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[bookmark: _Toc89261696]Abstract
As the global awareness and demand for sustainability is growing, the expectation of accountability and responsibility for organisations is leading to organisational change to achieve global goals of net zero carbon.
The Paris Agreement (2016) has set the goal of net zero carbon by 2050, Amazon has come together with Global Optimism to co-found the Climate Pledge and achieve the goal by 2040.
The Climate Pledge currently has 215 signatories, and this number is growing. 
Organisations that have signed up to the Climate Pledge have agreed to regularly measure and report greenhouse gas emissions, implement strategies to eliminate carbon and actions to offset remaining emissions.
This portfolio will focus on the Climate Pledge signatory Coca Cola, the market leaders in the soft drink industry. The portfolio will look at the changes Coca Cola will make to enable the organisation to meet the Climate Pledge goals.
A SWOT and PESTLE analysis of Coca Cola’s current position will be used to explore how the external environmental changes are impacting the business. 
Coca Cola’s need to implement strategic changes will be considered and a stakeholder analysis will be used to develop the strategies for change.
A change management plan will demonstrate the leadership style and how the change can be managed effectively, considering issues related to strategic change. 
The portfolio will conduct an evaluation of Coca Cola’s organisational culture and the impact it can have on the change management strategy.
Lastly, the portfolio will offer recommendations and solutions for Coca Cola’s problems which are encountered during their organisational change.
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[bookmark: _Toc89261697]Introduction 
Coca Cola are the world leading manufacturers of soft drinks. Coca Cola Enterprises was established in 1986, when an Atlanta pharmacist, Dr Jo Pemberton began producing Coca-Cola syrup for sale in fountain drinks. The bottling business began in 1899 when businessmen, Benjamin F. Thomas, and Joseph B Whitehead, acquired the exclusive rights to bottle and sell Coca-Cola for the United States, as The Coca-Cola Company.
In the early 1980s bottling of Coca Cola began to consolidate then in 1986 the Coca Cola company merged with the John Lupton franchises and BCI Holding corporations bottling holdings they formed the Coca Cola enterprises inc (CNN 2020).
Coca Cola then went on to offer stocks to the public in 1986. In December 1991 a merger between Coca Cola enterprises and Johnston Coca Cola bottling group created more strength for the company. As a part of the merger the management team assumed the responsibility of managing the company and began to dramatically reconstruct in 1992. The reconstruction was a resounding success and sales had climbed to $1.4 billion and total revenues were recorded at $5 billion (Coca-colacompany.com. 2021).
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Figure 1. Coca Cola at a glance (Coca-colacompany.com. 2021).
[bookmark: _Toc89261698]Coca Cola and Change Management
Change management is the key component when it comes to bold and innovative initiatives. As Coca Cola have experienced in the past some change have a significant impact and are more challenging (Burke, W. W. 2011).
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Over the years Coca-Cola has been through many change management challenges. in the 1980s coca colas main competitor Pepsi had started to target Coca Cola quite aggressively and Coca Cola decided to respond with the release of New Coke which was a sweeter soda. 
The change to New Coke did not appeal to the public, and Coca-Cola Promptly reverted to the old formula. Coca-Cola responded to the consumer preferences to preserve the appeal of their main product.
During World War II Coca Cola remained active by offering free drinks to the GIs, Coca Cola used this contribution to market themselves as a symbol of the US war effort to boost their product recognition in many countries the allied forces were occupying at the time. this strategy established a strong presence globally and with the addition of the number of manufacturing site growing across the world, the global expansion strategy was boosted greatly. 
[image: Coca-Cola From Start-Up to Global Enterprise]

Coca Cola has continued to successfully implement change management and adapt their strategies proactively. In response to competition in the more health-conscious consumer market, Coca-Cola released new products like Green Coca Cola, Enviga and Coca-Cola Zero.
In 1998 whilst Coca Cola in 1990 was supersizing in America, in response to the financial crisis in parts of Asia Coca Cola decided to downgrade their bottle sizes to make them more affordable. The smaller bottles remained on the shelves in Indonesia, in recent years due to the economic boom The larger size bottles and cans availability has increased. financial crisis, the company pursued an acquisition strategy to better deal with changing consumer preferences.
[image: COCA-COLA - THE DRINK THAT UNITES THE WORLD – Mixer Direct]
The Coca-Cola Company ensure change management is a vital part of their strategic operations, this puts them in a strong position to quickly convert external environmental factors into beneficial opportunities for themselves. Therefore, they are able to deal with the changing customer preferences and react promptly and proactively when anticipating the changing trends and customer preferences. 
[bookmark: _Toc89261699]Coca Colas Need for Change

Even though Coca Cola is one of the world’s best-known brands they still need to reinvent themselves from time to time in order to meet the expectations of their customers and employees.
Through the environmental sustainability commitments Coca Cola Has pledged to achieve their net zero ambition by 2040. There is a global agency behind an array of environmental and social concerns which Coca Cola commit to help support and recover (Win, T., 2021).
Coca Cola is facing their corporate and social responsibilities and have pledged to advocate for a secure green recovery, Coca Cola have recognised that being such a large global organisation their role is critical in the transition to a neutral climate economy and have recognised supporting communities, employment, economic growth and creating new ‘green’ job roles all elements all the process (Mento, A. J., Jones, R. & Diradorfer, W. 2002).
[bookmark: _Toc89261700]Coca Cola’s CSR Policy
CSR (Corporate Social Responsibility) policy is an increasing focus for big organisations like Coca Cola. The CSR policy covers how well Coca Cola is managing the social, environmental and economic operations within the organisation. The CSR policy covers important facts, which can influence customers and investors.
Coca Cola breaks down their CSR policy into two parts. The first part is the ‘Better Shared Future’ which includes information about diversity, community interaction, employees, and the contribution of the Coca Cola Foundation; the other part is the ‘Sustainable Business’, which covers their water usage, packaging, product materials and sustainable agriculture (Coca-colacompany.com. 2021).
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Figure 2. Coca Cola CSR Policy (Coca-colacompany.com. 2021)/Appendix 1
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(Coca Cola Twitter, 2021)
[bookmark: _Toc89261701]Coca Cola’s Net Zero and Environmental Efforts

2011 'Deliver for today, inspire for tomorrow' The plans for sustainability were launched.
2013 Sustainability Innovation Summit.
2015 First SBTI Target Set.
Committed to using 100% renewable electricity.
2016 CDP Climate A-List.
2017 ’This Is Forward’ Sustainability Action Plan launched.
2018 100% renewable electricity status achieved. 
2019 Coca Cola achieves emissions reductions across. 
50% - core business
30.5% - entire value chain
2020 Action on Climate Now launched and signed the Climate Pledge.
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See appendix for CSR Policy.
[bookmark: _Toc89261702]Coca Cola’s Vision
Coca Cola’s vision of a green future for the business and their sustainability strategy is reflected in the efforts and investments being made by the organisation.
Coca Cola’s vision includes global Group wide sustainability action plans. The strategies involve continuously consulting with stakeholders worldwide.
[bookmark: _Toc89261703]Coca Cola’s Business Model Canvas
[image: Coca-Cola business model | How does Coca-Cola make money?]
Figure 3. Coca Cola Business Model Canvas (Coca-Cola business model canvas, 2021).
[bookmark: _Toc89261704]Coca Cola VRIO Analysis
Valuable: 
· Global Distribution Network: Yes, this is an important resource which enables Coca Cola to distribute to their worldwide market and maintain their global presence. 
· Wide range of products: Yes, Coca Cola’s range of products appeal to their customers around the world with diverse tastes. 
· Qualified: Yes, having the skilled workforce, Coca Cola is able to manage large systems effectively. 
· Marketing Skills and Spending: Yes, this helps Coca Cola manage their brand identity and connect with customers as trends continue to change at a constant pace.
· Secret Formula: Yes, Coca Cola’s secret formula is closely guarded and accessed only by a small number of people within the organisation.
· Brand Image: Yes, brand image is important for adding value and maintaining an impressive market presence. 
· Research and development: Yes, it aids Coca Cola in their efforts for sustainability and enables them to continue to innovate and plan for the future and changing market conditions.

Rare:
· Global distribution network: Yes, Coca Cola is one of only a few organisations in the beverage industry who possess a large scale distribution network of this size. 
· Large product range: No, Pepsi, one of Coca Cola’s biggest competitors has a large product range, including a range of snacks.
· Skilled human resources – Yes, Coca Cola has skilled and successful human resource management and is ahead of other organisations in HR, in terms of effective management of HR.
· Marketing skills and expenses: Yes, Coca Cola spends around $4 billion on marketing. This figure is considerably higher than their competitors. Skills may be matched. However, the high levels of expenditure would be difficult to match by competition.
· Secret formula: Rare, however, Coca Cola’s main competitors Pepsi and Dr Pepper Snapple have unique flavours. Many company’s have tried to imitate Coca Cola’s flavour, however they can not match Coca Cola’s unique taste.
· Brand image: Yes, Coca Cola has a strong brand image, this would be difficult to enter the market and achieve. However, Pepsi have built a strong brand image over the years.
· Research and development: Yes, however, Pepsi also invests heavily in research and development.
Imitability:
· Global distribution network: Pepsi has their own global network of distributors.
· Large product range: Pepsi also has a large and extended product range.
· Skilled human resources – yes, the difficulty would be high to imitate a highly skilled and large human resources team. The expenses would be high and it would involve recruitment, training, external skilled recruitment teams assistance.
· Marketing skills and expenses: Hard to imitate due to costs. Highly competitive
· Secret formula: Not currently possible to imitate – gives Coca Cola a sustainable and competitive advantage
· Brand image: Not possible to imitate. However, a strong branding of competition can be a threat.
· Research and development: it is not unique as other organisations conduct research and development too.
 Organisation: Coca Cola’s policies and procedures are efficiently organised to aid and assist global operations in accordance with global guidance and laws.
· Global distribution network – Yes.
· Large product range – Yes
· Skilled human resources – Yes
· Marketing skills and expenses – Yes
· Secret formula – yes
· Brand image – Yes
· Research and development – Yes
Does Coca Cola provide a sustainable competitive advantage.
· Global distribution network – No, this is a temporary advantage, as Pepsi also has a global distribution network. However, it would be difficult for a new rival to imitate.
· Large product range – No, one of the main competitors Pepsi has a large range of products and extended their range into snacks.
· Skilled human resources – this would involve huge costs to initiate. However, Pepsi has the financial strengths to imitate a similar system.
· Marketing skills and expenses – highly competitive for a new organisation. However, established competitor Pepsi can imitate as they are financially strong.
· Secret formula – Yes. – this currently gives Coca Cola a sustainable competitive advantage
· Brand image – yes to a certain extent, as there is only one competitor, Pepsi who has a comparably strong image in the industry.
· Research and development: only to a certain extent as Pepsi also invest highly in this area.
This VRIO analysis reveals that the beverage market is characterised by fierce rivalry. Whilst Coca Cola has some significant competitive advantages, Pepsi can equal the majority of them. The main competition is centred on product quality and flavour. Pepsi has expanded its snack portfolio, providing it a competitive advantage. Coca Cola's secret formula and brand image, on the other hand, continue to give it a competitive advantage (Coca Cola, 2021).
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[bookmark: _Toc89261705]Why Does Coca Cola Need to Change
It is important for Coca Cola to be seen as environmentally friendly, this increases brand awareness, and their image is also seen more positively.
This has a subconscious effect on customers, which is not necessarily a direct marketing tactic. Coca Cola is a global leader in their industry, and they do not need to market their products, they market the positive image of their brand. this is demonstrated in their advertising campaigns which are mostly about feeling good with friends.
Changes are influenced by internal and external factors. The negative publicity Coca Cola can receive for contributing to greenhouse gases can take away feel good factor and positive image of their brand. If Coca Cola is proactively trying to counter the environmental issues they cause, then they can retain their positive image of their brand (The Coca-Cola company, 2020)
[image: Coca-Cola encourages Thai millennials to have more meals with friends and  family- Tempemail - Blog - Tempemail.co]
[bookmark: _Toc89261706]Criticisms of Coca Cola
Coca Cola has also started sustainable water campaigns in the past, when in the 2000s Coca Cola came under much criticism for their use of water in the world, specifically regions already in stressed water situations. 
Coca Cola is able to keep distribution costs low by tapping into local water supplies. However, as local water supplies in some areas were becoming critically low in 2007 are US student decided to start protests to help save the livelihoods of Indian farmers who were suffering as a result of big water users like Coca Cola in their area. The negative publicity was being spread globally and threatening coca colas brand image and business strategy.
In 2007 at the Beijing World Wildlife Fund Conference Coca Cola CEO at the time E. Neville Isdell, Pledged.
“The Coca-Cola Company pledges to replace every drop of water we use in our beverages and their production to achieve balance in communities and in nature with the water we use.” The Plan was to ensure Coca Cola’s operations were “water neutral.” Coca Cola pledged to reach the goal by 2020.
A study into Coca Cola is water footprint assessment was carried out by Dutch scientist Arjen Hoekstra, which counted the water, which was used in the factories, what was needed to grow all raw material, manufacture the packaging and any water which was used to going into each product.
The assessment showed that it takes around 35 litres of water to make half a litre of Coca Cola in Holland. However, most of the water around 28 litres is used in the initial stages to grow the sugar beets which sweeten the drink, another seven litres of water is used at the plastic bottle manufacturing stage in addition to 0.3 litres of operational water which is used at the bottling plants to make half a litre of Coca Cola.
The operations stage water footprint was small in comparison to the supply chain water footprint.
These findings bought Coca Cola more negative publicity and they realised how huge the undertaking would be to become water neutral from operations and the supply chains.
When planning strategies for change management it is essential to consider all stakeholders. Coca Cola affectively had taken on responsibility of their supply chain associates when publicly announcing that they would aim to become water neutral by 2020. 

[bookmark: _Toc89261707]Stakeholders of Coca Cola
Coca Cola is a multinational corporation sold in over 200 countries, they work with hundreds of stakeholders, The biggest stakeholders being bottling companies, suppliers, consumers, customers, industry partners, governments, and NGOs (The Coca-Cola company, 2020).
Considering the Climate Pledge Coca Cola will be working closely with the founders Amazon and global optimism, the other signatories, the scientific community around the world and work closely with organisations like Greenpeace and the World Health organisations.
[bookmark: _Toc89261708]Internal stakeholders of Coca-Cola 
There is a Board of Directors, the Vice presidents, senior leaders, employees, and shareholders. they are the main internal stakeholders of Coca-Cola. The number of senior leaders in Coca Cola is limited and they are also part of the Board of Directors, together they make decisions on the strategic direction of Coca Cola. Both the senior leaders and board of directors are committed to making a positive impact on local communities and the climate pledge. The direction of strategic thinking is aligned of senior leaders and the board of directors.
In 2019 the number of employees in Coca Cola’s workforce was greater than eighty-six thousand. Coca Cola offers an array of opportunities, including apprenticeships and management training programs globally, which attracts and enables Coca Cola to retain skilled and talented employees. With Coca Cola’s offers of Professional career development opportunities, employees can develop a long and successful career. However, Coca Cola has been entangled in many lawsuits and ordered to pay out settlements to former employees, for racial discrimination cases (Bachman, 2006).
Coca Cola has faced many difficulties from their shareholders when their strategic plans did not align, these challenges cost Coca Cola time and resources to resolve the issues (CNN, 2020).
[bookmark: _Toc89261709]External stakeholders of Coca Cola 
External stakeholders include Coca Cola’s bottling partners, customers, consumers, suppliers, industry partners, governments, and NGOs. The number of consumers is difficult to calculate, however around 1.9 billion servings of Coca Cola are served every day around the world. Therefore, Coca Cola work closely with many bottling plants around the globe.
[image: Coca-Cola forced to abandon India bottling plant plans | Financial Times]
Coca-Cola sells the concentrate and syrups, which are the base of the beverage, to their bottling partners. They then manufacture the final product and sell on to the organisational customers, such as wholesaler warehouses, retail outlets, independent retailers, restaurants, theme parks, cinemas and many more. The organisational customers sell the products direct to the consumers (The Coca-Cola company2020). The bottling partners are of very high importance as stakeholders to Coca Cola.
Governments and Non-Governmental Organisations NGO’s like Greenpeace are also highly important stakeholders of Coca Cola. Maintaining a good relationship with NGO’s is essential. It is not an easy feat for a huge organisation like Coca Cola.
In 2017 NGO’s came together with academics and protested against a bottling plant in Mexico. Coca Cola was using around 750,000 litres of water in the area, where they were already suffering from a water scarcity. Similarly in 2006 in India, due to health concerns; the schools and colleges in several states banned the sale of Coca Cola.
[image: Killer Coke News Archive | 2006]


[bookmark: _Toc89261710]The Power and Influence of Coca Cola’s stakeholders
Considering all stakeholders is imperative for Coca Cola. However, they do not all possess equal power or interest. The Board of directors and senior leaders have the most power as stakeholders; they chart the strategic direction for Coca Cola.
Shareholders can place a considerate amount of pressure on Coca Cola to influence their strategic decisions. The organisational customers have power and are important stakeholders; however, individually they are unable to exert much impact to the operations at Coca Cola.

[bookmark: _Toc89261711]SWOT Analysis for Coca Cola

	Strengths
· Strong brand identity.
· Sell in over 200 countries worldwide.
· Connected with partners, working towards the same goal; Climate Pledge
· Strong position financially, to invest in sustainability.
· Already achieving set targets for net zero.
	Weaknesses
· Reliance on the use of plastic.
· Low product diversification: compared to Pepsi who have expanded into an array of snacks. Coca Cola could expand to demonstrate sustainability efforts in other types of packaging, this can counteract the fact that they are one of the top four companies in the world contributing to global warming due to their main products being throwaway plastics (Win, 2021).

	Opportunities
· Coca Cola revealed the cardboard can-collar, as a part of sustainability efforts in 2020.
· Coca Cola can continue to create innovative and sustainable packaging.

 [image: On the grand scheme of things, this really is a ridiculously small effort from Coca-Cola]
· Coca Cola has joined the journey to net zero with worldwide organisations; collaborations with other signatories of the Climate Pledge can help to achieve the goals by 2040 or sooner.
	Threats
· Not enough technological advancements being made and innovations to support Coca Cola’s ambitious goals.
· Competition not sharing innovations and discoveries to achieve net zero. 
· Not being able to meet targets on time.
· Stakeholders disagreeing with decisions, causing delays and changes to plans.
· Negative publicity on social media, tarnishing Coca Cola’s efforts.
· Workplace culture not being aligned to the same goal amongst employees.



[bookmark: _Toc89261712]Change Management
Change can be defined change as “a transit verb to make different”, “To become different, undergo transition” (Merriam-Webster Dictionary, 1828). Organisation’s experience change as a part of development, to evolve and progress. Change is essential for progression and process requires a systematic approach of management. Organisational change management for Coca Cola may be demonstrated by a systematic process through which Coca Cola conceptualise, implement, and appraise their Climate Pledge efforts to achieve their net zero target (Neilson, G. Kvings, et al. 2004).
[bookmark: _Toc89261713]Lewin’s Models for Change Management
There are many theories and models used to aid and manage changes in organisations. The Lewin’s model is best suited to support Coca Cola’s change management for supporting the concept of organisational change. The business plan which be created for this portfolio will use the Lewin’s Three Step change (Force Field Theory).
The three stages of Lewin’s model are demonstrated in figure below; Lewin observed how the driving forces facilitated change and pushing employees into the required direction. 
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Figure 3 Lewin’s Three Step change (Force Field Theory)/ (Rizescu, A. & Tuleaga, C. 2010).
Lewin suggested that restraining factors hindered change, as they drive employees into the opposite direction. The result of Lewin’s theory moves the balance to the direction of the desired change (Rizescu, A. & Tuleaga, C. 2010).
[bookmark: _Toc89261714]Coca Cola Change Management Plan
In accordance with Lewin’s model the initial step would be to unfreeze the existing current situation of Coca Cola. Unfreezing would enable Coca Cola to overcome any strenuous resistance from the stakeholders, which could be exerted onto the change process. 
Lewin recommends three ways to achieve the unfreezing stage.
· Increase drivers which direct behaviour into the opposite direction of the current situation.
· Decreasing restraint drivers which have a negative impact on ability to move away from the current situation
· Finding an equilibrium between driving and restraining factors to both steer into the direction of the change (Cummings, Stephen, & Bridgman, 2016).
Lewin’s second step for Coca Cola would be to change behaviour; this stage is known as the movement stage. 
Coca cola would reach a new balance at this stage. Stakeholders would be persuaded to accept that the current state-of -affairs is not of benefit to them. Stakeholders would be encouraged to view the situation from a fresh perspective and collaborate more effectively to achieve a common goal.
Providing the relevant details and connecting the views of stakeholders to other powerful members of the Climate Pledge would be a strong move for Coca Cola, which can greatly support the change. 
The third step for Coca Cola in Lewin’s change model is Refreezing. This step would need to take place after the change has been executed. This stage has a connection with the requirement of the sustainability of the change (Burnes, B. 2004).
[bookmark: _Toc89261715]Criticisms of Lewins Model
Many critics argued that the world is primarily an ambiguous place in which specific plans are impossible to make and flexibility is required. Organisational objectives should be fostered by loose controls, based on common values and culture, pursued by empowered people utilising their own initiative, rather than intensive supervision and strict restriction’s (Peters & Waternan 1982).
Despite the fact that Lewin's theory has been questioned by many, the literature on change management shows that he is still revered and considered as the father of all social theories of change. It is widely acknowledged that Lewin laid the groundwork for all theories of change, and that all theories developed after Lewin's have some connection to the basic notion of planned behaviour championed by Lewin (Kritsomis, A. 2005). As a result of the genealogy of change management, Lewin has received support from the following scholars, among many others: one peer offered support inhis words; the study of change management has “followed Lewin” (Jeffcut, 1996).
[bookmark: _Toc89261716]Recommendations
Change management is essential to any business seeking to stay competitive and bring about big changes in an organisation. The following principles are essential;
[bookmark: _Toc89261717]Support your HR team
HR departments are crucial in change management. To effectively manage change, Coca Cola’s HR team will require the necessary tools and new innovative techniques. External specialists can be recruited to assist in these operations (Ruta, C. D. 2005).
[bookmark: _Toc89261718]Executive Support
Coca Cola would need to ensure that the transformation process has strong and effective executive support or sponsorship. The change management process could be chaotic and even fail if leadership does not get on board. The partnership with Amazon and Global Optimism is the ideal start. Internal leadership within Coca Cola will need to be assessed to ascertain whether the correct leadership styles are being utilised and the goal focus is aligned (George, J. M. & Jones, G. R. 2012).
[bookmark: _Toc89261719]Create a great plan
Coca Cola would need to work according to a well-thought-out change management strategy. All roles and duties should be clearly defined in the plan. It should explain why the change is being implemented and provide a strategic communication plan to ensure that everyone is onboard.
[bookmark: _Toc89261720]Appointing an acquisition committee
To streamline change management, Coca Cola should appoint a committee; which should include representatives of HR, IT, finance, and operations, as well as an employee advocate or team lead (Legris, P. Ingham, J. & Collerette, P. 2001).
[bookmark: _Toc89261721]Conclusion 
Change management is essential for all organisations to implement change effectively. 
Organisation’s like Coca Cola are operating in a state of flux, there are new technologies emerging all the time, needs of customers and trends are changing more and more frequently. Ongoing change which is managed effectively with successful planning strategies, implementation, guidance throughout the change initiatives would see Coca Cola in a cutting edge position.
The soft side of change is getting the employees at Coca Cola on board to make any modifications to their roles and workplace, and it's the most difficult and crucial aspect of change management since everything depends on your staff buying into the change (Akpa, V. 2017).

With effective change management, Coca Cola can avoid the cost of inadequate change management and the embarrassment and negative publicity of not being able to meet their targets as part of the climate pledge agreement. Also;
  • Coca Cola could avoid unnecessary loss of productivity 
  • Employee morale becoming low due to changes
  • Lack of support from managers and stakeholders 
  • Negative impact on suppliers and customers 
  • Overdue goals not being met and costs overrunning
 
Proper change management is essential for the success of Coca Cola’s Climate Pledge targets and their brand image.
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Water
Leadership

More than a decade ago, The Coca-Cola
Company set a pioneering goal to
replenish the water we use in our drinks
and their production. We also set
targets to use water more efficiently
and to treat all wastewater in our
production processes.

Our
Priorities
& Progress

In each of the last six years, we met and
exceeded our 2020 replenish goal. At

the same time, we have continued o,
improve the efficiency of our water use.

We now need only 1.84 liters of water per
liter of final product, a 19% improvement
compared to 2010. While we are proud of
our progress, this is short of our goal due
to changes in our product and packaging
portfolio. For example, producing more
diverse product ranges and smaller or
refillable packages requires more frequent
cleaning and rinsing, which limits the
water efficiency in bottling production.

In addition, the pandemic reduced
production volumes in 2020, reducing the.
overall efficiency of production lines.

ur publicly reporte

npany’s

ttling

partnel than 200
countries and territorie:

Having pas
tone c

READ MORE: Water Leadershin

13.5M+

people provided access to
safe drinking water, sanitation and
hygiene since 2010"

1.75T+

liters of water replenished
globally since 2012

ard new,
plans, including our 202
packaging
goal and our new
vater strategy

100%

Percentage of water used in our finished
beverages returned to nature and communities’

L3 |
B 1% |
CI) |

2 [EE—

Percentage improvement in water efficiency
Since 2010

Our New Water Strategy

Our new 2030 water strategy
recognizes the urgency of our growing
shared water challenges and the
interconnection of water and other
priority goals. Our vision is to increase
water security where we operate, source
ingredients and touch people’s lives.

by improving water availabilty,

quality, access and governance.

2020 Business & ESG Report

Reducing
Added Sugar

Sugar reduction remains a top priority.
As we continue to evolve as a total
beverage company and respond to
consumers' desires for more choices
across categories, we are reducing added
sugar while providing more drinks with
nutrition benefits; optimizing our mix

of products; offering smaller package
choices; and providing consumers with
clear nutrition information.

We offer a wide range of beverages—
including sparkling soft drinks, water,
coffee, tea, dairy, juices, sports drinks and
plant-based options. We track the results.
of our sugar reduction efforts, the majority
of which stem from changes to our
sparkling beverage recipes and packaging
size reductions.

READ MORE: Qur Partfolio/Reducing
‘Added Sugar

018 09
Ll Ll 220
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$KO CEO James Quincey: “We continue to be
encouraged by our performance year-to-date as we
accelerate our evolution...”

(14 We continue to
be encouraged by
our performance
year-to-date as
we accelerate
our evolution...”

JAMES QUINCEY
President and CEO
The Coca-Cola Company
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THE PATH
10 ZERO

The world is at a critical point and we
must all play our part to cut Greenhouse
Gas (GHG) emissions, to limit global
temperature increase to 1.5°C and protect
the future of our planet.

Climate change may be bigger than all of
us, but it is not beyond us.

That's why we're working towards a
Net Zero future. And why we're taking
action NOW to reduce GHG emissions
across our entire value chain, from the
ingredients we source and packaging we
use, to the drinks we sell.

THE

Certity

compaNY

Cestly

EUROPEAN PARTNERS

OURAMBITION
NET ZERO
BY 2040

‘Over the last decade, we've reduced GHG emissions across.
our enire value chain by 30.5%.

Were now focused on reducing our value chain emissions.
‘even further, with a focus on our scope 3 emissions where
our biggest impacts occur.

‘Our ambition is to be Net Zero by 2040. We couid et
there faster by ofsetting, but we have chosento focus first
on reducing our own emissions.

1.
REDUCE EMISSIONS
BY 30% BY 2030

‘Wel reduce absolute scope 1, 2 and 3 GHG emissions by 30%
by 2030 (vs 2019). Tis arget has been approved by the Science.
25 being inne with a 1.5°C

patway.

Ourfocus will b fo reduce GHG emissions across our enfire:
value chain: ingredients, packaging, operations and commercial
sites, ransport and cold drinks equipment.

“This means we wil reduce our scope 1 and 2 emissions as far as
possible and do al we can to reduce our scope 3 emissions by
‘working in partnership with our suppers.

2.
MOBILISE OUR SUPPLIERS
ON CLIMATE ACTION

‘Wl aimfor 100% of our srategic” suppliers b set science-
based targets by 2023 and shift  100% renewable eleciricty.

‘We know that over 90% of our GHG emissions are scope 3
emissions, 5o 1o achieve ou net 2ero ambion, we need
our supplers o take bold acton too by

« Setting their own SBTi-validated GHG emissions
reduction targets by 2023

- Committing to using 100% renewable electricity.
‘across their operations

- Sharing their carbon footprint data with us.

‘Around 100 of our suppiers create over 90%
of our scope 3 emissions. Now, more than ever,

we must work ogether.
THE PATH REDUCTION ALREADY ACHEVED 2030 REDUCTION TARGET PATHWAY 0 NET 2680
TO NETZERD:

OUR GHG EMISSION "
REDUCTION PATHWAY g

e

s o)

2040,
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Five principles will guide our efforts:

‘TAKE FULL RESPONSIBILITY:
Our commitment i to reduce emissions across our full value.
chain,including scope 1, 2 & 3 emissions.

EMPOWER SUPPLIERS:

Well mobilise suppliers to take cimate action by working
closely wih them {0 reduce scope 3 emissions.

OFFSET ONLY WHERE ESSENTIAL:

Well recuce emissions as far as possible. When we can't
reduce emissions any further wellinvest in mechanisms.
which remove carbon from the atmosphere of certified
carbon offset projects, o help us reach Net Zero.
‘Some of these could serve as temporary solutions.
while we ideniify other reduction opportunites.

BE FULLY TRANSPARENT:

Well continue to disclose information about our value chain
GHG emissions and the cimate isks we face.

As a major business we wil use our voice o nfluence publc
policy which wil help drive the transiton to @ low carbon future
‘and achieve the changes needed across our econormies.

ACTION
ON
CLIMATE
NOW

«We'llsliminate new virgin oil-based PET from packaging
and switch to rocycled plastic

We'll continue to reduce the weight of our packaging

We'll make our distribution networks.
‘and transport routes mor efficient

« We'll switch to more efficient cold drinks equipment
Wl transport more of our products by train

W'l transition six manufacturing sites to become carbon
noutral by the end of 2023

~We'll use more electric vohicles.

We'llinnovate in refillable packaging
‘and dispensed technology

As we move through our immediate hree year plan.
we wil leam and solve key challenges which wil aiso
influence the way we approach our Net Zero ambton.

We wil continue adapting, learming rom others and adopting
new technologies to help Us set miestones [0 achieve our

longer term amiton.
/AND WE MEAN BUSINESS

Our ambition s supported by a three.year €250m
investment and is underpinned by a cimate-inked, long-term
incentive plan spuring ou leaders forward.

Well continue to incorporate cimate isk into our core financial
reporting and we'l encourage our supplers 1o 4o the same.

2019 GHG EMISSIONS
BREAKDOWN BY
SCOPE

.
S
o SOPE2
A% e,
2

SCOPE3:
937, S
A9  EEEEESE

2019 6HG
EMISSIONS
BREAKDOWN -
VALUE CHAIN

16%

% 9%

OPERATIONS AND
COMMERCIAL SITES
TRANSPORT

COLD DRINKS EQUIPMENT
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World Without

Waste

We have a responsibility to help solve DESIGN

the global packaging waste crisis.
That's why, in 2018, we launched an
ambitious sustainable packaging
initiative called World Without Waste.
Three years into this journey, the global
conversation about plastic pollution—
and calls for urgent, collaborative
action—are intensifying. We continued
to make progress in 2020, despite

the challenges from the pandenic.

New Virgin Plastic
Reduction Goal

We have set a new goal to reduce
our use of virgin plastic derived from
non-renewable sources by a cumulative
3 million metric tons over the next five.
years. In 2025, depending on business
growth, we project that we will use
approximately 20% less virgin plastic
than we do today.

READ MORE:

W ——)
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P

Make 100% of our packaging recyclable
globally by 2025—and use at least
50% recycled material in our packaging

by 2030.

of our packaging recycled material

recyclable globally'  in PET plastic
Ppackaging globally*

COLLECT

Collect and recycle a bottle or can for

each one we sell by 2030.

100%
s
LR
» EE——
Parcantage of botties and cans we refed

or helped recover equivalent to what we
Introduced Into the marketplace

PARTNER

Bring people together to support a
healthy, debris-free environment.

Climate Sustainbie

‘Agriculture

Climate

Climate change is a priority issue for our
business, and as a global company, we
have a long-standing strategy to reduce
our carbon footprint. We approach this
challenge by reducing the impact we
have on climate change; by identifying
the risks a changing climate have on our
company; and by collaborating with key
stakeholders to amplify our actions.

Our climate strategy supports our
sustainable agriculture, water and World
Without Waste strategies. And our
approach to climate governance responds
to increased interest from investors and
other stakeholders to provide disclosures
aligned with the Task Force on Climate-
related Financial Disclosures (TCFD)

Having achieved our “drink in your hand”
goal to reduce relative carbon emissions
by 25% by 2020, against a 2010 baseline,
‘we are now working toward our 2030
Science-Based Target to reduce absolute
GHG emissions 25% by 2030. Our ambition
s to achieve net-zero carbon emissions

by 2050,

Goals

* Reduce absolute GHG emissions
25% by 2030

« Ambition to achieve net-zero carbon
emissions by 2050

READ MORE: Climate

Estimated percentage reduction of the carbon
footprint of the “drink in your hand" since 2010°

2020 Business & ESG Report

Peopie s
Communities

Operations
Highiights

oata

Reporting
Framewarks
Teoes

Sustainable
Agriculture

A sustainable and resilient agricutural
supply chain has never been more critical
0 our interrelated goals, especially
around climate, water, human rights

and enabling women's empowerment.
Since 2013, our goal has been to more
sustainably source our priority agricultural
ingredients, including our main natural
sweeteners, fruit juices, coffee, tea, soy.
and timber products.

In 2020, we faced many challenges.
COVID-19 impacted the ability of our
suppliers to arrange on-farm
assessments, as well as our ability

to meet with suppliers and farmers.
While this had an impact on our
performance in cane sugar and cor,
we continued to make progress across
most of our other priority ingredients.

While we're proud of the progress made
toward our ambitious 2020 goal, we.
recognize that we have to push

forward with our integrated approach to
ensuring sustainable practices across.
our agricultural supply chain.

READ MORE: Sustainable Agriculture —

Progress toward our sustainable sourcing goal*
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Our Priority ESG Issues

Focusing on the highest-priority ESG
Issues for our company, system and
stakeholders is a foundational step.
In how we conduct business and
develop our corporate strategy.

Itis also foundational to how we
evolve and report on our business.
and our ESG efforts. During 2019,
we undertook a thorough review of
our priority issues In collaboration
with a cross-functional internal
team and key external stakeholders.
These stakeholders represented
deep expertise across a range of
Issues and sectors, Including NGOS,
academia, some of our business
partners, customers and beyond.
We were quided by BSR. a leading
sustainability NGO.

In Uight of the COVID-19 pandermic
and the increased spotlight on
soclal ustice in the United States.
and around the world in 2020,

we reviewed our assessment to
determine if any of the priority
Issues had shifted. Cross-functional
teams including our ESG,

risk and public policy functions,
along with our external partner

BSR, evaluated the prior year's
assessment to determine If we.
should adjust any issue prioritization
for current or potential Impact to

the Coca-Cola system. We leveraged
market research and BSR's expertise
to update stakeholder expectations.

As a result, we have adjusted key
Issues on the matrix to better
reflect current priority ssues. Those.
adjusted were: economic downturns
and periods of uncertainty; diversity,
equity and inclusion; social unrest
and rising inequality; greenhouse
9as (GHG) emissions; and adapting
and thriving in a digital environment.
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Many issues remained high priorities
since our last analysis, but we
noted an evolution In stakeholder
‘expectations and potential impacts.
0 our business In these several
areas. For example, adapting and
thriving in a digital environment
rose in importance for stakenolders
and also became even more critical
t0 our business, as has been
demonstrated by the pandemic
Impacts. Economic downturns and
perlods of uncertainty Includes

events such as recessions

‘and pandemics, and 2020 clearly
‘demonstrated that this was.

of increasing importance for
both stakeholders and the
Coca-Cola system.

Meanwhile, the mutiple social
Injustices witnessed globally in
2020 underscored diversity, equity
and inclusion’s importance to
stakeholders and impact to our
business. Soclal unrest and rising

2020 Business & ESG Report

inequality, further exacerbated
by COVID-19, also Increased in
priority on the matrix. Lastly,

GHG emissions shifted due to
Increased expectations from
stakeholders and importance in

‘our own operations, as underscored
by our risk assessments and
climate scenario planning.

Both the 2019 analysis and the
2020 refresh are aligned with
our Enterprise Risk Management

process. Analyzing our priority
issues on a regular basis ensures.
that we take into consideration
the changing social, environmental
and economic context as we
continue to evolve our business.
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