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This report marks the fifth year of social, 
environmental and ethical reporting by  
Coca-Cola ‹çecek (CCI). In preparing this re-
port, we were guided by the three principles 
of the AA 1000 Assurance Standard: materi-
ality, inclusiveness and responsiveness. We 
measure and report our performance using 
leading standards and methodologies such 
as those adopted by the Global Reporting 
Initiative (GRI) G3.1, Carbon Disclosure Proj-
ect (CDP), International Labor Organization 
(ILO), United Nations Convention Against 
Corruption (UNCAC), and Greenhouse Gas 
(GHG) Protocol. 

The content of this report includes imple-
mentations and performance results ob-
tained from 1 January 2012 to 31 December 
2012 for four of the ten countries where we 
operate: Azerbaijan, Jordan, Kazakhstan 
and Turkey. In addition, we have included 
a section on good practices from our Paki-
stan operations. 

For the second consecutive year, certain 
data in this report has been independently 
audited. The 2012 greenhouse gas emis-
sions of CCI’s manufacturing, sales and 
distribution operations were audited by  
the market-leading inspection, verification, 
testing and certification organization, SGS, 
and verified in accordance with the Inter-
national Organization for Standardization’s 
ISO 14064-3 2006 Standard as meeting the 
requirements of ISO 14064-1.  CCI’s Turkey 
operation has successfully passed the au-
dits. Both GHG Protocol’s Scope 1 (direct 
GHG emissions from stationary combus-
tion, mobile combustion, process emis-
sions, fugitive emissions), and Scope 2 
(indirect emissions such as those arising 
from purchased electricity) emissions were 
verified as a result of this process. The level 

of assurance was agreed as “reasonable” 
and materiality required of the verification 
was considered to be below 5% by SGS.  

In addition to this verification, the Selected 
Information as defined in the Independent 
Limited Assurance Report on page 111 of 
this report received limited assurance from 
EY. In 2012, we obtained for the first time 
limited assurance on Selected Information* 
from three of our international operations: 
Azerbaijan, Jordan, and Kazakhstan. The 
Selected Information covered total energy 
data, per-product energy use, total water 
data, per-product water use, per-product 
total waste produced, and total waste re-
cycling rate (in Turkey) as described in the 
“Assurance Engagements Other Than Au-
dits or Reviews of Historical Financial In-
formation” (ISAE 3000). Within the context 
of this audit, 2012 data from CCI’s Turkey, 
Jordan, Azerbaijan and Kazakhstan plants 
was assessed to reach a limited assurance 
conclusion.

This report, which was reviewed by GRI 
for its fulfillment of GRI Application Level 
A+, also serves as our Communication on 
Progress (COP) to the United Nations Global 
Compact (UNGC). 

Collecting stakeholder feedback is vital for 
helping us improve both our practices and 
reporting processes. We closely examine 
every issue that comes to our attention, and 
we use any feedback from our stakehold-
ers to continuously improve our practices. 

We invite our stakeholders to forward any 
opinions, suggestions or complaints to 
corporate.affairs@cci.com.tr

* The Selected Information is covered on page 111 of this report.

ABOUT OUR REPORT 
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Companies around the world continued to face eco-
nomic challenges in 2012, and CCI was no exception. 
Political and financial instability in many places com-
bined with natural disasters to place strong down-
ward pressure on most of the world’s markets, and 
many companies struggled to keep pace with the 
previous year. Even though global growth slowed to 
nearly 3% in 2012, CCI managed to continue its up-
trend. We grew our revenue by 20%, and we grew 
EBITDA by more than 40%. Our consolidated sales 
volume was up 11.7% over 2011 to reach 850 million 
unit cases in 2012. 

With that level of production and growth, we know 
we have responsibilities to support our people, serve 
our communities, and protect the environment, to 
name a few. As a clear indication of our commitment 
to transparency and sustainability, we attained an 
A+ GRI approval for the second consecutive year. The 
combined performance of our Azerbaijan, Jordan, 
Kazakhstan, and Turkey operations – representing 
85% of our total business volume – is included in the 
scope of our 2012 report. Additionally, best practic-
es and efforts of our Pakistan operation were also 
included. This year we covered all four countries in 
the scope of assurance of our main environmental 
performance indicators. 

As a signatory to the United Nations Global Compact 
(UNGC), we have summarized our achievements and 
practices in sustainability in line with UNGC principles 
in this report. We are committed to integrating the 
pact’s ten principles into our strategy and continuing 
to implement them in our business. Recently, CCI was 

selected for inclusion in the new UN Global Compact 
100 stock index. We are very delighted that both CCI’s 
financial performance as well as its commitment to 
sustainability are recognized by the UNGC and inter-
national investor community. 

Acknowledging our impact – both positive and neg-
ative – on our local communities and our region at 
large, we willfully continue our journey with a com-
mitment to sustainability. Three broad areas encap-
sulate all of CCI’s sustainability-related efforts:  
 
me/People

CCI’s commitment to product safety and quality dic-
tates that we adhere to TCCC’s core operating safe-
ty and quality requirements known as KORE, as well 
as continue to pursue other international standards. 
Our efforts have been recognized by our stakehold-
ers as evidenced by our Ankara plant being awarded 
EFQM’s “Taking Responsibility for a Sustainable Fu-
ture” prize in October 2012. This is intrinsically linked 
to our all-encompassing EFQM Model implementa-
tion project, “Change for Excellence (C4E),” which we 
began implementing in 2012. 

CCI is actively engaged in supporting efforts through-
out our operating region that encourage active 
healthy living. The CCI Grassroots Project in Azerbai-
jan and Kazakhstan sponsors sports activities that 
attract hundreds of thousands of young people each 
year. Cricket and football tournaments and even 
Olympics-related events highlighted our 2012 calen-
dar, and we will continue to support all these efforts 
and more in 2013 and beyond.

MESSAGE FROM THE CEO
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we/Communities

CCI’s key sustainability priorities include continuously 
incorporating workplace rights, employee engage-
ment, and occupational health and safety (OHS) into 
our overall strategy. We formed our “12 OHS Golden 
Rules” in 2012, and 2,900 employees attended OHS 
awareness training in Turkey. We will continue along 
this path and expect to comprehensively bring all our 
multi-country OHS policies and procedures togeth-
er in 2013. In 2012, we continued rolling out the CCI 
Workplace Rights Policy (WRP) to all operations. 

In 2012, we launched the “CCI Female Leadership Pro-
gram” to recruit and retain more women executives 
and to assist us in achieving our goal of doubling our 
number of female employees by 2020. 

CCI remains actively engaged in and resolutely com-
mitted to assisting our external communities as well. 
In Turkey, we donated 7.5 million Turkish Liras to the 
Anadolu Foundation in 2012 to be utilized in numer-
ous social programs related to health and education.  

To acknowledge and celebrate those CCI employees 
who actively participate in social projects aimed at sup-
porting local communities, and to encourage others to 
participate, we hold our annual Community Champions 
Award Program. Our 2012 program included projects 
focused on helping to educate schoolgirls, entertaining 
and giving hope to sick children in hospital, mentoring 
and teaching students in under-resourced areas, and 
helping orphans. Other CCI community support initia-
tives focus on youth empowerment, assisting those 
with disabilities, raising awareness of local health is-
sues and improving our environment, such as cleaning 
polluted rivers and improving drinking water hygiene 
standards in Kazakhstan, and planting trees and pro-
viding environmental awareness training to students in 
Turkey. 
 
world/Environment

In every business process, CCI makes every effort to 
reduce both our usage of resources and any adverse 
impact on the environment that might arise as a con-
sequence of our activities. Our environmental policy 
focuses on energy efficiency, climate protection, wa-
ter usage and sustainable packaging in particular. 

With regard to climate protection and improving en-
ergy efficiency, we also work with international ini-
tiatives and NGOs to fulfill our responsibilities while 
implementing innovative projects to reduce our GHG 
emissions. In 2012, CCI’s Izmir plant became the 
first Coca-Cola bottling plant globally to successfully 
complete the Top 10 Energy-Saving Challenge, a joint 
initiative of the Coca-Cola Company and World Wild-
life Fund; other CCI plants followed by completing this 
program. In addition, our manufacturing, sales, and 

distribution operations in Turkey gained compliance 
with ISO 14064-1 as a result of successful GHG Emis-
sions verification audits. Moreover, CCI Turkey was 
recognized as one of the top carbon performance 
leaders of 2012 by the Turkey Carbon Disclosure Proj-
ect. 

We continued our efforts to reduce our water footprint 
with innovations initiated at plant level, achieving 
a water usage ratio of 1.39 in Turkey. However, we 
were unable to achieve our water use goals in other 
countries due to new investments in our internation-
al manufacturing operations. As a consequence, we 
will focus more on water efficiency projects and work 
harder to achieve our reduction goals in 2013.  

Building a sustainable business model is a big chal-
lenge, and a business clearly must work with govern-
ments and civil society organizations to succeed in 
meeting that challenge.  We value our stakeholders’ 
expectations and insights in our journey to define our 
roadmap for a sustainable business model. In Febru-
ary 2013, we established a formal stakeholder panel 
with the participation of key thought leaders in the 
field of sustainability. Integrating stakeholder insights 
into our strategy is the next big challenge for CCI, and 
doing so will guide us as we strive for even better 
performance results in coming reporting periods. 

The markets where we operate offer enormous op-
portunities for growth, but with that growth comes 
challenges which we must face. We will continue 
to support local communities with a focus on youth 
empowerment and active healthy living, and we are 
determined to reduce our environmental impacts. I 
am proud to say that CCI is committed to pursuing 
any and every feasible path that will better allow us 
to serve all our stakeholders by helping to protect our 
environment and to improve the quality of life for ev-
eryone in every corner of our world. 

In closing, I would like to thank our employees for all 
their hard work and contribution to our performance. 
And I also would like to thank all our other stakehold-
ers for guiding us in our sustainability journey and 
helping us to achieve more.  Our corporate social 
responsibility report continues to be the most signifi-
cant driver of our performance in reporting and sus-
tainability. As always, we value and welcome your 
feedback on it. 

 
Sincerely,

Damian Gammell, CEO
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COUNTRIES

FACTORIES

EMPLOYEES

CONSUMERS

PRODUCTION CAPACITY 

SALES POINTS

 

CCI is the sixth-largest bot-
tler within the Coca-Cola 
system in terms of sales vol-
ume. CCI’s core business is 
to produce, sell and distrib-
ute sparkling and still bev-
erages of The Coca-Cola 
Company (TCCC). CCI em-
ploys more than 10,000 
people and has operations 
in 10 countries.

CCI has a total of 23 plants 
and offers a wide range of 
beverages to a consumer 
base of more than 360 
million people. In addition 
to sparkling beverages, the 
product portfolio includes 
juices, waters, sports and 
energy drinks, teas, and 
iced teas.

CCI’s shares are traded 
on the Borsa Istanbul 
exchange under the 
CCOLA.IS ticker.

10

23 

>10,000 

>360,000,000 

>1,198,000,000 Unit Case

>720,000 

CCI AT A GLANCE
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75.6[1]

181.1

16.6

9.5

33.9

6.5

5.2

5.5

21.3

7.1

51%

64%

51%

49%

70%

66%

58%

60%

64%

68%

45

15

34

25

43

46

43

24

12

11

15,029

2,876

13,921

10,685

4,620

6,044

8,469

2,411

4,824[6]

2,211

67%

29%

42%

59%

-

-

-

-

-

-

Source 
[1]TUIK, [2] IMF, 

[3] UN,[4] CCI and 
TCCC Estimation, [5] 

Neilsen, [6] CCI 
Estimation

Detailed information about our brands, operations, and the countries in which we operate is available at: 

http://CCI.com.tr/en/our-company/about-us/

Source 

Nielsen,  
*CCI Estimate

MARKET SHARES TURKEY 2012 SPARKLING BEVERAGES MARKET SHARES 2012

Sparkling Beverages	   67%	 #1

Water	   7%	 #3

Fruit Juices & Nectars	  25% 	#1

KAZAKHSTAN	 42% 	 #1
AZERBAIJAN	 59% 	 #1
PAKISTAN	 29%	 #2
KYRGYZSTAN	    -	 1*
TURKMENISTAN	    -	 1*

11.7%

CONSOLIDATED  
SALES VOLUME GROWTH

4.0%

TURKEY
SALES VOLUME GROWTH 

31.2%

INTERNATIONAL
SALES VOLUME GROWTH 568.5

282.0

850.5

546.8

215.0

761.7

Turkey (million unit cases) 4.0%

International (million unit cases) 31.2%

Consolidated (million unit cases) 11.7%

20122011

CCI AT A GLANCE
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CCI 2020 Vision &  
Strategic Framework
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Be the outstanding Beverage Company leading the market, inspiring people, 
adding value through excellence

Embed sustainability in our culture to achieve our commitments

Environment Minimize our carbon footprint and water usage by reducing packaging, 
water and energy. 

Marketplace Consistently provide the highest quality and food safety compliant beverages. 

Workplace Ensure a safe place to work, respecting human rights and be fully compliant 
with workplace rights.

Community Make a difference in our local communities by encouraging employee 
volunteerism and by corporate involvement.  

Build a sustainable and profitable business through refreshing consumers, 
partnering with customers, delivering superior value to shareholders and being 
trusted by communities

Passion 
We put our hearts and mind  
into what we do

Accountability 
We act with a high sense of 
responsibility and hold ourselves 
accountable 

Integrity 
We are open, honest, ethical and we 
trust and respect each other

Teamwork 
We collaborate for our collective 
success 

 
The Building Blocks of  
our Culture

HTrust in each other 

HFocus on the customer 

HEmbrace your work 

HInspire innovation 

HCollaborate for success 

HBe agile 

HBe participative 

HEnjoy working

People and Organizational Leadership  
Build a highly capable organization and be the employer of choice. 
 
Commercial Leadership 
Profitably deliver superior value to consumers and customers at the optimal 
cost to serve.  
 
Operational Excellence 
Create a culture of Operational Excellence to support continuous improvement of 
our business process and systems.   
 
Supply Chain 
Be the best in-class consumer demand fulfillment organization that exceeds 
customer expectations highest in quality, lowest in cost, in a sustainable, socially 
responsible manner.    
 
Sustainability  
Ensure the long-term viability of our business by being proactive and innovative 
in protecting the environment and be recognized as one of the most responsible 
corporate citizens by all stakeholders  

CCI Target 
Fields

Vision

Mission

Values

Develop all employees and business partners to become proud ambassadors of 
our products and company.

SRQPONMLKLMNOPQRS

CCI 2020 Vision &  
Strategic Framework
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CCI JOURNEY OF SUSTAINABILITY

•	 TCCC Eurasia & Africa Group Environment 

Award for Best Country Bottling Operations 

- CCI

•	 KalDer National Quality Achievement Award  

- Ankara Plant

•	 Second CSR Report: Turkey’s first B-Level 

report (also included Jordan and 

Kazakhstan) 

•	 Signing of the Cancun Communiqué against 

climate change

•	 Corporate Governance Rating 8.43/10

•	 KalDer National Quality Award 

- Ankara Plant

•	 First FSSC 22000 Certificate Izmir Plant

•	 First ISO 50001 Energy Management  

System Certification - Çorlu Plant

•	 CCI won third place in the Stevie Awards’ 

“Most Innovative Company of the Year” 

category 

•	 CCI won WorldStar 2011-2011 Award and the 

24th TSE Golden Package Award

•	 Occupational Health and safety 

Management Award - CCI Jordan

•	 Corporate Governance Rating 8.5/10

•	 Third CSR Report: Turkey, Kazakhstan, 

Jordan, and Azerbaijan were included in the 

scope of the report

•	 Climate Platform Membership

•	 CCI, Climate Platform - Charter Member of 

the Climate Change Leaders Group

•	 CCI became Turkey’s first food company 

to participate in the Carbon Disclosure 

Project and one of the country’s five Carbon 

Disclosure Leaders 

•	 Signing of the 2° Communiqué against 

climate change

•	 TCCC water usage savings commitment

•	 First ISO 9001 Quality Certificate and 

Certificate of Compliance TCCQS (The 

Coca-Cola Quality System) - Mersin Plant

•	 First Environmental Policy

•	 Coca-Cola Eurasia Africa Group Presidency 

Quality Award - Ankara Plant

•	 First OHSAS 18001 Occupational Health 

and Safety Management System 

Certificate - Ankara Plant

•	 First HACCP TS 13001 Food Safety Quality 

Management System - Izmir Plant

•	 ISO 22000 Food Safety Quality 

Management System - Ankara Plant

•	 6 Sigma Projects 

•	 Fifth place in Accountability Rating in 

Turkey

•	 Establishment of CCI’s Corporate 

Governance Committee

•	 CCI’s was the first GRI-approved CSR 

report in Turkey

•	 First place in Accountability Rating in 

Turkey

•	 Corporate Governance Rating 8.3/10

•	 Establishment of Sustainability Council and 

Work group

•	 Sustainability Management Approach

•	 Signing of the United Nations Global 

Compact

•	 Signing of the Copenhagen Communiqué 

with regard to combating climate change

•	 First PAS 220: 2008 Food Safety pre-

requisite program document - Çorlu Plant

•	 Defining 2020 Vision and Strategic 

Framework

•	 TCCC Eurasia & Africa Group President's 

Environmental Award - Izmir Plant

1994

1997

2002

2003

2004

2006

2007

2008

2009

2010

2011
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•	 Recognized as one of the two top carbon performance leaders 

of 2012 in Turkey by the Carbon Disclosure Project (CDP)

•	 CCI Izmir and Mersin plants completed the Top 10  

Energy-Saving Challenge of TCCC and WWF (All plants 

in Turkey completed the challenge as of 2013)

•	 Innovation Competition entered among the best sustainable 

development practices that represented Turkey in Rio+20

•	 CCI won two gold, two silver, and one bronze Stevie in 2012 

International Business Awards

•	 Finalist award in the Fourth European Business Awards for the 

Environment – Turkey Program in the “Management” category 

•	 Corporate Governance Rating 8.88/10

•	 EFQM’s “Taking Responsibility for a Sustainable Future” prize    

- Ankara Plant

•	 CCI’s fourth CSR Report was approved by the Global Reporting 

Initiative (GRI) as an A+ report

•	 CCI’s 2011 CSR Report was shortlisted as a finalist at the “2013 

Corporate Register Awards” in 2 categories: “Relevance & 

Materiality” and “Credibility through Assurance”. 

•	 CCI’s Izmir plant won runner-up in the EBSO Environmental 

Implementation Silver Award Category.

•	 CCI’s Çorlu plant has become finalist in two categories in 2011 

ISO Environment Awards

•	 Turkey, Azerbaijan and Jordan operations were among 

the finalists in TCCC Eurasia and Africa Group President’s 

Sustainability Awards.  Turkey won the Best Country Bottling 

Operation Grand Prize. The Ankara plant was recognized as 

the Best Performing Plant for Quality and the Izmir plant as the 

Best Performing Plant for the Environment.

CCI JOURNEY OF SUSTAINABILITY
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PERFORMANCE HIGHLIGHTS IN 2012

Energy Management and  
Climate Protection

Water Management

We  increased our waste 
recycling rate to 96% 

in Turkey, 99% in Jordan, 89.5% in 
Kazakhstan and 93% in Azerbaijan. 

We increased the recycling rate of post-
consumer packaging waste to 40% in Turkey.

We reused 87 tons of waste in our Bursa 
plant as a part of the pallet reuse project.

Sustainable Packaging

CCI Turkey was awarded the Platinum  
Energy Efficiency and Climate 

Leadership and became the first country 
operation in the Coca-Cola system to complete 
the Global Top 10 Energy Saving Program in all 
plants. Our Izmir plant was the first plant in CCI 
to complete this initiative in 2012.

In 2012, CCI’s Turkey operations achieved an 
energy savings of 250 million kWh and 

more than 111,474 tons of CO2 gas reduction 
with eco-friendly coolers.  

CCI was recognized as one of the top 
carbon performance leaders of 

2012 in Turkey by the Carbon Disclosure 
Project (CDP). CCI achieved a reduction of 
approximately 117,600  tons of CO2 gas 
emissions as a result of cooler improvements in 
2012 and OE and energy efficiency programs at 
manufacturing plants and at CCI headquarters. 
This figure corresponds to 16 x annual CO

2
 gas 

emissions of a manufacturing facility with the 
capacity of CCI’s Izmir plant.*

CCI Turkey manufacturing and sales 
operations achieved GHG Verification 

in line with ISO 14064-3.

* This figure is theoretically calculated based on Scope 1 and Scope 2 emissions of CO2 gas produced as a result  
 of manufacturing operations, heating-cooling of the buildings, etc.

We reduced our water 
consumption ratio to 1.39 L/L 

as a result of OE water minimization 
projects undertaken in all Turkey plants.

Our Izmir plant reached a monthly average 
water usage ratio of 1.01 L/L in August 2012.

Source Vulnerability Assessment Studies at 
plants in Ankara, Çorlu, Izmir, Mersin, Elazı¤, 

Bursa, Mahmudiye, Köyce¤iz, Baku, Lahore, 
RYK, Karachi, Faisalabad, Multan, Gujranwala, 
Almaty and Amman have been completed. 
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We donated 3% of our Turkey pre-tax profits 
(7.5 million TL) to the Anadolu Education 

and Social Aid Foundation.

We signed a strategic partnership protocol 
with Turkish Kızılay and International Red 

Crescent to bring immediate aid to victims of 
natural disasters in our operating countries.

Twenty CCI employees participated 
in the 2012 Community Champions 

Award Program.

We reached 540,000  people as a part 
of our “Kazakhstan & Azerbaijan 

Grassroots” project. 

Community

We began our “Female Leadership 
Program” in order to gradually increase 

the recruitment of women and to double the 
number of our female employees by 2020. 

We  initiated “International Talent Pool” to 
help our employees gain international 

experience.

Our “Safety Awareness 
Campaign: 12 Golden Rules” was 

implemented to increase health and safety 
awareness amongst employees.

We  reduced our lost time incident rate 
(LTIR) from 1.42 to 0.90 in Turkey and 

from 4.8 to 2.28 in Jordan. 

Our Workplace

Product Responsibility

CCI Ankara plant has been awarded 
the       “Taking Responsibility for a 

Sustainable Future” prize by the EFQM for its 
superior performance in the implementation of 
the EFQM Excellence Model. 

We established a Sales Point Information 
Center which serves our customers and 

distributors.

CCI’s operations in Azerbaijan, 
Kazakhstan, and Turkey’s Çorlu plant 

obtained the FSSC 22000 Food Safety 
Management System Certificate.

PERFORMANCE HIGHLIGHTS IN 2012
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Corporate  
Governance and  
Risk Management

CCI’s sustainability governance structure is accompa-
nied by a robust corporate governance structure. CCI 
conducts all of its operations within the framework 
of all existing regulations and the “Corporate Gover-
nance Principles” as prepared by The Capital Markets 
Board of Turkey. Our annual Corporate Governance 
Compliance Report includes information regarding 
the application of each item of the Corporate Gover-
nance Principles by our company. 

The Company is managed and represented by a 
Board of Directors comprised of twelve members, 
four of whom are independent. The Board of CCI is 
responsible for overseeing company performance 
on economic as well as social and environmental 
matters.  The Audit Committee, operating under the 
Board to help it fulfill its functions, assists the Board 
of Directors in fulfilling its oversight responsibilities for 
the integrity of the company's financial statements, 
the company's compliance with legal and regulatory 
requirements, the external auditor's qualifications 
and independence, and the performance of the com-
pany's internal and external auditors. 

The CCI Internal Audit Department oversees internal 
control systems in all process audits. While evaluat-
ing not only the risks that may result in bribery or 
corruption and affect the company's reputation but 
also all other operational and financial risks during  
these audits, this department determines the con-
trols intended to eliminate such risks and audits the 
effectiveness and appropriateness. CCI’s Risk Detec-
tion Committee was established under the Board of 
Directors in 2012, and a comprehensive risk man-
agement system was also established the same 
year. We have aligned TCCS's Risk Management (RM) 
process to ISO 31000:2009 Risk management - Prin-
ciples and Guidelines. RM is integrated with CCI’s 
business planning process as well. In 2012, all the 
operating countries conducted their risk analyses  
and determined their top-priority risks.  Taking the 
analysis into account, a consolidated risk map for 
CCI, including the mitigation plans for the top risks, 

was constructed with input provided from all CCI de-
partments and units CCI groups its risks according 
to five pillars: people and organizational leadership, 
supply chain, sustainability, operational excellence 
and commercial leadership.

2020 Vision and 
Strategic Framework

In 2013, a Corporate Risk Department will be estab-
lished to further review corporate policies and proce-
dures with a risk management perspective and also to 
bring about increased risk awareness in CCI countries 
via trainings and workshops. The department will also 
share the best risk-related practices in CCI and The 
Coca Cola System. For detailed information please visit  
www.cci.com.tr/userfiles/en/committees/Risk_De-
tection_Committee_Charter_ENG.pdf. 
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Sustainability  
Management

Sustainability is one of the five main pillars that our 
company is built on. Our sustainability approach is 
“to ensure the long-term viability of our business by 
being proactive and innovative in environmental pro-
tection and to be recognized as one of the most re-
sponsible corporate citizens by all stakeholders.” In 
tandem with this approach, CCI’s sustainability strat-
egy focuses on material issues determined both by 
external and internal stakeholders. In order to keep 
material issues up to date, CCI organizes regular 
meetings, workshops, surveys and interviews. 

As an integral part of CCI’s operational framework, 
sustainability is managed together with our core 
business strategy, thereby effectively deploying the 
sustainability concept throughout every layer and 

level of the organization. The CCI Board of Directors’ 
Corporate Governance Committee has the ultimate 
responsibility for the determination and implementa-
tion of the sustainability strategy. This responsibility is 
undertaken by the CCI Executive Committee, headed 
by the CEO, and comprised of senior management. 
The fundamental role of the Executive Committee is 
to identify the long-term sustainability targets and 
monitor the performance against those targets. The 
function heads of CCI integrate sustainability targets 
(set by CCI Executive Committee) into their respective 
functional objectives.  All CCI function heads play a 
critical role in making sure that sustainability man-
agement is connected to field operations. The stra-
tegic orientation and objectives that emerge from 
upper level management processes are conveyed to 
functional management in order to be transformed 
into field applications. The Corporate Affairs function 
is responsible for the reporting and communication 
of sustainability targets and performance results.

Sustainability is an integral part of our 

business practices, and we pay utmost 

importance to reducing our environmen-

tal impacts. We believe that achieving 

success in operational efficiency is possi-

ble only by maintaining high environmen-

tal performance.  Since 2004, we have 

been setting ambitious key performance 

indicators (KPI) to improve our environ-

mental performance and achieve positive 

results in our plants. Our employees are 

key enablers allowing CCI to integrate 

sustainability into its business practices. 

Our technical operators, in particular, 

play a significant role in achieving these 

targets with improvements they make 

in production processes by maintaining 

maximum levels of operational efficiency, 

maintenance, and quality while maintain-

ing minimum levels of waste, energy and 

resource consumption, and environmen-

tal impact. We work to embed a sustain-

ability culture throughout CCI operations 

by recognizing our employees through 

awarding programs such as Innovation 

Competition and Community Champions.

Integral
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Priorities identified by TCCC play an important role in 
identifying material issues at CCI. As we incorporate 
both external and internal stakeholders’ opinions into 
our sustainability approach, TCCC’s global sustain-
ability framework provides an integrated vision of 
sustainability. Corporate sustainability priorities are 
defined under Environment, Product Responsibility, 
Workplace and Community pillars. 

In 2010, using TCCC’s global sustainability framework 
as guidance, CCI conducted a materiality analysis in 
order to determine the key sustainability pillars. In 
2011, various studies were employed to update mate-
rial issues. In February 2013, with the participation of 
key opinion leaders and participants from academia 

and civil society, an external stakeholder panel was 
organized with the aim of measuring expectations of 
our main external stakeholders on our sustainability 
reporting, environmental performance in 2011 (More 
information is available in page 18-19) Panel partic-
ipants reviewed CCI’s 2011 Corporate Social Respon-
sibility Report and carried out the self-assessment of 
the material issues. Following the panel discussion, 
short-term, mid-term and long-term goals were set 
for related sustainability issues. We aim to form an 
external review committee to review CCI's Sustain-
ability Report and content, and we aim to extend our 
reporting scope in terms of geographical operations 
starting with our 2013 report.
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          ENERGY MANAGEMENT  
          AND CLIMATE PROTECTION
We aim to reduce the amount of energy  
we consume, to minimize our carbon 
footprint, and to be a leading company 
in climate protection while working with 
the community, universities and local 
governments.

           
          WATER MANAGEMENT
One of our key business strategies  is 
based on establishing a sustainable water 
management model and minimizing our 
water footprint as well as reducing the 
amount of per-product water we  
consume in all operations.

          SUSTAINABLE PACKAGING
We aim to minimize the environmental 
impact of packaging and to increase the  
use of recycled materials.

          WORKPLACE
We aim to provide a fair and safe working 
environment for our employees while 
implementing projects and programs 
that support personal and professional 
development.

                  PRODUCT RESPONSIBILITY
We aim to form our purchase, production 
and marketing practices with a sustainable 
corporate governance perception, thereby 
creating surplus value for our entire value 
chain.

          COMMUNITY
We aim to support sustainable development 
in communities where we operate and to 
contribute to the welfare of the society.
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TCCC Eurasia and Africa Group President’s 
Sustainability Awards were distributed with 
a ceremony held in Istanbul on 28 May 2013. 
CCI marked the 2012 awards with great 
success, winning three prizes including the 
Best Country Bottling Operation Grand Prize.  

Our Azerbaijan, Jordan and Turkey 
operations were among the 10 finalists 
selected from a pool of 92 countries within 
Eurasia and Africa to compete for the Best 
Country Bottling Operation Grand Prize. 

This year our Turkey operation won the Best 
Country Bottling Operation Grand Prize, and 
after having won the Grand Prize previously 
in 2009, became the only country operation 
to win the Grand Prize twice in the four-year 
history of the awards.

Turkey’s success was further enhanced by 
the Ankara plant being recognized as the 
Best Performing Plant for Quality and the 
Izmir plant as the Best Performing Plant for 
the Environment.  
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Business Code  
of Ethics

CCI adopted global standards, aligned them with 
our internal policies, and set challenging targets. 
Our Business Code of Ethics (Code of Ethics) is par-
ticularly important for the continuity of sustainabil-
ity management and the proper implementation of 
corporate governance principles across our opera-
tions. In the Code of Ethics, our values, responsi-
bilities and actions to be taken in the event of pos-
sible conflicts of interests, and our responsibilities 
to our employees are meticulously defined. All CCI 
employees are regularly informed about the Code 
of Ethics which highlights four main principles: 

	 1.	 Act with integrity and honesty.

	 2. Safeguard business and financial records and 	
		    keep them accurate, complete and correct.

	 3. Safeguard interests of CCI and avoid any  
		   conflicts of interest.

	 4. Deal with everyone we encounter fairly and in  
		   accordance with laws.  

In 2013, CCI aims to publish a revised Code of Eth-
ics which will be implemented in all of our operating 
units. Along with the revised the Code of Ethics, an 
Ethics Compliance Committee will be formed and eth-
ics officers assigned to all units to handle complaints 
and misconducts and report them to the committee. 
Code of Ethics awareness meetings will be held in 
all operations during 2013 and in subsequent years. 
Also, a grievance procedure and a hotline about ethi-
cal issues will be established within the context of the 
“Code of Ethics Information Program” in 2013.

In order to achieve higher ethical standards, all CCI 
employees are informed about the Code of Ethics 
and must sign and attest that they have read and 
agreed to the related rules. The CCI Code of Ethics is 
available at http://cci.com.tr/en/investor-relations/
corporate-governance/code-of-ethics/ 

In February 2012, CCI signed the 2012 Ethics 
Declaration of the Turkish Ethics and Reputation 
Society (TEID) along with 47 other members in a 
signing ceremony held at Rahmi M. Koç Museum 
in Istanbul. Despite having no binding effect on 
the signatories, the declaration is an important 

illustration of the increasing awareness of ethics 
within Turkey’s private sector. Some of the major 
principles in the declaration include respect for 
national and international laws, endorsement 
of the ten Global Compact principles, honesty, 
transparency, accountability and fair competition. 
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Supplier Guiding 
Principles (SGP)

As we continue to embed sustainability into our busi-
ness, our recent focus is to expand our efforts into 
the value chain and ensure that sustainability is every 
employee’s responsibility. 

Our SGP communicate our values and expectations 
of suppliers and emphasize the importance of re-
sponsible workplace practices that respect human 
rights and comply, at a minimum, with applicable 
environmental and local labor laws as well as core 
international conventions. The SGP reflect our com-

mitment to respecting human rights across our busi-
ness system and global supply chain.

The SGP are components of all agreements between 
CCI and its direct and authorized suppliers. We expect 
our suppliers to develop and implement appropriate 
internal business processes to ensure compliance with 
the SGP, and we routinely utilize independent third 
parties to assess supplier compliance (assessments 
include confidential interviews with employees and 
on-site contract workers). Any supplier who fails to up-
hold any aspect of the SGP requirements is expected to 
implement corrective actions. CCI reserves the right to 
terminate an agreement with any supplier who cannot 
demonstrate that they uphold the SGP requirements. 
Detailed information about our principles is available at:  
www.coca-colacompany.com/stories/supplier-guid-
ing-principles

Regular reviews ensure our compliance with all ap-
plicable laws and regulations. In 2012, CCI received 

no significant* fines for non-compliance with laws 
and regulations. 

Environmental  
Management   

 
Water Management

Energy Management &  
Carbon Emissions

Sustainable Packaging &  
Waste Management

Occupational Health & Safety

Community Involvement

Supplier Engagement

Anti-corruption

Quality Management 
 

Consumer Health  

Overall

CCI Health, Safety & Environment 
(HSE) Policy, TCCC HSE Policy

KORE – EOSH requirements

KORE – EOSH requirements
 

KORE – EOSH requirements
 

KORE – EOSH requirements

TCCC’s policy

Supplier Guiding Principles

Code of Ethics, Workplace Rights Policy 
 
KORE, Operational Excellence 

 
 

KORE 
 

Code of Business Conduct, KORE

Issue Internal Policies

Standards and Policies
External Standards

ISO 14001  

 
ISO 14001

ISO 14001, ISO 50001,  
ISO 14064-1, GHG Protocol 

 
ISO 14001, PAS 223

OHSAS 18001 

UNGC, GRI

UNGC

UNGC

ISO 9001, ISO 22000, FSSC 
22000, EFQM Business  

Excellence Model, 6 Sigma

ISO 9001, ISO 22000, FSSC 
22000, GFSI

UN Global Compact, GRI

At CCI, we give utmost importance to business continuity and disaster recovery. In 2012, file servers 
and terminal servers were transferred to the data center in Dudullu, Istanbul. Additionally, CCI’s Di-
saster Recovery Center was restructured in line with international standards in order to take action 
in case of an emergency and to ensure business continuity.

In case of an emergency, the Disaster Recovery Center will ensure that the BASIS and SAP systems 
in Azerbaijan, Jordan, Kazakhstan, Pakistan and Turkey are operational within 24 hours using 
backup data available 72 hours immediately prior to the onset of emergency conditions. Addition-
ally, functions such as e-mailing, instant messaging, videoconferencing and corporate portal ap-
plications are to be provided by the Disaster Recovery Center via Internet in case of an emergency. 
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*Fines of USD 200,000 are deemed significant by the company.



18

At CCI, we believe in the importance of stakeholder 
participation in running our business. We aim to de-
velop long-term relationships with our stakeholders. 
By holding open dialogues and maintaining trans-
parency in all our dealings, we foster a participative 
environment where our stakeholders are able to en-
gage in the management of our business.

We conduct our stakeholder engagement efforts 
within the framework of international principles and 
standards such as international standard AA1000SES. 
We aim to collect stakeholder opinions regularly and 
explain our activities to our stakeholders in detail. 

Multi-Stakeholder 
Panel on  
Sustainability  
Performance

With an aim of including our stakeholders’expec-
tations and feedback in our sustainability road-
map, CCI’s Corporate Affairs team conducted a 
“Multi-Stakeholder Panel” with the participation of 
key opinion leaders in the field of sustainability. Pan-
el participants included academicians from top-tier 
universities (Bo¤aziçi University, Middle East Tech-
nical University, Istanbul Technical University, Yıldız 
Technical University, Sabancı University), represen-
tatives from NGOs and semi-governmental bodies 
(WWF, Carbon Disclosure Project, ILO, Corporate Gov-
ernance Association, Regional Environmental Center, 
UNDP, UN Global Compact, UNICEF), and Turkish 
government representatives.

This was one of the very first multi-stakeholder di-
alogue panels in Turkey, and all the participants 
agreed that the panel demonstrated CCI’s commit-
ment to transparency and stakeholder dialogue. The 
panel was organized by taking the requirements of 
the AA1000SES into account. Feedback was collected 
on CCI’s environmental performance and CCI’s CSR 
reporting performance, and the panel offered valu-
able output on stakeholders’ expectations and on 
CCI’s sustainability issues as well. Implementing 
stakeholders’ expectations and feedback are the 
next big challenges for CCI with respect to sustain-

ability, and doing so will move us toward even better 
performance results in coming reporting periods. 

 
 
 
 
 
 
 
 

 
 
We measured our reporting and environmental per-
formance at the end of the panel via a survey based 
on the requirements of the EFQM Business Excellence 
Model. Our goal was to achieve 3.5/5 expectation 
level (blue line), yet the overall score was 4.18/5. Re-
sults are as follows: 
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The CCI Corporate Affairs team, with the partici-
pation of key business functions, is responsible for 
identifying key stakeholders and devising engage-
ment plans. In this capacity, a stakeholder map-
ping workshop was held with the participation of 
all CCI business units, HQ, plants, and the Com-
mercial team. Standard AA1000SES and the EFQM 
Business Excellence Model were utilized in map-
ping and prioritizing our stakeholders. In this work-
shop, the priority analysis of our stakeholders was 
made together with the participants and engage-
ment methods and the frequency of engagement 
with our primary stakeholders were updated.

According to our stakeholders’ expectations, opportunities for improvement include:

Elaborate on materiality process.

Include more data with  
gender breakdown.

  

 
Improve the communication of the report and 

design with better storytelling and easy-to-
understand expressions.

Climate risk management is the new overarching 
concept in the climate change discussion. It is not 
limited to carbon reduction and energy efficiency; 

it also covers corporate risk management 
practices regarding the impacts of climate change 

(drought, ingredient safety, floods).
 

Start LCA & Water footprint analysis in the report

We added a detailed section to our sustainability 
management process to include governance 
structure, systems used, and issues managed.

In this report, we used GRI G3.1 methodology 
which requires us to report on data with 
gender breakdown. Our data collection system 
improvements still continue for the areas where 
we are unable to report gender breakdowns. 

We tried to use clear language, easy-to-
understand graphics and alternative performance 
measures where possible.

 
In this report, we summarized our strategies, risks 
and opportunities on climate protection.

We are investigating methods to collect supplier 
data and methodologies to calculate our carbon 
footprint & water footprint.

Stakeholders’ Comments Our Response

Proudly representing Turkey at the Rio+20 
Conference on Sustainable Development, 
CCI’s Innovation Competition was selected as 
one of Turkey’s five best practices out of 69 
applications in the private sector category. 
CCI’s Innovation Competition is presented at 
the Rio+20 Conference which took place in Rio 
de Janeiro, Brazil 0n 20-22th June 2012.

For more information about Rio +20 Conference, 
please visit http://www.undp.org.tr

             CCI’s Innovation  
Competition Represented 
Turkey at the Rio+20  
Sustainable Development 
Conference
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Our Stakeholder  
Engagement  
Practices

CCI is engaged with numerous stakeholder engage-
ment practices. These may involve our suppliers, dis-
tributors, customers, shareholders, employees, com-
munity or NGOs. 

SUPPLIERS
We work with our suppliers to address the indirect im-
pacts of our business. Following are some examples 
of our 2012 accomplishments and our 2013 goals:

• In 2012, we conducted benchmark studies on pro-
curement processes with pioneer organizations in 
their sectors. As a result of these studies, we have 
started to employ cleansheet cost analyses in stand 
purchasing.

• A Supplier Summit was held in 2012 in conjunc-
tion with TCCC. We announced the Green Supplier 
Awards Program of 2013, and we determined four 
categories for Green Supplier Awards. Additionally, 
we will carry out a Supplier Innovation Competition 
for the first time in 2013.

• In 2012, we organized “Supplier Days” with the par-
ticipation of 19 direct material suppliers in our Dudul-
lu office. Each supplier presented presentations and 
shared previous year commercial, environmental 
and quality dimensions of cooperation. 

• Audit schedules were prepared based on the risk 
assessment systems and one-on-one meetings. 

• Various training sessions on SGP and CCI informa-
tion systems were completed. 

• In 2013, within the scope of Change4Excellence, 
a “Supplier Collaborations Assessment Survey” will 
be held where our suppliers will evaluate CCI per-
formance and improvement plans and materialize 
improvement plans. The survey will be conducted 
annually, and its results will serve as benchmarks for 
best practices. 

• We also plan to carry out Green Supplier Awards 
program on four categories before the end of 2013. 

• Two Supplier Summits will be held in 2013. 

• In 2013, our selected suppliers will train CCI on pro-
duction processes. Our stand, glass, print, organiza-
tion, textile and promotion material suppliers plan to 
share information with our Procurement Department 

and other related departments on their production 
processes in 2013.

Employees

Our workplace is one of the fundamental drivers of 
our sustainability strategy. Employee participation is 
utilized in every aspect of our business process. 

• We hold meetings in International Operations to 
share best practices, and we biannually conduct 
“Employee Engagement Surveys.” (Results of the 2012 
survey are available on page 47).

• Employee suggestion systems are widespread 
throughout our plants. 

• Coke Port and The World of CCI magazine are used 
in all our operations as means of internal communi-
cations. 

• 2020 Vision is a special corporate publication dis-
tributed in the Turkish operations to all employees in 
order to share company news. 

• Focus Group Workshops are held after Employee 
Engagement Surveys to determine employee en-
gagement plans in all operating countries. 

• Employer Branding Program began in 2012 to im-
prove CCI awareness amongst current and potential 
employees. 

Distributors
CCI strives to help its distributors conduct sustainable 
business practices. Distributor Diagnostic Meetings 
are held on a yearly basis. In these meetings, distrib-
utors communicate their business ideas and suggest 
potential areas for improvement. To solve problems 
indicated by distributors, work groups are formed 
with the participation of distributors, and the prog-
ress of these is reported to distributors at large. As 
of 2013, every sales district will hold its own diagnos-
tic sessions to improve the frequency of meetings. A 
third-party company conducts annual Distributor Sat-
isfaction Surveys in Turkey. A Distributor Portal was 
activated for interaction between our distributors and 
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CCI. Under the programs of Preseller College and 
Sales Academy, CCI gives trainings to its distributors 
on various issues such as competition law and prod-
uct quality.  

SHAREHOLDERS
CCI gives utmost importance to creating shareholder 
value. To this end, we are in continuous communi-
cation with investors and shareholders. Details of 
our shareholder relations can be found in our annu-
al reports and on our website.

Customers
CCI Turkey conducts customer satisfaction surveys 
every year.  In 2012, Customer Satisfaction Surveys 
were conducted for the first time in Azerbaijan, Jor-
dan, and Kazakhstan. We intend to conduct these 
surveys annually and plan to include Pakistan in 2013. 

Joint business plans conducted with key customers 
in Kazakhstan are prepared in order to improve our 
relationship with our customers as well as to improve 
our customers’ relations with their customers. 

The CCI Turkey Customer Interaction Center became 
operational in Turkey on 1 May 2012.  This new call 
center helps us increase customer and distributor 
satisfaction through faster solutions while at the 
same time allowing us to measure the performance 
of our processes.

Community
We continued our investments in community projects 
in 2012. We donated 3% of CCI Turkey’s pre-tax profits 
to charitable causes. Stakeholder dialogue, plant vis-
its, conferences, seminars, training sessions, CCI web 
site, e-mails, and community projects are some ex-
amples for the significant methods we use to engage 
with our community. Additionally, we have decided to 
conduct a survey in 2013 to measure community per-
ceptions. The results of this first-of-its-kind survey will 
help us to monitor general perceptions of our com-
pany image, social responsibility and environmental 
protection initiatives, and  community programs. 

NGOs
CCI values the experience and expertise of NGOs, 
and we collaborate with various NGOs in our efforts 
to minimize any adverse impacts of our business. 
During 2012, we formed a partnership with the Wom-
en Entrepreneurs Association of Turkey to promote 
female leadership in the country. We also continued 
our partnership with UNDP for social projects.

Additionally, CCI became a board member of UNGC 
Türkiye in 2012 and was selected as the first and only 
Turkish company to be included in the GC100 Index. 
This index is comprised of companies that adhere to 
the Global Compact’s Ten Principles and that illus-
trate  executive leadership commitment and consis-
tent base-line profitability. 

The dialogue platforms with our stakeholders are 
summarized on page 46 of CCI’s 2012 Annual Report 
and can be found here: http://cci.com.tr/UserFiles/
Annual_Reports/CCI_2012_Annual_Report.pdf 

 
Our Corporate  
Memberships

Turkish Climate Platform – Turkish Climate 

Change Leaders Group 

The United Nations Global Compact

The 2 Degree Communiqué

ÇEVKO

TÜS‹AD 

YASED

TABA 

KALDER 

DE‹K 

SUDER 

MEYED 

TE‹D

TÜY‹D 

TOBB 

MEDER 

TGDF 

Marka Koruma Grubu (Brand Protection Group)
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D Product Safety & Quality

D Our Suppliers

D Our Distributors

D Our Customers

D Our Consumers

D Responsible Advertising  	

     & Marketing

D Active Healthy Living
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In     our business “me” implies communication with and engagement by 
our stakeholders. While we strive to inform our stakeholders about 

our products and operations, we create the channels whereby they can 
engage with and direct our activities. The conscious choice of our customers 
is crucial to us. In this regard, we conduct awareness-raising studies and 
communication practices related to active healthy living and well-being, 
listening to our stakeholders in order to pursue a more sustainable business.   

Every CCI product meets global standards for product quality 
and safety as set by TCCC. We bring our safe, top-quality 

and great-tasting beverages to the attention of our stakeholders through 
responsible marketing operations. 

SRQPONMLKLMNEFGHI

Meeting the expectations of our stakeholders at every 
level of our business is our top priority. With this un-
derstanding, we give great importance to quality in 
every stage of our business – from procuring raw ma-
terials to marketing finished products. Therefore, we 
work in compliance with universal rules of the TCCC 
system and consider regional characteristics of the 
geographic areas in which we operate.

At CCI, we expect our business partners to comply 
with TCCC standards and engage only in those pro-
cesses which display the best environmental, social 
and economic performances. We also monitor our 
suppliers’ performance and create effective dialogue 
platforms to increase mutual performance.

Distributors are another important part of our value 
chain. We pay the highest attention to developing 
their capacity and satisfying their needs. We establish 
various dialogue platforms to receive their feedback 
and increase efficiency. 

Understanding our consumers’ needs and satisfy-
ing their expectations lay the foundations of the sus-
tainability of our business. To this end, we serve our 
products in the healthiest and most hygienic condi-
tions with preferred packaging alternatives and sales 
points at appropriate prices. 

FSSC Food Safety System Certificate
All plants in our Azerbaijan, Kazakhstan and Turkey operations obtained 	

in Kazakhstan and Azerbaijan
540,000 people 

With our healty living program 
Grassroot Project, we reached 

2,520 customers 
in 17 cities and 82 towns

With our customer program CCI 
Roadshow, we provided trainings 
and sales point support to

People
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2012 Goals

• We aim to audit all of our 37 direct suppliers within 
the context of our SGP. We aim to increase the suc-
cess rate from 75% to 90% after these audits.

• We aim to establish a Sales Point Information Line.

• We aim to launch the “Everything You Wanted to 
Know About Coca-Cola” program in all country  
operations in 2012-2013 by organizing training for all 
CCI country representatives.

• We aim to improve the quality of our service to our 
distributors by changing the functions of our tradi-
tional channel distribution and pre-sellers who cur-
rently work under the sales function.

• We expect that our Azerbaijan and Kazakhstan 
operations, along with our Çorlu, Turkey, plant will 
have obtained the FSSC 22000 Food Safety System 
Certificate.

Progress

• In 2012, 31 out of 36 direct suppliers were audited 
with SGP in Turkey with a success rate of 84%.

• We established a “Customer Interaction Center” 
which serves our customers and distributors Monday 
to Saturday between the hours of 08:00 and 22:00. 
Requests and complaints of distributors collected by 
the Center are recorded and followed by agents. 

• We conducted our most recent annual diagnos-
tic study to improve our service quality towards our 
distributors. Following on from the study, distribu-
tion satisfaction surveys were conducted on a per- 
distributor and regional basis to take corrective 
measures to increase their levels of satisfaction and 
degrees of collaboration.

• Within the scope of “Everything You Wanted to 
Know about Coca-Cola” program, training sessions 
began in 2012. 

• Azerbaijan, Kazakhstan, and Turkey (Çorlu plant) 
operations obtained the FSSC 22000 Food Safety 
Management System Certificate.

2013 Goals

• We plan to launch the C4E Project in Turkey aimed 
at reviewing, redefining and improving our processes 
to better align our management system with EFQM 
Model and prepare for external assessments of the 
Turkey Supply Chain.

• We aim to conduct a “Supplier Collaborations  
Assessment Survey.” 

• We aim to again attain a success rate of 84%. 

Product Safety  
and Quality

The nature of our business requires working with the 
highest standards and processes to ensure qual-
ity all the way through from production to product  
delivery. Accordingly, maintaining the safety and 
quality requirements of our products is one of our pri-
orities. To this end, CCI operates in accordance with 
the universal rules of the TCCC system while consid-
ering regional characteristics of our individual oper-
ating geographies. 

In the Coca-Cola System, the set of Coca-Cola  
Operating Requirements known as KORE governs 
all quality processes. KORE guarantees the highest 
standards not only in the quality management of 
products, but also in the environment, food health 
and safety areas. The system is consistent with ISO 
9001, ISO 14001, ISO 18001 and ISO 22000. All of our 
production processes are operated in accordance 
with the requirements of these systems, and nec-
essary audits are conducted during each operating 
year. 
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CCI Plant Certification Status 2012
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CCI is Among Europe’s Leaders in Business 
Excellence and Sustainability
In October 2012, CCI’s Ankara plant was awarded with the  
“Taking Responsibility for a Sustainable Future” prize by 
EFQM for exhibiting excellent approaches to sustainability 
and for its performance in the implementation of the 
EFQM Business Excellence Model throughout the entire 
organization.
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CCI's Journey to Excellence 

We aligned our practices with internationally rec-
ognized management systems. In 2012, our Turkey 
operations began an all-encompassing EFQM Mod-
el implementation project under the title “Change 
for Excellence (C4E).” The EFQM Model helps com-
panies achieve and sustain outstanding levels of 
performance that meet or exceed the expectations 
of all their stakeholders. The EFQM Excellence Mod-
el is a tool that brings together all different com-
ponents of management systems. In 2012, CCI 
conducted the first C4E Assessment and deter-
mined its action plans. Accordingly, 2013 will mark 
CCI’s alignment year with the EFQM models, 2014 

will mark a year of implementation, and 2015 will 
see CCI deploy its culture of excellence to external  
stakeholders. 

Product and packaging quality index scores show that final products are produced according to the quality 
standards specified.  The samples are collected from the market by TCCC and analyses are done in a TCCC 
Laboratory. 2012 scores for each index category are summarized below. 

Product Quality  
Index (out of 100)

Package Quality  
Index (out of 100)

2012 Actual2012 Goal 2012 Actual2012 Goal

Leaders
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Operational Excellence

Operational Excellence (OE) is the name of our model 
that we have integrated into our quality systems and 
applied to all of our functions. The OE model aims to 
meet the demands of our customers and consumers 
with minimal loss and maximum efficiency by:

- Simplifying and accelerating work processes.

- Increasing efficiency by minimizing bureaucracy.

- Increasing customer and employee satisfaction by 
reducing failure ratios.

The main aim of 2012 OE studies was to take the or-
ganization to a level of self-capability in terms of exe-
cution of OE projects. Within this scope, CCI achieved 
the necessary number of competent employees.  In 
2012, 132 employees were trained and 168 projects 
were initiated. In Turkey, we increased the number of 
projects to 114 from 59. Two Black Belt certifications 
were achieved at the director level in Turkey while 36 
Green Belt certifications were achieved in Azerbaijan, 
Jordan, and Kazakhstan.

Training materials were revised to be more effective. 

All employees received basic OE training via e-learn-
ing platforms.

In 2012, 105 OE projects out of 114 were successfully 
implemented, and more than 300 employees partici-
pated. Moreover, we realized an opportunity to save 
8.3 million TL. As a result of the completed projects, 
we expect to save 7 million TL. 

2008  
Bursa Plant: 

4-Star  
Recognition 

for Excellence 

2009  
Ankara Plant: 

National 
Quality Prize

2012 
Ankara plant: 

EFQM prize

2011  
HQ and Çorlu plant: 

Recognition for 
Excellence 5-Star

Ankara plant:  
National Quality 

Award

Distribution of OE Projects 
implemented in 2012 
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Azerbaijan

Jordan 

Pakistan

Turkey

4th Wave

3rd Wave

2nd Wave

2nd Wave
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6 projects

42 certifications

1.2 M $/Year 
saving

362 projects

321 certifications

34.3 M $/Year 
saving

1,200 projects

1,320 certifications

110 M $/Year 
saving

CCI Turkey's Quality Award Journey
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Plant Visits

We place great importance on informing our stake-
holders about our products, production process-
es, and the company, in general. Correspondingly, 
we organize plant visits throughout the year in ac-
cordance with demands from various stakeholder 
groups. During such plant visits, guests are informed 
about the company and its sustainability practices 
and performance results. In 2012, a total of 5,410 
visitors participated in plant visits in Turkey, Jordan, 
Kazakhstan and Azerbaijan. 

Our Suppliers

At CCI, as at all Coca-Cola System bottlers, we expect 
our suppliers to operate in compliance with the set of 
rules constructed to evaluate the integrity of suppliers 
to ensure that the raw materials they provide are of 
the highest quality. In addition, we expect our sup-
pliers to operate in compliance with TCCC standards 
as well as the standards and legal requirements of 
the relevant operating country. We believe that such 
practices and requirements are fundamental to im-
proving our suppliers’ environmental, social and 
broad economic performance. 

Additionally, our raw material suppliers are re-
quired to have the authorization of the TCCC. 
All raw material suppliers should meet all the  
governmental requirements, Company requirements, 
environmental protection, safety and labor protection 
requirements, quality certificate, certificate of confor-
mance, necessary technical documentation, test cer-
tificate, certificate of safety, letter of guarantee which 
confirms quality of product, and contract in which 
delivery terms, terms of payment, indemnity commit-
ments on quality assurance are stipulated.

At CCI, we are committed to making direct and indi-
rect contributions to local economies where we carry 

out our operations. Accordingly, in 2012, the propor-
tion of spending on locally-based suppliers for raw 
materials was 96% in Turkey, 41% in Azerbaijan, 20% 
in Jordan, and 12.04% in Kazakhstan. The percent-
age of local procurement in some country operations 
is low due to local unavailability, therefore necessi-
tating purchases of sugar and resin elsewhere. 

Our Distributors

Distributors are our main business partners and, as 
such, they play a critical role in our sales operations. 
Consequently, we focus on developing their capabil-
ities and satisfying their needs.  Building the capabil-
ities of our distributors not only helps us achieve our 
business goals but also helps our distributors devel-
op a lean and more sustainable business model for 
themselves. We provide Basic of Coca-Cola System  
(BOCCS) training to all our new entrants. These train-
ing modules provide information about products and 
quality as well as CCI’s 2020 Vision and corporate 
responsibility issues. During the last three years, a 
total of 1,689 entrants received BOCCS over 119 ses-
sions. While these training sessions focus mainly on 
commercial issues, environmental and social issues 
are also discussed. In 2012, we provided 16,859 
man*hours of training to 5,031 participants.

Each year, we hold Diagnostics Meetings with the 
participation of our distributors.  In these meetings, 

We                                pro v i d e  more than 
just      in-house trainings 

to our distributors. For example, 
in Turkey, our 84 distributors 
attended a 10-day training given 
by university faculty members 
on strategic management at 
Boğaziçi University Lifelong 
Learning Center. 
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matters related to the quality of service we provide 
to our distributors are evaluated. After these evalu-
ations, work groups that are formed to make further 
improvements inform other distributors about the 
studies they conducted. The results of these stud-
ies are consolidated at HQ and improvements are 
deployed to the whole system. With the aim of at-
tracting greater participation of distributors in these 
workshops, each sales center will begin to carry out 
this work on-site in 2013. Additionally, we will come 
together with our distributors at the regular regional 
or general meetings.

At CCI, we also support our distributors by implement-
ing programs such as the Voyage Office Program (for 
basic accounting, invoicing, inventory tracking and 
cooler movements) and Roadnet (for route optimiza-
tion and fuel and time savings). 

To render the sustainable development of our dis-
tributors, we perform audits during the operating 
year. Sales support specialists audit Type-A and 
Type-B distributors twice a year and Type-C distrib-
utors once a year, while sales process improvement 
managers perform spot checks. In 2012, one dealer 
was assessed and audited by an external company 
contracted by TCCC. All of our distributors have been 
deemed compliant with the requirements of The  
Coca-Cola Company Management System (TCCMS). 

In 2012, we established a Distributor Portal through 
which we share best practices along with CCI’s ex-
pectations of distributors. Additionally, we distribut-
ed our “Distributors’ Warehouse Best Practice Hand-
book” to all CCI distributors. 

Also in 2012, we established a Customer Interaction 
Center which serves our customers and distribu-
tors in Turkey. With this center, our distributors and 
customers anywhere in Turkey can, by using only a 
single telephone number, register complaints about 

service problems they encounter. They can also con-
vey their suggestions and demands to the relevant 
departments. As a result of this implementation, we 
aim to better measure the performances of our pro-
cesses and to enhance customer satisfaction with 
faster solutions.

Company Image

Satisfaction Score

89.2

83.8

81.6

76

Distibutors Satisfaction
Survey Results (%)

20112012

As a company that seeks to spread its 
development throughout its value chain, 
we have always devoted significant 
financial and human resources to 
training our customers and distributors. 
One example of our commitment to 
training is the CCI Road Show, initiated 
to help our customers develop more 
profitable and sustainable business 
processes. We continue to provide these 
trainings and sales point support to our 
customers throughout Turkey.  

The trainings we have provided 
included topics such as effective store 
management, teamwork, service 
excellence and social styles. The CCI 
Road Show reached 2,520 customers 
in 17 cities and 82 towns and realized 
customer trainings totaling 3,780 
man*hours in 2012.
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* In addition to satisfaction scores and company image 
dimensions, the 2012 survey also includes Turkey sales, 
distribution, customer service, call center, finance, BSG, 
technical service, production service, production and over-
all satisfaction.
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Our Customers
We aim to develop strategies that focus on  
maximizing customer satisfaction. Increasing cus-
tomer satisfaction is among our strategic goals to-
ward achieving our 2020 Vision objectives. 

Every year we conduct Customer Satisfaction Sur-
veys to assess the level of satisfaction customers 
have with our services. The surveys are conducted 
by an independent company of business partners 
served by CCI’s in-house and off-premise consump-
tion channels. According to the results of the 2012 
survey which canvassed the opinions of 1,941 cus-
tomers, CCI’s Turkey operation increased satisfaction 
levels by one point compared to 2011. In an ongoing 
effort to increase this satisfaction level, we routinely 
conduct different engagement studies involving our 
customers. In Turkey in 2012, we conducted special 
studies with approximately 20 customers and made 
nearly 60 presentations to develop joint business 
plans with customers. Also in 2012, our Azerbaijan, 
Jordan, and Kazakhstan operations conducted cus-
tomer satisfaction surveys for the first time.   

 

Our Consumers

We work hard to understand and satisfy our 
consumers’ expectations because we believe that 
the sustainability of our business depends on 
understanding of our consumers clearly.

As we pursue our commercial activities, we apply 
TCCC’s global labeling standards and comply with all 
relevant local laws and regulations in all 10 countries 
where we operate. Providing our more than 360 
million consumers with clear, understandable and 
scientific information regarding our products not only 
addresses our principle of complying with laws and 
regulations, but it also represents our commitment 
to maintaining a healthy, transparent working 
relationship with our stakeholders. 

Producing and distributing beverages of various kinds, 
along with our commitment to properly informing 
our consumers, require us to include nutritional 
information on all of our labels. In addition to the 

Company Image

Overall Performance

82

80

82

79

Turkey Operations 
Satisfaction Survey  
Results (%)

20122011

Azerbaijan

Azerbaijan

8.2

8.2

Jordan

Jordan

7.9

7.9

Kazakhstan

Kazakhstan

9.4

9.1

International Operations 
Satisfaction Survey 
Results (out of 10)

Satifaction ScoreCompany image

* In our 2012 Customer Satisfaction Survey, dimensions such as 
sales team, customer promotion, commercial support, order and 
delivery, product specifications and financial services were also 
included.
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New Products in 2012

minimum, basic nutritional information we provide 
such as calories, protein, fat and carbohydrate 
content, we also indicate the amount of energy (per 
serving) as kilocalories, calories or kilojoules on the 
front of almost all packages. A “Contains Caffeine” 
warning is placed on products with caffeine while the 
use of sweeteners and phenylalanine is addressed on 
diet products. In addition to the information required 
by local labeling regulations, we display information 
regarding the name of the producer, expiration date, 
the toll-free number of The Coca-Cola Information 
Center, online plant tour, and our recycling logo.

In addition to our labeling practices, we pursue various 
other practices including seminars and trainings that 
aim to inform our stakeholders about our belief that 
with appropriate consumption and physical exercise 
all of our products can be healthy components of 
an active lifestyle. We even offer our stakeholders a 
booklet called “Straight Facts About Our Beverages,” a 
compilation of frequently asked questions regarding 
calories, vitamin index, caffeine, aspartame, 
food additives and obesity with. An English-
language version of the booklet may be found at:  
www.coca-colacompany.com/contact-us/faqs

Coca-Cola, Fanta Pet 
and slim can 200 ml 

Turkey

Fuse Tea

Turkey, Kazakhstan, 
Azerbaijan and 

Kyrgyzstan

Cappy Prremium 
Glass OWB

Turkey

Cappy PET 1 L

Kazakhstan

Piko Mors

Kazakhstan

Burn Fresh

Azerbaijan

Damla HOD GLass

Turkey

Coca-Cola, Fanta, 
Sprite Pet 300ml and 
Coca-Cola PET 2.5 L 

Azerbaijan

Coca-Cola PET  
1, 1.5, 2.5 L 
 Azerbaijan

Coca-Cola PET 1 L 
Pakistan

Coca-Cola OWB  
250 ml 

Pakistan

Responsible  
Advertising and  
Marketing

In line with our principle of complying with legal reg-
ulations, we realize responsible and law-abiding ad-
vertising and promotional practices in all countries 

where we operate. In addition to the various commu-
nication mediums we employ to this end, we create 
the channels whereby our stakeholders can actively 
participate in our advertising and presentation pro-
cesses with their valuable suggestions, requests, and 
complaints. 

In addition to the legal requirements and the expec-
tations of our stakeholders, TCCC’s standards serve 
as our fundamental guide in our marketing practic-
es. The Global School Beverage Guidelines, as set by 
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The second Coke’n Design stand design 
competition was held by CCI in collaboration 
with Istanbul Technical University (‹TÜ) in 
2012. Launched in 2010, the competition 
seeks to project the dynamism and 
excitement of the Coca-Cola brand by giving 
young designers the opportunity to freely 
exercise their creativity while at the same 
time gaining real world experience.

The 2012 competition, focusing on Interior, 
Exterior, Environment-Friendly and Vision 
2020 designs, began in February and 
encouraged the young designers to produce 
highly stylish and creative designs. Winners 
were announced in July, with winning 
students being offered internships at CCI 
and winning designs being used in real CCI 
campaigns.

CCI’s Product Calorie Profile

TCCC, grounds our approach to responsible market-
ing. Beginning in the 2010-2011 academic year, we 
chose to cease conducting sales operations for spar-
kling beverages in any elementary schools in our op-
erating geography. We made this decision with the 
cooperation of our business partners. Moreover, in 
line with our belief that parents should be the ones to 
make decisions regarding the nutrition of their chil-

dren, we do not engage in advertising or marketing 
activities targeting children under 12 years old.

No lawsuits filed against CCI for failure to comply with 
laws related to marketing communications, advertis-
ing, promotions or sponsorships in 2012. Likewise, no 
lawsuits filed against CCI for failure to comply with 
laws related to unfair competition, monopolist prac-
tices, and similar implementations in 2012.

kcal per 200 ml
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The Coca-Cola Information 
Center: 0800 261 19 20

To help us continuously improve, we rely on sug-
gestions, requests, complaints and questions from 
all our stakeholders. Our call center, The Coca-Cola 
Information Center, exists to resolve stakeholder is-
sues and is another example of how CCI is commit-
ted to listening to and learning from our customers 
and consumers. The Center can be reached in Turkey 
by dialing 0800 261 19 20. All CCI country operations 
now use call centers which perform different tasks 
and routines. The call center receives calls from cus-
tomers,and in addition, Tellsell accepts customer-re-
lated complaints. Additionally a separate, dedicated 
phone number is assigned for consumer and other 
related complaints.

In 2012, we answered 101,800 calls. Of these, 69,937 
complaints/requests were recorded.

The helpdesk’s average complaint resolution perfor-
mance is illustrated below:

On-site support average complaint resolution perfor-
mance is illustrated below:

No significant penalties were charged against CCI for 
failure to comply with laws or regulations regarding 
the supply or use of products and services during 
2012.
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Everything You Want To 
Know About Coca-Cola

The program’s curriculum was prepared so as 
to enable CCI to communicate its main health, 
product safety and quality policies through 
its employees while simultaneously helping 
employees improve their communication skills 
and deliver better customer service.

The training program, which began in the city 
of Trabzon in April 2011, included as many 
as 1,500 employees in a total of 63 training 
sessions organized in various cities across 
Turkey.

Following the successful pilot implementation 
in Turkey, the program was shared with 
other CCI countries through a “Train the 
Trainers” workshop held in Istanbul in April 
2012. Following their training, participants 
began working to implement the program in 
their respective countries. Training programs 
started in 2012 in some countries and more 
are scheduled to start in 2013.
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Active Healthy  
Living

Through our marketing operations, social responsi-

bility projects, and other practices involving our con-

sumers, we address the fact that all our products can 

be a part of an active healthy lifestyle. To this end, 

we provide our consumers with a wide range of bev-

erages to suit their taste and calorie need. With no- 

and low-calorie beverages, as well as with our regu-

lar beverages in smaller sizes, our consumers enjoy 

beverage options from our continuously expanding 

portfolio. Through various channels, we aim to inform 

and empower them in making sensible beverage 

choices. 

In line with TCCC, we strive to raise the standards for 

physical activity throughout our operating geogra-

phy. As it is essential to maintain energy balance (the 

balance between “calories in” and “calories out”) for 

overall fitness and health, we support the physical 

activity projects and programs run by the Coca-Cola 

Life Plus Foundation in Turkey for the benefit of our 

stakeholders. Through healthy nutrition trainings, 

we support our mission of helping them to develop 

healthy lifestyles.   

Specifically devoted to promoting healthy and active 

lifestyles, we continue to participate in sports by host-

ing several tournaments in football, tennis, bowling, 

cycling, cricket, and more. Jordan’s “Right To Play,” 

which focuses on building the capacity of local com-

munities to offer more sport and play activities for 

children in Palestinian refugee camps and surround-

ing communities, is one example of the many good 

programs to which CCI employees devote their time 

and energy. All across our region, there are numer-

ous opportunities to promote healthy living.

With our Grassroots Project in Azerbaijan, which is 

planned to last for at least five years, we have un-

dertaken the sponsorship of the under-13 league 

and School Boys Cup. Within the scope of the project, 

200,000 students take part in sport activities annually.

Coca-Cola’s Global Commitments to  
Help Fight Obesity

As part of the Coca-Cola System we submit to The Coca-Cola Company’s  
commitments to contribute to healthier, happier, and more active communities. In 
so doing, we commit to: 

 

1. Offering low-or no-calorie beverage options in every market;
 

2. Providing transparent nutrition information, featuring calories on the front of 
all of our packages;
 

3. Helping get people moving by supporting physical activity programs in every 
country where we do business;
 

4. Marketing responsibly, including no advertising to children under 12 anywhere 
in the world.
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Again in Azerbaijan, within the scope of “Keep Your 

Physical Activity Up for Healthy Future” project, ca-

pacity development studies with trainings, textbooks 

and learning materials are provided to 250 school 

staff/instructors and 400 parents. With the imple-

mentation of the project, 4,000 school children and 

200 office workers will be informed regarding the 

importance of being physically active in daily life. 

We promote active healthy lifestyle by participat-

ing in and promoting several activities. In 2012, our  

Pakistan operation organized a Tape Ball Cricket 

Tournament with the theme of “Collaborate for Suc-

cess” as a continuation of its efforts to inculcate CCI’s 

values and cultural elements into the organization. 

CCI Turkey hosted for the fifth time a portion of “The 

Dragon Festival,” the world’s most-attended water 

sports event. CCI Turkey, one of 64 participants in the 

event, ranked 39th in the competition from a total of 

100 teams participating.

In line with our active living approach, CCI Turkey's 

Social Activity Club organize sporting events through-

out 2012 that included a football league consisting of 

13 teams with 90 players in total. In addition, ongo-

ing tango courses were held and table tennis facili-

ties were established in all locations. 

As part of their Engagement & Satisfaction Activity 

Day, the HR department in our Jordan operation held 

a “Spring Hike” which included various interesting 

outdoor activities organized around the themes of 

team building, adventure and team spirit. 

On 24 June 2012, the Olympic Run Day in Baku 

was jointly organized by the National Olympic and 

Paralympics Committees, Ministry of Youth and 

Sports, Ministry of Education, and TCCC, the global 

partner of the Olympic Games all over the world. The 

event’s main purpose is to promote the Olympics as 

well as healthy living in Azerbaijan.

“Let’s Play” Project

A joint effort between the Coca-Cola Life Plus Foun-

dation, the Active Life Association and the Turkish 

Ministry of Education, the “Let's Play Project” aims 

to increase the physical activity levels of elementa-

ry school students by using creative play. Since its 

implementation three years ago, the program has 

benefited 200,000 students and 4,600 teachers in 

200 primary schools across 45 cities. 
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OUR WORKPLACE

The business success of CCI depends on our 
employees. Incorporating the best talents, developing 
and retaining them, CCI’s priority is to provide a happy, 
safe and motivating workplace where our employees 
are able to showcase their true potential. 

Our main goals within the workplace are:

• To provide our employees with a non-discriminatory 

workplace that meets the standards of national and 
international workplace rights policies.

• To protect the rights of employees to unionize.

• To become a leading company which employs only 
the best practices in occupational health and safety in 
all our workplaces. 

• To provide a fair and pleasant place for our 
employees to work, enabling them to feel free to 
be innovative and improve themselves in order to 
become the most qualified workforce.

An essential ingredient in every one of our products is our profound 
commitment to human rights and workplace rights. Respecting 

human rights and protecting workplace rights are fundamental to our 
company culture and crucial for a sustainable business. In our company, 
we focus on making sure all of our team members are treated with dignity 
and respect.

Inside every bottle of Coca-Cola is the story of a business 
that is a driving force in the ongoing effort to strengthen 

communities. We are proud to be good neighbors in various cities, towns 
and villages around our geography by sharing our resources, our time and 
our unique expertise.

At CCI we aim to contribute to the well-being of communities around us.

SRQPONMLKLMNEFGHI

We provided  

58,310 
hours of training  
to our employees 

We donated 

7.5 million TL  
to the Anadolu Foundation

attended our 12 Golden OHS Rules  
and Safety Awareness Training

2,900 employees 
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2012 Goals

• To perform “Incident Management and Crisis Reso-
lution Validation” in eight countries. 

• To fortify our OHS  system, make annual work plans 
in the field of OHS, and improve the qualifications of 
OHS Specialists.

• To conduct our “Employee Engagement Survey” bi-
annually. 

• To integrate performance evaluation, talent man-
agement and employee development systems and to 
include all employees in our 360-degree evaluation 
system in Turkey. 

• To gradually implement the CCI Workplace Rights 
Policy (WRP) throughout all our operations between 
2012 and 2013.

Progress

• CCI’s Incident Management and Crisis Resolution 
(IMCR) Validation & Training Program, which covers 
seven countries (including all the countries within the 
scope of this report), began with training in Turkey.  

• We reviewed and updated our OHS system, updat-
ed Occupational Health, Safety & Environment (OHSE) 
Policy and issued new standards, formed 12 OHS 
Golden Rules and started preparations for a commu-
nications campaign to raise employee awareness of 
health and safety issues. 

• Certified safety specialists were assigned at every plant. 

• We conducted “Employee Satisfaction & Loyalty Sur-
veys” and achieved a 59% satisfaction level.  

• Our 360-degree evaluation system in Turkey includ-
ed 150 managers for development purposes.  Perfor-
mance reviews of 2,856 employees were completed 
using “Success Factors” in Turkey, Jordan, Azerbai-
jan. A new 360-degree evaluation evaluation system 
will be performed every two years in Turkey for white 
collar employees.

• We integrated performance evaluation, talent man-
agement and employee development systems.

• We began implementing our WRP in all CCI interna-
tional operations.

 

2013 Goals

 
• To establish Leadership Development Programs for 
employees at various levels.

• To launch “Equality at Work” commitment as part of 
the “Women Leadership Program.”

• To launch CCI EOSH Policy, Procedures along with 
“12 Golden Rules” and a communication campaign 
on “12 Golden Rules” in order to strengthen the health 
and safety culture and to deploy safe behavior & 
habits at all levels.

• To implement “IMCR Validation Program” in Ka-
zakhstan and Jordan and deliver IMCR training in 
Azerbaijan. 

• To complete the implementation of the Workplace 
Rights Policy throughout all CCI operations.

• To hold the first Women Leadership Meeting in Is-
tanbul with TCCC in order to raise awareness of the 
importance of women in the workplace. 

• To launch our revised Code of Ethics which will be 
implemented in all of our operating units

Successful companies need talented people. In line 
with our principle of “building a highly capable orga-
nization and being the employer of choice,” we pay 
utmost attention to the personal and occupational 
development of our employees and implement ini-
tiatives accordingly. In this manner, we create an at-
tractive business environment for our new employees 
while simultaneously uncovering the potential of our 
existing employees.

At CCI, we always strive to balance work demands with 
the social lives of our employees. Our “Sweet Home 
Project,” which was launched for the CCI Sales Team 
in Ankara, allows team members to shorten their office 
hours and work directly in the field. The project will be 
rolled out to sales teams across Turkey in 2013. 

In order to reduce overtime and to create a corporate 
culture that relies more on regular time efficiency and 
less on overtime hours, CCI encourages employees 
not to exceed regular working hours by including 
overtime hours in performance evaluation system.
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Compensation & Benefits

Although there are employees who receive minimum 
wages as determined by applicable laws, CCI’s mean 
salary levels are above the legal minimum wages 
in all our markets. Every year prior to any salary in-
creases, we conduct salary and benefit surveys in all 
CCI operations. While defining our compensation pol-
icy, salary surveys are also taken into consideration. 
In order to help our employees with their retirement 
planning, we contribute to employee pension plans 
in our Turkey operation. 

CCI provides employee benefits such as private health 
insurance, life insurance, paid annual leave, com-
passionate leave, severance pay, and training sup-
port. In addition, there are other benefits including 
company car and fuel compensation, mobile phone 
and company lines which are available to employees 
in certain positions or working in certain functions. 

Benefits Provided to  

CCI Employees

Talent Management at CCI

People and Organizational Leadership is one of the 
main pillars of CCI’s 2020 Vision and Strategic Man-
agement Framework. Talent management is about 
building capabilities that CCI needs for the future – 
hiring best talent, developing our talents with con-
structive feedback and clarifying expectations for 
business targets and behavior. 

CCI's HR team's key priority is to retain and develop 
a talented workforce and therefore create a shared 
corporate culture that meets the needs of a grow-
ing organization. CCI is committed to attracting the 
most qualified talents, retaining them and contrib-
uting to the sustainable success of the company by 
continuously developing its workforce in line with the 
knowledge, skills and competencies required by ev-
er-changing business conditions. 

Another objective with regard to talent management 
is developing effective succession plans for key posi-
tions and critical roles and effectively preparing key 
employees for those positions. To this end, we focus 
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on talent/capability development, which implies a 
shift in thinking away from performance and business 
results and toward employee behavior and develop-
ment. Part of this process is the “Talent Review Pro-
gram” whereby each country within CCI carries out 
its own talent reviews which are then collected and 
reviewed to facilitate personnel-related management 
decisions. The “Talent Review Program” systematically 
reviews individual employee performance and poten-
tial in key positions each year and develops appropri-
ate succession plans. The program supports the de-
velopment of career plans, thus providing employees 
with the opportunity to experience working in different 
countries and in different business functions.

Employees Receiving  

Regular Performance and  

Career Development Reviews 

We initiated new systems in order to capture manag-
ers’ development needs. We implemented 360-de-
gree (a tool that is also available to non-managers) 
in order to make them aware of their own strengths 
and development needs. We try to encourage and 
support a consultative approach between employees 
and their managers. In 2013, CCI employees will be 
asked to prepare their own individual development 
program. This shift toward individual responsibility 

and the increased role of managers is the essence of 
our talent management approach.

CCI established a new initiative called “International 
Talent Pool” whereby we invite talents to CCI corpo-
rate headquarters for one year to learn management 
concepts in different functions such as Finance, Supply 
Chain or Human Resources before assuming respon-
sibilities in their home countries. This is an important 
tool that helps us better attract and retain the best 
available talent in our operating countries while at the 
same time providing employees with the opportunity 
to gain international experience, acquire know-how 
from CCI headquarters, and develop in-depth knowl-
edge about CCI and the Coca-Cola System. 

In 2012, CCI’s HR Technology Platform was renewed 
and rebranded as  “Success Factors.” Success Factors 
includes performance management, objective man-
agement, 360-degree evaluations, succession plans, 
and learning and development plans. With Success 
Factors, employees will be able to see their perfor-
mance reviews and follow their development plans 
on a single platform, allowing CCI to increase its 
awareness about its existing talents. At CCI, we seek 
to attain “one version of the truth,” by eliminating dis-
crepancies, centralizing information, and making all 
information and data easily accessible. We establish 
systems that enable us to transfer work to mobile ap-
plications as much as possible in order to eliminate 
our dependency on desktop computers and to allow 
information and data to be accessed easily from any-
where. With the help of Success Factors, CCI’s perfor-
mance management system will be disseminated to 
all our territories in 2013. 

Employee Development

Assisting our employees’ personal and profession-
al development is a fundamental building block of 
our corporate growth and the sustainability of our 
business. We appreciate the skills of every single 
employee, and we routinely implement initiatives to 
encourage their development and to improve their 
abilities. We use management instruments such as 
the 360-degree evaluation to provide feedback to our 
employees.

In 2012, when personal development became a funda-
mental pillar of CCI’s HR system, each employee was 
asked to choose two to four development areas and 
then given development targets in their chosen areas 
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of development. These goals are tied to the values and 
culture elements within the 2020 Vision framework. 
Self-development is also included as a pillar in man-
agement remuneration. All of our operating countries 
will begin operating within this context in 2013. 

At CCI, we believe in “active learning.” Reflecting this, 
our training methodology consists of facilitation ses-
sions, workshops, team building activities, videos, 
role plays, case studies, games, simulations, and 
“Train the Trainer” modules. In addition to formal 
trainings, we create additional learning opportunities 
with project-based initiatives and by inviting employ-
ees onto job rotation programs. 

For CCI mid-level managers, the Leadership Develop-
ment Program is available in order to develop skills 
such as coaching and strategic thinking. In addition, 
the Mentorship Program is also active for future com-
pany leaders. Trainings are offered to employees at 
all levels depending on their needs. 

We conduct 360-degree assessments which provide 
multi-source feedback that focuses on developing an 
individual’s specific behaviors. These assessments 
then serve as instruments in the preparation of Indi-
vidual Development Plans. Additionally, our “Young 
Talents” development program in Turkey seeks to 
build a managerial and personal development in-
frastructure for high-potential employees, and our 
“Manager On Board” development program supports 
and broadens management skills of new managers. 

At CCI, we actively evaluate the effectiveness of our 
Training and Development Program, and one tool for 
evaluation is our  “One Direction (1D)” module. With 
the 1D training reporting tool, all CCI trainings are 
coded, shared via CokePort and reported to ensure 
reliable and sharable training data. 

“Ticket” is another reporting system for training. Train-
ees receive e-tickets which enable them to join train-
ing sessions. In this way, we are able to accurately 
measure the total amount of training, including the 
number of training hours, provided to our employees. 

To ensure the quality of our trainings, the CCI Train-
ing and Development Team conducts one-to-one 
meetings with managers before and after training 
sessions to make sure that any relevant and needed 
information is passed on to employees. “Top 2 Top” 
meetings are held in conjunction with representatives 
from TCCC and other bottlers in order to share best 
practices. CCI also utilizes web-based technologies 
to measure the effectiveness of its trainings via mo-
bile and PC applications. 

Training at CCI
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Training on Wheels

“Training on Wheels” is a new program developed by 
the Pakistan operation’s HR Capability Development 
Wing in collaboration with CCI’s Training and Devel-
opment Department that provides just-in-time train-
ing for system employees in Pakistan. As part of the 
program, Train the Trainer sessions are organized for 
sales managers who then train retailers and small 
grocery store owners across Pakistan. For the pur-
poses of the program, a regular delivery truck is con-
verted into a modern, state-of-the-art mobile training 

unit. The program aims to provide training to retailers 
and traditional channel outlets throughout Pakistan.  

Sales Academy
The “Sales Academy” training program, specifically 
for new Account Executive-level recruits, is joined by 
employees from marketing departments in Turkey. In 
2012, we conducted a total of three Sales Academy 
programs in which 70 employees participated. Each 
program lasted five days and included in-branch 
training on principals of commercial finance, compe-
tition law, RED, and sales techniques. 

 

Mini MBA Program

CCI’s “Mini MBA Program,” designed for Account Execu-
tives with at least two years of experience, aims to build 
capacities for strategic customer relations, finance, ne-
gotiation techniques and creative thinking.  In 2012, 50 
employees participated in the nine-day program. 

 

Marketing Summit
Our “Marketing Summit Program” is specifically designed 
for Product Managers and Assistant Product Managers 
in Turkey. The three-day program aims to update our 
marketing team with the newest developments in the 
field. The content of the training was determined via a 
poll conducted within the marketing team. 

Special Training  
Facility in Pakistan
The inauguration of the Pakistan operation’s 
Capability Development Centre (CDC) took place 
on 10 September 2012 at the Lahore plant. The 
event was attended by CCI’s Chairman Tuncay 
Özilhan and CEO Damian Gammell. The CDC is 
designed as a fully functional teaching facility 
with state-of-the-art equipment and materials.

Pakistan’s  
“KO Management  
Trainee Program”
The Pakistan operation’s “KO Management 
Trainee Program” is an initiative to create 
career opportunities that will attract and retain 
young people, ensure a talent pipeline of high-
performing managers for critical business 
roles, and guarantee a long-term approach 
to building and nurturing a high-quality 
workforce. The main focus of the program is 
on-the-job functional development. 
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Employee Rights

Respect for human rights is a vital component of our 
commitment to working in a responsible way. The 
Workplace Rights Program (WRP) of TCCC is based on 
the Universal Declaration of Human Rights (UNHR), 
United Nation’s Global Compact (UNGC) and serves 
as the fundamental guideline for our HR activities. With 
this strong basis of support, we fully integrate human 
and workplace rights into our practices (one of the key 
priorities of CCI’s 2020 Vision), our corporate values, 
and our sustainability strategy. We are committed to 
deploying this message continually and consistently 
throughout our supply chain. In so doing, we diligently 
uphold human rights and are pleased to boast that we 
remain free of any human rights violations. 

We initiated our WRP Program back in 2011 and aim 
to fully implement it in all CCI operations by the end 
of 2013. An independent audit company audits our 
compliance with SGP and WRP every three years. The 
Jordan and Kazakhstan operations were audited 
in 2012 and passed the audits without any adverse 
findings.  In 2013, Azerbaijan, Pakistan (all plants), 
and Turkey (Ankara, Bursa, Elaz¤, and Mahmudiye 
plants only) will be audited. 

All employees working in Turkey are subject to the 
same progressive disciplinary procedures that will 

be implemented in other CCI countries by the end of 
2013. Notices of change (e.g., change of duty, dis-
missal) are made to employees in accordance with 
employment law, relevant local legislation, and pro-
gressive disciplinary procedures. 

Security Personnel Trained 
On Aspects Of Human Rights
Human rights-related training is given to security 
staff. In 2012, 90% of employees received training on 
human rights. 
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Workplace Rights Policy

Respect for human rights, an important part of CCI’s sustainability understanding, 
is guaranteed under the Workplace Rights Policy which aims to establish 
workplaces that are transparent and inclusive regarding human rights. This 
policy regulates CCI activities in eight main areas:

	 • Child Labor

	 • Community and Stakeholder Engagement

	 • Discrimination

	 • Forced Labor

	 • Freedom of Association & Collective Bargaining

	 • Safe and Healthy Working Place	

	 • Working Hours and Wages

	 • Workplace Safety
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Equality and Diversity

In addition to health, safety, and employee devel-
opment, diversity is one of the top priorities for CCI.  
Building a diverse workforce (in Azerbaijan, alone,   
there are employees representing 17 nationalities) 
helps us connect with consumers and customers 
across our territories. CCI does not discriminate 
among its employees based on religion, race, gen-
der or physical disability in any way.

The number of female employees is regrettably lower 
than the number of male employees at CCI. To reme-
dy this gap, we implemented our “Female Leadership 
Program” in 2012 which aims to gradually increase 
the number of women recruits. We aim to double the 
number of female employees by 2020. In a related 
development, the CCI Female Leadership Committee 
was established in 2012 to undertake gender equality 
initiatives in our workplaces.  

Also in 2012, CCI signed an “Equality at Work” com-
mitment as an outcome of the 2012 World Econom-
ic Forum Gender Parity Studies, and the Company 
participated in the Turkish platform of this initiative.  
Other initiatives CCI joined in 2012 include KAGIDER 
(Women Entrepreneur Association of Turkey) and the 
World Bank’s joint initiative, “Equal Opportunity Mod-
el” which assesses corporate HR systems and prac-
tices and reports their female friendliness in terms of 
career advancement opportunities.

In addition to ensuring equality in our workforce, we 
extend our efforts to society at large. Together with 
TCCC, we launched “Female Entrepreneurship Train-
ing” and a grant program in Turkey to increase female 
employment and promote female entrepreneurship 
by encouraging innovation amongst women. 

Because CCI is a global organization, we respect lo-
cal cultures and customs and make every effort to 
accommodate employees in this regard.  We also 
promote employee mobility between CCI countries.

CCI’s Pakistan operation 
organizes quarterly 

Cultural Element Celebrations 
to strengthen and promote 
cultural diversity. To celebrate 
the multi-cultural workplace, 
the HR Department organized a 
company-wide tape ball cricket 
tournament, “Game On Hai!!!,” 
under CCI’s “Collaborate for 
Success” initiative.
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Prior to assignments abroad, CCI expats attend cul-
tural orientation programs aimed at familiarizing  
them with the culture of their host country.  In 2012, 
twelve short-term and eight long-term expat move-
ments – from Turkey, Kazakhstan, Pakistan and Kyr-
gyzstan to all CCI countries – were realized within the 
scope of this program. In addition, local offices hold 
events to foster cultural diversity and enhance cor-
porate culture. At CCI, we are also implementing the 
“temporary secondment” initiative in order to support 
the development of our employees and to facilitate 
their acquisition of good practices and experience by 
working in a different country.

Employee  
Engagement

Ensuring the continuity and enhancing the knowledge 
pool of the CCI system is only possible by measuring, 
understanding and responding to the needs of our 
employees throughout all work processes. 

At CCI, we enjoy various methods of listening to em-
ployees and informing them about company devel-
opments. We actively evaluate the innovative ideas 
of our employees regarding work processes. We help 
our employees to establish innovative, creative, and 
environmentally-friendly work models. With such dy-
namic initiatives in place, we launched in 2009 the 
“Innovation Competition” in the Supply Chain in Tur-
key. The goal of our project was to encourage a cul-
ture of innovation and sustainability among our em-
ployees and to assist them in their efforts to generate 
more efficient projects with fewer resources.

The flow of operational information is a vital compo-
nent of our internal communications system. CCI’s 
corporate communications portal, CokePort, serving 
users simultaneously in Azerbaijan, Kazakhstan, Jor-
dan, Pakistan and Turkey is a common working plat-
form as it is safe, user friendly and compatible with 
work flows. The total number of portal users reached 
3,561 as of December 2012. 

With new additions to the system, we created a virtu-
al workplace for our employees while facilitating their 
work-life balance and providing a common space for 
interactions. Here, employees can share both pro-
fessional and personal information and exchange 
ideas. In 2013, we are planning to launch a new web 
page as part of CokePort specifically for the C4E proj-

Union Rights at CCI 

At CCI, we respect the rights of our 

employees to join (or not join) unions and 

to establish a union without the fear of 

retaliation, threat, or harassment. CCI is 

committed to constructive dialogue with 

employees who are members of legally-

recognized trade unions. Mahmudiye Plant 

employees in Turkey are covered by an 

ongoing collective bargaining agreement. 

The collective bargaining agreement 

covering all seven plants in Turkey ended 

on 31 March 2012. The jurisdiction dispute 

of two different unions was carried to court, 

hence disrupting the collective bargaining 

process. As a result, the percentage of 

employees covered by collective bargaining 

agreements in 2012 is lower than the 

percentage in 2011 at Turkey operation.*  
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ect.  We aim to inform our employees about the latest 
developments with regard to this project and share 
the best practices through a database on the system.

We use various means of internal communication to 
share information with our employees. In-house pub-
lications such as the quarterly magazine The World 
of Coca-Cola ‹çecek, monthly CCI News Line, CCI 
Newsletter and 2020 magazine issued specifically for 
our Turkey location every two months, are important 
components in strengthening communications with 
our employees.

CCI also devotes significant attention to grievance 
procedures. Any CCI employee who experiences any 
sort of discrepancy in corporate policies or practices 
or who wishes to make his or her position known on 
any subject is welcome to notify Human Resources, 
Legal or Internal Audit Departments as well as to rel-
evant management teams.

2012 Employee Engagement 

Survey Result

CCI’s 2020 Vision is the catalyst for building a win-
ning culture, being a great place to work, and gener-
ating extraordinary business results year after year. 
Employee insights play an important role in our ability 
to measure our progress toward reaching our 2020 
Vision of sustainable growth.

More specifically, employee engagement surveys 
offer international and local perspectives to identify 
strengths and opportunities, reveal common themes 
in employee feedback, and create synergies in acting 
upon the feedback that ultimately impact our ability 
to drive sustainable growth together. In 2012, we per-
formed our biannual Employee Engagement Survey. 
After the surveys were conducted in every country, 
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CCI was represented by its Innovation Competition at the United Nations Conference on Sustainable 
Development held 20-22 June 2012 in Rio de Janeiro (RIO+20). CCI Corporate Affairs Manager 
Aykan Gülten presented the Innovation Competition as part of the Corporate Sustainability Forum 
moderated by CCI Board Member Dr. Yılmaz Argüden. The Innovation Competition was selected 
earlier in 2012 to represent Turkey at RIO+20 as one of the best sustainability practices in the private 
sector.

Winners of the Fourth CCI Innovation Competition were announced at a ceremony organized on 10 
May 2012 at CCI headquarters in Istanbul. Numerous projects competed this year, with 22 qualifying 
as finalists. The finalists were evaluated by a jury consisting of CCI Turkey department directors and 
plant managers on the criteria of creativity, benefit, cost and feasibility. One “innovation” project 
and two “replication” projects were selected as winners. First prize in the Innovation category went 
to Ahmet Murat for his project, “Tetrapak Packing Line Glue Throwing System.” First prize in the 
Replication category was shared by Serkan Ersoy, Murat Arslan, ‹rfan Bulut and Nadir ık from the 
Mahmudiye factory for their “Alteration of Bottom Design” project and Erkan Toros and Muhammed 
Karaka from Elazı¤ Plant for their “Increasing CO

2
 Efficiency” project.
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workshops and focus groups were held to implement 
suggestions from our employees.  Rewarding mech-
anisms, career opportunities, and training and de-
velopment processes were assessed as the areas of 
focus after the 2011-2012 survey.   

Our 2012 employee engagement survey highlighted 
the following: 

Our Strengths

• Company Reputation

• Sense of Accomplishment

• Line Managers

• Work Activities 

 
Opportunities for Improvement

• Compensation & Benefits  
   (including recognition, pay and benefits)

• Valuing People

Since this is a long journey for all of us, CCI decided 
to conduct the engagement survey once every two 
years in order to allow more time for the business 
to identify development areas, create robust ac-
tion plans, and follow up on these actions to track 
the return on this huge investment. Annual engage-
ment action plans will be a part of country reviews, 
and their progress will be discussed at the Executive 
Committee level in relevant platforms to ensure that 
the necessary prioritization and focus are given to 
this very important area.

 
CCI Best Practice Sharing

CCI strives to be a learning organization. An import-
ant part of this goal is sharing our system-wide best 
practices. Best practices are great opportunities for us 
to continuously improve ourselves, learn from others, 
and come up with new ideas and new methods of 
doing things – both within CCI and TCCC system and 
from outside the Coca-Cola world as well. We believe 
that it is crucial for each employee to be aware of 
each stage of the system in order to function best in 
his or her individual department.

We share best practices through CokePort, work-
shops, and one-to-one meetings. Occasionally the 
process is coupled with visits to the best practice 
owner operation. In addition to the benchmark vis-
its realized within the TCCC system, we accept visits 
from certain organizations in cooperation with KalDer 
and EFQM.  

Internal Best Practice  
Sharing Methods

• All country General Managers come together to 
share their best practices at annual Leadership Meet-
ings. 

• By adopting the OE model, CCI spreads best prac-
tices across all operations.

• In The Top-To-Top Group meetings of CEOs, TCCC’s 
top bottlers share their best practices. 

• HR Community meetings held every six months are 
venues for HR teams to share best practices. CCI de-
partments share best practices via the Commercial 
Team which has developed a weekly sharing mecha-
nism via e-mails and CokePort.

2011-2012 Employee  
Engagement Survey Results
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• During 2012 we shared more than 30 best practices 
covering all aspects of commercial excellence.

• Best practices are shared with all sales and market-
ing departments via weekly e-mails.

 

External Best Practice 
Sharing Methods

• Award competitions such as the EFQM recently won 
by the Ankara plant are forms of sharing best practices.

• HR shares CCI best practices through its involve-
ment with PERYÖN People Management Association 
of Turkey. 

• CCI holds regular visits from other organizations such 
as the Bottler Investment Group (BIG) from Atlanta.

• CCI accepts best practice site visits in cooperation 
with KalDer &EFQM.

• CCI’s Supply Chain regularly hosts external teams. 

• The Chief Information Officers of the ten largest  
Coca-Cola bottlers in the system come together twice 
a year in a meeting to share best practices. 

• The BSG Department organizes best practice shar-
ing meetings with other companies such as General 
Electric and Migros.

• The Global Supply Chain Council of big bottler rep-
resentatives come together each year.

• We share our good initiatives implemented at our 
plants, selected KPIs, and performance results with 
our stakeholders as much as we can through our CSR 
Reports.  

• We use every opportunity to share our good prac-
tices through national or international conferences, 
seminars and platforms.

Shared Best Practices in CCI 

• Turkey Supply Chain’s Cold Drink Equipment Track-
ing system, which uses radio-frequency identification 
tags to track cooler’s location by handheld devices, is 
scheduled to be rolled out system-wide.

• In 2012, Pakistan’s commercial team visited Ka-
zakhstan for in-depth marketing best practice visit for 
one week. We plan to conduct such weekly visits for 
all international countries in 2013. 

• With the Pakistan team’s initiation, a new and sim-
plified RED platform and new My RED concepts were 
created and  then deployed to the rest of the interna-
tional operations together with the corporate Route-
To-Market (RTM) team 

• The launch of Fuse Tea was realized in Turkey, 
Azerbaijan and Kazakhstan. Launches in all countries 
have been very successful, with Azerbaijan reaching 
more than 80% market share in the ice tea category 
over a three-month period. Additionally, Fuse's mar-
ket share in Kazakhstan reached 21.2% in May 2013, 
making it the number two brand overall in the ice tea 
category and number one brand in the single serve 
market.

• CCI’s “Innovation Competition” at the RIO+20 Con-
ference in 2012 helped to share our best practices 
with an international audience.

Occupational Health 
and Safety (OHS)

In order to reach our 700,000 customers, we use 
14,000 vehicles to cover approximately 40,000 kilo-
meters every day, and more than 10,000 employees 
are working at our 23 production plants and numer-
ous administration offices spread across 10 countries.  

Since it is our main responsibility to ensure a healthy 
and safe working environment for all of our employ-
ees and our visitors, we focus on reducing job-related 
incidents and creating an OHS awareness to lower 
risks at the workplace and amongst fleet operations.  
CCI’s ultimate goal with respect to OHS is to achieve 
“zero OHS incidents” in all operations.

At CCI, our Environment, Health & Safety Policy spe-
cifically seeks to: 

• Protect the most valuable and important resource 
of our company – our human capital – from any oc-
cupational health and safety risks or hazards.

• Protect the environment and minimize the impacts 
of CCI’s operations on the environment while ensur-
ing a sustainable business.

• Ensure that OHS is an integral part of our business 
and is actively supported through management lead-
ership and commitment.
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• Protect the Company from any legal challenges by 
complying with (at a minimum) local legal require-
ments as well as applying industry best practices to 
set higher standards than such legal requirements.

• Protect all other resources and assets from any 
losses that may be caused by work-related risks and 
hazards.

Throughout our operations, we  review and improve 
our OHS standards as we follow the guidelines of 
the Coca-Cola Occupational Health and Safety Sys-
tem (TCCOHSS). In addition, implementations as part 
of OHSAS 18001 Management System and occupa-
tional OHS requirements are periodically reviewed 
and evaluated by the Health and Safety Committee. 
Along with these implementations, occupational OHS 
issues are handled within the context of collective 
bargaining agreements signed with labor unions. As 
of the end of 2012, there were 20 active occupational 
OHS committees in our operations in Turkey, Jordan, 
Kazakhstan and Azerbaijan advising on related pro-
cesses and helping to monitor occupational OHS pro-

grams at the plant level. As many as 310 employees 
work in these committees, including 52 employee 
representatives.

Reducing LTIs was a top priority for CCI senior man-
agement in 2012. Conducting root cause analysis, 
forming 12 OHS Golden Rules and appointing a safe-
ty specialist at each plant in every CCI country, along 
with a specialized country manager who will report 
to HR, were significant goals regarding OHS at CCI.  
Several positions at the country level have been filled 
and plants have begun to implement the tailored 
safety action plans. In 2013, the Company will focus 
on implementing common elements of its OHS policy 
within the totality of the international network.
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A total of 327 accidents involving CCI-owned vehicles 
occurred in 2012. Recognizing that this number was 
unacceptably high, we took every measure to analyze 
the contributing factors to all incidents. Among the 
250 accidents which occurred in Turkey, seven of 
them were lost time incidents (LTIs).  According to 
root cause analyses conducted after the accidents, 
the reasons for the incidents were found to be 
unsafe behavior while driving. As a result, “Safety 
on the Road” safe driving courses were organized 
for both manufacturing and sales employees who 
drive company vehicles. A total of 1,063 employees 
attended these training courses in 2012 which will be 
a priority in 2013 as well. 
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Always make safety a priority. Never take shortcuts, and always ask for assistance 
if you have questions or concerns.

Always learn emergency procedures and participate in safety trainings. 

Either as a driver or a passenger, always fasten your seat belt in all vehicles. 

When driving always drive at speeds appropriate for the road or facility conditions 
and within legal limits. 

Never use a phone while driving or operating machinery.

Never drive a vehicle, operate a machine or come to the workplace under the 
influence of alcohol, drugs or fatigue.

 
When working with electrical power systems, always use caution, make sure you 
are competent and properly trained, and obtain a work permit.

When working at dangerous heights, always make sure to have the appropriate 
training beforehand, and always wear a safety harness.

Always obtain a work permit for hazardous works.

Always use appropriate Personal Protective Equipment (PPE).

Always work with competent contractors, and manage, control and monitor them 
strictly, continuously and effectively.

Always manage change and design processes effectively and by assessing risks.

CCI’s 12 Golden Rules Launched in Turkey in 2012

CCI’s 12 Golden Rules

S

l

After creating a uniform policy and training for managers, emphasis will be given to changing 
the behaviors and habits of our non-managerial employees. One important step in shifting 
awareness toward this way of thinking is the newly formed 12 Golden Rules, which have been 
prepared as a result of analyses of the Company’s most common accidents. 2,900 employees 
attended 12 Golden OHS Rules and Safety Awareness Training. 
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While the rules will rely on managers to make sure 
that they are properly applied, taking responsibility 
for OHS in the workplace applies to all positions at 
every level of the Company. Every employee has the 
obligation and right to stop an operation where he/
she sees potential risk and can report such threats to 
immediate supervisors, HR, a OHS manager, or even 
to the CEO – hierarchy does not apply. 

CCI wants to work toward zero incidents with lost 
time by 2020. Our 2020 Vision is about developing 
standards and creating a health and safety culture 
by communicating and involving managers and su-
pervisors. OHS questions, which already exist at the 
managerial level, will soon feature in the annual per-
formance reviews of all employees.

Azerbaijan implemented comprehensive emergency training including fire practice and use 
of protective gear.

Jordan began an initiative called "Take 10" in which a health and safety representative visits 
employees to enhance awareness of different OHS topics related to work spaces, including 
third party employees, contractors and CCBCJ employees.

Kazakhstan implemented daily breathalyzer tests for alcohol resulting in two years of zero 
instances of on-the-job alcohol impairment.

Pakistan instituted "Emergency Safety Signs & Markings Campaign" concerning reflective 
emergency signage, safety and security signs in the local language, and road safety. 

Turkey initiated a recognition system which acknowledges employees who display high per-
formance and safe behavior with regard to OHS.
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In CCI workplaces, emergency response teams are formed and trained periodically. Safe-
guarding, Rescue, Extinguishing and First Aid Teams were established, and training ses-
sions were completed.  Currently, emergency and fire drills are held annually for all CCI 
personnel, contractors and visitors.  After training sessions were completed in 2012, the 
first evacuation drill was conducted at the HQ Office. In natural disasters and crisis situa-
tions, CCI’s Incident Management and Crisis Resolution (IMCR) Program, a part of TCCC’s 
Global Asset Protection Strategy, is administered throughout our entire system from senior 
management while the IMCR team determines emergency plans.  In the near term, all CCI 
facilities will be assessed for any natural disaster risks.

Examples of Good OHS Practices in CCI Countries
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Our Community

CCI is a global company that strives to remain in line 
with local needs and expectations. Doing business in 
ten countries across a consumer base of more than 
360 million people requires us to understand and 
respect local outlooks. Our continuous dialogue with 
our stakeholders is the main driver of our community 
investments.

Coca-Cola products are manufactured locally, there-
by creating thousands of jobs directly and indirectly 
for local communities. As such, our business has a 
significant and positive economic impact on the local 
economies and communities where we operate. In 
addition, we are concerned with, and driven to act 
on, other local community issues such as social and 
ecological concerns. Following are some of the ac-
tions we take to support our local communities: 

• We directly contribute to the economic growth of 
the markets where we operate by contracting with 
local suppliers and vendors and through our local 
hiring practices.

• We establish platforms for dialogue with members 
and representatives of our local communities. 

• We support the welfare of local communities and 
national societies at large by contributing to pro-
grams that focus on environmental and resource 
protection, health, active lifestyle, education, youth 
development and disaster relief. 

•  We  support our employees in community contribu-
tion programs by encouraging employee volunteerism. 

2012 Goals

• We aim to sign a strategic partnership protocol with 
Turkish Kızılay (Turkish Red Cross) according to our 
solution studies on natural disasters.

• We aim to increase the participation rates of our 
Community Champions Award Program and en-
hance support awarded employees in improving 
their projects.

• We aim to continue the Azerbaijan Grassroots Proj-
ect initiated to support active healthy lifestyles and 
increase the appeal of sports among young people. 

Progress

• We signed a strategic partnership protocol with 
Turkish Kızılay and International Red Crescent to 
bring immediate aid to victims of natural disasters in 
our operating countries.  

• We donated 3% of our Turkish pre-tax profit (7.5 
million TL) to the Anadolu Foundation. 

• 20 CCI employees participated in the 2012 Commu-
nity Champions Award Program.

• We reached 190,000 people as a part of our ”Azer-
baijan Grassroots Project.” 

2013 Goals

• We will continue to donate 3% of our Turkish pre-
tax profits to The Anadolu Foundation. 

• Throughout our operating geography, we will launch 
Active Lifestyle Legacy Programs to promote a more 
active and healthy lifestyle amongst young people. 

• We will launch Employee and Families Volunteering 
Clubs in Turkey.

• We will conduct Community Reputation Surveys in line 
with 2013 Business Excellence Model requirements.

Economic  
Development

By manufacturing locally, CCI generates econom-
ic benefits for our communities. We directly employ 
10,893 people, and our tax payments to governments 
amounted to approximately 205 million TL in 2012. 

At CCI, we aim to create value for our customers. The 
majority of our customer base consists of small busi-
ness owners, and we have helped to establish hun-
dreds of small distribution outlets in areas not easily 
serviced by conventional distribution channels.  

We help transfer technology. We train local people 
in management systems standards, energy efficient 
technologies and wastewater treatment. In addition, 
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we share our experiences with local businesses, gov-
ernments, academic bodies and NGOs. 

CCI donates a portion of its pre-tax profits derived 
from operations in Turkey to charitable organizations 
as specified in our Articles of Association. According-
ly, in 2012, we donated 3% of our pre-tax profits, or 
7.5 million TL, to The Anadolu Education and Social 
Aid Foundations. In addition, 175,000 TL was donated 
to other NGOs while another 100,000 TL was allocat-
ed for our Employee Donations Project.

CCI’s Economic Impact  
Research

In the context of the global economic crisis still on-
going as of 2010, CCI aimed to measure the impact 
of the Coca-Cola System on Turkey’s economy. A 
working group consisting of faculty members from 
Bo¤aziçi University and Middle East Technical Univer-
sity as well as executives of CCI concluded that the 
multiplier effect of CCI on employment is 10. In oth-
er words, for every job created by CCI, ten more are 
created as a result.  In 2013, similar research will be 
conducted in Jordan. 

“My Idea Is Now My Work” 
Project

Coca-Cola has made the economic empowerment 
of women a priority among its sustainability efforts. 
Unleashing the entrepreneurial potential of women 
is one of the best ways we can make our business 
sustainable and one of the most effective and lasting 
ways we can help families and communities prosper. 
Empowering women provides more choices for wom-
en and creates female role models and mentors. By 
investing in the success of women, we invest in our 
own success as well as in the success of communi-
ties around the world. 

In Turkey, female participation in the labor force is re-
grettably lower than that of males.  The Istanbul Cham-
ber of Commerce (ITO), The Union of Chambers and 
Commodity Exchanges of Turkey and Coca-Cola col-
laborated for “My Idea Is Now My Work,” a project that 
aims to put forward a model to attract women into the 
workforce as strong entrepreneurs and to report their 
success stories in order to encourage more female 
entrepreneurs. Within the scope of the project, female 
entrepreneurs will be trained and mentored in order to 
help them prepare to run a successful business.

 Social Development

We care about the needs of local communities every-
where we operate. Our goal is to be a reliable partner 
in finding common solutions for common problems, 
and we encourage our employees and stakeholders 
to take part in our social development projects. 

Because CCI is a global organization, we respect lo-
cal cultures and customs and make every effort to 
accommodate employees in this regard. We also 
promote and facilitate employee mobility between 
CCI countries.

Prior to assignments abroad, CCI expats attend cul-
tural orientation programs aimed at familiarizing  
them with the culture of their host country.  In 2012, 
twelve short-term and eight long-term expat move-
ments – from Turkey, Kazakhstan, Pakistan and Kyr-
gyzstan to all CCI countries – were realized within the 
scope of this program. In addition, local offices hold 
events to foster cultural diversity and enhance cor-
porate culture. At CCI, we are also implementing the 
“temporary secondment” initiative in order to support 
the development of our employees and to facilitate 
their acquisition of good practices and experience by 
working in a different country.

CCI’s Community Champions 
Awards

Since 2010, CCI’s Community Champions Awards 
Program has been rewarding employees who un-
dertake initiatives that contribute to society and the 
environment as well as those who encourage other 
employees and stakeholders to this end. 

Employees from Jordan, Kazakhstan, Pakistan and 
Turkey participate in the competition with projects 
aimed at resolving social issues. As many as 1,149 
voters from eight countries participated in online vot-
ing. The most successful 10 projects of 2012 among 
20 applications were chosen to compete in a final 
round. Seher Boyrazo¤lu from Azerbaijan won first 
prize, Aslıhan Baarık of Turkey won second prize 
and Arsalan Rauf of Pakistan won the third prize.
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Life Plus Foundation and Life 
Plus Youth Program
The Life Plus Youth Program, carried out in collabo-
ration with Coca-Cola Life Plus Foundation, The Unit-
ed Nations Development Program, and The Origin 
of Living Foundation (YADA) provided support to six 
projects in six cities in 2012.  The projects are carried 
out by young people between the ages of 18 and 30 
and implemented under umbrella topics such as the 
promotion of renewable energy sources, protection 
of water resources, waste management and sustain-
able use of forests. The program is the first and only 
civil society initiative in Turkey which supports young 
people who contribute to solving social problems 
with their own projects.

Breath to Country, Wealth to 
Farmers Kırklareli/Demirköy

This project aims to increase forest villagers’ capac-
ity to collect, transport, preserve and market natural 
mushrooms, consequently creating an alternative 
source of livelihood and ensuring that forests are 
protected. 

Sweetgums Revival 
Mu¤la/Köyce¤iz
The project aims to ensure the ecological integrity of 
the Köyce¤iz Sweetgum Forest by creating forest cor-
ridors between dispersed forest segments. Addition-
ally, the project seeks to strengthen the local com-
munity’s willingness to protect forests by introducing 
more eco-friendly alternatives of livelihood such as 
eco-tourism.

Environment-Friendly  
Earthworms Izmir/Menemen
Gediz Valley is one of the most fertile lands in the 
world, yet it is threatened by water depletion and ex-
cessive use of chemicals. The project aims to reduce 

chemical pollution in the Gediz River by introducing a 
technique known as vermin compost to local farmers.  
The Vermin Compost Producers Network was estab-
lished to support farmers who are willing to use this 
environmentally friendly farming technique. 

Songbirds in Halep Pine Forests 
Adana/Yumurtalık
The project aims to protect the Halep Pine Forest by 
introducing biological measures such as encourag-
ing the reproduction  of songbirds – which are nat-
ural consumers of the Halep pine trees – to combat 
destructive pine processionary caterpillars.

Let the Tortum Cascade; Let 
Nature be Restored 
Erzurum/Tortum, Uzundere

The project aims to promote the region's ecological 
sustainability by initiating ecological tourism activities, 
mobilizing organizations (local administrations, pub-
lic, and non-governmental), and raising public aware-
ness of the issue both locally and internationally.

Tarsus Protects its Water 
Mersin/Tarsus
In collaboration with the Tarsus Development, Soli-
darity and Beautification Association, this project 
aims to find a solution to the problem of waste oil 
mixing with sewage systems. Various stakeholder 
groups have been informed by volunteers about the 
importance of the problem, and conscious collection 
and recycling habits have been initiated. 

Water to Tohma, Life to Darende 
Malatya/Darende
In Darende, agriculture is an important source of live-
lihood. The main source of water for the region, the 
Tohma River, is losing its reserves due to over-irri-
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gation.  The project aims to increase the use of drip 
irrigation in the region to reduce the amount of water 
used for agriculture. With training programs and pi-
lot projects, the project informs farmers in the region 
about the benefits of modern irrigation methods.

 

Four Seasons of Water to  
Gölcihan
One of the most significant wetlands of Yumurtalık, 
Adana, Gölcihan Lake is in jeopardy of drying up as 
evaporization has increased while the number of wa-
ter sources filling the lake has decreased in recent 
years. It is estimated that the project, which is con-
ducted by the Nature Research Society in collabora-
tion with the Deveciua¤ı Natural Protection and De-
velopment Association and Yeilköy Municipality, will 
allow 687,500m3 of water to enter the lake with the 
help of a 500-meter channel connecting the lake to 
the Ceyhan River. As a result, it is hoped that the lake 
will regain its wetland status, increase biodiversity in 
the region, meet the water needs of local farmers, 
and provide the region with new income opportuni-
ties via the increased fish population in the lake. 

Caper is the Love of Forests
Turkey’s Artvin region, with its rich forestlands, is one 
of the country’s most important ecological regions, 
but it has been losing its fertile soils due to erosion. 
This project, organized with the Artvin Association for 
Supporting Higher Education, Artvin Çoruh University 
Faculty of Forestry and Artvin Çoruh University Forest-
ry Application and Research Center, aims to protect 
the region’s fertile soils and forestlands ravaged by 
erosion. In this regard, planting caper bushes has 
been put forward as an objective since that the caper 
is both effective in combating erosion and economi-
cally valuable for the local community.      

Within the scope of the project, a seed collection 
practice was realized with the participation of Artvin 
Çoruh University students. The collected caper seeds 
were then stratified at the Artvin Çoruh University 
Faculty of Forestry Laboratory and later planted in the 
faculty’s nursery garden.

Supported Social 
Projects

Empowering Youth
CCI believes in the educating and empowering young 
people as much as it believes in the social and eco-
nomic development of nations. This is why youth em-
powerment is one of the key areas of focus for CCI’s 
community involvement projects. Various projects 
were held during 2012 regarding this issue.  

Injaz Project Jordan
Considering the fact that 45% of the Jordanian pop-
ulation is under the age of 20, CCI is more than de-
lighted to participate in any project that seeks to em-
power young Jordanians.

For example, CCI supported one school in the gover-
norate of Madabato seeking to improve the quality of 
education by developing a modern curriculum. With 
Injaz, CCI’s Jordan operation teaches the youth of the 
local community by sharing stories of success that 
can be easily achieved.

Supporting Distinguished 
Students Jordan
In March 2012, CCI organized an event for the cel-
ebration of the distinguished students of Amman’s 
Bent Adi School for Girls.

Supporting Youth Institutions 
Jordan
In line with its continuous involvement in the local 
community, our Jordan operations supported efforts 
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to rehabilitate Amman’s Islamic Schools for Girls. The 
rehabilitation consisted of both students and employ-
ees painting and cleaning the school.

Support for Academia and  
Civil Society Azerbaijan
CCI’s Azerbaijan operation supported the Annual Na-
tional NGOs Forum of Azerbaijan and collaborated 
with Baku State University, Azerbaijan State Universi-
ty of Architecture and Construction, Azerbaijan State 
University of Foreign Languages, and Baku Slavic 
University on various projects.

Support for Children  
Kazakhstan
Every year on New Year’s Day and Children's Day, 
June 1st, employees in Kazakhstan collect funds in 
the Scientific Center of Pediatrics and Surgery for chil-
dren with oncology diseases. 

Multan Development Projects 
Pakistan
Employees in Pakistan operation collaborated with 
Multan District Coordination Office on several social 
development projects.  Alamdar Islamia College, one 
of Multan’s oldest educational institutions, was ren-
ovated. CCI helped preserve 5,000 year-old artifacts 
by investing in the refurbishment of the Multan Histo-
ry Museum and by sponsoring a documentary high-
lighting the culture of Multan.

 

Career Counseling Pakistan

Employees in Pakistan also actively participated in ac-
tivities sponsored by “The Citizens Foundation (TCF),” 
working with young underprivileged students in the 
TCF Career Counseling Program and spending seven 
days with TCF students during TCF’s Rahbar Program. 

Supporting Education Turkey
CCI employees restored a school in Mu¤la, Köyce¤iz, 
hosting 18 teachers and 155 students. CCI employees 
also volunteered to help restore a school in Izmir Ke-
malpaa and in Yulaflı Village of Çorlu. 

Environmental education was provided to 200 el-
ementary schools as well as teachers in Derekızık, 
Barakfaki, Narlıdere and Çataltepe.

Supporting People with  
Disabilities Turkey
CCI contributed to The Spinal Cord Paralytics Asso-
ciation of Turkey by donating 10 containers to collect 
PET caps in Elazı¤. This project helped 23 people gain 
access to wheelchairs. 

Another project, aimed at helping disabled people 
gain employment as well as helping underprivileged 
children, involved Elazı¤ CCI employees purchasing 
shoes manufactured by employees of the Associa-
tion of the Hearing Impaired and distributing them to 
underprivileged children. 

Blood Donations Turkey
CCI employees in various plants donated more than 
300 units of blood in 2012. 

My Health Project Turkey
Classes on breast cancer and family planning were 
given to women in the village of Derekızık in a project 
conducted jointly with the Provincial Health Directorate.

Cold Winter Days Project 
Turkey
Winter boots, socks and textbooks were donated to 
students at the Orhaneli Elementary School.

Spouses ClubTurkey
A volunteer social club that welcomes employees’ 
spouses established at the CCI plant in Bursa contin-
ued to support local people in need.
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 Supporting Disabled Children 
Jordan

On the International Day for the Disabled, employees 
in Jordan sponsored a ceremony for disabled chil-
dren at The Higher Council for Affairs for Persons with 
Disabilities in July 2012.

Visiting the Local Community 
Jordan
During 2012 employees in Jordan also visited or-
phanages. “The CCI Jordan Women’s Club” visited a 
home for elderly women on Mother’s Day. 

Supporting a Cleaner  
Environment Clean-up Event 
Kazakhstan
A mass clean-up event was organized along the riv-
erbanks of Kazakhstan’s Esentay, Malaya Almatin-
ka and Baskarasu Rivers. A total of 1,200 volunteers 
from local university representatives, NGO represen-
tatives and local residents participated in the event to 
rid the rivers of domestic waste. As a result, a 16.14 
km2-area of river channels and banks of minor rivers 
in the water protection zone was cleaned, and 97.2 
m3 of garbage (solid domestic waste) was removed.

Caspian Green Pack 
Kazakhstan
Access to drinking water, water management, water 
supply and sanitation are at the top of the agenda 
for Kazakhstan. Development of up-to-date edu-
cational resources that target not mere knowledge 
transmission but also development of education for 

sustainable development skills and competences of 
teachers and students is one of the key undertakings 
to promote environmental education in Kazakhstan. 
In this sense, “Caspian Green Pack” is an instrument 
of public awareness and environmental education on 
water and water-related issues in the Caspian Sea 
region of Kazakhstan.

Every Drop Matters for  
Human Health Kazakhstan
Lack of access to safe drinking water and sanitation 
in rural areas of Arshaly, Kazakhstan, is a serious 
problem for the region. Due to lack of sterile water, 
90% of the region’s adult population suffers from 
dental diseases. This project is aimed at improving 
human health through access to clean drinking wa-
ter and sanitation services in pilot areas, increasing 
awareness of health & hygiene at local levels, and 
supporting the exchange of information regarding 
this issue. In 2012, the project resulted in the testing 
of 35 drinking water resources in 16 rural districts 
and the training of 64 volunteers in 16 rural districts 
of the Arshaly region.

Every Drop Matters 
Kazakhstan
This project aims to protect land and water resourc-
es from contamination, to increase awareness in ef-
ficient water use and to initiate composting. In 2012, 
construction of water distributors in Alga village was 
completed, sites for compost clamps were identified, 
and three sites were established to prevent pollution 
of surface waters. 

Reforestation in Ankara 
Turkey
CCI employees in Ankara continue to plant saplings 
in the Karaköy Atatürk Forest.  The project’s target is 
100 trees planted per employee.  

Environmental Training  
in Bursa Turkey
Environmental awareness training was provided 
to 200 elementary school students and teachers in  
Derekızık, Barakfaki, Narlıdere and Çataltepe.
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Our priority is to minimize our company's 
environmental impact and protect natural 

resources while refreshing consumers with the highest 
quality beverages of The Coca-Cola Company. This 
approach is essential for the sustainability of our 
business as well as the sustainability and welfare 
of the communities in which we operate.

OUR ENVIRONMENTAL 
APPROACH

With our continuous efforts to minimize water 
consumption in our operations, to reduce our total 
carbon footprint, and to preserve natural resources, 
we aim to deliver on our sustainability commitments 

and inspire others by setting an example with 
our performance in our industry.  In line with our 
environmental impact management approach we’ve 
determined our three main focus areas:

• Water Stewardship 

• Energy Efficiency and Climate Protection

• Sustainable Packaging

SRQPONMLKLMNEFGHI

In 2012, we achieved a reduction of approximately 117,200 tons of CO2 emissions 
(an amount equivalent to the amount of CO2 that 9,700 trees extract from the environment)  

with our eco-friendly coolers in our Turkey, Jordan, Azerbaijan and Kazakhstan operations.

of water recycled and 
reused in our Turkey, 
Jordan, Azerbaijan and Kazakhstan 
operations is almost equivalent to 
annual water consumption of CCI 
Köyce¤iz plant. 

172,282 m3 
With pet bottle blowing pressure 
optimization studies in Turkey in 2012, 
we saved energy equivalent to  

the annual electricity use of 241 houses

Environment
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In all of our operations, 

• We establish environmental management systems in order to monitor and improve 
our environmental performance. 

• We conduct operations by minimizing our impact on the environment and considering 
the value of the resources that future generations will need.

• We place the issue of water usage, which is fundamental to our business, at the heart 
of our environmental policy and aim to be an exemplary company in this regard.

• We prioritize energy efficiency in every area of our operations, from supply to production 
and from distribution to sale.

• We measure our carbon footprint and take the necessary measures to reduce it.

• We implement recycling programs and therefore reduce our consumption of resources.

• We reduce pollution by safe disposal of waste generated from our operations.

• We develop environmental awareness in our workplace and we aim to create the 
same awareness in all stakeholders through joint projects and initiatives.

In managing environmental impacts, we are guided 
by our activities, legal requirements, TCCC standards 
and industrial practices. Additionally, we do our 
best to satisfy our stakeholders and give serious 
consideration to their expectations. 

Water, energy and total waste recycling rates form 
the basis of our environmental approach. Our 
performance goals regarding our 2013 and 2020 
goals are illustrated below.
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Turkey Azerbaijan

Jordan Kazakhstan

Solid Waste 
Recycling 

Ratio (%)

Water Use 
Ratio (L/L)

Energy Use 
Ratio (MJ/L)*
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1.40

 
0.24
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0.39
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0.32
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0.34
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0.37
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0.35
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0.24
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1.40

 
0.30

96

 
 

1.39

 
0.257

99

 
 

2.06

 
0.470

89.5

 
 

1.76

 
0.278

93

 
 

1.90

 
0.388

* Energy Use Ratio refers to only bottling (filling) operations in all plants.

We provided 896 hours of environmental training to our 
employees in Turkey in 2012. 
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Energy management and climate protection, per-
ceived by us as inseparable elements of our envi-
ronmental policy and practices, are a priority for our 
sustainability strategy. As we increase the energy ef-
ficiency in our operations every year, we reduce our 
environmental impact and pursue more profitable 
business processes. While our continuous improve-
ment objective in this field results in reduced emission 
values, we adopt a proactive approach in climate 
protection and spread it throughout our value chain. 

2012 Goals

• To achieve a 2012 energy consumption per liter of 
product of 0.24 MJ/L in Turkey, 0.39 MJ/L in Jordan, 
0.32 MJ/L in Kazakhstan, and 0.34 MJ/L in Azerbaijan.

• To reduce our energy consumption by implement-
ing the “Lightweight” (packaging weight reduction) 
project in our international operations during the 
2012-2013 period.

• To assure that 100% of the CCI Turkey operation 
possesses the energy management system certif-
icate when the Ankara, Mersin, Mahmudiye, Bursa 
and Köyce¤iz plants obtain the ISO 50001 Energy 
Management System Certificate.

Progress

• We were unable to achieve our energy consump-
tion goal in Turkey. This is due to the increase in nat-
ural gas and electricity consumption as a result of hot 
filling processes and to the increase in aseptic pro-
duction at the Bursa and Çorlu plants. The installation 
of the new hot-fill line with lower energy efficiency 
compared with PET lines in Azerbaijan increased en-
ergy usage ratio and the country operation missed 
the target. Nevertheless, we did implement numer-
ous energy efficiency projects in 2012 in our Turkey, 
Azerbaijan and Jordan operations to reduce our en-
ergy consumption.

• Our Lightweight project implementation began in 
our International operations.

• Ankara, Mersin, Mahmudiye, Bursa and Köyce¤iz 
plants obtained the ISO 50001 Energy Management 
System Certificate. As a result, 100% of the CCI Turkey 
operation now possesses the energy management 
system certificate.

2013 Goals

• LEED certification will be a minimum standard for all 
CCI plants. We aim to reduce CO

2
 g/L from 29.15 to 

28.75 in Turkey.

• Our target energy use ratios (EUR) are 0.24 MJ/L for 
Turkey, 0.39 MJ/L for Jordan, 0.37 MJ/L for Azerbai-
jan, and 0.32 MJ/L for Kazakhstan.

• We aim to supply energy to the Izmir plant’s Post-
mix line by using solar photovoltaic panels and wind 
turbines.

TCCC launched 

“Reduce CO2 

emissions embedded in the drink 

in your hand,” initiative in 2013 

to reduce the greenhouse gas 

emissions across its entire value 

chain. We are going to integrate 

CCI’s Climate Protection targets 

with this initiative in order to 

achieve comprehensive carbon 

footprint reductions across 

the manufacturing processes, 

packaging formats, delivery fleet, 

refrigeration equipment and 

ingredient sourcing.
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Climate Protection 
and Emission  
Management

The consensus on climate science is increasingly un-
equivocal; global climate change is happening and 
man-made GHG emissions are a crucial factor. The 
implications of climate change for our planet are pro-
found and wide ranging, with expected adverse im-
pacts on biodiversity, water resources, public health, 
and agriculture. At CCI, we consider the risks and 
opportunities climate change exerts on our business. 

An increase in global temperatures will increase 
pressures on natural resources, including water, nec-
essary for agricultural production.

We have identified climate protection as a top pri-
ority in our sustainability agenda. We are transpar-
ent in sharing our energy performance and carbon 
footprint statistics which are verified by independent 
organizations according to internationally recognized 
standards. We realize that we have a role to play in 
ensuring that we use the best possible mix of energy 
sources, improve the energy efficiency of our manu-
facturing processes, and reduce the potential climate 
impact of the products we sell.  

Detailed evaluations of our Carbon Disclosure Project 
(CDP) report is available at www.cdpproject.net

By our climate protection approach, which we believe 
minimizes climate change risks, we aim to be proac-
tive and innovative in related processes. Our strategy 
focuses on the following:

•  Increasing the energy efficiency of our plants and 
offices.

•  Reducing logistics-based emissions with effective 
fleet and fuel management.

•  Reducing indirect emissions by focusing on our cli-
mate-friendly refrigeration applications.

•  Increasing awareness of climate protection by col-
laborating with stakeholders.

CCI Takes the Lead in Carbon  
Performance in Turkey
CCI was recognized as one of the top carbon performance leaders of 2012 
in Turkey by the Carbon Disclosure Project (CDP) according to the “Turkey 
100 Climate Change Report 2012” released by CDP Turkey. According to the 
report, CCI is one of only two Turkish companies whose performance score 
falls within Band B (>60%). CCI’s Band B score indicates that the company 
has successfully integrated sustainability principles and measures to tackle 
climate change as a priority within its overall strategy, though some initia-
tives are still waiting to be implemented. CCI was also cited among the top 
five carbon disclosure leaders in Turkey in the CDP’s first Turkey report, “CDP 
2011 Turkey-100 Report,” published in 2012. 

GHG Emissions of CCI’s Turkey operation have been 
verified according to ISO 14064-1 
CCI Turkey Manufacturing, Sales & Distribution operations have successfully passed the verifica-
tion audits conducted by SGS; an international independent audit & assurance organization and 
achieved certification in compliance with ISO 14064-1 Standard an internationally-recognized stan-
dard which specifies measurement of, accounting for, and reporting of greenhouse gas emissions. 
SGS conducted independent third party verification on-site audits in CCI’s Istanbul headquarters 
and Çorlu and Bursa Plants, and remote reviews of all plants and sales offices in Turkey. 

Greenhouse gas (GHG) sources, sinks and/or reservoirs, stationary combustion, mobile combus-
tion, process emissions, fugitive emissions (scope 1) and purchased electricity (scope 2) were in-
cluded in the scope of verification process.  2012 GHG emissions of 113,656 tons of CO

2
 equivalent 

(CO
2
e) were verified as a result of this process.
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Energy Efficiency

Our efforts for a successful emission management 
and climate protection strategy are backed up with 
a smart strategy and a focus on implementation of 
innovative practices in the energy management field. 

As CCI, with our ever-developing approach to energy 
efficiency, we commit to taking a leadership role for 
our industry and the Coca-Cola System. Improving 
energy efficiency in our production processes and 
other operations is not only a part of our corporate 
culture, but it is also a fundamental pillar in our larger 
sustainability strategy. 

2011 and 2012 GHG Emissions in Turkey 

CO2e (tons)

2012

2011

Scope 1 Stationary combustion emissions Scope 1 Fleet emissionsScope 2 emission

Scope 1 Fugitive emissions from coolers & cooling system

18,310 64,212 11,661 19,473 113,656

16,764 114,00664,923 32,319*

* In 2012, CCI verified its greenhouse gas emissions for all its operational facilities in Turkey according to the requirements of ISO 14064-1.  
As a result, CCI has been able to quantify its Scope 1 fugitive emissions from its coolers, production processes, and fleet of sales operations 
for the first time in 2012. 2011 Fleet emissions include scope 1 and scope 3 CO2e emissions while 2012 fleet emissions include only scope 
1 GHG emissions. Scope 3 emissions are not included in 2012 GHG emissions since they were not verified. CCI has not restated prior year 
emissions which excluded these emission sources since it is not possible to accurately estimate the prior year emissions data from these 
sources on a retrospective basis. Hence, in comparing the emissions data in the chart above, one should bear in mind that prior year 
emissions omit these sources.

0.24

0.39

0.32
0.37

2005-2012 Energy Consumption Ratio (MJ/L)

0.274 0.257
0.28

0.47
0.4

0.278

1.69

0.388

Turkey Kazakhstan Jordan Azerbaijan
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Within the scope of Operational Excellence, Innova-
tion Competition, Cooler Improvement Program, en-
ergy efficiency projects at our workplaces and many 
other implementations, CCI achieved an annual re-
duction of approximately 117,600 tons of CO

2
 emis-

sions in 2012 in Turkey operation. 

Within the scope of OE’s 6th Wave, 105 projects were 
successfully implemented in Turkey with the partici-
pation of more than 300 employees. As a result, CCI 
achieved a reduction of 3,707,903 kWh, 24,749 kg of 
NG and 1,281 kg of LPG which translated into a re-
duction in CO

2
 emissions of approximately 1,730 tons.  

Within the context of OE, energy efficiency projects 
similar to those in Turkey were employed in all coun-
try operations.  As a result of these projects, we 
achieved an annual energy savings of 3,363,470 
kWh electricity in Kazakhstan, 993,268 kWh in Jor-
dan, and 167,059 kWh in Azerbaijan.  Major energy 
efficiency projects throughout 2012 included: 

2012 Energy Use Ratio  
Benchmark (MJ/L)

Coca - Cola System 2012 0.43
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0.388
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Turkey PET Bottle Blowing  
Pressure Optimization Savings

Energy Consumption  
Improvements between  
2005-2012 (MJ/L)

20122005

Turkey -6.2%

Azerbaijan +38.57%

Kazakhstan -30.5%

Jordan -72.19%

0.257

0.388

0.278

0.470

0.274

0.280

0.400

1.690

• At our Bursa plant we began installing new 
low-pressure air compressors. This has been com-
pleted, and new compressors are driven via frequen-
cy converters according to required pressure. With 
this implementation, we achieved a total energy sav-
ings of 1,290,813 kWh. 

• In our Çorlu plant, by reducing the number of pro-
cess fans in resin dryer unit, a savings of 585,000 
kWh was achieved. 

• In our Ankara plant, air blowers were replaced by air 
knives and, consequently, 295,902 kWh was saved. 

• In our Mersin plant, in order to provide efficient 
cooling, the central cooling systems were utilized 
instead of keeping local cooling chillers. In addition, 

Bursa Plant

0 

0.
5 1

1.
5  2

Turkey

Azerbaijan

Kazakhstan

Jordan
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CCI’s Innovation Competition, which we have been im-
plementing in the Supply Chain in Turkey since 2009 to 
help ensure the sustainability of our system, helps our 
employees develop innovative and sustainable proj-
ects. By rewarding those projects that provide energy 
efficiency while consuming fewer resources, the project 
aims to spread a culture of innovation and sustainability 
throughout the workforce.  Since the beginning of the competition, 579 projects have been 
developed by our employees. In 2012, 22 projects were entitled to run in the competition. As a 
result of the achievements  of the projects that were implemented in 2012, we achieved total 
energy savings of 1,148.31 tons of CO

2
 emissions.

Winning projects in 2012 included

• Bursa plant’s “Tetrapak Packing Line Glue Throwing System” reduces the use of glue in 1 L 
packing material.  The project won first prize for “Innovation.”

• CCI’s IT Department’s  “Cooler Finder,” which helps employees to detect inappropriate cool-
ing equipment at the points of sale. The project won second prize in the ”Innovation” category. 

• Mersin plant’s “Pallet Separator Cost Reduction” resulted in radius pallet separators being re-
placed with low-cost 90-degree separators. The project won third prize in the “Innovation” category.

• Mahmudiye plant’s “Alteration of Bottom Design” aims to reduce consumer complaints to 
zero. The project shared first prize for “Replication.” 

• Elazı¤ plant’s “Increase in CO
2
 Efficiency” uses sterilized air in the carbonizer systems of PET 

and RGB lines instead of CO
2
.The project shared first prize in the “Replication” category. 

Top 10 Energy-Saving Challenge
Coca-Cola and World Wildlife Fund (WWF) launched the Energy-Saving Chal-
lenge in January 2011 to assist the Company’s 1,000 bottling partners in 
improving plant performance. The Challenge encourages bottling compa-
nies to implement energy-saving practices that reduce environmental im-
pacts while increasing cost savings. Through the Energy-Saving Challenge,  
Coca-Cola and WWF indicated 10 practices that, if implemented across ev-
ery bottling plant, will enable Coca‐Cola to meet between 60-70% of its 
carbon reduction goal. The partners previously announced a larger climate 
goal in 2008 for Coca-Cola to stabilize carbon emissions system-wide in its 
manufacturing operations and to achieve a five percent carbon reduction in 
developed countries by 2015.

CCI Turkey Operations became the first country operation in the Coca-Cola 
System to complete the Global Top 10 Energy Saving Program in all of its 
plants. Moreover, our Izmir plant marked an important success by becom-
ing the first bottling plant within the overall Coca-Cola system to complete 
the challenge. As of the end of 2012, all country operations in the reporting 
region completed Global Top 10 Energy Saving Program.  

Innovation
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R22 was replaced by Ammonia. As a result, a savings 
of 1,450,000 kWh was achieved. 

• In our Faisalabad plant, a total energy savings of 
153,270.6 kWh was achieved by installing an econo-
mizer in the boiler. 

• In our Amman Plant, we achieved an energy savings 
of 810,000 kWh by installing a sky light in the wet area. 

• In our Brundai plant, energy savings of 175,500 kWh 
was achieved by decreasing compressed air con-
sumption for HF blown bottle cooling. 

As a result of 46 energy efficiency projects imple-
mented in CCI Turkey plants, approximately 3,065 
tons of CO2

 emission reduction was achieved. 
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Energy Efficiency in 
Office Design

In line with our energy reduction goals and sustain-

ability policy, we have already begun complying 

with "Energy Performance of Buildings" regulations 

for new buildings at our Turkey operation.   In 2012, 

we built our Elazı¤ plant in line with LEED certification 

standards.  In line with our policy, LEED certification 

will be a minimum standard for all future CCI plants 

constructed as of 2013. Moreover, CCI has voluntarily 

standardized programs for isolation of buildings and 

efficient lighting initiatives (for example, replacing ex-

isting lighting with T5 fluorescent bulbs). We achieved 

10% saving in energy use as a result of green lighting 

investments in 2012.

Izmir Plant’s Achievement  
in EBSO Awards 

Our Izmir plant initiated an energy minimiza-
tion-themed Lean 6 Sigma project in the beginning 
of 2007. In order to create and spread awareness, 
the plant put forward a challenging objective in en-
ergy minimization and declared it throughout the  
Coca-Cola System.  With this project, the Izmir plant 
won the runner-up award in Aegean Region Chamber 
of Industry (EBSO)’s Environmental Implementation Sil-
ver Award Category.

Çorlu Plant Becomes  
Finalist in ISO Awards 

With "Low Weight Preform" and "Reducing 
PET Blowing Pressure" projects, the Çorlu 
plant became a finalist in the "Environment 
Friendly Practices" and Energy Efficiency 
Practices" categories in the 2011 ISO Environ-
ment Awards held for the 13th time in 2012 
by Istanbul Chamber of Industry (ISO). 

Energy Efficiency  
Improvements at  
Headquarter Office

In addition to our energy efficiency aware-
ness-raising activities promoting environ-
mentally responsible behavior amongst our 
employees and stakeholders, we realized 
several physical energy efficiency practic-
es in 2012 at our Headquarter Office. For 
instance, we replaced 250 LED and energy 
saving armatures in offices, installed 400 
electronic ballasts in the warehouse, re-
placed single phase pumps with fan coil 
units, and installed photocell lighting sys-
tems in the car park and rest rooms in our Is-
tanbul headquarters. These actions resulted 
in an annualized savings of 445,680 kWh.

Elazı¤ Plant
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Improvements in Fuel Consumption
We reduced our fuel consumption rate from 6.81 L/KL to 
4.72 L/KL in Jordan, from 5.21 L/KL to 3.42 L/KL in Azerbai-
jan, and from 2.61 L/KL to 2.31 L/KL in Kazakhstan in 2012.

Fuel consumption rate = total fuel use (diesel equivalent 
liters) / total volume of distributed product (kiloliters)

In 2012, the amount of fuel consumed per CCI leased 
fleet vehicle in Turkey was reduced to 4,114 liters from 
5,093 liters in 2011. Additionally, we also reduced the to-
tal amount of fuel used in product distribution by 6.4% 
compared to 2011.

20
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Jordan Azerbaijan

Kazakhstan

CO
2
 (g/l)

NOx (g/l)

PM (g/l)

HC (g/l)

21.09

342.69

13.24

14.02

7.05

114.81

4.44

4.7

13.37

143.19

6.01

12.21

12.76

207.89

8.03

8.50

6.24

101.71

3.93

4.16

8.91

124.67

5.17

5.55

*Fleet emissions (g) produced by 

the amount of diesel equivalent 

fuel consumed per distribution of 

products (L).

**Turkey data is not included. 

2011-2012 Fleet Emissions* **

Managing the Impact of  
Transportation and Logistics

Transportation and logistics operations have a great 
impact on our environmental and business perfor-
mance. With approximately 245,000 vehicle move-
ments a year, we transport thousands of goods and 
products – transferring goods bought from suppliers 
to our plants, and transferring products to points of 
our customers and distributors. 

To achieve our objectives in reducing energy con-
sumption and CO

2
 emissions, we aim to consume 

less fuel and minimize the number of daily vehicle 
movements. In accordance with these objectives, we 
continually optimize our routes with computer tech-
nologies and renew our vehicles for better fuel mile-
age and lower emissions. 

As a result of ISO 14064-1 (GHG emissions inventory 
calculation and verification) project in Turkey oper-

ation we calculate carbon emissions using a differ-
ent calculation method. Therefore, only Scope 1 fleet 
emissions were verified during the project.  In the cal-
culations of fleet emissions for Jordan, Kazakhstan 
and Azerbaijan, both Scope 1 and Scope 3 fleet emis-
sions are included. 

In 2012, we introduced five trucks with Euro 5-type 
motors for our distribution operations and abandoned 
the seven trucks with Euro 3-type motors.  Additional-
ly, we rented vehicles from suppliers with Euro 5-type 
motors for our fleet vehicles. With these implementa-
tions, we contributed to the overall decrease of ap-
proximately 211 tons of CO

2
 emissions. In addition, we 

completed the test drives of the vehicles used by our 
sales team, and having achieved successful results, 
we have decided to focus on electric vehicles in 2013. 

Another implementation realized in 2012 was the re-
placement of delivery trucks with panel van type ve-
hicles. Beginning with four vehicles, we’ve obtained 
positive results and decided to increase the usage of 
these vehicles in 2013. 
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Cooling Practices

It is important that the majority of our products be 
kept and served cold in order to provide consumers 
with the unique flavor they have come to expect.  For 
that reason, we have thousands of coolers and vend-
ing machines with coolers at our sales points. Since 
coolers are the most significant component of our 
carbon footprint; carbon emissions due to electrici-
ty consumption of coolers are higher than the sum 
of scope 1 and scope 2 emissions, and energy con-
sumption reduction strategy, we give great impor-
tance selecting eco-friendly coolers. With this under-
standing and related implications, we aim to reduce 
our environmental impact. 

Reducing per-cooler energy consumption is an im-
portant part of our 2020 Vision. For that reason, we 
began replacing the coolers that we use in our Tur-
key operation with coolers custom designed for  
Coca-Cola System and equipped with energy man-
agement devices (EMD).  Additionally, we bring coolers 
without EMDs to our maintenance-repair centers, in-
stall EMDs and then send them back to our customers. 

After four consecutive years, the ratio of EMD-
equipped coolers has increased from 2% to 59%.  
Thus, we have become one of the fastest implement-
ing operations among all TCCC bottlers. Additionally, 
the ratio of non-HFC-containing coolers to all coolers 
increased from 27% to 40% in 2012. 

As a result of our investments in climate friendly 
coolers at our Turkey, Azerbaijan, Jordan and Ka-
zakhstan operations in 2012, we achieved reduc-
tions of approximately 265,000,000 kWh of energy 
consumption and approximately 121,041 tons of CO

2
 

emissions.

2009

2009

2010

2010

2011

2011

2012

2012 Q4

2%

13%

11%

0%

35%

27%

59%

40%

Percentage of EMD Equipped 
Coolers in Turkey

Percentage of HFC-Free 
Coolers In Turkey

In Turkey, we realized energy 
savings of 398,110,672 kWh 

and achieved emission reductions of 
182,830 tons CO2 with eco-friendly 
coolers between 2009 and 2012.  In 
2012, alone, we achieved energy 
savings of 250,489,349 kWh (an 
amount equivalent to the annual 
energy needs of 45,000 households) 
and a reduction of 111,474 tons of CO2 
emissions (an amount equivalent to 
the amount of CO2 that 9,500 trees 
extract from the environment). Every 
year, we will continue our efforts to 
reduce CO2 emissions from our coolers. 
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Green IT

We are aware of the need to optimize resources by 
using them effectively and efficiently. In this regard, 
we give great importance to reducing our environ-
mental impact by practices in informatics that we call 
“Green IT”.  This includes several practices such as 
effective use of computers, servers, associated sub-
systems and recycling of electronic wastes. 

Within the scope of our Green IT practices, we choose 
to purchase electronic devices and systems that are 
more efficient in terms of energy while at the same 
time opting for electronic media implementations 
and teleconference meetings to minimize business 
travel and optimizing product transportation and re-
cycling electronic equipment that have reached the 
end of their economic life cycle – all in order to mini-
mize our environmental footprint.

Server Virtualization and  
Server Consolidation

Within the context of the server virtualization project in 
Turkey in 2011, 40 virtual servers were established by 
using four physical servers. This virtual infrastructure 
application is expected to provide an approximate 
energy savings of 90%. Within the first four months of 
application, a savings of 67,200 kWh of energy was 
recorded. The project's annualized energy savings 
for 2012 were: 

Additionally, 24 rack servers were replaced by 10 
blade-type servers in 2012. With this application, we 
achieved a total energy savings of 39,902 kWh in six 
months while ensuring ease of administration and 
increased data security. As a result of this project, 
we achieved 39,902 kWh of total energy savings and 
eliminated 17.76 tons of CO

2
.

Video Conference

In 2012, we established 15 new video conferencing 
rooms (one in Azerbaijan, two in Kazakhstan, one in 
Jordan, seven in Pakistan and four in Turkey). In this 
way, we have reduced business travel. Hypothetical-
ly, 100 video conferences will eliminate the need for 
up to 20 business trips. Furthermore, assuming 20 
business trips could be eliminated, we would save a 
minimum of 27.2 tons of CO

2
e.

Energy Management of  
Computers and Printers

Leaving inactive computers and printers switched on 
results in unnecessary energy use. With the imple-
mentation of a project actualized in the second half 
of the 2012, all printers and computers connected to 
the corporate network were centralized so as to con-
sume the minimum amount of electricity when they 
are inactive. Saving amounts for six months in 2012 
are summarized below:

In addition to these applications, we moved the Pa-
kistan SAP program to servers in the Turkey data 
center, saving energy from the now-defunct active 
functioning and cooling processes of the transferred 
program. 

Data of 6 Months of Application

As a result of implementing our Green IT projects, we achieved 
279,386 kWh reduction in energy consumption and 151.53 

tons CO2 reduction in 2012.

Computers

Printers

Total

15,312

22,572

37,884

6.81
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16.86
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Water Management

Water is one of the most essential resources for life 
and is the main ingredient of our beverages. Estab-
lishing a water sustainable operation is key to the 
success of our business and to the welfare of the 
communities in which we operate.    

Given the many risk factors such as population 
growth, increasing per-capita consumption of natu-
ral resources, and global warming-related threats, 
we work especially hard to become more efficient in 
our water use by reducing the amount of water used 
to produce our products.  While increasing our busi-
ness volume, our goal is "to produce more beverages 
by consuming less water."

As a part of the Coca-Cola System, we support the 
ultimate goal of "replenishing every drop of water 
used” and are assisted by global water management 
studies.  Supporting this ultimate goal, we focus on 
the following areas:

1. Reducing water consumption/reusing water.

2. Reclamation/safe discharge of water.

3. Replenishing water.

4. Supporting studies devoted to preserving and im-
proving water basins.

5. Supporting studies that raise the awareness of 
consumers, public institutions and non-governmen-
tal organizations.

2012 Goals

• We aim to reduce per-product water consumption 
rate to 1.40 L/L in Turkey, to 1.85 L/L in Jordan, 1.78 L/L 
in Azerbaijan, and 1.65 L/L in Kazakhstan. 

• We aim to achieve a savings of 70,000 tons of wa-
ter by reclaiming cleaning water in the Izmir plant.

• We aim to reduce 3,150 m3 of water by using per-
oxide water discharged from tetra lines for cleaning 
in the Mersin plant.

• We aim for a total reduction of 25,000 m3 water 
consumption in our Kazakhstan, Jordan, and Azer-
baijan plants with the application of a dry belt slider, 
with the use of sampling water analyzed in garden 
irrigation, with optimization projects of water used in 
reverse osmosis in Azerbaijan and with rinsing water 
in our Jordan plant.

Progress

• We reduced the water consumption rate to 1.39 L/L 
as a result of water minimization projects performed 
in all the plants in Turkey. We did not achieve our 
targets in Azerbaijan due to the installation of new 
hot lines. In Kazakhstan; we could not achieve the 
target due to the installation of new non-returnable 
glass bottle line. 

• We achieved 25,000 m3 of water saving as of mid-
year in our Izmir plant. For the following years we are 
expecting 50,000 m3 of annual water saving.

• We drew 3,150 m3 less water from underground 
wells by reusing very low concentration-peroxide 
water that results from Tetrapak filling processes in 
the Mersin plant.

• We saved a total of 22,504 m3 of water in our Ka-
zakhstan, Jordan, and Azerbaijan plants with the ap-
plication of a dry belt slider, use of sampling water 
analyzed in garden irrigation, optimization projects 
of water used in reverse osmosis in Azerbaijan, and 
rinsing water in our Jordan plant.

2013 Goals

• We aim to save 12,000 m3 of water with the use 
of wastewater discharge after treatment as non-con-
tact water in cooling towers of HP compressors and 
preform injection machine in the Ankara plant.

• We aim to save 30,000 m3 of water with the reuse of 
reverse osmosis reject and sanitation final rinse water 
after treatment by reverse osmosis in the Ankara plant.

• We aim to achieve a water consumption ratio of 
1.39 L/L in Turkey, 1.85 L/L in Jordan, 1.90 L/L in Azer-
baijan and 1.70 L/L in Kazakhstan.

Azerbaijan Plant
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Reducing Water Consumption

Our efforts for reducing water consumption go hand 
in hand with our practices towards OE. As our busi-
ness grows bigger, our production volume increases. 
In order to set measurable objectives, we attempt to 
reduce the amount of water used for every one liter 
of product and to develop practices in line with this 
aim. We monitor our water consumption ratio in each 
country where we operate and aim to spread suc-
cessful practices throughout our production chain. 

How Much Water Do We Use?
 
Because water is the main ingredient in our bever-
ages, we use water resources significantly in the re-
gions where our plants are located.

CCI Turkey Operation  
Water Use Comparison  
(billion m3/year)

Total  
    Usable  
        Water

112

Agrıcultural 
   usage

32

Drınkıng  
usage

7

CCI usage

0.0039

ındustrıal 
   usage

5
* From Beverage Industry Environmental Roundtable; “Water Use 
Benchmarking in the Beverage Industry Trends and Observations 
2012”

Water Use Ratio 
Benchmark by 2012 (L/L)

Coca - Cola System 2012

Beverage Industry*

Turkey

Azerbaijan

Kazakhstan

Jordan

2.12

2.16

1.39

1.90

1.76

2.06

0

0.
5 1

1.
5 2

2.
5

In Turkey, the amount of annual total usable water is 
112 billion m3, where agricultural use for irrigation is 
32 billion m3, drinking and usage is 7 billion m3 and 
industrial usage is 5 billion m3.  CCI’s Turkey oper-
ations account for  0.078% of total industrial water 
usage.
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Turkey Kazakhstan Jordan Azerbaijan

1.39
1.70
1.85
1.90

Water Use Ratio (L/L)

1.74
1.39

2.10

1.76

2.10

1.90

3.44

2.06

Water consumption performance and improvements 
achieved in the water use ratios (L/L) between 2006 
and 2012 according to our operational sources are 
indicated in the chart below. 

2006-2012 Trend of  
Water Use Ratio (L/L) 

20122006

Turkey

Azerbaijan

Kazakhstan

Jordan

1.39

1.90

1.76

2.06

1.74

2.10

2.10

3.44

In Turkey, we reduced the 

average amount of water used 

to produce one liter of product to 1.39 

L/L in 2012. We have reduced this ratio 

by 20.11% over the past seven years 

as a result of our efficiency projects. 

Moreover, in August 2012, the Izmir 

plant reached a monthly average 

water usage ratio of  1.01 L/L, the lowest 

ever recorded among all sparkling 

beverage production plants within the  

Coca-Cola system. For all of 2012, the 

Izmir plant’s average water usage 

ratio was recorded as 1.19 L/L.  In line 

with TCCC’s 2020 goal to improve 

water efficiency by 25%, we will 

continue to improve our water use 

efficiency per liter of product produced 

through operational advancements 

throughout all CCI operations.

In 2012, we continued to reduce water consump-
tion with several projects. In our Mersin Plant, we 
achieved an annual saving of 30,350 m3 of water by 
implementing a returnable bottle (RB) line filling vac-
uum pump, Ammonia cooling tower and RB Line Wa-
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Well Water Use - KL Wastewater Discharged to Natural Body Water - m3

Municipality Water Use - KL Wastewater Discharged to On Site WWTP - m3

Surface Water Use - KL Wastewater Discharged to Local WWTP - m3

Total Water Use by Sources (%)*

Wastewater Management  
and Reclamation

“Zero wastewater generation” and “reclamation” are 
concepts that define our wastewater management 
approach. In addition to complying with the local laws 
that regulate wastewater treatment and discharge in 
all the countries in which we operate, we also act 
in accordance with TCCC’s standards that determine 
the wastewater limits for bottler operations. We mon-
itor our wastewater parameters with periodical anal-
ysis and reduce our environmental impact via treat-

ing wastewater before discharge. 

91.3

8.6

36.38

63

0.1
0.62

*A total of  5,193,888 m3 water was used in the Turkey, Azerbaijan, 
Kazakhstan and Jordan operations in 2012.

* During 2012 a total of 1,590,281 m3 of water was treated and 
discharged in our Turkey, Azerbaijan, Kazakhstan and Jordan op-
erations.

Total Water Consumption (m3)

Wastewater Treatment Channels

Turkey

Azerbaijan

Kazakhstan 

Jordan

3,850,537

306,059

510,591

137,847

3,914,531

412,162

706,955

160,240

20
11

20
12

ter Minimization projects. In our Köyce¤iz plant, an 
annual water savings of 405 m3 was achieved with a 
line water minimization project. In our Multan plant, 
we achieved 20,990 m3 annual savings of water by 
using spray jets in bottle washers and variable speed 
drives on both washers and CIP optimization proj-
ects. With the water reduction project employed in 
our Faisalabad plant, we achieved an annual water 
savings of 1,359 m3. 

The following projects were implemented within the 
scope of OE to result in a total savings of 22,504 m3 
of water: 

• Kazakhstan’s “Activated Backwash Water Use in 
Cooling Towers,” “Sand Filters Backwash Water Used 
in Cooling Towers,” “Hot Fill Rinser Water in Cooling 
Towers,” “Sampling Water Used For Gardening," “Dry 
Conveyor Lubrication at Line 1-3”

• Azerbaijan’s “Optimization of Water Usage During 
Reverse Osmosis System Work” 

• Jordan’s “Use of Backwash Rinse Water,” “Caustic 
Soda Collecting Tank,” ”Reuse of CIP Final Rinse Water” 
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Turkey Kazakhstan Jordan Azerbaijan

Water Discharge between 2006 and 2012 (L/L)

0.39 0.39

1.16

0.52
0.87 0.95

2.43

1.02

2012 Turkey Wastewater  
COD Values in the WWTP  
Effluent* (mg/L)  

Ankara

Mersin

Çorlu

Sapanca

‹zmir

Köyce¤iz

47

25

60

65

90

22

0 50 10
0

15
0

20
0

LEGAL COD LIMIT: 160 mg/L

* Wastewater in our Bursa and Elazı¤ plants is treated in central 
wastewater treatment plants (WWTP) in industrial zones.

In line with our OE objectives, we develop projects for 
our production chain that will reduce the wastewa-
ter generated as a result of our activities. Moreover, 
we aim to increase our water use efficiency as well 
as our wastewater reclamation rates. Following are 
some examples of energy efficiency projects imple-
mented during 2012:

• In the Mersin plant, by reusing low concentration 
peroxide water for non-potable purposes and recov-
ering water from inline turbidity and chlorine mea-
surement devices, we reclaimed a total of 8,680 m3 
of water.  

• In the Çorlu plant, by reusing discharge water from 
reverse osmosis and active carbon after filtration, we 
reclaimed 30,000 m3 of water. By reusing rinse wa-
ter for PET and HOD lines we reclaimed 1,700 m3 of 
water. 

• In the Ankara plant, reusing reverse osmosis reject 
and sanitation final rinse water after treatment re-
sulted in 3,872 m3 of water reclaimed in 2012. 

• In the Multan plant, reusing final rinse water for 
floor washing and reusing raw water from heat ex-
changers to the main reservoir resulted in an annual 
saving of 4,324 m3 of water. 

• In the Faisalabad Plant, by the automation of water 
jet in washers we reclaimed 1,820 m3 of water. 

• In the Gujranwala Plant, reusing treated waste-
water as irrigation water and reusing carbon fil-
tered-backwash water we reclaimed a total 1,500 m3 
of water in 2012. 

• Finally, in the Burundai plant, with activated carbon 
filters, backwash water usage and dry conveyor lu-
brication implementations, we reclaimed 11,648 m3 
of water. 

Preserving Water Resources

As we support TCCC’s ultimate goal of "expanding 
our water conservation efforts and help ensuring 
healthy, resilient freshwater systems,” we make eval-
uations on the impacts of our operations on water 
resources, take necessary precautions and actions, 
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support these evaluations with our environmental 
management practices, and act in line with the ex-
pectations of our stakeholders. 

To make evaluations on preserving water resources, 
we employ Source Vulnerability Assessment (SVA) 
Studies as a major tool. The aim of the SVA Study 
is to determine present and future risks on the wa-
ter resources of all CCI plants. Within the scope of 
SVA studies, basins and sub-basins were analyzed 
in 5 km-areas surrounding our plants. These studies 
are also crucial for us as natural life and bio-diversity 
around water resources become affected. 

Comprehensive studies have been carried out which 
include the topographical, geological, hydro geolog-
ical and hydrological assessment of the study areas 
as well as identification of any risks to the sustain-
ability of water resources within the areas of study. 
With SVA studies, we also aim to disseminate infor-
mation on water resources, ensure future needs for 
resource management, employ sensitivity assess-
ments and develop remediation plans to take neces-
sary precautions.

SVA studies include processes such as field surveys, 
interviews with plant authorities or site representa-
tives, local and national authorities as well as desk-
top studies. We evaluate the results of these studies 
with “Source Water Protection Plan” and take action 
on a plant basis. 

As of 31 December 2012, SVA Studies were completed 
at Ankara, Çorlu, Izmir, Mersin, Elazı¤, Bursa, Mah-
mudiye and Köyce¤iz plants in Turkey, at the Baku 
plant in Azerbaijan, at the Lahore, RYK, Karachi, Fais-
alabad, Multan and Gujranwala plants in Pakistan, at 
the Almaty plant in Kazakhstan, and at the Amman 
plant in Jordan.  

In line with the information gathered as a result of the 
assessment studies, various practices were conduct-
ed to avoid contamination, to prevent water quali-
ty decrease arising out of pesticides contamination, 
and to foster water usage minimization and recy-
cling. Other studies held in the light of assessments 
were searching for alternative water resources, en-
suring business continuity, improving the knowledge 
level of employees, and explaining water policy and 
facts of Coca-Cola system to the community.

We conduct SVA studies to understand 

the primary water risks we face in 

the communities we operate.  We 

implement source water protection 

plans which address critical water 

challenges at a watershed level, 

from hydrological vulnerabilities to 

local authority management.  As 

an example, our Çorlu Plant’s 2012 

water consumption is 769,540 m3 

which corresponds to 0.33% of 232 

million m3, the annual industrial water 

consumption in the Ergene watershed.

Industrial 
Water Usage

CCI Çorlu  
Plant's Usage 
2012

232

0.769

In line with its strategy to replenish every drop of water used, TCCC has set a goal for 2020: 

Using global water management studies as a guide, the company aims to return treated 

water from its manufacturing processes back to the environment at a level that supports 

aquatic life, and it aims to replenish the water used in its finished beverage products by 

continuing its community water projects with partners in more than 100 countries. 

To date, Coca-Cola’s replenishment work has balanced an estimated 52 percent of product 

volume, with a total of 653 million liters of water being replenished as a result of these projects. 

Of the 468 projects, six were realized in Turkey. R
eplenis
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SUSTAINABLE 
PACKAGING

Packaging is an essential part of our business. At the 
same time, it forms a significant part of our environ-
mental footprint. Continuously reducing the materials 
used in packaging and the energy consumed in the 
process makes good business sense and is crucial 
for establishing a sustainable operation.

While the safety and quality of our products remain 
as the most significant aspects of our packaging op-
erations, we develop practices that will reduce our 
environmental impact arising from these operations. 
Three fundamental principles define our approach to 
sustainable packaging:

• Continuously reducing the material amount and 
energy used in package manufacturing and using 
recycled materials as much as food safety principles 
and technology allow.

• Reducing material use and increasing reuse and 
recycle rates in our operations.

• Working together with stakeholders in order to es-
tablish an environmentally friendly and economically 
sustainable infrastructure for post-consumer pack-
aging recovery and recycling.

2012 Goals

• We aimed to increase total waste recycling rate to:

• 95% in the Turkey operation

• 89% in the Jordan operation

• 90% in the Kazakhstan operation

• 94% in the Azerbaijan operation

• We aimed to increase the recycling rate of packag-
ing waste to 40% in the Turkey operation.

• We aimed to spread ‘’Lightweight’’ implementa-
tions throughout our all country operations.

• We aimed to use 24.5 g of material instead of 29.9 
g in 1.5 L PET bottles, 10.5 g of material instead of 14.9 
g in 500 ml PET bottles, and 10.5 g of material instead 
of 12.5 g in 330 ml PET bottles.

• We aimed to reuse 87 tons of waste in our Bursa 
plant as part of the pallet reuse project.

Progress

• We managed to achieve a total waste recycling rate 
of 96% in Turkey, 99% in Jordan, 89.5% in Kazakh-
stan and 93% in Azerbaijan. In Jordan, an unexpected 
amount of scrap returnable bottles was disposed of in 
2012, and since these bottles are very heavy, the total 

Jordan Plant

NRPET Sustainability  
Strategies

REDUCE PET Lightweight

Bottle to Bottle

Plant Bottle

Post Consumed 
Material Collection

REUSE

RECYCLE

RENEW
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waste recycling rate increased to 99%.  This situation 
was unusual so we did not change our 2013 target.

• We managed to increase the recycling rate of pack-
aging waste to 40% in Turkey.

• We deployed ‘’Lightweight’’ implementations in Ka-
zakhstan. We began implementations in Azerbaijan 
and planned implementations for Jordan in 2015.

• We achieved 24.5 g of material usage instead of 
29.9 g in 1.5 L PET bottles, 10.5 g of material instead 
of 14.9 g in 500 ml PET bottles, and 10.5 g of material 
instead of 12.5 g in 330 ml PET bottles.

• We managed to reuse 87 tons of waste in Bursa 
plant as a part of the pallet reuse project.

2013 Goals

 
• We aim to reduce cap weight from 3.25 g to 2.45 
g by short neck bottle cap replacement incarbonated 
drinks in Turkey and in carbonated drinks, carbon-
ated water and still water in Kazakhstan. With these 
projects, we aim to save 785 tons of resin in Turkey 
and 270 tons in Kazakhstan. 

• We aim to start a short neck project in Pakistan and 
Azerbaijan in 2013 and in Jordan in 2015.

• We aim to use 9.4 g of material instead of 10.5 g in 
Damla330 ml bottles. With this project we aim to save 
20 tons of material.

• We plan to deploy returnable bottle implementa-
tions (for example, RB 300ml) and we aim to change 
consumer and customer behavior to prefer return-
able products. 

Reducing Material Usage in 
Product Packaging

In line with our strategy of reducing the amount of 
raw materials used in packaging, we continued our 
studies of usage of “Lightweight” PET bottles.  We 
saved 2,289 tons of resin by implementing this proj-
ect in the Turkey operation.

In 2012, we achieved a resin savings in PET bottles 
by reducing the material content from 54.1 to 52.88 g 
and 48 to 46 g in Ankara, from 52.8 g to 51.5 g in Çor-
lu and from 29.9 g to 24.5 g in Mahmudiye plants. In 
the Ankara and Çorlu plants we reduced the weight 
of the body and base of the bottle, while we imple-
mented bottle design change and short neck in Mah-
mudiye. We also recycled 430 tons of resin in Çorlu 
and Mahmudiye.

 
In addition to the above savings, in our Turkey opera-
tion we plan to save 1,915 tons of material in 2013 by 
implementing “Lightweight” and “Short neck” projects.

From 48 to 46 gr Ankara 

From 48 to 46 gr Çorlu 

From 14,9 to 10,5 gr Çorlu

From 29.9 to 24.5 gr Çorlu

From 54.1 to 52.8 gr Ankara 

From 52.8 to 51.5 gr Çorlu

Recycle Çorlu

TOTAL

PET BOTTLE

85

113

1,469

261

95

97

169

2,289

Sa
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(Tt
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 Kazakhstan Plant
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Short Neck Project

Within the scope of short neck projects, we aim to 
decrease the pitch and height of PET bottles in order 
to in such a way that  enhances product quality and 
shelf life while simultaneously minimizing resin use. 

Our first short neck test project was actualized in 
2008. In our Izmir plant, we tested the short neck 
project with our bulkiest product. Following the trial 
process, we began production with some different 
bottle types. At the end of 2012, we implemented 
short neck in Kazakhstan. In 2013, we aim to imple-
ment short neck operations in other CCI countries. 

With short neck production of “Bonaqua” in Kazakh-
stan, we reduced the amount of resin used in the pro-
duction process from 24.5 g to 20.5 g, from 34.5 g to 
30 g and from 48.8 g to 40 g and we achieved a total 
reduction of 136.2 tons of resin used in PET in 2012. 

From January 2013 until December 2013, we aim to 
achieve an average savings of resin of 1,445 tons 
in Kazakhstan and 1,975 tons in Turkey by reduc-
ing the weight of lids from 3.25 g to 2.45 g. In ad-
dition toshort neck projects, further improvements 
are planned to minimize our environmental impacts. 
These include reducing the thickness of crown lids in 
Turkey and Pakistan, using Euro pallets, and reduc-
ing the resin weight from 1,800 g to 1,565 g with the 
design change of the glass bottles pallets.

96

90
90

9391.26
94.4

76
74.3

96
99

89.5
93

Turkey Kazakhstan Jordan Azerbaijan

Total Waste Recycling Rate Between 2005 and 2012 (%)

Total Waste Ratio 2006 to 2012 (g/L)*

Turkey Kazakhstan Jordan Azerbaijan

3.75

13

1.10
1.75

3.74 3.82

0.65

63.43

4.14

1.75

15.72

1.08

*Our Jordan plant sold a large amount of glass and plastic crates in 2012 (4,180 tons of glass and 0.487 tonsof plastic). The selling of such 
high amounts for recycling lead to the recycle ratio being above target; instead of 89%, it was 99%, and at the same time it affected the 
amount of total solid waste generated, which was 63.43 g/L instead of the 11 g/L planned.
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Glass Bottle Implementations 

In 2012, we continued the ”Ultra Bottle” project that 
was initiated in 2010 with the purpose of reducing 
the consumption of glass materials and achieved a 
total savings of 822 tons of glass in our Turkey oper-
ations. We reduced the weight of 250 ml Coca-Cola 
and Schweppes glass bottles from 180 g to 165 g. In 
2013, we will continue improvements by implement-
ing these projects in all of our operations. 

Packaging Innovation 

In addition to our lightweight and short neck prac-
tices, we continue to implement new design and 
development projects in partnership with TCCC to 
reduce environmental impacts of our product pack-
aging.  One such example of alternative sustainable 
packaging is the PlantBottle,TM the first ever recycla-
ble PET plastic beverage bottle made partially from 
plants, now in production in our Turkey operations.
The key difference between plant bottle packaging 
and traditional PET plastic bottles is that instead of 
using petroleum and other fossil fuels to produce a 
key ingredient in the plastic, PlantBottle packaging 
uses materials that are up to 30% plant-based. 

Currently, PlantBottle production is at trial phase in 
Turkey operation. Our vision is to eliminate petro-
chemical-based materials in our product packaging 
in line with TCCC’s goal. For more information on 
PlantBottle you can refer to The Coca-Cola Compa-
ny’s Sustainability Report: 
www.coca-colacompany.com/sustainabilityreport

 

Recycling of Product Packages

CCI’s efforts to minimize its environmental impact in 
terms of packaging processes include several imple-
mentations such as increasing material recycling ra-
tio, encouraging the use of bottles with a refundable 
deposit, and helping authorized business partners 
collect packaging waste. Since packaging waste is 
one of the key components of the general waste per-
formance at CCI, we give particular importance to re-
lated implementations. 

In Turkey, there is legislation mandating packaging 
recycling. The system in Turkey is based on a concept 
of extended producer's liability. During the reporting 
period, the recycling rate in Turkey for plastics, glass, 
metal and aluminum packaging waste was 40%. We 
achieved this rate with the help of our authorized 
business partner, Çevko Foundation.

In 2013, we formed a cross-functional CCI Recycling 
Task Force with an aim of identifying CCI’s long-term 
recycling strategy especially for the international 
operations where there is no organized recycling 
schemes.

250 ml  
Schweppes 

250 ml 
Coca-Cola
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Performance Indicators

Sales Volume (million unit cases)

Net Sales (million TL)

EBIT (million TL)

EBIT Margin

EBITDA (million TL)

EBITDA Margin

Net Income (million TL)

Net Income Margin (%)

Earnings per Share (TL)

Total Equity (million TL)

Total Assets (million TL)

Net Debt (million TL)

Corporate Governance Rating

Foreign Currency Senior Unsecured

Rating and IDR

Local Currency Senior Unsecured

Rating and IDR

533.4

2,258.10

259.6

11.5

375.3

16.6

81.4

3.6

0.0032

1,108.20

2,447.30

774.6

-

BB, Stable

Outlook

BBB, Negative

Outlook

586.5

2,407.50

236.5

9.8

368.7

15.3

169.6

7

0.0067

1,269.90

2,863.60

704.1

8.3

BBB(-), Stable

Outlook

BBB, Stable

Outlook

665.4

2,753.20

271.8

9.9

435

15.8

197.7

7.2

0.0078

1,435.00

3,014.00

646.8

8.43

BBB(-), Stable

Outlook

BBB, Stable

Outlook

761.7

3,408.60

328.3

9.6

486.9

14.3

140.3

4.1

0.0055

1,670.10

3,787.60

1,108.00

8.5

BBB(-), Stable

Outlook

BBB, Stable

Outlook

850.5

4,132.40

474.2

11.5

685.5

16.6

380.1

9.2

0.0149

1,914.10

4,266.40

1,069.00

8.88

BBB, Stable

Outlook

BBB, Stable

Outlook

ECONOMIC AND CORPORATE GOVERNANCE PERFORMANCE INDICATORS*

2008 2009 2010 2011 2012

Turkey

Jordan 

Kazakhstan

Azerbaijan

Lost Time  
Incident Rate  (LTIR**) 

2.42

39

2

2

2008

0.9

24

0

0

2009

1.01

11

0.3 

1

2010

1.42

4.8

0

0

2011

 1.16

 2.41

 0.60

 0.58

2012
Target

 0.90

2.28

0.49

0.39

2012

0.73

2

0.35

0.4

2013
Target

*As the economic section is from the financial accounts, it is based on consolidation of all operating countries.

**2008-2011 indicators were calculated based on employees working in the plants. 2012 indicators cover all employees.

Turkey

Jordan 

Kazakhstan

Azerbaijan

Lost Time Incident  
Severity Rate (LTISR)** 

15.49

25.68

58.58

4.97

2008

6.61

31.82

-

-

2009

9.62

18.37

-

2.13

2010

17.64

74.24

0

0

2011

 8.00

 33.67

 5.37

 5.26

2012
Target

7.84

44.9

8.34

4.05

2012

 6.06

 33.64

 6.26

 3.60

2013
Target

SOCIAL INDICATORS
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Turkey

Jordan 

Kazakhstan

Azerbaijan

Number of Days Lost 
Due to Accident**

250

190

136

14

2008

264

197

0

0

2009

391

67

0

9

2010

823

340

0

0

2011

400

168

36

27

2012
Target

444

276

25

43

2012

Turkey

Jordan 

Kazakhstan

Azerbaijan

Total Hours Worked

3,228,118

1,479,616

951,810

562,880

2008

8,181,012

1,238,040

596,192

543,360

2009

10,324,726

971,008

1,363,127

843,520

2010

9,405,144

915,899

1,231,340

929,920

2011

11,324,725

1,229,530

1,235,658

1,030,720

2012

Turkey

Jordan 

Kazakhstan

Azerbaijan

Employees Covered Under  
Collective Bargaining Agreement

508

2008

482

2009

525

0

0

0

2010

328

0

0

0

2011

31

0

679

0

2012

Turkey

Jordan 

Kazakhstan

Azerbaijan

Ratio of Employees Covered 
Under Collective Bargaining 

Agreement to All Employees (%)

47.61

2008

41.33

2009

40.57

0

0

0

2010

30

0

0

0

2011

3.4

0

99.9

0

2012

Turkey

Jordan 

Kazakhstan

Azerbaijan

11,324,725

1,229,530

1,235,658

1,030,720

Total  
Hours 
Worked

Number of 
Days Lost 
Due to  
Accident

Crashes 
Rate per 
100  
Vehicles

Absent 
Days

Absentee 
Rate

Crashes
LTI

51

14

3

2

444

276

25

43

15.33

28.6

1.47

13.7

0.9

2.28

0.49

0.39

LTIR 

7.84

44.9

4.05

8.34

LTISR 

6,529

2,350

1,348

1,116

0.43%

1.43%

0.82%

0.81%

250

50

5

22

2012 Health & Safety Data

Performance Indicators
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Turkey

Jordan 

Kazakhstan

Azerbaijan

Total Training Hours 2008

76,851

15,665

2,674

581

2009

39,237

9,468

8,816

722

2010

97,896

4,685

7,959

2,799

2011

32,550

13,681

9,251

5,574

2012

Turkey

Jordan 

Kazakhstan

Azerbaijan

Turkey

Jordan 

Kazakhstan

Azerbaijan

Training at  
CCI in 2012

Employee Turnover Percentage (%)  
and (Number) by Gender 

Permanent 
Temporary 
Contractor

Permanent 
Temporary 
Contractor

Permanent 
Temporary 
Contractor

Permanent 
Temporary 
Contractor

Male  
Female 

Male 
Female

Male 
Female

Male 
Female

32,550 
NA 
NA

13,113 
558 
10

9,251 
NA  
NA

2,838 
NA  
2,736

1,938 
NA 
NA

376 
31 
10

680 
NA 
NA

320 
NA 
228

11.4% (275) 
14.1% (52)

31.7% (113) 
13.3% (2)

16.9% (85) 
10.3% (10)

8.1% (19) 
12.1% (4)

16.8 
NA 
NA

34.88 
18 
1 

13.6 
NA 
NA

8.87 
NA 
12

11.2% (269) 
14.8% (56)

21.5% (84) 
17.7% (3)

9.3% (54) 
14.9% (16)

8.5% (24) 
18.9% (7)

Employment Type Total Training 
Hours 

Number of  
Employees Trained

2011

Per-employee 
Training Hours 

2012

EMPLOYEE INDICATORS
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Turkey

Jordan 

Kazakhstan

Azerbaijan

Employee  
Breakdown  

in 2012

Blue Collar 
White Collar 
Permanent  
Temporary

Blue Collar 
White Collar 
Permanent  
Temporary

Blue Collar 
White Collar 
Permanent  
Temporary

Blue Collar 
White Collar 
Permanent  
Temporary

883 
1,532 
2,390 
25

191 
199 
384 
6

261 
312 
573 
9

172 
110 
282 
0

11 
396 
404 
3

0 
17 
17 
0

3 
104 
107 
0

4 
33 
37 
0

98.77 
79.46 
85.54 
89.29

100 
92.13 
95.76 
100

98.86 
75 
84.26 
100

97.73 
76.92 
88.4 
0

1.23 
20.54 
14.46 
10.71

0 
7.87 
4.24 
0

1.14 
25 
15.74 
0

2.27 
23.08 
11.6 
0

894 
1,928 
2,794 
28

191 
216 
401 
6

264 
416 
680 
9

176 
143 
319 
0

Employee  
Category

 
Male

 
Female

 
Male (%)

 
Female (%)

Total Number  
of Employees

Turkey

Jordan 

Kazakhstan

Azerbaijan

Employee Turnover  
Percentage by Age (%)

2011	  
2012 

2011	  
2012 

2011	  
2012 

2011	  
2012 

57.8 
45.2

62.6 
77

54.25 
63

65 
77.4

36.7 
34.2

27 
14.95

32.98 
27

31 
12.9

4.9 
17.2

10.4 
8.05

7.45 
6

4 
9.7

0.6 
3.1

0 
0

4.26 
0

0 
0

0 
0.3

0 
0

1.06 
4

0 
0

327 
325

115 
87

95 
70

23 
31

20-30 31-40 41-50 51-60
61 and 
older

Total 
Number

Turkey

Jordan 

Kazakhstan

Azerbaijan

Employee Turnover 
Percentage (%) and 
Number by Region

11.5%  (306)

32.7% (125)

21.4% (149)

5.9% (24)

2010

11.7% (327)

30% (115)

15.9% (95)

8.6% (23)

2011

11.6% (325)

21.4% (87)

10. 3% (70)

9.7% (31)

2012
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Turkey

Jordan 

Kazakhstan

Azerbaijan

Local  
Employment in 

International  
Operations (%)

2011  
2012 

2011  
2012 

2011  
2012 

2011  
2012 

9 
9

4 
4

3 
3

2 
2

10 
10

6 
6

8 
8

5 
5

1,957 
1,924

193 
210

361 
411

111 
140

863 
894

173 
189

234 
264

153 
176

1,957 
1,928

195 
216

365 
416

116 
143

863 
894

173 
191

234 
264

153 
176

90 
90

67 
67 

38 
38

40 
40

100 
99.8

99 
97.2

99 
98.8 

96 
97

100 
100

100 
98.9

100 
100

100 
100

Number  
of Local  
Employees in 
Management

Local Senior Management  
Employment Rate 

Local White Collar Employment  
Rate o (including senior management)

Local Blue Collar  
Employment Rate 

Number of 
Employees in  
Management

Number  
of Local  
White 
Collar

Number 
of Local 
Blue 
Collar 

Number  
of Total  
White 
Collar

Number 
of Total 
Blue 
Collar% % %

Turkey

Jordan 

Kazakhstan

Azerbaijan

Employee Breakdown  
by Seniority (%)

2011	  
2012 

2011	  
2012 

2011	  
2012 

2011	  
2012 

59 
56.84

56 
59.21

68 
60.59

68 
57.05

17.1 
21.29

14 
13.27

21 
27.94

13 
27.27

16.5 
13.43

22 
19.66

8 
5.735

18 
6.58

6.2 
6.84

8 
7.86

3 
5.735

1 
9.1

1.1 
1.56

0 
0

0 
0

0 
0

0.1 
0.04

0 
0

0 
0

0 
0

0-5 6-10 11-15 16-20 21-25 25+

Number of Years in Employment

Turkey

Jordan 

Kazakhstan

Azerbaijan

Distribution of Executive Employees in 
Governance Bodies by Age Group (%)

2011	  
2012 

2011	  
2012 

2011	  
2012 

2011	  
2012 

0 
0

0 
0

0 
4.35

10 
8.51

60 
80

0 
100

84 
78.26

82 
82.98

40 
20

0 
0

16 
17.39

8 
8.51

Under 30 30-50 Above 50
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Turkey

Jordan 

Kazakhstan

Azerbaijan

Turkey

Jordan 

Kazakhstan

Azerbaijan

Percentage of Female Executives in  
Senior Management (Reporting to CEO)

2012 Overtime Hours  
per Headcount*

2011	  
2012 

2011	  
2012 

2011	  
2012 

2011	  
2012 

185,715

4,798

18,506

9,054

10 
10

5 
5

7 
7

5 
5

3,021

436

771

361

30 
30

0 
0

29 
29

40 
40

61

11

24

25

Total  
Overtime Hours 

Total Number  
of Executives

Headcount

% Female  
Executives

Per-person  
Overtime Hours

Turkey

Jordan 

Kazakhstan

Azerbaijan

Employees Receiving  
Regular Performance and  

Career Development Reviews

1,928

365

254

309

396

15

66

37

1,532

350

188

272

79

96

74

88

21

4

26

12

Total  
Number Of  
Employees

Number  
Of Female  
Employees

Number  
Of Male  
Employees % Male% Female

*Headcount includes temporary employees.
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2012 Materials Used (tons)

Percentage of materials  
used that are recycled  

input materials (%)

43,252

292,123

25,373

857

4,964

51,085

24,349

4,436

8,308

7,020

9,339

6,626

30%

50%

235

7,265

993

65

104

1,175

6,850.53

None

123.17

 2,270    

1,006.37

383.5

10%

85%

100%

100%

33.3%

1,649

16,360

2,527

none

720

7,278

none

none

713

120

none

905

90%

80%

40%

2,755.14

37,926

3,494

77.815

1,305.71

13,245

2,169.05

712.252

1,414.80

248

289.759

1,387.09

12%

82%

90%

Turkey

Turkey

Jordan

Jordan

Azerbaijan

Azerbaijan

Kazakhstan

Kazakhstan

Concentrate

Sugar

CO
2

Crown 

Closure

Bottles, PET 

Glass

Tetrapak 

Carton (slip sheet & separator)

Wood (pallet)

Aluminium cans

Shrink & stretch

Bottles, PET 

Glass

Tetrapak 

Carton (slip sheet & seperator)

Wood (pallet)

Aluminium cans

Shrink & stretch

2012 ENVIRONMENTAL INDICATORS

Turkey

Method of  
Disposal

g 
g/L

9,821,663,800 
3.50

84,979,000 
0.03

474,469,180 
0.17

338,474,000 
0.12

0 
0.00

10,719,585,980* 
3.82*

Recycle Reuse Landfill Incineration Other Total

* These numbers have received limited assurance from the independent assurance firm EY.
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Turkey

Jordan 

Kazakhstan

Azerbaijan

2012 Amount of Waste (gr) and Total Waste Ratio (g/L)

g 
g/L

g 
g/L

g 
g/L

g 
g/L

10,719,585,980* 
3.82*

4,933,270,000* 
63.43*

705,342,000* 
1.75*

233,849,000* 
1.08*

Ankara

Çorlu

Mahmudiye

Mersin

‹zmir

Bursa

Köyce¤iz

Elazı¤

Turkey

Jordan

Kazakhstan

Azerbaijan

TOTAL

Water Consumption (m3)

584,978

895,729

78,943

608,172

509,275

568,837

0

0

3,245,934

257,077

211,975

346,623

4,061,609

565,119

739,249

301,460

545,796

521,647

704,806

0

0

3,378,077

231,106

384,835

344,830

4,338,848

469,378

657,401

288,171

496,171

484,356

795,202

16,654

208,558

3,415,891

155,040

344,497

302,263

4,217,691

508,865

675,480

285,313

560,964

481,424

729,862

61,477

255,064

3,558,449

140,904

422,064

305,164

4,426,581

505,700

752,059

325,179

528,157

520,208

777,493

131,451

310,290

3,850,537

137,847

510,591

306,059

4,805,034

531,408

769,540

343,885

500,958

453,647

806,628

176,829

331,636

3,914,531*

160,240*

706,955*

412,162*

5,193,888*

2007 2008 2009 2010 2011 2012

Turkey

Jordan

Kazakhstan

Azerbaijan

Turkey

Jordan

Kazakhstan

Azerbaijan

TOTAL

Water Use Ratio (L/L)

Total Water Recycled and Reused in 2012 (m3)

1.55

2.38

1.71

1.66

114,582

10,942

0

6,758

132,282 

1.46

1.89

2.34

1.97

1.50

1.82

1.86

2.03

1.42

1.97

1.75

1.73

1.42

2.00

1.70

1.74

1.39*

2.06*

1.76*

1.90*

2007 2008 2009 2010 2011 2012

* These numbers have received limited assurance from the independent assurance firm EY.
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Turkey

Jordan

Kazakhstan

Azerbaijan

Turkey

Jordan

Kazakhstan

Azerbaijan

Heavy Fuel Oil

Diesel

LPG

Natural Gas

Steam

TOTAL

 
Turkey

Heavy Fuel Oil

Diesel

LPG

Natural Gas

TOTAL

Jordan

Heavy Fuel Oil

Diesel

LPG

Natural Gas

TOTAL

Energy Use Ratio (MJ/L)

CO2 Emission Ratio (g/L)

Amount of Direct Energy  
Consumed by Primary  

Energy Sources (Million MJ)*,**

0.258

0.620

1.030

0.280

25.55

80.29

116.29

51.81

156.28

80.98

246.47

-

483.73 
 
 
 
17.23

5.55

76.37

161.8

260.95

 

0.00

34.87

0.00

0.00

34.87

0.233

0.570

0.520

0.280

27.53

57.24

89.85

62.13

36.41

142.02

69.22

286.79

-

534.44

0.28

20.75

58.6

167.48

247.11

 
0.00

30.42

0.01

0.00

30.43

0.234

0.517

0.330

0.270

28.97

64.06

68.15

60.51

8.63

58.48

71.4

210.62

-

349.13

0.00

4.24

53.87

153.38

211.49

 

0.00

16.87

10.24

0.00

27.11

0.223

0.505

0.309

0.228

28.95

72.44

56.90

53.54

6.40

69.84

73.21

186.31

-

335.76

0.00

5.36

57.55

141.05

203.96

 

0.00

23.56

7.56

0.00

31.12

0.255

0.455

0.333

0.222

30.10

56.03

49.46

49.44

8.29

14.79

79.61

232.73

49.48

384.9

0.00

5.57

62.91

232.73

301.21

 

0.00

7.81

4.74

0.00

12.55

0.257***

0.470***

0.278***

0.388***

28.52

55.31

41.07

62.55

1.30

16.97

80.74

284.57

46.56

430.14***

0.00

4.38

58.09

254.51

316.98***

 

0.00

12.59

3.53

0.00

16.12***

2007

2007

2007

2008

2008

2008

2009

2009

2009

2010

2010

2010

2011

2011

2011

2012

2012

2012

*Preform injection, CO2 production (and electricity manufacturing process only in Kazakhstan) are excluded in Turkey, Kazakhstan and 
Azerbaijan. ** Total energy consumption balances that received Limited Assurance from EY are 839,026,805 MJ in Turkey, 278,062,764 
MJ in Kazakhstan, 161,148,226 MJ in Azerbaijan and 36,516,916 MJ in Jordan. *** These numbers have received limited assurance from 

the independent assurance firm EY.
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Kazakhstan

Heavy Fuel Oil

Diesel

LPG

Natural Gas

Steam

TOTAL

Azerbaijan

Heavy Fuel Oil

Diesel

LPG

Natural Gas

TOTAL

Turkey

Jordan

Kazakhstan

Azerbaijan

TOTAL

Turkey

Jordan

Kazakhstan

Azerbaijan

TOTAL

Amount of Direct Energy  
Consumed by Primary  

Energy Sources (Million MJ)*,***

Indirect Energy  
Consumption (Purchased 

Power) (Million MJ)*,***

Direct (Scope 1) Emissions due 
to Stationary Combustion 

(Tons equivalent CO2)
**

0.00

73.82

4.61

84.67

-

163.1

8.08

42.04

0.00

0.00

50.12

324.51

31.75

34.77

51.86

442.89

14,363

2,455

9,745

3,553

30,116

25.32

48.84

7.72

119.31

-

201.19

10.81

42.01

2.89

0.00

55.71

413.81

28.3

57.39

52.72

552.22

13,418

2,142

11,781

3,924

31,265

0.00

1.84

5.64

57.24

-

64.72

8.63

35.53

1.65

0.00

45.81

403.28

22.4

38.7

47.8

512.18

11,242

1,796

3,355

3,234

19,627

0.00

1.71

6.48

45.26

-

53.45

6.4

39.21

1.62

0.00

47.23

353.97

18.79

46.44

52.02

471.22

10,918

2,108

2,790

3,327

19,143

0.00

0.00

10.07

0.00

49.48

59.55

8.29

1.41

1.89

0.00

11.59

390.93

18.77

40.61

27.4

477.71

16,764

832

6,478

3,020

27,094

0.00

0.00

13.33

0.00

46.56

59.89****

1.30

0.00

5.79

30.06

37.15****

 

403.93****

20.39****

52.16****

46.79****

523.27****

18,309*

1,099

7,598

5,319

32,325

2007

2007

2007

2008

2008

2008

2009

2009

2009

2010

2010

2010

2011

2011

2011

2012

2012

2012

*: Preform injection, CO2 production (and electricity manufacturing process in Kazakhstan) are excluded.

* 2012 Turkey Figure includes greenhouse gas emissions (CO2e) of stationary combustion of manufacturing, sales and operations. 
2007-2011 figures include CO2 gas emissions of stationary combustion only manufacturing operations. 2012 figure was verified by SGS 
according to ISO 14064-3 standard. **:CO2 emissions of all production processed are included. ***Total energy consumption balances 

that received Limited Assurance from EY are 839,026,805 MJ in Turkey, 278,062,764 MJ in Kazakhstan, 161,148,226 MJ in Azerbaijan 
and 36,516,916 MJ in Jordan. **** These numbers have received limited assurance from the independent assurance firm EY.
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Turkey

Jordan

Kazakhstan

Azerbaijan

TOTAL

Turkey

Jordan

Kazakhstan

Azerbaijan

TOTAL

Stationary Combustion

Mobile Combustion (Fleet and transportation)

Electricity

Leaks of CO
2
 Manufacturing Processes

Leaks of Coolers and Heating/Cooling Systems

Leaks of CO
2
 Fire Extinguishers

TOTAL
 

TOTAL

Indirect Emissions 
(Tons equivalent CO2)**

Direct (Scope 1)  
Emissions due to Mobile  
Combustion (Fuel Used) 
(Tons equivalent CO2)**

Direct (Scope1) and Indirect (Scope2)  
Emissions of Turkey Operations* (ton CO2e)

39,017

6,201

10,980

7,273

63,471

33,109

N/A

1,938

799

35,846

18,309

11,661

8,935

10,538

0.734

49,443.7

113,655.7

64,212

64,212

50,372

4,824

8,290

6,934

70,420

41,522

N/A

1,954

445

43,921

53,570

3,656

5,149

5,791

68,166

34,528

382

1,241

1,074

37,225

61,557

3,074

8,114

6,136

78,881

38,205

1,959

1,486

1,092

42,742

64,923

3,027

8,384

5,671

82,005

32,319

1,875

1,095

1,400

36,689

64,212

3,203

8,929

8,319

84,663 

11,661*

774

678

1,135

14,248

2007

2007

Scope1 (ton CO2e) Scope2 (ton CO2e)

2008

2008

2009

2009

2010

2010

2011

2011

2012

2012

* 2007-2011 figures include only manufacturing operations. 2012 Turkey figure was verified by SGS according to ISO 14064-3 standard 
and includes manufacturing, sales and distribution operations. **: CO2 emissions of all production processed are included.

* 2012 Turkey figure includes greenhouse gas emissions (CO2e) of mobile combustion distribution, transportation and fleet of CCI Turkey 
manufacturing and sales operations. 2007-2011 figures of country operations include 3rd party fleet CO2 emissions additionally.  

**: CO2 emissions of all production processed are included.

* Above figures include greenhouse gas emissions (CO2e) of CCI Turkey manufacturing, sales and distribution operations, which were 
verified by SGS according to ISO 14064-3 standard. 
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Turkey

Jordan

Kazakhstan

Azerbaijan

TOTAL

Turkey

Jordan

Kazakhstan

Azerbaijan

TOTAL

Turkey

Jordan

Kazakhstan

Azerbaijan

Ankara

Çorlu

Mahmudiye

Mersin

‹zmir

Bursa

Köyce¤iz

Elazı¤

Turkey

Jordan

Kazakhstan

Azerbaijan

TOTAL

Cooler Emissions (Electricity Used)  
(Tons equivalent CO2)

Electricity Cooler Emissions 
(Electricity Used) (kWh) 

CO2 Conversion Factors (kg CO2)  
emissions produced by 1 kWh electricity 

Environmental  Expenditures/Investments  
(USD)

263,997

21,446

29,928

7,163

322,534

552,052,501

36,500,000

62,478,875

16,425,000

667,456,376

0.4799290

0.580548

0.4800584

0.4434248

125,000

90,000

1,900

22,500

303,261

84,241

10,945

14,278

652,125

9,155

31,722

4,000

697,002

0.445025*

0.5655062*

0.3853109*

0.3927976*

-7.27

-2.59

-19.74

-11.42

582,619,602

38,325,000

67,470,250

21,900,000

710,314,852

634,217,549

39,306,850

73,051,992

20,184,500

766,760,891

760,363,551

36,269,503

81,536,529

24,509,750

902,679,333

288,559

22,572

29,611

9,121

349,863

304,379

22,820

35,069

8,950

371,218

338,381

20,511

31,417

9,627

399,936

2009

2009

2011

2012

2012 Change %

2010 2011 2012

2010 2011 2012

* Data taken from International Energy Agency 2010 CO2 emissions from fossil fuels consumed for electricity, combined heat and power 
and main activity heat plants divided by the output of electricity and heat generated.
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2020 Vision: The structure for the Coca-Cola Sys-
tem’s sustainability targets and approach.

AA1000 Standards: A series that was developed 
in 1999 by AccountAbility, a global, not-for-profit 
self-managed partnership which provides a frame-
work to help organizations build their accountabil-
ity and social responsibility through quality social 
and ethical accounting, auditing, and reporting. 
http://www.accountability21.net

AA1000SES AA1000 Stakeholder Engagement Stan-
dard: A principles-based, open source framework 
stakeholder engagement standard developed by Ac-
countAbility for designing, implementing, evaluating, 
and assuring the quality of stakeholder engagement.

Absent Days: Number of days of absence.

Accountability Rating: Established by the CSR 
Consulting Network and AccountAbility, this is a 
measurement tool companies use to calculate their 
economic, social, and environmental impact and 
how responsibly they maintain their activities. Aege-
an Region Chamber of Industry (EBSO): Established 
in 1954, EBSO is the first and the only regional cham-
ber in its region and is active in 67 different industri-
al branches with a total active membership of 4,800 
companies.

Anadolu Vakfı Anatolian Foundation: An organiza-
tion that invests in areas related to community health 
and education. The foundation was established 25 
years ago in Turkey and has completed more than 40 
projects to date including hospitals, health centers, 
schools, student dormitories, and sports complexes.

BASIS Beverage Advanced Standard Information Sys-
tem: A sales accounting software used by a great 
number of Coca-Cola bottlers throughout the world.

Bottler: A business that buys concentrates, bev-
erage bases, or syrups made available by The  
Coca-Cola Company and then manufactures, pack-
ages, merchandises and distributes the final brand-
ed beverages to customers and vending partners 
who then sell those products to consumers.

Bottler Investment Group (BIG): One of the three 
major operating groups of The Coca-Cola Company 
and one of the largest and most geographically di-
verse bottlers in the Coca-Cola system.

Brand Protection Group: An organization of na-
tional and international companies that operate in 

Turkey and whose aim it is to uphold brand protec-
tion and anti-counterfeit measures.

Business Unit: Units responsible of the manage-
ment of Coca-Cola operations in more than one 
country (e.g.,. the Eurasia and Africa Business Unit).

Cancun Communiqué on Climate Change: 
Based on the continuity of progress achieved by the 
Copenhagen Communiqué, this “ambitious, robust 
and equitable global action on climate change” was 
signed in 2010 by 403 companies based in 36 coun-
tries to urge governments to do more to tackle cli-
mate change. 

Capability Development Centre (CDC): A fully 
functional teaching facility designed for CCI’s Paki-
stan operation in 2012.

Carbon Disclosure Project (CDP): An initia-
tive begun in 2000 to collect and share information 
amongst companies, investors and governments in-
volved in the fight against climate change, it was the 
first and remains the only institution reporting global-
ly how companies manage risks pertaining to climate 
change.

Carbonated Soft Drinks (CSD): Soft drinks in 
which water is infused with carbon dioxide.

CCI Corporate: Coca-Cola ‹çecek’s division re-
sponsible for the overall corporate performance of all 
International and Turkey operations.

CCI Turkey: Coca-Cola ‹çecek’s division responsible 
for operations in Turkey.

CCI: Coca-Cola ‹çecek A. .

Change for Excellence (C4E): An all-encompass-
ing EFQM Model implementation project initiated by 
CCI in 2012.

Climate Platform: Turkey Climate Change Lead-
ers Group: An organization founded as a result of 
collaboration by TÜS‹AD and REC Turkey, and with 
the participation of leading companies from differ-
ent sectors, working to combat climate change while 
supporting a low carbon economy.

CO
2: Carbon dioxide, a greenhouse gas which is 

widely believed to exacerbate global warming.

Coca-Cola Almaty Bottlers (CCAB): CCI’s affili-
ate in Kazakhstan.

CokePort: CCI’s  intranet portal.

GLOSSARY
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Communication on Progress (COP): A public 
disclosure to stakeholders on progress made in im-
plementing the ten principles of the United Nations 
Global Compact and which supports broader United 
Nations development goals.

Concentrate: A product manufactured by The  
Coca-Cola Company or other beverage company 
and sold to bottlers to prepare finished beverages by 
adding sweeteners and/or water.

Copenhagen Communiqué on Climate 
Change: “A call from business for an ambitious, ro-
bust and equitable global deal on climate change” 
signed in 2009 by 957 companies from 60 countries 
to determine grounds for compromise and the steps 
to be taken by the world’s leading economic and po-
litical players to combat climate change.

Corporate Social Responsibility (CSR): A busi-
ness concept whereby corporations and institutions 
voluntarily integrate social, environmental and eco-
nomic concerns into their activities, decision-making 
processes, and relations with stakeholders, thereby 
acting in an ethical and responsible manner towards 
all of their stakeholders and society, in general. 

Crash: Any collision in which a Company vehicle is 
involved (whether in motion, temporarily stopped or 
parked) that results in personal injury and/or mate-
rial property damage, regardless of who was hurt, 
what property was damaged, who was responsible, 
whether the incident was preventable or whether the 
incident was legally required to be reported.

Customer: An individual store, retail outlet, restau-
rant, or a chain of stores or businesses that sells or 
serves our products directly to consumers.

ÇEVKO: Environmental Protection and Packaging 
Waste Recovery and Recycling Trust.

DE‹K: Foreign Economic Relations Board.

EBITDA Earnings Before Interest Tax Depreciation and 
Amortization: A business entity’s income obtained by 
adding interest, tax, and depreciation and amortiza-
tion expenses back in to net income; generally re-
garded as a more objective measure of profitability. 

EFQM Excellence Model: Management system 
founded by European Foundation of Quality Manage-
ment (EFQM) to achieve sustainable excellence.

Energy Management Devices (EMD): Devices that 

are designed for planning and operation of ener-
gy-related production and consumption units.

Environmental and Occupational Safety 
and Health (EOSH): A category of programs and 
concepts concerned with safeguarding the safety, 
health and welfare of employees as well as with pro-
tecting the environment.

Equivalent carbon dioxide (CO2e):  Using the 
functionally equivalent amount or concentration of 
carbon dioxide (CO

2
) as the reference, a measure 

that describes how much global warming a given 
type and amount of greenhouse gas may cause. 

ERP: Corporate Resource Planning.

Euro-3: A European emission standard that came into 
effect in 2000 to define acceptable limits for exhaust 
emissions of new vehicles sold in EU member states. 
Euro-5:  A European emission standard which came 
into effect in 2008/9 to define acceptable limits for ex-
haust emissions of new vehicles sold in EU member 
states. 

Fitch Ratings: One of the world’s three leading 
credit rating agencies. 

FSSC 22000: Food Safety Systems Certification 
Scheme.

G3.1 Guidelines: The reporting guidelines pub-
lished by the Global Reporting Initiative in 2011.  
http://www.globalreporting.org

GDP: Gross Domestic Product.

GHG: Greenhouse gas; a gas that contributes to the 
natural greenhouse effect. The  GHGs covered by the 
UNFCCC/Kyoto Protocol  are currently: carbon dioxide, 
methane, nitrous oxide, hydro fluorocarbons, perfluoro-
carbons, sulphur-hexafluoride and nitrogen triflouride. 

Global Reporting Initiative (GRI):  Founded in 
1997 and partner of the United Nations Environment 
Program since 1999, the world's most widely used  
online, open-source platform for multinational com-
panies, SMEs, public corporations, municipalities, 
NGOs and universities to report their social, environ-
mental and economic performances in accordance 
with GRI guidelines. http://www.globalreporting.org

HACCP TS 13001: Hazard Analysis & Critical Control 
Points TS 13001

HC: Hydrocarbon.

GLOSSARY
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Health, Safety & Environment (HSE): A category 
of programs and concepts concerned not only with 
preventing incidents or accidents that might result 
from abnormal conditions, but also with reducing 
adverse effects that could result from normal condi-
tions.

HFC: Hydro fluorocarbon, has a profound impact on 
the depletion of ozone layer which contribute to glob-
al warming.

IMCR Incident Management and Crisis Resolution: 
A sustainable program applied throughout the  
Coca-Cola System designed to manage incidents 
and resolve crises.

International Labor Organization; ILO: Head-
quartered in Geneva, ILO is a global organization 
founded to develop labor laws, relevant implementa-
tions, and standards in member countries.

ISAE 3000: The International Standard on Assurance 
Engagements developed by the International Federa-
tion of Accountants.

ISO: International Standardization Organization.

ISO 9001: Quality Management System Standard re-
leased by ISO.

ISO 14001: Environment Management Standard re-
leased by ISO.

ISO 14064-3: Standard that specifies principles and 
requirements and provides guidance for those con-
ducting or managing the validation and/or verifica-
tion of greenhouse gas (GHG) assertions. 

ISO 14064: Part of the ISO 14000 series of Interna-
tional Standards for environmental management that 
provides organizations with a complimentary set of 
tools for programs to quantify, monitor, report and 
verify greenhouse gas emissions.

ISO 22000: Standard developed by ISO dealing with 
food safety. 

ISO 50001: Standard developed by ISO that supports 
organizations in all sectors seeking to improve ener-
gy efficiency through the development of an energy 
management system.

Istanbul Chamber of Commerce (ITO): One of 
the largest and most prominent Chambers in the 
world with 98 Profession Committees and more than 
325,000 members.

Istanbul Technical University (‹TÜ):  An interna-
tional technical university located in Istanbul, Turkey, 
dedicated to engineering and social sciences.

KalDer: Turkish Quality Association.

Key Performance Indicator (KPI):  A type of per-
formance measurement.

KO: TCCC

KORE: The set of Coca-Cola Operating Requirements 
that enables the Coca-Cola system to address the 
changing business landscape while supporting the 
Company's strategic growth plans by creating an in-
tegrated quality management program.

LCA: Life Cycle Assessment

Lean 6 Sigma: Lean production integrated with 6 
Sigma.

Leadership in Energy & Environmental Design 
(LEED): A green building tool that addresses the en-
tire building lifecycle recognizing best-in-class build-
ing strategies.

Leased Vehicles: Distribution or “all other” vehicles 
leased by the Company. Rental cars for business 
travel would only be included here if the rental period 
coincided with the entire reporting period.

LTI: Lost Time Incident (Work incident or occupation-
al illness with 1 or more day loss including incidents 
involving death)

LTIR: Lost time incident rate. (Number of lost time in-
cidents / occupational illnesses) x 200,000 / (Total 
Worked Hours During Report Period)

LTISR: Lost Time Incident Severity Rate (Number of  
days lost due to occupational incidents) x 200,000 / 
(Total Worked Hours During Report Period)

LPG: Liquefied petroleum gas.

MEDER: Beverage Industry Association.

MEYED: Fruit Juice Industry Association.

NOx: Nitrogen oxide.

OHSAS 18001: Occupational Health & Safety Man-
agement System Standard.

PAS 220  (Publicly Available Specification 220): An 
open public specification standard prepared for de-
tailing the precise implementation of the require-
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ments of the ISO 22000 standard and pertaining to 
pre-requisite programs.

Personal Protective Equipment (PPE): Garments 
or equipment designed to protect the wearer's body 
from injury. 

PET (Polyethylene Terephthalate): The material from 
which CCI’s plastic bottles are manufactured.

PET Blowing process : Manufacturing process by 
which PET bottles are formed from preforms.

PM: Particulate matter.

Preform: Intermediate product used in the produc-
tion of PET bottles.

Preform injection process: Manufacturing pro-
cess of preform

Preseller (Sales Representative): A Sales Depart-
ment employee who takes sales orders.

Program for the Endorsement of Forest 
Certification (PEFC): An international, non-prof-
it, non-governmental organization which promotes 
sustainable forest management through indepen-
dent third-party certifications.

Risk Management (RM): Identification, assess-
ment, and prioritization of risks; the effect of uncer-
tainty on objectives, whether positive or negative.

Right Execution Daily (RED): The sales and mar-
keting tool that monitors a large field of applications, 
from the arrangement of coolers and stands to the 
positioning of posters at sales points.

RTM: Route-to-Market

SAP Systems:  Systems, Applications, Products in 
data processing; an Integrated Enterprise Resource 
Planner.

SGS S.A.: A multinational company headquartered in 
Geneva, Switzerland, which provides inspection, ver-
ification, testing and certification services.

Shrink: Raw material used in product packaging.

SKU: Stock keeping unit, product or product group 
that has different brand code/codes but counted as 
one sales unit.

Source Vulnerability Assessment (SVA): A set 
of studies aimed at determining present and future 
risks to the water resources of all CCI plants.

Sparkling Beverage: Non-alcoholic beverage con-
taining flavorings and sweeteners. Excludes, among 
other beverages, waters and flavored waters, juices 
and juice drinks, sports drinks, and teas and coffees.

Stakeholder engagement: Mechanisms that en-
able stakeholder expectations and suggestions to be 
represented in the management structure of a com-
pany.

Stakeholder: Persons or groups who directly or in-
directly affect or are affected by the activities of cor-
porations and institutions.

Still Beverage: Non-alcoholic non-sparkling bever-
age including, but not limited to, waters and flavored 
waters, juices and juice drinks, sports drinks, and 
teas and coffees.

SUDER: Packed Water Manufacturers Association.

Supplier Guiding Principles (SGP): A set of prin-
ciples designed by CCI in order to communicate 
company values and expectations of suppliers and 
emphasize the importance of responsible workplace 
practices that respect human rights and comply with 
environmental and labor laws. 

Sustainability: The ability to render development 
sustainable by meeting the needs of the present with-
out compromising the ability of future generations to 
respond to their own needs. (United Nations Com-
mission on Environment and Development - 1987)

Sustainable Development: Sustainable develop-
ment is the actualization of economic growth and 
welfare increasing efforts while protecting the envi-
ronment and the quality of life of all human beings 
living on earth. (United Nations Commission on Envi-
ronment and Development - 1987)

TABA: Turkish - American Business Association.

TCCF: The Coca-Cola Company Foundation.

TCCMS: The Coca-Cola Company Management System.

TCCQS: The Coca-Cola Quality System.

TE‹D: Turkish Ethics and Reputation Society.

TGDF: Federation of Food and Drink Industry Associ-
ations of Turkey.

The 2ºC Challenge Communiqué: A framework 
that, while expressing the advantages of sustain-
able progress and green economy perceptions, aims 
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to share with the business world the necessity of 
promptly limiting global warming to 2ºC by underlin-
ing the importance of international collaboration and 
effective market mechanisms.

The Coca-Cola Company (TCCC): Founded in 
1886 and headquartered in Atlanta, Georgia, USA, 
with local operations in nearly 200 countries around 
the world, the world’s leading manufacturer, market-
er and distributor of non-alcoholic beverage concen-
trates and syrups that are used to produce more than 
230 beverage brands.

The Coca-Cola System (TCCS): The term used to 
describe the corporate network consisting of TCCC 
and more than 300 bottling partners around the 
world. 

The Coca-Cola Turkey System: The system in-
cluding TCCC Turkey and CCI Turkey operations.

The Coca-Cola Bottling Company of Jordan 
(CCBCJ): CCI’s affiliate in Jordan.

The Stevie Awards: The world’s leading annual 
business awards program. 

The World Wide Fund for Nature (WWF): The 
world's largest independent, non-governmental or-
ganization working on conservation, research, resto-
ration issues related to the environment. 

Third-party fleet: Distribution vehicles owned or 
leased by a third party contract carrier, regardless of 
whether the carrier is within the scope of the Fleet 
Management Requirements.

TOBB: The Union of Chambers and Commodity Ex-
changes of Turkey.

TSE: Turkish Standards Institution.

Turkish Personnel Management Association 
(PERYÖN): The first personnel management NGO 
founded in Turkey. Turkmenistan Coca-Cola Bottlers 
(TCCB): CCI’s affiliate in Turkmenistan.

TÜS‹AD: Turkish Industry and Business Association.

TÜY‹D: Investor Relations Association.

Universal Declaration of Human Rights 
(UDHR): Adopted by the United Nations General As-
sembly on 10 December 1948 at Palais de Chaillot, 
Paris, a declaration representing the first global ex-
pression of rights to which all human beings are in-
herently entitled.

UNCAC (United Nations Convention Against 
Corruption): The first international convention 
against corruption, UNCAC is a communiqué that 
obliges member countries to apply certain measures 
pertaining to the related laws, institutions, and im-
plementations.

UNGC (United Nations Global Compact): A 
program aimed at supporting the socio-economic 
development of the private sector by adopting the 10 
universal principles in the contract.

United Nations Development Program (UNDP): 
The United Nations' global development network 
which advocates for change and connects countries 
to knowledge, experience and resources to help peo-
ple build a better life.

Unit Case:  A unit of measurement equal to 5.678 
liters, or 24 servings of 8 US fluid ounces each.

Unit Case Volume: Number of unit cases that the 
Company sells to its customers; considered to be 
an excellent indicator of the underlying strength of 
soft drink sales in a particular market. (1 Unit Case = 
5.6789 liter)

Volume: The number of physical cases of products 
directly or indirectly sold to our customers.

Voyage: A solution package consisting of office and 
mobile applications used by CCI’s distributors to track 
their sales and distribution operations and by CCI’s 
direct distribution sales teams for collecting orders 
and other field sales activities.

Women Entrepreneur Association of Turkey 
(KAGIDER): A non-profit NGO founded in 2002 in or-
der to promote and encourage entrepreneurship and 
leadership amongst women. 

Workplace Rights Policy (WRP) A TCCC policy 
based on the Universal Declaration of Human Rights 
that serves as the fundamental guideline for CCI’s HR 
activities.

YADA (The Origin of Living Foundation): A civil 
society foundation that aims to first produce intelli-
gence regarding different aspects of social life and 
then convert this intelligence into application.

YASED: International Investors Association.

CCI REPORTING GUIDANCE  
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CCI Reporting Guidance

CCI Reporting Guidance 
for Environmental  
Indicators That Were  
Externally Verified or  
Assured in 2012 

The GHG Reporting Guidance (RG) document covers 
the data gathering and reporting obligations for the 
following indicators:, energy consumption, energy 
use ratio, water consumption, water use ratio and 
solid waste generation for CCI’s operations in Turkey, 
Jordan, Kazakhstan and Azerbaijan (the “Compa-
ny”) and GHG emissions and solid waste recycling 
for CCI’s operations in Turkey. It is the responsibili-
ty of Company management to ensure that appro-
priate procedures are in place to prepare its energy 
consumption, GHGs, water consumption, total solid 
waste and waste recycling data in line with the RG in 
all material respects. 

The data within the scope of this guidance document 
is for the financial year ending 31 December 2012 and 
comprises the relevant operations in Turkey, Kazakh-
stan, Azerbaijan and Jordan only. The data reported 
for 2012, therefore, does not represent all CCI opera-
tions at this stage.

General Reporting  
Principles 

In preparing this guidance document, consideration 
has been given to the following principles: 

• Information Preparation – to highlight the primary 
principles of relevance and reliability of information; and

• Information Reporting - to highlight the primary 
principles of comparability and/or consistency with 
other data (including the prior year) and understand-
ability and/or transparency providing clarity to users. 

Key Definitions
 

For the purpose of this report, the following defini-
tions apply:

Plant: All on-site facilities including production 
buildings, water treatment units wastewater treat-
ment units, warehouses, laboratories, administration 
buildings and technical service operations.

Energy: Electricity, natural gas, diesel/gasoline, fuel 
oil, LPG and/or steam.  For the purpose of this report, 
energy does not include alternative forms of fuel, 
such as bio-waste, bio-mass, bio-diesel, or renew-
able sources of energy such as wind or solar energy 
which collectively represent an insignificant share of 
total energy consumption and carbon emissions.

Energy ConsumptioN: The energy consumed 
during the reporting year (1 January to 31 December).  
Energy consumption data includes energy used in 
the operation of on-site industrial facility and man-
ufacturing processes, including electrical systems, 
heating, lighting, on-site transportation, air circu-
lation, and air conditioning (HVAC system).  Energy 
consumption also includes pre-injection for those 
plants with this energy-intensive process. Manufac-
turing processes refer to the energy consumed in the 
core bottling operation.

GHG Emissions: Emissions during the reporting 
year (1 January to 31 December). The GHGs report-
ed are those currently required by the UNFCCC/Kyoto 
Protocol. These GHGs are currently: carbon dioxide 
(CO

2
), methane (CH

4
), nitrous oxide (N

2
O), hydroflu-

orocarbons (HFCs), perfluorocarbons (PFCs), sulphur 
hexafluoride (SF

6
), and nitrogen trifluoride (NF

3
).  Oth-

er greenhouse gases including those regulated by 
the Montreal Protocol are excluded from GHGs but 
analyzed separately. GHG emissions refer to all pro-
duction processes such as bottling and pre-form in-
jection processes from CCI’s plants in Turkey 

Where the plant has on-site generated energy, the 
related energy consumption is defined as the ener-
gy of the generation fuel (e.g. for on-site diesel fired 
electricity generator, the energy consumption will be 

CCI REPORTING GUIDANCE  
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the diesel used rather than the electricity output of 
the generator).

Energy Use Ratio (EUR): (MJ of energy consumed 
per liter of product produced) = sum of all individu-
al energy sources from the core (filling) production 
processes (MJ) / Production volume (liters). To allow 
comparability between different CCI plants, energy 
consumption during pre-injection, an energy-inten-
sive process, is excluded from the EUR since only a 
few sites employ this process. Of those CCI opera-
tions within the scope of this reporting guidance, only 
the Turkish bottling facilities in Ankara and Çorlu as 
well as the international operations in Kazakhstan 
and Azerbaijan employed an operational pre-form 
injection process in 2012. However, energy consump-
tion from pre-injection is included in total energy con-
sumption as explained in the paragraph on ‘energy 
consumption’ in this Guidance document.

Water: Includes water from all sources, including well, 
spring water, municipality and collected rain water.

Water Consumption: All water used during the 
reporting year (1 January to 31 December). Water 
consumption data includes water used for produc-
tion, water-treatment, boiler makeup, cooling (con-
tact and non-contact), cleaning and sanitation, back-
washing filters, irrigation, washing trucks and other 
trucks, kitchen or canteen, toilets and sinks and fire 
control. Water consumption reported is adjusted for 
any changes in the amount of water held in on-site 
buffer tanks, a minor quantity on an annual basis.

Water Use Ratio: (Liters of water per liter of prod-
uct produced) = Total Water Use (Liters) / Production 
Volume (Liters)

Waste: Waste generated at the site includes waste 
due to production, construction, food service or any 
other activities. Examples of the types of solid waste 
generated by the Company include paper, plastic, 
corrugated cardboard, metal, glass, sludge from wa-
ter,  waste oils, fleet wastes (tires, batteries, coolants, 
oils, etc.), damaged ingredients or products,  plus 
all hazardous wastes, such as solvents, inks and 
lab wastes. Liquid wastes disposed of through the 
wastewater system are not included in the calcula-
tions as these wastes are accounted for in wastewa-
ter discharge volume and wastewater sludge. 

Total Waste Ratio (g/l): Grams of total waste 
generated per liter of product produced

Waste recycling rate (%): Tons of waste recov-
ered or recycled divided by total waste generated 
(tons). Tons of waste in Turkey was collected by ac-
credited waste contractors for recycling and re-use.

Scope of Reporting 

The following tables summarize the activities that are 
currently reported within the scope of this Sustain-
ability Report for energy consumption, GHG emis-
sions, water consumption and solid waste. 

Industrial sites comprising bottling facilities together  
with secondary operations such as pre-form  

manufacturing, bottle blowing and lift truck operations

Technical service operations

Administrative buildings located at industrial sites

Own transportation of materials and products within 
industrial plant sites (eg forklift operations)

Adjustment for pre-injection process

x

 
x

x

 

x

*

x

 
x

x

 

x

N/A

x

 
x

x

 

x

x

x

 
x

x

 

x

x
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Energy Use Ratio (MJ/L)

*As explained in 
the guidance, an 

adjustment is made 
to the EUR for energy 

consumption from 
Turkey’s Ankara 

and Çorlu plants as 
these are the only 

two that employed 
this energy-intensive 

process in 2012.
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Industrial sites comprising bottling facilities together 
with secondary operations such as  lift truck operations 

Technical service operations

Pre-form manufacturing, bottle blowing processes

Administrative buildings located at industrial sites

Administrative buildings located away from industrial 
sites and headquarters

Own transportation of materials and products within 
industrial plant sites (eg forklift operations)

Own transportation of materials and products out of 
industrial plant sites

Employee commuting with CCI owned vehicles and 
sales fleet operation

Energy used in the cooling of products (off-site) 

Fugitive emissions from the cooling of products (off-site) 

Fugitive emissions from the cooling system (on-site) 

Fugitive emissions from the fire extinguishers

Fugitive emissions of CO
2
 filling process

Fugitive emissions from coolers off-site

Fugitive emissions from coolers on-site

x

 
x

x

x

x

 
x

 
x 
 
 
x 

x

x

x

x

x

x

x

GHG emissions  
as CO2e verification  
scope for Turkey 

Industrial sites comprising bottling facilities

Technical service operations located at the site

Administrative buildings located at industrial sites

x

x

x

x

x

x

x

x

x

x

x

x
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Industrial sites comprising bottling facilities

Technical service operations at the site

Administrative buildings located at industrial sites

x

x

x

x

x

x

x

x

x

x

x

x
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Water

Waste
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UN Global Compact

Data preparation 

Energy Consumption 
Energy consumption data are reported for electrici-
ty, and primary fuel sources including natural gas, 
diesel, LPG, fuel oil and steam. Electricity and natu-
ral gas data are obtained from supplier meters and 
reconciled with internal meters (when available) and/
or service provider invoices. Diesel, LPG, steam and 
fuel oil consumption data are obtained from supplier 
invoices. 

CCI Operations used the following published conver-
sion factors:

• For electricity, the unit of supply is invoiced in kWh. 
To calculate energy use ratio, kWh is converted to 
Mega Joule (MJ) at a factor of 3.6.

• For natural gas, the unit of supply is invoiced in m3. 
Then for the calculation of energy use ratio, cubic 
meters is converted to Mega Joule (MJ) with a con-
version factor of 37.3 except for Kazakhstan where 
a factor of 33.7 is used based on analysis from an 
accredited local laboratory of the natural gas used 
on-site.

• For fuels other than natural gas (diesel, and fuel oil), 
energy conversion factors (from liters or kilograms to 
Mega Joule) are obtained from the calculation tool 
provided by TCCC (The Coca-Cola Company) Default 
Factors. 

• For LPG (MJ/l) Defra’s conversion factor (net calorific 
value) of 45.96 was used as part of GHG verification 
process as meeting the requirements of ISO 14064-1.

GHG Emissions 
GHG emissions are calculated by the Company using 
published conversion factors. Conversion factors en-
able an estimate of the amount of GHGs released into 
the atmosphere per unit of energy consumed. Differ-
ent types of energy sources have different conversion 
factors reflecting their carbon dioxide intensity. In fu-
ture periods, conversion factors may be updated to 
reflect changes to and/or improvements in published 
data. The following conversion factors are used:

For fuels (such as natural gas, diesel, LPG) conver-
sion factors are obtained from the calculation tool 
provided by TCCC Default Factors and Calculation 

Tool which is based on GHG Protocol Standards. The 
Global Warming Potentials (GWPs) used to calculate 
emissions of different GHGs in terms of CO

2
-equiva-

lents is the IPCC Second Assessment Report.

TCCC Default Factors
Natural gas (MJ): 0.05049 kg CO

2

LPG (MJ): 0.0594 kg CO
2

Diesel (MJ, light fuel oil): 0.0704 kg CO
2

Steam (GKAL):  4,186.8  (Kazakhstan operation only)

• For electricity, conversion factors are obtained 
from The International Energy Agency (IEA, 2010) and 
shared by TCCC to be used throughout the entire  
Coca-Cola System.  

IEA (2010) combined Electricity and Heat conversion 
factor for Turkey, Kazakhstan, Jordan and Azerbaijan:

Electricity (kWh)
 
Turkey	  	 445.0250 kg CO

2

Jordan 		 565.5062  kg CO
2

Kazakhstan 	 385.3109  kg CO
2

Azerbaijan 	 392.7976  kg CO
2

Water Consumption 
Water consumption data is obtained from internal 
meters where ground water is utilized. Moreover, 
water consumption data is obtained from supplier 
meters and reconciled with internal meters (when 
available) and/or service provider invoices where the 
water is supplied by the network. 

Restatements
The measuring and reporting of assured environmen-
tal data inevitably involves a degree of estimation. In 
exceptional circumstances restatements of prior year 
reported emissions may be required. Restatements 
are considered where the data differs by more than 
5% at Company level.

UN GLOBAL COMPACT
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Principle 1	 Businesses should support and respect the protection of internationally 	
	 proclaimed human rights; and

Principle 2 	Make sure that they are not complicit in human rights abuses

Principle 3	 Businesses should uphold the freedom of association and the effective  
	 recognition of the right to collective bargaining;

Principle 4	 The elimination of all forms of forced and compulsory labour;

Principle 5	 The effective abolition of child labour; and

Principle 6	 The elimination of discrimination in respect of employment and occupation.

Principle 7	 Businesses should support a precautionary approach to  
	 environmental challenges;

Principle 8	 Undertake initiatives to promote greater environmental responsibility; 		
	 and

Principle 9	 Encourage the development and diffusion of environmentally  
	 friendly technologies.

Principle 10	 Businesses should work against corruption in all its forms, including 		
	 extortion and bribery.

CCI Code of Ethics: http://cci.com.tr/en/investor-relations/corporate-governance/code-of-ethics/

pp. 43-44 
 

pp. 43-44 

p. 45

 
pp. 39-44

pp. 39-44

pp. 39-44

pp. 59-79

 
pp. 59-79

 
pp. 59-79, pp. 54-57

CCI Code of Ethics

Human Rights

Labour Standards

Environment

Anti-Corruption

UN Global CompactUN GLOBAL COMPACT
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GRI Indicators

Message from the CEO

Message from the CEO  
Integrating Sustainability 
2020 Vision and Strategic 
Framework 
Stakeholder Engagement at CCI 
Performance Highlights in 2012 
Climate Protection and  
Emission Management

Contact

Corporate Web-site

CCI at a Glance 
2012 Annual Report

Contact

About the Reporting 
CCI at a Glance

2012 Annual Report

CCI at a Glance

CCI at a Glance 
Performance Indicators 
2012 Annual Report

Corporate Web-site

 
 
 
CCI Journey of Sustainability

About Our Report

About Our Report 
 
About Our Report

Contact

About Our Report 
Sustainability Management 
Stakeholder Engagement at CCI

About Our Report 
Message from the CEO

About Our Report

About Our Report

About Our Report

About Our Report

 

 
 
 
http://cci.com.tr/en/our-company/
our-geography/

 
 

 
Detailed information about significant 
changes in reporting period can be 
obtained from Announcements section 
located at http://cci.com.tr/en/inves-
tor-relations/announcements/

 
  
 
Our last reporting period covers January 
1st 2011-December 31st 2011

Our reporting cycle is annual
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About Our Report

GRI Indicators Table 
UNGC Table

Assurance Statement

Integrating Sustainability 
2012 Annual Report 

2012 Annual Report 

2012 Annual Report 

Integrating Sustainability 
Stakeholder Engagement at CCI 
Employee Engagement 
2012 Annual Report

2012 Annual Report 

Code of Ethics  
2012 Annual Report 

2012 Annual Report 

Standards and Policies

Message from the CEO    
Integrating Sustainability 
Climate Protection and  
Emission Management 

2012 Annual Report

Integrating Sustainability 
2012 Annual Report 

CCI Journey of Sustainability 
Standards and Policies

 
Stakeholder Engagement at CCI

Stakeholder Engagement at CCI

Integrating Sustainability 
Stakeholder Engagement at CCI

Stakeholder Engagement at CCI
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Signed in 2009, CCI- in all counrty op-
erations- provide compliance to United 
Nations Global Compact

We employ multiple types of stakehold-
er engagement practices, frequency of 
which varies by type. Engagement prac-
tices like survey, researches and other 
implications,  which are realized as a part 
of a certain system or process, are em-
ployed at least annually. Public disclosure 
engagements are realized in quarterly or 
in annual basis, however we also employ 
adhoc communication tools in case of a 
significant situation. Other engagement 
practices are realized on adhoc basis 
when a certain need is occured.
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Stakeholder Engagement at CCI 
2012 Annual Report 

 

 
 

Our Environmental Approach pp. 59-61; 
Water Management p.70; Preserving 
Water Resources pp. 74-75; Product 
Safety and Quality pp. 24-25; Our Sup-
pliers p. 28; Employee Rights p. 43; 
Equality and Diversity p. 44

Economic and Corporate Governance 
Performance Indicators p.80; Message 
from the CEO pp. 2-3; Climate Protec-
tion and Emission Management pp. 
62-63; Compensation and Benefits p. 
39; Equality and Diversity pp. 44-45; Our 
Suppliers pp. 28-29; Employee Indica-
tors p.84; Our Community pp. 53-57; 
Economic Development pp.52-53; 2012 
Annual Report pp. 60-63, 96, 99-100. 

2012 Environmental Performance Indi-
cators pp. 86, 88-89; Recycling of Prod-
uct Packages p.79; Energy Efficiency pp. 
63-66; Energy Efficiency in Office Design 
p.66; Green IT p. 69; Cooling Practices p. 
68; Water Management p.73; Preserving 
Water Resources pp. 74-75; Wastewater 
Management and Reclamation pp. 73-
74; Social Development pp. 54-57. 

Message from the CEO pp. 2-3; Life 
Plus Foundation and Life Plus Youth Pro-
gram pp.54-55; Managing the Impact 
of Transportation and Logistic p. 67; 
Sustainable Packaging pp. 76-79; Stan-
dards and Policies p.17; GRI Indicators 
Table 106-107

Employee Indicators pp. 82-83; Com-
pensation and Benefits p. 39; Union 
Rights at CCI p .45; Employee Rights 
p. 43; Occupational Health and Safety 
p.49; 2012 Health and Safety Data pp. 
80-81; Supported Social Projects pp. 
55-57; Active Healthy Lifestyle pp. 34-
35; Employee Development pp. 40-41; 
Talent Management at CCI pp. 39-40; 
Equality and Diversity p. 44;  GRI Indica-
tors Table 107-108
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GRI Indicators Table

 

 
GRI Indicators Table

Economic and Corporate  
Governance Performance  
Indicators 
2012 Annual Report

Message from the CEO  
Climate Protection and  
Emission Management 

Compensation and Benefits 
2012 Annual Report

2012 Annual Report

Compensation and Benefits 
Equality and Diversity

Our Suppliers
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Employee Indicators
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Supplier Guiding Principles p .17; Our 
Suppliers p. 28; Corporate Gover-
nance and Risk Management p. 12; 
Employee Rights p. 43;  Business Code 
of Ethics p. 16; Employee Engage-
ment p. 46; GRI Indicators Table 108 

Preserving Water Resources pp. 74-75; 
Active Healthy Living pp. 34-35; Corpo-
rate Governance and Risk Management 
p.12; Business Code of Ethics p. 16; Our 
Suppliers p. 28; GRI Indicators Table 109 

Me pp. 24-26, 30-33; Sustainable 
Packaging pp. 76-79; Product Safety 
and Quality pp. 24-26; Our Consumers 
pp.31-32; The Coca-Cola Information 
Center p.33; Responsible Advertising 
and Marketing pp. 31-32; GRI Indicators 
Table 109-110

 
Not Applicable

 
 
 

 
Product ingredients and packaging pro-
curements in Turkey, Azerbaijan, Jordan 
and Kazakhstan are substantiated from 
TCCC authorized suppliers.

 
Procurement criteria set by TCCC are 
international standards complied by all 
bottlers in Coca-Cola System. 

 

 
 
Gender is definitely not a criterion for  
determining employee salaries.
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Our Community

Economic Development

2012 Environmental  
Performance Indicators 

Recycling of Product Packages 
2012 Environmental  
Performance Indicators 

2012 Environmental  
Performance Indicators 

2012 Environmental  
Performance Indicators 

Energy Efficiency 
Energy Efficiency in  
Office Design 
Green IT 
Cooling Practices

Energy Efficiency 
Cooling Practices

Energy  
Efficiency

Water Management

Preserving Water Resources  
 
Wastewater Management and 
Reclamation  
2012 Environmental  
Performance Indicators

GRI Indicators Table 
 
GRI Indicators Table 
Preserving Water Resources 
Social Development

 
GRI Indicators Table

Message from the CEO  
Life Plus Foundation and Life 
Plus Youth Program 
Preserving Water Resources 

Not applicable

2012 Environmental  
Performance Indicators

 

 

CCI operations do not have any 
facility in RAMSAR areas.

 
 

 
 
CCI has no production plants in the pro-
tected areas.

Altough CCI has no production plants in 
the protected areas information about 
natural resources use and biodiversity 
protection can be found on related parts. 
 
 
CCI has no production plants in the pro-
tected areas.

Not applicable
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2012 Environmental  
Performance Indicators

Energy Efficiency 
Managing the Impact of  
Transportation and Logistic 
Cooling Practices 
Green IT

Managing the Impact of  
Transportation and Logistics

Wastewater Management and 
Reclamation

2012 Environmental  
Performance Indicators

Wastewater Management and 
Reclamation

GRI Indicators Table

 
 
 
Energy Efficiency 
Cooling Practices 
Water Management 
Sustainable Packaging

Recycling of Product Packages

Standards and Policies

Managing the Impact of  
Transportation and Logistics 
Recycling of Product Packages 
2012 Environmental  
Performance Indicators

2012 Environmental  
Performance Indicators

Employee Indicators 
 
Employee Indicators

Compensation and Benefits
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There was no leakage resulting from our 
operations during the reporting period.

Not applicable

Since waste water is discharged only af-
ter the treatment process and reached to 
the quality level required by legal regula-
tions, biodiversity value of receiving envi-
ronment is not harmed. 

 

 

 

 
 
 
All employees covered in the employee 
breakdown graphics are fulltime employees
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Union Rights at CCI

Employee Rights

 
Union Rights in CCI

 
 
Occupational Health and Safety 

2012 Health and Safety Data
 
Supported Social Projects 
Active Healthy Living

GRI Indicators Table

 
Employee Development

 
Talent Management at CCI 
Employee Development

Talent Management at CCI

Employee Indicators  
Equality and Diversity

Compensation and Benefits

Supplier Guiding Principles  
Our Suppliers

Supplier Guiding Principles  
Our Suppliers

Corporate Governance and  
Risk Management 
Employee Rights  

GRI Indicators Table 
  
Supplier Guiding Principles  
Our Suppliers

 
Supplier Guiding Principles 
Our Suppliers 
Employee Rights

 
 
We follow the legal time periods and 
procedures for dismissal notification. 
 
In reporting period no sectoral disputes, 
strikes and/or lockouts occurred in any 
of our operations.
         

We can not keep this indicator with  
gender breakdown 

Consensus is reached regarding health 
check-ups, sick leaves, work-related ac-
cidents and birth / maternity leaves, sick 
pays, first-aid, protective equipment, 
work wear and occupational health and 
safety via collective labor agreements 
concluded with the union.

 
We keep average hours of training data for 
all employees. We plan to breakdown the 
data by employee category as of 2014.

 
 

 

 
 
Gender is definitely not a criterion for  
determining employee salaries.

 

 

 
 
 
There were no incidents of discrimina-
tion within the reporting period.
 
No occasion took place during the re-
porting period that posed a significant 
threat to the freedom of association and 
collective bargaining.
 
In line with our committment to UNGC, 
our operations do not have risk for inci-
dents of child labor
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Supplier Guiding Principles  
Our Suppliers

 
Employee Rights

GRI Indicators Table

Supplier Guiding Principles  
Our Suppliers 
Employee Rights

Business Code of Ethics 
Employee Engagement

GRI Indicators Table

 

 
Preserving Water Resources

Preserving Water Resources

Active Healthy Living

Corporate Governance and Risk 
Management 
Business Code of Ethics 
Our Suppliers

Corporate Governance and Risk 
Management 
Business Code of Ethics 
Our Suppliers

Corporate Governance and Risk 
Management 
Business Code of Ethics 
Our Suppliers

Code of Ethics

Code of Ethics

GRI Indicators Table 
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No occasion took place during the re-
porting period that posed a significant 
threat to the freedom of forced or com-
pulsory labor.
 
No such occasion took place during the 
reporting period

 

No such occasion took place during the 
reporting period
 
We conduct environmental and financial 
impact analysis with regard to the area 
that we will operate before we start op-
eration. We restore all natural qualifica-
tions and consider related stakeholder 
expectations. 

 
 
Within the reporting period, no violation 
of conduct was determined against CC‹ 
with regards to uncompetitive behavior, 
monopolistic or similar practices. No pe-
nal sanctions were applied in this regard.

 
No significant fines charged during re-
porting period for non-compliance with 
laws and regulations. 
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 External assurance report

GRI Indicators Table

Product Safety and Quality

GRI Indicators Table

 

 
GRI Indicators Table

 
 
Our Consumers

Our Consumers

GRI Indicators Table

Our Customers 
The Coca-Cola Information 
Center

Responsible Advertising and 
Marketing 
The Coca-Cola Information 
Center

GRI Indicators Table

 
GRI Indicators Table

GRI Indicators Table

There are no court rulings against us re-
lated to any failure to comply with regu-
lations on product and service informa-
tion and labeling.

 
Coca-Cola Light (1.37%), Coca-Cola Zero 
(1.37%), SenSun (0.53%), Damla (18.28%), 
Damla Minera (0.31%), Damla Minera 
Sade ( 0.31%)
 
Products in related catergory are Cappy 
Karıık Meyve Nektarı, Cappy Turunçgill-
er, Powerade IceBlast, Powerade Sun 
Rush and Powerade Citrus Charge.

 
 

 

 
There are no court rulings against us re-
lated to any failure to comply with regu-
lations on product and service informa-
tion and labeling.

 
 
 

 

No lawsuits have been filed against CCI 
for failure to comply with laws related to 
marketing communications, advertising, 
promotions or sponsorships in 2012. 

 
Within the reporting period, no com-
plaints were received to CCI regarding 
the violation of customers' personal 
privacy or the loss of customer data. 

"No significant penalties were charged 
against CCI for failure to comply with 
laws or regulations regarding the supply 
or use of products and services during 
the reporting period.
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 External assurance reportIndependent Assurance Letter
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UN Global CompactGreenHouse Gas Verification Statement
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UN Global CompactGreenHouse Gas Verification Statement
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UN Global CompactGRI approval
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UN Global CompactGRI approval
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LEGAL DISCLAIMER

The Sustainability Report (the Report) has been prepared by Coca-Cola ‹çecek   A.. (CCI) 

within the principles of GRI (Global Reporting Initiative) and United Nations Global Compact. 

This report has been prepared solely for informative purposes and does not aim to form the 

basis for any investment decision. No information in this report constitutes a proposal or part 

of a proposal relating to the sale of CCI shares, or an invitation to this kind of sales process, 

and the publishing of this report does not mean that a legal relationship of this kind has been 

established. All featured information and related documents are believed to be accurate at 

the time of this report’s preparation, and all information has been provided in good faith 

and relies on trustworthy sources. However, CCI does not make any  kind of declaration, 

guarantee or promise in relation to this  information.
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Coca-Cola ‹çecek

Atilla D. Yerlikaya

 
Corporate Affairs Director

Coca-Cola ‹çecek A..

Merkez Ofis Istanbul Esenkent Mah. Deniz Feneri Sok. 

No: 4, 34776, Ümraniye Istanbul, Turkey

Tel: +90 216 528 4000  Fax: +90 216 466 7686

www.cci.com.tr

Reporting Consultant

This report is printed on recycled paper.
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