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Good afternoon,everyone. We are heading into the home stretch. Itis great to welcome Coke backto the
Consumer Conference this year. James Quincey, newly-minted President,or not so newly, actually it'sbeen
almost ayear and the Chief Operating Officer of the Coca-Cola Company.So, thanks very much James for coming,.

James Quincey
President & Chief Operating Officer

Okay.Good afternoon, everyone. I put up the traditional forward-looking statement page without just the post
lunch slotand in homage to the Internet trendofcanyou see animage within animage, there is actually a panda
in there. A small price to the onewho can find it.

So, with that, having dwelt alittle bit on the serious page, let's moveto the serious business of what we're doing
for growth. So, I'd like to talkabout three things with you. One, just remind those ofyou —many ofyou willhave
seenit before, butjust remind those ofyou perhaps haven't, that we build from a set ofindisputable strength, and
that we have been pursuing an agenda over the last 18 months and we see, based on our learnings, basedon our
insights, based on what's happening, two things that we're doing, one, around accelerating some ofthose actions,
and secondly, about evolving our strategies and our approach to certain issues.

So, three simple chapters. I'll go through them and I'll attempt to leave a bit oftime for Q&A.

So, firstly, building from our strength. We, the Coke company, the Coke system, we have an incredibly strong set
of assets. You'llhaveheardus talkabout them before,but I thinkit's worth remembering and therefore reminding
about them. A fantastic portfolio of brands. We have $ 20 billion brands. We're number one in non-alcoholic
ready-to-drink, notjust because we're number onein sparkling, but we're numberone in stills as well, and we do
that through our over 500 brands. We'd like to think that whilst our marketing can getbe tter, we workfrom a
platform of quality, from the right quantity, and marketing that's on strategy for our brands in our marketplaces.

And thirdly, and I know a number ofour bottling partners have been here this week, we have an unparalleled
bottling sy stem that delivers superior execution. We work with those roughly 250 bottling partners around the
world to drive in-store execution, visiting something like 24 million customers, 24 million outlets each week, and
we collectively between all of ushave 16 million pieces ofcold drink equipment. So, a set ofassets, so I thinkgives
us a great platform from which to look ahead for growth into the future.
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Late 2014, Muhtar laid out a five-point agenda, a set of priorities for us going forward. We talked about focusing
onour core business, which meant refranchising. We talked about streamlining and simplifying our own
organization and driving efficiency to drive aggressive productivity. We've learned alot over the last 18 months
and we've seen a number of places where we can accelerate our actions, because now we've proven how to go
aboutimplementing them and can see an ability to pickup the pace.

The other two parts ofthe five-point plan focusing on segmenting our markets to be more precise, moretargeted
in terms ofhow we approach getting revenue. And the second one was the disciplinearound investments. There,
we believe we made good progress. We'll be making those decisions. Andwe see in the light of market conditions
and the ever-changing consumer, we see how those strategy is going to evolveto continue to support growth for
the company. So with that, let me dive into those twobig parts.

Firstly, the accelerating actions. Fundamentally, we're accelerating the actions on focusing our corebusiness,
because we want to transform the company and return to anew version ofour core value-creation model, that's
around the company building strong brands, driving customer value, and leading our franchise system. That will
make the company, as it says onthe slide, lower-risk, higherreturn, with ultimately a greater confidencein our
ability to achieveour long-term growth model. That's the company that's going to emerge from the mist ofall the
change and the structuring and the latest refranchising press releasethat comes outon a steady, planned rhythm,
thisis the company that's going to emerge from all that mist of change.

How are we doing? On the principal dynamic ofrefranchising, we've talked aboutfive geographies, particularly
where refranchising is going on. In the U.S., which is by far the most complicated with the most moving pieces, we
arestillontrackto endit,completeit by the end ofthe accelerated date ofthe end of2017. We have, so far, got
agreementsthatcover7o0%ofthe volume that we're going to refranchise. So, obviously, there's abit of time from
agreement to actual handover, alot of workto be done. But the team that's focused on thisis making good
progress and remains on track.

Europe, I'm pleased to say, and they were herethis week, Coca-Cola European Partners. That deal is closed and up
and running. I think that'sa very exciting startfor that bottler. Coca-Cola Beverages Africa, we're expecting to
close thatearly in the third quarter. So that willbe another one done. Chinaisin process. It's always going to —it
was furtherin the pipeline or later in the pipeline. That's — they'd take alittle longer. We said that will take us
through 2017.And obviously, we're working on the Japanese possibility of merging the system there,talks
ongoing. So, while alot ofour franchise system isin motion, we clearly aremarching at arhythm, an accelerated
rhythm and meeting those deadlines successfully.

Once that'sdone, our business, and the Coca-Cola Company itselfwilllook very different postthe transformation.
We're goingto go from being about 18% of the global bottling volume to about 3% ofthe global bottling volume,
concentrated largely in the ASEAN countries and in India.

And that meansthat we're goingto transfer alot ofemployeesto our bottling partners. We're going to go from
about just over 120,000 employees to just under 40,000. And ofthose 40,000, halfofthem will be in the
remaining bottling investment group territories that we still own. So, the corebusiness will be somewherearound
justunder 20,000 employees. So, very different company, we believe focused on the core strengths and the ability
todrive value.

And within that, in parallel with the refranchising, the otherthing that we are accelerating, the focusonisour
productivity initiative. We've taken — we've tried to take some time to —in the midst of all the restructuring, try
and just break out where the productivity isand how it's coming through. So just here, I know we've used a page
like this before with the numbers on the left, but just to give you anidea ofhow we believe the productivity
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initiative isbold and forceful, you can see herethe percent ofthe relevant spend basis that we're going afterin
terms ofsavings, and they're inthe teens. So, there's some pretty meaty productivity targets against those three
different spends buckets, COGS, SG&A, and with its OpEx and its marketing.

And we're doing that by ultimately moving from it being an event to embedding it in the daily routines, the
monthly routines, the annual routines and driving it furtherinto the operating culture. We're on track. We're a
little overhalfway through realizing the savings, and we're fully on track with realizing the benefits that come from
this program. So, those arethe two things we're accelerating; the refranchising and getting the productivity done.

The place we're moving to in terms of productivity is taking the sy stems to the nextlevel ofits collaboration on
productivity. We were recently at the Global Sy stems meeting where alarge number ofthe bottlers come together
with the company. And we were discussing how can we take some ofthese areas and find new ways to collaborate
as a system to capture even more productivity collectively?

Collaborative procurement is just one example. We currently have what we call the Cross-Enterprise Procurement
Group, which brings together most ofthe bottlersin the company in purchasing somekey commodities. We've
been discussing how can we expand thatto other procurement category groups and buy moretogether and more
effectively.

And oninto the other categories, whetherit'd be digital, the route-to-market, or the design to cost. So, intensifying
our efforts as a company and intensifying our attempt to connect the bottlers who also have their own programs,
so that we canfind even more as asystem.

The second areathat I just wanted to touch on is where we're evolving our strategies. Now, as a backdrop to
talking about this, let me just kind of underline for a second, where we see the opportunities and why we're
evolving our strategies.

When we look at the opportunities, we continue to see arobust category growing into the future. The non -
alcoholic ready-to-drink category,depending on which projection you look at, has robustlong-term growth
potential; some ofthe forecast are even above 5%. But we see long-term potential in the 5%arena. Yes,as I talked
aboutin February at another unnamed conference, I said in the short term, it's going to likely be less than that. So
maybeit's goingto be inthe 4% range in the short term, in the near term, but still robust growth for the industry.

Andontop ofthat, we ourselves only haveabout a third ofthe industry in terms ofvalue share. So we, asa
company, we see long-term category growth fundamentally continuing to be there, along with an opportunity for
us to gain share as we have done consecutively and continuously over alarge numberofquarters.

And against this opportunity, we think we have the fundamentals ofa growth strategy that works. There is this
growing consumer demand that we can meet with our great marketing, with the base ofthe excellencein
execution from the system, aslong as we make the disciplined portfolio choices along the way and that will drive
us towards our long-term growth model.

So, the opportunities arethere. We have the strategy. So how are we evolving? We're evolving because we're
responding to what the consumeris doing. The consumer,some ofthese trends have been running for anumber
of years, some are intensifying,but we are responding to what the consumers are doing, whether it's
personalization — I think Share a Coke was one of the best examples responding to personalization or the small
packages on people wanting to control calories.
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And we need to respond to some ofthe other trends that are outthereon for the consumer. And I want to touch
ontwo of those, two buckets ofthose; one, on sugar and choice, and secondly, onincome inequality. So, we are
adjusting our approach to the sparkling category. We have made a shift in how we deal with the challenges and the
headwinds around added sugar or total sugar consumption around the world. We realized that we need to go from
offering choiceto shaping choice. We need to use the ability ofour system, our marketing, our designs, our
reformulations, to providea portfolio of products that encourage and enable consumers to enjoy added sugar
responsibly.

Now, some ofthat will be smaller packs of Coke classic or Coke original taste. But also some ofit will be on
innovation. We're investing morein R&D so that we canreduce to aggregate sugar content across the portfolio
and promote zeros and light products, all of which will need to meet the absolute entry price ofbeing great tasting,
There isno point ofdeveloping products with whateverlevel of sugar ifconsumers don't like them, because they're
certainly not going to drinkthem. But we clearly see a vectorhere where more shaping of choice to help move the
industry and innovation will provide a platform to sparkling growth.

Now, along with that we of course need to do anumber ofother things. They're notso much to do with the
productbut there'saneed for us to support and help lead on the promotion offacts that takes d ifferent shapes in
different countries given all the regulatory environments, but our North Star is to promote clearfacts. Marketing
responsibly, we've reinforced many ofour leading policies on marketing to kids and other ways to ensurethat that
is done in a responsiblefashion and, ofcourse, engaging with all sorts of stakeholders.

So a different approach to Sparkling. I think what's also worth underlining about this approach is, it connects and
integrates anumber of other strands of what we're doing out there in terms of our Sparkling approach. I just
talked about how we're going to go from offering choice to shaping choice. How we're going to be proactive in
trying to take the consumer somewhere. But that also integrates with our strategy choice of beingless dependent
onbeing volume-led and being more focused on being value-led. The two things can go togetherbecauseas I shift
from tryingto sell the extra 2-liter bottle with a oversized discount to selling more beautiful small glass bottles
thatis good from arevenue pointofview, yetit's also good from a shaping choice pointofview.

And thirdly, the way that we're marketing the Coca-Colabrand for example. By taking it from different brands and
making it into the one brand strategy with anumber of variants, as people, for example, someone who's loved
Coke classic all these years,at some point when they wanted to have alittle less sugar,we made them change
brand. You either have to go to Diet Coke or Coke Zero, but these brands all had different personalities. And the
reality is we used to lose people along the way.

So what we've done through the one brand strategy is create Coke as one singular iconicbrand with different
variants, so that you can participate and always continue to participate in the Coke franchise whichever the
ingredients, on whicheveroccasion you don't happen to want to participate in. Of course that needs to be
underlined by what I talked aboutto do with innovation, the transparency and to some extent, the leadership . So,
a different way oflooking at category growth and integration ofthe strategy ofshifting from volume to revenue
and a new way of marketing brand Coca-Cola.

The second evolution ofthe strategy I just wanted to talkabout was something on this revenue segmentation. And
let me enter that through just an optic ofwhat's happening globally and with the macroeconomics. We've talked in
the pastabout howwe've seen yet a slowdown macro-economically in the developed and the developing markets,
and that's flow-through into the NARTD value equation for the industry, but also, and not immaterially important
for us, a pickup in the developed markets.
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And aswe ended 2016, obviously, we saw a portfolio where the develops could continue to do well, and some
pressure in the developing and emerging markets. Knowing that developed and emerging tendto be more volume
orrevenue-focused and the develop being more obviously revenuebut also profit focused. The reality is that this
year has started and gone on economic forecasts, and therefore, industry growth is starting to impacted by a
number ofeconomies.

Youcanseethelatest downgrades ofthe GDP forecast fromthe backend oflastyearto now. A lot ofthatis coming
in the emerging markets.I think we all knew that some ofthem would be bad, not forgetting that some ofthem
are doingvery well. And some ofour businesses in some emerging markets are doing very well. But we knew some
markets will be bad. I thinka couple havecome in alittle worse than people expected for the year, placeslike
China, also Argentina as the government begins an economic correction. So some have come in worse
economically and I thinkworse from an industry point of view. The questionis not to admire the forecasts or
lament the forecast but to talkabout what are we doing about it.

Clearly, as we approach the segmentation ofrevenue and giving different markets differentrolesin driving
revenueand then ultimately profits, we have really looked at these different —obviously,the countries within
these three different buckets ofdeveloped, developing and emerging. Andnot so much focusing on wherewe're
doing wellin the developed and the strong, and continuing focus on price and mix in anumber ofthese markets
that's paying dividends. We paid dividends in 2015,and we believe it still willin 2016.

Let me talka little bit about the emerging markets. AsI'vesaid, some are doing well. Good growth in places like
Indonesia, Philippines. Some are coming under pressure like the Chinas, Argentina,and when I get the business
continuity maybe even Venezuela. But what's important about theseis not to stickwith whateverthe piece of
paper said the plan wasbackin 2015.

Ifthere'sachange, our experience and our game plan for emerging markets to go into problems isto get in there
early, rip offthe Band-Aid and get on with adjusting the business. Andthat's generally speaking, get areal focus
ondriving execution and affordability, more disciplined around pricing and inflation, because as these markets
tend to go downin currency, theretends to be more local inflations.

Get really disciplined on pricing, adjusting the marketing mix to follow the consumerwherethey're going.
Whether it's some countries, the rich get richer and you need more premium, and the poor get veryimpacted by
devaluation/inflation and you need to get very focused on affordability. We've got to do that in some ofthese
markets and we're pulling the Band-Aids of some ofthose.

Now, having said that there are couple of otherthings that are important. One is, we're not going to continue to
investin places wherethereis no good returninthe shortterm. We will reallocate the money from thosethat
aren't goingto succeed in the shortterm,who don't need it to rebalance the market to those economies and those
businessesthat are doing better.So we're doing a fair bit of reallocation to get that done.

And secondly, the business continuity for some markets get so bad that just staying in business becomes the part.
Clearly, thisisavery small partofportfolio but we are focused on it and we do know howto do it. So in the round,
the emerging markets still growing, some ofthem alittle worse than was expected. And we've gotin there and
we're taking action to set the businesses within these new tougherenvironments and moving the money
elsewhere.

When it's takenin the round, obviously,we're looking to do the right thing in terms ofrevenue for the longterm
but also leverage the total picture and the total picture's productivity so that we can deliver what we said we were
goingto deliverin terms ofdelivering value for the business.
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Now, one way ofdoing that and I think it's just worth underlining because of the importanceto the business
whetherit'ssome ofthose struggling emerging markets orwhether it's the growing emerging markets or whether
it's even the developed markets.

I mean, here India which has certainly been growing, alot ofdeep focus on affordability. You can see someofthe
Splash Bar which isthe cheapest most accessible Coke you can probably buy in the world. We justlaunched, I
knowI've talked about it before, but the Entry Pack PET, it's a newtechnology, first in the world. The line is now
up and running for a month. It'srunning at full speed, and we're selling what we can. What's important about that
package is the new technology radically extends the shelflife of small PET. Shelflife of small PET to reach rural
areas has alwaysbeenaproblem for anyone in PET bottlesbecauseitlosesthe gas. So thisis a way ofreally being
able to extend the reach way further into the rural areas. So I think that's a very exciting innovation.

Andthenthe U.S. The U.S. continues to make good progress onits packaging strategy and that's not just
affordability asit's the case with India, butit's also premiumization. There are a whole set of markets around the
world where that trend ofincome inequality continues to play out and where the necessity becomes to movefrom
the middle to more premium offerings and more affordable offerings.

The third area where we're doing someevolution of our strategy is in stills. As I said at the beginning, number one
in sparkling, yes. But we're also number oneinjuice and juice drinks. Number one in ready -to-drink coffee
around the world. And a strong number two in most ofthe other categories within stills eitherthrough the energy
partnershipwith Monster or in water, sports drinks and in fact, tea.

The basic premiseis we've got a 50%value share in sparkling beverages, but even that number onein stills is only
at 15%market share. But ontop ofthe growth ofstills, which is continuing and which is robust, we believe there's
an extra opportunity in terms ofshare gain.

But we are seeing, as that pressure from income inequality flows through into the beverage industry as in many
other industries and the availability and in fact the effectiveness of the supply chain, offers new opportunities to
premium and closer-to-nature typebeverages. We are seeing a wider spectrum emerging from premium to
affordable offerings. There's growth on both ends ofthat spectrum.

We see ourselves and the industry being able to offer more affordable entry and products on the bottom -end ofthe
price spectrum whether that'sjuice drinks and teas, people do it in water that's not our focus though, butin the
premium end, we see more growth. There's more growth in premium juices and plant -based drinks, the expansion
of chilled and all sorts of new technologies and we participate strongly in those sectors.

Premium teas are growing. Gold Peak, which is our —one of our chilled brewed teasin the U.S., is growing well
into double-digits. A lot of growth in the premium end oftea.

Similarly, in value-added dairy and protein-based drinks, there we'vemade anumber ofbolt-on acquisitions in
the recent months, mostrecently announcing a dealnotyet closed on AdeS, built on our Chinese deal, built on our
Nigerian deal, built onthe U.S. deal that was done at around fairlife. We see opportunity for usto participate in
the value-added end of dairy and plant-based protein drinks.

And then coffee. We are ourselves premiumizing what was already a premium category in ready -to-drink coffee in
Asia. And our focusin water is largely in growing on the premium value-added end, and the great success of
smartwater in expanding that. So alot of opportunityin stills, alot ofthat occurring at both ends of the spectrum.
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And the way we're attacking itishow. We're attackingit by, yes, building somebrandslocally. There are some of
our billion-dollarbrands that started offorganically in one part ofthe world and we have just built it and built it
and built it untilit's successful where it started from, whetherthat Simply or Georgia and the latest upcoming one
being somethinglike Gold Peak — Golden Peak.

We use bolt-on M&A. I mentioned a couple ofthe recent examples. And ultimately, we're notlooking to just build
lots oflocal jewelsbut to scale brands globally. The nirvana is when we can find either one brand that canbe
scaled globally or a family ofbrands that can be scaled globally as though it were one master brand. Andthat helps
us drive value. It helps us drive valuebecause we get scale-value leadership, and therefore we can participate
profitably in many ofthese sectors.

Allof that underpinned by arealization and a further development offit-for-purpose routes to market. Whether
thatbe chilled or different types of manufacturing ordifferent types of selling, we know we need to find the way
that helps workfor the consumer and the customer, not prioritizing the fit with the base business.

So with that, let me summarize with a couple of pages. Post refranchising, we're going to look different. But we
have greater confidence in being able to meet ourlong-term growthmodel. We're going to look different. I won't
go over through these numbers. Kathy, Coca-Cola's CFO is here, we'll be able to take questions togetherina
minute. But we willlooklike a very different company. But I think the point worth underlining is not just the
shape ofthe company that will emerge from the mist ofthe change, but the potential and the greater confidence in
hitting our long-term growth model.

So with thatlast page of summary.We've got astrong set ofassets and some clearstrategicinitiatives. We're
accelerating on thoseones where we know how to execute and we're making alot of progress, the refranchising,
returning us to our lower-risk, higher-return routes. Leveraging the effective revenue gro wth strategy in some of
the volatility of the modern world, yet underpinned by solid stability and growth in the developed markets.
Accelerating our stills, finding those country, category, price point spectrum positions where there's value and
growth. And then, ofcourse, last but by no meansleast,reshaping our approach to the sparkling category.

So with that thankyou forlistening. I'm going to turn the questions — Kathy, do you want to come up and we'll
take some questions.
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QUESTION AND ANSWER SECTION

While Kathy is walking up, James, canyou just talkabout what do you think the progress so far on the One Brand
strategyis? I'm sorry, I knowit's still fairly early days and —the impact onyourlabeling mark and the sugar taxes,
so is it about choiceorisit really about leveraging marketing investment, orisitboth?

James Quincey

President & Chief Operating Officer

Ithink it's a representation ofthe various different elements ofthe strategy. I mean, the onebrand strategy, just to
summarize, for thosewho perhaps don't knowis, bringing on the — taking the different brands of Coke whether it
be Coke, Coke Zero, Diet Coke, Coke Light, Coke Life, Cherry Coke, Vanilla Coke, whatever, and bringing them
under one integrating idea and brand proposition,saying look, there's one Coke, youcan enjoy itinlots of
different ways, but the bottleis shared, the iconography is shared, the brand proposition is shared.

Andbringing them under one brand and calling each ofthe rest variants. I mean, it sounds like kind ofa
marketing piece of paper, but what is really driving that is allowing people to enter the franchise at any particular
point and stay in the franchise. Ifthey have concerns about ingredient X or ingredient Y, they can stayin the
franchise, because you can havea Coke classic or you can havea Coke Zero sugar. You can havea Coke classic, or
you canhavea Coke caffeine-free. We are providing the variance for people to stay in the franchise. And that then
connects with all the work on the visual identity.

So howis it going? To be honest, it's still early days. It only really rolled out a few months ago. The initial
consumerfeedbackis very strong. The first —the next iteration ofthe graphic representation ofthis on the
packaging, I thinkis going into Mexico right now. That's the first place this representation is going. And we had
some 1.0 versions ofthe packaging. We tested in Spain and in Northern Europe, and Chile and Russia. Both of
them had the same basic reaction. It was a much stronger implementation and look for the brand in store. It drove
extrasales and extra mix of Lights and Zeros. And that's the results from the tests. We're now moving to alarger
scale with the 2.0 ofthe graphics. So we're hopingto see equal and better results.

How far alongare youin the price and mix journey in developed markets?

James Quincey

President & Chief Operating Officer

I think the price and mix journey, we're notin the same place in each market. So I thinkwhere they areisvery
different by market. Generally speaking, I'd say we're further along the kind ofthe right journey in Europe,
especially in the current kind oftough — maybe not deflationary but low inflation environment that is Europe. So I
think we're looking for mix. Of course, we're looking for price but we're looking for mix and I think Europeisa
place where differentiation on packaging has still got moreto go.

Inthe U.S., we still gotbothlevers. The premiumto the rest ofthe industry inthe U.S. islower thanitis in
Europe. So I think there's space for both. And the team in the U.S. has made consecutive quarters ofgood progress
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on price and mix, and we think there's plenty of runway left to go. I always say, yes, therell be quarters whenit
won't come through and when competitors or customers, something will go wrong. But we see that we've gota
trackrecord of quarters and we see plenty of runway in the U.S.

Do youhave atargetin U.S. for what percentage ofsales?I thinkit's about 15%now. Isthat the right number of
the — sort ofnew packs?

James Quincey
President & Chief Operating Officer

Oh, yeah, the newpacks.Y eah.

Yeah, yeah, exactly. So do you haveatarget for where that would get?

James Quincey

President & Chief Operating Officer

No, because —and the reasonthat we don'thave —I mean, ofcourse, there's abusiness plan and there are targets
to whereit's got to get to thisyear and next year and the year after. Butin conceptual terms overlongterm, it's not
we're trying to create, get to a specific number for those packs. Because what will happen in the road is we'll think
of new packsthatneed to be out there in the market becauseas consumers change, so as households gets smaller,
as retailing moves more towards convenience away from the biggerboxes, you can find yourselfwanting to have
smaller packages. So maybe, we'll have to introduce otherlarge PET packages.

So there will be continuing package evolution to meetour needs to diversify and segment the occasions in the
price points and that will — that's got plenty ofgood to go.

Questions from the audience? [Inaudible] (31:46-31:52) find you.

John (sic) [James], long-term —I have two questions. First one pretty easy. Long-termisa 2% to 3% price mix,
top-line contribution achievable globally once you kind of get things where they need to be?

James Quincey

President & Chief Operating Officer

I mean,IguessI would answer thatifrevenue isinthe numberinthe long-term growth. Well, I meanit's in that
sortofballparkbecause we're looking for price and volumein a broad mix. So as that'sroughly halfofwhat we're
going forin revenue, thenyesit'sin the ballpark. Now, we've been more in the two kind ofend recently. But, I
mean, I think clearly we're not going to want to go for one and I don't think four is achievable.I'm not trying to
give aguidance thatis 2% to 3%, but that's clearly what'simplied and what's kind ofgoing on, Kathy.
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Kathy N. Waller

Chief Financial Officer & Executive Vice President

Yes. AsJames said earlier —a few minutes ago though, there will be times when 1%is 2% is probably going to be
what we get and that's actually perfectly acceptable and it depends on what else is goingoninthe m acro
environment. But on a consolidatedbasis, 2%to 3% would be great. But sometimes we're goingto be at1%to 2%
and that's perfectly acceptable.

I understand. And just regarding Coke Africa, right? You'vebeen accelerating or you're refranchisin g globally,
right. Andit'sbeenonyour timelineeven though you've been pulling things forward a little bit. Coke Africaisa
little bit different because it's on, really, somebody else's timeline, right. So when this ABI -SABdeal closes,all ofa
sudden Carlos Brito is going to be a pretty big partnerwith you. And I'm just wondering how that kind of
develops.I knowthatyou could pull that partnership and giveit — create something else,or do you want to wait
for that deal to close where he then could, from one minute after it closes, he canlook at the books and kind of see
whatyou're doing? Or how are you thinking about the evolution ofthat relationship?

James Quincey

President & Chief Operating Officer

Well, of course, we're thinking about where we're going in Africa. But unfortunately, given that thereis notjust
one but two dealsto not comment on, I have adoubleno comment.

Thank you.

James Quincey
President & Chief Operating Officer

Sorry.Itwasagoodtry.

There's obviously ahuge amount ofconsolidation ofthe bottling network everywhere around the world pretty
much. Ifwe sort oftake a very long-term view, maybe, I don't know, 15 years, what's the ultimateaim? Is it one
bottler per region, one bottler globally, no bottlers? Isthere —canyou giveusabit more color in terms ofthe
ultimate direction?

James Quincey

President & Chief Operating Officer

I don't thinkthere'sa one answer for the future, because the consolidation and the evolution ofthe bottli ng system
obeysawhole series ofdynamics and they're not static. And they're not just aboutwho wants to go where and do
what. But we have to steward a franchise system that responds to the opportunities ofthe consumer.I don't mean
just consumers who want to exit that, creates a whole range of manufacturing and distribution opportunities for
the system, alsowhere is the customer going. So, the perfect shapeofabottlerisnot a static picture. So,Idon't
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think that have —now, clearly,we have a view. Clearly,we have a plan asis represented in what we're doingin the
refranchising. But there'snot a single destination point at which history will end.

James, canyoujust elaborateonthe challenges nowin China. I know it was a pretty rough first quarter. And it
sounds like things aren't great so far this quarter. And then do you think China could ever be a Cola market?1I
think it's more ofa Sprite market. Is that —is that right in terms ofrelative marketshares?

James Quincey

President & Chief Operating Officer

Okay. Let me try both ofthem. I mean, I think Chinais a bitrough at the moment. I thinkwhat's — macro-
economically, I'm not goingto give anumber.I'm not sure what the number is for the GDP, butit's clearly slowing
down.Imean,IthinkyoucanseeinNielsen, FMCG or whatever category you want to looklike, it'skind of been
stepping down over the last couple ofyears. And this year, it's probably in the low-single digits to flat.

I think the way the band-aid needs to come offis sometimesit's —in anindustry and a market that's developing,
when the trend changes, you can kind of get whiplashes through the supply chains. So, I thinksome ofwhatyou
see for us is the effect ofthe inventory, as the kind of distribution system, the wholesalers, the distribution
partners accommodate alowerlevel ofsalesin the short-term, there's kind ofan inventory whiplash effect. So
there's some ofthat going on. But I thinkwhat's important for usisto lookthrough thatkind ofshort-term —it's
like one ofthose supply games you play at business school and look through, again, what is the consumerdoing.
And ultimately,it's goingto be a couple ofthings. There is more ofa middle -class emerging and they continueto
go up the spectrum in terms oftheir demands for high-quality interest in beverages.

So we will continue to push, whether you want to call it premiumization or new higher -end offerings. But the
opportunity in the rest of China, whilst those people are more under pressure from the kind ofeconomic shift that
the governmentis making, there's a vast opportunity therethat's stilluntapped. I mean, distribution in the rural
and the lower socioeconomicareas is still not fully tapped. But we see ourselves, yes, adjusting to the kind ofthe
short-term, kind ofwhiplashing into the supply chain, but staying focused on where this is goinglong term.

And ofcourse for us, it makes a difference which emerging market gets into problems, because in only some of
them, do we have bottlers, and of course, that magnifies the impact on our consolidated revenues, but given the
emerging markets,it doesn't make so much difference to the profits. So you got abit ofthe, who goesinto the —
who goesthrough the ring and makes the difference in that sense. But we stay focused on wherewe're going. Pull
off the plaster, take action, get yourselfset up for the new normal. So we think there's going to be a vibrant
businessin China in the longterm.

Now, is it a colamarket? I thinkthe colamarkets havebeenbuiltin history; most business —even Latin America,
which everyone will call a cola market. Ifyou go backfar enough in history, they were flavor markets. And the cola
business gotbuilt overtime. And you can see that happeningin some ofthe Asian countries where the Sprite —
they're flavor markets,but they can become cola markets. And you can see that in China. Steadily overthelast10o
years, Coke has narrowed and narrowed and narrowed and narrowed the gap towards Sprite. Ithasn't over-taken
Sprite. But very often, it's the pattern whereby people comein on the flavors and then overtime it develops more
into colamarket. Andyou cansee —it's going to be a long-term trend, but you can see that path beinglaid in
China.
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[indiscernible] (39:05)

Also aquestion about agility, speed of movement. A lot of CPG companies talkabout wanting to make their
innovations expand into all their territories as quickly as possible.IfI look specifically to yoursparkling business,
the speed at which Zero and Life rolled out, it still seems relatively measured compared to what we see from other
businesses. I's that something that's special to the cola market or to do with the system or was that something
you'd hope to see changes across the Coke system in future?

James Quincey

President & Chief Operating Officer

Well, I'm certainly not going to say I'm happy that we're fast enough. But Kathy knows me. Those words are never
going through pass my lips, okay, you went too quickly, well, maybethey will when doing better. No. So, do I think
they could —that Coke Zero could haverolled out faster? Yes, I do. Do I think Coke Life should rollout to more
places? Not necessarily, because it meets a particular pointofdevelopment in the cola categoryinanumber of
markets and respondsto the set of consumer demand.

So, I would definitely segment initiatives between, which ofthose are targeted intended to drive a specific purpose
with consumers, and Coke Life is one of those. I'm notlooking to be it in every country. Coke Zero, clearly —and
we'll be calling it Coke Zero Sugar — clearly, I would haveliked that to rollout. I think clearly we're focused on how
do we move fasterwith the winning offerings. Those that clearly haveresonanceacross many countries, whether
it's all of the developed countries or all ofthe world, how do we get that out faster. Absolutely, I'm not satisfied
and we're working on making that better.

Just onelast one. Do you think the organization knows what the new marching orders are? I mean, you know like
if I ask sort oflike lower and mid-level employees, you know like they'vedone is volume, volume, volume for
instanceinthe U.S. I mean, isit sort ofcascaded all the way down, like I thinkin those RED score things, I mean
is that price mix such abig element ofthe RED score that yousort ofcanavoid?

James Quincey

President & Chief Operating Officer

Yeah,I mean —Yes, I mean, do I thinkit's — again, it's backto the previous —am I satisfied as to the — whether it
hastobe 100%?No.Imean, there'sno question that —I thinkin all situation, senior management gets bored with
the messages beforethe messages reach the furthest reach ofthe organization. So, absolutely, we need to keep
being clear on what the priority is.

There's nothing that's more confusing for the organization than lack of clarity on direction. Clearly, we haveto
provide the framework. They haveto act withinit. And we haveto provide the directions. So, I would never give
up on continuing to provide direction. But yes, I do thinkit's penetrating. Yes,I do thinkit's reaching the middle
and the frontline. I mean, whether it'sthe RED scores which is more about the bottler front line and the peoplein
our operations helping to support them. And alot ofthat has always [indiscernible] (41:58) price mix. Now, the
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important thing is, are we changing it within RED, whichisthe in-store execution tracking system.Arewe
changing what we're looking for to the smaller packages and the more price-orientated packages from, istherea
bigdisplay of2liters, and the answerisyes.

Arewe more focused onrevenue inside? Y es. We've shifted from volume to revenue in the incentive system. So,
people are starting to see that's what drives the paycheck. Are we there on the complete culture shift? No. The fact
they've gotthe messagedoesn't mean thatit's all fully implemented. So, we will have to keep reinforcing it time
and time again.

Unverified Participant

Ithink we're out of time. And thankyou,again, for the beverage. That's going hurt the CCEP incidencepricing, I
think, because peopledrankalotofsoda.

James Quincey
President & Chief Operating Officer

Good. Thank you.
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