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Environment Review / Introduction to Coca-Cola

ABOUT US

The Coca-Cola Company and its bottling
partners worldwide manufacture and sell
non-alcoholic drinks to refresh and hydrate
people, with moments of simple pleasure
— more than 1.6 billion times per day.

Nature provides water, raw materials and all the other
ingredients required for our 3,000 local product varieties
in over 900 local manufacturing plants. In Europe, we have
180 different brands, produced in 116 plants across the
Continent. So protecting the environment protects our
business and all the communities in which we operate.
It really is that simple.

The Coca-Cola Company is present in 38 countries in
Europe and we have been around for quite some time
— our products have been on sale in Great Britain since
1900 and we have had manufacturing operations

in Italy since 1927.

Ours is a franchise system, organised through separately
owned and operated bottling companies, which allow us to
conduct business on a worldwide scale while maintaining
a local approach. In Europe we have 20 bottling partners,
including two of the biggest bottlers in the world, Coca-Cola
Enterprises Inc. (CCE) and Coca-Cola Hellenic Bottling
Company S.A. (CCH). Our European business is organised
into 10 business units — Alpine & Adriatic; Southern &
Eastern Europe; Iberia; Nordic; Benelux; Northern Central
Europe; Poland; France; Germany; Great Britain & Ireland
and ltaly.

We believe

sack 1o conTents @) €@ ©

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 Company and our bottling partners are
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 o the communities we
serve. And we believe that investing in the economic,
environmental and social development of communities
will help business grow.

LIVE POSITIVELY

Building a culture of sustainability and
social responsibility begins at home, with
the people who work for our Company
and bottling partners.

We have embedded our commitment to sustainability
into a framework we call ‘Live Positively’. For Coca-Cola,
sustainability means making the right choices today,
so that future generations will not have fewer choices
tomorrow. It means using resources without depleting
them. In order to be a sustainable business we need
the world and the communities we operate in to be
sustainable. We want our whole organisation to
prosper in a way that helps the world prosper.

In order to be a sustainable business we need the world,
and the communities we operate in fo be sustainable - to be
enduring. Our products will bring optimism and refreshment
to people and their production will add value to society
through the creation of employment and profitability,

with the minimum impact on the environment.

sustainability is « pre-condition
of profitability, not an afterthought
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‘ Tackling climate change is surely a task for

everyone, in all sectors of society. That's why |
signed the Copenhagen Communique, calling on world
leaders to deliver an ambitious, robust, effective and
equitable UN climate framework for reducing harmful
carbon emissions.

I'm not only looking to others for action. | am intensely
serious about reducing the carbon emissions for which I'm
responsible. That’s why | have made a firm commitment,
not just to be more energy efficient, but actually to reduce
the carbon emissions from my production below their
2004 levels. | have also promised that, by 2015, | will only
use natural refrigerants to stay chilled, even if that means
developing and using a completely new technology.

But there are many important factors which are beyond
my control. As an example, across Europe my carbon
footprint can vary by as much as 80%, depending on
where you find me. Why? Because national policies dictate
whether the energy | need is generated in ways which
have high or low carbon emissions, and because there
are marked differences in recycling and recovery
arrangements between countries.

| consistently argue for more and better action to encourage
the global shift to renewable and low-carbon energy. This
is the most effective way to achieve the benefits of economic

LOOKING TO THE FUTURE OF ENERGY
MANAGEMENT AND CLIMATE PROTECTION

growth without the cost of increasing harmful carbon
emissions. This shift, together with better recovery and
recycling arrangements for packaging, would enable
much greater reductions in my carbon emissions than any
individual actions | could take. | also want to be careful
that good decisions on carbon do not lead to an increase
in other environmental impacts, such as water stress.

| hear a lot of suggestions that | should wear a carbon
label, and I have given this a lot of thought. | certainly don’t
object to the principle. After all, I'm proud of the way that
my nutritional labelling, based on Guidelines Daily
Amounts (GDA), helps consumers to manage their diet.
Nor am | bothered about the numbers. Enjoying a Coke

is not a carbon-intensive activity. But a label is only helpful
if consumers are attuned to what it is trying to say. My
research shows that most people don't feel that way
about carbon yet. So | prefer an integrated approach

in which education about the issues goes hand in hand
with providing information about the product. For now,

my websites are the place to look for the numbers,

while | continue to work with a wide range of partners

on raising public awareness and encouraging

action on recycling, as an important

step towards reducing my

carbon footprint. , ’
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| am intensely

Serious about reducing

the carbon emissions for

which I'm responsible
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| care about packaging and believe that zero waste ~asa vuluanile resource tc;' be reqycled refilled ond
should be achievable. Of course my priority is to be safe  back on the shelves - or to come back in other uses
and convenient, and to look cool as well as be cool. The - as quickly and easily as possible.

key is to find better ways to treat my empty packaging
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