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Coca-Cola 125th Anniversary.wmv

A global business system like no othe

1 07Billion 20 Million Nearly 300

Servings Every Day Customers Every Week Global Bottling Partners




The World’s Greatest Brands. ..

Billion Dollar Brands
... and More On the Way ...
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Delivering consistent, quality results
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! Excluding the Benefit of New Cross-Licensed Brands

? Comparable Currency Neutral

2009
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Operating
Income Growth

Long-Term Growth Target
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Providing solid returns to shareholders

$27.4B Cash Returned to
Shareowners 2006 - 2010

US $ in Billions
(Other than Dividend Per Share amounts)

$7'2,<

2006 2007 2008 2009 2010

1 DPS = Dividends Per Share B Dividends
Share Repurchase

e 49t Consecutive Year of

Annual Dividend Increases

e S2 -$2.5B Share Repurchase
in 2011




2020 Vision
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Brand value & assets

t brand values = company valt

=~ Marketing = brandvalue

.t Marketing = company value



MARKETING ACCOUNTABILIT
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Critical marketing concepts:

ARecruitment
AHousehold penetration

APITA



Recruitingthe next generatio?2 S NJ | Yy R 7
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MARKET INSIGHTS HUMAN, CULTURAL

INSIGHTS
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BUSINE @%H STRATEGY
2 - 2%
REVENUE MAPS C}“ CATEGORY & BRAND
MAPS

BRAND GROWTH
STRATEGY

BRAND VISION &
ARCHITECTURE

PRODUCT, PACK, COMMUNICATION &

EQUIPMENT

OBPPC
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MARKETPLACE EXECUTION

T

BPUAND WALLEE H Exaixp LowE™

CONNECTION AGENDA

BRAND COMMUNICATION
& EXPERIENCE PLANS
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Changing world - digital.wmv

From Media to Connection Planning
Facebook fans
Maroon 5
Coke light and Mentos

Word of Mouth; global and real time



An evolved consumer engagement model
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TV, Outdoor, Mobile

-

Blogs, Social, Brand PR

=y

Equip, Websites, Pack, Truck

In Store, Shopper, POS
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loyalty and
attention with
valueexchange:

Participate in the

natural
conversation

between people:

My Starbucks Idea. - 2 A OEO 9 ‘
OOOEI A OFf
EAT C 1 C
Inform and Join, build &
entertain to build power
an emotional bond PDAT Bl Ad
with the brand. communities:

Old Spice Nike+



Innovation as a driver of growth:
/0-20-10 model

(0%

of budget to what
we know works

TCCC Innovation Model

-20%

to innovating off of
what you know
works

10%

to brand new ideas

Resources
Allocation



Social
consciousness



