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Who we are

Coca-Cola Europacific Partners ooy
Is one of the world's leading Dusinesses and communiies

Everything we do is built on

Consumer QOOdS Companies three strategic pillars: great

° ° ® peoplelg great serv[i)ce and
reat beverages. Done
- ma kl ng' mov' ng a nd sel I I ng Sustainably, fgr a better
shared future.

some of the world’'s most

by the passion, hard work

I oved b ra n ds ° and commitment of the
33,000 people who work here
at Coca-Cola Europacific
Partners (CCEP).

Revenue Comparable operating profit® Adjusted free cash flow® Climate

€17.3bn €2.1bn €1.8bn 9.4%

Absolute reduction in total value chain

Europe Europe GHG emissions (Scope 1, 2, 3) since 2019®

€13.5bn €1,670m Packaging

4 8 5 o/ Read more about our financial and
o 0 sustainability performance indicators

API API
€3.8bn €468m % of PET used that is recycled PET (rPET) onpages &7

(A) Comparable operating profit and adjusted free cash flow are non-GAAP performance measures. Refer to ‘Note regarding the presentation of pro forma financial information and alternative performance measures' on pages 74-75 for the definition of our non-
GAAP performance measures and to pages 75-85 for a reconciliation of reported to comparable and reported to adjusted results. Adjusted free cash flow excludes cash proceeds related to historical VAT dispute refund in Spain
(B) The Acquisition of APl completed on 10 May 2021. GHG metric is calculated on a full year pro forma basis for 2019 baseline to allow for better period over period comparability.
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Our portfolio
Great brands, innovation and value for customers

We work with our partners to offer
consumers a wide range of quality
drinks for every taste and occasion.

We continue to expand our portfolio
by growing our core brands, while
launching and scaling new products
in categories like alcohol and coffee.

Our frontline sales force deliver
execution and activation of our
brands to support and create value
for our customers throughout

the year.

We are reducing the environmental
impact of our manufacturing,
distribution and packaging, as well
as delivering on our commitment
to reduce sugar across our
portfolio and offering more

no or low-calorie drinks.

Coca-Cola®

Our Coca-Cola brands come in a
range of flavours and a great
choice of packs, with or without
sugar.

2022 volume by brand category

1 Coca-Cola 585%
2 Flavours, mixers and energy 26.0%
3 RTD tea, coffee, juices and other 8.0% > See our portfolio
N cocacolaep.com/about-us/products
4 Hydration 75%

Coca-Cola Europacific Partners plc

Other Information

More flavours and innovation

In 2022, we provided even more flavour
extensions and innovation with a numlber of
limited editions including Coca-Cola
Intergalactic; Marshmello's Limited Edition
Coca-Cola; and Coca-Cola Dreamworld.

World-renowned supermodel Kate Moss was
named as Diet Coke's Creative Director,
revealing the highly anticipated creative
partnership — Diet Coke by Kate Moss, 'Love
What You Love' — celebrating 40 years of
Diet Coke and delivering exciting activation.

2022 Integrated Report and Form 20-F

We also marked the FIFA World Cup 2022
with promotions, limited edition pack
designs and in store displays across our
channels. This activity focused on
attracting consumers and engaging fans
across our markets.

We ended the year with engaging
Christmas campaigns and promotions to
mark the holiday season, which is an
important selling moment for CCEP.

2022 key product

Coca-Cola Zero Sugar
continued to performin
2022 and saw volume
growth of

+10.0%

2022 volume performance by category

Coca-Cola Flavours, mixers
trademark and energy

9 11.5¢
+8.0% +11.5%
Hydration RTD tea, RTD coffee,

juices and other

+16.0% +7.0%

All references to volumes are on a pro forma comparable basis. All changes are versus 2021 equivalent period unless stated otherwise. Non-GAAP performance measure. Refer to 'Note regarding the presentation of pro forma financial information and alternative
performance measures' on pages 74-75 for the definition of our non-GAAP performance measures and to pages 75-85 for a reconciliation of reported to comparable results and reported to pro forma comparable results.
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Great brands, innovation and value for customers

Flavours, mixers and energy

Our flavours, mixers and energy
category is driving growth for
our business and providing a
range of great tasting drinks for
consumers.

2022 energy volume
Volume growth
supported by solid
distribution and
exciting innovation
including Juiced and
Ultra flavour extensions
from Monster.

+18.5%

New flavours, more no and low-calorie
options, and engaging activation

In partnership with Monster Energy, we
launched the new Monster Reserve range
with two new variants — White Pineapple
and Watermelon = joining the traditional
Monster energy range.

Fanta continued to grow, as we launched
new flavours, such as Fanta Raspberry, and
the brand celebrated Halloween, supported
by marketing, promotions and in store and
online execution. For the first time Fanta
Lemon, Fanta Fruit Twist Zero, Fanta Grape
Zero, and Fanta Raspberry Zero were
included in the brand's Halloween activity.

What The Fanta Zero Sugar returned with
a new colour and mystery flavour. It was
supported by on and off shelf execution.

Sprite launched a major brand refresh along
with its first ever global brand platform
'Heat Happens', to help provide a consistent
consumer experience around the world.

New Sprite Lemon+ launched, offering an
extra hit of zesty lemon flavour, sharp fizz
and a kick of caffeine, providing an enticing
new option for consumers.

Coca-Cola Europacific Partners plc
2022 Integrated Report and Form 20-F
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RTD tea, coffee, juices and other

Ready to drink (RTD) remains an
important category for our
business, with ongoing innovation,
and quality brands introduced to
new markets.

COFFEE

i COSTA

| <

Value share growth for Fuze Tea
In 2022, Fuze Tea continued to be an
important part of our portfolio, with
further value share gains in Europe.

In Indonesia, we introduced new Frestea
Nusantara Original Jasmine Tea, an
authentic home brewed tea.

2022 key product
Fuze Tea saw solid
volume growth in
Europe

+28.0%

Category growth following

restrictions lifting

Our hydration category provides consumers
with a range of beverage choices for any
occasion —when on the move, at home or in
the gym, for example. It includes waters,
flavoured waters, functional waters and
isotonic drinks.

Water volumes were up 13.5% vs 2021
reflecting its exposure to immediate
consumption across both channels, with
the rebound of the away from home
channel and increased mobility. Sports
drinks volumes were up 23.0% and continue
to be popular in both Europe and API.

All references to volumes are on a pro forma comparable basis. All changes are versus 20271 equivalent period unless stated otherwise. Non-GAAP performance measure. Refer to 'Note regarding the presentation of pro forma financial information and alternative
performance measures' on pages 74-75 for the definition of our non-GAAP performance measures and to pages 75-85 for a reconciliation of reported to comparable results and reported to pro forma comparable results.
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Going further
on refillables

CASE STUDY

Refillable glass bottles

Our strategy for prioritising returnable glass bottles
(RGB) in the hotels, restaurants and cafés (HoReCa)
channel in France, now aligns with the approach we have
established in Belgium, Germany, Luxembourg, the
Netherlands and Spain. We are now offering all our
brands in RGB in the HoReCa channel in France, using a
deposit system. This major step forward replaces single
use glass bottles with new bottles that can be refilled up
to 25 times, saving energy and raw materials.

This move will reduce our carbon footprint because a
RGB can have GHG emissions three times lower than a
single use glass bottle. The universal format also allows
outlets and wholesalers to manage bottle returns easier.

Packaging accounts for 38% of our total value chain
emissions. This project is a significant milestone towards
reducing the carbon footprint of our packaging.

Highlights

) ¥4°)
refills

Our new RGB can be
refilled up to 25 times.

~160k
outlets

Approximately

160,000 hotels, restaurants
and cafés in France will
now have the opportunity
to receive all our
beverages in RGB.

laep.com/annual-repor
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Our operations

Remaining close

Revenue by Production
2‘:):::\: C:'Stt'ce);naer:(sj, Region geography® Employees® facilities
uniti
stakeholders gives A [Buope
us unique © Iberia (Spain, Portugal and Andorra)  17.5% 3,938 i
knowledge of our
markets, egabling © Germany 15.5% 6,591 16
us to provide
great sbervice and ‘ © Great Britain 18.0% 3419 5
great beverages, T )
sustainably. _ 10// O France and Monaco 12.0% 2516 5
. Our markets c ) //////
7 Location of our shared o © Belgium and Luxembourg 6.0% 2,11(/) 3
service centres Yo X slands
O Netherlands 4 0% 795 T
© Norway 2.0% 558 1
© Sweden 2.5% /740 ]
Europe O Iceland 0.5% 176 2
Australia, ® Bulgaria® — 1,025 -
Pacific and
@ Australia 13.5% 3,627 13
® New Zealand and Pacific Islands 4.0% 1846 12
@® Indonesia and Papua New Guinea 4_5% 5,954 /I/l

(A) Revenue shown is percentage of total reported revenue as at 31 December 2022.
(B) Number shown is number of employees as at 31 December 2022
(C) Shared service centres.
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Our business model

How we do what we do

From developing close relationships with TCCC and Associated risks Packaging 8 Perceived health impact of

Legal, regulatory and tax
Business disruption
Cyber, social engineering and IT

beverages & customer buying trends
9 Business transformation & integration
10 People and wellbeing

Read more about
our risks and

other franchisors and sourcing raw materials, to making
and distributing great tasting drinks, our great people

NOUITAWN=

mitigations on Economic and political conditions 11 Relationships with TCCC and other
H H H pages 64-71 Market franchisors
deliver great service, great beverages, done sustainably. e change and water 12 P sl
Great people

Great service
Great beverages

Done sustainably

We partner

We operate under bottler
agreements with TCCC and
other franchisors, and purchase
the concentrates, beverage
bases and syrups to make,

sell and distribute packaged
beverages to our customers
and vending partners.

Associated risks: 2 8 9 11

We source

We use ingredients such as water,
sugar, coffee, juices and syrup to
make our drinks. We also rely on
materials like glass, aluminium,
PET, pulp and paper to produce
packaging. On average in 2022,
85% of spend was with suppliers

based in our countries of operation.

Associated risks:1 3 4 7 12

Forward Forward Forward
on climate on packaging on water

¢

We recycle We sell

Forward Forward Forward Although 99%™® of our bottles and

on supply chain &GS on society Our nearly 12,500 strong commercial

cans are recyclable, they don't always
end up being recycled. That needs to
change. We're determined to lead
the way towards a circular economy

for our packaging where, working
with partners, we encourage
packaging collection so that

For a better shared future materials are recycled and reused.

Creating value and driving sustainable
returns for all our stakeholders

Associated risks: 1 2 7 (A) Europe only

team works with a huge range of
customers, ranging from small local
shops, supermarkets and wholesalers
to restaurants, bars and sports
stadiums, so consumers can enjoy
our great products. We also provide
cold drink equipment (CDE) and
supply vending machines.

Associatedrisks:2 3 4 5 6 8 10

g
/ JEY
| A

We make

Our production facilities make
and bottle our wide range

of drinks. Over 90% of the
drinks we sell are produced in
the country in which they are
consumed.

Associated risks:3 4 7 9 10 12

We distribute

We distribute our products to customers
and vending partners directly, by
working closely with logistics partners.

Associated risks: 1 3 6 10

2%
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Going further
on simplification

CASE STUDY

Focusing on our core

We continued to focus on our core brands across our
broad pack offering which included the launch of a
number of strategic initiatives, including as part of the
APl integration, to enable greater focus on non-alcoholic
RTD (NARTD) and alcoholic RTD (ARTD).

We significantly reduced the number of stock keeping
units (SKUs) we produce and sell in Indonesia, prioritising
sparkling and RTD tea for future growth.

Our leadership team said:

Peter West, "Portfolio, and portfolio
':;IP' General  prioritisation, are key to
anager driving category growth.”

Damian "Simplifying the portfolio also
g;g‘me"v enables us to run our production

lines more efficiently, and
ultimately to provide better
customer service."
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Financial

Revenue

€17.3bn

Revenue increased by 15.5% on a pro forma comparable
and foreign exchange (FX) neutral basis. This was driven
by a 9.5% increase in volume on a pro forma comparable
basis, reflecting the solid recovery of the away from home
(AFH) channel. In addition to fewer COVID-19 restrictions,
the return of travel and tourism, and favourable weather
in Europe also supported the recovery. Home occasion
trends continued to increase, leading to resilient demand
in the home channel, which contributed to the volume
growth.

Revenue per unit case increased by 6.0% on a pro forma
comparable and FX neutral basis, reflecting positive pack
and channel mix driven by the recovery of the AFH
channel, promotional optimisation and favourable
underlying price. Dynamic headline pricing strategies
were implemented across our markets in response to
unprecedented levels of inflation.

Europe (€m)
2022 13,529

2021 11,584

API (€m)
2022 3,791

2021 3,235

Operating profit on a comparable basis

€2.1bn

Comparable operating profit increased by 12.5% on a pro
forma comparable and FX neutral basis reflecting the
strong revenue growth, as well as the benefit of ongoing
efficiency programmes and discretionary spend
optimisation. Inflationary pressures, particularly on
commodities and gas and power, higher concentrate costs,
driven by the strong revenue per unit case growth, and
continued investment in our capabilities moderated the
growth in comparable operating profit.

Europe (€m)

2022

2021 1,500

API (€m)
2022 468

2021 386

Diluted earnings per share (EPS)
on a comparable basis

€3.39

Comparable diluted EPS increased by 13.0% on a pro forma
comparable and FX neutral basis driven by the increase in
comparable operating profit.

Adjusted free cash flow

€1.8bn

Solid adjusted free cash flow generation of €1.8bn,
reflecting strong trading performance, disciplined capital
expenditure and working capital improvement initiatives.

Comparable operating profit, comparable EPS, adjusted free cash flow and ROIC are non-GAAP performance measures. Comparative figures for API revenue and operating profit on a pro forma comparable basis. Refer to ‘Note regarding the presentation of pro
forma financial information and alternative performance measures' on pages 74-75 for the definition of our non-GAAP performance measures and pages 75-85 for a reconciliation of reported to comparable and FX neutral, reported to pro forma comparable and
FX neutral, and reported to adjusted results. Adjusted free cash flow excludes cash proceeds related to historical VAT dispute refund in Spain.
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Performance indicators continued

Sustainability

Safety

Group: total incident rate

Number per 100 full time 0 8 7
[ ]

equivalent employees

Our target
Reduce our total incident

rate (TIR) to below 1 by 2025

We are working towards world class safety standards and
our Health, Safety and Mental Wellbeing policy is helping
to ensure we are adopting best practices.

Drinks

Climate

Group: percentage greenhouse gas
(GHG) emissions reduction across
our entire value chain versus 2019

9.4%
Our target®

Reduce emissions across our
entire value chain by 30% by 2030
(versus 2019)

At the end of 2022, we submitted the short-term target
above and a long-term target to reach Net Zero by 2040
to the Science Based Targets initiative (SBTi) for their
approval. Both are absolute GHG emissions reduction
targets, covering Scope 1, 2 and 3 emissions across our
value chain.

Percentage sugar per litre reduction

Target Target
Europe® 10% reduction by 2025 (versus 2019) |  Australia‘© 25% reduction by 2025 (versus 2015)
2022 5.2% 2022 16.8%
2021 5.6% 2021 14.9%
Target Target
New Zealand© 20% reduction by 2025 (versus 2015)| Indonesia‘® 35% reduction by 2025 (versus 2015)
2022 15.9% 2022 31.6%
2021 13.4% 2021 20.9%
Our target

Reduce sugar in our drinks

Water

Group: water replenished
as a percentage of total

105.5%

sales volume

Our target
Replenish 100% of water we use

in our beverages

Together with TCCC and The Coca-Cola Foundation
(TCCF), we have set up several replenishment
programmes across our territories in recent years. In 2022,
we managed 21 water replenishment projects in Europe
and 6 in API.

Note: All sustainability metrics were subject to external independent limited assurance by DNV for the year ended 31 December 2022. For details and 2022 basis of preparation, see cocacolaep.com/sustainability/download-centre/
(A) New Group wide commitment. We expect SBTi to complete its review by the end of 2023 This is in addition to the ~30% absolute reduction already achieved between 2010 and 2019 in Europe.
(B) Sparkling soft drinks, non-carbonated soft drinks and flavoured water only. Does not include water or juice.

(C) NARTD, including dairy. Does not include coffee, alconol, beer or freestyle.

(D) In 2019, we announced enhanced packaging targets for Europe, bringing forward the deadline to use at least 50% rPET from 2025 to 2023. Since 2027, our rPET use in Europe has been >50%.
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Chairman and CEO
INn conversation

Left:
Sol Daurella,
Chairman

Right:
Damian
Gammell,
CEO

Financial Statements

Coca-Cola Europacific Partners plc
2022 Integrated Report and Form 20-F

Other Information

We delivered great results in our first full year as

Coca-Cola Europacific Partners, creating value for
customers and shareholders as well as making great
progress against our sustainability commitments.”

Damian Gammell, CEO

How did CCEP perform in 2022

and what are you most proud of

in the year?

Damian: There are many achievements to
be proud of in 2022 but, as always, nothing
would have been possible without our great
people and so | would like to extend my
sincere gratitude to everyone at CCEP for
another year of incredible commitment
and hard work.

I am delighted with our financial
performance in 2022, achieving strong top
and bottom line growth, value share gains
and an impressive level of free cash flow.
Key to this was the continued recovery of
the AFH channel, supported by the return
of travel and tourism, a record Ramadan
period, and resilient demand in the home
channel. | am also extremely proud of the
way we successfully navigated various
supply chain challenges, ensuring our
products were available on shelf and online,
and maintaining our high levels of customer
service.

We also celebrated our first year as
Coca-Cola Europacific Partners in May, and
continued to make great progress against
our sustainability commitments — both of
which I'l talk more about shortly. | am very
proud that we shared in all of our successes
with our retail customers, having delivered
more revenue growth for them than any of
our peers, highlighting the strength of our
customer relationships.

Sol: | am really proud of the progress we've
made in making CCEP a great place to
work. In our first full year as Coca-Cola
Europacific Partners, we have already
created a collaborative and inclusive
culture. We've invested in our people, their
safety and skills and are creating an
environment where everyone can share
their ideas and be empowered to
collaborate, win together and grow.

Through our close alignment with TCCC,
and thanks to our experienced leadership
team and Board, | am proud of our ability to
deliver consistent value for our customers
and shareholders, and to support our
communities.

What are your priorities and focus
areas for CCEP in 2023?

Damian: Despite the current dynamic
macroeconomic and inflationary
environment, we believe we are well placed
for 2023 and beyond. We operate within
robust and growing categories, with great
brands, that our consumers love. We will
continue to invest and innovate in these
brands and their packaging, supporting a
solid growth platform for our customers.
We will also continue to actively manage our
headline pricing and optimise our
promotions through smart and digitally led
revenue and margin growth management,
giving us confidence as we navigate
through uncertain times. And of course, our
people and our sustainability commitments
will continue to be key areas of focus.
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Chairman and CEO continued

INn conversation

Sol: As we continue to face a highly uncertain
economic environment, it is clear we must
sharpen our focus on driving profitable
revenue growth and delivering best in class
customer service. The strength of our brands,
the great partnership with TCCC and our
leading capabilities give me confidence that
we will continue our consistent track record
in 2023.

What did you learn from the first year
as Coca-Cola Europacific Partners?
Damian: The more time | spend in our API
region, the more excited | get about the
opportunities ahead. The API business had a
fantastic 2022, with revenue and profit ahead
of 2019, and is moving ahead with its strategic
priorities at pace. In Australia, we have already
made good progress with the simplification of
our portfolio and a reduction in promotions.
We are sharing learnings and best practices in
both directions in areas such as IT
infrastructure and data analytics. There is so
much to learn from the teams in Australia and
New Zealand. They are really setting the
benchmark for world class execution.

And I'm even more excited about the
transformation opportunity in Indonesia, with
more focus on our core sparkling and tea
categories allowing us to manage our supply
chain more efficiently and deliver even better
service to our customers across key calendar
events like Ramadan. | am really pleased that in
February 2023 we announced the purchase of
TCCC's 29.4% minority stake in our Indonesia
pbusiness, increasing CCEP's ownership to 100%.
This now simplifies our ownership structure while
demonstrating our commitment to the future
of this market.

Sol: I've been very fortunate to join Damian
and the Board in visiting our APl markets over
the last year, and the growth potential of these
regions is truly exciting. We have a strong track
record of creating value in developed markets
and we are applying these learnings to
Australia and New Zealand, while we are
already seeing great early results in Indonesia,
one of the world's more populous and
attractive emerging markets. Our journey in
these markets is really just beginning, but I'm
very proud of everything we've achieved so far.

What gave you the confidence to
recently raise your mid-term growth
objectives?

Damian: Ultimately, we believe we can grow
ahead of the category, led by our great brands
and best in class capabilities; all underpinning
our objective of ~4% revenue growth®® over
the mid term. We expect our category to grow
3-4%® on average each year, with faster
growth from APl and in particular Indonesia,
which creates an exciting opportunity for us.

We will continue to invest in the capabilities
and technology that our people need to win.
This, alongside our ongoing focus on cost
control and productivity efficiencies, should
drive ~7% operating profit growth®® and an
impressive annual free cash flow of

~£17 billion@® over the mid term.

Sol: We're striving for a bigger and bolder
future by focusing on profitable organic
revenue growth. We have a lot to do, but as we
build on our current momentum,  am
confident that we have the right strategy to
deliver on our new ambitious mid-term targets.

| am confident that we have the right strategy
to deliver on our new ambitious mid-term targets."

Sol Daurella, Chairman

Coca-Cola Europacific Partners plc
2022 Integrated Report and Form 20-F
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Digital is a key enabler of growth
for both CCEP and its customers."

Damian Gammell, CEO

How is CCEP doing on its journey

to becoming the world's most

digitised bottler?

Damian: Digital is a key enabler of growth for
both CCEP and its customers. Today,
approximately 85% of our sales volume is
captured digitally, and while we have built a
strong foundation, we continue to learn and
build the relevant capabilities to further optimise
our digital footprint. We will continue to partner
with our customers, leveraging our data and
analytics tools, to optimise revenue growth
opportunities, and we have been taking learnings
from Australia and New Zealand in this area. We
will continue to build out our digital commercial
tools to enable our front line colleagues to
better engage with and sell to our customers.

We've been accelerating our business to
business (B2B) platforms to make it even
easier for our customers and wholesalers to do
business with us. We have two winning portals —
my.CCEP.com in Europe and Indonesia, and
myCCA.com in Australia and New Zealand -
collectively processing around €2 billion of
revenue, up 50% versus 2021. We will continue
to develop the existing functionality to drive
ease of ordering, profitable basket growth and
account management services. And through
our Ventures programme we will continue to
partner with eB2B platforms such as Kollex and
StarStock to make it even easier for our
customers to order our great products.

(A) Comparable and FX neutral growth

(B) Internal estimates based on Global Data 2023-2027

(C) Free cash flow after ~4-5% capital expenditure as a %
of revenue, excluding payments of principal on lease
obligations

Sol: \We are conscious that, as the pace of
change in consumer behaviour and technology
accelerates, we must look for ways to evolve our
business. Since the formation of CCEP we have
been re-engineering CCEP's business processes
to be simpler, more standardised and fit for the
future, particularly within the workplace and
across our supply chain.

As we continue on this journey, we look forward
to the benefits that standardised systems and
processes will deliver for CCEP; more
automation and speed of execution through
central decision making and faster integration
of new businesses, as well as the competitive
edge that comes with reduced operational
complexity and controlled costs.

How are you developing the culture
within CCEP?

Damian: CCEP's ambitions for growth and
sustainability depend on our great people, and
the wellbeing and safety of our colleagues
remains our number one priority. Despite
being recognised for our world class safety
performance, tragically two of our Indonesian
colleagues lost their lives during the year while
at work. We have learnt lessons from these
terrible tragedies and we will continue to
prioritise and drive further health and safety
improvements.

(D) Non-GAAP performance measure. Refer to 'Note
regarding the presentation of pro forma financial
information and alternative performance measures'
on pages 74-75 for the definition of our non-GAAP
performance measures
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Chairman and CEO continued

INn conversation

Sustainability is fundamental to everything
we do as a business, and we will continue
to push ourselves to go further and faster
to decarbonise our business."

Damian Gammell, CEO

Sol: Our success is driven by our great people and
I'd like to thank Damian and the leadership team
for creating the winning and inclusive culture that
CCEP has today. We had very strong participation
in our first global digital engagement survey with
a stable engagement score overall, ahead of our
benchmark group — a great result in what has
been a challenging environment as we establish
new ways of working post-COVID-19 and the
integration of the APl markets.

In addition, | am grateful to my fellow Directors
for their contributions and support during
2022. In particular to Jan Bennink, Christine
Cross and Brian Smith, who will retire from the
Board at the Annual General Meeting (AGM) in
May. Further details on Board changes can be
found on page 87.

Damian: \We are continuing to invest in digital
workplace tools and aspire to make it even
easier to move and develop internal talent
across CCEP. In 2022, we rolled out our digital
Career Hub across Europe, which provides
users with personalised recormmendations for
vacancies, career paths and networking
opportunities based on their personal profiles.

I also want CCEP to be a place where different
perspectives and insights are valued at all levels
of the organisation, and we will continue to put
diversity at the heart of our culture. Promoting
gender equality is a key driver of innovation and
growth, and we are commmitted to achieving
more gender balance in our leadership roles. Our
diversity and inclusion credentials continue to be
recognised externally too, and we are proud to
have recently been included in Bloomberg's 2023
Gender Equality Index for the third year in a row.

We will also continue to support our communities
and have committed to supporting the skills
development of 500,000 people facing barriers in
the labour market by 2030.

What progress has CCEP made with

its sustainability commitments?

Damian: Sustainability is fundamental to
everything we do as a business, and we will
continue to push ourselves to go further and
faster to decarbonise our business. | am
pleased that our This is Forward commitments
were extended to our APl markets in 2022,
resulting in a unified action plan that we will
work towards in 29 markets across the world.

We continued to make great progress against
our commitments in 2022 and are taking
action where it matters most. In Europe, we
launched tethered closures on our PET bottles
in seven markets and moved all our brands in
France to returnable glass bottles within the
HoReCa channel. In Australia and Indonesia, we
are investing in new PET recycling facilities.
These collaborations are a step closer to
creating a circular economy for PET and will
contribute to further accelerating our journey
towards stopping using oil-based virgin plastic
in our bottles by 2030.

Four more of our production facilities became
carbon neutral in 2022, totalling six to date
across different markets, and we achieved
100% renewable electricity purchase in Europe
and New Zealand.

Coca-Cola Europacific Partners plc
2022 Integrated Report and Form 20-F
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Sol: We have made strong progress since This
is Forward was first launched in 2017. However,
the social and environmental challenges we
face — including climate change and the
plastic waste crisis — are greater than ever.

We still have a long way to go to meet our
long-term targets, and must continue to
leverage our business and our brands to build a
better shared future for people and the planet.
Our progress continues to be recognised
externally and we are proud to have retained
our coveted CDP and MSCl ratings for the
seventh consecutive year, demonstrating the

focus and importance we place on sustainability.

CCEP was also recognised for its sustainability
leadership within the Coca-Cola system by
winning the prestigious 2021 J.Paul Austin
Award. | am proud that we were chosen based
on our considerable progress with sustainable
packaging, including the use of 100% rPET in
four markets; our ongoing collection efforts;
expansion of paperboard packaging for
multipacks; and pioneering tethered closures.

How is CCEP’s relationship with

TCCC developing?

Damian: CCEP has always been closely aligned
with TCCC strategically and we continue to
develop our joint long-term growth plans to

better align our portfolio, focusing on the core.

This includes the reorientation of our portfolio
in API, now substantially complete, allowing us
to have a more coherent category vision for
our customers. A new aligned and clear
flavours plan in Australia is already delivering
great results driven by smaller pack formats
and a focus on no sugar and innovation, for
instance the launch of Sprite Lemon+.
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Together with TCCC, we are excited to launch
Jack Daniel's & Coca-Cola RTD inspired by the
classic bar cocktail, across some of our markets
in 2023, and will continue to scale existing
brands like Costa Coffee and Fuze Tea.

Sol: Both companies are truly aligned on
strategy, sharing the same vision of where
we're going and how to get there. This strong
relationship is also driving forward our
sustainability strategy, which is closely aligned
with TCCC's global World Without Waste
strategy.

What will determine CCEP's success

in the future?

Damian: Our success will continue to be driven
by our great people, great service, great
beverages, done sustainably. We are now a
bigger and better, more diverse and resilient
business, enhanced by the recently acquired
API business. We have delivered over €5 billion
of shareholder returns since 2016,
demonstrating the strength of our business
and ability to deliver continued shareholder
value. This remains our key priority for 2023 and
beyond. We have the platform and
momentum to go even further together for a
greater future.

Sol: From the great people who work at CCEP,
to the experienced leadership and strategy we
have in place, and our strong commitment to
sustainability, I'm confident we can succeed.
On behalf of the Board, | thank everyone
working at CCEP for their hard work, agility and
commitment. I'd also like to thank all of our
shareholders for their ongoing support. We
look forward to continuing our journey with all
of our partners and stakeholders in 2023.

We have the platform and momentum
to go even further together for a greater future.”

Sol Daurella, Chairman
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Factory of the future

We continued to invest in technology that improves
customer service and supports growth and productivity
across our end to end supply chain.

Key investments include:

- Improving the safety of our people with 5G technology,
providing early detection, and real time warnings, of
potential collisions for forklift and truck drivers and
pedestrians

OUR CULTURE IS THE

KEY TO OUR SUCCESS DIGITAL JOURNEY

« Achieving operational efficiencies with autonomous
self driving electric trucks for pallet transportation
across one of our production facilities in Germany
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Our leadership team said:

"The factory of the future is really starting
to become a reality for many of our
production facilities."”

José Antonio Echeverria, Chief Customer Service
and Supply Chain Officer

> Read more about supply chain on
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Our stakeholders are part of our business and play a
vital role in our success at every stage in our value chain.
From the suppliers that provide our raw materials, to
the communities where we operate and the people who
make and sell our products, we seek to work together

to refresh our markets and make a difference.

A comprehensive annual engagement
plan includes:

Townhalls, Speak Up channels,
engagement surveys and the
Employee Share Purchase Plan (ESPP)

Our people

CCEP depends on the
great people who make,

sell and distribute our
products to customers
every day.

Communication campaigns, €.9.
mental health, safety and inclusion,
online platforms

Engagement highlights in 2022:
Launch of global ESPP with 38% take
up rate

Other Information

CCEP Australia won awards at the
Australian HR Awards and at the
Mental Health Service Awards of
Australia and New Zealand for its
Healthy@CCEP programme

> Read about Board engagement
with our people on page 102

>

Read more about our people
on pages 58-63

Case study

Gender
Affirmation and

Everyone's
welcome

Coewsting

Coca-Cola Europacifi
2022 Integrated Report and Form 20-F

Impact/value created:

Our people create value for CCEP by
making, selling and distributing our
great products

CCEP creates value for our people
through providing a safe place to work
with rewards and benefits

Key concerns heard from our people
include:
Being rewarded

Development opportunities

Safety at work

Treating everyone with dignity
and respect

In 2022, we launched the first
global Gender Affirmation

Catgy

Remember to respect
Elis pronouns when
you speak to them

Transitioning
Guidance

(1]

Create space
forinclusive
conversations

and Transitioning Guidance to
make sure we had the systems
in place to support colleagues
who identify as Trans and/or
non-binary, and provide an
inclusive and supportive working
environment in the office, in the
field, in production facilities and
while working from home.

c Partners plc
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What is measured and monitored?
Total incident rate

ESPP enrolment

% women in management

Principal risks:
Retaining talent

Health and safety

> Read more about our risks
and mitigations on pages 64-71

The guidance was a global
collaboration led by the Inclusion,
Diversity and Equity (ID&E)
Centre of Expertise in
partnership with the 'Pride
Community', our global LGBTQ+
network. It was reviewed and
verified by external LGBTQ+
experts, Stonewall.

Read more at cocacolaep.com/about-us/people/our-people
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Our shareholders

Shareholders provide
the equity capital for
our business and hold
management to
account on financial
performance and key
environmental, social
and governance (ESG)
issues.

Our franchisors

We conduct business
primarily under
agreements with
franchisors who
generally give us
exclusive rights to
make, sell and distribute
beverages in approved

packaging in specified
territories.

A comprehensive annual engagement
plan includes:

AGM, roadshows, capital markets
events, analyst meetings, results
presentations and webcasts

Financial Statements

Brokers appointed to provide advice
on market conditions, and provide
feedback on external cormmunications

Shareholder-nominated Directors on
Board in accordance with
Shareholders' Agreement

> Read about Board engagement
with our shareholders on page 102

Regular contact with franchisors
includes:

Management contact at different
functional levels such as public affairs,
communications and sustainability,
supply chain, sales and marketing

Ongoing dialogue with General
Managers and regular top to top
meetings

Inviting franchisors to present annual
business plans to customers

> Read about Board engagement
with our franchisors on page 102

Engagement highlights in 2022:
Capital markets event attended by
~150 analysts, investors and potential
investors

Other Information

Coca-Cola Europacific Partners plc
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Key concerns heard from our
shareholders include:

Financial performance, commodity
costs and inflationary pressures

Reverting to two interim dividends for
2022, maintaining our dividend payout
ratio of ~50% which resulted in record
full year dividend per share

Impact/value created:
Shareholders create value for CCEP
through voting at the AGM and
continuing to invest in CCEP

CCEP creates value for shareholders by
returning cash either by paying
dividends or through share buybacks

Engagement highlights in 2022:
TCCC Indonesia presented to the
Board on marketing plans

Costa demonstrated packageless
solutions to the Board

Market dynamics such as consumer
behaviour and supply chain challenges

ESG challenges and regulatory
changes

Key concerns heard from our
franchisors include:

Profitable growth and value share
in our markets

Sustainable supply chains

TCCC and other franchisors presented
portfolio priorities and product
launches at commercial, sales and
country meetings

Impact/value created:

CCEP gains value from the exclusive
rights given by franchisors to make, sell
and distribute their products

CCEP creates value for franchisors by
driving sales to customers so
franchisors' drinks are available where
and when consumers want them

15

What is measured and monitored?
Number of meetings and % of equity
investors covered by these interactions

Analyst notes and equity investor
perceptions of strategy

Principal risks:
Market, including changing consumer
and channel trends

Economic and political conditions,
including commodity price volatility

Packaging, climate change and water

> Read more about our risks
and mitigations on pages 64-71

What is measured and monitored?
Joint investment

Successful innovation

Category performance

Market share

Principal risks:
Misaligned incentives or strategy

> Read more about our risks
and mitigations on pages 64-71
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Our consumers

Consumers drink the
products we make, sell
and distribute.

Our customers

Our customers sell our

products to consumers.

CCEP's ways of engaging with
consumers include:

Collection of consumer insights from
franchisors, customers or via dedicated
research

Financial Statements

Consumer labelling, social media,
activation in store and day to day
interaction via our sales teams when
visiting outlets

Feedback from consumers on social
media and via the consumer hotlines

> Read about Board engagement
with our consumers on page 102

Regular engagement with customers
includes:

General Managers engaging with
customers on strategy and planning
and owning the customer relationship

Account managers' contact with
customers on business development

QOur sales teams calling on customers
every day in the market

> Read about Board engagement
with our customers on page 102

Engagement highlights in 2022:

In store activations e.g. during
Ramadan in Indonesia, Fanta at
Halloween, Monster in Great Britain
(GB), Coca-Cola for FIFA World Cup

Other Information

Impact/value created:
Consumers create value when buying
our products

CCEP creates value for consumers
through providing a diverse portfolio
of drinks that are high quality, safe and
taste great with transparent labelling
to help consumers make educated
choices about nutrition and packaging

Engagement highlights in 2022:
Dedicated customer showroom
opened in France during September to
present our marketing and

commercial plans as well as our
sustainability ambition and progress

Customer newsletters on sustainability,
brand performance and innovation
launched

Impact/value created:
Customers create value for CCEP by
selling our products to consumers

CCEP creates value for customers
through our customer centric
operating model, portfolio diversity
and quality of products and service

Case study

Making our packs
more inclusive
with NaviLens

Coca-Cola Europacific Partners plc
2022 Integrated Report and Form 20-F

Key concerns heard from our
consumers include:
Product quality and food safety

Environmental concerns relating to
packaging

Key concerns heard from our
customers include:
New packaging solutions

Product offers to meet new shopper
and consumer trends

chosen purchases.

"

‘» ‘ 1‘
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What is measured and monitored?
No and low-calorie drinks as a % of sales

% packaging that is 100% recyclable

Consumer complaints

Principal risks:
Product quality and safety

Consumer perception regarding
plastic packaging and sugar

> Read more about our risks
and mitigations on pages 64-71

What is measured and monitored?
Volume and revenue growth

Customer big data and advanced
analytics, e.g. NielsenlQ and IR,
measure brand/product performance
and value creation

Advantage Group & Ipsos research (EU
only) to evaluate customer satisfaction

Principal risks:
Pressure to promote healthy choices

Packaging

International buying groups and new
routes to market

> Read more about our risks
and mitigations on pages 64-71

In 2022, our large Christmas can multipacks included NaviLens
codes on the cardboard outers to help give partially sighted
shoppers and those who have difficulty using traditional signage
the opportunity to navigate their way around a shop to find their

.@ Find out more at cocacolaep.com/annual-report/case-study/navilens
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Our suppliers

Our suppliers provide

a wide range of
commodities and
services from
ingredients, packaging,
utilities, equipment, to
facilities management,
fleet, logistics and
information technology.

>

Read more about our supply
chain on pages 49 - 52

Our communities

Communities are where
we operate and where
our employees live

and work.

>

Read more about our
communities on pages 56 - 57

Processes to regularly engage with
suppliers include:

Supplier relationship management
programme through TCCC's
procurement consortium

Financial Statements

Partnering and collaborating with
suppliers, in areas such as business
continuity or sustainability, to foster
strategic relationships

> Read about Board engagement
with our suppliers on page 102

Regular engagement with our
communities include:

Promoting skills development and
social inclusion, e.g. Gira Mujeres and
collaborating with foodbanks

Protecting the local environment,
e.g. water replenishment and litter
clean up programmes

Supporting local commmunities,
e.g. grassroots initiatives and disaster
relief

> Read about Board engagement
with our communities on page 102

Engagement highlights in 2022:
Annual supplier day

Other Information

Developing new tethered closures with
suppliers to make recycling more
efficient as there is no cap left behind

Impact/value created:

Suppliers create value for CCEP by
providing high quality, safe and
sustainable products and services, and
optimised supply chain and innovation
partnerships

CCEP creates value for suppliers
through long-term collaborative
partnerships and provides support on
sustainable practices and emission
plans

> Read more about our
sustainability-linked supply chain

finance programme on page 52

Engagement highlights in 2022:
Donated €250k and >36k unit cases of
product to Red Cross in Ukraine and
organised an employee donation
campaign and support scheme for
employees housing Ukrainian refugees

Support my Cause, an employee led
initiative, expanded to APl with first
donation in Indonesia to Nurani Dunia
Foundation which runs community
growth programmes

Impact/value created:
Communities create value for CCEP

through access to talented people, local

water sources, connection with local
policymakers and community groups

CCEP creates value for communities
through access to employment,
improving the local environment and
investing in community causes

Coca-Cola Europacific Partners plc
2022 Integrated Report and Form 20-F

Key concerns heard from our
suppliers include:

Exposure to variability in the market
place such as pricing and consumer
behaviours

Driving progress on sustainable supply
chains

Key concerns heard in our
communities include:
Unemployment

Environmental impact

17

What is measured and monitored?
Quality standards and delivery times

TCCC audits to ensure adherence to
Supplier Guiding Principles (SGPs) and
Principles of Sustainable Agriculture
(PSA)

Principal risks:
Rising costs

Varying availability of ingredients,
labour, packaging (including rPET),
energy and water

Potential supply chain disruption

> Read more about our risks
and mitigations on pages 64-71

What is measured and monitored?
Community investment contribution

Employee volunteering hours

Principal risks:
Public perception regarding plastic
packaging and sugar

Reputational risk of not delivering
against sustainability commitments

> Read more about our risks
and mitigations on pages 64-71
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Section 172(1) statement from the Directors

During 2022, we acted in good
faith to promote the long-term
success of CCEP in our
discussions and decision making
for the benefit of CCEP's
shareholders as a whole, and

in doing so having regard to
stakeholders and the matters
set out in section 172 of the
Companies Act, including:

The likely consequences of any
decision in the long term

The Board recognises that their decision
making will affect CCEP's long-term success.
When taking decisions, particularly of
strategic importance, the Board considers
the likely consequences of any decision on
CCEP's long-term, sustainable growth while
endeavouring to balance the interests of all
our stakeholders.

The interests of our people,

and the need to foster business
relationships with our key
stakeholders

Our key stakeholders remain the same as last
year, namely our people, shareholders,
franchisors, suppliers, customers, consumers
and communities. How CCEP has engaged
with our stakeholders more generally is
explained on pages 14-17. We identify our
key stakeholder groups as those with
significant interactions with our business
model and that we impact in the course of
our business operations. We describe how
our business interacts with our stakeholders,
and the impacts of these interactions,
throughout this Integrated Report. The
Board strives to gain stakeholder
perspectives to inform its decision making
through direct engagement, where feasible,
as well as through regular communication
with senior management. The Board also
gains perspectives from senior management
who sit on on CCEP's Digital Advisory Board
and Indonesian Advisory Board.

Coca-Cola Europacific Partners plc
2022 Integrated Report and Form 20-F

Other Information

The impact of the Company's
operations on the community and
the environment

We recognise that to deliver our strategy in a
sustainable way, we need to consider the
commercial, social and environmental
impacts of our business. During the year, we
have monitored, assessed and challenged
CCEP's progress against our annual business
plan and our sustainability action plan.
Information on our sustainability action plan
and how we are implementing
recommendations from the Task Force on
Climate-related Disclosures (TCFD) is on
pages 26-63. Our governance framework
guides the Board's decisions as set out on
page 30.

The desirability of the Company
maintaining a reputation for high

standards of business conduct
Ensuring our business operates responsibly is
fundamental to ensuring our long-term
success. The Board assesses and monitors
the Group's culture to ensure it aligns with
the Group's purpose, values and strategy set
by the Board and oversees a corporate
governance framework as set out on

page 97 that enables the right people to
take the right decisions at the right time.
This includes our Code of Conduct (CoC)
and system of delegated authorities. Read
our CoC at www.ccepcoke.online/code-of-
conduct-policy.

18

The need to act fairly as between
CCEP's shareholders

The Board supervises the profitable
operation and development of CCEP to
maximise its equity value over the long
term, without regard to the individual
interests of any shareholder. A minority of
our Non-executive Directors (NEDs) were
appointed by major shareholders of CCEP.
However, each Director understands their
responsibility under the Companies Act to
act in a way that would promote the long-
term success of the Company for all its
stakeholders. During 2022, the CEO, CFO
and, members of the Board and our
Investor Relations team met with
shareholders (see page 102 for more detail
on our engagement with shareholders).

> How the Board engaged with stakeholders and specific examples of key areas of focus and considerations affecting the Board's decision making process
during 2022 are set out on pages 102-103 of the Corporate governance report
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o Ismail Yahya Putro
Syrup Operator, Bekasi 1

Get home to what you love

We want everyone getting back home safe, every day,
to what they love. This is the message we put at the
heart of our international safety and wellbeing
campaign run throughout April 2022.

Colleagues across our business took partin a
photoshoot, generating fantastic photos and messages
showcasing what they love to get home to!

Our leadership team said:

Damian " How we work together
Gammell, and care for one another
CEO at CCEP sets us apart.
Everyone should be able
to feel safe — physically and
mentally - in the workplace."”

> Read more at cocacolaep.com/annual-report/case-
study/people-safety
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Our business is affected by a range of market
trends - from rapid acceleration towards digital
platforms to macroeconomic impacts.

Our business model and culture
enable us to adapt and thrive in a
changing environment, while our
strategy reflects both current and
future dynamics.

Consumer trends
We constantly monitor consumer trends and

react to the changing needs of our consumers.

Today, consumers demand more choice as
they seek different drinks for different
occasions. Consumer interest in health and
wellness is a continuing trend evidenced by
the demand for healthier alternatives, such as
low and no sugar drinks.

During the COVID-19 pandemic, as well as
choosing to shop more online, consumers also
sought to create the away from home
experience at home, and this trend has very
much continued, requiring bbrands to offer the
premium products they need to create these
new occasions.

Strong brands supported by innovation is key
to meeting changing consumer needs.

> Read more in Forward on drinks
on pages 53-55

Macroeconomics

Geopolitical volatility, high inflation and
increasing regulatory pressure related to
climate change and packaging impacted our
business in 2022 both directly and indirectly.

Despite these pressures, we delivered
operating profit growth of 125% on a pro
forma comparable and FX neutral basis by
successfully navigating supply chain
challenges, executing dynamic pricing
strategies across our markets, and by
delivering our ongoing cost saving and
efficiency programmes.

Economic disruption and an inflationary
environment also impact consumer sentiment,
meaning affordability becomes increasingly
important for some consumers. We are
mindful of a more dynamic outlook as we
move into the next financial year, but believe
we are well placed within resilient categories to
deliver our strategy and achieve sustainable
and profitable growth.

Government commitments to new climate
change and packaging-related regulations
continue to impact our business. However, we
continue to set our own ambitious
sustainability targets, and are commmitted to
delivering our business model sustainably.

> Read more about our principal risks
on pages 64-71

Coca-Cola Europacific Partners plc
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Right:
Refillable glass
bottle line at
our Dongen
production
sitein the
Netherlands

Channel trends

Changes to routines and behaviours during the
COVID-19 pandemic accelerated the digital
evolution and adoption of new digital
channels, with both consumers and customers
seeking to do more online, for instance
consumers shifting to e-grocery from
traditional retail.

Accelerated growth in digital channels is
putting pressure on traditional retail, while
other consumer trends, such as creating the
away from home experience at home, means
consumption has shifted between channels.

Customer collaboration and joint value
creation is key to evolving with these changing
channel trends and achieving profitable
growth.

20

Consumer packaged goods
evolution

As consumer and channel trends are changing,
technology, and specifically data analytics
capabilities, are advancing. This means all
consumer packaged goods companies are
having to adapt to remain competitive.

We continue to invest in our journey towards
becoming the world's most digitised bottler,
and in core capabilities such as revenue growth
and key account management. We moved
towards a revenue and margin growth
management focus in 2022. This will help us to
make the right decisions and drive profitable
growth.
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Our strategy

Today we are a bigger, stronger, more diverse and more resilient
business. We are the market leader in a profitable and growing
soft drinks category that is worth approximately €130 billion
across our markets. Our goal is to outperform the market,
creating value for our customers and delivering growth for our
shareholders while supporting our people and communities.

CCEP has already come a long way. And with great people,
great service, great beverages, done sustainably,
we're determined to go even further together.

> Find out more at
cocacolaep.com/about-us

Other Information

00o
[aan)

&

it

Great people

We take care of the 33,000 people who
make our business successful, and the
suppliers, customers and communities
we support. We want CCEP to be a
great place to work where people can
grow, be happy and be well in a safe,
diverse and inclusive workplace.

Great service

We support the growth of our 2 million
customers through the quality of the
service we provide, our understanding
of their businesses, the strength of our
salesforce and the value our products
create. Whether a grocer, a restaurant,
a café bar or a wholesaler, we're
committed to delivering the best
possible customer experience by
making it easy to do business with us.

At CCEP, we're investing now in the
ideas that will change our business in
the future, and using the latest
technology to better serve our
customers and reach more consumers.

Great beverages

Qur diverse portfolio is built on our
core brands like Coca-Cola, Fanta,
Sprite, Fuze Tea and Monster, as well
as targeted expansion into categories
like coffee and alcohol.

At CCEP, we're bringing new products
to a new generation of consumers
based on clear insights, while
developing the classic brands our
consumers know and love.

We're reducing the sugar in our drinks
and offering low and no sugar options
- giving consumers even more choice.

(A) Mid-term comparable and FX neutral revenue growth

(B) Mid-term comparable and FX neutral operating profit growth

(C) Mid-term free cash flow after ~4-5% capital expenditure
as a % of revenue, excluding payments of principal on
lease obligations,

Coca-Cola Europacific Partners plc
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@ Done sustainably

Our ambition to create a better future,
for people and the planet, sits at the
heart of how we do business, and the
decisions we take. Central to this is our
new Group wide target to reach

Net Zero by 2040 which we recently
submitted to the SBTi for their approval.

We're taking the right steps to stop our
packaging ending up as litter or in the
oceans. We want every bottle and can
to be recycled or reused.

As a local business serving customers
and consumers in 29 markets, we take
great pride in giving back to our
communities.

We're partnering with the smartest
people to find new ways of sustainably
making, selling and distributing our
products.

Delivering on our strategy will create:

A healthy, safe and engaged
workforce

Q Targeted diversification

Accelerated top line®® (~4%) and
bottom line®? (~7%) growth

Q Strong free cash flow©®
(~€1.7 billion per annum)

A more sustainable licence
to operate

Even greater relevance with TCCC
and our other brand partners

Q Sustainable value for all stakeholders

(D) Non-GAAP performance measure. Refer to ‘Note

regarding the presentation of pro forma financial
information and alternative performance measures'
on pages 74-75 for the definition of our non-GAAP
performance measures.
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Our strategy continued
Great people

Great people

We want CCEP to be a great
place to work, with a strong
and inspiring workplace
culture.

Governance and Directors' Report

Financial Statements

Why is this Our talented and engaged

a key focus workforce drive our success.

area for We're making CCEP more

CCEP?
- soit's a great place to work,
where everyone can share their
ideas and be empowered to
collaborate, win together and
grow.

diverse, inclusive and welcoming

Other Information

Our
ambition:

Coca-Cola Europacific Partners plc

People who can deliver
success for CCEP

A safe, open, diverse and
inclusive workplace

Winning capabilities, agility
and a performance mindset
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Measuring
success:

Top quartile engagement
score

~40% of management roles
held by women

Included on Bloomberg's
2023 Gender Equality Index
for third consecutive year

Safety incident rates
halved since merger

2022 achievements

The wellbeing and safety of our colleagues
remains our number one priority at CCEP,
and our '‘Get home to what you love'
campaign really brought the importance of
safety to life across our businesses.

We launched the Career Hub in Europe,
connecting our internal systems for learning
and performance, giving employees
personalised recommendations, through skill
matching, that help them grow their careers.
This will be rolled out to API'in 2023.

Our credentials are also being recognised
externally. In 2022, we were awarded Gold at
the UK Employee Experience Awards in
recognition of the digital technologies we use
across our workplace, and we were named
Employer of Choice in New Zealand, the only
company to receive the Gold award in three
consecutive years.

Read more about our people on pages 58-63

We had strong participation

in our first global digital
engagement survey with

a stable engagement score
overall, and rich feedback
(21.5k comments). This score
continues to position us ahead
of our benchmark group.

80%

response rate (+10% vs 2021)

77

engagement score,
stable vs 2021 (+2 vs benchmark)

The plan for the year ahead

To continue to offer a workplace where our
people feel they belong, and where our
inclusive culture drives innovation and
performance.

Key goals
Accelerate progress on inclusion and diversity

Ensure the right leaders are in the right roles

Continue building a culture of sustainability

Invest in the future workforce and digital tools

] ]

We will protect our people,
invest in their talent and
capabilities, and stand strong
on our social and inclusion
commitments.”

Véronique Vuillod
Chief People and Culture Officer
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Our strategy continued
Great service

We want to win with our

customers and maintain high
customer service levels.

Governance and Directors' Report

Financial Statements

Why is this At CCEP, we're working to

a key focus deliver great service to

area for customers. Driving growth,

CCEP? creating value and delivering
results through close support
and collaboration. Identifying
new channels and
implementing transformative
ways to do business. We have
built long-standing and
supportive relationships with
our customers and we
continue to invest in our

capabilities and supply chain to

provide even better service
and drive joint value creation.

Coca-Cola Europacific Partners plc

Other Information

Our Strong and supportive
ambition: customer service levels

Easy to do business with

Known for world class
execution

Agile and flexible
Great digital tools enabled

by data and analytics

Well invested supply chain

and optimised portfolio
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#1 value creator for our
customers as measured
by Nielsen

Great customer service
levels (~90%)

Unrivalled customer
coverage (~2m)

Measuring
success:

Biggest sales force in fast
moving consumer goods
(FMCG) (~10k)

~1.5m coolers in market

85% of sales volume
captured digitally

Total SKUs reduced by 30%
(2022 vs 2020)

2022 achievements

Most importantly, we continued supporting
our customers through the reopening of
HoReCa and maintained high customer
service levels.

In Europe, the Netherlands were runners up
in the annual global Coca-Cola bottler
competition, the Candler Cup, recognising
world class customer service and execution.

In Indonesia, we had a record Ramadan period
with our biggest ever activation. More focus on
core sparkling and RTD tea allowed us to
manage our supply chain more efficiently and
deliver even better service to our customers.

We are accelerating our digital transformation. In
2022, we hit record revenues with our B2B
platforms and grew our online market share by
80 basis points (bps). We continued to invest in
our digital workplace tools and other
technologies to improve customer service and
productivity across our end to end supply chain.

> Find out more at
cocacolaep.com/about-us/partnerships

Case study | S

To make it even easier for our
customers and wholesalers to
do business with us, we've been
accelerating our B2B platforms.

~€2bn

of revenue processed through
our winning portals in 2022,
+50% vs 2021.

We continue to develop the
existing functionality to drive
ease of ordering, profitable
pbasket growth and account
management services.

xecution for our customers through B2B platforms

My.
CCEP.com

MyCCEP benefits

The plan for the year ahead

To continue to provide an unrivalled customer
experience and invest in the capabilities we
know we need to win in the future.

Key goals

Focus on joint profit pools and joint value
creation

Maintain leading customer service and
support growth through our supply chain
and technology

Continue to build an innovative culture
through our digital tools and CCEP Ventures

i

We need to grow our
capabilities ahead of the
opportunities, putting the
customer first and driving
joint value creation.”

José Antonio Echeverria
Customer Service and Supply Chain Officer
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Our strategy continued
Great beverages

Why is this
a key focus
area for
CCEP?

At CCEP, we're focused on our Our
great beverages. Working with ambition:
our partners to expand our

portfolio by growing and

strengthening our core brands,

while launching and scaling

Category leadership with
great tasting drinks for
every occasion, and brands
people love

Broad price pack architecture

Measuring
success:

Solid sparkling share
of ~58%

Online share greater than
in store share

We offer choice: in Europe

B & o 850
< 5 as s |

Great beverages

We are extremely privileged
to make, move and sell the
best beverages in the world.

new products. Innovating to

Strong and aligned

48.8% of volume sold in

meet changing consumer
needs and become the world's
most digitised bottler.

partnerships with brand
partners

Channel diversification

2022 was no or low-calorie

2022 achievements

We aim to meet consumer needs through
our diversified portfolio, working closely
alongside TCCC and our other brand
partners. We continued to grow ahead of the
market and gained 10 bps of value share.

Coca-Cola Zero Sugar continued to grow
strongly across all of our markets with
volumes up 10.0%

What The Fanta created great excitement for
the brand, with volumes up 15.5%, also helped
by the rebound of the AFH channel

Energy volumes +18.5% supported by solid
distribution and exciting innovation from
Monster

Fuze Tea volumes +28.0% driven by further
value share gains in Europe

> Find out more at
cocacolaep.com/about-us/products

Case study | Great results from Coca-Cola Zero Sugar relaunch

Throughout 2021, we rolled
out our new taste and new
look campaign across our
markets for Coca-Cola Zero
Sugar. This has been a great
success, driving our strong
volume performance in
2022 across all markets.

+50bps

value share gains in Europe

+110bps

value share gains in Australia

ZERO CAFFEINE

The plan for the year ahead

At least maintain or grow our share of the
category driven by growth in core brands and
selected expansion into newer categories.

Key goals

Provide choice within colas and flavours,
leading with low and no sugar and flavour
extensions

Drive growth in energy through innovation,
sugar free and core

Continue building leadership in RTD tea,
and scale presence with Costa Coffee

]|

Together with TCCC and our
other partners, we are proud
to have a market leading
position selling the world's
best NARTD brands.”

Stephen Lusk
Chief Commercial Officer
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Our strategy continued
Done sustainably

Done sustainably

This is Forward, our
sustainability action plan, sits
at the heart of our long-term
business strategy.

Governance and Directors' Report

Financial Statements

Why is this
a key focus
area for
CCEP?

We want to deliver sustainable
growth, create value for all our
stakeholders and build a better
future for our business, our
communities and the planet.

From our suppliers and
investors, to the communities
where we operate and the
people who make and sell our
products, our stakeholders
have high expectations of us to
address many of today's
societal and environmental
challenges. Their views and
priorities play an integral role
in the development of our
sustainability action plan.

Other Information

Our
ambition:

Coca-Cola Europacific Partners plc
2022 Integrated Report and Form 20-F

Climate action Measuring

success:

Sustainable packaging

Water stewardship

Promoting the wellbeing of
our people and those working
across our value chain

Offering consumers more
choice, with less sugar

Contributing to our local
communities

25

Achieved >50% rPET target
four years early in
Europe®

Achieved 100% renewable
electricity purchase in
Europe and New Zealand

Recognised by CDP for the
seventh year running,
achieving a double 'A’
score for climate and
water in 2022

Included in the 2022 Dow
Jones Sustainability Index
for the seventh
consecutive year

2022 achievements

Some of our proudest achievements in 2022
include:

We reduced emissions across our value chain
by 9.4% (versus 2019), working towards our
science based GHG emissions reduction
target of a 30% absolute reduction by 2030

By the end of 2022, four more of our
production facilities became carbon neutral,
totalling six to date

We reviewed and updated This is Forward to
cover all of our markets in Europe and API

We established a sustainability-linked supply
chain finance programme

We invested in Australia and Indonesia to help
build two new PET recycling plants

> Find out more at
cocacolaep.com/sustainability

(A) In 2019, we announced enhanced packaging targets for
Europe, bringing forward the deadline to use at least 50%
rPET from 2025 to 2023. Since 2021, our rPET use in
Eurooe has been >50%.

Case study | Creating the largest fleet of electric trucks in Belgium

We are now using 30 electric
trucks to make last mile deliveries
to local customers in Belgium. This
fleet will cover about 40% of our
local delivery routes and each
truck has access to on-site
charging stations that are
powered by 100% renewable
electricity.

75%

saving in CO,e emissions per year
compared to diesel trucks.

The investment is a further step in
our ambition to reduce emissions
across our entire value chain.

The plan for the year ahead

Key goals

Continue to build a stronger and even more
sustainable business for the future

Focus on our new society goals to drive
diversity and support 500,000 people facing
barriers in the labour market by 2030

assessment

Conduct a biodiversity and deforestation risk

roadmaps

Ana Callol

Continue to develop our carbon reduction

We continued to make
progress on our ambition to
reach Net Zero emissions by
2040 and invest in making our
packaging more sustainable.”

Chief Public Affairs, Communications
and Sustainability Officer
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Taking action on sustainability

This is Forward

This is Forward is our
sustainability action plan.

It sets out the actions we are
taking on six key social and
environmental topics, where
we know we can make

a significant difference on
areas our stakeholders want
us to prioritise.

MSCI

ESG RATINGS @

[cee| & |68 [B85] A | An XN

CLIMATE WATER

Member of
Dow Jones 2025
Sustainability Indices

Powered by the S&P Global CSA

In 2022, we reviewed and updated This is Forward
to cover all of our markets in Europe and AP It
provides an action plan that we will work towards
across 29 markets, and includes ambitious, time-
bound sustainability commitments.

It includes our updated short-term and long-term
absolute GHG emissions reduction targets,
covering Scope 1, 2 and 3 emissions across our
entire value chain, which we recently submitted to
the SBTi for their approval. Our commitments also
align with the targets which underpin the United
Nations Sustainable Development Goals (SDGs).

Thisis Forward was first launched in 2017

and we have made strong progress since then.
However, the social and environmental
challenges we face, including climate change and
the plastic waste crisis, are greater than ever.

PLATINUM

FTSE4Good

ecovadis |
Sustainabity
Rat mi/

This is Forward — CCEP's sustainability action plan

Forward on

climate

See pages 38-41

Forward on
packaging

See pages 42-45

Forward on

water

See pages 46-48

Forward on
supply chain

See pages 49-52

Supporting principles

This is Forward is closely aligned with TCCC's
global sustainability ambitions and is
underpinned by a set of supporting
principles that reflect our commitment to:

Responsible advertising and marketing —
promoting our products responsibly
through our responsible sales and
marketing principles.

Transparency and disclosure — reporting
our progress on an annual basis and
disclosing information about our GHG
emissions and the climate risks we face.

Forward on

drinks

See pages 53-55

el
ECOROMIC CROWTH EQUALTIES
-~

o

» Supporting our communities through
employee volunteering — enabling our
employees to spend up to two working
days per year volunteering for local
charities and community causes.

Supporting innovation and new
technologies, through our investment
engine CCEP Ventures - helping to
fund and foster transformative
solutions to the biggest sustainability
challenges we face.

Powerful partnerships with brand
owners to inspire and engage.

> Read more about our commitments
at cocacolaep.com/sustainability/this-is-
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