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Adding Value for Customers Coca-Cola HBC
aims to be the preferred business partner to the 1.4 million
shops, restaurants, supermarkets, discount chains and other 
businesses that sell the Company's beverages. To achieve
this and drive sustained business growth, the Company is
enhancing its route to market strategy as well as its com-
mercial capabilities.

The Company is expanding its salesforce and improving
marketplace execution standards, creating centres of excel-
lence and commercial capability plans tailored to each coun-
try. In 2007 Coca-Cola HBC will continue to embed these
programmes and focus on cross-fertilisation of learnings.

Discount stores showed the highest growth rates among
food retailers in 2006. Coca-Cola HBC continued to
increase its presence, gaining listings in the leading chain in a

further seven countries. International key accounts also rep-
resent a significant portion of the Company’s business: 45
chains accounted for 12.2% of the Company’s volume in 2006.

With these larger customers, Coca-Cola HBC is increasingly
using a collaborative planning model, with projects under-
way in Italy, the Baltics, Austria, Ukraine, Ireland and Roma-
nia and more to follow in 2007. However, Coca-Cola HBC
also works collaboratively with smaller independent cus-
tomers, helping them grow their businesses (see above).

Another key element in driving sustainable growth is the
Company’s go-to-market strategy. This identifies the most
efficient way to deliver products to customers and ensure
availability in the marketplace. Following its introduction in
Italy, this strategy has contributed to a wider product range,
improved customer service and volume growth and has

Training for Small Businesses in Poland Many independent retailers do not have access to the resources
of large international chains. To help them become more successful and grow sales of beverages and other product
categories, Coca-Cola HBC piloted a new customer training programme in Poland in 2006. Designed for owners and
operators of independent grocery stores and small supermarkets, it offers insights into shopper behaviour, an industry
overview and tips on space management and activation. The course also explains how to leverage financial indicators for
key categories to improve store revenue and profit. Customers may also work on individually tailored business improve-
ment plans. The programme was well received and will be extended to 400 businesses in 2007. Additionally, a train-the-
trainer event will extend the programme to 10 more countries in which Coca-Cola HBC operates.

Poland - Partner of the Year Coca-Cola HBC
operations in Poland were named Partner of the Year
2006 in the Drinks, Juices and Waters category in a sur-
vey by Restaurateur, the trade magazine for the restau-
rant and gastronomy business. The Company was
named by restaurant owners, managers and chefs as
best Company in terms of service, product quality and
price.

Romania - Best FMCG Supplier Coca-Cola
HBC Romania was named best supplier of fast-moving
consumer goods (FMCG) in two separate awards in
2006. Both Progresiv Magazine and Market Magazine
awarded the title to the Company.
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been extended to Austria, Bulgaria, Greece, Serbia and
Switzerland. As a result of this new approach, some distri-
butors, while continuing to deliver products, no longer have
responsibility for sales and warehoursing. In Italy and Bulga-
ria this change led to dissatisfaction on the part of some
distributors, and discussions are in hand aimed at finding
solutions within the legal or contractual framework.

Customer Satisfaction Survey To understand cus-
tomer needs and views, Coca-Cola HBC also uses formal
surveys. The new Group-wide survey, introduced in 2005,
was repeated in 17 countries in 2006. Customer satisfaction
ranged from 54% to 71% in 2006 versus 49% to 69% in
2005. Coca-Cola HBC was the most preferred partner in 11
out of the 17 countries surveyed.

Operational responsibility for customer relations lies with
the Group Commercial Director.

Competing Fairly and Openly Coca-Cola HBC
believes in competing fairly yet vigorously wherever it operates.
Coca-Cola HBC's policy is to comply in full with competi-
tion laws in the countries in which the Company operates. 

The Company operates in an environment in which its
behaviour is scrutinised by its competitors and customers, as
well as by regulators. As part of a broader settlement of an
on-going European investigation, Coca-Cola HBC and other
members of the Coca-Cola System agreed with the Euro-
pean Union on a range of commitments that affect its com-
mercial practices. These commitments, unique to the
Coca-Cola System, are known as the “Undertaking”.

Coca-Cola HBC has put in place a comprehensive training
programme in competition law and compliance issues and
appointed a compliance officer in order to ensure that it
conducts its activities in accordance with all competition

rules that apply to it. During 2006, the Company prepared
and disseminated throughout its EU territories a competition
law compliance handbook to help educate its employees in
respect of the Undertaking and applicable EC competition
law rules. Coca-Cola HBC also conducted numerous com-
petition law training sessions for its employees across its ter-
ritories during 2006. 

During 2007, Coca-Cola HBC intends to further enhance
its compliance training by rolling out a module-based com-
petition law e-learning tool that will enable employees to
complete web-based competition law training. 

Responding to Consumers A Consumer Response
Information Service (CRIS) is operated either by Coca-Cola
HBC or The Coca-Cola Company in each of the 28 coun-
tries where the Company operates. Consumer questions or
feedback are handled through hotlines and websites, and this
input is included in management information systems.

The Company respects consumer privacy and does not sell
or trade data. Consumers are only contacted if they have
given permission, which they may withdraw.

- Certify an additional four manufacturing sites

to ISO 9001

- Certify a further four market and distribution centres

and four cold drink operations against 14001 certification

- Conduct ISO 22000 training for all countries

- Undertake initial auditing against

the Coca-Cola HBC Supplier Guiding Principles
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A Consumer Response and Information Service operator
talking with consumers at the Coca-Cola HBC offices in
the Czech Republic.
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