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1981: Hellenic joins

the family

Our company started the 1980s
with a statement of ambition,
acquiring the Hellenic Bottling
Company (HBC) of Greece.

1951: Nigeria, where it all began
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1991: A defining period

We reached an historic milestone
as the Coca-Cola HBC group
went public on the Athens

stock exchange.

1953: Coca-Cola
production begins

1956: Honoured
by royalty

1990s: Eastern Europe

The dramatic collapse of the Soviet Unionin
1991 saw a wave of change and new hope sweep
across Eastern Europe and the former Soviet
republics, presenting exciting new opportunities
for Coca-Cola HBC across the region's

fledgling democracies.

1977: From Africa to Ireland

1999: Arriving in Russia

These heady days of the 1990s also saw Coca-Cola
HBC take its first steps in Russia. It was a significant
move for our business, which was completedin 2001.



2000: New markets, new cultures

2001: Dreams really

do come true wm R

2005: Pioneering
sustainable technology

2005: Great Coke taste,
zero sugar
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The Coca-Cola HBC we know today
2013 to the present day

2013: Alisting in London,
a proud moment
Coca-Cola HBC reached a
landmark as it made its debut
on the premium segment of the
London Stock Exchange. It was
also the year that the company
was registered in Switzerland

2016: Serving u
gup with new headquarters.

an aperitivo icon

Adult Sparkling is a high-value,
high-growth category. We are
proud to have activated
socialising away from home
with our portfolio of mixers and
straight-drinking flavours for
almost two decades.

2020: Smell the coffee!

We made one of our biggest moves to expand our
24/7 portfolio in 2020 when we introduced COSTA
Coffee, recently purchased by The Coca-Cola
Company, to our first markets. In 2021 we
strengthened our coffee offering with a 30%
shareholding in Caffe Vergnano.

29 markets, one family

In 2021 we announced the
acquisition of Coca-Cola
Bottling Company of Egypt,

our second market in Africa and
the 29thin the Coca-Cola HBC
family. The deal was completed
inearly 2022.




2021 highlights

Volume (m unit cases)

2,412.7

2020. 2,135.6

Net sales revenue (€m)

7,168.4

2020. 6,131.8

Comparable EBIT* (€m)

831.0

2020:672.3

Comparable EBIT* margin (%)

11.6

2020:11.0

Profit before tax (€m)

734.9

Net profit? (€m)

547.2

2020:593.9 2020:414.9
Comparable EPS! (€ Basic EPS (€
2020:1.185 2020:1.140

Primary packaging collected
for recycling (equivalent)

46%

2020: 44%

. For details on APMs, refer to 'Alternative performance

measures' section.

. Net profit refers to net profit after tax attributable

to owners of the parent.
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BOIdly embracing Through the decisions that we

have made over time and are
the future making today, we are ensuring

that our business is ready for

what the future may hold

Future-focused

portfolio

page 23

Future-focused

route to market

page 29

Future-focused

investme

page 37

Future-focused

teams

age 43
7 Future-focused

packaging

page 51



Embracing new
opportunities

"As always, we look to the long-term potential
of the business to ensure that we are making the
progress that would make those who passed its
stewardship onto us proud, and with a view to
the future generations who will take it over.”

Dear Stakeholder,

Our Company celebrated the 70-year
history of the business in 2021, a milestone
which led us to reflect on what we have
achieved even as we embrace new
opportunities. The COVID-19 pandemic
tested our entire business and every one
of us. Now, at the start of 2022, in addition
to COVID-19, the conflict between Russia
and Ukraine is having a terrible impact on
millions, including our own people. I have
seen through the challenge of COVID-19
and now, through this current unimaginable
tragedy, the amazing way that the people
of this business care for each other and
our stakeholders. It makes me immensely
proud. Our resilience and adaptability are
our greatest strengths.

The recovery in our Company's
performance in 2021 was very strong.

We finished 2021 with volumes, revenue
and profitability all greater thanin 2019.

This rebound is largely due to the long-term
and thoughtful approach the company took
in the beginning of the pandemic in 2020.
The Board and Management were clear that
our people and business continuity were our
top priorities. This meant that no one lost
their job at Coca-Cola HBC as a direct result
of the pandemic, we maintained supply for
our customers, continuing to engage with
them even when their businesses were
closed, and we continued to investin

strategic priorities for the long-term health
of the business.

Fromits origins as a bottling line in the
basement of the Mainland Hotelin Lagos,
Nigeria, itis incredible to reflect on the
journey which has transformed this family-
runbusinessinto a FTSE 100 company
operating across 29 markets on three
continents. With our roots in Africa, we
are extremely pleased to be welcoming
the team from another African market to
the Group 70 years later. Egypt offers
tremendous potential, with a young
population of over 100 million people.

I've been fortunate to meet many of the
men and women of Coca-Cola Bottling
Company of Egypt, and I know that they
share our passion for excellence.




Our long history of geographic and portfolio
expansion, often through acquisitions, will
serve us well as we integrate the Egyptian
business into our Group. Our Board also
benefits from several members who have
experience of large integrations and will be
available to offer advice and guidance.

Bold decisions support resilience
for thelong term

In my time as chairman, I've seen how our
Company benefits from the Board's great
diversity of perspectives. Six of our 13

Board members were originally appointed

by our two large, long-term shareholders:
The Coca-Cola Company and Kar-Tess
Holding, which gives the Board particularly
relevant industry and partnership knowledge
as well as a uniguely long-term perspective
and sense of ownership. This is strengthened
and complemented by the other independent
directors' range of skills and experience
ensuring a wide range of contributions and
high-quality discussion.

In a period of upheaval and uncertainty,

the Board has made decisions carefully

and thoughtfully to ensure our Company

is positioned for success for the long term.
In 2020, and againin 2021, we ensured that
we focused on our most critical people first,
our business developers who are out in the
market every day selling our portfolio of
products. Decisions taken on remuneration,
particularly for our long-term incentive
plans, ensured awards cascaded throughout
the organisation, reinforcing focus on
strategic priorities to achieve long-term
performance and the retention of our
dedicated, high-performing people.

Our remuneration decisions consider both
the whole organisation and the long-term
health of the business. During 2021 we
embarked on a wide-ranging shareholder
consultation process, which has helped us
understand the full range of views on these
decisions and informed our thinking.

In 2021, the Board approved our most
ambitious environmental target to date,
committing to achieve net-zero emissions
by 2040. This commitment builds on our
long history of integrating our social and
environmental commitments into every
decision and action we take. Because we
believe that our environmentalimpact along
with the socio-economic development of
our communities are integral to our future
growth, NetZeroby40 has beenintegrated
into management incentives.

Dividend

During 2021 we paid the 2020 dividend of
€0.64 per share. This was a 3.2% increase
compared to the prior year and represented
anincrease in our pay-outratio to 54%,
above our usual targeted range of 35 to 45%.

We are pleased to be able to continue to
make progressive dividend payments and
are proposing a dividend of €0.71 per share
for 2021. Furthermore, we have increased
the targeted pay-out range to 40 to 50%

of comparable EPS. This decision reflects our
assessment of the ongoing risks combined
with our confidence in business resilience
and the Company's strong balance sheet,

as well as our many growth opportunities.

Looking ahead

As we welcome Egypt into the Group, |
continue to have great confidence in our
Company's future. In 2021 this company
achieved a remarkable recovery while
managing a volatile environment of changing
restrictions due to COVID-19, global supply
chain shocks and even geopolitical instability
inour territory. As | write we have seen
conflict bringing unimaginable suffering and
hardship to millions.

Together with The Coca-Cola Company
we took the difficult but necessary decision
to suspend the production and sale of
Coca-Cola brands in Russia. We have been
operating in Russia for decades and will
support our colleagues there as we work
through the implementation of this.

The company continues to provide support
on the ground through product donations
and in partnership with The Red Cross.

I know | speak for the Board when | say that
the people of Ukraine and our colleagues
there are foremost in our thoughts. We hope
that peace is soon restored in Ukraine.

Inearly 2022, we remain focused on
supporting management as they operate

in this incredibly challenging and rapidly
changing environment as well as overseeing
the Company's achievement of our Growth
Story 2025 objectives. As always, we look to
the long-term potential of the business to
ensure that we are making the progress
that would make those who passed its
stewardship onto us proud, and with a view
to the future generations who will take it over.

Onbehalf of the Board, | extend my thanks
to all of our people who have built the
Company into what itis today, and to all of
our stakeholders for your continued support.

Anastassis G. David
Chairman of the Board

Section 172 statement

Section 172 of the UK Companies Act 2006 requires directors to promote the
success of their company for the benefit of the members as a whole, having regard
to the interests of stakeholders in their decision-making. Engaging with stakeholders
is anindispensable part of how Coca-Cola HBC does business. The Board considers
the interests of the Group's employees and other stakeholders in its decision-
making as a matter of good governance, and understands the importance, and
value, of taking into account their views, as well as considering the impact of the
Company's activities on the community, environment and the Group's reputation.
The Board also considers what is most likely to promote the success of the
Company for its shareholders in the long term. Although the Company is Swiss-
incorporated and as such the UK Companies Act 2006 has no legal effect,

this approach is in accordance with the UK Corporate Governance Code 2018.

Read more about:
How we manage risks and materiality on pages 56 to 71

How we engage with key stakeholders on pages 10to 13

Examples of how stakeholders were considered in specific decisions on pages 100-101




Building
partnerships

"l am especially proud that even in these most
challenging of times, we are nurturing a strong
team that genuinely cares for one another,
underlined by resilience and belief in our future.
We remain focused as one connected team
on both what we are trying to achieve and
how we will deliver it.”

Dear Stakeholder,

As I write in March 2022, my thoughts are
with our friends, colleagues, and their families
in Ukraine. | speak from personal experience
when | say that there is nothing worse than
war. Itis never a solution. It brings terrible
suffering and pain, and it impacts the lives

of people like nothing else. We are facing up
to that now as we do all we can to support our
people in Ukraine and the humanitarian relief
efforts in the region. My overriding hope is for
a fast and peaceful resolution.

This report looks back to 2021, a year that
saw a very different challenge in the form of
the continued disruption of the COVID-19
pandemic to communities and businesses
across our territories.

It was also a special year for us as we

marked 70 years of building partnerships
since our early beginnings in Nigeriain 1951.
This milestone provided an opportunity to
celebrate the legacy of our business and
reflect on how we define our Company for
today and tomorrow. The spirit of partnership
that has guided us for 70 years remains the
cornerstone of our approach.

It has enabled us to adapt and evolve our
business with a strong belief and commitment
in our investments that will fuel our future
growth. Our people remain the catalysts,
making our Company stronger and better
every day. We rely on their talent and diversity
to set us apart —because the real magic
happens when we work together as one
inclusive team. By harnessing the collective
talent across our markets, we are confident
that we will achieve the speed and progress
that will enable us to lead and to win for

the long-term.

Delivering a strong recovery

We delivered a very strong recovery in 2021,
with all key metrics above pre-pandemic
levels. This was the result of consistent and
disciplined focus on our strategic priorities
over the last few years. We finished the year
with strong revenue growth, our highest
ever EBIT margin and free cash flow, while
continuing to gain share. This performance
demonstrates the strength of our 24/7
brand portfolio, revenue growth management
capabilities, route to market and execution
excellence in our markets.

Itis thanks to the strong drive, creativity,
adaptability, and passion of our people, who
enabled us to navigate the volatile operating
environment while embracing change,
challenge and care, which are all central to
our culture. Our results and future plans also
reflect our partnership with The Coca-Cola
Company, which remains stronger than ever.




Accelerating capabilities

development

A critical driver of our growthis the

accelerated development of our prioritised
capabilities, which are increasingly proving

to be our competitive advantage for building
sustainable long-term growth. Talent
development, Revenue Growth Management,
Route to Market, Big Data Advanced Analytics
and Key Account Management are now also
complemented by the accelerated Digitalisation
of our Company.

Targeted investment behind our Digital
Commerce strategy, regarding both route

to customer and route to consumer, is a key
focusin this area. This is supported by a newly
established and capable team that is driving
an ambitious agenda. The Customer Portal,
our main B2B platform, which saw significant
development over the last 18 months, allows
our customers to order direct fromus 24
hours a day, 7 days a week. This now accounts
for 8% of our transactions, up from 2% just
ayear ago. Itis convenient for customers,

and critically, it allows our business developers
to spend more time on category strategy
execution and customer relationships rather
than order taking.

We also continue to add value to our
customers in the broader e-marketplace.
We have increased our digital shelf space,
visibility, and activations on the e-commerce
websites of our biggest customers, and we
are now working extensively with newer,
digital-only customers, such as food delivery
platforms, which is driving strong growth.

New markets and brands

|'am very pleased that during 2021 we
completed two strategic transactions which
are strengthening our growth potential.
These demonstrate very well our focus on
strategic additions to our territories alongside
relevant bolt-on additions to our portfolio.

With our acquisition of Coca-Cola Bottling
Company of Egypt (CCBCE), our Company
has added a second market in Africa, 70 years
after the Company was founded in Nigeria.
This means that we now seek to refresh one
quarter of the continent's population. Egypt's
young and rapidly growing population of more
than 100 million people brings our consumer
base to over 715 million, while positioning

us towards high-growth markets that will

fuel our business for many years to come.

| am grateful for the trust placedin us by

The Coca-Cola Company and the previous
shareholders of CCBCE, and am very

excited about the potential of the business
and its people.

We also acquired a 30% stake in Caffe
Vergnano, a family-owned Italian coffee
company, further strengthening our

coffee portfolio. Caffe Vergnano is highly
complementary to our existing Costa Coffee
proposition and will allow us to address an
even wider range of consumer tastes and
segments, increasing our relevance in this
fast-growing category.

Our boldest sustainability

commitment to date

2021 was also a pivotal year in our
sustainability journey with our commitment
to net zero emissions across our value chain
by 2040, a continuation of a journey we began
many years ago. We are confident in our track
record and our robust, action-based plan to
achieve this commitment. But we will also
need the support of our partners, with 90%
of our emissions coming from suppliers
throughout our value chain. Our commitment
to net zerois now integrated into every
business decision we take.

Our sustainable packaging strategy is a key
driver towards net zero. We are committed

to delivering our Mission 2025 targets and
working towards a World Without Waste with
The Coca-Cola Company, developing ways

to collect more packages and design new
sustainable ways of serving our beverages.

In 2021, we transitioned to 100% rPET for all
single serve Sparkling Soft Drinks and iced-tea
in Italy and now sell five water brands in 100%
rPET bottles. With targeted initiatives to
increase our in-house production capacity for
rPET, we are taking a meaningful step towards
our target of increasing the percentage of
rPET to 35% by 2025.

The Coca-Cola Company also made a global
commitment to increase the percentage of
beverages sold in reusable packaging to 25%
by 2030. To support this goal, we have already
started our journey together to increase

our 'packageless’ offerings through new
dispensed solutions and this strategy will
remain a focus for the coming years.

Our successful partnership with our suppliers
saw us introduce KeelClip™ in 10 markets

by the end of 2021, a paperboard packaging
that replaces plastic shrink wrap on multipack
cans. Theroll outin our EU markets will be
completed this year. We also continue to
invest in infrastructure to collect and recycle
our packaging to ensure a circular packaging
economy. We now have deposit return
schemes in place or in progress in 12 of our
markets, and work with governments, NGOs
and academic institutions to determine the
right schemes everywhere we operate.

I am proud of the support that we continue

to provide to our communities, particularly the
opportunities we give to young people to help
them develop their full potential. In 2018, we
promised to train one million young people

by 2025 via our flagship #YouthEmpowered
programme, and to date have supported
more than 548,000.

Investing in our people and
nurturing our values-based culture
We also remain steadfast in our commitment
toinvestin our people, their potential, and
support personal and professional growth
through a variety of learning and developmental
programmes. Our Sales Academy, Supply
Chain Academy, Excel leadership programme
and our annual LearnFest event are some

examples of this. Today, more than 70%

of our learning content is available online,

and this has allowed us to innovate, adapt

and accelerate to new ways of learning.

The whole team is committed to building
amore diverse workforce in aninclusive
workplace environment. Itis a commitment
that | am personally passionate about and we
have made some good progress. In 2021 56%
of allappointments were women.

2021 also saw us conduct a comprehensive
review of our business to ensure that our
organisational structure and teams are
designed to support our strategic big bets
for future growth. To pursue our vision of
being the leading 24/7 beverage partner,
we enhanced our resources and expertise in
coffee, digital commerce, data and analytics,
and sustainability. And | was pleased to

see that 85% of appointments were

internal candidates.

The introduction of the COO role in 2020

has enabled us to strengthen our leadership
capacity, performance edge and coordination
as well as sharpen our focus on people
development. The structure enables me to
spend more time on our strategic partnerships,
strategic agenda and targeted prioritised
areas, like culture and D&, which | oversee
personally. | am also able to invest more time
behind our sustainability and regulatory agenda.

We also created a new role of Strategy and
Transformation Director in 2021. The role

is designed to drive more efficient and
better coordinated strategy execution by
transforming our enterprise-wide processes
and projects from the start. This will drive
better simplification, prioritisation and create
more time for customer focused initiatives.

Our 70th anniversary last year also gave

me time to reflect on my 25 years with the
Company. lam as proud today to work with
my colleagues across Coca-Cola HBC as | was
when | first walked through the doors of the
Zagreb office all those years ago.

I am especially proud that even in these most
challenging of times, we are nurturing a strong
team that genuinely cares for one another,
underlined by resilience and beliefin our future.
We remain focused as one connected team
on both what we are trying to achieve and
how we will deliver it. While we look back at our
achievements, we recognise there is much
more to learn and improve. lam truly grateful
to be part of a team that is driven by deep
values, continues to have ambitious bold
dreams, and is committed to creating value

in the market with our customers, while making
a visible difference to the world we care for.

Zoran Bogdanovic
Chief Executive Officer




Our business at a glance

Theleading 24/7

Coca-Cola HBC is a growth-focused consumer
packaged goods business and strategic bottling

beverage partner

Our 24/7 portfolio

Our portfoliois the strongest
and broadest in the beverage
industry. Our products cater
to agrowingrange of tastes
with a wider choice of healthier
options, premium products
and increasingly sustainable
packaging, giving us an
undisputed ability to delight
consumers across all
consumption occasions.

74%

Percentage of Coca-Cola HBC revenue
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Winning in the marketplace + 9 O b

We produce and sell an unparalleled pS
portfolio of beverage brands relevant to
every customer, consumer and occasion.
Our route to market is second to none
across our markets since itincludes a

wide range of consumer channels —from
supermarkets and convenience stores

to hotels, cafés and restaurants —and
encompasses more customers than any
competitor. Customer service and focus is
critical for our business and we are devoted
to helping our customers grow their
businesses, which in turn grows ours.

value share gained in NARTD

Where we operate

In 2021 we celebrated our 70th year. Our roots date back to 1951 when A.G. Leventis
founded the Nigerian Bottling Company in Lagos. Since then the business has expanded
across Europe and Russia, and in 2022 we added Egypt. Today we seek to refresh 715 million
consumersin 29 markets, spanning three continents.

29 36,000

countries across three continents employees

34.6% 19.0% 46.4%

of Group revenue of Group revenue of Group revenue

12.1% 7.8% 12.7%

Comparable EBIT Comparable EBIT Comparable EBIT

margin margin margin added

Earning our licence —
Do Josreii
to operate Solainabiity bdices

We create value for all stakeholders, making T

a strong contribution to the development

of the societies in which we operate through MsCl @
employment and our wider supply chain, E%E AATIAG

as well as through community projects which L R
have long been a core way of doing business

forus. We operate in a way that preserves

our environment, integrating sustainability m

into our decision making and actions.




Our business model

Delivering value for
our stakeholders

1. Our resources and relationships 2.Howwedoit

Human

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

Natural

To produce our products, we use raw
materials including water, energy and
PET resin. 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 relationships are with

The Coca-Cola Company, our people
and the communities we operate in, our
customers, suppliers and governments
and regulators.

Financial

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

Intellectual

Innovation is embedded in our culture

and the intellectual property created from
that includes new packaging, new products
and improvements in manufacturing,
logistics and sales execution.

Manufacturing

Our plant and logistics assets allow
us to prepare, package and deliver
our products to meet the needs
of customers and consumers.

Read more about how we leverage our
unique 24/7 portfolio and winin the
marketplace on pages 18 to 29.

1. Working with suppliers
We work with our suppliers

to procure high-quality
ingredients, sustainably
sourced raw materials and
equipment and services
required to produce beverages.

4. Serving our consumers

and communities

QOur 24/7 product portfolio
caters to arange of tastes and
preferences and we continually
innovate to remain relevant.

2. Producing beverages
efficiently and sustainably
Using concentrate from

The Coca-Cola Company

along with other ingredients,
we prepare, package and deliver
products with an optimised
manufacturing infrastructure
and logistics network.

56 96

plants distribution centres

3. Partnering with

our customers

We grow by supporting our
customers’ growth, leveraging
our 24/7 portfolio, focusing on
areas of high value opportunity
and executing with excellence.

3. What we do

We are a strategic bottling partner

of The Coca-Cola Company

We have the exclusive right to bottle

and sell the beverages of The Coca-Cola
Company in our 29 markets. We also
partner with other beverage businesses
such as Monster Energy, Brown-Forman,
Campari and Edrington to sell their
products in our markets.

How our partnership works
The Coca-Cola Company owns and
develops its brands while Coca-Cola HBC

is responsible for producing, distributing, and
selling these beverages, using concentrate
we buy from The Coca-Cola Company
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, with
The Coca-Cola Company marketing to
consumers while we take responsibility

for trade marketing to our customers.




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
workers, building physical infrastructure,

4. Value created

Our people

» In2021 we provided jobs directly to 27,211
people in 28 countries

» Median basic salary ratio women/men: 1.15

Our customers

+ Weincreased the frequency of our customer
engagement, providing customers with
the best support

+ Inthe marketplace we achieved a new
total number of almost 577,000
energy-efficient coolers

Our communities

» Wetrained 210,422 young people through
our #YouthEmpowered programme
to boost employability

» Weinvested€6.8 million in local
community initiatives

Our shareholders

+ We continued to control costs and generate
strong growth in profit

 Inrecognition of our business's strength and
future opportunities, the Board has proposed
adividend of €0.71 per share, a +10.9%
increase compared with last year

Our wider stakeholders

» Ourbusiness activities generate revenue
for our customers, suppliers and contractors
as well as income for our employees

Our consumers

+ We provide high-quality beverages and
healthy options, reducing calories per 100m|
of sparkling soft drinks by 15%in 2021
compared to our 2015 baseline

Our suppliers

+ We spent over €3.5 billion with local suppliers

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

procuring raw materials, transferring
technology, paying taxes, expanding access
to products and services, and creating
growth opportunities for our customers,
distributors, retailers and suppliers.

jobinthe

Measuring and managing these contributions
through the sustainable growth of our
business is an important part of our purpose.
Since 2010 we have conducted socio-
economic impact studies in our markets

to better understand the range and extent
of the value created in our ecosystem.

5. Socio-economic contribution

796,942

training hours for
our people

€1,015.2m

total employee costs

31,920

employees in the Coca-Cola
System in our markets

1.7m

customers served

1=10

jobs in our
community

548,835

2017-2021 cumulative
young people trained in
our communities

System

320,311

indirect employment across
the value chain

€3.4bn

paid in taxes

€541m

CapEx spend in our markets

715"m
potential consumers refreshed

16,200

suppliers operating
across our value chain

>€3.5bn

spent with local
suppliers

Toread the methodology behind
our socio-economic impact
numbers, please see page 247

* With the addition of Egypt.




Stakeholder engagement

Buildingon 70 years
of stakeholder
engagement for
mutual benefit

The strength of our stakeholder
ecosystem enabled us to
ensure the safety of our people,
partners and communities while
maintaining production
throughout the year.

&
888

Our people

Material issues
« Employee wellbeing and engagement
» Humanrights, diversity and inclusion

Growth pillars

Key challenges

+ Building the best teams in the industry

» Engagement as remote working
continues

+ Mental wellbeing

How we engage

+ 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

Outcomes of engagement

+ Support for our people to maintain
engagement levels, which remained
highin 2021

- Higherlevels of satisfaction with line
manager support were reported as we
addressed needs of people working under
different conditions

Relevant KPIs

+ Employee engagement

» Percentage of managers that are women
» Losttime accidentrate

Principal risks

» Health and safety

« People retention

» Geopolitical and security environment

@ Read more on pages 39-43.
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Our customers

Material issues

» Economicimpact

» Nutrition

» Packaging and waste management

Growth pillars

Key challenges

« Opportunities for growth and
value creation

» Offering a 24/7 beverage portfolio
that meets the changing preferences
of consumers

» Pandemic-related trading and
movement restrictions

+ Supply and delivery challenges

How we engage

+ Key account managers engage with our
customers at a strategic level

» Ourbusiness developers continued to
make regular visits to outlets

+ We provided targeted support to
out-of-home channel customers to
reopen businesses once restrictions
were lifted

Outcomes of engagement

» Weincreased direct engagement
via our customers teams and via
customer surveys

Relevant KPIs

» Volume and FX-neutral revenue growth

» Customer feedback from surveys

» High merchandising standards

« Cooler coverage of high potential outlets
Principal risks

» Changing retail environment

» Product quality and food safety

@ Read more on pages 25-29.




Our suppliers

Material issues
+ Climate change

+ Sustainable sourcing
» Water stewardship
» Economicimpact

Growth pillars

Key challenges

+ Rising costs of ingredients, labour,
packaging material, energy and water

» Minimising the environmental impact
of water and energy resources,
as well as emissions

How we engage

» Feedback received through our annual
Group Stakeholder Forum

» Regular, ongoing interaction with the
Coca-Cola System's Central
Procurement Group and our technology
and commodity suppliers

Outcomes of engagement

+ Ourlong-term work with partners to
reduce 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
» % of key agricultural ingredients
sustainably certified

+ % of our suppliers adopting our Supplier
Guiding Principles

Principal risks

+ Plastics and packaging waste

« Water availability and usage

« Commodity costs

» Managing our carbon footprint

@ Read more on pages 34-36, 48.

Our communities

Material issues

+ Climate change

-+ Corporate citizenship

» Economicimpact

- Packaging and waste management
+ Water stewardship

Growth pillars

Key challenges

» Climate change

« Waste from our packaging

« Water conservation

» Empowering youth and women

How we engage

+ We engage 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

Outcomes of engagement

« We continued to support frontline efforts
to tackle the COVID-19 pandemic via
volunteering and product donations

As part of our efforts to partner with our
suppliers, we held our first ever supplier
sustainability eventin 2021. At the event
we prompted our suppliers to establish
their own science-based emissions targets
by 2030 and collaborate with us to develop
longer-term net zero aspirations with

focus on several key packaging and
ingredients partners. Better partnerships
are crucial to achieve our ambitious
NetZeroby40 target.

» Our support of new collection schemesis
translating into increased collection rates
for packaging waste in many markets

» We have committed to NetZeroby40
across the entire value chain

Relevant KPIs

« #YouthEmpowered

» % absolute emissions reduction

« # water stewardship projects in water
priority locations

* % primary packaging collected

« # volunteering hours

Principal risks

» Geopolitical and security environment
« Plastics and packaging waste

» Managing our carbon footprint

« Water availability and usage

@ Read more on pages 46-50.

Approximately 90% of our Company's
carbon footprint comes from Scope 3
emissions, which occur in the value chain,
linked to our operations, but are generated
from sources beyond our control. Together
with the Coca-Cola System, we have so far
initiated sustainability partnerships with
about 20 critical suppliers, representing
50% of our Scope 3 emissions.
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Our consumers

Material issues
« Nutrition

» Product quality
+ Responsible marketing

Growth pillars

Key challenges

» Ensuring product supply and safety

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

How we engage

+ We understand consumers' needs and
preferences through collecting consumer
insights. While this is also part of
The Coca-Cola Company's role, we gain
access to these insights

+ Consumers also provide feedback on
social media and via the consumer hotlines

Outcomes of engagement

» We continued to evolve our portfolio
offering to address changing consumer
moments and invested furtherin
digital and e-commerce to meet new
shopper needs

Relevant KPIs
» % reduction of calories per 100mI SSD

« # consumer complaints

Principal risk
» Product quality and food safety

@ Read more on pages 20-22.
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Government

Material issues
+ Climate change
« Nutrition

» Packaging and waste management

» Water stewardship

Growth pillars

Key challenges

« Industry and/or product-specific policies,
such as taxes, restrictions or regulations

« COVID-19-related regulations

» Environmental policies

How we engage

+ Much of our engagement with
governments is conducted at an industry
level through trade associations

+ We partner with local governments
to tackle waste collection challenges
and water availability

Outcomes of engagement

» Inresponse to regulations and levies on
certain types of plastic packaging, we have
lightweighted packages and used more
sustainable materials

» Toaddress health and nutrition concerns,
we continue to add low- or no-sugar drink
options in every market and provide
transparent nutritional information

Relevant KPIs

» % absolute emissions reduction

» % reduction of calories per 100mI SSD

» % packaging collected

« # water stewardship projects

Principal risks

» Product-related taxes and regulatory
changes

« Ethics and compliance

@ Read more on pages 22, 47, 49-50.

Our shareholders

Material issues
» Corporate governance

Growth pillars

Key challenges

* Increasing focus on ESG

+ Maintaining focus on long-term
potential of the Group rather than
short-term volatility

How we engage

« Communication during our Annual
General Meetings, investor roadshows,
press releases and results briefings,
and ongoing dialogue with analysts
and investors

Outcomes of engagement

» Stepped-up consultation efforts and
strengthened two-way dialogue between
the Company and investors, ensuring
both good understanding of long-term
Company strategy in the markets and
thatinvestor concerns are considered
in decision-making

Relevant KPIs
» Management access and positive investor
perceptions of strategy

Principal risks
» Plastics and packaging waste
+ Changing retail environment
» Commodity costs
» Product-related taxes and
regulatory changes
« Foreign exchange fluctuations
» Managing our carbon footprint
» Geopolitical and security environment
» Suppliers and sustainable sourcing

@ Read more on page 101.




The Coca-Cola
Company

Material issues
« Nutrition

+ Responsible marketing
- Sustainable sourcing
- Corporate citizenship

Growth pillars

=P

Key challenges

» Support for consumers, customers
and communities

» Profitable growth opportunities

+ Value share in our markets

- Sustainable sourcing

How we engage

» Day-to-day interaction as business
partners, joint projects, joint business
planning, functional groups on strategic
issues and 'top-to-top' senior
management forums

Outcomes of engagement

» Our partnership added to the strength
and depth of our 24/7 portfolio, especially
thanks to the continued roll-out
of Costa Coffee

» Weincreased implementation of
sustainable, ethical practices in our supply
chain through System-wide collaboration

Relevant KPIs
» % reduction of calories per 100mI SSD

« % of key agricultural ingredients
sustainably certified

+ Investments in community projects

Principal risks

« Suppliers and sustainable sourcing

 Strategic stakeholder relationships

@ Read more onpages 8,22, 27, 35.
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NGOs

Material issues

+ Climate change

« Corporate citizenship

» Humanrights, diversity and inclusion
+ Packaging and waste management
» Water stewardship

Growth pillar

Key challenges

» Climate adaptation, move toward net zero
emissions and water and energy use

» Packaging waste

» Sustainable sourcing

« Partnerships with communities and
grassroots organisations

» Diversity and humanrights

How we engage

« Weinclude NGOs and community
partners in our leadership development
programmes, offering online training for
managing virtual teams and leading in
times of crisis

» We partner with specific NGOs for
targeted projects

» We engage through our annual Group
Stakeholder Forum and our annual
materiality assessment, as well as through
ad hoc meetings

Across all markets, we took our commitment
to create value for wider society seriously,
continuing to focus on COVID-19 support,
disaster relief and our #YouthEmpowered
programme. For COVID-19, we again
provided a mixture of cash donations,

free products and donations of equipment.
We provided more than 300 refrigerators,
for instance, to expand capacity for
vaccine storage in Greece. In response

to earthquakes, floods and wildfires,

we contributed cash or donated products
to support victims, governments, fire
brigades, and the Red Cross in Croatia,
Greece, North Macedonia and Russia.

Outcomes of engagement
« 6% training capacity for our first-time
managers went to NGO leaders in 2021

Relevant KPIs
+ # partnering NGOs

Principal risks

« Plastics and packaging waste

» Managing our carbon footprint

+ Suppliers and sustainable sourcing
« Water availability and usage

» Ethics and compliance

@ Read more on pages 46-47, 50.

Despite the pandemic, which has limited
in-person programmes, we remain on track
to support the employability of one million
young people across our markets by 2025.
In Italy and Greece we re-purposed
#YouthEmpowered tools to address the
needs of the hard-hit hospitality sector and
delivered masterclasses for young people
aspiring to a HoReCa career. In Czech
Republic we helped young people from
vulnerable backgrounds find high-quality
jobs, while in Hungary we started training
young people with disabilities.
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Market trends

Adapting to
evolving trends

Market trends

Dynamic retail environment

In 2021 we saw animprovement in private consumption, boosting performance across categories.
The out-of-home channel recovered from 2020 closures, yet restrictions on its operations
were not fully lifted in all countries and were dependent on vaccination rates and COVID-19
case evolution. Online retailers and discounters experienced strong growth again in 2021.

Consumer preferences

The COVID-19 pandemic strengthened interest in health and wellness, with people looking not
only for organic offerings, but also those with less sugar or fat and for functional products that
can enhance immunity. Consumers are getting accustomed to socialising, working or training
athome. Many consumers are willing to spend more to replicate out-of-home experiences in
their homes, turning to iconic brands they trust.

Digital evolution

Trends toward digital channels have further accelerated throughout the pandemic, as
consumers adopt faster virtual solutions and technology. The performance of daily tasks
online, such as working, getting education or banking, has led consumers to become more
comfortable with technology and to appreciate how much it is needed. Online shopping has
seen important growth and online food orders expanded, benefiting from periods of restricted
activity in the out-of-home channel.

Sustainability

In 2021, the COVID-19 pandemic remained the world's biggest challenge. As the world gradually
lifted lockdowns and rolled out vaccinations, employee health and safety and community support
were high priorities. Climate change mitigation and adaptation, and commitments to cut
emissions were in the spotlight of the UN Climate Change Conference in Scotland in November.
Consequently, businesses have been announcing ambitious net zero emissions targets while
investing in more sustainable packaging solutions. Equality and inclusion have been of increased
concernin 2021. As a result, consumers and customers expect governments and businesses
to take bolder action. Effective solutions to sustainability challenges, and transparent practices,
help strengthen brand reputation, customer loyalty and competitive advantage.

nd cans collectior
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Regulatory environment

Policy makers tried to balance the need to restart economies with fiscal gaps created by
the ongoing pandemic. The European Commission proposed a number of policies and new
mechanisms to achieve its target of drastically reducing net greenhouse gas emissions.

At the same time, the Farm-to-Fork strategic framework and the new Code of Conduct for
responsible business and marketing practices focus on creating sustainable food systems.
Packaging remained on the agenda in the EU, through the transposition of the Single Use
Plastic and the revision of the Plastic Packaging and Packaging Waste Directives.




How we are responding

The COVID-19 pandemic has demonstrated the value of close customer partnerships.
The flexibility of our route to market allowed us to actively support our customers so that
they could drive more transactions and capture growth opportunities as markets began to
reopen, which was particularly valuable for our out-of-home customers. The at-home
channel performed strongly during 2021, as drinking occasions at home remained strong
even as lockdowns eased. We remained a key partner to our at-home customers, ensuring
product availability and adapting our offering.

INTEGRATED ANNUAL REPORT 2021

Delivered through

+0.9pp ©

We gained or maintained
share in the majority

of our marketsin the
non-alcoholic ready-to-
drink (NARTD) category
and gained 0.9pp

of value share to 27%

Growth pillar
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We continued to leverage the trend for out-of-home experiences at home, with our adult
sparkling portfolio performing well through 2021, supported by our joint activation of
Premium Spirits. Our increasingly broad portfolio of energy brands and innovations supported
strong growth. Following the 2020 launch of Costa Coffee in 14 markets, we rolled out to
an additional three markets in 2021. We also acquired a stake in Caffe Vergnano, a premium
Italian coffee brand which complements our Costa Coffee offering. Our non-sparkling
portfolio recovered, boosted by the reopening of hotels, restaurants and cafes as well as
areturn of on-the-go consumption.

+14% ©
The at-home channel °

continued to grow in
2021 with volumes up
14% in comparison to
2019 and 10% above
2020 volumes

Our business-to-business Customer Portal has transformed into an engagement-driven
digital platform for businesses, allowing us to more than quadruple digital transactions

to 8% of our total transactions in 2021. We have increasingly digitised our route to market
in the e-commerce channel, partnering with e-retailers and food delivery platforms to
maximise online sales. We also expanded the use of our data, advanced analytics and artificial
intelligence capabilities, achieving coverage of advanced analytics solutions across all our
largest markets during the year.

+87% ©
Revenueinthe 0

e-commerce channel
grew by 87%in 2021
compared with 2020

While unique challenges continued in 2021, protecting our people remained our top priority.
We supported both our communities and our customers with numerous relief initiatives,
including charitable and product donations. We stayed on track with our Mission 2025
sustainability commitments. We announced our most ambitious sustainability goal to date:
a commitment to reduce emissions to net zero across our value chain by 2040. Moreover,
we continue to make progress on creating a diverse and inclusive workplace and were
ranked 8th of over 11,000 companies assessed globally by the Refinitiv D&l index.

Absolute carbon
emissions in operations
were lower by 24% in
2021 compared with 2017

-24% g

Our target to achieve net zero emissions across our entire value chain by 2040 is part

of our commitment to create a sustainable food system. Additionally, we continued to
progress towards achieving our Mission 2025 goals to help collect the equivalent of 75%
of primary packaging, make 100% of our consumer packaging recyclable and achieve a
25% calorie reduction in our sparkling beverage portfolio. As part of the Coca-Cola System
in Europe and the European Soft Drinks Association, we are also contributing to the EU's
voluntary code of conduct for responsible food businesses.

In2021, we recovered
46% of the primary
packaging we put

in the marketplace

o
46% g
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Our purpose and strategy

A year of progress towards
Growth Story 2025

In 2021 we remained clear on our This vision is grounded in our purpose to provide

. . . growth for our customers and delight consumers
vision to be the Ieadmg 2477 beverage by nurturing passionate and empowered people as we

partner, as well as on the strategy enrich our communities and care for the environment.

which will get us there. Our purpose is directly linked to our strategy and to
the five growth pillars that guide us as we pursue our
objectives and targets.

Our purpose Our growth pillars

@ Leverage our
We are devoted to unique 24/7 portfolio
growing every customer
and delighting every @ Read more on pages 18-23.

consumer 24/7

(2) Wininthe
marketplace

@ Read more on pages 24-29.

@ Fuel growth through
competitiveness and investment

@ Read more on pages 32-37.

While enriching our .
communities and caring @ Earnourlicence
for the environment to operate

\_2 @ Read more on pages 44-51.

Our growth mindset values

Winning with customers Nurturing our people
We are the selling organisation ~ We believe in our people,

devoted to providing and have a passion to develop
innovative solutions to create ourselves and others
shared value
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By remaining focused on our Growth Story 2025
strategy, we have been able to prioritise the actions
and investments that are positioning the Company for
sustained success. Continued focus on this strategy
over the last two years has laid the groundwork for
the strong performance we are now seeing as markets
recover from the turbulence of the initial phases

of the pandemic.

How we are growing Growth Story
2025 targets

» Offer the best 24/7 beverage portfolio on the
planet in partnership with The Coca-Cola Company
and others partners.

5-6%
FX-neutral revenue

' growth per annum,
on average

* Build unrivalled teams of true partners for our customers,
executing with excellence in every channel for prioritised
drinking moments

» Fast-forward critical capabilities for growth

20-40bps

Comparable EBIT

+ Transform, innovate and digitalise our business to ensure el i
per annum,

that we are fit for the future onaverage

Employee
engagement
score greater
than the high-
performing norm

* Be an environmental leader, engage our communities
behind water and waste initiatives, and empower youth, Accomplish

together with our partners Mission 2025
sustainability
commitments

Excellence Integrity Learning Performing as one

We strive for unparalleled We always dowhatisright, ~ Welisten, have a natural We collaborate with agility
performance by amazing not just whatis easy, curiosity to learn and to unlock the unique
customers with our and are accountable for are empowered to take strength of diverse teams
passion and speed the results smart risks
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Leverage
our unique
24/7 portfolio

Highlights in 2021

e Strong momentum across all
segments and continued
expansion to become the leading
24/7 beverage partner, creating
shared value with our consumers

* Maintainedresilience in the
sparkling category by leveraging
low- and no-sugar variants, Adult
Sparkling, flavours and different
pack formats

* Achieved another year of strong
double-digit revenue growth
in energy drinks, with continued
new roll-outs and launches

* Rolled out Costa Coffee in
additional markets, bringing the
product to 17 markets in total

* Acquired a stake in Caffe
Vergnano, a premium coffee brand
to complement Costa

Priorities in 2022

» Continue to prioritise scalable
and profitable brands as well as
products, whilst driving
disciplined innovation
» Continue driving excellence
in execution to capture the
growing at-home occasion,
while maintaining focus behind
the out-of-home channels
* Increase the penetration of
single-serves and affordable entry
packs helping expand our price/mix
» Continue to drive growth in energy
» Continue to grow organically and
roll out Costa Coffee and Caffe
Vergnano, building our presence
in one of the most attractive
beverage categories

KPIs

* FX-neutral revenue
growth

* Volume growth

* FX-neutral revenue
per case growth

Stakeholders

D& Our consumers

; Our customers

@ Shareholders

Q The Coca-Cola
Company

Principal risks

» Changingretail
environment

* Productrelated taxes
and regulatory changes

» Strategic stakeholder
relationships
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Leverage our unique 24/7 portfolio continued

Percentage of Coca-Cola HBC revenue

A

@ Sparkling 74% Coffee <1%
® Hydration 7% @ Plantbased <1%
® Juice 4%  ® Premium Spirits
RTD Tea 3% and flavoured
Energy 6% alcoholic
beverages 3%
Snacks <2%

‘GODD HEALTH
ANDWELL-BEING

17 PARTNERSHIPS
FORTHE GOALS

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 global goals
for good health and wellbeing, innovation,
responsible production and consumption
as well as partnerships.

Strong momentum across

the portfolio

We performed strongly, despite a
challenging backdrop in 2021, with the
COVID-19 pandemic stillimpacting all our
markets through the year. Our broad and
flexible 24/7 portfolio, together with our
expertise in adjusting our pack/price
architecture and our continuous execution
excellence across channels, once again
proved crucial.

Over the summer months, we saw a strong
improvement in out-of-home consumption,
as government measures eased, consumers
started travelling, vaccination rates
increased, and hotels, restaurants and cafés
gradually reopened across most of our
markets. While leveraging the recovery in
the out-of-home channel, we maintained
our focus on capturing at-home occasions.
The breadth and relevance of our portfolio,
brand strength and market leadership
boosted our Group market share in excess
of 2020 and 2019 levels.

With the pandemic still a significant issue
across the globe and inflationary pressures
growing, we saw consumer focus around
both premium occasions and affordability.
Our vast portfolio of offerings, propositions
and initiatives provided tools to address both
issues. We expect to continue to leverage
these market trends in the years to come.

Sparkling growth driven by
strategic focus areas

Our sparkling portfolio remained the key
focus across our marketsin 2021. The main
growth and premiumisation drivers continued
to be Trademark Coke and Adult Sparkling,
which together with our flavoured sparkling
portfolio, provided consumers with a variety
of choices across the affordable and
premium spectrum.

Our ongoing efforts to provide healthier
options across our portfolio also helped
ensure the resilience of Sparkling, which was
one of the best performing categories
during the year. The strength of our portfolio
and the performance of well-loved brands
like Coke, supported by unrivalled execution,
allowed us to increase market share by 10
basis points in Sparkling. Our 2021 relaunch
of Coke Zero, coupled with the launch of the
new Coke Icon visual identity, with strong
activations including sampling, demonstrated
our commitment to adjust products to
provide consumers with healthier options.

With a new flavour profile that is even closer
to that of Trademark Coke, Coke Zero
volumes increased by 20.0% during the year
with low- and no-sugar Sparkling up 47.3%
overall. Fanta and Sprite were also activated
in select markets, and both delivered
double-digit volume growth.

The Coca-Cola System capitalised on the
long-awaited UEFA Euro 2020 tournament,
with strong activations across our markets
that drove both consumer and customer
engagement. Towards the end of 2021 the
Coca-Cola System also launched the new
Real Magic platform and campaign, to bring
to life a new marketing platform aimed at
engaging with the Gen-Z audience. Real
Magic was a core part of marketing activities
in December, featuring Trademark Coke to
re-connect with our consumers.

Beyond the core Coke brand products,

we continued to build our adult sparkling
business, providing a variety of sophisticated
flavours for straight consumption and mixing.
Socialising at home remained very relevant
in 2021 and we continued to leverage this
trend with our joint activation of Premium
Spirits. As hotels, restaurants and cafés
reopened, we supported our customers’
recovery, building on the important occasion
of socialising away from home.

Loosening of restrictions boosts
still portfolio

After a challenging environment in 2020,
our still portfolio rebounded significantly
in 2021 as hotels, restaurants and cafés
reopened and on-the-go consumption
occasions returned.

The performance of water significantly
improved, helped by greater sales of
single-serve products, particularly through
the summer months. In 2021 we continued
toinvestin a targeted way behind Aquarius
functional water, meeting the growing
demand for hydration enhanced with
minerals. We continued to introduce
sustainability initiatives in water, rolling out
recycled plastic (rPET) bottles in the Czech
Republic and further investing in dedicated
marketing campaigns.

In Juice, we repositioned Cappy,
rejuvenating the visual identity towards a
more premium brand positioning and further
developed the Cappy Lemonades range to
drive profitable growth in our juice business.
The strength of our portfolio, combined

with the new visual identity and excellent
executionin store, allowed us to increase
value share by 60 bps.




Intea, we expanded the no-sugar portfolio
for FUZETEA and launched a new label
design across markets.

AdeZ, our plant-based, sugar-free beverage
line, has continued to perform wellin Italy,
an important market for our plant-based
business, delivering double-digit revenue
growthin 2021 and value share growth of
30bps. The recently launched multi-seed
variants made progress, increasing their
volume contribution from 9% to 12%
across markets.

Products for every occasion

and demographic

Energy is one of the fastest growing
non-alcoholic, ready-to-drink (NARTD)
categories across our markets, driven by
both new demographics and higher per
capita consumption. Our broad portfolio
continues to evolve, and we have been
agile at responding to affordability and
premiumisation trends that have emerged
through the COVID-19 pandemic.

Energy was one of our best performing
categories during the year and delivered

a sixth consecutive year of double-digit
volume growth. Revenue growth was 42%
for the total energy portfolio, driven by clear
strategic priorities for all markets. Our revenue
growth came from existing products, as well
as product innovations and brand launches
into new markets during the year.

The category accounted for 6.4% of our
Group revenues in 2021, up 100 basis points.

With new packs and flavours for existing
brands, the expansion of newly introduced
brands, impactful activations and increased
product availability in the market, we
increased value share for our energy brands
by 40 basis points.

We have anincreasingly broad portfolio of
brands and our strong partnership with
Monster supports our continued growth. To
develop the category further into adjacent
segments, after a successful launchin 2019
in Ireland we launched Reign, a performance
energy beverage with caffeine and
electrolytes, in Poland in 2021.

The coffee category isimportant to our
efforts to become the leading 24/7
beverage partner. We launched Costa
Coffeein three additional markets in 2021,
bringing the product to 17 marketsin all, and
we continued to see market share growth.
While the initial 2020 Costa launch primarily
targeted the at-home channel, we expanded
our effortsin 2021 as restaurants, cafés and
offices reopened. Almost all the coffee
machines we placed with out-of-home
customers were digitally enabled, allowing us
to share data and insights with customers.

We recruited 4,000 out-of-home customers
during the year, ahead of our plans, with a
strong pipeline for 2022.

In 2021 we also acquired a 30% stake in
Caffée Vergnano, a premium ltalian coffee
brand, to complement our existing Costa
Coffee proposition. The combination of the
two coffee businesses gives us a total coffee
portfolio, which addresses a broad range of
consumer and customer needsina
fast-growing category. We started
distributing Caffe Vergnano products in
selected markets at the end of 2021 and we
will continue rolling it out during 2022.

As part of our fully integrated 24/7 strategy,
we sell premium spirits in 25 of our markets,
working closely with partners to distribute
world class brands like Jack Daniels, Aperol,
Macallan and Famous Grouse. Our focus
on mixability provides us with strong
cross-selling opportunities with our core
beverage portfolio and creates a compelling
offering for our hotel, restaurant and cafe
customers, positioning us as a preferred
one-stop-shopping partner.

In 2021 we enjoyed strong double-digit
growth in Premium Spirits, due to the
continued expansion of our portfolio
offerings in the markets we operate in, our
core focus on premium and super premium
products, and rigorous execution around the
consumer trend for cocktails. We have made
sure we are well set up for the future, further
developing targeted capabilities through our
Sales Academy.

In 2021, we also continued to pursue a
targeted market approach with our hard
seltzer proposition, Topo Chico, consistent
with our objective to invest further in this
category. Topo Chico was rolled outin
Switzerland, where distribution was prioritised
in out-of-home channels and online.

Growing responsibly by delivering
on our commitments

We are advancing our business strategy

to become a total beverage company by
giving people more of the drinks they want.
Consumers'tastes and preferences continue
to evolve, and they are increasingly conscious
of their calorie and sugar intake while still
wanting more choice.
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Leverage our unique 24/7 portfolio continued

Animportant aspect of our strategy includes
changing recipes to reduce added sugar,
promoting low- and no-calorie beverage
options and making smaller packages more
available to enable portion control. The
Guideline Daily Amount labels on our
packages provide at-a-glance information
on calories, as well as sugar and all key
nutrients.

We support the current recommendations
of leading health authorities, including WHO,
that individuals should not consume more
than 10% of their total calories from added
sugar. We are reducing added sugarin
several products, including Sprite and Fanta,
using our strength in innovation to meet our
consumers' evolving needs. As part of our
Mission 2025 sustainability targets, we have
committed to reduce calories per 100ml of
sparkling soft drinks by 25% between 2015
and 2025 across all our markets. By the end
of 2021, we had achieved a 15% reduction.
Through these efforts, we are contributing
to the European Soft Drinks Association's
(UNESDA's) target to reduce added sugar

in beverages by 10% by 2025 from a

2019 baseline.

We are committed to making the healthier
choice the easy choice for consumers,

a commitment that spans across all our
business activities. We seek to achieve this
by delivering on our commitments, adhering
to The Coca-Cola Company's Global
Responsible Marketing and School Beverage
Policies and UNESDA's pledges. We commit
to not market directly to children under 13
and we do not offer any soft drinks in primary
schools. Inthe EU and Switzerland, we

offer only no- and low-calorie beverages

in secondary schools. Through UNESDA
and the Coca-Cola Systemin Europe we
contribute to the European Commission's
new code of conduct in support of

a sustainable food system.

B 54 TG

Managing freshness, quality

and food waste

Throughout the COVID-19 pandemic,

we maintained supply and continued to
deliver the highest quality beverages to our
customers and consumers. We increased
investment in the capabilities of our
employees in more innovative ways, while
reinforcing the basics.

We worked closely with our trusted suppliers
of key ingredients and packaging materials
to overcome unexpected issues, with only
two critical non-compliances in the year.
These were both related to our packaging
suppliers, resulting in a product recall in Italy
and a product withdrawn from the market

in Romania.

As the pandemic continued to disrupt
business activity, we kept product age
monitoring as a hybrid model for 2021.
Across all operations we used warehouse
age measures, which provide us with all the
relevant freshness information for products
leaving our warehouses. This was combined
with regular product age monitoring during
storage and transportation to ensure that
product age in the market is below the
established shelf-life specifications.

Despite accelerated changes in consumer
behaviour and preferences, in 2021 we
achieved a 22.4% reduction in consumer
complaints compared with 2020.

We will continue with our efforts to reach
zero complaints.

We strive to minimise food loss and food
waste in our operations, focusing on all parts
of our value chain. Preventing food loss
helps us preserve water and other natural
resources, avoid related carbon emissions,
and mitigate the related social and economic
effects in agriculture.

At our manufacturing sites we have targets
for production yield, and in our markets we
have targets for the age of finished beverage
products in order to minimise the number

of products at risk of expiration. The trend

of expired products was unchanged relative
to 2020 at 0.65% in carbonated soft drinks
and 0.60% in juices, related to a shiftin
consumption habits through the pandemic.

Our food loss from finished beverages was
0.14%in 2021, compared with 0.23% in
2020and 0.17% in 2019. The higher levelin
2020 reflected product expirations during
out-of-home channel lockdowns, while
reopeningsin 2021, as well as our continuous
efforts, helped us stabilise food loss in 2021.




Future-focused

portfolio

"The coffee category is
increasingly important in
Romania. We are excited
to welcome Caffé Vergnano
this year and will continue to
create special experiences

for our consumers.”

Positioning our portfolio

for the future

Our portfolio of brands and categories has
shifted in the last five years, and is likely to
shift further in the future. We are focused
on making sure that our 24/7 beverage
portfolio is relevant to every occasion

at any time of the day —whether that's

a morning coffee on the go, a lunchtime
sparkling beverage or an evening cocktail.
While our core sparkling category still
makes up a significant portion of our
portfolio, as we look to capture more
consumption occasions we have increased
focus on areas such as Adult Sparkling,
Energy, Coffee, targeted Still propositions
and Premium Spirits.
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Mihaela Hoffman
Coffee & Premium Spirits Business
Director, Romania

Coffee is a focus area we have expanded
into in the last few years. Costa Coffee
isnow in 17 markets, and our aim is to
reach all our markets by 2023. Our recent
acquisition of the premium Caffe Vergnano
brand allows us to focus on higher-end
segments of the coffee category as well,
complementing our Costa proposition.
We have significant ambitions to increase
our presence in coffee, supported by
continuous investment in our capabilities,
such as connected coffee machines

and big data analytics, to better serve

our customers.
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Growth pillar
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Wininthe
marketplace

Highlights in 2021

* Supported the reopening
of hotels, restaurants and cafés

» Strengthened our relationship
with e-retailers and developed our
partnerships with new channels,
achieving higher market
share online

¢ Accelerated the use of big data,
advanced analytics and
new technology

* Introduced the new Sales
Academy across all our markets,
to drive our salesforce’s capability
to deliver improved customer
service, performance and execution

* Deployed image recognition
technology to five new markets
and increased our connected
cooler coverage by +3pp

Priorities in 2022

» Continue to execute our revenue
growth management through
both price and mix acceleration,
while addressing consumer
needs for affordability as well as
premiumisation

* Advance our big data and
advanced analytics capabilities to
further enhance our segmented
execution model

» Continue to invest to improve
our digital commerce abilities
and respond to rapid growth

* Improve our coverage of dynamic
route-to-market solutions
across markets, supported by the
deployment of image recognition
in all markets and an acceleration
in the increase of coverage
in connected coolers

KPIs Stakeholders

¢ FX-neutral revenue

Dﬁ Our consumers

Principal risks

» Changingretail

growth environment
* Volume growth 1‘gOurcustomers * Quality
* FX- | . litical i
neutral revenue ® Shareholders Geo'po itical and security
per case growth environment

o The Coca-Cola + Cyberincidents

Company
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Win in the marketplace continued

Excellence in execution

We know that our success is dependent on
the success of our customers. Throughout
the global pandemic, we have prioritised
safety and customer service, while avoiding
supply disruptions. We stood by out-of-
home customers as restrictions disrupted
their operations and helped them reopen as
restrictions eased. The COVID-19 pandemic
demonstrated the value of our customer
partnerships, while underlining the need

to continue to further develop our core
commercial capabilities to help us to address
new and evolving consumer occasions and
ways of shopping.

Accelerating our critical growth capabilities
is a key driver of our Growth Story 2025
strategy. The key capabilities we are focusing
on are big data and advanced analytics,
value-led revenue growth management,
tech-enabled route to market, and
customer-centric key account management.
Our digital transformation is accelerating
within the business and is fundamental to

all these capabilities, enabling us to better
understand the real and changing needs of
our customers and consumers, drive rapid
revenue recovery in a profitable manner and
anticipate or react to new challenges faster
and smarter than our competition.

Generating value for our customers
The at-home channel performed strongly
during 2021, as drinking occasions at home
continued even as out-of-home channels
reopened. We remained a key partner to

our at-home customers, ensuring product
availability and adapting our offering to focus
on capturing growth opportunities. With one
large international customer in Italy, we jointly
launched an on-shelf availability project to
improve the replenishment process, which

is now being rolled out further. We have

also been collaborating with a key retailer in
Poland to implement a Costa Coffee Corner
in their stores. This success is now being
introduced in additional markets.

Our out-of-home customers have had a
more mixed year, experiencing good
recovery but not yet back to 2019 levelsin
all markets. There were lockdowns across
many countries in Q1, followed by a strong
reboundin the summer. In Q4, however,
restrictions resumed in certain markets.
We have stood by our out-of-home
customers' sides throughout the crisis,
providing them with consumer insights,
targeted programmes and practical support
as markets reopened.

As the hotel, restaurant and café (HoReCa)
channel began to reopen, we introduced
our HoReCa for tomorrow (H4T) framework
to support channel acceleration. Through
the H4T framework we focused on being a
full-service partner to our customers,
increasing the frequency of sales visits and
helping to upgrade the HoReCa experience
through both portfolio premiumisation and
innovations. We are providing upskilling

for customers and continuing to build our
internal capabilities to support the channel.
Our restart programmes took place through
Q2 across all our markets, helping hotels,
restaurants and cafés restart their business
growth by addressing their specific needs.

Big data and advanced analytics
Toimprove insight and decision-making, we
use data and analytics capabilities to identify
and capture value-creation opportunities,
particularly for top-line acceleration and cost
optimisation. We are now able to analyse
data at a granular level, allowing us to
implement focused initiatives that generate
incremental value in targeted areas of the
business. We expanded the use of these
capabilities and achieved coverage of
advanced analytics solutions across all our
largest marketsin 2021.

There are four priority areas we have been
focusing on. The first, segmented execution,
is where we use our capabilities to identify
customer needs in different locations and
different types of outlets to better target
product assortment and marketing activities.

Segmented execution has produced
promising results across our largest markets
in 2021, including volume increases and
improved outlet prioritisation for new
product launches. For the prioritisation

of our Costa Coffee roll-out in Bulgaria,
Hungary, Poland and Russia, we analysed a
vast range of data, including demographics
and traffic flow. In Bulgaria, for example,

we targeted locations with proximity to city
parks and those with outdoor seating areas.

The second priority is demand forecasting.
We are driving operational excellence
through machine learning, improving our
forecasting for short- and long-term
demand in our markets. This streamlines
inventory management and prevents
out-of-stockincidents.

Thirdly, we are transforming our promotion
management with our algorithms providing
a holistic measurement of the return on
investment for each promotion, including
the negative impact of forward buying,
competitor promotions and cross-brand
cannibalisation. Finally, we are using our data
to help improve our retention efforts for
business developers, as well as to understand
drivers of successful performance.

To further scale our capabilities, we are
combining a number of data sets to develop
a 360-degree view of each of our customers,
while also maintaining strong data
governance. We have introduced leading
data quality and governance tools to maintain
the quality of our priority datasets, treating
data as a strategic asset.




Revenue growth management

With The Coca-Cola Company, we have
built a revenue growth management (RGM)
framework that helps us maximise both

the number and value of our transactions,
supporting profitable top-line growth.

We deliver this by improving mix across
different levers, as well as through pricing
and increasing the return oninvestment on
our promotions. With these efforts, we help
our customers meet consumer demand for
affordability as well as premiumisation.

In 2021 we made progress with our smaller
multi-serve entry packs, which allowed us
to compete at attractive price points for the
consumer and grow transactions in smaller
baskets in a margin-accretive way. Sales of
the multi-serve entry pack format grew by
16% in the year, driven by ongoing strong
performance in Russia, Poland and Italy and

the introduction of smaller packs in Hungary,

Ireland and Czech Republic.

We also provide our customers with
affordable options through our promotion
strategy. Advanced analytics are helping us
to quantify the incremental benefit from

promotions at the customer and outlet level.

Premiumisation strategies have helped

us sustain the increase in at-home
consumption we saw during the first phases
of the pandemic as consumers replicated
out-of-home experiences at home.

We drove greater sales of multi-pack
single-serves, and this helped us to improve

our single-serve mix in the at-home channel,

with single-serve volumes growing 16%
in2021, 19% above 2019 levels.

Another driver of premiumisation is the
growth of glass packages. We saw a good
performance of our 1L returnable glass
bottles in Austria, as well as sustained
double-digit growth of 330ml glass packs
in Romania.

Pricingis another critical lever of our RGM
strategy.In 2021, we implemented price
increases in 95% of our markets. To support
these pricing moves and make the best
decisions, we analyse data on elasticities per
brand, pack and pack type.

Optimising our digitally enabled
route to market

Our route-to-market capabilities showcase
our wide beverage portfolio in every outlet,
increasingly assisted by technology. Ina
challenging year, our agile operating model,
built through investment over several years,
enabled us to react quickly to the changing
environment. We delivered impressive
volume growth compared with 2019, even
with most of our markets operating under
restrictions for several months of the year
and out-of-home visits much lower.

The flexibility of our route to market allowed
us to dynamically re-allocate our sales force,
maximising opportunities in a changing
marketplace. We actively supported our
customers so that they could drive

more transactions and capture growth
opportunities as markets began to reopen.

Improvements made to our route to market,
particularly through increased use of digital
and data capabilities, are allowing for a more
granular segmentation of our customer
base, more targeted services and stronger
execution. As explained in the digitalisation
section on page 30, we further incorporated
digital tools into our route to market,
increasing our share of digital orders through
our business-to-business platforms and
increasing coverage of our Customer Portal
across our markets.

DECENT WORK AND

No
1 POVERTY ECONOMIC GROWTH

MAnt

16 PEACE, JUSTICE 1 PARTNERSHIPS
ANDSTRONG FORTHE GOALS
INSTITUTIONS

Y | ®

UN Sustainable Development Goals

As we build our business by helping our
customers to grow and thrive, we make
substantial contributions to the achievement
of the Sustainable Development Goals related
to ending poverty, decent work, sustainable
communities, responsible production, justice
and strong institutions, as well as partnerships.
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Win in the marketplace continued

With the reopening of our markets, we
worked to reinforce our leadership through
increased market execution in displays and
the placement of connected coolers. On top
of this we have enhanced our execution
capabilities by the expansion of image
recognition from three countries to eight.

To support our business growth and
single-serve mix opportunities, we
continued to investin new coolers, reaching
88% coverage of our top customer outlets,
up 3pp compared to last year. We now have
a total of 1.4 million coolers on customer
premises. Approaching half of these, 44%,
have online connections, helping us drive the
efficiency of our assets and enhance our
sales teams' productivity.

Driving stronger capabilities across
our salesforce

To deliver our strategy, our people need

the right tools to address customer needs.
This was the thinking behind the
establishment of our Sales Academy in
2020, to build unmatched sales teams that
constantly strive to improve our service and
drive value with and for all our customers.

After a successful pilot in 2020, we launched
the Sales Academy in all our markets in 2021.
The Sales Academy has been developed as
a transformative digital learning approach to
help build our teams' capabilities on the job,
allowing each country to have flexibility

to focus on the capabilities that are most
relevant to their market. Feedback from

our pilot markets has been strong, with our
customers in Russia appreciating that our
sales force works collaboratively to drive
better operational performance and offer
solutions to drive sales.

Evolving our customer satisfaction
approach

Akey learning from 2020 and the COVID-19
pandemic was that being close to our
customersis the most important way to

win in the market. We were able to make
significant advances through 2020 with our
customer experience and broughtin
additional improvements in 2021.

To remain competitive, we ensure that

we listen and respond to every customer.

In 2021 we made step changes to empower
our salespeople to drive customer-centric
behaviours and ‘close the loop' to resolve
issues immediately.

When a customer raises anissue, we target
a 48-hour response, listening carefully and
improving their experience swiftly.

We launched CustomerGauge, a new digitally
enabled customer experience feedback
approach, across all our marketsin 2021.

We initiated a faster and simpler way of
listening to our customers more frequently,
and we enhanced our ability to capture more
data and actionable insights to drive revenue
growth. Thisis a key example of the digital
transformation Coca-Cola HBC is undergoing
in every aspect of the business. We expect
CustomerGauge feedback to lead to more
learnings and further improvement in 2022.




Future-focused

“Our upgraded Customer
Portal helps me to spend
more time working on
customer and category
development. Our platform
really helps us lead the way
in digitalisation in Russia.”

Digitalisation is the focus within
our route to market

Our route to market is increasingly digitally
enabled, and the COVID-19 pandemic
provided an additional boost to this trend.
Our business-to-business Customer Portal
was relaunched in 2020 and transformed
from a functional order-taking platform to
an engagement-driven digital experience
for our customers. The improvement

in the Customer Portal user experience
helps our customers to be promptly
notified on portfolio expansion, ongoing
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Anton Salov
Business Developer, Russia

promotions and marketing activities,
which translates to higher revenues
and customer satisfaction.

Russia is leading the way in digitalisation
and e-commerce for Coca-Cola HBC and
now sees 32% of all orders come through
the Customer Portal, the highest level
across our markets. In the coming years
we see further opportunity to improve
functionality, deepen our customer reach,
expand to all our markets and further
increase business-to-business

digital transactions.



Enhancing connections
and accelerating growth
through dataand
digitalisation

Route to consumer

Investing in digital Route to customer
commerce

8%
87%




INTEGRATED ANNUAL REPORT 2021 31

Understanding our
opportunities better
with data

State-of-the-art
manufacturing
and logistics

A connected culture







Growth pillar

Fuel growth

through

competitiveness
and investment

Highlights in 2021

* Supply chain costs as % of net
sales revenue decreased by
1.4 basis points in comparison
to prior year

 Further implementation of
advanced analytics supported
roll-out of segmented execution
to all markets

» Automation and digitalisation

of manufacturing process

Successful implementation

Priorities in 2022

» Continued focus and investment
in digital commerce, underpinned
by next generation digital
marketing capabilities

* Smooth integration of IT systems
for Egypt

* Introduce digital solutions for
supply chain and demand planning

* Reduce the use of PET,
accelerating package-less and
refillable options and eliminating

of SAP’'s S/4HANA for plastic from secondary packaging
greater productivity * Expand predictive maintenance
KPlIs Stakeholders Principal risks
* OpExas % of NSR @@ Our suppliers * Plastics and packaging
» CapExas % of NSR waste
« Comparable EBIT margin @ Shareholders + Changing retail

* ROIC

environment
» Cyberincidents

* Foreign exchange
fluctuations

» Water availability

* Managing our carbon
footprint

» Suppliers and sustainable
sourcing
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Fuel growth through competitiveness and investment continued

We demonstrated our
resilience and adaptability
during the year, maintaining
production continuity

and avoiding any supply
interruptions for our customers
while continuing to make health
and safety our top priority.

This required us to embrace innovation,
data and sophisticated digital technologies,
while investing in our people to develop
new capabilities.

As trading levels rebounded, so too did
direct marketing expenses. However, with
fewer physical meetings and less travel,
some operational cost reductions were
maintained. New technology is driving
dramatic improvements in accuracy and
productivity, and cost savings.

Optimising infrastructure

By expanding and optimising our production
and warehouses, we support our expanded
24/7 portfolio and improve our ability to
serve our customers and address changing
consumer needs and preferences.

We continued our investments to increase
the capacity of our plants by installing six
new production lines in Nigeria, Ukraine and
Romania to address increasing demand and
avoid out-of-stockissues. Six warehouses
were constructed or renovated in 2021,
adding capacity and increasing efficiency.
Our warehouse projects support better
customer service, cost efficiencies and
volume growth in five markets,

including Nigeria.

We alsoincreased our investments in
innovative KeelClip™ equipment, adding
installations in Romania, Italy, Greece and
Hungary. KeelClip™ is a minimalist
paperboard packaging solution which
replaces plastic packaging for multi-packs,
helping us achieve our sustainability
objectives. By improving our manufacturing
efficiency with additional investmentin
automated production lines, we reduced idle
time and expanded our production capacity
by nearly 3% while achieving cost savings.

To streamline maintenance in our
production facilities, we introduced a digital
manufacturing platform in several markets in
2021. This platform allows better monitoring
of production, gives higher visibility of energy
consumption and allows us to use a more
flexible, predictive maintenance approach.
Shifting to predictive maintenance has
helped us to achieve better control of our

maintenance costs, limiting equipment
downtime. In 2022, we will expand the
new maintenance approaches to five
additional markets.

Across the business, our optimisation
efforts have resulted in a 30% reductionin
plants across our territory, from 80 in 2008
to 56 atthe end of 2021. At the same time,
we increased our production lines per plant
by 44% which allowed us to maintain our
capacity and create more efficient and
flexible facilities. To improve our service
offering while reducing our costs, we have
optimised our logistics network by reducing
our distribution centres by 66% and our
warehouses by 65% over the same time
period. These structural improvements
support a lean and resilient operating model.

Leveraging technology and big data
Our continued investment in technology
has supported our business resilience
throughout the COVID-19 pandemic.

Our successfulimplementation of SAP's
newest enterprise application suite,
S/4HANA, in 2021 is already increasing
productivity across our Group while providing
a solid foundation for the deployment of
additional technological tools. The S/4HANA
implementation brought better support to
business needs, and provides new insights
by improving access to data in our systems.
This is helping us serve customers in a more
segmented way and streamline order taking,
helping us provide better service to our
customers faster.

We continued to digitally transform our
route-to-market capabilities, achieving
significant increases in sales through our
enhanced Customer Portal. See the
Digitalisation section for more details

on page 30. Technology is also helping

us improve market execution. We fully
activated our in-store image recognition
technology in seven business units, more
than doubling the number of outlets covered
to 350,000. We are processing over two
million product executionimages every
month with 98% accuracy, freeing up sales
people to spend more time with customers
and improving revenue per outlet.

New digital tools are improving operational
productivity and helping us serve customers
cost-effectively with better monitoring

of insights and data. We introduced a range
of solutions for digital transformation across
many different business areas during the
year, including planning, logistics and
procurement. Automation, for example

of quality and safety, has helped us be

more flexible to meet fast-changing
customer needs.

We made progress digitising our
procurement, implementing the SAP Ariba
e-procurement toolin 12 marketsin 2021,
with plans to expand this to all our marketsin
2022. This supports greater standardisation
of our procurement activities. We are also
piloting the integration of SAP Ariba with
third-party assessments of financial,
environmental and social risk.

We are also reducing costs and streamlining
processes with new digital platforms for
internal purchases, such as our buying
platform for trade marketing activities.
Launchedin 16 marketsin 2021, this
improves our marketing activities while
generating economies of scale to drive
down costs.




As our business generates more data, we
are also getting better at deriving value from
this important asset. We are establishing
along-term data strategy and vision,
implementing a data governance process,
democratising data access through a new
Azure cloud enterprise data warehouse

and enhancing data insights with cross-
functional management reporting. Business
data used with purchased data helps us
leverage artificial intelligence to improve
segmented execution, demand forecasting
and product performance. By rolling out
segmented execution powered by big data
and advanced analytics to all of our markets
during 2021, we achieved incremental
revenue and business growth.

Improving our impact

In 2021, we started to track our business
performance based on our newly validated
2030 science-based carbon emission
targets and, looking beyond 2030,
committed to achieve net zero across our
value chain by 2040. In support of these
goals, we continued to increase our use

of renewable and clean energy and invest
in energy reduction and decarbonisation
projects across our markets. In Nigeria,

we installed additional solar panels at four
of our bottling plants. These installations are
connected to the local electricity grid and
provided 1,500 tonnes of CO, emissions
savingsin 2021. In Cyprus and at 10 of our
production sites in Russia, we began using
100% renewable electricity. Combined with
our use of energy from clean or renewable
sources in 12 additional markets, we are
achieving savings of 67.5 kilo tonnes of CO,
emissions annually.

Approximately 90% of Coca-Cola HBC's
carbon footprint comes from Scope 3
emissions in our value chain, which are linked
to our operations but generated from sources
we do not control. As we cannot achieve our
ambitious sustainability objectives on our
own, our work with suppliers is ever more
critical. Our procurement team began
workingin 2021 with our key packaging
partners on greenhouse gas emission
reductions. We also launched collaborations
with additional critical suppliers. Together
with The Coca-Cola Company and other
bottlers, we are now working on emissions
reduction with 20 critical suppliers who
represent over 50% of our Scope 3 emissions.

In 2021, we expanded our work with the farms
where our priority ingredients, including
natural sweeteners and fruit, are grown

to improve productivity, compliance,
transparency and resiliency. We source using
the System-wide Principles for Sustainable

Agriculture (PSA). These principles are
aligned with leading third-party sustainable
farming standards and assurance schemes
such as the Farm Sustainability Assessment
of the Sustainable Agriculture Initiative
Platform (SAI-FSA), Bonsucro, Fairtrade
International and Rainforest Alliance.

By working to implement practices that align
with the PSA, such as efficient farm
management practices, we manage supply
and reputational risks while delivering value
for all stakeholders, including farm workers.
Along with The Coca-Cola Company, we
issued a PSA supplier guide as a reference to
support implementation of sustainable,
ethical practices.

To ensure our principles are being upheld,
we use external third-party verification
while encouraging our suppliers to follow
sustainable practices to maximise value
and contain their costs. Our 2025 target
foringredient sourcing is to achieve 100%
certification of our key agricultural ingredients
against the Principles for Sustainable
Agriculture. Due to accelerating demand
and limited availability of sugar crops, we
were forced to turn to new suppliers in
2021. This disruption meant 80% of key
agriculturalingredients purchased in 2021
were certified, a drop from 82% in 2020.
We are working to stabilise supply and
introduce improved practices with

new suppliers.

Packaging and transport

Improving the sustainability of our packaging
is one of our Mission 2025 sustainability
objectives. In 2020, we installed new
in-house PET recycling and preform
manufacturing technology at our plantin
Krakow, with the objective of improving our
access to food grade, recycled PET (rPET).
In 2021 we commenced the installation

of additionalin-house recycling technology
in Italy and plan for an expansion to Romania
in2022.

In Switzerland, we have received approval

to use green rPET for our sparkling and
water portfolio together with additional rPET
bottle lightweight activities.

This will close the Swiss recycling loop for
green bottles sold to market, increase the
availability of rPET feedstock and support
lowering recycling costs. These bottles will
be inthe marketin Q1 2022.

As new single-use plastic regulations came
into effectin the second half of 2021 in the

EU, we are now supplying paper straws.

We are also investigating options to replace
plastic lids on our paper cups.

We had success piloting a new stretch film
used on palletsin Poland in 2021, reducing
plastic used on pallets by 40% while
improving product stability. We plan to
implement this on a larger scale during 2022.
We also made progress with cardboard
packaging, incorporating more than 80%
recycled content for the first time.
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Fuel growth through competitiveness and investment continued

“New digital tools are
improving operational
productivity and
helping us serve
customers cost-
effectively with better
monitoring, insight
and data.”

CLEAN WATER
AND SANITATION

'DECENT WORK AND
ECONOMIC GROWTH

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 on land.

Beyond our green fleet achievements

for passenger cars for our salespeople,
described on page 48, in Serbia we
introduced new heavy trucks fuelled by liquid
natural gasin 2021. These have 50%

lower emissions than conventional models.
We also increased the capacity of our
light-weight trailers by 6%, reducing trips
needed and further contributing to emission
reduction. We imported bulk resin to Nigeria
for the first time via sea cargo, moving away
from containerised deliveries in vessels.
Doing so resulted ina 55Mt reductionin CO,
emissions. We plan to expand our purchases
of bulk resinin 2022 to furtherincrease
emission reductions. As sugar supply was
disrupted, we focused on the optimisation
of sugar deliveriesin 2020 and 2021.

Sustainable procurement

Our suppliers are important partners and
contributors to the ongoing and sustainable
success of our business, and we held our
first Group supplier sustainability eventin
2021, with 300 participants, to support
collaboration. During the virtual event,
company and external experts provided
context regarding the environmental, social
and governance (ESG) factors facing the
industry, as well as examples of best
practices and new opportunities arising
from sustainability.

We also made improvements to
requirements for our suppliers, significantly
strengthening the human rights, ethics and
compliance practices we expect. Our buyers
were retrained during the year on the
sustainability risk assessment tools available
for supplier selection and governance.

We use internal supply base assessments,
audits of compliance and the EcoVadis
platform to monitor and assess
performance of critical suppliers. EcoVadis
gives us information to monitor arange

of risks using 21 criteria from international
standard-setters such as ISO 26000 and the
International Labour Organization. In 2021,
over 1,100 of our critical suppliers were
assessed using EcoVadis, anincrease of
about 40% compared with 2020. Our planis
to expand the use of these assessments for
better, more objective supplier monitoring
going forward and leverage our EcoVadis
partnership across the Coca-Cola

System to improve information sharing
between bottlers.
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Future-focused

investment

Gerald Lewis
Head of Technology Strategy
and Operations Group Digital
and Technology Platform
Services

“Qur continuous investment in innovation Fueling growth by investing in new digital tools
and technology has delivered new digital and sustainability

. . Automation is key for our business. It helps us to be more
prOdUCtS thatare tlghtly mtegrated productive, enabling better, faster results, while improving

with our evolving technology platforms. the experience of our people, customers and partners.

These products have achieved 'mproved Across our Company, investments in new digital tools are helping
operatlonal pI’OdUCtIVIty and help us to capture new growth opportunities, create more value for our
us serve our customers cost-effectively customers and achieve our sustainability goals. As a result, our

- - . back-office systems and processes have been streamlined, we
and in more flexible ways to meet their have achieved operating and cost efficiencies in our manufacturing

fast-changing needs.” plants and we have access to more relevant data insights to better
serve our customers.
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In 2021 we continued to

" listen to our people to
understand how we could
best support them to
succeed while staying safe
through the pandemic.




Growth pillar
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Cultivate the
potential of
our people

Highlights in 2021

« Protected the health and wellbeing -«
of our people as the COVID-19
pandemic continued, while further
investing to support new ways .
of working

+ Sought more feedback from our
people, through the annual
employee engagement survey .
and periodic pulse surveys, and
acted on their feedback

 Strengthened the collaborative .
spirit and growth mindset values
which underpin our culture and
continued our efforts to make
learning available to everyone

» Launched a unique development
experience for all our frontline sales
people to upgrade their critical
capabilities and enhance
customer support

+ Continued working towards a more
diverse and inclusive workforce

Priorities in 2022

Build unmatched sales teams by
strengthening our commercial
talent pipeline

Drive aninclusive and purpose-
driven culture by redefining our
culture narrative and updating our
leadership model

Continue simplifying processes and
investing in capabilities necessary
to achieve our growth strategy
Continue efforts to build an
inclusive workplace and a diverse
workforce that reflects our
customer base and communities

KPIs Stakeholders
» Employee engagement @ Our people

« Percentage of managers
that are women

+ Losttime accident rate

Principal risks

» Health and safety
- Peopleretention

» Geopolitical and security
environment
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Cultivate the potential of our people continued

Strengthening our culture

We strive to create anirresistible place to
work, where our people feel heard, valued
and supported. In 2021 we continued
applying what worked best during the early
days of the pandemic: listening to our people
to understand how we could best support
them to succeed while staying safeina
period of rapid change.

Our teams have emerged from two years
of a global pandemic even stronger. As a
result of their dedication, perseverance and
innovation, we helped our customers reopen
quickly and adapt and grow sustainably
despite the turbulent market conditions.

We continue to unite around a common
purpose, democratise learning for all our
colleagues and build a resilient and agile
organisation.

Support and engagement during
the pandemic

Ensuring the safety of our people, as well as
our customers, partners and communities,
continued to be our top priority in 2021.
This was the focus of our Company
leadership as well as the cross-functional
teams leading our COVID-19 pandemic
response across the Group and in each
market. We continuously adapted our
guidelines and protocols as vaccines

were rolled out and as new COVID

variants emerged.

Due to the extraordinary circumstances

in 2020, we conducted two employee pulse
surveys in addition to our annual employee
engagement survey to better understand
what employees needed during the pandemic.

As the fast pace of change continues, we
have made pulse surveys a permanent part
of our internal communications, ensuring
employees have multiple opportunities to
provide feedback each year. This helps
ensure that management and the Board
really understand what our people need

to succeed.

We once again conducted three all-
employee surveysin 2021. The Company's
Employee Engagement Index score, the
outcome of our annual engagement survey
conducted in October 2021, remained
steady at 88% with 85% of the workforce
participating. We continue to benchmark our
employee engagement against other
high-performing companies, partnering with
Qualtrics, our partner in measuring company
culture. Our 2021 results were three
percentage points above the Qualtrics
Global Top Decile Norm, which represents
the top 10% of more than 15 million people
from more than 350 companies.

Importantly, 96% of employees working
directly with our customers feel they have all
the necessary protective equipment they
need and 96% of all employees are aware of
the Company's health and safety policies.
Many of our employees enjoy being able to
work fromm home at least part of the time, but
not everyone is the same. From survey
responses in 2020, we learned that remote
work arrangements increased the need for
line manager support. Inour 2021
engagement survey, 85% of our people
reported feeling supported by their line
manager. Through surveys conducted
during the year, employees expressed their
concerns about the complexity of processes
and the resulting impact on workloads.

Improvement across all Cultural pillars (% of favourable replies by the employees)
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82
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7
7
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4
Agility Customer Growth Meaningful ~ Positive Work  Supportive Trustin
Centricity Opportunity & Empowering Environment Management Leadership
Work
2018 score  ® 2021 score

To address this important finding, we have
intensified our focus on simpilification.

To support new ways of working, we
conducted more meetings virtually to
optimise time spent travelling and with our
customers. In Poland and Austria, we
streamlined and redesigned offices,
improving the work experience for our
people while reducing costs.

We continued offering support to family
members through a global employee
assistance programme, providing 24/7
confidential support for our people and their
families. The programme features trained
specialists through an external partner for
help with challenges ranging from work-
related issues and relationship difficulties to
isolation and trauma. Help is available by
phone, online or through an app. Specialised
supportis also provided to our line managers
to help them support team members facing
challenges.

Health, safety and wellbeing

We believe that a safe and healthy workplace
is a fundamental right and also a business
imperative. As the COVID-19 pandemic
impacted markets across our territory for a
second year, we continually updated our
relevant guidelines and protocols. We also
carefully monitored illness rates to monitor
possible cases of transmission on our
premises. While employees continued to
become ill with COVID, we attempted to
eliminate transmission within the workplace.

As hybrid working models combining remote
and office-based work became the norm, we
focused on new approaches to wellbeing
and employee support. Our refreshed
wellbeing framework addresses employees'
physical, mental, emotional, financial and
social needs. Each of our markets offers
tools and resources in each area, tailored to
market-specific needs. In Russia, where we
have an extremely comprehensive wellbeing
programme, our leaders act as role models,
sharing their personal wellness stories.

To ensure aworkplace that safeguards
mental health and supports our people when
mental wellbeing issues arise, we introduced
amental wellbeing policy and provided online
access to useful resources. This addresses
the risk of isolation some employees report
with hybrid work arrangements. To help
leaders understand how they can assistin
safeguarding the mental wellbeing of their
team, we created a guide for allmanagers.

For the fourth consecutive year, no
employees lost their life at work during 2021.
Regrettably however three contractors died
inroad incidents.



This compares with two contractor fatalities
in road incidents during 2020. Our fleet
safety training programmes blend
classroom and on-the-road training
elements. Safety training combined with
ongoing installation of collision avoidance
technology in fleet vehicles led to an 8.2%
improvement of accidents per million
kilometres travelled in 2021. This is our ninth
consecutive year of improvement.

Overall, employee workplace-related
accidents increased by three compared to a
previous year. Our Lost Time Accident Rate
was 0.25 for 2021, compared with 0.23 in the
prior year. Meanwhile, the Lost Time Incident
Frequency Rate for contractors improved by
7.05% vs 2020. Our behaviour-based safety
programme was expanded from
manufacturing plants and warehouses to
90% of our commercial function. During
2021, we eliminated 82.8% of barriers to
safety identified under this programme. By
the end of 2021, we are proud to report that
7,652 employees and 865 contractors were
trained as behaviour-based safety observers
supporting the programme.

We also successfully launched the Coca-
Cola System's Life Saving Rules, with each of
our sites taking corrective actions to achieve
error-intolerant systems and processes by
the end of 2022.

Building a sense of belonging

and trust

Our values-based culture remains a strength
and a source of resilience as our common
beliefs help us adapt with speed and agility.
Two important findings from our 2021
engagement survey were anincrease in our
people's understanding and belief in our
overall purpose and vision and
improvements in engagement scores
across all of our cultural pillars. This reflects
the success of our efforts to empower our
people and foster the growth mindset
needed to achieve our vision.

We believe inviting people to bring their true
self to work and share their authentic stories
is the best way to foster trust and
behaviours that support our strategic goals.
Storytelling is therefore used extensively
across the business to strengthen
connections.

Our Red Talks programme shares personal
transformation stories across the Group,
inspiring our people to change and grow. At
our 2021 virtual leadership conference,
stories were shared from different countries
covering management of wellbeing to
dealing with change.

Similar storytelling campaigns took place in
all our markets, featuring personal, authentic
stories from each region. To expand
opportunities to share and connect, we

built a community of over 100 colleagues
organised in an informal virtual community.
We have also organised virtual Coffee Corner
sessions attracting over 700 colleagues,
which feature podcast-like interviews on
topics such as how to become a better
colleague or finding strength to

face difficulties.

Through our internal #thisisme campaign,
we invite our people to bring their true self to
work by sharing photos, quotes and sources
of inspiration and motivation. Launched
initially for Group employees, the programme
proved extremely popular, growing organically
with posts from colleagues across all
countries, functions and layers.

To further enhance our growth mindset
values and collaborative culture, a Culture
Activation Toolkit was launched in 2021
giving our markets the ability to target local
needs. To empower people in different
settings, the toolkit includes guides on
setting up and building communities or
leading from within.

In our second year of continuous
performance conversations with mutual
accountability, nearly all of our people, 95%,
completed quarterly snapshot discussions
with their managers. More than 75% of our
people gave feedback to their managers
during the year. Usage data for our feedback
app shows that continual feedback is
becoming well established across the Group.

Achieving greater diversity

and inclusion

As part of our Mission 2025 sustainability
goals, our Company has committed
toincrease the proportion of women

in management to 50%. The proportion

of management roles held by women edged
up 1ppto 39%in 2021. Despite continual
progress, to achieve our ambition of a diverse
workforce that reflects our customer base
and communities we must do even more.

In 2021, we created a new Diversity, Equity
and Inclusion (DEI) Steering Committee,
sponsored by CEO Zoran Bogdanovic, to
provide strategic direction and governance
to our DEl efforts. To help us drive the right
behaviours, we introduced new training to
identify and act on potential instances of
discrimination. Several hundred employees
in our People & Culture and Legal, Ethics

& Compliance functions participated.

Our workshops on disrupting unconscious
bias are also being rolled out to leadership
teams of business units across the Group.

Together with our Coca-Cola System
partners, we launched an International
Coca-Cola System-wide series of women's
network events. Quarterly events were held,
including a panel discussion with our CEO
and Chief People & Culture Officer on how
leaders can drive inclusion. This role
modelling was also seeninour CEO's
continued participation as a judge in the
WeQual awards for female leaders.

Newly introduced initiatives built on our
existing Inclusive Leadership e-learning
modules, available to all leaders. Every
business unit has targets and action plans
appropriate to their market to contribute to
our gender diversity commitment and our
DEI Community continues to ensure best
practices to support diversity, equity and
inclusion are shared across our territory.

To attract more women into our Company,
we once again ran an International Women's
Day campaign, #NoJobHasAGender,

which was promoted through social media
channels. We continued to increase our
social media presence with a focus on
female career experience, covering subjects
such as career growth and leadership.

Our series #Womenof CCHBC included 19
videos and was viewed by over two million
people online.

We regularly review our Human Rights Policy,
our Code of Business Conduct and other
internal standards to ensure we adhere to

all applicable laws and regulations and
demonstrate best practice as stakeholder
expectations evolve. These documents are
available on our website at https://www.
coca-colahellenic.com/en/about-us/
corporate-governance/policies.

Helping our people realise their
potential and developing talent

To ensure that everyone in our Company
has the ability to contribute to our purpose,
vision and mission, we make learning
accessible to every employee. We provide
tools and encouragement for our employees
to continue growing through self-learning,
coaching and mentoring to develop both
leadership and functional skills.

As we continued to strengthen our culture
of continuous learning, digital learning is
becoming more important. About 80%
of our employees are self-driven active
learners on our various digital platforms.
We have expanded our Personal Learning
Cloud, which now offers over 2,500
resources. For the second year, we
organised a virtual LearnFest. Over 6,000
attendees and more than 40 internal and
external speakers participated.


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/about-us/corporate-governance/policies
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UN Sustainable Development Goals
Efforts to foster an engaging workplace and
an inclusive 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
supported are those for: good health and
wellbeing; gender equality; decent work

and economic growth; reducing inequalities;
and peace, justice and strong institutions.

In our efforts to boost the agility of our
Company, we have completed more than 80
agile initiatives, trained over 700 people, and
certified 135 Scrum Masters and 18 Agile
coaches since 2019. As we evolve into a
truly agile organisation, we are establishing
mission-based, cross-functional,
empowered and self-managed teams, which
we call dynamic pods. These allow us to
improve our speed and quality of delivery on
critical missions through dynamic staffing of
critical capabilities. To accelerate channel
and category growth, we launched dynamic
pods in eight of our business units in 2021.

Taking into account the global trends of
increasing turnover and intensifying scarcity
of talent, development of high-performing
people is a top priority. We made notable
progress accelerating the leadership
development of more than 450 of our
colleagues during the year. Learning from
others continues to act as a multiplier of
leadership development, with 80 new active
internal coaches and 71 new coaching
engagements. Mentoring is now
technology-enabled, with 339 active
mentors and 259 new mentoring
engagements supported online during the
year. The success of these initiatives is
demonstrated by extremely high participant
satisfaction rates. All of the leadership
coaching participants and 97% of mentoring
participants reported satisfaction with their
learning experience.

In2021 we further evolved our Talent Review
Framework to accelerate development
across functions and borders. We identified
20% more potential emerging leaders within
our workforce than in 2020. We remain
focused on maintaining bench strength,
particularly in our commercial function, and
building a strong, diverse pipeline of leaders.
A majority of participants in many of our
leadership development programmes,
including our Fast Forward programmes, are
female. This supports our ambition to achieve
gender balance in senior management

roles by 2025.

As employee turnover rebounded to
pre-pandemiclevelsin 2021 to 13.1%,
compared to 8.8%in 2020 and 12.3%in 2019,
the higher rate of external hiring gave us the
opportunity to recruit people with critical
new capabilities. As 35.5% of all external
hires during the year were female, and more
than half of new hires for senior leadership
roles were women, we also succeeded in
strengthening gender diversity.

As the skills needed for our organisation to
be successful in an ever-changing market
are constantly evolving, this year we
launched a skills-based talent marketplace,
which enables us to better understand

our employees’ skills and capabilities, while
matching them to the challenges of both
today and tomorrow. The programme was
successfully piloted in Austriain 2021 and
will be rolled out to additional markets in the
coming years.

Developing the critical capabilities
of our sales teams

Following the 2020 launch of our digital Sales
Academy, we continued to roll out this
comprehensive developmental experience
for our sales force across all our markets in
early 2021. About 1,300 new business
developers have completed our Licence to
Start certification, which gives new hires a
strong onboarding experience and ensures
they are equipped to support our customers
even faster. Over 8,500 members of the
existing sales force have also benefited from
Sales Academy modules. Building on this
success, similar learning modules designed
for supply chain management will be rolled
out for 12,000 people in our supply chain
functionin 2022.

To enhance the onboarding experience
for business developers, we have created
a fully integrated onboarding experience
that includes pre-onboarding activities,
human resources information and
country-specific content.

About 90% of new business developers
report satisfaction with the onboarding
experience, including feedback from
their line managers about their progress
and performance.

To identify the main drivers of business
developer turnover in five selected business
units, we performed an in-depth analysis
using artificial intelligence in close
collaboration with our Group Data, Insights
& Analytics team. The main findings of

this analysis, which include issues around
complexity, compensation and line manager
support, are now forming the basis of a
holistic review of how we attract, select,
develop and compensate our frontline

sales people. As part of this effort, we are
simplifying tasks so that they can spend
more time with our customers.

An attractive and authentic

employer brand

During 2021, we improved the visibility

and attractiveness of our employer brand.
We received 76 recognitions across 28
countries reflecting different measurements
of employer attractiveness. The perception
of our employer brand improvedin 11

of our markets during the year, and our
compounded average rank also improved
according to Universum, an employer brand
consultancy. We are especially proud of
being recognised in the Forbes World's
Best Employers 2021 list and, thanks to our
progress on diversity and inclusion, we were
ranked 8" in the Refinitiv D&l index.

Over 550 of our employees post regularly
on social media, and we are ranked the 39th
most active company on social media in

the food and beverage sector in Europe,
according to analysis by employee influencer
platform DMSN8. We encouraged social
media conversations through 24 campaigns
around our products or around specific
events. We also introduced monthly '‘behind
the scenes’ features on LinkedIn and
Facebook. The initial features shared,
highlighting photos of unique employee
experiences, received more than 100,000
views on each platform.

Looking ahead, we will continue
strengthening our pipeline with a special
focus on our commercial function and
increasing retention through targeted
career conversations. We will also support
the development of our employees through
more cross-functional, skills-based
development, identify and accelerate the
development of emerging leaders, and build
a more inclusive and diverse workforce that
reflects the communities we serve.



“Be kind, take a deep breath
and remember: you miss
100% of shots that you
do not take.”

[t wasn't easy to start a new job anywhere
during the pandemic, but Mariam Oginni
faced additional challenges when she
became Coca-Cola HBC's first female
Regional Sales Director in Nigeria in 2020.
Despite working in northeast Nigeria, which
has additional security concerns, she led her
team to deliver 20% sales growth in the
region, exceeding targets.

INTEGRATED ANNUAL REPORT 2021
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Mariam Oginni
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Regional Sales Director,

Lagos Central, Nigeria

Mariam attributes this success to working
smartly and tremendous support from
colleagues and managers, but also the
diversity of her team.

"When both genders work together,”
she says, "we can accomplish more than
ever before."



We create value for all
stakeholders, making
a strong contribution to
the development of
the societies in which
we operate
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Earn our

licence
tooperate

Highlights in 2021

¢ Announced NetZeroby40, our
most ambitious environmental
target to date

* Reduced our Scope 1 and 2
carbon emissions by almost
137 kilo tonnes compared with
2017 baseline

 Established Italy as the first
Coca-Cola HBC country to launch
100% rPET bottles for all ‘on-the-
go' sparkling drinks and iced tea

* Investingin on-site PET recycling
technologies in Poland, ltaly,
and Romania

* Achieved once again the status
of Europe’s most sustainable
beverage company in the 2021
Dow Jones Sustainability Index,
and received ‘A’ ratings from the
2021 Carbon Disclosure Project
(CDP) for climate change and water

» Continued to support the
communities where we operate
during the COVID-19 pandemic

Priorities in 2022

* Embed our net zero ambition
across the business and in
decision-making processes

» Continue reducing emissions from
direct operations, and work with
our suppliers to reduce Scope 3
emissions across our value chain

* Enter new partnerships in areas
such as forestry and water
replenishment to remove our
residual emissions and meet our
science-based targets for 2030

» Design a sustainable packaging
strategy that will help us reach net
zero, with a focus on test-and-
learn for various package-less
and refillable solutions across
our markets

* Increase the share of rPET bottles
in our portfolio for selected markets

» Continue to progress towards our
collection targets by supporting
the design and set-up of collection
models with local market relevance

KPIs Stakeholders

* Absolute greenhouse gas

@
B Our people

Principal risks

* Plastics and packaging

emissions Scope 1, 2, 3 waste

* Water usage in water- j]]// Our communities * Managing our carbon
risk areas footprint

* # young people trained D& Our consumers » Water availability
through Y « Suppliers and sustainable
#YouthEmpowered @ Our suppliers sourcing

* % primary packaging
collected

NGOs

» Ethics and compliance

@ Our shareholders

PN
Il Government
O The Coca-Cola

Company



Earn our licence to operate continued

Delivering results for all
stakeholders

Over the 70 years that we have beenin
business, no challenge has tested all the
communities in which we operate at such
scale as the COVID-19 pandemic. As our
customers, communities and partners faced
additional disruptions in 2021 we continued
to provide support to those in need.

We created value for all stakeholders by
making significant contributions to the
development of the societies in which we
operate, while also finding ways to take
care of our environment by integrating
sustainability into our decision-making
and actions.

During 2021, we began to track our business
performance based on our newly validated,
science-based carbon emission targets for
2030. We also set new and ambitious targets
for sustainability beyond 2030, announcing
our NetZeroby40 commitment to reduce
the carbon emissions in all our activities
across the entire value chain and reach net
zero emissions by 2040. To achieve this
goal, we will reduce our direct emissions to

an absolute minimum over the coming
decades, building on the 50% reduction we
have already achieved over the last 10 years.
Since 90% of our carbon footprint comes
from our value chain, it is essential that we
find new, more effective ways to collaborate
to achieve our ambition.

Contributing to the communities

where we operate

During the first half of 2021 and the
disrupting lockdowns across our territories,
we continued providing support for those
fighting COVID-19 on the front lines in all
our markets by making product, in-kind and
in-cash contributions to hospitals, shelters
and NGOs, including the Red Cross and food
banks. In Greece we also supported the
vaccination efforts of the health system
and donated 301 refrigerators for vaccine
storage. We also provided disaster relief
supportin Greece, Russia, Croatia and
North Macedonia.

In 2021, we continued to provide learning
opportunities to community partners from
various non-governmental organisations
across the countries in which we operate.

Supporting our communities

Product donations
» Focused on frontline keyworkers and
food banks

c.5m

litres

Volunteering
» Focused on the vulnerable and our
customers

c.2,042*

colleagues

Community investments

+ Long-term community initiatives

» Continued COVID-19 recovery support

- Disaster relief (Greece, Russia, Croatia,
and North Macedonia)

c.€6.8"m

*Including Bambi
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We invited over 100 partners to join our
internal leadership training schemes and
develop their skillsets by taking part in our
programmes ‘Communicating with impact',
'‘Design thinking' and 'Influencing skills'. By
the end of the year, 6% of the participants
in Coca-Cola HBC leadership programmes
were our community partners.

#YouthEmpowered

With the COVID-19 pandemic still causing
economic disruption, we accelerated our
#YouthEmpowered programme using both
in-person and online modules. The
programme reached more than 210,000
young people in 2021, bringing the total
number who have participated in the
scheme since it was launched in 2017

to 548,000.

Italy has seen continuous growth in youth
employment programmes thanks to its
Ministry of Education’s teaching scheme,
which encourages high school students

to gain additional training or do internships.
There is also an increasing demand for
online education in Italy and a long-standing
partnership with several educational
platforms, and this has helped almost
100,000 participants to benefit from our
#YouthEmpowered programme. We also
delivered masterclasses for hotel school
students and continued running 'Girls in
STEM', a programme that encourages
female students to pursue careersin
science, technology, engineering or math.

Absolute Scope 3 CO, eq emissions
(‘000 tonnes)

-21%
2030vs. 2017
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In Ukraine, we continued to support the
iLearn platform, which provides free,
high-quality education to more than 25,200
high school graduates. The platform was
supplementedin 2021 with new webinars
and mock exams that further enhanced
learning. We also continued working with

a major online educational platformin
Armenia, enabling over 8,800 students

to improve their social and business skills.

In Poland, we reached out to over 22,500
young people with an educational application
that boosts soft and business skills.

Climate and renewable energy

achievements

In 2021, we continued to work towards our
Mission 2025 commitments, addressing
climate change by reducing our emissions
and increasing our use of renewable energy.
We reduced absolute emissions from our
direct operations and production by a
further 6 kilo tonnes, achieving a cumulative
24% reduction against our 2017 baseline.

We also increased the use of renewable and
clean electricity in our operations in the EU
and Switzerland to 99%. At the same time,
we delivered on our 2025 renewable and
clean energy goal, reaching 53% (9ppt
increase compared to 2020). In support

of this objective, we transitioned all 10 of
our production sites in Russia and our
operations in Cyprus to 100% renewable
electricity, saving 66,000 tonnes of CO,
emissions on an annual basis.

Renewable and clean* electricity
in operations in the European Union
and Switzerland (%)

100%
in 2025
120
100
97 99 100
89
30 87
78
60
40
20
2017 2018 2019 2020 2021 2025
goal

* Clean source means CHP using natural gas.

We continued to purchase renewable
electricity to meet all of our needs in

ltaly, Poland, Lithuania, Croatia, Austria,
Switzerland, Northern Ireland, Hungary,
the Czech Republic, Greece, Serbia and
Romania. We also continued to install
solar panels at our Nigerian operations,
generating renewable electricity for four of
our bottling plants. These installations are
connected to the local electricity grids and
provided 1,500 tonnes of CO, emissions
savingsin 2021.
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UN Sustainable Development Goals

Our community initiatives contribute to

the Sustainable Development Goals (SDGs).
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.
Our initiatives in communities help advance the
global objectives of good health and wellbeing,
and sustainable cities and communities.

Partnerships with suppliers
toreduce emissions in our

supply chain

Partnering with our suppliers is the key

to achieving our ambitious NetZeroby40
target. In 2021, we held our first Group
Supplier Sustainability event in which we
discussed with more than 300 external
experts globally how businesses can
partner to face international challenges on
environment, social and governance (ESG)
factors. Additionally, we continued hosting
the Supplier Innovation Days, where our
key strategic partners share with us their

freshest, smartest and most innovative ideas.

Tackling emissions in our supply chain
Managing our carbon footprint has been
identified as a Principal risk for the company,
(see page 62) and has also been identified
as a key transitional risk in our climate
change risk programme, (see page 69).

About 90% of our carbon footprintis made
up of downstream emissions from our
products and upstream emissions found

in our supply chain, so we need to work

with our suppliers to reduce our overall
emissions. In 2021, we were awarded an
'A'ranking as a Supplier Engagement Leader
for the sixth consecutive year by the Carbon
Disclosure Project (CDP), an organisation
that collects climate-related data. CDP
assesses how effectively companies are
engaging their suppliers on climate change,
andissues letter grades to indicate their
level of success. Our results placed us in

the top 8% of companies, earning us an
'A'rating and a place on CDP's leader board.
This rating builds on 'A List' rankings for

our actions in addressing climate change
and water security.

"To build a more sustainable company and
future, we have so far initiated sustainability
partnerships with about 20 critical suppliers,
representing 50% of our upstream, scope 3
emissions," says Marcel Martin, our Chief
Corporate Affairs and Sustainability Officer,
and former Chief Supply Chain Officer.

Green Fleet transition

To achieve our ambitious climate goals

it is essential that we make a progressive
transition towards more sustainable
technologies for both our light and heavy
fleet. To make this happen, we have
launched our ‘Green Fleet Programme’

and set clear targets across our business
territories, with a comprehensive roadmap
to achieve our goals. We have accelerated
our transition throughout 2021 by introducing
battery and plug-in electric car models in

15 countries. In 13 of our markets, our fleet
contains hybrid electric vehicles and vehicles
powered with compressed natural gas

or liquified petroleum gas. As a result, 16%
of our light fleet is now made up of more
environmentally friendly models, which have
helped achieve a reduction of CO, emissions
in grams per kilometre of 7% compared

with a 2019 baseline, and a total reduction

in CO, emissions of 11,130 tonnes. Across
the heavy fleet, we have reduced our CO,
footprint by 11% compared with the same
2019 baseline, equivalent to a reduction

of 23,681 tonnes of CO,,.
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Our Mission 2025 sustainable packaging commitments

Our commitments

» Recover 75% of our primary packaging
forrecycling or reuse by 2025

2021 achievements

46%

of our total primary packaging was
collected in 2021 for recycling or reuse

» Make 100% of our primary packaging
fully recyclable by 2025

99.9%

of our primary packaging is recyclable

+ Increase the percentage of rPET in
our bottles to 35% by 2025. In our EU
countries, we plan to reach 50% rPET
by 2025

Progress towards sustainable
packaging

Plastics and packaging waste has been
assessed as a Principal risk for the Company,
(see page 62) and a key transitional risk
under our climate change risk programme,
(see page 69) given the additional costs we
expect to incur in achieving our Mission 2025
targets as well as future long-term targets.

As part of our Mission 2025 targets, we have
committed to collect 75% of our packaging
forrecycling or reuse by 2025. In addition,
we support the Coca-Cola System World
Without Waste ambition to reach 100%
collection by 2030.

We believe that, wherever possible,
collection systems should be established on
anational level. Where effective systems do
not exist, we participate actively to support
the set-up and implementation of new
packaging collection schemes. Delivering
this sort of meaningful change takes time.

Looking beyond the +2pptincrease we
achieved for packaging collectionin 2021
compared with 2020, we have made
substantial progress in developing
sustainable national packaging collection
solutions by playing a leading role in their
design and set up across multiple markets.

We are actively engaged in supporting the
implementation of deposit return schemes
in seven of our markets (Austria, Cyprus,
Greece, Ireland, Latvia, Romania and
Slovakia). We expect these to go live
between 2022 and 2025.

rPET:

10%

of the PET that we used across total
CCHBC markets was rPET

18%

of the PET that we usedin CCHBC
EU and Switzerland markets was rPET

We have also played a leading role in aligning
industry peers and advocating for well-
designed collection schemes in an additional
seven markets: Bulgaria, the Czech Republic,
Hungary, Poland, Serbia, Slovenia and
Northern Ireland. In Hungary, we expect a
state-owned deposit return scheme to be
implemented by 2024.

While we believe deposit return schemes
are the right solution for many countries,
especially EU markets, a first stepis to set
up well-functioning packaging recovery
organisations, known as PROs, to
organise the efficient implementation

of fit-for-purpose national collection and
recovery systems.

In several of our developing and emerging
markets we are helping to establish or
improve such packaging recovery
organisations. In 2021, we supported
successful pilots for new packaging recovery
organisations in Ukraine and Moldova. In
addition, we funded collection modelling
studies or supported advocacy efforts in six
markets, including Nigeria and Russia, while
implementing the learnings from pilot
projects and collection modelling.

We also support a circular economy for
packaging by increasing our use of recycled
plastic, or rPET, and reducing or eliminating
plastic use where possible.

Our initiatives in packaging

Ona Group level, efforts to increase the
percentage of rPET used to manufacture
our bottles led to a slight increase, up 1ppt
compared with 2020. While we had several
100% rPET launches, theirimpact was diluted
due to strong growth in markets which do
not currently use rPET, such as Nigeria.

[taly became the first Coca-Cola HBC
market to launch a 100% rPET bottle for
sparkling brands in 2021. The 100% rPET
packaging was introduced for all on-the-go
packs of Coca-Cola, Fanta and Sprite, as well
as FuzeTea. We also introduced 100% rPET
bottles for a fifth Coca-Cola HBC water
brand, Natura, in the Czech Republic.

We also expanded our use of KeelClipTM,
which replaces plastic film on multi-can
packs with aninnovative paperboard
solution. By the end of 2021, it had been
rolled out in 10 markets. We aim to introduce
KeelClipTMin Greece and Hungary in

early 2022, and to replace plastic film on
multi-can packs across all our EU markets
for The Coca-Cola Company portfolio
products. We expect these efforts to reduce
our use of virgin plastic by 2,000 tonnes
annually across the Group. We continue to
pilot further methods of lightweighting or
reducing packaging, and some of our
successes will be implemented during 2022.

Partnerships help us achieve

packaging objectives

In Austria, we are working with Reclay, a
packaging recovery organisation, to fulfil our
responsibility to support the sustainability
of product packaging. In Vienna, consumers
are rewarded through an app developed

by Reclay and the Coca-Cola Systemto
prevent littering. By checking in via geo-
tagging at a recycling bin and scanning

the product code, consumers are able to
participate in a lottery with weekly and
monthly draws to win prizes.

We began working with METRO, aleading
international player in wholesale trade, which
has launched an international collaboration
to help clean up the world's oceans. METRO
aims to recover millions of kilos of plastic
waste before it reaches the oceans, and to
improve the lives of vulnerable communities
in coastal regions by promoting more
sustainable packaging and recycling.

This collaboration included numerous
suppliers, including Coca-Cola HBC and
Coca-Cola Europacific Partners. METRO
also promoted products in recyclable or
recycled plastic across countries.




Earn our licence to operate continued

Water stewardship

Water is the main component of our
beverage production, whichis why we

have a special responsibility to protect this
precious resource. Water availability and
usage has been assessed as a Principal risk
for the Company, see page 64; and both

a physical risk, see page 68, and transitional
risk under our climate change risk programme.
We are reducing the amount of water we
use in all our activities and paying significant
attention to ourimpact in water-stressed
areas. To achieve our 2025 goals, we are
working to minimise water use by 20% in
plants that are located in water risk zones.
Together with our stakeholders and our
communities in those watersheds, we also
want to make sure that people in water

risk zones where we operate have access
to safe, clean water.

In 2021, all our bottling plants were certified
to have met the standards of the Alliance
for Water Stewardship (AWS), except for
the Lurisia plant in Italy and the Natura plant
in the Czech Republic (certification now
covers 96% of our bottling plants and 99.6%
of production volume).

The certifications confirm that we meet

the global benchmark for responsible water
stewardship, with 52 bottling plants achieving
a Gold or Platinum Standard certification.

The standards require certified businesses
to use water as little as possible, as well as

to reduce water consumption where possible
across the entire value chain. Special
emphasis is placed on working together

with stakeholders and local communities

to ensure that any water challenges are
tackled successfully.

In Nigeria, one of the main water risk areas,
we created a water task force to upgrade
the water facilities in our operations. By the
end of 2021, all water systems at our bottling
plants in Nigeria had been upgraded with
new installations and advancements, such
as new sand and carbon filters, water tanks,
and the drilling of new boreholes. These
advancements will enable us to reduce our
impact on precious water resources.

In 2022 we will further engage with two water
stewardship projects. In Greece, together
with our NGO partners, GWP-Med, we aim
to make technical interventions that will turn

Locations with water priority’ plants

Nigeria

@ Water priority locations

1. Water priority locations are defined based on our
comprehensive risk assessment (i.e. access to WASH,
water stress and other local risks).

Folegandros into a zero water loss island and
save 10M litres of water every year. Andin
Russia, we will focus on modern monitoring
technologies to improve the ecological state
of the three most polluted rivers in the
Moscow region.

Water use ratio in water priority plants
(litre/litre of produced beverage)

-20%
2025vs.2017
2.5
2,0
1.97 193
182 182
1.5
1.0
0,5
0,0
2017 2018 2019 2020 2021 2025
goal
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Key performance indicators

T k' We measure our performance against our strategic
raC Ing Ou r objectives using specific key performance indicators
(KPIs). These KPIs allow us, and our stakeholders,

prog ress to track our progress in delivering on our targets.

These are also the financial and operational
milestones which we focus on in implementing
our Growth Story 2025 strategy.

Growth pillar Growth pillar
0 Leverage our unique Wininthe
24/7 portfolio marketplace

How we measure our progress Volume growth (%)

Volume is measured in unit cases, where one unit

case represents 5.678 litres. We grow volume as 15

we expand per capita consumption of our products Like-for-like .
and expand into new market or categories. 12 L0

What happened in the year

Volume grew by 13%, or 14% on a like-for-like! ©

basis. Volumes grew rapidly as our Established and

Developing markets reopened and the Emerging 6

markets benefited from strong recovery. : Az

Link to remuneration 33
Revenue growth is used to assess business 2020
performance for the purpose of annual 2018 2019 2021
Management Incentive Plan (MIP) bonus awards, 3
and volume is a key component of revenue. Like-for-like M- R

-6 -4.6

Like-for-like

@ See p123 forafull description of the MIP.

How we measure our progress Currency-neutral revenue Currency-neutral revenue growth (%)
We measure revenues on a currency-neutral and per case growth (%)

like-for-like basis to allow better focus on the
underlying performance of the business. We grow
currency-neutral revenue per case through pricing
and other RGM actions.

What happened in the year

Currency-neutral revenue per case grew by 5.8%,
or by 3.9% excluding pricing taken to pass on the 15

Polish sugar tax, as positive category mix and 17

package mix as well as pricing actions drove 1.0 2020 10
improvement. Currency-neutral revenue grew 0 2018 5019 5021

by 19.6%, or by 20.6% on a like-for-like basis. 5 6.0

Link to remuneration )
Revenue growth is used to assess business 0
performance for the purpose of our MIP awards. 41

6 25

Like-for-like e

4 2y 20.6

- Like-for-like
3.7 2020
2018 2019 2021

@ See p123 for a full description of the MIP.

1. Performance, unless stated otherwise, is negatively impacted by the change in classification of our Russian Juice business, Multon, from a joint operation to a joint venture, following
its re-organisation in May 2020. Performance is also positively impacted by the acquisition of Bambiin June 2019, when compared to 2019. Unless stated otherwise, performance
compared to 2019 is presented on a like-for-like basis.




Growth pillar

Fuel growth through
competitiveness and investment
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How we measure our progress
We measure this by comparable EBIT and
comparable EBIT margin progress. We generate

Comparable EBIT (%)

Comparable EBIT margin (%)

1000 12
positive operational leverage as we grow revenues
on our efficient cost base. Using a comparable
measure allows us to adjust for one-off items which 800
impact comparability of performance year on year. = 10.8 .
What happened in the year 680.7 10 10.2 10.6
Comparable EBIT grew by 23.6%. Comparable 600 : 723
EBIT margins grew by 60bps taking EBIT margins
to 11.6% as revenue recovery generated operating
leverage in the business. 30bps of the expansion 400
was due to a property divestment in Cyprus. 8
Link to remuneration
Comparable EBIT is used to assess business 200
performance for the purpose of our MIP awards.
@ See p123 for afull description of the MIP. 0 6
2018 2019 2020 2021 2018 2019 2020 2021
How we measure our progress CapEx as percentage of NSR (%) ROIC (%)
We measure capital expenditure (CapEx) as a
percentage of net sales revenue (NSR), and ROIC 3 16
(return oninvested capital), to ensure prudent capital
allocation and efficient working capital management. 76
Disciplined investment supports our growth. :
What happened in the year 7 14 14.2
CapEx as a percentage of NSR reached 6.9 13.7
7.5%, within our targeted range for this metric.
We prioritised investments based on our strategy, 6.4
particularly focusing on growth markets, digital 6 iz
and sustainability. ROIC increased by 370bps
to 14.8% as operating profit improved and we 11.1
continued to carefully control net working capital.
40bps of the improvement was due to a property 5 10
divestmentin Cyprus.
Link to remuneration
ROIC is given a 42.5% weighting in the assessment 4 3
of performance conditions used to determine 2018 2019 2020 2021 2018 2019 2020 2021
long-term Performance Share Plan (PSP) awards.
@ See p123 for afull description of the PSP.
Growth pillar
Earn our licence
to operate
How we measure our progress Employee engagement score (%) How we measure our progress
We conduct an engagement survey with an Progress on Mission 2025 as well as progress
independent third party and measure our results 100 towards our NetZeroby40 ambition.
against the _norm fgr companies which perform What happened in the year
highly on this metric. We made progress against most areas of
What happened in the year 80 85 commitments; however, we need to accelerate
Our employee engagement is above the global our improvement in packaging. Please see details
top decile norm. of our performance on the following page.
Link to remuneration 60 Link to remuneration
Maintaining our high engagement score is part Our efforts and ambitions are long term and
of the CEO's individual performance metrics. cumulative, therefore greenhouse gas reduction
These are used along with business performance 40 is used to determine long-term PSP awards.
measures to determine the CEO's annual MIP Greenhouse gas reductions have a 15% weighting
bonus award. in PSP determinations. The benefit of this KPlis
20 that itis quantifiable, and several of our Mission
@ Read more on pages 39-43. 2025 commitments feed into its progress.
0 Global Top Employes @ Read more on pages 54-55.
Decile norm engagement ’

>
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Sustainability targets

Sustainability
areas

Material issues

UN's Sustainable Development Goals
(SDGs) and their targets

Climate and « Climate change 7.2 o] 9.4 e 11.6
Earnour renewable + Economicimpact 7.3 AE@—
li energy nEEE
icenceto 12 tns, [N 13
operate oo o

Water + Water stewardship e 6.1 116

Mission 2025 —
our sustainability
commitments

Sustainability is integrated into
every aspect of our business.
Itis 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 use

and stewardship; packaging

(World Without Waste); ingredient
sourcing; nutrition; and our people
and communities.

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

Note: The 17 SDGs are an urgent call for action
by all countries —developed and developing
—inaglobal partnership. Each of the 17 goals
has very specific targets, referenced by the
numbers shown above. You can read more
about the SDGs and these targets here:
https://sustainabledevelopment.un.org/sdgs.

reduction and
stewardship

Economic impact

AND SANITATION

v

QO

6.4
6.5
6.6
12.1
12.2

1 UFE
ONLAND

17 PARTHERSHIPS
FORTHE GOALS

17.17

12.4
World Without -« Packagingandwaste Pt 8.4 o] 9.4 116
Waste management /\/" &
« Economicimpact 1
Eﬂ:ﬁ:ﬂ‘é‘.'m 121 FINE 141 Eikee 17.17
CO il o &3
12,5
Ingredient + Product quality oG priter] - (PX-c g 121
ANDPRODUCTION
sourcing + Humanrights, diversity ,\/" & QO 12.2
and inclusion 1 12.4
+ Economic impact Y 131 12.6
- Sustainable sourcing @ 127
Nutrition * Product quality e 12 Gt
- Nutrition ~
: e QO
» Responsible marketing
Our people * Humanrights, diversity e Wik i
and and inclusion

communities

Employee wellbeing
and engagement
Corporate citizenship
Packaging and waste
management
Economic impact

e

DECENT WORK AND
ECONOMIC GROWTH

o

CONSUMPTION
ANDPRODUCTION

QO

L] ¢

10 255 [RAOR
= 10.4
=)
16 e RARA 17 i

INSTITUTIONS

&

17.16
17.17



https://sustainabledevelopment.un.org/sdgs

2021
2025 commitments? performance Status
30% redyction in carlbon ratio 36% Q Overachieved 2025 goal.
in direct operations
50% |ncr§ase in energy-efficient 42%
refrigerators to half of our coolers
in the market
of our total energy from renewable Overachieved 2025 goal.

50%

and clean? sources

53%

100%

total electricity used in the EU
and Switzerland from renewable
and clean? sources

99%

20%

water reduction in plants
located in water-risk areas
(water priority locations)

Further implementation of
successful practices and
innovations for those locations
is planned.

100%

help secure water availability for
all our communities in water-risk
areas (water priority locations)

Four projects out of
19 locations. Two more projects
agreed and will startin 2022.

75%

help collect the equivalent of 75%
of our primary packaging

Action planin place to deliver
roadmap targets, see page 49.

35%

of total PET used from
recycled PET and/or PET from
renewable material

10%

)

While we had a number of 100%
rPET launches, theirimpact was
diluted due to strong growth in
markets such as Nigeria which
don't currently use rPET.

100%

of consumer packaging to
be recyclable®

99.9%

o

100%

of our key agricultural ingredients
sourced in line with sustainable
agricultural principles

Acceleration of 2021 volume
required new suppliers to be
added, who will be certified
in the near future.

25%

reduce calories per 100ml
of sparkling soft drinks
(all CCH countries)*

15%

10%

community participants in
first-time managers' development
programmes

6%

1 MLN

train one million young people
through #YouthEmpowered

548,835

Cumulative number 2017-2021;
2021-only numberis 210,422.

20

engage in 20 zero-waste
partnerships (city and/or coast)

11°

10%

of employees take part
in volunteering initiatives

Due to continued COVID-19
restrictions, no mass
volunteering events

were possible.

ZERO

target zero fatalities among
our workforce

ZERO

50%

reduced (lost time) accident rate
per 100FTE

38%

The main causes for the
accidents were falls, slips
and trips.

50%

of Mmanagers are women

39%
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Key to performance status

Each of the Mission 2025 commitments
is 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 point in time on the
trajectory towards 2025 and our agreed
action plans, i.e.:

We are fully ahead or on track
to meeting the target

We are not fully on track, but

we do not believe there is risk

to meeting the target

We are not on track, and without
corrective action there is risk
that we will miss the target

. Baseline 2017.

. Clean source means CHP using natural gas.
. Technical recyclability by design.

. Baseline 2015.

. Supported by The Coca-Cola Foundation.

AR WN e
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Managing risk and materiality

Material
iIssues

To understand which issues matter most
to our business, our stakeholders and the
communities where we operate, we conduct
a rigorous materiality assessment each
year. As part of this process, we consider
abroad range of issues including external
trends in the food and beverage industry;
issues identified in international standards
and benchmarks; the UN Sustainable
Development Goals; and input

from stakeholders.

Our annual materiality assessment is carried
outin four phases: 1) identify material issues;
2) assessimpact on or importance to
stakeholders; 3) assess impact on society
and environment; and 4) review and validate
findings. With this process we can manage
the risks and opportunities material issues
present and address the challenges

we are facing.

In line with the Global Reporting Initiative
(GRI) Standards, we define material issues
as those having significant economic,
environmental and social impacts or

those which substantively influence the
assessments and decisions of stakeholders.

2021 Materiality matrix

Material issues are integrated in our strategy,
our short-, medium-, and long-term goals,
and are linked to management of our
principal risks and opportunities.

This ensures that our approach to
sustainability is focused on achieving the
greatestimpact and tackling the issues that
matter most.

Our materiality process also informs our
disclosure, including the content of this
report. Our Integrated Annual Report is
aligned with the principles and elements

of the International Integrated Reporting
Council's (IIRC) framework and prepared in
accordance with the GRI Standards, amongst
others. Periodically, we adjust our approach
as standards and best practice evolve.

Our annual materiality survey, a key part

of our materiality process, is performed
together with The Coca-Cola Company.

At the end of 2021 we approached around
1,860 external and internal stakeholders,
including consumers, customers, suppliers,
employees, communities, governments,
non-governmental organisations, investors,
trade associations and academics.

The outcome of the survey is a ranking

of materialissues, plotted in the materiality
matrix. By assessing the importance of
these issues to our stakeholders and their
decisions, combined with an assessment of
the impact on society and the environment,
we derive the relative materiality of each
issue and prioritise them accordingly.

Although these are the material issues
facing our business, they should not be
viewed inisolation as they are interconnected
and impacting each other. The Social
Responsibility Committee of the Board
subsequently endorses the prioritised list of
issues, resulting in the materiality matrix below.

In our 2021 materiality survey, packaging
and waste management was again assessed
as the number one topic, for the fourth
yearinarow, followed by climate change
(for the second consecutive year). For our
stakeholders, the importance of sustainable
sourcing and economic impact continue
being very high, and the top five league

is complemented by product quality.

The Executive Leadership Team has
responsibility for integrating our sustainability
priorities into our business strategy and
activities. Management of the potential risks,
opportunities and impacts of our material
issues takes place across the Company

and is disclosed throughout this report.
Additional information about our material
issues is included in our GRI Content

Index online.

We support the UN sustainability agenda
and align our efforts with the UN Sustainable
Development Goals (SDGs). Our Mission
2025 sustainability commitments, our
short-, medium- and long-term ESG goals,
and our material issues, are all linked to the
UN SDGs and their underlying targets. You
can find more about how our material issues
and sustainability commitments link to the
SDGs on pages 54-55 of this report and

on our website.

Very high

Corporate citizenship L J

Importance to stakeholders
High

. Responsible marketing

Moderate

Corporate governance a Product quality

. Economicimpact

Employee
wellbeing and
engagement @ Nutrition

Water stewardship

Human rights, diversity and inclusion

Packaging and waste management .

Climate change ‘

- Sustainable sourcing

Moderate

@ Economic dimension

® Environmental dimension

High

Very high

Impact of the issue on environment and society

Social dimension




Recommendations
from stakeholder
forums inform

our plans

Throughout 2021,

we worked to implement
recommendations from our
2020 stakeholder forum, which
focused on climate action

in the new normal. 2020
forum output was one of the
drivers that inspired our bold
NetZeroby40 commitment
(please refer to the
NetZeroby40 section of the
report on page 46-48).

Due to the continuing impact of COVID-19,

our 2021 stakeholder forum was yet

again held online. While safeguarding
everybody'’s health, it also allowed us to
reduce our carbon footprint. Forum 21's
theme was 'Winning ESG Partnerships:
When One Plus One Exceeds Two', and
the event placed special emphasis on
sustainable packaging and climate action.
Over 60 stakeholders from 24 countries
attended to discuss better, stronger ESG
partnerships. As in prior years, participants
included our investors, customers,
suppliers, NGOs, academia, policy makers,
and other stakeholders.

The Forum sought to get input regarding
several aspects of partnerships including:

* the key ingredients of successful
partnerships;

» processes for creating shared value
for partners or win-win situations; and

* ways to measure success.

The primary outcome of Forum 21 was
recommended ingredients needed to
create successful ESG partnerships.
These include:

* shared vision, cultural alignment
and passion;

» shared sustainability mindset, similar
business models and strategies;

* successful thinking and long-term
planning;

* aclearly defined picture of success
and milestones; and

* flexibility and understanding
between parties.

Stakeholders also had suggestions for
creating impact through partnerships,
such as advancing business and civil sector
cooperation and bringing more disruptive,
value-adding ideas with scalable,
commercial potential. The consensus was
that approaching objectives as a business
case is linked with future success.

Our stakeholders stressed the need to
ensure goals for ESG partnerships are
truly circular, with focus on impact and
outcome, not just inputs and outputs.
They also suggested that the Coca-Cola
System continues sharing knowledge and
resources and co-creating with partners.
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Additional stakeholders suggestions
included:

* drivingimprovements along the
whole value chain, thus empowering
local businesses, NGOs, customers
and consumers;

« driving industry-level, collaborative
business alliances;

* knowledge sharing and expert support
for NGOs (e.g., training);

» working with local suppliers and
motivating them to follow ESG
standards to become a part of corporate
supply chains; and

¢ partnering on empowering young
women in STEM.

These outcomes and recommendations
were subsequently discussed with the
Social Responsibility Committee of the
Board. They will also serve as a basis for
creating a Partnership Model that will help
us guide and design joint ESG initiatives.
The Partnership Model will be shared

with both our stakeholders and our
markets in 2022.

At Forum 21, an ESG Partnership

Award was presented to the Romanian
packaging recovery organisation
GreenPoint Management, a company we
have partnered with for over three years.
The award recognised GreenPoint
Management'’s contribution to the
development of infrastructure for separate
waste collection and responsible waste
management in Bucharest and other
Romanian cities.

In 2022 we will continue expanding and
strengthening partnerships in those areas
prioritised as highly material.



COCA-COLAHBC

Managing risk and materiality continued

Effective management

of risk

Managing risk and uncertainty

In 2021, we continued to drive the principles
of our SmartRisk programme through

our business. SmartRisk, our approach

to enterprise risk management (ERM),

is designed to encourage managers to
proactively identify and understand risks

as early as possible and find ways of turning
potential problems and incidents into
opportunity —or at least reduce the impact
if and when risks occur.

The risk management programme is led

by our Chief Risk Officer (CRO), who works

in close collaboration with the risk owners
across our business units and Group
functions in assessing and managing
business risks. The CRO is tasked with
maintaining a wide-angled view of all business
streams and emerging risks and opportunities
and, through regular reporting, ensures that
risk visibility is provided to the Executive
Leadership Team and our Board.

Risk and resilience in our business
units and markets

Risk sponsors and risk and insurance
coordinators in every business unit facilitate
the continuous identification and assessment
of operational and emerging risks on a
country-by-country basis as set outin our
ERM framework.

This assessment is discussed at senior
leadership team meetings every month and
risk registers, or lists of risks, are updated
accordingly. All risk registers are visible to
the Group's Business Resilience Team who
review principal risks, emerging risks and key
trends, providing benchmarking for risks
across the business.

Twice a year the Business Resilience Team,
led by the CRO, hosts a business resilience
conference where all risk sponsors and risk
and insurance coordinators are updated
on key trends and emerging risks across
the business. The CRO also facilitates a
discussion with the regional management
teams and General Managers twice each
year in key markets to discuss risk and
resilience issues and trends, and to
benchmark risks across the business.

At least once every other year, business units
participate in anincident management and
crisis resolution (IMCR) validation exercise.
This includes participation in a crisis
simulation based on a relevant business risk.

Group management

The CRO also facilitates a discussion twice
each year with Group Function Heads

and their teams to review key operational,
strategic and emerging risks across the
business and identify best practices for
mitigation plans to improve our risk and
resilience response.

The outcome of these discussions and the
reviews with the business units and region
teams are reviewed by the Group's Risk and
Compliance Committee. The Committee's
comments are shared with the Executive
Leadership Team and the Audit and Risk
Committee of the Board.

The CRO presents an overview of key
operational, strategic and emerging

risks each quarter to both the Executive
Leadership Team and the Board's Audit and
Risk Committee. This quarterly overview
includes risk mitigation approaches such
asinsurance coverage, and resilience
programmes such as fraud prevention

and crisis management.

The role of the Board

The Board retains overall accountability

and responsibility for the Group's risk
management and internal control systems,
has defined the Group's risk appetite, and,
through the Audit and Risk Committee,

has reviewed the effectiveness of these
systems. During the year, the Board
conducted a robust assessment of the
principal and emerging risks, considering the
nature and extent of the principal risks that
have the potential to impact the ability of the
Group to achieve its strategic objectives,
and reviewed its risk appetite statement to
ensure that it remained not only aligned to
our objectives but supportive of our robust

ERM programme and internal control systems.

Our internal audit department conducts

an annual independent review of the ERM
programme and its implementation,
assessing the Company's processes and
their application against business best
practices and International Accounting
Standards. The Head of Corporate Audit
makes recommendations to improve the
overall risk management programme, where
required, with the findings submitted to the
Audit and Risk Committee of the Board.
Building on this review, the Board and its
Committees also conduct annual reviews

of the effectiveness of our internal controls
and further details of that review are set
outin the Audit and Risk Committee Report
on pages 108-109.

Principal risks in 2021

In 2021 the COVID-19 pandemic continued
to have a significant impact on our business.
While general market conditions improved
as restrictions on hotels, restaurants and
cafés lifted, we continued to see intermittent
restrictions during the year as surgesin
COVID-19 cases continued and governments
acted accordingly. Despite this volatility, our
business remained agile, adjusting channel
mix and customer support and service to
ensure excellent business results.

The continued roll-out of vaccines across
our territories and the lower severity of the
now dominant Omicron variant reduced the
health and safety risk to our people from the
pandemic. However, we continued to see
surges in case numbers across our markets.
Despite numerous internal cases, we
experienced no disruptions in our operations.

The final stages of 2021 saw tensions rise
between Russia and Ukraine that led to
conflictin early 2022. We focused on the
health and safety of our people in allimpacted
countries. We also implemented several
previously developed contingency plans

to maintain business operations as border
restrictions and sanctions were announced.
Onthe 8th March 2022, The Coca-Cola
Company (TCCC) announced that it is
suspending its business in Russia. At the
time of publication the Group is working
closely with TCCC to implement this
decision. In addition, economic sanctions
imposed on Russia have had a significant
impact on foreign exchange rates and the
price of a number of commodities such as
oil =which affects PET prices, and aluminum.
Countersanctions imposed by Russia may
have an impact on our Russian operations
as well as other countries in our territory.
We expect the geopolitical environment

to remain volatile for some time.

Related at least in part to the COVID-19
pandemic, global commodities showed a
great deal of volatility during the year putting
pressure on our suppliers as well as our
Company directly. The cost of most of the
key commodities critical to our business
increased during the year. Aluminium, for
example, increased 40% as a result of supply
chain constraints and lower production
globally. In addition, shortages of some
ingredients and supplies during the year
threatened to impact our operations.

The number of cyber-attacks directed at
companies continued to rise in 2021 with
a significant increase in ransomware attacks.
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Risk management in action:

To manage those health and safety risks
as well as potential business disruptions,
our Group Incident Management and Crisis
Resolution Team continued to monitor
caserates.

Where consistent with legal requirements
and government guidance, we actively
encouraged employees to be vaccinated.

Managing health
and safety

We entered 2021 hoping

to see areturntonormal
operations. However,

the COVID-19 pandemic
continued to affect global
business conditions and posed
continuing health and safety
risks to our people.

In Russia for example, governments
mandated employees in certain industries,
beverages being one, be fully vaccinated
orrisk closure of facilities. Through
communication campaigns and facilitation
of vaccination hubs, we met challenging
government deadlines without disruption
to our operations.

As depicted in the diagram below, we
maintained weekly records of internal case
rates against case rates in each market.
We focused on controlling and reducing
transmission within our workplace and
ensuring our efforts to protect employees
were effective.

We worked closely with The Coca-Cola
Company to maintain additional safety
protocols within our production facilities
to protect staff and the integrity of

our production.

Country active cases per 100k vs Coca-Cola HBC active/FTEs (16 November 2021)
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Our treasury and procurement teams
worked closely with our key suppliers
to manage costs and supply by:

Resilient supply chain

2021 was a volatile year for
secu ring Supply of key » contracting volumes of key ingredients

. . q and packaging materials;
mgredlents, paCkagmg and » expanding our supplier base by

services at a reasonable cost,
to maintain production and
serve our customers.

introducing new/alternative suppliers;

» securing raw materials for our suppliers
to provide them with security of supply;
and

» hedging/fixing forward prices.

We expect 2022 will be another challenging
year due to ongoing shortages and
increasing costs of certain raw materials,
supply chain disruptions and

logistics challenges.

We will continue to partner with our new
and existing suppliers to minimise costs
and disruptions.
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Managing risk and materiality continued

We moved to strengthen our cyber-security
programme through improving identity
protection, securing an increasingly remote
workforce and reducing vulnerabilities by
hardening our IT environment. In addition,
we developed a cyber incident management
and crisis resolution (IMCR) plan, fully
integrating our cyber response with our
well-established IMCR programme. The plan
was tested using simulations at business unit,

Group and Executive Leadership Team levels.

Many of our office-based employees
continued to work from home in line with
government guidelines and our processes
for managing COVID-19 transmission risk.
In 2021, the Company started to transition
some offices to permanent flexible working
arrangements enabling our employees,

at their request, to continue to work from
home for at least part of their working week.
Several policies and procedures were
implemented to ensure a safe working
environment at home. As noted in the
Emerging Risks section, we will continue

to monitor the impact of these new
working arrangements.

In2021, we saw government initiatives
aimed at introducing or increasing taxes in
anumber of areas relevant to our business.
In Poland for example, the introduction of a
broad-based beverage tax had a significant
impact at a time when the business was
already under pressure from input cost
increases. Governments are increasingly
turning to levying additional taxes to
respond to economic conditions, including
increased debt levels, as well as public
concerns on matters such as the health
impact of sugar and single-use plastics.

Sustainability remained top of mind for our
business and our stakeholdersin 2021,

Risk management in action

Egyptinfocus

In the second half of the year,
the Company announced that
it would acquire Coca-Cola
Bottling Company of Egypt
(CCBCE) and the acquisition
was completed in January 2022

J\

notably including our commitment to
NetZero emissions by 2040.

We made significant progress on our
guantitative assessment of climate change
risks with the development of our 2021
water risk assessment (see page 71).
Water is fundamental to our business

and climate change will have a significant
impact on the water sources that our local
communities and our business rely upon.
The water risk assessment better enables
us to focus our investment and resources
on water priority areas for our long-term
management plans to assure supply and
business continuity.

We continued to work to reduce and
manage plastic packaging waste. We believe
that, wherever possible, collection systems
should be established at a national level.
Where effective systems don't exist, we
participate actively to support the set-up
and implementation of new packaging
collection schemes. However, delivering this
sort of meaningful change takes time and
our progress has been incremental.

A broader discussion on our climate-related
risks, their link to materiality, and our risk
management approach is provided as part of
our statement onimplementing the
recommendations of the Task Force on
Climate-related Financial Disclosures
located on pages 66-67.

One of the fallouts of the COVID-19
pandemic was higher than normal
resignation rates reported by many
companies — often referred to as the 'Great
Resignation’. We maintained good retention
rates (85% in 2021 vs 89% in 2020) although
we did see challenges in certain employee
groups, primarily truck drivers and business
developers in some countries.

Although CCHBC has considerable
experience in working in emerging markets,
Egypt has a unique risk profile. We are
working closely with the Egyptian team

to better understand the risks and
opportunities inherent in the business and
to share best risk management practices.
Coca-Cola HBC and CCBCE established a
jointintegration management teamin late
2021 to ensure seamless transition of the
Egyptian business into our ERM and IMCR
programmes in 2022.

Political and security context

After a number of tumultuous years, the
current Egyptian government has been
very stable. The recent lifting of the state
of emergency that had been in place since
2014 and a statement of support from the
IMF on its macroeconomic reforms are
indicators of a positive outlook.

Emergingrisks

Employee health and engagement
in new ways of working

One of the outcomes of the COVID-19
pandemic has been a rise in the number

of our people working from home. As home
working or hybrid arrangements are
becoming more permanent, the Company
has less direct control over the provision

of safe and productive working conditions
as we do in our office spaces. This increases
the risk of occupational injuries impacting
employee safety and our reputation as a
caring, responsible employer; as well as
increased costs of lost time and potential
compensation claims.

In addition, the risk of our people feeling
isolated and less engaged increases.

This may impact their mental health and
reduce the level of teamwork; and individual
and group productivity whichis critical to
meeting one of our strategic Growth Pillars,
see 'Cultivate the potential of our people'
pages 40-42. [t may decrease our
attractiveness as an employer of choice
and decrease our retention rates. Itis critical
that our line managers have the right skills
to support our people to stay connected
and engaged with the Company. We also
need to utilize new technologies to
support productive work, team building

and engagement.

Major infrastructure projects including the
construction of rail networks, roads and
bridges are also providing jobs and stability.

Our Egyptian business has a very robust
security programme, led by an experienced
management team that will continue

to monitor the security environment and
maintain effective mitigation programmes
to protect our people and our key assets.

Competitive environment

As Egypt is one of the few countries

in the world where Coca-Cola does not
have leading market share, we expect our
primary competitors to be concerned
about the additional capability that
Coca-Cola HBC will bring to support an
already successful business. We expect
them to respond strongly. We are very
positive about the impact enhanced



We will continue to monitor the impact

of new working arrangements through
employee listening mechanisms, including
regular employee surveys, as well as provide
support through our employee assistance
programme and Mental Wellbeing policy,
guidance and other support materials.

Changing retail landscape

The Covid-19 pandemic has had both
positive and negative impacts on retailers.
We expect continuing changes as large
retailers and buying groups grow and
consolidate, increasing their pricing power.
This can lead to increasing pricing pressure
on our business which could reduce

our profits.

Smaller retailers have continued to face
challenging economic conditions and in
some cases the removal of government
subsidies in some countries may have further
negative impact on them. Our business is
significantly dependent on smaller retailers
to deliver our products to consumers,
particularly in emerging markets. If smaller
retailers don't survive, we may lose part of
an important channel for delivering our
products to consumers which could reduce
our revenue. It is important that we continue
to assist smaller retailers by helping them
build their capabilities and leveraging our
growing e-Commerce expertise.

route-to-market and revenue growth
management capabilities will have on our
competitive position in the medium to
longer term.

Economic conditions

Egypt has arelatively high inflation rate and
also imports ingredients paid in US dollars.
Exchange rate fluctuations and inflation
may affect the profitability of the business.
CCHBC has well developed capabilities to
manage these uncertainties.

Sustainability

While the Coca-Cola business in Egypt
has prioritised several key areas in its own
sustainability strategy, such as packaging
collection, community investment and
water stewardship, there are other areas
that will require focus and investment

A significant part of changes in retail is the
continuing growth of e-commerce.
E-commerce provides exciting opportunities
for our company to enhance our relationship
with customers and consumers that can
drive revenue growth. In 2021 for example,
we more than quadrupled orders made on
our online customer portal to over 8% of

all transactions. Our e-Commerce sales
grew by 87%.

As digital and e-commerce grows,
competition from new entrants and existing
industry competitors; or failing to invest
sufficiently orimplementing an effective
digital commerce strategy could impact
our revenue growth.

Sustainable sourcing

In the short to medium term, we expect
increasing environmental, social and
corporate governance (ESG) due diligence
requirements across our supply chain,
including new directives such as the

EU Mandatory Due Diligence regime.

While we have a good understanding of ESG
performance in our larger suppliers, we
may increasingly be held responsible for the
actions or lack of compliance of suppliers
deeper in our supply chain where we have
less visibility. This increases the amount

of management time spent in due diligence
and can lead to reputation risks, and fines
as well as additional costs in finding
alternative suppliers.

to bring them in line with our sustainability
goals. CCHBC is committed to doing this as
part of our long-term sustainability strategy.

Water

Egyptis almost entirely dependent on the
River Nile as its source of water. Ethiopia’'s
construction of the Great Renaissance
Dam across the Blue Nile, which provides
around 85% of the Nile's water, has led to
tensions over water access. This is a key
risk for Egypt. We remain optimistic that
the countries impacted, primarily Egypt,
Sudan and Ethiopia, will find a peaceful
long-term solution that will allow Egypt
to meet its water needs into the future.
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Our relationships with suppliers are critical
for us to meet our sustainability objectives
as outlined in Growth pillar ‘Earn our licence
to operate’ page 48 and 'Fuel growth through
competitiveness and investment’ on pages
35-36. To ensure that we are able to meet
increasing stakeholder and regulatory
expectations, we will continue to build our
relationships with suppliers through initiatives
such as our supplier sustainability forums

as well as greater engagement to ensure
more sustainable sourcing (e.g. training, joint
initiatives, joint sustainable goal setting etc.)

In the longer term, many of our suppliers,
particularly in key agricultural ingredients
such as sugar and fruit juice, will be impacted
by climate change. This could lead to
increased costs due to increased scarcity
or having to use alternative suppliers
oringredients. As part of our climate risk
assessment process, we are conducting
deeper assessments into the potential
impact of climate change on our suppliers
and the implications for our business.

We will continue working with our suppliers
to support them in setting and delivering
science-based carbon reduction targets.

NN
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Managing risk and materiality continued

Principal risks

Description

Potential impact

1. Plastics and
packaging waste

Concerns related to packaging
waste and plastic pollution.

» Decreased credibility in public discussions

+ Long-term damage to our reputation and
licence to operate

+ Increased cost of doing business, including
discriminatory taxes
+ Loss of consumer base

2. Changing retail
environment

The risk of significant changes to
consumer purchasing behaviour
and customer requirements.

+ Reduced availability of our portfolio and overall
profitability

3. Commodity costs

The risk of raw material pricing
fluctuations, particularly resin,
sugar, gasoil and aluminium.

» Increased input costs

4. Product-related
taxes and regulatory
changes

The risk of governments imposing
taxes and regulatory changes such
as beverage taxes, sugar upper
limits, sweetener restrictions,
additional labelling requirements.

+ Costincreases that cannot be passed onin
price

 Increased costs to meet additional regulatory
reguirements

» Brand and reputation damage

» Forced changes in the portfolio mix

5. Foreign exchange
fluctuations

The risk of foreign exchange
volatility and rate fluctuations
caused by uncertainty and
complexity of macroeconomic
environment and geopolitical
developments, exacerbated by
COVID-19.

+ Financial loss

 Increased cost base

+ Assetimpairment

+ Limitations on cash repatriation

6. Cyber incidents

A cyber attack or data centre
failure resulting in business
disruption, or breach of corporate
or personal data confidentiality.

+ Financial loss

+ Operational disruption

- Damage to corporate reputation

» Non-compliance with data protection
legislation (e.g. GDPR)

Principal risks
trend

o
o

Increasing
Stable

Decreasing

Risk included
in viability
assessment

Link to growth
pillars

7. Geopolitical and
security environment

Volatile and challenging
macroeconomic, security and
geopolitical conditions. The risk
of civil unrest and conflict with
other countries.

- Safety of our people
« Disruptions to our operations

- Financial impact of economic and
other sanctions

8. Managing our
carbon footprint

The risks and opportunities
associated with reducing carbon
emissions along our value chain.

+ Opportunity to reduce costs and enhance
relationships with key stakeholders through
increased use of renewable energy and
new technologies

+ Reputation costs of not meeting our
sustainability commitments

» Costs associated with moving to low GHG
emissions, low-emission coolers, vehicles

+ Future carbon taxes

 Scarcity of resources impacting production
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Key mitigations

« World Without Waste global vision .
« Mission 2025 packaging-related commitments
 Partnerships with local communities, NGOs, start-ups and academia to manage packaging recovery .

and minimise environmental impacts

63

Link to material issues

Packaging and waste
management
Sustainable sourcing

« Prioritisation of assortment per channel to drive higher margin packs .

« Enhanced marketing campaigns to capture growing occasions of socialising at home accelerated
by COVID-19 restrictions

+ Refreshed and enhanced key account capabilities and tools to partner and grow profitable revenue
with customers

+ Work closely with our out-of-home channel customers to drive transactions and support them selling online
to more effectively manage the impact of COVID-19, or in their reopening as restrictions ease

+ Accelerate Right Execution Daily (RED) to support our commitment to operational excellence

« Develop our digital and e-commerce capabilities to capture opportunities associated with existing and new
distribution channels

+ Localised management plans in specific countries dependent on channelimpact and risk and including
variance in the impact of COVID-19 restrictions

Economicimpact

+ Pricing volatility managed by Treasury/Procurement departments for hedgeable raw materials universe .
through hedging/fixing of forward prices .

» Protocols are in place under the Treasury and Procurement Policies endorsed by the Board

+ Reporting and visibility to the Financial Risk Management Committee and the Audit and Risk Committee

+ Recovery through pricing whilst maintaining growth, avoiding disruption and still being competitive

Economicimpact
Sustainable sourcing

+ Focus on product innovation and expansion to a 24/7 beverage portfolio .
» Expand our range of low- and no-calorie beverages .
+ Proactive approach to better understand concerns undertaken by Corporate Affairs and Sustainability .

in conjunction with our The Coca-Cola Company counterparts.
» Country-specific response plans to address the specific localised nature of the risk.

» Group strategy focusing on proactive and reactive advocacy with strategic plans, tax risk assessments,
assets repository and targeted business unit support plans in place

Corporate citizenship
Responsible marketing
Economic impact

« Treasury policy requires, where possible, the hedging of 25% to 80% of rolling 12-month forecasted .
transactional foreign currency exposure

+ Hedging beyond 12 months may occur in exceptional cases subject to approval of Group CFO

« Derivative financial instruments are used, where available, to reduce net exposure to currency and commodity
price fluctuations

Economicimpact

+ Implement a NIST-aligned cyber security and privacy control framework and monitor compliance .
+ Safeguard critical IT and operational assets

« Enhanced ability to detect, respond and recover from cyber incidents and attacks

 Foster a positive culture of cyber security

» Monitor threat landscape and remediate associated vulnerabilities

+ Cyber-related crisis management (IMCR) exercise with Executive Leadership Team

Economicimpact

+ Monitoring systems established with defined indicators to provide warning of escalation .

 Security risk assessments developed on a country-by-country basis to inform robust security plans

+ Business continuity programmes take into account risks associated with unrest and conflict and the °
impact of sanctions

» Continued development and training in IMCR programme

Employee wellbeing
and engagement
Economicimpact

» Approved science-based targets for 2030 and net zero commitment for 2040 .
» Energy management programmes and transition to renewable and clean energy .
+ Engagement and partnering with local and international stakeholders
» Focus on sustainable procurement
+ Areas of risk monitored by country risk teams and specific tactical plans in place across the operations.
+ Physical risk analysis including quantification and stress testing (consistent with TCFD requirements)

and natural disaster plans in place across the operations

+ Review of Egyptian operations to understand impact on Group

Climate change
Sustainable sourcing
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Managing risk and materiality continued

Principal risks

Description

Potential impact

Principal risks
trend

Decreasing

Risk included
in viability
assessment

Link to growth
pillars

9. Water availability
and usage

Therisks related to water

availability, water stress and water

quality in our areas of operation,
exacerbated by the effects of
climate change and excessive

water consumption in a catchment

area leading to unsustainable
water availability.

Lack of water for local communities which
diminishes our licence to operate and damages
our brand reputation

Insufficient water or increased costs to
manufacture our products

10. Health and safety

Therisk to the health and safety
of our people as aresult of

occupational workplace accidents,

incidents and illnesses (including
COVID-19 management).

Fatalities and/or serious injury and illness

of employees, contractors, third parties and
members of the public

Business continuity for people being absent
from work due to infection or self-isolation due
to COVID-19

Mental wellbeing of our people

11. People retention

Inability to attract, retain and
engage sufficient numbers

of qualified and experienced
employees in highly competitive
talent markets.

Failure to achieve our growth plans

12. Suppliers and
sustainable sourcing

Inability to secure supply of key
ingredients, packaging and
services at a reasonable cost
because of supply-demand
imbalances and/or crop yields.

Production disruptions
Increased input costs

13. Ethics and
compliance

The risk of fraud against the
Company as well as risk of

anti-bribery and corruption (ABAC)

fines or sanctions if our

employees, or the third parties we
engage to deal with governments,

fail to comply with ABAC
requirements. The risk of
inadvertent non-compliance with
international sanctions in certain
countries.

Damage to our corporate reputation
Significant financial penalties
Management time diverted to resolving
legalissues

» Economic loss because of fraud

and reputational damages, fines and penalties,
in the event of non-compliance

14. Quality The risk of serious product quality  lllness to consumers

issues or contamination of our + Reputation damage

products. « Regulatory intervention
° » Adverse financial impact
15. Strategic We rely on our strategic » Termination of agreements or unfavourable
stakeholder relationships and agreements renewal terms could adversely affect
relationships with The Coca-Cola Company profitability

(including Costa Coffee), Monster
Energy and our premium
Spirits partners.
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Key mitigations Link to material issues
« l|dentification and implementation of water stewardship programmes in water priority locations » Water stewardship
to mitigate shared water risks + Sustainable sourcing

- Alliance for Water Stewardship certification for all plants
+ Source vulnerability assessment for all plants
» Implement water usage reduction plans

+ Deployment of Behaviour Based Safety (BBS) programmes » Employee wellbeing and
+ End-to-End (E2E) contractor management process engagement
» Health and Safety Board to continue
+ The Coca-Cola Company lifesaving rules in place and incorporated in CCHBC Baseline
Assessment programme
» COVID-19 pandemic protocols in place across the entire organisation and reviewed regularly
» Business continuity plans updated and tested
» Regular country and System lessons learned shared across the entire organisation
« Increased focus on mental wellbeing in Employee Assistance Programme

» Upgrade our Employer Value Proposition and Employer Brand « Employee wellbeing and
» Develop leaders and people for key positions internally, improve leaders' skills and commitment to engagement

talent development » Humanrights, diversity
« Continuous employee listening to address culture and engage effectively andinclusion
» Promote aninclusive environment that allows all employees to achieve their full potential + Corporate citizenship

» Create shared value with the communities in which we work to ensure we are seen and considered
as an ethical business with an attractive purpose

« Expand talent pool by hiring more diverse workforce

- Contracted volumes of key ingredients and packaging materials « Economicimpact

+ Contracted prices when feasible - Sustainable sourcing
+ Ensure hedgeable contracts

» Expand supplier base and introduce new/alternative suppliers

+ Secure raw materials for suppliers to provide security of supply

+ Annual ‘Tone from the Top' messaging » Corporate governance
» Code of Business Conduct, ABAC and commercial compliance training and awareness campaigns for
our entire workforce and training on international sanctions for our employees exposed to this risk

« Allthird parties that we engage must comply with our Supplier Guiding Principles, which include ABAC
and international sanctions compliance

« All'third parties that we engage to deal with governments on our behalf are subject to ABAC due diligence.
Screening of third parties and transactions potentially exposed to international sanctions risk

+ Cross-functional joint task force in Nigeria that proactively addresses risks in our key operations

+ Risk-basedinternal control framework and assurance programme with local management accountability

« Periodic risk-based internal audits of ABAC compliance programme

+ Speak Up!hotline

+ Fullimplementation of CCHBC Quality and Food Safety prevention programmes » Product quality
+ Quality and Food Safety management system certification.
+ Quality and Food Safety capabilities development programmes implementation as part of Maturity
Matrix programme
- Elevated supplier quality management
» Continued development and training in IMCR programme

- Management focus on effective day-to-day interaction with our strategic partners » Economicimpact
« Working together as effective partners for growth « Corporate governance

» Engagementin joint projects and business planning with a focus on strategic issues
- Participationin 'top-to-top' senior management forums
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Managing risk and materiality continued

Managing
climate
changerisk

Assessment and mitigation

of climate-relatedriskiis
integrated into our enterprise
risk management programme,
which underpins our robust,
risk-based approach to the
physical and transitional risks
associated with climate change.

We analyse our internal data and work with
recognised specialist agencies, our
insurance brokers and insurers to obtain
regional analysis of climate science.

This helps us make informed decisions and
improves our understanding of the potential
climate vulnerabilities in our operations
and the communities in which we operate.
This data and resulting analysis is shared
across our business units, supporting
climate resilience across our planning

and operations.

At Coca-Cola HBC, we believe that the
recommendations of the Task Force

on Climate-related Financial Disclosures
(TCFD) are animportant step in the
establishment of a framework for reporting
climate-related risks and their financial
impacts. We support efforts to improve

the quality and consistency of disclosures,
having been aleader in the field with our first
carbon reduction commitments in 2006 and
an early adopter of science-based targets.

The Board continues to have oversight

of climate-related risks and opportunities
through the activities of the Social
Responsibility Committee and the Audit

and Risk Committee. The Coca-Cola System,
including Coca-Cola HBC, has identified
eight material risks relating to the physical
and transitional impact of climate change

on our business.

These are depicted in the diagram on page 70.

The eight risks are linked to Principal risks
"Plastics and packaging waste' and 'Managing
our carbon footprint' see page 62; and 'Water
availability and usage' and 'Suppliers and
sustainable sourcing’ page 64.

Water scarcity is classified as a physical risk
while the potential impact of changing water
regulations is classified as a transitional risk.

Access to good-quality water, a key
ingredient in our products, is critical for the
sustainability of our business as well as for
the communities where we operate.

In 2021, we enhanced our understanding

of climate-related risks by conducting a
comprehensive quantitative assessment

of water risk (see Managing water risk across
our territory on page 71). We will continue

to refine our water risk assessment annually.
In 2022, we will also build on our experience
in quantitative climate risk assessments by
adding an assessment of risks associated
with carbon emissions.

Our response to climate change transcends
all areas of our strategy and operations and,
as aresult, our TCFD disclosures can be
found throughout this report. The table

on page 67 explains where our disclosures
on climate change can be found in this
report and how the information aligns to
the TCFD recommendations.

For additional information on our climate-
related disclosures, CCHBC makes an
extensive, annual submission to the global
environmental disclosure organisation,CDP.
Our 2021 submission is publicly available at:
2021 CDP Climate response

Due to the size of this disclosure document,
we do not include the full submission here.

Governance of climate-related
risks and opportunities

To ensure that climate-related risks and
opportunities are given the highest level
of oversight and are embedded into the
strategy and mission of our Company,

our assessment and management of the
potential impact of climate change is
supervised by Board's Social Responsibility
Committee (SRC).

The SRC is responsible for establishing the
principles governing environment, climate
impact and water security management;

and for ensuring effective processes and
systems are in place to implement our
sustainability strategy. The SRC regularly
reviews the Group's performance in achieving
environment, climate, water and socially
relevant goals and ensures that sustainability
and climate objectives are fully integrated
into the Group's business strategy.

The Chief Corporate Affairs and Sustainability
Officer provides regular updates to the SRC
onthe Group's progress.

The assessment and management of
climate-related risks and opportunities
are integrated into the Group's enterprise
risk management process, see page 58.
The Board's Audit and Risk Committee
oversees all business risks, including
environmental and climate risks.

The Chief Risk Officer provides the Executive
Leadership Team (ELT) and the Audit and
Risk Committee with quarterly updates

of these risks.

At management level, climate-related
matters are supervised by the ELT which
includes the Chief Corporate Affairs and
Sustainability Officer. Led by the Chief
Executive Officer, the ELT has responsibility
for reviewing the assessment of the impact
of climate-related risks and opportunities,
the development of long-term strategies

to manage the impact of climate change, the
setting of annual targets and the approval of
annual business plans which form the basis
of the Company performance management.
The ELT meets on a monthly basis and
reviews the performance of the Company,
including progress against the Group's
strategic pillars, in which climate-related
issues and their impact are embedded, as
well as, progress against the Group's climate
goals and targets.

We have also established a cross-functional
working group with experts from different
functions (Risk, Procurement, Finance,
Environment, Supply Chain, Engineering,
Sustainability) who have been studying
different climate scenarios and assessing
qualitatively and quantitatively the risks and
opportunities inherentin those scenarios.
A related cross-functional group has been
working to develop our science-based
carbon reduction targets and our
NetZeroby40 goal and plans. They meet
regularly (at least monthly) and present their
work to the ELT.

Strategy and risk management
Climate-related risks and opportunities are
assessed as part of our well-established
enterprise risk management programme
and our approach to managing our principal
risks is holistic and integrated. The impact of
climate change and emissions are linked to
our water stewardship, sustainable sourcing
and packaging waste agendas. In our Mission
2025 sustainability commitments, climate
change and emissions reduction, water
stewardship and water use reduction,
ingredient sourcing, and packaging waste,
together contribute to four of our total six
sustainability pillars.

We consider all risks, including climate-
related risks, over a range of timeframes
and these are integrated into our business
planning processes. Short-term risks

(1-2 years) are linked with Company
business planning yearly cycles; mid-term
risks (3-5 years) are linked with our strategic
planning process; and long-term risks

(6-10 years) are linked with our long-term
planning process.



https://www.coca-colahellenic.com/content/dam/cch/us/documents/a-more-sustainable-future/strategic-pillars/CDP%20RESPONSE%202021_COCA-COLA%20HBC%20AG_CLIMATE_CHANGE.pdf.downloadasset.pdf

As part of our ERM programme, our risk
assessments include an assessment of the
likelihood of the risk eventuating and the
impact of a variety of factors including health
and safety, financialimpact, damage to
reputation and brands, business
interruption, and management effort.

Details of our analysis of climate-related
risks and opportunities on the Group's

business, strategy and financial planning
in the whole value chain and identified eight
risks are disclosed on the next pages.

Incentives for meeting our Mission 2025
sustainability goals are part of the
compensation for members of the ELT.
Targets related to energy usage, emissions
reduction, water usage, sourcing and
packaging are linked to annual bonuses for
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appropriate employees. We have introduced
carbon reduction in the whole value chain as
part of the long-term incentive plan (LTIP)
for managers eligible for that plan.

Location of TCFD aligned disclosures

Governance: Disclose the Company’s g
and opportunities

a) Describe the Board's oversight of
climate-related risks and opportunities

b) Describe management's role in identifying,
assessing and managing climate-related risks
and opportunities

overnance around climate-related risks

Social Responsibility Committee, pages 116-117

Audit and Risk Committee, pages 108-111
Risk and materiality, pages 56-65;
Managing climate change risk, pages 66, 68-70

Compliance status

a) Fully consistent

b) Fully consistent

Strategy: Disclose the actual and potential impacts of climate-related risks
and opportunities on the Company’s business, strategy and financial planning

where material

a) Describe the climate-related risks
and opportunities that the organisation
has identified over the short, medium
andlongterm

b) Describe the impact of climate-related risk
and opportunity on the Company's business,
strategy and financial planning

c) Describe the resilience of the
organisation's strategy considering different
climate-related scenarios, including a
2-degree or lower scenario

D)

Materialissues, pages 56-57; Principal risks, pages 62-65
2021 CDP Climate response, pages 14-21

Principal risks, pages 62-65
Earnour licence to operate, pages 44-51
2021 CDP Climate response, pages 21-37, 40-44

Managing climate change risk, pages 66, 68-70
2021 CDP Climate response, pages 38-44
Managing water risk across our territory, page 71

a) Fully consistent

b) Work in progress — qualitative impact has
been completed for the whole value chain;
however, more work will be done on
understanding the quantitative impact on
business strategy and financial planning.
We expect this work to be completed by
end 2022.

c) Work in progress —work has been done
with two scenarios related to physical and
transitional risks associated with the impact
on water availability and costs. More work will
be done on the impact of other elements of
climate change. We expect this work to be
completed by end 2022.

Risk management: Disclose how the Company identifies, assesses and manages
climate-related risks and opportunities

a) Describe the Company's process for
identifying and assessing climate-related risks
and opportunities

b) Describe the Company's process
for managing climate-related risks
and opportunities

c) Describe how these processes
are integrated into the overall risk
management programme

Risk and materiality, pages 56-65

Principal risks, pages 62-65

Key performance indicators, pages 47, 50, 54-55
2021 CDP Climate response, pages 13-21
Managing climate change risk, pages 66-71

Risk and materiality, pages 56-65

a) Fully consistent

b) Fully consistent

c) Fully consistent

Metrics and targets: Disclose the metrics and targets used to assess and manage climate-

related risks and opportunities

a) Disclose the metrics used by the
organisation to assess climate-related risks
and opportunities in line with its strategy
and risk management process

b) Disclose Scope 1, Scope 2, and, if

appropriate, Scope 3 greenhouse gas (GHG)
emissions, and the related risks

c) Describe the targets used by the
organisation to manage climate-related risks
and opportunities and performance

against targets

NetZeroby40 target across the whole value chain, page 46

Charts on page 47 with all Scopes

Mission 2025 commitments reated to the following pillars:

climate and renewable energy, water reduction and
stewardship and Word Without Waste on pages 54-55

2021 GRI Content Index, Environmental table, pages 38-40

a) Work in progress. We have well-defined
metrics on the impact of climate change on
water and transition risk of carbon price, but
other elements are largely qualitative at this
stage. We expect this work to be completed
by end 2022.

b) Fully consistent

c) Fully consistent. Our Mission 2025
commitments, approved science-based
targets and NetZeroby40 commitment
provide clear targets.
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Managing risk and materiality continued

Physical risks

1. Disruption to
manufacturing from
extreme weather

Extreme weather events
including floods and storms can
disrupt and/or damage our
manufacturing facilities leading
to aninability to supply products
to our customers and significant
costs associated with repairs.

It can also lead to injuries to

our people.

We assess the risk of business
interruption from a range of
causes as part of our strategic
and operational risk reviews.
We currently mitigate the
financial costs of extreme
weather events through our
property damage insurance
programme. This includes
annual surveys of our facilities
by external risk engineers.

We have also established a
robust business continuity
programme to prevent and
minimise losses. During the year,
we carried out additional
assessments of plants and
warehouses at risk due to
extreme weather. While there
has been anincrease inthe
number of extreme weather
events that have been attributed
to climate change, we have not
identified a direct impact on our
manufacturing at this stage and
consider this alonger term risk.

We recognise that much of the
data we currently use in our
assessments is based on
historical information. In 2022,
we will include projected data
using at least two different
climate scenarios to enhance
our understanding of the
potential impact on our
manufacturing.

Physical risks are those caused by higher

concentrations of greenhouse gases in the
atmosphere, which in turn lead to higher
average temperatures, more acidic oceans,
changing weather patterns and rising

sealevels.

Extreme weather and changing weather
and precipitation patterns can impact our
business in the following ways:

2. Disruption to
distribution caused by
extreme weather

Extreme weather may impact
key transport and logistics
routes and reduce access to
our fleets. This may impact our
ability to distribute our products
to markets as well as the safety
of our employees and
contractors.

We assess the risk of business
interruption from a range of
causes as part of our strategic
and operational risk reviews.
We currently mitigate the
financial costs through our
insurance programme as well
as use of third-party logistics
providers. We have also
established a robust business
continuity programme that
includes management of
extreme weather to protect our
people and to minimise losses.

While we have seen anincrease
in the number of extreme
events such as storms and
bushfires that have been
attributed to climate change,
we have not identified a direct
impact on our distribution
systems at this stage but we do
expect this risk to increase over
the longer term.

In 2022, we willinclude projected
data using at least two different
climate scenarios to enhance
our understanding of the
potential impact on our
distribution system.

3. Reduced ability

to produce as result

of water scarcity

Access to water is fundamental
to our business and to the
communities we operate in.

We have assessed the impact
that climate change may have
on the cost and availability of
water both for our needs and
the needs of the local
communities that we operate
within as part of our assessment
of Principal risk "Water availability
and usage',

A number of our plants are
locatedin areas that are or will
be facing water challenges.
These plants are referred to as
‘water priority’ plants.

During the year, we conducted
an extensive quantitative
assessment of the impact of
two different climate scenarios
on the availability and cost of
water by 2030 and 2040.

This assessment is outlined
onpage 71.

As noted in this assessment,
we do expect climate change to
have animpact on our business
over the longer term.

4.Impact on the

cost and availability

of ingredients

We continue to assess the
impact of climate change on
the availability, quality and price
of key ingredients as part of our
assessment of Principal risk
‘Suppliers and sustainable
sourcing'.

This impact is due primarily to
predicted changes to weather
and precipitation patterns.
While we are currently seeing
changes in weather patterns
that have been attributed to
climate change, and expect
those changes to continue,
we have not identified a direct
impact on our business at this
stage. We therefore consider
this alonger termrisk.

During the year, we continued

to assess the ability of our
suppliers and alternative
suppliers to continue to supply
key ingredients at the quality,
quantity and cost that we expect
under different conditions.

Moving forward, we will
undertake further work to
assess how our suppliers may be
impacted by changes in weather
and precipitation patterns under
different climate scenarios.




Transitionrisks

5.Increased costs across
our value chain from
GHG regulations

Our business emits greenhouse
gases (GHGs) across our value
chain. Actions to introduce
carbon pricing could

increase costs of packaging,
manufacturing, distribution and
cold drink equipment over the
medium term.

During the year, we assessed
the impact of changing GHG
regulations as part of our
assessment of Principal risk
‘Managing our carbon footprint'.
We assessed the operational
costs of carbon taxes on direct
emissions and capital
expenditures needed to reduce
our carbon emissions based
ona 1.5°C warming scenario.

In December 2020, we received
an approval of our carbon
reduction targets by the Science
Based Targets initiative and we
are committed to reducing our
Scope 1 and 2 emissions by 55%
by 2030 vs 2017 and our Scope
3 emissions by 21% for the
same period.

In 2022, we will extend our
quantitative analysis of the
impact of climate change to
include the financial impact of
managing our carbon footprint.

The physical effects of climate change

will be limited if action is taken to force a
transition to a low-carbon economy. This will
require regulatory, market and technological
changes. The speed and severity of these
changes will have an impact on our business.
Afaster and more aggressive approach by
governments, for example, will have a more
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The transition to alow-carbon economy
also presents a number of opportunities
for our business. Our investments in new
technologies not only help us meet the
expectations of key stakeholders to do our
part to reduce carbon emissions, but they
also present opportunities for significant
cost savings.

significant financialimpact than a more

gradual approach.

6. Increased cost
of packaging

Our business uses various types
of packaging materials and
delivery methods with different
carbon footprints. Regulations
designed to decrease the use
of packaging materials that
contribute to GHG emissions
could increase our costs.

We are already starting to see
governments considering
additional taxes on single use
plastics. This risk is therefore
considered a short to medium
termrisk.

We include an assessment of
the risk of increased cost of
packaging resulting from climate
change as part of our
assessment of Principal risk
'Plastics and packaging waste'.

During the year, we continued to
introduce more innovative ways
to reduce packaging. As part

of our World Without Waste
initiative, we are making
concerted efforts to increase
the amount of recyclable
packaging across our
operations, use more recycled
PET and refillable packaging
and help collect the packaging
materials we place on the
market.

7.Increased costs

and disruptions due

to water regulations

As noted in Physical risk #3,
water is fundamental to our
business. We continually assess
the impact of changes to the
cost of water or placement

of restrictions on the availability
of water as part of the
assessment of Principal risk
‘Water availability and usage'.
These changes may impact our
ability to produce orincrease the
cost of production over the
medium to longer term.

We are reducing our water
usage across our business and,
as part of our Mission 2025
sustainability commitments,
have committed to a 20%
reduction in water usage in our
water priority plants. We are also
closely monitoring the potential
for additional taxes, levies or
restrictions in the availability

of water.

In 2021, we conducted an
extensive guantitative
assessment of the impact of
two different climate scenarios
on the availability and cost of
water across our business by
2030 and 2040. Shorter-term
transitional costs were
considered as part of that
assessment. For further
information on our water risk
assessment, see page 71.

8. Damage to the
reputation of the
beverage sector

We are reliant on the brand
value and positive reputation
of Coca-Cola. Consumer
perceptions of the beverage
sector as a contributor to
climate change may impact the
reputation of our business and
brands and ultimately demand
for our products.

In addition, being seen as part

of the problem leads to the
targeting of the beverage sector
for new and/or increasing
climate-related taxes. We
constantly monitor the
likelihood and impact of these
changes as part of our
assessment of Principal risk
'Product-related taxes and
regulatory changes'. As some

of our countries have introduced
or are actively considering
introducing additional taxes,

we consider this to be a
short-termrisk.

Our Mission 2025 sustainability
commitments and strong
cultural commitment to being

a contributor to the solutions to
climate change are designed to
take advantage of opportunities
associated with those changes,
protect our business and
protect our reputation as a
responsible Company.
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Managing risk and materiality continued

The impact of climate change risk

The Coca-Cola Company and its global bottling partners, including
Coca-Cola HBC, have identified eight material risks relating to the

physical and transitionalimpact of climate change on our business
and these are depicted in the following diagram.

For more details on these eight risks, please see previous pages 68
and 69, where the colour codes of the risks reflect the diagram below.
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Managing water risk
across our territory

In 2021, we conducted a
detailed assessment of the
impact of climate change on
the availability and cost of water
across all of our markets under
different climate scenarios.

We recognise that we have a responsibility
over and above meeting our production
needs. Access to clean wateris a
fundamental humanright and we are
committed to ensuring water security for
local communities as well as our business
in areas of water stress.

Climate change is expected toincrease

the level of water stress in a number of our
countries, making water scarcer and more
valuable in those countries. This means that
our costs willincrease, both to meet the
needs of our business but also to ensure

we can replenish the watersheds in those
countries to support local communities.

Inour 2021 water risk assessment, we
focussed on our production facilities to
determine which plants are more likely to be
affected by climate change, the extent to
which they may be affected and the financial
impact of ensuring sustainable supply for

both our production and the local community.

In future years, we will gradually broaden the
scope of our assessment to also consider
water risks associated with our supply chain.

To conduct the 2021 assessment, we
estimated annual production volumes up
t0 2030 and 2040 for each plant, based on
long-range planning estimates. We then
determined the water utilisation rates for
each plant for normal and peak production
as well as the capacity of our water sources
without considering the impact of climate
change. This allowed us to create a
baseline model.

We then used data available from the World
Resources Institute's (WRI) Aqueduct Water
Risk Atlas to identify the impact of climate
change on the watersheds supporting

each plant using both an optimisticand a
pessimistic scenario for climate change
impact. In this assessment, the impact of
climate change is the difference between
water utilisation rates in our baseline and
the WRI scenarios.

The additional increase in water utilization
rates, converted into water volume, was
multiplied by the 'true cost of water to
provide an estimate of the financial impact
of bothincreased production demand and
climate change. For plants in water-stressed
areas — our water priority plants —the cost of
replenishing the watershed based on water
withdrawal was added.

We estimated the additional operating
expense required for each plant to meet
additional water needs, as well as one-off
CapEx requirements where appropriate to
support our risk mitigation programme.

In general terms, our assessment indicated
that climate change is not likely to increase
the number of plants assessed as water
priority plants in our existing territory,
although itis expected to increase the level
of water stress in those areas. Climate
change is unlikely to impact the useful
economic life of any of our plants; however
we will need to invest in additional water
infrastructure to meet our needs as well as
maintain our commitments to replenish the
local watershed in water priority areas.

Optimistic climate scenario

The optimistic scenario we used for
assessment purposes represents a world
with stable economic growth and global and
national institutions making slow but steady
progress towards achieving development
goals. Globally, carbon emissions start
declining by 2040 and temperature increases
are limited to between 1.1 and 2.6 degrees
(RCP4.5).

Under this scenario, our operations in
Armenia, Bulgaria, Greece, Cyprus, Russia,
Italy and Nigeria would be located in
water-risk areas.

By 2030, average baseline water stress is
expected toincrease by 30%. To meet our
production needs as well as replenish the
local watersheds in our water priority areas,
we estimate our annual water costs will
increase by 40% over and above our baseline
costs, and additional one-off CapEx costs

in the lead-up to 2030 of €42million will

be required.

By 2040 under this scenario, average
baseline water stress is expected toincrease
by 47%. To address these risks, we estimate
our annual water costs willincrease by

42% over and above our baseline cost

and additional one-off CapEx costs in the
lead-up to 2040 of €79million will be required.

1. The 'true cost of water'is a Coca-Cola system
multiplier that is used to calculate both the internal
costs of water but also a number of external factors
such as potential for increased taxes and levies.
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Pessimistic climate scenario

The pessimistic scenario used in our analysis
represents a world with uneven economic
development, including higher population
growth but lower GDP growth. Globally,
carbon emissions continue to rise and
average temperature rises between 2.6

and 4.8 degrees (RCP8.5).

As with the optimistic scenario, our facilities
in Armenia, Bulgaria, Greece, Cyprus, Russia,
[taly and Nigeria would be located in water-
risk areas under the pessimistic scenario.

By 2030, average baseline water stress is
expected toincrease by 27%. We estimate
our annual water costs to meet our
production needs as well as replenish the
local watersheds in our water priority areas
willincrease by 45% over and above our
baseline costs. Additional one-off CapEx
costs in the lead-up to 2030 of €30million
will be required.

By 2040, average baseline water stress is
expected to increase by 46%. We estimate
our annual water costs to meet our
production needs as well as replenish the
local watersheds in our water priority areas
willincrease by 41% over and above our
baseline costs and additional one-off CapEx
costsin the lead-up to 2040 of €78million
will be required.

Note: The 'pessimistic’ scenario has less
impact on our business than the 'optimistic’
scenarioin a number of areas. This is because
under the pessimistic scenario used in the
Agueduct modelling, there is less urban
growth. As the majority of our plants are
locatedin or near large urban areas, there

is less stress on the local watersheds.

Mitigating water risk

Efforts to address the risks identified in this
analysis could include watershed protection
and restoration, rainwater harvesting, and
infrastructure improvements to provide
communities with greater access to water
for drinking and sanitation. We will continue
toimplement water usage reduction

plans and obtain certification for our

plants under the Alliance for Water
Stewardship programme.

For more information on our efforts to
address water challenges, see page 50.
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Viability
statement

Business model and prospects

Our business model and strategy, outlined

on pages 6-9 of this report, documents the
key factors that underpin the evaluation of

our prospects. These factors include our:

- attractive geographic diversity;

+ strongsales and execution capabilities;
- ability to innovate;

» market leadership;

+ global brands; and

- diverse beverage portfolio.

As for many companies, the COVID-19
pandemic continued to present a challenging
environment for the Group. Despite
significant changes to how consumers
purchase and consume our products and
the impact on our customers, our strong
cash position and ability to innovate has
shown the Group's business to be robust.

In 2021 we experienced a gradual recovery
from the COVID-19 pandemic as restrictions
onkey channels lifted. There continues to be
uncertainty associated with the risk of new
variants and the ability of governments to
manage the economic recovery.

In the latter stages of 2021, tensions
increased between the governments of
Russia and Ukraine, which led to military
conflictin early 2022. Economic sanctions
were imposed on Russia by the US, UK and
EU as well as many other countries, and
counter sanctions by the Russian
government in retaliation. On the 8th March
2022, The Coca-Cola Company (TCCC)
announced that it is suspending its business
in Russia. At the time of publication the
Group is working closely with TCCC to
implement this decision.

In addition, economic sanctions imposed
on Russia have had a significant impact

on foreign exchange rates for the Rouble
and the price of a number of commodities
such as oil —which affects PET prices, and
aluminum. Countersanctions imposed by
Russia may have animpact on our Russian
operations as well as other countries in our
territory. Although there remains a lot

of uncertainty around how and when this
conflict may be resolved, we have considered
as best we can, the potential impact

in our financial projections in a number

of the scenarios.

The Board considers that there will be
changes to our markets over the longer
term but continues to believe that our
diverse geographic footprint, including
exposure to emerging markets that have
low per capita consumption and therefore
greater opportunity for growth, and a
proven strategy in combination with our
leading market position, offer significant
opportunities for future growth.

Our Board has historically applied and
continues to apply a prudent approach to
the Group's decisions relating to major
projects and investments. From 2017 to
2021, we generated free cash flow of €467
million per year on average.

Key assumptions of the business
plan and related viability period
The Group maintains a well-established
strategic business planning process

which has formed the basis of the Board's
quantitative assessment of the Group's
viability, with the plan reflecting our current
strategy over a rolling five-year period.

The financial projections in the plan are
based on assumptions for the following:

+ key macroeconomic data that could
impact our consumers' disposable
income and consequently our sales
volume and revenues;

+ various scenarios relating to the ability
of governments in some key markets
to manage economic recovery from the
impact of COVID-19 pandemic;

+ key raw material costs, including
the impact of climate change on the
availability and cost of water under two
different climate scenarios (see also
page 71 for more information on our
quantitative assessment of the impact
of climate change on water availability and
cost. Inaddition to 2030 and 2040, we also
included interim calculations to 2026 for
the purpose of our viability assessment);
and the impact of the Russia/Ukraine
conflict on commodity costs;




« loss of sales volume and revenues as
aresult of TCCC's suspension of its
operations for a period of time in Russia;

- foreign currency rates; including the
impact of extended economic sanctions
against Russia and the impact on foreign
exchange rates as a result of the Russia/
Ukraine conflict;

+ spending for production overhead and
operating expenses;

+ working capital levels; and

- capital expenditure.

The Board has assessed that a viability
period of five years remains the most
appropriate. This is due to its alignment
with the Group's strategic business planning
cycle, consistency with the evaluated
potential impacts of our principal risks as
disclosed on pages 62-65 and our
impairment review process, where goodwill
and indefinite-lived intangible assets are
tested based on our five-year forecasts.

Assessment of viability

Qualitatively, we analysed the output of our
robust enterprise risk management and
internal business planning and liquidity
management processes, to ensure that the
risks to the Group's viability are understood
and are being effectively managed.

The acquisition and integration of Coca-
Cola Bottling Company of Egypt (CCBCE')
will occur during the period covered by the
viability statement. Considering the due
diligence and operational review process
performed as well as the acquisition business
case, no risks to the Group's viability over
the five-year period of this assessment have
beenidentified as a result of the acquisition.

The Board has concluded that the Group's
well-established processes across

multiple streams continues to provide a
comprehensive framework that effectively
supports the operational and strategic
objectives of the Group. It also provides a
robust basis for assessment and confirmation
of the Group's ability to continue operations
and meet its obligations as they fall due over
the period of assessment.

Supporting the qualitative assessment was
a quantitative analysis performed as part of
strategic business planning. This assessment
included, but was not limited to, the Group's
ability to generate cash.

As part of our assessment, we considered
the continuing impact of the COVID-19
pandemic to the business and found this

to be limited, considering the strong
performance throughout the development
of the pandemic across our territories and
the re-opening of global economies

along with the progress of vaccination
programmes. However, we also considered
the potential effect of further economic
disruption due to market specifics and the
impact from emergence of COVID-19
variants, along with the Group's proposed
responses. We also considered to the extent
possible, the potential impact of TCCC's
decision to suspend its operations in Russia
for a period of time, as well as sanctions and
counter sanctions as a result of the Russia/
Ukraine conflict.

We have continued to stress test the plan
against several severe but plausible
downside scenarios linked to certain
principal risks as follows:

Scenario 1: The impact of changes to
foreign exchange rates was considered,
particularly the depreciation of foreign
currencies including the Russian Rouble,
also considering effects from the Russia/
Ukraine conflict, and Nigerian Naira. Principal
risks: foreign exchange fluctuations,
commodity costs and geopolitical and
security environment.

Scenario 2: Lower estimates for sales
volumes for various reasons including the
ability of a range of stakeholders, including
governments, in several of our key markets
to manage economic recovery from
COVID-19 pandemic, and the potential
impact of the Russia/Ukraine conflict.
Principal risk: Geopolitical and

security environment.

Scenario 3: Lower estimates for sales
revenue for various reasons including the
longer term, changes brought on by
COVID-19 pandemic on consumer demand
and preferred channels. Principal risk:
Changing retail environment.

Scenario 4: Continued stakeholder focus
onissues relating to sugar and packaging
resulting in the potential for discriminatory
taxation. Principal risks: Plastics and
packaging waste and Product-related taxes
and regulatory changes.

Scenario 5: The impact of higher raw
material costs, was also considered. Principal
risks: Foreign exchange fluctuations and
Commodity costs.
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Scenario 6: The impact of higher
operational costs of water, as a result of
the effects of climate change under two
different climate scenarios, as well as the
capital expenditure required to meet our
water needs as well as the needs of local
communities in water stressed areas.
Principal risk: Water availability and usage.

The above scenarios were tested both in
isolation and in combination. The stress
testing showed that due to the stable cash
generation of our business, the Group would
be able to withstand the impact of these
scenarios occurring over the period of the
financial forecasts. This could be conducted
by making adjustments, if required, to our
operating plans within the normal course

of business, including but not limited to
adjustments to our operations and temporary
reductions in discretionary spending.

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.

Viability Statement

Based on our assessment of the Group's
prospects, business model and viability as
outlined above, the Directors can confirm
that they have a reasonable expectation that
the Group will be able to continue operating
and meetits liabilities as they fall due over the
five-year period ending 31 December 2026.
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Financial review

Strong recovery and momentum
The business delivered a very strong
recoveryin 2021, with all key metrics above
pre-pandemic levels. This is the result
of consistent focus on our strategic

o priorities and disciplined executionin
a volatile environment.

Performance highlights included:

« FX-neutral revenue growth of 20.6%
like-for-like'. Reported revenues +16.9%

+ Volume growth of 14.0% like-for-like,
or 13.0% on a reported basis, propelled by
the Emerging and Established segments

+ Revenue growth managementinitiatives,
led by pricing drove FX-neutral revenue
per case up to 5.8%

« Comparable EBIT grew by 23.6% with
margins +60bps to 11.6%. Reported EBIT
grewby 21.0%

+ Operating costs as a percent of revenue
improved by 2.2pp, driven by operating
leverage, cost saves higher than plan;

30 bps benefit from the Cyprus
property sale

« Thisimprovementin EBIT and EBIT
margins was achieved while increasing
marketing expenditure by 63%, almost
back to pre-pandemic levels

+ Consistent investment behind our
strategic priorities is building growth
momentum. We expanded the roll out
of Costa Coffee and launched Caffe
Vergnano in Q4. We announced our
geographical expansion into Egypt with
the acquisition of Coca-Cola Bottling
Company of Egypt, which closed in
January 2022. And we announced our
commitment to net zero emissions

Strong “=
! + Strongearnings growth, record high free

- cash flow and increased dividend pay-out
& ! target range to 40-50%
executl + The balance sheet remains robust
and flexible.

“The business delivered
a very Stl’OI‘Ig recovery ; 1. ‘Performamce‘un\ess Staﬁed othgrwwge, is negatively

impacted by the change in classification of our Russian

= H Juice business, Multon, from a joint operation to a joint
in 2021’ Wlth a" key | venture, following its re-organisation in May 2020.

- | | Performance is also positively impacted by the
metrICS a bOVG acquisition of Bambiin June 2019, when compared

to 2019. Unless stated otherwise, performance
compared to 2019 is presented on a like-for-like basis.

. For details on APMs refer to 'Alternative Performance
Measures' and 'Definitions and reconciliations
of APMs' sections

. Refertothe condensed consolidated income statement.

. Net Profit and comparable net profit refer to net profit
and comparable net profit respectively after tax
attributable to owners of the parent

pre-pandemic levels.”

N

NN




Income statement

Category growth and ongoing market share
gains drove full year volume up 14.0% on a
like-for-like basis, while reported volume was
up 13.0%, stillimpacted by the reorganisation
in the structure of our Russian Juice
business (Multon).

FX-neutral revenue per case expanded

by 5.8%, or 3.9% excluding pricing taken

to pass on the Polish sugar tax. The strength
of our brand portfolio was evident, with price
taken in 95% of our markets, while market
share expanded.

Category mix improved as we drove the
Sparkling and Energy categories. Package
mix was also accretive thanks to single-serve
incidence in the at-home channel, and

the reopening of out-of-home. The rapid
Emerging segment volume growth resulted
in negative country mix at consolidated
Group level.

2021 FX-neutral revenue increased by 20.6%
on a like-for-like basis.

Prioritisation of the growth opportunities
across our 24/7 portfolio continues to drive
performance and has created a stronger
and more resilient mix of categories.

We accelerated market share gainsin
non-alcoholic ready-to-drink beverages
(NARTD) adding 90bps in value share in
2021, while also improving or maintaining
our Sparkling share position in the

majority of markets.

Reported revenues increased by 16.9%,
which also reflects the negative impact

of the change in accounting treatment

of our Russian juice business (Multon) and
the weakening of the Russian Rouble versus
the Euro.

Comparable gross profit grew by 11.7%
while gross profit margins declined by 170
basis points to 36.2%. We saw headwinds
frominput cost inflation across all our

key commodities of sugar, aluminium

and PET resinin the second half of the
year in particular.

Key financial information

%

2021 2020 change
Volume (million unit cases) 2,412.7 21356 13.0
Net sales revenue (€ million) 7,168.4 6,131.8 16.9
Net sales revenue per unit case (€) 2.97 2.87 3.5
Currency-neutral net sales revenue? (€ million) 7,168.4 5.994.9 19.6
Currency-neutral net sales revenue per unit case? (€) 2.97 2.81 58
Operating profit (EBIT)? (€ million) 799.3 660.7 21.0
Comparable EBIT? (€ million) 831.0 672.3 23.6
EBIT margin (%) 11.2 10.8 40bps
Comparable EBIT margin? (%) 11.6 11.0 60bps
Net profit (€ million) 547.2 414.9 319
Comparable net profit?* (€ million) 578.1 431.4 34.0
Comparable basic earnings per share®* (€) 1.584 1.185 33.7
Percentage changes are calculated on precise numbers.
Balance sheet
2021 2020
€ million €million
Assets
Totalnon-current assets 5,357.4 5,046.0
Total current assets 3,156.9 2,527.1
Total assets 8,514.3 7,573.1
Liabilities
Total current liabilities 2,516.4 2,026.2
Total non-current liabilities 2,880.8 29136
Total liabilities 5,397.2 4939.8
Equity
Owners of the parent 3,114.5 2,630.7
Non-controlling interests 2.6 2.6
Total equity 3,117.1 2,633.3
Total equity and liabilities 8,514.3 7,573.1

Figures are rounded.

FX- neutral raw material cost per case
increased by 8.0%, while comparable COGS
per case increased by 6.3% in the year.
Comparable operating costs increased by
only 7.5% or €125.4 million as we retained
careful cost discipline throughout the year.
We invested behind growth opportunities
incresing marketing spend by 63% in the
year. Balancing investment in revenue
generating activities with cost savings
elsewhere, resulted in a 2.2 percentage
pointimprovement in comparable operating
costs as a percent of revenue, which
reached 25.1%.

Comparable EBIT increased by 23.6%

to €831.0 million,taking comparable EBIT
margins up 60 basis points year on year, to
11.6%. This includes a 30-basis point benefit
from the sale of a property in Cyprusin
December. This divestment is part of our
normal course of business of efficiently
managing our fixed asset base. Nevertheless,
we do not expect a disposal of this
magnitude to repeat.

Comparable taxes amounted to €188.2
million, representing a comparable tax rate
of 24.5%, 420bps lower than the rate in
the prior year as we lapped one-off tax
chargesin 2020.

Net financing costs decreased to €67.6
million, €2.5 million lower compared with
the prior year.This led to a 34% increase
of comparable net profit to €578.1 million.




Financial review continued

Balance sheet

The balance sheet strengthened further in
2021, increasing the headroom to support
investmentin the business as well as the
potential for future inorganic expansion.

FX-neutral revenue growth
year on year

19.6%
Comparable EBIT

€831m

Comparable EBIT margin
growth year on year

+60bps

Total non-current assets increased by
€311.4 million, mainly driven by additions
of property, plant and equipment, currency
translation and the acquisition of a minority
equity shareholding in Caffe Vergnano.

Net current assets rose by €139.6 millionin
2021 mainly as a result of higher investments
in financial assets. Trade receivables and
inventory also increased, only partially offset
by lower cash and cash equivalents and higher
trade payables. Total non-current liabilities
decreased by €32.8 millionin 2021, largely
due to the reclassification of the current
portion of loans payable to joint ventures
from non-current to current liabilities.

Cash flow

Due to animprovement in operating profit
and working capital, net cash from operating
activities increased by 18.8% during the year.

Capital expenditure, net of receipts from
the disposal of assets and including principal
repayments of lease obligations, increased
by 16.4% year-on-year. Investment focused
on four key areas: Building additional
production capacity in priority markets and
categories; expanding the coverage of our
coolers in the market, which are a key driver
of improved single-serve mix; accelerating
investments in our digital agenda; and
continued support of our sustainability
commitments.

Capital expenditure represented 7.5% of
net sales revenue, at the upper end of our
6.5%-7.5% target.

We generated €601.3 million of free cash flow
in 2021, up 21.0% from the €497.0 million
generated in 2020. This result reflects higher
operating profitability, working capital
improvements partially offset by higher
capital expenditures.

Borrowings

Our medium- to long-term aimis to maintain
aratio of net debt to comparable adjusted
EBITDAIntherange of 1.5-2.0 times.

In 2021, we ended the year with a ratio of

1.1 times. In January we completed the
acquisition of Coca-Cola Bottling Company
of Egypt, taking our leverage to 1.6 times.

Our primary funding strategy in the debt
capital markets involves raising financing
through our wholly owned Dutch financing
subsidiary, Coca-Cola HBC Finance B.V.

We use our €5 billion Euro Medium Term
Note (EMTN) and our €1 billion Euro
Commercial Paper (ECP) programmes
as the main basis for financing.

We finished 2021 with an outstanding
balance of €235 million on our Commercial
Paper Programme. We did not issue any new
notes under our Euro Medium Term Note
programme. Our next bond maturity is not
due until November 2024.

At the end of 2021, the Group had €2.6
billion and €0.8 billion available under the
EMTN and ECP programmes respectively
and also €0.8 billion of an undrawn

revolving credit facility (RCF). None of the
aforementioned credit facilities carry any
financial covenants which would restrict the
Group's access to capital.

Dividend

In view of the Group's progressive dividend
policy, the strength of its balance sheet
and healthy liquidity position, the Board of
Directors has proposed a dividend of €0.71
per share. Thisis a 10.9% increase from
the €0.64 per share for 2020. The dividend
payment will be subject to shareholders’
approval at our Annual General Meeting.
Furthermore, we have increased the
target payout ratio to 40 to 50% from
35to 45% previously.

Cash flow
2021 2020
€ million € million
Cash flow from operating activities 1,142 962
Payments for purchases of property, plant and equipment! (514) (419)
Proceeds from sales of property, plant and equipment 36 13
Principal repayments of lease obligations (63) (59)
Free cash flow 601 497

1. Payments for purchases of property, plant and equipment for 2021 include €7.1 million (2020: €nil) relating to
repayment of borrowings undertaken to finance the purchase of production equipment by the Group's subsidiary
in Nigeria, classified as 'Repayments of borrowings' in the condensed consolidated cash flow statement.

Figures are rounded.




Economic value

Hlgher profits combined with lower average
net borrowingsin 2021 resulted in a significant
increase in return on invested capital (ROIC)
from 11.1%in 2020 to 14.8%in 2021.
Adjusted for the property sale in Cyprus,
ROIC was 14.4%.

At the same time, our weighted average
cost of capital (WACC) increased from 7.8%
in 2020to 7.9%in 2021. We continued to
grow the positive economic value generated
by our operations.

Financial risk management

The gradual relaxation of COVID-19 -
related mobility restrictions contributed

to boost economic growth in many of the
geographies where we operate. While this
positively affected several currencies relevant
to the Group, this strong recovery in demand,
coupled with supply chain disruptions led to
the rapid rise of commodity prices including
oil, aluminium and sugar throught 2021.

Effective financial risk management proved
successfulin mitigating a material part of
input costincreases for 2021. At the same
time by adding new risk managed commodity
prices and countries, we enlarged our
application of financial risk management

and secured good entry points for future
commodity exposures as well.

In terms of foreign exchange risk, the Group
is exposed to exchange rate fluctuation of
the Euro versus the US Dollar and the local
currency of each country of our operations.
Our risk management strategy involves
hedging transactional exposures arising from
currency fluctuations, with available financial
instruments on a 12-month rolling basis.

As a matter of Group policy, translational
exposures are not hedged.

Higher commdity prices,along with the
strong Russian macroeconomic position
and prompt tightening of monetary policy,
supported the strong performance of the
Russian Rouble until the fourth quarter

of 2021. At that point, rising geopolitical
tensions had a negative impact on the
Rouble, which was mitigated by our active
financial risk management strategy to a large
extentinthe year.

Following a devaluation early in 2021,

the Nigerian Naira continued to weaken
gradually. The market is still affected by
lingering shortages of foreign currency in the
local foreign exchange market. The Group
continues to make use of risk management
instruments offered in Nigeria, which
compensate a part of the financial impact

of the weakening Naira, albeit not assisting
with the limited liquidity in hard currency.

Our general policy is to retain a minimum
amount of liquidity reserves in the form

of cash and cash equivalents on our balance
sheet. During 2021, we invested our excess
cash primarily in short-term time deposits
and money-market funds.

Looking ahead

With the release of our full year 2021

results announcement on 22nd February,
Coca-Cola HBC set guidance for the year

in a wide range that considered geopolitical
risks, as well as headwinds from commodities
and currencies. However, in the days that
followed this, the conflict in Ukraine developed
further and faster than anticipated.

As of the publication of our integrated
annual report, we believe that it is still too
early to quantify the impact that the evolving
geopolitical crisis and many governments'
developing reactions to it will have on our
business or on our full year 2022 resullts.
Given that we generated c. 20% of 2021
volumes and EBIT from Russia and Ukraine,
combined with the uncertainty of the
duration and economic impact, we no longer
believe that it is prudent to provide guidance
for our group's current financial year.

Ben Almanzar
Chief Financial Officer

Total tax by category in 2021 (%)

® Corporateincometax 49.3%
Withholding tax 4.2%
® Payroll taxes 37.9%
@ VAT (cost) 4.0%
® Environmental taxes 0.2%
Other taxes 4.4%

Taxes we contribute to our
communities

When considering tax, Coca-Cola

HBC gives due consideration to the
importance of earning community trust.
More specifically, we commit to continue
paying taxes in the countries where value
is created and ensure that we are fully
compliant with the spirit as well as the
letter of tax laws and regulations across
alljurisdictions we operate in. In addition,
we commit to being open and transparent
with tax authorities about the Group's tax
affairs and to disclose relevant information
to enable tax authorities to carry out
their reviews.

We support the communities in the
countries where we operate directly,

by creating economic wealth, and also
indirectly, by paying taxes. These taxes
include corporate income tax calculated
on each country's taxable profit,
employer taxes and social security
contributions, net VAT cost and other
taxes that are reflected as operating
expenses. Excise taxes and taxes borne
by employees are not included.

2021 Borrowing structure (€ m)

€2,937m

@ Bonds issued 2,386m
Commercial paper 235m
® Leases 160m
Other 156m




Financial review continued

Segment highlights

Established markets

Established segment FX-neutral revenues grew by 13.9%,

- propelled by both volume and price/mix in 2021. The segment's Volume vs. 2020
revenues closed only 2.1% below 2019 levels. 9 9 O/
ﬁ-"" ltaly, Greece and Ireland all grew volumes by double digits [ O
i thanks to a very good performance from the out-of-home
1 (-' ._:" channel enabled by strong execution. There is room for further FX-neutral net
R~ 7 improvements as we look ahead, considering that volumes in
- 7 the out-of-home channel still remain below 2019 in every market sales revenue per
g in the segment. Meanwhile, the at-home channel finished with casevs. 2020
volumes 5% above 2019. 3 70/
"""""""" EBIT grew by 44% while margins expanded 250 basis points, L o
of which 90 basis points was due to the property sale in Cyprus.
The restis mainly due to positive operational leverage
on revenue growth.
""" Developing markets
. The Developing segment's currency-neutral revenue increased
SN " by 18.0% with price/mix expanding 17.0%. FX-neutral revenues Volume vs. 2020
* % arenow 5.7% above 2019 levels. O 80/
‘ Performance was impacted by the Polish sugar tax. Without it, [ 0
“_‘- the segment's price/mix growth was 5.8%, and volume
r‘ ; growth was up 4.4%.
,.(u . o A FX-neutral net
 Itshould be noted that Poland's volume decline was in line with sales revenue per
our expectations given the magnitude of the price increases case vs. 2020
to offset discriminatory taxation. We are particularly pleased with
T performance of single-serve formats, low- and no-sugar variants 17 O%
"""" as well as our market share gains. We expect Poland's volumes =
toreturnto growthin 2022.
EBIT grew by 4.3% with EBIT margin weighed down by the sugar tax.
Emerging markets
We saw sustained, strong momentum in the Emerging segment
- with like-for-like revenue up 27.1%. FX-neutral revenues are now Volume vs. 2020
. 24% above 2019 levels propelled by Russia, Nigeria and Ukraine 0
as well as recovery in the rest of the segment. 1 8 . 6 /o
Nigerian volumes grew by nearly 30%. Strong performance
in Sparkling and Energy is driving very healthy category mix.
/ Combining this with the pricing taken throughout the year, FX-neutral net
+ allowed high-teens price/mix in Nigeria in 2021. sales revenue per
» casevs. 2020

In Russia volume growth was 25% like for like. The category is
T benefiting from the healthy consumer demand. Our teams have 5 3%
""""" harnessed these conditions, with strong activations in the L

premium part of the market.

EBIT grew by 17.3% and Emerging remains our highest
margin segment.
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Volume (million unit cases)

Net sales revenue (€ million)
Operating profit (EBIT) (€ million)
Comparable EBIT (€ million)
Total taxes® (€ million)
Population? (million)

GDP per capita (US$)

Bottling plants (number)
Employees (number)

Water footprint (billion litres)
Carbon emissions (tonnes)
Safety rate (lost time accidents
>1 day per 100 employees)

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.

2021
590
2,479
286
301
131

94
44,414
15
6,251
3.751
65,577

0.44

2020
537
2,175
203
209
111
94
39,552
15
6,407
3.744
67,450

0.55

% change
9.9
14.0
40.5
43.9
17.4

12.4
(2.4)
0.2
(2.8)

(20.0)

Volume breakdown by country (%)

Italy
Greece
Austria
® Republic of Ireland
and Northern Ireland
® Switzerland
Cyprus

2. Population source: International Monetary Fund, World Economic Outlook Database, October 2021.

43%
18%
13%

13%
11%
2%

2021 2020 %change
Volume (million unit cases) 416 412 0.8
Net sales revenue (€ million) 1,366 1,171 16.6
Operating profit (EBIT) (€ million) 105 97 7.9
Comparable EBIT (€ million) 107 102 4.3
Total taxes! (€ million) 46 63 (27.6)
Population? (million) 76 76 -
GDP per capita (US$) 19,622 17,494 12.0
Bottling plants (number) 9 9 -
Employees (number) 4,261 4,581 (7.0)
Water footprint (billion litres) 3.214 3.159 1.7
Carbon emissions (tonnes) 45,633 44927 1.6
Safety rate (lost time accidents
>1 day per 100 employees) 0.47 0.33 42.4

1. Totaltaxes include 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 by country (%)

©® Poland

© Hungary
Czech Republic
Baltics

® Croatia

® Slovakia
Slovenia

2. Population source: International Monetary Fund, World Economic Outlook Database, October 2021.

43%
22%
12%
8%
7%
6%
2%

2021 2020 % change
Volume (million unit cases) 1,407 1,187 18.6
Net sales revenue (€ million) 3,324 2,786 19.3
Operating profit (EBIT) (€ million) 409 360 13.5
Comparable EBIT (€ million) 424 361 17.3
Total taxes! (€ million) 189 169 12.2
Population? (million) 453 448 1.1
GDP per capita (US$) 6,334 5,705 11.0
Bottling plants (number) 32 32 -
Employees (number) 16,700 16,734 (0.2)
Water footprint (billion litres) 10.721 8.654 239
Carbon emissions (tonnes) 314,582 319,544 (1.6)
Safety rate (lost time accidents
>1 day per 100 employees) 0.14 0.11 27.3

1. Totaltaxes include 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 by country (%)

® Nigeria
® Russian Federation
©® Romania
Serbia and Montenegro
Ukraine
Bulgaria
® Belarus
® Bosnia and Herzegovina
® Armenia
Moldova

2. Population source: International Monetary Fund, World Economic Outlook Database, October 2021. Population includes N. Macedonia.

Figures are rounded. Percentage changes are calculated on precise numbers.

28%
27%
14%
10%
10%
4%
3%
2%
1%
1%




COCA-COLAHBC

Delivering 24/7 takes

an integrated approach

Our purpose

Serving as our north star ambition
to guide everything we do.

Policies and values

Underpinning our business and setting
the direction for how we achieve
our goals.

This spread constitutes our
non-financial information
statement. The below provides
page references mapping

out how our report complies
with relevant regulation on
non-financial information.

This information
is supplementary.

Effective oversight

Our Board and senior management
ensure we stay on course to achieve
our vision.

Our purpose pages 16-17

We are devoted to growing
every customer and delighting
every consumer 24/7 by
nurturing passionate and
empowered teams of people
while enriching our communities
and caring for the environment.

Values pages 16-17

* Winning with customers
+ Nurturing our people

» Excellence

« Integrity

+ Learning

+ Performingas one

Policies (see our website)

Environmental matters

» Environmental policy

+ Climate Change policy

» Packaging waste management policy

+ Sustainable Agricultural Guiding Principles

» Water Stewardship policy

« Biodiversity statement

Employees

+ Code of Business Conduct

« Diversity and Inclusion policy

+ Occupational Health and Safety policy

+ Quality and Food Safety policy

Human rights

+ Human Rights policy

+ Supplier Guiding Principles

« Slavery and Human Trafficking statement

Social matters

+ Health and Wellness policy

« HIV/AIDS policy

+ Code of Business Conduct

+ Supplier Guiding Principles

» GMO position statement

« Community Contributions policy

» Premium spirits Responsible
Marketing policy

+ Public policy engagement

+ Quality and Food Safety policy

Anti-bribery and Corruption

+ Code of Business Conduct

+ Anti-bribery policy and compliance
handbook

 Supplier Guiding Principles

- Community contributions policy

Principal risk

+ Risk policy

The Executive Leadership Team
pages 104-106

How our Board considers
stakeholders in decision making
pages 100-101

Social Responsibility Committee
pages 116-117




EU taxonomy

The Taxonomy Regulationis a key
component of the European Commission'’s
action plan to redirect capital flows towards
amore sustainable economy. The EU
Taxonomy, a classification system for
sustainable activities in support of the

EU’s Green Deal, has been introduced

this year, covering as of now two of the

six environmental objectives in the
supplementing Delegated Acts: climate
change mitigation and climate change
adaptation. Under the EU Taxonomy,

Positive influence

Being conscious of stakeholders, risks,
market changes and material issues,
while responding through our business
model in a positive way.

non-financial companies are to disclose
which percentage of their turnover, CapEX,
and OpEx meets its criteria.

As a company domiciled in Switzerland,
CCHBC is not in scope of the EU Non-
Financial Reporting Directive (NFRD),

thus we are not subject to reporting on

the EU Taxonomy. However, we have

been voluntarily complying with other
requirements of the NFRD since 2018.

An internal cross-functional team has been
working to evaluate the Group's activities
with regards to the EU taxonomy.

Executing our vision

To fulfil our Growth Story 2025 we will
execute on each of our five growth pillars,
considering all stakeholder at every step
of the journey.
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For 2021, we have examined the
taxonomy-eligible economic activities
listed in the Delegated Acts and concluded
that the primary economic activity of
CCHBC —manufacturing of beverages

and food products —is not included in

the EU Taxonomy annexes and that no
other taxonomy-eligible activities have
been identified.

In 2022, we will remain alert to the
evolving EU legislation around corporate
sustainability disclosure requirements,
and we will continue our work to maintain
top-quality ESG reporting.

Defining our success

Operating in a sustainable way to ensure
our remuneration and sustainability
commitments are interlinked.

Business model pages 8-9

II-'I.f'JI' l.'l.'r .".".".".I'

Stakeholder engagement
pages 10-13

Market trends pages 14-15
» Regulatory environment
« Sustainability

Principal risks pages 62-65

Material issues page 56

GRI Content Index
https://www.coca-colahellenic.com/
content/dam/cch/us/documents/
oar/Coca-Cola-HBC-2021-GRI-
Content-Index.pdf.downloadasset.pdf

Growth pillars pages 16-17

1 Leverage our
unique 24/7 portfolio

Winin the
marketplace

Fuel growth through
competitiveness
and investment

Earn our licence
to operate

Remuneration report
pages 118-140

=

The CEO’s individual performance is
measured in key strategic areas and taken
into account for MIP. These strategic areas
include the Company’s performance in
ESG benchmarks. The Company received
the highest scores in 8 of the 10 most
recognized ESG benchmarks, DJSI, CDP,
MSCI, ecoact, FTSE4GOOD, MSCl and
Vigeo Eiris. The PSP contains metrics
linked to areduction in CO, emissions.
The CO, emissions target in the PSP
implicitly captures reduction in plastics,
which was a key driver of its selection

as a metric.

Seepages 123,134-135

CEO pay ratio
See page 137

Mission 2025 sustainability
commitments pages 54-55

» Emissions reduction

» Water reduction and stewardship
+ World Without Waste

» Ingredient sourcing

+ Nutrition

» Our people and communities



https://www.coca-colahellenic.com/content/dam/cch/us/documents/oar/Coca-Cola-HBC-2021-GRI-Content-Index.pdf.downloadasset.pdf
https://www.coca-colahellenic.com/content/dam/cch/us/documents/oar/Coca-Cola-HBC-2021-GRI-Content-Index.pdf.downloadasset.pdf
https://www.coca-colahellenic.com/content/dam/cch/us/documents/oar/Coca-Cola-HBC-2021-GRI-Content-Index.pdf.downloadasset.pdf
https://www.coca-colahellenic.com/content/dam/cch/us/documents/oar/Coca-Cola-HBC-2021-GRI-Content-Index.pdf.downloadasset.pdf
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Chairman’s introduction to corporate governance

Governing adaptation

and change

Letter from the
Chairman of the Board

Dear Shareholder

Our Corporate Governance Report for 2021 details

our robust governance arrangements throughout the
Group and the key activities and decisions undertaken
by the Board during the year. Against the backdrop of
continued disruption in light of the COVID-19 pandemic,
the Board has remained focused on our Growth Story
2025 to support the long-term sustainable success

of our business while also overseeing the Company’s
expansion into Egypt and our commitment to achieving
net zero emissions across the entire value chain by 2040.

Managing and mitigating the effects

of the COVID-19 pandemic

2021 saw further disruption from the ongoing COVID-19 pandemic
and, again, agility and adaptation were required across the Group to
face a wealth of challenges. The Board's key priority in this regard
remained the safety of our people, customers, partners and
communities. A number of measures continue to be in place to
support the physical and mental wellbeing and health of our people
as they work to maintain product supply and continue to serve our
customers. We are developing programmes to ensure safe and
productive workplaces for our people as we transitioninto a
post-COVID working environment.

We have also positioned the Company well to take advantage of
new, emerging opportunities in the post-pandemic recovery period.
In particular, we continue to invest in digital commerce channels
where we are seeing revenue growth, boosted by shifting consumer
habits amplified by the COVID-19 pandemic, and the Board intends
to continue to invest capital and management attention in this area.

Coca-Cola Bottling Company of Egypt

In August 2021, we announced the acquisition of the Coca-Cola
Bottling Company of Egypt S.A.E., aleading producer of non-alcoholic
ready-to-drink beverages in Egypt. The Board is excited by the
considerable opportunities arising from access to the second largest
non-alcoholic ready-to-drink market in Africa by volume and the
expansion of our emerging markets footprint.

The Board was actively engaged in the acquisition process which
is discussed in the Applied Governance section of this report
on page 96.

Net zero emissions

Building on our long history of ambitious sustainability targets, in
2021 the Board endorsed NetZeroby40, the Company's commitment
of reaching net zero greenhouse gas emissions across our entire
value chain by 2040.

Via an existing, approved science-based target, by 2030 the Company
aims to reduce its value chain emissions in Scopes 1,2 and 3 by 25%.
With our NetZeroby40 target, we have set our sights on a further 50%
reduction in the following decade. To address the 90% of emissions
in Scope 3 resulting from third party actions, we will broaden our
existing partnership approach with suppliers. The detailed actions
and initiatives required to achieve this ambition are reviewed by the
Board's Social Responsibility Committee.

Celebrating our 70th year

70 years after our business was founded in Nigeria, in 1951, the
Boardis focused on ensuring the Company's enduring success for
the next 70 years. The Board's priorities reflect our understanding

of what is needed to ensure resilience while pursuing growth and
expansion. Our ownership structure, featuring stable long-term
shareholders, and our long-lasting core values help us make decisions
and investments with long-term success in mind which represent
the same well-rooted values.



Importance of good governance

As aBoard, we aimed to ensure the highest standards of corporate
governance at the same time that we committed to doing the right
thingin 2021, putting safety first as COVID-19 restrictions continued
to impact our people, customers and communities. Our aim is

to always ensure the highest standards of corporate governance,
accountability and risk management. Our internal policies and
procedures, which have been consistently effective since the Group
was formed, are properly documented and communicated against the
framework applicable to companies with a premium listing in the UK.

The Board and its committees conducted an annual review of the
effectiveness of our risk management system and internal controls,
further details of which are set out in the Audit and Risk Committee
report on page 112. The Board confirms that it has concluded that
our risk management and internal control systems are effective.

We are subject to the UK Corporate Governance Code 2018. It sets
out the principles of good practice in relation to: Board leadership
and company purpose; division of responsibilities; composition,
success and evaluation; audit, risk and internal controls; and
remuneration. Further information on how we have applied the
principles and complied with the provisions of the UK Corporate
Governance Code 2018 for the year ended 31 December 2021 can
be found in this report on page 86.

Board meetings normally take place in Zug, Switzerland, but also

in selected markets across our territories. As was the case in 2020,
certain of these meetings continued to be held online in 2021 due to
travel restrictions and safety concerns but the Board also met live in
the second half of the year when COVID-19 related travel restrictions
were lifted. The Board and its committees were therefore able to
meet as often as planned.

Culture and values

The long-term success of our business remains connected to the
success of our customers and partners, and our ability to delight
consumers with the beverages and brands that they love. We were
able to accomplish this due to our well-embedded, values-based
culture. The Board plays a critical role in shaping the culture of the
Company by promoting growth-focused and values-based conduct
and ensuring increased focus on continued learning and the smart
risk taking necessary for the Company's adaptation.

We monitor our progress in integrating our values through various
indicators, including our employee engagement index, diversity
indicators, and health and safety indicators, and our Directors lead
by example as ambassadors of our values, cascading good behaviour
throughout the organisation.

As pandemic-related disruptions continued across our territory,
we maintained a stepped-up level of engagement with our people
to ensure we understood their needs and challenges. Two all-
employee pulse surveys and one Culture and Engagement survey
were conducted in 2021. While Charlotte Boyle is our designated
non-Executive Director responsible for engaging with our people to
provide feedback to the Board, feedback from our people through
these surveys was brought to the full Board's attention in 2021

to facilitate understanding the concerns raised and ensure

rapid response.
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Board evaluation

In line with our commitment to adhere to best corporate governance
practices, an externally facilitated Board effectiveness evaluation
was conducted in the second half of 2021. We will do this once
againin 2022 to build upon the learnings of the 2021 evaluation.

Key outcomes from the Board effectiveness evaluation conducted
in 2021 included on page 102. Further details are disclosed in the
Nomination Committee report on page 114.

Board composition and diversity

The composition and size of the Board continues to be kept under
review. We believe that our Board is well-balanced and diverse,
with the right mix of international skills, experience, background,
independence and knowledge in order to discharge its duties and
responsibilities effectively.

We continue to attach great importance to all aspects of diversity

in our nomination processes at Board and senior management
levels, while appointing candidates with the credentials that are
necessary for the continuing growth of our operations within our
highly specialised industry. We believe that having a diverse Board
fosters both innovation and resilience and are proud of our track
record of female representation. As of the date of this report, female
Directors comprise more than 30% of our Board.

Bruno Pietracci and Henrique Braun were elected to the Board at the
2021 Annual General Meeting as new non-Executive Directors and
José Octavio Reyes and Alfredo Rivera both retired from the Board
with effect from the close of that meeting. The skills and expertise
each member brings to our Board can be found on pages 88 to 90.

Anastassis G. David
Chairman of the Board
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The UK Corporate

Governance Code 2018

As a Swiss corporation listed on the London Stock Exchange (LSE)
with a secondary listing on the Athens Exchange, we aim to ensure
that our corporate governance systems remain in line with
international best practices. Our corporate governance standards
and procedures are continuously reviewed in light of current
developments and rulemaking processes in the UK, Switzerland
and also the EU. Further details are available on our website.

Inrespect of the year ended 31 December 2021, the Company
was subject to the UK Corporate Governance Code 2018 (a copy
is available at www.frc.org.uk).

Our Board confirms that the Company applied the principles and
complied with the provisions of the UK Corporate Governance Code
throughout the financial year ended December 2021, except for

the following provisions: (1) The Chairman was not independent on
appointment (provision 9) and has been a Board member for more
than nine years (provision 19), and a full explanation for this departure
is provided on pages 87 and 93. On appointment the Board
unanimously supported Anastassis David's appointment as Chairman.

Section 1: Board leadership and company purpose  See page

A. Effective and entrepreneurial board to promote
the long-term sustainable success of the company,
generating value for shareholders and contributing
to wider society
B.  Purpose, values and strategy with alignment to culture
C. Resources for the company to meet its objectives
and measure performance. Controls framework for
management and assessment of risks
D. Effective engagement with shareholders and stakeholders
E. Consistency of workforce policies and practices
to support long-term sustainable success

«  Chairman's letter 2-3

«  Strategic report 2-79

+  Board engagement with key stakeholders 91-100
»  Shareholder engagement 100

+ Audit and Risk Committee report 108-113
«  Conflicts of interest 103

See page

F.  Leadership of board by chair

G. Board composition and responsibilities
H. Role of non-Executive Directors

|

Company secretary, policies, processes, information,
time and resources

«  Board composition 92-94
«  Keyroles and responsibilities 94-95
«  General qualifications required of all Directors 91

«  Information and training 102

»  Boardappointments and succession planning 102

The Board regularly reviews Anastassis David's position and
considers that he continues to effectively lead the Board, that his
deep knowledge of the Coca-Cola System position is invaluable
and as such it remains appropriate for him to continue in his role as
Chairman. (2) Provision 38 requires alignment of Executive Director
pension contributions with the wider workforce. Our difficulties in
compliance with this provision due to existing contractual obligations
were outlined in the Annual Report published in 2021 and are
explained on page 123 of the Directors' Remuneration Report.

On the appointment of any new Executive Director, we intend that
their pension contributions will be aligned with the pension scheme
for the wider workforce.

Pursuant to our obligations under the Listing Rules, we apply the
principles and comply with the provisions of the UK Corporate
Governance Code or explain any instances of non-compliance in
our Annual Report. The Company has applied the principles as far
as possible and in accordance with and as permitted by Swiss law.
Further information on appointment of Directors and compliance
with the UK Corporate Governance Code can be found as follows:

Section 3: Composition, succession and evaluation

See page

J. Board appointments and succession plans for board
and senior management and promotion of diversity

K. Skills, experience and knowledge of board and length
of service of board as a whole

L. Annual evaluation of board and directors and
demonstration of whether each director continues

to contribute effectively
«  Board composition 92-94
«  Diversity, tenure and experience 91
«  Board, committee and Director performance evaluation 102
« Nomination Committee report 114-115

See page

M. Independence and effectiveness of internal and external
audit functions and integrity of financial and narrative
statements

N. Fair, balanced and understandable assessment
of the company's position and prospects

O. Riskmanagement and internal control framework
and principal risks company is willing to take to achieve
its long-term objectives

«  Audit and Risk Committee report 108-113

- Strategic Report 2-79

«  Fair, balanced and understandable Annual Report 110,113,
141

«  Going concern basis of accounting 111,141

«  Viability statement 72

Section 5: Remuneration See page

P. Remuneration policies and practices to support strategy
and promote long-term sustainable success with executive
remuneration aligned to company purpose and values

Q. Procedure for executive, director and senior
management remuneration

R.  Authorisation of remuneration outcomes

«  Remuneration Committee report 118-140


http://www.frc.org.uk

Certain differences between the Company'’s
corporate governance practices and the UK
Corporate Governance Code

The Swiss Ordinance against Excessive Compensation in Listed
Companies further limits the authority of the Remuneration
Committee and the Board to determine compensation. The effective
limitations include requiring that the Annual General Meeting approve
the maximum total compensation of each member of the Board and
the Executive Leadership Team, requiring that certain compensation
elements be authorised in the Articles of Association and prohibiting
certain forms of compensation, such as severance payments and
financial or monetary incentives for the acquisition or disposal

of firms. We are in compliance with the requirements of the Swiss
Ordinance against Excessive Compensation in Listed Companies
and have amended our Articles of Association to that effect.

Anastassis G. David was originally appointed as non-Executive
Directorin 2006 at the request of Kar-Tess Holding and was not,

at the time of his appointment as Chairman, in 2016, independent
as defined by the UK Corporate Governance Code. In view of
Anastassis David's strong identification with the Company and its
shareholder interests, combined with his deep knowledge and
experience of the Coca-Cola System, the Board deemed it to be

in the best interests of the Group and its shareholders for him to be
appointed as Chairman, to continue to promote an effective and
appropriately balanced leadership of the Group. In accordance with
the established policy of appointing all Directors for one year at
atime, the Board intends to continue to keep all positions under
regular review and subject to annual election by shareholders at
the Annual General Meeting. The Board is cognisant of the length
of tenure of the Chairman and when he was first appointed to the
Board. However, the Board continues to believe that the proven
leadership of our Chairman in combination with his deep knowledge
of the Coca-Cola System position him as unique to steer the Group
atthe current time.
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Application of governance codes

Other corporate governance codes

There is no mandatory corporate governance code under Swiss
law applicable to the Company. The main source of law for Swiss
governance rules is the company law contained in article 620 ff.
of the Swiss Code of Obligations, as well as the Ordinance against
Excessive Compensationin Listed Companies.

In addition, the UK's City Code on Takeovers and Mergers (the 'City
Code') does not apply to the Company by operation of law, as the
Company is not incorporated under English law. The Articles of
Association include specific provisions designed to prevent any
person acquiring shares carrying 30% or more of the voting rights
(taken together with any interest in shares held or acquired by the
acquirer or persons acting in concert with the acquirer) except if
(subject to certain exceptions) such acquisition would not have been
prohibited by the City Code or if such acquisition is made through
an offer conducted in accordance with the City Code. For further
details, please refer to the Company's Articles of Association, which
are available on our website.

Amending the Articles of Association

The Articles of Association may only be amended by a resolution

of the shareholders passed by a majority of at least two-thirds of the
voting rights represented and an absolute majority of the nominal
value of the shares represented.

Share capital structure

The Company has ordinary shares in issue with a nominal value

of CHF 6.7 each. Rights attaching to each share are identical and
each share carries one vote. The Company's Articles of Association
also allow, subject to shareholder approval, for the conversion

of registered shares into bearer shares and bearer shares into
registered shares. Details of the movement in ordinary share capital
during the year can be found on page 204. There are no persons
holding shares that carry special rights with regard to the control

of the Company.

Powers of Directors to issue and buy back shares
Subject to the provisions of the relevant laws and the Articles

of Association, the Board acting collectively has the ultimate
responsibility for running the Company and the supervision and
control of its executive management. The Directors may take
decisions on all matters which are not expressly reserved to the
shareholders or by the Articles of Association. Pursuant to the
provisions of the Articles of Association, the Directors require
shareholder authority to issue and repurchase shares. At the Annual
General Meeting on 22 June 2021, the shareholders authorised

the Directors to repurchase ordinary shares of CHF 6.70 eachin

the capital of the Company up to a maximum aggregate number

of 10,000,000 representing less than 10% of the Company's issued
share capital as of 12 May 2021. The authority will expire at the
conclusion of the 2022 Annual General Meetingon 21 June 2022

or at midnight on 30 June 2022, whichever is earlier. Total shares
heldin treasury are 5,894,583 of which 2,464,448 shares are held

by Coca-Cola HBC AG and 3,430,135 shares are held by its subsidiary,
Coca-Cola HBC Services MEPE.



1. Anastassis G. David
Non-Executive Chairman

Appointed: January 2016. He joined the Board
of Coca-Cola HBC as a non-Executive Director
in 2006 and was appointed Vice Chairmanin 2014.

Skills, experience and contribution: Anastassis
brings to his role more than 20 years' experience
as aninvestor and non-executive director in the
beverage industry. Anastassis is also a former
Chairman of Navios Corporation. He holds a BA
in History from Tufts University.

External appointments: Anastassis is active

in the international community. He serves as

Vice Chairman of Aegean Airlines S.A., Vice
Chairman of the Cyprus Union of Shipowners and
Chairman of the Board of Sea Trade Holdings Inc,
a shipowning company of dry cargo vessels. He is
also a member of the Board of Trustees of College
Year in Athens.

Nationality: British

2. Zoran Bogdanovic
Chief Executive Officer, Executive Director

Appointed: June 2018.

Skills, experience and contribution: Zoran

was previously the Company's Region Director
responsible for operations in 12 countries and has
been a member of the Executive Leadership Team
since 2013. He joined the Company in 1996 and
has held a number of senior leadership positions,
including as General Manager of the Company's
operations in Croatia, Switzerland and Greece.
Zoran has a track record of delivering results across
our territories and demonstrating the values that
are the foundation of our Company culture.

External appointments: None
Nationality: Croatian

3. Charlotte J. Boyle ® O
Independent non-Executive Director

Appointed: June 2017.

Skills, experience and contribution: After 14
years with The Zygos Partnership, an international
executive search and board advisory firm,
including nine years as a partner, she retired from
her positionin July 2017. Prior to that, Charlotte
worked at Goldman Sachs International and at
Egon Zehnder International, an international
executive search and management assessment
firm. Charlotte obtained an MBA from the London
Business School and an MA from Oxford University
and was a Bahrain British Foundation Scholar.

External appointments: Charlotte serves

as Chair of UK for UNHCR, an independent non-
executive director and chair of the Environment,
Sustainability and Community Committee of
Capco plc, a non-executive director of Thatchers
Cider Company Ltd, a non-executive adviser to
the Group Executive Board of Knight Frank LLP and
as a Trustee and chair of the finance committee

of Alfanar, the venture philanthropy organisation.

Nationality: British

4. Henrique Braun
Non-Executive Director

Appointed: June 2021.

Skills, experience and contribution: Henrique
has vast experience in corporate functions as well
as regional and business unit operations in The
Coca-Cola Company. He joined The Coca-Cola
Company in 1996 in Atlanta and progressed
through increasing responsibilities in North
America, Europe and Latin America. His career
responsibilities have included supply chain, new
business development, marketing, innovation,
general management and bottling operations.
From 2016 to 2020, Henrigue served as the
President of the Brazil business unit and from 2013
to 2016, he was the President for Greater China
and Korea. His other roles in The Coca-Cola
Company in the pastinclude Vice President of
Innovation and Operations in Brazil and Director
for Still Beverages (non-carbonated beverages) in
Europe. He first joined the Coca-Cola Company as
atrainee in Global Engineering in the US. Henrique
holds a bachelor's degree in agricultural

engineering from the University Federal of Rio
de Janeiro, a master's in industrial engineering
from Michigan State University and an MBA from
Georgia State University.

External appointments: Henrique currently
serves as President of Latin America Operating
Unit for The Coca-Cola Company, a role he has
held since 2020.

Nationality: American and Brazilian

5. Olusola (Sola) David-Borha @
Independent non-Executive Director

Appointed: June 2015.

Skills, experience and contribution: Sola has
more than 30 years' experience in financial
services and held several senior roles within the
Stanbic Group, including the position of Chief
Executive of Stanbic IBTC Bank from May 2011 to
November 2012. She also served as Deputy Chief
Executive Officer of Stanbic IBTC Bank and Head
of Investment Banking Coverage Africa (excluding
South Africa). Stanbic IBTC Holdings is listed

on the Nigerian Stock Exchange and is a member
of Standard Bank Group. Between January 2017
and March 2021, Sola has been the Chief Executive
of the Africa Regions (excluding South Africa)

for Standard Bank Group, Africa’s largest bank

by assets with operations in 20 countries across
the continent.

Solaholds a first degree in Economics and
obtained an MBA degree from Manchester
Business School. Her executive education
experience includes the Advanced Management
Programme of the Harvard Business School

and the Global CEO Programme of CEIBS,
Wharton and IESE.

External appointments: Sola serves as
non-executive director on the boards of Stanbic
IBTC Holdings Plc and Stanbic Uganda Holdings
Limited, listed entities that are members of the
Standard Bank Group. Finally, Sola was appointed
Chairman of Stanbic IBTC Bank Plc, a non-listed
subsidiary of Stanbic IBTC Holdings Plc in
October 2021.

Nationality: Nigerian




6. Anna Diamantopoulou ® ®
Independent non-Executive Director

Appointed: June 2020.

Skills, experience and contribution: Anna,

as a former European Commissioner, brings to
the Group a unigue expertise on matters of
employment and equal opportunity together with
deep knowledge of the European CSR agenda.
Anna was an elected Member of the Greek
Parliament for over a decade, during which time
she served as Deputy Minister for Industries,
Minister of Education, Lifelong Learning and
Religious Affairs and Minister of Development,
Competitiveness and Shipping of the Hellenic
Republic. From 1999 to 2004, Anna served as

a member of the European Commission in charge
of Employment, Social Affairs and Equal
Opportunities.

External appointments: Founder and President
of DIKTIO-Network for Reform in Greece and
Europe, a leading Athens-based independent,
non-partisan policy institute. A Council Member
of the European Council on Foreign Relations,

an Advisory Board Member of Delphi Economic
Forum and a member of the Honorary Board

of the Bussola Institute, a foundation aiming to
strengthen cooperation between the EU and the
GCC. Finally, Anna is the Chair of the European
Commission's High Level Group on the future of
social protection and the welfare state in the EU.

Nationality: Greek

7. William W. (Bill) Douglas 11O
Independent non-Executive Director

Appointed: June 2016.

Skills, experience and contribution: Billis a
former Vice President of Coca-Cola Enterprises,
a position in which he served from July 2004 until
his retirement in June 2016. From 2000 until 2004,
Bill served as Chief Financial Officer of Coca-Cola
HBC. Bill has held various positions within the
Coca-Cola System since 1985, including positions
with responsibility for the IT function. Before
joining the Coca-Cola System, Bill was associated
with Ernst & Whinney, aninternational accounting
firm. He received his undergraduate degree

from the J.M. Tull School of Accounting at the
University of Georgia.

External appointments: Bill is the Lead Director
and Chairman of the Audit Committee of SiteOne
Landscape Supply, Inc. He is also a member

of the Board of Directors and Chair of the Audit
Committee for The North Highland company.

He also serves onthe Board and is a past Chair

of the University of Georgia Trustees.

Nationality: American

8. Reto Francioni @
Senior Independent non-Executive Director

Appointed: June 2016.

Skills, experience and contribution: Reto has
been Professor of Applied Capital Markets Theory
at the University of Basel since 2006 and is the
author of several highly respected books on capital
marketissues. From 2005 until 2015, Reto was
Chief Executive Officer of Deutsche Borse AG and
from 2002 until 2005, he served as Chairman of
the Supervisory Board and President of the SWX
Group, which owns the Swiss Stock Exchange and
has holdings in other exchanges. Between 2000
and 2002, Reto was Co-Chief Executive Officer
and Spokesman for the Board of Directors of
Consors AG. Between 1993 and 2000, he held
various management positions at Deutsche Borse
AG, including that of Deputy Chief Executive
Officer. He earned his Doctorate of Law at the
University of Zurich.

External appointments: Reto serves as Chairman
of the Supervisory Board of UBS Europe SE and
also as the Chairman of the Supervisory Board

of Swiss International Airlines. Reto is also a Vice
Chairman at the Board of Directors of Medtech
Innovation Partners AG, Basel.

Nationality: Swiss

9. Anastasios I. Leventis ©
Non-Executive Director

Appointed: June 2014.

Skills, experience and contribution: Anastasios
began his career as a banking analyst at Credit
Suisse and then American Express Bank. He has
previously served on the boards of the Cyprus
Development Bank and Papoutsanis SA. He holds
aBAin Classics from the University of Exeter and
an MBA from New York University's Leonard Stern
School of Business.

External appointments: Anastasios is a board
member of A.G. Leventis (Nigeria) Ltd. He is also
adirector of Alpheus Administration, a private
company that administers assets for private clients
and charitable foundations. In addition, he serves
as a trustee of the A.G. Leventis Foundation,
amember of the Board of Overseers of the
Gennadius Library in Athens and a member of the
Campaign board of the University of Exeter. He is
a co-founder of the Cyclades Preservation Fund.

Nationality: British

10. Christo Leventis
Non-Executive Director

Appointed: June 2014.

Skills, experience and contribution: Christo
worked as an Investment Analyst with Credit Suisse
Asset Management from 1994 to 1999. In 2001,
he joined J.P. Morgan Securities as an Equity
Research Analyst focusing on European beverage
companies. From 2003 until March 2014, Christo
was a member of the Board of Directors of
Frigoglass S.A.l.C., aleading global manufacturer
of commercial refrigeration products for the
beverage industry. Christo holds a BA in Classics
from University College London and an MBA from
the Kellogg School of Management in Chicago.

External appointments: Christo is the Chairman
of Alpheus Capital, a single-family private equity
investment office.

Nationality: British




11. Alexandra Papalexopoulou ©
Independent non-Executive Director

Appointed: June 2015.

Skills, experience and contribution: Alexandra
worked previously for the OECD and the
consultancy firm Booz, Allen & Hamilton, in Paris.
From 2003 until February 2015, she served as a
member of the board of directors of Frigoglass
SAAILC.From2010to 2015, she served as a
member of the board of directors of National Bank
of Greece and from 2007 to 2009, she served as
amember of the board of directors of Emporiki
Bank. Alexandra holds a BA in Economics and
Mathematics from Swarthmore College in the US
and an MBA from INSEAD in France.

External appointments: Alexandrais the Strategic
Planning Director at Titan Cement Company S.A.,
where she has been employed since 1992 and

has served as Executive Director since 1995.
Alexandra is treasurer and a member of the

board of directors of the Paul and Alexandra
Canellopoulos Foundation, a member of the board
of directors of the INSEAD business school and a
member of the board of trustees of the American
College of Greece.

Nationality: Greek

12. Bruno Pietracci ®
Non-Executive Director

Appointed: June 2021.

Skills, experience and contribution: Bruno has
amore than 20-year track record of transforming
businesses, people and communities and brings
experience and knowledge of the Coca-Cola
system, having held a number of roles at The
Coca-Cola Company since 2008. From 2018

to 2020, he was President of The Coca-Cola
Company's Southern and East Africa Business
Unitand from 2016 to 2018, he served as the
Vice-President of Operations in Europe, Middle
East and Africa. Prior to that, he was the General
Manager for Colombia, Venezuela and Ecuador
(from 2014 to 2016) and General Manager of FU
Center in Brazil (from 2012 to 2014). From 2010
t0 2012, he was the General Manager of FU South
in Brazil. Bruno joined The Coca-Cola Company
in 2008 as Vice-President of Strategy, Insights
and Innovation in Brazil. Prior to that he worked

at McKinsey & Company in Brazil and Portugal
from 1997 to 2008, working in marketing and
sales with consumer-packaged goods and
telecommunications clients. He has served on the
board of Coca-Cola Beverages Africa since 2017
and has also served on the boards of Toni Corp

in Ecuador (2016) and Matte Le&o in Brazil (2009).
In 2016, he was the Chairman of Corporacién
Juegoy Nifiez in Colombia. Bruno holds a
bachelor's degree in mechanical engineering from
the Universidade Estadual de Campinas in Brazil
and an MBA from INSEAD in France.

External appointments: Bruno currently serves
as President of the Africa Operating Unit for

The Cola-Cola Company, a role which he has
held since 2020.

Nationality: Brazilian and Italian

Diversity, tenure and experience of the Board

13. Ryan Rudolph
Non-Executive Director

Appointed: June 2016.

Skills, experience and contribution: From 2006
until 2019, Ryan was an attorney and partner at
the law firm Oesch & Rudolph. From 1993 until
2006, he worked as an attorney at the business
law firm Lenz & Staehelinin Zurich. Prior to that,
he worked as a public relations consultant at the
public relations agency Huber & Partner in Zurich,
as marketing assistant and subsequently as
manager at Winterthur Life Insurance as well as
part-time with D&S, the Institute for Marketing
and Communications Research in Zurich. Ryan
obtained an LLM from the University of Zurich
and is admitted to the Zurich bar. Ryan also
studied at the Faculté des Lettres of the University
of Geneva, as well as the Ecole Polytechnique

in Lausanne.

External appointments: Ryan is an attorney
and partner at the Zurich-based law firm RCS
Trust & Legal AG. In addition, he serves as a
member of the Foundation Board of the A.G.
Leventis Foundation and as a member of the
board of various privately-held companies and
charitable foundations.

Nationality: Swiss

Board committees

© Audit and Risk Committee page 108

@ Nomination Committee page 114

@ Social Responsibility Committee page 116
Remuneration Committee page 118

QO Committee Chair

Board gender diversity Board tenure Board age profile Board nationality profile = Board experience
0-1years 2 40to49yearsold 3  American 1 Finance, investments 12
1-2 years 1 50to59yearsold 5 American/Brazilian 1 and accounting
3-4years 1 60to69yearsold 5 Braziian/Italian 1 [nternationalexposure 13
4-5years 1 70yearsoldormore 0  British 4 ZTpceﬁek:coeWbdge/ 6
5-6years 3 Croatian 1 Rk overslalit 12
6-7 years 2 Greek 2 and management
7-8 years 2 Nigerian 1  Sustainability and 8
® Men 9 14-15years 1 Swiss - [l COmILny EnEEgEment

© Women 4

Corporate governance 7




General qualifications required
of all Directors

Coca-Cola HBC's Board Nomination Policy requires that each
Director is recognised as a person of the highest integrity and
standing, both personally and professionally. Each Director must be
ready to devote the time necessary to fulfil his or her responsibilities
to the Company according to the terms and conditions of his or her

Business characteristics

letter of appointment. Each Director should have demonstrable
experience, skills and knowledge which enhance Board effectiveness
and will complement those of the other members of the Board to
ensure an overall balance of experience, skills and knowledge on the
Board. In addition, each Director must demonstrate familiarity with
and respect for good corporate governance practices, sustainability
and responsible approaches to social issues.

Directors

Qualifications, skills and experience

regulatory and corporate governance requirements across
a number of countries, as well as relationships with national
governments and local authorities

Environmental, social and corporate governance (ESG) are
prominent in our business, in particular workforce matters,
environmental and climate change issues and supply

chain sustainability

Environmental, social and corporate governance (ESG)
skills and experience

As evidenced by our commitment to achieve net zero emissions

by 2040, which was announced in October 2021, the Company's
approach to managing our environmentalimpact is ambitious.

In support of this ambition, which builds on our long history

of sustainability management, the Board approved a robust plan

in 2021 in order to achieve its targets by 2040.

/z Our business is extensive and involves complex financial Experience in finance, investments 12
transactions in the various jurisdictions where we operate and accounting
Our business is truly international with operations Broad international exposure, and emerging 13
in 29 countries, at different stages of development, and developing markets experience
on three continents
Our business involves the preparation, packaging, Extensive knowledge of our business and the 6
W  sale anddistribution of the world's leading non-alcoholic fast-moving consumer goods industry, as well
S D:) beverage brands as experience with manufacturing, route-to-
market and customer relationships
Our Board's responsibilities include the understanding and Risk oversight and management expertise 12
oversight of the key risks we are facing, establishing our risk
appetite and ensuring that appropriate policies and procedures
are in place to effectively manage and mitigate risks
O Building community trust through the responsible and Expertise in sustainable sourcing and 8
sustainable management of our business is an indispensable packaging, CO, emissions and experience
part of our culture in wider stakeholder engagement
—~—~, Ourbusiness involves compliance with many different Expertise in corporate governance and/or 7

government relations

Expertise in ESG matters and sustainable
and responsible business practices

As part of this effort, the Social Responsibility Committee proposed
and the Board approved science-based targets for the Company to
reduce its value chain emissions in Scopes 1, 2 and 3 by 2040. Anna
Diamantopoulou's familiarity with the social protection and welfare
state at the EU Commission High-Level Group, in addition with the
expertise of a number of our Board members, that sit at the Boards
of other multi-nationals that face similar challenges and have similar
concerns on the ESG agenda, helped us identifying the commitments
that we want to make in the area and set the relevant targets,
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Corporate governance report

Board Audit and Risk Remuneration Nomination Social Responsibility

Attended/ Attended/ Attended/ Attended/ Attended/
Director Appointed Total meetings Total meetings Total meetings Total meetings Total meetings
Anastassis G. David* January 2016 7/7
Zoran Bogdanovic June 2018 7/7
Charlotte J. Boyle June 2017 7]7 4/4 4/4
Henrique Braun? June 2021 4/4
Anna Diamantopoulou June 2020 7]7 4/4 4/4 4/4
Olusola (Sola) David-Borha June 2015 7]7 8/8
William W. (Bill) Douglas IlI June 2016 7/7 8/8
Reto Francioni June 2016 7]7 4/4 4/4
Anastasios |. Leventis June 2014 717 4/4
Christo Leventis June 2014 717
Alexandra Papalexopoulou June 2015 717 8/8
Bruno Pietracci® June 2021 4/4 3/3
José Octavio Reyes? June 2014 3/3 1/1
Alfredo Rivera? June 2019 3/3
Ryan Rudolph June 2016 7]7

. Henrigue Braun and Bruno Pietracci were appointed to the Board at the Annual General Meeting on 22 June 2021.
. José Octavio Reyes retired from the Board and from the Social Responsibility Committee at the Annual General Meeting on 22 June 2021.

1
2
3. Alfredo Rivera retired from the Board at the Annual General Meeting on 22 June 2021.
4

. Anastassis David was appointed as Chairman in 2016 having been appointed to the Board in 2006.

Board composition

Membership of the Board

On 31 December 2021, our Board comprised 13 Directors: the
Chairman, one Senior Independent Director, 10 non-Executive
Directors and one Executive Director. The biographies of each
member of the Board are set out on pages 88 to 90.

The non-Executive Directors, of whom six (representing half of the
members of the Board, excluding the Chairman) are determined

by the Board to be independent, are experienced individuals from a
range of backgrounds, countries and industries. The composition

of the Board complies with the UK Corporate Governance Code's
recommendation that at least half of the Board, excluding the
Chairman, comprise independent Directors. At the Annual General
Meeting held on 22 June 2021, Henrigue Braun and Bruno Pietracci
were appointed as non-Executive Directors. José Octavio Reyes and
Alfredo Rivera retired as non-Executive Directors, and José Octavio
Reyes retired as a member of the Social Responsibility Committee
on the same date. There were no other changes to the Board during
2021. The changes to committee membership are set outin each
committee report.

Outside appointments

The Articles of Association of the Company (article 36) set limits

on the maximum number of external appointments that members
of our Board and executive management may hold. In addition, if a
Board member wishes to take up an external appointment, he or she
must obtain prior Board approval. The Board will assess all requests
on a case-by-case basis, including whether the appointmentin
question could negatively impact the Company or the performance
of the Director's duties to the Group.

The nature of the appointment and the expected time commitment
are also assessed to ensure that the effectiveness of the Board
would not be compromised.

Details of the external appointments of our non-Executive Directors
are contained in their respective biographies set out on pages 88 to 90.

Our Chairman serves as Vice-Chairman of Aegean Airlines S.A.,
Vice-Chairman of the Cyprus Union of Shipowners and Chairman
of the Board of Sea Trade Holdings Inc., a shipowning company

of dry cargo vessels. He is also a member of the Board of Trustees
of College Year in Athens. In this context, the Board considers
that fewer than four of the positions held by the Chairman are
considered to be significant.



A number of our other Directors also have other external roles but
having considered the scope of the external appointments of all
Directors, including the Chairman, our Board is satisfied that they do
not compromise the effectiveness of the Board as each Director has
sufficient time to devote to his or her role on the Board as the Board
requires. According to the terms of appointment the Directors are
expected to devote such time as necessary for the performance of
their duties. This will include attendance annually at approximately 10
Board meetings, Annual General Meetings and other ad hoc meetings.
As can be seenin the table of attendance of Board and Board
Committee meetings on page 92, the Directors were able to devote
the time required of them to their role on the Board. The Board has
determined that each member of the Board commits sufficient time
and energy to the role and continues to make a valuable contribution
to the Board and its committees.

Independence

Our Board has concluded that Charlotte J. Boyle, Olusola (Sola)
David-Borha, Anna Diamantopoulou, William W. (Bill) Douglas I,
Reto Francioni and Alexandra Papalexopoulou are deemed

to be independent in accordance with the criteria set outin the
UK Corporate Governance Code, with such individuals being
independent in both character and judgement.

The other non-Executive Directors, Anastassis G. David (Chairman),
Henrique Braun, Anastasios |. Leventis, Christo Leventis, Bruno
Pietracci and Ryan Rudolph, were appointed at the request of
shareholders of the Company: Kar-Tess Holding and The Coca-Cola
Company. They are therefore not considered, by the Board, to be
independent as defined by the UK Corporate Governance Code.

Anastassis G. David was appointed as Chairman on 27 January 2016.
The Board firmly believes that Anastassis David embodies the
Company's core values, heritage and culture and that these
attributes, together with his strong identification with the Company
and its shareholders'interests, and his deep knowledge and
experience of the Coca-Cola System, ensure an effective and
appropriately balanced leadership of the Board and the Company.
Anastassis David was first appointed as a member of the Board

in 2006 before being appointed Chairman in 2016. Prior to his
appointment as Chairman, major shareholders were consulted, and
an external search consultancy engaged to find suitable candidates.
The consensus and recommendation was that Anastassis David
was the appropriate candidate to become Chairman and that he
continues to be effective in his leadership of the Board. Anastassis
David has the continuing support of the Board and major
shareholders to remain as Chairman.
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Shareholders’ nominees

As described under the heading '‘Major shareholders' on page 245,
since the main listing of the Company on the Official List of the
London Stock Exchange in 2013, Kar-Tess Holding, The Coca-Cola
Company and their respective affiliates have no special rights in
relation to the appointment or re-election of nominee Directors,

and those Directors of the Company who were originally nominated
at the request of The Coca-Cola Company or Kar-Tess Holding will
be required to stand for re-election on an annual basis in the same
way as the other Directors. The Nomination Committee is responsible
foridentifying and recommending persons for subsequent nomination
by the Board for election as Directors by the shareholders on an
annual basis.

As our Board currently comprises 13 Directors, neither Kar-Tess
Holding nor The Coca-Cola Company is in a position to control
(positively or negatively) decisions of the Board that are subject

to simple majority approval. However, decisions of the Board that
are subject to the special quorum provisions and supermajority
requirements contained in the Articles of Association, in practice,
require the support of Directors nominated at the request of at least
one of either The Coca-Cola Company or Kar-Tess Holding in order
to be approved. In addition, based on their current shareholdings,
neither Kar-Tess Holding nor The Coca-Cola Companyisina
position to control a decision of the shareholders (positively

or negatively), except to block a resolution to wind up or dissolve
the Company or to amend the supermajority voting requirements.
The latter requires the approval of 80% of shareholders where

all shareholders are represented and voting. Depending on the
attendance levels at Annual General Meetings, Kar-Tess Holding

or The Coca-Cola Company may also be in a position to control
other matters requiring supermajority shareholder approval.

Anastassis G. David, Anastasios I. Leventis, Christo Leventis and
Ryan Rudolph were all originally appointed at the request of Kar-Tess
Holding. Henrigue Braun and Bruno Pietraccihave been appointed at
the request of The Coca-Cola Company.

Separation of roles

There is a clear separation of the roles of the Chairman and the Chief
Executive Officer. The Chairman is responsible for the operation

of the Board and for ensuring that all Directors are properly informed
and consulted on all relevant matters. The Chairman, in the context
of the Board meetings and as a matter of practice, also meets
separately with the non-Executive Directors without the presence
of the Chief Executive Officer and promotes the culture of openness
and debate within the Board sessions as well as outside the

formal sessions.

The Chairmanis also actively involved in the work of the Nomination
Committee concerning succession planning and the selection of key
people. The Chief Executive Officer, Zoran Bogdanovic, is responsible
for the day-to-day management and performance of the Company
and for the implementation of the strategy approved by the Board.
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Key roles and responsibilities

Board of Directors

Our Board has ultimate responsibility for our long-term success and for
delivering sustainable shareholder value as well as contributing to wider
society. The Board is responsible for setting the Company's purpose,
values and strategy and ensures the alignment with its culture; this includes
ensuring that workforce policies and practices are consistent with the
Company's values and support its long-term sustainable vision. Further
details are set out on pages 95 to 97. This is achieved by approving the
corporate strategy, monitoring performance toward strategic objectives,
overseeing implementation of the strategy by the Executive Leadership
Team and approving matters reserved by the Articles of Association

for decision by the Board. Specific tasks are delegated by the Board to

its committees for audit and risk, nomination, remuneration and

social responsibility.

The governance process of the Board is set out in our Articles of
Association and the Organisational Regulations. These regulations define
the role and responsibilities of the Board and its committees. These
documents, together with the responsibilities of the Chairman, Chief
Executive Officer and Senior Independent Director, and can be found at
https://www.coca-colahellenic.com/en/about-us/corporate-governance.
In addition, the Swiss Ordinance against Excessive Compensationin Listed
Companies imposes certain obligations on the Board, including a
requirement to prepare and make available a remuneration report pursuant
to Swiss law.

Chairman Chief Executive Senior Independent Non-Executive Company Secretary
+ leads the Board, sets Officer Director Directors + ensures that correct
the agenda and - leads the business, - actsasasounding - contribute to Board procedures are

promotes a culture of
openness and debate;
« isresponsible for overall

implements strategy
and chairs the
Executive Leadership

board for the Chairman
and appraises his
performance; + scrutinise and

followed and ensures
the Board has fulland
timely access toall

relevant information;

- facilitates induction and
training programmes,
and assists with the
Board's professional
development
requirements; and

developing Group
strategy;

constructively
challenge the
performance of
managementin the
execution of the
Group's strategy; and

effectiveness inleading Team; and « leads the independent
the Company and + communicates with the non-Executive
setting the culture; Board, shareholders, Directors on matters

+ ensures the highest employees, that benefit froman
standards of corporate government independent review;
governance; authorities, other and

- isthe main point of stakeholders and o
contact between the the public. shareholders if they

Board and
management; and

-+ ensures effective
communication with
shareholders and

have concerns which
have not beenresolved
through the normal
channels of
communication.

is available to « oversee succession

planning, including the
appointment of
Executive Directors.

« advises the Board on
governance matters.

stakeholders.

Board committees

Our Board has delegated specific tasks to its committees as set out in the
Organisational Regulations and reports from these committees are set out
in this Corporate Governance Report. Biographies of the Chairs of the

Remuneration Committee
Responsibilities

Establishment of the
remuneration strategy for the
Group; determines and agrees
with the Board the
remuneration of Group
Executives and approves
remuneration for the Chairman
and the Chief Executive Officer.
Makes recommendations to
the Board regarding
remuneration matters to be
approved at the Annual

General Meeting.
Implementation or modification
of any employee benefit plan
resulting in an increased annual
cost of €5 million or more.

Audit and Risk Committee
Responsibilities
« Oversight of the accounting .
policies, financial reporting and
disclosure controls; the Group's
approach tointernal controls
and risk management; and the
quality, adequacy and scope
of internal and external
audit functions.
+ Oversight of the Company's .
compliance with legal,
regulatory and financial
reporting requirements, and the
work programme of the internal
audit function. .
« External auditor reports directly
to the Committee.

Executive Leadership Team

The Executive Leadership Team, led by the Chief Executive Officer, meets
12 times each year and provides the Group with executive leadership.

The Committee has responsibility for: the development of long-term
strategies and the implementation of strategies approved by the Board;

Board committees and the other members of the Board, the Audit and Risk
Committee, the Nomination Committee, the Remuneration Committee
and the Social Responsibility Committee are set out on pages 108 to 140.

Nomination Committee
Responsibilities Committee
« Identification and nomination of Responsibilities

new Board members, including « Supports the Board inits

recommending Directors responsibilities to safeguard
to be members of each Board the Group's reputation for

Social Responsibility

committee. responsible and sustainable
» Ensuring adeqguate Board operations.
training; supporting the Board - Oversight of the Group's

and each committee in
conducting a self-assessment.

« Oversight of the establishment
of a talent development
framework for the Group.

« Oversees effective succession .
planning for the Chief Executive
Officer, in consultation with the
Chairman, and for the Executive
Leadership Team, in
consultation with the Chief
Executive Officer.

engagement with stakeholders
to assess their expectations,
and the possible conseguences
of these expectations for

the Group.

Establishes principles governing
social and environmental
management and oversees
development of performance
management to achieve social
and environmental goals.

providing adequate head-office support for each of the Group's countries;
working closely with the country General Managers, as set out in our
operating framework; and the setting of annual targets and approval

of annual business plans which form the basis of the Group's

performance management.


https://www.coca-colahellenic.com/en/about-us/corporate-governance

Applied governance

Summary of key Board activities for 2021 and priorities for 2022

Topic
Strategy 0

2021 activity

Review the progress towards becoming the leading .
24/7 beverage partner and leveraging our unique

24/7 portfolio

Close monitoring of plans to address packaging .
challenges and reduce one-way plastic packaging
Review of the strategic acquisitionsin Egyptandthe
coffee business expansion through the minority

stake investment in Caffe Vergnano .
Endorsing the Group's NetZeroby40 targets

2022 priority

On-going review of the integration plans in Egypt
and monitoring the launches of Caffe Vergnano in
our markets

Continued close alignment with The Coca-Cola
Company

Monitoring progress towards our Growth Story
2025

Monitoring progress towards our NetZeroby40
commitments

Performance 0

\Y,

Deep dive reviews of regions and key functions
Regular reviews of the business performance

by reporting segments and monitoring of the
performance of the coffee and snack businesses

Acceleration of commercial execution capabilities
across the organisation based oninsights from .
the Group's big data and advanced analytics work

Following the Group's Innovation for Growth plans

Periodic performance reviews with focus

on the Group's key business indicators

Review of the performance of the Company's
innovation initiatives and focusing on the
e-commerce performance

Focusing on the performance of the Revenue
Growth Management, Route-to-Market and big
data and advanced analytics programme in order
to build the necessary insight capabilities

Risk management °

Continued review of principal and emerging risks .

Enhancing the cyber security programme in order

and internal and mitigation programmes to meet the needs for the accelerated digitalisation
control » Reviewing the liquidity, financing status and commodity of the business
exposure of the Group » Monitoring the progress of the new sales academy
+ Reviewing information technology plans, including for the Group's business developers
cyber security + Review of the digital strategy and its key priorities
- Ongoing review of key principal risks, including risks around consumer and customer centricity,
relating to the COVID-19 pandemic employee experience and operational productivity
+ Reviewing the execution initiatives in modern trade,
e-commerce and growth results
Operational » Implementation of cost optimisation programmes » Review of material capital expenditure projects
and CapExinvestments - Consolidation and integration of new acquisitions

& .

o

Review of projects involving the in-house production .
of PET from recycled PET flakes and production
of CO, collected from the air

Ongoing review of the Group's cost optimisation
and investment programmes

Culture and values °

S :
8RR

Discussing the employee engagement surveys .
and people plans .
Overviewing the plans to adapt the Group's
organisational design to make it stronger for .
the future.

Working with the designated non-Executive Director
onissues that are identified through the employee
engagement process

Monitoring talent and people capability plans
Ongoing review of Performance for Growth, the
Group's new performance management process

Reflecting on the implementation of the Group's
organisational design

Succession o
planning and
diversity

1

Reviewing succession planning for Board and .
senior management

Reviewing the Company's talent development plans

Ongoing succession planning work and preparing
succession planning and bench strength initiatives
for senior management and Board vacancies
Discussing Board effectiveness and

succession pipeline




Corporate governance report continued

Applied governance

Board oversight of

territory expansion to Egypt

In August 2021, we announced the acquisition of approximately
94.7% of Coca-Cola Bottling Company of Egypt S.A.E. (CCBCE),
aleading producer of non-alcoholic ready-to-drink beverages in
Egypt. The transaction completed in January 2022. The remaining
shares in CCBCE are held by some minority holders and we intend to
acquire these shares in due course. This is a strategically significant
transaction for the Group which expands our emerging markets
footprint and increases our exposure to high-growth geographies.

Strategically significant

The Board considered the acquisition of CCBCE to be a good
strategic fit for the Group as it supports the vision of being the
leading 24/7 beverage partner and the Growth Story 2025 strategy.
In particular, the Board took into account that the transaction would
give the Group access to the second largest non-alcoholic ready-
to-drink market in Africa by volume and would expand the Group's
exposure to high-growth, emerging markets. It was also felt that
there was significant opportunity to leverage the Group's proven
route-to-market capabilities and 70 years of experience operating
in emerging markets to increase penetration of The Coca-Cola
Company's brand portfolio in the country. Overtime the Group is
also confident that it will mange to create further value by moving
CCBCE's margins towards the Group average.

Timeline and key board activities

The Board first considered the acquisitionin 2019. Following these
initial discussions it authorised management to analyse and consider
this opportunity further with particular emphasis on negotiating

the transaction with CCBCE's majority shareholder and The
Coca-Cola Company.

Following discussions with CCBCE and its major shareholders,

and having undertaken a due diligence process, a headline proposal
was put to the Board for approval in March 2021 for consideration.
The Board approved that proposal and authorised management
to negotiate the details of the transaction and final structure with
the major shareholders of CCBCE.

The transaction was signed in August 2021 and was completed
in January 2022.

Robust governance: managing conflicts of interest
One of the Group's major shareholders, The Coca-Cola Company,
had a significant stake in CCBCE which was acquired as part of

the acquisition. As such, enhanced governance and oversight
arrangements were put in place in relation to the acquisition and
the Group's conflicts of interest policies were followed. The Group's
approach to conflicts of interest is discussed in the conflicts

of interests section of this report on page 103. In particular, the
members of the Board nominated by The Coca-Cola Company
did not take part in the decision-making process in relation to

the acquisition and recused themselves from the relevant Board
meetings that discussed the progress of the acquisition and
approved the transaction terms.

Given The Coca-Cola Company's holding in both CCBCE and
the Group, the particular arrangements between The Coca-Cola
Company and the Group were considered to be a smaller related
party transaction for the purposes of the UK Financial Conduct
Authority's Listing Rules. As required by the Listing Rules, the Board
was required to seek the advice of its sponsor that the proposed
terms of the transaction were fair and reasonable as far as the
shareholders of the Group are concerned. The Board sought
and carefully considered the fair and reasonable opinion received
fromits sponsor in connection with the acquisition before
endorsing the same.

Key issues considered by the Board

The Board received regular updates and reports from both
management and its legal advisers, accountants and financial
advisers during the due diligence process in relation to the acquisition.
The Board was keen to ensure that management had established
arobust due diligence process that was designed to identify and
assess potential risks and issues that could affect the valuation

or underlying assumption of the acquisition, and considered
potential mitigation actions and vice versa to those risks and issues.
The Board questioned and challenged management on these issues.

Regulatory conditions

The acquisition was subject to certain regulatory and other conditions.
Throughout the acquisition process, the Board has received updates
from management on the status of the regulatory approvals required
and the satisfaction of the various transaction conditions.

Stakeholders and stakeholder engagement

CCBCE is expected to continue doing business with its current
suppliers, in line with the Group's supplier guiding principles.

The Group also has established potential opportunities for local
Egypt suppliers to service the wider Group. By leveraging the Group's
knowledge and capabilities, as well as their experience in emerging
markets, CCBCE can unlock further growth, reach category leadership
positions and create value for all employees, customers and partners
of the Coca-Cola Systemin Egypt.
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Applied governance

Oversight of the
Company’s culture

How the Board measures and assesses culture

The Board is responsible for monitoring and assessing our culture.
The Chairman ensures that the Board is operating appropriately
and sets the Board's culture which in turn forms the culture of the
Company. The Chief Executive Officer supported by members of
the Executive Leadership Team s responsible for ensuring culture
is embedded throughout the business and its operations and in all
our dealings with our stakeholders.

The Board measures the culture of the Group usinginternal and
external metrics which also enable it to identify further actions to
ensure culture remains appropriate. The Board also monitors the
Group's performance against its peer group within the same sector.
The Board considers the following:

» Health and safety —an area of paramount importance to our
people, customers, partners, and consumers of our products,
especially given the continuing impact of the COVID-19
pandemic. We continue to adapt business operations to ensure
that our people, customers and partners can perform their roles
safely and effectively. We closely monitored the developing
situation and challenges to ensure we provided the appropriate
requirements and support.

* We stood by our out-of-home

» Employee retention —our employees are our greatest asset

anditis important that we do everything we can to retain them.
We conduct an annual employee engagement survey of the
workforce, although during 2021 a total of three all-employee
surveys were conducted to provide feedback to senior
management to identify whether further actions were required.
The feedback was reviewed by the Executive Leadership Team
with the findings reported to the Board.

Customer retention —assessments of customer satisfaction and
ongoing conversations with regulators and non-governmental
organisations. As we increased the number of all-employee
surveys during the pandemic to ensure that we had adequate
insight into employee needs, we also introduced a new customer
feedback approach from Customer Gauge across all our markets
to receive customer feedback on an ongoing basis. This software-
as-a-service tool gives us deeper, more frequent insight than our
annual customer survey, leading to more actionable insights which
can be addressed quickly. Many of our customers were severely
impacted by lockdowns and restrictions on their ability to operate.
We continue to work with our customers, consumers, suppliers,
local community representatives and other business partners
across the value chain every day. Their input, cooperation and
trust factors into Board decision-making and the success of the
business. Examples of governance in action are on pages 95 to 96.

* Weincreasingly worked to digitise

Throughout the global pandemic, our
culture of adaptability has been the driving
factor in our success. Ensuring the safety
of our people, as well as customers,
partners and communities, continued

to be atop priority in 2021. The COVID-19
pandemic demonstrated the value of our
customer partnerships, while underlining
the need to continue to further develop
our critical capabilities. Our teams have
emerged from two years of a global
pandemic even stronger.

Throughout, our actions have been guided
by our values. Below are some examples
of culture in action during 2021:

* We protected the health and wellbeing
of our people as the COVID-19 pandemic
continued, while further investing to
support the new ways of working.

customers as restrictions disrupted
their operations and helped them reopen
as restrictions ease. We introduced our
HoReCa (hotel, restaurant and café)

for tomorrow framework to support
channel acceleration, focusing on being
a full-service partner to our customers.
We introduced the new Sales Academy
across all our markets, to drive our
salesforce's capability to deliver improved
customer service, performance and
execution. This has been developed as a
transformative digital learning approach
to help build our teams’ capabilities

on the job.

In 2021 we made step changes to
empower our salespeople to drive
customer-centric behaviours and ‘close
the loop’ toresolve issues immediately.

We increased the coverage of our
business-to-business Customer Portal
platform, which has transformed into
an engagement-driven digital platform
for businesses. We quadrupled digital
transactions in 2021.

our route to marketin the
e-commerce channel, strengthening
our partnerships with e-retailers

and food delivery platforms

We accelerated our #YouthEmpowered
programme using both in-person and
online modules. The programme reached
more than 210,000 people in 2021

To improve our supply of rPET we have
introduced innovative technology
on-site at our Krakow plant in Poland,
and will introduce this into more markets
in 2022-23



Applied governance

Workforce
engagement

Engagement with key stakeholder groups strengthens our
relationships and is an ongoing part of the operational management
of the Group. This includes employee surveys, assessing customer
satisfaction and ongoing conversations with regulators and
non-governmental organisations. The continuing challenges of

the ongoing COVID-19 pandemic resulted in a change to the form
of engagement with some of our stakeholder groups. The Board
receives regular updates from senior management on insights and
feedback from stakeholders, which allows the Board to understand
and consider the perspectives of key stakeholders in decision-making.
This is a standing agenda item for Board meetings.

Our workforce is core to our strategy and is one of our most
important stakeholder groups. The Company's success largely
depends on the passion of our people and our ability to attract,
retain and develop the best talent. The Board therefore understands
the importance of engaging with its workforce. The safety of our
workforce continued to be a focus throughout 2021, ensuring
appropriate measures were in place so that they could continue
in their roles and that we were supporting a healthy working
environment. Our workforce continued extraordinary efforts to
support and aid our customers and consumers during uncertain
times caused by the pandemic.

Charlotte Boyle, our designated non-
Executive Director for workforce
engagement, attended the meetings

The Board closely monitors and reviews the results of the Company's
Employee Engagement, Values and Ambassadorship surveys.

In addition, the Board reviews talent development initiatives designed
to supportlong-term success. For further details please see below
and the Growth Pillar 4 section of the report on pages 39 to 44.

Charlotte Boyle, our designated non-Executive Director for
workforce engagement, attended a number of virtual meetings with
our European Works Council (EWC). Despite not being able to meet
physically in 2021 until the end of October, meetings continued

with the EWC virtually before that time, including virtual meetings

in March and June 2021. Senior leadership present key information
on business and other changes at these meetings and hear feedback
directly from employee representatives. Allmeetings are attended
by selected members of the senior leadership team, depending on
subjects covered, including our CEO at our meeting in end October.

During 2021, the insights gained from
these engagement activities continued to
be of great importance, contributing to the
Board's decisions in relation to ensuring
the appropriate support and resources for
our people, not only for their own safety
but to aid them in their roles in helping our
customers and consumers.

during the year with our European Works
Council. During the course of these
meetings Charlotte heard from elected
employee representatives from our
businesses in EU countries. These
meetings allow employee representatives
to understand business updates from
senior leaders —including the CEO —about
significant matters affecting our people,
and to ask questions and give feedback.
Charlotte was able to listen to employee
representatives about topics raised by
employees and their experience of the
Company's approach to the workforce,
particularly during the last couple of years,
and was able to bring these insights to the
Board's discussions.

Charlotte also frequently interacted with
our Group Employee Relations Director,
who is also responsible to monitor
diversity, equity and inclusion, to better
understand the steps that the Company

is taking to become more diverse and
inclusive (see page 41 for activities in this
area). To embed these attributes within
the Company's culture, multiple initiatives
have been launched to increase awareness
and understanding and improve policies
and practices to create a more equitable
and inclusive workplace for all. The Board
takes the lead by recognising good
practices and driving accountability.

Charlotte reported back to the Board on
her observations and matters raised by
employees, ensuring Board deliberations
and decision making are fully informed.
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Engaging with
our stakeholders

Read more

Description How the Board is kept informed

Our people

Q@
858

To understand what our people needed
to work in continually changing
circumstances, the Company conducted
in total three all-employee surveys
in2021. Thereis a designated
non-Executive Director for engagement
with our people but given the continued
impact of the COVID-19 pandemic,

the practice of presenting survey results
to the full Board continued. The CEO
also held engagement sessions with
employees during the year, including
several calls with Q&A sessions.

® 03943

Our communities Plant visits, community meetings,

O partnerships on commonissues,
sponsorship activities, lectures at
universities, training opportunities and
support to young people currently not
in education, training or employment.

® w0

Our consumers  Consumer hotlines, local websites,
plant tours, research, surveys, insights,
focus groups.

® 22020

=
=4
=/

Our customers  Regular visits, dedicated account teams,
joint business planning, joint value-
creation initiatives, customer care

centres, customer satisfaction surveys.

® 0323

on—
Q

Our suppliers  Engagement with our suppliers,
consultants and counterparts in

related industries.

® 03237

@@}

NGOs Dialogue, policy work, partnerships
N on common issues, membership of
business and industry associations.

@® 505

{tH

Our shareholders Annual General Meetings, investor
roadshows and results briefings,
webcasts, ongoing dialogue with analysts
and investors.

@® 210

)

Governments

[0

—

Trade Associations, recycling and
recovery initiatives, EU Platform for
Action on Diet, Physical Activity and
Health, foreign investment advisory
councils, chambers of commerce.

® 12045

=

The Coca-Cola
Company

Day-to-day interaction as business
partners, joint projects, joint business
planning, functional groups on
strategicissues, 'top-to-top' senior
management meetings.

®:::

Listening to our stakeholders, and making
a meaningful response, is crucial for
continued success

Considering stakeholders in principal
decisions

Putting our people and customers first
The ongoing COVID-19 pandemic continued to create many issues
for the Group and in particular for its people and its customers.

Since the start of the COVID-19 pandemic the Board's top priority
has been the safety and wellbeing of our people, customers,
partners and communities. The Board has remained focussed on
keeping our colleagues safe and healthy, ensuring that processes
and procedures are adapted as appropriate and that the right
equipmentisin place. This was, and remains, key to our ability to
continue to serve our customers and to operate the business for all
of the Group's stakeholders.

Implementing certain new protocols resulted in a reduction in the
number of employees working on the ground with customers which
inturn had an effect on business development opportunities and
opportunities to strengthen the Group's relationships with its
customers. However, the Board and management looked at other
ways for salespeople to engage and communicate effectively with
customers. Through this engagement with our customers, it was
apparent that having products in the right location was logistically
problematic. Therefore, in some markets, our teams helped our
customers with their supply chainissues. In order to reduce the
pressure on some supermarket customers' supply chains we delivered
direct to stores rather than to the customers' central warehouses.

In many of our markets, some customers remained closed for
significant periods in 2021. Once lockdown measures were eased,
the priority was for our teams to connect with these customers

to offer support and assistance to enable reopening of their
businesses. Our business developers engaged with customers to
understand their key priorities and requirements as they prepared
to reopen after a period of perhaps three to four months' closure.
We offered and, in many cases, provided extended credit; helped
with product placement and marketing; and staggered ordering to
ensure no over-supply and to ease cash flow. By understanding our
customers' needs and taking a collaborative approach, we could plan
and adjust accordingly. Together, we adapted our strategy to aid
customers' business recovery and viability rather than focusing
solely on our own financial targets.



Stakeholder considerations in the context

of acquisitions

Stakeholder interests and matters were carefully considered by the
Board in the context of the proposed acquisition of the Coca-Cola
Bottling Company of Egypt S.A.E. (CCBCE), a leading producer

of non-alcoholic ready-to-drink beverages in Egypt. Investors and
shareholders were particularly considered as part of this strategically
important decision, especially the long-term benefits to the Group
fromincreasing its exposure to high-growth geographies and the
opportunities to create value through progressively moving the
margins on CCBCE's products towards the Group's average margin.
The Group expects that CCBCE will continue doing business with its
current suppliers, in line with the Group's Supplier Guiding Principles.
The Group also sees potential opportunities for local Egypt suppliers
to service the wider CCHBC Group and vice versa. Finally the Group
expects certain procurement efficiencies at CCBCE level by
leveraging CCHBC's scale and optimisation of the production process
and logistics in line with the Group's experience in other markets.

Similarly, stakeholder interests were also considered by the Board
in the context of the acquisition of a minority shareholding in Caffe
Vergnano, a premium ltalian coffee company, which was announced
in June 2021. The acquisition allowed the Group to further build its
presence in the coffee category, one the Board views as important
to achieve the Company's 24/7 vision and address an even wider
range of consumer tastes and segments. The opportunities and
benefits for the Group's customers was a key consideration.

The Board considered that the Caffé Vergnano transaction would
increase the Group's relevance with its customers within the most
attractive segments of the coffee category, while providing Caffe
Vergnano with significant expansion potential through the Group's
leading route-to-market network and commercial capabilities.

Future stakeholder engagement

The Board regularly reviews the stakeholder engagement activities
undertaken both by it and the Group as whole and is satisfied that
the activities outlined above and on pages 10 to 13 remain effective
for the mutual benefit of the Company and its stakeholders.

Shareholder engagement

The Chairman, the Senior Independent Director and the Chair of
the Audit and Risk Committee will be available at the Annual General
Meeting of the Company to answer questions from shareholders.
The Board encourages shareholders to attend as it provides an
opportunity to engage with the Board. However, the 2021 Annual
General Meeting was not held in the usual format as no shareholders
were permitted to attend due to pandemic-related restrictions in
place under Swiss law. The Chief Executive Officer chaired the
meeting with a number of other Directors, including the Chairman,
as well as members of the Executive Leadership Team and the
statutory auditors participating remotely.
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Atthe 2021 Annual General Meeting, more than 20% of votes were
cast against two resolutions being the advisory votes on the UK
Remuneration Report (resolution 7) and on the Swiss Remuneration
Report (resolution 9). In accordance with Provision 4 of the 2018
UK Corporate Governance Code, in December 2021 we published
an update on the key actions that have been taken by the Board

of Directors and Remuneration Committee in response to this.

In addition to the comprehensive shareholder consultation
subsequently undertaken, the Chair of the Remuneration
Committee has further engaged with shareholders to understand
their feedback regarding the votes. From this engagement, it is
understood that the significant factor regarding the votes was the
Committee's decision to adjust the performance metrics relating
to PSP vesting in respect of performance up to 31 December 2020.
More information on the actions taken in response to this vote is
included in the Remuneration Report on page 118.

Pursuant to Swiss law and the Articles of Association, shareholders
annually elect anindependent proxy and we have adopted an
electronic proxy voting system for our Annual General Meetings.

The Company has a dedicated investor relations function which
reports to the Chief Financial Officer. Through the investor relations
team, the Company and Board maintain a dialogue with institutional
investors and financial analysts on operational financial performance
and strategic direction items. We engaged with the investment
community and our shareholders throughout the year, as outlined

in the diagram below. The feedback from shareholders has been
regularly considered by the Board and, where necessary, appropriate
action to further engage with shareholders was taken.

Key investor relations activities in 2021

February
» Management Roadshow Europe & UK

March
» UBS Global Consumer and Retail Virtual Conference
» Credit Suisse 2021 Consumer Retail Conference

May
+ EU&US Management virtual roadshow
+ IR virtual roadshow

« Investec virtual seminar: Beverages on the rebound — CCH's
IR Director to participate in a panel discussion

June
« Goldman Sachs Global Consumer ESG Conference

» Exane BNP Paribas European CEO Conference

» Annual General Meetingin Zug

» Deutsche Bank Access Global Consumer conference

» Exane BNP Paribas 22nd European CEO Conference

» Goldman Sachs Global Consumer ESG Conference

» Evercore ISI Consumer & Retail Summit

» UBS Sustainable Finance Virtual Conference 2021:
The Trajectory of Transition

September
» Barclays Global Consumer Staples Conference

November
» EU & US Management Virtual Roadshow

December
» Citi's Global Consumer Conference
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Board, committee and Director
performance evaluation

At least annually, on the basis of an assessment conducted by

the Nomination Committee, the Board reviews its own performance
as well as the performance of each of the Board committees.

This review seeks to determine whether the Board and its committees
function effectively and efficiently. During the year, the Chairman
meets with the Directors to receive feedback on the functioning

of the Board and its committees, the boardroom dynamics, and

the Group's strategy.

Particular focus is given to areas where a Director believes the
performance of the Board and its committees could be improved.
Areportis prepared for the Board on its effectiveness and that

of its committees.

For the past six years, the evaluation of the Board's effectiveness
has been facilitated by Lintstock, and details of the 2021 Lintstock
report are set out on page 103. Lintstock has no other connection
to the Company or individual directors. A summary of the Board
evaluation findings for 2020, the actions taken in response to
improve Board effectivenessin 2021, the Board evaluation findings
for 2021, and the resulting priorities for 2022 is as follows:

2020 Board evaluation findings 2021 actions

« Oversight of talent

» Understanding
of technological .
developments

« Consideringimplications -
of COVID-19

» Endorsing the geographic
expansion of the Group to Egypt
Risk management response to the
pandemic

Access to the global talent pool,
and implementing a programme
of formal / informal exposure to
potential successors

2021 Board evaluation findings 2022 priorities

« Strengthening the
technology expertise
onthe Board

» Undertaking site visits and
meetingin person

» Understanding of broader
stakeholder views

» Reviewing the acquisitions
» Oversight of people and talent
» Strategic discussions

The independent Directors meet separately at every regular Board
meeting to discuss a variety of issues, including the effectiveness

of the Board. An evaluation of each Director, other than the Chairman,
is conducted by the Chairman and the Senior Independent Director.
The Senior Independent Director leads the evaluation of the
Chairmanin conjunction with the non-Executive Directors, taking
into account the views of the Chief Executive Officer, and, as a matter
of practice, meets with the other independent non-Executive
Directors when each Board meeting is held to discuss issues together,
without the Chief Executive Officer or other non-Executive Directors
present. The Chairman also holds meetings with the non-Executive
Directors without the Chief Executive Officer present.

Information and training

The practices and procedures adopted by our Board ensure that
the Directors are supplied on a timely basis with comprehensive
information on the business development and financial position
of the Company, the form and content of which is expected to
enable the Directors to discharge their duties and carry out their
responsibilities. All Directors have access to our General Counsel,
as well as independent professional advice at the expense of the
Company. All Directors have full access to the Chief Executive
Officer and senior management, as well as the external auditor
and internal audit team.

The Board has in place an induction programme for new Directors.
Generally, it involves meeting with the Chairman, members of the
Executive Leadership Team and other senior executives, as well
as receiving orientation training in relation to the Group and its
corporate governance practices. The induction programme also
includes meetings with representatives of our sales force,
customers and major shareholders, and visits to our production
plants. Bruno Pietracci and Henrique Braun participated in the
induction programme during 2021 as part of their onboarding
process, although much of this was conducted virtually.

All Directors are given the opportunity to attend training to ensure
that they are kept up to date onrelevant legal, accounting and
corporate governance developments. The Directors individually
attend seminars, forums, conferences and working groups on
relevant topics. The Nomination Committee reviews our Director
training activities regularly. Finally, as part of the continuing
development of the Directors, the Company Secretary ensures
that our Board is kept up to date with key corporate governance
developments. The Board appoints the Company Secretary,

who acts as secretary to the Board.

Board appointments and succession planning

Our Board has in place plans to ensure the progressive renewal

of the Board and appropriate succession planning for senior
management. These cover the short, medium and long-term and
these are regularly reviewed. Appointments and succession plans
are based on merit and objective criteria to ensure the Company
is promoting diversity (including gender), social and ethnic
backgrounds, cognitive and personal strengths.

Pursuant to our Articles of Association, the Board consists of

a minimum of seven and a maximum of 15 members, and the
Directors are elected annually for a term of one year by the
Company's shareholders, which is also in accordance with the UK
Corporate Governance Code. In case of resignation or death of any
member of the Board, the Board may elect a permanent guest,
whom the Board will propose for election by the shareholders at the
next Annual General Meeting. In accordance with the Organisational
Regulations, the Board proposes for election at the shareholders'
meeting new Directors who have been recommended by the
Nomination Committee after consultation with the Chairman.



In making such recommendations, the Nomination Committee
and the Board must consider objective criteria including the overall
balance of skills, experience, independence and knowledge of the
Board member, as well as diversity considerations including gender
but also social and ethnic backgrounds. Considerationis also given
to the overall length of service of the Board as a whole when
refreshing its membership. See the Nomination Committee report
on page 114 for further information on the role and work of the
Nomination Committee, including the Board Diversity Policy.
Through this process, the Board is satisfied that the Board and its
committees have the appropriate balance of experience and skills,
diversity, independence and knowledge of the Company to enable
them to discharge their duties and responsibilities effectively,
including sufficient time commitment.

Conflicts of interest

In accordance with the Organisational Regulations, Directors are
required to arrange their personal and business affairs so as to avoid
a conflict of interest with the Group.

Each Director must disclose to the Chairman the nature and extent
of any conflict of interest arising generally or in relation to any
matter to be discussed at a Board meeting, as soon as the Director
becomes aware of its existence. In the event that the Chairman
becomes aware of a Director's conflict of interest, the Chairmaniis
required to contact that Director promptly and discuss with him or
her the nature and extent of such a conflict of interest. Subject to
exceptional circumstances in which the best interests of the
Company dictate otherwise, the Director affected by a conflict of
interestis not permitted to participate in discussions and decision-
making involving the interest at stake.

As The Coca-Cola Company was a major shareholder of the
Coca-Cola Bottling Company of Egypt S.A.E. (CCBCE), members

of the Board appointed by The Coca-Cola Company did not take part
in the decision-making process in relation to the Group's acquisition
of CCBCE. For a detailed description of the enhanced governance
procedures in place for the transaction see page 86.
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Lintstock report

In 2021, we once again engaged the advisory firm Lintstock
to facilitate an evaluation of the performance of the Board.

Lintstock specialises in Board performance reviews and has
no other connection with Coca-Cola HBC.

v

The first stage of the review involved Lintstock engaging with the
Company Secretary to set the context for the evaluation, and to
tailor survey content to the specific circumstances of Coca-Cola
HBC. The surveys were designed to follow up on and further
explore key themes identified in last year's evaluation, so that
year-on-year progress can be tracked.

The 2021 surveys addressed core aspects of the Board's
performance, and had a particular focus on the following areas:

» The Board's oversight of progress with regard to the
Company's growth pillars, and the priorities for successfully
delivering Growth Story 2025

» The Board's understanding of, and engagement with,
key stakeholder groups, including shareholders, customers,
regulators, and suppliers

» The effectiveness with which the Board monitors employee
sentiment and the culture throughout the business

» The dynamics on the Board, and the extent to which the
Board provides effective support and constructive challenge
to management

» The effectiveness of the Board's virtual meetings, and the
focus in meetings on key strategic areas such as sustainability
and technology

» The Board's oversight of risk management, including the
Company's response to the challenges associated with
the pandemic

» The Board's exposure to potential successors for key
positions from within the business, and the effectiveness
of the Company's talent management processes

» The Board's composition in the context of the Company's
strategic ambitions, including the skills represented and the
diversity among members

The performance of the committees of the Board was also
evaluated, as was the performance of the Chairman.

The anonymity of all responses was guaranteed throughout
the process to promote open and honest feedback.

Lintstock subsequently analysed the results and delivered
reports on the performance of the Board, the committees

and the Chairman, which were considered at a subsequent
Board meeting.

A 4

The results of the review were positive overall, and the

Board was felt to have performed effectively and maintained

a strong working dynamic despite the challenging circumstances
presented by the pandemic. While the Board’s virtual meetings
were seen to have been successful, resuming in-person
meetings was identified as a top priority for the coming year.
Other priority areas for 2022 were identified as continuing the
Board's focus on: strategic matters, particularly growth; the
integration of recent acquisitions; people issues, including
succession planning and talent; strengthening technology
expertise on the Board; and risk management, including any
lessons that can be learned from the pandemic.



The Executive
Leadership
Team

1. The Executive Leadership Team
is chaired by Zoran Bogdanovic,
Chief Executive Officer, and his
biography is set out on page 88.
Other members of the Executive
Leadership Team:

2. Naya Kalogeraki

(52) Chief Operating Officer

Senior management tenure: Appointed
July 2016 (5 years), appointed Chief
Operating Officer September 2020

Previous Group roles: Chief Customer

and Commercial Officer from 2016 to 2020.
From 1998, when Naya joined the Company,
she built her career assuming roles of
increased scale and scope, including

Marketing Director, Trade Marketing Director,

Sales Director and Country Commercial
Director, Greece. She has been heavily
involved in Group strategic projects and task
forces addressing mission-critical business
imperatives. In September 2013, Naya was
appointed to the role of General Manager,
Greece and Cyprus.

Previous relevant experience: Naya joined
the Company in 1998 from

The Coca-Cola Company where she held
anumber of marketing positions up to
Marketing Manager.

Nationality: Greek

3. Ben Almanzar

(47) Chief Financial Officer

Senior management tenure: Appointed
April 2021 (less than 1 year)

Previous Group roles: None

Previous relevant experience: Benhas a
proven track record and broad experience
gained from senior financial positions in

the global fast-moving consumer goods
industry. This includes 10 years with Mars
Incorporated, where he was Regional CFO,
Europe & Southern Africa and most recently
Vice President for Financial Planning,
Analytics and Financial Strategy. Prior to
joining Mars, Ben spent 10 years with Nestlé
ina variety of finance roles in Europe,
including CFO of Nestlé Czech-Slovak,

and CFO for Nestlé Waters in the UK.

Nationality: Dominican Republic and British

4. lvo Bjelis

(54) Chief Supply Chain Officer

Senior management tenure: Appointed
January 2022 (less than 1 year)

Previous Group roles: Ivo joined the Group
in 1996 as Plant Manager in Croatia, while in
2002 he took over the position of Country
Supply Chain Manager. Since 2006 Ivo built
his career assuming roles of increased scale
and scope across the board, including
Strategic Initiative Leader for Customer
Centric Supply Chain, Group Supply Chain
Processes and Capabilities Director,
Regional Supply Chain Director, Group
Supply Chain Services Director and Group
Supply Chain Operations Director, leading
the development and the transformation

of the Supply Chain strategy over the years.

Nationality: Croatian

5. Sanda Parezanovic

(57) Chief People and Culture Officer
Senior management tenure: Appointed
June 2015 (6 years)

Previous Group roles: Sanda's previous
roles in the Group include: Public Affairs
& Communications Manager, Serbia and
Montenegro from 2003 to 2006; Country
Human Resources and Public Affairs

& Communications Manager, Serbia and
Montenegro from 2006 to 2010; and Region
Human Resources Director, Bosnia

& Herzegovina, Bulgaria, Croatia, Cyprus,
Greece, NorthernIreland, the Republic

of Ireland, North Macedonia, Moldova,
Montenegro, Nigeria, Romania, Serbia
and Slovenia from 2010 to 2015.

Previous relevant experience: Sanda
startedin 1989 as Market Researcher and
later Strategic Planner working for various
local research and marketing agencies in
SFR Yugoslavia. She joined Saatchi & Saatchi
Balkans in 1994, holding various senior
management positions in several Balkan
countries, including Managing Director

of two start-up agencies, firstin North
Macedonia and later in Serbia. In 1999 she
relocated to London, where she worked for
Saatchi & Saatchi and Marketing Drive on
anumber of pan-European and business
development projects before she joined our
Groupin 2003.

Nationality: Serbian




Zoran Bogdanovic, Naya Kalogeraki,
Ben Almanzar, Marcel Martin,

Minas Agelidis, Nikos Kalaitzidakis,
Barbara Tonz

Ivo Bjelis, Sandra Parezanovic,
Jan Gustavsson, Vitaliy Novikov,
Mourad Ajarti, Spyros Mello

6. Jan Gustavsson

(56) General Counsel, Company Secretary
and Chief Corporate Development Officer
Senior management tenure: Appointed
August 2001 (20 years)

Previous Group roles: Jan served as
Deputy General Counsel for Coca-Cola
Beverages plc from 1999 to 2001.

Previous relevant experience: Jan started
his careerin 1993 with the law firm White

& Case in Stockholm, Sweden. In 1995, he
joined The Coca-Cola Company as Assistant
Division Counselin the Nordic and Northern
Eurasia Division. From 1997 to 1999, Jan
was Senior Associate in White & Case's New
York office, practising securities law and M&A.

Nationality: Swedish

7. Marcel Martin

(62) Chief Corporate Affairs and
Sustainability Officer

Senior management tenure: Appointed
Chief Supply Chain Officer January 2015,
appointed Chief Corporate Affairs &
Sustainability Officer January 2022 (less
than 1 year)

Previous Group roles: Marceljoined the
Groupin 1993, holding positions with
increasing responsibility in the supply chain
and commercial functions. Since 1995, he
has held general management assignments
in several of our markets, including as
General Manager for Eastern Romania,
Regional Manager Russia, Country General
Manager Ukraine and General Manager
Nigeria. He became General Manager of
our Irish operations in 2010, Supply Chain
Directorin 2015 and is now our Chief
Corporate Affairs and Sustainability Officer.

Nationality: Romanian

8. Minas Agelidis

(52) Region Director: Austria, Belarus,
Czech Republic, Estonia, Hungary, Island
of Ireland, Latvia, Lithuania, Poland,
Slovakia, Switzerland

Senior management tenure: Appointed
April 2019 (2 years)

Previous Group roles: Minas joined the
Groupin 1999, holding positions with
increasing responsibility in the commercial
function in Greece (National Account
Manager, Athens Region Sales Manager,
National Wholesale Manager, Country Sales
Director). Since 2008, Minas has held general
management assignments in a number of
our markets, including those of Country
General Manager Cyprus, Country General
Manager Bulgaria and Country General
Manager Hungary.

Previous relevant experience: Prior to
joining the Group, Minas spent seven years
at Unilever Greece in managerial positions in
sales and marketing including those of Brand
Manager, Trade Marketing Manager and
National Account Manager.

Nationality: Greek

9. Nikos Kalaitzidakis

(52) Region Director: Armenia, Bosnia &
Herzegovina, Bulgaria, Croatia, Cyprus,
Greece, Moldova, Montenegro, Republic
of North Macedonia, Romania, Serbia,
Slovenia, Ukraine

Senior management tenure: Appointed
May 2018 (3 years)

Previous Group roles: Nikos joined the
Group in 2006 as Regional Manager for
Northwest Russia and then moved to General
Manager roles in Croatia (2008), Bulgaria
(2010), Hungary (2013) and Poland (2014).

Previous relevant experience: Prior to
joining the Group, Nikos spent five years in
technology and telecommunications and
seven years with Phillip Morris International
in various roles and geographies across
Europe and Central Asia.

Nationality: Greek
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10. Barbara Ténz

(50) Chief Customer and Commercial
Officer

Senior management tenure: Appointed
May 2021 (less than 1 year)

Previous Group roles: Barbara joined

the Group in 1998, building her career first

in Switzerland as Trade Marketing Director,
Sales Director and Commercial Director,
and thenin Austria from 2012 as Commercial
Director and Interim General Manager.

Previous relevant experience: In 2016
Barbara enriched her experience within

the Cola-Cola System as Country Director
Sweden for The Coca-Cola Company, with
responsibility expanded to Norway and
Iceland in 2019 before she assumed the role
of Commercial Execution Director Europe.
Prior to joining the Group in 1998, she held
positions in brand and customer
development at Unilever.

Nationality: Swiss

11. Vitaliy Novikov

(42) Digital Commerce Business
Development Director

Senior management tenure: Appointed
September 2020 (1 year)

Previous Group roles: Vitaliy joined the
Groupin 2011 as General Manager of the
Baltics business unit. Since then, he has held
General Manager roles in Poland and Italy.

Previous relevant experience: Prior to
joining the Group, Vitally spent four years at
Johnson & Johnson as Managing Director of
the Ukrainian operation and prior to this he
spent seven years at Henkel in managerial
positions of growing responsibility in Austria
and Ukraine.

Nationality: Ukrainian

12. Mourad Ajarti

(45) Chief Digital and Technology Officer
Senior management tenure: Appointed
October 2019 (2 years)

Previous Group roles: None.

Previous relevant experience: Mourad
holds an MScin Computer Systems
Networking & Tele-communications from
L'Ecole Mohammadia d'Ingénieurs. He has
20 years' experience with two fast-moving
consumer goods industry leaders, Procter

& Gamble and L'Oréal. Mourad started

with Procter & Gamble leading SAP
implementation in Morocco, Saudi Arabia
and Europe, and later was CIO for different
lines of business. From 2014 to 2019, Mourad
was ClO for the Asia and Pacific region for
L'Oréal, leading consumer and customer
journey transformation and enabling the use
of big data and advanced analytics.

Nationality: British and Moroccan

Executive Leadership Team
gender diversity

® Men 10
Women 3

13. Spyros Mello

(47) Strategy and Transformation
Director

Senior management tenure: Appointed
November 2021 (less than 1 year)

Previous Group roles: Spyros served

as Deputy General Counsel and Chief
Compliance Officer from 2010 to 2021.

He was Deputy General Counsel from 2007
to 2009 and Senior Corporate Counsel from
2005 to 2007.

Previous relevant experience: Spyros

was an associate with the law firm of Sullivan
& Cromwell LLP practising securities law
and M&A firstin New York from 1999 to
2001 and thenin London from 2001 to 2004.

Nationality: Greek

Executive Leadership Team tenure

0-1years

1-2 years

2-3 years

3-4 years

5-6 years
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Key responsibilities of the Executive Leadership Team

The key responsibilities and elements of the Executive

Leadership Team role are:

 the day-to-day executive management of the Group and its
businesses, including all matters not reserved for the Board

 the development of Group strategies and implementation .

« providing adequate head-office support for each of the

or other bodies;
of the strategies approved by the Board;

Group's countries;

Key activities and decisions in 2021

Long-term direction setting

Evaluating and evolving our 24/7
portfolio strategy together with our
brand partners.

Redesigning the Company's
organisational and reporting structure
to better support organisational big
bets (Project Dolphin).

Working on the launch and sequential
roll-out of Costa Coffee in the
Group's markets.

Reviewing and updating our revenue
growth management strategies and
implementing these in our local
commercialisation plans.

Rebooting our route-to-market
approach in selected markets.
Assessing our sustainability priorities
and initiatives on the way to deliver
2025 commitments.

Setting long-term capability building
priorities and programmes.
Approving and reviewing deployment
of major automation and
digitalisation initiatives.

2021
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- setting of annual targets and approval of annual business plans

which form the basis of the Group's performance

management, including a comprehensive programme of
strategies and targets agreed between the Country General

Managers and the Regional Directors;

working closely with the Country General Managers, as set

outin the Group's operating framework, in order to capture

benefits of scale, ensuring appropriate governance and

compliance, and managing performance of the Group; and
+ leading the Group's talent and capability development

programmes.

Business planning

« Aligning key priorities and investment
strategy with TCCC.

» Reviewing progress of the aligned
priorities, investments and spending.

» Reviewing and approving annual
business plans for 2022 for all
operations and central functions.

» Approving Group and country talent,
capabilities development and
succession plans.

Risk, safety and business resilience

 Evaluating the Group's business
resilience strategies.

« Evaluating the Group's Risk Register
of major business risks as well as
associated risk response plans.

» Reviewing the Group's health & safety
policies and material incidents.

» Reviewing the corporate audit plan
for 2022.

Business case reviews and approvals

Assessing strategic revenue-
generating initiatives and product /
packaging innovation business cases.
Reviewing and approving progress

of selected key initiatives — Data,
Insights & Analytics (DIA), Digital
Commerce, Digital & Technology,
Sustainability, Diversity & Inclusion (D&)
and Culture.

Overseeing the strategic evolution
of Supply Chain, Human Resources,
Commercial, Finance and BSS
departments.

Optimisation and expansion of our
logistics and manufacturing
infrastructure.

Capital expenditure proposals review
and approval.

Priority projects

Costa Coffee
Customer Satisfaction
Sustainability initiatives
S4HANA

Engagement

Diversity & Inclusion
Cybersecurity
Business Resilience
Venturing

@)
@)

@)

O >
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Monitoring liquidity
and emerging risks

Letter from the Chair of the
Audit and Risk Committee

P Highlights this year

» Riskmanagement response to the on-going pandemic

and business resilience.

» Transition to SAP S4/Hana and monitoring of Cyber

Security Program

P Priorities for 2022

» monitoring the developments in accounting and regulatory

matters, including potential changes to IFRS accounting
standards and respective disclosures;

ongoing monitoring of risks as well as impairment testing
of goodwilland intangible assets;

ongoing monitoring of internal financial controls, anti-fraud
systems and Code of Business Conduct compliance; and
ongoing monitoring of the Group's enterprise risk
management and quality assurance, and information
system security processes

overview of the Egypt integration process and related
controls and risk management.

Dear Stakeholder

The Audit and Risk Committee focused its work

during 2021 on enhancing and strengthening the
Group’s existing financial controls, risk management
and compliance systems, which the Board recognises
as essential components of effective corporate
governance. During 2021, the Audit and Risk Committee
worked closely with the internal audit and finance teams
in overseeing the implementation of the Group's
internal control framework.

COVID-19 pandemic

The COVID-19 pandemic continued to impact many countries

in which the Group operates, with measures implemented by
governments to contain the spread of the virus, including closure

of non-essential services, travel bans, quarantines and social
distancing; disrupting business activities and resulting in a significant
economic slowdown. We received regularly a report from our senior
management which explained the actions being implemented to
ensure the Group remained fully operational.

We have monitored and discussed our risk management processes,
including our risk profile and mitigation but also principal risks and risk
appetite. The COVID-19 pandemic materially changed our risk
profile, especially inlight of the changing workplace. We reviewed an
elevated number of reported incidents during 2021, including those
related to the ongoing impact of the pandemic. We received updates
about the Group's impairment assessment processes regarding
goodwill and other indefinite-lived intangibles, taking into consideration
the continuing implications of the COVID-19 pandemic.

The on-going COVID-19 pandemic meant thatin 2021 the majority
of internal audits were delivered remotely. The Committee follows
the FRC's Guidance on Risk Management and Internal Control and
the Board is satisfied that the adequate control systems were in
place throughout the year and up to the date of this report.

Other areas of focus during 2021 are included in the sections about
the work and activities of the Audit and Risk Committee and the
areas of key significance in the preparation of the Financial
Statements in this report.

The Audit and Risk Committee report describes in more detail the
work of the Audit and Risk Committee during 2021. In performing its
work, the Committee balances independent oversight with support
and guidance to management. | am confident to report that the
Committee supported by senior management and the external
auditor consistently carried out its duties to a high standard during
the reporting year.

s D

William W. (Bill) Douglas I
Committee Chair



Role and responsibilities

The Audit and Risk Committee monitors the effectiveness of our
financial reporting, internal control and risk management systems,
and processes. The role of the Audit and Risk Committee is set out
in the charter for the committees of the Board of Directors in Annex
C to the Company's Organisational Regulations. This is available

at https://www.coca-colahellenic.com/en/about-us/corporate-
governance.The key responsibilities and elements of the Audit and
Risk Committee's role are:

+ providing advice to the Board on whether the Annual Report
including the consolidated Financial Statements, taken as a
whole, is a fair, balanced and understandable assessment of the
Company's position and prospects and provides the information
necessary for shareholders to assess the Group's position and
performance, including whether there is consistency throughout
the report including the financial reporting, whether the report will
form a good basis of information for the shareholders, and that
important messages are highlighted appropriately throughout
thereport;

« monitoring the quality, fairness and integrity of the consolidated
Financial Statements of the Group, and reviewing significant
financial reporting issues and judgements contained in them;

 reviewing the Group's internal financial control and anti-fraud
systems as well as the Group's broader enterprise risk management
and legal and ethical compliance programmes (including
computerised information system controls and security) with the
input of the external auditor and the internal audit department;

« reviewing and evaluating the Group's major areas of financial risk
and the steps taken to monitor and control suchrisk, as well as
guidelines and policies governing risk assessment; and

» monitoring and reviewing the external auditor's independence,
quality, adequacy and effectiveness, taking into consideration the
requirements of all applicable laws in Switzerland and the UK, the
listing requirements of the London Stock Exchange and Athens
Stock Exchange, and applicable professional standards.
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Members Membership status
William W. (Bill) Douglas Il (Chair) Member since 2016
Chair since 2016
Olusola (Sola) David-Borha Member since 2015
Alexandra Papalexopoulou Member since 2020

The Audit and Risk Committee comprises three independent
non-Executive Directors: Bill Douglas (Chair), Olusola (Sola)
David-Borha and Alexandra Papalexopoulou, who were each
re-elected for a one-year term by the shareholders at the Annual
General Meetingin June 2021.

The Board remains satisfied that Bill Douglas, Sola David-Borha and
Alexandra Papalexopoulou possess recent and relevant financial and
sector experience in compliance with the UK Corporate Governance
Code. Bill Douglas was formerly Executive Vice President and

Chief Financial Officer of Coca-Cola Enterprises, Sola David-Borha
has held a number of senior financial positions and Alexandra
Papalexopoulou has served as a treasurer. The Board is also satisfied
that the members of the Committee as a whole have competence in
the sector in which the Company operates in compliance with the UK
Corporate Governance Code and UK listing regime requirements.

Further details on their experience are set out in their respective
biographies on pages 88 to 90.

The Group Chief Financial Officer, as well as the General Counsel,
external auditor, the Head of Corporate Audit, and the Group
Financial Controller, normally attend all meetings of the Audit and
Risk Committee. Other officers and employees are invited to attend
meetings when appropriate. The Head of Corporate Audit, and,
separately, the external auditor, meet regularly with the Audit and
Risk Committee without the presence of management to discuss
the adequacy of internal controls over financial reporting and any
other matters deemed relevant to the Audit and Risk Committee.
The Chair of the Audit and Risk Committee attended our AGM

in June 2021 and regularly interacts with representatives of

our shareholders.


https://www.coca-colahellenic.com/en/about-us/corporate-governance.The
https://www.coca-colahellenic.com/en/about-us/corporate-governance.The
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Work and activities

The Audit and Risk Committee met eight times, all by video
conference call, during 2021 and discharged the responsibilities
defined under Annex C of the Organisational Regulations. The work
of the Audit and Risk Committee during the accounting year included
evaluation of and review of the respective matters, as well as
assessment of management's mitigating actions and response
plans, in the areas below:

 theIntegrated Annual Report including the consolidated Financial
Statements and the full-year results announcement for the year
ended 31 December 2020 prior to their submission to the Board
for approval, and compliance with Group policies;

+ theinterim consolidated Financial Statements and interim results
announcement for the six-month period ended 2 July 2021, prior
to their submission to the Board for approval;

« thetrading updates for the three-month period ended 2 April
2021 and the nine-month period ended 1 October 2021;

- areas of significance in the preparation of the consolidated
Financial Statements;

« theinternal control environment, principal risks and risk
management systems (including the nature and extent of the
principal risks resulting from the COVID-19 pandemic), and the
Group's statement on the effectiveness of its internal controls
prior to endorsement by the Board, concluding that management
has carried out a robust risk assessment process;

- the Viability Statement scenarios and underlying assumptions and
recommendations to the Board that the Viability Statement be
approved, including discussion of management's conclusions
with respect to Going Concern and the Viability Statement;

+ the external auditor's report on the Group's IFRS earnings
release for the financial year ended 31 December 2020; including
assessment of the auditor's enhanced audit report and key audit
matters and conclusion that there was nothing that warranted
the attention of the Board; and review of external auditor's report
on the Group's interim report for the six-month period ended
2 July 2021;

« report on tax audits undertaken during 2021 in a number
of territories;

» quarterly reports oninternal audit matters across the Group's
business regions, concluding that no material failings
were identified;

 consideration and discussion of the guidance to FRC's Practice
Aid on audit quality;

» direct procurement matters and initiatives for 2021, including
contingency plans for COVID-19 as well as commodity exposure
for 2021;

« regular reports on health and safety, GDPR compliance, transition
to SAP S4/Hana, cybersecurity, business continuity, security,
quality assurance, environmental protection, asset protection,
treasury and financial risks, anti-bribery and fraud control,
insurance (including placing strategy), enterprise risk management
processes and internal control framework (including any
adjustments to the 2021 schedule and updates to the controls
as aresult of the COVID-19 pandemic and the new environment);

» project for the optimisation of the Internal Control Framework
Risk Matrix and updates on progress and timing;

+ reports on litigation and regulatory investigations;

» matters arising under the Group's Code of Business Conduct
and the actions taken to address any identified issues;

« aninternal quality assessment of the internal audit function,
in accordance with the Institute of Internal Auditors Attribute
Standards 1311;

» impact of the COVID-19 pandemic on trading and revenue and
regular updates on developments, potential risks and mitigating
actions, including updates on the Group's response to the
COVID-19 pandemicin the Group's territories;

+ anassessment of the skills of the internal auditors and the
sufficiency of the internal audit budget, confirming of the Internal
Auditor's quality, experience and expertise for the business.

The Audit & Risk Committee is satisfied that internal audit has
the appropriate resources for the business;

« updates on risk management and business resilience, including
the Group's response to the COVID-19 pandemic,the activation
and development of Business Continuity strategies and the
streamlining of the Group's risk management processes. Review
of a description of the top 10 risks per region and the Group's
updated Strategic Risk Summary;

» reports onthe Group's impairment assessment processes
in connection with goodwill and other indefinite-lived intangible
assets for the interim financial report;

+ regular updates from the external auditor on accounting and
regulatory developments. Also, an update on Swiss regulatory
developments,

+ taxissuesincluding:

» anupdate onincreasing substance, coherence and
transparency requirements and the compliance measures that
the Group was taking, including an overview of the Group's tax
governance and risk management framework, an upgrade of
its tax capabilities, a Group-wide approach to tax controversy
and the continued simplification of the Group's legal structure;

+ reviewing the OECD new tax framework in the digital era

+ reportontheintroduction, and potential impact, of digital
services taxes by several countries in the Group's territories;
and

* reviewing a bench-marking study by PwC ranking the Group
high compared to industry peers on its efforts to establish
tax transparency;

« approval of chart of authority and delegation for
operational activities;

« external audit plan and pre-approval of audit fees for 2022

« consideration of the external auditor's independence, quality,
adequacy and effectiveness of its audit of the financial
statements; and

- assessed the Company's external reporting to ensure it is fair,
balanced and understandable as a result of the Board's obligation
under the Corporate Governance Code. The Committee was
responsible for the review of the 2021 Integrated Annual Report
including the Consolidated Financial Statements and associated
reports and information. The Committee received assurances
from management and details on the processes underlying the
preparation of published financial information. Following
evaluation of all available information, including consideration
of the uncertainties around the COVID-19 pandemic, the
Committee concluded and advised the Board that the 2021
Integrated Annual Report including the Consolidated Financial
Statementsis fair, balanced and understandable.

Finally, the Board receives and reviews a report from the Audit and
Risk Committee on its activities and discussions at the Board
meeting following each Audit and Risk Committee meeting.



Areas of key significance in the preparation

of the Financial Statements

The Audit and Risk Committee considered a number of areas of key
significance in the preparation of the Financial Statements in 2021,
including the following:

- appropriateness of critical accounting judgements and estimates
that affect the reported amounts of assets, liabilities, revenues
and expenses, and the disclosure of contingent assets and
liabilities in the consolidated Financial Statements, including
income taxes (detailed in Notes 5, 10, 13, 15, 21 and 29 to the
consolidated Financial Statements), identified by management;

« review of the trading environment and resilience of the Group's
business in light of the COVID-19 pandemic and strategic actions
implemented to mitigate risks;

« review of impairment testing performed by management and
reviewed by the external auditor under IAS 36 as well as the related
sensitivity analysis with confirmation that management had
undertaken a robustimpairment testing process, relying on both
internal information, and other publicly available metrics to
perform their assessment; review key assumptions for specific
countries, challenging management drivers of relevant deviations
and performance to date, as welll as countries WACC rates
development vs prior year

- review of the contingencies, legal proceedings, competition law
and regulatory procedures, including cases involving the national
competition authorities of Greece and litigation matters in Nigeria
and Greece, and the impact of these on the consolidated Financial
Statements and accompanying notes;

» review of management's report that considered the potential
impact of the COVID-19 pandemic on revenues and carrying
amounts of assets;

« assessment of management's judgement on relevant areas for
additional disclosures, to address IAS 34 requirement for
explanation of significant events, in light of the ongoing COVID-19
pandemic;

+ review of accounting standard IAS 34 that required an explanation
of significant events implying that additional disclosure should be
made to reflect the financial impact of the COVID-19 pandemic
and mitigating measures;

« discussion of the following accounting pronouncements,
taking effect on 1 January 2021:IFRS 9, IAS 39, IFRS 7 and IFRS
16 (Interest Rate Benchmark Reform-Phase 2), and IFRS 16
(Covid-19 related rent concessions);

« review of guidance provided from the UK Financial Conduct
Authority and Financial Reporting Council related to areas of focus
for the 2021/2022 financial reporting, climate change, and viability
and going concerns and corporate governance matters;

« review of interim judgements performed by management and
in alignment with the external auditor, regarding the impairment
of indefinite-lived intangibles in light of the on-going
Covid-19 pandemic;

- consideration of quality and safety incidents in Nigeria and Bulgaria;

« assessed management's work in conducting a robust assessment
of the risks that impact the Viability and Going Concern Statements,
including review of scenarios and underlying assumptions;

» recommended to the Board to approve the Viability Statement; and

« deemed appropriate that the Group continues to apply the going
concern basis for the preparation of the financial statements.
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External auditor

PricewaterhouseCoopers AG, Birchstrasse 160, CH 8050 Zurich,
Switzerland ('PwC AG') has been elected by the shareholders as
the statutory auditor for the Group's statutory consolidated and
standalone Financial Statements. The signing partner for the
statutory Financial Statements on behalf of PwC AG is Sandra
Boehm Uglow, who has held this role for the first time with regards
to the year ended 31 December 2021.

The Board, at the recommendation of the Audit and Risk
Committee, has retained PricewaterhouseCoopers S.A., 268
Kifissias Avenue — 15232 Halandri, Greece (‘PwC S.A.'), an affiliate

of PwC AG, to act as the Group's independent registered public
accounting firm for the purposes of reporting under the UK rules

for the year ended 31 December 2021. The signing partner for the
Financial Statements on behalf of PwC S.A. is Fotis Smyrnis, who has
held this role for the first time with regards to the year ended 31
December 2021.

The appointment of PwC has been approved by the shareholders
until the next Annual General Meeting by way of advisory vote. 'PwC'
refers to PwC AG or PwC S.A., as applicable, in this Annual Report.

During the accounting period, the members of the Audit and Risk
Committee met on a regular basis with the newly appointed PwC
signing partners, both with and without management being present.
This provided the Audit and Risk Committee with an opportunity

for open dialogue, to question and be satisfied as to the quality of
the audit work performed by PwC and challenge PwC's professional
skepticism. During the meetings, the newly appointed PwC signing
partners demonstrated their understanding of the group's business
risks and the consequential impact on the financial statement risks,
especially around areas of key significance in the preparation

of the Financial Statements including but not limited to the annual
impairment testing, contingencies and legal proceedings including
taxes. The Audit and Risk Committee took an active role in

reviewing the scope of the audit, the independence, objectivity and
effectiveness of PwC, and the negotiations relating to audit fees.
The Audit and Risk Committee also met with the management team,
which led the discussions with PwC, including the Head of Corporate
Audit, to review the performance of PwC without PwC being present.
Following this review process, the Audit and Risk Committee has
recommended to the Board that a proposal to reappoint PwC

be put to a shareholders' vote at the next Annual General Meeting.

PwC has acted as the Group's sole external auditor since 2003.
The Company ran a competitive tender for the external auditor
services in 2015 which was overseen by the Audit and Risk
Committee. Following the evaluation of the proposals, the Audit
and Risk Committee concluded in 2015 that the best interests of
the Group and its shareholders would be served by retaining PwC
as external auditor and made such recommendation to the Board.
PwC was reappointed by the Board as the Group's external auditor
with effect from 11 December 2015. Currently, the Audit and Risk
Committee anticipates that the audit contract will be put out to
tender again in 2025. There are no contractual or other obligations
restricting the Group's choice of external auditor.

Non-audit services provided by the external auditor
The Audit and Risk Committee considers the independence, in both
fact and appearance, of the external auditor as critical and has long
had an auditor independence policy providing definitions of the
services that the external auditor may and may not provide. Inline
with the relevant FRC Guidance, the policy requires the Audit and
Risk Committee's pre-approval of all audit and permissible non-audit
services provided by the external auditor, and only for matters that
are clearly trivial to the Company. Such services include audit, work
directly related to audit, and certain tax and other services as further
explained below. In practice, the Audit and Risk Committee applies
the policy restrictively, and approval for work other than audit and
audit-related services is rarely granted.
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Under the policy, pre-approval may be provided for work associated
with: statutory or other financial audit work under IFRS or according
to local statutory requirements; attestation services not required by
statute or regulation; accounting and financial reporting consultation
and research work necessary to comply with generally accepted
accounting and auditing standards; internal control reviews and
assistance with internal control reporting requirements; review of
information systems security and controls; tax compliance and related
tax services, excluding any tax services prohibited by regulatory

or other oversight authorities; expatriates’ and other individual tax
services; and assistance and consultation on questions raised

by regulatory agencies.

For each proposed service, the external auditor is required to
provide detailed back-up documentation at the time of approval
to permit the Audit and Risk Committee to make a determination
whether the provision of such services would impair the external
auditor's independence.

PwC has complied with the policy for the financial year ended

on 31 December 2021. The policy was updated on 1 January 2021
to refer to the FRC's Revised Ethical Standard 2019, however no
significant changes were performed.

Audit fees and all other fees

Audit fees

The total fees for audit services paid to PwC and affiliates were
approximately €4.8 million for the year ended 31 December 2021,
compared to approximately €4.5 million for the year ended 31
December 2020. The total fees for 2021 include fees associated
with the annual audit and review of the Group's half-year reports,
prepared in accordance with IFRS and local statutory audits.

Audit-related fees

Fees for audit-related services paid to PwC and affiliates for the
year ended 31 December 2021 were €0.7million, compared to
€0.6 million for the year ended 31 December 2020.

Tax-related fees
No fees were paid to PwC and affiliates for tax services for the year
ended 31 December 2021 or for the year ended 31 December 2020.

All other fees
No fees were paid to PwC or affiliates for non-audit services for the year
ended 31 December 2021 or for the year ended 31 December 2020.

Risk management

During 2021, the Company continued to revise and strengthen

its approach to risk management as described in detail on pages
58-71. The primary aim of this framework is to minimise our
exposure and ensure that the nature and significance of all risks

we are facing are properly identified, reviewed, managed and,

where necessary, escalated. Risk assessments are conducted and
discussed at monthly Senior Leadership Team meetings in all

our business units. These assessments are reviewed by regional
management teams and the Chief Risk Officer twice a year.

In addition, corporate functions conduct broader risk assessments
across the business with the Chief Risk Officer biannually.

The Company's Group Risk and Compliance Committee reviews the
emerging as well as the identified risks biannually and the emerging
and material risks as well as mitigating actions is presented by the
Chief Risk Officer to Executive Leadership Team and the Audit and
Risk Committee. This process is both top-down and bottom-up and
is designed to ensure that risks arising from business activities are
appropriately managed. The Audit and Risk Committee confirms
that the risk management and internal control systems have been
in place for the year under review and up to the approval of the
annual report and accounts. Finally, we have in place third- party
insurance to cover residual insurable risk exposure such as property
damage, business interruption and liability protection, including
Directors' and officers' insurance for our Directors and officers,

as well as for the officers and directors of certain subsidiaries.

Internal control

The Board has ultimate responsibility for ensuring that the Company
has adequate systems of financial reporting control. Systems

of financial reporting control can provide only reasonable and not
absolute assurance against material misstatements or loss.

In certain of the countries in which we operate, our businesses are
exposed to a heightened risk of loss due to fraud and criminal
activity. We review our systems of financial control regularly in order
to minimise such losses.

Internal audit

Our internal audit function reports directly to the Audit and Risk
Committee, which reviews and approves the internal audit plan for
each year. The internal audit function consists of approximately
40 full-time professional audit staff mainly based in Athens, Sofia,
Moscow and Lagos, covering a range of disciplines and business
expertise. One of the responsibilities of the internal audit function
is to provide risk-based and objective assurance to the Board as to
whether the Group's framework of risk management, including
internal control framework, is operating effectively. For this purpose,
the Head of Corporate Audit makes quarterly presentations to the
Audit and Risk Committee and meets regularly with the Audit and
Risk Committee without the presence of our management.

In addition, the internal audit function reviews the internal

financial, operational and compliance control systems across all
the jurisdictions in which we operate and reports its findings to
management and the Audit and Risk Committee on aregular basis.

The internal audit function focuses its work on the areas of greatest
risk to us, as determined by a risk-based approach to audit planning.
As part of our commitment to maintaining and strengthening best
practice in corporate governance matters, we also consistently
seek to enhance our internal control environment and risk
management capability.

The internal audit function carries out work across the Group,
providing independent assurance, advice and insight to help the
organisation accomplish its objectives by bringing a systematic,
disciplined approach to evaluating and improving the effectiveness
of risk management, control and governance processes. In
December 2021, the Audit and Risk Committee agreed the FY22
audit plan to be undertaken by the internal audit team. The audit plan
coverage is based onrisk, strategic priorities and consideration of
the strength of the control environment. The internal audit function
prepares audit reports and recommendations following each audit,
and appropriate measures are then taken to ensure that all
recommendations are implemented. Significant issues, if any,

are raised at once. There were no suchissuesin 2021.

The Board has adopted a chart of authority, defining financial and
other authorisation limits and setting procedures for approving
capital and investment expenditure. The Board also approves
detailed annual budgets. It subsequently reviews quarterly
performance against targets set forth in these plans and budgets.
Akey focus of the financial management strategy is the protection
of our earnings stream and management of our cash flow.

We have conducted an annual review of the effectiveness of our risk
management system and internal control systems in accordance
with the UK Corporate Governance Code. Part of this review involves
regular review of our financial, operational and compliance controls,
following which we report back to the Board on our work and findings
as described above. This allowed us to provide positive assurance

to the Board to assist it in making the statements that our risk
management and internal control systems are effective, as required
by the UK Corporate Governance Code. Further information is set
outonpages 54-61.



The key features of the Group's internal control systems that ensure
the accuracy and reliability of financial reporting include: clearly
defined lines of accountability and delegation of authority; policies
and procedures that cover financial planning and reporting;
preparation of monthly management accounts; and review of the
disclosures within the Annual Report from function heads to ensure
that the disclosures made appropriately reflect the developments
within the Group in the year and meet the requirement of being fair,
balanced and understandable.

The Audit and Risk Committee reviews the results of the internal
audit reports during each meeting, focusing on the key observations
of any reports where processes and controls require improvement.
The Audit and Risk Committee was also provided with updates on
the remediation status of management actions of internal audit
findings and on the internal audit quality assurance and improvement
programme at each meeting.

A particular focus during 2021 was the robustness of the internal
control systems and processes around risk management, in light of
the on-going COVID-19 pandemic. The Audit and Risk Committee
was kept informed of any changes or adaptations to ensure full
functionality as the Company continued to operate under the
circumstances and uncertainties of the COVID-19 pandemic.

The Group Chief Financial Officer and the Regional Finance
Directors, Country General Managers and Country Chief Financial
Officers have access to the implementation status of the
recommendations at all times.

Where internal or external circumstances give rise to anincreased
level of risk, the audit plan is modified accordingly. Nevertheless, no
significant cases occurred this year. Any changes to the agreed audit
plan are presented to and agreed by the Audit and Risk Committee.
Detailed updates on specific areas were provided at the request

of the Audit and Risk Committee, such as, for example, the progress
on audit issues relating to a Health and Safety auditand to an
Information Technology including Cyber Security audit .

Whistleblowing measures

Business ethics and anti-corruption

We seek to grow our business by serving customers and consumers,
and conduct all business activities with integrity and respect.

The Board is responsible for ensuring appropriate procedures

and processes are in place to enable our workforce to raise any
issues of concern and is satisfied that the processes in place are
appropriate.The Board maintains zero-tolerance regarding
breaches of our Code of Business Conduct and anti-bribery policies,
as well as any attempts to retaliate against our people who report
potential violations.

We have mandatory training for all our people, including our ELT, so
that everyone understands our Code of Business Conduct, and we
hold additional targeted anti-bribery training for employees working
inareas we assess as highrisk. In April 2021, a new consolidated
e-learning program on our Code of Business Conduct and Anti-
Bribery Policy was introduced. The course is available on-line to all
employees and includes a knowledge test, acknowledgement and
re-commitment to compliance with the Code and its related policies.
As in the past, this training will be a regular requirement for all
employees. At the end of the training wave over 26.300 employees,
which was 97,7% of total employees, had completed the course.
Since then, we continue to train every newly hired employee. In 2021
our communication plan on compliance included several initiatives
to continue raising awareness on business ethics among our people,
like our annual Ethics and Compliance Week that was rolled out
across our Business Units. We have also an established anti-bribery
due diligence process for third parties who have contact with public
authorities on behalf of our Company. For further information please
see the Anti-Bribery Policy and Code of Business Conduct on our
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website: https://www.coca-colahellenic.com/en/about-us/
corporate-governance/policies. We have established grievance
mechanisms, including an independently operated whistleblower
‘Speak Up Hotline', available in all Coca-Cola HBC countries inlocal
languages to ensure any concerns can be raised. In 2021, we
investigated 344 allegations (2020: 322) of which 210 (2020: 139)
were received through the '‘Speak Up Hotline'. All allegations
involving potential Code of Business Conduct violations were
investigated in accordance with the Group Code of Business
Conduct Handling Guidelines. Of those investigated, 105 (2020: 105)
matters were substantiated as code violations of which 15 (2020: 26)
involved an employee in a managerial position or involved a loss
greater than €10,000. For details concerning the handling

of allegations receivedin 2021, see our website.

You can find more on allegations investigated and violations
uncovered in our GRIindex: https://www.coca-colahellenic.com/
content/dam/cch/us/documents/oar/Coca-Cola-HBC-2021-
GRIContent-Index.pdf.downloadasset.pdf. Through the 'Speak Up
Hotline' we receive, retain, investigate and act on employee
complaints or concerns regarding accounting, internal control or
ethical matters. This includes any matters regarding the
circumvention or attempted circumvention of internal controls,
including matters that would constitute a violation of our Code of
Business Conduct or matters involving fraudulent behaviour by
officers or employees of the Group. All such allegations, complaints
or concerns may be communicated in a variety of ways, in local
languages and on an anonymous basis, to our Head of Corporate
Audit. Communications received by the Head of Corporate Audit, or
directly through the 'Speak Up Hotline', are kept confidential and,
where requested, anonymous. The Head of Corporate Audit liaises
regularly with the General Counsel and communicates all significant
allegations to the Chair of the Audit and Risk Committee.

All matters received via the 'Speak Up Hotline' or any other
reporting mechanism are thoroughly investigated. The Audit and
Risk Committee receives summary reports of escalated incidents
and instances of whistleblowing together with the status of
investigations and, where appropriate, management actions to
remedy issues identified. The Committee reports to the Board

on such matters, which reviews and considers those reports

as appropriate.

Disclosure Committee

A Disclosure Committee has been established, and disclosure
controls and procedures have been adopted to ensure the accuracy
and completeness of our public disclosures. The Disclosure
Committee is composed of the Group Chief Financial Officer, the
General Counsel, the Director of Investor Relations and the Group
Financial Controller.

Performance reporting

Reports on our annual performance and prospects are presented

in the Annual Report following recommendation by the Audit and
Risk Committee. In line with UK practice, we have adopted half-year
and full-year reports, and Q1 and Q3 trading updates. Internally,

our financial results and key performance indicators are reviewed by
the Executive Leadership Team on a monthly basis. This information
includes comparisons against business plans, forecasts and
prior-year performance. The Board of Directors receives updates on
performance at each Board meeting, as well as a monthly report on
our business and financial performance.


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/content/dam/cch/us/documents/oar/Coca-Cola-HBC-2021-GRIContent-Index.pdf.downloadasset.pdf
https://www.coca-colahellenic.com/content/dam/cch/us/documents/oar/Coca-Cola-HBC-2021-GRIContent-Index.pdf.downloadasset.pdf
https://www.coca-colahellenic.com/content/dam/cch/us/documents/oar/Coca-Cola-HBC-2021-GRIContent-Index.pdf.downloadasset.pdf
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Ensuring business

continuity and growth

Letter from the Chair of the
Nomination Committee

P Highlights this year
» The successful onboarding of non-Executive Directors,
Henrique Braun and Bruno Pietracci.

P Priorities for 2022

« continuous work on succession plans for Board and senior
management positions;

» close monitoring of the Group's talent and development
frameworks in order to ensure the continued strength
of the current talent pipeline;

 externally facilitated Board and committee assessments; and

- follow up actions on outcome of 2021 evaluation assessment.

Role and responsibilities

The function of the Nomination Committee is to establish and
maintain a process for appointing new Board members, to manage,
in consultation with the Chairman, the succession of the Chief
Executive Officer and to support the Board in fulfilling its duty

to conduct a Board self-assessment. The formal role of the
Nomination Committee is set out in the charter for the committees
of the Board of Directors in Annex C of the Company's
Organisational Regulations. This is available online at https://www.
coca-colahellenic.com/en/about-us/corporate-governance.

Key elements of the Nomination Committee's role are:
« reviewing the size and composition of the Board;
« identifying candidates and nominating new members to the Board;

+ planning and managing, in consultation with the Chairman, a Board
membership succession plan;

Committee at work

Board
composition

Succession
planning

@ Recruitment

Dear Stakeholder

The work of the Nomination Committee has continued
to focus on the composition of the Board and the
important task of Board and senior management
succession planning.

In2021, the Committee continued to review the balance of skills,
experience and diversity of the Board and focused on the talent
development, employee engagement and gender diversity initiatives
necessary to ensure that the Group has the people and skills to
deliver onits strategy. To this end the Committee oversaw the
appointment process for Henrique Braun and Bruno Pietracci as
non-Executive Directors inlight of the retirement of José Octavio
Reyes and Alfredo Rivera. The Committee also considers the overall
length of service of the Board as a whole as part of its succession
planning and keeps under review the need to refresh Board
membership. In addition, the Committee oversaw an externally
facilitated self-assessment process.

A summary of the Group's Nomination Policy for the recruitment of
Board members is available online at: https://www.coca-colahellenic.
com/content/dam/cch/us/documents/about-us/corporate-
governance/summary-of-nomination-policy-for-recruitment-of-
board-members.pdf.downloadasset.pdf. The Board Diversity Policy
is described on page 115.

/7?24&

Reto Francioni
Committee Chair

 ensuring, together with the Chairman, the operation of a
satisfactory induction programme for new members of the Board
and a satisfactory ongoing training and education programme for
existing members of the Board and its committees as necessary
to deliver on our strategy;

- setting the criteria for, and overseeing, the annual assessment
of the performance and effectiveness of each member of the
Board and each Board committee;

« conducting an annual assessment of the performance and
effectiveness of the Board, and reporting conclusions and
recommendations based on the assessment to the Board; and

« overseeing the employee and management talent development
and succession plans of the Group.

Members Membership status

Reto Francioni (Chair) Member since 2016
Chair since 2016

Charlotte J. Boyle Member since 2017

Anna Diamantopoulou Member since 2020

g Shortlisting
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The members of the Nomination Committee are Reto Francioni,
Charlotte Boyle and Anna Diamantopoulou. Allmembers of the
Nomination Committee are independent non-Executive Directors.
At the Annual General Meetingin June 2021, Reto Francioni,
Charlotte Boyle and Anna Diamantopoulou were re-elected for
aone-year term by the shareholders.

Work and activities

The Nomination Committee met four times during 2021 and
discharged the responsibilities defined under Annex C of the
Company's Organisational Regulations. The Chief Executive Officer
and the Group Human Resources Director regularly attend meetings
of the Nomination Committee. In addition, the Chairman is actively
involved in the work of the Nomination Committee concerning
succession planning and the selection of key people. In 2021, the
General Counsel also met with the Nomination Committee on
several occasions. During 2021, the work of the Nomination
Committee included consideration of:

 succession planning and development of plans for the recruitment
of new Board members and senior management, including two
non-Executive Directors (given that they were appointed at the
request of The Coca-Cola Company, an external consultancy
was not engaged in connection with these appointments, but is
generally used for non-Executive Director appointments) and
certain members of the Group's Executive Leadership Team;

» composition of the Board, including the appropriate balance
of skills, knowledge, experience and diversity;

« review of the talent management framework;

 the performance evaluation and annual assessments of the
committees and the Board;

« follow up actions arising from Board and committee evaluations;

+ review of the Director induction process and training
programmes; and

+ review of the Group's Inclusion and Diversity Policy.

Performance evaluation of the Board

The Nomination Committee led the annual assessment of the
performance of the Board and its committees during the year with
the support of Lintstock, an external advisory firm. The key areas
included in the assessment were Board structure and diversity,
timeliness and quality of information, Board discussions, and
effective contributions of each Director, the performance of the
Board, committees, succession planning, risk appetite and risk
management, and remuneration and performance. The scores were
high overall, and the results of the evaluation were presented at the
December 2021 Board meeting. Further details on the internal Board
evaluation are set out on page 103.

As with allemployees, the Group offers training opportunities to the
Board and senior managementin order to improve their skills, and
encourages all Board members and senior management to gain
relevant experience and knowledge to fulfil their position’s duties.

Diversity

The Group continues to have a firm commitment to policies
promoting diversity, equal opportunity and talent development

at every level throughout the organisation, including at Board

and management level, and is constantly seeking to attract and
recruit highly qualified candidates for all positions in its business.
The Group's Diversity and Inclusion Policy applies to all people who
work for us. Further details on the Group's Diversity and Inclusion
Policy are set out on page 41 in the Strategic Report.

@ Interview

Balance of skills
assessment

' Appointment
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The Group believes that diversity at the Board level acts as a key
driver of Board effectiveness, helps to ensure that the Group can
achieve its overall business goals especially in light of our geographical
footprint, and s critical in promoting a diverse and inclusive culture
across the whole Group. The Board has adopted a formal Board
Diversity Policy, which guides the Nomination Committee and the
Board in relation to their approach to diversity in respect of succession
planning and the selection process for the appointment of new
Board members. The Nomination Committee is responsible for
implementing this policy and for monitoring progress towards the
achievement of its objectives.

The requirements and objectives of the Board Diversity Policy,
include that the Nomination Committee is required to take into
account all aspects of diversity, including age, ethnicity, gender,
educational and professional background and social background
when considering succession planning and new Board appointments;
seek a wide pool of candidates, with a broad range of previous
experience, skills and knowledge; and give preference to executive
search firms that are accredited under the Enhanced Code of
Conduct for Executive Search Firms. Board appointments are
evaluated on merit against objective criteria with due regard for
diversity to ensure that candidates contribute to the balance of skills,
experience, knowledge and diversity of the Board. The Board also
considers the overall length of service of the Board as a whole when
considering refreshment of the membership.

The Board understands the benefits of diversity of gender, ethnicity,
knowledge and experience, and this is reflected in the Board
Diversity Policy. The objectives of the Board Diversity Policy include
ensuring female representation on the Board and as such both the
Board and Nomination Committee are mindful of the target set for
FTSE 100 companies by the Hampton-Alexander Review (minimum
of 33% of women on the Board and 33% of women on the executive
committee and direct reports by the end of 2020). They are also
mindful of the target set out in the Parker Review to increase ethnic
diversity (at least 'one person of colour' on the Board by 2021).

The Board currently has 30% female representation and also meets
the target set by the Parker Review having had a person of colour

on the Board since 2015. The Board is committed to improving the
Board gender balance and the Nomination Committee has, and will
continue to, consider this in the context of its continuous work on
succession plans for the Board, as well as senior management.

The Executive Leadership Team has 23% female representation
while 30% of our senior leaders are women. Figures showing Board
and senior management gender diversity are shown on pages 90
and 105. The Board is committed to appointing the best people with
the right skill set, regardless of gender, ethnicity, religion or disability,
and as such does not think it is appropriate to set specific targets
for Board appointments.

The Board recognises the importance of diversity in its business.
Itis the Board's responsibility to oversee senior management
succession planning for a diverse pipeline of managers and talent
identified from the management talent development programme.
This links to our strategy to develop our people and ensure we
attract and retain a diverse talent pool, and is one of the five

pillars of our growth strategy. Further information on pages 38-43.
The Nomination Committee, in conjunction with the Executive
Leadership Team, will continue to monitor the proportion of women
at all levels of the Group and ensure that all appointments are made
with a view to having a high level of diversity within the workplace
and in leadership positions.

% Induction
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Corporate governance report continued

Overseeing the journey

to net zero

Letter from the Chair of the
Social Responsibility Committee

B Activity highlights 2021

» close governance of licence to operate pillar as part of our
Growth Story 2025 including progress of public Mission
2025 commitments;

+ endorsement and a detailed review of the actions,
initiatives, and communication plans supporting
NetZeroby40, the Company's commitment to reach net
zero greenhouse gas emissions by 2040, combined with
science-based carbon reduction targets by 2030;

- review of sustainable packaging agenda, progress,
and action plan;

» deep-dive analysis of Company results in various
environmental, social and governance (ESG) benchmarks
and ratings;

 review of the new Sustainability department structure;

+ adoption of new food loss policy and biodiversity statement;

» update of the packaging waste policy;

» ongoing updates on plastic packaging levies and product tax
developments; and

- active involvement in annual Stakeholder Forum on "Winning
ESG Partnerships — When One Plus One Exceeds Two',
including preparations and measurement/feedback.

® Priorities for 2022
» Progress of public Mission 2025 commitments with a focus
on NetZeroby40 and packaging initiatives;
« partnerships for innovation in the area of ESG;
+ implementation of 2022 roadmap related to 2030 science-
based carbon reduction targets to reduce carbon emissions
across the value chain;

 plans for added sugar reduction across beverage categories
aligned with the UNESDA commitment to sugar reduction;

- stakeholder outreach activities;

« reviewing and streamlining of Company disclosure and
reporting standards based on GRI, IIRC, TCFD and SASB
frameworks, and the EU Taxonomy; and

» ongoing activities related to ESG benchmarking activities,
plastic packaging levies and product tax developments.

Dear Stakeholder

The Social Responsibility Committee continued its
focus on the overall integration of sustainability in the
business strategy and the Group’s progress towards
its Mission 2025 sustainability targets. To support the
achievement of our very ambitious NetZeroby40
emissions reduction goal, we oversaw implementation
of a new structure and new ways of working in the
Group’s Sustainability department. The key changes
are: (1) a much extended and upgraded Head of
Sustainability role in the Group team; (2) creating a
cross-functional Sustainable Packaging team that will
focus on developing an end-to-end approach; (3) a
new governance model and supporting activities; (4)
prioritisation of sustainability as the core theme

for communication.

The Committee monitored sustainability-related regulatory
developments, including the EU Green Deal and other regulations
promoting a circular economy, single-use plastics and packaging
waste, deposit return systems and evolving nutrition

labelling requirements.

During 2021, the Company retained top scores in MSCI ESG ratings,
CDP Climate and Water, ISS ESG, Video Eiris and FTSE4Good.

The Committee is particularly proud that the Company was again
rated as Europe's most sustainable beverage business in the S&P
Corporate Sustainability Assessment (DJSI).



Going forward in 2022, the Committee will ensure that sustainability
is fully integrated into the business strategy and that the company
continues to create value for all of its stakeholders. Areas of specific
attention willinclude focus on increasing diversity, inclusion and
equity; sustainable sourcing; the relevance of biodiversity and
deforestation for the business.

LA

Anastasios . Leventis
Committee Chair

Role and responsibilities

The Social Responsibility Committee is responsible for the
development and supervision of procedures and systems to ensure
the pursuit of the Company's social and environmental goals, as set
out in the charter for the committees of the Board of Directors in
Annex C to the Company's Organisational Regulations. This is
available at https://www.coca-colahellenic.com/en/about-us/
corporate-governance:

Key areas of responsibility are:

« establishing the principles governing the Group's policies on social
responsibility, and the environment to guide management's
decisions and actions;

+ overseeing the development and supervision of procedures and
systems to ensure the achievement of the Group's social
responsibility and environmental goals;

- establishing and operating a council responsible for developing
and implementing policies and strategies to achieve the
Company's social responsibility and environmental goals (in all
ESG pillars, such as climate change, water stewardship, packaging
and waste, sustainable sourcing, health and nutrition, and our
people and community), and ensuring Group-wide capabilities
to execute such policies and strategies;

+ ensuring the necessary and appropriate transparency and
openness in the Group's business conduct in pursuit of its social
responsibility and environmental goals;

-+ ensuring and overseeing the Group's interactions with
stakeholdersinrelation to its social responsibility and
environmental policies, goals, and achievements, including the
level of compliance with internationally accepted standards; and

« reviewing Group policies on environmental issues, human rights,
and other topics as they relate to social responsibility.

Members Membership status

Member since 2016
Chair since 2016

Anastasios |. Leventis (Chair)

Anna Diamantopoulou Member since June 2020

Bruno Pietracci Member since June 2021
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Work and activities

The Social Responsibility Committee met four times during 2021.
Along with Committee members, those meetings were attended

by other members of the Board, i.e., Charlotte J. Boyle and Ryan
Rudolph, the CEQO, the Chief Corporate Affairs & Sustainability
Officer, and additional senior leaders subject to the discussion topics.
The Chairman of the Board also attended some of the meetings.

During 2021, the Social Responsibility Committee reviewed and
provided guidance and insights to advance the Group's sustainability
approach in the following areas:

+ progress and the action plans made against the 17 publicly
communicated 2025 sustainability commitments;

» new Group Sustainability structure and introduction of Sustainable
Packaging cross-functional team to manage agenda and track
progress of accelerating a shift towards more sustainable packaging
(rPET, packageless, refillables, and other) and packaging recovery;

- detailed plans and initiatives for delivery of science-based carbon
reduction targets and NetZeroby40 commitment;

+ innovative opportunities related to CO, capture from the air
(CO, removal) and digital applications for incentivising consumers
for bottling recycling;

 low-sugar and zero-sugar products and reformulations as part
of the Group's commitment to reduce calories and added sugar;

+ volunteering activities across our BUs;

- diversity, equity, and inclusion topics;

 health and safety protocols to ensure the safety of all
our employees;

+ support to our communities throughout the COVID-19 pandemic;

« #YouthEmpowered digital programmes and curriculum;

+ established partnerships in the area of packaging, blockchain,
packaging recycling and carbon;

» materiality process and review of outcomes of the annual
materiality survey;

- opportunities for EU funds related to different environmental
initiatives, mostly for renewable energy, carbon reduction
and packaging optimisations;

- stakeholder engagement plan and outcomes of the Annual
Stakeholder Forum; and

 use of relevant reporting frameworks including the Global
Reporting Initiative (GRI) Standards, Task Force on Climate-
related Financial Disclosures (TCFD) and the Sustainability
Accounting Standards Board (SASB).


https://www.coca-colahellenic.com/en/about-us/corporate-governance
https://www.coca-colahellenic.com/en/about-us/corporate-governance

118 COCA-COLAHBC

Directors’ remuneration report

Maintaining our performance
focus during a challenging year

Letter from the Chair of the
Remuneration Committee

P Highlights this year
» We developed a more comprehensive shareholder
engagement programme, conducting a consultation
between the Chair of the Remuneration Committee and
an extensive number of shareholders for the first time.

« This followed the AGM and was directly in response
to feedback received from shareholders as part of our
consultations last year.

+ The key decisions we made this year in relation to
incentive outcomes and the implementation of our
Remuneration Policy were informed by this shareholder
consultation process.

Dear Shareholder

Our Company and employees continued torise to

the challenges of the COVID-19 pandemic during 2021,
navigating reopenings and recovery while continuing

to adapt to new ways of working. While we maintained
business continuity, the health and safety of our
workforce has always been our first priority.

The Remuneration Committee’s decisions during the
year were considered in the context of the remuneration
of all our employees and reflect the importance of
incentivising and rewarding our most critical employees:
those on the front lines serving our customers.

Free cashflow (€m) Comparable EPS (€) Comparable EBIT

601.3 1.584 (€m)
(2020: 497) (2020: 1.185) 831

(2020: 672)
ROIC NSR (Net sales revenue)
14.8% 7,168

(2020:11.1%) (2020:6,132)

@ IncludedinMIP @ Included in PSP

As the Chair of the Remuneration Committee, | am pleased to
present our Directors' Remuneration Report for the year ended

31 December 2021. Our primary listing is on the London Stock
Exchange, and our Company is domiciled in Switzerland. We therefore
ensure, as described in this report, that we comply with UK regulations,
except where these conflict with Swiss law. The format of this year's
Remuneration Report is consistent with the format of last year's as
there were no significant changes in relevant regulations. As always,

I welcome your feedback and suggestions regarding anything we can
do toimprove the report further.

The Group's remuneration philosophy and policies are designed to
attract, motivate and retain the talented people we need to meet
the Company's strategic objectives, and to give them due recognition.

To this end, the Remuneration Committee has worked to ensure
that the remuneration policy of the Group remains fair, transparent,
and competitive in comparison with our peers, and that remuneration
helps drive our growth strategy and sustainable performance.

Remuneration in context

We achieved strong performance in 2021. In a volatile market
environment, where in many of our countries we had customers
who remained closed for several months, the business has achieved
an acceleration of revenues and profitability as well as a faster pace
of market share gains, with all key metrics above pre-pandemic
levels. We have continued to invest in long-term opportunities
including the acquisition of Coca-Cola Bottling Company of Egypt
and the stake in Caffé Vergnano which expands our coffee strategy;
and we have announced targets and funds to achieve net zero
carbon emissions by 2040. Our key financial highlights include:

« FX-neutral revenue growth +20.6% like-for-like . Reported
revenues +16.9%;

« Volume growth of 14.0% like-for-like, or 13% on a reported basis;

» FX-neutral revenue per case up to 5.8% driven by pricing and
revenue growth management strategies;

» Comparable EBIT grew by 23.6% with margins +60bps to 11.6%.
Reported EBIT grew by 21.0%;

» Operating costs as a percent of revenue improved by 2.2pp,
driven by operating leverage, cost savings higher than plan; and

» Strongearnings growth, record high free cash flow and increased
dividend pay-out target range to 40-50%.

Stakeholder experience

Our shareholders

The Committee acknowledges that, at our 2021 Annual General
Meeting all resolutions were successfully passed with the requisite
majority, however, there were significant minority votes against
Resolutions 7 and 9, the advisory votes to approve the UK
Remuneration Report and the Swiss Remuneration Report.

Each were passed with the support of approximately 72% of the
votes cast.



Following the AGM, we extended our engagement with shareholders
and their proxy advisers on remuneration issues. We reached out to
the top 20 shareholders as well as all those who had contacted the
Board to express their views, particularly with regard to the targets for
the 2018 Performance Share Plan awards. Whilst the Remuneration
Committee had sought to ensure that these incentive arrangements
continued to align with their original intent given the impact of
COVID-19, we acknowledge that not all shareholders were supportive
of such adjustments. Through the engagement process, shareholders
did express arange of views on other actions the Committee might
consider to provide retention and incentivisation to the workforce
reflecting the different operating environment presented

by COVID-19.

The Remuneration Committee believes that the decisions it took
were necessary to retain and incentivise the broader management
team, in addition to the executive leadership and CEO. These individuals
were directly responsible for navigating the Company through the
turbulence caused by the COVID-19 pandemic and ensuring the
resilience and recovery of the business.

In terms of the shareholder experience, our investors have benefited
fromrecent and historical strong financial performance. We have
returned €4.1 billion to shareholders over the last two decades with
a progressive dividend policy complemented by extraordinary returns
through special dividends. In 2021, we paid a dividend of €0.64, a
3.2% increase despite the decline in EPS. This represented a payout
ratio of 54%, ahead of our medium term target of 35-45%, and

was proposed to ensure we rewarded shareholders and maintained
our commitment to a progressive dividend. While the COVID-19
pandemic is a continuing source of uncertainty globally, based

on our business's resilience and future opportunities, the Board has
proposed a dividend of €0.71, a 10.9% increase compared with last
year. We have committed to continue to make progressive dividend
payments in the future.

Our employees and their remuneration

As a continuation to the improvements made in 2020 to enable our
workforce to operate effectively, in 2021 we maintained our ongoing
dialogue with our employees to listen and understand their needs.

| continue to attend the majority of the Works Council meetings
and plenary during the year which covers approximately half of
our population . | speak with the employee representatives to
discuss their thoughts on the Company's relationship with them.
The discussions and outcomes are shared in the Remuneration
Committee meetings as input for taking wider decisions related
to remuneration for the workforce and executives.

In reviewing our wider workforce remuneration practices, we
prioritised the treatment of our front-line employees: we continue
to focus on protecting them and ensuring that their remuneration is
treated fairly. Annualincreases were awarded to the wider population
in 2021 as were incentives, and they are planned again for 2022.

We conducted two additional surveys to complement our annual
engagement survey to ensure we remained abreast of the views
of our employees at a time of significant change and uncertainty.
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We adjusted our Wellbeing framework to take into account the new
ways of working and needs of our employees.

Furthermore, we ensured that there were no redundancies made
as aresult of the impact of the COVID-19 pandemic. Full details of
how we cultivated the potential of our people in 2021 can be found
onpage 41-42.

Applying the remuneration policy for Directors in 2021
In 2021, Zoran Bogdanovic's salary was increased to €815,000
representing anincrease of 3.2%, effective 1 May 2021. Following
the freeze in 2020, the Committee believed that as the Company
emerged from the COVID-19 pandemic, anincrease for the CEO

in line with other employees was appropriate. The average increase
for our other head office employees was 3.1%.

We signalled in last year's Annual Report that the adjustments

made to employees and CEQ incentive outcomes would continue

to try to reflect appropriately the changed environment with the aim
toincentivise and retain our broader workforce. The decisions in
relation to PSP outcomes followed a similar reasoning to the decisions
in 2020, albeit our business had stronger performance in 2021
compared to last year.

As mentioned in last year's report, the approach under the MIP
changed in 2021, shifting to a multiplicative rather than additive
calculation to give more emphasis on business performance over
personal performance. The business performance KPIs were
simplified to focus on three key metrics: revenue (40% weighting),
comparable EBIT (40% weighting) and free cash flow (20% weighting).

The formulaic MIP outcome for the CEO was 100% of the maximum
opportunity. The Committee applied downward discretion to adjust
for the benefit of the sale of the Cyprus plant and to reflect the
small amount of government aid due to COVID-19 received in a few
countries outside the UK but for which there are no mechanisms
available for repayment. The final MIP outcome was 91% of the
maximum opportunity. The effect of this adjustment was to reduce
the outcome for the CEO by 12.6% of salary. Details of the targets,
performance against them and the plan outcomes are set out
onpage 134.

As described in more detail on page 135, the Committee took

the decision to adjust targets for the 2019 PSP award. The original
targets for this award were set prior to the onset of the pandemic
and were no longer appropriate in light of that impact. At the time

of revising the targets, the plan would have delivered zero vesting.
The Committee took into consideration the financial, operational
and strategic performance of the business over the three year period,
as well as the shareholder experience including the dividend payouts.
The Committee carefully considered the adjusted targets to

ensure that they are equally stretched and still represented good
performance at threshold and exceptional performance

at maximum levels.

Performance against the revised targets over the period 2019 to
2021 resultedin a formulaic vesting level of 90% of the maximum
PSP award granted in 2019, which excludes the benefit from the sale
of the Cyprus plant. The Committee decided to apply downwards
discretion to this figure, resulting in a final vesting level of 75%

of the maximum. Details of the targets and outcomes are explained
onpage 135.
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Directors’ remuneration report continued

Looking ahead

The Remuneration Committee will continue to keep policies
under review so as to ensure that plans and programmes relating
to remuneration support the Company's strategy and objectives
and are closely linked to shareholders' interests. The Committee
is mindful of the evolution in corporate governance requirements
and will continue to review the application of these as it relates

to aspects of remuneration.

The Remuneration Committee believes that the amended
Remuneration Policy approved by shareholders at the AGMin June
2021 remains appropriate and carefully balances alignment with
the Company's business strategy and our response to evolving
corporate governance requirements.

Asin 2021, for the purposes of the 2022 MIP business performance
will be measured based on performance against three KPIs: revenue
(40% weighting), comparable EBIT (40% weighting) and free cash
flow (20% weighting).

The Committee intends that 2022 PSP awards will be made subject
to the same performance metrics as 2021 awards: ROIC (42.5%),
EPS (42.5%) and reduction of CO,emissions (15%). However,

the Committee has determined to temporarily postpone target
setting inlight of the heightened uncertainty as a result of the
Russia-Ukraine war. The Group has significant operations in both
countries. We intend to set targets as soon as possible, within six
months from the standard date of grant and will fully disclose targets
via RNS at that time.

We will proceed with providing the individual grants for the 2022 PSP
in March as per usual process. Taking into account the share price
volatility at the time of grant, the Remuneration Committee will
retain the right to appropriately apply discretion to the share award
outcome at the time of vesting, for example to safeguard against
any inappropriate windfall gains.

Inaddition, the Committee has welcomed the discussions with
shareholders and plans to build on our extensive consultation
during 2021, continuing the productive dialogue with our
shareholders this year.

The role of the Remuneration Committee
The main responsibilities of the Remuneration Committee are to
establish the remuneration strategy for the Group and to approve
compensation packages for Directors and senior management.
Further, the Committee reviews wider workforce remuneration
policies at Coca-Cola HBC and the alignment of incentives and
rewards with strategy and culture, taking these into account when
setting the remuneration policy. The Remuneration Committee
operates under the Charter for the Committees of the Board of the
Company set forth in Annex C to the Organisational Regulations
of the Company, available on the Group's website at: https://www.
coca-colahellenic.com/en/ about-us/corporate-governance
Members Membership status
Charlotte J. Boyle (Chair) Member since 2017

Chair since June 2020
Reto Francioni Appointed June 2016
Anna Diamantopoulou Appointed June 2020

In accordance with the UK Corporate Governance Code, the
Remuneration Committee consists of three independent non-
Executive Directors: Charlotte J. Boyle (Chair), Reto Francioni
and Anna Diamantopoulou, who were each last elected by the
shareholders for a one-year termon 22 June 2021.

The Remuneration Committee met four timesin 2021; in March,
June, September and December. Please refer to the Corporate
Governance Report on page 92 for details of the Remuneration
Committee meetings.
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Q&A

Chair of the
Remuneration
Committee

’

The Committee understands from our
extensive consultation with shareholders
that the primary reasons for the votes
against the Annual Report on
Remuneration (with 72% in favour) was
the Committee’s decision to adjust the
performance metrics relating to PSP
vesting in respect of performance up to
31 December 2020.

In reaction to the vote, the Committee
decided for the first time to conduct

an extensive shareholder consultation,
reaching out to many shareholders and
engaging with all shareholders who
expressed concerns. As the Chair of the
Committee, | met with 12 shareholders to
discuss matters related to remuneration.

We reached out to the top 20 shareholders
as well as all those who contacted the
Board to express concerns, particularly
regarding targets for 2018 Performance
Share Plan awards. Whilst the Remuneration
Committee had sought to ensure that
these incentive arrangements continued
to align with their original intent given

the impact of the COVID-19 pandemic,

we acknowledge that shareholders have
arange of views as to the appropriateness
of such adjustments.

The Remuneration Committee believes
that the adjustments made were necessary
to retain and incentivise the broader
management team, in addition to the
executive leadership and CEO. These
individuals were directly responsible

for navigating the Company through the
turbulence caused by COVID-19 and
ensuring the resilience and recovery

of the business.


https://www.coca-colahellenic.com/en/
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In respect of the long-term Performance
Share Plan (PSP), which covers a three-
year performance period, the Committee
determined that given the uncertainty
around the COVID-19 pandemic, it was
prudent to delay the final calibration of
targets for the awards for 2021 until
there was greater certainty in the
macroeconomic environment.

In line with guidance from the Investment
Association, PSP awards were granted for
2021 in the usual timeframe in March 2021.
PSP targets for 2021 were subsequently
confirmed and publicly announced in the
autumn of 2021.

The Company received a small amount

of government aid (amounting to €4.7min
total) —mostly in Italy and Switzerland, and
I note that there was no government aid
received in the UK. There were different
views from our shareholders regarding the
consideration of government aid.

UK shareholders were firmly of the view
that no incentives should pay out where
support had been taken and not paid back.
The Company notes that the mechanisms
which are in place for repaying support

in the UK are not necessarily in place

in all geographies.

In general, our US shareholders placed
more focus on the treatment of employees
during the period and were pleased that the
Company did not make any COVID-19
related redundancies during 2021.

MIP payouts in relation to 2021 as for 2020
were adjusted to exclude the benefits of
the aid taken.

As described above, the Company
received a small amount of government
aid and the mechanisms are not place for
repaying this in all geographies. As for
2020, the outcome of the 2021 MIP was
reduced for the CEO and the Executive
Leadership Team to take into account
this support received and to remove the
benefit from the sale of the Cyprus plant.
The impact was to reduce the implied
formulaic outcome from 100% to 91%

of the maximum.

The performance period for the 2019
PSP contained two years (2020 and 2021)
where the impact of the COVID-19
pandemic was felt. 2019 was a year with
solid business performance.

Fx neutral revenue grew +4.4%. EBIT
margin grew 330 basis points to 10.8%.
OpEx improved by 80 bps. ROIC expanded
by 50 bps to 14.2%. FCF increased by

20% year on year. EPS increased by 10%
resultingin 1.436. In order to ensure

the PSP continued to be effective inits
core purpose —to motivate and retain
employees (including executives) over
along period —the Committee determined
to adjust the targets to maintain relevancy.
In doing so, the Committee put in place
safeguards to ensure the revised targets
led to outcomes which were fair for all
employees and considered the broader
stakeholder environment.

The Committee considered analyst
forecasts and adjusted the targets to
deliver suitable stretch when considering
these external reference points.

The Committee noted that, at the time
when COVID-19 firstimpacted, it was
anticipated that it would not be until 2022
that we caught up with the 2020 business
plan. In fact, this was achieved in 2021, in
spite of the fact that we have continued to
oparate in a ‘non-normal’ environment and
some of our channels notably HORECA has
been impacted by lockdowns.

The Committee applied the same treatment
to the 2019 PSP for all employees, with
no preference given to any population.

Alternative approaches to the PSP were
also considered such as using discretion

to adjusting vesting or making a larger
award in 2022. Feedback to these
alternative approaches was mixed from
our shareholders and there was not one
approach that proved universally acceptable.

The formulaic outcome against the adjusted
targets was vesting of 90% excluding the
benefit from the sale of the Cyprus plant.
Furthermore, the Committee also decided
it was appropriate to apply downward
discretion and the awards will vest at 75%
of the original grant.

The Company has used ESG metrics for
either short-term or long-term incentives
for a number of years, reflecting our
approach to responsible, long-term
management and the importance of
ensuring our licence to operate. The CEQO's
individual performance is measured in key
strategic areas and taken into account

for MIP. These strategic areas include

the Company's performance in ESG
benchmarks. The Company received

the highest scores in 8 of the 10 most
recognized ESG benchmarks, DJSI, CDP,
MSCI, ecoact, FTSE4GOOD, MSCl and
Vigeo Eiris. The PSP contains metrics linked
to areduction in CO, emissions. The CO,
emissions target in the PSP implicitly
captures reduction in plastics, which was

a key driver of its selection as a metric.

These selected metrics 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.

The achievement of ESG metrics has an
impact on the overall MIP opportunity and
account for 15% of the PSP opportunity.
The Committee is satisfied that this

is sufficient focus in order to achieve

our ambitious sustainability targets,
without diluting focus on financial

and growth objectives.

Chair of the Remuneration Committee
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Remuneration throughout the organisation —a snapshot

€
Attracting
Finding the people we want and need

- -

N

VY

Reward strategy and objective

The objective of the Group's remuneration philosophy is to

attract, retain and motivate employees who are curious, agile and
committed to high performance. Our reward strategy seeks to
promote a growth mindset and reinforce desirable behaviours,
ensuring that employees are fairly rewarded and that their individual
contributions are linked to the success of the Company.

Retaining
Continuing to attract the best talent

Variable pay is an important element of our reward philosophy.

A significant proportion of total remuneration for top managers
(including the Chief Executive Officer and the members of the
Executive Leadership Team) is tied to the achievement of our
business objectives. These objectives are defined by key business
metrics that are consistent with our growth strategy and will deliver
long-term shareholder value. The variable pay elementincreases
or decreases based on the achieved business performance.
Through equity-related long-term compensation, we seek to
ensure that the financial interests of the Chief Executive Officer,
the members of the Executive Leadership Team and senior
managers are aligned with those of shareholders.

]

Recognising
Adopting behaviours that produce exceptional performance

Motivating
Achieving business, financial and non-financial targets

All of our remuneration plans, both fixed and variable, are designed
to be cost-effective, taking into account market practice, business
performance, and individual performance and experience where
relevant. We pay close attention to our shareholders' views

in reviewing our remuneration policy and programmes.

In line with the UK Corporate Governance Code, the following
factors, which align well with our objectives, were also considered:

- clarity and simplicity: we believe that our policy provides
transparency for Executives and shareholders about what
performance we are looking for across our portfolio;

- risk: we note the reputational and other risks that can result from
excessive rewards and believe that our robust target-setting and
long history of applying discretion to performance outcome
addresses this;

predictability and proportionality: we believe that the link between
individual awards, the delivery of strategy and the long-term
performance of the Company is clearly explained in this report

and that our approach ensures proportionate pay outcomes that
do not reward poor performance; and

+ alignment to culture: we want our Executives to make decisions
that support the long-term performance and health of the business.

How we implement our reward strategy

The chart below illustrates how we put our reward strategy into practice, with the different remuneration arrangements that apply

to different employee groups.

Chief Executive
Officer and Executive
Leadership Team

Chief Executive Officer,
Executive Leadership
Team and selected
senior management

Selected middle and
senior management

Allmanagement All employees

Shareholding guidelines
Support the alignment
with shareholder
interests ensuring
sustainable
performance: Chief
Executive Officer —
required to hold shares
in the Company equal in
value to 300% of annual
base salary within
afive-year period and

a post-employment
shareholding
requirement applying
from this year.
Executive Leadership

Team —required to hold
shares in the Company

equalinvalue to 100% of
annual base salary within

a five-year period.

Performance Share Plan
Performance share
awards vest over three
years. PSP awards are
cascaded down to select
senior managers,
promoting a focus on
long-term performance
and aligning them to
shareholders' interests.

Long-Term Incentive Plan
Cashlong-term
incentive awards vest
over three years. LTIP
awards are cascaded
down to select middle
and senior management
to reinforce long-term
performance and ensure
retention of our talents.

Management Incentive
Plan

Management
employees may be
eligible to receive an
award under the annual
bonus scheme that
promotes a high-
performance culture.
Performance conditions
are bespoke to the role
and business unit.

Note: Participants in the Performance Share Plan are not eligible to participate in the Long-Term Incentive Plan.

Employee Share Purchase
Plan (dependent on
country practice)

The Employee Share
Purchase Plan
encourages share
ownership and aligns
the interests of our
employees with those
of shareholders.

Fixed pay and benefits
(base salary, retirement
and other benefits —
dependent on country
practice)

Base salaries may reflect
the market value of
eachrole as well as the
individual's performance
and potential.
Retirement and other
benefits are subject to
local market practice.
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Remuneration arrangements for the Chief Executive Officer —at a glance

Total

compensation

Variable pay subject
to performance

Fixed pay

The table below summarises the remuneration arrangements in place for our Chief Executive Officer. See page 133 for total compensation figures.

Pay element Detail

Base salary The base salary of the Chief Executive Officeris €815,000.

The base salary of the Chief Executive Officer will be increased by 3.1% to €840,000 with effect
from 1 May 2022.

Retirement benefits The Chief Executive Officer participates in a defined benefit pension plan under Swiss law.
Employer contributions are 15% of annual base salary.

Other benefits Other benefits include (but are not limited to) medical insurance, housing allowance, company
car/allowance, cost of living adjustment, trip allowance, partner allowance, exchange rate
protection, tax equalisation and tax filing support and advice. Benefit levels vary each year
depending on need.

ESPP The Chief Executive Officer may participate in the Company's Employee Share Purchase Plan.

(Employee Share Purchase Plan) As 3 scheme participant, the Chief Executive Officer has the opportunity to invest a portion of
his base salary and/or MIP payments in shares. The Company matches employee contributions
on a one-to-one basis up to 3% of base salary and/or MIP payout.

Awards are subject to potential application of malus and clawback provisions.

MIP The MIP consists of a maximum annual bonus opportunity of up to 140% of base salary.

(Management Incentive Plan) Payout is based on business performance targets and individual performance. The Business
Performance element will result in an outcome between 0% and 200% of the target MIP and
the Individual Performance element will result in an outcome of up to 100%, with the overall
payout as a percentage of salary being based on the multiplication of these two figures.

For 2022, Business Performance will be measured based on performance against three
KPIs: revenue (40% weighting), comparable EBIT (40% weighting) and free cash flow
(20% weighting).

50% of any MIP payout will be deferred into shares for a further three-year period. Payments
are subject to potential application of malus and clawback provisions.

PSP The PSP is an annual share award which vests after three years. For the award in 2022,
(Performance Share Plan) vesting will be based on performance conditions measured over a three-year period against:

(i) comparable earnings per share (EPS) (42.5% weighting);

(ii) return on invested capital (ROIC) (42.5% weighting);

(iii) reduction of CO, emissions (15% weighting).

An additional two-year holding period will apply following vesting.

Awards are subject to potential application of malus and clawback provisions.
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Remuneration policy

Introduction

The following section (pages 124 to 126) sets out our Directors' remuneration policy as approved by shareholders at the Annual General
Meetingin June 2021. No changes are being proposed to the policy this year and the 2021 policy will continue to apply.

As a Swiss-incorporated company, we are not required to put forward our remuneration policy for a shareholder vote, but we intend to
do so voluntarily at least every three years (or when there are changes). We continue to endeavour to make sure that our disclosure complies

with UK regulations, except where these conflict with Swiss law.

Policy table — Chief Executive Officer

The Company currently has a single Executive Director, being the Chief Executive Officer. Therefore, for simplicity, this section refers only
to the Chief Executive Officer. This remuneration policy would, however, apply for any new Executive Director role, in the event that one was
created during the term of this remuneration policy. In that case, references in this section to the Chief Executive Officer should be read as

being to each Executive Director.

Base salary

Retirement benefits

Purpose and link to strategy

To provide a fixed level of compensation appropriate to the

requirements of the role of Chief Executive Officer and to

support the attraction and retention of the talent able to deliver

the Group's strategy.

Operation

Salary is reviewed annually, with salary changes normally effective

on 1 May each year.

The following parameters are considered when reviewing the

base salary level:

« the Chief Executive Officer's performance, skills and
responsibilities;

» economic conditions and performance trends;

- experience of the Chief Executive Officer;

+ payincreases for other employees; and

 external comparisons based on factors such as: the industry of
the business, revenue, market capitalisation, headcount,
geographical footprint, stock exchange listing (FTSE) and
other European companies.

Malus and clawback provisions do not apply to base salary.

Maximum opportunity

Whilst there is no maximum salary level, any increases awarded

to the Chief Executive Officer willnormally be broadly aligned

with the broader employee population.

The salary increase made to the Chief Executive Officer may

exceed the average salary increase under certain circumstances

at the Remuneration Committee's discretion. These

circumstances may include: business and individual performance;

material changes to the business; internal promotions; accrual of

experience; changes to the role; or other material factors.

Performance metrics

Individual and business performance are key factors when

determining any base salary changes.

The annual base salary for the Chief Executive Officer is set out

onpage 123.

Purpose and link to strategy

To provide competitive, cost-effective post-retirement benefits.
Operation

The Chief Executive Officer participates in a defined benefit
pension plan. However, we have adjusted the pension scheme
to be co-contributory, in line with the pension scheme for the
wider Swiss workforce, for new Executive Directors'
appointments from 2020 onwards.

Normal retirement age for the Chief Executive Officer's planis 65
years. In case of early retirement, which is possible from the age
of 58, the Chief Executive Officer is entitled to receive the
amount accrued under the plan as a lump sum.

Malus and clawback provisions do not apply to retirement
benefits.

Maximum opportunity

The contributions to the pension plan are calculated as a
percentage of annual base salary (excluding any incentive
payments or other allowance/benefits provided) based on age
brackets as defined by Fedral Swiss legislation.

This percentage is currently 15% of base salary and increases to
18% for age above 55.

Performance metrics

None.
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ESPP (Employee Share Purchase Plan)

Purpose and link to strategy

To provide benefits to the Chief Executive Officer which are
consistent with market practice.

Operation

Benefit provisions are reviewed by the Remuneration Committee
which has the discretion to recommmend the introduction of
additional benefits where appropriate.

Typical provisions for the Chief Executive Officer include benefits
related to relocation such as housing allowance, company car/
allowance, cost of living adjustment, trip allowance, partner
allowance, exchange rate protection, tax equalisation and tax
filing support and advice. For all benefits, the Company will bear
any income tax and social security contributions arising from
such payments.

Malus and clawback provisions do not apply to benefits.
Maximum opportunity

There is no defined maximum as the cost to the Company

of providing such benefits will vary from year to year.
Performance metrics

None.

Purpose and link to strategy

The ESPP is an Employee Share Purchase Plan, encouraging
broader share ownership, and is intended to align the interests
of employees and the Chief Executive Officer with those

of the shareholders.

Operation

This is a voluntary share purchase scheme across many of the
Group's countries. The Chief Executive Officer as a scheme
participant has the opportunity to invest from 1% to 15% of his
base salary and/or MIP payout to purchase the Company's
shares by contributing to the plan on a monthly basis.

The Company matches the Chief Executive Officer's
contributions on a one-to-one basis up to 3% of the employee's
base salary and/or MIP payout. Matching contributions are used
to purchase shares one year after the purchase of shares by
employees. Matching shares are immediately vested.

Dividends received in respect of shares held under the ESPP are
used to purchase additional shares and are immediately vested.
The Chief Executive Officer is eligible to participate in the ESPP
operated by the Company on the same basis as other employees.
Malus and clawback provisions apply. Further details may be
found in the Additional notes to the Executive Director's
remuneration policy table section on page 128.

Maximum opportunity

Maximum investment is 15% of gross base salary and MIP
payout. The Company matches contributions up to 3% of gross
base salary and MIP payout. Matching contributions are used to
purchase shares one year after the matching. Matching shares
are immediately vested.

Performance metrics

The value is directly linked to the share price performance.

It is therefore not affected by other performance criteria.

Variable pay

MIP (Management Incentive Plan)

PSP (Performance Share Plan)

Purpose and link to strategy

To support profitable growth and reward annually for
contribution to business performance. The plan aims to promote
a high-performance culture with stretching business and
individual targets linked to our key strategies.

Operation

Annual cash bonus awarded under the MIP is subject to business
and individual performance metrics and is non-pensionable.

The Chief Executive Officer's individual objectives are regularly
reviewed to ensure relevance to business strategy and are set
and approved annually by the Chair of the Remuneration
Committee and Chairman of the Board of Directors.

Stretching targets for business performance are set annually,
based on the business plan of the Group as approved by the Board
of Directors. The Remuneration Committee will determine the
business performance metrics and weightings on an annual basis.
Performance against these targets and bonus outcomes

is assessed by the Remuneration Committee, which may
recommend an adjustment to the payout level where it considers
the overall performance of the Company or the individual's
contribution warrants a higher or lower outcome.

Malus and clawback provisions apply. Further details may be
found in the Additional notes to the Executive Director's
remuneration policy table section on page 128.

Purpose and link to strategy

To align the Chief Executive Officer's interests with the interests
of shareholders, and increase the ability of the Group to attract
and reward individuals with exceptional skills.

Operation

The Chief Executive Officer is granted conditional awards of
shares which vest after three years, subject to the achievement
of performance metrics and continued service. Grants take place
annually, normally every March.

Performance metrics and the associated targets are reviewed
and determined around the beginning of each performance
period to ensure that they support the long-term strategy

and objectives of the Group and are aligned with
shareholders'interests.

Dividends may be paid on vested shares where the performance
metrics are achieved at the end of the three-year period.

Malus and clawback provisions apply. Further details may

be found in the Additional notes to the Executive Director's
remuneration policy table section on page 128.
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Variable pay continued

MIP (Management Incentive Plan)

PSP (Performance Share Plan)

Maximum opportunity

The Chief Executive Officer's maximum MIP opportunity is set

at 140% of annual base salary. The Business Performance

element will result in an outcome between 0% and 200% of the

target MIP and the Individual Performance element will result in an

outcome of up to 100%, with the overall payout as a percentage

of salary being based on the multiplication of these two figures.

Threshold, target and maximum achievement for the Business

Performance element will result in an outcome as follows:

+ Threshold: 0% of base salary

+ Target: 70% of base salary

+ Maximum: 140% of base salary

+ The maximum opportunity level will therefore only pay out
for both a stretch level of business performance and full
achievement of the individual performance element.

Performance metrics

The MIP awards are based on business metrics linked to our

business strategy. These may include, but are not limited to,

measures of revenue, profit, profit margins and operating

efficiencies. The weighting of individual performance metrics shall

be determined by the Remuneration Committee around the

beginning of the MIP performance period.

Details related to the key performance indicators can be found

in the Annual Report on Remuneration on page 134.

Deferral of MIP

50% of any MIP award is to be deferred into shares which

will be made available after a three-year deferral period which

commences on the first day on the fiscal year in which the

deferred share award is made.

Deferred shares may be subject to malus and clawback (for a

period of two years following this incentive award) to the extent

deemed appropriate by the Remuneration Committee, in line

with best practice.

Maximum opportunity

Awards (normally) have a face value up to 330% of base salary.

In exceptional circumstances only, the Remuneration Committee
has the discretion to grant awards up to 450% of base salary.
Performance metrics

Vesting of awards is subject to the three-year Group performance
metrics. For each award, the Remuneration Committee will
determine the applicable metrics, weightings and target calibration
making up the performance condition.

Following the end of the three-year period, the Remuneration
Committee will determine the extent to which performance
metrics have been met and, in turn, the level of vesting.
Participants may receive vested awards in the form of shares

or a cash equivalent.

For each performance metric, achieving threshold performance
results in vesting of 25% of the award and maximum performance
results in vesting of 100% of the award. There will be a straight-line
vesting between these performance levels.

Performance share awards will lapse if the Remuneration
Committee determines that the performance metrics have not
been met. The Remuneration Committee will have discretion to
reduce or negate PSP award vesting, in case of significant adverse
environmental, social or governance impacts regarding the
Company's activities.

Holding period

Any vested award (net of shares sold to cover tax liability) is subject
to a further two-year holding period following the end of the
three-year performance period. During this two-year period, these
beneficially owned shares are subject to a no-sale commitment.
Any shares subject to the holding period count towards the
shareholding requirement.

Adjustments

In the event of an equity restructuring, the Remuneration
Committee may make an equitable adjustment to the terms of
the performance share award by adjusting the number and kind of
shares which have been granted or may be granted and/or making
provision for payment of cash in respect of any outstanding
performance share award.

Where exceptional circumstances exist such that the original
targets no longer meet the intent at the time of grant, the
Committee will have the discretion to adjust targets in a manner
that is considered to be no less stretching than the original
performance condition. Where any such adjustment is made, the
details will be fully disclosed in the following Remuneration Report.
Change of control

In the event of change of control, unvested performance share
awards held by participants vest immediately on a pro-rated basis
if the Remuneration Committee determines that the performance
metrics have been satisfied or would have been likely to be satisfied
at the end of the performance period, unless the Remuneration
Committee determines that substitute performance share
awards may be used in place of the previous awards. For vested
shares subject to the additional holding period, the holding period
will lapse and the participants are no longer subject to the

no-sale commitment.
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Chief Executive Officer’s remuneration policy illustration
The graph below provides estimates of the potential reward opportunity for the Chief Executive Officer and the split between the
different elements of remuneration under three different performance scenarios: ‘Minimum’, ‘Target’ and ‘Maximum'. In line with the
reporting regulations, a scenario assuming 50% share price growth over the three-year PSP performance period is also shown below.
The assumptions used for these charts are set out in the table below (€ 000s).
Maximum 2%
16% 389% 7 7,024

share price growth

20% 47% 5,679

159% 5% 3,881

2%
Maximum

3%

7%
Minimum 45% 1,814

® Basesalary ® Cashandnon-cashbenefits @ Pension MIP PSP ® PSP — share price appreciation

Minimum performance

Fixed remuneration only, i.e. base salary, pension and other benefits
(including ESPP participation).
No payout under the MIP or PSP.

Target performance

Fixed remuneration.
MIP payout of 70% of base salary.
PSP vesting at 181.5% of base salary.

Maximum performance

Fixed remuneration.
MIP payout of 140% of base salary.
PSP vesting at 330% of base salary.

Maximum performance + 50% share price growth

Fixed remuneration.

MIP payout of 140% of base salary.

PSP vesting at 330% of base salary.

50% assumed share price growth over three-year PSP performance period.

Other thanin the 'Maximum performance + 50% share price growth' scenario, no share price growth or dividend assumptions have been

included in the charts above.

Maximum performance
+50% share price growth

Component Minimum (€ 000s) Target (€ 000s) Maximum (€ 000s) (€000's)
Fixed Base salary? €815 €815 €815 €815

Pension €122 €122 €122 €122

Cash and non-cash benefits? €877 €894 €911 €911
Variable MIP - €571 €1,141 €1,141

PSP - €1,479 €2,690 €2,690

PSP —50% share price

appreciation - - - €1,345
Total €1,814 €3,881 €5,679 €7,024

1. Represents the annual base salary as at the last review in May 2021.

2. ESPP employer contributions may vary depending on the MIP payout provided that the Chief Executive Officer decides to contribute a portion of the MIP towards the ESPP.
The figures provided have been calculated on the basis of the applicable MIP payout and the Chief Executive Officer deciding to contribute 3% to the ESPP.
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ESOP (Employee Stock Option Plan)

The ESOP was replaced by the PSP in 2015 and the last grant under the ESOP took place in December 2014. Although the Remuneration
Committee does not intend to award under the ESOP going forward, there are still outstanding stock option awards which may be exercised
in future years. Awards vest in one-third increments each year for three years and can be exercised for up to 10 years from the date

of the award.

Malus and clawback provision for variable pay plans

The MIP, PSP, ESOP and ESPP plans include malus provisions which give the Remuneration Committee and/or the Board discretion to judge
that an award should lapse wholly or partly in event of material misstatement of financial results and/or misconduct, significant reputational
risk and corporate failure.

The Remuneration Committee and/or Board also has the discretion to determine that clawback should be applied to awards under the MIP,
PSP, ESOP and ESPP plans for the Chief Executive Officer and members of the Executive Leadership Team. Clawback can potentially be
applied to payments or vested awards for up to a two-year period following payment or vesting.

Shareholding guidelines

In order to strengthen the link with shareholders' interests, the Chief Executive Officer is required to hold shares in the Company equal

in value to 300% of annual base salary. Members of the Executive Leadership Team are required to hold 100% of annual base salary.

The Chief Executive Officer has five years from appointment to accumulate shares equal to 300% of annual base salary (with shares acquired
from PSP awards and shares resulting from the deferral of the 50% of the MIP counting towards fulfilment of the shareholding requirement).
The Committee continues to review the potential need for stronger shareholding requirements in the long term and this is subject to further
review in the future.

The Policy contains a post-employment shareholding requirement whereby the Chief Executive Officer would, if leaving the Company,
be required to hold shares equivalent to 200% of base salary (or actual shareholding at termination date if lower than this) for a period
of two years after leaving employment.

Remuneration arrangements across the Group

The remuneration approach for the Chief Executive Officer, the members of the Executive Leadership Team and senior management

is similar. The Chief Executive Officer's total remuneration has a significantly higher proportion of variable pay in comparison with the rest
of our employees. The Chief Executive Officer's remuneration will increase or decrease in line with business performance, aligning it with
shareholders'interests.

The structure of the remuneration package for the wider employee population takes into account local market practice and is intended

to attract and retain the right talent, be competitive and remunerate employees for promoting a growth mindset while contributing to the
Group's performance. As part of the Performance for Growth framework introduced in 2019, we revised and updated the remuneration
framework with features such as each business unit having more flexibility on target positioning, managers having the flexibility to retain key
talent, and guidance provided for increased awards for high-potential and/or exceptional performance.

Policy table — non-Executive Directors
Base fees

Purpose and link to strategy

To provide a fixed level of compensation appropriate to the requirements of the role of non-Executive Director and to attract and retain
high-quality non-Executive Directors with the right talent, values and skills necessary to provide oversight and support to management
to grow the business, support the Company's strategic framework and maximise shareholder value.

Operation

Non-Executive Directors' fees are set at a level that will not callinto question the objectivity of the Board. When considering market levels,
comparable companies typically include those in the FTSE index with similar positioning as the Company, other Swiss companies with similar
market capitalisation and/or revenues, and other relevant European listed companies.

Maximum opportunity

Fee levels for non-Executive Directors include an annual fixed fee plus additional fees for membership of Board committees when applicable,
as summarised below for the period from the AGM June 22, 2021 to AGM June 2022. The proposed fees which will be voted on at the next
AGM can be found on page 136:

» Base non-Executive Director's fee: €73,500

« Senior Independent Director's fee: €15,800

+ Audit and Risk Committee Chair fee: €28,900

+ Audit and Risk Committee member fee: €14,500

» Remuneration, Nomination and Social Responsibility Chair fees: €11,600

» Remuneration, Nomination and Social Responsibility member fees: €5,800

Fee levels are subject to periodic review and approval by the Chairman of the Board and the Chief Executive Officer.

Other benefits

Non-Executive Directors do not receive any benefits in cash or in kind. They are not entitled to severance payments in the event
of termination of their appointment. They are entitled to reimbursement of all reasonable expenses incurred in the interests of the Group.

Variable remuneration

Non-Executive Directors do not receive any form of variable compensation.
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Legacy arrangements

For the avoidance of doubt, it is noted that the Company will honour any commitments entered into that have previously been disclosed
to shareholders.

Policy on recruitment/appointment

Executive Directors

Annual base salary arrangements for the appointment of an Executive Director will be set considering market relevance, skills, experience,
internal comparisons and cost. The Remuneration Committee may recommend an appropriate initial annual base salary below relevant
market levels. In such situations, the Remuneration Committee may make a recommendation to realign the level of base salary in the
following years. As highlighted above, annual base salary 'gaps’ may result in higher rates of salary increase in the short term, subject

to anindividual's performance. The discretion is retained to offer an annual base salary necessary to meet the individual circumstances

of the recruited Executive Director and to enable the hiring of an individual with the necessary skills and expertise.

The maximum level of variable pay that may be offered will follow the rules of the MIP and is capped at 140% of the relevant individual's annual
base salary. The maximum level of equity-related pay that may be offered will follow the PSP rules and is capped at 450% of the relevant
individual's annual base salary. The typical award is not expected to surpass 330% of base salary. Different performance measures may be
setinitially for the annual bonus taking into consideration the point in the financial year that a new Executive Director joins. The above limits
do notinclude the value of any buyout arrangements.

Benefits will be provided in line with the Group's policy for other employees. If an Executive Director is required to relocate, benefits may be
provided as per the Group's international transfer policy which may include transfer allowance, tax equalisation, tax advice and support,
housing, cost of living, schooling, travel and relocation costs.

The Remuneration Committee may consider recommending the buying out of incentive awards that an individual would forfeit by accepting
the appointment up to an equivalent value in shares or in cash. In the case of a share award, the Remuneration Committee may approve

a grant of shares under the PSP. When deciding on a potential incentive award buyout and in particular the level and value thereof, the
Remuneration Committee will be informed of the time and performance pro-rated level of any forfeited award.

Itis expected that Executive Directors appointed during the remuneration policy period will be appointed on similar notice provisions
to the Chief Executive Officer, allowing for termination of office by either party on six months' notice.

Non-Executive Directors

It is expected that non-Executive Directors appointed during the remuneration policy period will receive the same basic fee and, as
appropriate, committee fee or fees as existing non-Executive Directors and will be entitled to reimbursement of all reasonable expenses
incurredin the interests of the Group.

Itis expected that non-Executive Directors appointed during the remuneration policy period will be appointed on a one-year term
of appointment, in the same manner as existing non-Executive Directors.

The Company does not compensate new non-Executive Directors for any forfeited share awards in previous employment.

Termination payments
The Swiss Ordinance against Excessive Compensation in Listed Companies limits the authority of the Remuneration Committee
and the Board to determine compensation. Limitations include the prohibition of certain types of severance compensation.

Our governance framework ensures that the Group uses the right channels to support reward decisions. In the case of early termination,
the non-Executive Directors would be entitled to their fees accrued as of the date of termination, but are not entitled to any additional
compensation. The Chief Executive Officer's employment contract does not contain any provisions for payments on termination.

Notice periods are set for up to sixmonths and non-compete clauses are 12 months. The notice period anticipates that up to six months’
paid garden leave may be provided. Similarly, up to 12 months of base salary may be paid out in relation to the non-compete period.

In case of future terminations, payments will be made in accordance with the termination policy on page 130.
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Good leaver
(retirement at 55 or later/at

Good leaver

Bad leaver

Pay element least 10 years' continued service) (injury, disability) (resignation, dismissal) Deathin service
Base salary and Payment in lieu of notice is not permissible. The Company could ask the Chief Executive Officer
other benefits / to be on paid garden leave for up to six months.

non-Executive
Directors' fees

ESPP Unvested cash allocations held in the ESPP Unvested cash allocations Available ESPP shares will
will vest upon termination. under the ESPP are be transferred to heirs.
forfeited.
MIP A pro-rated payout as A pro-rated payout as In the event of resignation A pro-rated payout will be
of the date of retirement of the date of leaving will or dismissal, as per Swiss applied and will be paid
will be applied. be applied. law, the Chief Executive immediately to heirs,
Deferred shares wil Deferred shares wil Officeris entitled to a baged onthe latest rolling
continue to vest asnormal.  continue to vest as normal. pro-rated MIP payout. estimate.
Any outstanding deferred Deferred shares will
shares will lapse. continue to vest as normal.
PSP/ESOP Allunvested options and Allunvested options and Allunvested options and Allunvested options and
performance share awards performance share awards  performance share awards  performance share awards
continue tovestas normal  immediately vest to the immediately lapse without immediately vest subject
subjecttotime pro-rating  extentthat the any compensation. to time and performance
and_a.re subjec.t to thg Remun_eration Committee In the event of resignation, pro-rating.
additional holding period. determines that th.e. all vested options must be Any options that vest are
For vested shares that are performance condltlorjs exercised within six months  exercisable within 12
subject to the additional have been met, or are likely from the date of months from the date
holding period, they will tobemetattheendof the termination. of termination.
continue to be subject to three-year performance -
the no-sale cormrmitrment period and are subject to the Upgn dismissal, all vest.ed Foryested shares.that are
) additional holding period. options must be exercised  subject to the additional
until the end thhe relevant ) within 30 days from the date holding period, the no-sale
two-year period. Any OPt'O”S tlhatlvest are of termination. commitment 