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DNA

THE COCA-COLA
WAY OF MARKETING"

Communication &
Connection Agenda

Brand Communication &
Experience Plans

MARKET
INSIGHTS

PROFIT
MAPS

BRAND
GROWTH
STRATEGY

PRODUCT PACK
AND EQUIPMENT
AGENDA

CHANNEL/
CUSTOMER
EXPERIENCES

TCCC Agency Management - support
business growth within DNA

HUMAN AND
CULTURAL
INSIGHTS

CATEGORY AND
BRAND MAPS

BRAND VISION
AND
ARCHITECTURE

BRAMD TF \TEGY

COMMUNICATION
AND CONNECTION
AGENDA

BRAND
EXPERIENCES

BRAND VALUE @ Braup Love™
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OBJECTIVES

GOALS

STRATEGIES

TACTICS

Irapiring Excellence
in Communication

Clear objectives, strategies

and tactics for relationship

To lead and manage world-class

= To deliver the best strategic and creafive output (*best work”)

Agency partnerships which support marketing
communications discipline to drive business growth

= To drive continuous improvement in productivity of marketing communications investments (*best value")
= To provide a competitive advantage (“best in industry™)
= Ta attract and retain best talent (“best client”)

i
Establish clearly defined
Agency Management Modeals

Partner with Agencies

= Agency Management
Framework

= Agency Management
Principles

= Agency Management

Sirategy and Model
by Function

(m

Operate with a consistent,
disciplined approach

to managing Agency
partnerships

Select Agencies
= Agency Selector

= Agency Review Policy
Process/Toolkit

Engage Agencies
= M3As/Contract Templates

Manage Agencies
= SOW Management
= Measurement

Audit Agencies
= Audit Protocol

(1

Implement a fair, equitable
Agency compensation and
evaluation approach

Compensate Agencies

= \Value-Based

Compensation
— S0OW Daliversbles
— Pay for Performance

Evaluate Agencies

= Evaluation Approach/
Online Tool

(v)

Build TCCC Systern and
Agency capabilities fo
ensure “world class”™
communications

Integrate Agencies
= IMC Brief Template

= IMC Agency Integration
Briefing Process

Train Agencies
= On-boarding Agencies



:.:M Basic principle aiming for
“best”

Investi
" BEST




¥/, ]2 Evolving the model to drive value

Worldwide™

== and reward results

AGENCY COMPENSATION EVOLUTION

el
]
I,'\G_.

COMMISSION

Based on % of Media
Spend

» Sometimes fair to TCCC
» Sometimes fair to Agency

REWARDS SFPENDING

‘Value-Based

Compensation (VBC)

Based on Outputs/

Qutcomes

« Fairto TCCC and
Agencies

« Attracts talent

« Motivates excellence
and efficiency (Agency
manages labor/
overhead/profitability)

REWARDS RESULTS



:~:;;::.::::;::; Why implement Value Based

Woridwiade™

-~ Compensation?

1 Requires KO to actively manage Scope of Work
« Manage investments, not just spend budgets

« Focus on delivering right combination and quality of
marketing communications deliverables for KO brands

2 Makes KO and Agencies jointly responsible for delivering value
« KO to define value
« KO & Agencies to collaborate to deliver value

3 Requires Agency profitability to be earned (no lon%$r guaranteed)
through performance based compensation approac
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Amount of Labor...

Should NO T

Define

Value
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Woridwsde™

INVESTING IN OUTPUTS

Planned and budgeted in advance -
managed in real time

SOW Deliverables

¢ Establishes base fee - no profit mark-up
¢ Replaces Labor Based Fee

¢ Incentivizes Agencies to control costs -
which impact Agency profitability

¢ Requires KO to more effectively manage
Sow

“EFFICIENCY”

Agency Costs

Value Based Compensation

REWARDING OUTCOMES

Planned and budgeted in advance -

reconciled when metrics become available

Pay-for-Performance

Contingent payment - based on actual
metrics performance... enabling Agency to
earn profit, no longer guaranteed
Replaces Discretionary Bonus

Incentivizes Agencies to produce world-
class work that delivers business results

“EFFECTIVENESS”

P4P Bonus Mark-up 30%+

——
Agency’s Revenue Potential (30%+ Profit Mark-up on Base Fee)

9




EéﬁG?fValue Based Compensation - Overview

S OwTER INVESTING IN OUTPUTS REWARDING OUTCOMES
Base Fee for deliverables, not hours Profitability linked to results, not guaranteed
SOW Deliverables Pay-for-Performance
“EFFICIENCY” “EFFECTIVENESS”
DEFINING SOW DELIVERABLES ASSESSING & PREPARING FOR P4P
TOOL - SOW Management Tool TOOL - P4P Planner
INITIAL AGENCY _ | | | | g ;
ALIGNMENT . Discovery  Phasel ~ Phasell  Phasell  Flexible \/ I [
one time set up Phase ;Deliverables

' o o ' EXPLORING VALUE RANGES TO SET
DEFINING VALUE PER DELIVERABLE BASE FEE & P4P AMOUNTS

v'KO introduce all

Agencies to VBC TOOL - SOW Cost Database TOOL - Value Calculator TOOL- P4P Calculator
(ideally together)
PART 1 PART 2 é‘lllll’ PART 3 :
Understanding the Past Understanding the Present i Influencing the Future -
v'Agree Role Sort - ; j ; ;
KO & Agency
o b DEFINING P4P METRICS & WEIGHTING
v Agree VBC Cosloer | | Cont: Valis o CumentVale Select metrics from various sources
L b i ..,.,,.H..'."Conslderatlons”‘_‘J“,., P i T et
timetable JUEE.. . o e T R
> O A E w A v
05 = E U oY
5 3 = SE £E
TOOLS Develop Base Value Range 5= g Yo %0
. ; <9 = g = a=
VBC Overview per Deliverable 2 ) =

(PPT Presentation &
Word Summary)

Set Defined Base Value Set Defined P4P Amount & Metrics
per Deliverable (by deliverable or for total SOW)

DOCUMENTING SOW BASE VALUES AND P4P AMOUNT(S) & METRICS
TOOLS - SOW Cost Database / Value Calculator / P4P Calculator



IAI ~= From Labor Based to Value Based

FROM T0

Paying agencies for activity Rewarding agencies for results

Asking agencies for cost proposals Brief agencies on investment

Linking agency profitability to
Guarantee agency profitability performance against desired
outcome

Agency taking responsibility for
cost management as profitability
factor

Analyzing and negotiating agency
costs

Agency absorbing charges in SOW Managing SOW & paying accordingly

Agency requesting additional
payment when hours spent on
account exceed original scope

Agency managing deliverables
within agreed value for deliverable




il === Defining SOW Deliverables -
Creative

SOW Management Tool - Phased Approach

Flexible
Deliverables

Discovery

Phase

THOUGHT IDEA CREATIVE CREATIVE
LEADERSHIP  CREATION EXECUTION IMPLEMENTATION

Cincovary Phase Phaes Phase i Phase - Flautie Coirrarabies
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iid === Defining SOW Deliverables -

7 Media

SOW Management Tool - Phased Approach

Flexible

Discovery
Phase Deliverables

INSIGHTS MEDIA MEDIA MEDIA TRACK &
AND STRATEGY PLAN BUYING MEASURE

ANALYSIS RECO

beang'z CC1 "
. .
A | YYRT.
= Media SOW-
of ion . Mede
i
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Irapiring Excellence
in Communications
Worldwide™
.'U s O TY

Determi

P4P Planner

ne P4P - Amount & Metrics

P2P Planner
TASK DESGRIPTION GOMPLIANT | LEAD |TIMING
e———————————— —_—  —
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P4P Process

STEP2

Preparation
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-;""""'BWC Implementation Plan & Tools

W Ean (Y

Action Step Timing Tool

Define SOW Deliverables by Phase & October - November 2008 Value Calculator

Value per Deliverable

Define P4P Metrics & Weighting October - November 2008 Schedule 11l -P4P Calculator
Complete Project Statement reflecting SOW & By December 15, 2008 Schedule | - SOW Template

Agreed Value per Deliverable

Complete Staffing Plan By December 15, 2008 Schedule II - Deliverables & Staffing Plan
Complete Travel & OOP Estimate By December 15, 2008 Schedule IV - Travel & OOP Calculator
Capture current SOW Deliverables & By December 15, 2008 TCCC SOW Cost Database Tool
Agreed Value per Deliverable (in SOW Cost Database)

Conduct Mid-Year Agency Evaluation By July 31, 2009 TCCC Agency Evaluation Online Tool
(review P4P metrics tracking) Schedule IIl - P4P Calculator
Conduct Year-end Agency Evaluation By February 15, 2010 TCCC Agency Evaluation Online Tool
(reconcile P4P metrics tracking) Schedule lll - P4P Calculator

Confirm Amount for Final P4P Payment By March 1, 2010 Schedule Il - P4P Calculator

15



Irapiring Excelleonce

Véliié Based Compensation Alignment Tools -
To Share with Agency Partners

WA (aPTTR

TCCC

Value Based Compensation Overview

(PPT Presentation)

hjﬁ . : “ﬁt

T Gt ompany

Building Agency
Management Capabilities

September 2008

16

Value Based Compensation Overview

TCCC

(Word Summary)

THE COCA-COLA COMPANY
As of September 8, 2008

This document provides a consalidaed overview for KO Teams and
Comgensaton

A Comprehensive View of TCCC Approach to Value Based Compensation

8, 2008 - Confidential - For diswribution to KO and Agency Partners only.

‘Agency Pariners of key documents and lools relating ko the TCCC Approach 1o Agency Compensalion - which is cal

i

£
2




. Irapiring Excellence

Qﬁ'g‘"Value Based Compensation Toolkit

Alignment

SOW Deliverables

Pay for Performance (P4P)

For KO Associates &
Agency Partners

e TCCC Agency Management

Overview
v Presentation (PPT)

¢ TCCC Value Based

Compensation Overview
v Written Summary (Word)

For KO Associates &
Agency Partners
VBC SOW Management Tool

v SOW Deliverables Guidance
Media (Word)

v SOW Deliverables Guidance
Creative (Word)

v SOW Value Summary
Media (Excel)

v SOW Value Summary
Creative (Excel)

[

For KO Associates &
Agency Partners

Pay for Performance
Planner

v Checklist (Word)
P4P Calculator

v Granular or Broad Version
can be used (Excel)

N

- O\
0 / 3 \
For KO Associates Only For KO Associates Only
¢ Guidance on ¢ SOW Cost Database
How to Define Value & v Media (Excel)
Implement Value Based v Creative (Excel)
Com;ensa:t:)n . « Value Calculator
v
’ V\;e:n aslon ( )W ) v Media (Excel)
ritten Summary (Word) v Creative (Excel)
\_ J

17




P22 Volume Markets - Status (As of August 2008)

P/ 1t

Agency Value Based sow sow Pay for Pay for
Management Compensation Deliverables Deliverables Performance Performance
Group Country Overview Overview (Media) (Creative) (Media) (Creative)
Africa / Nigeria Aware Aware 2009 (TBC) 2009 (TBC) TBC 2009 (TBC)
Eurasia South Africa Aware Aware 2009 2009 (TBC) 2009 2009 (TBC)
India Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) 2009 (TBC)
Russia Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) 2009 (TBC)
Turkey Aware Aware 2009 (TBC) 2009 (TBC) 2009 2009 (TBC)
Europe France Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) 2009 (TBC)
Germany Aware Aware 2008 2009 (TBC) 2008 2009
Great Britain Aware Aware 2008 2009 (TBC) 2008 2008
ltaly Aware Aware 2009 2009 2009 2008
Spain Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) 2009 (TBC)
Pacific Australia Aware Aware 2009 2009 (TBC) 2008 2008
China Aware Aware 2008 2009 (TBC) 2008 2009 (TBC)
Japan Aware Aware 2009 (TBC) 2009 (TBC) 2008* 2008*
Philippines Aware Aware 2009 2009 (TBC) 2008 2009 (TBC)
Thailand Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) 2009 (TBC)
Latin A . 2009
America rgentina Aware Aware 2009 (TBC) Project Charter 2009 (TBC) 2009 (TBC)
Brazil Aware Aware 2009 (TBC) Projei? (C):gharter 2009 (TBC) 2009 (TBC)
Chile Aware Aware 2009 (TBC) Projei? %gharter 2009 (TBC) 2009 (TBC)
Colombia Aware Aware 2009 (TBC) Projei? (C):gharter 2009 (TBC) 2009 (TBC)
Mexico Aware Aware 2009 Projei? (C):gharter 2009 2008
North Canada Aware Aware 1 8 2008 2008 2008 2008
America United States Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)




Y/, | |<ZZ+%Volume Markets - Status (As of August 2008)

Agency Value Based sow sow Pay for Pay for

Management | Compensation Deliverables Deliverables Performance | Performance

Group Country Overview Overview (Media) (Creative) (Media) (Creative)
Morocco Aware Aware 2009 2009 (TBC) 2009 2009 (TBC)
Egypt Aware Aware 2009 2009 (TBC) 2009 2009 (TBC)
Africa / Middle East Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
Eurasia | pakistan Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
East & Central Africa Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) 2009 (TBC)
Adriatic & Balkans Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) 2009 (TBC)
Belgium Aware Aware 2009 2009 (TBC) 2009 2009 (TBC)
Netherlands Aware Aware 2008 2009 (TBC) 2008 2009 (TBC)
Greece Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
Europe Poland & Baltcs Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
glzofl‘;ii/aH“”gary / Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
Nordics TBC TBC 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
Switzerland Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) 2009 (TBC)
Latin Latin Center Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
America | pery Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
Korea Aware Aware 2009 2009 (TBC) 2009 2009 (TBC)
Indonesia Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
Pacific Hong Kong Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
Malaysia Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
Singapore Aware Aware 2009 (TBC) 2009 (TBC) 2009 (TBC) | 2009 (TBC)
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EEE Agency Management Framework

To lead and manage world-class

OBJECTIV

GOALS

STRATEGIES

TACTICS

o To deliver the best strategic and creative output (“best work”)

Agency partnerships which support marketing
communications discipline to drive business growth

o To drive continuous improvement in productivity of marketing communications

investments (“best value”)
o To provide a competitive advantage (“best in industry”)
o To attract and retain best talent (“best client”)

U]

Establish clearly
defined Agency
Management Models

(1)

Operate with a
consistent, disciplined
approach to managing
Agency partnerships

The “Coke Way” of Managing Agencies

(I

Implement a fair,
equitable Agency
compensation and
evaluation approach

(V)

Build KO System &
Agency capabilities to
ensure “world class”
communications

Partner with Agencies

® Agency Management
Framework

® Agency Management
Principles

® Agency Management
Strategy & Model by
Function

Source Agencies

® Agency Review Policy /
Process / Toolkit

Contract with Agencies

® MSAs/Contract Templates
» Exclusivity
» Transparency

Audit Agencies

® Global Marketing Services
Agency Audit Protocol

Vi

Compensate Agencies

® Value Based
Compensation
» SOW Deliverables
» Pay for Performance

Integrate Agencies

® IMC Brief Template

® IMC Agency Integration
Briefing Process




ME w\,,;,:, - Compensation & Evaluation - Must be
- Linked

Evaluate nvestment,
and Reward
Appropfiately
Prioritiz& & Invest in
the Skills & People

We

RELATIONSHIPS BCOMMUNICATION BUSINESS



Discipline Collaboration

22



Irapiring Excellence

L
WA (aPTTR

GENERAL
CAPABILITIES

Thought

Account
Management

Leadership

Restricted



Wapabi lities - Always Evaluated

L
Was (TR

Talent &
Environment

Thought
Leadership

Shared
Understanding

Agency Thought
Leadership

Client Thought
Leadership

Restricted

Account
Management

Project
Management

Communication &
Documentation

Contract & Financial
Management




IXodiiéy-Evaluation Capabilities

SPECIALIST
CAPABILITIES

Creative Media Buying &
Execution Implementation

Creative
Implementation

Restricted



ney-Evaluation Capabilities

SPECIALIST
CAPABILITIES

iMarketing iMarketing
General Development Search

iMarketing iMarketing

Websites CRM

iMarkgting iMarketing
Mobile Measurement

Online Media Buying /

Implementation IT iMarketing

Restricted



¢iafist Capabilities - As Appropriate
with ‘Sub~Capabilities)

IDEA CREATIVE DESIGN CREATIVE
CREATION EXECUTION IMPLEMENTATION

27



¢ialist Capabilities - As Appropriate

~¢apabilities)

EXPERIENTIAL
MARKETING -
ConSt;Arggz'alrglght, Planning Costs & Planning Costs &
Marketplace Buying Strategy Buying Strategy
Knowledge
External External
Connection Plan Relationships Relationships
Development & Negotiation & Negotiation
Skills Skills
Quantitative Buying Buying
Performance Implementation Implementation
Metrics
Quantitative Quantitative
Performance Performance
Metrics Metrics

28



iMARKETING
GENERAL
DEVELOPMENT

iMARKETING
WEBSITES

iMARKETING

MOBILE

29

iMARKETING
SEARCH

¢iafist Capabilities - As Appropriate
with ‘Sub~eapabilities)

CRM
Development

CRM
Management

CRM
Quantitative
Performance

Metrics

iMARKETING
MEASUREMENT




Xodi¢€y-Evaluation Online Tool

L
WA (aPTTR

The Coca-Cola Company Evaluation Tool - Microsoft Internet Explorer provided by The Coca-Cola Company

J File Edit Wiew Favorites Tools  Help

Agency
Evaluation Tool

“ng- Welcome Ivan Isayev

# Agency i My Profile dmin

= Print Bl Home [ Logout

 Talent & Environment | B Thought Leadership | ® Account Management | & Idea Creation | & Creative Execution | B Creative Implementation |

b.) Does Agency have a real commitment to excellence? (prompt)
.} Is Agency putting —and keeping —its best resources on KO
business? (prompf)

- Has "best” been defined?

- Are key Indivicluals named in contract?

commitment to deliver the results|

Talent & Environment  Questions Please Provide Comments & Specific Rating
Examples to Support Rating
{1) Passion & Skill a.) Does Agency demonstrate passion for KO business or NOT? Agency has demonsirated heartfelt Y  Clearly Exceeds

" Meets & Exceeds

" Guccessiully Meets
# Meets Some

- Ia brand benefiting from staff continuity?
- Ia staif turnover a probiem?

" Fails to Meet
" Mot Applicable

{2} Collaboration a.) Is Agency working collaboratively with KO and other Agenciesto | (Greatjob, definately a strength
deliver KO business and brand needs? (prompt)

b.) Is Agency committed to true collaboration with the entire KO and
external team? (prompts

€.} Is Agency working with a good process te foster collaboration?

nrompts

- " Clearly Exceeds
# Meets & Exceeds
" Buccessfully Meets
" Meets Sorme

Confributions meet

il.) Is Agency responding appropriately to feedback from KO and
other Agencies? {prampt)

some but not all of the
ohjectivels) and

{3) Resource

a.) Is Agency appropriately accessible and available? (prompty Managernent attention is reguired to fix
Management

.} Is Agency managing time well —their own, other Agencies and this
K07 fprompf)

«.) Is Agency adequately staffed to meet KO work load and
deadlines? {prompt)

- Are staffing plans efficient, effective and sufficiently

= perfarmance
improvement is
NEecessary.
Performance is
inconsistent.

@ Fails to Meet

flexible throughout the vear?

Submit and View Sumimary

| saveasprat | |

" Mot Applicable

Restricted
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EEE Agency Management Framework

To lead and manage world-class

OBJECTIV

GOALS

STRATEGIES

TACTICS

o To deliver the best strategic and creative output (“best work”)

Agency partnerships which support marketing
communications discipline to drive business growth

o To drive continuous improvement in productivity of marketing communications

investments (“best value”)
o To provide a competitive advantage (“best in industry”)
o To attract and retain best talent (“best client”)

U]

Establish clearly
defined Agency
Management Models

The “Coke Way” of Managing Agencies

(1)

Operate with a
consistent, disciplined
approach to managing
Agency partnerships

(I

Implement a fair,
equitable Agency
compensation and
evaluation approach

Partner with Agencies

® Agency Management
Framework

® Agency Management
Principles

® Agency Management
Strategy & Model by
Function

Source Agencies

® Agency Review Policy /
Process / Toolkit

Contract with Agencies

® MSAs/Contract Templates
» Exclusivity
» Transparency

Compensate Agencies

® Value Based
Compensation
» SOW Deliverables
» Pay for Performance

Audit Agencies

® Global Marketing Services
Agency Audit Protocol

Evaluate Agencies

® Evaluation Approach /
Online Tool

S

(V)

Build KO System &
Agency capabilities to
ensure “world class”
communications




Irapiring Excellence
in Communication
Worldwide™
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IMC Brief

DNA Fusion Point: Brand Plans

DNA Base: Communication & Connection
Agenda Base
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Core Creative Idea and Creative Guidelines Summary
What are the Core Creative Idea and Creative Guidelines? How can the Core Creative
Idea be localized to give it cultural relevance?

Target & Specific Insight
Who is the target and are there any specific insights at key decision points in their
purchase journey that will inform our amplification strategy?

Specific Communications Role and Objectives

Where in the consumer relationship/decision making process can marketing
communication have the most effect? What are all the different priorities
communications must solve as part of market communications planning?

Specific Connection Points
What are the recommended connection points and consumer communication needs
(e.g., knowledge, need to experience it for real, need to play, etc.)

Brand Marketing Asset Considerations
What assets, currently in our portfolio can be used to address the communication
objectives? How might they be used to bring the Core Creative Idea to life?

Consumer Takeaway
For each communication objective and platform, what will be the key message the
consumer should walk away with after being exposed to the communication?

Success Criteria
How will amplification ideas be judged? What are the criteria for success?

Timing & Budget
What is the schedule for delivery of work? What is the budget for the work?




Integrate Agencies
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mmAgency Management Framework

To lead and manage world-class
Agency partnerships which support marketing
communications discipline to drive business growth

OBJECTIV

To deliver the best strategic and creative output (“best work”)

To drive continuous improvement in productivity of marketing communications
investments (“best value”)

To provide a competitive advantage (“best in industry”)

To attract and retain best talent (“best client”)

() () (V)

Operate with a Implement a fair Build KO

GOALS

(%)
=
O
=
&
[
wn

The “Coke Way” of Managing Agencies

TACTICS




