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We value your opinion 

It is important for us to have your opinion to improve our sustainability management. We invite you 
to send us your suggestions, questions or any comments related to this Sustainability Report or our 
work at Coca-Cola Andina to: andina.ir@koandina.com as well as to the offices of our operations.

For more information on this Report or to see our previous reports go to: www.koandina.com

Company Identification 
Embotelladora Andina S.A.
Open Stock Corporation 
Tax ID N°: 91.144.000-8
Address: Miraflores 9153, Comuna de Renca, Santiago de Chile.



 2 Message from the Chairman of the Board of Directors 

 6 Our Company 
 8 Andina at a glance 
 10 Our value chain
 11 Sustainability Management and Governance
 
 31 Beverage benefits

 43 Active Healthy Living

 49 Water Stewardship

 59 Energy Management and Climate Protection

 67 Sustainable Packaging

 77 Work Environment 

 95 Community
 97 Our Clients
 100 Our Suppliers
 104 Social investment in the community 

 112 Challenges for the coming years

 114 Characteristics of the Report

 115 GRI G4 content index
 
 130 We value your opinion

Table of 
Contents



2    •     coca-cola andina

I am pleased to present Coca-Cola Andina’s 
Annual Report and seventh Sustainabi-

lity Report, simultaneously reporting on 
the Company’s financial-economic and 
sustainability performance.

For Coca-Cola Andina, 2015 was a year of 
many challenges considering that we had 
to face the deterioration of the economies 
of the countries where we are operating. 

In Argentina, 2015 was characterized by a 
stagnant economy, as well as the continued 
control over prices. The economy grew 
only 2.0%, while inflation continued at 
high levels at around 28.0%. In addition, 
there was a strong devaluation towards 
the end of the year, which meant that the 
average exchange rate devalued 14.1% 
during 2015. Among the highlights of the 
year, we can mention that, as a result of 
our solid execution at the point of sale our 
volumes grew 2.1%. We also increased our 
prices by 33.3% on average during the year. 
Our market shares increased in the main 
categories where we participate, with an 

increase of 0.2 points in the soft drinks 
category and 4.1 points in juices. Argentina’s 
financial result was outstanding, achieving 
an EBITDA of A$1,128.1 million.

Meanwhile, Brazil continues a process of 
economic slowdown, which resulted in a 
3.8% GDP contraction. In addition, inflation 
reached 10.7%, well above the goal of the 
Central Bank, and currency devalued 41.6% 
during the year. In this context, our volumes 
fell 5.3%, but we were able to increase our 
market share for soft drinks by 0.9 points. 
In addition, our average prices recorded an 
increase of 9.2%. These price increases, 
along with improvements in efficiencies 
and productivity, allowed us to achieve an 
EBITDA of R$511.6 million, representing a 
4.7% growth over the previous year.

In the case of Chile, 2015 was a year of little 
growth, with GDP increasing approximately 
2.0%, and the exchange rate devaluing 
14.7%. Our volumes increased 0.8%, hi-
ghlighting the growth of our low-calories 
brands which increased 6.2%, in spite of the 
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weather conditions that adversely affected 
consumption. Additionally we gained 0.8 
points of market share in the soft drinks 
segment, thus closing the year at 69.3 points 
on average. Furthermore, EBITDA increased 
8.4%, reaching CLP$103,142 million.

Lastly, in Paraguay the economy showed a 
moderate growth of approximately 4.7%, 
but private consumption continues at low 
levels, and currency devalued 16.8%. In this 
context, our volumes fell 1.8%, although 
our soft drinks market share grew 3.4 
points, reaching 65.6 points on average. 
Furthermore, EBITDA grew by 6.9%.

The good results attained were a conse-
quence of maintaining our strategic focus 
on the following aspects: 

 › Strengthening The Coca-Cola Company’s 
brands by increasing the offer of products 
according to the need for hydration, 
wellness and accessibility of our consu-
mers. An example of this is the successful 
implementation of our marketing strategy 
called Masterbrand, launches of new juice 
flavors, new format options for waters, the 
extension of returnable packaging, and 
the different plans to deepen personal 
consumption options.

 › Implementation of cost-saving, pro-
ductivity, and flexibility initiatives in all 
of our operations. In this area, the most 
noteworthy are the optimization projects 
in logistic operations, such as automating 

the processes at deposits, internaliza-
tion of distribution fleet and changes in 
distribution and transportation models.

 › Evolution of client service models, de-
veloping and implementing ambitious 
Route to Market projects.

 › Profitable and sustainable growth with a 
solid financial discipline through a prioriti-
zation of capital investments in projects of 
greater strategic impact, generating results 
and value contribution, both economic, 
social and environmental, with high levels 
of governance and transparency.

As a result of the previous aspects, while 
volume showed a 1.3% contraction, reaching 
819.9 million unit cases, consolidated inco-
me grew 4.5% compared to the previous 
year, reaching CLP$1,877,394 million, and 
consolidated EBITDA reached CLP$316,228 
million, an increase of 9.1%. Furthermore, 
EBITDA margin recorded an expansion of 
72 basis points.

In 2015 we have reached over 52 million 
consumers, refreshing unique moments of 
their lives. As a Company we had a year of 
learning and capitalization of achievements. 
We strive to maintain communicated with our 
stakeholders, not only with consumers, but 
also with shareholders, suppliers, collabo-
rators and the community in general. Some 
results of these efforts are the materiality 
matrix, the labor environment survey, and 

As a Company 
we had a year 
of learning and 
capitalization of 
achievements. We 
strive to maintain 
communicated with 
our stakeholders, 
not only with 
consumers, but also 
with shareholders, 
suppliers, 
collaborators and 
the community in 
general.

GRI:
GDMA

G4-1
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the energy-efficiency acknowledgments 
obtained with our cold equipment.

We moved forward in sustainability manage-
ment and we increased transparency even 
more, a value that we reaffirm every year 
through commitments, such as adherence 
to the UN Global Pact initiative. We have 
re-launched our web site, providing relevant 
and timely information to our stakeholders, 
developing new communication channels 
and for the follow-up of reports.

The expectations of our stakeholders are 
definitely changing towards an harmonious 
development. Coca-Cola Andina is anti-
cipating and responding successfully to 
these challenges. Along with The Coca-Cola 
Company, a key partner to keep us at the 
forefront on sustainability issues, we are 
leading several projects that we have been 
working on for over 4 years such as the Co-
lectivo in Brazil (oriented toward inclusion 
and recycling) and Replenish (preservation 
of water sources) in Argentina.

We know that our priority sustainability 
challenges are related to water, waste ma-
nagement, energy efficiency and nutrition. 
We understand that the best way to address 
them is with our work plan in conjunction 
with the public sector, non-profit organi-
zations and partners who face the same 
challenges. The outstanding cases of our 
sustainability report reflect our conviction 

that the collaborative work in addressing 
initiatives, continues to give satisfactory 
results in terms of scope, coverage and 
measurable benefits.

In the field of innovation, we significantly 
progressed on perfecting our processes to 
encourage and manage the generation of 
ideas for the improvement of operations 
and internal and external customer service 
systems.

We feel the satisfaction of being recognized 
by different agencies, media and public 
opinion, for our efforts and achievements. 
For example, this year we obtained the first 
place in the category of Leading Company 
in Corporate Governance, second place in 
the category Director of Leading Company 
in Sustainability and third place in General 
Manager, Leading Company in Sustainability, 
awarded by the 2020 Sustainable Leaders 
Agenda - ALAS20. In addition, Coca-Cola 
Andina was recognized as the second most 
admired company in Chile in the ranking 
organized by PricewaterhouseCoopers and 
Diario Financiero.

We were also elected first among Mass 
Consumption Companies where students 
would like to work (Diario Pulso), whose 
research highlighted as a prime factor the 
balance between life and work. We obtained 
awards such as the CCIL 2015 Execution Cup 
- Key Accounts Best Execution, 1st place 

CCIL Quality ranking (Brazil), 2nd place 
trophy GSCC London Award on operating 
excellence (Brazil), honorable mention for 
the energy-saving project of cold equipment 
at customer locations, recognized by Hub 
Sustentabilidad in Chile, 1st prize Industry 
Ministry of the province of Córdoba, Ar-
gentina, for Eco-efficiency Management, 
Recognition for Commitment to Education, 
Junior Achievement Argentina, among the 
most prominent awards.

A milestone for Coca-Cola Andina was the 
initial implementation phase of the World 
Class Manufacturing methodology in all our 
operations. This is a management metho-
dology that allows identifying systemic and 
permanent improvement opportunities in 
production and operating processes and 
a Behavior-Based Safety Program. We 
have promoted this initiative since we are 
convinced that the satisfaction and safety 
of our collaborators are core investments 
for the generation of shared value.

Looking at 2016, with an even more restric-
tive scenario, it is worth mentioning that 
we continue working on the project of the 
new Duque de Caxias plant in Brazil, which 
already began its construction process and 
we expect will begin operating in mid-2017.

We remain confident to continue capturing 
the results from our efforts to reduce costs 
and expenses at all of Coca-Cola Andina’s 
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operations and make the most out of the 
opportunities offered by the markets. We 
will also seek to optimize capacity use of 
our facilities, improve the product mix, 
strengthening the sales of products with 
higher added value.

This confidence is based on the abilities we 
have developed and consolidated over the 
years, the great commitment and passion of 
our collaborators, the strength of the brands 
we sell and an ever improving value chain, 
more and better customer service models, 
renewing the affection our consumers have 
towards our products.

In 2016 we will continue to work focused 
on the fulfillment of our 2020 vision that 
entails being recognized for our manage-
ment excellence and keeping our priorities 
in the achievement of results, reputation, 
transparency and socio-environmental 
empathy.

On behalf of the Company’s Board of Direc-
tors I would like to thank all shareholders 
for their trust, and also thank Coca-Cola 
Andina’s collaborators for their effort, ethics 
and loyalty towards the company, and 
urge them to remain equally committed 
to the challenges we have established for 
the year 2016.

As a Company 
we had a year 
of learning and 
capitalization of 
achievements. We 
strive to maintain 
communicated with 
our stakeholders, 
not only with 
consumers, but also 
with shareholders, 
suppliers, 
collaborators and 
the community 
in general. 
Some results of 
these efforts are 
the materiality 
matrix, the labor 
environment 
survey, and the 
energy-efficiency 
acknowledgments 
obtained with our 
cold equipment.

Juan Claro González
Chairman of the Board of Directors
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Our company 

and isotonic beverages. We distribute beer 
in Brazil and in the South of Argentina, and 
liquors in the South of Chile

In Argentina, Chile and Paraguay we produce 
PET bottles for soft drinks and REF PET* 
packaging in several formats for our own 
operations and for sale to other bottlers.

W e are the sole Coca-Cola soft drink 
producer in Paraguay, the largest 

producer in Chile and the second largest 
producer in Brazil and Argentina. 

At Coca-Cola Andina we produce and 
distribute products licensed by The Co-
ca-Cola Company in Argentina, Brazil, 
Chile and Paraguay in franchised territories 
servicing almost 52 million people. We are 
the 2nd largest Coca-Cola bottler in South 
America and are among the 3 largest in 
Latin America.

Among the beverages licensed by The 
Coca-Cola Company, we produce and 
distribute soft drinks, fruit juices, mineral 
and purified water, flavored water, energy 

* Refillable PET:  Polyethylene terephthalate bottle, 
since the material possesses adequate density to 
support collection and sanitation processes, it can 
be safely reutilized.
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In 2015 we delivered more than 
4.6 billion liters of soft drinks, 
juices and bottled water, and 

we employed over 15,800 
people in the 4 countries.

Our 
Operations

argentina brazil chile paraguay

Embotelladora del 
Atlántico. S.A.

Andina Empaques 
Argentina S.A. 

Río de Janeiro 
Refrescos Ltda.

Embotelladora  
Andina S.A.
Andina S.A.

Vital Jugos S.A.
Vital Aguas S.A.

Envases Central S.A. 

Paraguay 
 Refrescos S.A.

2014 2015 2014 2015 2014 2015 2014 2015

franchise extension km2 
(thousand) 1,892 1,892 165 165 398 398 407 407
Franchise 

inhabitants(million) 13.9 13.9 21.9 21.9 9.4 9.5 6.8 6.9

Clients (thousand) 68 66 88 97 63 65 52 53
Unit cases – sales volume 

(total million) 229 234 307 291 232 234 63 61

Market share soft drinks 61.40% 61.60% 61.40% 62.30% 68.50% 69.30% 62.10% 65.30%
Market share juices & 

others 26.40% 30.50% 40.80% 38.20% 34.80% 34.80% 38.30% 38.20%

Market share waters 11.60% 13.00% 5.80% 6.90% 42.50% 42.50% 63.40% 49.40%
Workers 3,288 3,369 7,560 8,039 3,810 3,324 1,478 1,076

Bottling Plants 3 3 3 3 4 4 1 1
Other plants 1 1 4 4 0 0 0 0

Distribution centers 23 26 13 13 17 17 3 3

Regions covered

San Juan, Mendoza, San 
Luis, Córdoba, Santa Fé, 
Entre Ríos, La Pampa, 
Neuquén, Rio Negro, 

Chubut, Santa Cruz, Tierra 
del Fuego and the West 

of the Province of Buenos 
Aires.

Part of the states of Río de 
Janeiro, Espíritu Santo, São 

Paulo and Minas Gerais 
and the state of Espirito 

Santo

Antofagasta, Atacama, 
Coquimbo, Región 

Metropolitana,
San Antonio, Cachapoal, 
Aysén and Magallanes

All of the Paraguayan 
territory

Scope of operations 

GRI:
G4-3

G4-6

G4-8

64-9

G4-13

G4-DMA 
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Andina at a glance 

Presence in

4 COUNTRIES
Argentina, Brazil,

Chile and Paraguay

Billion U$

2.87
Net sales 

2015 

281,000
clients

THE 2nd
Coca-Cola bottler  
in South America

We delivered more than

4.6
Billion liters of 

beverages in 2015

More than

15,800
collaborators

59
Distribution centers
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GRI:
G4-8

G4-9

G4-EC7

G4-EC-8

G4-12

market

WORK 
ENVIRONMENT

Our value 
chain

BEVERAGE 
PORTFOLIO

•	 MUS$64 paid in taxes during the 
last year

•	 10,600 Suppliers.

•	 95% local suppliers.

•	 281,000 clients. 66% SMBs, Kios-
ks, Mom & Pop’s and Self-service.

•	 100% of the packaging we offer 
is recyclable.

•	 Programs with recycler coope-
ratives in Argentina and Brazil.

•	 We provide clear and precise 
nutritional information.

•	 We responsibly promote our pro-
ducts. We do not direct advertising 
to children less than 12 years old.

•	 391 tons of PET reduced in 2015.

•	 100% generated waste waters is 
treated and suitable for human life.

•	 14,500 hectares intervened by 
programs to replenish water used 
in Argentina 

•	 We recycle 85.20% of solid waste 
we generate in the entire Company 

•	 39% energy savings in new low 
consumption cooling equipment 
provided to customers

•	 820 million unit cases* 
(UC) sold

•	 Franchise extension 2.9 million 
km2

•	 One of the seven largest Co-
ca-Cola bottlers worldwide.

•	 16 bottling plants and 5 other 
plants

•	 Franchised territories with 52 
million inhabitants

•	 31,000 hours safety training.

•	 Over 235,000 hours invested in 
training during the year.

•	 MUS$ 454 paid in salaries and 
social benefits to employees

•	 100% of collaborators covered by 
collective agreements.

•	 64% favorable results work envi-
ronment survey 2015, four points 
more than 2012 and 2 more than 
2013.

•	 More than 37 brands

•	 49% of our product portfolio 
is low-calories or zero calories, 
46% in 2014.

•	 More than 30% of the brands 
offered contain an increase in 
nutritional ingredients and con-
tribution of minerals.

•	 37.5% of beverage sales in retur-
nable formats in the entire region.

•	 1st beverage Company worldwide 
in placing calories in the front of 
the labels.* Measuring unit representing a case with 24-8 oz. 

.bottles or 5.678 liters of beverage known as a “unit 
case”



10    •     coca-cola andina

Our value chain
We are part of The Coca-Cola System, we operating according to their standards and  
we move an extensive regional value chain that helps us to sustainably grow the business.

UPSTREAM OPERATION AND LOGISTICS DONWSTREAM

The Coca-Cola 
Company (TCCC)

Suppliers of raw 
materials and 

services

Coca-Cola Andina 
Bottling  

Packaging

Distribution Clients Consumers 
Recycling and 

recovery

Supplier of 
concentrate and 
syrups. Coca-
Cola Operating 
Requirements.  
(KORE).
Standards for 
suppliers of raw 
materials. 
2020 Sustainability 
Goals - Agriculture

Includes suppliers 
that provide raw 
materials and 
services to the 
various operations 
in Brazil, Argentina, 
Paraguay and Chile.
Implementation 
of sustainable 
packaging.

Bottling, packaging and all 
administrative and logistic 
tasks. Relieving and minimizing 
impacts.

Includes distribution 
(own Distribution 
Centers)
Route optimization 
with the aim of 
reaching all 

Includes the 
wide network of 
customers, mostly 
small kiosks and 
mom & pop’s. 
Cooling with new 
technologies that 
reduce energy 
consumption.

Involves recycling 
and recovery 
strategies in 
conjunction with 
the community. 
Improvements in 
reverse logistics, 
accompaniment 
to recyclers. 
Consumer 
awareness.
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GRI:
G4-12

G4-56

G4-57
Sustainability Management and Governance 
They are the fundamentals of our culture. They lead internal and external relations involving 
suppliers and contractors.  They allow us to lead the market, adapt and innovate and grow as a 
large company, one team. 

Add value growing
sustainably, refreshing our

consumers and sharing
moments of optimism

with our clients.

MISSION

Lead the beverage
market, being recognized

for our management
excellence, people and

welcoming culture.

vision

TEAM WORK
We promote trust,

cooperation, respect
and diversity in our work
environments, adding the
personal contribution to

the joint creation.

Values

integrity
We believe in honesty,

transparency and
coherence as a basis for
our behavior, respecting
the Company’s values.

austerity
We take care of the

resources as if they were
ours, responsibly orienting

costs to the Company’s
needs and requirements.

attitude
We are moved by

passion, commitment and
perseverance, confirming

our desire to always do
our job better at all times.

FOCUSEd On OUR 
CUSTOMERS

We know the needs of our
customers and concentrate
our efforts to fully fulfill the

promise of service and
dedication to the market.

ORIEnTEd On 
RESULTS

We approach our
energies on an

efficient work in
order to achieve the

proposed goals.

We consolidate our identity, living 
the values

2015 marked phase III of the internalization 
of the Company’s, MISSION, VISION AND 
VALUES in all operations. It was focused on 
DOING, on how to identify, live and spread 

our principles to further strengthen a great 
company and a single team.

We continue working to become a World-
class Company in Argentina, Chile, Brazil 
and Paraguay..

Over 2,600 
hours of training  
imparted annually. 
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ETHICS CODE
It is the set of principles and behaviors that guide the conduct 
of all employees, contractors, consultants and members of the 
Board regarding their functions.

C overing aspects such as legal regu-
lations and regulatory compliance; 

Conflicts of interest; Transparency and 
accuracy of accounting information; 
Fraud, corruption and money laundering; 
Dealings with public officials; customers 
and suppliers; Political and humanitarian 
contributions.

SUPPLIERS AND THIRD PARTIES 
ETHIC’S CODE 

It includes legal, administrative and regu-
latory compliance in each country in which 
operations are performed. Especially those 
concerning money laundering coming from 
crime and bribery.

It prohibits forced labor and child labor, 
discrimination in recruitment and emplo-
yment practices on grounds of race, color, 
religion, sex, age, physical ability, nationality 
and sexual orientation.

It establishes compliance with labor legis-
lation; respect for human rights, freedom 
of association, and offering workers a safe 
working environment, to prevent accidents 
or harmful effects on health.

Each vendor/supplier acknowledges its 
existence, contents and enforceability at 
the beginning of the relationship.

We reserve the right to verify its application 
and in the event any action or condition 
is identified that is misaligned with the 
provisions, we have the right to take the 
necessary corrective measures in order 
to ensure its strict compliance. Also, we 
reserve the right to terminate the relations-
hip with any vendor/supplier that does not 
comply with it.

We have selected 
independent advisors, to 
offer our stakeholders, 
customers, consumers, 
employees, suppliers, 
investors, shareholders, 
neighbors, and the 
community in general, a 
simple way, to anonymously 
and confidentially report 
activities that may involve 
irregularities, inappropriate 
use of the Company’s 
goods or resources, abusive 
conduct of the Company, 
violations to current law in 
force or to our corporate 
policies.

It outlines the 
minimum conduct 
principles as a 
framework for the 
actions of suppliers, 
contractors and 
subcontractors who 
have a relationship 
with Coca-Cola 
Andina and each 
of its subsidiaries, 
as well as that of 
their respective 
employees, agents, 
and brokers.

> See more:
https://secure.ethicspoint.com/
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GRI:
G4-56

G4-57

G4-58 

G4-SO4

G4-DMA

I n the course of almost 70 years of history, 
we have been responding to the expec-

tations of customers and consumers; the 
need to minimize the environmental footprint 
of our products; the development of our 
employees and the generation of a vibrant 
and productive link with the community.

A Company with sustainability history
INNOVATION, CREATIVITY AND FOCUS have characterized our growth between 1946 when 
the Company was created until today, a time during which COCA-COLA ANDINA is present in 
Argentina, Brazil, Chile and Paraguay servicing a market with over 52 million inhabitants.

1981 We introduced “plastishield” in Chile, 
the most modern non-returnable container 
in the world. Launch of the diet soft drinks 
TAB and Sprite Light.

1984 We launched Diet Coca-Cola 

2000 We began a relationship with Junior 
Achievement.

2003 We obtained the important “Carlos 
Vial Espantoso” award, which distinguishes 
the most outstanding Chilean company in 
the area of labor relations and the most 
concerned about human capital. 

2004  Coca-Cola and CONIN inaugurate 
a model Center for the prevention of child 
malnutrition “El Plumerillo” in Mendoza.

2006 We are distinguished with the National 
Quality Award 2005, granted annually by the 
presidency of the Republic of Chile, being 
the first company in the mass consumption 
area to obtain this award. 

2008 We present our first Sustainability 
Report, becoming one of the pioneers in 
having this type of report to communicate 
with stakeholders.

2009 We started to work within the fra-
mework of the Coca-Cola system’s 2020 
vision that includes sustainability goals 
and objectives for the system.

2010 We defined our new sustainability 
management axes. We implemented the 
monitoring of key sustainability performance 
indicators.

2011 We started using a collection system 
for biogas generated in the treatment of 
liquid effluents from the Montecristo plant.

2012 We did our first carbon footprint 
measurement. We implemented recovery 
and recycling strategies.

2013 We inaugurated the “Energy Coge-
neration” project in Brazil that allows the 
use of more than 70% of the heat energy 
of fuels we use in our processes.

2014 We achieved second place in the 
ranking of corporate transparency of Chile 
Transparente (local chapter of Transpa-
rency International). Worldwide launch 
of Coca-Cola life.

2015 We adhered to UN’s Global Pact 
principles. We defined a new sustainability 
policy. We presented our 7th. Sustainability 
Report.

> See more:
www.koandina.com/
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 › At Coca-Cola Andina we are inspired by 
optimism and we communicate it to all of 
our stakeholders.  This inspiration helps 
us grow sustainably, i.e. meeting present 
needs and ensuring future generations 
can meet theirs with equal availability 
of resources. 

 › Our development is based on ethical 
behavior that guides our chain value chain.

 › The quality of our operations seeks 
to simultaneously satisfy customers, 
consumers, shareholders, employees, 
suppliers and the community in general

 › Always dedicated to the needs of our 
different stakeholders. We are focused 
on offering a wide-ranging portfolio of 
beverages of the highest quality.

Our view on sustainability  

 › We promote a safe and comfortable work 
environment. We believe that motivated 
people are the basis of corporate sustai-
nability, which allows building a better 
company.

 › Our commitment is to promote a healthy 
and active lifestyle for our employees as 
well as the community.

 › We are committed to the growth of our 
industrial and commercial activities in 
harmony with the environment being 
proactive and innovative.

 › Water is a vital resource for life and aware 
of this we seek a responsible use, develop 
processes that allow greater efficiency in 
consumption, and replenishing this vital 
resource to nature.

 › Our packagings are focused on reducing, 
recycling and reusing materials, in order 
to preserve natural resources.

 › We work to minimize carbon emissions 
from the optimization of energy con-
sumption and the implementation of 
renewable energy.

 › Through programs that promote local 
economies, create opportunities and 
improve the quality of life of people, 
we seek to contribute to the progress 
of the communities where we develop 
our activities.

We integrate Commitments to Society, 
legal regulations and the requirements 
of The Coca-Cola Company in our 
sustainability management. 

We begin by analyzing business risk and 
opportunities, the impact of the life cycle 
of our products and the dialogue with our 
stakeholders, to formulate goals, targets 
and indicators that allow us to monitor 
and communicate our performance on key 
business sustainability issues.
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GRI:
G4-DMAOur Sustainability Management Focal Points

In conjunction with The Coca-Cola Company we have defined 4 work areas and 7 priority focal 
points in our commitment to the path of sustainable development. 

BEVERAGE BENEFITS
We want to satisfy the consumption needs 
in the market, offering a quality beverage 
portfolio, in which consumers can trust.

ACTIVE, HEALTHY LIVING 
We promote a healthy and active lifestyle 
offering a wide range of beverages, providing 
nutritional information and encouraging 
physical activity and healthy habits.

ENERGY MANAGEMENT AND 
CLIMATE PROTECTION
We work to minimize greenhouse gas 
emissions of our operations.

SUSTAINABLE PACKAGING
We strive to reduce, recycle and reuse 
materials and conserve the resources.

WATER STEWARDSHIP
Our goal is to safely return to nature and 
communities an amount of water equivalent 
to what we use in all of our beverages and 
their production. 

COMMUNITY
We seek to contribute to the development 
of the communities where we conduct our 
activities through various programs to de-
velop local economies, create opportunity 
and improve the quality of life of people.

WORK ENVORINMENT
We promote a safe and diverse work en-
vironment that enhances the individual 
qualities of people, to inspire them to give 
the best of themselves. We adhere to the 
international principles of Human Rights.
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GRI:
G4-2

G4-45

G4-46

Our Integrated Management 
System allows identifying, 
monitoring and managing 
the relevant risks associated 
with the operation. Each 
operation produces its legal 
compliance, environmental 
impact, safety and 
occupational health risk 
matrix. In addition, we 
incorporate food safety 
standards.

For more information about 
our Integrated Management 
System and certifications 
achieved see chapter 
“Beverage Benefits”

W e have specific administration 
policies and procedures which are 

reviewed and updated on an annual basis.

Particularly important are those policies 
and procedures designed to ensure the 
safety of our processes and the quality 
of our products, including safety and 
environmental risk assessment matrixes, 
processes critical control points, emergency 
management handbooks and follow-up of 
corrective and preventive measures.

In accordance with the new Corporate Risk 
Management and Control Policy enacted in 
December 2015, the Board of Directors is the 
main responsible for safeguarding the value 
of the Company’s potential losses, enhan-
cing the culture of RMG (Risk Management 
and Control) in the Organization, knowing 
and understanding the relevant risks that 
may affect the Company. Approving the 
strategy and general guidelines of RMG 
and monitoring the continuous operation 
of RMG processes reported by the Risk 
Committee.

The Risk Committee is composed of the 
Chief Executive Officer, the Chief Financial 
Officer, the Chief Legal Officer, the Chief 
Human Resources Officer, and the Corpo-

rate Risk and Controlling Manager acting 
as executive secretary, with mandatory 
quarterly reports to the Board of Directors.

 › Its management is aimed at mitigating the 
risks that may arise in the development 
of the Company’s activities and which 
may affect the goals established by the 
Board of Directors:

 ›  Achieve the Company’s strategic goals 

 › Protect the Company’s reputation and 
results

 › Defend the interests of shareholders and 
stakeholders 

 › Ensure economic, social and environmental 
sustainability.

Business Risk Analysis 
A key aspect for the management of our business is the proper administration of the economic, 
social, political, competitive and environmental risks associated with our business. It is what 
allows us to anticipate and be prepared for any change or materialization of them. 

> See more:
www.koandina.com/

 For more information you can access form F20 2014 - Risks Relating to our Company (pages 11 to 28) 
(http://www.koandina.com/pagina.php?p=inversionistas)
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Analysis and sustainable 
management of the lifecycle  
of our products
We work in every phase of the lifecycle of our products.

lifecycle what are we doing to….? in this report,  
see chapter... page

Ingredients
Packaging

•	 Reduce water consumption
•	 Minimize environmental impact 

of packaging Water Stewardship
Sustainable Packaging

49
67

Production
•	 Ensure the quality and safety of 

our products.
•	 Use technology with less impact 

on the environment. Beverage Benefits
Energy Management

and Climate Protection

31
59

Distribution •	 Diagnose the carbon footprint.
Energy Management

and Climate Protection

59

Vending
Clientes

•	 Contribute to the development 
of our network of small 
customers.

      
 

Beverage Benefits.
Community

31
95

Consumers
•	 Deliver better information to 

our customers and contribute 
to their well-being with our 
products.

     

Beverage Benefits. 
Active Healthy living

31
77

Landfill
Recycling

•	 Use returnable and eco-friendly 
bottles.

Sustainable Packaging

67
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GRI:
G4-DMA

G4-24

G4-25

G4-26

G4-37

Participation and dialogue with stakeholders 

O ne of our sustainability management 
keys is the consciousness about the 

approach not only regarding issues that 
matter to us, but also those that influence 
and are important to the system of which 
we are part.

We connect with everyone with whom we 
interrelate. We identify them as part of the 
systematization work of our Sustainability 
Strategy which is reviewed annually to ensure 

shareholders Coca‑Cola governance workers suppliers and 
contractors clients consumers and 

community
 › Define vision, 

mission and 
strategy

 › Investors and 
promoters of 
growth and 
innovation.

 › Custodians of 
the value of the 
company and 
create value for 
the company.

 › Franchisor
 › Supplier of 

concentrate and 
syrups.

 › Operating 
Standards of 
the Coca-Cola 
System (KORE)

 › Standards for 
suppliers of raw 
materials.

 › 2020 
sustainability 
goals.

 › Sustainable 
Agriculture.

 › Regulator - 
Promoter

 › Legal operating 
framework

 › One of the basic 
pillars of the 
business and 
success factor.

 › They provide raw 
materials and 
services required 
for the operation 
and fulfillment 
of goals of 
the various 
operations in 
Brazil, Argentina, 
Paraguay and 
Chile.

 › Strategic 
associates for 
the provision 
and quality of 
products and 
packaging.

 › They have a 
great indirect 
economic impact 
on local economy 
since the largest 
percentage of 
purchases is 
regional and 
local.

 › Strategic 
partners in the 
development 
of our business 
(wholesalers, 
supermarkets, 
small grocers 
and kiosks, on-
premise)

 › Among them, 
small grocers 
(66%) are an 
essential link in 
our value, since 
in addition to the 
social impact in 
the development 
of local 
economies, they 
are responsible 
for a significant 
proportion of the 
Company’s sales.

 › The driving 
force of our 
Company and 
its sustainable 
growth.

 › They define our 
offer: market 
preference 
changes 
(refresh, nourish, 
contribute to 
healthy living); 
and meet 
the present 
needs of future 
generations. 
Strategic allies 
to contribute to 
the progress and 
environmental 
care (post-
consumer: 
recycling and 
recuperation) of 
the Communities 
where we 
develop our 
activities

communication channels
 › Regular 

communication / 
Digital channels

 › Meetings with 
Chief Executive 
Officer

 › Shareholders’ 
Meetings

 › Andina Day 
(annual event 
with a visit to 
facilities)

 › Annual Report 
and Sustainability 
Report

 › Regular 
communication / 
Digital channels 

 › Meetings
 › Participation in 

joint initiatives
 › Direct 

relationship with 
specific areas.

 › Construction of 
joint plans

 › Audits

 › Regular 
communication / 
Digital channels 

 › Meetings 
with different 
governmental 
levels.

 › Annual Report 
and Sustainability 
Report

 › Regular 
communication / 
Digital channels

 › Surveys, analysis 
of climate and job 
satisfaction

 › Performance 
evaluations

 › Internal magazine
 › Annual Report 

and Sustainability 
Report

 › Regular 
communication / 
Digital channels

 › Periodic meetings
 › Interviews
 › Surveys
 › Audits
 › Plant visits

 › Means of regular 
communication 
(visits of 
developers)

 › /Digital Channels
 › Satisfaction 

surveys and 
analysis

 › Client 
development and 
service centers, 
call centers

 › Plant visits
 › Sustainability 

Report

 › Digital Channels
 › Relationship 

activities
 › Participation in 

organizations
 › Perception 

and evaluation 
surveys and 
analysis

 › Plant visits

its representativeness and the updating of 
their  expectations. The criteria we use for 
their inclusion and defining priorities are: 
the proximity, the type of formal or informal 
relationship that we have with each of them, 
and the degree of influence they have on 
the achievement of the business goals.

The multiple communication channels 
that we have allow us to learn and update 
on an annual basis the expectations they 

have about our operation and the priority 
assigned to the topics that are relevant to 
sustainability management. 

We have implemented a two-way com-
munication channel with clients, suppliers 
and consumers and an anonymous report 
channel which can be used by any of the 
stakeholders. 
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W e consider the issues that are 
priority for our shareholders and 

The Coca-Cola Company; those emerging 
from communication channels with our 
main stakeholders; those that are key to the 
sustainability of the companies in the food 
and beverage sector; those suggested by 
international organizations with influence 
in the sector; those emerging from the 
sustainability platform “Live positively”; 
those coming from other internal sources 
that highlight economic, social or envi-
ronmental aspects that can influence our 
stakeholders, and indicators for the Global 
Reporting Initiative GRI  G4 version for the 
food industry.

The list of issues arising from the above 
sources is consulted every two years with 
the main stakeholders. The purpose of 
the consultation is to verify its validity and 
importance and also to give the opportunity 
to add new issues that should be taken 
into consideration for the company or for 
internal and external audiences.

In addition to the ones included in the matrix, 
issues on Human Rights and Diversity and 
Equal Opportunities also arose as emerging 
issues, which so far had been considered 
as transversal aspects of the Sustainabi-
lity Focal Points defined by the company 
(specifically in the Work Environment; 
Community; Beverage Benefits and Active 
Healthy Living). According to data from the 
consultation, we will assess a differential 
treatment in future reports.

Dialogue on issues relevant  
to sustainability management 
In the course of 2015, the area of Management Control and 
Sustainability conducted this query using a sample survey that 
was aimed at Shareholders, Partners (representatives of all 
levels), Suppliers and Clients of the operations in the 4 countries 
(Argentina, Brazil, Chile and Paraguay).

Material sustainability management issues 
according to 2015 survey 

High Very high
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importance in the company’s strategy

1. Product quality, excellence and wellness 
2. Client development 
3. Suppliers’ development 
4. Economic and social development of local com-

munities 
5. Efficient distribution of our products 
6. Sustainable packaging and waste management 
7. Energy management 
8. Water stewardship 
9. Management of internal work environment, quality 

of life and development of people 
10. Responsible MKT
11. Promotion of Healthy Active Living
12. Relationship with stakeholders (Coca-Cola, clients, 

Community, etc.) 
13. Business management transparency
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GRI:
G4-19

G4-20

G4-21

G4-26

G4-27

G4-37

released priority  
material issues 2015

how we monitor and  
report on perfromance

in this report we  
inform about:

chapter where information  
is located

Product quality, excellence 
and wellness 

 › Product quality *
 › Company
 › Clients
 › Community
 › Suppliers 

 › Beverage Benefits

Client development  › Client satisfaction *  › Company
 › Clients  › Beverage Benefits

Suppliers’ development  › Report  › Company
 › Suppliers 

  › Community

Economic and social 
development of local 
communities 

 › Report

 › Company
 › Community
 › Consumers
 › Clients
 › Suppliers 

  › Community

Efficient distribution  
of our products  › Report  › Company

 › Clients   › Community

Sustainable packaging  
and waste management 

 › Solid Waste Recycling *  ›  Company  › Energy Management and 
Climate Protection

 › Packaging Quality *
 › Company
 › Suppliers 

 › Sustainable Packaging/
Energy Management and 
Climate Protection

Energy management  › Efficient Energy Consumption*
 › Company
 › Clients

 › Energy Management and 
Climate Protection

Water stewardship  › Efficient Water Consumption*
 › Company
 › Community  › Water Stewardship

Management of internal work 
environment, quality of life 
and development of people

 › Labor Safety *  › Company

 › Work Environment › Employee turnover *  › Company  

 › Favorable Internal Climate *  › Company 

Responsible MKT
 › Report  › Company  › Beverage Benefits

Promotion of Healthy  
Active Living  › Report

 › Company
 › Community  › Healthy Active Living

Relationship with 
stakeholders (Coca-Cola, 
clients, Community, etc.) 

 › Report  › Company
 › Corporate Governance and 

Sustainable Management › Annual Report  ›  Company

Business management 
transparency

 › Report
 › Annual Report 
 › Stock Market Reports
 › SEC 20F Forms

 › Company
 › Suppliers 

 › Corporate Governance and 
Sustainable Management

*Key Sustainability Performance Indicators
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Key Sustainability  
Performance Indicators 
We continuously monitor key sustainability performance indicators in topics that are relevant 
for the companies in the sector, for The Coca- Cola Company, for our shareholders and our 
major stakeholders.

Efficiency in water 
consumption: 
total water consumed per 
liter of beverage produced. 
Efficiency in energy 
consumption: 
total energy used per liter of 
beverage produced. 
Waste: 
percentage of recycled waste 
of total waste generated, 
grams per liter of solid waste 
generated.
 Labor safety: 
serious accidents and 
number of accidents. 
Reported on a monthly 
basis, by means of the LTISR 
(Lost Time Injury Severity 
Rate). 
Customer satisfaction: 
periodic measurement. 
Product quality: 
it is measured monthly 
through Product Quality 
Rating and Package Quality 
Rating indicators. 
Employee turnover: 
monthly measurement. 
Work environment: 
biannual measurement

I n addition to the Company’s key perfor-
mance indicators, we perform measure-

ments with international scope tools such 
as GRI, (Global Reporting Initiative) the 
indicators of RSE ETHOS-IARSE of the Latin 
American Program of RSE-PLARSE, together 
with national scope tools in each country.   

We also conducted a follow-up of perception 
indicators, in order to monitor the opinion of 
stakeholders on our performance, including 
surveys on the local Community, measu-
rement of Work Environment (bi-annual), 
and customer satisfaction surveys

Indicators’ performance results for each of 
the operations are presented throughout the 
various chapters in this report, according 
to the sustainability focal points to which 
they belong.

Coca-Cola Andina’s operation report to 
the Group’s Chief Executive Officer on a 
monthly basis regarding performance of 
key sustainability variables  
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GRI:
G4-DMA

G4-26

G4-49
Key Sustainability  
Performance Indicators

Efficiency in water consumption
Number of liters of water needed to produce 
one liter of beverage

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

2.14 2.03 2.02 1.76 1.76 1.73 3.06 2.70 2.61 2.17 2.14 2.19

Efficiency in energy consumption 
Energy used per liter of produced beverage - 
ThJoules / liter of produced beverage

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

0.30 0.34 0.33 0.30 0.33 0.38 0.29 0.28 0.28 0.55 0.59 0.60

Solid waste generation 
Grams of solid waste generated per liter of 
produced beverage

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

13.39 13.76 12.96 13.10 11.76 10.86 14.30 15.42 14.75 23.00 23.30 25.99

Recycling of solid waste 
Percentage of recycled waste in relation to 
generated waste

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

92.30 91.00 92.20 87.80 91.00 90.10 75.90 82.90 83.30 86.00 80.00 75.30

Industrial safety 
Severity in accidents and number of 
accidents, indicator LTISR (lost time Injury 
Severity Rate)

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

213.46 215.01 202.10 6.48 7.30 6.94 76.97 62.58 52.99 7.21 4.08 3.84

Client Satisfaction
Bi-annual measurement with all of Coca-
Cola Andina’s operations in scope

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

8.1% 85% 85% 8.1% 70.8% 70.8% 8.1% 61% 75.0% 8.1% 83.0% 83.0%

Product Quality
Beverage Product Quality Index (BPQI) Rating

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

91.7% 93.5% 91.6% 94.9% 96.8% 94.1% 91.6% 95.2% 96.2% 94.6% 94.6% 97.6%

Packaging Quality
Packaging Quality Index (PCQI) Rating

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

87.8% 90.0% 89.6% 91.3% 94.4% 86.1% 86.5% 87.6% 90.0% 80.0% 81.8% 79.7%

Employee turnover

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

0.29 0.41 0.49 3.65 3.55 2.84 2.42 1.93 2.04 0.67 0.62 0.50

Favorable internal environment
Bi-annual survey (2013 data) prior to merger 
with Coca-Cola Polar territories

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

63% 63%  64% 60% 60% 66% 59% 59% 60% N/A N/A  66%
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component concept MMU$S

Direct economic value created (EVC)

a) Revenue
Net sales plus revenue from 
financial investments and sale of 
assets

2,912 

Distributed economic value (DEV)  

b) Operating costs Payment to suppliers, royalties and 
other operating payments 1,951

c) Salaries and employee social benefits

Total payment to employees and 
social contributions.
Does not include commitment of 
future payments

454

d) Pagos a proveedores de capital All financial payments to capital 
contributors of the organization 204

e) Pagos a gobiernos Gross rates and taxes 102

f) Inversiones en la comunidad
Voluntary contributions and 
investment of funds in the 
community (includes donations)

1

Withheld economic value (WEV) 
(calculated as Economic  

Value Generated - Economic Value)
Reserves 200

> See more:
www.koandina.com/

Note: figures of indicated items correspond to income and expenses realized and accrued during the 2015 fiscal year.

Economic Performance
Another indicator that we have been reporting since the 
2014 Report is the one corresponding to the economic 
performance of Coca-Cola Andina regarding its impact on 
social value creation.

The following table shows the flow of capital 
between our stakeholders and the main 
economic social impacts of our operation.

For more information on our economic 
performance, you can access our 2015 
Annual Report.
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GRI:
G4-EC1

G4-DMA

G4-26

We perform a self-assessment of 
responsible sustainability management 

 
In order to evaluate how we are moving forward on 
the road to sustainability, we carry out a process of 
participatory self-assessment based on the sustainable 
management indicators proposed by the ETHOS/IARSE 
Institutes, which are aligned to the GRI indicators and 
ISO 26000 of Social Responsibility.

To carry it out, interdisciplinary teams were formed with 
the participation of more than 50 employees of Coca-
Cola Andina Argentina, which from a series of assigned 
indicators answered questions, agreed and pointed out 
a stage of evolution, and presented the results obtained 
within the framework of a plenary session, which aimed 
to validate the qualification that each of the groups gave 
to the dimensions of the indicators analyzed within the 
hierarchical levels that participated in the process. It was 
a more than valuable networking instance because it 
enabled to share information, where many people learned 
of actions taken by the company knowing that all areas 
have part in sustainability management, it also identified 
improvement opportunities to be implemented.
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New sustainability policy,  
new management structure

After the adoption of the new 
Corporate Sustainability 
Policy, our Corporate 
Governance* structure 
expanded to incorporate a 
Sustainability Committee  
into the functional 
organization chart

The Corporate Sustainability Policy establi-
shes the responsibilities, management and 
operation model of sustainable development 
and it is applied to Coca-Cola Andina and 
its divisions and subsidiaries.

A Corporate Sustainability Committee 
is established in order to strengthen the 
strategic alignment, which reports to the 
Board of Directors. It is composed of the 
Chief Executive Officer, the Chief Financial 
and Chief Human Resources Officers and 
the Corporate Management Control and 
Sustainability Officer.

The duties of this Committee include the 
definition of goals and objectives to be 
developed; the definition and review of 
metrics and monitoring indicators; the 
approval of memberships, subscriptions 
and agreements with organizations and 
affiliations for the Company as a whole; the 
selection and approval of plans and projects 
of the Business Plan of each country related 
to the pillars and sustainability goals and 
the review and approval of the Sustainability 

Report. This Committee meets on a quarterly 
basis for the assessment and monitoring 
of plans and goals approved and to report 
to the Board of Directors.

Each operation has a Sustainability Com-
mittee, composed of the General Manager 
and representatives of major areas, who 
generate and present operating plans, 
and after its approval, they are responsible 
for the implementation and measurement 
of results.

On the other hand, the area of Control and 
Sustainability Management is in charge of 
elaborating periodic reports regarding plans 
and goals, their achievements and com-
munication of results, which are reviewed 
by the Board of Directors.

*  You can find the Corporate Sustainability Policy at 
http://www.koandina.com/pagina. php?p=gobier-
no-politicas

**  For more information on governance structure, 
powers and functions see 2015 Annual Report 
pages. xxx
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GRI:
G4-34

G4-35

G4-36

G4-48

One plan for each reality
Coca-Cola Andina’s 
sustainability is managed 
strategically at Group level, 
but also providing flexibility 
to the operations to adapt 
the Sustainability Plan to the 
particular characteristics of 
each local context and to the 
needs of each community 
where we operate.

> See more:
www.koandina.com/

Chief Executive 
Officer

Miguel Ángel Peirano

Directors’ Committee

Audit Committee

BOARD OF DIRECTORS

General Manager 
Paraguay
— Francisco Sanfurgo 

General Manager 
Chile
— José Luis Solórzano

General Manager
Argentina
— Fabián Castelli

General Manager 
Brazil
— Renato Barbosa

Internal audit

Executive Committee

Ethics Committee

Chief  Financial 
Officer
— Andrés Wainer

Chief 
Strategic 
Planning Officer
— Tomás Vedoya

Chief 
Legal Officer
— Jaime Cohen

Chief IT & 
Processes Officer
— Germán Garib *

Chief 
HHRR Officer
— Gonzalo Muñoz

*** For information on the structure, powers and function of the Chief Governance Organism and its Committees 
please access the 2015 Annual Report.

* Germán Garib resigned to the Company on January 31, 2016 and was replaced Carlos Gálvez on February 1, 
2016, as Chief Corporate IT and Processes Officer of Coca-Cola Andina.

Governance Structure***
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We actively participate  
in the following organizations

PARAGUAY 

 › Fundación Club Cerro Por-
teño.

 › Fundación Franjeada.

 › Fundación Paraguaya.

 › Cámara de Anunciantes del 
Paraguay.

 › Cámara de Comercio Para-
guayo Americana.

 › Fundación Cámara de Co-
mercio.

 › Cámara Paraguaya de Su-
permercados.

 › Cámara de Comercio e In-
dustria.

 › Fundacion Cámara de Co-
mercio.

 ›  Cámara Junior de Asunción.

 › Cámara Junior de Coronel 
Oviedo.

 › Cámara Paraguayo - Mexi-
cana de Industria .

CHILE 

 › Cámara Nacional de Co-
mercio Servicio y Turismo 
de Chile.

 › Sociedad de Fomento Fabril. 

 › Alimentos y Bebidas de 
Chile A.G.

 › Asociación Gremial de Indus-
trias Proveedoras Agip Sa.

 › Fundación Generación  
Empresarial.

 › Cámara de Comercio de 
Santiago A.G.

 › Asociación Nacional de 
Avisadores Anda A.G.

 › Unión Social de Empresarios 
Cristianos (USEC).

 › Centro de Estudios Públicos 
(CEP).

ARGENTINA

 › Cámara de Comercio de los 
Estados Unidos de América 
AmCham.

 › Fundación Empresaria para 
la Calidad y la Excelencia 
(FUNDECE).

 › Instituto Argentino de Eje-
cutivos de Finanzas (IAEF).

 › Cámara Argentina de la 
Industria de Bebidas Sin 
Alcohol.

 › Cámara Empresaria del 
Autotransporte de Cargas 
de Córdoba (CEDAC).

 › Instituto Argentino de Res-
ponsabilidad Social Empre-
saria (IARSE).

 › Asociación de Fabricantes 
Argentinos de Coca-Cola 
(AFAC).

 › Fundación Mediterránea.

 › Bolsa de Comercio de Cór-
doba.

 › Cámara de Comercio Cór-
doba.

BRAZIL 

 › Asociación Fabricantes Brasi-
leros de Coca-Cola (AFBCC).

 › Asociación Comercial de Río 
de Janeiro (ACRJ).

 › Asociación Comercial e 
Industrial de JPA (ACIJA).

 › Asociación Brazilera de In- 
dustrias de Refrigerantes 
(ABIR).

 › Espíritu Santo en Acción.

 › Instituto Coca-Colectivo.

 › Centro de Industria del Es-
tado de San Pablo (CIESP).
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Prizes and awards received 

CHILE

Coca-Cola Andina

 › Winner of the category best 
Employer Brand in the food 
and beverage sector in the 
mass consumption category. 
Employer Brand: Trabajando.
com (second consecutive 
year).

 › 2nd place “Most admired 
Companies in Chile” Ran-
king awarded by PwC and 
Diario Financiero. (second 
consecutive year).

 › Winner of the “Leading Com-
pany in Corporate Gover-
nance in Chile”, Sustainable 
Leaders award, Alas 20.

 › 2nd place, Juan Claro as 
Director of Leading Sustai-
nability Company.

 › 3rd place, José Luis Solorza-
no, General Manager Leader 
in Sustainability, Alas. 

 › 6th place desirable compa-
nies to work at, Universium 
Survey and 1st place in Mass 
Consumption Companies.

 › Honorable mention in the 
contest “Best sustainable 
initiatives”, energy efficiency 
category, organized by Hub 
Sustentabilidad.

Coca-Cola Chile

 › Silver Effie award social mar-
keting category, Coca-Cola 
Fields for Chile.

 › Gold Effie award, relaunch 
of Coca-Cola Zero category.

 › Silver Effie award, Sprite 
sustained success.

 › Silver Effie award, interactive 
category, Vitamin Water, 
Great Grandfather campaign.

ARGENTINA

 › Industry Eco-efficiency Day 
Award granted by the Go-
vernment of the Province 
of Córdoba.

 › Greatest participation in 
2015 Junior Achievement 
activities.

 ›  Commitment with 2015 Ju-
nior Achievement Education.

 › South Latin Business Unit 
Bottlers Cup 2014 (Latin 
South America).

PARAGUAY

 › Top-of-Mind Award: Co-
ca-Cola has won for four 
consecutive years in the soft 
drink industry.

 › Revista PLUS and the Diario 
5 días Initiative, the research 
was conducted this year by 
Consultora Coin at country 
level.

 › Great Prize Brand Ranking: 
Winner of the Juice category 
for Frugos and Soft Drink 
category for Coca-Cola. 
Organized by the Chamber 
of Advertisers of Paraguay.

BRAZIL

 › CCIL  Qual i ty  Ranking 
(Cariacica Facility) 1st place 
in Packaging.

 › 23rd Brand Recall Award of 
Espírito Santo do Jornal A 
Gazeta (2015) – 1st place 
for Coca-Cola in the “soft 
drinks” category.

 › Trophy and recognition in 
London for the 2nd place 
in the GSCC Award for 
the Operating Excellence 
Program.

 › Top of Mind Franca.

 › Q u a l i t y  A w a rd  B ra z i l 
2014/2015 cycle – Mention 
for results evolution regarding 
previous year 2015 Execution 
Cup.

 › CCIL – Best Key Accounts 
Execution.

GRI:
G4-16
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Beverage  
Benefits

Our focus 

Our commitment is to provide options to be and 
feel good, in the categories of energy, hydration, 
nutrition and relaxation.

GRI:
G4-DMA
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Beverage portfolio

Soft drinks 

Juices

WATERS

Energy drinksOTHERS

100% of the 
packaging of 

the products we 
offer is recyclable 
(glass, aluminum, 
cans, Pet, RefPet 
and tetra pack) 
as well as 100% 

of secondary 
packaging.
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GRI:
G4-DMA

G4-4

FP6
A portfolio aimed at our consumers’ needs.

49% of our products are low calorie or zero calories. 
The purpose has been to incorporate sugarless beverages, 
offering multiple options and increasing availability.

W e accompany preference changes 
and considerations on health and 

nutrition of our consumers.

As a result of a process of listening to our 
clients and consumers, we seek to interpret 
their needs and bring us closer to their 
tastes to be able to offer the best products.

We offer an extensive line of zero and low 
calorie beverages:

Coca- Cola Zero; Coca- Cola Light; Coca-Cola 
Life; Fanta Naranja Zero ; Sprite Zero; Crush; 
Kuat Zero; Inca Kola Zero; Nordic Mist Zero; 
Quatro Pomelo; Light Del Valle; Kapo Light; 
Del Valle Mais Light; Frugos Light; Aquarius; 
Bonaqua; Kin; Crystal; Dasani; Powerade 
Light; Schweppes Light; KAPO; Andina del 
Valle Light; Andrifrut Light; Nectar Andina 
Light; Uva and Kuat, and teas with Leão 
Fuze (hot fill), Chá Verde and Fuze Tea 
Light, Coca-Cola Life evolved in its profile, 
naturally sweetened with Stevia and sugar 
cane, contributing brings only 36 calories 
per glass, 57% less than regular Coca-Cola.

Chile

53

46

25

38ARG

BRA

CHI

PAR

% of brands offered in returnable formats

ANDINA 32

Characteristics of the 
beverage portfolio

46% 0 Cal or Light
28% with vitamins,
minerals or nutritional 
additives.
32% offered in 
returnable formats.
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CHILE
 › Kapo 200 ml, replaced 180 and 252, new 
reduced sugar formula.

 › Aquarius, new reduced sugar formula 
for all flavors.

 › AquariusPapaya.
 › Nordic Mist Ginger Ale and Tonic water,
 › Passed to mid-cal formula 
 › Vitamin Water
 › Powerade Zero
 › Reformulation of Andina del Valle from 
 › light version to 0% without added sugar 
 › Quatro in 3 flavors, Frambuesa,
 › Piña and  Papaya
 › Presentation in 1.25 lt returnable glass 
bottle

 › Presentation in 1.25 lt returnable glass 
bottle 

 › QUATRO POMELO; FRAMBUESA; PIÑA;
 › PAPAYA in 1.25 L returnable glass bottle 
and RefPet 2L

 › 1.25 L Returnable glass bottles
 › Pet 591cc Fanta Zero and Sprite Zero 

2015 Launches

We also care about nutrition
More than 30% of the brands offered contain increased nutritional 
ingredients and contribution of minerals.

W e offer beverages with increased 
nutritional ingredients (vitamins, 

salts, minerals, natural juices)  such as 
the Nutri ready-to-drink juices (Cepita/ 
Frugos/ Del Valle/Andina), Vitamin Water, 
Powerade, Burn, Fanta Zero Con Vitamina C, 
Kapo,  Del Valle Kapo and Del Valle Reserva 
Açaí+Banana; Fanta Naranja Zero; Cepita 
Del Valle; Frut Del Valle; Fruta&Nada; Del 
Valle; Kapo; Del Valle Mais; Del Valle Reserva; 
Bonaqua; Kapo; Frugos Nutri Defensas; 
Andina; Valle Nutri Defensas; Aquarius; 
Kin; Crystal; Vital; Dasani; Vitaminwater; 
Powerade; I9 Isotónico; Powerade Zero; 
Powerade Light; Burn; Guaraná.

BRAZIL  
 › Fanta Manzana Verde
 › Fanta Maracujá.
 › Del Valle 100% Naranja,
 › Del Valle 100% Uva,
 › Jugos Más Naranja,
 › Jugos Más Durazno
 › Jugos Más Uva.

ARGENTINA
 › Aquarius Sabor Limonada
 › Aquarius Sabor Pomelo Rosado at
 › Andina Sur.
 › Aquarius Delight Pera and Naranja.
 › Aquarius Sabor Multifruta.
 › Aquarius 2.25 L Format
 › Aquarius Can format (Pera, Pomelo
 › and Multifruta)
 › Bonaqua 2.5L
 › Fanta Zero 2.25
 › Mini-can Coca-Cola Zero

PARAGUAY
 › Relaunch Coca-Cola and Coca-Cola
 › Zero 2.25L
 › Fanta Uva 2L and 500ml.
 › Crush Guaraná 2L
 › Powerade Green Punch 500 ml.
 › Frugos Naranja 1.5L
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GRI:
FP7

FP5

G4-DMA

G4-PRI

With the highest quality
Coca-Cola Andina Argentina is one of the 4 operations of the 
Coca-Cola system worldwide to reach the “Excellence Level” 
of maturity according to KORE, a condition that we maintain 
since 2010.

We are guided by best 
international practices 
reaching people, processes 
and products.

El 100% de nuestras plantas 
productivas y centros de 
distribución en los 4 países 
en los que operamos cuentan 
con certificaciones en: 

• Quality: ISO 9001
• Environment: ISO
14001
• Occupational Health and 
Safety Assessments OHSAS 
18001
• Food Safety 
FSSC 22000
• FSSC 22000 includes ISO/
TS 22002
• KORE: Coca-Cola 
Operating Requirements
• RP - SGP Audit 
GREEN RESULT 2014 
(Brazil and Chile)

O ur Integrated Management System 
allows us to work according to in-

ternational standards. 

Quality has always been a central issue for 
Coca-Cola Andina and is reflected in the 
adoption of world class standards for our 
production plants and distribution centers 
in the 4 countries where we operate.

FSSC 22000 food safety certification, 
guarantees the safety of our beverages.

Processes and installations incorporate 
criteria of occupational health and safety, 
eco-efficiency in the use of resources, 
Recycling and waste minimization. At the 
same time, we have developed programs 
to monitor the quality and safety of food 
in order to continually preserve the health 
and safety of consumers.

We perform audits to the production process 
and finished products. We certify under 
international standards of food safety; 
We implement hazard analysis, evaluation 
of physical, chemical and biological risks 
that may impact on the health of consu-
mers. We make improve infrastructure to 
increase safety levels in the reception of 
raw materials, processing and storage of 
finished products.

Coca-Cola Andina Argentina

It is one of the 4 operations of the Coca-Cola 
system worldwide to reach the “Excellence 
Level” of maturity according to KORE, a 
condition that we maintain since 2010. 
KORE is a strict program developed by 
The Coca-Cola Company and specifically 
designed for our activity that incorporates 
standards and requirements that go beyond 
the scope of ISO certifications, based on 
best international practices on Quality, 
Environment and Safety. It is mandatory 
for all operations owned or franchised by 
Coca-Cola worldwide.

The procedures, instructions and adden-
dums that compose the Sustainability 
Integrated System are reviewed upon requi-
rement changes, updating methodology and 
records. If these requirements are fulfilled, 
the company is in compliance with KORE, 
current legislation and international ISO 
and OHSAS standards to which we adhere.

The Coca-Cola Company has an own audit 
organization the Global Audit Organization – 
GAO, that maintains since 2013 a scheduled 
and non-scheduled audit scheme to verify 
the fulfillment of KORE 

KEY SUSTAInABILITY PERFORMAnCE IndICATOR

Product Quality
Beverage Product Quality Index
(BPQI) Rating

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

91.7% 93.5% 91.6% 94.9% 96.8% 94.1% 91.6% 95.2% 96.2% 94.6% 94.6% 97.6%
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We apply Daily Nutritional  
Guides (DNG)

At Coca-Cola Andina, we include calorie 
contents and amounts of sugar, total fat 
and sodium of products in our portfolio.

We use daily nutritional guides (DNG), 
which are a tool of nutritional information 
presented in form of tablets in the labelling 
of products. It is based on evidence to 
help consumers choose diets that meet 
individual nutritional and energy needs.

DNGs are being implemented in South 
America by different food and beverage 
companies on a voluntary basis. In ac-
cordance with Coca-Cola’s global policy, 

Labels with nutritional information  
 We believe in the importance and the power of an informed 
choice, because of this we provide objective, meaningful and 
understandable nutrition information on all our products.

We understand that evidence-based nu-
trition labelling, allows our consumers to 
make decisions that meet their individual 
nutritional and energy requirements and 
those of their families.

We not only adopted regulations before it 
was in force, but that we have voluntarily 
began including the information necessary 
to guide our consumers in their consump-
tion decisions.

Coca-Cola was the first beverage company 
worldwide, which pledged to put calories 
on the front of its labels.

Calories
84

Amount of calories 
contributed by serving

Percentage of Daily 
Reference Value (DRV)

Daily Reference Value

Energy 2000 Kcal

Protein 50 g

Carbohydrates 305 g

Fat 67 g

Saturated fat 22 g

Sodium (salt) 2400 mg 

 (max.)

4%

Total 
sugar
21.6 g

24%

Total 
fat

0.0 g

0%

Saturated 
fat

0.0 g

0%

Sodium
20 mg

0%

all labels (except glass and water) must 
contain DNGs. In Latin America, Coca-Cola 
presents the amount of calories, along 
with the percentage of the daily value (% 
DV) on the front of the packaging; being 
consistent with the commitment to pro-
vide consumers with transparent product 
nutrition information.

At Coca-Cola Andina, we include calorie 
contents and amounts of sugar, total fat 
and sodium of products in our portfolio. A 
nutrition information panel also provides 
additional data on proteins, carbohydrates, 
fiber, and minerals and vitamins, when 
the product contains them.  Daily value 
recommendations based on a 2000 calorie 
diet are also indicated. 
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GRI:
G4-DMA

G4-PR1

G4-PR3

FP5

Responsible marketing  
We do not direct advertisements or promotions to 
children younger than 12 years, for those products 
classified as “high in sugar”.

N ationwide marketing campaigns are 
designed in conjunction with The 

Coca-Cola Company. We have a responsible 
marketing policy, which stipulates that no 
advertisement is directed to children younger 
than 12 years old for any of the company’s 
products. No advertising is made in the 
media whose audience of children under 12 
years old is greater than 35%. Additionally, 
no children younger than 12 years old is 
shown drinking any products without the 
presence of a responsible adult.
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Total calls

634,430

Beverage Benefits in the value chain
Building close ties of cooperation with our clients is key to ensure 
that our beverages and the message we want to convey arrives at 
the hands of our consumers with the highest quality standards. 

We generate a long term relationship with 
our clients. We have various channels to 
provide them with information about our 
products and get to know their views and 
expectations.

Each operation has a Contact Center that 
receives questions and complaints from 

clients through different channels; website, 
telephone calls, e-mail, mobile phone text 
message.

We are actively working to learn about our 
clients’ satisfaction level with our services. 
We do this by means of the Client Service 
Center and Satisfaction Surveys.

Consumers

We communicate through the Telephone 
Contact Center and the website and social 
networks.

Contact with consumers is carried out 
through the The Coca-Cola Company 
channel, where in accordance with their 
management procedures, certain cases 
scale to the bottler to be resolved.

When consumers contact our operations 
directly, the contact is recorded and derived 
to The Coca-Cola Company to provide it 
with equal treatment.

Client Satisfaction
Country 2014-2015

argentina 85%

brazil 70.8%

chile 75%

paraguay 83%

How to contact Client Services?

Argentina
Consumer information:  
0800 8888 888  
Telephone 0810-7777-888
Text message 3516212622

Brazil

Telephone al 0800-0235338
www.coca-colabrasil.com.br
SAC 0800-0212121

Chile

Hola Coca-Cola 800 219 999

Paraguay
Telephone 0800-115555
*2622 from mobile phones
E-mail  
sacc@py.kopolar.com

281,000 clients in 
the 4 countries 

Complaints

12.4%

Questions

21.3%
Orders (sales)

47.1%

Requests  
(service, visits, etc.)

19.2%

Client service through 
Call Centers 

We evaluate factors such as sales person, 
dispatch, sales support, billing, offer of 
product varieties, quality, profitability, phone 
service and technical service, among others.

The competitive situation is determined 
through the measurement of the perfor-
mance of Coca-Cola and competitors in 
these factors, allowing us to develop action 
plans for the entire year. From 2011 ope-
ration measurement criteria were unified, 
thus achieving comparability of results.

Clients
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T his campaign, released in late April, 
considers changes in the strategy of 

distribution channels, new advertising 
strategy and new graphic identity, red 
becomes the symbolic color of happiness.

This new concept, which we call Masterbrand 
o one Brand strategy implies going from 4 
different brands to a single brand with 4 
options with the same iconic and original 
Coca-Cola attributes so that the consumer 
may choose according to preference.

Our main challenge as a bottler, is to increase 
the availability of low and no calorie options 
in the market throughout Chile so that the 
consumer has the option of choosing - ac-
cording to tastes or lifestyle - in any point 
of sale: be it a major supermarket chain, or 
even a small neighborhood store.

 The goal is to reach 95% of customers who 
prefer original Coca-Cola with at least one 
low or zero calorie option in a 2 year period. 
The stage to be transformed presented 

Chile
One brand strategy:  
happiness has one color…red

With the aim of increasing the visibility of their low and no 
calorie varieties The Coca-Cola Company chose Chile, as the 
first country in Latin America to implement its “one brand” 
strategy for Coca-Cola. 

major challenges, in 2014, only 34% of 
those who preferred original Coca-Cola 
had tried Coca-Cola Light or Zero and on 
average only 79% of customers had any 
of these options present. The need to 
increase the availability of these products 
in low socioeconomic segments, and rural 
areas where the use of these options is very 
underdeveloped also presented a challenge.

The 2015 campaign, had different stages 
that were helping to enhance options: we 
started with try Coca-Cola Zero in March; 
followed by the launch of the Masterbrand 
campaign “Happiness has one Color” in 
May, where the one brand strategy becomes 
public and the return to red of our packaging; 
This was complemented by the American 
Soccer Cup where soccer shows options for 
the first time; then in August we began the 
stage “Choose to enjoy” where you could 
view the difference between each of them; 
complemented by contour and Christmas 
also with options. 

OUTSTANDING 
CASE GRI:

G4-26

G4-PR5

G4-DMA

FP4

The goal: reach 

95%
of clients that prefer original 
Coca-Cola with at least one 
low or zero calorie option in 

2 year period
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In order to ensure its success, The Co-
ca-Cola Company and the bottlers worked 
on a synchronized plan throughout the 
chain from production to the final con-
sumer. With a strong investment in mass 
media, a sampling plan which reached 
about 1 million contacts, activation of 
points of sale in the modern, traditional, 
and restaurant & food court channels with 
an investment in material and spaces of 
1.2 billion Chilean pesos that allowed us 
to give visibility to color red with perma-
nent materials (signs, awnings, pelmets, 
vending machines, post mix machines, 
etc.), campaign communication (posters, 
banners) and display options at the point 
of sale (islands, furniture, etc.), launch of 
returnable formats in regional traditional 
channels, client discounts in the light and 
zero options, placement of returnable 
packaging and sales force incentives.

The client increase strategy focused on 
Coca-Cola Zero, since it is the authentic 
taste but calorie-free option, concentrating 
efforts on 4 formats, 237 cc returnable glass, 
591 cc non-returnable PET, 1.25 L returnable 
glass, 2.0 L REFPET, all aimed at testing 
the product and increasing consumption 
frequency. Regarding exhibits and layout, 
the focus is to have options available at the 
point of sale and all visible at once.

In addition, Coca-Cola Zero volume increased 
by 36.4% vs. 2014 and it reached 7.4% in 
market share. This also helped us to acce-
lerate the growth mix of light soft drinks.  

The challenge remains in 2016 and we 
will continue increasing the availability of 
options at the point of sale.

7.4%
Market share reached

Coca-Cola Zero  
volume increased by

 36.4%
vs. 2014  



sustainability report 2015    •     41

2015 results were surprising:  
Coca-Cola Zero today reaches 80% of clients, Coca-Cola Light 
reaches 76% of clients and this allowed us to reach 87% coverage 
with either low-calorie or zero calorie option thanks to the great 
effort of the traditional channel team, which pushed the coverage 
during 2015.

Light Soft Drink 
Industry Mix  (%) 
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OUTSTANDING 
CASE
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Healthy  
active living

Our focus  

Our commitment is to promote Healthy 
Active living both among our employees and 
the Community.  

We promote the integral well-being of 
people through initiatives that promote active 
lifestyles, maintaining a balance between 
proper nutrition and the practice of regular 
physical activity practice. 

In all the initiatives that we carry out, we 
highlight values such as fair play, teamwork, 
happiness and friendship. 

GRI:
G4-DMA
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Always moving

Coca-Cola Cup

This soccer tournament is the largest 
intercollegiate sports expression at regional 
level, with the participation of teenagers 
between 13 and 15 years old.

T he Coca-Cola Cup rescues the essential 
sport values: comradeship, fair play 

and an active life style.

We are convinced that the combination 
between physical activity and fun is the 
best way to fully move through all stages 
of life, this is the reason that the Coca-Cola 
Cup encourages and promotes: 

 › The benefits of a healthy and active life.  

 › Free expression of youngsters through 
sport, complementing their intellectual 
formation.

 › Respect, fair play, teamwork and the 
healthy competition.

 › The sense of belonging and the interaction 
between the participants. 

Registered 
Teenagers 

Registered 
Teams

Cities 
reached 

Partidos 
jugados 

Argentina
2014 12,032 752 28 1,175

2015
3,468 120

36
221

1,650 24 39

Chile

2014 6,000 248 M y 8 FF From Arica to 
Punta Arenas

2015
18,040 902

16
906

2,970 207 728

Born 15 years ago in Mexico and played 
in Argentina, Brazil, Chile, Colombia, 
Guatemala, Costa Rica, Honduras, Spain, 
Nicaragua, Dominican Republic, Panama, 
Paraguay, Peru, Venezuela, and several 
countries in Africa. The champions of each 
country travel to play the international Cup 
Coca-Cola.  

In every country the program is based on the 
generation of alliances with social, sporting 
and governmental entities in all the cities 
where the Coca-Cola Cup is held, helping 
to strengthen the social fabric.
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For a healthy  
lifestyle 

Health care is a 
responsibility 
of everyone, but 
education and 
prevention begins  
at home.

U nderstanding that Coca-Coca Andina 
Argentina is a great family, every day 

we renew the commitment to improve 
the quality of life of our employees. Thus, 
Coca-Cola Andina Argentina incorporated 
advice on nutrition to the Servicio Medico 
Laboral. Today the service reaches the 
plants of Montecristo, Rosario, Mendoza, 
Bahia Blanca, Trelew and Neuquén where 
more than 100 workers joined the proposal 
(nourishment plan and nutrition monitoring) 
aware of the importance of adopting good 
nutrition habits.

Fields for Chile 

T he initiative got the country moving 
again. After the success of the pro-

gram that built during 2014 one field per 
region, in especially vulnerable sectors, 
Coca-Cola and our company expanded the 
scope of “Fields for Chile”, calling on the 
Communities to apply and work for getting 
this great benefit. Four communities were 
finalists, which were able to gather and get 
thousands of people moving in mass dances, 
runs and walks. We reached Coquimbo, 
Renca and Conchalí.

Fanta intercollegiate 
tournaments 

In 2015 we reached 
over 50,000 
participants. 

T hey are carried out with the most 
important associations of Paraguay, 

the American School of Asunción (ASA), 
Colegio Las Teresas, SIL Colegio Interna-
cional, Colegio San José, among others. Its 
purpose is to promote the passion for the 
sport in children and teenagers.

Beverage Institute for 
Health and Wellness  

T his Institute is part of the ongoing com-
mitment of The Coca-Cola Company 

in the advance of scientific knowledge in 
understanding about the beverages and 
the importance of an active, healthy and 
balanced lifestyle.

It seeks to serve as a resource of infor-
mation for health professionals about 
science, safety and benefits of beverages 
and ingredients, as well as the importance 
of diet, nutrition and physical activity for 
health and well-being.

Dale juguemos  
(Let’s Play) 

In 2015 we reached 
over 7,000 boys 
and girls with 
this initiative in 
Paraguay.

I mplemented to promote conducts aimed 
at achieving a better quality of life and 

overall wellbeing in the school education 
community, we reached more than 7,600 
boys and girls, working together with 
Educación Física Infantil and Educación 
Alimentaria. The program is carried out with 
the support of The Coca-Cola Foundation 
Paraguay and Paresa and has the support 
of the Instituto Superior de Educación. 

Powerade sponsorship 

We had over 12,000 
participants in 
Powerade summer 
races.

T he major marathons and sporting events 
were addressed from the Powerade 

brand. We provided the organization and 
sponsorship of the events that were orga-
nized jointly with Paraguay Marathon Club 
(PMC), Municipalidad de Asunción Cabildo 
de Asunción, Municipality of Encarnación 
and San Bernardino. 

GRI:
FP4

> See more:
www.institutodebebidas.org



46    •     coca-cola andina

C oca-Cola knows that the teens are the 
future. And it is exactly the reason why 

Coca-Cola goes to where they are: at school

The Schools’ Festival was born in 2010 in 
Paraná and São Paulo. In 2014, it was also 
organized in Santa Catarina and Rio Grande 
do Sul and now in all Brazil.

It consists in rewarding best practices 
related to sport, dance, outdoor activities 
and entertainment movements, which are 

Brazil
Schools’ Festival 

expressed by the participants in texts, videos, 
or staging photos and images.  

The Coca-Cola Festival creates a unique 
experience within schools involving ever-
yone: students, athletes, scholars, artists 
and geeks.  

It awards prizes for all audiences, students, 
teachers, heads of schools, communities 
and it is one of our main pillars of commu-
nication with the teens today.

Voters to date:

90,000
of videos generated by the schools

140,000
Students mobilized

10
Cities

> See more:
https://festivaldasescolas.cocacola.com.br/
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T o embrace the dream of victory, our 
Coca-Cola in 4 varieties, with zero and 

low-calorie options, showed that happiness 
has a single color, red, the same color that 
joined all Chileans, cheering our beloved 
team match.

The extensive visibility our soft drink had on 
the streets, television, internet and social 
networks allowed us to convey this new stage 
the brand is going through and increase 
the association of our soft drink with our 
national soccer team with more history.  

Everyone had the same dream and hope... 
to see our team “la Roja” win at home, more 
than 20 years passed since last hosted 
the Cup. We had faith, and the collective 
unconscious believed that this Roja was 
different, it could face any team as equals 
and since we were hosting, we had everything 
to win, so this was the moment.

Coca-Cola as sponsoring brand of La Roja 
generated a robust digital media, plan, within 

Chile
America Soccer Cup

the stadiums and at the points of sale. Our 
goal was to boost Coca-Cola TM volume, 
give visibility to the launch of Masterbrand 
with zero and low-calorie options and to 
associate Coca-Cola with the sport.

We also had an official song of La Roja 
called “Contigo” of Juan Magán ft D-Niss 
& Zaturno that taught us the typical steps 
of each player and invited us to move to 
the rhythm of the music with a zumbathon 
in all host cities of America’s Cup from 
February associated with Coca-Cola’s 
movement campaign.

When we became champions we quickly 
left to celebrate with La Roja’s bus that 
already had the message printed “thank 
you champions” arriving to la Moneda to 
celebrate reaching 4.6 million contacts. 
After a few days, 2 TV commercials aired; 
one a summary of what happened and one 
thanking La Roja for the triumph that reached 
3 million visits plus the advertisement on 
the streets of Santiago.

GRI:
FP4

25,000
likes

4,000
shares

35 million
visits on YouTube

coming in 9th among the most viewed 
to date 

America’s Cup impacted 
Coca‑Cola Argentina. 
An internal competition, 
specifically an institutional 
trivia, mobilized more 
than 1,000 employees to 
compete for participation 
in the Championship. Five 
of them won and had the 
opportunity to participate 
in some of the main stages 
of Chile where the year’s 
most important soccer 
competition was held.

The America Soccer Cup was held between  
mid-June and July 2015

OUTSTANDING 
CASE
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Water
Stewardship

Our focus 

Water is a vital resource for life and aware of this 
we seek a responsible use, develop processes 
that allow greater efficiency in consumption, 
replenishing this vital resource to nature.

GRI:
G4-DMA



50    •     coca-cola andina

A s Coca-Cola bottlers, the care of water 
throughout our product cycle is one 

of our main strategic focal points. We work 
to protect this resource, not only because it 
is vital for human life and the communities 
where we operate, but because it is also 
vital for our business.

Water Stewardship

Water importance

W ater is a precious and essential 
resource for life. We know that in 

order to make a significant difference, we 
must focus our efforts beyond the limits 
of our own bottling plants.

Our goal is to be the true guardians of the 
water resource; responsible water adminis-
trators through the promotion of projects 
that not only improve water efficiency but 
also collaborate in the

conservation of the sources of this resource 
and collaborate in giving access to water 
in the communities where we operate.

We work actively in several lines of action 
in our operations, carrying out strategic 
alliances with organizations that know the 
local problems.

A key concept in this work pillar, transformed 
into a Project is Replenish, where we focus 
most of our efforts to return to nature the 
water we use in our beverages.  

REDUCE
dedicate all necessary efforts (resources 
and technology) so that each day our 
processes consume less water to produce 
our beverages. 

It has a double purpose: the conservation of 
watersheds for sustainability and access to 
water as a human right in the areas where 
we operate, with measurable results in 
three categories:

 › Watershed protection

 › Water for productive purposes 

 › Access to drinking water in the com-
munities 

Recycle

replenish

reduce

KEY SUSTAInABILITY PERFORMAnCE IndICATOR

Efficiency in water consumption
Number of liters of water needed to produce 
one liter of beverage

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

2.14 2.03 2.02 1.76 1.73 1.73 3.06 2.70 2.61 2.17 2.19 2.19

 Note: the ratio of produced beverage is affected by the type of product that each operation manufactures in each country. We can make three big differences between 
sparkling beverages, still beverages and beverages in returnable packaging, each one of them has a different production process which entails different consumptions 
of water to produce one liter of beverage. Orientation towards returnable products or packaging requires increased consumption of water as well as still beverages 
due to its filling process. The ratios in the table are affected by the increase in the manufacture mix of new categories ( juices, isotonic, energy drinks, etc.) and the 
growing mix of returnable containers.

RECYCLE
a part of the water is incorporated into 
the beverage and another part is used in 
the production process. The latter goes 
to an effluent treatment plant that results 
in water suitable for animal life and thus 
returned to the nature

REPLENISH 
return the water used in our beverages 
through conservation projects that enhance 
the natural infiltration of water, care of 
underground aquifers and water access.
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Water consumption (in liters) *

2011 2012 2013 2014 2015

Argentina 1 1,694,360,700 1,873,029,865 2,061,169,755 2,661,571,787 2,692,832,790

Brazil 2 1,909,754,000 1,815,232,000 1,884,794,000 1,906,945,242 2,422,473,000

Chile 3 1,391,200,000 2,823,436,707 2,887,571,404 2,570,378,697 2,454,498,180

Paraguay 4 962,887,000 819,494,770 765,562,370 768,418,161 772,119,270

Operation total 5,958,201,700 7,331,193,342 7,599,097,529 7,907,313,888 8,341,923,240

Total discharge of waste water (in liters) treated in own effluent plants

Argentina 1 630,895,000 695,480,000 754,808,465 973,027,890 949,811,532

Brazil 2 530,650,000 368,085,000 415,232,000 582,413,226 678,639,000

Chile 3 415,239,000 421,979,000 680,307,658 1,122,048,901 531,720,000

Paraguay 4 373,478,000 329,006,540 320,489,110 290,687,081 409,630,540

Operation total 1,950,262,000 1,814,550,540 2,170,837,233 2,968,177,098 2,574,885,993

Total discharge of waste water (in liters) treated in external effluent plants

Argentina     407,062,085

*   100% treated at effluent  plants. 
1   Corresponds to the Cordoba plant, whose source is 100% underground aquifer. 
2   Ground water - Guarani RP aquifer / Municipal water plus wells in Rio de Janeiro and Espiritu Santo.
3   Corresponds to the Renca plant. Inaugurated in 2012. The extraction of water is done through groundwater. The aquifers exploited correspond to the Santiago 
Central sector, according to the water authority of Chile, DGA. Network water is used for drinking water in dressing rooms, bathrooms, and casinos. All waste waters 
are treated externally at the Mapocho-Treba plant belonging to Aguas Andinas. The discharge of waste water shown in the table refers to those with organic load. 
4   Supply of underground water from the Patrino aquifer, through artesian wells of more than 150 meters deep.

Rainwater  
recovery

W e have a system of capturing and 
storing rainwater in tanks or lagoons, 

which is then applied to auxiliary services 
such as fire protection and sanitary services 
of the plants. The capture of rainwater has 
the additional advantage of preventing po-
tential contamination in the natural course, 
preserving it for infiltration or evaporation.

Outstanding initiatives

Sanitation optimization  
process CIP

A ll production lines are equipped with 
automatic CIP systems, (Cleaning in 

Process), which is a cleansing process of the 
line ducts for changing flavors that allows 
us to save water and energy.  

The last rinse water is stored in specially 
conditioned tanks, and it is then reused 
in the first rinse of the following cleaning 
process.

GRI:
G4-DMA

G4-ENB

G4-EN10

G4-EN22
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foto

R educe water consumption has beco-
me an important goal for beverage 

companies in Brazil.

Sao Paulo and Rio de Janeiro are at critical 
levels in terms of the availability of drinking 
water as a result of a drought that reached 
historical levels since the beginning of 
2014. Water being the main ingredient for 
beverages, given its high cost and the need 
to be available to human life, any other use 
we give must be carefully analyzed.

Specifically the use of returnable containers 
posed a big challenge for us since they need 
a lot of water for washing, and the existing 
wash system, required 450 ml to wash the 
290 ml King Size glass bottle.

This dramatically changed with the new 
Liess washing line which we have installed 
since it allows us to save 60% of water by 
using only 180 ml per bottle! In addition, it 
records reductions in energy consumption, 
alkaline detergents and steam, lower cost 
and time of maintenance, which results in 
an excellent cost/benefit ratio in the long 
run. Also, the inspection of empty bottles 
(ASEBI) and laboratory tests show few 
rejections, proving the high quality of the 
washing process and consequently the 
high quality of the final product.

The great work done by the Liess team, 
significant areas of the company made a 
great effort to make this possible:

The Engineering Group was responsible for 
the planning, design and management of 
the project. The maintenance group par-
ticipated in the planning and execution as 
well as helping in the daily tasks during its 
installation. No one knows the production 
line better than the people of maintenan-
ce. The production and operation group 
highlighted the operating needs and those 
required by the new line. Their attendance 
during the dismantling of the old line was 
a great time saver; their assistance in the 
installation of the new one allowed us to 
identify improvements in the new equip-
ment. The logistics group stored products in 
stock to allow the transit of two cranes and 
approximately 10 trucks at a facility which 
did not stop running during the assembly 
process. The recycling group took over 
the recycling of the backlog, the sale and 
disposal of the old equipment.

As there is only one filling line for recyclable 
glass bottles in Rio de Janeiro, Production, 
Planning and Control (PPC) had to make a 
huge effort to ensure a high level of inventory 
to provide the market during the 30 days 
without production.

This has been possible given the support of 
the management areas of Coca-Cola Andina 
Brazil that provided human and financial 
resources to implement the project and 
assume the risks together with the group 
of engineers and dedicated professionals 
from multiple areas that were focused on 
achieving the same objective.

GRI:
G4-DMA

G4-EN27

60 %
Reduction of water consumption 

in the washing process

•	 Compliance with KORE 
quality standards. 

•	 Equipment high 
performance and 
reliability 

•	 Improvement of the 
efficiency process. 

•	 Decrease in maintenance 
frequency 

•	 Lack of environmental 
risks from spills or 
improper disposal of 
chemical solutions 

•	 Compliance with 
Brazilian standards, 
especially NR10 and NR12 
regulations

Brazil
Water reduction for productive uses
Line 7 liess ecoline-ecowasher for bottles. 
Technology for sustainable development allows 
saving 60% in the wash of returnable bottles. 

outstanding 
cases
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Chile
Production  
water recovery 
Investment in equipment for recovery of rejection and flushing 
water, plus reducing washer rinsing water.

B oth initiatives were developed during 
2015 and are in line with reducing the 

water that we use, even though they have 
not the impact we projected, they are worth 
mentioning, since they show that we are 
thinking in more responsible processes 
integrating sustainability criteria into our 
operations.

Decreases

5 %
water used ratio.

Decreases

33 %
water consumption in washers

Rinsers in the washers were reduced from 
3 to 2. This system is done through a water 
filtering circuit of the 2 rinsers sending that 
water to the 3rd rinser, resulting in a 33% 
reduction in the consumption of water for 
the washers.

Paraguay
Drops of Life
Ensure access to drinking 
water to more than 2,300 
people.

D rops of Life is the continuity of a pro-
gram that began in 2013, it consists 

in providing drinking water to five rural 
communities in the Ñeembucú Department, 
Paraguay. The objective of the project is 
to contribute to improve the quality of life 
of the populations of rural communities 
in Paraguay, ensuring access to drinking 
water to more than 2,300 people.

The Coca-Cola Company in alliance with 
Banco Interamericano de Desarrollo, Fun-
dación Moisés Bertoni and Servicio Nacional 
de Saneamiento Ambiental participate in 
the program.
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outstanding 
cases GRI:

G4-DMA

G4-EN27

G4-EC8

G4_EN9

Argentina 
Watershed protection
The Coca-Cola Company has pledged to return to nature the water 
used in their processes by 2020. According to the latest estimates, 
through different projects implemented around the world with their 
support, the target set has already reached 94%.

P rojects implemented in Argentina have 
been conducted in partnership with the 

Avina Foundation, non-profit organizations 
dedicated to the protection of nature as 
Fundación Vida Silvestre and public bodies. 
They are oriented towards the protection 
of watersheds, given the importance they 
have in facilitating water infiltration and in 
increasing retention of natural reservoirs.

Quantifying Replenish Benefits in Community Water Partnership. March 2015 
http://assets.coca-colacompany.com
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F or more than 50 years, the Lagunas 
de Guanache has been suffering a 

degradation process due to various envi-
ronmental and human factors that altered 
the nature of the place and the activity of its 
inhabitants. The concern for this situation, 
which has caused drought in the area, 
lead to intervene Sitio Ramsar Lagunas de 
Guanacache, Desaguadero and Bebedero, a 
space shared by the provinces of San Juan, 
San Luis, Mendoza and the National Parks 
Administration.

The primary idea was to restore major 
wetlands that make up the complex to 
recover its services, taking advantage of 
the residual water that comes from the 
oasis. To do this, different sectors of the 
community were summoned, that defined 
priorities through meetings and planning 
workshops. Places were chosen to carry 
out interventions and the characteristics 
of each work and the materials to use were 
jointly decided, which were inexpensive.

The restoration, previous field work, 
hydrology designs and research, and 
land surveying, was carried out with the 
participation of the local society in the 
districts of San Miguel and El Retamo, 
Lavalle Department, in the northeast of 
the province of Mendoza. It consisted of 
raising embankments in ravines, to stop 
erosion and raise the level of water of the 
wall washing. Those embankments, in turn, 
were covered with a geotextile membrane, 

Wetland restoration 

1,000 ha

Conservation and restoration of the Ramsar 
Lagunas de Guanacache Sitio, Desaguadero y 
Bebedero

to avoid wear of the water. Without those 
embankments, water follows the bed of 
the ravine getting lost in the Desaguadero 
River. Once finalized and tested, impact 
researches and monitoring were also 
performed to warn about the problems 
that could arise from the new geography, 
and in order to carry out adjustments and 
modifications depending on the response to 
the first summer rains and to the problems 
identified by the same inhabitants.

The result: three restoration works in strate-
gic areas of the Bañado de San Miguel that 
recover freshwater reservoirs, generating 
valuable services for the inhabitants of 
the Sitio.  

This project received support from the 
“Contest of Water Projects - Fourth Edition 
“, organized by Coca-Cola de Argentina and 
Fundación Vida Silvestre Argentina, with 
the support of Argentina’s Secretariat of 
Environment and Sustainable Development.
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I n this context, the Reserva Natural de 
La Defensa La Calera, a natural space of 

almost 14 thousand hectares to the West of 
the city of Córdoba, has historically been 
affected by major fires that eventually swept 
out up to 1,500 hectares per year.  

It should be noted that the reserve is part 
of the last basin that the city of Cordoba 
and Gran Cordoba has to ensure the supply 
of future generations. Safekeeping is vital 
because it is an important cultural, natural 
and historical heritage. In addition, it has 
a large plant and animal reservoir, and it 
regulates the region’s microclimate.

It was for this reason, that in 2009 we 
implemented the project “Management 
as a watershed recovery tool” conducted 
in La Calera in the framework of the + 
Water Initiative, sponsored by the Avina 
Foundation and supported by Coca-Cola.  

The initiative made possible the sustained 
presence of the El Cuenco – Environmental 
Team in the land of the Reserve. This team 
facilitated the implementation of forest fire 
prevention techniques, as well as training to 
Army staff (part of the local management 
committee), and the coordination and 

Erosion and degradation  
prevention for 

13,500 ha

La Calera Reserve 
Management as a  
recovery tool of the basin 
The fires at Sierras Chicas are one of the main problems the 
province of Córdoba faces every winter, in times of rain 
shortages. The fire is also one of the main factors of deterioration 
of the watersheds. 

strengthening of communication between 
the different actors linked to the problem. In 
addition, the project allowed materializing 
the purchase and development of equip-
ment for the handling of fire, not only on 
the grounds of the Reserve but also in its 
area of influence.

The results are extraordinary. After three 
years of work in the area, there was a strong 
decrease in the impact of forest fires in the 
Reserve. Before, the Reserve had high fire 
statistics (from 1,000 to 1,500 hectares 
affected per year approximately). But during 
2014 there was only one fire focus exten-
ding only 2 acres, which was extinguished 
in less than 30 minutes, thanks to a rapid 
response capacity and the coordinated 
action of firefighters, army and technicians 
of El Cuenco, thus preventing its expansion 
to a greater surface area within the Reserve.

during the year

2009
 “Management as a Recovery Tool of the 

basin” project was implemented 

outstanding 
cases
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Energy 
management 
and climate 
protection

Our focus 

We are committed to the growth of our industrial 
and commercial activities in harmony with the 
environment being proactive and innovative.

GRI:
G4-DMA
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C oca-Cola Andina’s goal regarding 
energy consumption is summarized 

by the concept “Grow the business, not the 
carbon”.  By the year 2020 we propose to 
satisfy consumer needs, using the same 
energy used in the year 2010 in absolute 
terms. Our strategy is focused on: 

 › Develop a great variety of initiatives 
aimed at increasing energy efficiency of 
our operations.

 › Start measuring our carbon footprint, as 
a first step to define the operations’ line 
base, and then move towards reducing 
and offsetting emissions.

Of total renewable energy consumed, 52% 
is from biomass and 43.69% hydroelec-
tric, whereas the generation of biogas 
reached 4.28%.

This has been possible depending on in-
vestments the company has been making 
in order to have a steadily increasing mix 
of renewable energy. In 2011, we began to 
use a system to capture biogas generated 
in the Liquid Effluent Plant Treatment of 
the Montecristo Plant.  In 2013, we inau-
gurated the “Cogeneration” energy project 
in Brazil that allows us to use more than 
70% of the heat energy of fuels that we 
use in our processes.  

Energy management and climate protection
15% of the energy consumed by Coca-Cola Andina  
comes from renewable sources.

Fuel consumption from renewable sources

2015
MJ

Biomass 153,580,443

Hydroelectric 128,975,580

Solar 1,059

Biogas 12,636,824

Total Andina 295,193,907

45%
40%

15%

Not RenewableElectric

Renewable

Energy use Andina Distribution by origin of 
renewable energy consumed

52.03%

43.69%

4.28%

Biomass

Hydroelectric

Solar

Biogas

MMUS$ 28,8
Investment in equipment renewal in 

the last two years.

Beginning in 2014, we started replacing 
clients’ cooling equipment to optimize 
energy consumption and emissions.

More than 15,500 coolers have already 
been installed, of which approximately 

Coolers installed and investment

2014 2015
Amount ThUS$ Amount ThUS$

Argentina 5,654 5,962 4,867 5,129

Brazil 7,868 5,016 4,636 2,756

Chile 5,400 5,587 4,660 4,207

Paraguay 1,450 1,500 1,400  1,275

60% feature new technology that generate 
savings for our clients’ businesses. 

The equipment that has electronic, LED 
and CO2 controllers reach 39% energy 
consumption.

Replacement of clients’ cooling equipment 
installed
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In all operations

Energy best practices

Implementation of tools called “Energy Best 
Practices”, promoted by The Coca-Cola 
Company. This includes the control and 
repair of compressed air and steam leaks; 
cleaning of filters for heating equipment, 
ventilation and air conditioning; training 
and employee participation; scheduled 
control systems to reduce the amount of 
energy, lighting systems with movement 
sensors, among others.

Use of ecological refrigerant gas

Implemented in all current cold equipment 
and it is an acquisition requirement for 
future purchases. In addition, coolers were 
replaced with ones that use more efficient 
and environmentally friendly refrigerant 
gases. Also, fluorescent tubes led lights were 
replaced with the consequent reduction of 
energy use and waste generation.

PARAGUAY 

Plant solar panels

Installed in 2012, as a pilot Project in our 
plant in Paraguay, to harness the energy 
from solar radiation and reduce power 
consumption in dressing rooms which 
continue to work with excellent results. 

Boiler with energy saver

In Paraguay in 2012 a third boiler was pur-
chased, prepared to operate automatically 
modulating circulation in the chimneys 
and pumps, optimizing the use of energy. 
This boiler has an economizer, which uses 
heat from the gases emitted to heat the 
water supply and the fuel used to power 
it is renewable biomass (coco pits, wood 
chips or briquettes).

Initiatives for improving energy efficiency

BRAZIL 

Energy cogeneration 

It is an Energy Cogeneration Plant and a 
Production Plant for CO2 and N2, and it 
ensures the provision of electricity to the 
operation.

The “Cogeneration” plant in Rio de Janeiro 
at Jacarepaguá allows harnessing more 
than 70% of thermal energy from fuels we 
use in the production process.

ARGENTINA

Montecristo Biogas recovery Plant

The effluent treatment plant was expan-
ded during 2014, improving technology, 
increasing the generation of biogas, which 
is used for the heating process of the plant 
and to replace natural gas. In addition, the 
treated effluent is suitable for aquatic life 
and complies with the parameters required 
by the World Health Organization (WHO) 
and the existing legal requirements.

GRI:
G4-EN3

G4-EN4

G4-EN5

G4-EN7

3,560,600 MJ
Generated in 2015

Using more than 

70 %
of thermal energy
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A s mentioned for the ratios of water 
used / liter of beverage, to the extent 

that the offer of sensitive products, new 
categories and greater mix of returnable 
containers is expanded, processes require 
increased consumption of this resource. The 
constant challenge is to reduce consump-
tion ratios, even by increasing the supply 
of new beverage categories and packaging.

On average during the last 5 years, Co-
ca-Cola Andina’s energy consumption ratio 
remained constant. Increasing production 
but not energy use.

KEY SUSTAInABILITY PERFORMAnCE IndICATOR

Efficiency in energy consumption 
Energy used per liter of produced beverage - 
ThJoules / liter of produced beverage

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

0.30 0.34 0.33 0.30 0.33 0.38 0.29 0.28 0.28 0.55 0.59 0.60

Energy used per liter of beverage produced - ThJoules / liter of beverage produced

operations 2015 2014 2013 2012 2011 2010

Argentina 0.33 0.34 0.30 0.33 0.28 0.30

Brazil 0.38 0.33 0.30 0.34 0.36 0.41

Chile 0.28 0.28 0.29 0.31 0.24 0.31

Paraguay 0.60 0.59 0.55 0.54 0.56 0.56

Total energy of the Organization
 (renewable and non-renewable fuels, acquired and produced electricity) consumption in MJ

operaciones 2015 2014 2013

Argentina 436,258,050.81 445,780,496.38 381,459,583.50

Brasil 532,914,687.48 357,552,232.95 322,477,904.40

Chile 263,317,812.46 266,557,790.80 280,560,991.84

Paraguay 210,805,200.22 211,853,605.13 194,232,996.10

Total Coca-Cola Andina 1,443,295,750.97 1,281,744,125.26 1,178,731,475.84

Nota: los valores de años anteriores al 2012 no tienen en cuenta las plantas que se incorporaron por las fusiones de Coca-Cola Polar y Companhia de bebidas Ipiranga.
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Measuring greenhouse  
gas emissions  

Total Company emissions  
30.89 gr CO2/liter of product*
* Scope 1 without fleet

F rom 2010, we began to measure our 
greenhouse gas emissions, which allow 

us to supplement the Company’s energy 
information and our commitment to the 
environment.

Communicating it also helps to empower 
consumers when making a purchase de-
cision choosing between companies that 
show their results.

Following the procedures and recom-
mendations of the Greenhouse Gasses 
Protocols we performed in 2010 the first 
GGE measurement during the year resulting 
from productive, commercial and internal 
logistic activities.

Scope 1 emissions began to be recorded 
(direct emissions resulting from fuel con-
sumption in production processes and/
or equipment owned or controlled by the 
company) and Scope 2 emissions (indirect 
emissions resulting from Electric energy 
consumption in processes, commercial 
and logistic activities or from equipment 
owned or controlled by the company).

In 2015 we took one further step, we 
measured the Company’s total emissions 
including our own fleet and third party 
fleet, which represents a step forward on 
the path of consolidating Scope 3 emissions 
measurements (other indirect greenhouse 
gas emissions).

Environmental Investments 
and Expenses 2015

Coca- Cola Andina Environmental 
Investments and Expenses 2015

49%
4%

2%

45% 87%

13%

20
MMUS$ 

40
MMUS$ 

Breakdown of environmental 
investments and expenses

Equipment, treatment and
disposal of waste and emissions,

insurance and cleaning

Prevention, Education, I +D,
Consultancy Services

Argentina

Brazil

Chile

Paraguay

2014
2015

Equipment, treatment and disposal of waste
 and emissions, insurance and cleaning

Prevention, Education, I +D, 
Consultancy Services

GRI:
G4-DMA 

G4-EN5

G4-EN6

G4-EN15

G4-EN18

G4-EN31

Prevention, education, and 
environmental services:

MUS$4.7

Expenses and 
equipment:

MUS$31.5



64    •     coca-cola andina

Transferring energy efficiency  
to our clients 
We changed our customers cooling appliances for cutting-edge 
equipment that reduces a 39% of energy used each month to 
display and cool products.

I n the context of the commitment to 
promote the responsible use of energy, 

since 2010 the company made a strategic 
decision updating the technology of cooling 
equipment installed in the market.

The challenge was to achieve lower energy 
spending of cold equipment used by our 
clients in the traditional channel: shops, 
bazaars and neighborhood stores. This 
sought a double result:

a. contribute to the environment through 
energy savings and the reduction of GHG 
emissions, and 

b. help improve the income level of the 
grocers and tenants who market Coca-Cola 
branded products, delivering a value that 
goes beyond the transactional and which 
fosters the relationship as partners with 
our clients.  

Thus, we improved and updated technology 
of all coolers (refrigerators used to keep 
drinks cold at our client’s businesses) that 
are installed on the market.

In Paraguay 1,300 eligible customers received 
new coolers that use CO2 as refrigerant since 
it has a null impact on the ozone (ODP = 0) 
and on the greenhouse effect (GWP = 1).
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GRI:
G4-EN27

G4-EC7

G4-EC8

The initiative has a significant impact on 
our clients from the traditional channel, 
because according to research by the Car-
bon Trust*, more than 50% of the energy 
required for the operation of the premises 
is used to refrigerate products.

Savings introduced by our coolers reaches 
39%, lowering monthly costs that the tenants 
pay to the different utilities companies and 
improve the profit margin of their business. 

This equipment modernization has no cost 
for retailers which represent 45% of the 
total number of clients and allows them 
to be protagonists and beneficiaries of this 
increased energy efficiency.

39%
Energy savings introduced  

by this equipment

 US$ 29 
millions

investment

In Paraguay

1,300
Eligible clients 

received new coolers

New coolers, more for less. 

The change implied a US$10.5 million 
investment (in Chile only) during the last 
two years (2014-2015) and approximately 
US$29 million dollars in Coca-Cola Andina’s 
4 operations. 

In a first stage a 55 EMS driver was included, 
which interprets the behavior of the consu-
mer through the log and statistical analysis 
of schedules of opening and closing of the 
door of the cooler, optimizing starting and 
stopping times for the sake of saving energy. 
Then, in a second stage, LED lighting was 
incorporated, generating additional energy 
savings and the consequent reduction of 
special waste (fluorescent tubes) and its 
cost of disposal in security cells.

The initiative has great potential, since 
it improves the consumption of energy 
throughout the value chain and improves 
the business margins of our clients**.

Sustainability is a key pillar for Embotelladora 
Andina in its entire value chain, understan-
ding that this includes its own operation 
as well as the logistics of its clients and 
that the efforts being made are part of the 
search for a way to balance environmental, 
economic, and social aspects combined with 
a better consumer satisfaction level. In this 
line, generate improvements for clients are 
critical to the operation and growth of the 
entire production cycle and these efforts 
are made for small and large businesses.

outstanding 
case

* https://www.carbontrust.com ** It was recognized and awarded with the annual 
ECOEFFICIENCY award 2015 Edition   
by the Industry Ministry of the province of Cór-
doba, Argentina, 
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Sustainable
packaging

Our focus 

Our packaging is focused to reduce, recycle 
and reuse materials, in order to preserve 
natural resources.

GRI:
G4-DMA
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Sustainable Packaging

LW- Optimum 
packaging 

design
57% reduction

Bottle to Bottle
25% recycled 

PET

Returnable 
Packaging

Post-Consumer 
Actions

Events/Alliances

Market
Clean and Young

Sustainable Packaging

Outstanding initiatives  

W e optimize the packaging (primary 
and secondary) of our products as 

one of the cornerstones of our environmental 
management.  

This applies both to the design of the 
containers, and their recovery for recycling 
or reuse.

Design 

A ligned with Coca-Cola’s global strategy 
to reduce the weight of the containers 

and minimize its impact on the environment, 
we reduced the Pet of our bottles, we use 
preforms with smaller threads with caps 
that accompany this reduction, known as 
“Short-Finish”.

More sustainable 
packaging 

BOTTLE TO BOTTLE

Contains up to 25% of recycled PET.  It 
can be identified in bottles labelled PCR 
Post-consumer recycled PET.

Present in more than 80% of our PET bottles 
of our operations.

It is one of the latest advances at Coca-Cola 
regarding packaging design.  It contains up 
to 25% of recycled PET.

It can be identified in bottles labelled PCR 
Post-consumer recycled PET added to the 
product’s standard code.

ECOFLEX PACKAGING (PET – 
LIGHTWEIGHTING)

The ECOFLEX bottle represents 57% savings 
of PET needed for its manufacture regarding 
previous bottles. It also implies a significant 
reduction of the carbon footprint.

In all of Andina’s operations advances were 
made in the weight reduction of packaging.

 

100% of the packaging of the products we 
offer is recyclable (glass, aluminum, cans, 
Pet, RefPet and tetra pack) as well as 100% 
of secondary packaging.  

37.5% of the soft drinks mix is returnable.
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KEY SUSTAInABILITY PERFORMAnCE IndICATOR

Packaging Quality
Packaging Quality Index (PCQI) Rating.

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

87.8% 90.0% 89.6% 91.3% 94.4% 86.1% 86.5% 87.6% 90.0% 80.0% 81.8% 79.7%

ARG

BRA

CHI

PAR

Soft drinks sales by format 2015  (%)

46.4

44.0

Non-returnable
 multi-serve

7.3

1.4

0.9

Returnable
 multi-serve

Non-returnable
single-serve

Returnable
single-serve

Post Mix

63.9

15.3

Non-returnable
 multi-serve

15.8

2.6

2.4

Returnable
 multi-serve

Non-returnable
single-serve

Returnable
single-serve

Post Mix

32.0

48.4

Non-returnable
 multi-serve

12.1

3.9

3.6

Returnable
 multi-serve

Non-returnable
single-serve

Returnable
single-serve

Post Mix

39.1

43.6

Non-returnable
 multi-serve

10.9

5.6

0.9

Returnable
 multi-serve

Non-returnable
single-serve

Returnable
single-serve

Post Mix

With the arrival of Bonaqua in 2012, a natural 
mineral wáter, we managed to introduce 
a lower weight packaging to the market, 
favoring a relevant environmental action 
in the global and gradual Light weighting 
process.

The ECOFLEX bottle has been developed 
to use less amounts of PET resin, also sig-
nificantly affecting the energy used in the 
injection and blow-up process.

This packaging also seeks that consumers 
commit to compacting PET to optimize 
transport for its subsequent Recycling.

RETURNABLE PACKAGING

We also have returnable containers, in which 
we have invested in technology that allows 
us to give our consumers the opportunity 
to choose a more environment-friendly 
and accessible product to all of society.

During 2014 major projects to expand the 
supply of returnable containers in Brazil 
were developed, growing the mix of these 
containers by 66% with respect to 2013, 
which involved investments in bottles 
and boxes.  

By the end of 2015 soft drinks sales by mul-
ti-serve format reached 44% of the total in 
Argentina, 15.3% in Brazil (13.9% in 2014), 
48.4% in Chile and 43.6% in Paraguay.

GRI:
G4-DMA

G4-EN2

G4-EN27

G4-EN28
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Packaging recovery 

Packaging recovery (primary 
and secondary) of our 
products is one of the biggest 
challenges in relation to waste 
management and its impact 
on the Community.

A t this point consumer awareness 
and participation are key factors, 

for which we have developed programs 
in partnership with other actors, public 
bodies, institutions, clients and suppliers.

All bottling plant and the company’s dis-
tribution centers segregate and recycle 
waste generated, in addition we invite 
contributors and visitors attending the 
plants to bring their Pet residues, which 
are taken to ecological islands of each 
operation to be recycled.

Recycling 
Packaging recovery- waste management - internal campaigns – 
post-consumption with clients and recyclers

Glass recycling

Returnable glass bottles are 
reused in all operations.

W e have the commitment of consu-
mers to return used containers for 

further processing, washing and re-entry 
to production.  

The bottles are selected and those that are 
discarded are sent to the ecological island 
of each plant to be conditioned and sent 
to recyclers.
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Waste management: 
We work to decrease waste generated and increase the 
feasibility of recycling them.

W e work to decrease waste generation 
and increase recycling feasibility, 

looking for a valid path for each, creating 
benefits for entrepreneurships and external 
organizations. 

Collaboration in Argentina and Brazil with 
recycling entities, which are strategically 
allied with other organizations that seek 
to strengthen management capacity and 
entrance to the formal recycling market. 

Waste Management System

We have a Waste Management System 
covering all of the Company’s operations, 
focused on minimizing solid waste gene-
ration and its proper segregation, using 
the 4R principal: Reduce, Reuse, Renew, 
and Recycle. 

Generation minimization is encouraged, 
as well as the promotion of the correct 
classification for subsequent recycling.  
With this we decrease the environmental 
impact of transporting waste to landfills 
and we collaborate with the community 
regarding the issue on solid waste mana-
gement. We also improve income, given the 
sale of recyclable materials to companies 
dedicated to working with them. 

We strive to increase the percentage of 
recycling of all solid waste generated to 
give them a correct and environmentally 
friendly destination. The ecological island 
of each operation receives

 the waste which has already been segregated 
in origin, reason which is why much impor-
tance is given to the respect of the selective 
collection of all employees, suppliers and 
visitors. In addition, the production area 
has plastic grinding services and effusion 
of nonconforming product, thus achieving 
a comprehensive solid waste management. 

Internal campaigns 

We conduct internal campaigns through 
programs designed to increase the rate of 
recycled material of total waste generated. 
This includes the elimination of individual 
printers which were replaced by printers of 
collective use; the use of refillable toners; 
the use of recycled paper for printing do-
cuments; internal return campaigns of own 
PET consumed; among others. Everything 
is communicated on billboards and e-mail 
messages, ensuring communication throu-
ghout the territory and operations.

Ecological Island: 
All our operations 
have an ecological 
island, where 100% 
of the solid waste is 
disintegrated, and 
is submitted to an 
adaptation process 
to optimize its final 
destination.

GRI:
G4-DMA
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Chile

Chile’s Renca Plant has the best technology 
to be efficient in the management of solid 
waste and internal campaigns are conducted 
to generate greater awareness of the issue.

Collected PET is processed in the plant mill, 
transformed into Scrap and then delivered 
to a specialized company.

In the course of 2015, plant improvements 
were developed at the Waste Management 
Center (WMC) and wastewater treatment.

Argentina

Andina Empaques Argentina (AEA) ma-
nufactures high density plastic cases with 
recycled plastic. 

First were preforms and bottles, then caps 
and later on crates. By the end of 2014, we 
announced the inauguration of the first 

manufacturing line for high density plastic 
crates and today we can proudly say that 
AEA produces its own crates.

Fine tuning began in March and on May 
11 they began to produce 2x8 crates (for 
2 liter RefPet bottles and 1.25-litre glass 
bottles), first operating on one work shift 
and then 24 hours, which results in an 
average of almost 2,000 units per day and 
more than 42 thousand in two months. The 
installation of the line also resulted in the 
generation of work sources and the ability 
to take on new challenges for those who 
already worked in other areas.

Discarded crates are re-used, making the 
company sustainable from the environ-
mental perspective. It optimizes logistics 
costs, space, use of raw materials and 
resources. It strengthens the company’s 
returnable products portfolio. It allows 
capturing the profitability of suppliers. It 
satisfies consumption needs, offering quality 
drinks and minimizing production costs. It 

ensures the supply of basic raw materials. 
Imports were also replaced, which formerly 
accounted for 70% of annual purchases. 

Brasil

High performance of Line 11, Returnable 
Single-Serve and Returnable Multi-Serve

This line began running in October of 2012 
which provides us with greater productive 
capacity for returnable 2 Lt glass bottles 
and RefPet bottles (eco-friendly packaging).

Greater productive capacity for returna-
bles, 18,000 bottles RefPet/h and 45,000 
bottles glass/h

In addition, the line consumes less water 
in the process since it has a last generation 
washer that reduces the amount of water 
required for washing returnable containers.

KEY SUSTAInABILITY PERFORMAnCE IndICATOR

Solid waste generation 
Grams of solid waste generated per liter of 
produced beverage.

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

13.39 13.76 12.96 13.10 11.76 10.86 14.30 15.42 14.75 23.00 23.30 25.99

Recycling of solid waste 
Percentage of recycled waste in relation to 
generated waste.

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

92.30 91.00 92.20 87.80 91.00 90.10 75.90 82.90 83.30 86.00 80.00 75.30

The process allows using 30% of the recycled plastic milling, 
being able to use up to 50% depending on availability.
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Generation of solid waste 

Type / Tons argentina brazil chile paraguay
Paper/Cardboard: 931 1,732 511 534

Glass: 4,564 1,816 6,333 4,711

Caps: 252 247 493 34

Metals* 127 776 79 132

Hazardous Waste: 465 127 403 36

Aluminum: 6 97 4 -

PET: 720  1,033 1252 368

Plastic* 3,305 1,164 1821 418

Wood: 1,703 4,915 1656 835

Others: 5,111 2,596 7 -

Metals: All except aluminum
Plastic:  All except PET and caps PP

Raw materials used in tons 2015 

Plastic 
PET* Glass* Plastic PP* Sugar Fructose CO2 Concentrate

Argentina 44,794 95,096 2,214 74,076 65,662 10,595 670,326

Brazil 22,127 595,518 543,480 134,464 0 11,445 703,666

Chile 12,944 12,660 1,611 101,255 0 8,157 471,862

Paraguay 5,495 3,688 719 34,471 0 2,919 177,071

* Data in tons per year. 
Plastic PET: consider consumed preforms, bottles, etc.
Glass: bottles
PP plastic: caps

GRI:
G4-EN1

G4-EN2

G4-EN23

G4-EN27

100% of hazardous waste is transported to be processed 
by third parties accredited by the regulations of the 

countries in which we operate.
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E co-Harri, is a machine created for 
compacting Pet bottles and aluminum 

cans for greater sustainability. Toncreaton, 
is a firm that designs, manufactures and 
sells objects and cardboard toys as tools 
to create educational experiences.

Both projects, qualified to participate in 
the Programa Emprende INNdustria, pro-
moted by the Government of the province 
of Cordoba, which aims to encourage the 
creation of innovative and sustainable 
industrial enterprises. Coca-Cola Andina 
Argentina is one of the companies that took 
an interest in the program and participates 
as a sponsor, providing support for the 
two Cordoban entrepreneurs that stood 
out for their creativity and contribution to 
the environment. 

Eco-Harri, for 
compacting PET bottles 
and aluminum cans  

The main function of the equipment is the 
double compacting of PET bottles and 
aluminum cans, issuing a ticket with the 
total number of bottles and cans provided 
by the user to the recycler. This ticket has 
a barcode generated by the computer 
processor so it cannot be falsified allowing 
the delivery thereof to the sales unit where 
the equipment is located or another eli-
gible location, exchanging these points 
for discounts on purchases, among many 
possible functions.

Argentina
Supporting entrepreneurs in the framework  
of public-private alliances 
Eco Harri and Toncreaton grow 
with the support of Coca-Cola Andina Argentina. 

Gastón Harriage, the entrepreneur, is de-
voted to the construction of the Eco-Harri, 
compacting machine and the software 
needed to control six sensors and other 
features, including the ability to project 
messages on a computer monitor.

The first units to be marketed are being 
manufactured, so it expected that they 
soon will be operating in strategic areas 
of the country.
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Toncreaton,  
cardboard creativity 

Fernando Rabellini is the creator of Toncrea-
ton, a brand that offers a line of cardboard 
toys that seeks to give a new meaning to 
the way our children play, offering a didac-
tic, ecological, educational and low-cost 
product.

“Since I was a child I had an artist and entre-
preneur profile. Impatient to create things, 
invent, surprise”, Fernando says. Toncreaton 
is born in the typical ‘entrepreneur garage”, 
in 2013, from where by 2015 he launches 
a line of Juguetes Ecologicos JugueTONes 
(that means: playful ecological toys), which 
encourages creativity at an early age, the 
development of imagination and the return 
to the use of basic materials. “Through 

“Through cardboard we seek 
to contribute so that current 
and future generations will 
open their eyes to the ways 
of sustainability and respect 
for the environment.”
Fernando Rabellini, creator of Toncreaton

cardboard we seek to contribute so that 
current and future generations will open 
their eyes to the ways of sustainability and 
respect for the environment,” he explains.

Emprende Inndustria appears just at the 
right time to make this venture into a great 
company. “2015 was the year of stabilizing 
and validating products, processes, markets, 
suppliers and plan the great opportunities 
and strategies that we will pursue in 2016 to 
achieve a 200% expansion of the business. 
All this requires a significant investment by 
Toncreaton that we would not have been 
able to afford without the contribution of 
the program”.

outstanding 
case
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Work
environment

Our focus 

We promote a safe and comfortable work 
environment. We believe that motivated people 
are the basis of corporate sustainability, allowing 
to build a better company. Our commitment is 
to promote a Healthy Active Living both for our 
employees and the Community

GRI:
G4-DMA
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Work environment 
At Coca-Cola Andina Cola the importance of people is one of the 
basic pillars of the business and future success factor.  
For us, respecting people is to offer them a perspective of 
development balanced in their professional and personal aspects.

Total collaborators according to categories 

50%
Professionals

and technicians

6%
Temporary

Workers2%
      Executives

42%
Other

workers

15,808
Total Collaborators 

in the Region

Total collaborators by gender

11%
Women

89%
Men

15%
Ejecutives

10%
Professionals  
and technicians

7%
Temporary

11%
Others
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GRI:
G4-10

Coca-Cola Andina collaborators according to gender and category

ejecutives professionals and 
technicians

other  
workers temporary total 2015

argentina 
Women  12  147  88  38  285 9%

Men  94  565  1,962  463  3,084 

brazil
Women  8  387  397  -  792 11%

Men  55  5,318  1,874  -  7,247 

chile
Women  10  211  233  29  482 17%

Men  54  991  1,472  324  2,841 

paraguay 
Women  11  77  33  -  121 13%

Men  22  173  593  167  955 

TOTAL ANDINA 
women 
collaborators by 
category

15% 10% 11% 7% 11%

Workers by gender and age

younger 
than 18 

years old

between 
18 and 29 
years old

between 
30 and 40 
years old

between  
41 and 50 
years old

between 
51 and 60 
years old

between 
61 and 70 
years old

more  
than 70 

years old

argentina 
Total 0  819  1,715  656  150  30  

Women 0  64  160  52  9 0 0

brazil
Total 50* 2,945 3,030 1,438 518 52 6

Women 12 310 323 108 34 5 0

chile
Total 0 1,033 998 820 400 70 3

Women 0 190 159 93 38 2 0

paraguay 
Total 0 388 427 162 95 4  

Women 0 31 59 23 7 1 0

TOTAL 
ANDINA 

Total 50 5,185 6,170 3,076 1,163 156 9

Women 12  595  701  276  88  8  - 

* In accordance with Young Apprentice Law No 10.097/2000.  Extended by Federal Decree 5.598/2005



80    •     coca-cola andina

Quality of life and work environment 
The quality of life for all workers is a core subject and permanent task in our operations.  
We develop a variety of initiatives to achieve one of our major goals: be a better place to work.

We build a unique 
cultural style

Between 2013 and 2014 Coca-
Cola Andina re-formulated its 
Mission, Vision and Values. 

T hey represent the guidelines in defining 
every day priorities and the relationship 

among us, our clients and the Community.

During 2015 we launched the third stage of 
the campaign to consolidate as one com-
pany, one team, because values are lived 
by and spread through daily activities that 
require the commitment of all and make 
up our identity. 

IndICAdOR dE dESEMPEñO CLAVE En LA SUSTEnTABILIdAd

Favorable internal environment
Bi-annual survey (2013 data) prior to merger 
with Coca-Cola Polar territories

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

63% 63%  64% 60% 60% 66% 59% 59% 60% N/A N/A  66%

 Adherence to the research
Effectiveness Survey/Company-wide

ARGCORP BRA CHIPAR

649

6,634

5,972

2,586

90%
87% 89%

68%

88%

Invited Respondents % Adherence

Regional Adherence 
Percentage

Invited Respondents

12,555

10,989

961

1,983
2,292 2,313

82 72

88%
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We encourage the 
integration of work life 
with family 

I n order to bring the working world and 
family life together and generate quality 

links with our employees and their families, 
we meet a wide schedule of events throu-
ghout the year. 

We celebrate the most emblematic events 
as well as special dates. 

 › We celebrate Children’s Day 
 › Christmas party 
 › sports tournaments
 › We recognize and honor years of career 
 › Family visits to the HAPPINEESS FACTORY

For example in Chile we also offer lectu-
res on communication in the family and 
informative activities on various topics 
regarding the safety, health and welfare of 
our collaborators and their family, such as 
a Housing Fair; Marriage Encounters; Talks 
on Health, Legal advice, etc.

In all operations plant visits by family 
members of employees are of special and 
highly emotional interest. At different times 
of the year, employees are offered to invite 
their families to learn where they work and 
spend the day differently. This visit includes 
a tour, a video and a conversation with a 
guide who invites them to enjoy the day 
and the magic of the Happiness Factory. 

60

63

66

64

67

64

Favorability (%)
Effectiveness survey / Company wide

ARG

CORP

BRA

CHI

PAR

REGIONAL

We are on the right path

T he 2015 Labor Climate Survey made 
it clear, which reached 11 thousand 

workers throughout the four operations.

At Coca-Cola Andina, we carry out a biannual 
organizational climate survey, in order to 
know the perception on the company of 
each of its members and to obtain specific 
information on the strengths and opportu-
nities for improvement that we have and 
implement precise and specific work plans 
of the proposal, which provides precise 
information on the organizational climate, 
around 11,000 workers in Argentina, Chile, 
Brazil and Paraguay, participated represen-
ting 88 per cent of all the group, a figure 
that confirms the interest in participating 
and being protagonist of the change.

The tool allowed us to identify spaces to 
enhance positive aspects and seize inte-
resting opportunities for improvement with 
shared help and efforts. 

According to the balance, job satisfaction 
was the best assessed factor and general 
results show a positive perception regarding 
to our work and work environment.

In fact, the general favorability index rea-
ched 64 percent, four points above the 60 
percent obtained in 2012 and two points 
above the 62 per cent achieved in 2013.

GRI:
G4-DMA

G4-SO4



82    •     coca-cola andina

Labor Relations 
At Coca-Cola Andina, we respect and support the right to 
freedom of association in all countries where we operate. We 
have meetings with the trade unions of our workers, and supply 
them with the information they require.

S alary updates are negotiated with the 
trade unions on the dates specified 

through categories and all partners, whether 
or not they are members of a Trade Union, 
are covered by the collective agreements 
of the activity branch to which they belong. 

Salaries are revised by position against a 
market survey. Surveys and researches 
performed guaranty external equity of 
our employee’s compensation. There is 
no difference in the Company of salaries 
between men and women who perform 
the same task.

In all operations, the starting salary of an 
employee who joins the company full-time 
sits high above the local minimum wage.

Employee turnover rates by region remain 
very low both for the company itself and in 
relation to other industries in the sector.

KEY SUSTAInABILITY PERFORMAnCE IndICATOR

Rotación de empleados

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

0.29 0.41 0.49 3.65 3.55 2.84 2.42 1.93 2.04 0.67 0.62 0.50

Calculated as the division between the number of permanent employees who left the company and the total number of employees at the end of each year.

% of unionized personnel by main operations.

Argentina

Embotelladora del Atlántico S.A. 69.0%

Andina Empaques Argentina S.A. 82.0%

Brazil  
Río de Janeiro Refrescos Ltda. 19.4%

RJ + ES 12.4%

RP 7.0%

Chile  
Embotelladora Andina S.A. 42.9%

Vital Jugos S.A. 51.5%

Vital Aguas S.A. 60.2%

Envases Central S.A. 27.7%

Paraguay  
Paraguay Refrescos S.A. 30.0%

Ratio between the minimum initial wage (basic salary without 
additional) and the local legal minimum wage in significant locations 
of operations

2014 2015

Argentina 215 % 297%

Brazil 111% 112%

Chile 139% 100%

Paraguay 110% 100%
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Personal development:  
training and education  
We are committed to excellence 

T o provide our employees the oppor-
tunity to develop all their potential 

and abilities has important objectives. We 
believe that constant learning will allow 
them to execute their tasks with respon-
sibility, excellence and commitment. It 
also ensures the fulfillment of the goals 
established enabling them at the same 
time to increase their own employability.

Yearly training hours by category 

Ejecutives Profesionals 
y Technicians

Other 
Workers Temporary TOTAL %

Argentina 3,576 26,226 21,046 1,781 52,629 22%

Brazil 1,055 25,978 89,972 0 117,005 50%

Chile 8,860 30,220 7,827 8,791 55,698 24%

Paraguay 109 3,333 6,713 0 10,155 4%

Total Andina 13,600 85,757 125,558 10,572 235,487 100%

6% 36% 53% 4% 100%

Yearly training hours by category and gender

Ejecutives Profesionals 
y Technicians

Other 
Workers Temporary Total 2015

Argentina
Total hours 3,576 26,226 21,046 1,781 52,629

Woman hours 550 3,942 457 14 4,963

Brazil 
Total hours 1,055 25,978 89,972 0 117,005

Woman hours 73 4,578 6,916 0 11,567

Chile
Total hours 8,860 30,220 7,827 8,791 55,698

Woman hours 1,532 3,997 1,175 701 7,405

Paraguay
Total hours 109 3,333 6,713 0 10,155

Woman hours 32 1,341 209 0 1,582

Total Andina

Total hours 13,600 85,757 125,558 10,572 235,487

% hours per 
category 6% 36% 53% 4% 100%

Total Women 
hours 2,187 13,858 8,757 715 25,517

2015 was a year in which these principles 
were put into practice in the framework 
of the implementation of the Sistema de 
Excelencia Andina (SEA - Andina’s Excellence 
System) at Coca-Cola Andina.

In 2014 the average number of training hours 
was 25 hours for women and 14 hours of 
training for men, by 2015 the average was 
the same for both genders: 15 hours.

GRI:
G4-DMA

G4-11

G4-LA1

G4-LA9

G4-LA10

G4-EC5

 US$ 3.5 
millon

invested in 

235,486
Training hours 
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W e began by conducting a survey 
of the training and development 

needs to define the annual training plan, 
its format and its content.

In the course of 2015, priority was given to 
developing work skills; employability and 
safety at the workplace.

Training and education on sustainability, 
practices and policies on human rights, 
and ethics and values formation was also 
imparted.

The training process is carried out through 
management of training activities and 
training, in order to adjust skills and ex-
pertise to the needs of the position that 
employees occupy.

 

Coca-Cola Andina 
University

Identification of training needs in order to 
design improvement proposals are imple-
mented by Coca-Cola Andina University 
and Andina’s Excellence System

Executive training programs are conducted 
in-company along with universities and 
educational institutions, and are tailored 
to the needs of managers, operators and/
or administrative staff. 

Development of 
leading management 
skills Andina

This program is aimed at the development 
of effective communication, analytical 
thinking, negotiation, and leadership skills. 

From face-to-face 
classes to virtual 

Paraguay: 
Virtual. 227 people trained  

In the course of 2015, the Virtual Class-
room was implemented in Paraguay.  It is 
an online platform to develop the skills of 
the commercial area, with courses that are 
designed to that effect for the area. The 
program is dual, since it has two modes: 
virtual and face-to-face classes. 

ARGENTINA:  
Campus Koandina brings us together

  It’s a new virtual training platform that offers 
the same information simultaneously and 
standardized to all workers from different 
regions, unifying Coca-Cola Andina Argen-
tina’s territory from one end to the other.

% Training hours by gender 

Women Men

Executives 9% 5%

Professionals 
and technicians

54% 34%

Other workers 34% 56%

Temporary 3% 5%

Addressed issues
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Training in sustainability
We continue betting on the future  
building a more environmentally  
conscious present. 

Performance 
assessment

C oca-Cola Andina is committed to 
providing a comprehensive perfor-

mance management in order to motivate its 
employees in achieving better development 
and individual growth. 

The performance assessment which we 
apply since 2014 implies a single model for 
targets and skills analysis, both focused on:

 › Promote criteria equality for target per-
formance allocation and assessment.

 › Motivate the generation of skills with focus 
on results, growth aspiration and people.

 › Maintain consistency and transitivity 
in the establishment of objectives with 
an emphasis on teamwork and work in 
the search for excellence at company 
global level.

 › Foster a culture that promotes learning 
from the successes and mistakes, and 
implement a cross-communication style 
promoting that we listen to each other.

 › Recognize the individual contribution of 
the workers with better performance.

 › Deliver a model that contributes to 
identifying and selecting potential and 
talent within the company.

 › Promote equal opportunities of develo-
pment for positions that require equal 
competency and responsibilities

 › Provide tools that contribute to a proper 
planning of people development.

It is designed as a cross system to the 
Organization, without differences in scope 
to specific segments or areas.

2015 Total Company training 
according to issues addressed

49.73%

9.43%
0.21%

1.15%25.98% 13.49%

Development of skills 
and employability 

Workplace safety 

Ethics and Code of Business Conduct 

Sustainability 

Work skills development 

Practices and policies on human rights, 
diversity and Inclusion

Executives 

Professionals and technicians 

Temporary 

Other workers 

Total Company distribution 
of training hours by category 

36%
6%

4%

53%

W e prepare our collaborators in all 
of our countries of operations to 

assume new challenged inside the company 
as well as in the communities where they 
come from, with different strategies and 
associated with the company’s sustaina-
bility target.

In Argentina the campaign “Our Era, Our 
commitments,” has been conducted for six 
years and it is a campaign aimed at raising 
awareness about sustainable development 
among our staff on issues of energy, was-
tewater, and people.

Our magazine Mundo Andina, which has 
presence in the 4 countries - has an entire 
section on issues related to CSR and sus-
tainable development, highlighting actions 
taken by our staff, and promoting a change 
of attitude. Articles that promote recycling, 
care of the water, and other subjects as 
sharing the car to decrease the individual 
ecological footprint are published Also, 
anyone who joins the company, in the 
induction process, receives training on 
how Coca-Cola’s 2020 Vision is aligned to 
all our company’s processes by activating 
CSR actions.

GRI:
G4-DMA

G4-LA11

G4-SO4
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I n Brazil, we developed a training pro-
gram for people with disabilities, of two 

years duration, whose participants have 
access to expertise provided by all areas 
of the company, having skills at the end 
of the process to improve their chances 
of incorporation into the company and to 
other companies.

People with motor, 
visual or intellectual 

disability

Brazil

Professionals and 
Technicians 97

Other Workers 50

Total 147

Commitment to diversity

100% of employees (men and women) of the four operations 
received a performance evaluation.
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Compensation and benefits

T hey cover issues required by the labor 
legislation in each of the countries whe-

re we have operations, but they go beyond 
them: benefits to supplement insurance for 
the worker and his/her family, to continue 
and finish education and thus contribute to 
employability, to facilitate special moments 
of the life of our employees and improve 
their quality of life.

 › Labor gymnastics: access to plans of 
physical activities in own facilities or at 
gyms, for the comprehensive health care 
and recreation. 

 › Preventive vaccination programs according 
to the risks and conditions of each region. 

 › Conferences, workshops, and lectures of 
interest on health issues for collaborators 
and family. Articles on issues in the field 
of prevention and detection of diseases, 
are published both in the Mundo Andina 
magazine and on the intranet.

Education 

 › Scholarships and awards for academic 
achievement to children of workers for 
college career. 

 › Discounts on the cost of tuition for different 
educational programs for employees. 

 › Leave for exams. 

GRI:
G4-DMA

G4-LA3

G4-LA8

They are intended for health care and prevention;  
the development of a healthy life and family development  
and enjoyment. 

Sociales
 › Licenses for wedding, death of a close 
relative, siblings and grandparents

 › Childcare (Chile).
 › Tickets to participate in events.

Economic

 › Discount on purchase of company products 
and products free of charge for special 
events. › Additional life insurance to that 
mandatory by law. 

 › School Kit, bonus for children under 18 
years of age. 

 › Housing policy consisting in the granting 
of subsidy to 5 workers per year. (Chile). 

 › Extraordinary advance of income 
 › Retirement bonus 
 › Cafeteria and transport service for staff.
 › Christmas box and gifts for family rele-
vant events.

 › Provision of uniforms to operating 
personnel

Health 

 › Maternity and paternity leave.
 › Maternity leave and paid nursing time 
for 6 months, decrease to half a day of 
work without salary reduction for women 
reinstated after maternity leave.

 › Extended paternity leave. An additional 
day to that specified by law in Argentina 
and Paraguay.

 › Health assistance and insurance. 
 › Additional life insurance to that of man-
datory law. 

 › Dental plan in Brazil and Chile. 
 › Insurance health or plan of social work 
according to country, including employee 
and family group, being the company who 
absorbs all the differences involving the 
value of the plan versus the contributions 
and contributions by law. 

 › Programs of food re-education, with the 
support of professional nutritionists, 
to adjust nutrition plans according to 
activities and conditions of each of the 
collaborators

Licenses for maternity/paternity leave and labor continuity 

Amount of collaborators
 with license 

 Amount of collaborators 
who continued working 

after licenses
Maternity Paternity Maternity Paternity

Argentina 23 126 23 126

Brazil 37 206 34 181

Chile 110 0 93 3

Paraguay 9 51 8 49

Total 179 383 158 359

 88% of mothers and 94% of fathers continue in the company after a year of their license
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Health and safety
We are steadily working to generate changes in behaviors  
that lead to reducing accidents, prevention of accidents,  
legal compliance and ergonomics.

W e adopt health and safety measures 
for the prevention of risks, doing 

medical check-ups to our employees 
and promoting training on prevention of 
accidents and diseases.  

In each operation, we activate “Zero 
accident” and “Safe Work Management “ 
programs seeking to engage all employees 
with the Operation’s Safety Management 
System. 

We have not recorded fatal accidents in 
our operations, due in part to controls and 
policies consistently applied.  

In 2015 we implemented the Safety Based 
on Behavior program (SBC for its meaning 
in Spanish) in the operations to generate a 
cultural change through sharing practices 
and daily experiences.  

This initiative provides a set of tools to 
identify critical points and corrective 
action, to implement the development of 
a safe behavior with the equipment, thus 
reducing the number of unsafe acts in the 
workplace.  

We have Safety and Health Committees 
representing 100% of the Company’s 
collaborators. Executives, technicians and 
workers participate in each of them, also 
ensuring representation of the different 
areas (logistics, industrial, commercial, 
administration, etc.)

In Argentina the Accident Prevention 
Committee is made up of workers, union 
and process leaders who work on analyzing 
and proposing improvements.

In Brazil we have an Internal Accident Pre-
vention Committee made up of members 
and their replacements who represent 
employers and all employees, covering 
diverse Company areas and considering 
the Brazilian legislation.*

In Chile, Andina’s Hygiene and Safety Joint 
Committee was created at Renca, where 
company representatives and collaborators 
participate. 

The Internal Commission of Accident Pre-
vention (CIPA for its meaning in Spanish) 
exists in Paraguay, in which 71% of total 
workers from the industrial, commercial 
and logistics areas are represented. 

Training for safety in the workplace

 › Accident prevention aimed at installation 
adaptation and assembly.  

 › Fire prevention, both structural and from 
yard material.

 › Accident drills to implement contingency 
plans ensuring the safety of people and 
facilities with the specific emergency 
equipment.

Defensive driving

We train sales personnel in defensive driving 
concepts thus contributing to the reduction 
of accidents and we also train forklift truck 
operators through external certification 
bodies and with specific training for each 
area in accordance with corporate security 
requirements.

Additionally, negotiations with trade unions 
include health and safety issues such as 
additional health insurance from the one 
paid by the worker directly and vehicle 
insurance.

* Regulating Ordinance 3.214/1978 -Regulatory 
standard N ° 5
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Lost Time Incident Rate (LTIR)

2015 2014 2013

Argentina 6.14 8.45 8.2

Brazil 0.53 0.75 0.74

Chile 4.19 6.5 4.66

Paraguay 0.59 0.82 0.67

Lost Time Injury Severity Rate (LTISR)

2015 2014 2013

Argentina 202.10 213.46 215.01

Brazil 6.94 6.48 7.30

Chile 52.99 76.97 65.58

Paraguay 3.84 7.21 4.08

KEY SUSTAInABILITY PERFORMAnCE IndICATOR

Absenteeism rate  %

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

2.76 3.09 3.21 1.54 1.9 2.27 3.15 3.39 3.19 1.89 1.78 1.57

GRI:
G4-DMA

G4-LA5

G4-LA6

G4-LA8
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S afety Based on Behavior proposes to 
install a true cultural change towards 

a safe, accident-free Company, where each 
and every one of us is a protagonist.

Working in the midst of a healthy and safe 
environment is a huge responsibility that we 
need to adopt if we want to be recognized 
for people management, but it is also a 
must if we want to guarantee the peace 
and the future of those we love. 

Aware of this, and looking to the future, in 
September 2015 we launched Coca-Cola 
Andina’s “Safety Based on Behavior” (SBC) 
program, a key tool to prevent accidents 
at work which requires 

SBC begins by taking on safety issues, it is 
essential to develop a culture of prevention. 
That is, pay attention to what surrounds us; 
see our environment; identify hazards, have 
them present in our minds and anticipate 
what can happen, act for our immediate 
protection, and eliminate hazards if possible.

Six basic premises:  
the GOLDEN RULES

 › To guide how to work within the company, 
we created six basic premises that reach 
all people regardless of their hierarchy, 
including contractors and visitors, and 
compliance is mandatory.  

 › Rule 1: always use the corresponding 
elements of personal protection (EPP) for 
each place or task, using those provided 
or authorized by the company.  

 › Rule 2: We move safely (without running, 
using railings, paying attention to signs); 

In safety we are  
all protagonists 
It is the motto under which we launched the “Safety Based on 
Behavior” (SBC) program in 2015 which proposes to establish 
a true cultural change towards a safe, accident-free company, 
where each and every one of us are protagonists.

and we drive respecting transit rules 
(speed limits, signs, use of seat belts 
and banning use of cell phones or other 
electronic equipment, etc.).  

 › Rule 3: We operate machines with guards 
and protections. We keep all parts of our 
body away from moving parts.  

 › Rule 4: whenever we work in confined 
spaces and with hazardous energy, we 
use work permits and blocking systems.
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GRI:
G4-DMA

“In this first stage of the 
SBC program, I can say 
that it is an experience 
which commits us to 
learn and understand 
that our daily actions 
and practices can have 
serious consequences 
for our own health 
and that of those who 
surround us if we do not 
care for them properly. 
In any area or job we 
develop, we need to take 
responsibility to attend 
and observe those acts 
that are considered 
unsafe. After almost 
15 years within the 
company, I think that 
that is the way we must 
choose”.
Adrián García, 
Logistics & Distribution – Córdoba. 

“Up to the launch of 
SBC the company was 
responsible for training 
us, so the experience of 
role exchange and for 
us to become trainers of 
our teams was new and 
pleasant, representing 
a responsibility and 
commitment to transmit the 
six Golden Rules seriously. 
Compliance is important 
because it involves care 
for the health and physical 
integrity of all workers, 
creating a safe work 
environment that makes 
us participants. “For this 
reason, I do not consider 
myself as a model to be 
followed but as a link in this 
awareness chain”. 
Gustavo Cagol, 
Logistics & Distribution – Córdoba. 

 ›  Rule 5: When working in heights exceeding 
two meters, we use anti-fall harnesses 
and prepare the specific work permit.  

 › Rule 6: Respect good ergonomic practices 
(we maintain healthy postures and carry 
loads according to best practices).

 › Step by step 

Thought of as a bet in the long run, the SBC 
program “is the result of a comprehensive 
assessment carried out by security experts 
that has three phases that will be developed 
over the next few years”, explains Daniel 
Palacios, Quality Manager of Coca-Cola 
Andina Argentina.  

The first phase seeks to strengthen talks 
on safety between supervisors and their 
teams on the basis of a previously planned 
schedule, examining situations, sharing 
perceptions or concerns and learning 
together.  

Then, the second phase, sets a schedule of 
routine remarks from supervisors, heads and 
managers in a first stage, and the workers 
themselves in a second and third stage; In 
addition to monitoring committees, a new 
circuit of project approval committees so 
that each has the relevant review and mea-
surement of the development of preventive 
actions within each work team, where those 
who do it better will be rewarded.  Lastly, 
the third phase contemplates expanding 
the program beyond the work environment 
towards our families.

Launched in mid-2015 SBC is focused on 
the operations in the four countries.  Im-
plementation of the three phases of the 
program will be by steps and will be done 
increasingly to achieve proposed goals.

outstanding 
case
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A t Coca-Cola Andina, as ambassadors 
of Coca-Cola, we decided in 2015 to 

value the spirit of Christmas among all 
those who are part of this great company.  

An interdisciplinary team composed of 150 
people approximately, deployed throughout 
the country performed many initiatives and 
in the process created moments of optimism 
and happiness with our stakeholders.

Integrating with the same spirit 

As it is tradition, every year Christmas is 
celebrated with all workers and their families, 
making 4 Christmas parties nationwide that 
attract more than 8000 people.  

In addition, we pay special attention to 
every day relations to better prepare us 
for Christmas in a warm work environment 
implementing special activities.  

During 2015, we decided that these activities 
be focused on promoting team work and 
care of the environment.  

•	 A	decoration	competition	was	
internally organized in which competition 
pairs, composed of teams located in va-
rious cities, had the purpose of decorating 
their workspaces characterizing Christmas 
with reused materials of our products or 
production processes. In total there were 7 

Chile
At Coca-Cola Andina we built the 
Christmas spirit together 
Christmas is a very special date for Coca-Cola, a special time to 
share and enjoy magical moments with family and friends. 

pairs composed by 14 teams of 7 communes 
of the central zone of Chile. At the same 
time, competitions on trees and ornaments 
from recycled material were developed in 
the rest of the cities in the country.

Santa Claus, is the icon of the Christmas 
celebration for Coca-Cola, and this year 
it arrived at Renca in a ready-made sled, 
made up of 30 people from different areas 
of the company, on a crane with reused 
materials in our production processes. It 
had a reindeer built of PET bottles and a 
sleigh covered with cardboard and plastic 
caps. This sleigh was built with the aim 
of being a place of meeting for different 
teams, and that they might congregate, 
take pictures and enjoy a pleasant moment.

Also, for the second consecutive year, the 
internal Christmas greeting was a video 
made with the contribution of more than 
300 collaborators from different cities - 
who sent recordings on favorite Christmas 
songs to share with their peers.

Enjoy sharing with the community

Without a doubt the most enriching process 
of this celebration for the Coca-Cola Andina 
team, consisted of celebrating Christmas 
sharing moments of happiness with the 
Community. From various initiatives of the 
workers of all the areas in which we have 

operations, activities were developed to 
celebrate these holidays with children at 
social risk or with different capacities in 
the communities in which we are inserted.

Throughout Chile, were conducted 11 
activities with various organizations, in-
cluding schools, pre-schools, baby day 
care, residences for the poor, and female 
residences, in the communes of San Anto-
nio, Puente Alto, Carlos Valdovinos, Maipú, 
Renca and Rancagua, in the central area, 
as well as in Antofagasta, Punta Arenas 
and Coquimbo. Impacting more than 800 
children nationwide.  And linked to more 
than 400 workers through sponsoring gifts 
for the children involved.

Feel the taste of Christmas in the 
streets.

Bringing the magic of Coca-Cola to the 
streets, has become a tradition in the for 
already 10 years. Coca-Cola Andina along 
with local distribution businesses and the 
communal organization, bring the magic 
of Christmas during three days of tours 
through the streets of the cities of San 
Antonio and Cartagena.

This instance has great transverse impact 
on generations, joining young and old, was 
brought to 25,000 families.
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Our building dressed for Christmas

More than 38 meters tall, 600 meters of 
LED lights and 2,600 reused PET bottles, 
which were collected and painted by 
collaborators of our company, gave life to 
a large Christmas tree at the front of our 
headquarters building, during the entire 
month of December.

The bottles were collected for months in 
containers located at different points on the 
premises of our company. This campaign 
had a double objective, meet a target for 
the construction of the Christmas tree, but 
also inspire the need to contribute to the 
environment, in our closest circles, gene-
rating awareness about the responsibility 
we have for the waste in our environment 
as consumers and employees,.

Green and red Coca-Cola bottles were 
painted during an activity where 150 people, 
including employees and their families, 
contributed close to 1,300 bottles for the 
construction of the tree.

An external team of young architects, with 
different ways of working and disruptive 
ideas, along with an internal team, consisting 
of 6 different areas of our company, gave 
life to the design and assembly of our great 
Christmas tree.

Culture and innovation, closeness to the 
Community and reusing our waste, were 
the concepts that gave birth to this pro-
ject, in order to re-live Coca-Cola’s magic 

of Christmas, reconnect with our closest 
neighbors and become a symbol as an 
organization within our culture.

This great tree represented an icon within 
our organization, showing us that we are 
capable of generating great things, inte-
grating new models of collaborative work, 
connecting and internally getting to know 
one another between areas, sharing the 
joy and magic of Christmas together, and 
to challenge us every day in the ways that 
we want to make things happen.

outstanding 
case
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Community

Our focus 

We seek to contribute to the progress of the 
Communities where we develop our activities, 
through programs to promote local economies, 
create opportunities and improve the quality of life 
of people.

GRI:
G4-DMA
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Community 
In our operations we seek to simultaneously satisfy clients, consumers, shareholders, employees, 
suppliers and the community in general. 
Our aspiration of generating value in societies where we are present, not only reaches the 
communities in each of the countries, but it also extends to our value chain, formed by clients 
and suppliers committed to the essence of Coca-Cola.

Business with social impact on the value chain 

O ur development is based on ethical 
behavior that guides our value chain.

To help us grow in business sustainability 
we depend on the demand of our clients 
and on partnerships with our suppliers, 
distributors, large and small clients and 
the communities in which we operate.

UPSTREAM OPERATION AND LOGISTICS DONWSTREAM

The Coca-Cola 
Company (TCCC)

Suppliers of raw 
materials and 

services

Coca-Cola  
Andina 
Bottling

Packaging

Distribution Clients Consumers
Recycling and 

recovery

Supplier of 
concentrate and 
syrups. Coca-
Cola Operating 
Requirements.  
(KORE).
Standards for 
suppliers of raw 
materials. 
2020 Sustainability 
Goals - Agriculture.

Includes suppliers 
that provide raw 
materials and 
services to the 
various operations 
in Brazil, Argentina, 
Paraguay and Chile.
Implementation 
of sustainable 
packaging.

Bottling, packaging and all 
administrative and logistic 
tasks. Relieving and minimizing 
impacts.

Includes distribution 
(own Distribution 
Centers)
Route optimization 
with the aim of 
reaching all.

Includes the 
wide network of 
customers, mostly 
small kiosks and 
mom & pop’s. 
Cooling with new 
technologies that 
reduce energy 
consumption.

nvolves recycling 
and recovery 
strategies in 
conjunction with 
the community. 
Improvements in 
reverse logistics, 
accompaniment to 
recyclers. Consumer 
awareness.

Sustainability  
Focal Points

Beverage benefits Energy management and Climate Protection

Sustainable Packaging Active Healthy living 

Work environment Sustainable Packaging

Energy management and 
Climate Protection

  Community
Water stewardship

We have defined our Sustainability focal 
points and 2020 Vision which we are 
determined to meet. Also, we know how 
they impact each of the links in our value 
chain. But in order to manage 

Each of these priorities, we need to invol-
ve our chain; by involving everybody in a 

particular way depending on its impact on 
the production process. Getting to know 
the characteristics of those who compose 
it; the quality of the relationship that we 
establish and their development are vitally 
important to our operations.
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Our clients

O ur client base grew during 2015, we 
have 10,000 new clients in the region. 

66% of them are grocers and small retailers.

They are strategic partners in the develop-
ment of our business, and the small grocers 
make up an essential link in our value chain, 
since as well as the social impact in the 
development of local economies, they are 
responsible for a significant proportion of 
the company’s sales.

On an annual basis and within reach of 
all operations of Coca-Cola Andina, we 
measure our clients’ satisfaction level, as 
one of our key sustainability indicators. 
Also, we have multiple support tools to 
deepen the bond between the company 
and each of its clients, contributing to their 
development, and meet their interests*.

Among our 281,000 clients, 38% are grocers and small retailers, 
and we refer to them as the traditional channel.

KEY SUSTAInABILITY PERFORMAnCE IndICATOR

Client Satisfaction 
Bi-annual measurement with all of Coca-
Cola Andina’s operations in scope

argentina brazil chile paraguay
2013 2014 2015 2013 2014 2015 2013 2014 2015 2013 2014 2015

8.1% 85% 85% 8.1% 70.8% 70.8% 8.1% 61% 75.0% 8.1% 83.0% 83.0%

65
53

97

66

2015 amount of clients per country (000’s)

ARG BRA CHI PAR

Sales by channel

Wholesales

Supermarkets

Traditional

On–premise
38%

24%

23%

15%

* For more information see Beverage Benefits on the Value Chain, page 10 of this Report
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We trained the 
traditional channel on 
sale strategies 

Through the Escuela de Negocios Coca-Cola 
(ENCC) web site, or through tabbed themed 
collectibles we trained our clients on matters 
relating to brands, portfolio of products, 
price and trade and productive processes. 

We invest in programs aimed 
at client development

ARG

BRA

CHI

PAR

 Sales by Channel  (%)

34.5

34.4

28.5
2.6

23.4

30.7

49.9
11.4

25.7

10.9

22.9

21.4

44.8

13.0

20.6

25.3

Traditional

Wholesale

Supermarket

On–Premise

Traditional

Wholesale

Supermarket

On–Premise

Traditional

Wholesale

Supermarket

On–Premise

Traditional

Wholesale

Supermarket

On–Premise

Sales competitions

Every year, contests are performed rewar-
ding clients, as a form of recognizing their 
trajectory with the company. Each client can 
follow the development of the competitions 
that are implemented throughout the year 
on a specific web page and find out about 
its evolution.

Plan visits

This program helps us strengthen the bond 
with clients. During the visit we tell them 
our story, we teach them the productive 
processes, we share our sustainability 
programs and the commitment of the 
company to the environment.

More than 

11
thousand hrs.

training at Coca-Cola Andina Argentina

3,916
visitors

in Argentina

15,651
visitors

in Brazil

634 participants 
in the SOCIOITÉ 
client loyalty 
program in 
Paraguay More 
than 11,000 hours 
invested in training 
clients of the 
traditional channel 
in Argentina
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More than 

585 days
of work invested in client visits from 

Espíritu Santo, Río de Janeiro and 
Riberao Preto

Emprende Alto

6,180
Members 

throughout Chile

100 clients of our operation in Brazil visited the Happiness 
Factory. They form part of a special motivation project with 
focus on the 2016 Olympic Games, since they are located in the 
proximity of where competitions will take place.

Distributors’ sales 
force development 
program

The program involves the most important 
distributors. Through dictation methods 
with internal trainers, tools are provided 
for the achievement of objectives and to 
align their capacities to the ones of our 
own sales force.

Happiness Factory

The Happiness Factory was inaugurated 
in 2014 in Cordoba, Argentina and today 
it reaches all operations.

This Project invites you to a magical journey 
to reveal the secret of the Coca-Cola formula. 

We add value to our  
clients “Programa 
Emprende Alto”

This initiative aims to improve the opportu-
nities of more than hundreds of thousands 
of small and medium-sized grocers, increa-
sing the profitability of their businesses, 
and directly impacting on the quality of 
life of its owners, workers, families and 
the community where they are inserted. 

Emprende Alto is a program implemented by 
ORT, an educational ONG and it represents 
a social responsibility initiative of Fundación 
Coca-Cola de Chile 

To date, Emprende Alto has more than 
6,180 members throughout Chile of which 
more than one thousand have created 
projects to implement improvements in 
their businesses

GRI:
G4-12

Route to Market (RTM) 
continues to expand

The Route to Market (RTM) project aims 
to service our clients in an effective and 
cost-effective way, providing them with the 
service they expect and need in terms of 
attention and investment in their businesses.

The RTM implementation allows us to 
improve the service level to our clients, 
thanks to the adaptation of optimal service 
models. The management conducted by 
the commercial area, through the different 
channels on the market, has been evolving 
and sustaining our growth and positioning 
making a difference with our competitors.
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New suppliers 
evaluated by The 
Coca-Cola Company 
2015  

At Coca-Cola Andina, we maintain a Win-Win 
relationship with our suppliers, supporting 
their activities and generating key part-
nerships with those who are critical to the 
operation. Our policy is to encourage growth, 
committed to continuous improvement, and 
those who achieve further development in 
quality, social responsibility and care for 
the environment are the ones that prevail.

Local suppliers are our 
choice

We strive to make our procurement and 
purchasing from local suppliers, embedded 
in the cities where we have production 
facilities and major distribution centers.

This decision essentially seeks to promote the 
local development of supplier companies, 
generate integration with the supply chain, 
reduce the time of delivery as well as also 
reduce the risk of exposure to changes in 
foreign currency rates.

Our suppliers 

Supplier indicators Argentina brazil chile paraguay
Percentage of local suppliers

2014 96.90% 99.10% 97.10% 86.30%

2015  97.11%  99.80% 95.56% 87% 

Expense percentage to local suppliers

2014 95.50% 98.60% 98.50% 64.80%

2015 98.85% 99.90% 97.52% 54%

10,598
suppliers
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Guiding principles for 
suppliers 

At Coca-Cola Andina we are committed to 
the defense of the fundamental principles of 
international human rights in the workplace 
regardless of where we operate.

We believe that the true measure of a we-
ll-run business not only considers whether 
it achieves economic success, but how it 
reaches it. Therefore, we seek to develop 
relationships with suppliers that share similar 
values and operate in an ethical manner.

Our commitment to human rights is for-
malized by respecting the Declaration of 
Human Rights of the United Nations; the 
Declaration of Principles and Fundamental 
Rights in the Workplace of the International 
Labor Organization and the principles of 
the Global Pact.

It is portrayed on the “Guiding Principles 
for Suppliers”, whose provisions include 
associated suppliers and independent 
bottler groups.

These Principles, communicate our va-
lues and expectations to suppliers and 
independent bottling groups, highlight the 
importance of responsible practices in the 
workplace that respect human rights and 
comply – at a minimum - with local as well 
as key international conventions of labor 
and environmental laws.

As a general rule, the supplier must 
comply with all national and local laws 
in force related to these issues, except if 
the International Labor Organization sets 
higher requirements, in which case the 
latter should apply. If a supplier does not 
meet some aspect of the requirements of 
the Guiding Principles, it must implement 
corrective measures. The Company reser-
ves the right to terminate its agreement 
with any supplier that cannot prove that 
it meets them.

For more information visit:  
www.thecocacolacompany.com

GRI:
G4-EN32

G4-LA14

G4-HR4

G4-HR5

G4-HR6

G4-HR10

G4-SO9

G-DMA

G4-12

G4-EC9

Requirements  
• Respect for freedom of 
association and collective 
bargaining. 
• Prohibition of child labor. 
• Prohibition of forced labor 
and abuse at the workplace. 
• Elimination of 
discrimination. 
• Hours of work and wages. 
• Safe and healthy workplace. 
• Protection of the 
environment. 
• Business integrity. 
• Complaints and solution 
procedures. 
• Appropriate and effective 
management systems.

The main suppliers 
of Coca-Cola Andina 
must comply with 
the requirements 
laid down in the 
document and then 
undergo periodic 
evaluations carried 
out by accredited 
independent 
counsellors who 
specialize in 
social compliance, 
on behalf of 
The Coca-Cola 
Company.
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Supplier management tools
Management System Requirements 
All suppliers, contractors and outsourced that provide services at the plant, are informed 
and permanently controlled on  Management System requirements: ensure the quality of our 
products and that they are safe for consumption; mitigate the health and safety risks of persons 
involved in the company’s activities; minimize negative environmental impacts; control risks of 
the Company’s material and intellectual property.

Classification Development
Social and 

environmental 
requirementss

Evaluation

To optimize management 
suppliers are classified into 
categories according to their 
importance and criticality. 

While the same relationship 
policy remains for all of 
them, certain processes and 
procedures are differentiated 
according to their 
classification.

We promote and collaborate 
in the improvement of the per-
formance and development 
of suppliers through controls, 
assessments and feedback.  

We collaborate with improve-
ment plans; specific training; 
financial support in critical 
circumstances; evaluation 
and feedback with regard 
to practices of safety and 
hygiene, quality, environment 
protection and corporate 
social responsibility.

We have a specific procedure 
that defines the rules and 
requirements that existing 
suppliers must meet, including 
aspects of health, safety and 
environment.

All service contracts include 
the enforcement of local laws 
with respect to the prohibi-
tion of child labor, a correct 
record and payment to third 
party workers, enforcement 
of working hours and the 
prohibition of slavery.

They are evaluated every six 
months, generating a report 
where users of Coca-Cola 
Andina’s products and ser-
vices, define a compliance 
evaluation score. For pro-
duction raw materials, all 
suppliers undergo a Quality 
Control analyses. Audits are 
performed in the event that 
suppliers provide lower than 
expected results.

We perform strategic alliances and joint projects of improvement and implementation of  
new technologies, resulting in increased capacity of the supplier and our operation.
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Supply Chain 
Committees 

W e participate in the Supply Chain 
Committees of Coca-Cola bott-

lers, where we work on joint initiatives to 
enhance business volumes and business 
good practices.

Development agreements are achieved with 
suppliers of strategic raw materials and 
adjustments to our quality standards, for 
example with sugar, caps, preforms, etc.

Alliances with other companies and ins-
titutions are also developed to work on 
good practices in the value chain, under 
the organization of Purchase Consortia.

Critical suppliers evaluated Category  Evaluated concepts 2015

  YTD

Ingredient suppliers Compliance

SGP (Supplier Guiding Principles)

GFSI (Global Food Safety Initiative)  

SAA (Supplier Authorization Agreement)  

96%
85%
N/A

Packaging suppliers Compliance

SGP (Supplier Guiding Principles)

GFSI (Global Food Safety Initiative)  

SAA (Packaging & Sales & Marketing Equipment)

93%
54%
98%

GRI:
G4-DMA

FP1

FP2
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Coca‑Cola reached  
out to Sierras Chicas

After the devastating storm 
in the area of Sierras Chicas 
in the province of Córdoba 
(Argentina) on February 15, 
2015, we delivered about 60 
thousand liters of water to 
the sectors most affected 
by the floods, supporting 
thousands of people who 
were deprived of the 
provision of drinking water.

O ur social investment policy is based 
on strategic pillars: being a good 

neighbor; promote sports, education, social 
inclusion and environmental care mainly 
concerning water and waste.

We motivate initiatives of healthy active 
living, climate protection, environmental 
care and local donations.

We have dialogue and communication tools 
for the community to know their needs. 
Thus we focus programs and initiatives on 
their interests and concerns.

We hold periodic meetings with the 
municipalities in which our operations 

Social investment in the community 
We seek to improve the quality of life and promote happier, 
developed and sustainable communities. 

are located in order to understand the 
social and economic context in which we 
are immersed, and collaborate quickly in 
disaster cases.

Through Coca-Cola’s website, we receive 
queries and claims, which are referred to 
the corresponding regions and bottlers.

We measure the perceptions and needs of 
our local community, disseminate activities 
and strengthen links with institutions.

We partner and get advice from organizations 
with expertise on the topics addressed, 
creating synergies and enhancing results.

ARGENTINA
 › Fundación Banco de Ali-
mentos.

 › Junior Achievement Foun-
dation.

 › Fundación Ambiente, cultura 
y desarrollo (ACUDE).

 › Fundación AVINA.
 › Universidad Católica de Cor-
doba - ICDA

 › Universidad Nacional de 
Córdoba - UNC

 › Fundación Empresaria para 
la Calidad y la Excelencia.
FUNDECE

 › Instituto Argentino de Ejecu-
tivos de Finanzas- IAEF

 › Instituto Nacional Tecnológico
 › Argentino - INTA
 › TECHO.
 › Asociación Cristiana de Em-
presas (ACDE)

BRAZIL 
 › Fundação Hospital Santa Lydia
 › Fundação Hemocentro Ri-
beirao Preto

 › Fundação Getulio Vargas
 › Fundação Coppetec
 › Base Fundacoes e Infra Es-
trutura Lt

CHILE
 › Centro de Estudios Públi-
cos - CEP

 › Unión Social de Empresarios 
Cristianos - USEC

 › Universidad de los Andes - ESE
 › Fundación Chile 21
 › Fundación Libertad y De-
sarrollo

 › CIEPLAN
 › Hogar de Cristo.
 › ORT-Chile (TAVEC).

PARAGUAY
 › Fundación Dequeni.
 › Fundación Paraguaya.
 › World Wildlife Fund (WWF).
 › Cruz Roja Paraguaya.
 › ONG “A Todo Pulmón, Para-
guay Respira”.

 › ONG GEAM.
 › Fundación Coca-Cola.
 › Fundación Educación 2020.
 › Fundación Coanil.
 › Fundación Franjeada
 › Fundación Club Cerro Porteño 
 › Fundación Moisés Bertoni 
 › Fundación Paraguaya 
 › Fundación El Atelier 
 › Fundación en Alianza 
 › Fundación Cámara de Co-
mercio 

 › Fundación Kolping Paraguay 
 › Fundación Tierranuestra 

 › Fundación Pro Desarrollo 
 › Fundación Jogueraha 
 › Fundación Corazones por la 
Infancia

 › Fundación Guaraní 
 › Fundación Cedoc
 › Fundación Operación Sonrisa 
 › Fundación Sanatorio Inter-
nacional 

 › Fundación Apaden Teleton 
 › Fundación Desarrollo Humano 
Fundacion Kolping Paraguay 
(Fukolpa)

Organizations with whom we relate
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Allies with Junior Achievement 
Foundation to promote 
entrepreneurship 

Junior Achievement Foundation is a 
non-profit international organization, whose 
purpose is to encourage and inspire the 
entrepreneurial attitude in children and 
youngsters from grade schools, high schools 
and college, allowing them to assess their 
own goals and strive to reach them.

Sharing its purpose, we support and par-
ticipate in the programs implemented in 
the countries where we have operations. 
Our collaborators are volunteers joining the 
Foundation’s training programs sharing their 
knowledge, professional experience and an 
entrepreneurial spirit. The children of our 
employees take part in Junior activities that 
promote entrepreneurship, environmental 
education and the values of overcoming 
situations, which involves taking a proactive 
attitude in society.

Chile 

I n Chile, Fundación Educación Empresa is 
in charge of managing it, and our company, 

through the Coca-Cola Foundation -oriented 
to supporting education-, has been strategic 
partners for several years. But in addition 
to the financial contribution, this program 
encourages the participation of workers in 
the companies in the implementation of the 
classes, supported of course by specialized 
instructors. It is so that at Coca-Cola Andina 
each year our partners are encouraged to 
participate, living an experience that has 
been qualified as very valuable by all. “It 
is one who learns more when teaching 
others” is the best expression that sums up 
the experience of volunteers who actively 
participated in programs last year and 
were focused on “learn by doing”, through 
a participatory and interactive methodology 
with contents linked to economic issues 
and entrepreneurship.

Social education and inclusion
We facilitate integration and educational opportunities for 
individuals and organizations, promoting entrepreneurship 
and sustainability values, through education at grade schools 
and high schools. 

Coca-Cola Andina 
Argentina, said 
present at IEF 2015

I n the framework of our community rela-
tions policy, Coca-Cola Andina Argentina 

joined the International Entrepreneurship 
Forum (IEF), an educational event of high 
impact organized every year by the Junior 
Achievement Foundation in Cordoba. The 
Forum is aimed at youngsters between 16 
and 23 years old and it is based on the for-
mation of values, attitudes and the creation 
of tools that enable them to discover their 
action capabilities and be protagonists in 
the transformation of their own spaces.

In February and March, we called upon the 
children of our employees to participate 
through the contest called “Learn, Ambas-
sadors of the Planet”, which consisted in 
presenting an essay that addressed topics 
related to environmental care. We had 5 
winners who were able to participate in 
the Forum on behalf of Coca-Cola Andina

GRI:
G4-DMA

G4-EC8

G4-16

G4-SO1
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Volunteers for Junior: 
7 volunteers

A s every year, the company supports 
the Junior Achievement Foundation 

in the dictation of educational programs 
in the city of Córdoba. “Teachers” are 
employees of the company that voluntarily 
-and for different reasons- decide to join. 
The call for volunteers is performed every 
year between the months of April and May. 
Each person can choose the program he 
or she wants to sign up for, according to 
their preferences and availability they’re 
willing to offer, since programs have di-
fferent durations.

Partners for a day: 
11 volunteers

C oca-Cola Andina Argentina joined 
this education program once again, 

which provides the possibility to hundreds 
of teenagers to reaffirm their future pro-
fessional aspiration. The recipient of the 
program is a young student, who has the 
possibility to participate in the activities 
that his “partner” develops - a collaborator 
of the company - during a regular day of 
work, such as interviews, work lunches and 
Board meetings; besides getting to know 
what it is working in a company.

Those selected are youngsters who, for 
their effort and academic merit, manage 
to stand out and whose motivation is to 
discover more about the professional work.

Learning 
Environmental 
Entrepreneurship. 

S ince 2007, “Learning Environmental 
Entrepreneurship” (AEMA) is the joint 

program of Coca-Cola and Junior Achie-
vement whose purpose is that children in 
school age from different schools learn 
and become aware of environmental care.

In addition, through an alliance with Para-
guay Educa, AEMA’s educational material 
on XO computers was implemented from 
2011. Interactive software was developed 
for this purpose, allowing the proposal to 
reach more than 2,600 boys and girls in 
Paraguay.

CHILE:  
Scholarships for  
low-income students

I n 20 years of presence in the country, the 
Coca-Cola Foundation has given nearly 

two thousand scholarships, benefiting 
8th grade students of municipal schools.

Thanks to the collaboration of Fundación 
Coca-Cola Chile, for the tenth consecutive 
year donation of scholarships were awar-
ded to students with limited resources, 
who opt for a technical-professional high 
school education.

Argentina: 
Protecting the future 
along with FONBEC. 
Scholarships for 
50 children and 
youngsters.

C hildren are the present and future and 
deserve to have the best opportunities 

for growth and development. Convinced of 
this, in 2015 we renewed our commitment 
to continue working with Fondo de Becas 
para Estudiantes (FONBEC) a Cordoba-ba-
sed foundation which aims to reward the 
efforts of low income students since 1999. 
We do this within the framework of our 
Corporate Social Responsibility (CSR) 
actions, and with the invaluable support 
of corporate volunteerism. With shared 
contributions between Coca-Cola Andina 
Argentina and its collaborators we have been 
able to sponsor 50 kids from the first two 
schooling levels in Córdoba, Bahía Blanca, 
Mendoza and Rosario, with the purpose of 
contributing to prevent dropping out of 
school for economic reasons.

Daniel Bejarano, maintenance employee of 
Coca-Cola Andina tells us his experience, 
“I am anxious, being a sponsor is a magical 
and enormous responsibility, and also an 
opportunity to share experiences and find 
common objectives, guiding and accom-
panying”, he says. And adds: “it is not only 
to help, it is to help generate more profound 
changes in society, providing moments of 
happiness, growing from that, learning and 
helping to realize a dream”.

We donated 3 million liters of product
We exceeded 1.5 million dollars supporting institutions and 
organizations with social, environmental and educational purposes.
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GRI:
G4-EC2

G4-EC8

The most important and devastating rainfall 
in the history of the III region of Chile took 
place in March 2015, which resulted in a 
great magnitude alluvium affecting 70% of 
the region´s population, distributed in the 
city of Copiapo, the region’s capital, and 
the towns of Diego de Almagro, Chañaral, 
Tierra Amarilla, Los Lobos and San Anto-
nio. The event generated massive floods 
and the collapse of the sanitary system 
in the affected area. Coca-Cola Andina 
mobilized fully, quickly responding to the 
emergency and also developed a long-term 
reconstruction plan.

As a Company we created multidisciplinary 
teams to comprehensively address the aid 
in order to service our local teams and their 
families; our clients and the community and 
at the same time restore our operation.

To help OUR TEAM, we developed an 
emergency plan and an internal national 
campaign called ‘helping hands” which 
generated three initiatives with great results:

The 1+1 Campaign in which the Company 
made a donation equivalent to that of the 
workers.

Volunteering that involved a total of 18 
workers from different areas and cities 
of the company, who moved to the city 
of Copiapo for 3 days and removed mud 

from the homes of our workers and their 
families, our clients and that community in 
adjacent areas. They were also responsible 
for delivering the Company’s strength mes-
sages to Copiapo.  Every worker the area 
received a message from another worker 
belonging to another area of the country 
supporting him emotionally to get ahead. 
Thus, efforts were focused on locating 
every one of our workers during the first 
48 hours of the event to ensure their safety 
and support them during the emergency, 
and later face the reconstruction process.

The second situation to be addressed was 
“OUR CLIENTS”, the priority here was to 
identify their needs to “help them stand 
up” and recover their income source.

“COMMUNITY” was the third situation 
addressed and one of the most critical 
because the main need was the availability 
of drinking water and to quickly build new 
places where to live, since the houses had 
been destroyed by the alluvium. 

Responding to this, as a company we 
donated 324,000 liters of bottled water 
for the community and a contribution to 
Techo para Chile for the construction of 
emergency housing in the affected areas.

Chile
Reconstructing Copiapó 
70% of the total population in the III Region  
was affected by the consequences of the alluvium.

“Helping Hands”
Campaign

Working together was 
the great lesson that this 
emergency left us. With 
generosity and commitment 
each of us who work at 
Coca‑Cola Andina could 
contribute to those who 
most needed it. We united 
as never before and created 
the “Helping hands” 
campaign, in order to 
continue contributing to the 
huge effort that was already 
underway in the North.

29% of clients 
suffered some kind 
of damage that 
prevented them 
from operating

outstanding 
cases
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“Being a part of this company 
makes me proud and grateful, 
I don’t have the words to 
describe how enriching was 
the process lived by performing 
volunteer work, from the 
inception, organization of 
logistics, commissioning 
and above all, the hands‑on 
experience that connected 
us with pain and despair, as 
well as with strength, union, 
joy and hope. I discovered 
and learned from wonderful 
people and we experienced 
the strength and passion of a 
team with a clear and shared 
purpose. There is a before and 
an after at Coca‑Cola Andina 
following the volunteering 
and without a doubt those of 
us who were involved are no 
longer the same, and we are 
convinced that these kind of 
experiences will make us a 
better company”
Carmen Soler, Head of Communications, 
Culture and CSR, Santiago

Coca-Cola Andina invested 25 million Chilean pesos. 
324,000 liters of bottled water. A contribution to Techo para Chile 
for emergency housing in the affected areas.

The fourth situation addressed was “OUR 
OPERATION”, in which a significant number 
of people from different places and areas 
worked hard to restore the normal operation 
of our facilities in the affected areas. In a 
few weeks we managed to recover, in the 
second Region, all bottling and distribution 
lines; and in Copiapó, we had to rebuild our 
distribution center completely to restart 
commercializing and distributing to all of 
our clients in the area.

“What marked me most was 
the strength and happiness 
of the whole group, how 
people welcomed us and the 
impact we had. That type of 
connection with people, the 
devotion and energy that 
existed is something you 
rarely get to feel in life”. 
Francisca Puentes, Head of Communications, 
Culture and CSR, Santiago
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GRI:
G4-EC8

C olectivo Coca-Cola, is one of the most 
ambitious shared value programs 

proposed by the private sector in Brazil, it is 
part of the Coca-Cola System in Brazil and 
promotes training and income generation. 
Thus it contributes to the enhancement of 
self-esteem of more than 100 thousand 
people in 500 communities from across the 
country through different training strategies 
and bonding with the company’s sales area.

In 2015 in Coca-Cola Andina Brazil’s fran-
chise territory, 3,450 youngsters formed 
in training courses offered, and most 
importantly is that we achieved a rate of 

Brasil
Colectivo Coca-Cola 
This project is developed in Brazil to great 
acclaim since 2010. More than 15,000 
youngsters have participated in its training 
courses, 3,450 during the course of 2015.

40% of youngsters employed at the end of 
the program (9 points above the average 
of similar programs in all Brazil).

The program works through partnerships 
with NGO´s and Government agencies 
from the different municipalities where it 
is implemented.

In the course of 2015, we reviewed the 
model, and after a participatory discussion 
process with representatives of all the actors 
that are part of the Alliance, the new Vision 
and Mission of the proposal was defined 
for the coming years.

Vision

Be the “HUB of 
opportunities” so that 
youngsters can imagine and 
realize a better future for 
themselves, their families 
and their communities, 
creating social benefit and 
favorable conditions for the 
growth of the business in low 
income communities. 

Mission 

Inspire and empower low‑
income youngsters through 
the generation of income 
and self‑esteem, opening 
opportunities in The 
Coca‑Cola System and its 
associates.

outstanding 
cases
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Market 

 › Continue refreshing people extending the 
product portfolio, adding new categories, 
strengthening zero-calorie segments and 
nutritional aggregates for each occasion 
and lifestyle. Expanding different packa-
ging, mainly returnables.

 › Boost initiatives that support active living 
and healthy habits, such as Baila Fanta, 
Dale Juguemos, Coca-Cola Cup, Powerade 
Marathons and Bike Races, etc.

 › Always ensure the supply of high quality 
products and services in the market, ma-
king constant investments in technology, 
equipment and specific technical training 
of collaborators.

Environment 

 › Growing up in the business, both in facilities 
and technology, integration processes and 
launch of categories, while maintaining 
stable energy consumption.

 › Perform projects that develop the effi-
ciency in the use of energy for production, 
coolers and transport systems involving 
more and more links in the value chain, 
for the monitoring and management of 
cross-cutting plans.

 ›  Reduce our carbon footprint, considering 
the supply of clean energy to the beha-
viors and good habits of our employees.

Sustainable packaging 

Reduce
 › Continue developing optimal designs 
of PET containers in all our packaging, 
reducing the weight of our bottles.

 › Offer quality packaging made with the 
environment in mind and encouraging 
its recyclability.

Reuse
 › Increase the use of recycled resin (Bottle 
to Bottle, B2B) in our PET bottles.

 › Encourage the use of our returnable pro-
ducts so that each bottle can be used again 
in a controlled way, extending expansion 
into new territories of our operations. 

Renew
 › Progress in the use of Plant Bottle plant-de-
rived resin in our PET bottles.

Recycle
 › Consolidate the relationship model among 
recyclers, collection points and public 
entities, through the agreements with 
clients, institutions, municipalities and 
places of high consumption to increase 
the production of post-consumption Pet. 

 › Work with NGO´s and the community to 
encourage good habits of collection and 
recycling of containers.

Water

Reduce
 › Continuously improve processes and 
technology to use less water in the manu-
facture of our products, with the challenge 
of maintaining the incorporation of new 
categories to the portfolio.

Recycle
 › Comprehensively treat and return the 
water used in our operations with a quality 
that allows for animal life.

Replenish
 › Support and promote projects that impact 
on the conservation of water sources 
and access to safe drinking water to 
communities reached by our operations.

Challenges for the coming years 
Our work pillars are the result of communication and interaction 
with our stakeholders, collaborators, and community; therefore 
we will continue building on them, defining challenging goals.
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Community

 › We seek to generate greater educational 
and access to work opportunities for the 
most vulnerable, ensuring the sustainable 
development of the communities with 
which we link.

 › Expand training programs to clients and 
deepen the Route to Market (RTM) models 
for the development of small businesses.

 › Continue the dialogue with stakeholders 
to learn about their concerns and develop 
activities based on those concerns.

 › Generate collaboration links with organi-
zations recognized by their “know-how” 
in the communities where we are present.

Social Perception

 › Perform a measurement on what is so-
ciety’s opinion on us in terms of social, 
environmental and economic value.

 › Develop close bonds with our consu-
mers, making them aware of responsible 
consumption.

Ambiente de trabajo

 › Continue to ensure that the legal regu-
lations and the criteria established by 
Human Rights Policy in the workplace 
are respect in all areas and activities of 
our company.

 › Maintain a safe and healthy environment 
for workers and visitors. Security concepts 
will be incorporated into people’s behavior, 
generating safe conduct guidelines and 
designing increasingly less risky processes 
and installations.

 › We will expand our collaborators technical, 
professional and managerial develop-
ment programs through partnerships 
with renowned local and international 
educational establishments. 

 ›  In addition, in order to strengthen our 
human resources we will enhance the 
development of internal trainers for 
spreading of knowledge and expertise 
where required.

 › We will continue spreading and reinforcing 
extensively the values of our culture.

 › We will support volunteer programs in 
solidarity initiatives that contribute to 
sustainable development and where our 
collaborators are the links for approaching 
the needs.

 › Expand projects to build a more inclusive 
and equitable culture.

GRI:
G4-2
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Report Characteristics  

The Report follows the “in accordance-comprehensive” option guidelines developed 
by the Global Reporting Initiative – (GRI), in its latest version, G4 Guide for Preparing 
Sustainability Reports for the food industry. The Report covers the period between 
January 1 and December 31, 2015. It is the seventh report presented by Coca-Cola Andina. 
It covers the operations of Coca-Cola Andina in Argentina, Brazil, Chile and Paraguay: 
Andina Chile; Andina Argentina; Andina Paraguay; Vital S.A. Chile and Andina Brazil.

Once more, the report is jointly and articulately presented with the Company’s 2015 
Annual Report.

Given that Coca-Cola Andina adhered in the course of 2015 to the UN Global Compact 
(UNGC) and although the deadline for presenting the first Communication on Progress 
(COP) has not expired, we are reporting on indicators that account for what we are doing 
to fulfill the 10 principles that we have committed to respect and promote.

The production process of this report was led by the Corporate Management Control and 
Sustainability division, who coordinated the collection of the information that was provided 
by representatives from all areas of the company. Review and approval was conducted 
by the Corporate Sustainability Committee, as established by the respective Policy.

The G4 Guidelines were followed (materiality test) in defining the content and material 
concerns to be reported the performing the corresponding consultations to the major 
stakeholders (shareholders, employees, suppliers and clients of the 4 countries where 
we operate. The indicators included for each material aspect that has been identified 
- both from the G4 Guide as well as Key Sustainability Performance Indicators of the 
Coca-Cola System - have sufficient scope to inform - clearly, exhaustively and precisely 
- about our management, its successes and future challenges.

The boundaries of material issues are detailed in the table included in the chapter on 
Governance and Sustainability Management.  

Techniques and bases for data measurement, as well as significant changes related to 
previous periods are informed throughout the Report when required. 

The currency used, unless otherwise specified, refers to “US$”, United States dollars, 
and “$” when it refers to Chilean pesos.
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GRI:
G4-18

G4-26

G4-28

G4-32

GRI-G4 Contents Index 
 › The Sustainability Report was prepared 
following the exhaustive conformity re-
quirements of the G4 Guidelines of the 
Global Reporting Initiative GRI.

 › The answer to each indicator is related 
to the clauses of the International Social 
Responsibility Standard ISO 26,000:2010.

The indicators that are related to 
the principles of the Global Pact of 
United Nations are identified in blue.

Material 
aspects

Page N° / Answer  Omissions ISO 26000 
Linked clauses

STRATEGY AND ANALYSIS 4.7; 7.2

G4-1 Incluye una declaración del responsable principal de las decisiones 
de la organización (la persona que ocupa el cargo de director 
ejecutivo, presidente o similar) sobre la importancia de la 
sostenibilidad para la organización y la estrategia de ésta con miras 
a abordarla.

Páginas 2 a 5 6,2

G4-2 Describa los principales efectos, riesgos y oportunidades. Pg. 17; 112 and 113  
Also see:  
Document on Corporate Governance Practices Legal Department 
2014 Pg. 8.
http://www.koandina.com/uploads/Adjuntos/Practicas%20de%20
Gobierno%20Corporativo_fiscalia2014.pdf 20F Pg. 3 - 4 and 8.  
http://www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf

7.4.2

ORGANIZATION PROFILE 4.2; 4.3; 6.3.10

G4-3 Report the name of the organization. Pg. 6

G4-4 Report the primary brands, products, and services. Pg. 32

G4-5 Report the location of the organization’s headquarters. RUT: 91.144.000-8 Address: Av. Miraflores 9153 / Renca / 
Santiago / Chile 

G4-6 Report the number of countries where the organization operates, 
and names of countries where either the organization has significant 
operations or that are specifically relevant to the sustainability topics 
covered in the report.

Pg. 7

G4-7 Report the nature of ownership and legal form. Embotelladora Andina is an open stock corporation established by 
public deed on February 7, 1946, in Santiago, Chile.
For more information see:  See: Annual Report 2015. Pg. 18 and 
19; 26 and 27

G4-8 Report the markets served (including geographic breakdown, 
sectors served, and types of customers and beneficiaries).

Pages 7 to 9. 

G4-9 Report the scale of the organization, including: total number of 
employees, total number of operations, net sales (for private sector 
organizations) or net revenues (for public sector organizations), total 
capitalization broken down in terms of debt and equity (for private 
sector organizations), and quantity of products or services provided

Pages: 6 to 9.  

GRI G4 GUIDE - GENERAL BASIC CONTENTS
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Material 
aspects

Page N° / Answer  Omissions ISO 26000 
Linked clauses

G4-10 a. Report the total number of employees by employment contract 
and gender.
b. Report the total number of permanent employees by employment 
type and gender. c. Report the total workforce by employees and 
supervised workers and by gender. d. Report the total workforce 
by region and gender. e. Report whether a substantial portion 
of the organization’s work is performed by workers who are 
legally recognized as self-employed, or by individuals other than 
employees or supervised workers, including employees and 
supervised employees of contractors. f. Report any significant 
variations in employment numbers (such as seasonal variations in 
employment in the tourism or agricultural industries).

Pages. 78 and 79 
See also Annual Report 2015 Pg. 20

G4-11 Report the percentage of total employees covered by collective 
bargaining agreements.

Page 82

G4-12 Describe the organization’s supply chain. Pages 9 and 10; 96; 100

G4-13 Report any significant changes during the reporting period regarding 
the organization’s size, structure, ownership, or its supply chain.

 There were no significant changes in the size or structure of the 
organization.

G4-14 Report whether and how the precautionary approach or principle is 
addressed by the organization.

See:  Corporate Sustainability Policy http://www.koandina.com/
pagina.php?p=gobierno-politicas

G4-15 List externally developed economic, environmental and social 
minutes, principles, or other initiatives to which the organization 
subscribes or which it endorses.

Coca-Cola Andina adheres to the principles and initiatives in 
which The Coca-Cola Company and the Coca-Cola System 
participate. Among them the principles of the Global Compact 
and the Declaration of Human rights of the United Nations.  
Embotelladora Andina S.A. signed its adherence to the Global 
Compact of the United Nations in Chile during 2015.

G4-16 List memberships of associations (such as industry associations) 
and national or international advocacy organizations in which the 
organization holds a position on the governance body, participates 
in projects or committees, provides substantive funding beyond 
routine membership dues, views membership as strategic

Pages 28 and 104

MATERIAL ASPECTS AND BOUNDARIES 5.2

G4-17 List all entities included in the organization’s consolidated financial 
statements or equivalent documents. Report whether any entity 
included in the organization’s consolidated financial statements or 
equivalent documents is not covered by the report.

The 2015 Sustainability Report and Annual Report include the 
same entities and are simultaneously presented. 

G4-18 Explain the process for defining the report content and the Aspect 
Boundaries. Explain how the organization has implemented the 
Reporting Principles for Defining Report Content.

Pg. 114

G4-19 List all the material aspects identified in the process for defining 
report content.

Pages 20 y 21

G4-20 For each Material Aspect, report the Aspect Boundary within the 
organization, as follows: Report whether the Aspect is material 
within the organization, if the Aspect is not material for all entities 
within the organization (as described in G4-17), select one of the 
following two approaches and report either: the list of entities or 
groups of entities included in G4-17 for which the Aspect is not 
material or the list of entities or groups of entities included in G4-17 
for which the Aspects is material. Report any specific limitation 
regarding the Aspect Boundary within the organization

Pg.21

G4-21 For each material Aspect, report the Aspect Boundary outside the 
organization, as follows: Report whether the Aspect is material 
outside of the organization, if the Aspect is material outside of the 
organization, identify the entities, groups of entities or elements for 
which the Aspect is material. In addition, describe the geographical 
location where the Aspect is material for the entities identified. 
Report any specific limitation regarding the Aspect Boundary 
outside the organization

Pg. 21

G4-22 Report the effect of any restatements of information provided in 
previous reports, and the reasons for such restatements.

The information is consistent with the previous reports.

G4-23 Report significant changes from previous reporting periods in the 
Scope and Aspect Boundaries.

No changes are recorded.
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Material 
aspects

Page N° / Answer  Omissions ISO 26000 
Linked clauses

STAKEHOLDER ENGAGEMENT 4.5; 5.3

G4-24 Provide a list of stakeholder groups engaged by the organization. Pg. 19

G4-25 Report the basis for identification and selection of stakeholders with 
whom to engage.

Pg. 19

G4-26 Report the organization’s approach to stakeholder engagement, 
including frequency of engagement by type and by stakeholder 
group, and an indication of whether any of the engagement was 
undertaken specifically as part of the report preparation process.

Pages 19 and 20; 22; 26; 38; 114

G4-27 Report key topics and concerns that have been raised through 
stakeholder engagement, and how the organization has responded 
to those key topics and concerns, including through its reporting. 
Report the stakeholder groups that raised each of the key topics 
and concerns.

Pages 20 and 21

REPORT PROFILE 4.2; 4.3

G4-28 Reporting period (such as fiscal or calendar year) for information 
provided.

January 1, 2015 to December 31, 2015 (Pg.114) 

G4-29 Date of most recent previous report (if any). March 2015

G4-30 Reporting cycle (such as annual, biennial). Annual

G4-31 Provide the contact point for questions regarding the report or its 
contents.

Pg. 130

G4-32 Report the ‘in accordance’ option the organization has chosen.
Report the GRI Content Index for the chosen option. Report the 
reference to the External Assurance Report, if the report has been 
externally assured. GRI
recommends the use of external assurance but it is not a 
requirement to be ‘in accordance’ with the
Guidelines.

Pg. 114 

G4-33 Report the organization’s policy and current practice with regard 
to seeking external assurance for the report. If not included in the 
assurance report accompanying the sustainability report, report 
the scope and basis of any external assurance provided. Report 
the relationship between the organization and the assurance 
providers. Report whether the highest governance body or senior 
executives are involved in seeking assurance for the organization’s 
sustainability report.

The report has not been externally verified.

GOVERNANCE 6.2

G4-34 Report the governance structure of the organization, including 
committees of the highest governance body.
Identify any committees responsible for decision-making on 
economic, environmental and social impacts.

Pg. 26 and 27  
Also see:   
Answer to G4-42 indicator  Document on the GSM General 
Shareholders Meeting 2015. Pg. 1-2-3. Attachment 1 Organization 
Structure   
20F pages 82 and 83 – Directors, Senior Officers and Employees  
http://www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf  
Corporate Sustainability Policy and Corporate Management and 
Risk Control Policy.
http://www.koandina.com/pagina.php?p=gobierno-politicas 

G4-35 Report the process for delegating authority for economic, 
environmental and social topics from the highest governance body 
to senior executives and other employees.

Pg. 26  
In addition, the company has specific guidelines for delegation 
of authority, formalized in a “document of Corporate Policy for 
Delegation of Authority” and the Board of Directors meets once a 
month to learn about the Company’s results and all matters falling 
within its competence.  
For more information see:  20F Pg. 82 and 83 -  Directors, Senior 
Officers and Employees  http://www.koandina.com/uploads/
reportes_financieros/2014%2020F.pdf

G4-36 Report whether the organization has appointed an executive-
level position or positions with responsibility for economic, 
environmental and social topics, and whether post holders report 
directly to the highest governance body.

Pages 26 y 27  
Also see:   
Annual Report 2015. Pg. 20 a 27  Corporate Sustainability Policy 
and Corporate Risk Management Policy. http://www.koandina.
com/pagina.php?p=gobierno-politicas
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Material 
aspects

Page N° / Answer  Omissions ISO 26000 
Linked clauses

G4-37 Report processes for consultation between stakeholders and the 
highest governance body on economic, environmental and social 
topics. If consultation is delegated, describe to whom and any 
feedback processes to the highest governance body.

Pg. 19 and 21  
In addition, on the occasion of the promulgation of General 
Standard N° 385*, the Board performed a survey on all items 
relating to the fulfillment of these, which include specific 
suggestions for practices related to economic, sustainability, risk 
management and social affairs. Specialized external advice was 
hired to carry out this survey, 
Worth mentioning is that the previously cited standard, seeks 
to provide the market with information regarding the corporate 
governance practices of open stock corporations; addressing to 
the effect various aspects related to the operation of the Board of 
Directors; the relationship between the company, shareholders and 
the general public; the company’s risk management and control; 
and assessment by third parties of the adoption of these practices.  
Also see: Annual Report 2015. Pg. 21 and 22 

G4-38 Report the composition of the highest governance body and its 
committees by: executive or non-executive. Independence, tenure on 
the governance body, number of each individual’s other significant 
positions and commitments, and the nature of the commitments, 
gender, membership of under-represented social groups, 
competences relating to economic, environmental and social 
impacts, stakeholder representation

See answer to G4-40 Indicator
Regarding independence, see:   Document on Corporate 
Governance Comparison of Standards Chile-U.S.A.
http://www.koandina.com/uploads/Adjuntos/comparacion_
estandares_gob_corporativo%20CHile-EEUU.pdf
20F Pg.83 to 86: Composition of the Board of Directors and Main 
Officers (Gender and Age) and Competence and Expertise 
http://www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf 
Annual Report 2015. Pg. 25; 29, 32 and 33

G4-39 Report whether the Chair of the highest governance body is also an 
executive officer. If so, his or her function within the organization’s 
management and the reasons for this arrangement.

Neither the Chairman nor the directors hold executive positions. 
Also see: 
20F EN Pg. 83 to 86 
http://www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf

G4-40 Report the nomination and selection processes for the highest 
governance body and its committees, and
the criteria used for nominating and selecting highest governance 
body members, including whether and how diversity is considered, 
whether and how independence is considered, whether and how 
expertise and experience relating to economic, environmental 
and social topics are considered, whether and how stakeholders 
(including shareholders) are involved.

 The election of the Board of Directors is done in accordance 
to Chile’s Corporations Law (18,046). The Board of Directors 
is the organ through which the management of the company is 
exercised and is elected by the regular shareholders meeting in 
each statutory period, in our case every 3 years.  Series A holders 
choose 12 directors and Series B holders choose 2 directors. The 
directors may or may not be shareholders of the company, last 
3 years in their term and can be re-elected indefinitely. Currently 
the board of directors is composed by 9 Chilean directors 
and 5 foreigners, all of them men, who have expertise and 
experience to carry out their functions. Although it is not a legal 
requirement, knowledge and experience are taken into account 
when selecting them, and their resumes always accompany 
their nominations. Chilean law requires that, in certain cases, 
corporations have independent directors. We are required to do 
so and the independence of these directors is guaranteed, since 
they must comply with legal requirements such as not maintaining 
a relationship of kinship, or relationship as shareholder, 
company manager or executive. These directors are proposed 
by shareholders representing 1% or more of the shares of the 
company and their candidatures are presented 10 days prior to the 
general shareholders meeting in which the Board of Directors is 
renewed. Two days before the Shareholders Meeting, candidates 
must provide a declaration of independence in which they state 
they comply with legal requirements and assume the commitment 
of staying independent during the entire period.
For more information see: 
Annual Report 2015. Pg. 22 and 23 (Corporate Governance).
20F Board of Directors and Shareholders’ Meetings. Pg.99 http://
www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf  

G4-41 Report whether conflicts of interest are disclosed to stakeholders, 
including, as a minimum: cross-board membership, cross-
shareholding with suppliers and other stakeholders, existence of 
controlling shareholder; related party disclosures.

See:
Document on Corporate Governance Practices Legal Department 
2014, paragraph C. Pg. 4. Title: Treatment by the Board of 
Directors of potential conflicts of interest that may arise in the 
exercise of the Director position.
http://www.koandina.com/uploads/Adjuntos/Practicas%20de%20
Gobierno%20Corporativo_fiscalia2014.pdf  Code of Ethics V1.0 
paragraph 2. Pg. 2  http://www.koandina.com/uploads/Adjuntos/
CodigodeEticav1_0.pdf 
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Material 
aspects

Page N° / Answer  Omissions ISO 26000 
Linked clauses

G4-42 Report the highest governance body’s and senior executives’ roles 
in the development, approval, and updating of the organization’s 
purpose, value or mission statements, strategies, policies, and goals 
related to economic, environmental and social impacts.

The Board of Directors has an Executive Committee in charge of 
monitoring and proposing guidelines for the general progress of 
the social business and the control of operations on an ongoing 
basis through periodic sessions.  Also, and as prescribed in 
article 50 bis of law 18,046 on corporations, and in accordance 
with the provisions of the Circular N ° 1956 and Circular N ° 560 
of the Superintendence of Securities and Insurance the Board 
of Directors has a Directors ‘ Committee, whose functions are: 
examining reports of the external auditors, balance sheet and other 
financial statements  presented by the directors of the company to 
the shareholders, and to rule on these prior to their presentation to 
the shareholders for approval.
Propose external auditors and risk rating agencies to the Board, 
which are suggested to the respective shareholders meeting. 
Review information relating to the operations referred to in Title 
XVI of Law N ° 18.046 and report on them. Examine remuneration 
systems and compensation plans for managers, top executives 
and workers of the company. Report to the Board with respect to 
the desirability of hiring or not the company’s external audit for the 
provision of services that are not part of the external audit, when 
they are not prohibited pursuant to provisions of article 242 of the 
stock market Act No. 18,045. Review and approve the company’s 
20-F report, and verify the compliance by management of rule 
404 of the Sarbanes Oxley Act (Under section 404 of the Sarbanes 
Oxley Act, Management should make an annual assessment of 
internal controls of the company). All this, without prejudice to 
other functions which it performs such as analyze and follow 
corporate policies, review the origin and implementation of new 
systems or business models.

For more information see:
Company Bylaws Amendment 06/25/2012 Art.10  http://www.
koandina.com/uploads/Adjuntos/Estatutos%20Societarios%20
Reforma%2025-06-12.pdf  Corporate Governance Practices 
Legal Department 2014 references the operation of the Board of 
Directors under paragraph A.   
http://www.koandina.com/uploads/Adjuntos/Practicas%20de%20
Gobierno%20Corporativo_fiscalia2014.pdf  20F Pg.  88.  http://
www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf

G4-43 Report the measures taken to develop and enhance the highest 
governance body’s collective knowledge of economic, environmental 
and social topics.

The company contributes to its greater specialization by carrying 
out talks with experts, specialized presentations, the preparation of 
specific reports, etc.

G4-44 Report the processes for evaluation of the highest governance body’s 
performance with respect to governance of economic, environmental 
and social topics. Report whether such evaluation is independent 
or not, and its frequency. Report whether such evaluation is a self-
assessment. Report actions taken in response to evaluation of the 
highest governance body’s performance with respect to governance 
of economic, environmental and social topics, including, as a 
minimum, changes in membership and organizational practice.

Although there is not a formal evaluation process, a report on 
compliance with the adopted practices is produced annually, 
thus managers are very rigorous monitoring and complying with 
committed corporate practices. 
Changes in the Board of Directors have not been informed during 
the period.  
Also see:   
Corporate Governance Practices Legal Department 2014 Pg. 
3.  http://www.koandina.com/uploads/Adjuntos/Practicas%20
de%20Gobierno%20Corporativo_fiscalia2014.pdf

G4-45 Report the highest governance body’s role in the identification and 
management of economic, environmental and social impacts, risks, 
and opportunities. Include the highest governance body’s role in 
the implementation of due diligence processes. Report whether 
stakeholder consultation is used to support the highest governance 
body’s identification and management of economic, environmental 
and social impacts, risks, and opportunities.

Pg. 17   
There are policies and specific procedures for the management of 
the various risks associated with our operation. For this purpose, 
the company has a Risk Management Division whose function 
is to propose and implement standards and control activities for 
mitigating them.  In addition, the Board agreed to meet at least 
quarterly with the company’s risk management unit in order to 
analyze the proper operation of the risk management process, the 
risk matrix used by this unit (as well as the main sources of risks 
and methodologies for the detection of new risks and probability 
and impact of occurrence of those that are most relevant), and the 
recommendations and improvements that would be relevant to 
perform in order to better manage the risks of the entity.   
Also see:  
Corporate Governance Practices Legal Department 2014 Pg. 
8 – Paragraph 4 A  http://www.koandina.com/uploads/Adjuntos/
Practicas%20de%20Gobierno%20Corporativo_fiscalia2014.pdf  
Management and Risk Control Corporate Policy  
http://www.koandina.com/pagina.php?p=gobierno-politicas
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Material 
aspects

Page N° / Answer  Omissions ISO 26000 
Linked clauses

G4-46 Report the highest governance body’s role in reviewing the 
effectiveness of the organization’s risk management processes for 
economic, environmental and social topics.

Pg. 17  
We are implementing a Management and Risk Control (GCR) 
model, where the Board of Directors plays a fundamental role, 
counting among its primary responsibilities knowing and 
understanding all the relevant risks assumed by the company, 
approve the strategy and general guidelines of the GCR and 
monitor the continuous operation of the GCR processes reported 
by the Risk Committee through assessments carried out by 
internal audit (which depends on the Board of Directors).

G4-47 Report the frequency of the highest governance body’s review 
of economic, environmental and social impacts, risks, and 
opportunities.

According to the provisions of the Corporate Policy on 
Management and Risk Control, the Risk Committee was approved 
by the Board last December, on a quarterly basis it informs the 
Board on: 1. The proper functioning of the risk management 
process. 2. The risk matrix employed by the company as well as 
the main sources of risks and methodologies for the detection of 
new risks and the likelihood and impact of occurrence of those 
most relevant. 3. Recommendations and improvements that would 
be relevant to better manage the risks of the company in the 
opinion of the Risk Committee. 4. The contingency plans designed 
to react to the realization of critical events, including the continuity 
of the Board of Directors in crisis situations.
Also see: 
20F Pg. 87  
http://www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf

G4-48 Report the highest committee or position that formally reviews and 
approves the organization’s sustainability report and ensures that all 
material Aspects are covered.

Pg. 26  The CEO and the Board approve the Annual Report and 
Sustainability Report.

G4-49 Report the process for communicating critical concerns to the 
highest governance body.

The Board of Directors holds scheduled meetings at least once 
a month where several matters are addressed including the 
important concerns communicated to the highest governance 
body. The approach to decision-making is decentralized, giving 
operations a level of autonomy, which is framed within certain 
limits to maintain strategic control of their businesses. (Document 
on Corporate policy of Delegation of Authority) 
Also see:  
20F Pg. 86 
http://www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf

G4-50 Report the nature and total number of critical concerns that 
were communicated to the highest governance body and the 
mechanism(s) used to address and resolve them.

The main issues and concerns that were transmitted to the highest 
governance body involved the review of anonymous reports, the 
analysis of internal auditing reports, the review and approval 
of corporate policies such as those of corporate sustainability 
and risk management, or other rules that apply to Corporate 
Governance or to the company, internal control systems, 
review and approval of new business, review and approval of 
consolidated results and operation. Some of these were reviewed 
by the Executive Committee and then analyzed by the Board of 
Directors; others were dealt with directly in the Board of Directors. 
According to their nature, if they are of a specific operation, 
management or the anonymous complaints channel, resolution 
mechanism is determined. The Board of Directors meets once a 
month to learn about the results of the company and all matters 
falling within its competence.  
For more information see:   
Annual Report 2015. Pg.22 Tasks developed by the Directors’ 
Committee pursuant to Law N°180.46 (Art. 50 bis) on 
Corporations.

G4-51 Report the remuneration policies for the highest governance body 
and senior executives for the following types of remuneration: fixed 
pay and variable pay: performance-based pay, equity-based pay, 
bonuses, deferred or vested shares, sign-on bonuses or recruitment 
incentive payments, termination payments; clawbacks, retirement 
benefits, including the difference between benefit schemes 
and contribution rates for the highest governance body, senior 
executives, and all other employees.
Report how performance criteria in the remuneration policy relate 
to the highest governance body’s and senior executives’ economic, 
environmental and social objectives.

See:   
Annual Report 2015. Pg. 88   20F - Paragraph B. Remunerations 
- Pages 84 and 85.  
http://www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf  2015 GSM Minutes, pages 30 and 31 paragraphs 4.1, 
4.2 y 4.3.  
http://www.koandina.com/uploads/comunicados/2015%20
HE%20Acuerdos%20JOA.pdf 
See:   
Annual Report 2015. Pg. 88   20F - Paragraph B. Remunerations 
- Pages 84 and 85. 
 http://www.koandina.com/uploads/reportes_
financieros/2014%2020F.pdf  2015 GSM Minutes, pages 30 and 
31 paragraphs 4.1, 4.2 y 4.3.  
http://www.koandina.com/uploads/comunicados/2015%20
HE%20Acuerdos%20JOA.pdf



sustainability report 2015    •     121

Material 
aspects

Page N° / Answer  Omissions ISO 26000 
Linked clauses

G4-52 Report the process for determining remuneration. Report whether 
remuneration consultants are involved in determining remuneration 
and whether they are independent of management. Report any other 
relationships which the remuneration consultants have with the 
organization.

See:   
20F – Paragraph B. Remunerations - Pg. 84 and 85 
http://www.koandina.com/uploads/reportes_financieros/2014%20
20F.pdf  
The 2015 document GSM Minutes, Pg. 34 and 35 details the 
procedure for allocating compensation to the Board of Directors, 
members of the Executive Committee, members of the Directors’ 
Committee and Audit Committee. 
http://www.koandina.com/uploads/comunicados/2015%20
HE%20Acuerdos%20JOA.pdf 

G4-53 Report how stakeholders’ views are sought and taken into 
account regarding remuneration, including the results of votes on 
remuneration policies and proposals, if applicable.

The Shareholders Assembly which meets once a year is who 
approves or not the proposal of the Board through the vote in favor 
or against, recording it in the Board of Directors Minutes.  
Also see:  
2015 Document GSM Minutes 
http://www.koandina.com/uploads/comunicados/2015%20
HE%20Acuerdos%20JOA.pdf

G4-54 Report the ratio of the annual total compensation for the 
organization’s highest-paid individual in each country of significant 
operations to the median annual total compensation for all 
employees (excluding the highest-paid individual) in the same 
country.

This information is confidential to protect the personal safety of 
employees and the senior members of our Organization.

G4-55 Report the ratio of percentage increase in annual total compensation 
for the organization’s highest-paid individual in each country of 
significant operations to the median percentage increase in annual 
total compensation for all employees (excluding the highest-paid 
individual) in the same country.

Same answer as G4-54 Indicator

ETHICS AND INTEGRITY 4.4

G4-56 Describe the organization’s values, principles, standards and norms 
of behavior such as codes of conduct and codes of ethics.

Pages 11 and 12   
Also see:  Annual Report 2015. Pg. 21 a 23   
Ethics Code V1_0 
http://www.koandina.com/uploads/Adjuntos/CodigodeEticav1_0.
pdf  
Ethics Code for Suppliers and Third Parties V1.0 
http://www.koandina.com/uploads/Adjuntos/Codigo_Etica_
Proveedores%20y%20Terceros.pdfoveedores y Terceros V1.0

G4-57 Report the internal and external mechanisms for seeking advice on 
ethical and lawful behavior, and matters related to organizational 
integrity, such as helplines or advice lines.

Pages 11 and 12  
Also see:   
Annual Report 2015 Pg. 21 to 23  
Web Koandina – Anonymous Reports

G4-58 Report the internal and external mechanisms for reporting 
concerns about unethical or unlawful behavior, and matters 
related to organizational integrity, such as escalation through line 
management, whistleblowing mechanisms or hotlines.

Pg. 12  
Also see:  
Annual Report 2015. Pg. 21 to 23.   
Code of Ethics V1_0 - Conflicts of Interest Pg. 2 and 3; Pg. 9 
and 10 
in the event a person faces a conflict of interest, or to detect a 
potential conflict of interest, he or she shall promptly inform the 
company, and refrain from taking actions that generate or can 
generate such conflict, unless expressly authorized in writing 
by the Company's Ethics Committee. http://www.koandina.com/
uploads/Adjuntos/CodigodeEticav1_0.pdf
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Material 
Aspects

Disclosure on management approach and 
indicators 

Page N° / Answer Omissions ISO 26000 
Linked 
Clauses  

CATEGORY: ECONOMIC PERFORMANCE 4.7; 7.2

Economic 
performance

G4-DMA Management Approach Pages 6 and 7 

G4-EC1 Direct and distributed economic value. Pg. 24 6.8.1; 6.8.2; 6.8.3; 
6.8,9

G4-EC2 Financial implications and other risks and 
opportunities for the organization’s activities due to 
climate change.

  Pg. 106
6.5.5

G4-EC3 Coverage of the organization’s defined benefit plan 
obligations.

Pg. 24 6.8.7

G4-EC4 Financial assistance received from government.  Not available  
for the period

Market 
presence 

G4-DMA Management Approach Pages 6 y 7 

G4-EC5 Ratios of standard entry level wage by gender 
compared to local minimum wage at significant 
locations of operation.

Pg. 82

G4-EC6 Proportion of senior management hired from the local 
community at significant locations of operation

Most of the employees in each country have the nationality of the 
country where they work. 64% of the directors of the company 
are Chilean (9) and of the rest one is American, one German, one 
Brazilian, one Argentinean and one Peruvian.

Indirect 
economic 
impacts

G4-DMA Management Approach Pages 14 and 15  See:  Corporate Sustainability Policy. 
http://www.koandina.com/pagina.php?p=gobierno-politicas

G4-EC7 Development and impact of infrastructure investments 
and services supported.

Pages 8 and 9; 65 6.3.9; 6.8.1; 6.8.2; 
6.8.7; 6.8.9

G4-EC8 Significant indirect economic impacts, including the 
extent of impacts

Pages 8 and 9; 54 to 57; 65 6.3.9; 6.6.6; 6.6.7; 
6.7.8; 6.8.1; 6.8.2; 
6.8.5; 6.8.7; 6.8.9

Procurement 
Practices

G4-DMA Management Approach Pages 12; 101 to 103

G4-EC9 Proportion of spending on local suppliers at significant 
locations of operation

Pg. 100 6.4.3; 6.6.6; 6.8.1; 
6.8.2; 6.8.7

CATEGORY: ENVIRONMENT 4.7; 7.2

Materials

G4-DMA Management Approach Pages 14 and 15  See:  Corporate Sustainability Policy.  http://www.
koandina.com/pagina.php?p=gobierno-politicas

G4-EN1 Materials used by weight or volume Pg. 73 6.5.4

G4-EN2 Percentage of materials used that are recycled 
materials

Pg. 68 Sustainable Packaging. 
Also in the operation in Argentina 50% of PP and 5% of Pet used is 
recycled material.

Information 
for the entire 
company should 
be provided in 
the short term.

6.5.4

Energy 

G4-DMA Management approach Pages 14 and 15; 22; 59 and 60

G4-EN3 Energy consumption within the organization Pg. 60 6.5.4

G4-EN4 Energy consumption outside of the organization Pg. 60

G4-EN5 Energy intensity Pg.62 6.5.4

G4-EN6 Reduction of energy consumption Pg. 60 and 61

G4-EN7 Reductions in energy requirements of products and 
services

Pg. 60 and 61 6.5.4; 6.5.5

Water

G4-DMA Management approach Pages 14 and 15; 23; 49 and 50  See:  Corporate Sustainability 
Policy.  http://www.koandina.com/pagina.php?p=gobierno-politicas

G4-EN8 Total water withdrawal by source Pg. 51 6.5.4

Water sources significantly affected by withdrawal 
of water

According to the policy of The Coca-Cola Company actions are held 
to replenish water to nature. Information about these programs can be 
found in the chapter Water Stewardship.

6.5.4

G4-EN10 Percentage and total volume of water recycled and 
reused

Pg. 51 Water is not reused in the process.  Water used or captured by 
rainfall water is treated and is supplied suitable for animal life. 6.5.4

GRI G4  GUIDELINES – SPECIFIC BASIC CONTENTS
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Disclosure on management approach and 
indicators 

Page N° / Answer Omissions ISO 26000 
Linked 
Clauses  

Emissions

G4-DMA Management approach Pages 14 and 15; 63  See:  Corporate Sustainability Policy.  
http://www.koandina.com/pagina.php?p=gobierno-politicas

G4-EN15 Direct greenhouse gas emissions (scope 1) Pg. 63 6.5.5

G4-EN16 Energy indirect greenhouse gas emissions (scope 2) The information 
is not yet 
available, we are 
working to have 
the information 
for 2016.

G4-EN17 Other indirect greenhouse gas emissions (scope 3) We still do 
not have the 
information.

G4-EN18 Greenhouse gas emissions intensity Pg. 63 6.5.5

G4-EN19 Reduction of greenhouse gas emissions Comparisons 
with previous 
years are not 
available. In 
2015 information 
on GHG 
emissions scope 
1 of bottling 
plants was 
consolidated 
that will serve 
as a basis for 
subsequent 
comparisons.

6.5-5

G4-EN20 Emissions of ozone-depleting substances There is no 
information for 
the period.

G4-EN21 NOX, SOX, and other significant air emissions Boiler NOX emissions are measured and are not significant because 
their values are below the legal requirement.

Effluents  
and waste

G4-DMA Management approach Pages 14 and 15; 22; 71  See:  Corporate Sustainability Policy.  http://
www.koandina.com/pagina.php?p=gobierno-politicas

G4-EN22 Total water discharge by quality and destination Pg. 51 6.5.3; 6.5.4

G4-EN23 Total weight of waste by type and disposal method Pg. 72 and 73 6.5.3

G4-EN24 Total number and volume of significant spills There have not been significant spills. The ones incurred are from 
finished product and concentrate and reach 0.12% of the amount of 
liters produced.

6.5.3

G4-EN25 Weight of transported, imported, exported, or treated 
waste deemed hazardous under the terms of the Basel 
Convention annex I, ii, iii, and viii, and percentage of 
transported waste shipped internationally

N/A 

G4-EN26 Identity, size, protected status, and biodiversity value of 
water bodies and related habitats significantly affected 
by the organization’s discharges of water and Runoff

100% of the effluents from the company are treated, so that there are 
no significant impacts on water resources. 6.5.3; 6.5.4; 6.5.6

Products  
and services

G4-DMA Management approach Pages 14 y 15; 67 a 69  See:   Corporate Sustainability Policy.  http://
www.koandina.com/pagina.php?p=gobierno-politicas

G4-EN27 Impact mitigation of environmental impacts of 
products and services

Pg. 51 to 57; 64 to 65; 68 to 70 6.5.3; 6.5.4; 6.5.5; 
6.7.5

G4-EN28 Percentage of products sold and their packaging 
materials that are reclaimed by category

Pg. 69 and 70 Partially 
reported.  
A global 
percentage 
for the entire 
company is not 
yet available.

6.5.3; 6.5.4; 6.7.5
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Disclosure on management approach and 
indicators 

Page N° / Answer Omissions ISO 26000 
Linked 
Clauses  

Compliance

G4-DMA Management Approach See:  Ethics Code  http://www.koandina.com/uploads/Adjuntos/
CodigodeEticav1_0.pdf  Ethics Code for Suppliers and Third 
Parties.  http://www.koandina.com/uploads/Adjuntos/Codigo_Etica_
Proveedores%20y%20Terceros.pdfoveedores y Terceros V1.0

G4-EN29 Monetary value of significant fines and total number 
of non-monetary sanctions for non-compliance with 
environmental laws and regulations

There have not been significant fines or sanctions for non-compliance 
with environmental laws or regulations.

4.6

Transport

G4-DMA Management Approach Pages 14 and 15  See:  Corporate Sustainability Policy.  http://www.
koandina.com/pagina.php?p=gobierno-politicas

G4-EN30 Significant environmental impacts of transporting 
products and other goods and materials for the 
organization’s operations, and transporting members 
of the workforce

Spills of hazardous substances have not been recorded. Only 1.3 m3 
of concentrate in Argentina which was remediated in accordance with 
legal standards.

Environmental 
impacts from 
transporting 
members of the 
workforce have 
not been reported 
for the period. 

6.5.4; 6.6.6

Overall

G4-DMA Management Approach Pages 14 and 15  See:  Corporate Sustainability Policy http://www.
koandina.com/pagina.php?p=gobierno-politicas

G4-EN31 Total environmental protection expenditures and 
investments by type

Pg. 63

Supplier 
Environmental 
Assessment

G4-DMA Management Approach Pg.101

G4-EN32 Percentage of new suppliers that were screened using 
environmental criteria

All suppliers must comply with the standards and requirements of the 
Coca-Cola System, and supplier guiding principles. 6.3.5; 6.6.6; 7.3.1

G4-EN33 Significant actual and potential negative environmental 
impacts in the supply chain and actions taken

 There is no 
information for 
the period.

Environmental 
Grievance 
Mechanisms

G4-DMA Management Approach Pg.12

G4-EN34 Number of grievances about environmental impacts 
filed, addressed, and resolved through formal 
grievance mechanisms

No environmental grievances have occurred in the period.
6.3.6

CATEGORY: SOCIAL - SUB-CATEGORY: LABOR PRACTICES AND DECENT WORK

Employment 

G4-DMA Management Approach Pages 14 y 15; 77

G4-LA1 Total number and rates of new employee hires and 
employee turnover by age group, gender and region

Pg. 82 6.4.3

G4-LA2 Benefits provided to full-time employees that are not 
provided to temporary or part-time employees, by 
significant locations of operation

The same benefits are granted regardless of the extension of the work 
day, in all the significant locations of operation. 6.4.8; 6.8.7

G4-LA3 Return to work and retention rates after parental leave, 
by gender

Pg. 87 6.4.4

Labor/
Management 
Relations

G4-DMA Management Approach Pages 14 and 15; 78

G4-LA4 Minimum notice periods regarding operational 
changes, including whether these are specified in 
collective agreements

As a general rule the minimum notice period is 30 days in all the 
regions. 6.4.4; 6.4.5
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Disclosure on management approach and 
indicators 

Page N° / Answer Omissions ISO 26000 
Linked 
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Occupational 
Health and Safety

G4-DMA Management Approach Pages 14 and 15; 22 

G4-LA5 Percentage of total workforce represented in 
formal joint management–worker health and 
safety committees that help monitor and advise on 
occupational health and safety programs

Pg. 88
6.4.6

G4-LA6 Type of injury and rates of injury, occupational 
diseases, lost days, and absenteeism, and total number 
of work-related fatalities, by region and by gender

Pg. 89
6.4.6; 6.8.8

G4-LA7 Workers with high incidence or high risk of diseases 
related to their occupation

Andina has a detailed analysis by type of worker and position 
performed, referred to the risks that they can be submitted to (e.g. 
professional deafness, possible skeletal muscle diseases, and 
respiratory diseases). For each type of risk it has specific mitigation 
measures. These include adaptations of equipment and facilities to 
comply with the standards established the provision of (PPE) personal 
protective equipment adapted to each type of risk, training on the 
importance of its use and monitoring measures for the purpose of 
verifying its use. Also, annual or periodic checkups are performed to 
track and control the identified risks.

G4-LA8 Health and safety topics covered in formal agreements 
with trade unions

Pg. 87 6.4.6

Training and 
education

G4-DMA Average hours of training per year per employee by 
gender, and by employee category

Pg. 83

G4-LA9 Programs for skills management and lifelong learning 
that support the continued employability of employees 
and assist them in managing career endings

Pages 84 and 85
6.4.7

G4-LA10 Percentage of employees receiving regular 
performance and career development reviews, by 
gender and by employee category

Pg. 86
6.4.7; 6.8.5

G4-LA11 Porcentaje de empleados que reciben evaluaciones 
regulares del desempeño y de desarrollo profesional, 
desglosado por sexo y por categoría profesional

Pág. 86
6.4.7

Diversity 
and Equal 
Opportunity

G4-DMA Management Approach Pg. 12   Also see:  Ethics Code  http://www.koandina.com/uploads/
Adjuntos/CodigodeEticav1_0.pdf  Ethics Code for Suppliers and Third 
Parties http://www.koandina.com/uploads/Adjuntos/Codigo_Etica_
Proveedores%20y%20Terceros.pdfoveedores y Terceros V1.0

G4-LA12 Composition of governance bodies and breakdown of 
employees per employee category according to gender, 
age group, minority group membership, and other 
indicators of diversity

Annual Report 2015. Pag.25; 32 and 33  20F Pg.83 to 86: 
Composition of the Board of Directors and Principal Officer (Age and 
Gender) and Competence and Experience. http://www.koandina.com/
uploads/reportes_financieros/2014%2020F.pdf

6.2.3; 6.3.7; 6.3.10; 
6.4.3

Equal 
Remuneration 
for Women and 
Men

G4-DMA Management Approach See: Ethics Code  
http://www.koandina.com/uploads/Adjuntos/CodigodeEticav1_0.pdf

G4-LA13 Ratio of basic salary and remuneration of women to 
men by employee category, by

Differences in the wages of men and women are not recorded for 
performing the same activity or function.

6.3.7; 6.3.10; 6.4.3; 
6.4.4

Supplier 
Assessment for 
Labor Practices

G4-DMA Management Approach Pg. 101

G4-LA14 Percentage of new suppliers that were screened using 
labor practices criteria

All suppliers must comply with the standards and requirements of the 
Coca-Cola system, and supplier guiding principles.

6.3.5; 6.4.3; 6.6.6; 
7.3.1

G4-LA15 Significant actual and potential negative impacts for 
labor practices in the supply chain and actions taken

Assessments of new suppliers and periodic assessments carried out 
by the KORE system seek to minimize the potential impacts arising 
from the non-observance of fundamental rights such as freedom of 
association, child labor or forced labor.

6.3.5; 6.4.3; 6.6.6; 
7.3.1

Labor Practices 
Grievance 
Mechanisms

G4-DMA Management Approach Pg. 12 

G4-LA16 Number of grievances about labor practices filed, 
addressed, and resolved through formal grievance 
mechanisms

Confidential information
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Disclosure on management approach and 
indicators 

Page N° / Answer Omissions ISO 26000 
Linked 
Clauses  

CATEGORY: SOCIAL - SUBCATEGORY: HUMAN RIGHTS

Investment

G4-DMA Management Approach Pg. 12   
Also see:  
Ethics Code  http://www.koandina.com/uploads/Adjuntos/
CodigodeEticav1_0.pdf  Ethics Code for Suppliers and Third 
Parties http://www.koandina.com/uploads/Adjuntos/Codigo_Etica_
Proveedores%20y%20Terceros.pdfoveedores y Terceros V1.0

G4-HR1 Total number and percentage of significant investment 
agreements and contracts that include human rights 
clauses or that underwent human rights screening 

All suppliers must comply with the standards and requirements of the 
Coca-Cola system, and Supplier Guiding Principles. 6.3.3; 6.3.5; 6.6.6

G4-HR2 Total hours of employee training on human rights 
policies or procedures concerning aspects of human 
rights that are relevant to operations, including the 
percentage of employees trained

Pg. 85
6.3.5

Non-
discrimination

G4-DMA Management Approach See: Ethics Code  http://www.koandina.com/uploads/Adjuntos/
CodigodeEticav1_0.pdf

G4-HR3 Total number of incidents of discrimination and 
corrective actions taken

Discrimination cases have not occurred in the period. 6.3.6; 6.3.7; 6.3.10; 
6.4.3

Freedom of 
Association 
and Collective 
Bargaining

G4-DMA Management Approach Pg. 12   Also see:  Ethics Code  http://www.koandina.com/uploads/
Adjuntos/CodigodeEticav1_0.pdf  Ethics Code for Suppliers and Third 
Parties http://www.koandina.com/uploads/Adjuntos/Codigo_Etica_
Proveedores%20y%20Terceros.pdfoveedores y Terceros V1.0

G4-HR4 Operations and suppliers identified in which the right 
to exercise freedom of association and collective 
bargaining may be violated or at significant risk, and 
measures taken to support these rights

All suppliers must comply with the standards and requirements of the 
Coca-Cola system, and Supplier Guiding Principles. 6.3.3; 6.3.4; 6.3.5; 

6.3.8; 6.3.10; 6.4.5; 
6.6.6

Child labor

G4-DMA Management Approach Pg. 12   Also see:  Ethics Code  http://www.koandina.com/uploads/
Adjuntos/CodigodeEticav1_0.pdf  Ethics Code for Suppliers and Third 
Parties http://www.koandina.com/uploads/Adjuntos/Codigo_Etica_
Proveedores%20y%20Terceros.pdfoveedores y Terceros V1.0

G4-HR5 Operations and suppliers identified as having 
significant risk for incidents of child labor, and 
measures taken to contribute to the effective abolition 
of child labor

The prohibition of the recruitment of children under 18 years old 
is incorporated in the internal rules of Order, Hygiene and Safety 
Standards, as well as the regulation of contractors. 

6.3.3; 6.3.4; 6.3.5; 
6.3.7; 6.3.10; 6.6.6; 
6.8.4

Forced labor

G4-DMA Management Approach Pg. 12   Also see:  Ethics Code  http://www.koandina.com/uploads/
Adjuntos/CodigodeEticav1_0.pdf  Ethics Code for Suppliers and Third 
Parties http://www.koandina.com/uploads/Adjuntos/Codigo_Etica_
Proveedores%20y%20Terceros.pdfoveedores y Terceros V1.0

G4-HR6 Operations and suppliers identified as having 
significant risk for incidents of forced or compulsory 
labor, and measures to contribute to the elimination of 
all forms of forced or compulsory labor

All suppliers must comply with the standards and requirements of the 
Coca-Cola system, and Supplier Guiding Principles. 6.3.3; 6.3.4; 6.3.5; 

6.3.10; 6.6.6

Security 
Practices

G4-DMA Management Approach Pg. 12   Also see:  Ethics Code  http://www.koandina.com/uploads/
Adjuntos/CodigodeEticav1_0.pdf  Ethics Code for Suppliers and Third 
Parties http://www.koandina.com/uploads/Adjuntos/Codigo_Etica_
Proveedores%20y%20Terceros.pdfoveedores y Terceros V1.0

G4-HR7 Percentage of security personnel trained in the 
organization’s human rights policies or procedures that 
are relevant to operations

Not available for 
the period

Assessment

G4-DMA Management Approach See Corporate Policy on Risk Management http://www.koandina.com/
pagina.php?p=gobierno-politicas

G4-HR9 Total number and percentage of operations that have 
been subject to human rights reviews or impact 
assessments

The rights of employees are covered by policies of the Coca-Cola 
Company to which we adhere. These are reviewed on a monthly basis 
through discussion forums.

Supplier 
Human Rights 
Assessment

G4-DMA Management Approach Pages 100 and 101

G4-HR10 Percentage of new suppliers that were screened using 
human rights criteria

All suppliers must comply with the standards and requirements of the 
Coca-Cola system, and Supplier Guiding Principles.

6.3.3; 6.3.4; 6.3.5; 
6.6.6

G4-HR11 Significant actual and potential negative human rights 
impacts in the supply chain and actions taken

Assessments of new suppliers and periodic assessments carried out 
by the KORE system seek to minimize the potential impacts arising 
from the non-observance of fundamental rights such as freedom of 
association, child labor or forced labor.

6.3.3; 6.3.4; 6.3.5; 
6.6.6

Human Rights 
Grievance 
Mechanisms

G4-DMA Management Approach Pg. 12

G4-HR12 Number of grievances about human rights impacts 
filed, addressed, and resolved through formal 
grievance mechanisms

There have been no grievances about human rights in the period.
6.3.6
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CATEGORY: SOCIAL - SUBCATEGORY: SOCIETY 

Local 
communities

G4-DMA Management Approach Pages 95 and 96; 104

G4-SO1 Percentage of operations with implemented local 
community engagement, impact assessments, and 
development programs

Pg. 104 6.3.9; 6.5.1; 6.5.2; 
6.5.3; 6.8 

G4-SO2 Operations with significant actual and potential 
negative impacts on local communities.

There have been no significant negative effects on the local 
communities where we have operations.

Anti-Corruption

G4-DMA Management Approach Pg. 12  Also see:  Ethics Code  http://www.koandina.com/uploads/
Adjuntos/CodigodeEticav1_0.pdf  Ethics Code for Suppliers and Third 
Parties http://www.koandina.com/uploads/Adjuntos/Codigo_Etica_
Proveedores%20y%20Terceros.pdfoveedores y Terceros V1.0

G4-SO3 Total number and percentage of operations assessed 
for risks related to corruption and the significant risks 
identified.

See Annual Report 2015. Pages 20/21
6.6.1; 6.6.2; 6.6.3

G4-SO4 Communication and training on anti-corruption 
policies and procedures

Pages 80 y 85  Also see: Annual Report 2015. Pages 20/21 6.6.1; 6.6.2; 6.6.3; 
6.6.6

G4-SO5 Confirmed incidents of corruption and actions taken There have been no corruption incidents in the period. 6.6.1; 6.6.2; 6.6.3

Public policy

G4-DMA Management Approach Our Business Conduct Manual states that as a general rule, funds 
or assets shall not be used including value targets or services of 
the company's employees to make political contributions. Political 
contributions are only accepted if they have express approval of the 
Board of Directors and in accordance with local law. Each political 
contribution shall be recorded in the accounting records as a political 
contribution.

G4-SO6 Total value of political contributions by country and 
recipient/beneficiary

 Not reported.

Anti-competitive 
Behavior

G4-DMA Management Approach See:  Ethics Code  http://www.koandina.com/uploads/Adjuntos/
CodigodeEticav1_0.pdf

G4-SO7 Total number of legal actions for anti-competitive 
behavior, anti-trust, and Monopoly practices and their 
outcomes

None recorded in the period. 6.6.1; 6.6.2; 6.6.5; 
6.6.7

Compliance

G4-DMA Management Approach See:  Ethics Code  http://www.koandina.com/uploads/Adjuntos/
CodigodeEticav1_0.pdf

G4-SO8 Monetary value of significant fines and total number of 
non-monetary sanctions for non-compliance with laws 
and regulations

No significant fines or sanctions have been reported in the period.
4.6

Supplier 
Assessment 
for Impacts on 
Society

G4-DMA Management Approach Pg. 100 and 101

G4-SO9 Percentage of new suppliers that were screened using 
criteria for impacts on society

All suppliers must comply with the standards and requirements of the 
Coca-Cola system, and Supplier Guiding Principles.

6.3.5; 6.6.1; 6.6.2; 
6.6.6; 6.8.1; 6.8.2; 
7.3.1

Significant actual and potential negative impacts on 
society in the supply chain and actions taken

Assessments of new suppliers and periodic assessments carried out 
by the KORE system seek to minimize the potential impacts arising 
from the non-observance of fundamental rights such as freedom of 
association, child labor or forced labor.

Grievance 
Mechanisms 
for Impacts on 
Society

G4-DMA Management Approach Pg. 12

G4-SO11 Number of grievances about impacts on society filed, 
addressed, and resolved through formal grievance 
mechanisms

There have been no grievances about impacts on society in the period. 6.3.5; 6.6.1; 6.6.2; 
6.6.6; 6.8.1; 6.8.2 
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CATEGORY: SOCIAL - SUBCATEGORY:  PRODUCT RESPONSIBILITY

Customer Health 
and Safety

G4-DMA Management Approach Pages 14 and 15; 22; 33 and 34

G4-PR1 Percentage of significant product and service 
categories for which health and safety impacts are 
assessed for improvement.

Pg. 35 6.3.9; 6.5.1; 6.5.2; 
6.5.3; 6.8

G4-PR2 Total number of incidents of non-compliance with 
regulations and voluntary codes concerning the health 
and safety impacts of products and services during 
their life cycle, by type of outcomes

There have been no incidents of non-compliance with regulations and 
voluntary codes concerning the health and safety impacts of products 
and services in the period. 6.3.9; 6.5.3; 6.8

Product and 
Service Labeling

G4-DMA Management Approach Pg.36

G4-PR3 Type of product and service information required by 
the organization’s procedures for product and service 
information and labeling, and percentage of significant 
product and service categories subject to such 
information requirements

Pg.36

6.7.1

G4-PR4 Total number of incidents of non-compliance with 
regulations and voluntary codes concerning product 
and service information and labeling, by type of 
outcomes

We have not had significant incidents related to this type of non-
compliance. 6.6.1; 6.6.2; 6.6.3; 

6.6.6

G4-PR5 Results of surveys measuring customer satisfaction Pg. 38 6.6.1; 6.6.2; 6.6.3

Marketing 
Communications

G4-DMA Management Approach Pg. 37

G4-PR6 Sale of banned or disputed products N/A

G4-PR7 Total number of incidents of non-compliance with 
regulations and voluntary codes concerning marketing 
communications, including advertising, promotion, 
and sponsorship, by type of outcomes.

There have been no incidents of non-compliance with regulations and 
voluntary codes concerning marketing communications in the period. 4.6

Customer 
Privacy

G4-DMA Management Approach Pg. 38

G4-PR8 Total number of substantiated complaints regarding 
breaches of customer privacy and losses of customer 
data.

There have been no substantiated complaints regarding breaches of 
customer privacy and losses of customer data in the period. 6.7.1; 6.7.2; 6.7.7

Compliance

G4-DMA Management Approach Pg. 35

G4-PR9 Monetary value of significant fines for non-compliance 
with laws and regulations concerning the provision 
and use of products and services

We have had no significant incidents relating this type of non-
compliance. 4.6
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Material 
Aspects

Disclosure on management approach and 
indicators 

Page N° / Answer Omissions ISO 26000 
Linked 
Clauses  

G4 FOOD PROCESSING SECTOR SPECIFIC INDICATORS

Procurement

Management Approach Pg. 12; 100 a 102

FP1 Percentage of purchased volume from suppliers 
compliant with Company’s sourcing policy

Pág. 103

FP2 Percentage of purchased volume which is verified 
as being in Accordance with credible, Internationally 
recognized responsible production standards, broken 
down by standard

All suppliers must comply with the standards and requirements of the 
Coca-Cola System, and Supplier Guiding Principles.

Quantitative 
data relating to 
international 
standards 
and their 
discrimination 
will be reported 
in upcoming 
periods.

Labor Practices 
and Decent 
Work

Management Approach Pages 12; 77

FP3 Percentage of working time lost due to industrial 
disputes, strikes and/or lock-outs, by country

There has been no significant loss of working time due to labor 
disputes during the reported period.

Healthy and 
Affordable 
Food

Management Approach Pages 31; 33; 34

FP4 Nature, scope and effectiveness of any programs and 
practices (in-kind contributions, volunteer initiatives, 
knowledge transfer, partnerships and product 
development) that promote access to healthy lifestyles; 
the prevention of chronic disease; access to healthy, 
nutritious and affordable food; and improved welfare 
for communities in need

Pg. 39; 43 a 47

Customer Health 
and Safety 

Management Approach Pg. 35

FP5 Percentage of production volume manufactured in 
sites certified by an independent third party according 
to internationally recognized food safety management 
system standards

Pg. 35

FP6 Percentage of total sales volume of consumer 
products, by product category, that are lowered in 
Saturated fat, trans fats, sodium and added sugars.

Pág. 33

FP7 Percentage of total sales volume of consumer 
products, by product category, that contain increased 
nutritious ingredients like fiber, vitamins, minerals, 
phytochemicals or functional food additives

Pg. 34

Product and 
Service Labeling

Policies and practices on communication to 
consumers about ingredients and nutritional 
information beyond legal requirements

Pg. 36 y 37
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We value your opinion 

For us, it is important to have your opinion to improve our sustainability management. 
We invite you to send us your suggestions, questions or any comments related to this 
Sustainability Report or our work in Coca-Cola Andina, email: andina.ir@koandina.com as well as 
the offices of our operations

For more information on this Report or to see our previous reports please go to: 
www.koandina.com 

General Coordination:  
Cecilia Abati and Consuelo Barrera.

Collaborators: 
Carolina Losicer, Sandra Esteves, María del Car-
men Soler, Valentina Meza Sánchez, Andrea Baez 
Sosa, María Luz Gill, Carolina Hopfenblatt, Paula 
Vicuña, Andrés Chamme, Juan Antonio Miran-
da, Sheila Chiriani Candia, Neiva Mollica y Lucía 
Ibañez.

Advice, technical assistance and GRI Content:
Ars Reporte Sustentable
www.ars-reportesustentable.com
Alicia Rolando de Serra

Design
www.negro.cl

Photographs
Thomas Wederwille
www.numa.cl
Coca-Cola Andina files

March 2016

Corporate Office
Av. Miraflores  9153, piso 7, Renca. Santiago  de Chile
Tel. (56 2) 2338 0520
www.koandina.com

* * *

Argentina 
Ruta Nacional 19 – Km 3,7. Córdoba 
(54 351) 496 8800 

Brazil 
Rua Andre Rocha 2299. Taquara Jacarepaguá, Rio de Janeiro 
(55 21) 2429 1530 

Chile 
Av. Miraflores 9153, Renca. Santiago de Chile 
(56 2) 2462 4286 

Paraguay 
Acceso Sur Km 3,5. San Lorenzo, Paraguay 
(595 21) 959 1000 

Company Identification
Embotelladora Andina S.A.
Open stock corporation
RUT: 91.144.000-8
Address: Miraflores  9153, Comuna de Renca, Santiago de Chile.
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