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W O R D  O F  I N T R O D U C T I O N 

Dear Readers,

I t  is  my pleasure to be able to present to you our  2018 Sustainabi l i ty  Report.  Sustainabi l i ty  is 
a  fundamental  p i l lar  of  our  business and is  a  part  of  ever ything that  we str ive for  or  create.

In 2018, we progressed along our path to becoming a 24/7 company that offers all types of beverages for all 
occasions. The heart and centre of our business are consumers and customers, and we do everything to ensure 

that we are able to offer beverages that interest people and respect their lifestyle. For the first time in the history 
of our company, we began distributing premium alcoholic drinks to our customers. At the beginning of 2018, we 

entered into a partnership with the Gruppo Campari, and at the end of the year with the Edrington group. 

We made significant progress in our investments and in modernising our plant in Prague – Kyje. On the 
occasion of the 25th anniversary of the establishment of the production plant, we launched two new production 

lines in the presence of distinguished guests. One such line is a unique aseptic line for manufacturing 
sensitive beverages free of preser vatives, such as our plant-based beverages AdeZ. We were the first 

in the entire Coca-Cola HBC Group to start making those beverages, and we export them to 10 countries.

Our team’s work and results  were rewarded by experts across many f ie lds throughout 
the year.  Our campaigns l inked to the Olympic Games and Superstar  won us the Eff ie  and 

Flema awards.  Our summer campaign,  continuing in  the effort  to real ise the greatest  possible 
local isat ion and get c lose to Czech and Slovak Consumers,  earned the Popai  award.  At  the end 

of  the year,  experts from the sphere of  sustainabi l i ty  rewarded our  approach to water  management, 
with a  golden cert i f icate for  a  TOP responsible company in  the sphere of  the environment.

Throughout 2018, we carried on with our f lagship community programme “To dáš!”  establ ished under 
the Youth Empowered group init iative.  With our strategic partner,  the Tereza Maxová Foundation, 

we invited another important partner to the project – ICF – International  Coach 
Federation. At the end of the year, we also launched a pilot of the project in Slovakia.

At the end of 2018, our group set sustainable development objectives for itself, 
this time through to 2025. We divide the objectives into the following pil lars 

– emissions reduction, water reduction and stewardship, the World Without 
Waste initiative, sourcing, nutrition and further reduction of the sugar content 

of our beverages, and last but not least, our people and their communities 

As an employer, we continued to strive to offer a work environment that 
inspires people and fosters personal growth, the acquisition of new 

knowledge and skil ls.  A work environment that can appreciate speed and 
flexibil ity, and where diversity of views and opinions is always welcome.

I  bel ieve that  you,  too,  f ind sustainabi l i ty  appeal ing. 
I  wish you pleasant reading and I  would appreciate your feedback.

Maria Anargyrou-Nikol ić ,
General  Manager

Coca-Cola HBC Česko a Slovensko
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In  2018,  the Coca-Cola Hel lenic Bottl ing Company group  

set  sustainabi l ity  targets for  the upcoming period,  

through to 2025.  

W E  H AV E  D I V I D E D  T H E  TA R G E T S  I N TO  
T H E  FO L L O W I N G  P I L L A R S :

E M I S S I O N S  R E D U C T I O N /p i l l a r  N o.1 
WAT E R  R E D U CT I O N  &  ST E WA R D S H I P/p i l l a r  N o.2 

W O R L D  W I T H O U T  W A S T E /p i l l a r  N o.3 

S O U R C I N G /p i l l a r  N o.4 

N U T R I T I O N /p i l l a r  N o.5 

O U R  P EO P L E  &  C O M M U N I T I E S /p i l l a r  N o.6 



The s l ight  increase in  consumption was due to switching most of  the f leet  over  to petrol  engines, 
which are c lean in  terms of  emissions,  but  have a  s l ight ly  h igher fuel  consumption.
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1 S T  P I L L A R :  E M I S S I O N S  R E D U C T I O N

We continue to seek activities and solutions that wil l  help reduce the environmental impact of our activities. 

FEWER EMISSIONS IN OUR OPERATIONS: 

We have undertaken to reduce the direct  carbon footpr int  of  our  operat ions by 30% and, 
on top of that,  we have committed to 50% of the total  energy used at our plants being from renewable 

and clean sources.  We have introduced an international ly  recognised environmental  management 
system ( ISO 14000)  and energy management system ( ISO 50001)  in  a l l  our  p lants. 

In  2018,  we used 32.59g of  CO2 per l itre of  beverages produced

(compared to 83g per  l i tre of  beverages in  2016).  That means that,  s ince 2010, 
we have reduced the CO2 production per  l i tre of  beverages produced by more than 70%. 

100% of  the electr ic ity  used by our  Prague production plant  comes from renewable sources.

We provide our  customers with energy-eff ic ient  coolers.  Their  new generat ion is  57% more eff ic ient, 
using new coolants and not contr ibut ing to global  warming.  By the end of  2018,  we replaced 13% 

of  a l l  our  coolers.  By 2025,  we want to reach a  50% market share. 

NOx emissions are monitored only  in  the case of  a  furnace faci l i ty  that  is  only  used 
in  the Czech Republ ic  as a  back-up source,  in  the event of  an outage in  external  heat  supply. 

We manage energies as eff ic ient ly  as possible and continuously  improve energy-eff ic iency: 
we reduce energy consumption,  use electr ic ity  from renewable sources,  and reduce our 

carbon footpr int  across a l l  processes within the company. 

From an average energy consumption of  0.83 MJ/l itre of  beverages produced in  2008, 
we reduced our consumption in the Czech Republic to 0.64 MJ/ l itre of beverages produced in 2018 .

Al l  our  products are del ivered by road.  In  2018,  we used 519 passenger cars for  administrat ive 
and sales purposes.  For  product del iver y,  we use our  own vehicles as wel l  as  third-party vehicles. 

“We continuously upgrade our fleet. We manage our 

fleet as efficiently as possible, using automobiles with 

optimal capacity that comply with the current EURO 5 

emission standard. The average fuel consumption dropped 

from 6.27 l/100 km in 2012 to 5.86 l/100 km in the 

Czech Republic and 5.92 l/100 km in Slovakia in 2018.”

Alena Hošková ,
Fleet Special ist



2 ND PILL AR: WATER REDUCTION & STEWARDSHIP

Water is an absolutely key value for us. We have taken a comprehensive approach to reducing the water 
footprint per l itre of beverages produced. We are transparent, which is why we openly communicate 
the aggregate water consumption at our company per 1 l itre of beverages produced, in order to be able 
to show our water footprint to our employees, customers, as well  as the general public. We hold the EWS 
(European Water Stewardship) certificate, which pertains to the monitoring of water source protection 
and is supported by EU policy.

WATER CONSUMPTION PER LITRE OF BEVERAGES: 

In  2008 2,97 l  /  l  of  beverages produced
In 2017 1,70 l /  l  of  beverages produced
In 2018 1,92 l  /  l  of  beverages produced 

“The year-on-year increase in water consumption is due 

to the launch of a new aseptic production l ine for AdeZ 

products as well  as the need to test new technologies. 

Our targets for 2019 are, however, high again, and we 

wil l  carry on with Water reduction & stewardship.”

Anca Nartescu ,
Head of  the Production Plant

“Responsibil ity towards the environment is a key topic 

for us in the sphere of sustainabil ity,  in which we have 

made great progress in recent years.  We significantly 

reduced not only water consumption at our Prague 

production plant,  but also electricity consumption 

and CO2 emissions. We are therefore really proud 

that our results won us this prestigious award,”

Maria Anargyrou-Nikol ić ,
CEO of  Coca Cola HBC Česko a Slovensko, 
in  commenting on the v ictor y

COCA COLA HBC ČESKO A SLOVENSKO 
EARNED THE PRESTIGIOUS TOP 
ENVIRONMENTALLY RESPONSIBLE 
COMPANY OF 2018 AWARD, WITH 
ITS PROJECT MINIMUM BEVERAGE 
WATER FOOTPRINT.

ENVIRONMENTALLY RESPONSIBLE 
COMPANY OF 2018 AWARD, WITH 
ITS PROJECT MINIMUM BEVERAGE 
WATER FOOTPRINT.



3 R D  P I L L A R :  W O R L D  W I T H O U T  WA S T E

The vis ion of  the Coca-Cola World Without Waste system str ives to address  
the global  problem of  packaging waste.  We bel ieve that  each piece of  packaging has its  

value and use,  and once it  has completed its  or ig inal  task,  i ts  col lect ion should be ensured,  
whether for  the production of  a  new packaging item or  for  other  benefic ia l  use.

By 2015,  we want to help by col lect ing waste in  a  volume corresponding to an equivalent  
of 75% of  packaging materia ls. 

Al l  our  packaging is  recyclable.  In  the Czech Republ ic,  we take part  in  the integrated  
EKO-KOM Joint  Ful l ing System, which we helped establ ish in  1997.

We are increasing the recycled matter  content of  PET bott les.  In  producing PET bott les  
with a  volume of  1.75 l  and more,  we use up to 30% of  recycled matter.  In  producing glass bott les,  

we use secondar y materia l  –  recycled matter  –  making up to 75% of  coloured bott les. 

At our production plant, we have nearly doubled the share of recycled waste, from 52% in 2009 to 99% in 2018. 

We keep reducing the share of  waste produced per  l i tre of  beverages produced:  
from 22 g/ l  in  2008 to 14.8 g/ l  in  2018.

.

4 T H  P I L L A R :  S O U R C I N G

 We cooperate with more than a thousand suppliers, most of whom come from the Czech Republic and Slovakia. 
 

100% of our strategic suppliers have signed the Principles of Cooperation with Contractors, which commit 
us to cooperate only with suppliers who share our values, concerning approach to environmental protection, 

human rights protection and a responsible approach to people, and occupational safety and health principles. 

The Coca-Cola HBC Group does not use ingredients or  components that  have been genetical ly  
modif ied or  come from genetical ly  modif ied organisms in  any of  the 28 countr ies it  ser ves.  

I f  you want to discover more,  read here about Genetical ly  modif ied organisms

https://cz.coca-colahellenic.com/cz/o-nas/politiky-a-dokumenty/geneticky-modifikovan%C3%A9-organismy-pozi%C4%8Dn%C3%AD-dokument/


5 T H  P I L L A R :  N U T R I T I O N

We take part  in  experiencing ever ything that  is  of  interest  to our  consumers,  support  their  act ive 
l i festyles,  and str ive to offer  them beverages that  meet their  idea of  a  balanced dr inking regime. 
In  2018,  we continued to reduce the sugar  content of  our  beverages.  Furthermore,  we offer 
consumers a  sugar-free version of  a l l  our  beverages,  whi le  retaining the same taste.

In  a  year-on-year  comparison (2017-2018),  the sale of  Zero and Light  versions of  our  carbonated 
dr inks was up by 14%. The share of  sugar-free beverages in  the whole portfol io  of  carbonated 
beverages grew to 15.4% (by another 2.1% from 13.3%). 

In  Apri l  2018,  we became the f i rst  and only  company in  the Coca-Cola HBC Group to start  producing 
beverages der ived from plants,  under the brand AdeZ,  which can ser ve as an excel lent  a lternative 
for  consumers who cannot,  or  for  whatever reason do not want to,  consume dair y  products.

We bel ieve that  people should f ind c lear  nutr it ion information easi ly  on a l l  our  packages.  The labels 
on our  beverages therefore c lear ly  state the calor ie,  sugar,  fat ,  saturated fat,  and salt  content, 
both in  absolute terms and as a  percentage of  recommended dai ly  intake.  This  data is  shown 
on indiv idual  packages as a  proport ion of  healthy nutr it ion,  helping consumers better  understand 
the precise share of  a  specif ic  beverage in  their  dai ly  energy (calor ie)  and sugar  intake.



6 T H  P I L L A R :  O U R  P E O P L E  &  C O M M U N I T I E S

We value the skills and expertise of our employees and, together with them, are developing a work environment 
that motivates them and offers them interesting opportunities for development, growth, and career-building.

We support  diversity  and an inclusive corporate culture,  offer ing –  depending on the nature 
of  the posit ion –  f lexible  workhours,  part-t ime jobs,  or  home off ice.  We honour the pr inciples of  equal 
opportunities regardless of race, gender, sexual orientation, confession, nationality, or physical handicap. 

We invest  in  attract ing,  tra ining,  and retaining talented people.

We bel ieve that  gender-balanced teams working in  an inclusive environment are more productive and 
more innovative and achieve better  results.  We revise our  procedures and str ive for  our  recruitment 

campaigns to address ever yone without dist inct ion.  We are a lso developing a  comprehensive 
management development programme that  wi l l  help our  leaders bui ld  a  d iverse work environment 

in  which ever yone wi l l  feel  in  the r ight  p lace. 

IKONY SDGs 3, 4, 5, 8, 11, 12 a 17

“Our pi l lars and corporate social  responsibi l ity 

projects are among the reasons why candidates 

are interested in  working at  our company.“

Michaela Madová ,
Talent Acquis it ion Manager

2 8 4 W O M E N ,  5 3 1 M E N 
Czech Republic

5 9 W O M E N ,  9 2 M E N 
Slovakia



Women hold, for example, the position of the CEO, HR Director, production plant head, and quality manager.

We respect our employees’ right to join the Works Council  that ser ves as an intermediar y in the dialogue 
between employees and the company’s management.  The counci ls in the Czech Republic and Slovakia 
represent a l l  the Company’s  departments and meet monthly.   We are aware of  the importance 
of  non-f inancia l  benefits,  a l lowing our  employees to invest  in  employee shares or  get  discounts 
from the pr ices of  var ious hol iday and wel lness stays.  Loyal  employees are rewarded for  ever y f ive 
years at  the company.

OCCUPATIONAL SAFETY AND HEALTH

We develop,  innovate,  and apply  an effect ive occupational  safety and health system.
We keep improving our  procedures for  reducing r isks related to our  employees’  dai ly  act iv it ies. 
We are act ively  involv ing them in r isk  remedies,  which is  documented by the increased number 
of  near  misses reported in  2018. 

HOLDING TOOLBOX TALKS

“Risk prevention conducted on a continuous 

basis  has worked wel l  for  us.  That is  one 

of  the reasons why our managers are 

holding these meetings.  Clear  and quick.”

Pavla Holečková ,
Qual ity  Manager



T H E  TO  D Á Š !  P R OJ E C T

The project  that  translates as “You can do it”  was formed in  l ine with the international  
Coca-Cola HBC Group Youth Empowered strategy that  we transferred to the Czech Republ ic  

in  cooperat ion with the Tereza Maxová Foundation back in  2017. In  2018,  we invited the Czech  
branch of  the International  Coach Federat ion to jo in.  With its  assistance,  we expanded the project  

to focus on secondar y school  students.  We want to offer  ski l ls  tra ining and then jobs or  work  
experience to young people with disadvantaged backgrounds and create condit ions necessar y  

for  a  successful  job search and job retention.

In  2018,  internal  Coca-Cola HBC trainers held seven al l-day workshops for  chi ldren from chi ldren’s 
homes.  Our company employed two graduates of  the project  and offered short-term work 
 experience,  in  the form of  short-term jobs,  to seven young people from chi ldren’s  homes  

or half-way houses.  In  2018,  we trained 492 young people in  the Czech Republ ic.  In  Slovakia,  
a pi lot  of  the project  was launched at  the end of  the year,  tra ining 90 young people. 

Do you want to know more?
www.cocacolatodas.com  

#cocacolatodas

W E  A R E  N OT  D O N E  D E V E LO P I N G  O U R  E M P LOY E E S

“Conducting the To dáš!  workshops is  always  

an eye-opening experience for  me.  I  am always  

rewarded by the shine in  the chi ldren’s faces upon 

their departure, which often seemed nearly impossible  

at  the beginning of  the meeting.”

Lucie Adamová ,
Commercial  Department Development Special ist



S TA F F  V O L U N T E E R I N G
Over seventy of our staff members logged more than 1 400 HOURS  in  var ious char itable 
act iv it ies in  2018.  Examples are tree-planting,  ZOO cleaning,  and helping the Salvat ion Army.

T E R I B E A R  M O V E S  P R A G U E
The tradit ional  Ter ibear  Moves Prague char itable run drew 422  
of our  employees and their  fami ly  members.  Al l  together,  they ran 5 610 KM . 

All together, they ran 5,610 km in Coca-Cola’s colours, helping contribute nearly CZK 180 000 
for the initiatives of the Tereza Maxová Foundation. 

D A N U B E  D AY
As is  our  tradit ion,  we again supported the Danube Day in  2018,  contr ibut ing € 10 454 .

The basin of Europe’s second longest river l inks 13 European countries and more than 80 mill ion people. 
On the occasion of the 10th anniversar y of the signing of the Convention on Cooperation for the Protection  
and Sustainable Use of the Danube River, 29 June was declared Danube Day in 2004. Since then,  
the countries through which it passes take part in a joint celebration of the river, in the form of sports, 
cultural,  environmental,  and social events for the public, especially for children and young people. 

C H A R I T Y  B R E A K FA S T S  A N D  C O L L E C T I O N S 
 We carried on with our tradition of charity breakfasts, holding them in Easter and Christmas versions. 
Thanks to the two events, nearly CZK 20,000 were collected, which the company doubled. The proceeds 
again went to the Tereza Maxová Foundation, to help improve the l ives and fates of individual children  
and young people.

At the initiative of our Safety Department, we organised a staff collection that collected – including 
matching funds from the corporation – an incredible  

CZK 175 000 . 

The money helped our  former employee,  Vladimír  Bednář,  who suffers from mult ip le  sclerosis.  
This made it  possible to instal l  an automatic  wheelchair  p latform that  wi l l  make it  easier  for  h im  
and his  fami ly  to move him around,  and thanks to which Míra can spend t ime outdoors.

S U P P O R T I N G  C O M M U N I T Y  P R OJ E C T S 
In  2018,  we supported  161 PROJECTS in  the Czech Republ ic  and 54  in  Slovakia. 
We also l ike to motivate our  employees to get  involved in  the l ives of  communit ies in  a l l  corners of  the 
Czech and Slovak Republ ics. 

In  2018,  through staff  grants,  we supported  134 EVENTS in  the two countr ies,  which 

were attended by  35 729 PERSONS ,  and where we handed out  

1 976 PACKAGES  of  our  beverages.

W E  L I V E  BY  H E L P I N G



A B O U T  T H I S  R E P O R T

As a group,  we issue a  regular  Integrated Annual  Report 

We also regular ly  report  on our  steps and act iv it ies concerning our  sustainabi l i ty  commitments  
for  the Czech Republ ic.  We monitor  and evaluate the needs and interests of  our  key partners  

and stakeholders. 

We invite and ver ify  the opinions and posit ions of  our  stakeholders through discussion fora for  our 
partners,  d iscuss these with key employees responsible for  decis ion-making,  as wel l  as  with external 

partners,  and incorporate the relevant ones in  our  act iv it ies.  We also approach our  partners across  
28 markets in  which we operate,  including the main group headquarters,  and evaluate key topics  

identif ied by The Coca-Cola Company,  other  bott l ing companies,  and companies involved in  the food 
and beverage industr y. 

This  report  features information about our  company for  2018.

If  you have any questions or  comments,  p lease contact  us: 

Petr  Jonák  
Publ ic  Affairs  and Sustainabi l i ty  Director

vnejs i-vztahy.cz@cchel lenic.com

https://coca-colahellenic.com/en/investors/reports/2018-integrated-annual-report/
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