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IN THIS ANNUAL REVIEW YOU’LL DISCOVER MILESTONES ALONG OUR JOURNEY—







LETTER TO SHAREOWNERS

‘ “Such a nice

feeling when you
#GlFtheFeeling”

@krmayank13

My Fellow Shareowners:

Our Journey Forward accelerated in 2015, as we
continued to collaborate closely with many partners to
reinvigorate growth, increase profitability and deliver
greater long-term, sustainable value to our system and
shareowners like you.

In short, we accomplished what we set out to do in
2015. And | give tremendous credit to my Coca-Cola
colleagues around the world. This Annual Review shares
their stories, as well as the stories behind the strong
partnerships that bring our business to life in more than
200 countries every day:

Partnerships with consumers, who turn to us for simple
moments of refreshment, uplift and togetherness more
than 1.9 billion times a day.

Partnerships across our worldwide bottling system,
which makes our beverages and ensures they’re in
stores and restaurants and ready for purchase.






Innovation. We introduced new brands and packages to
fit evolving consumer tastes. For example, we tripled to
27 the number of markets for Coca-Cola Life. We rolled
out exciting new iterations of “Share a Coke” in many
markets. And we tested a new PlantBottle package
that’s 100 percent made from plant material.

Sustainability. We advanced our
partnerships across our three focus areas of women,
water and well-being. | saw this firsthand this past year
when | congratulated a group of women entrepreneurs

sustainability

graduating from a retail leadership program created
with a government agency in the Philippines.

We also announced that we expect to meet our goal
of 100 percent water replenishment five years ahead of
schedule. And we began to improve the way we build
well-being with a renewed commitment to being part of
the solution to obesity.

I’'m proud of all that our people and partners did to
create incremental value last year. We did what we said
we would do, and we successfully reshaped our business
for more robust and sustainable growth.

A STRONG AND DIVERSE
BRAND PORTFOLIO

As the global leader in both sparkling and still nonalcoholic
ready-to-drink beverages, The Coca-Cola Company offers
a robust portfolio of more than 500 brands, 20 of which
generate $1 billion or more in annual retail sales. Ice Dew
and smartwater became billion-dollar brands in 2015.

Based on
accelerating the pace of change as we become a company

last year’s success, we’re now further

focused squarely on building brands, creating value and
leading a worldwide system of bottling partners.

Thank you for your interest and your investment in
The Coca-Cola Company. These are exciting days, and
we’re honored to have you with us as we continue
Our Journey Forward!

Sincerely,

eV

Muhtar Kent
Chairman of the

Board of Directors and
Chief Executive Officer

April 1, 2016







200+ COUNTRIES @

‘ PLANTBOTTLE 2.0 DEBUTS
IN MILAN, ITALY

® -250 BOTTLING PARTNERS

500+ BRANDS @

. 700,000+ SYSTEM ASSOCIATES

24 MILLION CUSTOMER OUTLETS ‘

® EXPANSION OF THE ALUMINUM BOTTLE AND
OTHER PREMIUM PACKAGES
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“No one can stop me

when | #tastethefeeling,

Nothing could ever

bring me down!!!”

Larry Pordicimo



TASTE THE FEELING

In 2015, we put the finishing touches on our first new
global advertising campaign in seven years. “Taste the
Feeling” celebrates the idea that drinking a Coca-Cola—
any Coca-Cola—is a simple pleasure that makes everyday
moments more special.

This marks the first time in our history that all Trademark
Coca-Cola brands are united under one global creative
campaign. It reinforces the notion that Coca-Cola—with
or without calories or caffeine—is for everybody.

“Taste the Feeling” features universal storytelling with
the product at the heart to reflect both the functional
and emotional aspects of the Coca-Cola experience.
It’s about giving our consumers whichever Coca-Cola
suits their taste, lifestyle and diet, and celebrating the
unparalleled taste and refreshment that is Coca-Cola.

wn
-
I
L)
-
I
L)
I







SLHOITHOIH




“My experience as an

. intern at Coca-Cola was

incredible. Great program

run by great people.”
Christopher A.

OUR GLOBAL WORKFORCE

The Coca-Cola Company and system employ one of the
most diverse workforces in the world, with employees
from virtually every nation.

We also have one of the largest Millennial workforces
in the world—a great source of passion, energy and
innovation that is helping us transform our business.

One group that is critically important to us is Millennial
Voices, which is made up of a diverse set of young
associates who help recruit and retain top talent by
creating a more entrepreneurial culture. Modeled after
the World Economic Forum’s Global Shapers program,
Millennial Voices is a catalyst of change and insight into
where the business and consumer landscapes are headed.

Over the last two years, they have helped shape
everything from new technology pilots and on-campus
recycling initiatives to employee benefits packages,
flexible work policies and a reverse mentoring program.



HIGHLIGHTS




SUSTAINABILITY

At Coca-Cola, we look at sustainability as a value creator.
And by integrating sustainability into the very heart
of the enterprise, we continue to create value for our
shareowners and the communities we proudly serve. We
believe the majority of innovation over the next decade
will happen at the intersection of sustainability and the
supply chain.

Working together with our bottling partners to empower
women, better manage water resources and promote
well-being gives us new opportunities to build business
resiliency and add value across our system.

Among other 2015 highlights, we announced that we
were on track to reach our goal of 100 percent water
replenishment five years ahead of schedule. With our
bottling partners, we continued to roll out EKOCENTER
kiosks across Africa and Asia. Run by women entrepreneurs
and enabled by partnerships, EKOCENTER is an innovative
social enterprise designed to help communities thrive.
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