AN HELP FOR PEOPLE IN NEED

Coca-Cola's long-standing partnership with Banco
Alimentare (ltalian Food Bank) has seen the launch
of numerous projects from 2005 to today, with food
amounting to over 15 million meals distributed in the last
nine years.

From National Food Collection Day in November to wide-
reaching Christmas activities, Coca-Cola works alongside
Banco Alimentare to help people in need.

In 2024, the company set up the Coca-Cola Christmas
Market in Milan's Piazza Duomo: a space where people
could purchase Coca-Cola merchandise and products,
turning a simple gesture into a real contribution.

All of the proceeds from the Market, which was run by
Banco Alimentare volunteers supported by Coca-Cola
employees, were donated to the charity.

The collaboration also continues throughout the year
with initiatives for waste recovery and combatting food
waste. The traditional Coca-Cola Christmas markets for
employees take place every year in the Coca-Cola HBC
[talia six plants, the proceeds of which are also donated to
Banco Alimentare.

In Sicily, Sibeg has also been a Banco Alimentare partner
for over twenty years, providing numerous product
donations.



COMMITTED TO EVOLVING PACKAGING

100% RECYCLED PET, EXCLUDING LABELS AND CAPS
Coca-Cola was the first soft drinks company to introduce
a bottle, excluding the label and cap, made from 100%
recycled PET to the Italian market.

The conversion of the entire beverage portfolio in 2023
was made possible thanks to the CCH CircularPET plant
in Gaglianico (Biella), which represents one of Coca-Cola
HBC's most ambitious sustainability projects. Thanks
to an investment of over 30 million euros, a previously
abandoned bottling site has been transformed into a state-
of-the-art 18,000 m2 facility capable of transforming up to
30,000 tonnes of recycled PET into new bottles each year,
excluding the labels and caps.

In Sicily, Sibeg also uses 100% recycled PET (rPET) for its
bottles (excluding the labels and caps), and 100% recycled
plastic for its multipack packaging.

The100% rPET bottles (excluding the labels and caps), which
are still recyclable, are produced in the CCH CircularPET
factory in Gaglianico. In addition to Coca-Cola products,
they are used for all of the company’'s soft drink formats
and brands - including Fanta, Sprite, Kinley, Powerade and
FuzeTea - sold in every region where Coca-Cola HBC ltalia
operates.

CAPS ATTACHED TO BOTTLES

In 2023, in compliance with the European legislation, we
introduced caps attached to the bottles across all the
brands in our portfolio in order to simplify the collection
and recycling process. Consumers can now dispose of the
bottle and cap together, without separating them.
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COLOUR REMOVAL

For the past few years, the Fanta and
Sprite PET bottles have shed their
distinctive orange and green colours to
make them more easily recyclable.

KeelClip™

In terms of secondary packaging,
Coca-Cola HBC has also introduced
KeelClip™ technology to the Italian
market: an FSC certified paper
packaging system, which completely
eliminates the plastic wrap from can
multipacks.



COMMITTED TO
PROTECTING WATER
RESOURCES

The need for responsible use of water resources, which
are fundamental for all our products and the communities
in which we operate, has led us to limit our impact on the
river basins and to reduce the water consumption per litre
of beverage produced wherever possible.

To this end, Coca-Cola HBC Italia requires water risk
assessments and water source protection plans for
each production site. Every year, an average of 1,540
chemicophysical and microbiological analyses are carried
out to ensure compliance with over 15,000 parameters.

In 2024, we announced a ten-year collaboration with
the Veronese Reclamation Consortium, an agency
responsible for managing hydraulic and irrigation works in
the Veronese plain, in order to create a forested infiltration
area (FIA) in the Alpo area (Verona).

In the Sibeg plant in Catania, the quality control
department is constantly performing chemicophysical
and microbiological analyses for a total of 41,000
measurements per year, in addition to monitoring by
external laboratories.

Specific checks are also carried out on the MBR
(Membrane Bioreactor) wastewater plant.
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COMMITTED TO RAW MATERIALS

Born in Naples in 1955, Fanta is truly Italian at heart, and celebrated its
70th birthday in 2025. One of The Coca-Cola Company's best-known
brands, produced in our country with 100% Italian orange juice, it perfectly
encapsulates the company’s bond with Italy and its remarkable products.

Over the last 5 years, according to its estimates, the company has purchased
an average of approximately a quarter of the available production of Italian
orange juice destined for soft drinks, reflecting the value of this relationship.
Coca-Cola's dedicationto the local area and its raw materials is demonstrated
by its purchase of orange and lemon juice from Italian suppliers, particularly
in Sicily and Calabria. These suppliers have collaborated with the company
for decades, including for products distributed outside Italy, thereby making
a positive contribution to the export of Italy’s most prized raw materials.

Coca-Cola also cherishes its collaborations with the Consortia for the
promotion of Protected Geographical Indication (PGI) products, which are
used in specific local variants of Fanta available on the Italian market: Fanta
Blood Orange Zero Sugar with “PGl Sicilian Blood Orange” juice and
Fanta Lemon Zero Sugar with “PGI Siracusa Lemon” juice.

Lurisia, a brand that joined the Coca-Cola family in 2019, has also always been
committed to excellent drinks, created from high-quality raw materials
that are carefully selected to best reflect Italian excellence. Lurisia's
FA“T“ FA“T“ Chinotto and Tonic Water are prepared with Chinotto oranges from the
Savona Slow Food Presidium, while Lurisia's Gazzosa is produced from a
Arance St f %“.5“::%% : variety of lemons grown on the terraces of the Amalfi coast.

e The oranges used for Lurisia's Aranciatas are sourced from the best Italian
citrus groves: Apulian orange extract for the classic Aranciata, PGI Sicilian
blood orange juice for the Aranciata Rossa, and Apulian Melangolo orange
extract for the bitter version. Lurisia Limonata, on the other hand, is made
from the extracts of three different lemon crops.




COMMITTED TO OFFERING MORE CHOICES AND

COMMUNICATING RESPONSIBLY

In 139 years of history, we have never stopped evolving.
With over 200 brands around the world, we pursue
our mission by striving to pay attention to the needs,
desires, and tastes of our consumers and their constantly
changing purchasing habits.

People are increasingly dedicated to following a balanced
diet and limiting their sugar intake. We are therefore
committed to investing in innovations to help people
control the amount of sugar they are consuming from
drinks without giving up the great taste they know and
love.

Thiscommitment has yielded concrete results: lower sugar
content in drinks, low or zero calorie products, smaller
options to help people choose the right portion size,
and clear and easily accessible nutritional information on
drinks packaging.

Since 1956, Coca-Cola has been committed to its
Responsible Marketing Policy, which also applies to
the bottling partners and all the agencies that work
with the company. We therefore refrain from targeting
consumers under the age of 13, in the channels where
they represent more than 30% of the audience, for all the
product categories in which we are present.

Our business practices have always been aligned with
the company’'s values and with the commitments made
by the trade associations at the national level. In Italy,

for example, Coca-Cola adheres to the Memorandum
of Understanding signed in 2021 by ASSOBIBE
(Confindustria association representing companies
producing non-alcoholic beverages) and the Ministry
of Health, which called for an end to the direct sale of
sugary drinks in secondary schools. This commitment
represents a further step forwards on the part of the
beverage companies, which already avoid directly selling
soft drinks in primary schools and only offer sugar-free
versions in secondary schools.

Furthermore, the threshold for promotional and marketing
activities in channels aimed at children, which has been
part of the ASSOBIBE self-regulation code since 2006,
has been raised to 13 years across all categories.
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8. OUR PRESENCE
IN THE REGIONS

We wanted to conclude our analysis of Coca-Cola's
economic and employment impact in Italy by focusing
on the regions in which our offices and factories
are present: Piedmont, Lombardy, Veneto, Abruzzo,
Campania, Basilicata, Sicily.

7 REGIONS

Dok Dros

distributed by Coca-Cola on a regional level

JOB
Coca-Cola's direct and indirect

contribution to employment in the 7
regions where it is present



LOMBARDY

ECONOMIC IMPACT

288 MILLION EUROS

EMPLOYMENT IMPACT
11,172 JOBS

PIEDMONT

ECONOMIC IMPACT

26 MILLION EUROS

EMPLOYMENT IMPACT

2,013 JOBS

CAMPANIA

ECONOMIC IMPACT

32 MILLION EUROS

EMPLOYMENT IMPACT

1,250 JOBS
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SICILY

ECONOMIC IMPACT
67 MILLION EUROS

EMPLOYMENT IMPACT

1,925 JOBS

8. REGIONAL RECAP

VENETO

ECONOMIC IMPACT
117 MILLION EUROS

EMPLOYMENT IMPACT

3,269 JOBS

ABRUZZO

ECONOMIC IMPACT
49 MILLION EUROS

EMPLOYMENT IMPACT

1,940 JOBS

BASILICATA

ECONOMIC IMPACT
5.5 MILLION EUROS

EMPLOYMENT IMPACT
241 JOBS
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This research report aims to describe the economic (economic resources generated and distributed) and
employment (number of direct and indirect employees/workers) impact of Coca-Cola (Coca-Cola Italia Srl,
Coca-Cola HBC ltalia Srl, Fonti del Vulture Srl, Acque Minerali Srl, CCH CircularPET Srl and SIBEG Srl) in Italy at
the national and regional levels (i.e. in Piedmont, Lombardy, Veneto, Abruzzo, Campania, Basilicata and Sicily).

The research model

The survey of Coca-Cola's economic impact was conducted in terms of economic resources generated
and distributed by Coca-Cola within the general economic system and within the Italian economic system,
distinguishing between the three main areas into which each economic system is traditionally divided (Families -
Businesses - State). With respect to these three areas, the economic impact of Coca-Cola was analysed in terms
of: a) wages and salaries paid to its employees (Families); b) purchases of goods and services and investments
in material assets (Businesses); c) taxes and contributions paid (State).

The survey of Coca-Cola's employment impact was conducted by distinguishing between direct impact, i.e.
the number of employees at Coca-Cola factories and offices; and indirect impact, i.e. the number of workers
associated with the supply chains in which Coca-Cola operates. With regard to the indirect impact, Coca-Cola
was considered as a focal company, which is located downstream of a supply chain made up of the suppliers
with which Coca-Cola maintains trade relationships and the "suppliers of the suppliers” (and so on), with whom
Coca-Cola does not have a direct relationship, but whose activities are influenced by Coca-Cola’s purchasing
decisions via the relationship these companies have with Coca-Cola's direct suppliers. Furthermore, with
regard to the employment impact, a distinction was made between employment understood as the number
of employees and employment understood as the total number of workers (which includes employees and
independent, external and temporary workers). It should be noted that the employment impact was analysed
only and exclusively from a quantitative point of view, i.e. the elements linked to workers' perceptions were not
measured (for example, level of worker satisfaction, commitment, organisational fairness, etc.), and qualitative
aspects linked to the characteristics of the tasks, positions and roles within Coca-Cola and the supply chain.

The research method

The survey of Coca-Cola's economic impact was conducted using both data provided directly by Coca-Cola
and external comparison data. For the comparison data, the following resources were used: a) the AIDA
(Computerised Analysis of Italian Companies) database for all Italian companies with financial statements
available starting from the year 2023, and b) the ISTAT surveys (for the year 2024) relating to national statistics
on the structure of businesses. Where some ISTAT data was not yet officially available (e.g. 2024 regional

GDP), estimates were used. The survey of Coca-Cola's employment impact was conducted using data provided
by Coca-Cola for the component concerning the first level of direct and indirect impact. AIDA and ISTAT
data was also used to estimate the indirect impact. The estimation parameters used to calculate the indirect
employment impact were the following: measurement of the value purchased from Coca-Cola suppliers in 2024;
measurement, via the AIDA database and for each supplier, of: revenue, number of employees, and turnover
per employee. For the supplier analysis, the 2023 or 2024 budget data was used, where available from AIDA
as of 10/07/2025. Input-output model of sectoral interdependencies based on the tables of resources and uses
(years 2020-2021) from Istat, published on 25 March 2025 and consistent with the national accounts aggregates
according to the ESA 2010, released on 23 September 2024. Estimates of total workers - on both direct and
indirect levels - were based on ISTAT sources regarding employment. Additionally, in light of the limitations of
the estimates in the input-output models, a more prudential evaluation logic was chosen for the second level of
indirect impact, favouring a backwards-looking* logic.

Regarding the comparison between Coca-Cola and other companies in its "peer group” (similar companies in
terms of activity/sector) on a regional level, it is important to note that the information available for Coca-Cola
(the result of this analysis) and for the peer group (available in the AIDA database) do not have the same level
of depth and detail. For Coca-Cola, we have (1) information relating to the resources generated by Coca-Cola
and distributed in the region, while for the other companies we have the resources generated by the companies
based in the region (these resources may also be distributed outside the region); (2) information on Coca-
Cola employees in the region, while for the other companies we have the total number of employees (not
necessarily only those in the region). In order to make a comparison as fair as possible, different comparison
parameters were used in the different regions, as indicated in the appendix. The analysis refers to the year
2024. Comparisons with reports from previous years must take into account the above changes/notices. With
regard to the comparison between the composition of Coca-Cola's direct employees in terms of professional
classification, gender and age and the composition of average external workforces on a territorial and/or
sectoral level, the following data was used: for Coca-Cola, the number of employees as of 31 December 2024; for
external workforces, the most recent Istat data. The most recent Istat data dates back to 2023 (classifications on
a national level, gender on a national level, age on a national level), and 2022 (classifications on a macro-regional
level, gender on a regional level, age on a regional level). The national data relating to classification, gender
and age in the beverage sector, and the regional data relating to classification in all sectors and the beverage
sector, has been estimated assuming that the relationship between the beverage sector and all sectors and the
relationship between the individual regions and the macro-regional area of reference is the same in 2023 or
2022 as in 2017, which is the last year for which Istat provides data relating to these details.



