PARTNERING
TO MOVE MORE



to refresh the
world; inspire
moments of
optimism and
happiness;

and to create
value and make
a difference.
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OUR FOCUS. OUR COMMITMENTS.
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* Product Safety & « Women’s Economic « Water Stewardship
Quality Empowerment * Energy Efficiency &
» Active, Healthy « Charitable Climate Protection
Living Contributions « Sustainable Packaging
* Nutrition Education < Human and « Sustainable
 Responsible Workplace Rights Agriculture
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Creating Game-Changing CSR

When developing a CSR program a company should:

1.

Pick the right Issue. To succeed In solving a significant sodal problem and
enhiancing ts corporate Image, a company needs to find the right problem to
solve. It should find a single Issue that s Important, timely, and leverages the
company’s core competencles. An lssue such as this s more likely to attract
media attention, which will help bolster the company’s reputation. Equally
Important, an Bsue that captures media attentlon will make it easler for the
company to engage nonprofits and government agencies and create the sort
of cross-sector partnerships that are essentlal to solving the problem.

2.

Establish concrete goals and report progress. Business stakeholders
long ago became Jaded with companles’ vague pledges to address soclal
Isswes. To stand out from the crowd, a company needs to publichy
comimit to an ambitious and quantifiable goal that goes beyond what Is
expected, and to provide regular reports on its progress using Independent
external audtts or reviews. A company should set ambitlous goals, but it
must also deliver the results it promised within a reasonable period of time.

3.

Deploy the company’s key assets. The truly valuable assets that a
company has — Its products and services, skilled employees, Industry expertise,
global infrastructure, and s network of connectlons, credibliity, and
Influgnce — are rarely tapped for soclal progress. Yet thesa company assets
are every bit as powerful In solving socal problems as they are In areating
economic value for the company. Cnce a company leams to break down
Internal barrlers and Integrate its C5R Initlatives with is entire value chain,
nevwe and more powerful opportunities for solving soclal problems will arisa.

4,

Work In cross-sector partnerships. The term *partnership” in
C5R or corporate philanthropy 1s often used loosely to apply to
any relationship between a company and a nonprofit organization or
government agency. Often these partnerships are no more than large
cash contributions accompanied by joint press releases. The most effective
solutions 1o soclal problems are those that engage nonprofit, business,
and government agencles In cross-sector partnerships where
each sector concentrates on what it does best.
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PREVENTING OBESITY = MOVE MORE + EAT SMARTER Cm’f‘g’
7 Europe

ENERGY BALANCE

T

- Food - Basal metabolism (60-75%)
C:arpl hydrates, - Thermogenesis (10%)
lipids, proteins

- Physical activity (15-30%)
- Alcohol



Multiple Benefits of Active Lifestyle
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“OUR
FINDINGS ARE
TROUBLING”

80%

13-15 Year Olds
not meeting the WHO
recommended
60 minutes / day
of moderate activity




SITTING
IS

YOV

The Truth About
Sitting Down

Global deaths peryear

>3

o | .
million

million

Smoking I Inactivity




TREND IS DOWNWARD, NOT UPWARD

2.43. Trends in daily moderate-to-vigorous physical
activity, 21 EU countries, 2005-06 to 2009-10
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Source: Currie et al. (2008); Currie et al. (2013).
Searlink Sxzew hitpy/dy.doi.org/10.1787/888932703951

LOW SEIS MOST INACTIVE

Socio-Economic Status
Never
56%

Seldom

Some Regularity

Regularly
7%

0% 10% 20% 30% 40% 50% 60%
No Difficulty — m Some Difficulty  m Difficulty Paying Bills

Classified - Internal use
Eurobarometer. "Sport and Physical Activity ." European Union . European Commission, Mar. 2010. Web. 8 June 2011. <http://www.ec.europa



OUR CURRENT SUPPORT FOR PHYSICAL ACTIVITY

PROFESSIONAL
SPORTS
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FIFA WORLD CUP
Brasil

Creates inspirational
role models and assets
to be leveraged

COMMUNITY
SPONSORING

Supports sportsclubs in
providing ALS opportunities

13

GRASS ROOT
PROGRAMS

Coke sytem goes beyond
sponsorship to co-create
inclusive programs
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http://www.youtube.com/watch?feature=player_embedded&v=RNf6UXjPHZ0

OUR GRASS ROOT PROGRAMS

Europe

*Beat the Street
*Food Framework

* Friends of Europe
+Energy Balance

« Enjoy Your Meal

* CREAL

*Physical Literacy

- The +100M Campaign

Great Britain
IS

* Street Games
+ Special Olympics
* Action Sport

Germany

« Mission Olympic
*Listen to Your Heart
+Fanta Playgrounds

Nurway

* Gilernet
* Sweat Sessions

Sweden

* My Challenge
+Fotbollstartan

Ireland
=125 Thank You Fund

*Powerade 5’s

* GNR Think Tank
*Sporting Best

* Street Games
*Rehabilitation
Sport

* Whizzkidz

* GreatFun2Run

+ Intelligent Health

=Netherlands

+Mission Olympic

* Sportfor Life

* Leinster Rugby
*Football for All

* Bike Week

*IFC

« Lishurn City Council

+ ConnachtTag Rughy
- Powerade Towns Cup
* Dublin GAA

=Aust ria

* Coca-Cola Cup
* Vienna Runs
* SportInitiative

Belgium & Lux

:Cu?jrlfs sorts *Mission Olympics
L Olympic «IRISPORT
Fund N
et action FoODperiences Healthy
“Special Breakfast
LH ronce
“Le SCMD JANDES
“Rennes by Night Expert Patient
VN Course
Portugal
+ Caca-Cola Cup
Spain + Coca-ColaJunior

+ Coca-Cola Cup

- Sports Games Asturias
+MalagaBike Day
estreet Handball

+ Bike Days

« Triathlon Garmin

* Marxa Beret
*Powerade Cup

* Fundacion Instituto

League
« Ski Valais
* Gorilla

Switzerland

Italy
* Coca-Cola Cup
*ScuolalnForma
« Calorie Balance
+ Special Olympics

« Stadium Sports
+Clean the Beaches

Bl Baltic States

|}
+ Coca-Cola Sunday League
* Sprite Baskethall Battle
+Soccer Summer Camps

* Linas Kleiza Classroom
*Healthy Nutrition

+ 5-a-day Communication

+ Latvian Gymnastics Festival

~Food Bank

*Sport Club Motion

Poland

+Coca-Cola Cup
+Integration of Friends
~Keep Fit

- Spedial Olympics

+Juliada Siemachy

+ Animator of Sport
+Journalist Tennis

« Family Bike Rally
+APC Children’s Skiing

L i Czech Republic

+Coca-Cola Cup

Slovakia

* Coca-Cola Cup
«Don'tBe Lazy

*Red Bike

- Wake Your Body
"+ Exercise is Medicine

+ Coca-Cola Cup

Hungary

Romania

+Healthy Lifestyle
+ Grassraots Sport

+ Coca-Cola Cup

Serbia

* Coca-Cola Bike Tour
*What's Your Sport?
* Exercise Therapy

+ Coca-Cola Cup

E Bulgaria

* Coca-Cola Cup
* Gym Parks

+Bled Night Run
“Water Forever
*Indoor Football

Slovenia

*Day of Fair Play
*Team Time Ride

m Croatia

* Bistra Bike Tour
*PARKing
+*Mobility Week

*Sarajevo Marathon
*Say No to Drugs
+Fitness Day Tuzla

Bosnia & Herzegovina

Cyprus «Fans Energy Fund
* Gym Parks
« Athletic Games «MBY
« Diet Lifecycle
~ MedWeight Study

* Coca-Cola Cup

Greece

+90 different
rogrammes

0 markets

Reaching
+ 3.500.000
people

+90% In

artnership




reaching everyone — across the activity spectrum

Spectrum of activity levels

Socio/cultural Different people, different barriers Psychological

) Biological .
Demographic g Behavioural Environmental

Inactive spectrum of activity levels Active

Everyday activity Organised activity

f | Competitive sports
Sport for development Behaviour change

Different solutions

Sport for sport’s sake

Mapping our programmes across the activity spectrum
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The programmes below target all activity Ievels

Mission ' -
Olympic St el ') ,Blm;o

m Gty PN oD

BOKWADA ' legortivos

Source: ‘Active Celebration’, Department of Health UK, adapted by Good Business; reference
http://lwww.wellbeingsoutheast.org.uk/uploads/F177B6BD-EOD5-3F47-10319CEDC9A7B728/Active%20Celebration%20-%20Introductory%20Guidance.pdf



Our framework moving foreward

INSPIRE AN ENTIRE GENERATION TO BE
HEALTHIER AND HAPPIER THROUGH MOVEMENT

EDUCATE EMPOWER ENGAGE

Strength of Partnership

(commitment, longevity)

Philanthro Sponsorship | (Collaboration
(\% @ Q o-creation

Influence on other
partner’s goals,
objectives, and actions

@%Eurqpe
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AV v

Being active makes us healthy, increases our life
expectancy and our overall quality of life.

OUR VISION

100+ million more Europeans active in
sport and physical activity by 2020.

SHOWBIZ
'X Factor' judge Nicole Scherzinger shows support for
Special Olympics

Published Friday, Jun 14 2013, 04:43 BST | By Kate Goodacre | Add comment
KiRecommend <6 ¥Tweet(ta 1 0 (@ Submit

Nicole Scherzinger has shown her support for the Special Olympics at a tea party for British
athletes.

The X Factor judge - who performed at the closing ceremony for the 2011 Special Olympics
Workl Summer Games in Athens - met with medak-winning gymnast and table tennis player
Greg Silvester during the reception at Coca-Cola’s headquarters on Wednesday {June 12).

CREAL

NG NG

centre de recerca
en epidemiologia
ambiental

CHANGING SPORT




SPHERE OF CONTROL VS SPHERE OF INFLUENCE .
@%Europe

COCA-COLA PRESENCE IN EUROPE

the fotal worth of
Coca-Cola's EU27
value chain

38 €29.8

N2 e BILLION

number of jobs in
the EU27 supported
by Coca-Cola’s
value chain

- 592,100

emplioyees in

JOBS

amount remaining
in the EU27 for
every euro spent on
Coca-Cola products

80%




SPHERE OF INFLUENCE

The Coca-Cola System
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