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The Coca-Cola Company
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We Aspire To Be The Most Respected Company In The W  orld
By
Refreshing the World- Being A Truly Global Leading With Humble
Everyday, All Day Company Confidence

We Are Guided By An Enduring Mission

To Refresh The World....
To Inspire Moments of Optimism....
To Create Value and Make A Difference....Everywhere We  Engage

OUR MISSION

In Body, Mind & Spirit
Through Our Brands & Actions

We Live By Our Values

Leadership
Passion

Accountability

OUR VALUES

Integrity
Collaboration

Quality
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Coca-Cola in India
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Largest Portfolio of Non Alcoholic
Beverages -Carbonated Soft Drinks
(CSD), packaged drinking water,
juice based drinks, ready-to-drink
hot tea and coffee

Manufacturing & Distributing the
World’s leading Beverage Brands —
Coca-Cola, Diet Coke, Fanta, Sprite,
Georgia

Nationally We have 4 of the 5 top
soft drink brands: Coke, Thums Up,
Sprite, Limca

58 locations for Soft Drinks, Juice &
Water manufacturing

CCl brands available in 1.3 MM
outlets, 20% of FMCG universe

550,000 branded coolers

Seasonal Business (60% volume in
4 months)




Cconsumers
.... Fast Changing Landscape




1 Explosion in number of Consumer Touch points

. The New World Order of the Youth

Evolvmg Trends of New Indla

Technology & Proliferation of Digital Media is ch anging paradigms.
Malls & Organized retail are fast becoming away o f life.
The Property Boom

India becomes the hottest destination for BPO’s
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Ready to Deal with the changing scenario ?

sInformed Consumers

*Consumer groups and NGOs

*Myths & Fallacies on Packaged Products
sLabeling Regulations

sIngredient safety

sLicensing & Statutory Authorities

* New Food Laws

*Active Consumer Courts

*Availability of spurious/duplicate products

*Misinformation campaign




Gt Sl

little drops of joy

In Fast Changing Times
....Driving Consumer Connect Is A Constant Challenge

Some Examples.... Looking Beyond “Conventional
Consumer Marketing Initiatives
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Proactive Initiatives....
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Driving Deeper Consumer Connect Cat Tl Fndio
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- All Part Of “Little Trip of Joy “Corporate Brandi ng Program

Plant Tour Program

Create a mini World of Coca-Cola in every plant

Introduce the Coca-Cola company’s heritage & ‘purpo se’
Demonstrate the ‘impeccable’ manufacturing process
Reveal the magic through an ‘Experience Zone’

Showcase the community development efforts of the
Company

Further strengthened the program through a best pra ctice Kit — Plant
Tour Manual

Includes basic hygiene and structure to conducting tours
Facts that a tour guide should know 6
Sequence, no. of visitors and duration of plant tours

Key messages to be delivered while visitors are being taken around Lt
the plant &

FAQs, Thank You letter formats, case studies, visit checklists




Promoting Excellence: Plant Visits

Across the Country & South
West Asia (SWA) BUs

79,394 visitors visited the

Plant in 2009.
. . 79,394 Feedbacks, Touch,
Biggest tool for Creating a _ )
Life Time Consumer PGI’SOI’]BJ Interactions.

— Time invested over 200,000
man hours




Brochures: Inform and Educate




Response Initiatives
.... Consumer Response System (CRS)




Why do we need a Consumer Response System?




Rationale: Idea behind setting up Consumer Response System

To be responsive to the needs of the individual con sumers

To inform and educate consumers through effective d lalogue

To identify underlying consumer concerns

To take positive action to correct the root causes of problems

To resolve individual problems before they become i Ssues.




Many Windows
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A phone call to the Company

Meet the sales personnel at the market place

Through the Retailer, Distributors

Log on to the website of The Coca-Cola Company , Atlanta
Through the numbers on the truck backs, SGA Helpline

A personal visit _ to our local office or unit

A word to the fellow _associate/s

An e-mail to an acquaintance _in the Company

Via Faxor letter




To Enhance and Protect Company’s image and itstrad  emarks

Policy Statement

To ensure that all consumers /
customers who contact us with
guestions or concerns will receive -

Fair

Friendly &

Timely response

That answers their inquiries and

Resolves their concerns

This policy is followed stringently across The Coca

Obijective of CRS

To monitor _ consumer contacts and
ensure actions are taken to satisfy
consumers, reaffirm consumer
confidence and protect the
Company’s Trademarks

-Cola System to serve consumers better




Structure of CRS function & Force Involved

45 CRCs
Public Affairs & Communication Department 45 BCRCS
v 3 RCRCs
Consumer Affairs Department at the Business Unit 1 Business Unit BCRC

v 1Business Unit CAC
Region Cons'umer Responsg Coordinators based Covering all CBOs, FBOs
at Region offices, Punjab & UP FBOS, and SWABUSs

A 4

_ .
Unit CRCs and Back-Up CRCs at each COBOs, FOBOs Senior Management
Including at SWABUs «Business Unit President

*Vice President — PA&C, India
Division & SWABUSs

*General Manager —PA&C,
Front End Approx 3000 Sales Force LRICHBIT ISt

*National Technical & Quality
Head

All the designated personnel are trained in the job  to "Region Quality Managers

handle and respond to any consumer/customer contact *3 Region PA&C Managers




How Do Consumers Reach Us..

First Beverage Company to have National
Toll Free access for consumers

“Call 1800-800-COKE”"

We are more than just a phone number or the
“complaint department”




How do we Resolve

QA / Technical

Marketing

SALES

CRC

4

CIC

PA&C

Always a Team approach

Legal

CDE




CRS PROCESS FLOW : Always a Team Approach




Consumer Response Training 2009

Over 200 associates trained in CRS. Invested over 3 000 man-hours of training in 2009




CRS Manuals / Training Video

Plant Tour manual FAQs

Consumer Response Report Certificate




Sum Up : Advantages Of A Robust CRS System

* Helps in satisfying consumers & customers

» One point contact for all consumers - offers them a
direct and personal channel to resolve issues

* Monitor issues and provide feedback to Quality
Assurance, Operations, Technical and Management.

* Maintains, enhances and protects the corporate image
of being a consumer friendly company.

« Gives an edge over competition
* Prevents a potential crisis through quick response
 Detects signals much in advance

» Opens up sales opportunity

CRS System is more than just a phone number or the
“complaint department”




Working on Innovative ideas for Consumer Connect

Instant CRC Connect initiative (SMS facility)

- Concerns are escalated immediately to the CRC's immediatel y on their hand

phones,

- fast communication, innovative way to connect, emails can s upport. Reminders

and

- feedback will be much easier, faster and instant.

Bond Building Program with Coke connects.

- An SMS will be sent to all the consumer's /customer
the

- C-Sat survey on their happy birthday/ happy occasio
- undoubtedly create a bond.

Build brand ambassador's program in society.

- Will connect and share information's, Calendars, Ne
stakeholders

- connected through C-Sat survey and Plant visits.
Best CRC award & CRC meet.

- Motivational program / initiative and to award & r
- Response Coordinator.

's who were surveyed during

ns etc. This initiative will

ws letters etc with

ecognize the best Consumer




Summing Up — Action Points

Coca-Cola follows TCCQS : (The Coca-Cola Quality System) which is a global
benchmark to ensure world-class quality to its consumers

Robust Policy regime supported by Standard Operating Processes
Multiple access to consumers-  Website, Toll Free no., email ids, direct calls,
personal visits

‘Engagement program : Little Trip of Joy’ - a Plant tour, to educate consumers about
various practices and processes followed at Coca-Cola plant.

Systematic concern escalation procedure : Followed across the organisation
Top-notch training:  Given to customer care executives

Monthly review: Of all the processes and practices by top management
Serious concerns escalated to senior management immediate ly
Benchmarking: For CRC’s (Consumer Response Coordinator)

Refresher trainings on Best practices

Activation of IMCR: (Incident Management and Crisis Resolution) team in case of a
crisis situation

Personal interactions and even visits to consumer, if that h elps better resolution




It's a journey well begun but thereisalongwayt o0go

Take care of your customer. If you do, you
will have business to take care of

Consumer satisfaction is one of our most important assets




Comments!




