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Reporting on a purposeful year

Welcome to our 2024 Integrated Annual Report. Here, we share progress 2024 highlights

on a year in which we embedded our purpose, Open up moments that

f h il d deli d th fst fi ial It hil Volume Net sales revenue
refresh us all, and delivered another year of strong financial results while
continuing to be leaders in sustainability. We are focused on innovating, 2_’ 914-5 €10,754-4m
growing, refreshing and developing, ready to embrace the opportunities ~ Million unit cases 2023:€10,184.0m
and challenges that lie ahead. 2023:2,835.5 million unit cases
Comparable EBIT! Comparable EBIT* margin

We have restructured this year's annual report, to provide a more concise communication of key

performance and strategic highlights. We have also added a new Sustainability Statement on pages 41 €1 y 1 92 - 1 m 11 . 1%

to 172 to align with the Corporate Sustainability Reporting Directive (CSRD) requirements. This ensures

) . ) P 2023:€1,083.8m 2023:10.6%
greater transparency and compliance regarding our sustainability initiatives and performance. ’
Profit before tax Net profit?
Strategic Report Double materiality assessment Consolidated financial €1 1 2 8 o €82 O 6
2024 highlights ic  (DMA) 37  statements 259 4 - m = m
Chaiir's letiar 1 Sustainability Statement 41 Notes to the consolidated 2023:€910.3m 2023:€636.5m
financial statements 263 . .
Business overview 2 U hepanenmy e Comparable EPS! Primary packaging collected
Market trends 4  TaskForce on Climate-related Swiss Statutory Reporting for recycling (equivalent)’
Business model 6 Financial Disclosures (TCFD) 173 Reportonthe audit of the consolidated €2 n 2 75 5 80/
Non-Fi ial R ti d financial statements 318
ChiefExecutive Officer'sletter 8 oo o0 NePOTHNGURAeEr _ - 2023:€2.078 o
Swiss statutory law 174 Report onthe audit of the financial 2023:56%
SEL RSO0 10 saSBindex 175  statements 322
ChisrOpeingOlitesralcitsr 12 Business Resilience 178  Swiss statutory reporting 324 Free cash flow Energy-efficient coolers®
Segment oozl ghligie 15 Principal risks and Report of the statutory auditor to the €712 6m 60%
Growth pillar 1: opportunities 181  General Meeting on the statutory =
Leverage our unique Viability statement 190  remunerationreport 2024 334 2023:€711.8m 2023:55%
24/7 portfolio 14

Statutory Remuneration Report 335 o e ) )
Growth piIIar 2 Corporate GOVernance 1. Fordetails of APMs, refer to 'Definitions and reconciliations of alternative performance measures (APMs)' on

Winin the marketplace 16  Corporate Governance Report 191 Supplementary Information pages 345t0 351
. . Alternative performance 2. Referstonet profit after tax attributable to owners of the parent
Growth pillar 3: Letter from the Chair ‘
3. Excluding E

Fuel growth through of the Board icp MRS 345 xcluding Faypt
competitiveness Directors' remunerationreport 222  Independent Auditor's Limited

i Assurance Report 352
eIt L& Statement of Directors’ ) 2 i
Growth pillar 4: responsibilities 248  Shareholderinformation 357
Cultivate the potential Glossary of terms 358

Financial Statements

of our people 20 Forward-looking statements 361 Future ready
Growth pillar 5: Independent auditor's limited " e plb!
rowtn piflar 5: et Please click here to view our

assurance report on Coca-Cola HBC refreshing.

AG's Sustainability Statement 249
Independent auditor's report

to the General Meeting of
Coca-ColaHBC AG 251

Earnourlicence to operate 24 Integrated annual report online:

www.coca-colahellenic.com/en/
investor-relations/2024-integrated-

annual-report

Tracking our progress 30
Chief Financial Officer's letter 35



https://www.coca-colahellenic.com/en/investor-relations/2024-integrated-annual-report
https://www.coca-colahellenic.com/en/investor-relations/2024-integrated-annual-report
https://www.coca-colahellenic.com/en/investor-relations/2024-integrated-annual-report
https://www.coca-colahellenic.com/en/investor-relations/2024-integrated-annual-report
https://www.coca-colahellenic.com/en/investor-relations/2024-integrated-annual-report
https://www.coca-colahellenic.com/en/investor-relations/2024-integrated-annual-report

1 Coca-ColaHBC Integrated Annual Report 2024

Chair’s letter

Strategic Report

Leadership for long-term success

Our considered, sustainable growth
strategy has laid strong foundations
and enabled us to be future ready.
Together, we have faced uncertainties
and made bold, ambitious choices,
opening up moments that refresh

us all —our people, our customers,

our partners, our shareholders and
our wider stakeholders.”

Another successful year

I'm pleased that 2024 was another successful
year, with Zoran and the Executive Leadership
Team (ELT) delivering continued strong financial
performance as well as making ongoing strategic
progress and maintaining our leadership in
sustainability. Despite a mixed macro-economic
environment across our markets, we remain on
track to meet the medium-term targets we set
out at our Investor Day in 2023. Our Growth
Story continues to drive revenue growth,
marginimprovements and sustained strong
cash generation.

Iwould like to thank our people for their
commitment and dedication in delivering

these results despite sometimes challenging
circumstances. This year was marked by some
increased consumer sensitivity to pricing as well
as continued inflation in some markets. We also
faced flooding in parts of Eastern Europe and
Nigeria. | would like to take this opportunity to
thank the Board for its counsel and guidance

in 2024, and especially for supporting the ELT
and me.

Leading with purpose and responsibility

Our unique culture, heritage and values are a
fundamental part of delivering sustainable value
to all stakeholders. Monitoring and assessing the
Company's culture, and its ongoing evolution,
continues to be a Board priority. It was wonderful
to see our culture in action at the company’s most
recent Leadership Conference in Prague, with
severalinspiring breakout sessions presented

by colleagues.

Our refreshed purpose, which was formally
launchedin 2023, continues to be successfully
embedded throughout the organisation. It has
been a privilege to see colleagues thrive and
grow as they have embraced this purpose.

The Board continues to be proactive in
representing the interests of stakeholders on
adiverserange of issues. In 2024, it focused
onoverseeing overall strategic execution,
the progress of the sustainability agenda,

the Finlandia Vodka integration and reviewing
key insights on employee engagement.

Protecting our people and communities

We are cognisant of the ongoing situationin
Ukraine. First and foremost, we have focused
on protecting our employees and ensuring,
as far as possible, their health and safety.

The Coca-Cola HBC Foundationis dedicated to
supporting the communities where we operate.
This year, the Foundation approved grants for
flood relief efforts in Nigeria, Greece, Romania,
Poland, Hungary and Bosnia & Herzegovina.

Corporate Governance Report onp.198

Dividend growth and capital returns

For 2024, the Boardis proposing a dividend of
€1.03 per share, an 11% increase on the dividend
per share versus the prior year and is continuing
its commitment to a progressive dividend. The
dividend represents a 45% payout ratio, within
our targeted range of 40% to 50% of comparable
earnings per share. Our progressive dividend

is testament to our confidence in the strong
fundamentals of the Company, as well as our
commitment to shareholders.

The Group's capital allocation framework follows
clear priorities: organic investmentin the business
to drive delivery of our medium-term financial
targets; payment of a progressive dividend;
strategic M&A; and additional capital returns.

In 2023, the Board approved a share buyback
programme and by the end of 2024, €226 million
had beenreturned to shareholders. The share
buyback programme has been a compelling
opportunity to enhance shareholder value,

while continuing to investin the business.

Looking ahead

We continue to face uncertain markets, butas |
look ahead to 2025 and beyond, | have great
optimism, knowing we have built strong
foundations through thoughtful investment,

an adaptable culture and continued sustainability
leadership. lam confident we are future ready.

We will continue to make courageous choices
and live our purpose: Open up moments that
refresh us all—our people, customers, partners
and wider stakeholders.

Anastassis G. David
Chair of the Board

Section 172

Section 172 of the UK Companies Act 2006
requires directors to promote the success of
their company for the benefit of the members
as awhole, having regard to the interests of
stakeholders in their decision making. Engaging
with stakeholdersis an indispensable part of
how Coca-Cola HBC does business. The Board
considers the interests of the our employees
and other stakeholders inits decision making as
amatter of good governance, and understands
the importance, and value, of takinginto account
their views, as well as considering the impact
of our activities on the community, environment
and the Group's reputation. The Board also
considers what is most likely to promote

the success of the Coca-Cola HBC for

its shareholders in the long term. Although
Coca-Cola HBCis Swiss incorporated and,

as such, the UK Companies Act 2006 has no
legal effect, this approachis in accordance with
the UK Corporate Governance Code 2018.

How we ensure business resilience and manage
double materiality

Read moreonp.37 and 178

How we engage with key stakeholders

Read more on p.200
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Business overview
The leading 24/7 beverage partner

We are a growth-focused consumer packaged goods business and strategic

bottling partner of The Coca-Cola Company. Our 24/7 portfolio is one of the Established Developing
strongest and broadest in the beverage industry, with products that cater markets markets

to a growing range of tastes, with a wide choice of healthier options. -

Our portfolio addresses both affordability and premiumisation, combined with sustainable packaging, ’ 33% 22%

enabling us to open up moments that refresh our consumers 24/7. Our performance is underpinned
by investment in our bespoke capabilities, delivered by exceptional people.

29 11.1% | 9.5%

of Group revenue of Group revenue

Ourroots date back to 1951 when A.G. Leventis founded the Nigerian
Bottling Companyin Lagos. Since then, the business has expanded, Comparable Comparable
now covering a wide territory from Armenia to Austria, Egypt to - : .

Estonia, and Serbia to Switzerland, giving us a unique geographic countries 2L mEiRgT 2N e
footprint across Western, Central and Eastern Europe, and Africa.

We now serve 750 million consumers across 29 countries and have
proven routes to market and leading market positions. 7 5
m

Aresponsible business

Our portfolio includes some of the world’s best-known beverages

Sustainability is embedded in every aspect of our business as we consumers We produ;e andsellan unparalleleq portfolio ofbeverage brands relevant to every customer, consumer
. and occasion. Our route to market includes a wide range of consumer channels —from supermarkets,

look to create gnd_share value W'_th all our stakehqlder_s. We.make convenience stores and vending machines to Hotels, Restaurants and Cafés (HoReCa) —and

astrong contribution to developing the communltles n Wh,'Ch encompasses more customers than any competitor. Customer centricity is critical for our business,

we operate through emplgyment and Qur Wld?r supply chain, and we are devoted to helping our customers grow their businesses, which in turn grows ours.

as well as through supporting community projects. Our progress ’

is recognised by the mostimportant ESG benchmarks. employees Our 24/7 portfolio has considerable growth potential, driven by our strategic priority categories,

Sparkling, Energy and Coffee, supported by locally relevant portfolios in Stills (Tea, Juices, Hydration),
Premium Spirits and Snacks.

Share of Coca-Cola HBC
Group FY2024 revenue - Snacks
plazma

Sparkling

Coffee
c.1%

Premium Spirits
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Business overview continued

Strategic Report

We are well positioned for sustainable and profitable growth

Leader in the growing
non-alcoholic
ready-to-drink category
We are aleader in the growing
and dynamic non-alcoholic
ready-to-drink (NARTD) category.
The CAGR of NARTD value
between 2024 and 2028 is
expected to be 4% to 6%*.

We are number oneinthe
sparkling categoryin 20 out

of our 21 measured markets. We
also have opportunitiesin other
high-potential categories, to
continue to drive our growth.

The strongest,

broadest portfolio

of brands, anchored
around an exceptional
partnership with The
Coca-Cola Company

We have high-growth
opportunities across
high-value occasions and
categories. Our flexible portfolio
caters to a growingrange of
tastes and preferences, with a
wider choice of both affordable
and premium products, and a
wide range of healthier options.

Our portfolio has evolved with
the proliferation of low- and
no-sugar variants, single-serve
packs and broader innovation
in flavours.

A diverse, balanced
country portfolio
with strong exposure
to attractive

growth markets

Our geographic footprint
creates a diverse balance.
We have exposure to fast-
growing Emerging and
Developing markets as

well as a strong foundation
in Established markets.

We also benefit from the
portfolio effect of exposure
to different economic cycles,
and we are proven operators
inmanagingriskin a variety

of socio-economic conditions.

We invest to drive growth,
with arelentless focus
on cost and efficiency

We continue to invest

to enable our growth
opportunities, including

in production capacity,
energy-efficient coolers,
ongoing automation in our
supply chain as well as digital
and data solutions.

We have a strong track record
of driving cost efficiencies, and
this remains animportant part
of our strategy.

A clear vision,
strategy and targets

The beverage category continues
to expand, and we see strong
growth opportunities within our
evolving brand portfolio and the
markets in which we operate.

Our growth strategy reflects
our vision to be the leading 24/7
beverage partner and deliver
best-in-class financial returns.
Itis built on five key pillars

of growth, each of which

is acore strength or
competitive advantage.

+4-6%

NARTD value
CAGR 2024-2028

+16 markets

Monster Energy Green Zero
Sugar launchedin 2024

1. Source:internal system projections excluding Russia and Ukraine

+13.8%

FY2024 organic NSR growth

18.3% RroOIC

FY2024

+12.2%

FY2024 organic
EBIT growth

A clear strategy
frames our actions,
with five growth
pillars underpinning
our decision making
and focus.

Leverage
our unique
24/7 portfolio

Winin the
marketplace

Fuel growth
through

Cultivate the
potential of
our people

Earn our
licence
to operate

Read more onp.14 to 34

competitiveness
andinvestment
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Market trends

While there are significant geopolitical and
economic trends that can influence overall market
growth, we focus on the following five areas: retail,
consumer, digital, sustainability and regulatory.
These areas are where we react dynamically and
create long-term value for our customers,
consumers and shareholders.

Strategic Report

Trends

In 2024, our categories grew, driven by both volume and
revenue per unit case. In Europe, category volume improved
compared to 2023, with different dynamics in each market,
while revenue per unit case growth was lower compared to
2023, reflecting a de-escalation of inflation.

The sparkling category grew overall, and Sports drinks saw
good growth as the best performing category within NARTD.
In Africa, category volume continued to be volatile, coupled
with high revenue per unit case growth following inflationary
pressure. The impact of private labelin our categories
remained modest.

How we are responding

We sustained our focus onimproving our single-serve mix and
continued driving the shift from multi-serve packs to single-
serve packs across all markets, and in both the At-home and
Out-of-home channels.

We continued to invest in our bespoke capabilities, particularly
on embedding digital tools and our data insights & analytics
capability to ensure we provided retail customers with relevant
insights to maximise their value-added. This contributed to an
improved Net Promoter Score, further improvements to pack
mix, and value and volume share gains in key channels and
most major markets.

Growth pillars
f’ Leverage our unique 24/7 portfolio

€3 Wininthe marketplace

+100bps

We improved single-serve mix by 100bps across
the Group in 2024

Trends

Consumer confidence remains low as high living costs pressure
disposable incomes. Consumers have shown sensitivity to
price increases, adopting price-driven shopping, downtrading
and budgeting behaviours.

NARTD and the sparkling category have continued to gain
traction, being perceived as affordable treats. Despite ongoing
budget constraints, opportunities continue to exist for
premiumisation, as shoppers prioritise quality and indulge

in small treats, considering healthy and sustainable options

as worth paying for.

How we are responding

We continued adapting our portfolio to deliver both affordable
offerings as well as premium products presented in appropriate
pack sizes and combinations, as well as promotions, to
capitalise on the summer with music and sport, offering
consumers attractive choice.

To support category growth, we have focused on a wider
range of single-serve offerings and multipacks of single
serves, as well as affordable multi-serve options. This allows
us to compete effectively at attractive price points for the
consumer and to penetrate smaller baskets in a more
effective way.

Growth pillars
" Leverage our unique 24/7 portfolio

€} Wininthe marketplace

+150bps

We gained or maintained share in the majority
of our markets in NARTD, gaining 150bps of value
sharein NARTD
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Market trends continued

Digital

Trends

Consumers have become much more comfortable and familiar
with e-commerce. Convenience and ease-of-use of online
shopping have improved. Companies continue to investin
digital tools to improve efficiency of operations, customer
service and the effectiveness of their marketing spend.
Artificial Intelligence (Al) has exploded in 2024, with companies
embracing Al tools within their day-to-day operations.

How we are responding

We continue to invest in building and upskilling our
talented in-house teams, as well as working with leading
technology partners.

We remain focused on developing our leading data, insights and
analytics (DIA) capabilities which leverages statistics, machine
learning and Al to turn data into actionable insights and a
customised product and service offering to each outlet.

Growth pillars
’ Leverage our unique 24/7 portfolio

r Win in the marketplace

7 Fuel growth through competitiveness and investment

11.5%

Customer orders made through our e-business-to-
business platform, Customer Portal, up from 10%in 2023

Strategic Report

Sustainability

Trends

The sustainability landscape was impacted by significant
political shifts and regulatory changes in 2024 and we saw
companies retreating on ESG goals. The rise of mandatory
sustainability reporting required considerable resources
and time from companies.

2024 saw extreme weather events and was the warmest!
year on record, which presents a critical need for companies,
governments and individuals alike to take steps on climate,
environmental and societal actions as never before.

How we are responding

We are on track to deliver our 2025 sustainability targets and
making good progress towards our long-term goal of achieving
NetZeroby40. We cannot solve the global challenges alone, but
through collaboration and collective actions, innovation and
investment, we can lead the implementation of much-needed
new business solutions. These new solutions create value for
us, our customers, our suppliers and our communities, opening
up a more sustainable future. We will continue to report our
progress transparently and in line with the best practices and
mandatory regulations.

Growth pillars

Leverage our unique 24/7 portfolio
Win in the marketplace
Fuel growth through competitiveness and investment

Cultivate the potential of our people

DODDDO

Earn our licence to operate

-18%

We have reduced absolute carbon emissions in all
three scopes by 18% in 2024 compared with 2017

1. Copernicus Climate Change Service/ European Centre for Medium-Range
Weather Forecasts

Regulatory

Trends

Policymakers keep considering measures to protect

public health, address budget deficits and counter inflation.
These include discriminatory taxes, price caps, and marketing
restrictions in specific product categories. The European Union
has adopted the Packaging and Packaging Waste Regulation
(PPWR), followed by discussion on the Green Claims Directive.
Several European countries have already implemented deposit
return schemes (DRS) and others are preparing to start them.
Leading health authorities maintained their focus on nutrition,
with no current proposed changes in safety approvals for
non-sugar sweeteners from food safety authorities.

How we are responding

We remain committed to working with regulators,
governments and industry partners to address emerging
trends. We are supporting the launch of DRS across more
European countries, with experience of this in several of our
markets already. In addition we continue to make progress
towards more sustainable packaging. We are expanding our
low- and no-sugar variants to meet consumer demands,
and we remain dedicated to providing transparent nutrition
information for our products, in line with local regulations,
to help consumers make informed decisions. Our Mission
2025 goals guide us as we actively support new EU Commission
priorities through industry associations.

Growth pillars

Leverage our unique 24/7 portfolio
Win in the marketplace

Fuel growth through competitiveness and investment

DOOO

Earn our licence to operate

9 markets

DRS are now active in 9 of our markets, with two more
expectedtolaunchin 2025
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Business model

Delivering value for our stakeholders

Our capital resources

Human

Our success is dependent on the passion and
customer focus of our talented people —our secret
ingredient. We empower them to pursue growth
opportunities, both for themselves and our Company.

Natural

To create our products, we use natural resources
including water, agricultural ingredients and paper.
We source these using sustainable practices and
seek to use them efficiently.

Social and relationships

Maintaining the trust of stakeholders is essential to
our business. Our most valuable human connections
and relationships are with The Coca-Cola Company,
our people and the communities we operate in, and our
customers, suppliers, governments and regulators.

Financial

Our business activities require financial capital, which
we allocate efficiently. This capital is provided by our
equity and debt holders, as well as cash flow earned
from our operations.

Intellectual

Innovationis embeddedin our culture. The intellectual
property frominnovation includes new packaging
know-how, new products, and improvements in
manufacturing, logistics and sales execution.

Manufacturing

Investingin our plant and logistics assets allows us
to efficiently prepare, package and deliver our products
to meet the needs of customers and consumers.

4

Serving our
consumers and
communities
Our 24/7 product
portfolio caters to
arange of tastes and
preferences and we
continually innovate
tolead the sector.

BA8

Strategic Report

Howwedo it

1

Working with suppliers

We work with our suppliers to procure high-quality
ingredients, sustainably sourced raw materials, and

o

What we do

We are a strategic bottling partner of
The Coca-Cola Company (TCCC)

We have rights from TCCC in the Coca-Cola HBC
markets where the Group produces, sells and distributes
TCCC's trademarked beverages. We also partner with
other beverage businesses such as Monster Energy,
Brown-Forman and Edrington to sell their products

in our markets.

How our partnership works

TCCC owns and develops its brands while we are
responsible for producing, distributing and selling these
beverages, using concentrate we buy from TCCC under
an incidence-based pricing model. We work together
to ensure we have the right portfolio for our customers
and consumers in each market and to ensure excellent,
efficient execution. We also share marketing costs and
responsibilities: TCCC markets to consumers, while we

take responsibility for trade marketing to our customers.

3

Partnering with our customers

We grow by supporting our customers’ growth,
leveraging our 24/7 portfolio, focusing on areas of

equipment and services required to produce beverages.

high-value opportunity and executing with excellence.

2

Producing
beverages
efficiently and
sustainably
Using concentrate
from The Coca-Cola
Company along with
otheringredients,
we prepare, package
and deliver products
with an optimised
manufacturing
infrastructure and
logistics network.
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Business model continued

Value created

Our customers

Our communities
/‘ -

Our investors

Our wider stakeholders
006
Our suppliers

1. Excluding Egypt

In 2024 we employed 33,018 FTEs, as we operate in
29 countries

Median basic salary ratio women/men: 1.37

We increased the frequency of our customer
engagement, providing customers with better support
Inthe marketplace, we achieved a total number of 60%*
energy-efficient coolers

In 2024, we trained 174,902 young people! through our
#YouthEmpowered programme to boost employability

We invested €8.4 million in local community initiatives

We delivered strong financial performance in 2024, with
organic revenue up 13.8% and reported revenue up 5.6%.
In recognition of our business strength and future
opportunities, the Board proposed a dividend of €1.03 per
share, an 11% increase compared with last year

Our business activities generate revenue for our suppliers
and contractors and their extended value chain

We provide high-quality beverages and healthy options,
reducing calories per 100ml of sparkling soft drinks by
18% in 2024 compared to our 2015 baseline

We spent €7.14 billion® with suppliers and contractors

We are working with our suppliers to support their
sustainable practices and emissions reduction plans

2. EUcountries supplies are considered local for CCHBC EU based BUs.

Strategic Report

Socio-economic contribution

659,000 €1,297.4m 43.5%

training hours totalemployee = womenin
for our people costs managerial
positions

1.8m
customers
served
1job -> 501,982 1,119,850
13jObS indirect jobs cumulative
1jobin our across the 2017-2024
system supports value chain number of young
13inthe people trainedin
community our communities
€679.3m Comparable EPS grew by 9.5%

to €2.28, supported by strong
S pe EBIT delivery
€5.3b €14.4b

paidin taxes across
our value chain

supportedin added
value across our
value chain

750m potential
consumers refreshed

over 14,000

suppliers operating
across our value chain

€7.14b

spent with suppliers,
of which 97.7% were local?

Our impact

We believe that the only way
to create long-term value for
all our stakeholders is through
sustainable growth.

We create socio-economic
value for the societies in which
we operate by creating jobs,
training people, building physical
infrastructure, procuring raw
materials, transferring
technology, paying taxes,
expanding access to products
and services, and creating
growth opportunities for

our customers, distributors,
retailers and suppliers.

Measuring and managing

these contributions through
the sustainable growth of our
businessis animportant part

of our purpose. Since 2010 we
have conducted socioeconomic
impact studies in our markets
to better understand the range
and extent of the value we
createin our ecosystem.

Toread the methodology
behind our socio-economic
impact numbers

Read more onp.360
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Chief Executive Officer’s letter
Opening up moments together

In 2024, we achieved another strong
year of growth in a range of market
conditions, while continuing to evolve
our culture across our markets. Our
passionate teams executed with
excellence, further strengthening
relationships with our partners

and creating joint value with our
customers. We look forward to
opening up more opportunities

for growth for all we serve in 2025."

Seizing the opportunities ahead

2024 has been another extraordinary year.

The external environment continued to be
challenging across our markets. Along with
othersin ourindustry, we navigated normalised
inflationin Europe and high inflationin Nigeria
and Egypt, as well as geopolitical tensions,

a dynamic macroeconomic backdrop and

some uncertainty in the consumer environment.

In true Hellenic spirit, we reflect and learn from
these challenges so we are prepared and can
take bolder decisions to drive growth and win
in the market... in every challenge we search
for the opportunity.

The consistent strategic choices we have made,
along with our bespoke capabilities, put usina
strong position to go after many opportunities.
We have solid foundations, ambitious plans and
hardworking, cohesive, resilient teams who are
equipped and ready to adapt as needed. All of this
is underpinned by our vision of being the leading
24/7 beverage partner and by our commitment
to be the first-choice partner for our customers.

The importance of our teams

It has been over a year since we launched our
renewed purpose: to open up moments that
refresh us all, which has been very well embraced
with positivity by our teams across our business
units. Along with our vision and values, our
purpose serves as the anchor for each of us
every day, to continuously grow and succeed.
Our strong employee engagement results this
year are a testament to the strong culture we are
embedding and maintaining across our business.

Iwould like to thank all our colleagues for their
extraordinary efforts over the past year, as well as
The Coca-Cola Company (TCCC), our customers
and our partners for their valued partnership and
trust, which continues to push us to go the extra
mile. Together, we are creating value for all that
we serve.

Strong partnerships, a 24/7 portfolio
and unrivalled market execution

With our valued partners, including TCCC,
Monster, other brand partners, and our
customers and suppliers, we are developing
impactful promotional activation plans and
best-in-class market execution, with a clear
focus on building the future together.

We continue building and strengthening our

24/7 portfolio, which is suited to offer consumers
avariety of brands and products for all drinking
moments throughout the whole 24 hours.
Sparkling, Energy and Coffee continue to be

our strategic priority categories within our 24/7
portfolio. Sparkling is the mostimportant driver
of our growth. Working closely with TCCC, we
have developed targeted marketing campaigns
and activations for world-leading events including
Euro 2024 and the Olympic Games. Coca-Cola
has continued to drive our volume growth over
the last several years. Adult Sparkling has been

a positive contributor to volume and revenue-per-
case expansion, and we have benefitted from
innovations in Schweppes and Kinley, as well as
the launch of Three Centsinto more markets.

Our energy category continued to grow in 2024,
withincreases in share and volume. This year was
the ninth consecutive year of strong double-digit
volume growth. During the year, we introduced
Monster Energy Green Zero Sugar to open up
new opportunities for incremental expansion
within the category through a no-sugar option.
Our multi-brand portfolio in Energy provides
atargeted offering to different markets,
demographics and affordability needs.

Our coffee portfolio also delivered strong results.
Caffé Vergnano has expanded across our markets
in premium Hotel, Restaurant and Café (HoReCa)
outlets, while Costa has seenimpressive growth
in our focus area of the Out-of-home channel.

Among several other consumer relevant
categories like Tea, Water and Juices | would single
out the very inspiring and growing opportunity

with the sports drink category where we have
been achieving excellent results with Powerade.

Following our acquisition of Finlandia Vodka in
2023, I'm pleased with its smooth integrationinto
our business and the expansion of distribution into
our markets. I look forward to seeing exciting plans
come tolife that will elevate Finlandia in 2025 and
beyond. We continue our strong partnership with
Premium Spirits brand owners, including Brown-
Forman, Edrington and Bacardi.

Investing for growth

In 2024, we made further significant progress

in our digital transformation journey. We continue
toinvestin data, insights, analytics and advanced
digital tools so we can better support our
customersindriving joint growth and

identifying new opportunities.

We have also started establishing a new Digital
Hub in Cairo to complement our Digital Hubs in
Sofiaand Athens, empowering our teams across
the whole company with more in-house resources
and digital tools to fuelinnovation. The new Digital
Hub will create roles in critical areas such as data
engineering, Al engineering and data visualisation
by the end of 2026.

Ourindustry-leading, comprehensive learning
curriculum supports and upskills our teams to

be best-in-class, and to be able to adapt and thrive
in fast-changing environments. Our prioritised
capabilities differentiate us in the eyes of our
customers across all channels. Our bespoke
programmes, such as the Sales Academy, Data,
Insights & Analytics Academy and Supply Chain
Academy are equipping our teams to be the best
inthe industry.

We continue to prioritise a Make It Simple
mindset, with each of us playing a conscious
role in simplifying all that we do. Since 2023,
our efforts have released more than one million
hours of employee time, boosting employee
engagement, proactive collaboration and
customer satisfaction.
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Chief Executive Officer’s letter continued

Sustainability remains a core focus

This year, we were ranked —for the eighth time —
as the world's most sustainable beverage company
inthe Dow Jones Best-in-Class Indices. Retaining
our leadership positionis a real achievement and
comes from our clear and ambitious sustainability
strategy and our consistent approach to
investment, innovation and partnerships.

We feel proud to be leaders in sustainability and
are ontarget to meet our objective of achieving
net zero by 2040. 2025 will be the final year of our
Mission 2025 goals and we have already reached
9 out of our 18 targets, ahead of the target year.
For the fourth consecutive year, we are reducing
our absolute greenhouse gas emissions (scope 1, 2
and 3) and performing inline with our NetZeroby40
roadmap, while growing our business.

Packaging circularity remains a critical priority.
Our first Coca-Cola System-owned and operated
packaging collection hub in Nigeria which we

o

Wegatian Betiling Campany

launched at the beginning of 2025 is a great
example: we see empty bottles as a valuable
resource that can be given another life, help to
decrease our costs, and achieve our collection
targets. Nine of our markets have Deposit Return
Schemes (DRS) with the most recent schemes

launched in Romania, Hungary, Ireland and Austria.

Early results are encouraging —for example, in
Romania, the average returnrate reached 77%
of containers soldin the market in the last three
months of 2024.

The communities where we operate have

always beenimportant to us. We exceeded our
#YouthEmpowered target of training one million
young people in 2024 —a year early. The Coca-Cola
HBC Foundation made donations to flood-relief
initiatives: rebuilding houses and community
centres; providing food and emergency supplies;
and replacing damaged medical equipmentin
hospitals in Greece, Nigeria, Poland, Romania,
Hungary and Bosnia & Herzegovina.

Strong financial performance

| am proud that we have delivered yet another year
of double-digit growth, with a 13.8% increase in
organic revenues. Growth was high quality, with
volume expansion in each of our segments and
across our three strategic priority categories, and
with continued share gains. This growth is driving
real benefits for our customers. In 2024, we were

Nigeria's first-ever
Coca-Cola System-owned
and operated packaging
collectionhub

once again the number one contributor to retail
customers'absolute revenue growth within
fast-moving consumer goods (FMCG)in Europe,
according to Nielsen.

The resilience of our business is supported by
the diversity and growth potential of the market
we operatein.In 2024, we navigated arange
of macroeconomic conditions to achieve

an expansionin organic EBIT of 12.2% and
a9.5% improvement in Comparable EPS.

Throughout the year, we continued to investin
developing our 24/7 portfolio, our markets and our
capabilities, allin service of our vision to be the leading
24/7 beverage partner. These investments are also
generating strongreturns and, in 2024, our ROIC
expanded by 190bps to 18.3%, testament to the
value we are creating forinvestors.

Looking ahead

We have a culture where the growth mindset of our
peopleis the driving force of our development and
progress. We have built our resilience and agility to
make sure we are able to overcome challenges and
grow. Our sustainability strategy is central to those
efforts, as we believe that achieving strong results
goes handin hand with doing thatina good way.
Our valued partnerships, our unrivalled 24/7
portfolio, our bespoke capabilities and, of course,
our passionate and committed team, are key
componentsin our success. At the same time, we
continue to listento our customers and consumers,
tounderstand and respond to their needs and
market trends. | am excited by the abundance

of opportunities that we have in ourindustry.
Together, as One Team, | look forward to
continuing to shape the future and create shared
value; acting on our purpose to open up moments
thatrefreshus all.

Zoran Bogdanovic
Chief Executive Officer

Linking our vision, purpose,
growth pillars and targets

Our Purpose

Open up moments that refresh us all
Our Vision

The leading 24/7 beverage partner
Our Values

o Customer first

» Weoverl

* Makeit simple

o Deliver sustainably

We have five strategic growth pillars
Leverage our unique
24/7 portfolio
Winin the
marketplace

Fuel growth through
competitiveness and investment

Cultivate the potential
of our people

Earn our licence

to operate
Read more about our growth pillars on
p.14to 29

Our targets and how we measure our
progress (KPIs)

Financial

Our medium-term targets include organic
revenue growth of 6% to 7% per year on
average and 20-40bps of organic comparable
EBIT margin expansion per year on average.

Sustainability
Our sustainability targets include Mission 2025
and NetZeroby40.

Please see Tracking our progress for details.

Tracking our progress p.30to 34

Our strategy and targets link directly to
executive remuneration.

Please see our Directors' remuneration report
for details.

Read more onp.222
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Stakeholder engagement

§&9 Our people

Material issues and topics of interest
e Sl-Healthandsafety
« S1-Secureemployment
« S1-Trainingand skills development
« S1-Adequate wages
« S1-Genderequality and equal pay
for work of equal value
e S1-Diversity

Growth pillars

00

Key challenges

« Building the best teams in the industry

« Engagement as hybrid working continues

« Mentalwellbeing

« Protecting our peopleinamore volatile
security environment

How we engage

e Focusedand continuous conversations,
plus regular employee surveys to understand
and act on needs and wellbeing

« Employee Assistance Programme

« Offering personalised experiences
and opportunities for personal and
professional growth

+ Ongoing dialogue with employee
representative bodies

Outcomes of engagement

« Maintaining high engagement levels

« Higherlevels of engagement were reported
as we focused on simplification, collaboration
and retention

Relevant KPIs

« Employee engagement score

« Percentage of managers who are women
» Lost Time Accident Rate per 100FTE

Principal risks

» Healthandsafety

« People attraction and retention

« Geopolitical and security environment

Our customers

Material issues and topics of interest

« E1-Climate change mitigation

« E5—Resource outflows related to products and
services

« S3—Training and skills development

Growth pillars

00

Key challenges

« Opportunities for growth and value creation

« Offeringa 24/7 beverage portfolio that meets
the changing preferences of consumers
and customers

« Managing supply and delivery challenges

How we engage

« Keyaccount managers engage with our
customers at a strategic level

« OurBusiness Developers visit outlets with
digital tools andinsights to add value

« Partneringtoreduce foodloss and waste

« Introducing new packaging types and supporting
packaging collection

Outcomes of engagement

« Weincreaseddirect engagement via our
customer teams and via customer surveys

e Programmes to reduce foodloss and waste

Relevant KPIs

« Volume and organic revenue growth

« Customer feedback from surveys

» Cooler coverage of high-potential outlets

Principal risks

« Omni-channelevolution

« Product quality and food safety
« Businessinterruption

0 Leverage our unique p Fuel growth through
competitiveness and investment

24/7 portfolio

P Earnourlicence to operate

‘) Win in the marketplace 0 Cultivate the potential

of our people

@ Our consumers

Material issues and topics of interest

» E5-Resource outflows related to products
and services

* S4-Consumers'health and safety

» S4-—Responsible marketing practices

Growth pillars

00

Key challenges

» Ensuring product safety and supply

« Continuously evolving our products to meet
consumers' needs for healthy hydration, quality,
taste, innovation and convenience

How we engage

» Togetherwith TCCC, we understand consumers'

needs and preferences through our access to
consumer insights

« Consumers also provide feedback on social
media and via consumer hotlines

Outcomes of engagement

* We continued to evolve our portfolio to address
changing consumer occasions and invested
furtherindigitaland e-commerce to meet
new shopper needs

Relevant KPIs

« Percentage reduction of calories per 100ml
Sparkling Soft Drinks (SSD) vs 2015

» Number of consumer complaints

Principal risks

» Product quality and food safety
e Omni-channel evolution

» Product category acceptability
« Businessinterruption

This year we are reporting under the CSRD for the first time, using the European Sustainability Reporting
Standard (ESRS) framework and methodology. Our material issues and topic of interest are now
categorised under the ESRS, for example, ESRS E1, ESRS S1 and ESRS S2 etc. Please see Annex 1 of the
Commission Delegated Regulation (EU) 2023/2772 for the full set of reporting standards.

Material issues and topics of interest

» E1-Climate change mitigation

* E3—-Waterconsumption

e S3—Waterand sanitation

» E5-Resource outflows related to products
and services

* S3-Training and skills development

o S3—#YouthEmpowered

Growth pillars

006

Key challenges

» Climate change

» Waste from our packaging

» Water conservation

+ Empowering young people and women

How we engage

» Weengage with customers and partners
to understand what skills and training young
adults need in specific markets

* Viaour #YouthEmpowered sessions, we
increase the employability of young people

« We participate actively to support the set-
up and implementation of new packaging
collection schemes

e Addressingwater challenges inwater
priority locations

Outcomes of engagement

« Oursupport of new collection schemesis
translatingintoincreased collectionrates
for packaging waste in many markets

* We have committed to NetZeroby40 across
the entire value chain

* Water stewardship community projectsin
water priority locations

Relevant KPIs

» Number of young people trainedin our
communities through #YouthEmpowered

» Percentage of absolute emissions reduction

« Number of water stewardship projects in water
priority locations

» Percentage of primary packaging collected

» Number of volunteering hours

* Number of, andinvestmentsin,
community projects

Principal risks

» Geopoliticaland security environment

« Costand availability of sustainable packaging

» Managing our carbon footprint

* Theimpact of climate change onthe cost
and availability of water

e Suppliers and sustainable sourcing


https://eur-lex.europa.eu/eli/reg_del/2023/2772/oj/eng
https://eur-lex.europa.eu/eli/reg_del/2023/2772/oj/eng
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Stakeholder engagement continued

NGOs

Material issues and topics of
interest

Material issues and topics of
interest
« E1-Climate change mitigation
« E3—Water consumption
e E5-Resourceinflows,
including resources
e E5-Resource outflows related
to products and services
e S3—Waterand sanitation
* S4-Consumers'health and safety

E1-Climate change mitigation

E3 —Water consumption
E4—Land-ecosystem use change
E5—Resource outflows related

to products and services
S3—Water and sanitation
S3—Training and skills development
S3—#YouthEmpowered

Growth pillars

(3]s

Growth pillars

(5

Key challenges

» Industryand/or product specific
policies, such as taxes, restrictions
orregulations

« Environmentalpolicies

How we engage
» Much of ourengagement with
governmentsis conductedatan

industrylevelthroughtrade associations

« We partnerwithlocalgovernments to

tackle waste collection challenges and

water availability

Outcomes of engagement

e Inresponsetoregulations andlevies
on certain types of plastic packaging,
we have lightweighted packages and
used more sustainable materials

e Toaddress healthand nutrition
concerns, we continue to add low-
orno-sugar drink options in every
market and provide transparent
nutritional information

Relevant KPIs

« Percentage of absolute
emissions reduction

« Percentage reduction of calories
per 100mISSDvs 2015

» Percentage of primary
packaging collected

« Number of water stewardship
projects in water priority locations

K

ey challenges

Climate change mitigation and
adaptation, move towards net zero
emissions and water and energy use
Packaging waste

Sustainable sourcing

Partnerships with communities

and grassroots organisations
Diversity and humanrights

How we engage

We include NGOs and community
partnersinour leadership
development programmes, offering
online training for managing virtual
teams andleadingintimes of crisis
We partner with specific NGOs

for targeted environmental and
social projects

We engage through our annual
Group Stakeholder Forum and our
annual materiality assessment, as
well as through adhoc meetings

Outcomes of engagement

Percentage of participants fromNGOs
inour first-time manager programmes
Increased number of community
projects for waste reduction, water
stewardship and carbon removal

Relevant KPIs

Number of, andinvestments
in, community projects

Principal risks

e Product-related taxes and
regulatory changes

« Ethicsand compliance

« Product quality and food safety

« Marketplace economic conditions

Principal risks

Costand availability of
sustainable packaging

Managing our carbon footprint
Suppliers and sustainable sourcing
Theimpact of climate change on
the cost and availability of water
Ethics and compliance

Strategic Report

0 Leverage our unique
24/7 portfolio

e’ Winin the marketplace

Our suppliers

Material issues and topics of
interest
e E1-Climate change mitigation
e E2-Pollution of soil
e E3—Waterwithdrawals
e E4-Land-ecosystem use change
e E5-Resourceinflows,
including resources
e S2-Training and skills development
e S2-Secure employment
* S2-Gender equality and equal pay
for work of equal value

Growth pillars

00

Key challenges

« Rising costs ofingredients, labour,
packaging materials, energy and water

e Minimising the environmental
impact of water, energy resources,
and emissions

» Traceability in the whole value chain,
including Tier 2 and 3 suppliers for
human rights risk and biodiversity

How we engage

» Feedbackreceived through our
annual Group Stakeholder Forum

» Regular meetings with suppliers

» Regular, ongoinginteraction with
the Coca-Cola System's central
procurement group and our
technology and commodity suppliers

Outcomes of engagement

» Ourlong-termwork with partners
toreduce our water and energy use
has also brought efficiencies. This
is particularly important given our
NetZeroby40 commitment

» Activities related to sustainable
sourcing and certifications

Relevant KPIs

» Percentage of key agricultural
ingredients sustainably certified

» Percentage of our suppliers adopting
our Supplier Guiding Principles

Principal risks

» Costandavailability of
sustainable packaging

* Theimpact of climate change on
the cost and availability of water

« Ethicsand compliance

« Managing our carbon footprint

» Suppliers and sustainable sourcing

p Fuel growth through
competitiveness and investment

0 Cultivate the potential
of our people

The Coca-Cola
Company
Material issues and topics of
interest
* S4-Consumers'health and safety
» S4-Responsible marketing practices
» S3-Training and skills development
e S3-—Water and sanitation
e E5-Resourceinflows,
including resources

Growth pillars
0000

Key challenges

» Support for consumers, customers
and communities

« Profitable growth opportunities

» Value shareinour markets

» Sustainable sourcing

How we engage

» Day-to-dayinteraction as business
partners, joint projects, joint
business planning, functional groups
onstrategicissues and 'top-to-top’
senior management forums

P Earnourlicence to operate

Material issues and topics of
interest
« E1-Climate change mitigation
« E5—Resource outflows related
to products and services
« S4-Consumers'health and safety

Growth pillars

0000

Key challenges

« Increasing focus on ESG reporting,
suchas CSRD

« Maintaining focus on long-term
potential of the Group while
navigating short-term volatility

How we engage

« Ongoingdialogue with
analysts andinvestors, including
communication of our financial
results, as wellas during our AGMs
andinvestor roadshows.

« In 2024 we launched our first bitesize

investor event

Outcomes of engagement

« Ourpartnershipaddedtothe
strength and depth of our 24/7
portfolio

» Ongoing partnership within
sustainability, with a particular
example being the launch of the
first Coca-Cola System-owned and
operated packaging collection hub
in Nigeria

Relevant KPIs

* Revenue

» Value share

Principal risks
» Costand availability of
sustainable packaging
» Suppliers and sustainable sourcing
e Product-relatedregulatory changes
andtaxes

Outcomes of engagement

« Consistenttwo-way dialogue
between the Company and
investors, ensuring both good
understanding of long-term
Company strategy inthe markets
andthatinvestor concerns, are
considered in decision making

Relevant KPIs

« Managementaccess forinvestors
and analysts

« Fairand positive investor
perceptions of company
fundamentals and strategy

Principal risks

« Costandavailability of
sustainable packaging

« Theimpact of climate change on
the cost and availability of water

« Product-related taxes and
regulatory changes

« Foreign exchange fluctuations

« Managing our carbon footprint

« Geopoliticaland security environment

« Suppliers and sustainable sourcing
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Chief Operating Officer’s letter
Growing across our markets through operational excellence and our bespoke capabilities

At Coca-Cola HBC, we play to win.
This mindset is part of who we are,
and we channel it every single day
—not only in what we do, butin
how we do it, with our customers
at the heart of everything.”

Playing to win

2024 has been a year marked by strong growthin
a competitive environment. We have focused on
both the 'what'and the 'how’ to winin the market.
Ourintentional choices and strategic initiatives
have positioned us well for continued success,
helping us create our own opportunities.

24/7 portfolio driving growth

Our 24/7 portfolio has continuously delivered

in arange of market conditions, and 2024 was

no exception. Growth was led by our three priority
categories — Sparkling, Energy and Coffee.

Sparkling remains the mostimportant engine of
growth for our company, and we continued to gain
share and strengthen our leadership this year by
focusing on key occasions.

Energy performed well, with strong performances
from Monster, Predator, Fury and our premium
brand, Burn. We also saw growth in Coffee
volumes for Costa Coffee and Caffé Vergnano.

Bespoke capabilities as a key enabler
Our bespoke capabilities remain a differentiating
factor that sets us apartin the eyes of our
customers across all channels. These capabilities
are critical for us to better understand the real and

changing needs of our customers and consumers,

drive profitable revenue growth, and anticipate
orreact to new challenges faster and smarter.

By accelerating our bespoke capabilities, we drive
our growth algorithm. Itis one of the reasons
that we have delivered strongresults, even

in challenging markets.

In 2024, we made significant progressin
revenue growth management (RGM), route
to market (RTM), digital commerce, customer
management, data, insights & analytics (DIA)
and talent development.

RGM continues to drive profitable growth through
smart affordability and premiumisation solutions.
We deployed various RGM initiatives throughout
the year to maximise opportunities, for example
focusing on premium glass bottles in HoReCa.

When it comes to focusing on affordability, we
were agile with promotions and launched relevant
affordable pack propositions across all our
markets. In Nigeria and Egypt, we saw strong
results from our returnable glass bottles (RGBs),
our key affordable packin these markets.

Our omni-channel RTM further fuels our growth
journey, adapting to customer needs, with physical
and digital touchpoints.

In October, | had the privilege of participatingin
our first bitesize investor event, showcasing our
DIA capabilities. This event highlighted how we
turn datainto actionable insights, actingas a
connector and accelerator of our key capabilities.

Putting customers first

We are committed to putting our customers
first and our capabilities have allowed us to
serve them even more effectively through

a tailor-made approach.

We are pleased that our efforts have led to
positive Net Promoter Score results, which is

our customer value creation metric. We are
committed to closing the loop, with 24/7 support
available through our sales portal and a promise
torespond to customer queries within 48 hours.

In June, we were proud to hold our largest-ever
Market Impact Team (MIT) activation across the
organisation, where more than 7,000 colleagues
and our brand partners came together to support
more than 50,000 customers before the start of
the busy summer period. The dedication displayed
by teams across our markets was genuinely
remarkable and | am proud of the huge effort
made to create value for our customers.

Looking ahead

With our strong 24/7 portfolio, bespoke
capabilities and opportunities across our diverse
markets, we are positive about our ability to drive
growth with our partners.

As we look aheadto 2025, | would like to thank
our passionate, dedicated and resilient team.
As an organisation, we put our people at the
heart of our success, and our growth is
atestament to their commitment and
can-do attitude.

Iam confident that 2025 will be another great year
in which we will continue to play to win together.

TN

Naya Kalogeraki
Chief Operating Officer

i
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Our three business segments create a unique and diverse balance of markets which allows us to capture

growth opportunities.

Established markets

We were pleased to see organic
volume and revenue expansion
in 2024 despite a more sensitive
consumer environment in some
markets. Growth was fuelled by
strong execution supported by
our bespoke capabilities. We saw
growth from low- and no-sugar
offerings, particularly Coke Zero,
as wellas Adult Sparklingand an
ongoing strong performance
from Energy.

Developing markets

The segment showed ongoing
good momentum with broad-
based volume growth across
most categories and markets.
Sparkling grew well, supported
by growth from Coke Zero

and Sprite, while Energy also
expanded. Revenue per case
expansion benefitted from
continued revenue growth
management actions, and also
the rollout of Finlandia distribution.

Emerging markets

Volume growth was driven by most
categories, with strong double-
digit growth of Energy and Coffee.
Our DIA and RGM capabilities
allowed us to swiftly react to
macroeconomic challenges

and take pricing actions through
the year. Our affordable offers
continue to unlock further
per-capita consumption,

while other premiumisation
initiatives remain.

Net sales revenue (NSR)

€3,501.3m

NSR growth (organic)

+3.3%

NSR per case growth (organic)

+3.0%

Volume (million unit cases)

631.3

Volume growth (organic)

+0.3%

Volume breakdown

per country (%)

@ Italy 39%

@® Greece 20%

@ Austria 13%
Others 28%

Net sales revenue (NSR)

€2,385.2m

NSR growth (organic)

+12.7%

NSR per case growth (organic)

+10.0%

Volume (million unit cases)

482.6

Volume growth (organic)

+2.5%

Volume breakdown

per country (%)

@® Poland 45%

@ Hungary 21%
Czech Republic 12%
Others 22%

Net sales revenue (NSR)

€4,867.9m

NSR growth (organic)

+23.3%

NSR per case growth (organic)

+18.9%

Volume (million unit cases)

1,800.6

Volume growth (organic)

+3.7%

Volume breakdown

per country (%)
Nigeria 24%
Russia 22%
Egypt 17%
Others 37%

% change
2024 2023 reported

Population (million)* 91° -
GDP per capita (thousands US$)? 435 0.7%
Bottling plants (number) 15 -
Employees (number) 6,809 4.8%
% change

2024 2023 reported

Population (million)* 77 77 =
GDP per capita (thousands US$)? 19.5 19.0 2.4%
Bottling plants (number) 9 9 =
Employees (humber) 4,338 4,227 2.6%
% change

2024 2023 reported

Population (million)? 582 576 1.0%
GDP per capita (thousands US$)? 5.9 58 2.3%
Bottling plants (number) 38 38 =
Employees (number) 21,545 21712 -0.8%

1. Datasource: UN. Population excludes
North Macedonia.

2. Datasource:IHS Dec 2024 release.
GDP refers to 'GDP, real, harmonised’
inUS Dollars.

3. Restated number as per data source.
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" Leverage our unique 24/7 portfolio

2024 highlights

» Focuseddelivery of our strategic priority
categories of Sparkling, Energy and Coffee

o Continued close partnership with The Coca-
Cola Company to drive growth across our
unique 24/7 portfolio

» Expanded our low- and no-sugar ranges,

including launching Monster Energy Green

Zero Sugarin 16 markets

Drove Coffee growth with anincreasing focus

on the Out-of-home channel, in line with

our plans

Integrated Finlandia Vodka into our business and

expanded distribution to a further 19 markets

Continued to focus on driving mixability

opportunities through Adult Sparkling and

Premium Spirits

KPIs

« Organic revenue growth

» Organic revenue per case growth
» Volume growth

Principal risks and opportunities

» Marketplace economic conditions

» Product-related regulatory changes
and taxes

o Product quality and food safety

Read more on p.181 to 189

Material issues and topics of interest

o E5—Resource outflows related to products
and services

o S4-—Consumers' health and safety

* S4-—Responsible marketing practices

Read more onp.83to 172

Stakeholders
i \ \ _A
=) i

Read more p.10to 11

Innovating in a mixed
consumer environment

Our 24/7 portfolio meets consumer
needs for every occasion throughout the
day. Our advantaged categories, locally
relevant brands, and constant innovation
in collaboration with our partners keeps
us at the forefront of consumer choice
and customer preferences. With our
24/7 portfolio, we operate in a targeted,
locally relevant way, increasing value

for us and our customers.

Organic volume grew by 2.8%in 2024 (2023: 1.7%),
with all of our strategic priority categories of
Sparkling, Energy and Coffee, delivering growth,

Key to our growthis understanding our
consumers, and our partnership with TCCC
focuses on consumer loyalty, innovation and
marketing. We also work closely with our other
brand partners, innovating and expanding

our offerings.

Sparkling is our growth driver
Sparkling is one of our key growth drivers,
comprising c. 70% of our business. In 2024,
organic volume grew 1.5% (2023: 2.5%),
Trademark Coke grew by low-single digits,
while Coke Zero grew by mid-single digits.
Within the flavoured sparkling portfolio, both
Fanta and Sprite declined by low-single digits.

Our partnership with TCCC enables us to build
relevant consumption moments for consumers.
In 2024, we capitalised on the summer with music
and sport, activated across our At-home and
Out-of-home channels, and successfully
executed our Christmas campaign.

Innovation remains critical to attract new
consumers. We have introduced new, improved
formulas of Fanta and Sprite, as well as zero-sugar
versions. We have launched Coke Creations
flavours and Fanta Beetlejuice, and are benefitting
from on-pack Coca-Cola Marvel activations in
targeted markets.

Our low- and no-sugar propositions in Coca-Cola,
Fanta and Sprite are growing in our Established,
Developing and Emerging segments, driven by
consumer demand, innovation and execution.

In 2025 we will continue to create demand
for our sparkling portfolio through consumer
marketing programmes, product innovation
and best-in class shopper activations.

Adult Sparkling continues to grow,
ahead of Sparkling

Adult Sparkling delivered high single-digit

organic volume growthin 2024 and above average
revenue per case. We focused on driving mixability
and premiumisation, innovating with Schweppes
and Kinley, as we leverage our 24/7 portfolio and
expand into premium non-alcoholic sparkling
drinks and alcohol-free cocktails.

Our super-premium categories continue to grow
andwe launched Three Centsin 11 new markets,
bringing the total to 19 markets. The brand has great
potential from mixability trends in social occasions.
Our enhanced capabilities in data, insights &
analytics are helping us to target high-end Hotel,
Restaurant and Café (HoReCa) outlets, and we
continue to expect good growth in this category.

Energy continues its growth momentum

Energyis one of our fastest-growing segments
within NARTD, growing 30.2% and contributing

c. 8% of Group revenue in 2024 (2023: c. 7%).
Ongoinginnovations include the launch of
Monster Energy Green Zero Sugar, which have
been successfulin our Established and Developing
markets. In Emerging, continued strong growth of
our affordable brands, Predator in Nigeria and Fury
in Egypt, was driven by football campaigns and
localinfluencers.

We have navigated new regulatory measures
in Poland and Romania, which restrict sales

of energy drinks to minors. We are positive
about the mid-term potential of Energy and
are attracting new consumers through disruptive
marketing and a wide range of flavours.

Coffee growth driven

by Out-of-home channel

We saw 23.9% organic volume growth in Coffeein
2024 (2023: 31.5%) and we expanded distribution
across our markets, adding another 4.300 new
outletsintheyear.

We are focused on driving growth in the Out-of-
home channel with both Costa Coffee and

Caffe Vergnano, while premium HoReCa customers
remain our priority for Caffé Vergnano.

Our Coffee Academy trained an additional
2,000 colleaguesin 2024, enhancing our future
growth capabilities.
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0 Leverage our unique 24/7 portfolio continued

Premium Spirits expand with roll-out
of Finlandia

Premium Spirits delivered organic volume growth
of 31.8%in 2024. Alarge driver of this was the
expansion of Finlandia Vodka, which we acquired
from Brown-Formanin November 2023.1n 2024,
we expandedinto 19 new markets where we didn't
have distribution rights prior to the acquisition.
Finlandia Vodka enhances our premium spirits
credentials and opens up mixability opportunities
with our NARTD portfolio.

Partnerships are key to growth in Premium Spirits.
In 2024, we grew our partnership with Bacardi,
rolling out distribution into an additional nine
markets after starting with the Czech Republic
and Hungary in 2022. Along with Bacardi, we
continued our successful partnership with
Brown-Forman, expanding our portfolio with
super-premium Gin Mare, and with Edrington,
celebrating the 200th anniversary of

The Macallan.

We launched the ready-to-drink Jack Daniel's &
Coca-Colacaninafurther 15 markets, following
Poland, Hungary and the Island of Ireland launches
in2023.

Watch our Finlandia Vodka showcase
video at the Athens Bar Show

Still brands powered by summer of sport

Sportdrinks remain one of the fastest-growing
categoriesin NARTD and our leading brand,
Powerade, was launched in three new markets
in 2024 and delivered strong mid-teens volume
growth. Powerade played a prominentrole

in major local running events and marathons,
such as the Vienna City Marathon and the Athens
Classic Marathon, as well as other local sporting
events, including tennis and padel tournaments.
Additionally, Powerade was the official sports
drink of the Paris 2024 Olympic Games, creating
opportunities for consumer engagement
activations across our territories. By aligning with
high-profile athletic events, Powerade reinforced
its brand presence and deepened its connection
with active consumers.

Ready-to-drink tea delivered mid-single digit
volume growthin 2024 (2023: low-single digit
growth) despite challenging conditions. We
prioritised profitable revenue growth in Water,
with afocus on profitable packs and brands. Juice
volume declined low-single digits (2023: low-single
digit decline),impacted by market dynamics.

Giving consumers choices for their
diet and lifestyle

We are committed to satisfying great taste
and promoting healthy and balanced diets,
supporting recommendations by leading
health authorities and prioritising responsible
marketing, whichis one of our material topics.
Inline with our business strategy, we are focused
on giving consumers broader choices to meet
current and future preferences. We produce
new innovative low- and no-sugar drinks, offer
small packs for portion control, and promote
low- and no-sugar beverages. Read more

on our approach to nutrition on our website,
Nutrition | Coca-Cola HBC, in our GRI Content
Index and in the Sustainability Statement,
including our commitments, nutritional labelling
and responsible marketing practices.

Sustainable packaging

Sustainable packaging

is one of our material

topics, and you can | SR
read more about this "‘* r
in Earn our licence
to operate.

Read more onp.24 to 29

Quality and consumer feedback

We are committed to ensuring the safety and
quality of all the products we manufacture
and distribute. Food loss and waste, and
product quality are both material topics

for our business. In 2024, consumer
complaints were broadly similar to previous
years. There was one product quality incident
in 2024, resulting in a product recallin Austria.

We marked World Food Safety Day

and World Quality Week with targeted
campaigns on our journey from compliance
to performance. Read more about our
approach to food loss and waste and how
we are mitigating agriculture's social and
economic impacts on our website Policies
Coca-Cola HBC.

See our World Food Safety
Day video:

Prioritiesin 2025

Continue to deliver growth across our
unique 24/7 portfolio, led by our strategic
priorities of Sparkling, Energy and Coffee
Continued strong Sparkling growth,
supported by our partnership with TCCC
Drive growth and premiumisation with
Adult Sparkling

Continue to grow in Energy, supported by
the roll-out of Monster Green Energy Zero
Sugar and affordable offers in Africa
Increased prioritisation of the Out-of-home
channelin Coffee

Accelerate Stills, particularly focused on
Powerade and FUZETEA

Drive profitable growth and value share

in close partnership with TCCC through
key occasions

Increase marketing of low- and

no-sugar drinks

Ensure product quality, safety and integrity
remain key

UN Sustainable
Development Goals

We serve our consumers with a

broad range of high-quality products.

In doing so, we create value by
contributing to the Sustainable
Development Goals for good health
and wellbeing, innovation, responsible
production and consumption, as well
as partnerships.

GOOD HEALTH INDUSTRY, INNOVATION 12 RESPONSIBLE 1 7 PARTNERSHIPS
AND WELL-BEING AND INFRASTRUCTURE CCONSUMPTION FOR THE GOALS

» | & |00 &



https://www.coca-colahellenic.com/en/about-us/corporate-governance/policies
https://www.coca-colahellenic.com/en/about-us/corporate-governance/policies
https://www.coca-colahellenic.com/en/a-more-sustainable-future/mission-2025/nutrition
https://www.linkedin.com/posts/coca-cola-hbc_as-part-of-our-247-portfolio-we-were-thrilled-activity-7262501276674936833-LIJj?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_as-part-of-our-247-portfolio-we-were-thrilled-activity-7262501276674936833-LIJj?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_as-part-of-our-247-portfolio-we-were-thrilled-activity-7262501276674936833-LIJj?utm_source=share&utm_medium=member_desktop
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? Win in the marketplace

2024 highlights

» Strongrevenue expansion and continued
profit growth

e Theleading contributor to revenue growth

in FMCG across our retail customers

Rolled out our next-generation CRM system

to a further five markets, bringing the total to

23 markets

Used our data, insights & analytics (DIA) tools

to develop leads and opportunities for the

HoReCa channel

KPIs

» Organic revenue growth

« Organic revenue-per-case growth
e Volume growth

Principal risks and opportunities

» Foreign exchange fluctuations

» Marketplace economic conditions

» Business interruption

» Product quality and food safety

» Geopolitical and security environment

» Costand availability of sustainable packaging
» Suppliers and sustainable sourcing

o Cyberincidents

Read more onp.181 to 189

Material issues and topics of interest

» E1-Climate change mitigation

» E5—Resource outflows related to products
and services

e S3-—Training and skills development

Read more onp.83 to 172

Stakeholders

Iy

e 2

Read moreonp.10to 11

al

Bespoke capabilities with
exceptional people

To win in the marketplace, we develop
and deploy our bespoke capabilities,
which are critical for understanding the
changing needs of both our customers
and consumers. We also rely on our
talented salespeople, or Business
Developers, who develop long-lasting,
winning partnerships with customers.

Our customers range from global supermarket
brands and independent convenience stores
torestaurants and e-retailers. Understanding
their needs and consumer relationshipsis critical
to our continued success.

In 2024, our winning customer partnerships
resultedin strong revenue-per-case expansion
and profit growth, driving 150bps* of value share
expansionin NARTD?in 2024, and a 20bps
improvement in value share expansion

in Sparkling?.

Targeting personalised execution for every
outlet — using our bespoke capabilities
Our goalis personalised execution for every outlet.
This requires continuous development of our
bespoke capabilities, including DIA, revenue growth
management (RGM) and route to market (RTM).

Customer management

In 2024, we were once again the leading
contributor to revenue growth in FMCG
across our retail customers?.

Our approach to joint value creationlies at the
heart of our successful customer partnerships.

In 2024, we rolled out our next-generation CRM
system to five more markets, bringing the total to
23 markets, and we strengthened our customer
management capabilities.

1. Basis points
2. Accordingto market researcher Nielsen

3. Excluding Russia

CustomerGauge 'voice of customer’ software,
which enables instant feedback from customers,

is now rolled outin allmarkets and our Net Promoter
Score hasincreased from 59 to 65, inparta
reflection of increasing the number of resolved
customer cases within 48 hours to 93% (2023: 83%).

Digital commerce

In 2024, we continued investing in digitalising our
route to market, both route to customer and route
to consumer.

We have continued to collaborate with Food
Service Aggregators (FSAs), plus e-retailers

and food delivery platforms, for omnichannel
consumption. Our focus on digital shelf execution
and data-driven shopper activation led to strong
double-digit revenue growth online, together with
online market share expansion. On food delivery
platforms, we aim to sell a drink with a meal, and
this 'beverage attachment'rate grew to 27%
from 26%3in 2023.

Our Customer Portal e-business-to-business
(eB2B) platform has continued to grow and is our
main order-taking channel, representing 11% of
orders made in 2024.

Our bespoke capabilities enable us to target execution

excellence for every outlet

Revenue growth
management

RGM enables us to drive
premiumisation and smart
affordability solutions

Data, insights
& analytics O
Datadriveninsights, allow

micro-segmentation of
our customers

Digital commerce
Route-to-customer through
eB2B Route-to-consumer
through e-retail and

delivery apps

Execution
Excellence

forevery
outlet

Route to market

Cost optimised, value creating
outlet coverage, thatis both
physical and digital.

$<

Talent ~

70*development

Investing in our

people and their
development remains
our 'lighthouse' capability

Customer management

Joint value creationis at the
heart of customer partnership.
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p Win in the marketplace continued

Meanwhile, we have scaled our business-to-
business digital marketing capabilities, launching
automated customer engagement journeys, and
piloting generative Al marketing campaigns, with
promising first results on customer engagement.

Sirvis, our 24/7 multi-category, eB2B aggregator
ordering platform, was rolled out in three new
countriesin 2024. The platform connects
Out-of-home outlets to wholesale suppliers

of goods and services providers, and provides
an additional growing revenue stream for us.

Data, insights & analytics — translating
datainto actionable insights
DIAis vitalin understanding our customers and

consumers so we can serve them better and
achieve personalised executionin every outlet.

In October we hosted our first bitesize investor
event: adeep dive into our DIA capability, sharing
how we turn data into actionable insights, leveraging
statistics, machine learning and Al. We discussed
how we use Al algorithms to scan external sources
and prioritise outlets, pinpointing leads and
opportunities, to expand our 24/7 portfolio.

We also shared powerful case studies. For example,
in Egypt we have used data to prioritise investment
in Cairo and Giza, to drive higher visibility of our
brands, improving execution and driving sales.

We identified 11,000 kiosks and grocery stores to
activate and place our coolersin, resultingina 33%
increase in sales compared with benchmark outlets
that were not activated in this way. We are looking
to scale this approach to more outlets in 2025.

Watch our DIA capability webinar o

Strategic Report

In 2025, we willalso focus on building analytics

for our Customer Portal with intelligent and
personalised digital marketing, and using
generative Altoimprove our current algorithms.
We willincrease the variety of external data sets
we use in the model, such as using outletimages,
customer reviews, comments and feedback

to furtherincrease the intelligence of the model
and improve our targeting ability.

The bitesize DIA investor event was hosted by our
COO, Naya Kalogeraki, and led by our Head of DIA,
Ruchika Sachdeva. Follow the link from the QR
code towatchit.

Revenue growth management

We are using our RGM framework to meet
consumer demand for affordability and
premiumisation. We benefit from the breadth
of our 24/7 portfolio, with different price points,
as well as our ability to adapt package formats
for different occasions and affordability needs.
Using our RGM capabilities, we implemented
price increases where requiredin 2024, as well
as drove mix increases, balancing premiumisation
and affordability to meet local needs.

Our affordably priced, returnable glass bottles
(RGB) in Nigeria and Egypt continued to deliver
astrong performance, and we increased sales
of premium small glass bottles in HoReCain
our Established segment through the summer.

Route to market

Each day, our Business Developers serve
almost two million customers across our markets.
In 2024, we deployed our dynamic routing tool
in 18 countries with an estimated 15% reduction
in travel time for our Business Developers,
freeing up more time for them to meet face

to face with customers.

We also added 57,000 more cooler doors, which
helps to drive single-serve mix and revenue
growth. We now have over 90% coverage of
coolersin high-potential outlets.

Refreshing more consumers and customers than ever before
through our physical and digital routes to market

2024 in numbers*

12,200

Business Developers

70%

1.8 million 1.3 million

Customers Cooler doors

We have focused on using more data, for example,
image recognition, cooler door openings and DIA
insights, to continue to improve our in-store
execution. We have upgraded our physical RTM

to adapt to our digital transformation and we now
have around 200,000 active digital customers
through all our B2B platforms.

Talent development is our

lighthouse capability

We are building capabilities by offering world-class
training for colleagues in our Sales Academy, and
our recently launched DIA and Digital Commerce
Academies. We are on track to upskill more than
6,000 Business Developers by the end of 2025.
Ourlearning culture is embedded throughout our
Company as we make learning accessible through
technology-enabled solutions. One example of
thisin practice was in November, when we held a
month-long celebration of learning and innovation,
INNOvember, inspiring colleagues to embrace
technology in their everyday work, in particular Al.

You can read more about talent developmentin
Cultivate the potential of our people onp.20to 23.

Watch our highlights video from INNOvember o

of stores visited directly

>90%

Cold drink equipment
(CDE) coverage in
high-potential outlets

4 Data excluding Russia

Prioritiesin 2025

» Strive towards personalised executionforevery
outlet, leveraging our bespoke capabilities
Accelerate digital commerce with Customer
Portal and Sirvis, our eB2B aggregator
ordering platform
Build analytics for Customer Portal,
withintelligent and personalised digital
marketing, and improve our current
algorithms with generative Al solutions
Continue to enhance our competitive
advantage from segmented execution
insights, particularly in our HoReCa channel,
and leverage insights from promotion analytics
Upskill more than 6,000 Business Developers
in DIA and digital commerce by the end of 2025

UN Sustainable
Development Goals

As we build our business by helping our
customers to grow and thrive, we contribute
to achieving Sustainable Development
Goalsrelatedto ending poverty, decent
work, sustainable communities, responsible
production and partnership.

GOOD HEALTH
AND WELL-BEING

DECENT WORK AND
ECONOMIC GROWTH

o

1 ggvmv

Lk

PARTNERSHIPS
FORTHE GOALS


https://www.linkedin.com/posts/coca-cola-hbc_innovation-creativity-and-digitalisation-activity-7274455359853891584-euw5/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_innovation-creativity-and-digitalisation-activity-7274455359853891584-euw5/?utm_source=share&utm_medium=member_desktop
https://sparklive.lseg.com/CocaColaHBCAG/events/08373174-c1a7-46d0-9b03-20a88d2d92d1/coca-cola-hbc-investor-events-1-data-insights-analytics
https://sparklive.lseg.com/CocaColaHBCAG/events/08373174-c1a7-46d0-9b03-20a88d2d92d1/coca-cola-hbc-investor-events-1-data-insights-analytics
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p Fuel growth through competitiveness and investment

2024 highlights

» Addedanew Monster canninglinein Italy

* Ramped up our €11 million rPET unitin
Romania to full production

» Reached 60%' energy-efficient, connected
coolers across our markets

» Rolled out 'Digital Twin'in three
additional plants

» Integrated Finlandia Vodka into our supply
chain, driving growth in Premium Spirits

KPIs

o Organic EBIT growth

o Comparable EBIT

o Comparable EBIT margin
o Capexas % of NSR

« ROIC

Principal risks and opportunities

» Marketplace economic conditions

» Product quality and food safety

o Suppliers and sustainable sourcing

o Cyberincidents

» Costand availability of sustainable packaging

» Theimpact of climate change on the cost and
availability of water

» Managing our carbon footprint

Read more p.181 to 189

Material issues and topics of interest

o E1-Climate change mitigation

o E3—Water consumption

o E5-—Resourceinflows, including resources

» E5—Resource outflows related to products
and services

» S3-—Water and sanitation

Read more p.83to 172

Stakeholders
AT

Read more p.10to 11

Investing to refresh and
grow, sustainably

We continue to invest to support
our growth ambitions and have a
broad footprint of 62 production
plants, including five mega-plants,
across 29 countries.

Our investment falls into four broad
categories, all of which integrates
sustainability investment.

Investing in renewal and refreshment
of European capacity

We are investing in renewing capacity in Europe,
replacing older lines and implementing new
technologies. Every newline:

» enablesinnovation of the product and
package for consumer attractiveness;

* improves our environmental footprint
(water and energy); and

» improves productivity and reduces our
cost-per-unit case of production.

Investing in growth

We invest to enable our growth ambitions
and targets.

In our Emerging segment, we are seizing the
growth opportunities from both a young and
fast-growing population, and the opportunity
toincrease per-capita consumption of
NARTD beverages.

Forexample, in Egypt, we installed an additional
PET linein 2024 to meetincreasing demand. This
line has also allowed us to expand our production
of Energy drinks, a category that we launched in the
marketin 2023 and which has seen rapid growth.

We are also investing in growth in our Established
segment. For example, in January 2024, we
commissioned a Monster canning line in Italy.
This is now fully operational, bringing our total
number of Monster producing canning lines to

seven across six countries. We continue to invest
in our partnership with Monster Energy, with
Energy being one of the fastest-growing
categoriesin NARTD beverages.

Investing in digital, data and technology

Fuelling our growth requires investment behind
digital technology and new business models,
blended with our continuous focus on
productivity and efficiency improvement.

In 2024, we continued to focus on embedding digital
ways of working throughout the Group to deliver
prioritised business outcomes. We consider three
critical categories wheninvestingin digital, dataand
technology: consumer and customer centricity (read
morein 'Wininthe marketplace' onpages 16 to 17);
employee experience (read more in 'Cultivate the
potential of our people' on pages 20to 23); and
operational productivity.

We were able to achieve animprovementin
production overheads as a percentage of NSR

in 2024, supported by the ongoing end-to-end
understanding of our manufacturing andlogistics
network, enabled by technology and digital
solutions. One exampleis the roll-out of 'Digital Twin'
inthree marketsin 2024. Digital Twin creates a digital
replica of a plant enabling optimised resource use and
efficiency savings, We plan to expand this into two
additional plantsin 2025, In 2024 we also finished
the technical roll out of our advanced demand
and supply planning system Blue Yonder, finalising
the replacement of our old systems.

Investing in logistics, including
automated warehouses

Our logistics strategy targets unparalleled service
and being areliable, trusted and preferred partner
forour customers. In 2024 we started further
improvements and digital investments into our
end-to-end order process and real time tracking
of our delivery services.

We also continue expanding our automated
warehouse capacity which allows us to support
our growth ambitions while continuously
improving productivity.

1. Excluding Egypt

Sustainability investment - a consistent
focus across all our investments

Our approach to sustainability is doing what
is right, while creating value for the business
and strengtheningresilience. Sustainability
investment cuts across all our investment
categories and underpins every investment
decision we make. In 2024, we achieved

the following:

Energy-efficiency

» Increased the number of new energy- efficient
coolersin customers' premises, bringing the
total to 60%! (2023: 55%), supporting our
revenue growth management strategy and
sustainability goals.

o Installed afurther IMW of solar generation
in Nigeria, increasing the total of on-site
renewable capacity to 13MW, improving
the security of supply and reducing
carbon emissions.

« Increased on-site photovoltaic (PV) capacity
in Europe by IMW, completinginstallation
inthe Czech Republic and Greece,
bringing total installed PV
capacity across all
our countries
to 24MW.
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o Fuel growth through competitiveness and investment continued

Sustainable packaging

* Rampedup our €11 million rPET unit in Romania
to full production, enabling the production
of 100% rPET bottles and capitalising on the
new nationwide DRS. This investment brings
all three elements of packaging circularity,
(meaning beverage container collection, rPET
production and 100%rPET bottles), to fruition
inthe business unit.

» Reached full production capacity on our new
reusable glass bottle (RGB) line in Austria.
Thelineis alsofilling our new ‘universal’
reusable glass bottle. Premium RGB beverage
production continues to increase, reaching
16% of total Austrian volume in 2024, up ¢.2%
on the prior year, while volumes packagedin
glassincreased by 9% overall. Our recovery rate
of RGBsin Austriais >85% and is an important
element of our circular packaging strategy.

» Following the successful transition to tethered
closures across all our EU markets, we continue
to focus on further optimisation opportunities.
We willroll out a new PET bottle neck finish
across all our geographies starting with
Nigeriain 2025. This initiative further reduces
the weight of the PET bottle and closure.

Full roll-out savings are estimated at 12,000
tonnes of plastic materialand 13,900 tonnes
of CO, annually.

« Inltaly, we introduced a lightweighted carton
for our 150ml can multipack. Thisis a further
evolution of our initial step of substituting
plastic shrink film with a more circular-friendly
carton packaging solution. This successful
pilot will be rolled out in other geographies
where applicable.

Our new RGB linein Austria
I i

¥ .

First-ever 400m|

returnable and resealable™ =
glass bottle in the market _E_“’

 In 2024, we have continued toreduce the
amount of material used in our labels across
most of our markets. We expect to complete
this project in all our markets by the end of 2025,
delivering approximately 550 tonnes of plastic
and 1,000 tonnes of CO, reduction respectively.

Strengthening our supplier partnerships
and supply chain effectiveness

We consider our suppliers as critical partners,
contributing to the ongoing and sustainable
success of our business. Under a unified
procurement framework, we divide our supply
base universe of around 15,000 parent level
supplier organisations into direct and indirect
spend suppliers, and segment according to
theirimportance.

Click here toread more °

Monitoring supply chain effectiveness

Our robust, collaborative approach to monitoring
our supply chainis crucial for reducing our scope 3
emissions and ensuring compliance with our
Supplier Guiding Principles. We monitor the
performance of our key suppliers through annual
internal assessments and third-party compliance
audits, the EcoVadis 1Q Plus Tool and EcoVadis Risk
Assessment platform. EcoVadis helps us monitor,
assess and benchmarkrisks using 21 criteria and is
our common ESG assessment platform across
the Coca-Cola System, where we exchange
information on supplier ESG performance.

We recognise supplier certifications (including
ISO9001,1SO 14001, ISO 50001, FSSC 22000
and ISO 45001). For agricultural commodities,
we recognise international certifications such
as the Rainforest Alliance, Fairtrade, Bonsucro,
the Sustainable Agriculture Initiative (SAI),
Platform Farm Sustainability Assessment (FSA),
VIVE1 and Global GAP+GRASP2. Alllong-term
contractors and contracted services on site are
assessed on human rights through workplace
audits every three years.

We are investigating how to extend risk
assessmentin our supply base, leveraging Al

and customised alerts, giving our strategic
procurement team faster access to critical events,
and information, affecting our supply chain.

We are also supporting our suppliersinimproving
their ESG performance. In 2024, we initiated ESG
performance debrief sessions with specialists
from sustainability intelligence platform EcoVadis
and our vendor teams. We are committed to

our annual capability-building programmes.
These range from training by in-house teams
and partners like EcoVadis, VIVE and Bonsucro,
torunning higher-level academy sessions
targeting critical topics such as reducing GHG
emissions in support of our scope 3 targets.

You canread more on this in Earn our licence

to operate on pages 24 to 29.

1. VIVEisasustainable supply programme

2. Certification and benchmarking for responsible farming practices

Prioritiesin 2025

o Enable profitable business growth through
securing product availability, innovation
and cost management
Continue to improve the environmental
impact of our operations and packaging
Install additional lines to meet demand and
execute automated warehouse projects
Achieve unparalleled customer experience
with continued logistics and planning focus
as well as expansion of digital tools
Roll out Digital Twin to two further plants

UN Sustainable
Development Goals

Our sustained efforts to reduce our
costs and improve our impact have

generated significant results for our
business, our communities, society

and the environment. These results
correspond to contributions to the
Sustainable Development Goals for
clean water and sanitation, clean energy,
economic growth, industry innovation,
sustainable communities, responsible
production, climate action, life below
water and life onland.

CLEAN WATER 8 DECENT WORK AND INDUSTRY, INNOVATION
AND SANITATION ECONOMIC GROWTH AND INFRASTRUCTURE

PARTNERSHIPS
FOR THE GOALS



https://www.linkedin.com/posts/coca-cola-hbc_netzeroby40-circulareconomy-sustainability-activity-7209478978611331072-x_e9/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_netzeroby40-circulareconomy-sustainability-activity-7209478978611331072-x_e9/?utm_source=share&utm_medium=member_desktop
https://www.coca-colahellenic.com/en/about-us/what-we-do/supply-chain
https://www.coca-colahellenic.com/en/about-us/what-we-do/supply-chain
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(' Cultivate the potential of our people

2024 highlights

» Continued to build high-performing sales
teams and strengthened our commercial
talent pipeline with internal successors
Improved our engagement score to 88%,
stayingresilient and connected with our
teams through continuous listening
Embedded our growth mindset-driven
culture through leadership role-modelling
behaviours, focusing on driving simplicity
and proactive collaboration
Strengthened workforce diversity by
increasing share of female leaders, while
building an inclusive workplace

KPIs

* Employee engagement

» Percentage of managers who are women
» Lost Time Accident Rate

Principal risks and opportunities

» Geopolitical and security environment
o Health and safety

e Businessinterruption

» People attraction and retention

Read more onp.181 to 189

Material issues and topics of interest
* S1-—Health & Safety

S1-Secure employment
S1—"Training and skills development
e S1-Diversity

» S1-Gender equality and equal pay

Read moreonp.83 to 172

Stakeholders

JavataN

=

Read more on p.10

A
%

Strengthening our culture

We believe that it is only with the strength,
competence and engagement of our
people that we will achieve our vision and
ambitious growth plans. Our colleagues
across all our markets have truly
embraced our purpose, Open up moments
that refresh us all. This purposeis our
North Star as we aim to drive impact,
operating with a growth mindsetand a
beliefin creating a better shared future.
Over the past two years, we've embedded

our culture manifesto across Coca-Cola HBC,
including our purpose, vision, leadership model,
values and behaviours. In 2024, we focused on

buildingunderstanding, integration and helping
leaders to bring our values to life.

To ensure that we live our behaviours day by day,
they are integrated into employee performance
reviews. Three key behaviours (collaboration with
a customer-centric mindset, growing ourselves
and others, and make it simple) encapsulate our

i
~=>

Business
Relevant

/@X’
Simple &
Sustainable

People
Focused

Grow the best Teams to deliver our
Growth strategy

core expectations and we have developed
measures to evaluate them, ensuring maximum

impact on both personal growth and our business.

To bring our culture to life and support teams
across our markets, we have introduced our

Line Managers & Employee Handbook. Our
purpose and values awareness campaignin 2024
showcased what it means for us to live our values
and behaviours. Sharing stories from our diverse
and talented people across our markets continues
to be a platform for recognising our culture
ambassadors and promoting the behaviours

we would like everyone to live at Coca-Cola HBC.
It ensures colleagues feel seen, heard, valued
and connected to each other and to our culture.

Manifesting our values

MY CULTUn.
HANDBOOK
v QIO

People & Culture -
Purpose and Vision

Building on global trends and reflecting on the
insights from our employees, line managers and
our Executive Leadership Team, we involved our
People & Culture community to co-create our
People & Culture Purpose and Vision.

Our People & Culture purpose unites us:
Together, we open up the potential of all our
people. At the core of our vision is a dedication
to growing the best teams to deliver our growth
strategy, through nurturing our unique culture,
cultivating the talent of our people, enhancing
our employee experience and driving
continuous growth.

Transforming the digital
employee experience

In 2024, we continued our digital transformation
journey, helping to shape a future-ready, engaging
andinnovative workplace. Our new Helo and
Refresh platforms digitalise processes and foster
aninclusive and productive employee experience.

» Helo, onthe Workday platform, streamlines
workforce administration by empowering
employees with self-service tools and equipping
managers with resources to better support their
teams. This frees up time for employees and
simplifies ways of working across the organisation.

o Refresh, on Microsoft Viva and SharePoint,
is our enhanced employee experience and
intranet platform, replacing fragmented
intranet pages across our markets. It centralises
tools and resources, enhancing productivity,
enabling smarter working, strengthening
connections and cultivating a truly global
workplace culture.

We have also introduced a digitalised end-to-end
onboardingjourney for external candidates and
internally promoted employees, which covers
pre-onboarding orientation, hiring administration
and a comprehensive learning journey. Our new
approach provides newcomers with 360-degree
support from managers, colleagues and buddies.

Our rewards process s also being digitalised
toimprove transparency and provide a better
experience for line managers, employees and
People & Culture teams. In 2024, we started to roll
out the digital meritincrease and annual bonus
processes for managers, and have received positive
feedback on the new digitalised experience.

Redtalks —the power of storytelling o'—

R PEOPLE
STORIES
@j CULTURE

e s [ o



https://www.youtube.com/watch?v=ZqIlc3f0L-4
https://www.youtube.com/watch?v=bfgRq0oNu48
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Supporting our people
in Ukraine

During the third year of the war in Ukraine,

our people, with the support of the whole
Coca-Cola System, continued to demonstrate
resilience, mutual support and collaboration.
Their safety remains our number one priority,
while adaptation and winning in the new reality
became our motto for 2024. This year, we
continued with stress management and
resilience webinars, and town halls with our

General Manager and the local leadership team.

Based onthese discussions, we implemented
severalinitiatives, including the upgrade of the
basement of our premises into a fully operating
shelter with comfortable working conditions.
We also launched aninternship programme,
covering all functions and enriching our
organisation with 15 young talents.

We continue supporting our Diversity, equity
&inclusion (DEI) agenda, having started a
cooperation with the 'Zhyttelyub' foundation,
which helps the more senior population of
Ukraine in reskilling and employment. We are
developing our 'Women in Sales' community
to support female employees in their

career development. We continue living our
corporate values, driving internal volunteering
and helping the wider community of Ukraine.

Engagement and collaboration

We believe employee engagement drives
motivation, productivity and organisational success.
We measure engagement through six key metrics:
teamwork, energy, resources, strategy belief, pride
and advocacy. To track focus areas and overall
engagement, we conducted two employee
surveysin 2024, achieving a 90% participation
rate (88%in 2023). Our focus in 2024 included
simplification (+2 percentage points (pp) from 2023),
collaboration (+2pp from 2023), retention (+1pp from
2023) and overallengagement. These efforts led to
an all-time high sustainable engagement index score
of 88% (+2pp from 2023). Our Business Developer
and newcomer engagement scores were also up
3pp compared with last year. Our engagement
score exceeded the Perceptyx Global Top Decile
Norm by 2 pp, reaffirming our performance against
top-tier companies.

88%

sustainable engagementindex score

89%

beliefin our strategic priorities

93%

feel proud to be part of Coca-Cola HBC

%
89%
would recommend working at Coca-Cola HBC

Our cross-functional collaboration has also
significantly improved, as measured through
ourinternal Collaborating for Impact survey.
Our Net Promoter Score from our country
teams landed at 28 (+3pp from 2023). Through
systematic cross-functional action plans, we
aim to elevate both customer and employee
experience, leading to a more collaborative
and customer-centric organisation.

We have updated our feedback loops, including
colleague feedback and upward feedback, to occur
twice ayear, aligned with our performance reviews.
We are aiming to increase the number of employees
covered by our feedback cycles and are gaining more
valuable insights, with 70% coverage rate in colleague
feedback (67%in 2023) and 80% in upward feedback
(82%in 2023). We have streamlined performance
reviews, reducing the number of formal steps and
allowing for more meaningful dialogues.

Employee turnover has continued to fall, landing
at 10.5% compared with 11.4%in 2023. Retention
remains a key priority, through attractive
remuneration and benefits, as well as our focus
on employee wellbeing and engagement.

Wellbeing and rewards

We strive to ensure everyone feels valued,
recognised and supported in their pursuit of
professional development and wellbeing through
our policies, comprehensive benefits and innovative
wellbeinginitiatives. Our Wellbeing Framework
focuses on physical, mental, financial and

social health.

In 2024, we reinforced our commitment to
employee wellbeing through dedicated sessions
across our regions, highlighting our Employee
Assistance Programme (EAP), which is available to
more than 26,600 employees. As aresult of these
sessions, we have increased EAP utilisation and
improved the engagement with the EAP app.

Our Wellbeing Hub features a wealth of resources,
including stress managementbooklets and other
wellbeing-focused materials. Our commitment to
employee wellbeing earned us high commendation
inthe European Wellbeing Excellence category

of the TELUS Health 2024 Wellbeing Awards.

Health and safety

We are committed to driving an occupational
health and safety culture to provide a safe place
of work for all our employees, contractors, visitors
and individuals under our supervision, targeting
zero accidents across all our operations and sites.

We are continually improving our systems and

initiatives, and expanding our behaviour-based
safety (BBS) programme to broaden the reach
of our safety culture.

In 2024, we launched the BBS programme

in the route-to-market (RTM) areain several
countries, including some external distribution
centres. We have continued quarterly compliance
assessments, adhering to TCCC's Life Saving
Rulesinall our facilities!, with an implementation
rate of 86.8%. Each assessment s followed by
dedicated corrective actions to address any
critical gaps.

We are proud to report zero on-site fatalities this
year. However, we regret to report two fatalities
among contractors and employees due to road
accidents (five in 2023). Whilst our Lost Time
Accidents (LTAs) among employees since 2017
have reduced by 2.4 times, unfortunately they
increased last year (100in 2024; 89in 2023).
Thankfully no severe injuries were recorded across
the organisation. On a positive note, we report a
reductionin contractors' LTAs compared with the
previous year, underscoring our relentless efforts
to ensure a safer working environment for
everyone involved.

We launched a new interactive health & safety
e-learning course, which is mandatory for all
employees. Our Sales Academy was also enhanced
with new health & safety-related e-learning courses,
which have already been completed by more than
3,200learners, ensuring that safety is a priority
across all functions.

In 2024, we introduced monthly Safety

Awareness Days and strengthened our health &
safety culture and engagement through increased
communication from our senior leaders. For the
firsttime, a dedicated health & safety update was
included in our Leadership Conference as a key
topic, highlighting our commitment to integrating
safety into all aspects of our operations.

1. ExcludingRussia
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Diversity and inclusion

Diversity, equity &inclusion (DEI) is key for
diversity of thinking and fostering psychological
safety throughout our organisation, so everyone
feels they are respected and belong. During 2024,
we continued to uphold our DEI commitments by
increasing the number of our female leaders.

We are closely monitoring our progress across
recruitment, talent development and retention,
and embeddinginclusive leadershipin our
leadership development programmes.

45.5%

female leaders

56%

external female managerial hirings

internal female managerial appointments

As we strive to build a gender-balanced
organisation, our focus is onincreasing the
representation of women throughout Coca-Cola
HBC. We have improved our gender balance at all
levels, with 43.5% of management positions now
held by women, a 1.7pp increase since last year.

We held Women Network sessions in Austria,
Ireland, Egypt and Nigeria, and virtual talks with
our women inthe DTPS and Finance functions
toincrease visibility and knowledge sharing.

Over the past year, 69 of our female leaders
participatedin our Womenin Leadership
programme, which aims to build engaged and
capable female leaders, support their transition
into new roles and challenge cultural factors
that may hold them back. Since the start of the
programme in 2022, 56% of participants who
completed the first programme, and 50% of
participants who completed the second
programme, have been promoted.

We also held female community talks, featuring
our COO, Naya Kalogeraki, and our CPCO, Ebru
Ozgen, who joined our female leaders in a panel
discussion. In Nigeria, we have developed a female
development programme, helping women to build
self-belief and self-confidence.

Further highlights include the following:

o Our CEO continuing to be ajudge at the WeQual
awards for female leaders

» Participatingin the LEAD conference in
Hungary, asa TCCC partner and beverage
sponsor —the largest diversity and inclusion
event for the European FMCG and retail industry

» Supporting The Boardroomin Greece and
Switzerland to develop women for boardroles

To ensure we adhere to all applicable laws and
regulations and demonstrate best practice
around DEI, we regularly review our Human Rights
Policy, our Code of Business Conduct and other
internal standards. Read more on pages 131 to
132 and on our website.

We received nine diversity-related awards in
2024 in recognition of our efforts to increase
gender diversity.

In Greece, we received the Gold award for
Accelerating Female Professionals.

In Austria, our four awards include the Seal of
Quality of In-house advancement of Women.

Talent development:
Our lighthouse capability

Our commitment to people developmentis
supported by our evolving Talent Review Framework,
which enables us to identify successors for senior
leadership roles. In 2024, we identified 64 successors
to country function head roles and 18 have taken
over. We have a broader, gender-balanced pool with
more than 300 future successors and early talents,
and we will tailor their development and accelerate
their growth. To enhance talent visibility across
business units and functional areas, we worked
with 17 cross-country talent pools, enabling more
internalmoves across our countries and functions.
This contributed to 84 appointments transitioning
into senior leadership roles, with 77% of the
managerial roles filled internally.

We are focused on bespoke capabilities to identify
where we need to invest in external hires or internal
capability development. More than 300 employees
took partin our acceleration programmesin
2024, which continue to drive our internal
succession plans.

We have evolved our definition of potential, to help
our employees learn and develop in a way thatis
fair and transparent. Our starting point is that
everyone has potential, and our talent strategy
aims toreleaseit. We have introduced three

levels of potential that will enable us to have

more holistic conversations, and create more
long-term, strategic talent and development
plans to support our people so they can thrive.

Womenin
Leadership

International
Women's Day

The Women
of CCHBC

Helping our people realise their potential
As alearning organisation, we actively reinforce
continuous learning and upskilling, while giving
people opportunities for personal growth. By
making learning accessible to all, we delivered over
659,000 hours of learning in 2024. Over 29,000
of our employees participated in some form of
training, of which 25% was in personal skills, 25%
was compliance related and 50% was in functional
skills. Most of our employees learned online,

with 69% of the learning activity self-paced

and self-initiated. In its fifth consecutive year,
our virtual LearnFest drew in more than 8,000
attendees across 10 sessions running throughout
the month of November.

659,000

hours of learning

69%

oflearning done online

8,000

participantsin LearnFest

We provide access to coaching and mentoring
through technology-enabled solutions. After

a successful campaign to inspire and encourage
internal coaching, in 2024, we incorporated itinto
other learning and talent initiatives, and have
continued to grow our pool of internal coaches.

Developing critical sales and supply
chain capabilities

Tohelp our customers and our people adapt to the
changing external environment, we are building high-
performing sales teams with a focus on upskilling
and building critical capabilities. Under the flagship
of the Sales Academy, our suite of academies
supports professional development for new joiners
and existing colleagues, including Sales, Premium
Spirits, Coffee and Digital Commerce.


https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-the-women-of-cchbc-activity-7189548055287779328-U6HE/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-the-women-of-cchbc-activity-7189548055287779328-U6HE/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-happy-international-women-activity-7173242520464789505-YIau/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-happy-international-women-activity-7173242520464789505-YIau/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-women-in-leadership-activity-7234125798322892801-ZN_7/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-women-in-leadership-activity-7234125798322892801-ZN_7/?utm_source=share&utm_medium=member_desktop
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We've had another year of strong uptake in
professional developmentin 2024, with more than
1,300 new Business Developers becoming certified
inLicence to Start and Licence to Selland 89% of
existing Business Developers achieving certification.
Inaddition, more than 500 commercial employees
embraced learning paths from the Data, Insights

& Analytics Academy.

1,300

new Business Developers certified

89%

of existing Business Developers achieved
certification

Our Supply Chain (SC) Academy covers 115
different groups of roles in manufacturing, logistics,
quality, planning and procurement across Coca-
ColaHBC, andis now also available in Egypt. Our
SC Academy incorporates the latest innovative
technology toolsinlogistics and planning. In 2024,
83% of our SC workforce has participated inthe SC
Academy and, out of those, 42% have already been
fully certified. Under SC Academy alone, our
employees completed over 175,000 hours of
learning, indicating our commitment to growing
capabilities and achieving operational excellence.

83%

of our SC workforce has participated in the
SC Academy

175,000

hours of learning under the SC Academy

INTERMATIONAL

FAST-TRACK i
YOUR LEADERSHIP
CAREER

Finding and developing our
future leaders

We develop leaders at all levels, with our leadership
programmes for first-time leaders, middle managers
and senior leaders available to everyone who'is
promoted to next-level leadership. We believe all
our leaders should develop their people, building
the most capable and most engaged teams.

Our International Leadership Trainee flagship
programme continues to challenge and develop

Gen Z graduates to become our next generation

of leaders. Our first group in 2024 experienced
international assignments, aleadership development
programme with HULT business schoolin London,
mentoring and reverse mentoring with our senior
leaders. They also participated in global events
around sustainability and other topics.

INTERNATIONAL

Our employer branding campaign to attract
future talent, called 'Bring your own magic’,
achieved more than 16 million views and 14,000
applications. Through anintense recruitment
process, we've since welcomed 15 new trainees
across 12 countries, including —for the first time
—four trainees in Africa.

af tamarrow, by gotting
hands-on experience.

Recognised as an employer
of choice

Our attractiveness as an employerin the
Universum 2024 rankings increased to 7th
place overall and 5th place for Business
Developers, from 12th place in both
categories last year. In Greece, Cyprus,
Ukraine, Armenia, Moldova, Poland & Baltics,
andin our Adria business unit, we are now a
1st FMCG employer. This has been aresult
of targeted campaigns, presence on social
media and engagements at local universities.

Coca-Cola HBC Sales
Academy

Coca-Cola HBC Key
Accounts Sales
Academy

Additionally, we won 51 external awards
including three Gold awards for Best
Marketing Strategy, as well as the Top
Employer certification for Greece, Bulgaria
and Italy by the Top Employers Institute.

Inside the Coca-Cola
HBC International
Leadership Trainee
experience

Our International
Leadership Trainee
programme

Prioritiesin 2025

» Elevate our bespoke capabilities and evolve

our learning experiences to accelerate
performance and development

Stay resilient and connected with our
teams through continuous listening, while
rebooting our rewards strategy to boost
our attractiveness and maximise retention
Cultivate our growth mindset-

driven culture through simplicity

and proactive collaboration

Enable our people and teams to drive higher
impact, through gender-balanced teams
and more productive ways of working

UN Sustainable
Development Goals

Efforts to foster an engaging workplace
and aninclusive environment, nurture
and develop the capabilities of our
people, increase gender balance in our
management ranks, and reduce stress
and support employee wellbeing all
contribute toward global goals for
development. The specific Sustainable
Development Goals we supportinclude
good health and wellbeing; gender
equality; decent work and economic
growth; reducinginequalities; and peace,
justice and strong institutions.

AND WELL-BEING EQUALITY ECONOMIC GROWTH

GOOD HEALTH GENDER 8 'DECENT WORK AND 10 REDUCED
INEQUALITIES
V' N

=)

16 PEACE, JUSTICE
AND STRONG
INSTITUTIONS
£

Yy,



https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-sales-academy-activity-7034538991236321280-K3Fx?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-sales-academy-activity-7034538991236321280-K3Fx?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_sales-kasalesacademy-salescapability-activity-7216344113984516097-m8B6?utm_source=share&utm_medium=member_desktop 
https://www.linkedin.com/posts/coca-cola-hbc_sales-kasalesacademy-salescapability-activity-7216344113984516097-m8B6?utm_source=share&utm_medium=member_desktop 
https://www.linkedin.com/posts/coca-cola-hbc_sales-kasalesacademy-salescapability-activity-7216344113984516097-m8B6?utm_source=share&utm_medium=member_desktop 
https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-international-leadership-activity-7201130142084018176-_dme/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-international-leadership-activity-7201130142084018176-_dme/?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/coca-cola-hbc_coca-cola-hbc-international-leadership-activity-7201130142084018176-_dme/?utm_source=share&utm_medium=member_desktop
https://www.youtube.com/watch?v=afQ4vrYepxI
https://www.youtube.com/watch?v=afQ4vrYepxI
https://www.youtube.com/watch?v=afQ4vrYepxI
https://www.youtube.com/watch?v=afQ4vrYepxI
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P Earn our licence to operate

2024 highlights

» Continued our decarbonisationinline
with our NetZeroby40 roadmap

» Updated NetZeroby40 roadmap,
incorporating FLAG emissions and Egypt

» Focused on packaging decarbonisation using
ahigher percentage of recycled materials

» Supportedroll-out of DRS in EU markets

» Promoted EPR policies and launched new
packaging collection systems

» Expanded our partnerships in water
and waste reduction

» Continued our focus on #YouthEmpowered

» Ongoing support to communities in need.

» Activated the Coca-Cola HBC Foundation

KPlIs

» Absolute greenhouse gas emissionsin scope 1,2
and 3

» Waterusage in water risk areas

» Youngpeople trained through #YouthEmpowered

* % primary packaging collected

Health and safety

Suppliers and sustainable sourcing
Managing our carbon footprint
Product quality and food safety
Complying with international sanctions

Read more onp.181 to 189

Material issues and topics of interest

E1 - Climate change mitigation, E1 —Energy

E3 —Water consumption, E3 —Water withdrawal
E4-Land-ecosystem use change
E5—Resource inflows, including resources,
E5—Resource outflows related to products
and services

S2,S3—Training and skills development
S3-Water and sanitation, S3—
#YouthEmpowered (company-specific)

» S4—-Consumer's health and safety,

S4—Responsible marketing practices

Read more onp.83to 172

Principal risks and opportunities

» Costandavailability of sustainable packaging

e Theimpact of climate change on the costand
availability of water

» People attraction andretention

Introduction

We are proud to remain global industry leaders
in sustainability this year, with leading scores
and rankings in ten of the most-recognised
ESGratings. We were ranked as the world's most
sustainable beverage company in the 2024 Dow
Jones Best-in-Class Indices for the eighth time.

We believe our success comes from continuously
evolving our business model to deliver growth and
taking a strategic approach to sustainability. This
approach allows us to both grow and make our
business more resilient.

Stakeholders

LN

Pt =)

= al

° U

Readmoreonp. 10to 11

In 2024, we made good progress towards our
ambitious and measurable 2025 sustainability
objectives by focusing on areas where we can have
the greatestimpact: climate, packaging and water.
We have reduced emissions for the past four
years, inline with our NetZeroby40 roadmap.

Inearly 2025, the Science Based Targets initiative
(SBTi) approved our NetZeroby40 target which,
for thefirst time, includes Egypt. We also published
our first Sustainability Statement as part of the
Corporate Sustainability Reporting Directive
(CSRD) requirements.

Read moreonp.41to 172

Consistent progress across our markets

» Making progress on circular packaging:
Empty bottles are a valuable resource, and
recycling them can help to decrease our costs
and achieve our collection targets. Nine of our
markets now have Deposit Return Schemes
(DRS). Four successful DRS have beenlaunched
between December 2023 and January 2025
in Romania, Hungary, the Republic of Ireland
and Austria. DRS help to consistently deliver
high packaging collectionrates. For example, in
Romania (launched December 2023) results are
encouraging, with an average returnrate of 77%
of containers sold in the market in the last three
months of 2024.1n 2025, we expect to achieve, on
average, above 60% recycled materialin our PET
packagingin all our EU countries and Switzerland.

» Driving progress throughinnovative business
models: In Nigeria, our innovative approach
to collection and recyclingis creating value for
us and local communities. In 2024, we built the
country's first-ever Coca-Cola System-owned
and operated packaging collection hub, allowing
us to collect plastic bottles for recycling.

« Expanding reusable packaging: We continue
to grow our transactions soldin Returnable Glass
Bottles (RGB) with a 1pp increase compared with
last year, including Africa. We are testing new
business models such as a circular packaging
campus with aleading university in Italy and we

expect to expand this model across our territories.

» Partnering with local stakeholders: We
startedto collaborate onaprojectin Nogara,

[taly, that willadd up to 1.5 million m* of water
every year to the local aquifer near our production
plant. We will help to create a network of canals,
trees and shrubs to revitalise fresh water for
agriculture and community use.

» Investing for sustainable growth: We received
a $130 millionloan from the EBRD to finance
capex and working capital requirementsin Egypt.
Thisloan recognises our long-term commitment
to Egypt and allows us to investin energy-efficient
coolers and sustainable packaging innovation
and continue to fund our #YouthEmpowered
and 'She Leads' programmes.

» Supporting communities: We awarded grants
totalling €1.55 million from the Coca-Cola HBC
Foundation to help rebuild communities in
Europe and Nigeriaimpacted by severe floods.
We have also collaborated with governments
and NGOs to assistimpacted communities,
delivering almost 400,000 litres of beverages
throughlocal charities and municipalities.

» Adding value for our customers: Sustainability
initiatives are increasingly important for our
customers and consumers. Our customers tell
us they value our sustainability expertise and
that joint sustainability initiatives help grow their
business, which, in turn helps make our own
business stronger.

This year, we continued to build our capabilities,
collaborate and learn from our experience to build
a strong and resilient business thatis openingup a
more sustainable future.

Packaging
collection
hubin Nigeria
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Climate
On the pathway to net zero emissions

We were among the first companies to adopt
science-based reduction targets by the Science
Based Targets initiative (SBTi). Our aimis to
achieve net zero emissions across our entire value
chain by 2040. Each year we make steady progress
towards this target.

We have decreased our absolute direct emissions
by 58% and reduced our absolute total value chain
emissions inscope 1, 2 and 3 by a third from 2010
to the end of 2024, despite a global increase
inemissions.

In 2024, we made important changes to our net zero
roadmap after the SBTivalidated and approved:

» Renewed climate targets for 2030 and
NetZeroby40, including Egyptian operations
for the first time.

» Targets for Forest, Land and Agriculture (FLAG)
that apply to commodities from forestry, land
and agricultural sectors. These are covered
in our scope 3 emissions, for example,
in packaging, wood and paper pulp, and
ingredients such as sugar and fruit juices.

These changes are now reflectedin our climate
transition plan with a clear set of actions on how
to achieve these targets. We willreport on these
from 2025:

* Inscope 1and 2 we will follow the 1.5°C pathway
for 2030 and 2040.

* Inscope 3, we will split our targetsinto two
categories: energy and FLAG. Our energy-
related targets will follow the Well-Below-2-
Degrees (WB2D) scenario until 2030 and then
the 1.5°C pathway until 2040, our net zero year.

Scopeland?2

In 2024, our core initiatives to reduce carbon
emissions included:

« Manufacturing: we spent €26 millionin 2024
onour Top 20 energy savers programme, which
covers technical solutions to reduce energy
consumption andimprove energy efficiency. We
have initiatives across our markets, for example, in
Belgrade we have installed a new heat pump that
captures heat from external sources and heats
it up using electricity from renewable sources.

» Removing CO, from our manufacturing
processes by using sterile air or nitrogen
instead of CO, for all processes except
carbonating our drinks.

Scope 3: Reducing indirect emissions from our
value chain

Packaging, ingredients and coolers were our main
focusin scope 3, where over 90% of our carbon
emissions come from. So the work we do with
suppliersis vital to our success.

« Evolving our pack mix towards lower carbon
intensive packaging by increasing recycled
content, expanding reuse with sustained
growthin refillable packagingin our portfolio
(+1pp in transactions compared with last year),
leveraging packageless inrelevant sub-channels
and eliminating unnecessary packaging. For
more detail, see packaging on page 27.

o Exceeded our Mission 2025 target of 50% energy-
efficient coolersin shops and outlets —now at
60%. This means we reduced CO, e emissions by
100,829 tonnes compared with our 2017 baseline.

To continue on our emissions reduction journey,

the decarbonisation efforts of our suppliers are

critical. By the end of 2024, it was clear that our

engagement with suppliers had accelerated:

» 187 of our significant suppliers disclose
their emissions through CDP.

« 119 have already set, or have committed to set,
science-based targets.

* These 187 suppliers buy —on average — 19%
of their energy from renewable sources and
generate over 3% from their own renewables.

#NetZeroby40 roadmap for scope 1,2 and 3

@ Scope 1+2! Scope 3! Carbon Removal Projects @ Scope 1+2+3 emissions

—@- Updated SBTiroadmap applicable since 2025

Scope 1,2 and 3incl. Egypt; FLAG and non-FLAG emissions;
newly established science-based target for scope 3 based
on Well-Below-2-Degrees (WB2D) scenario by 2030 and
then 1.5°C pathway until 2040; changed baseline year from
2017 to 2019.

S1+2:-46.2%in 2030 vs 2019
S3:-28%in 2030 vs 2019

2010

2019
Overall

reduction
S1+2+3in 2040
vs 2019: 88%

2024 Actual: =31% vs 2010
2024 Actual: =18% vs 2017 (SBTibase year)

From 2024 to 2039:
Beyond value chain mitigation?
#NetZeroby40
Neutralisation of residual goal

emissions as of 2040

1. Scope 1+2+3:allnumbers exclude Egypt.

2. Asdefined based on Science Based Targets initiative.
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Decarbonising our value chain

Our 2025 objective is for 50% of our manufacturing
plants to use renewable or clean energy. In 2024,
we achieved 53%'. This is the second year we have
exceeded this Mission 2025 goal, and all our EU
and Swiss manufacturing facilities continued to
use 100% renewable and clean electricity sources.

Significant step forward on our green fleet

In 2024, we reduced our own fleet's carbon footprint
by 42%, a reduction of about 42,465 tonnes of CO,
compared with our baseline of 2017.

Our green fleet now comprises 47 % of our own
light fleet.

Emissions from our third party logistics providers
have increased by 4,6% (equivalent to 8,002
tonnes) compared with our baseline, while our
volume growth was 24,2 % over the same period.

1. ExcludesEgypt

Going greener:

We're powering our work in sales and
distributionin Switzerland using electricity.
With over 177 branded electric cars, our
sales fleet is fully electric, and we expect 700
tonnes of CO, emissions reduction annually.
We are also investing in our infrastructure for
charging stations for cars during the day and
trucks overnight across our facilities. We've
launched partnerships with transport suppliers
and the first e-trucks are on the road using
locally produced electricity in Austria and
Switzerland. We expect to save about 95
tonnes of CO, emissions per e-truckin 2025.
We have introduced alternative fuels, HVO
and BioLNG in Italy, with the goal to expand
the usage of this solution in other BUs.

Absolute scope 1 and 2 CO,e emissions?

Absolute scope 3 CO,e emissions?

('000 tonnes) ('000 tonnes)
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o 4% -55% 21%
oy o 2030152017 -1% 2030152017
* & ES n % o
0 “14% 8 I A g1 O
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wu
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-55%
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2.

Excluding Egypt.

3. Emissions are recalculated due to conversion factors change and exclude Egypt.

Renewable and clean* electricity in the 100%in 2025
European Union and Swutzerland %
78 87 100
100
80
60
40
20
2017 2018 2019 2020 2021 2022 2023 2024 2025
goal

4.

Clean source means CHP using natural gas.


https://www.linkedin.com/posts/coca-cola-hbc_cchbcswitzerland-sustainability-activity-7264631269584490496-1zUI/?utm_source=share&utm_medium=member_desktop
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Packaging

Towards a circular economy

Our objectiveis to create packaging for our drinks that
canberecycled orreused, so thatit can be collected
and transformed into new recycled packaging, such
asanrPET bottle. This circular packaging approach
reduces our carbon emissions and helps to lower
packaging waste in the environment. We are making
progress towards this by:

 increasingrecycled content with a focus on our
primary packaging

» building ourin-house rPET production
infrastructure

» expanding reusable formats such as reusable
glass bottles

» supporting effective collection modelsin our
markets, including Deposit Return Schemes
in Europe and other types of locally relevant
Extended Producer Responsibility schemes.

<) Retun

Howta
Return -
£ [
,. o .

Supporting DRS in Europe

DRS are fast becoming the system of choice
in Europe.

They consistently deliver high rates of
collection, typically over 90%, with an
exceptional quality of foodgrade feedstock for
recycling. Thisin turn supports higher recycling
yields for bottle-to-bottle and can-to-can
recycling compared with a co-mingled
collection approach.

Nine of our Coca-Cola HBC markets now have
DRSin place, with two more expectedin 2025
and up to 10 more anticipatedin 2026-2028.

Collecting and recycling

In 2024, we continued to focus our efforts on
increasing packaging collection rates across
our territories.

o From December 2023 to January 2025, new
DRS wentlive in Romania, the Republic of
Ireland, Hungary and Austria. DRS help to
consistently deliver high packaging collection
rates. For example, in Romania (launched
December 2023), results are encouraging with
an average return rate of 77% of containers sold
inthe marketin the last three months of 2024.

« InNigeria, we built our first Coca-Cola System-
owned and operated packaging collection hub
in 2024. It openedin January 2025, and we
expect the hub to collect and process up to
13,000 metric tonnes of PET bottles onceitis
fully operational. We continued to support the
work of the Food and Beverage Recycling

=

Customer collaboration

We partnered with Carrefour Italy and
developed a three-year sustainability-driven
strategic roadmap with the objective to increase
the share of beverages sold in rPET bottles
by putting various initiatives in place. 'Let's
recycle together' was the firstinitiative that
was deployed in co-operation with Marevivo,
alocal NGO protecting sea and environment.
Dedicated in-store activations aimed to
educate consumers onhow to properly recycle
beverage packaging and demonstrate the role
that our 100% rPET portfolio plays in circular
packaging. This jointinitiative generated
incremental sales and showed better results
than previous activations, creating value for
both us and Carrefour.

Alliance (FBRA) and other packaging collection
projects inthe country.

« Ouroverall packaging collection rate in 2024
was 58%?*. We expect this figure to increase
significantly in 2025 when the full benefit from
recent systemlaunchesin several countries
is realised.

rPET

We make our packaging more sustainable by
investing inrecycled content and producing our
ownrecycled PET (rPET). This gives us a high-
quality, steady supply of foodgrade rPET in selected
markets, and reduces supplier and transport costs.

Our Mission 2025 objective is for 35% of the PET
that we use across markets tobe rPET. In 2024, we
made significant progress, increasing to 24% rPET
compared with 16%in 2023. We have committed to
achieving 50% rPET in plastic bottles across our
portfolioin EU markets and Switzerland by 2025.1n
these markets, the rPET we use increased to 46% by
December 2024.1n 2025, we expect to achieve over
60%, which exceeds our target.

Expanding reusable packaging

We keep our focus on delivering programmes that
willincrease reusable packaging—both refillable glass
bottles and drinks dispensers, such as fountains or
freestyle machines that use reusable vessels.

e In 2024, across all our territories, 13% of the
drinks sold were in returnable containers and
4% were through dispensers?. This implies an
increase of 1ppintransactionsinreturnable
containers compared with the previous year,
with Africa leading the growth supporting both
waste reduction and affordability. Dispensers,
which are mostly used in sub-channels such as
quick service restaurants, cinemas and leisure,
are flat overall. This increase is in line with our
Pack Mix of the Future vision where reusable
packagingis expectedto play a bigger role.

1. ExcludesEgypt.

2. Numbersrefer to transactions and include Egypt.

* We continued to help our customers and
consumers adopt new reuse models. In 2024,
we worked with a leading university in Italy to
deploy the first circular packaging campus.
This allows students to enjoy our products
while minimising the amount of packaging.

We have installed new dispensers to offer
great-tasting '‘packageless’ drinks to be
consumed with reusable vessels. We also
implemented a full bottle-to-bottle process
by offering a wide range of drinks in 100%
rPET bottles that can be collected through
areverse vending machine. The empties are
then sent for recycling, and the flakes are used
inour rPET production facility. We plan to offer
similar schemes in 2025 across our territories
once the business modelis validated.

Eliminating unnecessary packaging

e |INn 2024, we trialled a water-based adhesive
that secures the layers of pallets together and
eliminates layer pads in Poland, Serbia, Croatia,
Romania and Nigeria. This has saved almost 2,000
tonnes of corrugated cardboard packaging.

» We've completed testing a new, high-
performing stretch filminIreland and Austria
that uses 30% less material and we will include
itin our sparklingrange in 2025.

Increasing recycled material in secondary

packaging

» Werolled out 100% post-consumer recycled
shrink film for secondary packagingin ltaly,
Poland and Switzerland after a successful pilot.

Water

We use water in every part of our business:itis the
main component of our drinks, is needed to grow
core ingredients such as sugar and fruit, and helps
us to clean, wash and sanitise our production
equipment. We recognise the need to protect
this valuable resource, especially in areas of our
operations where water is scarce or atrisk. In
2024, we invested €5.2 millionin water saving

and water efficiency programmes.



28 Coca-ColaHBC Integrated Annual Report 2024

Growth pillars continued

Strategic Report

? Earn our licence to operate continued

Water reduction in our operations

Our Mission 2025 objective is to reduce the
water we use in our production plants located
in water-risk areas by 20%, compared with our
2017 baseline.

In 2024, we took animportant step forward and
started to certify our 60 beverage production
plants in all markets with a new water efficiency
management standard ISO 46001. This focuses
on water efficiency and sets targets to improve
water consumption and means all our plants will
be audited and meet the same standard. So far,
42% of our plants have been certified and we
will complete the rest by the end of 2025.

We used new and innovative approaches to
optimise water use in our production processes.
Forexample, zero-liquid discharge equipment
in Poland recycles water instead of discharging
itinto the nearby river. We then use this water

in processes that do not come into contact

with products or packaging.

Working with our suppliers

We measure the water consumption of our
critical suppliers to assess their basin and
operational water risks using the Water Risk
Filter methodology. We then work with suppliers
operating in high-risk areas to develop plans so
they canreduce their water use.

1. Wehave 19 water priority locations, including Armenia, Bulgaria,

Cyprus, Greece, Italy and Nigeria and excluding Egypt.

Watch here: Red Cross support °

Water stewardship community projects

In 2024, we started new projects in four more water
priority locations and we now report at least one
water stewardship projectin 16 out of our 19 water
priority locations. In Italy, we are partnering with the
municipality to restore and maintain Rionero city
fountains. In Bulgaria, we have started along-term
project toincrease the water supply capacity in

two municipalities, which will help add more than
1.0 million m? of water each year.

Forest Infiltration Area, Italy

InNogara, Italy, we launched a joint project that will
add up to 1.5 million m® of water every year to the
localaquifer near our production plant. The Forest
Infiltration Area—ajoint project between Coca-Cola
HBC Italy and the Consorzio di Bonifica Veronese —
willbe a new network of canals, trees and shrubs that
will revitalise fresh water. Water extracted fromthe
River Adige will continuously flow into the network of
canals to refresh the groundwater acquifer. From this
aquifer, hundreds of local wells willbe used to extract
water for agriculture and community use.

Living Danube Partnership

This year, we joined the Living Danube Partnership
2.0 (LDP), the continuation of LDP 1.0, which
started 10 years ago between WWF-CEE and The
International Commission for the Protection of the
Danube River (ICPDR). Funded by The Coca-Cola
Foundationit helps to restore the vital wetlands and
floodplains along the Danube river.

In addition to the support of The Coca-Cola
Foundation and Coca-Cola Europe, we are
supporting LDP 2.0 to demonstrate and promote
good water stewardship and explore additional
opportunities for collective action on the Iskar

Watch here: The Living Danube Partnership s

watershed in Bulgaria, and improve land and water

use in the context of supply chain, agricultural
practices and natural water retentionin Bulgaria,
Romania and Hungary.

People and communities

We focus on making a positive impact in different
ways in the local communities where we operate,
such as through financial support, volunteering
and training for young people.

Flood support for communities impacted by
devastating flooding

In 2024, the Coca-ColaHBC Foundation donated
€1.55 millionto communities impacted by
devastating floods in Europe and Nigeria. These
grants willsupport projects that targetlocal needs,
forexample, rebuilding houses and community
centres, providing food and emergency supplies,

and replacing damaged medical equipment. Founded
in 2023, the Coca-Cola HBC Foundation continues
our tradition of giving back to our communities.

Support for Ukraine

Since the beginning of the conflictin Ukraine, the
Coca-Cola System and The Coca-Cola Foundation
have committed to donating US$40 million. In 2024,
we helpedin the following ways:

» Donated €5 million for 60 mobile boilers to
provide heating and support to communities, in
collaboration with the Ukrainian Red Cross Society.
This brought the total number of boilers donated
to 105. In partnership with governmental bodies,
the Ukrainian Red Cross ensures the boilers are
distributed to the most vulnerable communities.

* In 2024, we started rebuilding a kindergarten
that was completely destroyed in Bohdanivka,
in the Kyiv region. This initiative was supported
by the Coca-Cola System. In 2023, The Coca-
Cola Company contributed US$1.2 million, and
Coca-Cola HBC donated US$1.8 million. We
expect construction to be completedin 2025.

o Atthe endof 2024, we continued the tradition
of spreading joy and supporting Ukrainians during
the winter holidays season, starting with the
donation of 1.5 million specially produced Coca-
Colabottles to the most vulnerable Ukrainians.

#YouthEmpowered

By the end of 2024, we had trained 1,119,850
young people since the programme started in
2017, exceeding our Mission 2025 target one
year early. #YouthEmpowered focuses on young
people who are notin employment, education
or training (NEET) or at risk of becoming NEET.
We offer skills, guidance and support to young
adults between 18 and 30, along with a network
connecting young people to future employment
and development opportunities.

Volunteering

3,793

employees have volunteered
across all our markets

Training young bartenders

In Greece, we collaborated with top HoReCa
customers and our recognised Brand
Ambassadors to offer free masterclasses
to 570 bartenders and baristas, levelling

up their capabilities on modern mixology,
spirits, and coffee trends and techniques.
This initiative equipped participants with
advanced skills and industry connections,
and offered globally recognised scholarships
in coffee and spirits. In Romania, we have
launched the Barmasters Academy to offer
specialised bartending and barista training
for aspiring HoReCa professionals.
Partnering with HoReCa customers, this
programme offers practical, high-quality
learning experiences for young people.


https://wwfcee.org/partnerships/partnership-for-freshwater/the-living-danube-partnership
https://wwfcee.org/partnerships/partnership-for-freshwater/the-living-danube-partnership
https://www.youtube.com/shorts/mziWumz7aMA
https://www.youtube.com/shorts/mziWumz7aMA
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Sustainable sourcing, nutrition

and biodiversity

Sustainable sourcing

This year, we sourced 96% of our key ingredients
from sustainable sources, in line with The
Coca-Cola Company's Principles for Sustainable
Agriculture. We aim to protect forests, natural
habitats, biodiversity and ecosystems, and
manage soil and agrochemicals in a sustainable
way. Upholding human and workplace rights,
ensuring animal health and welfare, and helping
build thriving communities are key parts of our
principles.

Nutrition

We want to continue delivering great-tasting
soft drinks that support balanced diets. We
do this through:

e Lesssugar, more choices: we are committed
to reducing calories per 100ml of sparkling soft
drinks by 25% between 2015 and 2025 across
all our markets and have achieved a reduction
of 18% so far. Zero formulations, such as Fanta
Zero, were introduced in Czech Republic,
Slovakia, Switzerland, Serbia and Bulgaria.

New and different drinks: we are responding to
changing consumer preferences by innovating
our recipes and pack sizes, offering more
choice.In 2024, we launched Powerade Zero

in Italy, Austria and Greece, Cappy Lemonade
Pineapple Zeroin Bulgaria and Serbia, as well as
Coca-ColaK-Wave and Coca-Cola Oreo limited
editions in select markets.

Informed decisions: we are providing clear and
transparent nutrition information about what's
inside our drinks, such as the Guideline Daily
Amount and traffic-light labels on our core
sparkling drinks.

Responsible marketing: we are committed

to not marketing any of our drinks directly to
children under 13, and do not offer any soft
drinks in primary schools.

Promoting low- and no-sugar choices:

we are encouraging more people to choose
low- and zero-sugar drinks through marketing
campaigns that promote low/no sugar
alternatives and often showcase different
variants.

Read more onp.15

Biodiversity

We aim to achieve a net positive impact on
biodiversity in critical areas in our supply chain
by 2040 and eliminate deforestationin our supply
chainby 2025. This is a critical priority as we
develop our sustainability strategy and
business model.

Our main focus is avoiding deforestation from
agricultural commodities, by focusing on how we
source wood for our paper packaging materials.

The Principles for Sustainable Agriculture

(PSA) target eliminating deforestation for our main
ingredients by 2025 and are aligned with
recommendations by the Science Based Target
initiative for companies with Forest, Land and
Agricultural (FLAG) activities.

We are also working cross-functionally to meet
the EU Deforestation Regulation by the end of
2025. We voluntarily report on sites next to legally
protected areas. It has been externally confirmed
that these sites have no negative impact on all
the water sources we use in direct operations.

A good day on Romania’s
Via Transilvanica

In 2024, the largest clean-up on Via Transilvanica in Romania
mobilised more than 3,400 volunteers from 84 schools.

They joined educational workshops and a large-scale clean-up
with more than 7,800 kilograms of waste being collected from
nature, covering over 1,000 km. The initiative also included
developing five drinking water sources along the route.

Good Day on Via Transilvanica is one of the largest projects of the
Téasuleasa Social Association in partnership with Coca-Cola HBC
Romania, through our local sustainability platform After Us.

Prioritiesin 2025

Continue delivering on our Net Zero
Transition Plan

Support the roll-out of new DRS and other
packaging collection schemes

Further drive our packaging circularity,
focusing on the % of recycled content and
reusable packaging formats

Accelerate joint sustainability programmes
with our customers

Continue with social initiatives, focusing on
#YouthEmpowered

Support our communities through the
Coca-Cola HBC Foundation

Secure compliance with the EU's
Deforestation Regulation

Develop a new set of our sustainability
targets beyond 2025

UN Sustainable

Development Goals

Ourinitiativesin communities help advance
the global objectives of good health and
wellbeing, and sustainable cities and
communities. Our initiatives to empower
youth and women contribute to the
goals for quality education, decent work
and economic growth, sustainable cities
and communities, and partnerships. Our
initiatives regarding water stewardship, CO,
emissions reduction and waste reduction aid
global progress towards the SDGs for clean
water and sanitation, and climate action.

600D HEALTH quaTy CLEAN WATER
AND WELL-BEING EDUCATION AND SANITATION

DECENT WORK AND
ECONOMIC GROWTH

Blaw |17 woeas
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Tracking our progress
Key performance indicators

We measure performance against
our strategic objectives using Growth pillars
specific key performance indicators
(KPIs). These KPIs allow us, and our

stakeholders, to track our progress
in delivering on our targets.

How we measure our progress

Volume is measured in unit cases, where

one unit case represents 5.678 litres. We grow

) 140 17 2.8 volume as we expand per-capita consumption
Leverage our unique of our products and expand into new markets or
24/7 portfolio 1 . categories. Since the start of 2022 we measure

volume growth on an organic basis’.
2022 |
0

What happened in the year
Volumes increased by 2.8% on an organic basis,
2021 2023 2024

Organic! volume growth (%)

w

Win in the marketplace

N

with all our strategic priority categories driving
growth, Sparkling +1.5%, Energy +30.2% and
Coffee +23.9%.

—

Link to remuneration

Revenue (weighting 40%) is used to assess
a0 business performance for the purpose of
the annual Management Incentive Plan (MIP)
bonus award, and volume growth drives
revenue performance.

Full description of the MIP p.228

How we measure our progress

We measure revenue per case and revenue
on an organic basis to allow better focus on
the underlying performance of the business.
We grow organic revenue per case through

» 58 158 150 107 o 206 142 169 138 pricing and improving mix.

-15

Organic’ revenue per case growth (%) Organic® revenue growth (%)

What happened in the year

Organic revenue per case grew by 10.7%,
driven by targeted revenue growth management
(RGM) initiatives. Organic revenue grew by

15
15 13.8%, driven by focused execution of our
- strategic priorities.
10 Link to remuneration
Revenue is a performance measure usedin
the calculation of the annual Management
Incentive Plan (MIP) award as described above.
Full description of the MIP p.228
2024 2024

2021 2022 2023 2021 2022 2023

20

v
o

o
o

1. Fordetails of APMs, refer to 'Definitions and reconciliations of alternative performance measures (APMs)' on pages 345 to 351.
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Comparable EBIT! (Em)

1,200

8310

2021

929.7

2022

10838

2023

11921

| | |

Comparable EBIT! margin (%)

12

oo

(o)

~

N

2021

2022

2023

111

10 | | ‘ |
0

Capex' as a percentage of NSR (%)

0

1. Fordetails of APMs, refer to 'Definitions and reconciliations of alternative performance measures (APMs)' on pages 345 to 351.

2022

66

2023

6.3

ROIC* (%)

20

w

0

148

141

2022

164

2023

183

How we measure our progress

Using comparable EBIT and comparable EBIT
margin allows us to adjust for one-offitems that
impact comparability of performance year on
year. We generate positive operational leverage
as we grow revenues on our efficient cost base.

What happened in the year

Comparable EBIT grew by 10.0% on a reported
basis and by 12.2% on an organic basis.
Comparable EBIT marginimproved 40 basis
points on areported basis to 11.1%, down

20 basis points on an organic basis.

Link to remuneration

Comparable EBIT (weighting 40%) is used to
assess business performance for the purpose
of our MIP award.

Full description of the MIP p228

How we measure our progress

We measure capital expenditure (Capex) as
apercentage of net sales revenue (NSR), and
return on invested capital (ROIC), to ensure
prudent capital allocation and efficient working
capital management. Disciplined investment
supports our growth.

What happened in the year

Capex as a percentage of revenue was 6.3%,
slightly below our target range of 6.5% to 7.5%,
impacted by low levels of investment in Russia.

ROIC expanded by 190 basis points to 18.3%,
driven by higher profit and lower capital employed.

Link to remuneration

ROIC s given a 42.5% weighting in the
assessment of performance used to determine
long-term Performance Share Plan (PSP) awards.

Full description of the PSP p.228
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Employee engagement score

Growth pillars
Cultivate the oo 5% 86% 88%
4 potential of
our people

80%

60%

40%

20%

0%
Globaltop 2023 2024
decilenorm®

1. Perceptyx Global Top Decile Norm.

Percentage of managers whoarewomen

50% 41.8% 43.5%
50%
40%
30%
20%
10%
0%
2025 2023 2024
target

How we measure our progress

We conduct an engagement survey with
an independent third party and measure
our results against the norm for companies
which perform highly on this metric.

What happened in the year

Our employee engagement score increased,
outperforming the global top-decile norm
by two percentage points.

Link to remuneration

Maintaining our high engagement score

is one of the CEQ's individual performance
metrics. These are used along with business
performance measures to determine the
CEQO's annual MIP bonus award.

Full description of the MIP p.228

How we measure our progress

One of our Mission 2025 commitments is to
have at least 50% of management positions
held by women by 2025.

What happened in the year

In 2024 women held 43.5% of management
roles, compared with 41.8%in 2023. Our efforts
to create a more diverse work environment
were recognised externally in 2024 with nine
diversity-related awards.

Read more in Cultivate the potential
of our people p.20
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How we measure our progress
Progress on Mission 2025 as well as progress
towards our NetZeroby40 ambition.

What happenedin the year

We made progress against most areas of our
commitments; however, we need to accelerate
ourimprovement in water reduction and health
and safety.

Link to remuneration

Our efforts and ambitions are long term and
cumulative, therefore greenhouse gas reduction
is used to determine long-term PSP awards.
Greenhouse gas reductions have a 15% weighting
in PSP determinations.

The benefit of this KPlis that it is quantifiable,
and several of our Mission 2025 commitments
feedintoits progress.

Read more on p.240 to 241

Mission 2025 - our sustainability commitments
Sustainability is integrated into many aspects

of our business. It is fundamental to our business
strategy, which aims to create and share value
with all of our stakeholders.

Our Mission 2025 approach is based on our
stakeholder materiality matrix and is fully aligned
with the United Nations Sustainable Development
Goals (SDGs) and their targets. Our six key focus
areas reflect our value chain: reducing emissions;
water reduction and stewardship; packaging;
ingredient sourcing; nutrition; and our people

and communities.

The table provides data on the progress
of each of the six sustainability pillars.

Key to performance status

Each of the Mission 2025 commitmentsis
broken down into a series of annual targets that
need to be metin order to be fully on track with
our 2025 goal. The colour coding below reflects
the current status in relation to the desired
position at this pointin time on the trajectory
towards 2025 and our agreed action plans, i.e.:

. on track

progress made but acceleration required

. no significant progress

Sustainability areas and UN's Sustainable D p t Goals (SDGs) 2025 2024
material issues and topic of interest and their targets commitments! performance Status
Climate and 7.2 e 9.4 11.6  30% reduction in carbonratioin 42% .
renewable energy 7.3 & direct operations
e E1-Climate change
mitigation e 12.2 13 coe 131 50% increase in energy-efficient coolers 60% ‘
o E1—Energy c":\"',m)"" @ to half of our coolers in the market
50% of our total energy from renewable 53% ‘
and clean? sources
100% total electricity usedin the EU 100% ‘
and Switzerland from renewable
and clean? sources
Water reduction o 6.1 P 9.4 116 20% water reductionin plants 7% Impact from Russian operations. Further
and stewardship 6.4 & located in water-risk areas implementation of successful practices and
: 6.5 (water priority locations) innovations for those locations is planned.
+ E3—Water consumption 6.6
o E3—Waterwithdrawal ) —
« E2—Pollution of water e 12.1 T 1717 100% help secure water availability for all 84% .
« S3_\Waterand sanitation %’” 12.2 @ our communities in water-risk areas
12.4 (water priority locations)
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Sustainability areas and UN's Sustainable D p t Goals (SDGs) 2025 2024
material issues and topic of interest and their targets commitments! performance Status
Packaging and Waste Pl 8.4 e 9.4 11.6 759, help collect the equivalent of 75% of our 5§89/, ‘
management 7 & primary packaging
o E5—Resource inflows,
including resources 121 [ 141 BEEE 1717 35% of total PET used from recycled PET 24% . Significant progress from 16% last year.
o E5—Resource outflows 122 = and/or PET from renewable material
related to products 12.5 o d -
e services 100% of consumer packaging to be recyclable®*  100% .
» E2—Pollution of soil
Ingredient sourcing ey 8.3 ] 9.4 Tl 121 100% of our key agricultural ingredients 96% o
« E1-Climate change ~ EE & (%” 12.2 sourced in line with sustainable
mitigation “l 12.4 agricultural principles
e E4-Land-ecosystemuse e 13.1 126
change @ 127
e 52— Secure employment
» S2-Adequate wages
e S2-—Training and skills
development
Nutrition s 25% reduce calories per 100ml of sparkling 18%
e S4—Consumer's soft drinks (all CCHBC countries)*
health and safety
» S4—Responsible
marketing practices
Our people and s 4 - 55 10% community participants 10% .
communities !!” g‘ infirst-time managers'
« S1-Health & Safety development programmes
» S1,S2—Secure o onco. T 10.2 11.6 1M train one million young people through 1’119’850. Cumulative number 2017-2024;
employment =) 10.4 #YouthEmpowered 2024-only numberis 174,902.
e S1,S2,S3-Training <
and sk.ills dt_evelopment e 122 R 16.7 =l 1716 20 engagein 20 zero-waste partnerships 205 ’
* S1-Diversity e o 17.17 (city and/ or coast)

S1-Gender equality
and equal pay for work
of equal value
S3—#YouthEmpowered
(company-specific)

12.4 g

&

Note: The 17 SDGs are an urgent call for action by all countries —developed and developing—ina global partnership.

Each ofthe 17 goals has very specific targets andin the number references above we disclose the SDG targets

relevant for our business, where we contribute positively to the UN SDG agenda, for example, 3. 4, 8.5.

[C I O OTI

Baseline 2017. Egyptis excluded as it was not foreseenin the baseline year nor in the target year.

Clean source means CHP using natural gas.

Technical recyclability by design.
Baseline 2015.

Supported by The Coca-Cola Foundation

10% of employees take part in volunteering 13% ‘
initiatives
ZERO target zero fatalities among ZERO . Egyptis excluded from Mission 2025 however
our workforce we report one employee fatality there.
50% reduced lost time accident rate 20% The main causes: falls / slips / trips, road
per 100FTE accidents and contact with machinery and tools.
50% of managers are women 43.5% Female retention, capability building, balanced

external hiring, country specific targets and
plans, see page 22.
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Chief Financial Officer’s letter
Disciplined execution powers another year of strong growth

| am very proud of our achievements,
not only in delivering another year
of strong financial performance and
disciplined capital allocation, but
also in developing our talent and
capabilities to be truly future ready.”

Strong execution drives continued
profitable growth

As | reflect on my first year as CFO, | am very proud
of the strong financial performance of the business
in 2024, while we continued to navigate through
geopolitical and macro-economic challenges.

In 2024, organic revenue growth was 13.8%

(up 5.6% on areported basis), and we saw good
organic volume growth of 2.8%. This volume
growth was broad-based, with growthin each
segment, and driven by our strategic priority
categories of Sparkling, Energy and Coffee.
Organic revenue per case increased by 10.7%,
driven by targeted revenue growth management
actions. Pricing remained the mostimportant
driver of revenue per case as we took action to
mitigate ongoing inflation, currency devaluation,
regulation and taxation in specific markets.

Comparable gross profit grew by 8.9%, and

gross profit margin expanded by 110 basis points

to 36.1%. We benefitted from strong top line
growth, combined with the easing rate of inflation
in our key commodities, with Comparable COGS
per unit case up 1.0%. Comparable operating
expenses as a percentage of revenue increased by
70 basis points to 25.1%in 2024, impacted by the
non-cash foreign currency remeasurement of an

intercompany loan in Egypt in the first half of 2024,

as well as continued investment in the business.

Comparable EBIT increased by 10.0% on
areportedbasisto €1,192.1 million, driven

by growth across our markets, only partially
offset by negative foreign currency movements.
Our comparable EBIT margin was 11.1%, up 40
basis points on areported basis, benefitting

from operational leverage. On an organic basis,
comparable EBIT increased by 12.2%, and margins
contracted 20 basis points, mainly due to negative
foreign currency movements.

Please click here to view our 2024 full year results:
https://www.coca-colahellenic.com/en/investor-relations/results-reports-

presentations

Comparable basic EPS grew 9.5% in 2024 to
€2.275, supported by strong profit delivery
and effective management of financial costs.

ROIC remains animportant KPland in 2024 ROIC
expanded by 190 basis points to 18.3%, driven
by higher profit and lower capital employed.

Capital allocation discipline

Our priorities for capital allocation remain
unchanged and are set in service of our strategy

and vision to be the leading 24/7 beverage partner.

We continue to investin the business organically.
Capital expenditure was €679.3 million in 2024,
or 6.3% of revenue, as we invested in growth
initiatives such as production capacity, ongoing
automationin supply chain, digital and data
solutions, and energy-efficient coolers.

The Group has a progressive dividend policy, with
atarget payout ratio of 40% to 50%. The Board
of Directors has proposed an ordinary dividend
of €1.03 per share for 2024, anincrease of 11%
from €0.93 per share paidin 2023. The dividend
payment will be subject to shareholders’ approval
at our Annual General Meeting.

We also look to make value accretive acquisitions

that further enhance our portfolio or our capabilities.

In 2024 we focused onintegrating our most recent
acquisition, Finlandia Vodka, into our business.

Our capital discipline has also allowed us to drive
higher returns to shareholders, while maintaining
astrong balance sheet. We have progressed

well with our share buyback programme, having
returned €226 million to shareholders, since its
launchin November 2023. At the close of the
year net debt to comparable EBITDA was 1.0x.

Overall, 'mreally pleased that we're successfully
achieving a combination of investmentin the
business, strongimprovements in ROIC and
increased shareholder returns.

Accelerating digitalisation and
enhancing our strong talent pipeline

We are accelerating the digitalisation of the
finance function with the development of new
tools and capabilities. For example, we are
enhancing our End-to-End planning capabilities by
implementing new systems and tools while
connecting different parts of the organisation in
anintegrated streamlined process.

We are also leveraging our digital platforms and

technologies for automation, reporting, insights, and
analytics, that will allow our people to focus on value
creation and growth generative business partnering.

Finally, through our dedicated processes and
programs on talent development we are building
astrongtalent pipeline of future ready leaders.

Looking ahead

Overall, we have delivered a strong performancein
2024,in a challenging business environment. In 2025,
we expect the macroeconomic and geopolitical
backdrop to remain challenging, but we have

high confidence in our 24/7 portfolio, bespoke
capabilities, our people and the opportunities

for growthin our diverse markets.

Atour FY 2024 results on 13 February 2025, we
shared that we expect to achieve organic revenue
growthin the range of 6% to 8% and to deliver
organic EBIT growthin the range of 7% to 11%

in 2025. We expect to also make continued
progress towards our medium-term growth
targetsin 2025 and beyond.

Anastasis Stamoulis
Chief Financial Officer


https://www.coca-colahellenic.com/en/investor-relations/results-reports-presentations
https://www.coca-colahellenic.com/en/investor-relations/results-reports-presentations
https://www.coca-colahellenic.com/en/investor-relations/results-reports-presentations
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Taxes we contribute to
our communities

Coca-ColaHBC stands firmly
behind the principle of paying
relevant taxes in the countries
where value is created and
ensuring that we are fully
compliant, not only with the letter
of tax laws and regulations, across
alljurisdictions we operatein, but
with the spirit as well. In addition,
we commit to being openand
transparent with tax authorities
about the Group's tax affairs and
to disclose relevantinformation to
enable tax authorities to carry out
their reviews effectively, efficiently
and without unwarranted delays.

Total Tax by category

@ CorporateIncome Tax 56.8%
@ Withholding Tax 3.6%

Payroll Taxes 31.2%
® VAT (cost) 3.1%
@ Othertaxes 53%

2024 borrowing structure

@® Bonds €3,372.3m
® Commercial paper €215.0m

Leases €254.0m
@® Other €139.3m

Segment financial highlights

Established markets

Net sales revenue (NSR) grew by 3.3% and 4.3% on
an organic and reported basis respectively. Volume
increased by 0.3% on an organic basis. Organic
growthinnet sales revenue per case was 3.0%,
benefitting from pricing actions and package mix,
with a 110bps improvement in single-serve mix.
Comparable EBIT increased by 1.8%, broadly
unchanged on an organic basis. Comparable EBIT
margin was 11.1%, down 40bps on an organic basis,
due toastep upininvestment to drive growth.

Developing markets

NSR grew by 12.7% on an organic basis, or by 14.2%
onareported basis. Volume grew by 2.5% organically.
Net sales revenue per case grew 10.0% organically,
benefitting from pricing actions, as well as favourable
category mix and the rollout of Finlandia distribution.
Comparable EBIT increased by 39.6% and 47.9% on an
organic andreported basis respectively. Comparable
EBIT marginwas 9.5%, up 180bps on an organic basis,
as operational leverage and cost control more than
offset COGS inflation.

Emerging markets

NSR grew by 23.3% on an organic basis, or by 2.8%
onareported basis, impacted by currency headwinds
from the Nigerian Naira, Egyptian Pound and Russian
Rouble. Volume grew by 3.7% organically. NSR per
case grew 18.9% organically, primarily due to pricing
actions taken to manage the impact of currency
devaluation, regulation and cost inflation. Comparable
EBIT grew by 13.0% on an organic basis and 5.1% on
areported basis. Comparable EBIT marginwas 11.8%,
down 110bps on an organic basis, impacted by foreign

currency remeasurement of balance sheetitemsin H1.

Strategic Report

%change % organic

2024 2023 reported  change

Volume (m unit cases) 628.7 0.4% 0.3%

Net sales revenue (€ million) 3,358.5 4.3% 3.3%
Operating profit (EBIT) (€ million) 379.2 1.7%

Comparable EBIT (€ million) 381.1 18% -0.1%

Comparable EBIT margin (%) 11.3 -30bps -40bps
Total taxes (€ million)! 163.8 18.5%

%change % organic

2024 2023 reported  change

Volume (million unit cases) 482.6 471.0 2.5% 2.5%

Net sales revenue (€ million) 2,385.2 20886 142% 12.7%
Operating profit (EBIT) (€ million) 223.6 1526 46.5%

Comparable EBIT (€ million) 227.4 1538 479% 39.6%

Comparable EBIT margin (%) 9.5 7.4 220bps 180bps
Total taxes (€ million)! 101.6 73.4  38.3%

%change % organic

2024 2023 reported  change

Volume (million unit cases) 1,800.6 1,735.8 3.7% 3.7%

Net sales revenue (€ million) 4,867.9 4,736.9 2.8% 23.3%
Operating profit (EBIT) (€ million) 576.0 4218 36.6%

Comparable EBIT (€ million) 576.7 5489 51% 13.0%

Comparable EBIT margin (%) 11.8 11.6  30bps -110bps
Total taxes (€ million)! 220.0 2430 -9.5%

1. Totaltaxesinclude corporate income tax, withholding tax and deferred tax, as well as social
security costs and other taxes that are reflected as operating expenses; as per IFRS accounts.

Volume breakdown

@ Established 22%
@® Developing 16%
Emerging 62%
Net sales revenue
breakdown
@ Cstablished 33%
® Developing 22%
Emerging 45%
Comparable EBIT
breakdown
@ Established 33%
® Developing 19%
Emerging 48%
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Double materiality assessment (DMA)
Resulted in topics being material from either an impact perspective or financial perspective or both

Coca-Cola HBC has performed rigorous
materiality assessments for many years.
We assess our impacts on people and the
environment as part of our daily activities,
engaging with relevant stakeholders
and experts, and considering emerging
sustainability trends. This approach
allows us to actively identify and
manage our evolving impacts, risks and
opportunities (IROs) as the business
develops. Our robust risk management
process integrates risks and opportunities
(ROs) deriving from sustainability issues.
We conduct our formal materiality analysis
annually. For 2024, we undertook a double
materiality analysis (DMA) as per the European
Sustainability Reporting Standards (ESRS)

requirements, and this is our first year of
reporting on this basis.

We included all main business activities (core

and secondary); main business modelinputs

(raw and packaging materials and other supplies);
main business model outputs (main products and
services from all business segments); and main
externalities (i.e. greenhouse gas emissions and
waste). We followed a top-down approach, at Group
level, for IRO identification, assessment and
prioritisation involving our internal Group experts.

Inthe final assessment of the impact, we took
all our subsidiaries into consideration, using
specific local data for our manufacturing plants
and Tier 1 suppliers.

DMA process followed in 2024

» Mapthe value chain activities

« |dentify the affected
stakeholders

« Definetheimpactuniverse
» Define the time horizons

» Define the criteria for
impact assessment
e Assesstheimpact

+ Ontheenvironmentand

onthe people

« Positive or negative

Financial
materiality

Define the sources and
methodology for RO identification

Double materiality

Create DMA table and

Define the time horizons link it to the
. Assess the magnitude of the ESRS topics
Identify and assess financial effect (quantitative
therisks and or qualitative)
opportunities Assess thelikelihood of RO Finalise DMA
occurrence
Link ROs to ESRS topics methodology

« Actualand potential for

three time horizons

« Separatedforeach part of the

value chain

e Linktheimpactto ESRS topics

» Define theimpact materiality

quantitative threshold

* Recognise the material

impacts, based onthe
materiality threshold

Focusing on the impact

As ESRS topics include both impacts (i.e. pollution
and climate change) and causes of impacts (i.e.
waste and energy), our approach was to keep the
impact analysis on the 'impact'level, and then to
link the prioritised impacts to the respective ESRS
topics/sub-topics for reporting purposes.

Set thresholds and

prioritise risks and
opportunities

Environmental impacts

We leveraged the impact drivers of nature change
under the Taskforce on Nature-related Financial
Disclosures (TNFD), to identify a suitable impact
level universe under acommonly established
impact taxonomy.

We developed specific quantitative criteria, based
on scientific tools and reports (such as the WWF
Biodiversity Risk Filter, the WWF Water Risk Filter
and the SBTN Unified Water Availability Dataset),
relevant legislative frameworks, standards and
guidelines, compliance management systems
and various ISO audit reports.

e Definethe financial
materiality threshold

« Createalist withthe
financially material ROs

document

Approval by
management and
Board committees

External verification
by a third-party
assurance provider

Publish DMA table

People impacts

Foracommonly established impact taxonomy for
social and socio-economicimpacts, we leveraged
the United Nations Environment Programme
(UNEP) Impact Radar *.

We use generic qualitative criteria, including
assessment reports of impacts on people,
information from legal reviews, compliance
management systems, the GRI Content Index,
the UN Global Compact Communication on
Progress and various internal reports.

1. Impactstothe environmentunder the UNEPFIwere not used,
aswe used the TNFD categorisation of impact drivers instead.
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Double materiality assessment (DMA) continued

Methodology

We assessed the positive and negative impacts
onnature and people, considering 2024 actual and
potentialimpacts in three different time horizons
(short—2025, medium term—2030 and long term
—2030+). Each part of our value chain (upstream,
direct (own) operations and downstream) was also
assessed separately.

We assessed the severity (negative impact)
and significance (positive impact) of eachimpact,
and likelihood of occurrence of potential impact.

» Negative impact: scale (how grave the impact
is), scope (how widespread the impact is)
and irremediability (how easy the impact
canbe resolved).

o Positiveimpact: scale (how beneficial the impactis)
and scope (how widespread the impact is).

Quantitative thresholds range from 1 to 5,
where 1 is low severity/significance/likelihood,
while 5 is high severity/significance/likelihood.
After applying a specific formula, this creates

a five-step scale for each impact: critical, major,
moderate, minor and insignificant. The ‘'major’
and ‘critical’impacts are material.

Experts’ view and stakeholder
involvement

In theinitial assessment, we considered the
internal experts' views from different departments.
We then engaged with external subject matter
experts andimpacted stakeholders in 26 dedicated
interviews (including investors, shareholders,
customers, suppliers, industry associations,
NGOs and IGOs, community participants and
international institutions), which were performed
by anindependent organisation.

This created a solid evidence base to inform the
DMA, including: a) the perspective of affected
stakeholders to understand the level of impact
materiality and manage the total level of disclosure
required; and b) better understanding the nature
of the impacts, to guide any disclosure, inline with
the needs of users of sustainability statements.

The secondary objective was to understand the
strategicimplications to guide ongoing development
and execution of our sustainability strategy,
programmes and stakeholder engagement.

The output of the interviews confirmed that

the topics of greatest interest to our external
stakeholders are packaging (in-flow and out-flow),
climate change mitigation, water and consumers'’
health concerns.

Financial materiality

For the identification of ROs, linked to either
principal or emergingrisk categories, we leveraged
our risk universe and our Business Resilience
Framework, which is described in detail in the
‘Business resilience’ section of this Integrated
Annual Report (IAR). We also identified ROs arising
from negative and positive impacts, as well as
from dependencies across the value chain, using
external tools such as Encore. We then mapped
each RO to the relevant stage of our value chain—
upstream, own operations or downstream—as
well as to the time horizons setin the impact
assessment, indicating whenitis most likely to
occur. As alast step of this process, we ensured
aclear link between ROs and the corresponding
ESRS topics and sub-topics.

To assess the ROs, we evaluated both the
likelihood of their occurrence and the magnitude
of their financial effect on CCHBC. The financial
effect was determined either quantitatively or
qualitatively, depending on data availability,
considering effects on the financial position,
financial performance, cash flows, cost of capital
and access to finance. Where possible, we used
the percentage of comparable EBIT as a
quantitative metric to measure magnitude.

Finally, we prioritised ROs based on their inherent
risk level, derived from the combination of financial
magnitude andlikelihood. Theinherent risk heatmap
used follows a 1 to 5 scale, similar to the one used
forimpact materiality. Setting the threshold to
above average, all 'high' and 'critical' ROs were
deemed material.

Double materiality approval

Having assessed both impact materiality and
financial materiality, we created our materiality
table disclosing each material topic from
either perspective (impact or financial)

or both perspectives.

Our DMA was then approved by CCHBC
management (including the ELT-level members),
endorsed by the Social Responsibility Committee
and the Audit and Risk Committee of the Board
of Directors. Our DMA was assured by a
third-party organisation.

Please see 2024 Materiality table on pages 39 to 40.

More information is available in the Sustainability
Statement onpages 41 to 172.

Stakeholder Forum —hearing from our
stakeholders on what matters most

Stakeholder engagement is essential to grow
our business and fulfil our purpose. Engaging and
collaborating with various stakeholders facilitates
better business decisions and alignment with
commitments. Our key internal and external
stakeholdersinclude investors, employees,
customers, consumers, suppliers, governments
and regulators, The Coca-Cola Company and
local communities. We also engage with other
businesses through trade associations

and universities.

Every year, we hold a Stakeholder Forum, to
discuss our material topics with a group of
experts.In 2024, our theme was 'Harnessing the
Circular Economy for Packaging —driving change
throughinnovation and collaboration’, a topic of
significantimportance both to us and to many
of our key stakeholders.

During the event, we welcomed 160 participants,
including customers, suppliers, NGO partners,
academics, policymakers, investors and other
interested parties, from more than 30 countries.
Discussions covered four key topics:

» Empowering consumers to adopt circular
packaging solutions

» The future of recycling and the role of
innovation and technology

» Reusable packaging systems and how to
successfully scale these models

» Creatingvalue through strategic partnerships.

The Forum's central message was the importance
of aligning business growth with sustainability
to ensure long-termresilience and success.
Our stakeholders shared valuable insights

and recommendations, including:

» Sustainability has evolved beyond an
environmental imperative; itis now a social
asset that shapes consumer identity and
brand engagement

» Progress depends on collaboration—partnering
with our suppliers and stakeholders will accelerate
innovation in sustainable packaging, from new
materials to advanced recycling technologies

» Sustainable choices must be made more
attractive, accessible, and convenient
foreveryone

» Achieving sustainability goals requires building
networks, sharing ideas and collaborating on
common solutions

o Profitand purpose can,and must,
co-exist effectively.

Theseinsights have been reviewed by the Social
Responsibility Committee and we will work to
implement the Forum's recommendations.

We will also engage with our stakeholders, sharing
the actions we are taking, throughout the year.
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Key:

Positive Impact
Risk

TERIAL impacts, ri s (IROs) and the respective value chain segments
Material ESRS to Potential impact coo Anticipated financial effect
financial
Topic Sub-Topic toplc IMPACT effect

Climate Change
Mitigation -

E1-Climate Ot Ot

Change

Upstream Across Value AcrossValue Managing our carbon _ _ o o M —
Downstream Chain Chain footprint P P
Energy Downstream Downstream

E2-Pollutionand po|iution : The cost and availability
Pollution Upstream 0 .

E5-Circular Resource . Downstream Upstream - of sustainable packaging - - Downstream Downstream
of Soil Downstream

Economy Outflows (outflows -E5)

Pellvizen Downstream Downstream — = = = = = =
of Water
E2 -Polluti Polluti
ollution ollution Pollution Positive impact to the state of nature _ B Downstream Downstream — _ _ _ _
of Water through Water Pollution Removal
Upstream Upstream
Water Own Own Upstream  Upstream  — - - - -
E3-Waterand Waterand Marine  consumption Operations  Operations
marineresources Resources Water e Own ' Own ' Own . Own .
withdrawals Operations  Operations  Operations ~ Operations  — - - - -

through Water Replenishment

E4-Biodiversity Biodiversityand Land

ecosystem = = Upstream = = = = = =
andEcosystems Ecosystems

use change

Downstream Downstream Downstream Downstream

The cost and availability
- - - - of sustainable packaging — - Upstream Upstream
(inflows)

E5-Circular

ResourceInflows -
Economy
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Key:

Positive Impact
Risk

TERIAL impacts, ri s (IROs) and the respective value chain segments
Materlal ESRS to

Potential impact G Anticipated financial effect
Actual financial
Topic Sub-Topic toplc IMPACT Impact effect

Diversity
Gender
equality Contribution to Diversity and Gender Own Own
Equaltreatment . . , = = = = = = =
.. andequal Equality of own workforce Operations  Operations
and opportunities
pay for work
forall
of equal value
Training & Skills Improved Access to Education Own Own Own Own _ _ _ B
development forownworkforce Operations ~ Operations  Operations ~ Operations
Contribution to the Health & Safety Own _ _ B _ _ B B
S1-Own of ownworkforce and workers of suppliers ~ Operations
Workforceand Health & safety Upstream Upstream
S2-Workersin Oown Oown = — — _ _ _ _
the value chain Operations  Operations
; Contribution to Employment across Across Value Across Value AcrossValue Across Value
Working ) . . - - - - - - -
L the value chain Chain Chain Chain Chain
Conditions Secure
Employment Provision of Social Protection and Social Upstream
Security for own workforce and workers - Own Upstream Upstream - - - - -
of suppliers Operations
Adequate Accessibility to aLiving Wage forown  Own Upstream Upstream Upstream
wages workforce and workers of suppliers Operations 2" Own Own - B B B B
9 PP P Operations  Operations  Operations
Commu@tles ’ Water & Avallablll_t_y, Accessmll_lty, Across Value AcrossValue AcrossValue AcrossValue
S3-Affected economic, social P Affordability and Quality of Water . . . . = = = = =
. Sanitation L Chain Chain Chain Chain
Stakeholders and culturalrights for local communities
Company-specificIRO #YouthEmpowered: Access to Education Downstream Downstream Downstream Downstream — = = = =

Topic of interest of specific stakeholders’ groups
Personalsafety ~ Consumers'
of consumers healthand
and/orend-users safety
Socialinclusion Responsible

of consumers marketing
S4-Consumers and/orend-users practices
andEnd Users Access
to (qualit
Socialinclusion ) (q _y)
information
of consumers
Accessto
and/orend-users
products

andservices
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General Disclosures

Basis for preparation

BP-1 General basis for preparation of
sustainability statement

BP-1_01,02

The Sustainability Statement has been prepared
ona consolidated basis, with the scope of
consolidation being the same with that of the
financial statements, and in addition, including
relevant upstream and downstream elements of
the value chain where applicable. Joint Ventures,
where we have operational control are also
reported as part of our own operations. Mission
2025 sustainability commitments exclude
Egyptian operations, as they were not foreseenin
the baseline year norin the target year.

All subsidiaries are included in the consolidated
report.

The statement covers all our value chain
segments, as it includes informationidentified
as material in the double materiality assessment
ofimpacts, risks and opportunities (IROs).

The mapping of our value chain was initially
categorisedin three segments (upstream —own
operations —downstream).

For own operations, we mapped out our core and
secondary activities, including a mapping of Group
entities that are linked to each business activity
and each respective product category.

For upstream activities, the analysis of business
relationships was limited to Tier 1 suppliers, and
for downstream, to main business partners and
main customers, including product-use phase
and end of life, and the local communities
where we operate.
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Capital

Product portfolio

Bottling and

Sales & Customer relationships

Distribution
Value created

Packaging materials Bottling operations Distribution

Value added

Customers

Consumers & Community
Value shared

Consumers Community

Financial capital
Human capital

Manufacturing
capital

Plants,
warehouses,
distribution
centres

Natural capital

Water, biodiversity,
eco-system health

Intellectual
capital

Brands, standards,
processes,
manufacturing,
reputation

Shared and
relationship
capital
Suppliers,
customers,
government
agencies,
communities

o n ®)
O O Cash distribution
to shareholders
PET, glass, Coca-ColaHBC Sales Consumers . L
aluminium, countries people Directand indirect
carton O O employment
—_— o Certily Taxes
o 'W% 1 and fees
Ingredients — M Sales cars Ie) Consumer
Bottles, cans, andvans CustorErs %arléetlng éwtlh Payrr:_ents to
cartons 2 z z 2 Z Eor(;c;aa—nyo a suppliers
% Skills and
0 knowledge
@ transfer
Water, C02 Warehouses and
sweeteners, juice, distribution Community
concentrate centres - . investment
Drink [—\ Recycling and programmes
equipment recovery
= omplanc
P compliance
schemes
Product Outlets
manufacture ﬂ‘
o—% LU0, o.c E
Water, energy, Sparkling Owned and Trade marketing Commumty programmes
fuel beverages, juice, leased trucks and activation Water stewardship,

water and other
still beverages

Coca-ColaHBC

tools

#YouthEmpowered,
packaging and waste
management programmes,
disaster relief
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We have not used the option to omit any specific
piece of information corresponding to intellectual
property, know-how, or the results of innovation
as per ESRS 1 section 7.7 'Classified and sensitive
information and information onintellectual
property, know-how, or results of innovation'.

For the year 2024, no exemption from disclosure
of impending developments or mattersin the
course of negotiation, as provided forin articles
19a(3) and 29a(3) of Directive 2013/34/EU, has
beenused.

BP-2 Disclosures in relation to specific
circumstances
Value chain estimation

Some metrics presented across the statement,
especially for upstream and downstream value
chain segments, have been estimated using
indirect sources. The respective estimations
and Datapoints are:

o E1: The calculation of scope 3 greenhouse
gas (GHG) emissions categories for both
the upstream and downstream value chain
segments, specifically the CO,e factor used
(Datapoints: E1-6_04-05 & 26_27_29).

» E5:Datarelated to percentage recycled
aluminium and percentage recycled glass
materials is coming from our suppliers where
sometimesindustry-average figures are used
(Datapoints E5-4_02,E5-4_03,E5-4_04, E5-
4_05).

Strategic Report

The basis for preparation for the metrics
estimated usingindirect sources s as follows:

« E1:Forthe calculation of scope 3 GHG
emissions' categories, arange of different
methods were deployed, such as average
dataset method (e.g., average CO.e factor for
paper, PET, aluminium, PE materials; average
factors foringredients, electricity grid factors
as per the IEA), distance-based method and
spend-based method. Interms of emission
factors used, these were either market-
based or taken from existing datasets, such
as the GHG Protocol, Ecoinvent Database
or calculated for the Coca-Cola System by a
specialised company and provided to bottling
companies. The quantity for each scope 3
category (e.g. quantity of purchased materials,
electricity consumption of drink equipment)
was available as actual primary data, and no
estimation was performed. More details on
the calculation methodology for each scope 3
category canbe foundin Table 15 of ESRSE1
Climate Change.

« E5: Percentage of recycled aluminium and
percentage of recycled glass materials are
coming from our suppliers where sometimes
industry-average figures are used, however
the quantities of those purchased materials
are primary data with no estimation.

BP-2_05,06

The use of estimates and external data from
credible sources is explained in the section of the
relevant metrics throughout the report,
indicating, for example, whether or not external
datais used. We are planning to start using
supplier-specific emissions factors, where
possible, as a basis for the sustainability reportin
the future and therefore data quality and accuracy
is expected toimprove over time.

Sources of estimation and outcome
uncertainty

BP-2_07,08,09

As aresult of the rigorous reporting process
that has beenin place for over a decade, capturing
primary and actual data for environmental and
social KPIs in all value chain steps (upstream,
own operations, downstream), our disclosure of
actual performance has no data where highlevel
of measurement uncertainty exists.

The monetary amounts disclosed across the
sustainability statement are subject to low/
moderate levels of uncertainty. All current
financial data presented in the statement stems
from our financial statements. Regarding the
monetary amounts that correspond to our
anticipated financial effects, they are subject to
moderate uncertainty because they depend on
the outcomes of future events and regulatory
changes. When quantifying these amounts, it is
assumed that the uncertainty increases across
longer time horizons.

Changes in preparation or presentation of
sustainability information

Using the clause of paragraph 10.3 of ESRS 1,

we will not disclose any comparative information
required by section. Therefore, no comparative
figure will be presented in the sustainability
statement. Data from any prior year is available in
our GRI Content Index; specifically, 2022 and 2023
data areinthe 2024 GRI Content Index, published
on our website.

BP-2_11,12

As for the comparative information and figures for
prior years, no recalculation done in 2024.
Similarly, no differences neither in baseline norin
2023 have been made.

Disclosures stemming from other
legislation or generally accepted
sustainability reporting pronouncements

We disclose as per the Task Force on Climate-
related Financial Disclosure (TCFD) requirements.
No other framework or reporting standard was
applied for the sustainability statement.

However, due to stakeholders'interest, we have
included in the sustainability statement a chapter
related to 'S4 Consumers and end-users’, even

if it was not deemed as material during the
double materiality analysis. Further informationis
available in ESRS S4 — Consumers and end-users.

BP-2_18,19

Furthermore, we rely on European Standards

to recognise our suppliers. The European
Standardisation System we use comprises ISO
9001, 1SO 14001, ISO 50001 and ISO 45001. We
maintain ISO/IEC 27001 certification (Information
Security Management Systems), providing us
robustness to mitigate any cyberincident. In 2024,
100% of our manufacturing plants were certified
with ISO 9001, ISO 14001, FSSC 22001 and ISO
45001. Our two main centres for IT functionin
Bulgaria and Greece maintain their ISO/IEC 27001
certification.

Incorporation by reference

Our aimis to provide our stakeholders with a clear
view of our operations, ambitions, goals, impacts,
and achievements. Thus, we have complied with
and provided information according to ESRS
requirements. However, in cases where pieces of
information were mentioned in previous sections
of the IAR, we used the option of incorporation by
reference. The respective Disclosure Points (DP)
and Disclosure Requirements (DR) are:
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Table 1: Incorporation by reference

Incorporation by Reference Disclosure Requirements Datapoints Respective Reference
Disclosure Requirements Datapoints Respective Reference SBM-2 Interests and views of SBM-Z_OZ Strategy Section
GOV-1Therole of the GOV-1_01,02,05,06,07 ‘Governance at a glance’, Corporate stakeholders SBM-2_03,04 Strategy Section
administrative, management Governance Section SBM-2 08.09 Mark 4 S ;
i i -2_08, ‘Market trends’, Strategic Report
and supervisory bodies ‘The Executive Leadership Team', o ) o )
Corporate Governance Section Chief Executive Officer's letter’,
Strategic Report
GOV-1_08 Corporate Governance Section
SBM-2_10 '‘Chair's letter’, Strategic Report
GOV-1_04 Corporate Governance Section
v - 'Chief Executive Officer's letter,
GOV-1_16 Corporate Governance Section Strategic Report
GOV-2 Inf_orm.qtlon providedto,  GOV-2_03 ‘DOUb‘e_ materiality Assessment, SBM-3 Materialimpacts, risks SBM-3_01,06,07 ‘Double materiality Assessment’,
agi susta(\jnbabélléyHm;?:t‘ters Strategic Report and opportunities and their Strategic Report
addressed by s . : .
administrative, management Ejg?ecst‘son:évétg strategy and SBM-3_03,10 '‘Business Resilience’, Strategic Report
and supervisory bodies SMB-3_08,09,10 'Principal risks & opportunities’,
SBM-1 Strategy, business model  SBM-1_01 'Growth pillars’, Strategic Report Strategic Report
and value chain SBM-1_02 'Growth pillars', Strategic Report SBM-3_12 ‘Double materiality Assessment’,
icR
SBM-1_03,04 ‘Cultivate the potential of our people’, Strategic Report
Strategic Report IRO-1 Description of the IRO-1_01 ‘Double materiality Assessment’,
toidentify d trategicR t
SBM-1_21 ‘Earnour Licence to operate’, Eﬁre?tce?jasl ir?ml aeg:sl {EQS ;jjess Strategic Repor
Strategic Report np ' IRO-1_11 '‘Business Resilience’, Strategic Report
opportunities
“Tracking our progress’, E3.IRO-1_02 &E2. 'Stakeholder Forum—hearing from our
Strategic Report IRO-1_02 &E4.IRO-1_05& stakeholders onwhat matters most,
‘ - - E5.IRO-1_02&IRO-1_05  Strategic Report
SBM-1_23 Earnour License to operate’,
Strategic Report Topical Standards E1.MDR-T_08 ‘Licence to operate’, Strategic Report
‘Cultivate the potential of our people E5.MDR-A_06,07,09,10 Financial Statements
section’, Strategic Report E5.MDR-A_11,12 Financial Statements
SBM-1_25 "Value Chain', Strategic Report S1-2_01,02,04 'Engaging with our stakeholders/,
SBM-1_26 ‘Value Chain', Strategic Report Governance section
SBM-1_27 ‘Socio-economic contribution’, S1-6_17 ‘Note &', Financial Statements
Strategic Report S54-2_04 '‘Market trends', Strategic Report

Incorporation by Reference

‘Leverage our unique 24/7 portfolio’,
Strategic Report’
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Governance

GOV-1Therole of the administrative,
management and supervisory bodies

GOV-1_01,02,05,06,07

Board structure and diversity: please refer to
'‘Corporate Governance Report', part 'Governance
ataglance' onpage 191. ELT information: please
refer to '‘Corporate Governance Report', part 'The
Executive Leadership Team'on pages 207-209.

Our administrative, management and
supervisory bodies are in accordance with
regulatory requirements. The representation of
workers in those bodies is based on local law, and
countries adhere to that. For example, in Austria
thereis representation of the local works council
inthe supervisory board based on local law.

GOV-1_08

Responsible for oversight ofimpacts, risks

and opportunities are, at Board level, the Social
Responsibility Committee and the Audit and Risk
Committee of the Board of Directors.

The Social Responsibility Committee of the
Board of Directors establishes principles
governing social and environmental management
and oversees the performance management
to achieve our sustainability goals (social and
environmental). It establishes and operates

a council responsible for developing and
implementing policies and strategies to
achieve the Company's social responsibility and
environmental goals (in all environmental, social
and governance pillars, such as climate change,
water stewardship, packaging and waste,
sustainable sourcing, health and nutrition, our
people and communities, and biodiversity). It
ensures Group-wide capabilities to execute
these policies and strategies, and approves our
sustainability strategy, commitments, targets
and policies.

Strategic Report

The function of the Audit and Risk Committee

is to serve as anindependent and objective body
with oversight of the Group's accounting policies,
financial reporting, and disclosure controls and
procedures; the Group's approach to internal
control and risk management; the quality,
adequacy, and scope of internal and external
audit functions; and the Group's compliance
with legal, regulatory and financial reporting
requirements. In addition, the external

auditor reports directly to the Committee.

Furtherinformation regarding the responsibilities
of the Committees is available in the Governance
section of thereport, 'Social Responsibility
Committee'and ‘Audit and Risk Committee’ parts.

GOV-1_09

Our CEO and the ELT are ultimately accountable
for performance against our sustainability goals
and for the execution of our sustainability agenda.

The Sustainability Steering Committee
(‘Sustainability SteerCo'), led by the CEO and
including members from various functions such

as Supply Chain, Procurement, Corporate Affairs

& Sustainability, Finance and Commercial, meets
regularly. During these meetings, they discuss
performance, approve new strategic initiatives and
allocate resources. Sustainability SteerCo, through
its respective ELT members, is responsible for:

» setting corporate sustainability targets;

e measuring progress towards environmental
and social corporate targets;

« conducting environmental scenario analysis;

* managing public policy engagement related to
environmental and social issues;

» implementing business strategies related to
sustainability (environmental and social) issues;

e managing acquisitions, mergers and
divestitures related to environmental and
socialissues;

* overseeing major capital and/or operational
expenditures related to environmental and
socialissues;

» assessing the results of environmental
dependencies, impacts, risks and opportunities;

» providing employee incentives related to
sustainability performance;

* implementing a climate transition plan;

* managing sustainability reporting, audit and
verification processes; and

e measuring progress towards science-based
environmental targets and social targets.

GOV-1_10,11

The Sustainability SteerCo receives regular
information and updates on sustainability issues
from various departments, who own the
respective agenda, such as the:

« Corporate Sustainability team, which monitors
andreports onthe Company's Mission 2025
commitments (our environmental and social
targets), sustainability projects, stakeholders'
engagement and external ESG trends;

« Business Resilience team, which facilitates,
in collaboration with various Group and BU
functions, the identification, assessment and
development and monitoring of management
plans for all principal risks and opportunities,
including those relating to climate change;

» Quality, Safety and Environment (QSE) and
Engineering teams, which explore and evaluate
new technologies and partnerships that
can enhance the Company's environmental
performance and competitiveness;

« People and Culture team, which monitors and
reports on some of the social targets and KPIs,
projects and diversity, equity &inclusion (DEI)
agenda; and

» Procurement team, which monitors sustainable
sourcing and suppliers’ engagement.

At the local/market (business unit) level, our
business unit General Managers (GMs) have
frontline responsibility for: monitoring the local
business unit sustainability performance regularly;
localising sustainability strategy for their market/
business unit; and prioritising the local initiatives.
Together with the local leadership teams, our GMs
are responsible for the execution of sustainability
goals at market/business unit level.

The reporting lines for the governance structure
on sustainability extend from the Board level, and
further downwards to the ELT, and the Group level
to the BU and country level. This vertical and
horizontal interaction ensures arobust interface
among committees, teams and leadership,
facilitating the sharing of responsibilities for
various aspects of sustainability.

GOV-1_13,14

We have dedicated controls and procedures
in place to manage ourimpacts, risks and
opportunities. Each functionis responsible
forits respective area, such as:

« QSE, for emissions, energy, water usage ratio,
waste;

» Procurement, for ensuring sustainability at
supplier level and sustainable sourcing;

o People and Culture, for overseeing people-
related KPls, humanrights and employee
engagement;

o Corporate Affairs and Sustainability, for
packaging collection, recycled PET, community
social programmes, volunteering, water
stewardship at community level;

» Business Resilience for overall risk management
and scenario analysis; and

» Legal, for compliance, corporate governance
agenda, Code of Business Conduct.

All functions conduct regular performance
reviews, at least quarterly and often monthly,
where sustainability-related KPIs and
performance are presented and discussed, and
action plans are agreed upon. These reviews start
atlocal plant, warehouse, country and BU levels on
amonthly basis and continue up to the Group
functions. Group functions, along with their
respective heads and ELT-responsible members,
monitor the targets monthly.


https://www.coca-colahellenic.com/en/a-more-sustainable-future
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We also develop short- and long-term sustainability
targets (e.g., targets set for 2025in 2018, as well
as targets for 2030 and 2040) that address the
most materialimpacts across all three segments
of the value chain.

Every set of sustainability targets is aligned
with the respective responsible function, before
being presented and endorsed by the ELT and
subsequently by the Social Responsibility
Committee of the Board of Directors. This
process has been followed for all Mission 2025
sustainability targets, science-based targets
related to carbon emissions, the NetZeroby40
target, biodiversity and others.

We also apply very rigorous quality, food safety,
health and safety and environmental standards
of The Coca-Cola Company (TCCC), so-called
KORE standards, mandated for each of our
manufacturing sites, warehouse and distribution
centres, where the controlis under the local
plant-levelmanagement anditis assuredvia
regular cross-border internal audits, external ISO
audits, external audits by TCCC, and external
Workplace Accountability audits.

Our Board and ELT comprises of experienced
individuals from diverse backgrounds, countries
and industries. Their biographies, found on

pages 195 to 197 and 207 to 209 of the 'Corporate
Governance'section highlight their

extensive experience.

Strategic Report

We are proud of the diverse skills and experiences
of our Board. 10 out of 13 Board members
possess the appropriate skills and experience

in sustainability matters.

Forexample, in relation to ESG matters, we have
members who are familiar with environmental
matters, such as climate, water stewardship,
biodiversity and packaging, and with social and
governance, such as Anastasios Leventis,
Evguenia Stoitchkova, Charlotte Boyle and
Zoran Bogdanovic.

We ensure that the Board members and each
Committee receives a satisfactory ongoing
training and education programme as necessary
to deliver onthe Group's strategy, including the
sustainability-related trainings. Thatis a
responsibility of our Nomination Committee.

Further details can be found onpage 211inthe
'‘Corporate Governance'section of the report.

We ensure our Board's competency on both
environmental and socialissues and impacts, and
onrisks and opportunities. Our Board includes
members who hold significant positions (co-
founder, CEOs) and are members of various
organisations andinstitutions, such as the
European Council of the Nature Conservancy, the
WWEF Hellas (Greek branch of WWF), the Overseers
of the Gennadius Library in Athens, the UK for UN
High Commission for Refugees (UNHCR). These
roles provide our Board members with deep
insights into environmental conservation, social
responsibility and risk management, which are
directly relevant to our Company's material
impacts, risks and opportunities. More
information is available in the ‘Corporate
Governance' section, paragraph '2024 actions
based on 2023 Board evaluation findings and
previous experience’, page 214.

GOV-2 Information provided to,

and sustainability matters addressed

by, CCHBC's administrative, management
and supervisory bodies

GOV-2_04

The Boardreviews and approves strategy,
monitors performance towards strategic
objectives, overseesimplementation by the ELT
and approves matters reserved for Board decision
by the Articles of Association. The governance
process of the Board is outlined in our Articles of
Association and the Organisational Regulations.
For further details, please consult our website.

In 2024, we developed our Business Resilience
(BR) Framework, which replaces our Enterprise
Risk Management Programme. The BR Framework
maintains all key aspects of effective risk
managementbut also incorporates other

BR elements —security, business continuity,
insurance and crisis management.

The Board retains overall accountability and
responsibility for the Group's business resilience,
risk management andinternal control systems.

It provides direction to the business on the level

of acceptable risk through the Risk Appetite
Statement and receives regular reports from

the CRO (Chief Risk Officer) on the extent to
which that statementin applied throughout the
business. In 2024, the Board reviewed the Risk
Appetite Statement and that was applied through
the setting of risk tolerance levels for every risk
that business units and Group functions assessed.

The Board also reviews the Principal and
Emerging Risks and key resilience management
plans, including our Group and Local insurance
programmes annually and, through the work of
the Audit and Risk Committee, receives quarterly
updates on the effectiveness of the business
resilience and risk management program. Insights
from our assessment of principal and emerging
risks and opportunities are taken into account

by the Board as part of their continuous review

of the relevance and effectiveness of our
business strategy.

For more information on our Business Resilience
Programme, see section '‘Business Resilience’
inthe strategic part of this IAR.

GOV-2_01

Additionally, to ensure the effectiveness of our
policies and actions, the Social Responsibility
Committee reviews Group policies on
environmentalissues, human rights and other
topics as they relate to social responsibility.
Further information regarding the responsibilities
of the Social Responsibility Committee can be
found on the pages 215 to 216 of the report, while
for details on our policies, please visit our website.

During 2024, the Social Responsibility

Committee met four times, as notedin the
Governance section, Social Responsibility
Committee, part of the report. In every meeting,
sustainability-related topics, such as climate, water
stewardship, packaging, public policies and others,
are discussed, and the Committee stays informed
about material sustainability matters that
emerged during the reporting year.


https://www.coca-colahellenic.com/en/about-us/corporate-governance
https://www.coca-colahellenic.com/en/about-us/corporate-governance/policies
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The results of our materiality assessment were
reviewed and approved by CCHBC management
and endorsed by the Social Responsibility and
Audit and Risk Committees of the Board of
Directors. Thelists of the reviewed material topics
are presentedin our Table on pages 39-40in the
‘Double Materiality Assessment' of the Strategic
Report.

GOV-3 Integration of sustainability-related
performance in incentive schemes

In Coca-Cola HBC, we provide both monetary
and non-monetary incentives for achieving

our sustainability goals across all organisational
leadership layers, not only on Group & C-suite
levels, but also on country and plant-management
levels down to production shop floor. We believe
each employee plays animportant role in the final
achievement of our sustainability targets and has
these goals embedded into their work culture
and ethics, therefore allemployees canreceive
recognition for their performance in minimising
ourimpacton climate and environment and
improving our social performance. Substantiated
violations of our Company's Code of Business
Conductresultindisciplinary measures, which
include loss of bonus, unpaid suspension,

formal written reprimand and termination.

GOV-3_06

The Remuneration Committee's role includes
incentivising strong business performance and
appropriately rewarding contributions to the
Company's long-term success. The Committee
has reviewed the policy-based outcomes under
the performance share plan (PSP).

Strategic Report

The CEO's individual performance is measured
in key strategic areas and taken into account for
MIP. Please refer to the Corporate Governance
section, 'Directors' remuneration report’, the
content and table under the paragraph '2024 MIP
performance outcome' on pages 223 to 224.

E1.GOV-3_01

Coca-Cola HBC has introduced GHG emission
reduction targets as one of the elementsinits
long-term management incentive plan (LTIP) and
also PSP. This was selected to directly align with
and incentivise delivery of the Company's ESG
objectives, particularly our ambitious goal to achieve
net zero emissions across our entire value chain

by 2040.

GOV-3_02,04 &E1.GOV-3_01,03

Since 2021, the reductionin GHG emissions metric
was selected as part of the LTIP to directly align
with andincentivise delivery of the Company's ESG
objectives. Thisincludes our ambitious goal to
achieve net zero emissions across our entire value
chain by 2040, covering all scopes of emissions
(scope 1, 2, 3)in all territories where we operate?,
and our approved by the Science Based Targets
initiative (SBTi) targets (2030 target year). The CO,
emissions targetin the PSP implicitly captures
reductionin plastics. Also, it indirectly captures
water as linked to climate risk scenarios (both
physical and transition).

E1.GOV-3_03

Sinceitsinclusioninthe LTIPin 2021 until 2024,
we have achieved our annual roadmap for absolute
emissions reduction, and we are progressing as
per the net zero transition plan to reach our
science-based absolute emissions reduction

by 2030 and further to net zero by 2040.

Our Mission 2025 sustainability commitments
related to the percentage energy-efficient
coolersare up to 60% in 2024 versus 55%in 2023,
meaning that in both years we exceeded our 2025
target (2025 target is 50%); also, we continue
using 100% renewable and clean electricity in

our operationsin EU and Switzerland (2025 target

is 100%) and we overachieved our 2025 target

on total renewable and clean energy in direct
operations reaching 53% (2025 target is 50%).

Aligned with science and 1.5-degree Celsius
scenarios and approved by the SBTi, our PSP
has some specific characteristics, as presented
inthe 'Directors' remuneration report’ section
ofthereport.

GOV-3_03

The vesting schedule for PSP performance
conditions s a straight line between the threshold
and maximum performance levels. For the first
time the emissions reduction was introduced in
the LTIPin 2021. Additionally, Mission 2025
commitments performance is part of the annual
individual performance metrics measured, and the
achievement of the goals of helping communities
in water risks areas by implementing water
stewardship projects, #YouthEmpowered,

% women in management, % energy-efficient
coolers, progress made towards packaging goals,
and CO, emissions ratio are included.

E1.GOV-3_02

CO; emissions are part of the LTIP (15% weight)
and PSP of all people eligible, including all C-suite
and senior management members.

1. Inthelasttwoyears, due to the geopolitical situation and inability to influence some factors outside of our control, Russia and Ukraine are excluded from the GHG emissions datain the LTIP and PSP.

E1.GOV-3_01

LTIP awards are cascaded down to select
members of middle and senior management.
Specifically, for CEO- and Director-level
remuneration arrangements, annual variable
compensation includes sustainability objectives
such as employee engagement and sustainability
commitments from Mission 2025 as disclosedin
the Corporate Governance section, 'Directors'
remuneration report’ on page 222 to 247.

Please refer to the Corporate Governance
section, 'Directors' remuneration report’, the
content and table under the paragraph '2024 MIP
performance outcome' on pages 240 to 241.

GOV-3_03

The CEQ's individual performance metrics were
measured versus the following priorities in 2024:

o Business performance
* Employee engagement
o Sustainability commitments

The Remuneration Committee took into account
additional achievements during 2024, among
them: the leading score in beverage industry at
S&P Global Corporate Sustainability Assessment
(DJSI), achieved top scores in S&P Global
Sustainability Yearbook, double A from CDP,

The proportion of variable remuneration
dependent on sustainability-related targets
and/orimpactsisupto 15%.
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GOV-4 Statement on due diligence

Our due diligence work is conducted in accordance with the OECD Guidelines for Multinational Enterprises and implemented by our members from various functions, such as Supply Chain, Procurement,
Corporate Affairs & Sustainability, Finance, Risk and Commercial, and then presented to the Social Responsibility Committee, which reports to the Board of Directors.

Table 2: Elements of due diligence within the sustainability statement

Core elements Paragraphsinthe Core elements Paragraphsin the
of due diligence sustainability statement Pagesin the sustainability statement of due diligence sustainability statement Pagesin the sustainability statement
Embedding due diligence GOV-2 Information provided to and Identifying and assessing RO Description of the process to
in governance, strategy  sustainability matters addressed adverseimpacts identify and assess materialimpacts, Read more p.59, 65
. . o ) Read more p.46 ) .
and business model CCHBC's administrative, management risks and opportunities

and supervisory bodies
SBM-3 Material impacts, risks and

Read more p.55, 85, 130,

GOV-3 Integration of sustainability- opportunities and their interaction 146 155
related performancein Read more p.47 with strategy and business model :
incentive schemes
MDR Policies Read more p.85, 100, 104, 116,

SBM-3 Material impacts, risks and

119,131, 148, 156

opportunities and their interaction Read more p.55, 85
Topical ESRS

with strategy and business model Readmore p.101, 104, 114, 116

stakeholders in all key and sustainability matters addressed by [ p—r

Engaging with affected  GOV-2 Information provided to Taking actionstoaddress MDR Actions Read more p.87, 102, 106, 117,
those adverseimpacts 120,131,151

steps of the due diligence CCHBC sadministrati_ve, management Topical ESRS Read more p.102, 106, 137, 149

and supervisory bodies
) Tracking the MDR Targets Read more p.91, 103, 112, 118,

SET_i Irlwdterests andviews of Read more p.52 to 54 effectiveness of these 125,141,158, 160
ST SHaIteRng Topical ESRS Read 114,118,125
IRO-1 Description of the process to communicating opica S NTIBIE A, 56 229

126, 142
identify and assess materialimpacts, @NElelaplel= ol NCE)

risks and opportunities

MDR Policies

Read more p.85, 100, 103,

104, 114,116, 118, 119, 127,
131,148,156

Topical ESRS Read more p.116, 135, 157
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GOV-5 Risk management and internal controls
over sustainability reporting

GOV-5_02

Sustainability is embedded as a core element

of our management practices and a key element
of our Business Resilience Framework. We take
the same approach to identifying risks and
opportunities, developing management plans to
reduce negative impact or leverage opportunity,
and reporting of sustainability-related risks as we
do with allrisks and opportunities.

Our Risk Management programme is a five-step
process thatis linked to our strategies and can
be applied across all business activities (e.g.,
business risk, project risk, new product
development). It involves:

1. Risk identification.

2. Analysing the inherent risk by evaluating
potentialimpact and likelihood.

3. Assigning current risk ownership, mitigation
activities and internal controls, and analysing
residual risk.

4. Preparing appropriate action plans to manage
the risk and achieve our risk objective.

5. Monitoring, reviewing and auditing and
reporting.

Governance of all risks, including sustainability-related
risks, is the responsibility of the Board. During the year,
the Board reviews our principaland emergingrisks and
opportunities, including those associated with climate
change, water management and health & safety.
Additionally, the Social Responsibility Committee
of the Board takes a particularinterest in risks
associated with climate change.

Reporting of our sustainability-related risks,
including climate-related risks, are integrated
into our Risk Management programme. Prior to
external disclosure, all risk assessments and
management plans, including sustainability-
related risks and opportunities are subject to

Strategic Report

rigorous review by the Group Business Resilience
Team, the Group Risk and Compliance
Committee, the ELT, the Audit and Risk
Committee of the Board and the full Board; and
are subject to internal audit.

Our approach to ESG data management
supported by the Finance function continues to
evolve by applying financial reporting principles

to our non-financial data and through the
development of a robust control environment,
alongside policies, to progress our ESG objectives.

We have internal sustainability process guidelines,
which establish the minimum requirements for
environmental management and provide
frameworks, templates and tools to ensure a
unified approach across all CCH markets. All CCH
entities are required to adhere to these guidelines.

This year, we have reviewed the data governance
interaction model we follow. This was undertaken
to clarify roles and responsibilities and to provide
updated documentation and training for Data
Stewards at the business unit level.

We continue to update the processin the business
units for data gathering of formal evidence (e.g.,
photos of water meters, email communication,
reports) for all water usage for the year to ensure
traceability and accuracy. We have put a process

in place to ensure that all strategic goals related

to NetZeroby40 and other sustainability
commitments are clearly set out and

monitored properly.

Our health and safety rules are communicated to
our employees. In addition, we have established
processes and procedures to ensure that regular
trainingis provided to employees in accordance
with their roles and responsibilities and any
relevant regulatory requirements. Finally, local
health and safety regulations are properly
monitored to ensure continuous compliance.

We have set a processin place to ensure that any
health and safety issues are followed up in a timely
way and remediated through reporting channels.
We comply with the local QSE requirements, and
we monitor closely any legislation changes.

Sustainability-related risks are integrated into

our Risk Management Programme, as detailed
inthe IAR section '‘Business Resilience: Proactive
management of risks and opportunities’. As part of
our Risk Management programme, sustainability-
related risks and opportunities are discussed,
monitored and prioritised, relative to other risks,
during the principal risk assessment process. The
outcomes of engagement with business units
and cross-functional teams are integrated into a
principal risk report, which is reviewed by the Group
Risk and Compliance Committee (GRCC). The
Committee ensures that principal risks, as detailed
inthe IAR section Principal Risks and Opportunities,
are reviewed with a broader, cross-functional
perspective, integrating findings into the principal
risk report submitted to the ELT and quarterly to
the Audit and Risk Committee of the Board.

Once ariskisidentified and assessed, risk owners,
accountable managers and risk mitigation plan
owners are assigned for monitoring, developing
and implementing mitigating actions and to
ensure clear accountabilities at all stages of the
process. The outcomes of these assessments
and the monitoring of the effectiveness of the
management plans and internal controls
associated with them are reviewed by the Group
Business Resilience Teamin collaboration with
Group risk owners, the Regional Management
Teams, the Group Risk and Compliance
Committee, and are subject to internal audit.

Ourinternal audit department conducts
independent cross-regional sustainability audits,
assessing the processes that support sustainability
reporting and data-collection standardisation
across a sample of business units and Group
functions, aiming to identify opportunities to
enhance the overall effectiveness and efficiency of
processes and controls. The audits are conducted
in conformance with the International Standards
for the Professional Practice of Internal Auditing.

The findings are submitted to the Audit and Risk
Committee. The Board and its Committees
conduct annual reviews of the effectiveness

of ourinternal controls.

Ourlocal compliance with QSE regulations is
reviewed quarterly, eitherinternally or externally,
within the context of ISO Audits for Quality,

Food Safety, Occupational Health and Safety,

and Environment. On a quarterly basis, the results
of such reviews and inspections are presented

to the Board's Audit and Risk Committee.

GOV-5_03

Variations in data collection practices present
challenges to acompany's sustainability reporting
process. Some metrics presented across the
statement, especially for upstream and downstream
value chain segments, are estimated usingindirect
sources. For example, the calculation of scope 3
greenhouse gas (GHG) emissions and datarelated to
the percentage of recycled materials. The timing and
availability of data across the value chain are crucial
for effective decision-making and operational
efficiency. Ensuring data synchronization across
different stages of the value chainis essential for
providing appropriate accuracy. While these factors
introduce some risks, they are manageable with
careful planning and attention.

Strategy
SBM-1 Strategy, business model and value chain:

SBM-1_01

Our growth strategy reflects our vision to be

the leading 24/7 beverage company. Itis built on
five key pillars of growth, each of whichis a core
strength or competitive advantage, while at the
same time, they reflect on different sustainability
aspects. Our five strategic growth pillars include:

» Leverage our unique 24/7 portfolio.

» Wininthe marketplace.

» Fuel growth through competitiveness
and investment.

« Cultivate the potential of our people.

» EarnourLicenceto operate.
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For more information, please visit the 'Strategic
Report—Growth pillars’ section of the IAR.

Our portfolioincludes some of the world's best-
known beverages. We produce and sellan
unparalleled portfolio of beverage brands relevant
to every customer, consumer and occasion. Our
portfoliois one of the strongest, broadest and most
flexible in the beverage industry, offering consumer-
leading brands in the Sparkling, Juice, Water, Sport,
Energy, Ready-to-drink Tea, Coffee, Adult Sparkling,
Snacks and Premium Spirits categories.

We have high-growth opportunities across
high-value occasions and categories. Our flexible
portfolio caters to a growing range of tastes and
preferences, with a wider choice of both affordable
and premium products, and a wide range of
healthier options. Our Sparkling portfolio has
evolved with the proliferation of zero-sugar and
lightvariants, single-serve packs and broader
innovationinflavours, andit is the most significant
group of products as it represents the main source
of revenue. Our 24/7 portfolio has considerable
growth potential, driven by our strategic priority
categories, Sparkling, Energy and Coffee.

SBM-1_02

We operate in markets with different profiles,
as presentedinthe 'Strategic Report —Growth
pillars'. Every market we serve holds significant
importance to us, contributing substantially to
our overallrevenue and growth. Our 'Emerging’
markets contribute to the 45% of our revenues,
followed by the 'Established' markets with 33%
and the 'Developing' markets with 22%. Further
details are available on pages 2-3.

Ourroute to marketincludes a wide range

of consumer channels —from supermarkets,
convenience stores and vending machines,
to 'Hotels, Restaurants and Cafés' (HoReCa).

OQurroots date back to 1951 when A.G. Leventis
founded the Nigerian Bottling Company in Lagos.
Since then, the business has expanded, now
covering Armenia to Austria, Egypt to Estonia
and Serbia to Switzerland. We serve 750 million

Strategic Report

potential consumers across 29 countries and have
proven routes to market and leading market
positions in a unique geographic footprint across
Western, Central and Eastern Europe, and Africa.

SBM-1_03,04

We are approximately 33,000 passionate, diverse
and committed professionals. The geographical
distribution of our employees (FTEs) is as follows:

Table 3: Geographical distribution of
employees

2024
Geographical area Permanent Temporary
Region 1 5914 98
Region 2 7,829 679
Region 3 12,368 2,595
Italy 1,991 20
Corporate Centre 1,508 18
Subtotal 29,609 3,409
Total 33,018

» Region 1includes the following countries:
Austria, Czech Republic, Slovakia, Hungary,
Republic of Ireland, Northern Ireland, Poland,
Estonia, Lithuania, Latvia and Switzerland.

» Region 2 includes the following countries:
Bosnia and Herzegovina, Slovenia, Croatia,
Bulgaria, Greece, Cyprus, Romania, Serbia
(including the Republic of Kosovo), Montenegro,
Ukraine, Moldova and Armenia.

» Region 3includes the following countries:
Russia, Nigeria, Egypt and Belarus.

Furtherinformation about our employeesis
available in the 'Cultivate the potential of our
people' section of the IAR.

SBM-1_05,06

None of our products are banned in the markets
where we operate, and we comply with all local
legal requirements for the sale and marketing of
those products. Wherever there is stakeholder
concern expressed relating to beverage industry

ingredients, we address those concerns through
ourindustry associations and other alliances. As
presented in the Financial Statements, our annual
revenue reached €10,754 million.

SBM-1_21

Sustainability is embedded in every aspect of
our business as we look to create and share value
with all our stakeholders. We make a strong
contribution to developing the societies in which
we operate through employment and our wider
supply chain, as well as through supporting
community projects.

We have established strong targets to embrace
sustainability. Our Mission 2025 commitments
on climate, packaging, water, ingredients, nutrition,
people and communities set measurable targets.

Further details and data related to 'Our Mission 2025’

sustainability-related goals and the relationships
with stakeholders are available in the Strategic
Report, 'Earn our Licence to operate’and "Tracking
our progress' sections of the report.

Our Company announced our commitment to
achieving net zero emissions across its entire
value chain by 2040, and we are firmin our target
toreduce our emissions footprint across scope 1,

2 and 3. This commitment is approved by the SBTi.

Together with the Coca-Cola System, we have
started to actively engage with our significant
suppliers that represent over 70% of our scope 3
emissions, on how to measure GHG and prompt
them to actively disclose in the CDP and develop
their own science-based target commitments.

In 2023, we joined the engagement programme
of the Science Based Targets Network (SBTN),
and we are committed to follow their guidelines
and methodology for setting science-based
targets for nature. Our targetis to make a net
positive impact on biodiversity in critical areas
of our operations and supply chain by 2040 and
eliminate deforestation in our supply chain by
2025, and we focus our efforts on the relevant
actions so both nature and business can thrive.

We strive to minimise food loss and food waste in
our operations as this helps us preserve water and
other natural resources, avoid carbon emissions
and mitigate the social and economic impacts of
agriculture. Our target to tackle food waste and
loss across our activities and operationsis to
decrease our absolute food losses (in dry matter)
by 30% by 2025 compared to our 2019 baseline,
and further reduce by 40% by 2030 versus 2019.
We also strive to reach 100% recycled waste and
have zero waste to landfill from manufacturing.

SBM-1_22

When setting our sustainability goals, we consider
our main activities and theirimpact, and the goals
cover all our business units, not only the largest
ones. We require each of our operations to
follow our sustainability standards, with each
sustainability target set first at the overall

Group level, and then we disaggregate for

each of our operations.

The disaggregation leads to anindividual country/
business unit annual roadmap, and we conduct
performance reviews based on those annual
roadmaps. In some areas, such as water,

where challenges andrisks are very local (e.g.,
watershed-specific challenges and risks), we set
our Group target for those risky areas, but the
individual plant target considers the local issue
and specifics.

For suppliers, our overall ESG requirements apply to
every supplier or partner (e.g., our Supplier Guiding
Principles). However, for some specific goals,
such as sustainable certification of agricultural
ingredients, we consider only the main and most
impactful agriculturalingredients representing

a significant part of our procurement spend.

In our Mission 2025, as setin 2017 and endorsed
in 2018, when the Egyptian operations were not
yet part of CCH, the actual and target data
excludes Egypt. Our updated 2030 emissions
target, andin our long-term commitments, such
as NetZeroby40 and a positive impact on
biodiversity by 2040, Egyptis included.


https://www.coca-colahellenic.com/en/a-more-sustainable-future/biodiversity
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Our boldest sustainability commitment,
NetZeroby40, requires significant decarbonisation
of each part of the value chain and decoupling the
emissions from the business growth. In some
cases, for example to reduce emissions from
packaging materials and increase packaging
circularity, we will use more reusable bottles
(returnable glass bottles), which lead to more
water consumption in our manufacturing sites for
cleaning of the bottles and also more kilometres
driven for reverse logistics (transportation of
the empty bottles back to the plants). Using more
naturalingredients and providing more beverages
with no preservatives to respond to the health
and nutrition expectations of our consumers lead
toincreased requirements of our suppliers and
higher cost of sourcing the ingredients.

For more information on our actions, please
see the 'Licence to operate' and 'Cultivate the
potential of our people’ sections of this report.

SBM-1_25

Our business model describes the essence

of what we do: how we create value for all our
stakeholders fromthe resources and relationships
we need to operate the business. Analytical
description of our business model is available
inthe Value Chain graphic on page 42.

SBM-1_26

For further details regarding the inputs and our
approaches to gather, develop and secure those
inputs, please see the Value Chain graphic on page
42 and 'Business model' section on pages 6-7.

SBM-1_27

We believe that the only way to create long-term
value for all our stakeholders is through sustainable
growth. Our stakeholders and the wider communities
where we operate benefitin multiple ways. Each
stakeholder group has different benefits
depending on their positionin the value chain.

For our stakeholders' benefits, please consult

the 'Business model’ section on page 7.

Strategic Report

We have a strong socio-economicimpact. As a
strategic bottling partner of TCCC, we are aware
that ourimpact on society is significant.

We create value for the societies we operate in by
creatingjobs, training workers and as community
participants, building physical infrastructure,
procuring raw materials locally, transferring
technology, paying taxes, expanding access

to products and services, and creating growth
opportunities for our customers, distributors,
retailers and suppliers.

Through the Socio-Economic Impact Study, which
we performin each of our markets together with
TCCC, we understand how our activities benefit
economies and societies and what our total
contributionis to the domestic economy, local

COMPANY
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communities and employment. Further details
regarding the metrics of our socio-economicimpact
are available in the Strategic Report, 'Socio-
economic contribution’ paragraph on page 7.
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Our upstream value chain segmentincorporates
all the activities that supply us with the key
sustainably produced raw materials and resources,
equipment and services to produce our products.
For that purpose, we partner with our suppliers.

We transform these resources into products
through an optimised manufacturing
infrastructure, creating value for our employees,
investors and governments in the countries where
we operate. We are an exclusive partner of TCCC

Coca=-Cola
HBC

Production
of Beverages

Portfolio Sales &
route to market

Bottling Capex
Investments

Customer Marketing,
Execution & Management

in 28 markets. TCCC owns, develops and
markets its brands with the end-consumer.
We are responsible for producing, distributing
and selling these beverages. We work together
to ensure that we have the right portfolio

for our markets and to ensure excellent, efficient
execution. We buy concentrate from TCCC
under anincidence-based pricing model. We
also share marketing costs and responsibilities;
TCCC undertakes marketing to consumers
while we take responsibility for trade marketing
to our customers.

Inthe downstream value chain segment, we
deliver our products through a robust channel
network and partner with our customers for the
products' delivery to the end-users (consumers).


https://www.coca-colahellenic.com/en/a-more-sustainable-future/performance/socio-economic-impact-study
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SBM-2 Interests and views of stakeholders

SBM-2_01,03

We partner and we engage with stakeholders that share our commitment to a sustainable future and
have a stake in our business. Engaging with our stakeholders strengthens our relationships and helps
us make better business decisions and deliver on our commitments.

SBM-2_02

Except for our people (employees), our key stakeholders include a) investors (shareholders and
analysts), b) customers, c) consumers, d) suppliers, e) governments and regulatory authorities,
f)NGOs and IGOs, g) communities and h) TCCC. Further information is available in the 'Stakeholder
engagement’ section on pages 10-11.

stakeholders

SBM-2_03,04

We strive for long-term partnerships with non-governmental organisations, customers, suppliers,
academia and other stakeholders to maximise the impact of community programmes.

We have organised various types of engagement tailored to each stakeholder's nature, their
relationship with our value chain, and their specific needs.

Our people o

Focused and continuous conversations

Employee Assistance Programme

Regular employee surveys to understand and act on needs and wellbeing
Offering personalised experiences and opportunities for personal and
professional growth

Ongoing dialogue with employee representative bodies

Our customers o

Key account managers engage with our customers at a strategic level

Our business developers visit outlets with digital tools and insights to add value
Partnering to reduce food loss and waste

Introduce new packaging types and support packaging collection

We regularly search for feedback, measure and analyse customer engagement

Our consumers o

Together with TCCC, we understand consumers' needs and preferences
through our access to consumer insights
Consumers also provide feedback on social media and via consumer hotlines

Our communities -

We engage with customers and partners to understand what skills and training
young adults need in specific markets

Via our #YouthEmpowered sessions, we increase the employability of

young people

We participate actively to support the set-up and implementation of new
packaging collection schemes

Addressing water challenges in water priority locations

We participate in different volunteering initiatives

We launched the Coca-Cola HBC Foundation to support communities where
we operate

We provide disaster relief in every business unit where we operate

Governments o

Much of our engagement with governments is conducted at anindustry level
through trade associations

We partner with local governments to tackle waste-collection challenges and
water availability

NGOs o

We include NGOs and community partners in our leadership development
programmes, offering online training for managing virtual teams and leadingin
times of crisis

We partner with specific NGOs for targeted environmental and social projects,
and for disaster relief

We engage through our Group Annual Stakeholder Forum and our annual
materiality assessment, as well as through ad hoc meetings
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Our suppliers o Feedback received through our Group Annual Stakeholder Forum
» Regular, ongoinginteraction with the Coca-Cola System's central
procurement group and our technology and commodity suppliers
» Sustainability workshops organised with main suppliers
» Specific meetings for sustainability discussions with critical suppliers
» Training opportunities provided via SLoCT, EcoVadis IQ, etc.

The Coca-Cola » Day-to-day interaction as business partners, joint projects, joint business

Company (TCCC) planning, functional groups on strategic issues and 'top-to-top’ senior
management forums
Ourinvestors o Communication during our Annual General Meetings, investor roadshows,

press releases and results briefings, and ongoing dialogue with analysts
andinvestors

» Monitoring and implementing the emerging trends and investors' expectations
via participation in the ESG benchmarks and ESG raters

Furtherinformation related to our stakeholder engagement is available in the 'Stakeholder
engagement’ section of the report, and details about our types of engagement can be found on our
website.

SBM-2_05

Our Annual Stakeholder Forum brings together stakeholders from each stakeholder group to address
their concerns, discuss impacts and risks and propose improvement opportunities.

List of the last six Stakeholder Forums:

1. 2019 Stakeholder Forum: Water efficiency and use, water stewardship in communities,
water education.

N

. 2020 Stakeholder Forum: Climate action in the new normal.
3. 2021 Stakeholder Forum: Winning ESG partnerships: When one plus one exceeds two.

4. 2022 Stakeholder Forum: Bridging the social and the economic: How can companies invest to deliver
value both for business and society?

5.2023 Stakeholder Forum: Water regeneration — partnering to strengthen communities' resilience
and drive economic growth.

[e)]

. 2024 Stakeholder Forum: Harnessing the circular economy for packaging.

SBM-2_07

Besides the annual stakeholder forum, we actively seek out our stakeholders' opinions and insights by:

 interviewing key internal decision makers and external partners;

» conducting 26 in-depth interviews for our impact materiality with global stakeholders representing
the main stakeholder groups: investors, shareholders, customers, industry associations, NGOs,
local communities, suppliers and international institutions such as the UN Global Compact and
the International Organisation of Employers;

» engaging with external stakeholders on an ongoing basis;

surveying the local external stakeholders during the materiality surveys for the local business

unit sustainability reports;

» considering the materialissues list of TCCC and other bottlers as well as other food and
beverage companies;

» regular Employee Engagement surveys for our own employees;

reviewing the feedback received via our 'SpeakUp!' line, consumer link, social media, company's

contacts/emails and customers' surveys;

joint sustainability events with peer companies and customers atlocal business unit level;

interviews for specific topics done by external auditors during the ISO audits, workplace

accountability and suppliers audits; and

listening to feedback from our Group Risk and Compliance committee and all risk registers of

our markets.

Hearing from our stakeholders on what matters most is essential for us. Every year, we bring together
(invirtual format) a group of diverse stakeholders to formally review our sustainability performance
and to understand their expectations for the future.

SBM-2_05,06

We aim to strengthen our relationships with our stakeholders that would help us make better business
decisions and deliver on our commitments.

When introducing new packages or products, developing strategies or setting targets to manage the
social and environmental impacts of our operations, we consider what is meaningful and valuable to our
stakeholders. This requires understanding our stakeholders' priorities and expectations. For instance,
to build trust by operating responsibly and sustainably, and addressing issues that are material for our
communities, we engage directly with people in the markets in which we operate, particularly those
living in the areas around our bottling operations, and through third-party partnerships.

We identify and select all types of stakeholders that can have animpact on or are affected by our
business now and in the future. This process is done both at the Group and country levels, and the
overallinputis consolidated and used for our materiality surveys. Specifically, for our thematic Annual
Stakeholder Forum, we aim for at least 50% of our invited stakeholders to be directly relevant to the
issues discussed each year, with the other 50% being from all other categories. Stakeholders' maps
are updated regularly by the countries and Group.


https://www.coca-colahellenic.com/en/a-more-sustainable-future/our-approach/stakeholder-engagement
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We seek our stakeholders' feedback and
recommendations because they are of paramount
importance. We take their insights seriously.

We also conduct regular customer satisfaction
surveys and consider any feedback from our
customers. Employee engagement surveys

are also performed regularly, ensuring the voice
of our employeesis heard and resultingin clear
actions toimprove.

The Social Responsibility Committee formally
reviews this feedback, looking forward to
accelerating our sustainability-related impacts.
Results of our annual materiality surveys have been
presented to our ELT and Social Responsibility
Committee of the Board every year.

SBM-2_08,09

Please see the Strategic Report, 'Market trends'
section and specifically paragraphs 'How we are
responding’ and in the ‘Chief Executive Officer's
letter' section onpage 9.

In Q4 2024, we opened a new Digital Hub in Egypt
to complement our existing Digital Hubs in Sofia,
Bulgaria, and Athens, Greece. This initiative is part
of the Digital Technology Platforms' (DTPs') new
sourcing strategy, which aims to ensure we remain
competitive, agile and future-ready. By bringing
450 more technology roles in-house and investing
in software and customised development, we are
positioning ourselves to better meet the evolving
needs of our stakeholders.

We have continued toleverage our revenue growth
management (RGM) framework to enhance our
customer offerings. This includes initiatives focused
on affordability and premiumisation, ensuring that
we cater to a broad spectrum of consumer needs.

Strategic Report

Our leading data, insights and analytics (DIA)
capabilities are integral to this process, enabling
us to perform micro-segmentation of customers.
This allows us to address specific consumer needs
more effectively and personalise our execution.

By investing in digital capabilities and refining our
customer offerings, we are not only enhancing
our competitive edge but also ensuring that

we remain responsive to the demands and
expectations of our diverse stakeholder base.

SBM-2_10

We are committed to continuing the development
of our 24/7 portfolio, ensuring a consistent range
of choices and strengthening our organisational
capabilities. Our goalis to be recognised as the
best partner by our customers through
distinctiveness and excellence.

Sustainability remains at the top of our

agenda. Building on our strong track record,

we will craft the journey to net zero and continue
raising the bar with packaging, collection and
recycling, water usage, our #YouthEmpowered
programme, gender diversity and other

key sustainability commitments.

Please see the Strategic Report, 'Chair's letter’
and 'Chief Executive Officer's letter’, paragraphs
'Looking ahead'.

SBM-2_11

Engaging with stakeholders is a fundamental
aspect of our business operations. We prioritise
theinterests of the Group's employees and other
stakeholdersin our decision-making process,
recognising the importance and value of their
perspectives. This includes considering the impact
of the Company's activities on the community,
the environment and the Group's reputation.

Overall, these strategic steps are expected

to foster stronger relationships with our
stakeholders, as they align with their interests
and demonstrate our commitment to continuous
improvement and innovation.

S1.SBM-2_01

We have organised various types of engagement
for our employees, which enable us to comprehend
theirinterests and views, as presented previously.
Respect for human rights remains a cornerstone of
our operations. Our updated Human Right Policy
aligns with current global trends in human rights,
positioning us at the forefront in this vital area across
allaspects of our business. To ensure everyone fully
understands our human rights commitments, we
introduced a Humans Rights Manager Guide and
mandatory training for all employees, which must
be completed every three years.

S2.SBM-2_01

Regarding the value chain workers, we engage with
them through regular audits, and we understand
their concerns viathe 'SpeakUp!'line which are then
considered in our decision-making processes. We
are dedicated to upholding the human rights of all
value chain workers. Our Supplier Guiding Principles
apply to our suppliers and are aligned with the
expectations and commitments of our Human
Rights Policy. Alllong-term contractors and
contracted services on site are assessed on human
rights through workplace audits, which have a
three-year cycle.

S3.SBM-2_01

We follow international human rights standards
and ensure our operations respect the rights

of affected communities, considering them

in our decision-making processes. This includes
honouring the rights of indigenous peoples, where
applicable, and recognising their unique cultural,
social and economic contributions.

S4.SBM-2_01

At Coca-Cola HBC, we prioritise the interests,
views and rights of our consumers and end-users
as essential to our strategy and business model.
We continuously assess these impacts and
engage with our consumers through various
mechanisms, including regularly collecting

and analysing feedback fromthem, to understand
their needs, preferences and concerns.

We are committed to ensuring that our operations
respect the human rights of consumers and
end-users. Our stringent quality control measures
ensure the safety and reliability of our products,
reflecting our dedication to consumer protection.

To effectively address the evolving needs and
expectations of our consumers and end-users,
Coca-Cola HBC adapts its business model and
strategy by developing new products and services,
such as low- and zero-sugar products, products
with naturalingredients, etc. Furthermore, we
maintain open and transparent communication
with consumers about our practices, products
and any potential risks.


https://www.coca-colahellenic.com/en/about-us/corporate-governance/policies/human-rights-policy
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SBM-3 Material impacts, risks and
opportunities and their interaction with
strategy and business model

SBM-3_03,10

Our Business Resilience (BR) programme is
designed to embed the capability, processes and
mindset that enable us to proactively manage
risks —and embrace opportunities —so that we
grow sustainably and meet our short-, medium-
and long-term objectives.

The Group-wide programme includes appropriate
mitigation and response systems that can be
deployed when and where required. Our
integrated and holistic approach has been
particularly importantinrecent years of
geopolitical, economic and environmental
change. We continue to embed the key principles
of Business Resilience and Risk Management
throughout our business, providing managers

at alllevels with the processes and tools they
need to proactively identify and assess risks,
make well-thought-out decisions and take
appropriate and timely actions.

We measure the extent to which the BR principles
and processes are embedded in our business
through key performance indicators, including
the outcomes of our annual resilience maturity
survey involving over 350 senior managers
across all areas, designed to measure our risk

and resilience culture.

For more information, please see the Business
resilience section of the IAR, page 178.

Strategic Report

Workingin close collaboration with risk-owners
across our business units, Group functions and
the ELT, the CRO is tasked with maintaining a
wide-angled view of all business streams and
identifying emerging risks and opportunities.
Through regular reporting, the CRO ensures
visibility and provides decision support to the
ELT and our Board.

Our process recognises that, the earlier we
identify, assess and manage risk, the higher the
likelihood is of preventing or reducing negative
impacts and taking advantage of opportunities.
For those events that we cannot prevent or that
are unforeseeable, we have well-established
processes to reduce impact on the business.
These include tested contingency plans, a
business continuity programme, our Incident
Management and Crisis Resolution (IMCR)
programme and aninsurance programme.

In 2024, we focused on further embedding our
integrated approach across our business units.
Thisincluded piloting a new risk management
tool to improve visibility of key risks and enhance
best-practice sharing and analysis. It also involved
optimising assessment of business interruption
risks and embedding the outcomes in our
insurance and business continuity programmes.

Within the double materiality assessment
process, we have reassessed risks and
opportunities facing our business, the
environment and society. One of the most
significant risks to our resilience over the longer
termis climate change. By proactively preparing
for and managing climate risk through our
business strategy and capital investments,
however, we can harness significant
opportunities. Climate risk is fully integrated
into our risk management programme, and

our CRO facilitates more frequent discussions
with a cross-functional team that includes
representatives from Business Resilience,
Finance, QSE, and Corporate Affairs and
Sustainability functions.

SBM-3_02

Following the DMA process, we identified two
material risks across our value chain. The first,
‘Managing our carbon footprint’, refers to our own
operations and to the downstream value chain
and is directly tied to our progress towards
achieving our NetZeroby40 commitment.

The second material risk, 'Cost and availability of
sustainable packaging', emerged as material in
both the upstream and downstream segments of
our value chain. Inthe upstream value chain, this
risk relates to sourcing of sustainable packaging
materials for our products. Inthe downstream
segment, it relates to reducing packaging waste
and supporting the availability of sustainable
solutions in the post-consumption phase.

SBM-3_08,09,10

The financial effect for 2024 of the material risk
‘Managing our carbon footprint'is primarily driven
by the €131.1 million of Capexinvested on projects
aimed at reducing emissions, mainly related to
energy efficiency, the expansion of our green fleet
programme and energy-efficient coolers. For the
risk related to 'Cost and availability of sustainable
packaging’, the current financial effect amounts
to €68.6 million Capex, reflecting investments
made during the year, particularly inreturnable
containers and packaging-related projects,

and €30 million, reflecting the increased cost

of recycled PET used to bottle our beverages.

For the next reporting period, we do not foresee
significant risk of material adjustment to the
carrying amounts of assets and liabilities
reportedin the financial statements as the

result of the material risks identified.

The capital and operating expenditure mentioned
above are reflectedin our financial statements,
as part of the overallamounts reportedin the
cash flow and income statement respectively.
Our accounting system does not separately
classify sustainability-related investments

or costs, as both are reported in accordance

with the general financial reporting principles.
For Capex, however, we apply aninternal process
to identify expenditures associated with growth
initiatives with sustainability benefits and we

are thus able to identify the above-mentioned
amounts. For details on Capital expenditure,
please referto p.350.

As we move forward with our transition plan,

we anticipate that Capexinvestments that
supportit, willgradually increase to 37% of total
Capexin 2030. After that, we expect to continue
the 2025-2030 trajectory of investments, for both
Capexand Opex/Cogs, to help us meet our
NetZeroby40 commitment.

We are confident that we will be able to fund
the action plan linked to the two material risks
mentioned above. Our sustainable finance
approach underpins the Group's ability to
align funding strategies with sustainability
commitments while supporting the UN
Sustainable Development Goals and EU
Environmental Objectives. Financing mechanisms
include a diverse range of instruments,
ensuring flexibility in meeting both current and
future financial requirements for action plans.

In 2024, we updated our quantitative assessment
of these two material risks. While their inherent
financial effectis material, we have undertaken
considerable planning to ensure that they will
not have animpact on our business strategy,
therefore reducing their residual effect to our
business. We confirmed the resilience of our
strategy through the assessment of these
risks over the short (2025), medium (2030)
andlongterm (>2030) and under different
climate scenarios.

For the 'Managing our carbon footprint'risk,

we updated our comprehensive quantitative
assessmentin line with our continuing refinement
of our NetZeroby40 transition plan and carbon
reduction glidepath. We estimated the future cost
of carbon under multiple climate scenarios,
including RCP1.9 (Paris Ambition) and RCP4.5
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(stated policy) as well as several transition
scenarios, including the NGFS and IEA transition
scenarios. We have identified severalinitiatives to
reduce our scope 1 and 2 emissions, including a
decrease in our overall use of energy and the
increase in the use of renewable energy. In
addition, 90% of our emissions are scope 3 thus,
we are dependent on our suppliers and customers
toreduce those emissions. As aresult, our climate
transition plan ensures that we are able to
maintain and grow our business, through effective
management of the carbon risks.

For scope 1 emissions, we used projected carbon
pricing for the soft drinks industry, and for scope 2
we used projected carbon pricing for utilities. We
used these projections to estimate the impact of
climate change on future annual operating costs
for generating carbon and applied that to our
projected carbon emissions to 2040 as set out

in our NetZeroby40 roadmap.

Based on the Paris Ambition (RCP1.9) scenario,
we have estimated that the additional direct
annual carbon cost, associated with scope 1 and 2,
will peak at €25.5 million by 2030, reducing to
€9.3 million by 2040. Under a Stated Policy
(RCP4.5) scenario, we have estimated that the
additional direct annual carbon cost for scope 1
and 2, willreach €10.8 million by 2030, reducing
to €2.8 million by 2040. We also performed
apreliminary assessment of the carbon cost
associated with scope 3 emissions (excluding
packaging andingredients that are covered
under separate risks). Due to the indirect nature
of these potential costs and the uncertainty
around the extent of their residual financial
effect to our business, we will continue to

refine our methodology and update our
assessment next year.

Strategic Report

The second material risk, 'Cost and availability of
sustainable packaging'is closely linked to the
‘Managing our carbon footprint'risk, as packaging
represents more than 30% of our emissions. Our
Package Mix of the Future strategy, establishedin
2023, prepares us well to maintain and grow our
business over the longer term through effective
management of the '‘Cost and availability of
sustainable packaging'risk. Initiatives such as
increasing the use of recycled and refillable
packaging along with advancing decarbonisation
inthe packagingindustry contribute significantly
to our journey towards NetZeroby40.

Based on the updated quantification assessment
that we performedin 2024, which was based on
the future cost of carbon related to packaging, we
estimate that the annual cost of packaging under
a Paris Ambition (RCP1.9) scenario willincrease

by 13.2% by 2030 and by 2.2% by 2040. Under a
Stated Policy (RCP 4.5) scenario, we estimate that
the annual cost of packaging willincrease by 4.2%
by 2030 and by 0.4% by 2040.

For the medium and long term, both material risks
are included within our viability statement.
Following a thorough and robust assessment of
the Group's risks that could threaten our business
model, future performance, solvency or liquidity,
the Board has concluded that the Group is well
positioned to effectively manage its financial,
operational and strategic risks.

For the likelihood assessment of risks linked
to climate change please see IRO-1_09.

For more details on the material risks, please
see section 'Principal risks and opportunities’
of this IAR.

SBM-3_01,06,07

In addition to these material risks, we have also
identified materialimpacts across our value chain.

To describe what the materialimpacts are,

we followed a holistic process as described in
the Strategic Report, 'Materiality assessment'
section. We identified 16 material positive

and negative impacts, with at least one impact
identified in each value chain segment
(upstream, own operations and downstream).

Materialimpacts that are associated with own
operations in any of the horizons, correspond to
those arising from our own activities, while those
connected to upstream or downstream segments
correspond to those arising from business
relationships and activities.

In the upstream value chain, we identified
impacts on both the environment and people.
The environmental impacts were negative,
whereas the impacts on people were mostly
positive. The impacts in upstream segment
stem from our suppliers' agricultural activities,
manufacturing of raw materials, capital goods,
utilities and transportation.

In our own operations we observe negative and
positive impacts on environment and people,
coming from activities related to products'
production and packaging, warehousing,

and own distribution.

In the downstream value chain segment, we
identified both material negative and positive
impacts to environment, while the material
impacts to people were all positive. These impacts
come from our third-party distribution, product
use phase and products' end-of-life.

We have conducted our evaluation across four
time-horizons. While not all our impacts and risks
are confined to a single time-horizon, there are
instances where animpact or risk is material
across multiple time-horizons.

For further details please refer to Materiality
table in ‘Double Materiality Assessment’
onpages 39 to 40.

SBM-3_04,05

Our assessment highlights the varying nature of
ourimpacts across different segments. We have
recognised the impact we create to environment
and to people through our business model and
value chain activities, as well as our business
relationships with our stakeholders.
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Table 4: List ofimpacts

Impact Impact nature Impact time Effect
» Climate change Negative Actual/ GHGs are an externality of our business model and value chain. Therefore, we take targeted actions across the value
Potential chaintoreduce themand to contribute to climate change mitigation. Our largest emissions come from packaging

andingredients suppliers (upstream) and from the electricity used for our drink equipment (downstream). At our
own operations, we strive to minimise scope 1 and 2 emissions, through decarbonisation actions focusing on
composition of energy sources. For scope 3, we work with our suppliers and partners to decarbonise.

» Soil pollution Negative Potential Upstream: We recognise that the excessive use of nitrogen and phosphorus fertilisers in agriculture can pollute
the soil (our Tier 2 and Tier 3 suppliers).

» Soil pollution Negative Actual/ Downstream: Indirectimpact from post-consumer waste, in countries where effective collection programmes

» Water pollution Potential and schemes are lacking, canlead to pollution in soiland water.

» Water pollution removal Positive Potential Downstream: We have also identified indirect positive impact through our packaging initiatives, the execution of

SBTN actions and water/nature replenishing programmes.

- Wateruse Negative Actual/ Own operations: The food and beverage (F&B) sector can significantly impact water resources through various
Potential activities associated with food and beverage production. These include using water as a fundamentalingredient,
as well as for essential processes such as cleaning equipment, mixing ingredients and washing. We acknowledge
the extent of our influence on water resources, particularly through the abstraction and consumption of
water in water-stressed or high-risk areas, often referred to as priority locations, as part of our production
operations.

Upstream: Water is used by our agricultural suppliers (Tier 2 and Tier 3) for growing the agriculturalingredients. The
agricultural sector requires a steady and safe supply in large amounts of water to ensure the health and wellbeing of
crops, as well as for the processing of these as ingredients in our products. Therefore, ourimpactis considered to
be material taking into account the current and projected quantity of products.

» Waterreplenishment Positive Actual/ Own operations and Downstream: We have identified significant positive impact on nature, particularly with our
Potential water stewardship and replenishment projects. We have expanded water stewardship efforts by increasing the
number of community projects in water risk areas from 12 in 2023 to 16 in 2024, as well as by replenishing water
back to communities and nature through various water projects outside the manufacturing plant boundaries,
resulting in a net positive water balance.

» Land-ecosystem Negative Potential Upstream: We have recognised land-use change as a negative impact due to potential deforestation coming
use change mainly from Tier 2 and 3 suppliers. Agricultural suppliers cannot quickly and sustainably reduce theirimpact
regardless of our efforts.
» Health and Safety Negative Actual/ Health and safety of our employees are of paramountimportance. Employees can be affected by any types of
Potential accidentsin any activity (manufacturing, warehousing, administration, marketplace activities by commercial

team, etc.) at own operations. We keep metrics to track our progress, and we have set specific goals. Similarly,
'Health and safety' remains critical for our contractors and workers in the value chain performing work at our
premises andin 3PL distribution, as any accidents can cause serious injuries or even death.

» Health and Safety Positive Actual Furthermore, as part of our internal health and safety management system, allemployees (100%) receive
mandatory safety training. Health and safety trainings are developed also as Group e-learning programmes.
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Impact Impact nature Impact time Effect
» Contribution to Positive Actual/ Additionally, we provide an Employee Assistance Programme (EAP), health insurance to employees and training
employment Potential on financial wellbeing. For our suppliers and workers in the value chain, we contribute to their employment, by
offering aliving wage, and social security through fair practices and long-term contracts. We have in place the
« Provision of social Positive Potential Prmoplss ofSLijsttsmablg Agrlcultturiind Sup;illers Guiding Principles ensuring that all our suppliers treat their
protection and social co-workers and the environment with respect.
security
» Gender equality Positive Actual/ Related to gender equality in our operations, we have established special programmes for women, "'Women
Potential Leaders Network', to enhance female equality.
» Accessibility of living wage Positive Actual/ Due to our size, we employ hundreds of employees, positively affecting their employment status with a
Potential corresponding wage, offering our employees the financial incentives and stability they deserve.
» Access to education Positive Actual/ Besides training related to health and safety to our employees, we offer numerous training materials and
Potential education to all our employees, enhancing their background to key issues.
Additionally to our employees and workers, we provide training and capacity-building to our communities, under
the umbrella of #YouthEmpowered, through which we are equipping them with the skills, experience and
confidence they need to secure a brighter future. Additionally, 10% of community participants join our internal
management programmes which enable skills and knowledge development to different community members.
» Availability, accessibility, Positive Actual/ We positively impact our communities, particularly in the availability, accessibility, affordability and quality of water.
affordability and quality Potential We have implemented community WASH programmes in priority locations to strengthen their water, sanitation

of water

and hygiene (WASH) systems. Furthermore, we have provided 7.2 million litres of beverage to Red Cross and other
NGOs for disaster relief and for other community supporting activities. Overall, we have created 501,982
indirect jobs across the value chain, and 1 job in our system corresponds to 13 in the community.

Access to (quality)
information

Health and safety
Access to products
and services
Responsible marketing
practices

*Noimpactidentified

Disclosed due to stakeholders'interest

We ensure that our products are compliant with regulatory frameworks for food safety, while we provide the
respective information to consumers regarding the quality and nutritional value of our extended portfolio.
The marketing practices used follow the appropriate legislation, and no misleading content is incorporated.

SBM-3_11

During the previous reporting period, 'Coca-Cola HBC AG 2023 Integrated Annual Report' had been prepared in accordance with the Global Reporting Initiative Standards (GRI Universal Standards 2021), where
we have considered impact but also the interest and concerns of our stakeholders, as well as the importance of the topic to the business.

Following the ESRS requirements, we updated our materiality analysis in 2024 to consider impact materiality, risks and opportunities. While no new material areas were identified that had not been previously
considered in our materiality analysis and strategy, we now align our topics with the ESRS standards.

All of ourimpacts and risks are linked to ESRS topics, sub-topics and sub-sub-topics, as presented in our ‘Materiality Table'. We identified positive impact to communities, referred as '‘Access to Education
(#YouthEmpowered)', which has been covered within ESRS S3 by providing entity-specific metric. The rest of ourimpacts and risks are covered by the topical ESRS Disclosure Standards.

For further details please refer to Materiality table in 'Double Materiality Assessment’ on pages 39-40.
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IRO-1 Description of the process to identify
and assess material impacts, risks and
opportunities

In 2024, we conducted a double materiality
analysis based on the European Sustainability
Standards (ESRS) requirements. We regularly
assess ourimpacts on people and the
environment as part of our day-to-day activities,
engaging with relevant stakeholders and experts.
These ongoing steps allow us to actively identify
and manage our impacts, risks and opportunities
as we evolve, and as new ones arise. At the

same time, we have developed a robust risk
management process that integrates risks and
opportunities deriving from sustainability issues
(see also 'Double Materiality Assessment' of the
IAR).

We followed a top-down approach at the Group level
foridentifying, assessing and prioritising Impacts,

Risks and Opportunities (IROs). Regardingimpacts,
we decided to keep the analysis at the ‘impact'level
toidentify impacts on the environment and people.

Specifically, forimpacts to the environment, in

order toidentify suitable impact level universe to be
utilised for identifyingimpacts under acommonly
established impact taxonomy, we leveraged the
impact drivers of nature change under the Taskforce
on Nature-related Financial Disclosures (TNFD).

Respectively, to identify impacts on people under
a suitable impact level universe with a commonly
established impact taxonomy (for social and
socio-economic impacts —which are missing from
the ESRS), we leveraged the UNEP Impact Radar
(impacts to the environment under the UNEPFI
were not utilised as the TNFD categorisation of
impact drivers was used).

1. ESRS 1, chapter 3.4, paragraph 45.
2. ESRS 1, Application Requirement AR. 11.
3. ESRS 1, Application Requirement AR. 9(b).
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Yet, it should be clarified that all actions have
been taken to alleviate any possible negative
impact, are not considered positive impact,

but mitigation actions. Therefore, their mapping
is considered supplementary to the negative
impacts'identification and aims to facilitate

the IROs' prioritisation, based on the existing
sustainability targets.

In assessing the materiality of both actual and
potentialimpacts, we categorise the severity

of currentimpacts into three dimensions: scale,
scope and remediability. For potential impacts,

we assess them in terms of severity and likelihood.
Currentimpacts are identified by considering the
interface of activities with nature. Potential
impacts are identified using the ENCORE
platform, which provides us with scientifically
rigorous information about the impacts of
pollution of our sector and our value chain.
Furthermore, within the framework of the
Science-Based Targets for Nature (SBTN) to
which we are aligned, we take into account all five
key environmental pressures (Land, water, sea use
change, Resource exploitation, Climate change,
Pollution, Invasive species) in the context of
identifying and assessing impacts to nature.

Impacts'identification and assessment were
conducted across the value chain (upstream, own
operations, downstream). Specifically, for those
identifiedin our own operation, we assessed them
based on the specific quantitative criteria set.
Quantitative criteria were used for some of the
impacts on nature in upstream activities,
specifically for Tier 1 suppliers.

Actual negative impacts on people and the
environment were assessed based on the severity
of the impacts in terms of scale, scope and
irremediability, following the guidelines of ESRS 1.
Actual positive impacts to environment and to
people were assessed based on the significance
of the impacts interms of scale and scope.
Regarding the potential negative and positive
impacts to environment, we also considered

the likelihood of the impacts. Regarding the
assessment of potentialimpacts to people,

their severity takes precedence over the
likelihood, as determined by ESRS 1152,

The process encompassed all the segments of our
value chain, including upstream, own operations and
downstream. To enable impact identification and
assessment, bothinternal and external sources were
utilised to understand the causes generating various
impacts. The impacts were assessed on ascale of 1
to 5 based on quantitative and qualitative criteria and
categorised according to the impact topic they affect.

Internal sources (e.g., 2023 IAR, CDP
assessments, GRIIndex file, etc.), and external
sources (e.g., Encore database, TCFD, TNFD,
WWF Water Risk Filter, WWF Biodiversity Risk
Filter, externalliterature review) were used to
identify impacts®. To construct the assessment
criteria, an external scientific literature review was
also conducted.

To facilitate the impacts' assessment,

existing assessment reports of impacts on the
environment and people, information from legal
reviews, anti-corruption compliance management
systems, occupational health and safety policies,
ISO audit reports, enterprise risk management
systems and performance KPIs already monitored
were also considered.

During the previous reporting period, 'Coca-Cola
HBC AG 2023 |AR" was prepared in accordance
with the Global Reporting Initiative Standards
(GRIUniversal Standards 2021). Currently,

both ESRS Standards and the GRI Universal
Standards are used.

The business model aspects under the analysis,
at Group level, included:

a. Main business model activities, including
manufacturing of non-alcoholic, ready-to-drink
beverages, manufacturing of packaging
materials (inhouse rPET), manufacturing of
snacks, distribution of alcoholic (sparkling and
premium) and coffee drinks, as well as
secondary activities as marketing, warehousing,
and transportation and distribution.

b. Main business model inputs (including
raw materials (ingredients, packaging)
and other supplies).

¢. Main business model outputs (including
main products and services from all
business segments).

d. Main externalities (i.e., GHG emissions,
waste, etc.).


https://www.coca-colahellenic.com/en/about-us/who-we-are/our-business-model
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Identifying risks and opportunities is crucial for comprehensive sustainability reporting. The process
of identifying the risks and opportunities is aligned with the requirements of the ESRS and ensures a
comprehensive assessment of financial effects. More specifically, Coca-Cola HBC's risk universe
includes 20 risk categories aligned with the growth pillars.

Table 5: Risk universe — Categories

Fuel Growth
Through
Competitiveness
&Investment

Leverage 24/7

Cultivate the
Potential of
Our People

Winin the
Marketplace

Beverage
Portfolio

Earn our Licence
to Operate

Product Category Commercial New Business Health and Safety  Sustainability
Acceptability Initiatives

Stakeholder Product Quality Financial People Environmental
Relationships and Food Safety Management Impact
Competinginthe  Cyber—IT Tax Geopolitical Legaland Regulator

Resilience and
Data Privacy

Digital Marketplace and Security

Environment

Fraud Business

Transformation

Macroeconomic
Environment

Business
Interruption

In addition to the already identified sustainability-related risks and opportunities, the following sources
are also examined in order to ensure the completeness of the list:

 risks and opportunities arising from negative and positive impacts identified during the impact
materiality; and
« dependencies in the value chain (ENCORE tool).

Eachrisk category is assessed considering all value chain segments (upstream, own operations and
downstream). The identified risks are categorised as either environmental, social or governance risks
based on their nature.

To ensure effective management and
communication of these risks, we have
established regular updates and discussions.

Twice a year, the Business Resilience team hosts

a conference where all risk sponsors, risk and
insurance coordinators, and Business Resilience
Managers are updated on key trends and
emergingrisks across the business. The CRO
also facilitates discussion with the regional
management teams twice a year to discuss risk
andresilienceissues and trends, and to calibrate
and benchmark risks across the business. At least
every two years, each business unit participates
inan IMCR validation exercise led by a cross-
functional Group team. This includes training
and participation in crisis simulation based on a
relevant business risk.

IRO-1_08,12

We carry out an analysis of the main current and
emerging ESG trendsin the beverage industry

by using desktop research, benchmarking with
peer companies, output from different ESG
raters andindices, reports and articles on global
trends and beverage industry trends, regulatory
developments and standards (such as CSRD,
ESRS, ISSB, SASB, ENCORE and the GRI Standards),
and by listening to the concerns of our stakeholders
atbothlocaland Group level.

Our materiality assessmentis integrated into
our risk management programme, and we
evaluate the risks and opportunities associated
with priority topics.

Over the years (includingin January 2024), we have
performed annual materiality surveys where we
consulted with more than 500 internal and external
stakeholders, including customers, wider consumers,
employees, suppliers, community representatives,
governments, non-governmental organisations,
investors, trade associations and academics. Their
feedback s considered in our sustainability strategy.

Opportunities are identified by using the same
process as risks. Both risks and opportunities are
evaluated by measuring likelihood and consequence.
Potential risks and opportunities are identified and
documented in the Risk Universe, whichiis reviewed
and updated annually.

Within the ESG materiality assessment process we
have assessed along list of risks and opportunities.
Among these, climate change stands out as one
of the most significant risks to our long-term
resilience. However, by proactively preparing for
and managing climate risk through our business
strategy and capital investments, we can turn
challenges into opportunities. Climate riskis fully
integratedinto our BR programme, and our CRO
facilitates frequent discussions with a cross-
functional team that includes representatives
from Business Resilience, Finance, QSE, and
Corporate Affairs and Sustainability.

Another critical sustainability-related riskis
linked to the cost and availability of sustainable
packaging, which aligns with our commitments
to circular economy. This issue represents a key
focus within our broader sustainability strategy.
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Sustainability-related risks are included in our Risk
Management programme and are prioritised in
the same way as other risks. The prioritisation of
risks is based first on the assessed level of residual
risk, followed by inherent risk.

The Board retains overall accountability and
responsibility for the Group's risk management
and internal control systems. For more details,
please refer to the '‘Business Resilience' section.

Ourinternal audit department conducts an annual
independent audit of the Business Resilience
programme and its implementation, assessing the
Company's risk management, business continuity
and crisis management processes, and their
application against business best practices and
the International Accounting Standards. The Head
of Corporate Audit makes recommendations to
improve the programme, where required, and

the findings are submitted to the Audit and Risk
Committee. The Board andits Committees
conduct annual reviews of the effectiveness

of our internal controls including sustainability-
related controls.

E1.IRO-1_05

The time horizons that are considered for the
assessment of the risks and opportunities are
aligned with the ESRS requirements and can be
linked to our strategic and financial planning. These
time horizons for the 2024 reporting year are:

o Current: 2024

o Short-term: 2025 (equal to the horizon of
the business planning process and targets)

o Medium-term: 2030 (equal to the horizon
of ourlong-range plan process)

e Long-termhorizon: >2030

Strategic Report

The magnitude of the financial effect is calculated
either quantitatively or qualitatively for all the risks
and opportunities identified, taking into account
whether and to what extent they affect one or
more of the following financial metrics for
Coca-Cola HBC; financial position, financial
performance, cash flow, cost of capital and access
to finance.

Where possible, the quantitative metric of
percentage of comparable EBIT (cEBIT) is used
to assess the financial effect of each risk and
opportunity, considering a five-step scale.

For those risks and opportunities where the
guantitative metric could not be calculated,
a qualitative magnitude is provided using
the same five-step scale.

For the current (2024) financial effect, their
magnitude is solely used along with a suitable
threshold to address materiality. Specifically, the
materiality threshold is set such that all risks and
opportunities that have a potentialimpact on the
business assessed as 'Critical’ or 'Major' are
considered material, while those that have a
potentialimpact assessed as ‘Moderate’, 'Minor’
or 'Insignificant’ are deemed non-material.

Regarding the anticipated risks and opportunities,
the likelihood of occurrence needs also to be
clarified for each corresponding time horizon. To
evaluate the likelihood of occurrence for each risk
or opportunity, the scoring considered is: '‘Almost
certain’, 'Likely’, 'Possible’, 'Unlikely’ and ‘Rare".

Considering the combination of the financial
effect magnitude and the likelihood scoring

as defined above, a scale for the inherent risk
emerges: 'Critical’, 'High', 'Moderate’, 'Low' and
‘Very low'".

For the anticipated (short-, medium- and
long-term) risks and opportunities, the above
scaleis used along with a suitable threshold

to address their materiality. Specifically, the
materiality threshold is set such that all risks
and opportunities labelled as 'Critical’ or 'High'
are considered material while those categorised
as 'Moderate’, 'Low’ or 'Very low' are deemed
non-material.

E1.IRO-1_01

Through our annual carbon accounting process,
we calculate the GHG emissions across our entire
value chain, encompassing our own operations
as well as upstream and downstream activities.
Theimpact on climate change is directly
correlated with the severity of both direct

and indirect GHG emissions.

Our screening process for activities impacting
climate changeis closely linked to the significance
level established in our carbon footprint
assessment, which aligns with SBTi criteria.
Accordingly, we estimate and report emissions
that constitute a material portion of our total
carbon footprint, totaling to >95% of our
overall carbon footprint inventory.

To identify potential future sources of GHG
emissions and assure that we report every activity,
entity or emission’s sub-category as per our
materiality threshold, we periodically conduct
acomprehensive carbon footprint assessment
across our entire value chain. This process
includes evaluating prospective investments,
enabling the business to project our carbon
footprintinventory over the coming yearsin
alignment with our business plan.

Scale is measured by our annual progress

in alignment with our roadmap for achieving

our validated by the SBTigoals. Scopeis
predetermined, due to the impact of GHG
emissions, to be global in reach. Remediability
refers to the ability of natural systems to restore
the climate toits prior state, andis set exceeding
30 years, reflecting the extended timeframe
required for significant environmental restoration.

E1.IRO-1_02,03,04,06,07,08,09,10,11,12,13,15,16

Following our assessment, we have identified
three risks that have been linked to ESRSE1 —
Climate Change:

» Managing our carbon footprint

» Impact of extreme weather on our production
and distribution and,

» Impact of climate change on the cost and
availability of key ingredients

Out of the above three risks, only ‘Managing
our carbon footprint' has been deemed
financially material.

As part of the 'Managing our carbon footprint'
risk assessment, for scope 1 emissions, we used
projected carbon pricing for the soft drinks
industry, and for scope 2 we used projected
carbon pricing for utilities. For further details
regarding the scenarios and time horizons

used please refer to SBM-3_08,09,10.
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Global warming has intensified extreme weather
events, such as droughts and storms, increasing
risk to our operations. In assessing the 'Impact
of extreme weather on our production and
distribution’ risk, we used different climate
scenarios, including RCP8.5, to assess the
sensitivity of 62 locations to flood risk, likelihood
of wildfires, precipitation and drought. As aresult,
we identified 20 plants at higher risk. While all 20
plants have mitigation plans for business
interruption, only five require additional Capex
directly due to climate change. One-off
investments to strengthen resilience are
estimated at €28 million by 2030, of which

€6.9 million are specifically linked to climate
change.

Risinginsurance premiums reflect also increased
climate-relatedrisks. The SwissRe Institute
projects rate increases of 40% for fire and 25%
for flood and precipitation. If applied to the higher
risk facilities, we have estimated potential annual
increases ininsurance premiums as a direct result
of climate change to be approximately €2.0 million
per annum by 2040.

During 2024, we enhanced our assessment of the
potential for business interruptionin our plants,
forany reason, including climate change and
estimate that climate change will only minimally
contribute to the increase of this risk. As aresult
of this assessment, we are updating our business
continuity plans to enhance our ability to continue
to supply our customers at acceptable levels and
within our risk tolerance if reasonably foreseeable
disruptive events occur.

Strategic Report

Finally, whenit comes to the 'Impact of climate
change on the cost and availability of key
ingredients'risk, we have considered the physical
risk related to the changing productive capacity of
key agricultural regions supplying our ingredients.
Some of the main sugar producing regions are
projected to face productivity declines under
most scenarios, while other growing regions may
benefit. If alternative sources compensate, our
overall sugar supply risk remains neutral. Most
suppliers are conducting contingency planning,
including diversifying sourcing. While physical risks
to ouringredient supply are a concern, their longer
timeframe allows for proactive measures and
resilience-building.

While allingredients and materials remain subject
to market dynamics, the application of carbon
pricing mechanisms due to regulatory pressures,
are expected to have the greatestimpact on costs
and supply stability. Regulatory measures
targeting agricultural emissions and shifts

in climate-related policies may drive higher
production costs for key ingredients, leading to
increased input cost for us. Emissions-related
costs are expected to drive annual cost rises of
9.2% by 2030 and 1.3% by 2040 under an RCP1.9
scenario and 4.4% by 2030 and 0.5% by 2040
under an RCP4.5 scenario. To mitigate this risk,
we are working closely with our suppliers to
monitor and support potential changes in crop
yields, diversify our supplier base and identify
alternative growing regions where necessary.

[tisimportant to note that we have identified one
material risk ‘Cost and availability of sustainable
packaging' thatis partly driven by transition risk,
as we expect higher cost of sustainable packaging
materials due to the future cost of carbon.
However, this risk has been linked to the E5
‘Circular economy’ standard, for the purposes

of this sustainability statement. For more details,
please see below, section E5.IRO-1_01.

Finally, we recognize the opportunity for our
business in meeting or exceeding stakeholder
expectations in managing our carbon footprint.
As noted in our assessment of the impact of our
sustainability performance on our reputation
(see 'Emerging Risk: The impact of consumer
perceptions of our environmental performance’
inthe 'Risk' section of the IAR), anincrease in
perceptions of our environmental performance
has a directlink to anincrease in consumers'
intent to purchase and therefore sales.

E1.IRO-1_10

Given climate-related risks impact Coca-Cola
bottlers globally in similar ways, we have taken

a Coca-Cola System approach to the
identification of risks. We have identified and
assessed four transition risks: managing our
carbon footprint, the cost and availability of
sustainable packaging, the impact of consumer
perceptions of our environmental performance on
our reputation and the effect of increasing
government regulation on the cost and availability
of water. Of these risks, we have assessed
managing our carbon footprint and the cost and
availability of sustainable packaging as material
and the outcome of the assessment of those risks
is detailed in section SBM-3_08,09,10 of the
Sustainability Statement, and the 'Principal risks
and opportunities’ section of the IAR.

E1.IRO-1_14

As part of the cross-functional work on our
climate transition plan, we have assessed the
potential of locked-in GHG emissions by 2030
and 2040. This has beenincorporated into the
emissions glidepath that we use as the basis for
the calculation of our transition risks. For more
details on the locked-in GHG emissions, please
refer to section E1-1_07 of this document.

E2.IRO-1_01

We employ a robust and systematic process
toidentify and assess materialimpacts, risks

and opportunities related to pollution. To identify
the materialimpacts, risks and opportunities, we
follow the 'LEAP' approach as proposed by ESRS
guidelines. This approach encompasses all value
chain segments and is divided into the following:

» Locate: We apply a screening process to
identify sites with significant environmental
interfaces. Specifically, we focus on locations
where pollutionimpacts water excluding
GHG emissions. Our assessment criteria
encompass both qualitative and quantitative
indicators, evaluating factors such as pollutant
types, discharge volumes and concentrations,
proximity to vulnerable ecosystems, and
regulatory compliance.

» Evaluate: We assess scale using the WWF
Biodiversity Risk Filter in conjunction with the
received notices of violation, which highlight
the level of significance. Scope is assessed
using the level of geographical occurrence
of facilities with relevant impact, and for
remediability, we estimate the anticipated time
required for natural restoration. The likelihood
of potentialimpacts is assessed by considering
best practices, the business model and the
mitigation measures we implement.
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» Assess: We have assessed the financial
effect of transitional risks due to regulation
and impact on our reputation. We have also
assessed therisk related to disruptionin our
production process due to unavailability of key
raw ingredients due to soil pollution, as part of
the upstream value chain. None of these risks
was deemed financially material.

E2.IRO-1_03

To avoid pollution from own operations, we adhere
to the strict environmental standards of TCCC
(KORE standards), which in many cases are more
stringent than the locallegislation. We also treat all
of our wastewater to the levels that support aquatic
life. Allour manufacturing sites are certified under
the ISO 14001 Environmental Management
System. Upstream pollution may come from soil
pollution at farmers'level, which are our Tier 2 and
Tier 3 suppliersif they do not follow our Principles
for Sustainable Agriculture (PSA). Downstream
pollutionis linked to leakages in soil and water
fromimproperly collected post-consumer waste
(packaging waste from our beverages), mostly in
emerging countries such as Egypt and Nigeria.

E3.IRO-1_01

We employ arobust and systematic process
toidentify and assess material impacts, risks
and opportunities related to water and marine
resources, applying the 4 Phase approach
asindicatedinthe ESRS. This approach
encompasses all value chain segments

andis divided into the following:

» Locate: We apply a screening process to
identify plants located in areas at water risk,
including areas of high-water stress which
are considered to be priority locations. As
per our rigorous risk assessment, in 2024,
we had 19 plants located in water risk areas,
thatinterface with surface and groundwater
resources through withdrawal, consumption
and discharge. The risk would include water
stress but also some water quality risk or
WASH risk for communities (lack of clean
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water and sanitation). Additionally, Coca-

Cola HBC considers where the interface with
marine resources takes place. Using the S&P
Global definition coming from the biodiversity
criterion of the Corporate Sustainability
Assessment, sites that interface with marine
resources as those located either within or
adjacent to adistance of 0 to 2 kilometres

from marine resources. For the year 2024,
these sitesinclude only the Aeghion plantin
Greece and the Vladivostok plantin Russia.
Additionally, we consider the Heraklion plantin
Greece (situated at 2.5 kilometres from marine
resources) as relevant due to its proximity within
municipalities or geographical areas adjacent to
the seashore.

None of these plants had directly interfaced with
marine resources, for example via abstraction of
seawater and/or discharge of treated wastewater
in marine water bodies. The screening process
is extended to the upstream and downstream
value chain, following the same process as in own
operations, for major suppliers and communities.
The related activities of the whole value chain
that occurin priority locations proceed to the
‘Evaluate’ step.

Evaluate: In order to assess the severity,

we use the SBTN indicators related to water
availability and consumption to assess how
grave our impact is (scale); we estimate the
scope which assesses the level of geographical
occurrence of facilities with impact to water
resources, and remediability which assesses the
anticipated time required for natural restoration
of water bodies, taking into account the impact
caused. The likelihood of potential impacts
assesses the probability of animpact to occur
considering best practices and based on the
business model and the mitigation measures
that we implement.

Assess: Risks in own operations identified

are the insufficiency of water to service our
needs (throughout the production process),
whichis a physical chronic risk; the increased
water costs, whichis a transition market risk;

and the potential damage to our reputation

due to the use of significant amounts of water
from the local watershed that could reduce the
availability of water for local communities, which
is a transition reputational risk. Regarding the
identified water-related opportunities, water
recovery from sewage treatment emerged,
which is a resource efficiency opportunity. None
of these risks and opportunities was deemed
financially material.

Furthermore, on aplant level, a tailored risk
assessment framework exists. Based on this
framework, the most relevant dependency-
related water risks considered are:

e watershed baseline water stress;

» ecological status and qualitative risks
of water resources;

e communities’ access rights to clean water
resources;

* hygiene and sanitation services;

o regulatory framework; and

» biodiversity and important water-related
areas surrounding our manufacturing sites.

For furtherinformation related to the water risk
assessment thatis carried out on our plants,
please visit Water Stewardship and Water Risk
Management Programmes.

» Methodologies, assumptions and tools
utilised: Coca-Cola HBC applies the WWF
Water Risk Filter, which provides detailed
information regarding water risk on water
availability, quantity, quality and other risks in
differentlocations worldwide. The indicators
monitored are: water use/water withdrawal per
source, water reused or recycled, clean unused
water and quantity of wastewater discharged.
Moreover, location-based assessments are
carried outin each plantin order to evaluate
the vulnerability of the associated water
resources. In Alliance for Water Stewardship
(AWS) certifications or ISO 46001 certifications,
verified by a third party, the impact of water
withdrawal is assessed on both site level and
watershed scale. This assessmentincludes

important water-related areas, the value chain,
local communities and indigenous people,

and biodiversity value. The risk assessment

is conducted takinginto consideration the
severity of impacts and the frequency for

two separate categories (frequent and
non-frequent physical risks). Also, to identify
potentialimpacts, the ENCORE platform

is utilised.

Water risk management programmes are
organised in all our bottling operations. They
allow us to implement successive risk assessment
steps, create appropriate mitigation measures
and actively follow-up the results of the mitigation
plan and effectivenessinreducing the water

risk levels. By implementing the water risk
management programme, we aim to do

the following:

» Assess specific location-based water risks and
vulnerabilities relevant to each plant.

» |dentify the water priority locations for which
external goals are raised.

* Implement appropriate mitigation measures for
the identified water risks and vulnerabilities.

We evaluate the water risks and vulnerabilities
for each plant based on a common risk scoring
methodology that captures strategic, operational
and reputational risks.

We extend the scope of water risk assessments
from the plant level to the watershed and
communities. Our evaluation comprises several
water risk aspects, such as supply reliability, water
efficiency, compliance, water economics, product
quality and food safety, water sustainability, and
localand social aspects. For all these water risk
aspects, we are considering: 1) the dependencies
of our manufacturing sites to the overall
organisational context, and 2) the impact of
operations to the environment, watershed and
local communities. Most relevant dependency-
related water risks considered in our assessment
are: watershed baseline water stress, ecological
status and qualitative risks of water resources,
communities' access rights to clean water


https://www.coca-colahellenic.com/content/dam/cch/us/documents/a-more-sustainable-future/mission-2025/water-stewardship-and-water-risk-management-programmes.pdf.downloadasset.pdf
https://www.coca-colahellenic.com/content/dam/cch/us/documents/a-more-sustainable-future/mission-2025/water-stewardship-and-water-risk-management-programmes.pdf.downloadasset.pdf

64 Coca-ColaHBC Integrated Annual Report 2024

Sustainability Statement continued

resources, hygiene and sanitation services,
regulatory framework, biodiversity and important
water-related areas surrounding our
manufacturing sites. The most significant
impact-related water risks considered in our
assessment are: the impact of our water use on
the naturally renewable water resources, the
impact of our wastewater operations and
discharge to the natural environment, and the
impact of our community projects onthe
watersheds health status. During the mid-term
and long-term water risk assessment processes,
we evaluate the future trends that might impact
the current water risks. The starting point for the
climate change impact on water resources is
related to water availability. We use the publicly
available information from recognised platforms
such as Aqueduct (WRI) and Water Risk Filter
(WWF) to evaluate the change in baseline water
stress of the areas in which our plants are located.

We also factor in the current source water
utilisation rate (calculated as water use volume
divided by available water at source). This allows
us to calculate the future source water utilisation
rate. If this value exceeds 100%, it means we need
to optimise and expand our water infrastructure
to ensure future available water volumes for our
production needs. We also quantify the climate
change impact on water resources availability

as financial risk. We specifically quantify the
additional operational and capital expenditure we
need toincrease water availability for the climate
scenarios of 2030 and 2040, under two different
climate scenarios. We actively monitor the
regulatory changes that may potentially impact
water resources so we can proactively upgrade
plants' water supply and water treatment
infrastructures. The reputationalissues are
considered in our stakeholders’ engagement
process, and we agree common actions

to address shared, current and future

water challenges.
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E4.IRO-1_01,02,03,04

We apply the LEAP approach, specifically the Locate,

Evaluate and Assess steps as indicated in ESRS.
These steps can be further analysed as follows:

» Locate: We develop alist of the locations of our
assets and identify the biomes and ecosystems
our assetsinterface with. Consequently,
we identify the integrity and importance of
biodiversity in these areas and carry out a
mapping of the biodiversity-sensitive areas.
Finally, we identify our activities as well as those
in our upstream and downstream value chain.

In 2024, 7 plants were in close proximity to
legally protected areas. Out of them, 5 plants
are in proximity from zero to 2 kilometres as
per the definition of the S&P Global Corporate

Sustainability Assessment biodiversity criterion.

« Evaluate: Regarding the identification of current
impacts, we consider the directimpact of the
interface of our activities with the biodiversity
in the material locations. Moreover, we indicate
the size, scale, frequency of occurrence and
timeframe of the impacts on biodiversity and
ecosystems in these areas. We estimate the
percentage of our procurement spent from
major suppliers with facilities located in risk-
prone areas (with threatened species on the
IUCN Red List of Species, the Birds and Habitats
Directive or nationallist of threatened species,
orin officially recognised Protected Areas,
the Natura 2000 network of protected areas
and Key Biodiversity Areas). Furthermore, we
indicate the size and scale of the dependencies
on biodiversity and ecosystems, including on
raw materials, natural resources and ecosystem
services. Regarding the identification of potential
impacts, we use the ENCORE platform that
provides us with scientific rigorous information
about the impacts on water resources of
the sector and our value chain. After the
identification process, we assess the severity
and likelihood (for potential impacts) of the
positive and negative impacts. Specifically, to

assess the severity of ourimpact, we assess:
the scale through the WWF Biodiversity Risk
Filter, the scope which assesses the level of
geographical occurrence of facilities withimpact
to biodiversity and the remediability which is
determined by the anticipated time required
for natural restoration of ecosystems. Also,
likelihood of potential impacts assesses the
probability of animpact to occur considering
best practices and based on the business model
and the mitigation measures that we implement.

At a site level, we have conducted biodiversity
impact and risk assessment throughout our
value chain which can be found in our 2022
Biodiversity Impact and Risk Assessment.
Additionally, on a five-year basis, we conduct
a Source Vulnerability Assessment, which
includes impact assessmentrelated to
biodiversity within our own operations.

» Assess: Physical and transition risks (including
systemicrisks) and dependencies in relation to
nature are considered during the 'assess' step.
Based onthe assessment process, the risks
for further consideration are three transition
risks. Inthe upstream value chain, difficulties in
accessingingredients and/or potential increase
in their cost driven by climate change, and low
quality or quantity of agricultural ingredients
used in our production triggered by invasive
species in our supply chain are assessed as
transition market risks. In the downstream
value chain, theimpact on our reputation if we
do not meet our deforestation commitment, is
assessed as a transition reputational risk. None
of these risks was deemed financially material.

E4.IRO-1_06

Please read our Biodiversity Impact and Risk
Assessment for detailed insights regarding our
sites: within our seven manufacturing sites in close
proximity to legally protected areas up to

30 kilometres, there is no site with negative
impact on biodiversity.

E4.IRO-1_07

For calibration of our material impact, we

have approached representatives from the

local communities in Europe and Africa, and we
have captured their feedback. In every Annual
Stakeholder Forum, there are representatives
from local communities who discuss the relevant
sustainability topic and suggest actions
forimprovement.

Within the WASH projects, we provide clean water
access and sanitation to communities in need, and
we work together with NGOs, local municipalities
and local representatives. In other water
stewardship projects, e.g., for providing water
forirrigation, we work with affected farmers.

E4.IRO-1_08

Negative impacts on ecosystem services are
avoided by implementing replenishment projects
in our plantsin countries we operate. Our negative
impact assessedin direct operations is related
only to water use, however, we address water
across the entire value chain by:

« undertaking Source Vulnerability Assessments
in 100% of our manufacturing sites, which
serves as a basis for our Source Water
Protection Plan;

» actively reducing the amount of water usedin
the production of our beverages and treating
wastewater at levels that support aquatic life;

» partnering with suppliers to minimise our water
footprint across the entire value chain;

e investingin community water conservation
projects designed to replenish the water we use
throughinnovative sustainable technologies;
and

« delivering Alliance for Water Stewardship or ISO
46001 Water efficiency management systems
certification at all our manufacturing sites.


https://www.coca-colahellenic.com/content/dam/cch/us/documents/a-more-sustainable-future/biodiversity/Coca-Cola%20HBC_Biodiversity%20Impact%20Assessment.pdf.downloadasset.pdf
https://www.coca-colahellenic.com/content/dam/cch/us/documents/a-more-sustainable-future/biodiversity/Coca-Cola%20HBC_Biodiversity%20Impact%20Assessment.pdf.downloadasset.pdf
https://www.coca-colahellenic.com/content/dam/cch/us/documents/a-more-sustainable-future/biodiversity/Coca-Cola%20HBC_Biodiversity%20Impact%20Assessment.pdf.downloadasset.pdf
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E4.IRO-1_14

As of 2024, we have one site overlapping with a
legally protected biodiversity area (Natura 2000,
Category IV-VI) and six sites located near other
legally protected areas up to 30 kilometres.

E4.IRO-1_15

Even though we have activities near legally
protected areas, we do not negatively affect these
areas by any means of deterioration of habitats
and/or species. Thisis confirmed in our Source
Vulnerability Assessment (SVA), an assessment
done regularly for each manufacturing site by an
externalindependent expert and documentedin
the SVA.

E4.IRO-1_16

We fully comply with all local biodiversity
regulations and, on top, we have voluntarily
certified our sites in ISO 14001 and Water
stewardship certifications (AWS or ISO 46001).
As no negative impact has been identified, our
measures are rather for addressing the positive
impact, such as replenish water.

E5.IRO-1_01

Resource inflows, outflows and mostly waste were
used as drivers of impacts which affect soil and
water bodies. Furthermore, TNFD does not have
a specific impact topic related to circular
economy, so to be compliant with TNFD, we
incorporated them as drivers of impacts to soil
and water pollution. To determine the latter, all
activities of our value chain (upstream, own
operation and downstream) were screened, and
according to theirlocationin the value chain,
different assumptions were made.

Strategic Report

The ROs identification processincluded a thorough
review to capture the full scope of ROs, incorporating
the ERM, Impact Universe, SASB sectoral analyses
and ENCORE dependency assessments.

Theidentified and evaluated risks were grouped
under the broader risk ‘Cost and availability of
sustainable packaging', that was deemed financially
material. This riskincludes risks related to regulatory
targets on collection, waste management and
specific packaging types, increased cost of
packaging materials due to climate change-related
regulation and Capex costs associated with
changing packaging mix. We have also identified a
few opportunities, such as the opportunity
associated with the launch ofinnovative packaging
solutions, which were not deemed financially
material. For therisks'identification and assessment,
please refer to section 'IRO-1_09".

E3.IRO-1_02 &E2.IRO-1_02 & E4.IRO-1_05&

E5.IRO-1_02 &IRO-1_05

We conduct consultations with affected
stakeholders, including communities, and we
ensure that their feedback is taken into account.
Every year we carry out an Annual Stakeholder
Forum, the aim of which is to supplement the
process of material IROs identification and
assessment and to take insights regarding our
impacts on both people and nature. The theme
of this forum changes each year as well.

In 2023, we focused on 'Water Regeneration —
partnering to strengthen communities’
resilience and drive economic growth'. Over

130 representatives, from customers, industry
associations and academia, to NGOs,
policymakers and peer companies —and 25
countries —came together to our Annual Forum.
The theme was covered in the context of climate

resilience, economic growth and the wellbeing of
people. Furtherinformation regarding our Annual
Stakeholder Forumis available in our website.

In 2024, we welcomed over 160 (167) stakeholders
to our Annual Stakeholder Forum, themed
‘Harnessing the Circular Economy for Packaging'.

Furtherinsights regarding our 2024 Annual
Stakeholder Forum are available on page 38 of the
Strategic Report, paragraph 'Stakeholder Forum
—hearing from our stakeholders on what matters
most".

In addition to our Annual Stakeholder Forum,
we regularly organise supplier sustainability
events (especially with our main sugar and
sweeteners suppliers) and meetings where
we discuss different ESG aspects, including
biodiversity, deforestation and soil practices
that prevent pollution.

During the annual innovation day with suppliers,
we also discuss with packaging suppliers solutions
for alternative packaging, lightweighting and
recyclability to minimise packaging waste and
increase circularity and thus reduce further soil
and water pollution.

Furthermore, in the context of environmental
permitting process and updates regarding the
performance towards the licensing environmental
authorities, we consult various stakeholders such
as NGOs, environmental and subject-matter
(pollution, water and biodiversity-related) experts
and affected communities.

Lastly, we engaged with subject-matter experts
andimpacted stakeholders through dedicated
interviews as an additional source for identifying
impacts and understanding how our business
activities, including those across the value chain,
affect the environment and people.

In particular, anindependent organisation
conducted 26 interviews with various external
stakeholders and experts, representing a diverse
range of our stakeholders, includinginvestors,
shareholders, customers, suppliers, industry
associations, NGOs, IGOs, community
participants, and international institutions such

as the UNGC and the International Organisation
of Employers. Interviews' objectives were to hear
the perspective of affected stakeholders to
understand the level ofimpact materiality, to
support decisions on setting the materiality
thresholds and manage the total level of disclosure
required, as well as to understand the nature of the
impacts, to guide any disclosure, inline with the
needs of users of sustainability statements.


https://www.coca-colahellenic.com/en/a-more-sustainable-future/our-approach/annual-forum
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IRO-2 Disclosure Requirements in ESRS covered by CCHBC's sustainability statement Locationin the sustainability

Disclosure Requirement statement (page/paragraph)

IRO-2_01 __
E1-8Internal carbon pricing

Table 6: Datapoints from list of the Disclosure Requirements
E1-9 Anticipated financial effects from material physical and transition risks

Location in the sustainability and potential climate-related opportunities

Disclosure Requirement statement (page/paragraph)

E2-1 Policies related to pollution p.100

BP-1 General basis for preparation of sustainability statements p.41

E2-2 Actions and resources related to pollution p.102
BP-2 Disclosures in relation to specific circumstances p.43

E2-3 Targetsrelated to pollution p.103

GOV-1 Therole of the administrative, management and supervisory bodies p.45

E2-4 Pollution of air, water and soil
GOV-2 Information provided to and sustainability matters addressed p.46

by CCHBC's administrative, management and supervisory bodies E2-5 Substances of concern and substances of very high concern

GOV-3 Integration of sustainability-related performance inincentive schemes (el E2-6 Anticipated financial effects from material pollution-related risks and
opportunities

GOV-4 Statement on due diligence p.48

E3-1 Policies related to water and marine resources p.104

GOV-5 Risk management and internal controls over sustainability reporting p.49

E3-2 Actions and resources related to water and marine resources p.106
SBM-1 Strategy, business model and value chain

E3-3 Targetsrelated to water and marine resources p.112

SBM-2 Interests and views of stakeholders

E3-4 Water consumption p.114
SBM-3 Material impacts, risks and opportunities and their interaction with

strategy and business model E4.SBM-3 Material impacts, risks and opportunities and their interaction p.115

with strategy and business model

IRO-1 Description of the process to identify and assess material impacts,
risks and opportunities

©

E4-1 Transition plan and consideration of biodiversity and ecosystemsin p.115
strategy and business model

IRO-2 Disclosure Requirements in ESRS covered by CCHBC's

sustainability statement E4-2 Policies related to biodiversity and ecosystems p.116

E1-1 Transition plan for climate change mitigation E4-3 Actions and resources related to biodiversity and ecosystems p.117

I BN ¥ S HO P°
oo fll 0 aflull »
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E1.SBM-3 Materialimpacts, risks and opportunities and their interaction
with strategy and business model

E4-4 Targetsrelated to biodiversity and ecosystems p.118

- . L ) E4-5Impact metrics related to biodiversity and ecosystems change p.118
E1-2 Policies related to climate change mitigation and adaptation

©
00
o

E4-6 Anticipated financial effects from material biodiversity and

E1-3 Actions and resources in relation to climate change policies ecosystem-related risks and opportunities

E1-4 Targets related to climate change mitigation and adaptation E5-1 Policies related to resource use and circular economy p.119

© ©
© ©
N N

E1-5 Energy consumption and mix E5-2 Actions and resources related to resource use and circular economy p.120

E1-6 Gross scopes 1, 2, 3 and Total GHG emissions

©
©
e

E5-3 Targetsrelated to resource use and circular economy p.125

E1-7 GHGremovals and GHG mitigation projects financed through carbon credits  (@elels]
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Disclosure Requirement

StrategicReport

Location in the sustainability
statement (page/paragraph)

Disclosure Requirement

Locationin the sustainability
statement (page/paragraph)

E5-4 Resource inflows

p.127

E5-5 Resource outflows

p.128

ESRS 2 SBM-3 Material impacts, risks and opportunities and their
interaction with strategy and business model

p.146

E5-6 Anticipated financial effects from material resource use and circular
economy-related risks and opportunities

p.129

S2-1 Policies related to value chain workers

p.148

S2-2 Processes for engaging with value chain workers about impacts

p.150

S1.SBM-3 Materialimpacts, risks and opportunities and their interaction
with strategy and business model

p.130

S2-3 Processes to remediate negative impacts and channels for value chain
workers to raise concerns

p.151

S1-1 Policies related to own workforce

p.131

S1-2 Processes for engaging with own workers and workers' representatives
aboutimpacts

p.135

S2-4 Taking action on material impacts on value chain workers, and
approaches to managing material risks and pursuing material opportunities
related to value chain workers, and effectiveness of those actions

p.151

S1-3 Processes to remediate negative impacts and channels for own
workers to raise concerns

p.136

S1-4 Taking action on materialimpacts on own workforce, and approaches
to mitigating material risks and pursuing material opportunities related to
own workforce, and effectiveness of those actions

p.137

S2-5 Targets related to managing material negative impacts, advancing
positive impacts, and managing material risks and opportunities

p.153

ESRS 2 SBM-3 Materialimpacts, risks and opportunities and their
interaction with strategy and business model

p.155

S3-1 Policies related to affected communities

p.156

S1-5 Targets related to managing material negative impacts, advancing
positive impacts, and managing material risks and opportunities

p.141

S1-6 Characteristics of CCHBC's employees

p.142

S3-2 Processes for engaging with affected communities about impacts

p.157

S3-3 Processes to remediate negative impacts and channels for affected
communities to raise concerns

p.158

S1-7 Characteristics of non-employee workers in CCHBC's own workforce

p.143

S1-8 Collective bargaining coverage and social dialogue

S3-4 Taking action on materialimpacts on affected communities, and
approaches to managing material risks and pursuing material opportunities
related to affected communities, and effectiveness of those actions

p.158

S1-9 Diversity metrics

p.144

S1-10 Adequate wages

p.144

S1-11 Social protection

p.144

S51-12 Persons with disabilities

S1-13 Training and skills development metrics

p.144

S1-14 Health and safety metrics

p.144

S1-15 Work-life balance metrics

S1-16 Compensation metrics (pay gap and total compensation)

p.145

S1-17 Incidents, complaints, and severe human rights impacts

p.145

S3-5 Targets related to managing material negative impacts, advancing
positive impacts, and managing material risks and opportunities

p.159

ESRS 2 SBM-3 Impacts, risks and opportunities and their interaction with
strategy and business model

p.161

S4-1 Policies related to consumers and end-users

p.162

S4-2 Processes for engaging with consumers and end-users about impacts

p.165

S4-3 Processes to remediate negative impacts and channels for consumers
and end-users to raise concerns

p.166

S4-4 Taking action on materialimpacts on consumers and end-users, and
approaches to managing material risks and pursuing material opportunities
related to consumers and end-users, and effectiveness of those actions

p.167

S4-5 Targets related to managing material negative impacts, advancing
positive impacts, and managing material risks and opportunities

p.172
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Table 7: Datapoints from other EU legislation

Disclosure Requirement
andrelated datapoint

SFDR(23)reference Pillar 3 (24) reference

EU
Climate Law
(26)reference

Benchmark Regulation
(25)reference

Locationin the
sustainability
statement

Materiality of
information
(Group level)

ESRS 2 GOV-1

Indicator number 13 of Table

Commission Delegated

Material for Group

Board's gender diversity #1 of Annex 1 Regulation (EU) 2020/1816 (27) Level
paragraph 21 (d) Annexll
ESRS 2 GOV-1 Delegated Regulation (EU) p.45 Material for Group
Percentage of board members who 2020/1816, Annex Level
are independent paragraph 21 (e)
ESRS 2 GOV-4 Indicator number 10 Table p.48 Material for Group
Statement on due diligence #3 of Annex 1 Level
paragraph 30
ESRS 2 SBM-1 Indicators number 4 Table  Article 449a Regulation (EU)No  Delegated Regulation (EU) - Not Material
Involvement in activities related to #1 of Annex 1 575/2013; 2020/1816, Annex
fossil fuel activities paragraph 40 (d) i Commission Implementing
Regulation (EU) 2022/2453 (28)
Table 1: Qualitative information
on Environmental risk and Table 2:
Quialitative information on
Socialrisk
ESRS 2 SBM-1 Indicator number 9 Table #2 Delegated Regulation (EU) - Not Material
Involvement in activities related to of Annex 1 2020/1816, Annex Il
chemical production paragraph 40 (d) i
ESRS 2 SBM-1 Indicator number 14 Table Delegated Regulation (EU) - Not Material
Involvement in activities related to #1 of Annex 1 2020/1818 (29) , Article 12(1)
controversial weapons paragraph 40 Delegated Regulation (EU)
(d)iii 2020/1816, Annex |
ESRS 2 SBM-1 Delegated Regulation (EU) - Not Material
Involvement in activities related to 2020/1818, Article 12(1)
cultivation and production of tobacco Delegated Regulation (EU)
paragraph 40 (d) iv 2020/1816, Annex I
ESRSEI-1 Regulation (EU) 2021/1119, p.83 Material for Group

Transition plan to reach climate
neutrality by 2050 paragraph 14

Article 2(1)

Level
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https://xbrl.efrag.org/e-esrs/esrs-set1-2023.html#ntc26-L_202302772EN.006201-E0004
https://xbrl.efrag.org/e-esrs/esrs-set1-2023.html#ntc26-L_202302772EN.006201-E0004
https://xbrl.efrag.org