The range of Coca-Cola 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
preferences of consumers in the local marketplace.

Making a positive difference includes caring about health
and well-being—both physical and emotional. Together
with our partners and stakeholders, we can play a role in
helping to identify and support practical solutions that help
all people achieve active, healthy, balanced lifestyles.

All beverages contribute to hydration. But some also
provide important nutrients, help feel energized or relax,
while others provide pure enjoyment, satisfying natural
taste for sweetness -- with or without calories.

Our goalis 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.
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He NparHeHHs ConoaoLWiB i 6yay4m Npu LbOMY BUCOKO abo
HW3bKO KaNopinHUMMU.

Baknmeo, Wwob cnoxmeay MaB ycto HeobXxigHy iHpopMaLito,
w06 pobutu ceigomuii BUGip. OCb YOMY MU PO3MILLYEMO
MaKCMMyM iHbOpMaLlii Ha eTMKeTKax HalwmX Hanois.

“%

Kareropii HanoiB

Conogki rasosaHi Hanoi: Coca-Cola, Coca-Cola light, Coca-
Cola Vanilla, Fanta Orange, Fanta Lemon, Fanta Mango,
Fanta Apple, Sprite, Schweppes, Fruktimes, botaniQ (4
CMakw).

Bopa: npupoaHa nuTHa Boaa BonAqua (rasoBaHa,
HerasoBaHa Ta cepeHborasoBaHa), Opcbke axepeno.

Cokwu: Rich (14 cmakiB), BotaniQ (5 cmakiB), BotaniQ Plus (5
cmakis) Ta Jobpwii (10 cmakiB).

EHepreTuuHi Hanoi: Burn, Burn Citrus, Gladiator.

Yai: xonogHuii yan Nestea (3 cMakum) Ta Nestea Vitao (3
CMaKw).

KBac: puno «CnpaBxHiii», «OKpoLeYHKit» Ta «3MMoBe
COHLEY.

3aKflagm rpoMaACcbKoro XapyyBaHHS MaloTb MOXJ/IMBICTb
peanizoByBaTu Hanoi Koka-Kona Ha po3nuBe, ockinbku Hawa
KoMnaHis Hafa€e 3aMOBHMKaM y KOPUCTYBaHHSA anapaTtu 3
po3nusy (Postmix anapaTu).

AkicTb

Ha BMpOo6HMLTBI BNpOBaAXeHi Ta NPaLoTb CUCTEMU Ke-
pyBaHH$ AKiCTIO Ta 6e3MeK0r XapyoBMX NPOLYKTIB, WO 3a-

It’s important that the customers have all the information
they need to make informed decisions about what they
drink. That’s why we provide all necessary information
about our beverages on the labels.

Drinks categories

Sparkling beverages: Coca-Cola, Coca-Cola light, Coca-
Cola Vanilla, Fanta Orange, Fanta Lemon, Fanta Mango,
Fanta Apple, Sprite, Schweppes, Fruktimes, botaniQ (4
tastes).

Still and sparkling water: natural water for human
consumption BonAqua (carbonated, lightly carbonated,
non-carbonated), Yurske Dzherelo.

Juices and juice drinks: Rich (14 flavors), BotaniQ (5
flavours), BotaniQ Plus (5 flavours) and Dobriy (10 flavors).

Energy drinks: Burn, Burn Citrus, Gladiator.

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

Kvas Yarylo: “Spravzhniy”, “Okroshechnyi” and “Winter

Sun”.

Quick serve restaurants can offer their customers Coca-
Cola fountain beverages, served from ‘post-mix’ fountain
machines provided by the Company.

Quality
Food products quality and safety management systems are

fully implemented at Coca-Cola Beverages Ukraine. These
systems are certified with international standards ISO-

Social Responsibility Report
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2009 poky KoMnaHis
Koka-Kona
beBepioxu3 YkpaiHa
cTana nepmm
niANPUEMCTBOM

B YKpaiHi, ke
0oTpMMano
akpegMTaLito 3a
cTaHpapTom PAS
220 - lNepenymosu
6e3nekun npoaykLii
015 BUPOOHMKIB

Xap4yoBMX NPOAYKTIB.

Lle cTaHaapT, 9kui
pernameHTye
BMMOIM 0 Nporpam
nepenyMmoB,
oboB’'a3koBMx 3a ISO

22000.

6e3neyyoTb BiANOBIAHI BNACTUBOCTI MPOAYKTY — Lie CUC-
TeMM, SKi cepTMdiKOBAHO 3riAHO i3 MDKHApOAHMM CTaHAap-
ToM ISO-9001, ISO 22000 Ta PAS 220 Ta BiANOBiAHMMM Ha-
LioHaNbHMMM CTaHAapTaMu. ICHYE BUMOrIMBa CMCTEMaA Bif-
6opy Ta 3aTBEpPAKEHHS MOCTaYabHUKIB CUPOBUHMU, iHTpesi-
€HTIB Ta MaKyBa/IbHWUX MaTepianiB 3 METOK NOCTIAHO OTPU-
MyBaTV Ha BUPOBHMLTBI SIKiCHI MaTepianu Ang nofanbLio-
r0 BUKOPUCTAHHS.

Ha caMoMy BUPOGHMLTBI BUMIPHOHOTHCA AKICHI MOKA3HUKM K
NPOAYKLIT TaK i ynakoBKK, CAiAKYHOUM 33 iX BiANOBIAHICTIO
YXOPCTKUM BMMOraMm BcepenHi KoMnaHii Ta o4ikyBaHHAM
cnoxwmaadis. CTaTyc BEMKOI MiXKHApOAHOI KOMMAHIT Hakna-
[.a€e 060B'A30K LOTPMMYBATUCh HAMBULUMX CTAHAAPTIB Y 3a-
6e3neyeHHi cTabinbHOI AKOCTi Ta 6e3neYHOCTi HaLwoi Npo-
OyKuii.

[ns uporo B Cuctemi Komnarin Koka-Kona snposagxe-

Ho cneuianbHy Cuctemy YnpasninHa Koka-Kona. Lle - iHTe-
rpoBaHa Nporpama 3 ynpaeiHHS SKiCTH0, 3aBASKM SKil yCi
onepawii B HawWin rnobanbHiv cMcTeMi BiANOBIAATb O4HA-
KOBMM CTaHAAPTaM 3 BUPOOHULITBA Ta AUCTPUOYLT.

AkicTb BOAU

BpaxoBytoun nobaxxaHHs yKpaiHCbKMX CNOXMBAYiB 6auu-
Tv BOAy 6inbLu HaTypanbHoto, KomnaHis Koka-Kona nosHic-
TIO 3MiHMNIA TEXHONOTi0 NPUrOTYBaHHS BOAM, i HA MOYATKY
2009 poky noyana BUpobASTH BOAY, KA MOCTA4AETbCS HA
po3nmB NpocTo i3 CEHOMaHCbKOI CBEpANOBUHM 3 MiHIManb-
HO0 MexaHi4yHoto 06pobkoto. [ns uboro 6yno 36ynoBaHo
HOBY CBEPAJI0BMHY 33 HANCYYaCHILLOK TEXHOOTIEK i3 Halt-
6e3neyHiwmx Ta HaMAKiCHIWKX MaTepianis.

Bcs Bona, IKY MM BUKOPUCTOBYEMO B HAMosIX, BiANOBIAAE, a
3a AesiKMMM NMOKa3HUKaMU i NepeBuLLYE CTaHAAPTH, BCTa-
HoBneHi BcecBiTHboto OpraHisauieto 340poB’a Ta 3aKOHO-
[aBCTBOM YKpaiHu.

LLloMicsiuHO NpoBOAMTLCS HE3aNEXHUI BiLOip 3pa3kiB npo-
[LYKLUIi 3 MarasuHiB, SKi nepeBips0Tb y CneLiani3oBaHii aHa-
niTYHIN nabopaTtopii Koka-Kona B bptocceni Ha Bignosia-
HiCTb A0 BUMOT cTaHAapTiB KoMnaHii.

O60B’93KOBMM € LLLOKBApPTa/IbHe LOCAIAXEHHS BULOOYTOI,
OYMLLEHOI T PO3UTOI B NASLLKM BOAM HA BiANOBIAHICTb O
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9001, ISO 22000, and PAS 220, as well as relevant national
standards. For the purpose of constant quality materials for
future use, we have arigid selection and approval system
for raw materials, ingredients and packaging suppliers.

At the production, we measure key product and package
quality attributes to ensure our beverage products in the
marketplace meet Company requirements 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 safety and
quality.

To ensure such consistency and reliability, the Coca-Cola
system is governed by The Coca-Cola Management System
(TCCMS). TCCMS is our integrated quality management
program, which holds all of our operations systemwide to
the same standards for production and distribution of our
beverages.

Water quality

Taking into account the desire for more natural water,
Coca-Cola in Ukraine has changed the technology of water
preparing, and started to produce water supplied directly
from a Senoman well 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 case it is even higher 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
laboratory in Brussels for compliance with the Company
quality standards.

Each year water is
also tested in the
independent German
water laboratory,

All types of water used are examined quarterly by “Fresenius”.
an independent Coca-Cola laboratory in Brussels for
compliance with Company requirements as well as

international legislation.

The following water quality and safety indicators are
examined in these laboratories:

12 physical, chemical and organoleptic indicators

30 types of cathions

LLlopoky Boay
nepeBipsTb

B HE3aNEeXHil
HiMeLbKil
naboparopii Bogu
«Fresenius».
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BuMor KomnaHii Ta MiXHapOAHOro 3aKOHOLABCTBA B aHani-
TU4Hi nabopatopii Koka-Kona B bprocceni.

MepeBipka aKoCTi Ta 6e3neKkn BOAM, WO 34IMCHIOETLCS Y LMX
nabopaTopisax, OXOMNJIHE:

12 di3nyHO-XiMIYHMX Ta OpraHONENTUYHUX MOKA3HMKIB;
30 BMAiB KaTiOHIB;
14 BuAiB aHioHIB;
7 6eH30/1bHMX CNONYK;
52 neTioui opraHiyHi cnonyku;
22 $heHOoNbHMX CNONYK;
157 Buais nectuumais;
8 Buais repbiungis;
17 BMAiB NONILUMKNAIYHUX AQPOMATUUYHUX BYINIEBOLHIB;
7 TMNiB MikpoBioNoriYHMX NOKA3HUKIB;
3arafibHui Ta BiNbHWIA XN0P.
Taka npuckinnuea nepesipka € 04HWM 3 GaKTopiB, WO ra-
PaHTYE AKICTb HALLIOT NPOAYKLT.
Moagii Big 6peHais
YHikanbHi akuii Big Coca-Cola

2008 craB 6aratum ans 6penay Coca-Cola Ha iHHOBaL, -
Hi NpOEeKTH.

Ha noyatky poky cnoxumBadi 6ynu 341MBoBaHi 3.5-XBUNMH-
HUM dinbMoM «YapiBHa habpuka Coca-Colax, y sKoMy Kas-
KOBI @aHiMaLiMHi repoi 4eMOHCTPYOTb MPOLEC KNMPUrOTYBaH-
Ha» Koka-Kona B aBToMarTi 3 npofaxy Hanois. lNepernsHy-
TV YCi Li HEIMMOBIpHI NpUroam MoXxHa 6yno iy kiHoTeaTpax.
Taka akTuBaLis BigbyBanaco Bnepue i oxonuna 27 KiHoTe-
aTpiB y 6-Tu Hanbinblwmnx mictax Ykpainu (Kuis, Jlbeis, Jo-
Heubk, Opeca, [IHinponeTpoBcbK). Akuis «HapisHa Gabpu-
Ka» CynpoBOAXYBaNaCb iHTEpHET-KaMNaHi€eto i HAbopoM
crneuianbHUX NOCTEPIB 415 TOPrOBMX TOUOK, @ CMIOXMBAYI
Mornu 3i6paTtu LikaBy konekuito cknsHok Coca-Cola i3 repo-
amu «YapisHoi Dabpukm».

14 types of anions 2007 poky Koka-
Kona B YkpaiHi
CBATKYBana

cBoe 15 pivusi B
YKpaiHi. 32 oCTaHHiI
nekagu KomnaHis

7 benzene compounds
52 volatile organic compounds

22 phenol compounds

157 types of pesticides
o rnepeTBopunacs B
8 types of herbicides HaMMOTY>KHILLOTO
17 types of polycyclic aromatic hydrocarbons BMPOOHMKA
6e3anKoronbHMX

7 types of microbiological indicators A »
HaMnoiB, AKUK

BTAMOBYE cripary
6inbL Hix 46
MiNIbAOHIB YKPATHLLiB.

Total and free chlorine

Such precise examination is one of the key factors that
guarantee our products’ quality.

Brand events

Unique Promo Campaigns by Coca-Cola
2008 was fruitful for innovative projects by the Coca-Cola
brand.

At the beginning of the year consumers were surprised
with a 3.5-minute movie “Happiness Factory”, in which
animation heroes demonstrate the process of “preparing”
Coca-Cola in the vending machine. The movie was

also broadcasted in the cinemas - this was for the first
time, encompassing 27 cinemas in six biggest cities in
Ukraine (Kyiv, Lviv, Donetsk, Odesa, Dnipropetrovsk).

The “Happiness Factory” promo was supported by an
Internet-campaign and a set of posters for trade, while
consumers could collect a set of Coca-Cola glasses with the
“Happiness Factory” heroes.

Incredible football adventures with Coca-Cola awaited
football fans in spring 2008. A helicopter was circling
above Ukraine with a Coca-Cola team on board waiting
for a signal from a special Coca-Cola bottle with a GPS
transmitter in it. Eight happy consumers who occasionally
purchased Coca-Cola in these bottles were granted an
opportunity to visit 2008 EURO finals in Vienna, while 100
000 more received football balls from Coca-Cola.

Social Responsibility Report



PuHok Hawi Hanoi

BoceHun 2008 6peHp,
Coca-Cola Bnepuwe
NpOBIB SMS AKLiitO,
KA nowmpioBanachb
Ha NASLLKM

o6’emom 0.5n.
MNopapyHkaMu 6ynu
HanbaXkaHiLwi gnga
NiANITKIB HOBUHKM:
HOBa MOAenb
TenedoHy, CTUIbHI
KPOCiBKM, Cy4aCHWM
doToanapar

Ta HABYLIHUKM
Bluetooth. A ong
iHDOpMYyBaHHS

npo TaKy akLito
BMKOPWCTOBYBANIUCh
HOBI Megia, aKi
MOJIOA,>KHA
ayamTopis cnpuiiMae
i3 3aX0ONNEHHAM:
I[HTepHerT,
HeCTaHA4apTHa pagio
niaATpUMKa, Sms
pO3CUIIKa, CiTi-NnanTu
B YHiBepcuTeTaX.
KinbkicTb
CMOXMBaYiB, WO
63911 y4acTb B aKL,ii,
nepesuwmna 360
TUCAY OCib.

HagecHi 2008 Ha ycix ¢pyT601bHMX BOONIBANBHUKIB YeKa-
v HeMoBipHi dyT6onbHI npuroam 3 Coca-Cola. Hap Ykpa-
iHOO KpY>NsiB BepTONiT i3 KoMaHaoto Coca-Cola Ha 6op-
Ty, YeKaluu Ha curHan Big cnevianbHoi nnswkn Coca-Cola
i3 BxmBneHnm GPS nepepasayem. Bicim wacnmsuukis,

AKi LinKoM BMNaakoBo npuadanu Hani Koka-Kona B umx
NAALWKax, 0TPUMaNM MOXIUBICTb NobyBaTu Ha diHani EBPO
- 2008 y BigHi,a 100 000 cnoxuBadiB oTprManu CpaBxXHi
¢dyT60nbHI M'adi Coca-Cola.

B3umky 2009 p. 6peHp Coca-Cola po3noyas HoBY Kamna-
Hito «Bi3bmu gogomy Coca-Cola - ctBopm HacTpitt!». OcHo-
BHA if1eq SKOi MON[rae B TOMY, LLLO CTBOPUTU CBATO BAOMA
nerko! Bce, o Ans uboro NoTpibHO — rapHa KOMNaHis, ner-
Ki 3aKycku Ta yntobnenuii Hani! Ha tenebayeHHi 3'9Bunacb
cepis KyMeaHUX 15-XBUAMHHUX PEKNTaMHUX POJUKIB, 9Ki fie-
MOHCTPYIOTb Pi3Hi CNOCO6M BECenoro BignoYnHKy BoOMa
pa3oM i3 yntobnenmm Hanoem Coca-Cola. Okpim Toro,ans
CrnoXxuBayiB 6ys10 CTBOPEHO OKpeMY akLiito, y pe3ynbTaTi
sKoi 6yno posirpaHo 50 gomaluHix kiHoTeaTpis Ta 50 000
mynbtunakis Coca-Cola.

Y kBiTHi — yepBHi 2009 poky 6peHp Coca-Cola npoBiB kam-
naHito gns Monogai «XutTs noBHe BpaXkeHb!» Ti CynpoBo-
[1>KYBaB SICKpaBMM peKNaMHUI pONKK, Y SKOMY ByaeHHWI
CBIiT NepeTBOPHETHCA HA ICKPABUIA Ta HAA3BUYAMHUNA, | BCe
e nip, pemikc sBigomoro cuHrny «What a wonderful world».
Y paMKax kaMnaHii Bnepuue B YKpaiHi 34iMCHEHO HaLio-
HanbHy Bluetooth akTmBauito B YHiBepcuteTax kpainun. CTy-
[EeHTaM BUMana Haroga oTpMMaTi 6e3KOLWTOBHUIA KOHTEHT
[N MOGiNbHOrO: 3aCTaBKM, PUHTTOHM Ta irpu Big 6peHay
Coca-Cola.

Coca-Cola BigkpuBaii! CBATO HabMKaeTbCA!

3a noHap 125-nitHio icTopito cBoro icHyBaHHs Coca-Cola
CTana TPaAULIEID | HEBIA'EMHOK YAaCTMHOK HOBOPIYHMUX CBAT
B YCbOMY CBITI, i B YKpaiHi TakoX.

A 2009 poky Coca-Cola 3anponoHyBana Liny HU3KY Clopn-
pu3iB AN BCix cnoxueadis. Cepen HUX — HOBOPIYHMI CBAT-
KOBWM YapiBHMI PONIMK 3 KA3KOBO NiCHelo, B SIKilA OCHO-
BHWMM MOTMBOM 3By4asno «CBATO HABNMXKAETLCS!», WO Bxe
He NepLUMi pik TPUHOCUTb CBATKOBUIM HACTpi L0 YKpa-
THCbKMX poaMH. Ane Lboro pasy He nuLe Ha TenebayeH-

Hi. Lo nicHio MoxHa 6yno noyyTu e i 3 pagio Ta B IHTep-
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In winter 2009 Coca-Cola brand launched a new promo
campaign “Take Coca-Cola home - create the mood!” It

is aimed at promoting an idea that it is easy to create a
holiday at home: all you need for this is a nice company

of friends, snacks and favourite beverage! It was
supported by a series of funny 15-seconds TV commercials
demonstrating various kinds of entertainment at home,
together with favorite Coca-Cola. Besides, a special promo
was created for consumers, in which they won 50 home
cinemas and 50 000 Coca-Cola multipacks.

In April-June 2009 Coca-Cola brand had another promo
campaign for youth “Life Full of Impressions!” It was
supported by a vivid TV commercial, in which the dull world
turns into a birght and extraordinary one, accompanied

by famous single “What a wonderful world”. Whithin

this campaign, for the first time in Ukraine, a national
Bluetooth activation in the universities across Ukraine was
implemented. Students could get free contesnt for their
mobile phones: wallpapers, ringtones and games created
and offered by Coca-Cola.

Open Coca-Cola! The holiday is coming!

For over 125 years of its history, Coca-Cola has become a
tradition and an essential part of New Year’s holidays all
over the world, including Ukraine.

In 2009 Coca-Cola presented a lot of surprises to its
consumers. New Year’s festive TV reel with a magic

song around main motive “Holiday is coming”, which
brings joyful spirit into the Ukrainian families for already
several years, was among them. But this time it was not
only on television, but aired on the radio and through
Internet. Besides, unconventional displays - a sleigh with
a polar bear delivering festival products to every festive
table - were installed in supermarkets, and everyone
could make a photo with this New Year hero. In addition,
purchasing Coca-Cola products, every consumer could get
a guaranteed New Year’s prize and take part in a draw for
home cinema.

In autumn 2008
Coca-Cola brand
organized the first
sms promo, which
supported 0.5 L
bottles. New and
fashionable gadgets
admired by the
young generation
were the presents
of the promo: new
mobile phone model,
sneakers, modern
photo camera,

and headphones
Bluetooth. To

this end, modern
media, which young
generation likes and
trusts, were used to
inform about this
promo: Internet,
non-standard

radio support, sms
messaging, city-
lights in Universities.
In the result, over
360 thousand
persons participated
in this promo.

Almost 70 thousand
consumers
participated in the
activities; 23 home
cinemas were drawn
among them.

bnunsbko 70 TmcaY
CNOXXMBAYIB B35/1
y4acCTb B aKLii; MOMiX
HMX Byn0 po3irpaHo
23 poMalLLHix
KiHOTeaTpwm.

2009 poky KoMnaHis
Koka-Kona

YKpaiHa Bunyctuna
HOBMI CONOAKNIA
6€e3anKoronbHUM
Hanin, i Tenep
6peHa botaniQ

€ NOBHOLiHHUM
YNEHOM
ACOPTMMEHTY HanoiB
HaLLOoi KOMMaHii.
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HeT. OKpiM UbOro, B cynepmapkeTax 6yn0 po3MileHo He-
3BMYaNHI aucnneiy dopMi caHyaT 3 NONSPHUM BEAMEAU-
KOM, SIKUI [OCTaBNSE CBATKOBY MPOAYKL,iH0 Ha KOXXHWIA CBAT-
KOBWM CTin, i yci 6axkatoui Manu 3mMory choTtorpadysatucs

3 UMM Ka3KOBMM HOBOPIYHMM repoeM. A npwm Kynisni camoi
npoaykuii Coca-Cola - Lie  OTpMMaTH rapaHTOBaHMI HO-
BOPIYHMI NOAAPYHOK Ta B3ATW y4acTb Yy po3irpalli 4oMall-
HbOrO KiHOTEeaTpy.

Takox HoBopiuHa KamnaHig Coca-Cola He OMMHYyNa i Haww
CalT - WWW.COCa-cola.ua, Ae KOXEH Mir 3aBaHTaXMTW HOBO-
piYHi PiIHITOHM, 3aCTAaBKM Ha pOBOYMI CTiN, NPUBITATH CBOIX
Lpy3iB Ta 6/1M3bKMX €N1eKTPOHHOK IUCTIBKOH.

botaniQ (rasoBaHuii conoakuit Hanii)

Llev HaTypanbHWUii rasoBaHuni 6€3anKkoronbHuiA Hani 6yno
CTBOPEHO CNiA0M 33 COKaMM 3 TaKok X Ha3eow. Conoakui
6e3ankoronbHMi Hanii botaniQ Mae YoTpu cMaku: 16nyKo
+>eHbLueHb, Abpukoc + O6ninuxa; BuHorpag + Menica; Jlu-
MOH + ManuHa. Coku Ta eKCTpaKTK TpaB 6yno A0AaHO Y L
Hanoi, o6 36araTUTK CMak Ta 3pOOUTH iX CMOXKMBAHHS He
N1LIe NPUEMHMM, ane i1 KOPUCHUM.

[10 TOro X, AN9 UMX KOPUCHUX HAMOIB MM TAKOX BUKOPUCTO-
BYEMO HaNUMUCTiLY apTe3iaHCbKy BOAY Ta HAaTypanbHui by-
PSKOBUIA LLYKOP, | BOHM LUBMAKO CTAOTb OAHUM 3 ytobneHnx
HanoiB yKpaiHLiB.

BonAqua

2009 poky 6yno 3anyLLeHo HOBUI PONKUK, IKUI NiATPUMYE
iMigx ™ BonAqua ik npMpOAHOiI HAaTypanbHOi BOAM, LLLO
Hece YaCTouKY MPUPOAM Ta MPOXONO0AMN MELLKAHLIAM BENN-
Kux MicT. OKpiM Tenesi3iMHOro ponunka, KaMnaHia Bkayana
i 30BHiLWHIO peknamy y M.Ku1eBi.

JlerkoatneTMYHUi TYpHIp «3ipKu XKepanHU»

Biz 2005 poky Koka-Kona B YkpaiHi, a BnacHe, ™ BonAqua,
LOpPiYHO NiATPUMYE MidkHapoaHuit YemnioHaT 3i cTpubKiB

3 XKepAMHOI0, L0 NPOXOAMTb Y JJOHeLbKY Nij, NaTpoHATOM
YemnioHa cBity Ceprisa bybku. 10 000 rnapadis Ta waHy-
Ba/IbHUKIB LbOr0 BUAY CMOPTY CTAKOTb CBiAKaMM NOAIT, IKa
LLOPIYHO | aKTMBHO Mponarye 340poBKiA CNocib XuTTS ce-
pen HaceneHHs. ™ BonAqua BMCTYNa€e oQiLiMHMM OCBiXatO-
YMM CMOHCOPOM LLbOrO MiXKHAapOJAHOTO 3aXoAy.

The New Year’s campaign has also touched our Coca-
Cola web site (www.coca-cola.ua), where everyone could
download ringtones, wallpapers and congratulate friends
with a lively interactive e-card.

botaniQ (soft sparkling) launch

This natural bubbly drink was launched under BotaniQ Juice
umbrella and has 4 well-known fruit flavors plus useful
ingredients: Apple + Ginseng; Apricot + Sea- buckthorn;
Grape + Melissa; Lemon + Raspberry. Juice and herbal
extracts have been added to enrich taste of the drink and to
add more pleasurable goodness to your life.

Besides, we use the clearest artesian water and natural beet
sugar to produce this useful drink that quickly becomes a
favorite drink in the Ukrainian families.

BonAqua

In 2009 a new television commercial supporting
™BonAqua as a natural drinking water that brings nature
and fresh breath to the dwellers of big cities was launched.
Besides the TVC, the campaign included outdoor billboards
in the City of Kyiv.

Track and field tournament Pole Vault Stars

Since 2005, Coca-Cola in Ukraine and the BonAqua brand
have supported the International Pole Vault Championship
held every year in Donetsk under the patronage of the
World Champion Sergiy Bubka. 10,000 spectators and fans
of this sport are attracted each year to the event, which is
used to promote actively healthy lifestyles. ™ BonAqua is
the official refreshing sponsor of this international event.

Social Responsibility Report

Almost 70 thousand
consumers
participated in the
activities; 23 home
cinemas were drawn
among them.

Coca-Cola Ukraine
introduced new
soft sparkling drink
(SSD) brand in 2009.
BotaniQ SSD now is
a proud member of
our portfolio.



PuHok Hawi Hanoi

Y iTHec-KoHBeHLii,
sKa BigbyBanacs
BoceHn 2008 poky,
npuiManm yyactb
700 cnopTcMeHiB
Ta noburtenis
AKTMBHOIO CNOCoby
XUTTS 3 yCi€l
Ykpainu.

MdiTHec-KoHbepeHLis

Bin 2002 poky ™ BonAqua nigTpumye diTHeC-
KOHdepeHLito, SKY LLOPIYHO OpraHizoBye NONYNSPHUIA
diTHec-LeHTp AKBapiyM.

Nestea

2009 poky no 6peHay Nestea noaanvcb HOBi NPOAYKTU Mif,
Toproeoto Mapkoto Nestea Vitao - 3eneHuit yait 3i cMakom
NONYHULI Ta anoe Bepa, YepBOHMI Yai 3i CMaKOM rpyLui Ta
Binui van 3i cvakom abpukoca. Nestea Vitao - Le Hu3Ka
He-YOpHMX YaiB, WO BiAPI3HAKTLCS CBOEK BYHKLIOHANBHOK
0COBNMBICTIO: BOHU MICTATb aHTUOKCUAAHTU Yalo, L0 AyXe
KOPWCHI Ang opraHiamy. 3anyck Nestea Vitao 6yno niarpum-
MaHO TeNeBi3iNHOK peKnaMoto, 30BHiLLIHbOK peKnamoto,
PO3MILLEHHSM CTaTeN Y XIHOUMX XKypHanax Ta IHTepHerTi.

MpoTarom ycooro nita 2009 npoxoanna perycrawis 4op-
Horo yato Nestea. lMporpama oxonuna 7 Hanbinblwmnx MicT
Ykpainu. Hanbinblui TOpriBenbHi LEeHTpK, CynepMapkeTH Ta
NAsHKi NpUManu B cnewianbHO CTBOPEHUX 3e/1eHMX 0a3ax
Nestea cnoxmBayiB — LWaHYBaNbHMKIB OCBIXKAYOro Yato.
MoHap niBMinbitoHa ykpaiHuie cnpobysanu Nestea nig vac
Li€i aKuii.

Burn

Y nunni 2009 poky eHepreTUUHMiA Haniv Burn Bunyctus

Ha pUHOK HOBMHKY - “Burn Citrus”. Hanit 3apsasxac i 6a-
LbOpUTb PipMOBUM «BOTHAHWUMY 3apSA0M eHeprii, ane Mae
6inbLU OCBIXXAKUMI LLUTPYCOBMIM CMaK i )XOBTMI Konip. Ho-
BUIA Hanili 3aBOMOBYE BCe Binblue NPUXMNbHUKIB Cepef, Crno-
XwuBauiB eHepreTukis. Burn Citrus 3a6e3neuye ceoboay Bu-
60opy CMaKy AN ayauTOpii LaHYBaIbHUKIB EHEPreTUYHUX
HanoiB, Nt0AeN akTUBHUX i BIAKPUTUX A0 iHOBALLIN.

Burn-nogaii 2009

Y »xoBTHi 2009 poky Burn 3anycTus nepuy B icTopii eHep-
reTMYHUX HanoiB B YKpaiHi 3arasibHOHALiOHaNbHY aKLito 3
yHikanbHUMKM SMS kogamu nig, knoumkamu «donai BorHio
Burn». Y4yacHMKM aKLii Manu MOXMBICTb BUrPaBaTH LLOAHS
CTUNbHI PyTHONKKM Ta MP-3 nneiepu, a roNOBHUMU NpU3aMU
KOXXHOT0 3 8—MuM TUXHIB aKLii 6yna nofopoXx Ha ABOX Ha [oa
- MicCue HeCcKiH4eHHUX BeYipok!

Bsxe 6 pokis nocninb Burn € HagitHMM NaTHEPOM HaMMacLL-
TabHILWOro Ha NOCT — paAsHCbKMX NPOCTOpax NoAii nig, Big

Marketplace Our Beverages

Fitness conference

Since 2002, BonAqua has supported an annual fitness
conference organized by the popular fitness center,
Aquarium.

Nestea

In 2009 Nestea brand was extended with new trade mark,
Nestea Vitao of three tastes: Green tea with the taste of
strawberry and aloe vera, Red tea with pear taste, and
White tea with apricot tea. Nestea Vitao is a non-black

tea line that have functional features: they contain tea
antioxidants that are healthy for human bodies. Nestea
Vitao launch was supported by a TV advertisement, outdoor
advertisement, placement of articles in women’s magazines
and Internet.

Sampling of black tea Nestea was taking place in seven
biggest cities of Ukraine during the 2009 summer.
Beautiful Nestea oasis were organized in the largest trade
centers, supermarkets and beaches, where everyone could
taste refreshing tea. Over half a million of Ukrainians tried
Nestea in this event.

Burn

InJuly 2009 energy drink Burn was extended with a new
taste - g “Burn Citrus”. It charges and invigorates with its
unique “burning” energy, having more refreshing citrus
taste and yellow colour. Burn Citrus wins more and more
adherents among energy drink consumers. It also provides
choice of taste for loyal energy drink users, active people
which are open to innovations.

Burn events 2009

In October 2009 Burn has launched its first in the history of
energy drinks in Ukraine national promo with unique SMS-
codes under the can-keys “Add Fire Burn”. The participants
of the promo were winning stylish T-shirts and MP-3
players daily, and the main prizes drawn every week during
8 promo weeks were a trip for two to GOA - the place of
party heaven!

Six years in a row Burn is a reliable partner of the biggest
post-Soviet open-air event of electronic music - “Republic
KaZantip-Z177, which in 2009 only gathered approximately
70 thousand admirers of electronic music from all over the

700 participants
from all over Ukraine
took part in this
event in 2008,
including athletes,
sport trainers from
around the world
and people who
enjoy an active
lifestyle.

MigTpnmka
HaMryyYHiWwmx
MY3UUYHMX

NOAiV cTana Bxe
TpaauUiEr ans
Burn. Tak, y yepBHi
Burn nigTpnmas
HaMryyHiWmm y
2009 poui peiis

y 3aKpUTOMY
NPUMILLEHHI -
KoHuepT DJ Tiesto,
L0 3i6pas Mig 0gHUM
naxom 6ing 18 000
BigBigyBadis.

«Rich» nigTpmumye
Pi3HOMaHITHI cyc-
ninbHi 3axo4M, 30-
KpeMa TiCHO cniBn-
PaLOE 3 Mepexero
pecTopaHis «Ko3up-
Ha KapTa», a Takox
aKTMBHO NiATPUMYE
npoBeLeHHS Beui-
pok Bacardi, EGO &
Men’s Health, a, no-
ymHatoum Big 2007
poKY, i BigeHcbko-
ro 6any.
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KPUTUM HebOM — dhecTUBaNI0 eNeKTPOHHOI My3nkn «Pecny-
6nika KaZantun - Z17», akuii 2009 poky BiaBiaano 6:1u13b-
Ko 70 TUCAY LWaHYBabHUKIB €N1eKTPOHHOI MY3KKU 3 YCbO-
ro ceiTy. 2009 poky Ha Z-17 pa3om 3 Burn Bigirpanu csoi
ceT Hanigomiwi DJ-i nnaneTu: Paul van Dyk Ta Armin Van
Buuren.

Bnitky 2009 poky Ha yKpaiHCbKOMY pPUHKY 3'9BUBCS HOBUM
eHepreTuk — «nafiaTop», SKMiM BUPOBNAETLCS HA 3aBOLI
Koka-Kona besepigxus YkpaiHa. Hanin ctBopeHo ans ui-
NecnpsiIMoOBaHUX NOAEN, Ki CMINMBO MAYTb A0 CBOEI METH i
He BU3HaTb KOMMPOMICiB. «[nagiaTop» Ma€ CKpaBuit Au-
3alH ynaKyBaHHA Ta AOCTYMHY LiHY.

Coku

2005 poky Halla koMnaHis BUMYCTUNA Ha YKPAiHCbKUIA py-
HOK HOBI TOpProBi Mapku coky — «Rich» Ta «[1o6puit», ski
noyana BUroToBASTH B YKpaiHi.

Bnitky 2009 poky Ha puHKY 3'9B1Aach Lie 0fHa Topro-

Ba MapKa YKpaiHCbKOro BUPOOHMLTBA — COKM Ta HEKTapu
«botaniQ». Takui LULUPOKMIA ACOPTUMEHT COKIiB Ta HEKTApIB
MOBHICTIO BiZANOBIAAE YNOAOOAHHAM YKPaAiHLiB, KOTPi Haaa-
I0Tb NepeBary cokam.

«Rich»

«Rich» — Lie eTanoH npemMianbHOI FKOCTi Ta CTUAHO, AKUI

[10 BNOL0OM He3anexXHUM, aKTUBHUM NIIOAAM, SKi NparHyTh
yCnixy Ta 3aA0BONEHHS Bif, XXMTTS. ACOPTUMEHT cokiB ,Rich”
HapaxoBye 14 pi3Hux cmakiB: Ek30TuK, 1671yK0o, AnenbcuH,
Tomar, Mepcuk, AHaHac, BuHorpag, BuwHs, MaHro, peit-
nopyT, LIVE MynstndpykTosuii cik,a 2009 poky 3'aBunmcs
Binuii BuHorpag, Yepsore conopke 961yko Ta Mopc i3 Xy-
paBAMHM.

Koka-Kona B YkpaiHi 34iiCHIOE NOCTiMHY peknaMHy nia-
TPUMKY TOproBoi Mapku «Rich»: peknama Ha TB Ta B rnsiH-
ueBux xypHanax, POS-matepiann. ™

«1o6pnin»

CyTb 6peHpy «obpuit» — nobpo Ta nobporta. «[obpui»
CTBOPIETLCS 3 AyLleto Ta to6oB'10 40 noaen. Ha noyatky
2009 poky Ha puHKY 3'9BUAMCS [,BA HOBi CMakK «1o6puiin:
«$16nyko-BuHorpaa» Ta «A6nyKko-BuiuHay», ki Binpasy 3aBo-
t0BanM NoHOB YKPAiHCbKOro CNOXUBaYa.

world. In 2009 at Z-17, together with Burn, the world’s
most famous DJs performed their electronic sets: Paul van
Dyk and Armin Van Buuren.

New energy drink “Gladiator” appeared on the Ukrainian
market in summer 2009. It is also produced by Coca-Cola
Beverages Ukraine. This drink was created for people who
strive for their goal and do not plead for compromises.
Gladiator is in peculiar design and affordable price category.

Juices

Juice and nectar brands “Rich” and “Dobriy” produced by
Coca-Cola Beverages Ukraine appeared in Ukraine in 2005.
And summer 2009 was splashed with a new Ukrainian
brand of juices and nectars - botaniQ. The range of flavours
offered under these brands was designed specifically to
satisfy the tastes of Ukrainians preferring juices.

“Rich”

Rich offers a premium quality that suits independent, active
people striving for success and pleasure in life. The range
of Rich juices includes 14 different flavors: Exotic, Apple,
Orange, Tomato, Peach, Pineapple, Grape, Cherry, Mango,
Grapefruit, LIVE Multijuice, and in 2009 White Grape, Red
Apple and Cranberries Mors were launched.

Advertising and promotional support for the Rich brand
includes advertising on television and in glossy magazines,
point-of-sale materials, a partnership with the restaurant
chain Kozyrna Karta, and sponsorship of various events,
including parties by Bacardi, EGO & Men’s Health and the
Viennese ball.

“Dobriy”

The essence of the “Dobriy” brand is goodness and kindness.
Dobriy is made with a sincere heart and love for people.
And two new tastes - “Apple & Grape” and “Apple &
Cheery” - were launched at the beginning of 2009. They
immediately won the love of the Ukrainian consumers.

Social Responsibility Report

Support of the
biggest music
events has become
a tradition for Burn.
Thus, inJune Burn
has supported the
2009 biggest rave
indoor event — DJ
TIESTO concert,
which gathered 18
000 visitors.



PuHok

Hawi Hanoi

«botaniQ»

Bnitky 2009 poky Ha puHKY YKpaiHu 39BMBCS HOBMI COKO-
BUI BpeHn «botaniO». Lle — HarMnonynspHiwi cMaku Hawoi
KpaiHu: COKOBUTE 961yKO, HANUTKUI TOMAT, CTUIIUIA anesib-
CMH, ICKPaBMI MyNbTUDPYKT Ta COHAYHWIA BUHOTPAZ, B MO~
€QHAHHI 3 961yKOM.

Llle «botaniQ» nponoHye WHpoKmit BUGIp YHKLIOHANBbHUX
cokiB «botaniQ nntoc+», B 9KMX 3aBASAKM rAPMOHIMHOMY Mo-
€QHAHHIO PPYKTIB i 4rif Ta 36arayeHHI0 pOCIMHHUMMU eKC-
TPaKTaMu, MiCTUTbCS BeIMKA KiNbKiCTb BITaMiHIiB Ta MiHepa-
niB. 3 «botaniQ natoc+» CNOXMBAY OTPUMYE He TiNlbKK 3a40-
BOJIEHHS Bi[L €KCK/O3MBHOIO CMaKy, a Le 1 BiNnbluy KOpUCTb
Lns cebe Ta CBOiX 6IM3bKMX.

.
Coxku Ta HeKTapuy,
..«B111 camoi IIpuponm

Marketplace Our Beverages

«botaniQ»

New juice brand “botaniQ” was launched on the Ukrainian
market in summer 2009. It brought the most popular in
our country tastes - juicy apple, plump tomato, ripe orange,
bright multifuit and sunny grape combined with apple.

In addition, «botaniQ» offers a wide range of functional
juices «botaniQ plus+», where fruits and berries are fortified
with plant extracts, vitamins and minerals. Drining
«botaniQ plus+», consumers feel pleasure and get more
benefit for them and their families.




Onecs XynuHcbka
[npekTop 3i 3B'a3KiB 3
rpomMaacbkicTio Koka-Kona
YkpaiHa

Olesya Zhulynska
TCCC PA Department Director




pomaacbKicTb

«Koka-Kona - ue KoMnaHis, ika Hafae Ham npodecinHui
KomMdopT. Te, WO MM CNIBNPALLOEMO B paMKax CaMe eTHiY-
HOro pecTuBanto, — AN MeHe abCONKTHO aBTEHTUYHO. Mil
nip 6yB Benunkmum daHatom Koka-Kona. § npuixaxas oo
HbOro B rocTi y [MonTaBcbKy 06nacTb, i 3aBX AW NPUBO3MB
nomy nnaweuky Koka-Kona. Koka-Kona - ue 3aBxam WWoCb
HOBE, Lie HOBI BIAKPUTTS.»

Onez Ckpunka,
3acHosHUK ¢pecmusanto «KpaiHa Mpii»,
Jlidep aypmy «Bonni Bidonnsicoga»

«Haw doHp, - bnaroaiitHmit doHp 6patie Knuukis — gyxe
pago cnisnpatoe 3 Komnanieto Koka-Kona. Lle - okeaH
no3uTuBHMX eMolLit. [1na meHe Koka-Kona acouitoeTbcs 3
TUMM COLiaNlbHUMM MPOEKTAMM, SKi peanizoBye L KOMMNaHis
B YKpaiHi i 9Ki € Aye 3Ha4YMMUMK AN YKPATHCbKOrO CyC-
ninbCTBa, i 4119 MONOAI 30KpeMa.»

Bimaniti Knuyko,
BudamHuli ykpaiHcekuli cnopmcmeH

«CninbHo 3 KoMnaHieto Koka-Kona mu
BNPOBAAXYEMO NPoekT «KoXHa
KpananHa Ma€ 3HAUYEHHS»,

KW B YKpaiHi cnpsamo-

BaHMWI Ha BiAHOBNEHHS
mxepen. YyacTb y Ubo-

My NpoekTi pobuTb Hac
BAMKUYMMM 10 MiCLLEBUX
rpomag, ix notpeb Ta
MOXJ/IMBOCTEMN, @ TAKOX
[LEMOHCTPYE AcKpa-

BWIM NpUKNaZ cnienpa-

Li MiXk rpOMaZiCbkuM Ta
6i3Hec-cekTopamu.»

Onis LLepbiHiHa,

PadHuk 3 numas cnignpaui Mix
2poMadcLKUM ma npusamHum
cekmopamu,

lMpedcmasHuumeo OOH 8 YkpaiHi

Community

“Coca-Cola is the company that provides us with profession-
al comfort. We cooperate within the ethnic festival, and it’s
very authentic for me. My gradfather was a big Coca-Co-
la fan. | used to visit him in Poltava region and bring him a
bottle of Coca-Cola. Coca-Cola always means something
new, and new discoveries”.

Oleg Skrypka,
founder of “Kraina Mriy” festival,
leader of “Vopli Vidoplyasova” music band

“Our Charitable Fund - the Klichko Brothers’ Fund - is hap-
py to cooperate with the Coca-Cola Company. It brings an
ocean of positive emotions. To me, Coca-Cola is associates
with the social projects it implements in Ukraine, and which
are very important for the Ukrainian community, for youth
in particular”.

Vitaliy Klichko,
World famous Ukrainian sportsman

“Jointly with the Coca-Cola Compa-
ny, we implement the “Every Drop
\ Matters” project, which is aimed
at natural springs rehabilitation
\ in Ukraine. Through partici-
pation in this project, we feel
closer to the local communi-
ties, understand their needs
and opportunities. This is
a vivid example of public-
private cooperation”.

Yuliya Shcherbinina,
Public-Private Parnership

Officer,
UN in Ukraine

3aranb|.|i anHU,MI'IM By ponb Ans YKpaiHCbKOi rpoMag-

5 - CbKOCTi.
Cl'llBl'lp?lJ:l KOKa'KO.ﬂa 2. MNpucnyxaHHs A0 YKPaiHCbKOI Fpo-
B praIHI ] MaJCbKOCTI Ta BpaxyBaHHS ii mornsais
rpoMapcbKicTio S

: - 3. HeobxiaHicTb NOCTIAHOro PO3BUTKY
1. MinTpuMKa iHiLiaTMB Ta napTHep- Ta 0CBITM ANS MOMO.
CbKMX CTOCYHKIB, LLO BifirpatoTb BaXx-

Cranwuii po3BUTOK € HEBILLEMHOI YaCTUHOK BCbOTO, LLLO PO-
6utb Komnanis Koka-Kona, age ycnix i MaibyTHE Halworo
6i3Hecy 6e3nocepenHbO NOB'A3aHMI 3 0O6pOOYTOM rpoMag,
Y IKMUX MU XKMBEMO i NPALIIOEMO.

Tomy Komnanisi Koka-Kona ctBopuna rnobanbHy nnatdop-
My “Live Positively”, y sikiit Bupa)keHo Halle 3060B'a3aHHS
TBOPUTM NO3UTUBHI 3MiHW Y TaKUX NPIOPUTETHMUX HANPSMax
HaLWOI AisNbHOCTI:

Kopucrb Bip Hawmx Hanoie: TaMyBaTH Oyab-gKy cnpary Ta
33[,0BONbHATM NOTPebu; 3abe3neuyBaTH aKiCTb, SKil 3a-
BXX[M MOXHa AOBIpATU.

AKTUBHUIA, 30,0POBMIA CNOCIB MTTA: [ONOMOITH NO36YTUCH
ManopyxamnBOCTi Ta 3MiLLHUTU 30POB'S.

poMancbKicTL: pO3YyMITH | CNPUATKM Y BUPiLLEHH] NoTpeb
rpoMag, yepes npoekTH y pi3HOMaHITHUX chepax.

Po6oue micue: noBaXaTu npaea Ha poboyoMy Micui Ta Ha-

[AMXaTV NPaLIBHUKIB HA LOCATHEHHS HAWBULLMX Pe3ynbTaTiB.

EHeproedekTuBHICTL Ta 3MiHa KniMaTy: po3BMBaTH Bi3Hec,
He 36iNblUyoYM ByreLeBuii BiaOUTOK.

Boaui pecypcu: noBepTaTh B IpUpOAY TY KiNbKiCTb BOAM,
AKY MM B35IM LLN19 HALWMX HAMOIB Ta iX BUPOOHMLTBA.

Exonoriuba ynakoeka: po3rafatv NakyBaHHA K LiHHWA
pecypc ANs HACTYMHOTO BUKOPUCTaHHS.
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Main principles Of 2. To listen to people in the
communities where we do business

cooperation with the and understand their needs and
q aspirations.
community .
- 3. To emphasize the importance
1.To support initiatives and of sustainable development and

partnerships yvhich contri.b.ute to the education for youth.
life of Ukrainian communities.

Sustainable development is an integrated part of every-
thing the Coca-Cola Company does. The future of our busi-
ness 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 platform “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. Quali-
ty you can trust all the time.

Active, Healthy Living: Helping to end inactivity and en-
hance 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 re-
source for future use.
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Koka-Kona B YkpaiHi € 4acTMHO CycninbCTBa, i TypboTa
Npo YKpaiHLiB AN9 Hel Haf3BMYaiHO Baxknnea. KoMnaHis
obpana Taki Hanpsimu poboTK:

NiATPUMKA rPOMALCbKMX 3aX0LiB, CNPSIMOBAHUX HA
nponaraHay akTMBHOO CNocoby XUTTS;

NiATPMMKA colianbHuX 6narofiiHMX Nporpam Ta y4acTb y
ix po3pobui;

NiATPUMMKA NPOrpam, CNpsIMOBAHMX Ha 3aXUCT JOBKI/S Ta
BOAHMX pecypciB.

KomnaHisi niaTprMye NOCTiIMHMI KOHTAKT 3 rpoMagamu,
06’e AHAHHAMM Ta CNinKamu. BionosiaHMi peTenbHMi aHa-
ni3 npobnem abo iHiLiaT1B, 3 AKUMKM BOHM 3BEPTAOTHCA, 3a-
6e3neyvyoTb yTpMaHHa KOMNaHi€ akTMBHOI rpOMaasiH-
CbKOi No3uLii.

Koka-Kona B YkpaiHi € uneHoM pisHnx HenpubyTKOBUX Op-
raHisauii, Lo MatTb Ha METi MOKPALLUTM XUTTS CYCniNb-
CTBa Ta €KOHOMIYHOrO KNiMaTy YKpaiHu. Cepen HuX:

AMepuKaHCbKa TOproea nanarta.

€poneiicbka bisHec Acouiauis.

Toproeo-npomMucnoBa nanata YKpaiHu.

KoHcynbTaTMBHA pafa 3 MUTaHb iIHO3EMHUX IHBECTULLIN B
YKpaiHi.

YkplEK.

Mno6anbHuit Jorosip OOH.

Koka-Kona B YkpaiHi nparHe o6cnyrosyBaTtut CBOiX 3aMOB-
HMKIB Ta NOCTa4yaNnbHMKIB SKHaMKpalle. Yepes edekTns-

HY CMiBMPaLL0 Ta PO3KPUTTA HOBUX MOXIMBOCTEN ANS PO3-
BMTKY CNinbHOro 6izHecy, KomnaHis 3abe3nevye BTineHHS B
KUTTS CBOEI MicCii Ta LiHHOCTEeMN.

Community

Coca-Cola is an integral part of Ukrainian society, and the
well being of Ukrainian communities is of central impor-
tance 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 maintains regular contact with commu-
nities, 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.

Coca-Cola Ukraine is a member of a various non-profit or-
ganizations whose goal is to improve the quality of life in
Ukrainian communities and the economic climate in the
country:

The American Chamber of Commerce

The European Business Association

The Chamber of Commerce and Industry of Ukraine
The United Nations Organization

The Foreign Investment Advisory Council of Ukraine
UkrPACK

UN Global Compact.

Coca-Cola Ukraine is committed to serving its customers
and suppliers in the best way possible. In furtherance of
the Company’s mission to benefit everyone with whom we
do business, we continually strive to enhance the effective-
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Koka-Kona B YKpaiHi perynsipHo nigTpuMye KOHTaKTH 3 yps-
[LOBVMMM YCTAHOBAMM NIOKANIbHOMO Ta HALiOHANbHOTO PiBHS,
o 3abe3neyye KoMnaHii nocTiriHy 06i3HaHICTb 3 Npoueca-
MW, SKi BigOyBatOTbCA y AepyKaBi Ta MOXMBICTb Be3noce-
peAHbO 6paTH B HMUX yHaCTb LWASXOM MiATPUMKM HAYKOBO-
NpakTUYHMX KOHPepeHLii, 06MiHy AOCBIAOM Ta NepenoBu-
MU NpaKTUKaMM.

Koka-Kona B YkpaiHi € uneHoM KoHcynbTaLinHoi pagm 3 nu-
TaHb iIHO3eMHUX iHBeCTULiM npw MNpe3naeHTi Ykpainu (FIAC
— Foreign Investment Advisory Council), sky 6yno ctBopeHo
3a HeobXiAHOCTI MiATPUMKM NOCTIMHOrO Aianory Mix iHBec-
TOpaMu ¥ ykpaiHcbkoto Bnagoto. Koka-Kona B YkpaiHi ak-
TMBHO BKJIKOUMNIACA Y AiSNbHICTb po60oumnx rpyn KoHcynbTa-
LifHOI paaM, 30Kpema arpapHo-NnpoMMUC/IOBOI Fpynu Ta po-
6040i rpynu 3 iMiaxeBoi NONITUKK YKpaiHU.

«CRIS» — Le LeHTp pearyBaHHs Ha 3BepPHEHHS 3aLliKaB/ieH-
HWMX cTopiH. Bnitky 2006 poky y Komnanii Koka-Kona Ykpa-
iHa cTBOpeHo eanHuit LleHTp PoboTu 3i CnoxknBayamu Ta
Knientamu. lonoBHUM 3aBAaHHAM Lboro LleHTpy € popmy-
BaHHS Ta NiATPUMKA Ha HAaNeXHOMY piBHi iMiaxy KoMnaHii
cepef CNOXMBAYIB Ta KMIEHTIB YKPAiHCbKOro puHKY 6e3an-
KOrofibHOi NpoAyKLii.

0-800-30-80-08 — tenedoH LleHTpy PoboTu 3i Cnoxmnea-
yamu Ta KnieHTaMu HaapyKOBAHO Ha KOXHIM nasLweyL, Wwo
BMMYCKAETbCA i3 3aBofay ,Koka-Kona besepiaxus Ykpai-
Ha". HabpaBLuu uei Homep 3 6yab-S9KOro CTalioHapHOro Te-
nedoHy B Mexax YKpaiHu, MOXXHa 6e3KOLWTOBHO OTpMMATH
BiAMNOBIAI HA 3aNUTaHHS He NuLWe 3 NPMBOAY NPoAyKLii KoM-
naHii, iHrpeaieHTiB, MapKeTUHIOBMX akLiR, icTopii Komna-
Hii, a 1 3p0bWUTK 3aMOBNIEHHA NPOAYKLT AN TOProBOi TOY-
KM, BUPILUMTK CMiPHI MUTAHHS LWOAO CRiBNpaLli 3 KOMMNAHIEH,
3anponoHyBaTH CMOHCOPCbKY Ta 61arofifHy NiATPUMKY Yun
BUPILUMTY iHLWI NUTAHHS.

ness of our collaboration with these partners and seek new
opportunities for joint business.

Coca-Cola Ukraine maintains regular contact with govern-
mental institutions at the local and national levels. Based
on these contacts, and where appropriate, the Company
provides support for activities such as scientific and practi-
cal conferences, and meetings and events designed to share
experience and best practice.

Coca-Cola in Ukraine is a member of the Foreign Invest-
ment Advisory Council, established under the auspices of
the President of Ukraine to maintain an on-going dialogue
between investors and Ukrainian authorities. Coca-Cola
Ukraine participates actively in Advisory Council working
groups, including the working groups on agriculture, indus-
try, and the public image of Ukraine.

In 2006 Coca-Cola Ukraine created a combined Consumer
and Customer Support Center (CRIS). The aim of the Center
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 print-
ed on every bottle produced at the Coca-Cola Beverages
Ukraine plant. By dialling this number from any telephone
in Ukraine, consumers can get free answers to questions
about the Company’s products, ingredients, marketing
events and the history of the Company. Customers can use
the hotline to order products for their sales outlet, raise
questions about cooperation with the Company, offer spon-
sorship and charity support, or settle other issues.
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MU Haf3BMYAMHO BiANOBIAANBHO CTAaBUMOCh A0 BOAHMX pe-
CYpCiB Ta YNPaBAiHHA HUMKU. MU NPaLLOEMO HaL TUM, LLOO
LLOCSITHYTU «HYNIbOBOTO PiBHSI» BUKOPUCTAHHS BOAM — TO6GTO
noBepTaTh B NPUPOLY TaKy X Ki/IbKiCTb YNCTOI NPiCHOI BOAM,
SKY MU BUKOPUCTOBYEMO Y MPUrOTYBaHHI HALIMX HAMOIB.

Mu TakoX po3riSAaEMO HaLly YNAKOBKY SIK LiiHHUI pecypc
LLNs MaiByTHbOrO BUKOPWCTaHHS!, TOMY Halle NakyBaHHS —
Lie [0AATKOBA BAPTICTb HA KOXXHOMY eTani.

«KoykHa KpaniMHa Ma€e 3HaueHHs» - Lie Mi>KHapOAHUIt Npo-
€KT, 3ano4yaTkoBaHuit Komnarieto Koka-Kona ta lNporpamoto
Po3Butky OOH, KM NOKAMKAHWUIA CNPUATU BUXOBAHHIO Bif-
NoBiAanbHOro CTaBEeHHS [0 BoAW. poeKT npautoe B fe-
KiNbKOX KpaiHax, Takux sk KaszaxcTtaH, BipmeHis, PyMyHis,
Xopgarisi Ta TypeyumnHa, a Big 2009 poky i B YKpaiHi.

B YkpaiHi npoekT peanizoByeTbCs 3a NiATPUMKM TOPro-
BOi Mapku «boHAKBa» - afyke Le NpupoaHbO, WO NPUPOAHA
NWTHa BOAA NiATPUMYE BiAPOLXKEHHS NPUPOLHUX LXKEPE.

MeToto npoekTy ,KoXHa KpanauMHa Ma€ 3Ha4YeHHs» B YKpai-
Hi CTano BiAHOBEHHS | 3aXMCT NPUPOAHMX AXKepen Ta CTBO-
peHH$ HAaBKOO HUX 30H BiAMOYMHKY Yepe3 aKTUBHE 3any-
YEHH$ MicLLeBUX rpoMaj,. TakuMM YMHOM, OpraHi3aTopu npo-
€KTY NparHyTb CNPUSTU PO3BUTKY EKOJOTIYHOI KYNbTypu Ta
NiABULLEHHIO TPOMaACbKOi 06i3HAaHOCTI WoA0 36epexeH-

HS Ta 3aXMUCTY JOBKiNNS. Bnponosx ntotoro-6epesHs Tpu-
BaB KOHKYPC, Mif Yac IKOro rpoMaam Haacunanm ceoi anc-
™ 3 poTorpadisaMu axepen, ki BOHM XoTinmn 6 oHoBUTU. Ha
LbOMy eTani Haainwno noHaa 200 3asB. 3 HUX [0 Apyroro
Typy 6yno gonyweHo 30 rpoMag, siki NOBUHHI Bynn 3ibpaTn
HeobXiAHi AOKYMEHTM Ta B3STU Ha cebe 3060B'a3aHHS Mno-
KpuTn 10% BapToCTi pobiTy rpoloBoMy abo HaTypanbHOMyY
BUPaXeHHi. 3aBAsgKM TaKoMy Miaxo4y rpoMazu BUSBASATU-
MyTb Binblue 3aLikaBNeHOCTi, LWob iXHE A)xepeno 3anumwa-
NIOCb AOrNSHYTMM. BaxknnBoto cknapgoBoo NPOeKTY € OCBIT-
HiM Typ AN4 WKONAPIB Y rpoMaax-nepemMoxusx. Y npoueci
po6iT 3 BiLHOBNEHHS A)Kepena A0 HUX NPUIKAXKAE eKcnepT,
KW NPOBOAMTL CMeLiaibHWUIA Mi3HABaNbHMI EKCNEePUMEH-
TapiyM Ha TeMy «[1MBOBWXKHI BNACTUBOCTI BOAM», IKUIA 3HA-

Community

We are committed to responsible water stewardship. We
are working 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
valuable resource for future use. We are making this vision
a reality by creating value at every stage of our packaging
lifecycle.

Every Drop Matters is an international project launched by
the Coca-Cola Company and the UN Development Program.
It is aimed at naturing a responsible attitude towards water.
This project is been implemented in Kazakhstan, Armenia,
Romania, Croatia and Turkey, and since 2009 - in Ukraine.

In Ukraine the project is being implemented with support of
the TM “BonAqua” - it is natural for natural drinking water
to support natural springs rehabilitation.

The purpose of “Every Drop Matters” in Ukraine is to reha-
bilitate and protect natural springs and to create reaction
areas around through active engagement of local commu-
nities. In this way the organizers aim to develop eco-culture
and raising public awareness on water stewardship. A con-
test lasted in February-March, when the communities were
submitting their letters with pictures of the springs they
would like to rehabilitate. More than 200 applications were
received at this stage. Out of them, 30 applications were
selected to the second round, when the communities were
to collect permissive documents and take an obligation to
cover either in monetary or in-kind 10% of the project val-
ue. With this approach the communities will more care for
their springs. An important component of the project is an
educational tour for schoolchildren in the communities that
won in the contest. A special expert visited the communi-
ties in the process of spring reconstruction and conduct-

ed a special learning presentation “Amazing Water Proper-
ties”, which demonstrates to students unusual features of
usual water.

CoujianbHuit 38iT 2010

MOMMTb YYHIB 3 HE3BMYANHMMM BNACTUBOCTSMM 3BUYANHOI
BOAM.

Y yepBHi 2007 poky Koka-Kona B YkpaiHi cninbHo 3 [lepx-
BOArocnom YkpaiHu, MiHiCTepCTBOM OXOPOHM HaBKOMLU-
HbOrO NPUPOAHOr0 CepefoBULLA, CTYLEHTAMM reorpadiyHo-
ro dakynsrety KMiBCbKOro Aep>KaBHOro yHiBepcuTeTy im. T.
LlleBueHka Ta kKugHamu i 3a nigTpumkm nporpamm NMPOOH-
[E® ekonoriyHoro o3nopoBneHHs 6aceiHy [lHinpa npose-
N1a eKONOriYHO-NPOCBITHULBKY aKLito «[leHb [JHinpax». Akuis
nonsrana B TOMy, WO NpefCcTaBHUKM flepXKaBHUX OpraHis,
Koka-Kona B YkpaiHi Ta KusiH opraHizyeanu npubmpaxHs
npubepexHoi cMyru JHinpa. CninbHa KOMaHAa npautoBana
nig, racnom: «Jlloébumo npupoay — bepexemo Boay!».

2008 poky akuiga oTpumana niaTpumky MmobansHoro [loro-
Bopy OOH i cTana nepwmm NnpakTMYHMM 3aX0L40M B paMKax
HaLioHanbHOI kamnaHii «[pamyi Ha 3eneHel» Akuis «[deHb
[Hinpa» Mana Ha MeTi He TiNbKW NPOAEMOHCTPYBATH BiANO-
BiZaNbHICTb KOXHOMO 32 MOPSAO0K | YNCTOTY HABKOMMLLHBOTO
cepefoBuLLa, ane i NiABULMTY rPOMAAChKY CBiAOMICTb CTO-
COBHO 36epexeHHs [JHinpa Ans HaCTYNHMUX NOKONiHb.

Bin 2006 poky woBecHu Koka-Kona B YkpaiHi opraHisoBye
«3eneHnin aeHb».

Bucapka nepes y CupeubkoMy napky Micta Kuesa npauis-
HMKAMW KOMMaHii.

CninbHo 3 bpoBapcbkoto paraepx agMiHicTpauieto Kuie-
CbKoi 06nacTi, MyxiBCbKO CeNULLHOK agMiHicTpaLieo bpo-
BapCbKOro panoHy, npeacTaBHMKaMu MiHicTepcTBa 0X0-
POHM HaBKONULLHBOTO cepenoBuLLa, depxsoarocny Ykpai-
HW Ta CTYAEHTIB ekonoriyHoro dakynetety KuiBcbkoro aep-
»aBHoro YHiepctuty iMm. T. I LLleBueHKa, NpaLiBHMKM KOM-
naHii BUALWAK Ha B6eper piukn JecHa ons Toro, wob 3ibpatm
CMITTS B340BX NpubepexHoi cMyru Ha Teputopii Bogoka-
Hany okonuup cena Myxisku bpoBapcbkoro p-Hy KUiBcbkoi
obnacri. Lito TepuTopito 06panu He BUNALKOBO, afKe caMe
TYT 3HaX0aMTbCs BoL03abip bpoBapcbkoro paroHy. Biatak

InJune 2007 Coca-Cola Ukraine led an environmental and
educational campaign called, “Dnipro Day”. The program
was undertaken in partnership with the State Committee
of Ukraine for Water Management, the Ukraine Ministry of
Environmental Protection, students of the geography fac-
ulty of National Taras Shevchenko University of Kiev, and
the citizens of Kyiv. It was conducted with the assistance
of the UNDP/GEF program for Dnipro basin ecological en-
hancement. The idea of the campaign was to bring togeth-
er different parts of society -- state authorities, Coca-Cola
Ukraine and citizens of Kyiv - in a joint effort to care for the
Dnipro riverside. The united team worked under the motto:
“Love nature - Save water!”

In 2008 the “Dnipro Day” was supported by the UN Glob-

al Compact and became the first practical event with the
national campaign “Go Green!”. The “Dnipro Day” is aimed
both at demonstrating the importance of individual respon-
sibility for environmental protection, and at increasing of
the public awareness and sense of responsibility for the
preservation of the Dnipro River for the future generations.

Since 2006 Coca-Cola in Ukraine organizes a “Green Day”.

The Coca-Cola employees participated in planting trees in
the Syretsky park of the city of Kyiv.

Green Day 2007 was conducted in partnership with the
Brovary District State Administration of the Kyiv Region, the
Pukhiv Village Administration of Brovary District, represen-
tatives of the Ukraine Ministry of Environmental Protec-
tion and students at the ecology faculty of National Taras
Shevchenko University in Kiev.

The activity undertaken was to clean the Desna riverside on
the grounds of a municipal water treatment plant near the
village of Puhiv, Brovary District, Kyiv region. This location,
which includes the catchment area of Brovary District, was
chosen intentionally, as the cleanliness of the area directly
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YMCTOTA L€l TepUTOPIi — 3anopyKa YNCTOTU BOAM, SKY LLO-
[eHHO BXMBalOTb TUCAYi BpoBapyaH.

Akuig 3 Bucagku gepesy ceni Benuka lumepka bposap-
CbKOro panoHy 06’eaHana cnispobiTHKKIB KomnaHii, cTy-
LLeHTIB IHCTUTYTY XypHanicTukun Kuiscbkoro HauioHans-
HOro yHiBepcuTeTy iMeHi Tapaca LLleBueHka, rpomaay cena,
[e po3TalwoBaHo 3aBog Koka-Kona, Ta ®oHz 6paTtis Knuny-
KiB Ha yoni 3 Bitaniem Knuukom. Liboro axs xuteni Beankoi
[lnmepKkK, okpiM opraHi3oBaHoi akLii 3 npubupaHHs Ta o3e-
NIEHEHHS LLEHTPaNbHOro MaiaaHy, OTpUManu y NoaapyHoK
OWUTSYUI CNOPTUBHMI MaiAaHUMK, CMOPYAXKEHMI Y paMKax
cninbHoro npoekty ®oHpay Ta KomnaHii Koka-Kona.

25 kBiTHa Komnanis Koka-Kona y pamkax cnisnpaui 3 Mmo-
6anbHuM [lorospom OOH cninbHo 3 pectnBanem «KpaiHa
Mpiii» npe3seHTyBanu xutenam micta Kueea «3eneHy Tono-
Ky». Tonoka — AaBHi/ yKpaiHCbKWiA 3BUYall BUKOHAHHS Be-
NiMKoi poboTu ryptoMm. MpubrpaHHs npubepexxHoi cMyru
[Hinpa - came Taka pob0oTa, TOX KinbKa KOMNaHi# nig eri-
noto MobanbHoro Jorosopy OOH 06’eiHanu cBoi 3ycunns
ans Toro, wob npnbpatu Bia cMiTTa 6eper [IHinpa Ha Tpyxa-
HOBOMY OCTPOBI BiA MOCKOBCbKOro A0 3aNi3HUYHOro MOC-
Ty Ta 3acafiMTy oro Bepbamu, siki Halkpalle 3-NMoMix ae-
peB NoYyBalOTbCA Ha L TepuTopii. YyacHMKIB akuii Hagu-
XaB 0COBMCTMUM NPUKNALOM BiANOBIAANbHOIO CTaBEHHS A0
poskinng Oner Ckpunka Ta eTHO-TypT «lyngi-noney, ki ak-
TUBHO NPUIManu yyacTb y rpoMafcbknx poboTax, a nicns
3aBepLUEHHS PO3BaXasin YCiX y4aCHMUKIB NOAii Becenow My-
3UKOH0.

1 yepsHsa 2005 poky 3 MeTO CNiNbHOro 3axMUCTy Ta 36epe-
eHH$ piku [lyHait 6yB nignucaHuii MemopaHayM noposy-
MiHHS MibX MibdKHapOAHO0 KOMICi€H0 i3 3axXuCTy piku LyHar
(International Commission for the Protection of the Danube
River —ICPDR), KomnaHieto Koka-Kona i ii Hai6inbLumm eB-
poneiicbkum 6oTnepom Koka-Kona XeneHik botniHr Kom-
naHi (Coca-Cola Hellenic). MapTHepcTBo Koka-Kona, 3a uum
MeMOopaHAyMoM, nepenbayace TiCHY CNiBNPaLLO 3 MiCLLEBU-
MW YPSAOBMMU Ta HEYPAAOBUMM CTPYKTYPaMu 3 METOHO Op-
raHisauii Ta npoBeAeHHS HU3KM 3aX0A4iB, NPUCBAYEHNUX [JHIO

Community

affects the quality of water used every day by thousands of
Brovary residents.

Planting trees in the Velyka Dymerka village, where the
Coca-Cola plant is located, united the Coca-Cola employ-
ees, students of the Journalism School of the Kyiv Nation-
al Shevchenko University, the village community, and the
Klichko Brothers’ Fund with Vitaliy Klichko’s personal par-
ticipation. On this day the residents of Velyka Dymer-

ka, besides the organized clean-up and plants on the cen-
tral square, received a children’s sport playground as a gift.
It was constructed within the joint project of the Fund and
the Coca-Cola Company.

On 25 April Coca-Cola System in Ukraine within coopera-
tion with the UN Global Compact in Ukraine and jointly with
the “Country of Dreams” festival presented the Kyiv city res-
idents a “Green Toloka”. Toloka is an ancient Ukrainian tra-
dition of volunteerism to do a large piece of work in a group.
Cleaning up the Dnipro shoreline is exactly this kind of
work that has collected several companies within the Glob-
al Compact who came to collect wastes on the Truhaniv is-
land in Kyiv between Moscowsky and Zaliznychnyi bridges
and to plant willows. Oleg Skrypka and “Gulyai Pole” ethnic
group inspired the volunteers with their personal involve-
ment in the activities, and then entertained the public with
joyful music.

OnJune 1, 2005 the Coca-Cola Company and its largest Eu-
ropean bottler, Coca-Cola Hellenic Bottling Company (Co-
ca-Cola HBC), signed a Memorandum of Understanding
with the International Commission for the Protection of the
Danube River (ICPDR, a UN member) for the protection and
preservation of the Danube River. Under the memorandum,
Coca-Cola is cooperating closely with local governmental
and non-governmental organizations to organize and con-
duct a series of activities around an annual “Danube Day”. A
primary activity is the development of educational materi-
als on the Danube for six European countries (Bulgaria and
Rumania, Serbia and Montenegro, Slovakia and Ukraine)
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[yHato. Yci ui 3axoam cnpsmo-
BaHi Ha po3po6Ky HaBYab-
HKX MaTepianie Ha Temy [ly-
Hato, a TaKOX NiATPUMKY OCBIT-
HiX Ta eKONOTiYHNX Npoek-

TiB, O OXOMJIHOTb LWICTb €B-
ponencbkux KpaiH (bonrapito
Ta PymyHito, Cepb6ito Ta YopHo-
ropito, CnoBavumHy Ta Ykpai-
HY), A€ NPOTIKaE Lg piuka, i oe
Komnanis Koka-Kona po3suBae
CBiVi Bi3Hec.

Bin 2005, wopoky 29 veps-
He MixxHapoaHui «deHb 1y-
Hato» npuimae M. Bunkose Ki-
nincbkoro panoHy Ha Opelu-
Hi. 3a niaTpumkn Koka-Kona
B YKpaiHi TyT npoxoauTb dec-
TMBanb Hapogais NpuayHas’q, a
TAKOX HM3Ka aKLiM 33 yyacTi
YKpaiHCbKMX AiTen-uneHis [dy-
HaMcbkux Kny6iB, BKIHOUAKOUM
OYMLLIEHHSA KaHaniB MicTa Bunkose. [010BHOK METO aKL,ii
€ NPMBEPHYTM YBary MeLKaHL,iB Ta BNaAHUX CTPYKTYp Mic-
Ta L0 Npobnemu 3abpyaHEHHS BYIMLb-KaHaNiB YKPaiHCbKOi
BeHeuii.

MixHaponHe npubupaHHs 6eperis BOAOMM — HalbinbLumid y
CBITI 3aXif, KOIM BONOHTEPU CXOAATLCA HA y3Depexika Mo-
piB, 03ep, piYoK, CTPYMKIB A/ NpUBUPaHHS CMiTTS. Tpaau-
LiHO Y BCbOMY CBITi Liel AeHb BiA3HAYAETbCS Y TPETHO CY-
60Ty BepecHs. KomnaHisa Koka-Kona B YkpaiHi otpumana
niaTpumky MobanbHoro orosopy OOH B YkpaiHi Ta nony-
umnnacb go uporo pyxy 2008 poky, rnobanbHo bynyum napt-
HepoMm nogii Big 1996 poky.

2008 poky 3ycunng Kinbkox KOMNaHii - uneHis [nobanbHo-
ro [lorosopy B YkpaiHi, cepep, skux, 30kpema, [piHKo, IHcTH-
TYT TpacnopTyBaHHA HadTH Ta DOHA PO3BUTKY Cy4aCHOro
mucTeuTsa EM0C, 6yno CKOHLEHTPOBaHO Ha LieHTpi Tpy-

through which the river flows
and where the Coca-Cola
Company does business.

Every year on 29 June since
2005 the International Dan-
ube Day is held in the city of
Vylkove in the Kiliysky District
of the Odessa region, known
as the “Ukrainian Venice”. A
Danube folk festival was

held, as part of a internation-
al festival created by the ICP-
DR called, “Let’s celebrate the
Danube culture!” Ukrainian
children and members of Dan-
ube clubs also took partin a
number of other activities, in-
cluding the cleaning of Vylk-
ove’s canals. The main goal
was to raise awareness among
local citizens and authorities
of the problem caused by pol-
Lution in the streets of this beautiful riverside city.

International Coastal Clean-Up is the largest annual glob-
al 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 Com-
pact in Ukriane and joined this global movement in 2008,
while globally Coca-Cola partners Ocean Conservancy in
this event since 1996.

In 2008 several companies - members of the Global Com-
pact, GreenCo, Oil Transportation Institute and Modern Art
Development Center EIDOS among others joined their ef-
forts in the center of the Truhaniv Island, a favorite recre-
ation place for many Kyiv city residents.
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XaHOBOro ocTpoBa y Kunesi — yntobneHomy micui BignoumH-
KY KMSH.

2009 poky KoMnaHis Koka-Kona B YkpaiHi gonyumnace oo
iHiuiatnem UNDP-GEF B 0cobi BceykpaiHCbKoi ekonorivyHoi
nirn, MiskHapoHoi KoMicii i3 3axucTty piku [lyHaw (ICPDR)
Ta ®oHay aukoi npupoamn (WWF) Ta B3sna yyactb y npubu-
paHHi 6epery piuku Tuca Ha NTPUKOPAOHHIN LiNAHLI B cenu-
wax boukos Mape (PymyHis) i Benunkuit buukis (3akapnat-
Cbka 06nacTb Ykpainu). Lo piuky 6yno obpaHo He Bunaa-
KOBO, afxe Tuca - oaHa 3 Hanbinblwmx y LleHTpanbHiit €Bpo-
ni i 6epe cBivi noyaTok B YkpaiHi. Ha cBoeMy wnsxy [o piy-
kn [lyHar y Cepbii, BOHa NpoCTAraeTbCs Ha 677kM No Tepu-
Topii PymyHii, CnoBauumHu Ta YropLuimHu, 3aimatoumn nno-
wy 6am3bko 157 186 kM2 Yepes noseHi BesnKa KinbKicTb
BiAXOZiB LLOPOKY PO3HOCUTBCS BHM3 3@ TEYIEH Bif, KpaiHu
[0 KpaiHK. Llg akuig noknmkaHa nigeuwmuti noinhopmo-
BAHICTb HACENEHHS NP0 BAX/MBICTb 3aXUCTY | 36epexeHHs
BOAHMX pecypciB.

2009 poky KomnaHig Koka-Kona B YkpaiHi nignucana Me-
MOpaHAyM Npo CiBNpaLk 3 KOMyHaNbHUM MiANPUEMCTBOM
«BoaHO-iHPOpMaLLMHWIA LeHTPY», BILOMWUM A4 KMSH Ta 6a-
raTbOX rocten micta sk Mysei Bogu. Lig cnisnpaus, cnps-
MOBaHa Ha 3abe3neyeHHs po3yMiHHS KOXHOK 0cob60to Npo-
61eM BOAHOMO CepeoBMLLA Ta 3MiHY CTAaBNEHHS A0 BOLHUX
pecypcis, CTana B3aEMOBUTIAHO0, afXe 06’'eiHana 3ycun-
g KoMnaHii, ika npoBagMTb FpOMafCbKy AisSNIbHICTb Y LbO-
My Hanpsami, Ta Myseto, METOK AiIbHOCTI SKOTO € NifBU-
LeHHs 06i3HAHOCTi FPOMAACbKOCTI WOAO 36epexeHHs Ta
3aXWUCTY NPUPOAHUX BOAHWUX PECYPCIB i HABKOMULIHLOTO Ce-
penoBuLLa.

Mepwnm cninbHUM 3ax040M CTano nposeaeHHs [IHa Bia-
KpuTUX ABepen y BoaHo-iHdopMaLiiHOMy LLeHTpi 3 Haro-
om [IHa Boam 22 6epesHa 2009 poky. Takix [Hi BigKpuTmx
[iBepe 3 po3BaxasibHO nporpamoto Big KomnaHii Koka-
Kona 6yno nposeneHo i 3 Haroam [IHa Knesa HanpukiHLi
TpaBHA Ta [AHa He3anexHocTi YkpaiHu.

Community

In 2009 the Coca-Cola System in Ukraine joined the UN-
DP-GEF initiative represented by the All-Ukrainian Ecologi-
cal League, International Commission for Protection of the
Danube River (ICPDR) and the World Wildlife Fund (WWF)
and took part in the clean-up of the Tisza river bank along-
side the transborder area in Bochkov Mare (Romania) and
Velykyi Vychkiv (Ukraine). Tisza is one of the largest riv-
ers in the Central Europe and it takes it flow from Ukraine.
On its way to the Danube River in Serbia, it runs for 677 km
crossing Romania, Slovakia, and Hungary, with total area
of 157 186 km2. With floods, huge volumes of wastes is
spread with the river’'s downstream from country to coun-
try. And the joined clean-up event is aimed at raising public
awareness on importance of the water sources protection
and preservation.

In 2009 Coca-Cola in Ukraine has signed a Memorandum
on cooperation with the Water Information Center, known
to the Kyiv City residents and many people who visited
Ukraine’s capital as the Water Museum. This cooperation is
aimed at raising public awareness and understanding of the
water-related issues and positive change of public opinion
towards water preservation. It has become mutually bene-
ficial as it joins the efforts of the Company who undertakes
public activities in this area, and the Museum whose aim is
to raise public awareness on water and environment pro-
tection and preseevation.

The Open Doors Day at the Water Information Center orga-
nized on the occation of the World Water Day on 22 March
2009 became the first joint event. Similar Open Doors Days
with special entertaining program were conducted on the
Kyiv City Day at the end of May and Ukraine’s Independence
Day.
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OpnuH i3 HanpsMiB rpomMaacbkoi poboTtn Koka-Kona B Ykpai-
Hi — Le NiaTpUMKa rpOMafCbKMX 3aX0AiB, CPAMOBAHMX Ha
nponaraHay akTMBHOIO CMOCOBY XXMUTTS Ta ifev oniMnismy.
Mu nparHemMo A0 Toro, Wo6 3MiHUTM NACUBHUIA CNOCIO XMUT-
TS Ta NOKPaLLyBaTM 3L,0POB’ HALLMX CNOXMBAYiB. TOMY Ha-
LLIOO METOI0 € NiABULLEHHS CTaHAAPTIB Qi3n4HOI popmm ye-
pes3 3a/y4yeHHs Ta mponaraxAay pi3HMX Nporpam, CnpsMoBa-
HMX Ha PO3BMTOK aKTUBHOIO CMOCOBY XUTTA.

KomnaHis Koka-Kona € naptHepom Onimnicbkux Irop B
ycboMy CBITi Bif, 1928 poky. B YkpaiHi MiLHi napTHepCbKi
CTOCYHKM 3 HauioHanbHMM 0NiMMINCbKMM KOMiTETOM YKpa-
iHM novanuce 1996 poky. CninbHo peanizoBaHo H6arato
npoexTiB: fo ictopii Koka-Kona B YkpaiHi, HauioHanbHo-

ro oNliMnincbkoro KoMiTeTy Ykpaitm 1a OniMnicbkoro pyxy
YKpaiHu yBiNwna Taka 3HaMeHHa noaia ak Ectadeta Onim-
NiNCbKOro BOrHI0 HanepeaoaHi Onimniicekux irop B Adi-
Hax. LLlopoky npoxoasaThb Taki MaclwTabHi Ta ackpasi 3a-
xoam sk OnimMnincekmii [leHb Ta BceykpaiHcbkuii OniMnii-
CbKMI YpoK. € ¥ Taka BaXK/IMBa NOAIS K CMiNbHO iHiLiioBa-
HWM Ta NPOBeAEeHMI KOHKYPC Ha BU3HAYeHHS ONIMNIACbKOro
TanicmaHy ans OniMnincobkoi 36ipHoi Ykpaibn. Cepen 150
pobiT, npeAcTaBneHMX Ha pO3rNsA, TaNiCMaHOM CTaB nene-
Ka y BUKOHAHHi Bagmma fkoBeHka 3 [NonTtasu. 3 umM Tanic-
MaHOM Hawwa 36ipHa 6pana yyactb Ha Onimniiicbkux Irpax
2008 poky y MekiHi.

Bin 2006 poky 6narogiiHa opraHizauis «PoHp 6patis
Knunukis» Ta Koka-Kona B YkpaiHi cninbHO peanizoByoTb
npoekT «Knuy apysis — rpaiMo pasom!» 3 OyaiBHMLTBA AK-
TAYMX CMOPTUBHUX MANAAHUMKIB, IKMI BXE NOLUMPUBCS BCi-
€10 YKpaiHot. MeTo NpoekKTy € BiApOAXKEHHS CNOpPTUB-
HOI KyNbTypM cepef, NiANiTKiB, TOBEPHEHHS MiCbKi KynbTy-
pi TpaZmMLii 300pOBOro cnocoby XUTTS, BTiNEHHS iaei ABO-
pOBOro CnopTy ANis BCi€i poAnHKU. MaitiaHYMKu MatoTb po3-
Mip 10 Ha 10 meTpiB, BiZNOBIAAOTL BCIM Cy4aCHMUM KOO~

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 end inactivity and enhance consumer health.
Our goal is to raise the standards of physical fitness glob-
ally through encouragement,sponsorship and grass-roots
programs.

The Coca-Cola Company partners the Olympic Games glob-
ally since 1928. In Ukraine, strong partnership with the Na-
tional Olympic Committee of Ukraine started in 1996. We
have jointly implemented a number of projects. Olympic
Torch Relay on the eve of the 2004 Athens Olympic Games
was a pivotal moment in the history of Coca-Cola Ukraine
and the Olympic movement in Ukraine. Such large-scale
and bright events as Olympic Day and All-Ukrainian Olym-
pic Lessaon are held annually. A jointly organized contest
to design an Olympic mascot for the Ukraine National Team
was another important joint event. 150 designs were sub-
mitted for consideration by a jury. The winning design was
an image of a stork created by Vadym Yakovenko from Pol-
tava. With this mascot, the Ukrainian Olympic Team partici-
pated in the 2008 Olympic Games in Beijin.

Since 2006 the charitable organization “The Klitschko
Brothers Fund” and Coca-Cola Ukraine have conducted a
joint project entitled, “Call your friends - Let’s play togeth-
er!” for the construction of children’s playgrounds through-
out Ukraine. The aims of the project are to revive a sports
culture among teenagers, reintroduce healthy lifestyles to
city culture, and promote the idea of sports at home for the
whole family. The 10m x 10m playgrounds meet all envi-
ronmental standards and are notable for their creative and
fun design. Children and teenagers from 7 to 17 can use the
standard equipment on the playground, or play basketball
or table tennis as well.
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rYHMM BUMOTaM Ta BUPI3HAKTbCS CTUIbHUM Ta ICKPaBUM
AmsariHoM. [itv Ta nianitkm Bikom Big, 7 fo 17 pokis Mo-
XYTb He NnLIe CKOPUCTATUCh CTAHAAPTHUM CNOPSAXKEHHAM
cnopTManaaHumka, ane m norpati B 6ackeTbo Ym HacCTiNb-
HUI TeHiC.

KoyeH MaiaaHumK BiAKpMBABCS ypOUMCTO Ta ICKPABO, Cre-
LiasibHa KOMaHAa HaB4Yana KOpUCTYBaTUCh 0BNAAHAHHSM,
OpraHi3oBy4YM Beceni KOHKYPCH Mif, Yac BiAKpUTTA.

CneuianbHa OniMniaga — ue Halbinbla y cBiTi nporpama
LiiNOpiYHMX CMIOPTUBHMX TPEHYBaHb Ta 3MaraHb A8 NoAen

3 BagaMuM po3yMOBOro po3BMTKY. 3acHOBaHa 1968 poky ce-
cTpoto npesmaeHTa CLUA OxoHa @. KeHHepai, FOHic KeHHepi
Lparisep, CneuianbHa OnimMniana ctana rmobanbHUM pyxom,
SIKMIM 3apa3 Haniuye binblue 3 MiNbMOHIB aTneTiB y BiNbLL HiX
180 kpaiHax cBiTY.

CneuianbHa OniMniaga Ykpainu odiliiHo 3acHoBaHa y 6e-
pe3Hi 2002 poky, xo4a yKpaiHCbKi aTneTu 3 BafaMu posy-
MOBOFO PO3BUTKY Bpasiv y4acTb y MDKHAPOAHMX 3MaraHHsAX
CneuianbHoi OniMniaamn Ta y KoHMx CBiTOBMX Irpax we no-
unHatoum Big 1995 poky.

CoorogHi CneuianbHa Onimniafa YkpaiHu € BCeyKpaiHCbKOH
opraHisauieto, 4o gakoi 3anyyeHo 6inbwe 12,000 atneTiB y
18 perioHax kpaiHU. TUM He MeHLU, LS KiNbKiCTb € NuLLE He-
BE/IMKOI YaCTUHOK NPUBAN3HO MiNbiiOHA NN 3 BaAaMu
pPO3yMOBOr0O PO3BMUTKY, KOTPi MELIKaloTb B YKpPaiHi.

Bin MomeHTY 3acHyBaHHA CneuianbHoi OniMniagn 1968
poky, KomnaHis Koka-Kona ctana ii akTuBHMM rnobanbHUM
CMOHCOPOM, Lo 3abe3neyye rpoLoBi Ta HaTypasbHi BKa-
LM, NPAKTUUYHY f0BPOBINbHY A0NOMOrY, 061aAHAHHS, YHi-
dopMy Ta iHWi MaTepianu i nocnyru ans 3maradb Cnewianb-
Hoi OniMniagu.

MpoTarom yciei gisnbHocTi B YKpaiHi MeToto KoMnaHii 6yno
CTBOPUTU CMAYHUIA YKPAIHCbKMIA MPOAYKT Ta 3p06UTH BHe-

Community

A grand opening has been held for each new playground
built, where a special team through engaging competitions
trained local residents to properly use the equipment for
their benefit.

Special Olympics is the world’s largest year-round pro-
gramme of sports training and competitions for individu-
als with intellectual disabilities. Founded in 1968 by Eu-
nice Kennedy Shriver, 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 inter-
national events and every World Games since 1995.

Today we are a pan-Ukrainian organisation with more than

12,000 athletes in 18 regions of the country. However, this
number is a fraction of the approximately one million peo-

ple with intellectual disabilities who live in Ukraine.

Since the Special Olympics foundation in 1968, The Coca-
Cola Company has become its active global supporter pro-
viding funds and in-kind donations, including volunteer
work, equipment, uniforms and other materials and servic-
es for the Special Olympics competitions.

Creating delicious Ukrainian products and contributing to
the development of the Ukrainian community and its cul-
ture has always being a goal for Coca-Cola in Ukraine as this
is the company where Ukrainians work and produce bever-
ages of Ukrainian ingredients for the Ukrainian consumers.
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COK 10 pO3BMUTKY YKPAiHCbKOrO CYCMiNIbCTBA Ta MOro Ky/bTY-
pu, apxe Koka-Kona B YkpaiHi — Le KomMnaHis, B sKii npa-
LIIOI0Tb YKPaiHLL, IKi BUPOONS0Tb MPOAYKT 3 YKPAiHCbKMX
iHrpeaieHTIB AN9 YKPAiHCbKMX CMOXMBAYIB.

«KpaiHa Mpir» — Le MixxHapoaHuit eTHodeCcTMBaNb, SKMUi
€ BM3HAYHOIO MO/I€0 AN YKPaIHCLKOro CycninbcTaa. Moro
MEeTOH0 € He NLLE BiAPOAMTU AaBHI YKPAiHCbKi Tpaamuii Ta
donbknop, ane i 03HaMOMUTH YKPAIHCbKOrO MNsiAaYa 3 ene-
MEHTaMM eTHOCY iHLWKMX HapoLiB. 3aCHOBHWKOM KOO € Bi-
[OMUI yKpaiHCbKMI cniBak Ta nigep rypty «Bonni Bigonns-
cosa» Oner Ckpunka.

«KpaiHa Mpi» - Lie CnpaBXHE CBATO, i BinbLicTb BiABIAYBa-
4iB NPUXOAATb COAM Y BULIMBAHKAX Ta HAaBiTb NMOBHUX YKpa-
THCbKMX TPaAULIAHUX CTPO-

ax. Tomy 2008 poky Komna-
Hig Koka-Kona 3anovatkyBana
KOHKYPC BULWMBAHOK «BuLun-
Ban 3 Koka-Konal!». [ngaToro,
w06 B39TU Y HbOMY Y4acTb, He-
06XiAHO NPOCTO NPUMITKU Ha
decTnBanb y rapHiv BUWIMBAHLL
Ta NOTPaNUTU Ha oYi cnewianb-
HoMmy doTorpady. A pani Hait-
KpaLLmx 0bmpae xypiy ckna-

[i BiLOMMX YKPaAiHCbKMX CniBa-
KiB Ta yoni 3 Onerom Ckpunkoto.

2009 poky KomnaHis Koka-
Kona nigTpumana dectusanb
TakoX 6peHAoM KBacy «Spw-
NIO», afyKe YKpaiHCbKi Tpaau-
Lii HapoaHKx 3a6aB, pi3HOMa-
HiTHO NpencTaBneHnx Ha «Kpa-
iHi Mpili», Ta CyTHICTb BpeHay
«Spuno» HaA3BMYAMHO CMiB3-
BYYHi. TOX ransBuHa «Spunno»,
Ha fKil BigbyBanucb 6oratup-
CbKi 3a6aBu, byna HenoBTop-
HOH0 | BUKJIMKANa 3aXOMJIeHHS
yCix BiABiZyBa4iB pecTusanto.

“Kraina Mriy” is the largest International Ethnic Festival in
Ukraine, and it is of high importance for the Ukrainian com-
munity. It aims at rebirthing ancient Ukrainian traditions
and folklore as well as introducing other nations’ culture to
the Ukrainian audience. Oleg Skrypka, famous Ukrainian
singer and leader of the Vopli Vidoplyasova music band, is
the founder of this event.

Most of the visitors come here in Ukrainian traditional em-
broidered shirts - “vyshyvanka” - and some even wear
complete traditional costumes. That’s why in 2008 Co-
ca-Cola in Ukraine has launched a contest of embroidered
shirts “Embroider with Coca-Cola!”. To take part in it, one
should have come to the festival in a nice “vyshyvanka”,
and get shooted by a spe-
cial photographer. Then,a
special jury composed of
famous Ukrainian singers
headed by Oleg Skrypka,
selects best of the best.

In 2009 the Coca-Co-

la Company has also sup-
ported the festival with its
kvass brand “Yarylo” since
the Ukrainian traditions

of folk entertainment and
the “Yarylo” brand essence
are very similar. And a
lawn “Yarylo”, where pow-
er competitions were tak-
ing place, was fully crowd-
ed, and the spectatos were
admiring it.
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2007 poky Koka-Kona B YkpaiHi gonyunnacs no oprani-
3auii @opyMy B1AaBLiB Yy JIbBOBI, IKMI € YHIKaNbHOK CO-
LliaNIbHO0, KYNbTYPHO Ta iHTENIEKTYaIbHOK NOAIEI POKY.
OxpemMumu nogismMu HauioHanbHMit Gopym BUAABL,B 330-
XOUYE A0 KYNbTYPU YUUTAHHS fiTel Ta Monoap. Lle - Mectu-
BaJib AMTAYOr0 YNTAHHA «KHMroMaHis» Ta BceykpaiHcbkui
KOHKYpC «Havikpalmnii yntay YkpaiHuy, aki KomnaHis Koka-
Kona nigTpMmana BnpoLoBX TPbOX PokKiB. Llei KoHKypc
OXOMNJIKE LIKONSIPIB B YCiX perioHax, a Halkpalli 3 HMX — ne-
peMOoXLi perioHaNbHUX KOHKYPCIiB — OTPUMYIOTb Y MoAapy-
HOK M0i3AKY A0 MicTa J/IbBOBA, ie BOHU MaloTb MOX/IMBICTb
3yCTPITUCH 3 BiLOMUMM MUCbMEHHMKAMM Ta CMiBaKaMu, a Ta-
KOX B35ITM YYaCTb B iIHTEPATUBHMX CNEKTaKAX, BIKTOPUHAX
Ta KBECTaX.

“TpaHcaTnanTuuHi naptHepu npotv CHIQy» (TMMNC) — Mixk-
HapogHa 6naropaiiiHa opraHisauis, ska Mobinisye nonituy-
Hi, (POMaZSHCbKi, HAYKOBI Ta EKOHOMIYHI pecypcu MiBHIYHO-
aMepUKaAHCbKMX, EBPOMNENCbKMX Ta EBPA3INCbKMUX NapTHe-
piB'y 60poTbbi NPOTYH LIBMAKOIO Ta PYMHIBHOrO NOLIMpPEH-
Ha BIJly/CHIy B Pocii, YkpaiHi Ta cycigHix kpaiHax. 2008
poky Koka-Kona B Ykpaini nigtpumana ixiuiatusy TMIMC op-
raHi3yBaTu Ta NpoBecTH iHPopMaLiiMHy kKamnaHito «CTocy-
€TbCs KOXKHOro!». Iig yac uiei akuii, npuceayeHoi Beecsit-
HbOMY AHI0 60pOTbOM 3 HapKoMaHieto, noHas 200 000 k-
dopmauiriinx nuctisok npo BIJ1/CHI Ta HapkoTuku 6yno
PO3MNOBCIOAKEHO MO NOWTOBUX CKPUHbKaX xutenis [1o-
HeLbKoi 061aCTi — OAHOTO 3 PErioHiB, e Lie 3aXBOPtoBaH-
HS HaMbinbL nowmpeHe. Y nucTiBkax 6ynu BkasaHi agpe-
1 6naropiiHMx opraHisawii, couianbHUX LEHTPIB i Nika-
peHb [loHeLbKa, fie MOXHa OTPMMAaTH AOMNOMOTY, KOHCY/b-
Tauii 3 nuTaHb peabinitauii Ta NpodinakTMKM HApKOMaHii i
BIJ1/CHILy.

[lpyroto cninbHO akLi€er cTana iHhopmauiiHa KaMnaHis

«CeKc NOBUHEH BYTH 3axXuLLeHnM». [T MeTot 6yno npusep-
HyTK yBary monopi fo enigemii BIJI/CHIL. OpHieto i3 ckna-
[OBUX L€l couianbHOi kaMnaHii 6ynu Bigeo- i ayaioponuku,

Community

In 2007 Coca-Cola Ukraine sponsored the Publishers’ Fo-
rum which takes place every year in Lviv, a unique social,
cultural and intellectual event in the Ukrainian calendar.
The National Publishers’ Forum organizes special events to
encourage reading among children and youth - the Festival
of Children’s Reading “Knyhomania” and the Ukrainian con-
test “Ukraine’s Best Reader”, which Coca-Cola has support-
ed for three consecutive years. This contest encompass-
es the schoolchildren in all regions across Ukraine, and the
best of them - winners of the regional rounds - are grant-
ed with a trip to Lviv, where they meet famous writers and
artists, as well as take part in interactive performances and
queezes.

“Transatlantic Partners Against AIDS” (TPAA) is an indepen-
dent organization that mobilizes political, public, scientific
and financial support from North American, European and
Eurasian partners in the fight against the rapid and destruc-
tive spread of HIV/AIDS in Russia, Ukraine and neighbour-
ing countries. In 2008, Coca-Cola Ukraine supported an ini-
tiative by TPAA to organize and conduct an informational
campaign “It Has to Do with Everyone!” During this event,
organized on the occasion of the International Day Against
Drug Abuse and Illicit Trafficking, over 200 000 informa-
tional leaflets on HIV/AIDS amd drugs were distributed in
the Donetsk region, where the infection has the highest
penetration rate in Ukraine. The leaflets contained contact
information of charitable organizations, social centers and
hospitals in the region that provide assistance and consul-
tations on rehabilitation and prevention of drug addiction
and HIV/AIDS.

Informational campaign “Sex Must Be Protected” on the
occasion of the World AIDS Day became the second joint
event. It aimed at raising awareness among youth on the
HIV/AIDS epidamics. Video and audio spots with famous
Ukrainian football palyers, artists, chief editors of the Pub-
lishing House “Independent Media” and MTV Ukraine were
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B IKMX BUCTYNANT BifOMI yKpaiHCbKi pyTOONICTH, BUKOHAB-
Lii, FONOBHI peakTopy BUAABHUYOr0O oMY «IHAeNneHAeHT
Megia» Ta TenekaHany «<MTV YkpaiHa». Takox B paMKax
Li€i aewwo npoBoKaLiiHoi KaMnaHii 6yno po3mileHo MeTpo-
NAWATK Ha CTaHLiSX MeTpo Yy KMEBI i CiTi-nankTn y panoHHUX
Ta 06nacHMX LeHTpax YKkpaiHu.

Ha cboroaHi B YkpaiHi 3apeecTpoBaHo noHag, 145 tmcay Bu-
nagkis BlJly, xoua, 3a ouiHkamu daxisuis, Big 340 Tucsay no
niBMiNbioHa yKpaiHLiB Moxe utu 3 BlJlom/CHIom.

Lle - Maixe 2% [OpOC/IOro npaLe3fAaTHOro HaceneHHs,
omxke BIJI/CHIL, 3arpoxye HawioHanbHiM 6e3newi gepxa-
BM, HEFaTUBHO BMNJIMBAE Ha ii EKOHOMIYHY KOHKYPEHTOCMPO-
MOXHiCTb Ta iIHBECTULiMHY Np1BabAMBICTb.

3 Haroam MixkHapogHoro [Ha 3axucTy aiten Komnanis
Koka-Kona B YkpaiHi nigTpumana iHiuiatmem Ta gonomorna:

bnarogiiHomy dhoHAy «Xennika» y npoBeAeHHi
MisxkHapoaHoro dhectusanto “HasycTpiy Mpii”, B aKoMy
B340 yyactb 2000 giTe.

bnarogiiHum doHaam «Mpuateni gitei» Ta
«YKpaiHa3000» y npoBefeHHi 6naroaiitHOro KoHUepTy
“BaunMo CBIT cepueM”, y KoMy B3ano yuacTb 500 giteit.

HauioHanbHoMy doHay “YkpaiHa — AiTam”, HagasLwm
nofapyHKu Ans Aiten, aki nepebyBatoTb Ha iKyBaHHI y
KWiBCbKi MiCbKili OHKONOTiYHIM NiKapHi.

,JIbBIBCbKOMY MiCbKOMY LIEHTPY COLiaNbHUX CNYXO B
opraHisauii Kpae3HaBuoi MaHApiBKK “30/10Ta MifKoBa
JIbBiBLLMHW" ONQ OiTEN Ta MOJIOLI 3 0COOANBUMM
notpebamu.

bnaropiviHin opraisauii «@oHa Hagii i Jobpa», aka
nposena MixkHapoaHUit AUTAUMIA pecTuBanb “3MiHUMO
CBIiT Ha Kpaue!” 8 ML “ApTek”, y akoMy B350 y4acTb 700
niteit 3 50 kpaiH cBiTy.

BceykpaiHcbkoMy anTS4OMY GONbKNOpHOMY hecTuBanto
“OPENI", akunit BinbyBCa y “My3ei IBaHa loHuyapa” i 3anyuns
150 piTein.

a part of this campaign. Metro-lights in Kyiv and city-lights
in the regions across Ukraine supported the campaign.

As for today, there are over 145 thousand registered HIV
cases, though, according to various experts, there could be
from 340 thousand up to half a million Ukrainian leaving
with HIV/AIDS.

This figure constitutes almost 2% of the capable adults in
Ukraine. Thus, HIV/AIDS threatens the State’s national se-
curity, affects its economic competitiveness and investment
attraction.

On the occasion of the International Children’s Day, Coca-
Cola in Ukraine provided support to:

Charitable Foundation “Helpica”, who organized
International festival “Towards the Dream”, involving 2000
children.

Charitable Foundation “Pryjateli Ditej” and “Ukraine
30007, who prganized a charitable concert “We See the
World with Our Hearts”, involving 500 children.

Charitable Foundation “Ukraine - to the Children”, having
provided presents for children in the Kyiv City Oncology
Hospital.

Lviv City Social Center, who organized a lore journey
"Golden Horseshoe of Lviv” for children and youth with
special needs.

Charitable Foundation of Hope and Good who organized
International Children Festival “Lets Change the World for
the Better!” in International Children Center “Artek”. 700
children from 50 countries participated in the event.

The Ukrainian children’s festival “ORELI” at lvan Honchar
Museum, in which 150 children participated.

The nationwide children drawing contest, organized by
the State Tax Administration. Children in 10 boarding
schools and orphanages throughout Ukraine participated
in the contest and received Coca-Cola presents.
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MpoekT «[oaaTku 0uMMa AiTei», OpraHi3oBaHuM
[ep>xaBHO NOAATKOBOK aaMiHicTpauieto Ykpainn. 10
LWIKiN-iHTEPHATIB Ta AUTAYMX BYAMHKIB N0 BCi YKpaiHi
B34/1M Y4aCTb Y KOHKYPCi Ta OTPUManu NOAAPYHKU Bif,
KoMnaHii Koka-Kona.

Lo MixxnapogHoro aHs iHBaniaie, KomnaHis Koka-Kona B
YKpaiHi nigTpumana:

Ypouunctui 3axig Kniscbkoi Micbkoi deaepauii
di3KynbTYpU | CNOPTY MNYXMX, Ta

3axig rpoMaacbkoi opraHisauii «KuiBCcbkoro LeHTpy
npodopieHTauii aiten —iHBanigis»

OkpiM TOro, Hala KOMNaHis Hagana NiagTPUMKY TakKUM peri-
OHa/IbHUM MOAISM Ta OpraHisauiam:

Il MixkHapoaHuii TypHip 3 dyTbony cepep aiteity
3akapnaTcbkii 0671.,

ExonoriyHa akuis “3a unctuin Yxropoa!”,

[lonomora 6naroaiiHin opranisauii cupit ‘00 Hagexaa”y
M.XapkiB,

ban BunyckHUKiB-MeaanicTis y M. XXutomup,

Hu3ska nogin, opraHizoBaHux 6narofinHmum GoHA0M
«Meponap» y M. PiBHe.

HoBswui pik - Le pagicHe CBATO ANs [OPOCAUX i AiTEN, | Ye-
pe3 6naroAinHi akuii Ta 3any4atoym CBOiX CNiBpobITHUKIB,
Koka-Kona pornomarae cTBOpoBaTH CBATKOBMIM HACTPIN TUM,
XT0 no3baBneHuit 6aTbkiBCbKoi Typ6OTH. 30KpeMa, 2008
pOKY cepef, cniBpo6iTHUKIB Byno BNawToBaHO 6iarofinHui
36ip KOLWTIB Ha KYNiBAtO KOMM'OTepa ANs AUTAYOr0o 6yANHKY
B €. Bennka Inmepka, a 2009 poky opraHizoBaHo 36ip KHU-
XKOK AN4 AiTel, WO MeLWwKaTb Y AuTaumnx byauHkax bposap-
CbKOro paioHy. OkpiM Toro, 4iT1 3 Haworo nigwedHoOro au-
Ta4oro 6yamHky ,Antaua mpis” B c. Beanka Qumepka otpum-
Manu crneuianbHWiM NOAAPYHOK — 3anpoLUeHHS y TeaTp HOHO-
ro rngpava Ha YapiBHy HOBOPIYHY Ka3ky ,[BaHaausaTb Mics-
LiB” Ta cBATKOBMI 06i4 y MakoHanbac.

3aranomy 2009 poui Hala KoMnaHisa nigTpuMana 6a13bko fe-
CSITM HOBOPIYHMX aKLLii, OpraHizoBaHmnx 6narofiiHnMmn oHaa-
MW A9 OiTER-CUPIT Ta AiTen-iHBaniais no BCin Ykpaini. Komna-

Community

On the occasion of the International Day of Disabled People,
Coca-Cola in Ukraine supported:

Festive event organized by Kyiv City Federation of
Physical Culture and Sports for Deaf, and

Event organized by “Kyiv Centre of Disabled Children”.

Besides, our Company supported the following regional
events and organizations:

The third International Football Tournament among
children in Zakarpattya region,

Environmental event "Clean Uzhgorod”,

Charitable Foundation "Hope”, Kharkiv City,

Ball for graduates-vedallists, Zhytomyr City,

Events organized by charitable fund “Medodar”, Rivne City.

New Year is a very expected exciting holiday for children

as well as adults, and Coca-Cola, through charitable events
and employee engagement, contributes to creating festive
mood for those who have no parental care. In particular, in
2008 the employees collected money with which a comput-
er for Velyka Dymerka orphanage was purchased. In 2009,
the employees were bringing children books, which were
donated to several orphanages in Brovary district. Besides,
children from Velyka Dymerka orphanage “Children’s Dream”
were granted with a special New Year present - invitation
to the Young Spectator Theatre to see a Christmas tale "12
months” and a dinner at McDonald’s.

In general, in 2009 our company supported nearly 10 New
Year events, organized by charitable foundations for or-
phans and handicapped children throughout Ukraine. Coca-
Cola was rewarded for its efforts with many letters from or-
ganizers and with happy children’s smiles.
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Hist Koka-Kona oTprMana BeninKy KifbKiCTb NOASK Ta BiA3HAK
BiJ, OpPraHi3aTopiB aKLii Ta Beceni yCMILKM LACMBUX OiTeN.

3a iHiuiaT1BM Kinbkox GnaroaiiHnx opraHisaui — Beey-
KpaiHCbKoro 6naroainHoro doHay «AuTaunii ceit», Ykpa-
iHCbkoro opyMy rpaHToaasLis Ta bnaroaiiHoro GoH-

ny «YkpaiHa 3000» — 2007 poky 3ano4aTKOBaHO KOHKYpC
«bnaroginHuk Poky» B YkpaiHi. LlepeMoHis HaropoaxxeHHs,
Ha fKilt NiaBOAATb NiACYMKM BNaroAifHOI AiSnbHOCTI KOM-
MaHil Ta iHWMX opraHisauiv, BiLOYBaETbCS WOPOKY Y rpyA-
Hi. [1Ba poku nocninb KomnaHis Koka-Kona B YkpaiHi otpu-
MyBaJsia Haropoau, ki 3aCBiAYYOTb CyCMisibHE BU3HAHHA Ha-
LUMX NPOEKTIB — L& f0NOMOra CUPOTUHLAM, BNAaroYMHHMUM
$OoHAaM Ta KOPNOPATUBHI COLiaIbHO BiAMNOBIAANbHI MPOEK-
T, CNPSIMOBAHI Ha NiATPUMKY 340POBOro CNOCOBY XUTTS i
PO3BUTOK €KONOTYHMX iHILiaTKB.

Opyrui pik nocninb Cuctema KomnaHii Koka-Kona B YkpaiHi
Ta Acouiauig BuaaBLIiB NepioAMYHOI Npecu B paMKax Cnib-
HO 3ano4aTkoBaHoro YHisepcuteTy XXypHanicTcbkoi Maid-
CTepHOCTi MPOBOAMTL HaBYasbHi MOAYNI AN MONOAMX peri-
OHaNbHUX XXypHanicTi. Mepwuit Mmooynb Binbyscay 2008
poui Ta 6yB NpUCBAYEHUI CTaHAAPTaM HOBMHHOI XXypHa-
nictmku. Temoto apyroro moaynto —y 2009 poui - ctana
«[paKTWUYHi HaBMYKM HAaMUCAHHSA LiKkaBUX AN YyuTaya maTte-
pianis. ®oKyc — €KONOoris, 3MiHM KNliMaTy, «3eNeHi iHiliaTu-
BM» Ta KOPMOPATMBHA COLiabHA BiAMOBIAANbHICTbY.

[onoBHO «DilLKOK» YHIBEPCUTETY CTAN0 «BiANPALLIOBAH-
HSl HABMYOK» - CAMOCTIiMHa pob0oTa y4acHMKiB B yMOBaXx,
MaKCMMaNbHO HAabAMXKEHUX [0 peanbHUX. | came Le cayxa-
4i MOAYNIO BiA3HAUYMAM K FTONOBHY LiHHICTb ANng cebe. Ta-
KO BOHWM BMCOKO OLLiIHWIM ePEKTUBHICTb NOEAHAHHS Pi3HUX
BMAiB pobiT Ta BiA3HauUMAM LikaBUx rocTen. Bee ue, 3a «aH-
KeTaMM1 3BOPOTHOTO 3B'A3Ky», 3p0OMN0 HABYAHHS AN HUX
edeKkTUBHUM. HaBYaHHS Yepes aianor, NpakTUYHI 3aBAaH-
H4, neperngaam TeMaTuyHux QinbMiB, MacTep-Knacy Bif, aB-
TOPUTETHUX EKCNEPTIB PUHKY Npecu, 3MOAeNbOBaHI npec-

In 2007, several charitable organizations in Ukraine - the
national charitable fund “Children’s world”, the Ukraini-

an Forum of Grantors, and the International Charitable
Fund “Ukraine 3000 - joined together to establish an an-
nual competition for the title “Charitable Company of the
Year”. The victory ceremony, when the charitable activity of
various companies is summed up, is held in December ev-
ery year since then. For two consecutive years, Coca-Cola
Ukraine was awarded, thus receiveing public recognition os
its charitable projects that include assistance for orphans,
support for a variety of charitable organizations, and social
projects aimed at encouraging active lifestyles and protect-
ing the country’s vital environmental and water resources.

In cooperation with the Association of Publishers of Period-
icals, Coca-Cola System in Ukraine organizes trainings for
younf regional journalists within jointly launched “Universi-
ty of Journalists’ Skills”. The first module on modern news
journalism was organized in 2008. “Practical skills in writ-
ing interesting for readers materials. Focus - environment,
climate change, “green initiatives” and corporate social re-
sponsibility” became the topic for the second module, held
in 2009.

“Training skills” - participants’ independent exercising in
the most approximate to real work conditions is the Uni-
versity’s peculiarity. This is what the trainees appreciated
most. They also highly evaluated the efficiency of various
exercises and interesting guest speakers. All of the above,
including the overall efficiency of the trainings, was evalu-
ated through “feedback questionnaires”. The sessions with-
in the University of Journalists Skills are pretty eventfull as
they include learning through dialogue, practical assign-
ments, watching thematic movies, master-classes by influ-
ential experts on the media market, virtual press-confer-
ences and press-lunches, and interactive games.
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[0N0OBHO METOH0
Kny6y cTtano cTBo-
peHHS KOMPOPTHOro
cepenoBuLLA ANs NO-
LWMPEHHS | OTPUMAH-
HS iHdopMaLii npea-
cTaBHMKkamu 3MI gnq
NpsMOi KOMYHiKaLii 3
haxiBUSAMU 3 Pi3HMUX
ranysem, ki MatoTb
npsiMe BiLHOLEHHS
[0 npobnem Boan y
HanLMpPLIOMY pO3Y-
MiHHI.

10 BucTaB gns

400 piten 3

20 npoBigHNX
YKPaTHCbKMX
nepioanMYHMX BULAAHD
Ta TeNeBi3inHUX
KaHaniB WOpivyHO
HanepenoAHi HOBOro
poky napye Koka-
Kona B YkpaiHi.

Cnienpaus 3i 3MI

KOHepeHLji Ta Npec-naHyi, iHTEPaKTUBHI irpu — B TaKOMy
HacuyeHoMy popMaTi NPOXOAMTb HaBYaHHSA Y YHiBepcuTeTi
XypHanicTcbkoi MaicTepHocTi.

Mpec-kny6 AkBa

Y 2009 poui Ta nigTpumkn TM «BonAquax Ta iHidiatveu KI1
«BoaHo-iHpopMaLiiHuit LeHTp», YKpaiHcbkoi Acouiauii Bu-
nasuis MepiognuHoi Mpecu (YABIM) Ta BceykpaiHcbkoi
rpomMancbkoi opraHisadii «Coto3 cnoxueadis YkpaiHu» 6yB
CTBOpPEeHUI Npec-knyb «Akea.

Mip yac nepworo 3acifanHa Knyby 17 xypHanicTis 3ycTpi-
nmcs 3 4 dhaxiBuAaMK iy BiGKPUTOMY CNiNKyBaHHI 06rosopw-
JI MUTaHHS SKOCTi MUTHOI BOAM, i pecypciB Ta ix BUKOpUC-
TaHH$I, PU3MKIB Ta NepCreKTUB MOKPaLLEHHS IKOCTi MUTHOI
BOAM B YKpaiHi.

TM «BonAqua» 3auikaBneHa, Wwob noam 6ynm ocsiveHi y
MUTAHHAX CNOXMBAHHSA MUTHOI, 30KpeMa By TUNbOBAHOI
BOAM, | BUKOPUCTOBYBA/M TiNIbKM SIKiCHY NMUTHY BoAy. ToMy
SIK coLianbHO BiAMNOBifaNbHUIA BUPOOHMK BOHA NiATPUMYE
Kny6, skuit gonomaraTtuMe XypHanicTam nifgBuLLyBaTh
CBil dhaxoBuii piBeHb. Knyo «AkBa» nnaHye 36upatu xyp-
HaniCTiB Ha perynsapHii oCHOBI.

Mpucmak csTa

Ocobn1BUit HOBOPIYHMIA NOAAPYHOK KOXHOIO POKY Bif,
Koka-Kona B YkpaiHi OTpUMYHOTb AiTM YKPAiHCbKUX XXYpHa-
nicTiB. HanepenoaHi HoBopiuHMx cBAT KoMnaHis 3anpoLye
[0 cebe ManeHbKUX rocten 3 ix 6aTbkaMu Ha nepernsg kas-
KOBOI BUCTaBW, 3HAMOMCTBO 3 kJIoyHaMmu i [linom Mopo3om.
XofHe cBATO He 3aKiHYyeTbCS 6e3 NoAaAPYHKIB.

Community Cooperation with Media

Press Club Aqua

In 2009, initiated by the Kyiv Water Information Center,
Ukrainian Association of Publishers of Periodicals and All-

Ukrainian Public Organization “Consumers Union of Ukraine”

and supported by TM BonAqua, the Press Club Aqua was
established.

During the first meeting of the Club, 17 journalists had an
open discussion with four experts. They discussed the is-
sues of quality drinking water, water resources and water
use, risks and prospects for improvement of drinking water
quality in Ukraine.

TM “BonAqua” is interested in public education of drink-

ing water, and bottled water in particular consumption, and
use quality water. And as a socially responsible producer, it
supports the Club, which assists the journalists to promote
their professional knowledge. It is planned that Club “Aqua”
will conduct its sessions regularly.

A taste of celebration

Every year, the children of Ukrainian journalists receive spe-
cial New Years' gifts from Coca-Cola Ukraine. On New Year’s
Eve the Company invites the little quests with their parents
to a festival where they can watch a fairy-tale performance

and meet clowns and Father Frost. Every festival ends with

the distribution of gifts.

Creating comfortable
environment

to distribute

and exchange
information,

and providing
opportunities

for direct
communication
among the

mass media
representatives and
various experts in
water-related areas
is the Club’s main
purpose.

10 performances for
400 children from
20 leading Ukrainian
periodicals and TV
channels are staged
each year on New
Year’s Eve by Coca-
Cola Ukraine.

Ha wnsaxy ao MainbyTHLOrO

YaBiTb CBIT iHWMM, KpawmM. CBIT, y IKOMY YCi NH0AM MAKOTb AOCTYN A0 YMCTOI
BOZM, A€ NaKyBaHHSA NPOLOBXYE CYXXMUTU MiC/Is CBOFO NEPBUHHOIO BUKOPUCTAH-
Hsl, i e cycninbCTBO 380poBe i 6baraTe. Lle Hawe 6ayeHHs ManbyTHLOrO.

Cuctema KomnaHin Koka-Kona nparHe npautoBaty Tak, Wo6b BHOCUTM TpUBaA-

Ni NO3WUTUBHI 3MiHW. M1 HEBNMHHO BNPOBAAXXYEMO iHHOBAL,iMiHi pilLeHHS, 06
Hala NpoAyKLig NpoaoBxXyBana 6yTv AOCTYMHOK Ta BUFiAHOKW ANS AOBKINNA Ta
rpoMaf, SKUM MU CYrYEMO. | MM NEPEKOHaHI y TOMY, WO 3pOCTaHHS b6i3Hecy 3a-
NEXWTb Bif, iHBECTULLIM B EKOHOMIYHMI, EKONOTIYHUI Ta COLiaNIbHUIM PO3BUTOK
rpomag.
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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 innovating to keep our products affordable

and make our business more environmentally and economically beneficial to
the communities we serve. And we believe that investing in the economic,
environmental and social development of communities will help business grow.
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KoHTakTHa iHpopMmauin
IHo3eMHe nianpuemcTeo Koka-Kona beBepiaxus YkpaiHa

a\c40

51-i1 kM CankT-MNeTepbyp3bKoro woce
cmT Benuka Oumepka

bpoBapcbkuit palioH

Kuiscbka obnactb

07442

YKpaiHa

Ten.: +38 (044) 490-07-07
Makc: +38 (044) 490-07-71

EnexkTpoHHa nowTa: ccbu@cchellenic.com
IHdopmauiiiHa niHia ana cnoxkueBauis

SIKLLO BM CMNOXMBAY | XoueTe oTpuMaTH iHdopmaLito abo AaTu Biaryk
Npo HaLly NPoAYKLLt0 UM aKLii, TenedoHyiiTe:

+380800-30-80-08

3 nuTaHb NpaleBnaTyBaHHA

Bu MoxeTe Hagicnatu cBo€ pestoMe Ha dakc:

+38 (044) 490-07-71

ab0 eneKkTpOHHO NoLwTo: uaresume@cchellenic.com

Mepenik yCix BaKaHCii pO3MiLLeHO Ha CanTi:
www.coca-cola-job.com.ua

[ns npeacrasHukis 3MI
MeHenxep no poboTi 3i 3MI:

Ten: + 38 (044) 490-07-07

Coca-Cola € 3apeecTpoBaHoto ToproeenbHoto Mapkoto The Coca-Cola Company. Haniii ceptudikoBano. ©2010 The Coca-Cola Company.

Contact us

Coca-Cola Beverages Ukraine

P.O.Box 40

51 km of St.-Petersburg highway
Village of Velyka Dymerka
Brovary District

Kyiv region

07442

Ukraine

Tel.: +38 044 490 07 07
Fax: +38 044 490 07 71

E-mail: ccbu@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 04449007 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



