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INTRODUCTION:

I chose to write my Community Engagement essay about the Coca-Cola Corporation for several reasons: 
1. – Dimensions equal impact. 
Coca-Cola has been the largest manufacturer, distributor and marketer of non-alcoholic beverages in the world starting with 2005, (Coca-Cola, 2020). Like McDonald’s, Coca-Cola is a top franchise, exporting a highly successful business model and boasting over 700,000 employees in over 200 countries. This means whatever Coca-Cola does in terms of both helping the planet and giving back will affect both the environment and the communities massively;
2. – The company’s ambivalent stance regarding sustainability. 
On the one hand, Coca-Cola has pledged itself to an extended sustainability plan, a scale of good and transparency through their third-party CSR Reports and Impact Reports. Additionally, the Coca-Cola Foundation is boasting over $1B offered by the giant through grants worldwide. 
On the other hand, Coca-Cola is the top plastic pollutant of the world to-date, with studies showing it to have been in this position for at least a couple of years. Even so, the company is not planning to ditch plastic bottles packaging of their signature beverages any time soon, having volunteered an ambitious recycling plan instead;
3. – A significant community impact on my country. 
In Romania, Coca-Cola has proven a major factor of financial progress. Besides the financial contribution to the country’s budget, implementing the Coca-Cola System has creating an important number of jobs. while also making significant contributions to environment conservation, including waste collection. The latest local Impact Report shows Coca-Cola as being one of the major local plastic recyclers. Besides that, the Coca-Cola System here has used pro-recycling education as a tool for successful community engagement.   

First, my essay selected and pointed out data regarding Coca-Cola’s guiding principles for sustainability, in parallel with environmentalist studies incriminating Coca-Cola for a significant percentage of the world’s plastic bottle waste. The answer offered by the company to direct interpellations on the matter at Davos this year was showcased in parallel with the concrete measures the company is, in fact, implementing. 

Second, the essay reviewed the impact of introducing the Coca-Cola System in Romania, both financially and in terms of sustainability. The investments made by Coca-Cola HBC in the country are among the most important ones in Eastern Europe. Notably, all of them represent modern and sustainable production and warehousing solutions. 

Third, the essay looked at the way in which the Coca-Cola System has used education for waste recycling as an efficient tool for community engagement in Romania. The conclusion is unequivocal: paradoxically, the Coca-Cola Company has managed to make a positive impact on the local Romanian communities’ willingness to recycle waste in general and plastic bottles in special. In a country where waste is still a serious problem, the community engagement efforts for recycling are a notable success. 

Coca-Cola crowned the world’s top plastic waste producer. 
In 2018, a global environmental audit openly named the Coca-Cola Company the world's top plastic waste producer for the first time; repeated the next year, the audit involving 72,541 volunteers collecting plastic waste yielded the same result, with around 12,000 Coca-Cola products being found in 37 countries of the 51 countries audited across the world. (Laville: 2020).
This issue was repeatedly taken up by the UK press (BBC articles, followed by The Guardian, in 2019). The two audit results and their press echoes a clear signal that packaging waste production has become a global scale CSR problem for the Coca-Cola Company to face. Forced to answer questions, the company has overtly admitted to using more than 3M tonnes of plastic packaging (of which 110B pieces are plastic bottles) per year. (Chalabi: 2019). 
However, at the DAVOS 2020 meeting, where environmentalist organizations continued questioning the giant corporation, it was made clear that Coca-Cola will continue to use plastic, while finding ways to be part of the solution to the plastics waste problem. (Thomas: 2020)

The company’s answer: World Without Waste. 
World Without Waste is the company’s global sustainability program launched in 2018. Through it, Coca-Cola pledges themselves to making their packaging 100% recyclable by 2025, and to using 50% recycled material in their bottles and cans and, respectively, to recycling a bottle or can of any origin for every one they sell by 2030. The company has invited NGOs worldwide to facilitate effective collection. (Business Insider: 2018).

The Coca-Cola System in Romania
The company began its operations in Romania back in 1991 and has constantly invested in the local market. Coca-Cola Romania owns the brands and produces the concentrates, while Coca-Cola HBC Romania is the bottler - producing, distributing and selling products. Produced and bottled locally, the beverages are distributed in Romania and ten other countries in the region. This is the largest company in the Romanian beverages industry and the second largest one in FMCG, serving around 22M consumers on the local market and being responsible for almost 30% of all beverage exports in Romania, making them the biggest exporter in the local beverages industry, as well.

The System’s impact on Romania
According to the company’s own Socio-Economic Impact Study from 2019, the added value of the Coca‑Cola System’s direct operations in Romania is EUR 74M, while the added value of the entire value chain of the System in Romania amounts to EUR 594M. This represents 0.29% of Romania's GDP (i.e. 950,400 average net salaries in 2018).
In 2018, Romanian purchases from the Coca‑Cola product portfolio amounted to EUR 903M, with the company returning 66 cents of every euro paid by the consumer to the local economy. Directly, the System in Romania paid taxes worth EUR 36M to the state budget, while the entire value chain of the System contributed with EUR 253M to the state budget through the paid taxes, representing 0.82% of all the taxes collected by the Romanian state. (Coca-Cola HBC Romania: 2020)

Coca-Cola HBC Community investment in Romania
The Coca-Cola System has contributed to the quality of life in the communities where they operate, dedicating between 700,000-1,000,000 EUR/ year to community engagement programs and initiatives. Coca-Cola HBC’s community investment projects are focusing on supporting local communities in 3 key-areas: ensuring water and environmental protection; promoting an active and healthy lifestyle; supporting youth development. 
Water protection projects:
· "Green Danube", the company’s flagship program in partnership with the International Commission, helped implementing conservation and awareness-raising activities like the annual Danube Day celebrations, with thousands of participants, and anti-poaching campaigns informing on the importance of protecting the fauna, in ten countries along the river basin, including Romania. 
· The Adopt a river integrated program implemented in the northern part of the country in partnership with NGOs, resulting in 66,500 trees planted by the 8,500 participants. 
· The Water Educational Center set up in the same area in partnership with the Ministry of Environment, local national park and NGO, facilitated education on biodiversity, responsible tourism, volunteering, and ways to address pollution for local teenagers. 

Deforestation related projects:
· The Tree Day project involved tree planting in 50 localities in the Dorna area, with115 volunteer employees and hundreds of locals participating. 
· The Pedagogical Forest project has reached its 4th edition, where 600 young people attended workshops and trainings in the forest aimed at educating the youth on the relationship between water, forest and local communities. 
· The Responsible Mountain Hiking School educational sessions held by Tasuleasa Social NGO were supported by Coca-Cola in 38 cities.
Projects promoting an active and healthy lifestyle:
· The Happy Moves project was Coca-Cola HBC’s main community program in 2015. In addition, the Urbathlon, SETS Epode, SGIM Epode projects reinterpreted sports in a funny way, aiming to convince many Romanians that moving is fun. Together, the projects set 50,566 people in movement. 
· The Red Bike program implemented in collaboration with Green Revolution NGO, Bucharest City Hall and the Romanian Cycling Federation, aims to promote a healthy lifestyle to the capital’s citizens. In 2015, the 2nd Red Bike event was the biggest local cycling tour for amateurs, joined by over 1,200 people.
The youth development programs: 
· Junior Talent and IQADS Kadett were Coca-Cola HBC projects run on campuses, implemented in partnership with Students Associations and an NGO partner aimed at helping young people develop self-esteem and leadership skills. 
· The Open happiness workshop initiative launched in 2013 to promote a healthy lifestyle among students included hundreds of hours of workshops delivered by international trainers, followed by the participants visiting the Coca-Cola plants in Ploiesti and in Timisoara. 
· The Plant Tours program emerged in 2015, as part of the company’s employer strategy to invest in young people with technological profile, while also responding to the Romanian education system’s need to reconnect high-schools with practice. 1,946 students and 67 teachers participated. 
· Youth Empowered, a youth development program implemented in 2017 in partnership with an NGO, to support young people by developing their pre-employment skills while providing career advice.
Projects run through the After Us sustainability platform:
· The Land of Dornas land and traditions preservation project was launched in the area where the company’s water products are sourced. The untouched environment here and the local traditions have untapped potential and Coca-Cola HBC is working to preserve the area through promoting it as a touristic destination together with journalists, influencers and photographers who contributed great online content and a wonderful book dedicated to the area.
· The Bigar waterfall eco-touristic rehabilitation is based on an idea coming from Cola employees in Timisoara, after Bigar was nominated as the world’s most beautiful unique waterfall in 2013. The company has granted EUR 140,000 for an easier and safe access to the bottom of the waterfall, in partnership with local authorities and natural parks. 
· The Care for Children project addresses a grave problem of the medical system in Romania, where 1 in 10 children is born prematurely and 1 in 100 such children dies for lack of proper medical support. Developed in partnership with Save the Children NGO, the program supplied 40 maternity hospitals with €500K worth of equipment up to 2015. 
· The project Dupa noi, strângem tot noi provided 615,000 Romanians with information and messages promoting selective waste collection as the proper solution to global and local packaging waste. A collateral project, named Ziua buna! - Ziua voluntarilor mici, involved 23,000 students and teachers in collecting over 50 tons of packaging waste.


CONCLUSIONS:

The Coca-Cola Company has made a significant impact in Romania through:
1. - creating economic value, 
2. - community investment, including:
2.1. - community development;
2.2. - youth development and empowerment; 
2.3. - water and environment protection;
2.5. - promoting an environment-friendly and healthy lifestyle.

As part of their sustainability and community engagement strategy, Coca-Cola HBC has addressed major issue of the Romanian society such as illegal tree cutting, national security vulnerability in Romania, working both to reduce the problem of deforestation and to educate the public on this critical issue. 
The prides on the quality of their local partnerships, as well as their local teams who volunteer to carry out these projects and come up with new project ideas, allowing the company to invest in the most critical issues of the community. 
Their After Us sustainability platform in Romania acts as the company’s main tool for integrating its CSR programs with initiatives from the communities where it operates.
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CONCLUSIONS
The McDonald’s company strategies regarding staff are a classic case of one man’s trash is another man’s treasure. The McDonald’s Company was often criticised for the way it treats employees, with accuses including: underpayment causing fatigue and accidents, exploitation of the vulnerable (the young, the undereducated, the aged), as well as underage employment and workplace harassment. It is true that McDonald’s has grown through offering their infamous McJobs worldwide. On the other hand, most of the jobs that such a franchise offers do not require complex skill acquisition. Given the company’s scale and the pressure of the sustainability regulations to which it has adhered, McDonald’s is forced to make a difference. While scouting for new potential employees to whom a McJob represents a chance, the company is forced to dig deeper and wider into social inequality on a global scale. The company has a solid policy of regular investments in offering disenfranchised young people worldwide opportunities to jumpstart their career as well as to further their careers within the company or elsewhere. Such programs are bound to make a change regarding the stringent global problem of the opportunity gap which keeps undereducated and inexperienced young people all over the world far from formal first jobs.
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