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[bookmark: _Toc456901515][bookmark: _Toc118278405]Introduction 

The undertaking of this report is to assess organisational culture, borne from identifying and accounting for both macro and micro environmental influences. How organisations can adapt, innovate and be inclusive to both factors, whilst contextualising to its organisations vision, mission and values. It evaluates the purpose and need for evolving cultural dynamics within organisational culture, alongside evidencing need to align to corporate social responsibility, whereby creating a diverse inclusive organisational manifesto/vision which underpins organisation responsibilities and innovation to be inclusive and diverse.

[bookmark: _Toc118278406]1.0 Critically assess the workplace culture of the organisation.

Buchanan and Huczynski (2010) suggests that organisational culture is a “set of shared values, beliefs and norms which influence the way employees think, feel and act towards others inside and outside the organisation”

[bookmark: _Toc118278407]1.1 Culture 

Symington (1983) asserts “that complex whole which includes knowledge, belief, art, law, morals, customs and capabilities and habits acquired by a man as a member of society”, drawing a conclusion of a multifaceted combination of factors reinforce culture within an organisation.

The pattern of cultural elements that develop within an organisation, fundamentally is learned and adopted from a shared set of responses to the organisational environment, tasks and problems (Schein, 1992). An observational approach of organisational culture, comprises of what people believe, about how things work in their organisations, this is both behaviourally and physically.(Sinclair,1993)

[bookmark: _Toc118278408]1.2 Organisational Culture within the global brand, Coca Cola

[bookmark: _Hlk117107884][bookmark: _Int_7cGDkFCf]Coca Cola as a global brand, defines their culture through four pillars identified as ‘CARE’, create, articulate, regulate and evaluate, effectively creating a cultural lifecycle in line with organisational change. (The Coca-Cola Company, 2022). This transends and is embedded into their equality, equity and inclusion strategy which subsequently is integrated into its long term ambition and mission for the organisation, “Our vision is to craft the brands and choice of drinks that people love, to refresh them in body & spirit. And done in ways that create a more sustainable business and better shared future that makes a difference in people’s lives, communities and our planet.” (The Coca-Cola Company, 2022). A bold statement of vision which is broad in definition however, can be interpreted that the people’s lives and communities referred to, are how they wish to mirror its diverse cultural markets and integrate these cultures within the organisational structure. Thereby, promoting an inclusive and diverse culture within its organisation.

Melewar and Karaosmanoglu, (2006) stated a culture of an organisation is influenced by its creator thereby, will influence the culture portrayed. Whilst Coca Cola is a long established organisation, in 2019 it embarked on changing its approach to organisational vision and mission, showing it’s ability to evolve and innovate taking into account cultural, organisational structural change and economic factors. In an attempt to contextualise the mission and vision of the organisation with its internal community, James R. Quincey, the then Chairman & Chief Executive Officer (CEO), in a brave but inclusive, yet scoping, excercise outlined the companies purpose to the organisation’s employees in the form of a letter. (Quiney 2019) (Appendix A). The letter ended with an opportunity for employees to contact him direct with any questions/queries. This move aligns with Melewar and Karaosmanoglu, in the sense that culture is depicted by its originator in this case the CEO. 

However, is taken to another level by stating from hierarchy, their intention but are open to internal suggestion and influences. Reflective of Kotters model of transformational change in undertaking ‘buy in’ from the organisations internal influences to inform change. (Kotter, Cohen and Hoover, 2004). This example by Coca Cola began to formulate their cultural framework and vision combining norms, principles, values, and beliefs developing a “Consious We Follow” framework. Undertaking a strap line for their behaviours as “We nurture a culture with a passion to refresh the world. We make a difference’. (The Coca-Cola Company, 2019)

Handy (1985) identified four types of organisational cultural categorisations: power, role, task and person cultures.  As a global organisation Coca Cola has over 700,000 employees and has adopted practices to ensure that employees feel values, behaviours and culture is respected within the organisation and has built its mission statement around the input of it’s staff. Coca Cola conduct an Employee Insight Survey every year, however, expands further than that of pen and paper format but have introduced blogs, and digital formats to capture all employees values and beliefs. Responses form their improvement strategy which highlights their commitment to embrace the culture within the organisation. In doing so employees feel valued and heard. In addition Coca Cola also offer merit based annual reviews where performance is measured and compensated with merit raises. Additionally, backing up their words of conviction to support the lives of communities, it offers employee’s children an opportunity to qualify for a scholarship fund. S D Dwilson (2018).

However, culture is determined by a number of interconnecting factors, which can be seen as communication, body language and the management structure within an organisation. Kirch (1973). Contextually, a tower format of management structure, may be too distant to understand the opinions from those working below operationally on a grass roots level, as it contains a number of management levels . However, a flat line management system, can allow voices to be heard from operational employees to a number of line managers, which is natural with a flat composite organisational stucture. Thereby, Coca Cola are interacting with all levels of the organisation in a bid to ensure all voices are heard and interperated creating an inclusive culture. Additionally, the introduction of their annual survey also takes into account opinions of new and established workforce.

An organisation’s culture can be described as “the system of conviction, values, traditions and practices which are spread and shared by different individuals within the organisation” Legge, (1995).  This culture will also determine the overall performance of the organisation. McShane and Glinow (2005) stated that corporate culture aids employees to understand the organisation and through that involvement they would become a more effective workforce.  Coca Cola reflects this in the undertaking of an organisational wide letter, which support outlining their potential vision. In doing, so they created an interactive workforce environment, establishing feedback based on factual evidence to support efficiency as a common factor to mirror within their operational pratices. 

In context, Coca Cola are an advocate for inclusivity, embracing their organisation’s internal culture, building their mission and values in line with their corporate responsibilities and internal influencing factors. However, they also consider the undertaking and evaluation of factors that have impact in the organisational departmental operations and structure including supply chain, purchasers and the coorporate bodies from their macro environment whereby, embracing the cultural environment it serves.

[bookmark: _Toc118278409]2.0 Provide a critical evaluation of an organisation and the broader environment in which it operates

Boddy (2002) asserts that an organisation’s operational service can be impacted by micro environment (internal environment) and macro environment (external environment). Macro environment can be identified as both industry and general environment whereas predominantly the micro environment is the internal makeup of the organisation such as staff, corporate boards and management. 

Organisation’s operation and decisions are influenced by such environment and need to be constantly aware and consistently evaluating their affect to establish changes, trends and influences to stay ahead in the market, avoiding unnecessary challenges. This can be achieved by having a proactive approach to any differences between evaluations, allowing for the organisation to be more understanding of the impact in terms of economy, therefore, creating an organisation that is innovative, entrepreneurial and flexible in the management of their Business. (Vrontis and Sharp, 2003).

[bookmark: _Toc118278410]2.1 Understanding the Micro and Macro environment

Baseline information on the micro and macro environments can be identified through undertaking a stakeholder analysis. Clarifying to the organisation the influential stakeholders and establish importance of the organisations obligations to the stakeholder and that of understanding the affect they have on the organisational operational services. Acieveable by using an input/output stakeholder identification model:-
[image: Diagram
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Source:  Stakeholder mapping model - modified from Donaldson and Preston (1995)

[bookmark: _Toc118278411]2.2 Coca Cola’s Macro and Micro stakeholders

To understanding the relevent stakeholders, that may influence or impact on Coca Cola, a stakeholder mapping and analysis has been carried out, including within a stakeholder power influence analysis, using the above model methodology (Appendix B). Analysis identifies and contextualises the organisation’s micro and macro influences and its level of importance and influence. 

Coca Cola’s organisation connective components, from the macro environment were identified through the analysis and relevance to the organisation explained below.

1. Industry Partners
Part of their organisation that may carry out part of their day to day operation such as bottling

2. National Governing Organisations
Coca Cola set up a foundation to give back to its communities

3. Government organisation
These can include Ministry of Agriculture fisheries and food to which they are governed through regulatory procedure and licences

4. Supply Chain.
A vital external factor of resource to the organisations manufacturing process.

5. Consumer
End point client, which has predominantly the largest influence on the organisation due to product satisfaction and customer values and need.  

Coca Cola’s fundamental components of the macro environment are identified as:-

1. Employees
Operationally the organisation’s operative cogs and from a micro perspective, it most important stakeholders, approach a unified culture within an organisation.

2.  Management
Organisational leaders and internal influencers, with the responsibility to translate the external environmental decisions and rulings into strategy and process.

6. Shareholders.
Owners and shareholders have a vital responsibility in the consensus in the direction of the company.  

7. Board of Directors.
Elected members who have the responsibility of the organisation’s governance.
 
In identifying the stakeholders, an organisation evaluates the importance and communication levels, furthermore, by conducting a power interest grid. (See Appendix A). Identifying frequency of communication, the level of importance of interaction with the stakeholder and how much influence they have on the organisation. (Osborne, 2008)

[bookmark: _Toc118278412]2.3 An environmental impact analysis based on Coca Cola
Business operations can be affected by its macro environment; therefore, an organisation should carry out a PESTLE analysis to identify the impact of the external environment and its effects on the organisation practices, services and governance. In undertaking a PESTLE analysis, an organisation can determine and evaluate the identified factors and implement within its strategic planning. 

To understand Coca Cola’s environmental challenges based on external influences, a macro environmental analysis was conducted identifying risk mitigation techniques to pre-empt a resolution/solution to eventualities that may occur. (Appendix C). Furthermore, Coca Cola has equally undertaken an organisational PESTLE analysis, to determine its influencing factors (included in Appendix C). This is a modern and simplified version and in essence bullet points its immediate influences in comparison. (Edrawsoft, n.d.)

In undertaking this exercise several challenges were identified. Nevertheless, with a stringent and diligent approach, such challenges can be identified early and risk mitigation or related solution identification can be implemented. Moreover, it needs to be recognised some contributing factors may be out of the organisations control: - 

Political - Due to current climate increases in export/import duties have been exasperated by changes in government, government legislation, being aware of the political landscape and current affairs, can ensure a proactive approach can be undertaken swiftly.

Economic - Further to restrictions bound on industry by the pandemic, it has increased lead times on production and sources goods. Furthermore, some supply chain organisations may have ceased trading. Whilst Coca Cola have been able to maintain manufacturing throughout the pandemic, it would be wise for due diligence to be undertaken as part of their procurement process, to determine the supplier’s financial security, its viability and capacity to meet Coca Cola’s demand.

Sociological - Shareholders play a part in Coca Cola’s organisational structure whereby agreements and commitment obligation need to be clear and established with an open and transparent nature to establish trust between both organisation and stakeholder.

Technological – advancement in technology is vital for a company to evolve. Imperatively, a company is abreast of new technology to innovate, adapt and increase profit, staying ahead of its competitors.

Legal – As an innovative organisation, Coca Cola needs to be at the forefront, patenting new recipes, products and design. Whereby, giving president and ownership, whilst also protecting their brand from copycats.

Environment – Coca Cola assert “We set a target to reduce our carbon emissions 25% by 2030” therefore a robust, achievable and timebound strategy identifying set milestone in reaching their goal should be implemented and continuously reviewed.
 
An organisation such as Coca Cola would benefit from undertaking a SWOT analysis to identify its strengths and weaknesses but moreover its opportunities and threats, in the competitive global industry world in which Coca Cola resides. In establishing this an exercise based on Coca Cola was undertaken as part of this report. (Appendix D). 

Findings suggest that Coca Cola, whilst a global organisation, are subject to external factors which need to be monitored and evaluated, risk mitigation implemented when identified. Creating an open and transparent environment and organisational structure will benefit the organisation with efficiency within the workplace and with external commitment to obligations. In turn, creating greater profit margins.



[bookmark: _Toc118278413]3.0 Critically appraise the cultural and ethical behaviour present in one or more organisations.

Freidman. M (1972) stated in his economic theory that "The Social Responsibility of Business is to Increase its Profits",

According to Cramer (2005), Corporate Social Responsibility (CSR) policies must include employees; environment; human rights; governance; chain responsibility; transparency and product responsibility that organisations should employ. Whereby, Sims (2003), described ethical behaviour as “that which is morally accepted as good and right”.   The New York Times Magazine (1970).  Contextually, this aligns with the corporate social behaviour of Coca Cola. However, do other industries undertake and adhere to the same ethical behaviour?

Whilst the report has covered elements of cultural behaviour it would be prudent to understand the various types of ethical issues need to be considered by an organisation:

Ethical theorist, such as Kants Deontological Theory, in summary is contextualised around good will and moral law, and that it is a duty to do so, and identifies that categorical imperative, should be president and should therefore, be universal and applied to all people without contradiction. (Kant and Paton, 2005). Aristotle’s Virtue Theory is divided into three different subcategories – of the body (physically driven by health, food and drink); external (honour, wealth and status) and of the soul (intellect, virtues and knowledge). In essence is contextualised as a habit of choice and relative to the individuals concerned thereby an organisational choice. (Aristotle, 2004)

Ethical and cultural can be identified as factors which affect the organisational professional climate as well as internal culture. Both Kant and Aristotle capture the ethical climate and ethical culture within their theories. If undetected organisational culture can manifest instigating conflict and unrest amongst employees and external stakeholders. (Trevino, Butterfield and McCabe, 1998).  My own ethical management style is resonant to Coca Cola’s, in that an informed open and transparent management involving staff in making decisions. Diverse cultures can bring innovative approaches and solutions and support wider contextual strategies with broader equality and diversification consideration. Creating a contented workforce can add sustenance, efficiency and subsequently profitability. Aligning with moral behaviour and corporate responsibility.

[bookmark: _Toc118278414]3.1 Brewdog cultural and ethical organisational behaviour
 
[bookmark: _Hlk117793346][bookmark: _Hlk117793373][bookmark: _Int_0zO9vw4l]Freidman stated in his economic theory that "The Social Responsibility of Business is to Increase its Profits", The New York Times Magazine (1970).  However, Brewdog organisation state “it’s not just about making amazing tasting liquid, we’re also here to show that business can be force for good, with Brewdog committed to being the best employer we possibly can be”. Equally its mission statement portrays externally it’s cultural value “Powered by the People” (www.brewdog.com, n.d). Brewdog has encompassed both cultural and ethical behaviour within its corporate responsibility.

Employees have an obligation and responsibility to undertake ethical behaviour in the workplace, however, can be influenced and even conflicted by the company they work for.  Velasquez (2012) stated how “the employee’s main moral duty is to work towards the goals of the firm and to avoid activities which might harm these goals”. Velasquez also states, “there’s no better way to begin an investigation between ethics and business than by looking at how real companies have attempted to incorporate ethics into business.”

Brewdog has a young cultural outlook as an organisation, with innovative concepts and approaches to organisational ethical and cultural behaviour. As a neonate organisation, it wasn’t without controversy. This was seen within its marketing approach undertaking bold and controversial campaigns. One such campaign to launch a new brand bottle beer comprised of an image of a taxidermized stuffed squirrel swallowing a whole bottle of their new brand beer. This caused controversy among animal and alcohol campaign groups and depicted as gruesome.
  
Additionally, within it’s cultural and ethical behaviour toward young employees. Undertaking a “toxic attitude” towards staff. Instilling a culture of fear within the organisation’s employees. Resulting in mental health and wellbeing issues throughout the organisation. Over 60 complaints and allegations, were received from staff members, claiming, they were unable to speak openly about their concerns and that the organisation was out to make a profit at any cost. 

The company rapidly rose in demand in 2008, when it expanded into supermarket chain which can arguably be said that they were naïve in business and understanding of how to appropriately consider their ethical and cultural obligations. An open letter signed by employees was released on the digital platform Twitter exposing the fear culture. In response, James Watt co-founder responded with humility and embarrassment: -
[bookmark: _Int_xFGxh81Q]
"Our focus now is not on contradicting or contesting the details of that letter, but to listen, learn and act.”

"As a fast-growing business, we have always tried to do the best by our team - we do have thousands of employees with positive stories to tell as a result. "But he said the tweet by former staff proved that "on many occasions we haven't got it right".
[bookmark: _Int_JETZoIbS]
"We are committed to doing better, not just as a reaction to this, but always; and we are going to reach out to our entire team past and present to learn more.

"But most of all, right now, we are sorry." (BBC, 2021)

As a result, Brewdog re-examined the organisational culture and ethical behaviour introducing and implementing new strategies to overcome its tarnished external appearance. Moreover, to undertake their statement to listen, learn and act. Resulting in a complete organisational change in behavioural ethics and standards.

Brewdog’s current standing on ethical, cultural and behavioural responsibilities is far removed from that publicised in the past. Organisations mission and values have incorporated opinions to form a new, inclusive, rewarding and innovative organisation.

[bookmark: _Toc118278415]3.1.2 Sustainability within Brewdog

Further to meeting with David Attenborough and hearing him deliver a talk on climate change in 2020, Brewdog decided to research further into ways they could contribute to climate change and sustainability. Brewdog Tomorrow is their sustainability plan for the future, and they recognise not all can be undertaken overnight. Subsequently, in the first year they sourced all their UK electricity from wind power including their UK venues. Equally they have utilised grain wastage as a measure to produce make Biogas to meet their Net zero obligations. (BrewDog, 2020).
[image: Diagram
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Source   Sustainability lifecycle– Brewdog – tomorrow – a sustainability update (2020)

Additionally, Brewdog have heavily invested in electric vehicles, whereby, all fossil fuel delivery vehicles have been replaced. Continuation to drive forward this initiative and working closely with their supply chain, in order to lobby a way in which the supply chain also invests in electric vehicles, is ongoing to meet their goal of next zero within a twenty-four-month period.

Brewdog ambitiously set a 24-month pipeline of sustainability change, to support the reduction of carbon emissions named 24 to Zero. (BrewDog, 2020)

[image: Diagram
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Source –  Net Zero -Brewdog – tomorrow – a sustainability update (2020)

As a transformational change to the organisation, it is an ambitious undertaking to meet the deadline. 

Research identified, that small to medium enterprises that were established within the 1980’s and 1990’s showcases their sustainability (Ness, 2018) Moreover, are extremely more open to address the challenges, having a broader and more current interpretation of their sustainability. Evidentially, this aligns to the sustainability culture and social responsibility that Brewdog are undertaking. 

[bookmark: _Toc118278416]3.1.3 Living Wage Employer or more
[bookmark: _Hlk118048237]Organisational dynamics within Brewdog are predominantly a young company with young leadership.  A culture which is recognised internally, embracing this, they have undertaken a long-term destiny plan. At a worth of £100 million they have undertaken a commitment that 3.7 million shares will be distributed evenly amongst their staff. Fundamentally this equates to employees receiving £30,000 per year in salary will receive £120,000 per person over the next four years, resonant of Coca Cola in the way they use merit bonuses at performance review for their employees. (THE BREWDOG CREATING THE BEER BUSINESS OF TOMORROW, 2022).

Extending this further, all employees at their venues (bars) will receive 50% profit share. Explaining their actions Brewdog state “Our bar teams make the magic happen for tens of thousands of customers every day. Creating experiences that are key to this business and brand, and we want to reward them in a fundamentally new way”. Brewdog equally want to set a precedent within the industry encouraging others to follow their lead. In doing so, they are also recognising wages within the hospitality industry does not reflect the value of hospitality workers. (THE BREWDOG CREATING THE BEER BUSINESS OF TOMORROW, 2022).

Research indicates that whilst there has been an introduction of the National Minimum Wage as a regulatory measure within hospitality it continues to be the set Barr of wages and is not challenges and is seen as the norm for the industry, however, other sectors have raised above this Barr recognising its employees worth. (Adam-Smith, Norris and Williams, 2003). It is therefore apparent that Brewdog value staff, recognising a need for salary change within the industry, understanding that without the employees on front line their business wouldn’t function. Brewdog evidently value employees and place them highly as a stakeholder influence.

Additionally, during the pandemic Brewdog despite a loss of £13.1m pre-tax loss took an innovative approach and resolution turning to an online purchasing platform undertaking a different direction to ensure they played their part to keep as many staff as possible employed. In their manufacturing plant they also diversified to making hand sanitiser to safeguard employees and contribute as ethically towards a world pandemic. (Partridge, 2021)

[bookmark: _Toc118278417]3.1.4 Modern Slavery Brewdog
Ethically Brewdog equally identifies the issues surrounding modern slavery, in 2021 Brewdog undertook a risk matrix based on their goods and services, effectively their supply chain in their Macro environment. (www.brewdog.com, n.d.)

Brewdog have a comprehensive employee learning and development plan which considers anti-corruption; respect in the workplace; compliance and regulatory governance. Establishing and defining their cultural and ethical standing.

Introduction of a code of ethics has been undertaken in respect of their supply chain asserting the need to eradicate unethical business practices. The code sets out the values, business culture and practices which all organisations can adopt including bribery, fraud, corruption and human rights abuses, such as modern slavery and child labour. (www.brewdog.com, n.d.)

Brewdog have shown complete change from their original culture and ethical behaviour. Implementing fundamental policies and adopting ways of embarrassing value of the employees being open to change and taking on board and reacting and acting intelligence. This is resonated of Lewin’s model of change whereby they froze the situation implemented new policies and then unfroze them to introduce change in line with feedback from external and internal environments. (Lewin, 1947).


[bookmark: _Toc118278418]Conclusion
[bookmark: _Toc456901523]In summation and conclusion, ethical and cultural behaviour of an organisation can be influenced by both Macro and Microenvironments. Organisations will benefit from undertaking research into the key drivers of culture and ethics on their organisation. Understanding, mapping and identifying, the key influencers and the impact on organisational efficiency and productivity. 

Moreover, an organisation that embraces diversity and promotes inclusivity, can benefit from understanding the multicultural contribution to its organisation. Adopting an open and transparent communication policy can help inform organisational changes in a positive manner. Thereby creating, happy, health, efficient, proactive and harmonious organisation.

This report also identifies how as an organisation, embracing critique and negative influences, result in a more positive cultural and ethical organisation, how negatives and challenges can be implemented and aligned to achieve the best for an organisation and showcase the organisation’s ability to change a negative to a positive environment.
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	Political                                                                           Risk Mitigation

	Increase costs of goods and services as well as import/export duties

	
	1. Financial forecasting includes realistic percentage increases to factor increases based on past five-year trending analysis

	Government legislation changes
	
	1. Ensure legal department and compliance is agile and proactive in implementing change across the organisation in a timely manner

	Economic                                                                        Risk Mitigation

	Insufficient supplier resource to carry out work due to the resource limitation due to closure of organisation during the pandemic – creating greater lead times
	
	1. Required resource already in place, however, new suppliers to undergo due diligence to establish capacity to deliver within lead times and meets the requirements of the organisation
1. Ensure procurement guidelines are followed sufficiently and adequately 

	External supplier ceases trading
	
	1. Carry out a financial analysis of external suppliers to ensure they are financially stable and viable going forward.


	Social                                                                              Risk Mitigation

	Failure to establish consortium agreement in agreed timescales
	
	1. Ensure that representative member meets to establish the initial agreement. Aims and objectives and their commitment obligations
1. Keep momentum moving and process and progress open and clear to all members.
1. Encourage a culture of openness and trust.

	Nutrition and ingredient content meeting consumers concerns
	
	1. Undertake market intelligence to formulate new products based on demand and trends

	Increased demand on healthier beverages
	
	•    Undertake market intelligence to formulate      new products based on demand and trends	

	Technological                                                                  Risk Mitigation

	Research opportunities limited due to economic downturn and funding reduction
	
	· Ensure percentage of profit is allocated to research and development to aid in company sustainability and advancement

	Adapting to technological advancement
	
	· Research development team to meet with lead product brands to ensure new technology supports the organisations innovation strategy 

	Legal                                                                        Risk Mitigation


	Existing IP either blocks development / delivery or significantly increases delivery costs through licensing costs.
	
	· Ensure new product development is research for intellectual property and a detailed assessment of the IP landscape be carried out 


	Brexit for UK distribution
	
	· Ensure full compliance of trade centre agreement is adhered to 

	Environmental                                                         Risk Mitigation

	Adhere to organisation environmental and sustainability commitment
	
	· Develop a five-year strategy to define an achievable sustainability plan

	Contributing and achieving Net Zero commitment
	
	· Undertake a robust mapping of current micro generational technology and reassess usage, identify product replacement and implement within realistic time bound measures
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	Strengths
	Weaknesses

	· Strong financial returns for shareholders investment
· Competitive advantage and tradmarking
· Global branding
· Open and transparent orgnisational structure
· Inclusive and diverse organisation

	· Employee relationship could impact the business
· Rapid expansion to return to producation levels following pandemic can cause stress and anxiety on employees
· Currency fluctuations in interest rates contribute to cost of goods and services
· Staff wellbeing affected by pandemic and post pandemic pressure


	Opportunities
	Threats

	· Established organisational strategies  creating a strong organisation business ethic
· Market understanding of trends and consumer demand 
· New technology advancement to increase efficiency and profitability 

	· Currency fluctuations across the global enterprise
· Changing EU government regulations
· Competition from other organisations
· Increase in export and import duties
· Increase in corporation taxes
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THE PURPOSE OF OUR COMPANY
Team,

Since we first talked about the concept of Beverages for Life in 2017, we've
collectively created more momentum and belief in our business and across our
system. The concept helped galvanize our actions. It has guided our continued
‘evolution as a total beverage company.

‘That was version 1.0. And as a good number of people have noted, Beverages for
Life had a fuzzy connection to the company’s existing mission and vision, and it left
the company’s purpose unclear.

Our objective now is to lay out a version 2.0 - and to give context to each piece
and their connections. Ultimately, it needs to be explainable in simple terms, but
also understood at a depth of detail. So please take time to consider the material
Questions welcome!

BACK TO THE BEGINNING

Our company started in 1886 and grew with a purpose to refresh the world. This
became refreshment not just in a physical sense but also in spirit, and not just to
refresh people but also communities. Since then, We've grown enormously as a
business, spreading joy, optimism and happiness. We've made a difference with our
brands, beliefs and values.

Much has changed in the last 133 years. Today, we are a total beverage company.
We're present in almost every beverage category, and we have more than 500
brands. Over 700,000 people in our system help deliver those brands to customers
and consumers every day. But, looking forward, the world faces myriad new
challenges, and so does our business.

We have to ask ourselves: Is the original purpose of the company still valid? Shoutd
it evolve as the world evolves?

WE BELIEVE THE COCA-COLA COMPANY’S PURPOSE IS STILL TO
REFRESH THE WORLD AND MAKE A DIFFERENCE.

It's uniquely us. It's why we exist, and it's needed now, more than ever. In doing so,
‘we must think expansively. It's about how we refresh people in both body and spirit.
It's about how we refresh the planet and limit the footprint we leave behind. It's
‘about how our business system refreshes the communities we serve. It's about how
‘we and our bottlers refresh, inspire and develop the people who work with us.




image6.png
WE’RE ALSO CLEAR ON THE VISION FOR OUR NEXT STAGE OF
GROWTH THAT IS GUIDED BY OUR PURPOSE.

Our vision is to craft the brands and choice of drinks that people love, to refresh
them in body and spirit. And done in ways that create a more sustainable business
and better shared future that makes a difference in people’s lives, communities and
our planet.

This has three connected pillars:

LOVED BRANDS.
We craft meaningful brands and a choice of drinks that people love and that
refresh them in body and spirit

DONE SUSTAINABLY.
We use our leadership to be part of the solution to achieve positive change in
the world and to build a more sustainable future for our planet.

FOR A BETTER SHARED FUTURE.
We invest to improve people’s lives, from our employees to all those who touch
our business system, to our investors, to the broad communities we call home.

We'll still use Beverages for Life. See it as an evocative short-hand way to talk about

Achieving a vision also means nurturing a culture that makes it possible. Culture is
multi-faceted, though it's ultimately about the right behaviors for each situation. It's an
expression of who we are.

This is hard to define in its entirety. While there are many valuable aspects of our
culture, we're calling out two behaviors that will make the biggest difference. They are:

ACTING WITH A GROWTH MINDSET.
This means taking an expansive approach to what's possible. It's the essential,
animating force behind building a better future.

BEING CLEAR ABOUT THE CONSCIENCE WE FOLLOW.

Our world is ever-more interconnected and transparent. Our clarity of
‘conscience means having the compass to do the right thing. We have a long
history of acting with honesty and integrity. When we've fallen short, we've
made corrections. People expect s to act as leaders.

IN DETAIL

‘The following describes our purpose, vision and culture in more detal, bringing each
part to life.

PURPOSE

‘The purpose of The CocarCola Company is to refresh the world and make a difference.




image7.png
VISION

Our vision is to craft the brands and choice of drinks that people love, to refresh
them in body and spirit. And done in ways that create a more sustainable business
and better shared future that makes a difference in people’s lives, communities and
our planet.

LOVED BRANDS.
We craft meaningful brands and a choice of drinks that people love and that refresh
them in body and spirit.

+ Passion for people and their lives. Everything starts with taking the time to
understand people. Whether it's the end consumer or a customer, it begins with
understanding their world and what could make it better.

* Cutting-edge excellence in ingredients, innovation, design and marketing.
Our competitive advantage is rooted in being world class in these areas and
‘applying them to beverages. It is the magic combination that brought us
CocaCola, and it will be the essence of each brand that succeeds in the future.
It also the foundation of our unrelenting commitment to safety and quality.

* Investing for leadership across categories in brands that consumers love. We
take a disciplined approach to building our brand portfolio. We nurture explorer
brands, persist with challengers and reinforce the leaders (and we take out any
zombies). We invest behind the purpose of each brand. From the beginning,
CocaCola set out to refresh the world and inspire moments of happiness and
‘optimism. Now, each brand has its own reason to be. But each brand must
also play its own role in achieving our aspiration for a more sustainable, better
shared future.

* Acting globally and locally. Few enterprises are as global and as on-the-ground
in almost every country and territory as we are. We manage a balance of when
to act consistently globally and when to embrace local tastes, preferences and
dynamics. It's a key part of our competitive advantage. Our mindset focuses on
finding the best total answer for all our stakeholders, not just the best answer
for a single brand, country or person.

* Building powerful partnerships to go to market. Our bottling partners use
‘world-class commercial, execution and supply chain capabilities as well as.
local insights to both build and amplify the brands and to create value. These
enduring, long-term relationships are fundamental to our ecosystem.

DONE SUSTAINABLY.
We use our leadership o be part of the solution to achieve positive change in the
world and to build a more sustainable future for our planet.

* Start with facts, based in science.

» Grow our business, reduce sugar and provide consumer choices. We've
embraced the World Health Organization's (WHO) guidelines regarding added
sugar consumption. Our focus is to continue to use reformulations, smaller
packages and ongoing innovations, as well as responsible marketing, to help
give consumers more choices. We can grow while still decreasing our total
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sugar. We'll invest in fundamental R&D with a broad network of partners to
find sweet-but-not-caloric ingredients in nature that could offer breakthrough
choices.

* Make packaging part of a circular economy, with a focus on 100% collection
rates and an increase in recycling. Our World Without Waste initiative is a clear
strategy with commitments to recover a bottle or can for every one we sell
by 2030 and then to recycle and reuse. We're working expansively with fellow
manufacturers, retailers and governments to be more successful and efficient.

* Be water balanced, improving water security where needed most. Our first
‘water goal was to become water-balanced by 2020. We exceeded that goal
by giving back as much water o nature and communities as we use in our
products. We will continue this path and work to achieve greater water security
for all, especially in water-stressed countries.

* Reduce our carbon footprint. We'll use a science-based approach to set our
next stage of targets and actions to significantly reduce our carbon footprint.

* Source more sustainably and ethically. We'll work with our supply chain to
‘continuously improve sustainable and ethical sourcing practices, including a
continued commitment to human rights.

BETTER SHARED FUTURE.
We invest to improve people’s lives, from our employees to those who touch our
business system, to the many communities we and our bottlers call home.

* Invest in employees’ personal growth and talent for today and the future. We'll
create a vibrant culture and leaders who help bring out the best in each person.

+ Empower our people, provide access to equal opportunities and become.
more inclusive. We'll continue our global focus on women and ethnicity in locally
relevant ways. Our programs range from societal efforts to those inside the
company. We will be as diverse as the consumers we serve, and we'll be a more
inclusive business.

* Create value for customers big and small. We'll bring brands and programs that
become key parts of our customers’ growth agendas, delivered with best
class execution. We'll engage them in joint efforts for a more sustainable future.

* Support local communities to achieve more, including in times of need. We'll
‘continue our decades-long legacy of supporting local communities, through our
business and through The Coca-Cola Foundation

* Deliver returns to shareowners. Our investors range from major institutions
to millions of individuals. They invest their money in The Coca-Cola Company
because they want it to grow. They believe in our vision for our future and want
Us fo succeed. We're committed to giving them a return on their investment
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CULTURE

We nurture a culture with a passion to refresh the world. We make a difference.
‘This includes inspiring and supporting the growth of our people, service to our
communities and constantly shaping a more sustainable business. We embrace a
‘growth mindset and believe in continuous learning to improve our business and
ourselves. We value how we work as much as what we achieve.

Acting with a growth mindset is the part of our culture that is most needed
to create the future. This is an expansive approach to what's possible and the.
essential animating force to building a better future. The behaviors we focus on
using every day are being:

* Curious. This is the starting point, whether it's about the consumer or
‘customers or a partner in our system, or even the world around us. It's
exploring, understanding, connecting, imagining, wondering about how
it could be better or different. It connects to our heritage of believing, as
Robert Woodruff once said, that ~the future belongs to the discontented "

* Empowered. We take accountability, and we take action It's not a free-
for-all - we need consideration and prioritization. But it's a bias for feeling
empowered and doing.

* Inclusive. We have an incredibly diverse network of employees, partners
‘and operating environments around the globe. We'll draw on this talent
and experience to improve our ideas. The crucible of creativity is marrying
individual thought with great team interactions.

* Agile. In a fast-moving, omni-everything world, most of what we do should
prioritize learning fast and taking a more iterative, real-world-tested
approach (aka, version 10,2.0,3.0)

Being clear about the conscience we follow. This is the default in how we
approach any situation, and it underpins our purpose. We start with facts,
based in science. The reality of our success and scale is that we have to lead,
to be a force for progress and for good. If we make mistakes, we act quickly
to make things right. In an ever-more interconnected and transparent world,
 clarity of conscience o do the right thing is a valuable compass.

We have an incredible opportunity ahead of us and wind in our sails. As we head into
the preparations for 2020 and beyond, | hope this has helped clarify the north star
that can guide us to further purposeful success.

Please feel free to comment or ask questions.

o

James Quincey.
Chairman and CEO
The CocaCola Company
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