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Forward-Looking Statements 
This presentation may contain statements, estimates or projections that constitute ñforward-looking statementsò as defined under U.S. federal 

securities laws. Generally, the words ñbelieve,ò ñexpect,ò ñintend,ò ñestimate,ò ñanticipate,ò ñproject,ò ñwillò and similar expressions identify 

forward-looking statements, which generally are not historical in nature. Forward-looking statements are subject to certain risks and 

uncertainties that could cause actual results to differ materially from The Coca-Cola Companyôs historical experience and our present 

expectations or projections. These risks include, but are not limited to, obesity and other health concerns; scarcity and quality of water; changes 

in the nonalcoholic beverages business environment, including changes in consumer preferences based on health and nutrition considerations 

and obesity concerns; shifting consumer tastes and needs, changes in lifestyles and competitive product and pricing pressures; risks related to 

the assets acquired and liabilities assumed, as well as the integration of, Coca-Cola Enterprises Inc.ôs North American business;  continuing 

uncertainty in the credit and equity market conditions; increased competition; our ability to expand our operations in developing and emerging 

markets; foreign currency exchange rate fluctuations; increases in interest rates; our ability to maintain good relationships with our bottling 

partners; the financial condition of our bottling partners; increases in income tax rates or changes in income tax laws; increases in indirect taxes 

or new indirect taxes; our ability and the ability of our bottling partners to maintain good labor relations, including the ability to renew collective 

bargaining agreements on satisfactory terms and avoid strikes, work stoppages or labor unrest; increase in cost, disruption of supply or shortage 

of energy; increase in cost, disruption of supply or shortage of ingredients or packaging materials; changes in laws and regulations relating to 

beverage containers and packaging, including container deposit, recycling, eco-tax and/or product stewardship laws or regulations; adoption of 

significant additional labeling or warning requirements; unfavorable general economic conditions in the United States and other major markets; 

unfavorable economic and political conditions in international markets, including civil unrest and product boycotts;  litigation uncertainties; 

adverse weather conditions; our ability to maintain brand image and corporate reputation as well as other product issues such as product 

recalls; changes in, or our failure to comply with, laws and regulations applicable to our products or our business operations; changes in 

accounting standards and taxation requirements; our ability to achieve overall long-term goals; our ability to protect our information technology 

infrastructure; additional impairment charges; our ability to successfully manage Company-owned or controlled bottling operations; the impact of 

climate change on our business; global or regional catastrophic events; and other risks discussed in our filings with the Securities and Exchange 

Commission (SEC), including our Annual Report on Form 10-K for the year ended December 31, 2010 and our subsequently filed Quarterly 

Reports on Form 10-Q, which filings are available from the SEC. You should not place undue reliance on forward-looking statements, which 

speak only as of the dates they are made. The Coca-Cola Company undertakes no obligation to publicly update or revise any forward-looking 

statements.  



Our Mission 
 

To refresh the world... 
 

Inspire moments of optimism  

and happiness... 
 

Create value  

and make  

a difference. 

 



OUR STRATEGY IN NORTH AMERICA  
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Building 

Strong Brands 

Creating 

Customer Value 

Sustain 

and Repeat 



EVOLVING OUR MARKETING AND INNOVATION  
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TRANSFORMING OUR STRUCTURE  
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MARKETING A 

BUSINESS STRATEGY  
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DYNAMIC MARKET WITH EXCITING GROWTH  
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STRONG BRAND PORTFOLIO  

Billion Dollar Brands 
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IN US 



GROWING BRAND STRENGTH  
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FAVORITE BRAND VS. NEAREST COMPETITOR 

4.3x  6.0 x  2.7 x  1.7x  4.0x  0.2x  1.0x  

Source:  B3 (Beverage Brand Barometer) CCNA on-going consumer tracker  - 12  Months Trailing as of March 2011  



LEADERSHIP IN SPARKLING  

13 

Four Straight Qtrs of  

Volume Market Share Growth 

Q2, Q3, Q4 2010 & Q1 2011 

Volume Growth 12 Months Ending Q1 2011 

With Teens With Family Shoppers 

óIs Coolô óGood When Having Fun with Friendsô 
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Source: The Coca-Cola Company 12 month volume ending Q1 2011 versus prior 12 months, Market Share CCNA Internal/External Estimate and Brand Health B3 

(Beverage Brand Barometer) CCNA ongoing consumer tracker as of March 2011 



GROWTH LEADERSHIP IN STILLS  
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Q1 2011 Volume 

+8% 

Source: The Coca-Cola Company Q1 volume versus PY and Market Share CCNA Internal/External Estimate 

ACTIVE HYDRATION JUICE/JUICE DRINKS  BOTTLED WATER 

Q1 2011 Volume and Value Share 

Gains in All Categories 



CORE BUSINESS STRATEGIES  

 

ÅStrengthening Brand Occasion-Price-Pack Architectures 

ÅCreating Purchasing Experiences WITH  Customers 

ÅInnovating to Build Brands 

ÅConnecting Deeply with Consumers 

15 



STRENGTHENING BRAND OCCASION - 

PRICE -PACK ARCHITECTURES  
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IMMEDIATE 

CONSUMPTION 

FUTURE 

CONSUMPTION 

BEVERAGE OCCASIONS VALUE 


