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COCA-COLA HBC RESPONSIBLE MARKETING POLICY
PREMIUM SPIRITS
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1. INTRODUCTION 1. LURULUL

The Coca-Cola HBC Premium Spirits Responsible | Unju-Unjm  2FL  wpbdhnd  wjynhnjuyhte
Marketing Policy is intended to provide clear and | fudhsputiph  wwwwupiwbwwnnt  dwpplwnhugh
consistent guidance to all employees about our standards | punuwpwljwimpiniip  twwwwl nbh ponp
for responsible marketing, advertising and promotion of | wpjuwwnnnubkpht wnpudwnpty huwnuly b

the premium spirits products the company distributes
and sells on behalf of its business partners.

hEknbnquliwut ninkgnyg dbp wwunwupiwbwnnt
dwipplinpugh, gnjuqnluit 61 wpbkuhnid
wynhnjuyhtt jpdhspubiph wpunpuiiph ppwutdwu
sunhwthpubph JEpwpkpjuy, npntp pultpnipgniinp
dunwupupnd b Judwnnid £ hp gnpspuljkputph
wlnilthg:

The Policy is to be strictly adhered to in the same manner
as the codes, policies and commitments regarding Coca-
Cola HBC operations and activities in respect of the non-
alcoholic beverages we produce and distribute in order to
reflect the company’s high standards, core values and
social responsibility commitments.

Unytt Lunupuwlwbnipmiip whwnp b juuwnnpku
wwhywidh wjiybu, husybku Ynjw-Ynjw Z8L-h
gnpéwnunmpniuiubph &1 gnpénnnipjniukph
Ybpwpbpjuyg - dbp Ynndhg wpunugpdnng b
duwnwluwpupynn ny wjynhnjuyhtt pdwbjhpubph
dwuny Ynpbkpuubpp, punupulwumpiniuubpp b
wupuwynpnipniuibpp, npybuqh wpuwugndbu
puybpnipyu pupdp swthwhoubpp, hhdbwlwi
wpdbpubpp &1 unghwjulwi
yuunuwupwbwnynipjut yupnwynpnipjnibbbpn:

2. SCOPE

2. 9pUNUUL NLALCS

The Coca-Cola HBC Responsible Marketing Policy for
Premium Spirits applies to all marketing activities
including but selling activities,
merchandising, sales and brand advertising, on-and off-
premise promotional activities and related materials,
brand innovation activities, experiential marketing,
consumer planning and market research, relationship

not limited to

marketing, consumer public relations, the development
and of brand web
communications and digital media, product placements
and sponsorships, and labeling and packaging.

content sites, electronic

Ynljw-Ynjw 2PL-h yuwnwujuwiwnne
dwpplunhtgh punupwlwinipmniup  wpbudhnud
wynhnjuyhtt fudhgpibph hwdwp nwpwddnud k
ponp mbuwlh dwppbnhtiqujhtt gnpéniubnipju
Jpw, Obpunpu,  puyg  suwhdwbwwlbn]
Juwdwnph qnpénnmipjnitbpp, dbpskunuyqhuqgp,
Judwppp b wypuwtpwithph gnuqnp, tkppht b
wpwnwphl gnjuqnujhtt gnpéniubknipniup b npubg

Ytpupbpyug Wympbpp, wypubiputhh
unpwpwpnipyu gnpdniubnipinip,
tnpdwpupulut  dwppbwnhiiqp, uwwywnnnubph

wwbwynpnidp b onijuyh hnmwgqnunnipniubpp,
thnjuhwpwpbpnipniuubph dwpplinplqp,
hwpuwjhtt uyuennh htinn juwtpp, wypwipwthoh
ybpyuyptiph  dowlnudp U pndwbnwulnipniup,
LEyupnuwiht  hwnnppulgnipmiip b pduyghl
Inwinjuidhgngubpp, wpunwnpuiph
nbnupwohunidubpp b hnduwbwynpsnipiniip,
whunwwynpnidp b hwpbpwuynpnidp:

3. COMPLIANCE WITH LAW AND REGULATION/
REGULATORY FRAMEWORK

3. ZUUUMUSUURULNRESNPLL OLGULRPL &Y
yurevdnenbuverby /0 gureudnrnn,
crauLuubhy

All marketing activities must be in accordance with the
applicable laws of the countries where Coca-Cola HBC

sells and distributes premium spirits. Commercial

Udpnne  dwipptnmhuqhujhtt  gnpénitbnipiniup

whwp E hpwjwubwglh wjt tpyptbph  gnpénn
optunpnipjwin hwdwwywunwupuwl, npunby
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communication for premium spirits, regardless of the
media used (print, electronic/digital media, posters,
packaging, promotions, sponsorships
promotional activities) must also comply with the
applicable provisions of industry- agreed guidelines for
each country. For Europe-wide, industry common
marketing standards, please refer to the documents and
materials which can be found at
www.marketresponsibly.eu, provided by spirits Europe,
of which our premium spirits partners or their industry
associations are members.

and other

Unljw-Unjw ZLL-1t judwnnid b dwnwjupupnud k
wyptdhnud  wyynhnjuyhtt  fudhspubpn:  Mpkdhnd
wynhnjuyhtt  pudhsptiph  hwdwp webwnpught
hunnppuljgmpmip  wbiwju  oguugnpéynny
[nunjuihgngubiphg (nuughp,
EEhupnuwght/pduyht pwwnyuiuhengubp,
wuwuwnwnikp, twpbpwynpmd,  gnugqnuyhb
wljghwttp, hnquwbwynpnipinit b wy] gnjuqruyhe
Uhgngunnilukp), unyuybu wkwnp E
hwdlwyuwunuwupwh pmupupwignip Epiph hwdwp
wipnnitbwpbpnipjut hudwdwyutig]us
nutgnygutph - Yhpwebkih - gpoypubpht: - g
Bypnyuynid dwipplinhgh nunhwunip
suthwiuhpubph hwdwp, puugpniud Gup Swinpwiiuyg
thwunwpnpbphtt b Wnipkpht, npnup Jupbh b
gk hhmh]l‘nl hwugbny
www.marketresponsibly.eu npudwunpjusd
EBypnyuyh wiynhnjuhle pdpspubph Ynnuhg, nph
winud ki hwinhuwinid ypkdhnd wynhnjughte
fudhgpubph  dkp  qnpépllbtpubpp Jud - bpwibg
wppntbwpbpuljut wunghwghwubpp:

A. Underage Provisions

U. Utswhwhwuttph dwuhb npnyputp

(*) Note: In this Policy, the term “LPA” (Legal Purchase
Age) means the legal age of alcohol purchase or the age of
18 years in markets where there is no legal age (LPA) or
the legal age (LPA) is under 18.

(*) Owlnignid. Unyt Lwnupuljuinipjut Uk
«20S» (Fudwlt ophtwwut wwphp) wkpdhup
wpwtwlnid E wjynhnih qudwt ophtmjuts mwuphpp
Jud 18 wwphtt uwyt onijwbkpnud, npunby
pugulund E ophttwub wnwphpp (F0S) jud
ophtwljutt mwuphpp (FOS) 18 nmwupkljwithg thnpp k:

(**) Note: In this Policy the term “marketing” refers to all
activities listed in “Scope” section, and any other activity
designed to promote our products in the market.

(*) Ouwlnignid. unytt Lwnupuliuwimpjui Uk
«lwpplinhig» mbpdhup Jhpupbpnd k «fhpundwi
njnpuy pudund pYupldus gnpéniubnipyub pnnp
wbuwlubpht, hwswybku twbh omumd dbkp
wpunwnpuiph wnwgwunugduui ninnyus
guiljugwué wy] gnpdniubinipjuin:

Coca-Cola HBC only markets to consumers of Legal
Purchase Age and commits to ensure that underage
persons are not and will not be targeted by our marketing
and promotional activities. Premium spirits must never
be used to sponsor sports, celebrities or events that appeal
primarily to people under the Legal Purchase Age.

Unljw-Unju ZRL-1 Jwdwnnid L dhuy Qudwb
ophtwwtt  wwphph hwuws uvwywnnnubphb
wupunwynpynud £ wyuwhndt), np wiyuwhwhwu
wbdhup sthubu b skt (hulnt phpwpughtt dbp
dwppbnhtiqujhtt b upwtdwt gnpénnnipiniuttph
wpyniupnid: Mpkdhnud wjynhnjuyhtt judhspubipp
Epplp swywhwnp bt oquuugnpdytli uynpwp, hwjnth
dwpnjug Jud hpwnwpdnipniuubph
hnJuwtwynpnipjwt  hwdwp, npntp wnwehl
htppht qpuynid Eu wytt dwpplubg, nypkp sku
hwub) @udwt ophtimjutt tnwphph:

Restrictions and guidelines concerning Content and
Placements are as follows:

Pnjuunulnipjut b nknupuodwt Jepupkpuy
unwhdwbwthwlnulitipp b gnignudubpp htwnlyju
k.
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Content

Pnjuunulnipmi

e  While some countries have legal purchase ages
lower than 18, or do not set legal purchase
limitations at all, it is company policy for
marketing campaigns for premium spirits to
never target people under the age of 18.

e We do not allow the participation of models in
advertisements who have not reached the age of
25 years, and nor should anyone below that age
actively endorse our partners’ premium spirits
products.

o Persons aged between Legal Purchase
Age and 25 years may attend, provide
entertainment at or provide services at
branded events and/or appear in PR
material

e  Advertising and marketing materials must never
utilize or depict children, and should not employ
sports or celebrity figures, cartoon characters,
music, language, gestures or other symbols or
promotional gifts or prizes that appeal primarily
to people under the LPA.

e  Advertising and marketing activities should not
directly or indirectly degrade studying or
associate the consumption of premium spirits
with education.

e Promotional activities and events of premium
spirits should target people over the LPA only
and not be suggestive of or demonstrate
irresponsible behavior. For example, marketing
and promotion of premium spirits should not
show people swiftly consuming these products
or in a competitive drinking environment. In
general, we should not employ novelty drinking

e Quwjyws npnp Lphpukp otk 18
nwpkjuthg gwép qudwi  ophtwfui
wnwphp Jud puphwbpuwybu skl
uwhdwind ophtwlwt qudwt
wwhdwbwhwlnidubp, nulkpnipjui
punupwljunipniut k wpbkuhnid
wynhnjuyht huthsplibph twpphnhbquyhl
wpowyutpnud tpplp sphpwjuwynpl; 18
nwupkjutihg gusp wudwug:

e Utkbp pny) skup wnwhu gnjuqpubpht
dwutiwlgly 25 mwpht sjpugus dnnbjubkph,
huswbu twl tpwtg, nyptp wyy wwphphg
thnpp k' whunpnpkt  wewlghl  Ukp
gnpépultputpnh  wpbkdhnd  wjynhnjughte
Judhspubiph wpunwnpuipht:

o Qudwb ophttwjut mmuphphg vhsh
25 wnupkliwubt wudhtp Jupnnp Lu
dwutiwlgl], qupdwipubp Yud
Swnwynipniuubp dwnnigly
dphpduyghtt Uhongunnidubpnid b /
Jud hujindt) PR-ynipbpnud:

e  Qnjuqnuyht b dwpptnhuiquyhtt yniptpp
tppkp  swhkwp E  oquawugnpsth  Gud
wuwlbptt  Gpbkjuwbbpht, b sybkwp L
oquugnpsy ki uynpuughl Jud
hwipwdwtws gnpshsutp, Unyundhidtnh
htpnutikp, Epudonnipnil, (kqnt, dhuwnbp
Qud  wy  Junphppuihpubp  Jud
gnuqnuyht Wdbpubp jud dpgwbwljubp,
npnlp wnweht htppht gpuynid Eu @0S-h
shwuws wbhdwtg:

e  Qnjuqnuyjhlt [ dwpplnhtquyht
gnpéniubinipniin swhwp L nignuihnpku
jud wininnuljhnpkt  wunmhfwwgplh
niunidp Jud  wunguguh  wpbkdhnod
wynhnjuyhtt judhsputph oquuugnpénudp
Ynpnipjut htwn:

e  Qnyuqnuyhl gnpdéniubknipiniup b
wypbuhnid wynhnjuyhtt hudhsputinh
hpununpdnipjniutbpp whwnp E
phpwpwynpkt  dhugu  *0S-hg  pwipdp
wnwpphph dwpgljuig b swhwnp b upwunpbi
jud gpubnpkt wiywnwuprwbunne
Junpwghé: Onhtwl, wypbkuhnud
wiynhnjuyhti fudhspubiph dwppbunhlgp
hupwtnidp sytiwnp k gnyg iy, np dwpnhly
wpuq uyunnid ki wyn wpununputpp jud
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vessels that have an overtly juvenile appeal (e.g.
test tubes, Jell-O shots).

(") Note: The term «primarily appealing» to people
younger than the Legal Purchase Age means something
which is particularly attractive to people under the Legal
Purchase Age as opposed to “generally appealing” to
people above the legal purchase age (LPA).

e Coca-Cola HBC’s premium spirits should not be
associated with the attainment of adulthood or
“rites of passage” to adulthood.

e Coca-Cola HBC marketing should neither
present in a negative way alcohol abstinence or
minimal consumption of alcohol, nor imply that
refusal to drink is wrong or not “cool”, not even
jokingly. Coca-Cola HBC promotional activities
in on trade and off trade will never put pressure
on anyone to consume alcohol and should
always include non-alcoholic alternatives.

guuymud  Lu judbmr dpguljgught
dhowjuypnid: Cunhwinip wodwdp, dkup

swiinp £ oquiwgnpstp tunp  judbn
wunpubp, npnlp hunuly niukl
whswhwhwuh — gpufsnipymb  (ophtwly

thnpdwupydwb pnnnquljutp, Q-0 onp):

(" Owunignid. «Unwohtt htpphtt qpuyhy»
wnbpdhtip Qudwt ophttwlwb wwphph shwuwé
Ephnwuwpptph hwdwp ywbwlnd L ayuwhup
pul, npt wpwybjuwbu qpuyhy E  Qudwb
ophtwmjut twpphphg thnpp wbdwbg hwdwp, h
wnwpphpnipnit Qudwtt ophttwmjwb  wwphphg
(20S) pwpdp wbdwlg «puphwinip  wndwdp

gpuybknu:

e  Unlw-Ynjw ZRAL-h ypbdhnid wynhnjwyhu
ludhsputpp  swhwp E  wungugykl
swhwhwunipjut jud hwunit wwphph
«uigdwt jupgh» htwn:

e Unlw-Unju ZRL-h dwuppbwnhugp sybwp k
ukquunpy Ytpyny ukpluyugh
wynhnjujhtt pudhsphg Akntwywh duwgp
jud wyynhnih wjwqugnyt uwwpnudp,
htywtu twb swbkwnp E Eupwnph, np
wynhnihg hpwdwpybip uppwy E jud ny
«udwiwulhgy  tnybhul]  Gunwlnd:
Unlju-Ynjw 2PP-h gnjuqruyht
gnpénnnipjniitpp welnpnud b wnluiphg
nnipu bpphp swybkwp E Lugkt npbk dkyht
wnhn] uyuntnt hwdwp b dhon whwp k
ubkpuntt ny wynhnjuyhtt wypnpubpubp:

Placements

Stnupwpunidukp

e No brand identification, logos,
trademarks, or names, should be used or licensed
for use on children’s clothing, toys, games or
game equipment, or other materials intended for
use primarily by people below the Legal

Purchase Age.

including

e Adverting and marketing materials should only
be placed in media where at least 70% of the
audience is reasonably expected to be above the
legal purchase age (LPA).

e  Uwypuwbpwihoh ny dvh unyuwluwbwugnid,
ubpwnju) |ngnubkpp, wypwupwihotpp
Jud widuinudubpp, syylinp k
oquuuignpdykt Yud  (hghuqunpyku
dwijulut hwgniunp, puwnuhpubph,
uwntph Qud Juwnuyht
vwppwynpnidubph Jud wy) ynipbph 4pu,
npnbp bwpunbuqws i hhdbwlwind
Qudwbt  ophttwjutt  wwphphg thnpp
wbdwtg hudwn:

e Qnjuqnp b dwpphwhbquyhtt  Wnipbkpp
whknp E  wbnugpdbut Jhug wygl
nwnjulheongubpnud, npnud  Juwpuith
wntyuql 70%-1, nnowdwnnnpk
whuuynmd t, np Qudwt  ophtwfub
wwnpphg pupén k (20S):
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e To facilitate these placement commitments, we
should regularly monitor the composition data
of the media in which advertisement is placed,
in order to ensure maximum compliance and
that the audience composition data are current
and appropriate.

e Internal, periodic audits of past placements
should be undertaken to verify that past
placements were in compliance with this policy.

e  The premium spirits brands Coca-Cola HBC sells
and distributes should not be advertised in
college and university newspapers where more
than 30% of the students are under the Legal
Purchase Age.

e Allreasonable measures should be taken in order
to avoid advertising near schools, outside of
stores with on-site alcohol consumption.
Particular attention will be given in avoiding
advertising near religious buildings or other
places that might be considered offensive or not

Stnupwohudw wju
wwpuuwynpnipniatbpp htrwnwgubnt
hudwp dbup whwp L wwupphpwpwp
niuntdbwuhpbp wyt jpundudhengutinh
Juquh ndjuukpp, npnugnid mbknunpynid
E gqnjwqnp,  npybugh  wywhnydyh
wnwybkjugnij
hudwywunwupiwiinipniip b juuputh
Yuquh  Jbpwpbpuy  udyubbpp (hukl
wnphwljui b wuwnpwd:

Lwunpy  wbknupuppumdubph  ukppht,
wupphpwwt  wninhnubpp whwp E
hpwjuwtwugdtt® uwnnighnt hwdwp, np

wliguy nbknupwopuinidubpp
hudwyuwnwujuwt 1hukht wju
punupwljuinipubn:

Unljw-Unjwu ZRL-h yphdhnud wjynhnjuyht
Judhspubiph wuypwipwhptph Judwnpp b
pwigluntip swbwnp £ gnjuqmjtu pnjtigh b
hudwjuwpwtwluwt  phppbpnwd, npunbn
niuwtnnubph  30%-hg wydbhtt  SFudwb
ophtwljut nwuphphg thnpp G

Pninp  nnowdhwn  dhgngutpp whwp L
Akntwuplypkl huntuwthbnt  gnjuqnly
nupngukphtt Unw, uwbmpibphg pnipu’
wynhnh wyundwi wnbpnud:  Zwnnly
nwnpnipntt £ nupddbne jpouwuljub
ohinpniuubph Yuwd wy Juyptph unwn

suitable. gnjuqplinig juntuwthbnily, npnup Jupnn
tl nhwnyk Jhpwynpujui Jud
whyuwnrws:
Research Zknwgnuinipinih

e Coca-Cola HBC will not assign or conduct
market or consumer research among people
below the Legal Purchase Age.

e In the context of consumer research, we will
limit consumer samples to a maximum of two
standard drinks per day and provide
transportation afterward if we have any question
about an individual’s ability to get home. We
will never arrange research sessions in a manner
where attendees might need to drive following
the consumption of alcohol.

Unljw-Unju 2PL-u sh hwbdbwpuph Yud

wugluguh onijugh juwd uwuwnnnubph
hbinwgninmpmt’  Qudwl  ophhwlwh

wnwnphphg thnpp wbdwbg dvholi:

Uwyunnnukph htwnwgnunipju
hudwwnbpunnud dkup juwhdwbwhultup
uywnnnh uunipubipl opwljwi

wnwy kjugniyp bplynu unwnupun
nUwykihpny b nputhg htinnn juuywhnybkup
thnjuwungpnudp, bpt juulws niubbwbp
wlhwwnh' wnitt hwutbnt Jupnpnipjut
dwuhti: Uktp Eppkp skup Juquultpuh
htwnwqgnunipniutbp wybyhuh Epwbwlyny,
nn dwubtiwlhgtpp wjynhnih
oquiugnpdnivhg htwnin gnigk hwply 1huh
tunku nkht:

B. Responsible drinking

B. Ujynhnih yuunuwuhiwbwwnn oqunugnpsnid
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Coca-Cola HBC believes that responsible premium spirits | Unjju-Unju ZFL-u hwduunid £ np wypkdhnwd
advertising helps promote responsible consumption of | wjnhnjuyhtt = pudhspubph  wwwwuhwbwwnnt
the products we sell. In pursuit of our Policy, the | gnjuqnt  oqunid Lt fJupwil] wpununpuuph
following guidelines apply to all advertising, marketing | yuwwnwupwbwwnnt  uywondp, app dbklp
and sponsorship initiatives. Judwunnid klp: PARL | utp
punqupwlwimpuip hknlyjw;  nnbgnygubpp
Yhpunymud [ ponp qnuqruhl,

dwpphwnhtqujphb &1 hnJwbuwynpswjute
twpuwdbnunipmniibnh tjundwdp:

e  Advertising, marketing and sponsorships should e  Qnduqnp, dwpplwnhtuqgp 61
include an “Enjoy/ Drink Responsibly” message hnjwbwynpmipmniin whwp L ubkpunkl
and may also include other messages about «Juygkkp/Iudkp wwwnwupwbunns
responsible consumption. If communications are hwnnppuqpnipiniup, hyybu twb Jupng
customized for special displays, banners, Eu ubpwnbk] wy hwnnppugpnipmiutbp
announcements, press releases or internet use wunwupiwbwnn vyundwb dwuhi: Gph
etc., approval must be sought from the Public hwnnppuygnipniip  hwpdwpbgus L
Affairs & Communications and Legal hwwnnily gniguypnidubph, Juhwbwlubph,
Departments and be in compliance with Coca- huwyjunnwpwpnipniuubph, dwudn
Cola HBC’s Premium Spirits Communications hwnnppugpmipniiubph Jud hunbkpubnh
Policy. oqunugnpddwt hwdwp b wyl, wmyu wyhwnp

E wuwhwbol] Zwuwpwlujunipjut htwn
juuybtph b hwunnppulgmipjui pwduh b
Ppuduwputwljub pwduh Ynnuhg
huunwunmd bt huwdwyuwunwupwl]
Unljw-Unju ZRL-h yphdhnd wjynhnjuyht

fudhspltph hunnprulgnipyul
punupwljunipyjup:

e Sports sponsorships must incorporate a e  Uwnpuiught hnqubwynpnipniip whup L
prominent responsible drinking initiative. ubpweh  pwgunhl  wwwnwupwbwnnt

hudbnt twhiwdbnunipinii:

e The premium spirits brands that Coca-Cola HBC e  Mphkdhnud wynhnjuyht hudhsputinh
sells and distributes must not appear in or wwpwbpwihotpp, npntp Ynlw-YUnjw
directly adjacent to print or electronic 2PP-u Judwpnud b dwunwlwpwpmd
programmes that dramatize or glamorize over- swhnp L huynikt  wwwghp jud
consumption or inappropriate use of adult EEyunpntughte Spwgnipnud, nnnup
beverages. ppudunhqugunid Jud hpwwniphy  Eu

nupdinid  dbkdwhwuwlubph  hwdwp
hudhsptiinh  swhwqutg uywenwdp Jud

whyuwnywd oguugnpdnidp:

e Advertising and marketing materials must not e  Anyjuqnuyhtt b dwppbnhuquyhtt Wynipkpp
portray people in a state of intoxication or in a swphinp £ wuulbpkt dwupnuig hwppusd
way that suggests that intoxication is an Jhdwlnid jud wjtywhuh tpubwlny, npp
acceptable conduct. Intoxication should never Eupwnpnid  E  np  hwupphgnnmipiniup
be condoned as an acceptable behavior. punniubh Juppwghs E: Zupphgnnnipniup
Similarly, advertising and marketing materials Eppkp  swhwp E  ghuwpll]  npybu
should not portray people drinking quickly or pungniukh Juppughd: Llubwy b,
excessively. gnjuqnuyht b dwppbnhtquht Wnipkpp

swhwnp £ wunfbiptl wpwug Yund swihhg
wykih judnn duppljutg:
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e Coca-Cola HBC must not promote nor condone e Unljw-Unu 2zPL-u swhwp L Jupwih b
activities where the consumer does not have luntuwthh wjt gqopénnnipnibutnhg, tpp
control over the amount of alcohol delivered for uywnnnp snilth Jtpwhuljnnnipnt
consumption, such as drinks being prepared wyundwl hwdwp wpwpdws wynhngh
furtively or in deceptive containers. pwtwlh wjwundwdp, husywhuhp Eu

hudhsputippn, npnup wwwnpwuwnynid L
qunuih Jud pwpniuhl muputkpny:

e The premium spirits brands that Coca-Cola HBC e MNphkuhnud wnhnjught hudhsputinh
sells and distributes must not be associated with wuypwbpwihopp, npnup  YUnlw-Ynjw
abusive or violent relationships or situations, or 2PP-u Judwnnid b dwwnwlwpwpmd
with anti-social or dangerous behavior. suyibnp £ wungugyku Jhpwynpuljut fud

pnuh hwpwpbkpmipiniuubnh Jud
hpwyhdwlutnh, husytiu twlh
hujwhwuwpujuljut jud Juwbquynp
Juppwgsh htiwn:

e In all communications alcohol content must be e  Pninp hwnnppugpnipniaubpnid wynhnh
referenced in a straightforward and factual wupnibwlnpjuip  wbwnp L hnmd
manner without touting the strength of Coca- Jwwnwpyh nigquih b thwunwgh Jhpyny
Cola HBC’s premium spirits brands in any wnwig gnjuqpbnt Unjw-Unu ZRL-h
advertising or marketing material. pntun wiynhnh wwpwupwihobph nudp

gutiljugud gnjuqruyht Jud
dwpptwnhtqujpht yniptpnid:

e Premium spirits must not be presented as being e  NMpbkdhnud wynhnjuyhtt jpdhsputipp swytinp
acceptable to consume before or during the E ubpjuyugdt npuytu uyundwt hwdwp
handling of machinery, driving a vehicle, or any pugmiutih bwpppwt unnpb Wydus
other activity which requires high degree of gnpénnnipjniubpp Jud npug
concentration and body coordination. ppugpmu’ Ukjuwihquubpn] woliwnkynt,

dbptiw  Jupbint jud  npbk  wy
gnpénnmipini,  npp wwhwbomd L
JEunpntwgdw  pwpdp dwfupnul

dwipdth Ynnpnhtimgnid:

e Advertising and marketing materials or e  AGnyuqnujhtt b dwppbwnhtqujht ynipkpp
sponsorship activities should not imply that Jud hnuwiwynpswljut gnpdnitinipniip
adult premium spirits consumption is necessary syhnp b Gipwunpkh, np  suhwhwup’
to obtain social, professional, educational, wpbuhnud wynhnjuyhte hudhsputinh
athletic, sexual or financial success, or to solve uywnnidt wthpwdbyn L unghwjuljul,
social, personal, or physical problems. The dwubwghunwljul, Yppwljul, vynpuuwght,
materials and sponsorship activities should not ubnwljub Jud dhumuwju
create the impression that the consumption of hwonnnipjut hwutbknt hwdwp, husyhu
premium spirits beverages increases mental twl  unghwjulub, wbdbwlub jud
ability or physical performance or improves dhqhjuljwt puunhpubph pisdwb hwdwn:
one’s mood. Uniphkpp 51 hnJuwbwynpswjute

gnpéniiknipniup sujlinp E

nwuynpnipnit unbknskl, np wphdhnd
wnhnjujhtt judhsputph oquuugnpénudp
pupépugunid k dinuynp
nttwlnmipnitutpp Jud  bhqhjulu
wpumnnibwynipmnitp jud pupbjudnd
npudwnpnipmibp:




Coca-Cola

s . The Coca-Cola HBC Responsible Marketing Policy Premium Spirits
Hellenic Bottling Company YUnjw-Ynju ZAL Munwujuwbiwwnnt dwppknhigh punwpwlwinipinth

Mptdhnud wiynhnjuyht jadhypubn

The promotion of premium spirits recipes must
prescribe specific portions (e.g. “30ml” instead of
“one part”) and the total alcohol content (in
“alcohol grams” or other locally recognized
measurement units) for each premium spirit
drink. As a general rule, a single serve drink
recipe should not contain more than the
equivalent of 50ml of alcohol at 40% Vol.

Promotion of premium spirits in close
association with promotion of an energy drink
should be avoided.

We should avoid any association of the premium
spirits we are selling and distributing with
tobacco products or gambling for money.

We will not promote premium spirits as a
medicine-drug nor imply that premium spirits
have the ability to prevent, treat or cure any
disease or condition of a human being.

Advertising and marketing materials must not
make any health claims.

We will not suggest that beverages with lower
alcohol content are better or more responsible to
consume than premium spirits with higher
alcohol content. We will have regard, in the
design of our premium spirits marketing
activities, to any daily/weekly consumption
guidelines issued by the Health Authorities, or
equivalent body in the market where the activity
is taking place.

It is acceptable to depict adults consuming a
drink after a sporting game, only when clearly

Mptdhnid wynhnjught hudhsputinh
punuppuundubtph jupwinidp whwnp
twppwnbuh  npnowlh  suhwpwdhuubkp
(ophtiwly «30 Up» <« puduh» thnjuwpki) b
wynhnih pughwinip ywupnibwlnipniup
(«wpynhnip qpudph dbg» Jud wbnulub
dujupnulng dwbwsyws wy) swthdwb
dhwynpubkpny) mipwpwbsmp wypkdhnd
wynhnjujhtt  fudhsph  hwdwp: Npybu
punhwtnip Jutnt, Ukl hadhsph
yuunpuundwt punuppunndup syhwnp L
wunpnibwlh wybjht, pwt 50 U] wynhnih
hwdwpdtipp 40% punnipjudp.

Mbtwp E juntuwthl) yphdhnd wjynhnjuyhte
hufhsplbph  hpwlbnuihg  Eabpgbunhy
pUwbkihph upwtdwb htn ubkpn uyh dke:
Utup whwp bt juntuwthbup dbtp Ynnuhg
Judwnynn b dwnwlupupyny yphdhnd
wynhnjuyhtt  judhspubph  guujugus
wungugnidp Shuwjunnh Jud
npudwjuwnbph htwn:

Utup swbwp bt jppwbbkiup wpbdhmd
wiynhnjuht fudpspubipp npuyku
ntnuuhong b sybwp b wlbwpybup, np
wpbdhnud wiynhnjuyht fadhspubpp jupnn
Eu Yuwjub), pnidl] Jud pdolly dwpnne
gulijugud hhjwunnipmit jud Jhduly:
AnJuqnuyht b dwpplnhtiquyht Wynipkpp
swiinp £ wnnnonmipjut Jkpwpbpju) nplbk
hwjnnwpupnipnit yupnibwlb:

Utp skup kupwnpnid, np wjynhnih wkih
guédp  wupnibwlmpjudp  fudhspubpt
wybh (uy Jud wybh yunwupwiwnnt
i wyundwt hwdwp, pwt wpbdhnud
wiynhnjuyhti - pdhsplikipp, npnp  wfbih
pupdn Lt wjynhnth wwpnibwlnipjudp:
Mphdhnud wynhnjuyghte hudhsputinh
jwdwnph Ukp dwpptwnhtqujht
dhongunnidutiph  dowljdwt  dudwbwy
dkup hwoyh Yunbblp wdbbopu /
owpmwpwlut  uyundwl = gubifugwd
gnignid, nnp hpuwupulty E
wnpnnpowyuwhnipjutt  dwpdhtitbph  jud
hudwpdtp dwpudhitbph Ynnuhg wyh
ontjuynid, npwnkn hpwlwbwgdnd E wyy
gnpoéntubinipniiin:

Cunmubih b wwwuybpl] fodhsp judng
dbbwhwuwlukphtt uwynpuwhtt  fuwnhg
htwinn dhuytt uwyt pbwypnud, Epp huwnuy
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stated that their activity will not be continued
afterwards.

Advertisements must not be shown during
sports events organized for children.

We will not market the premium spirit drinks
we sell and distribute to pregnant women or use
pregnant women in our marketing activities.

upqws L, np upwlg gnpéniubnipmiup
htwnwquynid sh supniialyyp:
Qnuqnp swbwnp E gmgunph kpkjuwtph

hwdwp Yuqiuibpydws uwynpunuht
dhongunnidutiph dudwbwl:

Utp skp Judwnh wypbkuhnud
wynhnjujhtt  pudhspubp, npnup dkup

Judwunnid b dwwnwlwpupnd Gup, hnh
juwbwtg Yuwd sktup oquuwugnpsh hnph

Jubwtg ubp dwpphwnhtqujht
gnpoéntubnipjut dbe:
Digital Marketing Jughtt dupptnhliq

Any websites of Coca-Cola HBC which include
the premium spirits brands that the company
sells and distributes must include a “responsible
drinking message” and a login page that:

(a) Requires consumers to input their date of
birth and country of access;

(b) It will be linked with an educational site for
responsible consumption of premium spirits; and

(c) It includes ‘nanny’ tags which describe the
content of the webpage in a manner that permits
their spotting by parental control software.

o If premium spirits are to be referenced
on social media pages, such pages
should use any available setting which
identifies the page as having alcohol-
related content, and/or should take
advantage of any access restriction
offered by such social media platforms
where access can be restricted to
users/visitors ~ above  the

Legal
Purchasing Age.

Unljw-Unjm 20L-h gubjugus yYhp-Juyp,
nnp wunpntbwlnd k wypbkdhnud
wiynhnjuyht judhsptph wwpupwihobp,
npnup puybpnipmiip Judwnnd b
dwwnwjupupnid k, whwnp L yupnitwlh
«qquunuuuwiuinnt fudtnu
hwnnpyugpnipini» b Untnp ke, npp.

(w) uwwnnnubphg wwhwbomd  k
Untnpwqnl) hpktg Stuunyuit wduwphdp b
Ununph EpYhpp,

@) wu Yuwwws Yhuh wypkdhnd

wynhnjuyhl fudhyputph
yuunuwupwbwnne  wyuodwb  hwdwp
yppwljul Jujph htawn, b

(@9 wt thpwond E «nklgnn»

gpunnidubp, npnup tjuwpugpnid Bu Jbkp-
toh pnjutiqulynipyniup wytwbu, npp poy k
wnwhu tpwig hwynbwpbpnudp Sunnquljut
huljnpnipjutt  Spwgpuyhtt  wwywhnydw

Uhongny:
o Gpt wptdhnid  wjynhnjught
Judhspttph  hnnudutpp whwp L
nbknunpyku unghuwjulwi

gulgkpph botpmud, Udwb kekpp
whwp b oqunuugnpsdt guujugus
dwwngkh jupgquynpnudubp, npntp
unyuwgumd Eu Eop npuwbu
wynhngh htwn Juuwyyud
pnjuwinulnipnit niukgnn b/ jud
whwnp L oquugnpskt wyhuyhuh
unghwjulub punjudhengubtph
hwppwlutph ynnuhg
wnwowplynn nplk uUniwiph
unwhdwbwthwlnud, npnkn dniwnp
gnpdtynt  hpwynitipp  Jupnn £
vwhdwbwhuwlyty Qudwt
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e  Special attention must be paid to any premium
spirits brand websites and any digital marketing
activities or other communication set up and
managed by Coca-Cola HBC. Local laws in
countries where the web sites or other digital
media can be accessed must be applied. Further
advice might be sought from the country legal
department in each Coca-Cola HBC market
where we sell and distribute premium spirits.

ophtwjut wnwphphg uks
oqunnubph / uygkniubph Ynnuhg:

o Zwwnnily nupunpnipntl whwp Enupddh
gujugws wpbdhnud  wjynhnjught
fudhypubtph  wwypwbpwhgph - bp-
Juyphti, hyybu twbh guuugus
pYuyhtt dwppbphtigh Jud Ynljw-Unjw
2PR-h Unnuhg unbndws U
Yunurupynn wy
hwnnppuygnipnitubpht:  SEnuljut
opkuputpp whwp b Yhpunbkt uyh
tpypubpnud, npunbn nnip Jupnn bp
Ununp  qnpdty  hp-Yuypbp  Gud wy
pYuyht jpuunjwdhongltp: Lpwgnighy
hunphppuwnynipmit jupkih E anwbag
Unljw-Unjm 2z2PL-h nipupwsinip
ontjund  tphph  hpwdwpwbwlwb
pwdunid, npuntn Jkup Judwunnid b

dwnwljupupnd klp wypkdhnud
wynhnjuyhtt jadhspubp:
C. Promotional events Q. vpwidwy vhogngunmudubp
In conducting promotional events we must ensure that | vputdwl dhongunnidubinh wtighugdwl
Wwe promote our premium spirits brands in a responsible | pipwugpnid dkup whwp L wwywhndbup, np dkp
manner. wnpbkuhnid wnhnjuyght udhsputiph

wypwipwihobpp pupwukip wwunwuhiwbwnnt
aliny:

Principles Uljqpnrpubpp
e Both on- and off- premise promotions should e Dbiyywhku wwpwsph ubkpunud, wyhybu
avoid activities that reward excessive/abusive mwpudphg nnipu gnjuqruyht
consumption. wlghwubkpp whwp L juntuwhb wytyhuh
gnpénnnipjniiiitiphg, nnnup
wupqlwnpnd  Eu swihhg  goipu/
swupwowhynn uywnnudp:

e Coca-Cola HBC will not employ either directly
or indirectly event staff or volunteers under the
Legal Purchase Age.

e Coca-Cola HBC will not promote or encourage
any drinking in combination with physically,
challenging, reckless, and/or

promiscuous,

irresponsible behavior at an on-premise

promotion.

e All Coca-Cola HBC promotional and
sponsorship events should include responsible
drinking messages and programmes where
applicable with

(e.g. banners responsible

e  Unlw-YUnju 2LL-U ny nignqulhnpki, ny
wimnnuyh  wpuwwnwiph - sh Jkpguh

Qudwl  ophtwwt wwphph shwuws
dhongundwi wbdtwljuquh Jud
Judwynpubtph:

e Unlw-Unw ZPR-u sh Jupwih Yud
hupwuniuh wynhnih uyunpnid’
$hahjuljub,  ndqwphl,  quypwlnhy,

wijunhtd b (Jud) wiywnwupwbwnnt
Juppwgdph  hkin  hwdwwnby,
hpufutwgynn whghuh phpwugpnid:

e Unlw-YUnjw ZFL-h pnnp gnjuqnuypt b
hnjubwynpswljut gnpénnnipnibubpp
whwnp L tkpunkt wwunwulwbwnnt
hudbnt hwnnppuqpmipiniiubp b Spuqnkp,

nbnnud

11
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drinking messages, free water or other non-
alcoholic beverages, and/or safe ride home or
designated driver programmes).

npubn  nw  Yhpunolh b (ophlwy
yunwupuwbwnn, hudbynu
hwnnppuqpmipnitubpng  uhwbwljubp
widdwup onip Yuwd wy ny wjynhnjuyhte

nuwb hputp w/jud wifunuig
ninunpnipinit mintt jud hwnntly Spugpbp
Jupnppubph hwdwp):

Personal Conduct Uhdtwljut Juppughd

All personnel whether they are company employees or
promotional staff involved in on- or off- premise
promotions must adhere to the following guidelines:

Ponp  wpluunnnikpp, wiljwp Gpwlhg Gpubp
pultpnipyut wohwnnnubp b, pt gnuqnpuyp
wphiwwwlhgutp, npnup  ubkpgpuddus Lo
gnjuqpuhtt wyghwibpnid wwpwsph ubkpunid
jud mwpwsdphg nnipy, yhwnp Ehwjunwuphd (huku
htwnlijuy nintignygubpht.

e If you chose to drink alcohol, you must do so
with moderation. In other words, be mindful of
the fact you are on company business and a
company representative. Set an appropriate
example.

e Do not drink and drive.

e Do not behave in a manner inconsistent with
Coca-Cola HBC values and guidelines on daily
behavior.

e Do not pressure others to drink.

e Do not engage in reckless behavior or stunts.

e Be sensitive to any action or behavior that may
create discomfort to others.

e Gphk npnoby tp hudl] wnhn), ywhwnp k qu
wkip suhwynp: Uy YEpy wuws, hhobip, np
nnip qunuynid Ep puljipnipjut phqubunid b

upw ubpjuyugnighsu Ep:
Zuwdwywinwujuwl ophiwly swnuybp:

e  Uh judkp b tunbp nklhu:

e Uh Jupytp Unljw-Ynju 2PP-h

wpdbputpht b wdbbopyw  Juppugsh
ninkgnygubphtt wthuwdwywnwupwi:
e Lupnud dh gnpbupptp niphoubph Jpu,

npuykugh tpuip adku:

e Uh qpunytp wujunhtd yuwhywspny Yud
htiwpputpny:

e Dbnhp nLownhp gutiljugud
gnpénnmipjniiitbph . jud  Juppugsh
hwpgnid, npnup Yupnn Gu  uwnbindh]

wihwpdwpnipnit niphpubph hwdwn:

D. Responsible drinking statement

. NMuunuujuwbunnt judbnt hupnupupmpmnih

Coca-Cola HBC has and will continue to develop
cooperation and partnerships with many different social
partners to promote responsible drinking and condemn
excessive or irresponsible alcohol consumption, such as
drinking and driving etc.

Unljw-Unjw ZAL-1 n1th b Yowpnibwlh qupquguty
huwdwgnpswljgnipniul nL gnpépultpuyht
Quwbpp unghwjwlub wwppkp gnpspllytpubph
htn' wwuwujwbwwnnt fudbnt ppwidut b
npuunuwywpnbnt  wiynhnth  wdbnpy  jud
wiywunuwupuwbiwnnt  wywendp, husyhuhp b
Judtp b dkpttw Jupbip b wye

Content Pnjwinuljnipjniu

Each brand can adopt a responsible drinking message that | 8nipwpwlynip wwypwbupwihy Jupnn b plugniialy
is unique to the brand and in keeping with the brand’s | ywwnwupwbwwnnt  pudbnt  hwunnpnwugpnipmnt,
image. Just as we are proud of the premium spirits brands | npp punpny k wuypwbpwithohty i}

we sell and distribute we proudly promote responsible
consumption. This pride should be reflected in the size
and prominence of our statements in our advertising and
other communication channels.

hudwywunwupwind £ wypwupwthoh hudhoht:
&hown wjiybu, husybu Jkup hywpunwind Gup
wynptdhnid wnhnjuyhte udhsputinh
wwpwbpwuhotpny, npntp udkup Juwdwnmd
dwwnwjupupnid tup, dkp hywpwn Gup jupwul)
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wuwnwujuwbwnne uyunniup: Uju
hywpunmpniup ywhnp Eupunwugniyh dkp gnduqnh
¢ Juyh wy] ninhubpnid dtp

hwjnwpwpnipmniuubph swhh b Jupbnpnipjub
ubig:

Size and location 2Quithp b qunudkynt Juypp
Exact specifications and application instructions of the | «duykikp / fudtip wuwnwupwbunn»
“Enjoy/Drink Responsibly” message for each platform of | hunnprnugpnipjut Jhpundw &oqnhwn

media (print, outdoor, TV) are included in the marketing
guidelines of each brand owner with which we partner.
Any applicable regulations in a local jurisdiction should
also be adhered to.

wnwbdbwhwwnlnpniuttpp b hpwhwbqubkpp
mipuwpuwisimip [puinyuidhongh hwppwlih hwdwp
(nuugpp, wnpunwphl, htEnniutnwwntuwghly)
ubpunqus  Eu  mipuwpwiynip  wwypuipwiihoh
ubthujutwwnhpng dwpplinphiquyht
ninkgnygubipnid, npnig htwn dkp
huwdwgnpduljgnid Lup: Sknuljwb hpwduunipjui
gutljugwé Yhpwnkih juinuubp tnybybu ywhwp E
wwhwwiyti:

The provisions of this Policy must be read in conjunction
with the Marketing Policies of our brand owners and our
Code of Business Conduct. In case of conflict, the
Marketing policy of the respective brand owner sets
stricter standards than this policy, such stricter standards
will be applied with regard to the brand owner’s premium
spirit products. In case of doubt, you must consult with
your local Legal Department.

Unytt Lwnupuljuinipjumt ppnypubpp whkwp k
nhinuplka utip wypuiipwhybkph
ubthwjwtwwnbpbph Uwpplwnhquyjht
punupwluunipmiiubph b Jdkp  Qopswpup
Juppwgsh Ynptpuh htn dhwuht: Zujwunipjut
nhypnid, tpp hwdwywunuwuppwt wypwipwithoh
ubthwljubwnhpng Uwpptnhuquyjht
punupwluwinipniip vwhdwinid £ wybkih jahun
swthwihoutp, pwi wyju pwunupwlwbnipmniip,
tdwt wybih puhun swihwbhoubkpp Yhhpwundtu
wypwipwithoh  ubkthwlwbwwnhpng  wpkdhnud
wynhnjuyghtt wpuunpuiph uundudp:
Yuulwstutiph nhypnid nnip whwp k junphpyuljgtp
1nju bpuduwpwbimljub puduh htwn:

E. Compliance with policy

G. Zudwywunuujuwbin pynth
punupuiljuini pjubip

Compliance with this Policy is mandatory for all Coca-
Cola HBC employees, not only to meet the company’s
commitment to promote responsible drinking, but also to
protect the reputation of Coca-Cola HBC and our brand
owner partners. This policy is an integral part of the
approval process for all marketing material and should be
used on a day-to-day basis.

Untt Lunupwljuinipjuip hwduwywnwupwibp
wuwpuunhp -k ZBe-h  pnpnp
wpiuwnnnukph hwdwp, ny dhuy
yuwunwupiwbwinnt pdknt ppwttdwb pulEponipjut
wupunwynpnipniiibpp unwpkne hwdwp, wyl
wuounyuwibint  YUnfw-UYnwu ZPR-h L dkp
wwpwipwihoh ubthwjwbwnbkp gnpépultpubkph
htnptwlnmipiniup: Uju punupwljwiinipniup pnjnp
dwpplwnhuiqujht uniplnh
gnpopipugh wipwdwt dwut £ b wjt wbwp k
oqunugnndyh wdkloju nkdhuny:

Unljw-YUnju

huwuwnundwui

Different functional and levels of approval are required
for all marketing, advertising, promotional and
sponsorship activities in the on- and off-trade, brand
innovation activities, experiential marketing, consumer

Ukppht b wpuwwphtt  webwnph  nnpuomd
wwpwpwuhotph unpuwpuwpuljui
gnpéniubnipjul, thnpdwpuwpulwut dwpplunhugh,
uywnnnubph ujuwbwynpdul,
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planning, relationship marketing, brand launch
campaigns, consumer public relations, and all other
performed to market HBC’s
premium spirits brands. These approvals will differ by
country and will take into account local laws governing
the sale and distribution of premium spirits. The specific
approvals for each country are set forth in Country
Marketing and Approvals Codes which should be read in

activities Coca-Cola

conjunction with this policy.

thnjuhwpwpbpnipniaubph dwipplwnpligh,
wuypubipwithobph  qnpswpljdwi  wpowdukph,
uywnnnubph hwipuhtt juwbtph b Ynljw-Ynm

zPf-h  wpbkdhnd  wjynhnjughtt  judhgpubph
wypwbpwithpubph ontljuyh hwdwp
hpuwjutwugyny wy gnpénnnipjniubph
dwpptnpuigh,  gmjuqnuyhl,  Jupwbhy b
hnjwuwynpswljutt  gopéniubnipjutt hwdwp
wwhwbeynid Eu  wwppbp  Poitljghntiuy b
hwunuwndut dwupnulutp: U

hwunwnnudubpp wwppbp Yihtkr pun Eplph b
hwodh Yuwnudkl wbnuiwt opkupubkpp, npnup
jupquynpnid o wpbdhnd  wjynhnjught
ludhsputinph  Judwnpp U dwwnwluwpupnidp:
Snipwpwisinip Epiphtt hwnntl] hwuwnwnnidutpp
uwhdwiynud  Eu  GBpyph  dwpptnhugh L
hwunwwnnudutph Yngbputibpnud, npnup wbwp k
Jupnuw) wyu punuwpwljuiimipjut hin hwdwwntn:

Advertising agencies, market research companies, media
buyers, promotional agencies, importers, and other
external consultants or affiliates must receive a copy of
this Policy as part of their communications brief from the
company and must commit in writing to abide by its
provisions in any work they do on behalf of Coca-Cola
HBC.

Anjuqpuyhtt  gnpdwjwymipiniiikpp,  onitjuygh
niuntdbwuhpnipjui npuybpnipniuubpp,
[nunjuhgngubph qunpyukpp, Jupwting
gnpdwuwynipjnitiubpp, ubpdmsnnubpp b wy
wpuwphtt  junphppuwuniubpp jud  goiunp
Abntwpynipnitibipp whwnp £ uwnwbwb  unyb
Lunupuljuwinipjut wuwn&kp npytu
puljtpnipjut  Ynnuhg hpktg hwnnppmudubph
hwiljhp& Uy, i1 wlitnp k gpuynp

wuwpwynpnipnt unwbdubl ywhwywil] gpu
npnypubpp Unfw-UYnu ZALR-h wunithg hpkug
Junwpws guitjugus wjpwnwiputipnid:

Any complaints or criticism by any person relating to the
marketing and promotion of premium spirits products by
Coca-Cola HBC should be reported immediately to the
local PA&C and Legal Departments to proceed with any

Swljugué wudh Ynnuhg guujugus pnnnp Jud
puttwnwwnnipeniy, npp YEpupkpynid £ YUnju-Unjw

2PL-h Ynnuhg wpbdhnud wynhnjwyhe
wpunwnpuipubph dwpptnhiughtt b jupwidwinp,

appropriate or necessary actions. whunp L wihwywn wbntjugdh wbkqujwub
Zwuwpuljuyunipyui htwn Juuwbph i1
hwnnppulgnipjui i1 Ppujupwtiuljut
pwdhubphtt’  wwwywd fud  wihpwudbon
gnpénnnipiniiubp juunwpkint hudwp:

4. EDUCATION 4. 4 ENPE3NPFL

Coca-Cola HBC countries selling and distributing | Unjw-Unjm 2ZPR-h  wyl  bLplpubpp, npnbp

establish
staff involved in

premium spirits must regular training
programmes for all the
merchandising, consumer marketing, trade marketing,
customer planning, R&D and PA&C of premium spirits

brands.

sales,

Judwrnid b dwwnwluwpupnid Bu ypbdhnwdh
wiynhnjuyhtt padhspubp, wbwnp L Yubntwynp
niuniftwlut  dpwgpbp  uwnbnsdku  pnnp  wygh
whdtwluqutph hwdwp, npntp tkpgpuyyus tu
wynptdhnid wnhnjuyhte udhsputiph
wwpwipwhptph  Judwnph,  dbpskunuyqhugh,
uyunnnuljui dwipplwnhugh, wnbwnph
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Mptdhnud wiynhnjuyht jadhypubn

dwpptnhtgh, hwdwhnppyubph  wwbwynpdwb,
GL9-h b UYhZ-h uky:

If you wish to receive more information relating to this | Gphk gwuljwunid tp jpwgnighsy wnbnbkinipmniutbtp
Policy or compliance with its provisions, please contact | uthnmtiw] unyu LPwnupuwluinipjut jud npu
your local premium spirits manager or PA&C and Legal | npnyputph 4ipwpbpuy, pugpnud Bup uwyt) dkp
departments. nbnujut wpbdhnd  wynhnjughtt  adhsputipp
ntjwduph jud Zuuwpuwlujunipjui hbn juybph
b hunnppulgnput b Ppudupubtulub
pudhiikiph hkwn:

Last updated: April 2015. dbpohtt wiqud pupdugll; 2015 pulwuih

wuynhy:
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