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Since it was set up Coca-Cola HBC Bulgaria has gone through different stages of development. The 
year 2015 marks the beginning of a new stage: the ERA of GROWTH. The history of our growth starts 
with our vision, or what we want to be - the undisputable beverage leader. It is connected also with our 
purpose - or why we are here: to inspire a better future, to spread happiness and bring togetherness. 
Our values that we believe in - authenticity, excellence, learning, caring for our people, performing as 
one and winning with our customers - help us in a stable and sustainable growth. Our mission is to re-
fresh the consumers every day, to be a partner with our customers, to reward the stakeholders and to 
care for the communities that we operate our business. 

Going through the pages of this CSR report you will understand that for us success is not only business 
results. The success - this is the people who are fundamental to our sustainable growth. 

This is the second Corporate Social Responsibility (CSR) report of Coca-Cola Hellenic Bottling Company 
Bulgaria SA and it corresponds with GRI G4 “Core” option. The information published here covers the 
business activity of the company from 1st January 2014 to 31st December 2016, and the financial data 
provided here corresponds to the officially published reports.
The report is prepared with the consultancy support of Denkstatt.

ADDRESS BY
THE GENERAL MANAGER

REPORT
THE
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2014

2016

FOR ADDITIONAL INFORMATION: pacbg@cchellenic.com  
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3.1	 COCA-COLA	HBC	IN	A	FEW	FIGURES
Coca-Cola HBC Bulgaria offers a lot more than simply refreshing beverages - it is a source of economic 
growth with significant revenues in the local economy and good employment level contribution.  

In terms of direct economic value generated, the total revenue increased every year from BGN 304 million 
in 2014 to BGN 358 million in 2016. Respectively, the corporate taxes paid to the government increased 
from EUR 31 million in 2014 to EUR 35 million in 2016.

In addition, we continuously invest in the communities where we operate our business, and we grew these 
investments with 30% in 2016 versus 2014, thus spending BGN 377 000 for projects with positive impact 
on local communities. 

IN	2016	COCA-COLA	HBC	BULGARIA	HAD:

3.2.1. DEVELOPMENT IN TIME
 

Integrated Competitive Supply Chain initiative rolled out in Bulgaria. 
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Today, following the merge of Bankia Mineral Waters Plant with Coca-Cola HBC Bulgaria in December 
2014, as a result of restructuring without liquidation, The Coca-Cola system in Bulgaria consists of 5 
entities:

3.2	 THE	COCA-COLA	SYSTEM	IN	BULGARIA	

FOUNDED IN:

1992 2002 2004 2011 2013

The Coca-Cola System is a proud contributor to the Bulgarian economy with 1% of all tax payments
realized in the country. Indicative of its impact on the employment is the fact that one job at the Sys-
tem indirectly supports 8 more in the Bulgarian economy. 
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In Atlanta, Georgia, John Pemberton created the most refreshing drink in the 
world. The drink was named Coca Cola.

Bulgaria became the first country in the ex-socialist block to bottle Coca-Cola 
with its production in Plovdiv. For a first time, the Coca-Cola trademark was trans-
lated in Cyrillic. 

The Bulgarian Government approved imports of Coca-Cola concentrate for the 
next five years. 

The Coca-Cola Company opened an office in Bulgaria. 

The bottling company Clarina Bulgaria OOD consolidated its eight subsidiaries 
and merged them in Coca-Cola HBC Bulgaria AD.

In 2004 Coca-Cola Hellenic Bottling Company Group opened an IT shared services 
center.

The company acquired Bankia, a mineral water bottling facility. More than
BGN 60 million were invested in Bankia to date. 

The Company set up a Finance and HR shared services centre: Coca-Cola
Business Services Organization.

Coca-Cola Enterprises set up its European Partners Shared Services financial cen-
tre in Sofia, thus turning our capital into a “hub” for HR and finance shared services 
of the Coke System overall. 

Production of Coca-Cola began in Kostinbrod, The company received the Investor 
of the Year award for the greenfield investment in Kostinbrod worth
over USD 20 million.

Hellenic Bottling Company Athens acquired Coca Cola Beverages London JSC and 
established Coca Cola Hellenic Bottling Company (2000). The legal entity
Coca-Cola Hellenic Bottling Company Bulgaria AD is founded (2002).

THE3

(THE ENTITY THAT THIS 
REPORT FOCUSES ON)
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3.3.3. BRANDS 

Coca-Cola HBC Bulgaria distributes a wide range of AFB beverages such as carbonated drinks, juice, still 
drinks, water, ice tea, energy drinks, but also alcoholic beverages from Brown-Forman and Edrington port-
folio. We operate on a wide range of markets, spreading from HoReCa and Quick Service Restaurants for 
immediate consumption to supermarkets for products of future consumption, to night channels too. Each 
customer is valuable to us, from small local and traditional shops, to big national key account chains. There-
fore, we constantly aim to provide adequate choices in terms of packs to answer the needs of the respec-
tive consumers. In this respect, we launched in 2016 a 1L package Bankia mineral water only for premium 
restaurants, 330ml PET pack for night channels, and 750ml bottle with sports cap for active lifestyle con-
sumers. 
                                                      

A revolutionary moment in the 130 years’ history of the Coca-Cola brands is the System decision to switch 
to ONE BRAND strategy in 2016, and thus promote Coca-Cola as one brand, behind which the consumers 
can find suitable for their taste and lifestyle choices - with or without sugar. The beverages with lowered 
level of sugar are a global focus with which the Company helps the consumers to control better the calories 
intake with their Coke drink. The ambition of the Company is to increase the share of the beverages with 
no calories in its portfolio. 

3.4	 RESPONSIBLE	MANAGEMENT

3.4.1. REGULATIONS	COMPLIANCE 
In terms of product quality and integrity, Coca-Cola HBC Bulgaria is proud to have 100% compliance with 
regulations and voluntary codes, concerning the health and safety impacts of products and services. There 
are also no incidents with marketing communication, advertising, promotions and sponsorships. As be-
fore, as for this revised period 2014-2016, our Plants are 100% certified in Quality Management System 
(ISO 9001), in Food Health & Safety (ISO 22000 and FSSC 22000), in Environment protection (ISO 14001), 
and in Health & Safety at the workplace (OHSAS 18001). The regular third-party audits for the above sys-
tems ensure this constant compliance and lead us on the way to continuous improvement. 

Coca-Cola HelleCoca-Cola Hellenic Bottling Company Bulgaria is part of the Coca-Cola Hellenic Group 
which operates in 28 countries. 

Coca-Cola Hellenic is a leader amongst food & beverage producers in the global Dow Jones Sustainability 
Indices (DJSI) and is included in the FTSE4Good index. Coca-Cola HBC is a company traded on the London 
Stock Exchange (LSE: CCH), and the company shares are available at the Athens Stock Exchange (ATHEX: 
EEE).

3.3.2. COCA-COLA	HBC	BULGARIA	ORGANIZATIONAL	STRUCTURE

Coca-Cola HBC Bulgaria is a joint-stock company in which more than 99% of the shares are owned by 
Coca-Cola Beverages 2 Netherlands and less than 1% of TPK Teksim Plovdiv. The Company is managed by 
a board of General Manager and 11 directors of units, 4 of whom are women2. 

In its efforts to make a lean supply chain structure, the Company took 
an important step in February 2016, by rolling out the Integrated Com-
petitive Supply Chain initiative across the country.

The ICSC aimed to move from a country based Supply Chain model to 
a functionalized Supply Chain that will work across national borders 
within Planning, Manufacturing and Logistics framework, thus making 
Coca-Cola HBC more competitive at the market. It is expected that 
the ICSC will accelerate the top line growth in our operation, improve 
customer service and reduce cost. It will help us to remain agile in re-
sponding to the ever-changing customer and consumer trends in our 
way to achieving our 2020 Vision.

3.3	 COCA-COLA	HBC	BULGARIA

Coca-Cola	Hellenic	
Bottling Company 

Bulgaria

Coca-Cola 
Hellenic	Group

OPERATES IN

3.3.1. COCA-COLA	HELLENIC	GROUP

330ml PET 1L750ml Sports

Overall, for the PERIOD 2014-2016 

we maintain a stable level of 11% of our total sales 
volume for products that are lowered in sugar contents. 

28 
COUNTRIES

2THE ORGANIZATIONAL STRUCTURE IS VALID TO DATE.
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3.4.2. ASSOCIATIONS	MEMBERSHIP	AND	COMMITMENTS

IN	BRIEF,	WITH	ITS	MEMBERSHIP	IN	KEY	ASSOCIATIONS,
COCA-COLA	HBC	BULGARIA	IS	COMMITTED	TO:

REDUCE BY 10% THE CALORIES IN BEVERAGES BY 2017 – UNESDA

DO NO MARKETING IN SCHOOLS – EU PLEDGE 
DO NO SALES OF PRODUCTS IN SCHOOLS WITH ADDED SUGAR – UNESDA
HAVE CLEAR RULES, STANDARDS AND CORPORATE RESPONSIBILITY –
CRYSTAL CLEAR
PROMOTE SENSIBLE CONSUMPTION, NUTRITIONAL CONTENT AND CLAIMS OF
HEALTH – BSDA
HAVE ENERGY DRINKS MARKETING AND LABELING ETHICS CODECS – BSDA
ACHIEVE COCA-COLA 2020 SUSTAINABILITY TARGETS 
HAVE RESPONSIBLE SALES, MARKETING AND COMMUNICATIONS PRINCIPLES FOR PREMIUM 
SPIRITS –ASSOCATION OF SPIRITS PRODUCERS, IMPORTERS AND TRADERS. 
  

3.4.4.  HUMAN	RIGHTS	POLICY

Respect for human rights is fundamental to the sustainability 
of Coca-Cola HBC and the communities in which we operate. 
In our Company we are committed to ensuring that people are 
treated with dignity and respect. The Human Rights Policy is 
guided by international human rights principles, encompassed 
in the Universal Declaration of Human Rights, the International 
Labor Organization’s Declaration on Fundamental Principles and 
Rights at Work, the United Nations Global Compact and the Unit-
ed Nations Guiding Principles on Business and Human Rights. 
We value diversity, provide equal opportunities and a safe and 
healthy workplace environment. 

3.4.5.	ANTI-BRIBERY	POLICY	

The Company tolerates zero violations of this Policy, and it applies to all employees and external third-
part  agents that act in the Company’s name. In Bulgaria, each employee goes through obligatory An-
ti-Bribery and Business Conduct training every two years. Each year an info campaign is dedicated to this 
topic. 

 

3.5	 SIGNIFICANT	BUSINESS	AREAS	FOR	US	AND	KEY	
STAKEHOLDERS.	
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3.4.3. CODE OF BUSINESS CONDUCT
We, at Coca-Cola HBC Bulgaria, depend on the trust of our customers and consumers and we feel obliged 
to earn that trust every day, abiding by the Values we stick to: Authenticity, Excellence, Learning, Caring for 
our people, Performing as one and Winning with our customers. While aiming for top financial performance 
and growth, we believe that this can only be achieved by excellence in the way we do business and by ad-
hering to the highest standards of corporate and social responsibility. The Code of Business Conduct sets 
out the Company’s commitment to conducting business in accordance with our values, all applicable laws 
and regulations and industry standards. It provides guidance on what is expected of each of us and makes 
references to other Company policies and guidelines.

3.5.1. MATERIALITY ASSESSMENT
The key topics for our business are aligned with the Group Coca-Cola Hellenic materiality matrix. They are 
defined as such, due to their underlying importance to achieving our long-term goals in the areas of eco-
nomics, community, society, environment, product quality and innovation, and people development.

3.0

3.0

2.5

2.5

2.0

2.0
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1.5

1.0

1.0

0.5

0.5

0.0
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1 Employee well-being and engagement
2 Sustainable packaging, recycling and waste
     management
3 Relationship with partners
4 Responsible marketing
5 Efficient operations
6 Youth development
7 Product quality and integrity
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  8  Corporate governance, business ethics
        and anti-corruption
  9  Water stewardship
10 Direct and indirect economic impacts
11 Innovations (in products)
12 Carbon and energy
13 Community investment and engagement
14 Sustainable sourcing

MATERIALITY MATRIX
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4.1 PRODUCT QUALITY
We believe that the success of  the Company depends on the high-quality products, packages and services 
that we deliver to our customers and consumers, and meet their expectations. Therefore, the focus on 
Quality and Food Safety within all aspects of our activities is our strategic choice and main goal in the long 
term.

In terms of product quality and integrity,	Coca-Cola	HBC	Bulgaria can proudly 

declare 100% compliance with the regulations, and 100% certification in 
all relevant standards- ISO 9001, ISO 22000 and FSSC 22000, ISO 14001, OHSAS 18001.

HEALTH & 
WELL-BEING

10

Our long-term goals are to continue to provide the highest standards of Good Manufacturing, and Ware-
house Practices, and to accomplish all our activities in a way which guarantees Food Safety, ensures Quality 
and complies with all legislation requirements, as well as with consumers’ and customers’ expectations. 
We ensure that our suppliers and contractors share the same responsibility towards the Quality and Food 
Safety, like all our employees who have direct influence on ingredients, packaging, manufacturing, storage 
and transport of products. For our employees we conduct dedicated trainings at least once a year and with 
every new product or process.

4

Coca-Cola	HBC puts continuous efforts in developing fair, long-lasting relations with its stakeholders.
We engage them through various channels on the topics we have identified as relevant to both sides. 

For this report, we have invited some of our key stakeholders from all groups (Suppliers, Distributors, 
Partners, Institutions, NGOs, Employees, Associations, Media) to complete an online survey and share 
their thoughts on the topics above. With their input we have managed to finalize the content of this report 
and we have put effort in answering their questions and curiosities.

Employees

Media

Partners

Associations

Distributors

NGOs

Institutions

Suppliers

REPORT
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4.2	 RESPONSIBLE	MARKETING

We are committed to marketing responsibly wherever we operate, across all advertising media and for all 
our products, especially when it comes to marketing to children. We respect the role of parents and care-
givers to make the appropriate choices for their children by not marketing directly to children under 12 and 
we are working with third-party distributors to adhere to the same commitments.

We take great care to market responsibly and to promote healthy and active lifestyles, such as Wake Up 
Your Body - Active Saturday.

To maximize transparency and accountability, we monitor how we perform against our external commit-
ments through third-party audits. These confirm outstanding 100% compliance with regulations and vol-
untary codes concerning the marketing communications, advertising, promotions and sponsorships in 
the revised period. This has brought about many tangible outcomes which encourage us to press on with 
our efforts.

4.1.1.	HEALTH	AND	NUTRITION

Regarding our commitment to Health & Nutrition, Coca-Cola HBC Bulgaria offers low in sugar levels 
beverages. We have already reformulated many of our drinks to contain less sugar and fewer calories, 
for instance: 

• Coca-Cola without sugar and zero calories
• Nestea with Stevia (a herbal sweetener) now contain up to 30% fewer calories

In 2014-2016 WE MAINTAIN A GOOD LEVEL OF 11% 
OF SUCH BEVERAGES OUT OF THE TOTAL SALES VOLUME.

4.3 INNOVATIONS

We do not stop seeking and implementing new ideas and offering effective solutions. Our innovations are 
opportunities for quality solutions that help us respond faster to the needs of our customers and to be 
highly competitive Market Leaders.

We understand innovation as something new with which we aim to:

• increase the team's engagement and the satisfaction of our customers
• increase the competitiveness of our business by improving processes or 
                  optimizing costs;
• ensure sustainable growth in our revenue.

In 2016, our employees created and shared over 40 innovations that
increased our efficiency, sales of our products, and impressed our
customers. At the end of the year, we rank in the top 3 at Group level
for sharing best practices.

12

Communicating the calorie values of our products 
clearly and transparently helps people to make in-
formed choices and to manage their
overall energy needs.

WE	 MAKE	 KEY	 NUTRITIONAL	 INFORMATION	
VISIBLE ON	FRONT-OF-PACK	LABELS	ON	OUR	
BOTTLES AND CANS. 

Guideline Daily Amount (GDA) labels provide at-a-
glance information on calories, as well as on sugar, 
fat, saturated fat and salt content.

A	GOOD  EXAMPLE OF A

THE UNIQUE RETURNABLE 750ML 
GLASS COCA-COLA BOTTLE,
THAT BROUGHT US THE PRESTIGIOUS 
PRODUCT OF THE YEAR AWARD.

4.1.2.	PROVIDE	TRANSPARENT	NUTRITIONAL	INFORMATION,	FEATURING
CALORIE	INFORMATION	ON	THE	FRONT	OF	ALL	OUR	PACKAGES

WINNING 2016 INNOVATION IS 

11



5.1 COMMUNITY INVESTMENTS

5.1.1		 MY	GREEN	CITY

My Green City is conducted 
on an annual basis for 9 years 
in partnership with ECOPACK 
Bulgaria and BirdLife Bulgaria 
(BSPB). Through the joint work 
of our three organizations, the 
campaign is constantly expand-
ing its scope and we are trying to 
better identify and focus on the 
real needs of nature conserva-
tion in Bulgaria.

In 2015 the initiative switched its 
focus to forestation, and we suc-
cessfully planted our first forest in 
Bankia with 300 trees. In 2016 the 
initiative grew even bigger – we 
planted the second forest with 
350 trees and adopted another 
one with 1050 trees in Vitosha. In 
2016 more than 800 employees 
took part in My green city initia-
tive in Bulgaria and spent in total 
3200 volunteer hours. 

5.1.2. RED CROSS
PARTNERSHIP

The Coca-Cola System in Bul-
garia continues its long-standing 
partnership with the Bulgarian 
Red Cross.  In 2016 our partner-
ship evolved from disaster relieve 
to Hot Meal Program. The main 
goal of the program is to aid the 
physical development of disad-
vantaged children and bring them 
back to school with a free hot 
meal. The same year we reached 
300 children in 6 cities across the 
country.

5.1.3.	COCA-COLA	CUP

The Coca-Cola Cup is a football 
tournament for pupils that we have 
been running since 2012. The cham-
pionship is meant to encourage 
people to do sports together with 
their friends and family. This annual 
sports initiative is organized in 10 
cities in Bulgaria, targeting students 
aged 12–14. The number of partici-
pants in the tournament has been 
steadily rising, with 16 000 students 
from 334 schools in 2016. Every year, 
football games are complemented 
by a number of sideline events and 
entertainments enjoyed by all foot-
ball fans present.

SOCIETY
BUILDING	TRUST	WITHIN	OUR	COMMUNITIES

5

INVEST 2%
OF OUR ANNUAL

PRE-TAX PROFIT IN COMMUNITIES
AND DOUBLE THE NUMBER OF 
EMPLOYEES TAKING PART OF 

VOLUNTEERING INITIATIVES 

DURING WORK TIME TO 
10% 

OF OUR PEOPLE

YEAR	OVER	YEAR	WE	CONTINUE	TO	INCREASE	THE	INVESTMENTS	IN	THE	COMMUNITIES.

In 2016 we invested 30% more compared to 2014,

thus spending BGN 377 000 on	projects	in	this	field.

14

We believe that our business can only be as healthy and strong as the communities in which we operate. 
In the long run, healthy, sustainable businesses require thriving communities. For more than a decade, we 
have worked to embed corporate responsibility and sustainability into all of our business processes and 
decisions. We identified the environmental and social issues that are most important to our business, con-
sulted with key stakeholders and developed ambitious strategies and commitments to create value for all 
stakeholders and minimize negative impacts. We have also consistently set ambitious long-term targets 
and reported against them, holding ourselves accountable to delivering on our commitments.

According to Willis	Towers	Watson employee engagement survey, conducted among 
960 employees,	Coca-Cola	HBC	Bulgaria is recognised as a good corporate citizen in the 
community and the index scored is 93 (+5 vs 2015).

13



5.1.4.	WAKE	YOUR	BODY

We support community wellbeing by organising a variety of family sports activities in small and mid-
dle-size towns. The initiative is built together with BG Be Active. In 2016 the initiative took place in 16 
small and medium Bulgarian tows, with 6000+ participants and more than 20 wellbeing activities.

14
MENTORS

900
STUDENTS

80% OF
STARTUPS 
SUCCEEDED

5.2.2.	TEACH	FOR	BULGARIA 

Teach for Bulgaria and Bankia partnership continues successfully for a 4th consecutive year. The aim of this 
program is to ensure equal access to quality education, by preparing young and capable people to serve as 
teachers on a 2-year mission. The 2016 results of “Teach for Bulgaria” cover:

5.2.3. EDUCATION 2030
As an organization that designs and implements youth development projects, Coca-Cola HBC Bulgaria 
is a co-founder of the national platform “Education 2030” which aims to increase the public awareness 
on the importance of a real change in education, by setting measurable goals till 2030 and tracking their 
progress. The first tangible output of the platform is already available: Monitoring report on Education 
and the 2030 related objectives - LINK

560 HOURS	
VOLUNTEERISM

128
teachers

10 000
students

23%
improved performance+ =

5.3 DIRECT AND INDIRECT ECONOMIC IMPACTS
Coca-Cola HBC Bulgaria, as part of The Coca-Cola System is a key contributor to the Bulgarian economy, 
because year over year we increase the amount of taxes paid to the government. In 2016 the taxes paid 
were 13% more compared to 2014, amounting to EUR 35 million. At the same time, indirectly the econom-
ic impact of The Coca-Cola System upon the employment in the country is significant, as 1 job at the Sys-
tem supports another 8 jobs in the economy. In other words, this means 19 900 jobs ensured in the whole 
value chain.

5.2 YOUTH	DEVELOPMENT	AND	EDUCATION 

We support the preparation of university students for entrepreneurship & business career.

5.2.1.	JUNIOR	ACHIEVEMENT

In 2014 an innovative strategic partnership with Junior Achievement Bulgaria was launched.
We united efforts to promote the spirit of entrepreneurship and to develop the business skills of stu-
dents. Through the years, we have executed a series of training together with a mentorship program for 
youth. In 2016 together with our partners we have opened the first shared space for innovative ideas 
of students - Hambar. In 2016 our joint venture reached the following results: In 2016 our joint venture 
reached the following results

1615

https://www.dropbox.com/s/z8vqyjsdv0o5z91/ObrazovanieBulgaria2030_Doklad2016.pdf?dl=0


-30%

ENVIRONMENT6

We, at Coca-Cola HBC Bulgaria, understand and realize that we have a fundamental responsibility to up-
hold our role in ensuring a healthy and sustainable environment. We strive to conduct our business in ways 
that protect and preserve the environment and reduce our environmental footprint. Our environmental 
efforts are focused on several key areas and are defined by the following long-term aspirational goals: 

•	 Water	Stewardship
• Climate Protection 
• Sustainable Packaging

6.1	SUSTAINABLE	PACKAGING,	RECYCLING	AND	
WASTE	MANAGEMENT 

DECREASE	IN	PACKAGING	MATERIALS

We have put efforts and have managed to decrease the weight of almost all of our packages. Twist bottles 
have decreased the weight of the 0,5l PET bottles by 1.8 grams, our 1.5l PET bottles are now 0.7 grams 
lighter and our 6l PET water bottles are down by 8 grams. With the change in design of the 0.25l Cappy glass 
bottles we achieved a decrease of 20 grams.

18

6.2 WATER	STEWARDSHIP		

According to Willis Towers Watson employee engagement survey, conducted among 960 employees,
Coca-Cola HBC Bulgaria is recognised as an environmentally responsible company and the index scored is  
95 (+3 vs 2015)

As a production company, we have identified packaging as one of our most material environmental topics. In the 
years so far, we have put continuous efforts in decreasing the amount of materials included in our packages, we strive 
for increasing our recycling rates and including more recycled materials in our packaging and we manage our waste 
responsibly.

WASTE	WATER	TREATMENT

The waste water formed on the territory of Kostinbrod plant and Bankia plant is cleaned in our own waste-
water treatment plants. In 2014 Coca-Cola HBC changed the aerator in Kostinbrod to improve the quality 
of the waste water and reduce the energy used. 

Secondary packaging has also been revised and as a result packaging film wrap was lightened by 80 and 60 
grams per pallet in Bankia and Kostinbrod. Such amounts may seem small, but in the context of our entire 
production of beverages are significant.

RECYCLING	AND	WASTE	MANAGEMENT

The waste management system is highly developed. At present, we recycle more than 90% of the waste 
generated on our sites. The company has built a system with separate containers for all packaging waste 
and other wastes.
We fulfill our obligations to recycle packaging waste through ECOPACK. Moreover, waste from electrical 
and electronic equipment is transferred to а licensed company. All safe and hazardous waste is handed 
over to licensed companies with which the company has contracts.

From 2015 the recycling rate increased significantly, as we found a more ecologically suitable solution 
for the sludge from the waste-water treatment plant in Kostinbrod. We started depositing the sludge to 
“Sofiyska Voda”, who use it in their methane-tanks for the production of energy. That is how we improved 
the recycling rate (acc. to our company definition) from 77.11% in 2014 to 96.00% in 2016. 

40% 20% 25%

RECOVER	FOR	RECYCLING AN 
AVERAGE	OF	40%	OF	THE	TOTAL	
PACKAGING	WE	INTRODUCE	TO
OUR	MARKETS

SOURCE 20% OF	THE	TOTAL	PET	
WE	USED	FROM	RECYCLED	PET	
AND/OR	PET	FROM	RENEWABLE	
MATERIAL

REDUCE PRIMARY	PACKAGING
BY 25% PER LITRE OF
BEVERAGE	PRODUCED

Water stewardship is a key priority for the Coca-Cola system. Water is at the heart of our business. We 
understand its priceless value, respect it as one of the most precious of shared global resources and 
work vigorously to conserve it through all our operations. That is why we put continuous effort in de-
creasing the amount of water we use, to preserve water sources and return back to nature only the high-
est quality of water.

REDUCE	WATER	
USE INTENSITY 
BY 30%

DECREASE	IN	WATER	INTENSITY
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 -25%
ENERGY

CARBON	AND	ENERGY

20

We put continuous effort in decreasing the emissions from our fleet as well. We strive for decrease in 
fuel consumption and we have fuel consumption norms for every driver. A safe-driving procedure was 
introduced as well as a GPS speed monitoring system in each car. In addition to that, Save and Eco-driving 
trainings were organized and a competition for “Best driver”, all leading to a 2% decrease in our CO2 
impact since 2014.

2014

155.9

153.7 153

151.6

2015 2016 2017 YTD

CO2 TREND g/km

INITIATIVES FOR 
CO2 DECREASING:

WATER	SOURCES	PROTECTION

In 2016 Kostinbrod plant was awarded a Gold certificate under EWS standard. This standard is applicable 
to wide range of industries, which can have impact on the water availability and quality. By considering the 
complexity of impacts, this standard:  

• consists of ecological, social and economic aspects;
• is valid in a global aspect, but is based on a local evaluation with focus on Europe; 
• is valid for all sectors.

BANKIA PLANT ONCE AGAIN GOT CERTIFIED IN 2017. 
   

REDUCE DIRECT CARBON 
EMISSION INTENSITY BY 50%

TAKE	40%	OF	THE	TOTAL	ENERGY	
WE	USE	FROM	RENEWABLE	AND	

CLEAN	ENERGY	SOURCE

As a company we have identified energy consumption and carbon emissions to be topics of high priority. 
We have set ourselves some challenging goals and the road to their achievement is divided into several 
directions: decrease of energy consumption along our entire value chain, decrease of fuel consumption 
in our fleet and shift towards green energy consumption.

In 2016, the company changed its 20-year cooling system in Kostinbrod Plant. The new refrigeration 
system works at 1-3° C and uses water. Total project cost was EUR 310 000 and brought about these 
environmental benefits:

-	ENERGY	SAVINGS	OF 530 MWH/ANNUALLY-	LESSCO2 EMISSIONS

The project was shared with the Coca-Cola Hellenic Group and exceled as a
successful practice in the "Energy	Efficiency" category among the
28 countries where the group is operating.

Further to our climate protection commitment, Coca-Cola HBC Bulgaria invested in 
a new generation of coolers, that are 60% more energy efficient- the so-called Eco 

Box. They control energy consumption via special devices. In 2016 we invested in 2 845 new genera-
tion coolers at the total amount of EUR 2.3 million. Additionally, we furnished with eco-box devices 
another 1 500 coolers at the market at the amount of EUR 682 000. 

150

151

153

155

149

152

154

156

157

DECREASE	OF	ENERGY	CONSUMPTION	AND	CARBON	EMISSIONS	PROJECTS	IN	
THE	PRODUCTION	STAGE

In 2016, our production center Bankia acquired a new production line for PET bottling. The new production 
line gives us the opportunity to bottle different volume of PET bottles (0.33 l, 0.5 l, 0.75 l, 1,5l.) with stan-
dard or sport cap. 

-2%
CO2

Save and ECO-driving trainings     
GPS	Speed	monitoring	and	procedures

Best Driver Competition - fuel consumption bellow norms 
New cars models 

The blowing machine uses entirely new process for
 production and this helps the system to reduce the 
usage of energy with 25% compared to the previous 
PET machine for small bottles.

-50%
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7.1 PEOPLE DEVELOPMENT
Coca-Cola HBC Bulgaria believes that our people are our most valuable 
asset. Providing a safe and healthy working environment is one of our 
primary responsibilities and is fundamental to our success. We strive 
to conduct our business with a goal of zero work-related injuries and 
illnesses for our employees, contractors and visitors. We strive to im-

OUR
PEOPLE7

CERTIFY OVER 95% OF	OUR	KEY	
AGRICULTURAL INGREDIENTS AGAINST 
THE COCA-COLA SYSTEM’S SUSTAINABLE
AGRICULTURE GUIDING PRINCIPLES

GREEN	ENERGY

Until 2016 GRID factor and % of  "green energy" was not part of the negotiation with suppliers.
The GRID factor is the average amount of CO2 emitted during the production of electricity of a given 
grid. We just required GRID factor to be given to us at the end of the year for annual reporting. However, 
in 2015 at the end of the year we had an unpleasant surprise when we realized that the supplier factor is 
30% bigger than the country average factor which increases CCH carbon emissions in Bulgaria coming 
from electricity. Such huge difference cannot be compensated by our energy improvement projects and 
we face carbon emissions increase in 2015 vs. 2014. 

Due to our commitment for decreasing CO2 emission and to avoid such unpredicted events we started 
closely working with Procurement. We developed a rule in which we require from supplier to guarantee 
GRID factor which is under the average country GRID factor also in 2017 we started purchasing green en-
ergy with Guarantee of Origin for Bankia plant. In this way 100% of el. energy used in Bankia plant is from 
renewable sources.

Due to population growth, climate change and growing food security issues, supplies may become harder 
to secure. Therefore, it’s part of our preventive sustainability strategy to enhance supportive programs 
towards sustainable agriculture.

Building on our responsible sourcing guidelines for our main agricultural raw materials, we have reviewed 
the various external standards for social and environmental performance towards which our suppliers are 
working.

Within our strategic sustainability framework, we also collaborate with our suppliers in order to build a 
sustainable supply chain as this is where the bulk of our environmental and socio-economic impacts lie. 
All our suppliers are required to comply with the Coca-Cola Supplier Guiding Principles, which encompass 
workers’ rights, human rights, health & safety and the environment.
 

GUIDING	PRINCIPLES	FOR	SUPPLIERS.

We at Coca-Cola HBC believe that creating a sustainable future is a global effort. It is by working with
others that we can promote change and respond effectively to challenges. In the last 3 years, from 2014
to 2016, up to 5% of our suppliers were screened using labor practices and human rights criteria.  

number 

number 

number 

Employees 

men (FTE) 

women (FTE)

1013 985 982

692 670 665

321 315 317

INDICATOR METRICS 2014 2015 2016

prove workplace Health & Safety and to assure property loss prevention by engaging our employees to this
concept, and by adhering to Bulgarian and European legislation related to occupational Health & Safety
 Safe behaviour is a fundamental job requirement. 

Every year of the reported period 100% of the employees received a regular performance and career
development review.

According to Willis Towers Watson employee engagement survey, conducted among 960 employees,
Coca-Cola HBC Bulgaria scored an Ambassadorship index of 90 (+4 vs 2015).

In 2016 the employees of Coca-Cola HBC Bulgaria have amounted to 982 people, 1/3 of which were wom-
en. 95% of the employees were hired on permanent contracts, working full-time and receiving remunera-
tion relevant to the industry and the local labour market. We operate in full compliance with applicable wage, 
work hours, overtime and benefits laws.
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7.1.2. SAFETY	AT	WORK

We have put in place a sound policy for health and safety at work 
and we strongly commit to it in our everyday work. We are proud 
to declare no fatalities at the workplace for the last 9 years. 
Here	is	a link to our policy.

OUR	PEOPLE	ARE	AT	THE	HEART	OF	OUR	SUSTAINABLE	GROWTH.	 IN	OUR	COMPANY,	WE	ARE	
WORKING	TO	DEVELOP	TALENT	WITH	A	CULTURE	OF	SUSTAINABLE	HIGH	PERFORMANCE	BE-
CAUSE	 IT	 ENSURES	THAT	WE	ACHIEVE	OUR	STRATEGIC	PRIORITIES.	OUR	TALENT	PROGRAMS	
ARE	ONE	OF	THE	HUMAN	DEVELOPMENT	TOOLS	WE	SUCCESSFULLY	APPLY	TO	OUR	COMPANY.

• High	Start	Management	Trainees is a two-year development program for future leaders.
The program targets students who have just completed their higher education or talents with a short 
work experience with leadership potential, effective orientation, communication skills, strong desire for 
development and with a high level of English proficiency. Talents that successfully complete the program 
are hired on permanent roles in the company, and with proven high performance and potential continue 
to develop for future roles at the level of team managers and business process managers.

• Fast Forward Self 2 Others is a one-year talent development program for employees and pro-
fessionals with proven high performance and potential for the role of Team Leaders. The program en-
ables talent to prepare for a better transition to a role from a higher leadership level - Team Leader.

• Fast Forward Managers 2 Others is a one-year, individually-developed Talent Development 
program from Team Leader to Head of Leadership level. The focus of the program is the individual de-
velopment of each participant through various activities. The final stage of the program includes the 
development of cross-functional projects and presenting them to the senior management of the com-
pany

7.1.3. VOLUNTEERISM

In 2016 together with HR we created our first Volunteering policy, which encourages employees to con-
tribute to our priority community areas. The goal is to create value for the community, while following 
the company values and culture. Every employee of Coca-Cola HBC Bulgaria is encouraged to use up to 
1 working day (8h) annually for voluntary work. As a result, we are now organizing all our corporate vol-
unteering initiatives in working hours. 

The 2016 results show: 

850 employees volunteering in company time or 3 210 hours volunteering

• 800 employees volunteered in My Green City

• 14 employees volunteered as mentors in Junior Achievement program

• 20 employees volunteered at Hot Meal Red Cross program

IN	2014	AND	2015	THE	THREE	PROGRAMS	TRAINED 61 employees, AS	THE	BIGGER	
PART	OF	THEM	CONTINUE	THEIR	SUCCESSFUL	CAREER	WITHIN	THE	COMPANY.

7.1.1. DEVELOPMENT PROGRAMS
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8.1  STANDARD DISCLOSURE

8 GRI INDEX TABLE

G4-6                 

G4-7                 

G4-8                 

G4-11                 

G4-12             

G4-16                 

G4-21                 

G4-17                 

G4-22             

Scale of the reporting organization 3

People Management data           

Percentage of total employees covered by collective
bargaining agreements.           

Organization’s supply chain     

Significant changes during the reporting period regarding size,
structure and ownership.           

Scale of the reporting organization 3

People Management data           

Percentage of total employees covered by collective bargaining
agreements.           

Organization’s supply chain     

Externally developed economic, environmental and social charters,
principles, or other initiatives to which the organization subscribes
or which it endorses. 

Precautionary approach/ principle   

Name of the organization.              

Primary brands, products and/or services.              

Location of the organization’s headquarters.               

Number and names of countries where the organization operates.             

Nature of ownership and legal form.           

Markets served

Number and names of countries where the organization operates.             

Nature of ownership and legal form.           

Markets served

Statement from the most senior decision-maker of the
organization.               

G4-9                 

G4-10                 

G4-13                 

G4-14                 

G4-15                 

G4-18                 

G4-19                 

G4-20                 G4-1                 

G4-3               

G4-4                 

G4-5                 

No

No

No

No

No

No

No

No

No

No

No

No

No

No

No

No

No

No

No

No

No

INDICATOR INDICATOR DESCRIPTION  DESCRIPTION  SECTION  SECTION EXTERNAL EXTERNAL
ASSURANCE ASSURANCE

PAGE PAGE 

G4-27                 No

G4-28                 

G4-29                 

No

G4-32                 

No

G4-33             

No

Reporting cycle

Contact point for questions regarding the report or its contents.        

“In accordance” option the organization has chosen, GRI Content 
Index for the chosen option.

External assurance for the report.

Governance structure of the organization

Organization’s values, principles, standards and norms of behavior such 
as codes of conduct

List of stakeholder groups engaged by the organization

Basis for identification and selection of stakeholders with 
whom to engage.        
Approaches to stakeholder engagement, including frequency of 
engagement by type and by stakeholder group

Key topics and concerns that have been raised through stakeholder 
engagement, and how the organization has responded to those key 
topics and concerns, including through its reporting.

Reporting period

Date of most recent previous report

Significant changes from previous reporting periods in the Scope and 
Aspect Boundaries               

G4-30                 

No

G4-31                 

No

G4-34                 

No

G4-56                 

No

No

G4-23                 No

G4-24               No

G4-25                 No

G4-26                 No
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8.2  SPECIFIC 
DISCLOSURES

G4
INDICATOR

G4
INDICATOR

G4-EN1

G4-EN23	

TOTAL 
WEIGHT	
OF	WASTE	

G4-EC1

DIRECT 
ECONOMIC 
VALUE 
GENERATED	
AND 
DISTRIBUTED

G4-EN25

G4-EC7

MATERIALS 
USED BY 
WEIGHT	OR	
VOLUME

SPECIFIC 
INDICATOR

SPECIFIC 
INDICATOR

PET	FLAKES

PET	PRE-FORMS

PLASTIC	-	CAPS

PLASTIC	-	LABELS
HAZARDOUS 
WASTE

PLASTIC	-	FOIL

METAL

GLASS

TOTAL 
INCOMES

ALUMINIUM

SALARIES AND 
EMPLOYEE BENEFITS 
EXPENSES

INFRASTRUCTURE 
PROJECTS IN
KOSTINBROD AND 
BANKIA 

PAPER

SOCIAL SECUTITY 
EXPENSES

COMPOSITE 
MATERIALS

TAXES AND FEES 
TO GOVERNMENTAL 
INSTITUTIONS

CARDBOARD
COMMUNITY 
INVESTMENTS

WOOD

ELECTRICITY

DIESEL FOR 
HEATING

ENERGY	
INTENSITY

EMPLOYEE 
TURNOVER

WATER	
INTENSITY

LOST	WORK DAYS 
DUE TO STRIKES

WATER 
RECEIVE FROM 
MUNICIPALITIES

WATER RECEIVE 
FROM WELLS

RECYCLED WATER

PERCENTAGE OF 
ALL EMPLOYEES 
REPRESENTED IN 
FORMAL JOINT 
MANAGEMENT-
WORKER HEALTH AND 
SAFETY COMMITTEES 
THAT HELP MONITOR 
AND ADVISE ON 
OCCUPATIONAL 
HEALTH AND SAFTEY 
PROGRAMS

GREENHOUSE GAS 
(GHG) EMISSIONS 
INTENSITY 
SCOPE 1+2

FATAL ACCIDENTS

WASTE	WATER

AVERAGE	RAINING	
HOURS PER EMPLOYEE

NUMBER OF 
DISCRIMINATION 
CASES

NATURAL	GAS

B-PET (BEFORE 
2013- PET 
BOTTLES)

Metrics
ton (t)

МJ/ liter 
produced 
beverage
(lpb)

%

0

1 407

6 131

753

0

119
22

963

765

5 602
26899,0

357738

19

64911,0

192

67 084 970

8 250

0,56

9

2,47

0

58 063 000

100%

534 779
000

0,55

13

2,48

0

13 828 000

100%

519 556 
000

0,56

9

2,27

0

18 226 000

100%

405 893 
000

0,57

13

2,12

0

20 167 000

100%

325 223
000

0,58

11

2,16

0

16 520 000

100%

305 505
000

525 497

0,48

9

2,18

0

-

100%

343 637
000

0,46

10,2

1,90

0

433 716 
000

116 599 
134

17 443 400

100%

316 564
267

63

0,44

11,4

1,83

0

439 525 
000

107 466
200

21 756 000

100%

259 085
682

67

0,45

9,13

1,96

0

0 0 0 0 0 0 0 0 0

23,2 11,3 7,6 20,7 23,8 17,8 11,06 12,06 19,17

0 0 0 0 0 0 0 0 0

447 690 
000

112 360
311

16 737 583

100%

285 643
414

67

69 748 804

18 067

66 295 274

23 904

45 877 433

3 770

74 257 189

122 100

62 972 092

64 236

46 353 141

26 474

48 813 452

13 363

42 727 523

6 030

3 510

5 302

1 430

632

0

159
10

863

668

23 315
26062,0

326359

23

61914,0

206

3 529

3 132

515

407

0

165
11

686

546

5 194
25023,0

291022

25

53047,0

186

4 412

5 406

1 012

304

0

170
33

723

513

5 016
23553,0

293335

24

48866,0

169

3 488

5 660

692

929

0

212
46

741

0

3 940
23656,0

306109

566

50916,0

190

3 577

2 197

0

427

0

202
105

739

399

995
23106,0

-

20

54942,0

163

3 407

2 234

841

439

0

189
124

706

407

1 996
25207,2

304032

23

3427,2

157

3 416

2 331

528

446

508 700

283
98

762

423

2 519
26942,2

347516

29

3667,8

167

3 623

2 236

302

432

652 260

273 120

762

398

3 085
27502,5

358076

27

4185,9

156

442,0 345,2 277,0 129,8 262,3 221,6 290,00 297,00 377,00

(t)

(t)

(t)

kg

(t)
(t)

(t)

(t)

(t)

thousands 
BGN

thousands 
BGN

thousands 
BGN

- - - - - - € 33 € 33 € 35mln EURO

- - - - - - 160 49 215

thousands 
BGN

thousands 
BGN

(t)

(t)

679 587 522 498 610 432 414 323 0(t)

1 733 2 049 574 395 411 582 483 615 568(t)

700 2 056 6 772 6 646 6 768 2 553 2 440 530 89(t)

104 737 640 81 933 789 89 840 459 76 343 60589 893 451 86 259 618 77 551 75880 186 400 76 454 551MJ

liters

l / lpb

number

gCO2/lpb

number

number

number

l 

l

l

%

l

MJ

METRICS 2008 2009 2010 2011 2012 2013 2014 2015 2016 METRICS 2008 2009 2010 2011 2012 2013 2014 2015 2016

E N V I R O N M E N T E N V I R O N M E N T

G4-EN3
ENERGY	
CONSUMPTION 
WITHIN	THE	
ORGANIZATION

G4-EN5

G4-LA1

G4-EN8

G4-FP3

G4-EN10

G4-LA5

G4-EN18
G4-LA6

G4-EN22	
TOTAL	WEIGHT
OF	WASTE

G4-LA9

G4-HR3

WASTE TO 
LANDFILL
WASTE 
RECYCLED

WASTE 
INCINERATED 
WITH ENERGY 
RECOVERY 

2 126 986

4 041 088

712 032

1 991 645

646 954

1 597 061

651 419

1 727 142

1 029 109

1 728 920

800 952

1 515 948

622 447

2 096 436

93 889

2 445 649

99 377

1 630 089

kg

kg

E C O N O M I C

E M P L OY E E S
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