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Coca-Cola HBC produces almost 500 different beverage products, working closely with suppliers

and customers to bring them to market. These beverages must be consistently high-quality,

marketed responsibly and meet the changing needs of consumers.

2006 in Brief

} Implementing industry commitments to
the EU Platform on Diet, Physical Activity
and Health

} Non-carbonated drinks are 33% of sales
volume

} New nutritional labelling rollout underway

} 70 of 81 bottling plants are I1SO 9001
certified (approximately 92% of volume)

Addressing Obesity The most signi-
ficant marketplace concern that Coca-Cola
HBC addressed in 2006 was again the obesity
problem.

In many countries where Coca-Cola HBC
operates, obesity and overweight rates con-
tinue to grow. The Company supports multi-
stakeholder initiatives that address the issue.
The most significant of these is the Euro-
n Union (EU) Platform for Action on
Diet, Physical Activity and Health, compri-
sing associations, consumer groups, health
NGOs and political leaders.

To support this initiative, Coca-Cola HBC
helped establish commitments by the food
and drink industry through both the Confe-
deration of the Food and Drink Industries
of the EU (CIAA) and the Union of European
Beverages Association (UNESDA).

The UNESDA commitments include:

Hl Offering a wide variety of products

B Conducting sales and marketing in a
responsible manner

B Providing nutritional information
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In 2006, Coca-Cola HBC worked to ensure that these com-
mitments were implemented across its business in EU coun-
tries. The Company has also chosen to apply them in its non-
EU countries as well. In addition, Coca-Cola HBC supports
and encourages physical exercise particularly by young people.

UNESDA Commitments Coca-Cola HBC

upholds the UNESDA Commitments to the EU Platform

for Action on Diet, Physical Activity and Health. The

commitments on marketing include:

B Not placing any marketing communication in any
media aimed at children

W Avoiding direct appeals to children to influence
parents, guardians and other carers

W Not engaging in direct commercial activity in pri-
mary schools

B Ensuring that in secondary schools a range of beve-
rages is available in sizes that allow portion control

M Respecting the commercial-free nature of schools

B Making third-party distributors aware of these
commitments

Offering Beverage Choice Coca-Cola HBC con-
tinued to expand its range of products to meet the growing
health and wellness needs of consumers. The Company
manufactures and sells 483 different beverages, 340 of
which are non-carbonated varieties. These include juices,
waters, teas, coffees and milk beverages. Non-carbonated
beverages accounted for 33% of sales in 2006, exceeding a
volume of half a billion unit cases for the first time.

Coca-Cola HBC continued to extend its range of waters
and juices in 2006, adding functional benefits (see opposite).
The Company further increased the low- and no-calorie
carbonated soft beverages it offers, growing sales by 10% in
2006. Since 2001, the average calorie content per 100 ml of
product sold fell by 16% (see graph).








