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A refreshmg approach to

Water scarcity has become a major concern for FMCG producers and packagers alike,
but Coca-Cola Hellenic found that the threat of shortages led its teams to be creative with
water-saving ideas. Group sustainability manager Dr Jens Rupp talks to Ellie Broughton
about leading the way on water footprinting, reaping the benefits of lightweighting, solving
recycling conundrums and spreading the message on the company’s green direction.

overnight but its subsequent Jmpact is
impressive. Its 2009 corporate social
responsibility (CSR) report announced that
its water ratio was 256% lower than in 2002,
its energy use was down 31% in the same
period, its lightweighting actions had
avoided more than 4,500 tons of packaging
and it had co-developed the largest range
of HFC-free coolers on the market.

The company was created in August 2000
after the merger of Athens-based Hellenic
Bottling Company S.A. and London-based
Coca-Cola Beverages plc. In 2002-3, its
CSR strategy and priorities were
established and progress began on the
sustainability of its water and energy
resources, recycling and consumer heath
targets, employee development and
supplier engagement.

CCH prides itself on being one of the
early adopters of water footprinting and has
since tested methodologies for measuring
this index. A founding member of the Water
Footprinting Network, the company also
works with European sugar producers to
better understand their water consumption.

abundance of water in each oountry

Retumable packaging was found to be a
false carbon economy, but in European
countries with good systems for recovery
recyclable packaging made a big difference
on CCH's environmental impact.

Rupp says that they then tumed to
community-level water issues. Was the plant
beside a plentiful source like the Danube or
was it on a sun-baked island off the Greek
mainland? They wanted to find out what the
stakeholders and the locals were thinking.

“With climate change, dry regions will
become even drier,” Rupp continues. “We
know that we have to work to the best of
our ability today to establish relationships
with communities that we might come to
rely upon in the future, so that we know
and trust each other, rather than conflict
with one another.”

CCH's major development towards more
sustainable packaging was lightweighting.
Cans on the market at the moment are
nearly 40% lighter than those last century,
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just a gram hghter than their predecessors,
will generate their own savings.

In one of its secondary packaging
reduction initiatives, CCH in Ireland
partnered with Tesco in 2009 to develop
new shrink-wrap-efficient merchandising
units. As well as being returnable the units
could be rolled straight into the store.

Unlike many of its competitors, CCH's
corporate responsibility changes were not
broadly communicated to customers. “The
main reasons that we made the changes
were to improve processes, and to reduce
impact and risk,” says Rupp. “Our reputation
stayed more or less the same until we
communicated it to the public in 2009.

“Sure, we published the Corporate Social
Responsibility (CSR) reports, and in specific
areas where we worked with our suppliers,
lightweighting for instance, our reputation
improved in the export and services market.
But in terms of the general population? No,
they had no idea.”

Now, Rupp says, the sustainability team
is more confident about its successes and
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 the business. The yupsrdeRupp
says was that the financial pressure refined
the company’s sustainability objectives: “We
had time to reassess our most important
and efficient activities, what we call the
must-haves rather than the nice-to-haves.”

Sustainability and corporate responsibility
has been a boost to CCH's front-line
employees and Rupp says he wants to see
“a revolution” in his organisation this year to
develop the projects it has already begun.
Last year it built three CHP units, and
plans the same number next year, with
construction running to a total of 20. The
company has struggled to build its
renewable energy resources because of its
relatively small consumption.

Bottle design will be pushed towards
greater lightweighting and recycled content.
Last year some countries shifted from 100%
virgin material PT bottles to 50%, the best
outcome for making lightweight bottles.

The sustainability team will also put
pressure on collection. In countries such as
Switzerland and Austria, almost four fifths
of CCH's packaging was recovered rather
than littered or sent to landfill. Plants have
agreed to a 2015 goal of recycling rates
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