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MANAGEMENT DISCUSSION SECTION

Operator: Atthistime, I would like to welcome everyoneto The Coca-Cola Company's First Quarter 2016
Earnings Results Conference Call.

Today's callis being recorded. Ifyou have any objections, please disconnect at this time.

Allparticipants willbe in a listen-only mode until the formal question-and-answer portion ofthis call. [Operator
Instructions]

I would like to remind everyone that the purpose ofthis conferenceis to talk with investors and, therefore,
questions from the media willnot be addressed. Media participants should contact Coca-Cola's Media Relations
departmentifthey have questions.

I would nowlike to introduce Tim Leveridge, Vice Presidentand Investor Relations Officer. Mr. Leveridge, you
may begin.

Timothy K. Leveridge

Vice President & Investor Relations Officer

Good morning and thankyou for being with ustoday. I'm joined by: Muhtar Kent, our Chairman and Chief
Executive Officer; James Quincey,our Presidentand ChiefOperating Officer; and Kathy Waller, our Chief
Financial Officer.

Before we begin, I'd like to inform you that you can find webcast materials in the Investors section of our company
website at www.coca-colacompany.com that support the prepared remarks by Muhtar, James and Kathy this
morning.

I'would also like to note that we have posted schedules under the Financial Reports & Information tab in the
Investors section of our company website. These schedules reconcile certain non-GAAP financial measures, which
may be referred to by our senior executives during this morning's discussions, to the results as reported under
generally accepted accounting principles. Please look on our website for this information.

In addition, this conference call may contain forward-looking statements, including statements concerning the
long-term earnings objectives,and should be considered in conjunction with cautionary statements contained in
our earnings release and in the company's most recent periodic SEC report.

Following prepared remarks this morning, we will turn the call over to your questions.Inorder to allow as many
people to ask questions as possible, we ask that you limit yourselfto one question. Ifyou have multiple questions,
please askyour most pressing question first and then reenterto the queuein order to ask any additi onal ones.

Now, I'd like to turn the call over to Muhtar.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Thank you, Tim, and good morning, everyone.
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FEighteen months ago, I communicated a clearfive-point plan to reinvigorate our growth and increase profitability.
In February, we reported a successful transition year in 2015, where we made tangible progress on our plan and
delivered the full-year expectations we laid out.

I'm pleased to report thatin the quarter, the first quarter of2016, we took anotherpositive stepin the macro
environment that continues to be challenging. Today, I will touch briefly on a few key highlightsin the quarter
before handing offto James to providea more detailed review of our operational performance.

We're in the midst oftransforming The Coca-Cola Company to one thatis even more focused on our corevalue
creation model ofbuilding and supporting strong brands, enhancing customervalue and leading ourfranchise
system. During the first quarter, our continued focus on our five strategicinitiatives enabled us to gain value share
and deliver positivetop-line growth with underlying margin expansion. With the first quarter behind us, we see
the challenging global environment continuing, but we remain committed to our full-year targets we laid out in
February for both the top and bottom-line performance.

From a highlights perspective, we continued to execute our strategicinitiatives. In the first quarter, we unveiled
our new global one brand marketing strategy for Trademark Coca-Cola under the Taste the Feeling campaign,
whichis elevating system engagement with our employees, bottling partners and customers. The initial consumer
response is encouraging and positive.

Additionally,we added to our portfolio of fast-growing still beverages. We closed our Chinese plant-based protein
acquisition of Culiangwangin March. We also invested in Chi, the leading juice and value -added dairy company in
Nigeria, Africa'slargesteconomy. Both transactions arefurther proof points ofhow we are strengthening our
leading stills position, effectively responding to evolving consumer preferences.

Finally, we are accelerating our global refranchising efforts. In North America, we continued to make progress
against our stated goal ofrefranchising 100% ofour bottling operations by the end of2017.Including the
territoriesannounced this morning, we havetransferred or signed agreements on almost two -thirds ofthe U.S.
territorieswe originally acquired from CCE.

Looking outside of North America to Western Europe,our Coca-Cola European Partner's transaction remains on
trackto close by the end ofthe second quarter. In Africa, the regulatory approval process continues. The South
Africa Competition Commission hasrecommended for the Competition Tribunal to approvethe Cola-Cola
Beverages Africa merger with certain conditions. The Tribunal is set to meet in May to review the pending
transaction.

In summary, we recognize that we stillhave much workto do, but we havedefined a clearpath to transform the
company and we're making consistent progress to createlong-term value for our shareowners. The Coca-Cola
Company isbecoming stronger, more efficient and morefocused on our core strengths of marketingand brand -
building, customer value creation and leading our franchise bottling system. We're making progress implementing
our disciplinedglobal revenue growth management strategy.

We're also building new growth opportunities with still and sparkling brands that we develop internally , we
acquire from the outsideand we invest in through partnerships. And our franchise bottling sy stem is also getting
strong, faster, more nimbleand more closely aligned. In short, my colleagues and I are getting up every single day
with a fresh passion for doing the things that will create long-term sustainable value.
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ITl nowhand the call overto James,who's going to provide you with amore detailedlook at our operating
performance in the first quarter.

James Quincey
President & Chief Operating Officer

Thank you, Muhtar, and good morning, everyone. From an industry perspective, we gained global valueshare in
NARTD beverages in the quarter, with increasesin both sparkling and still beverages worldwide. We gained value
shareinall but one ofthe subcategoriesin stills, where there, we maintained value share. We delivered 2% unit
case volume growth. Our solid performance in many ofour developed markets was partially offsetby challenges in
emerging markets suffering from the worst ofthe macro slowdown. This had a disproportionate effect on
sparkling volume growth, as the non-alcoholicbeverage industry in many ofthese markets is more weighted
towards sparkling beverages.

Consolidated price/mix grew 1%, cycling 3%. Our solid underlying pricing was partially offsetby onepoint of
segment mix. We accelerated our price/mix across every operating segment, except Asia Pacific,versus the first
quarter lap. Given the geographicfootprint of our own Bottling Investments Group, our consolidated price/mix
was lower.

Giventhe scale ofour pending refranchising, as you consider the sustainability of our disciplined pricing strategy,
I think it's helpful to exclude BIGand focus instead on our core business, which delivered two points ofglobal
price realization.

Results were also impacted by oneless day in our fiscal quarter compared to the same period last year, which
reduced organicrevenue growth by roughly onepoint. As a result, we delivered 2% organic revenue growth,
including one point headwind from one less day. In the quarter, structurally adjusted comparable currency
neutral incomebefore tax grew a solid 9%, with the underlying margin expansion reflecting our focus on
productivity as well as the timing of operating expenses. Notably, this exp ansion occurred alongside the continued
growthin our marketing investments.

Now, to describe more clearly ouroperating performance, let me briefly describe our results in three groupings of
our markets. First, in markets where our strategies are in place and being executed fairly well,we are seeing
strong results. This clusterisled by North America, Latin America, alsoincludes Japan and India. Here, strong
marketing, disciplinedrevenue management and improving execution are driving results.

For example, specifically in North America, we delivered: 2% organic revenue growth, with one less day; three
points ofprice realization, led by 3% sparkling price/mix and good operating leverage in the quarter. North
Americaalsogrew valueshare again this quarterand continuedto successfully implement its accelerated
refranchising program.

Latin America delivered double-digit organicrevenue growth, due to a strong focus on consumer and customer

segmentation, despiteworsening conditions in Brazil, Venezuela and Argentina. In Mexico, brand investments,
including new products, such as [ph] Del Valle Nada (9:57), a sparkling fruit drink, as well as Ciel mineral water
and Ciel flavored water, helped increase unit volume by 5% with growth across all majorcategories.

Our Japanbusiness unit had a very strong startto the year, supported by several recent innovations, such as I
LOHAS Peach, an extension ofour premiumwater brand, and our premium priced Georgia Coffee bottle/can. We
also leveraged innovation from China, launching Lemon+C, which has seen strong early results. These hit
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products enabled ourvalue shareto outperform volume shareas they skew to higher revenue single-serve
packaging.

And finally, India; here, we delivered strong performance in the quarter, due to the rapid scaling ofa new
price/pack architecture across sparkling and juice segments, coupled with brand marketing and execution efforts.
In addition, we expanded our still beverage portfolioin India with the launch of VIO, our latest valu e-added dairy
beverage.

These positiveresults give us confidence ourstrategies are working. While we are making progressin these
markets, we also recognizethere's more workto be done and the opportunity for improvement in these good
performing markets continues to be significant.

The second group is comprised of markets where we are taking action to positively transform our business for the
future. Here, I would include Europe,where we continue to make progress to the establishment ofour newly -
integrated Western European bottler. And here, several key markets performed very well, led by: Spain, up 3%;
Germany, up 1%; and in the Central and Southern European business unit, we grew volume 2%. We look forward
toimproving performance in Europe as the y ear progresses.

A second transition marketis our African business, where we are taking steps to strengthen our bottling business
through the creation ofnew Coca-Cola Beverages Africabottler. As Muhtar mentioned, we are also taking stepsto
diversify ourbrand portfolio through ourinvestment in Chi. And we continue to improve our execution in key
markets on the Continent, as exemplified by improving performancein South Africa and Nigeria, where we grew
unit case volume7%and 13%, respectively.

There's a final bunch of markets where we face clear macro headwinds in 2016. Russia and Brazil continue to be
challenging. China's transition to a consumer-led economy is putting pressure on commodity-dependent
emerging and developing markets. The lower oil price continues to weigh on the Middle East and other oil-driven
economies. And while Argentina is taking the right steps to secureits economic recovery, short-term results are
challenging.

So let me refer to a few ofthese markets. In China, we are adjusting our plans to reflect these realities. China's
macro environment was challenging in 2015 and that continued to be so in the first quarter. While the economic
slowdownis not new, the degree to which the NARTDindustry was impacted this past quarter was worsethan
expected. Key success factors going forward require focusing on both affordability and premiumization through
segmented growth strategies.

The more premium segments continued to grow in China, as consumers who purchase these products are
relatively insulated from broader economic issues. We are working to increase our premium offerings like sleek
cans and Schweppes+Cinhigh value channels. Atthe same time, however, we continue to evolve our price/pack
architectureto deliver affordable options in both single-serve and multi-serve packages to ensure we can capture
key occasions and recruitnew consumers. While the top line hasbeen challenging,our initiatives have enabled us
to gain both valueand volumeshare in China in the quarter.

Turning to Brazil, here, we are segmenting our price/pack architecture to provide packages at key affordable price
points while delivering and driving pricing to cover inflation. This strategy enabled us to gain volume shareduring
the quarter. Andfinally, in Russia, we gained value share, driven by good marketing and promotional activities
with a focus on premium sparkling beverages and juice.
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Given the volatility in these markets, we are proactively managing our investments, keeping an eye towards the
long term, but ensuring our near-term investments havethe right payback.

The challenging macro environmentis also a key reason why productivity is critical. We remain on trackto deliver
more than $600 million in productivity savings this year, enabling us to fund our brand and growth investments
while covering costinflation and driving margin expansion. We are delivering these savings through a disciplined
processthatinvolves ourentireleadership team and associates. Ultimately, it's about building a culture that is
focused on getting better every day whilst also improving the employee experience. This quarter, the results ofour
ongoing efforts were evidentin supporting the underlying strong operating margin expansion.

Before I hand over to Kathy, let me conclude by saying we are resolutely focused on evolving our growth strategies
and transforming our business to deliver sustainable shareholdervalue. With the challenges around the world, we
will focus on what we can controlin order to deliver solid revenue growth and strong underlying operating margin
expansion through the effective management of our portfolio, price/ mix and productivity efforts.

So with that, I'll turnthe call over to Kathy.

Kathy N. Waller

Chief Financial Officer & Executive Vice President

Thank you, James, and good morning, everyone. I'd like to touch upon a few areas of our financial performance in
the quarter before providing our full-y ear outlook.

Starting at the top line, as James mentioned, our2%organic revenue growth was impacted by one less day in the
quarter as well as by our segment mix, as our Bottling Investments Group grew at a slightly slower ratethan our
core business.

Let me take a moment to explain what we mean by segment mix and why the impact willbe more pr onounced in
2016 and 2017 until we havefinished our previously-announcedrefranchising actions.

Starting in the first quarter, we revised our operating segments so that our company -ownedbottling operations in
North America are now reported within our Bottling Investments Group. This greatly increases the relative size of
the Bottling segment to the rest of our geographic segments. Since ourbottling operations earn significantly
higher revenues per casethan concentrate operations, slower growth among ourcompany-ownedbottling
operations results in negative pressureon our consolidated price/mix, regardless ofthe underlying pricing in
either the bottling operations or our corebusiness. However, due to the relatively lower profitability ofa bottling
business, slowergrowth amongourbottling operations has an opposite effect on our consolidated margins.

Atgrossprofit, ourcomparable margin declined, as we were impacted by currency headwinds, the effects from
North Americarefranchising and the sale ofour legacy energy brands to Monster. Excluding the year-over-year
effect ofthese items, we would haveseen gross margin expansion driven by a benign cost environment, benefits
from productivity and segmentmix. As you think about the downhill, keep in mind that the cost environment
becomes moredifficult to cycle in the second quarterand beyond, due to the timing of when commodity prices
eased lastyear.

Our comparable operating margin improved about 25 basis points on a consolidated basis. Similar to gross
margin, currency headwinds, the North America refranchising and the sale ofour legacy energy brands to
Monster impacted ouroperating margins. Comparable currency neutral operating margins increased 140 basis
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pointsinthe quarter. Excluding these effects, we achieved strong operating leverage in the quarter, driven by the
benefits of our productivity initiatives, the timing of certain expenses and segmentmix.

Looking at our productivity initiatives, the first quarter benefited from the timing of when certain productivity
initiatives were implementedlast year. Forexample, the majority ofthe head countreductions began in April,
with Europe's implementation closer to the mid-year. So the associated expense savings began in the second
quarter. Asyou thinkabout the remainder ofthis year, while we expect solid currency neutral ex -structural
operatingleverage, we expect someofthese drivers to moderate as we begin to cycle more difficult comparisons.
This wasreflected in our previously-provided full-year guidance.

Let me stop here and touch briefly on an ongoing structural impact to provide additional clarity based on some of
the questions T have receivedfrom you. At CAGNY, we noted that by the timewe complete our refranchising, we
will see significantincreasesin both gross and operating margins. While that isthe case, I want to remind you that
until we beginto increasethe transferofour production operations in North America, the existing refranchising of
the distribution business actually has a dilutive effect to both gross and operating margins. Given that we do not
expect the sale of production assets to significantly increase until 2017, our margins will continueto be affected by
this dynamic thisyear.

Movingto cash flow, we generated $1.1billion in cash from operations before making a nearly $0.5billion
contribution to our pension plans. Looking ahead to the remainder ofthe year, we expect our cash flow growth
rate tobe moreinline with our earnings growth rate. For 2016, we increased our annual dividend by 6%to $1.40
per share, our 54th consecutiveannual dividend increase. Our net share repurchases during the quarter totaled
approximately $150 million. For the full year, we expect to achievethe $2 billionto $2.5billionrange that we
communicated during our last earnings call.

Turning to outlook, the first quarter reflected more challenging operating environments in markets like China and
Brazil. We see that our strategies are working, however, in key markets like North A merica, Japan and India.
Further, our strategies allow us to scenario plan to adjust to market dynamics. Therefore, we are maintaining our
currency neutral outlook we previously provided; however, we are updating the expected impact from currency.
We expectorganicrevenuegrowth of4% to 5% and comparable currency neutral EPS growth of4% to 6%,
inclusiveofathree to four point structural headwindto income before tax.

Movingto currencies, while current spot rates haveimproved since our fourth quarter call,these rates have been
extremely volatile as well. Therefore, I will caveatour currency outlook, knowing that it is definitely subject to
change. We will update you accordingly as we move through the year.

Based on current spot rates, hedging activity and what we are cycling, we now expect the fullyearimpactof
currency to be atwo to three point headwind on net revenue versus our previous expectation offour points.
Relative to income beforetax, we now expect an eight to nine point headwind as compared to our previous

expectation ofanine point headwind.

Asyoumodel the second quarter, there area coupleofitems to consider. We expect the netimpact ofacquisitions,
divestitures and otherstructural itemsto be atwo to three pointheadwind o n net revenue and a three point
headwind onincome beforetax. Based on current spotrates, hedging activity and what we are cycling, we expect
that currency will be a two to three point headwind on net revenueand a six point headwind on operating income.
In addition, we will be cycling the euro debt remeasurement gain we recorded in other income during the second
quarter of2015. For thisreason, we expect an 11 point currency headwind onincome beforetax as we cycle this
gain.
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Inclosing, we are working diligently to deliver our commitments for 2016. We continue to focus on our core
capabilities ofbuilding brands, driving customer value and leading the system so that when we complete our
refranchising, we willbe alower risk, higher return business with even greater confidence to achieve ourlong-
term growth targets.

Operator, we are now ready for questions.

QUESTION AND ANSWER SECTION

Operator: Thankyou. We will nowbegin the question-and-answersession. [OperatorInstructions] Our first
questionisfrom John FaucherofJPMorgan. Y our line isnow open.

John A. Faucher
JPMorgan Securities LLC

Thank you. Good morning, everyone.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Morning.

Kathy N. Waller

Chief Financial Officer & Executive Vice President

Morning.

John A. Faucher
JPMorgan Securities LLC

Morning. So as I lookat your revenue performancethis quarter, I guessit highlights a concern that maybethe
portfolio is still alittle too CSD heavy,despite someofthe great results onthe non-carbside. And James talked
about this at CAGNY, 5% NARTD dollar growth longer-term, but given the fact that you guys stillunder-index on
the non-carb side, that's providing really the majority ofthe growth in both dollars and vo lume for the category,
don'tyouneedto, I guess, further accelerate the shift in the portfolio away from CSDs, sparkling, into non -carb,
and is there away to move that faster? And I guess on top ofthat, obviously the weakness in the CSD side this
quarter with flat volumes, what do you thinkis really the right volume number on the CSD side going forward that
getsyouto youralgorithm? Thankyou.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Hi, John. It's Muhtar here. I'll just preface just by saying the following and then pass over to James, but first, you
knowhow much we've done and how much we focus on creating successful brands in our still portfolio. And ofthe
20 $1 billionbrands we have now,14 ofthem are still brands. And ourstill business is performing well.

And whether we take value-added dairy or enhanced hydration, orjuices and nectars, or juice drinks, we play in
all ofthose categories. In 2015, we gained share in all ofthose categories. And ifyoulook at whether it'sin
developed markets or emerging or developing, ourstill beverage portfolio isbeing enhancedall the time and even
in the case of waters and premium waters from Japan all the way through to Latin America, performing very well.
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Youjustheard nowagain that we'veinvested. We just recently invested, as youknow, in Suja in the United States.
We've invested in Chi and Culiangwangin China. And we continue to always reference thatwhereverwe lookand
ifthere's opportunities for bolt-on acquisitions, we will look at those favorably. Ifthere are also opportunities for

organic development ofbrands like fairlife, we will certainly look at those also favorably,as we've done.

So I think we're very satisfied with our portfolio. And certainly, we'vegot more workto do, as we said in the call
and in the remarks. But right now, we feel that our portfolio is being transformed very well and transitioned very
well. And we're in a pretty good place and more workto continue. James?

James Quincey

President & Chief Operating Officer

Yeah, justlet me add one last thoughtperhaps, John. At CAGNY,we talked aboutwe have a 50%share of
sparkling and a 15%share ofthe stills, but I thinkit's worth remembering that over the last 15 years, we've gone
from stills being less, a single digit part of portfolio, to now over 25% ofour portfolio. So I thinkthere'salong-
termtrackrecord ofgenerating growth and value in stills. Even given today our market position, we expect to
continue to grow faster in stills. As we said in the call, we are gaining share in every subcategory, apart from one
where we held it, and we'll continue to look for bolt-on acquisitionsto accelerate our growth. So I thinkit's going
to continue to be a faster growing part ofthe business.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

And also, just on sparkling, you asked, we certainly see also continued growth opportunities in our sparkling
portfolio. And thatis naturally with the focus on revenues, it will skew more towards revenue s,but certainly also
as we have demonstrated and with our new campaign, Taste the Feeling campaign, just being launched, and
everything elsethat we're doingin terms ofthe investments with our aligned partners, we see growth
opportunitiesinrevenueand also in volumein our sparkling beverage portfolio.

Operator: Thankyou. Our next question is from Steve Powers of UBS. Your line isnow open.

Stephen R. Powers
UBS Securities LLC

Great. Thanks. Good morning.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Morning.

Kathy N. Waller

Chief Financial Officer & Executive Vice President

Morning.

StephenR. Powers
UBS Securities LLC

Maybe sticking with the top line, I just want to better understand whereyou expect the source top-line
acceleration from overthe remainderofthe year against a difficult macro environmentand increasingly difficult
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year-over-yearcompares. I get that you were probably closer to 4% organic growth this quarter, excluding the
calendar shift and the price/mix drag of BIG, but BIG will be with you over the balanceofthe year. So in that
context,isthere truly enoughinyour control to have confidence in sequential improvement or are you expecting
the macrosto improve? And I guess alongside all that, is it fair to say that you're guiding us more towards the
lower end 0f 4% to 5% at this point versus the midpoint?

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Hi, Steve.It's Muhtar. Well, first, I think we did expect the first quarterto trend slightly below the full year, driven
by acouple ofthings. One, the macros are trending toward the bottom in the first quarter, recognizing that the
environment continues to be challenging. But we will continue to monitorthat closely. The launch of our new
campaignin the first quarter will certainly benefit the backhalfofthe year. The benefit of Olympics marketing as
we move into the second and third quarter; one less selling day, which certainly you also mentioned; and I think
we are confident, definitely, in the strategy and initiatives in place to support our growth targets over the course of
the year and believethat we will land again in the corridor thatwe stated in the pastin February. James or Kathy,
do youwantto add anything?

James Quincey
President & Chief Operating Officer

No.

Kathy N. Waller

Chief Financial Officer & Executive Vice President

No.

Operator: Thankyou. Our next question is from Mark Swartzberg of Stifel. Y our line isnow open.

Mark Swarzberg
Stifel, Nicolaus & Co., Inc.

Thanks. Good morning, everyone. Question on North America,we now have the filings you've given us and we
can, therefore,see the level of profitability herein CCR, whichis prettylow. I thinkwhenyoubackout the
numbers, you get kind oflike a 2% operating margin. AndI'm sure there's some accounting matters in there that
thisisn't the forum to go into, butit doesraise the question of what really hasbeen going on in terms of
profitability for CCR here in North America. Ifyou thinkit's appropriate, I thinkit would be helpful to talk a little
bitaboutthetrendsinthatbusinessasyou'veseenthem nowthat we're seeing alevel —the marginI'm gettingisa
2% operating margin. So can you just talk alittle bit about the trends and what you think they reflect? It certainly
speaks well to what you get left behind, ifyou will, but it raises questions about what someone might pay for t hat
kind of business.

Kathy N. Waller

Chief Financial Officer & Executive Vice President

So sure, Mark. Ifwe lookat the margins and CCR, there are three primary drivers from what you're seeing. First of
all, we have shifted some ofthe territories, so we have transitioned someterritories to -date. And we did that,
obviously, before we put the financials out there earlier this quarter. Then ifyou remember, we incurred backin
early 2010, 2011, 2012 time period, there was a significant hit to us from arun-up in commodity prices that
certainly adversely impacted margins. And then I guessthe third thing I'd say was we had to incur incremental
coststo prepare that business for nowbeing ready to be refranchised and to strengthen that business. And I think
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what we are seeingisimprovement in the results thatI would say today. But those threethingsreally are
impacting what you sawin the financials that we put out there.

Operator: Thankyou. Our next questionis from Bryan Spillane of Bank of America. Yourline isnow open.

Bryan D. Spillane

Bank of America Merrill Lynch

Hi. Good morning, everyone. I just wanted to go backand tie, I guess, a couple of comments that have been made
aboutthe effect that BIGhad on organic sales growth for the quarter. So I just want to make sure I understandit
correctly. Ifwe lookat sales excluding BIGand we add backthe effect ofthe extra day, organic sales growth was
around 4%. Isthat correct?

James Quincey
President & Chief Operating Officer

It's James here. Look, volume grew 2%. Core price/mix was 2%. So that's the right answer.

Kathy N. Waller

Chief Financial Officer & Executive Vice President

Yes.

Operator: Thankyou. Our next question is from Judy Hong of Goldman Sachs. Your line isnow open.

Judy E. Hong

Goldman Sachs & Co.

Thank you. Good morning. So I guess one ofthe markets where you pointed outyou were taking more actions is
Europe, and certainly, from a top line perspective, continues to be a pretty challenged market, deflationary
pressure there.So wanted to just get alittle bit more color, just really what are some ofthe more tangibleactions
that we can see? And how much dollars are really going in in terms ofthe marketing investments that we should
expect to see someofthatimprovement really coming through and howlongthat would sort oftake as you think
about for the balanceofthe year?

James Quincey

President & Chief Operating Officer

Yeah, Judy. It's James here. A coupleofthings on Europe, one,itis worth noting that in this quarter, therewas a
disruption to the businessin GB due to the supply chain. So there's a one-offimpact that we expectto see not
recurringinthe balance ofthe year. So I thinkthat's worth takinginto account. And it was a material impact.

Now, as looking for the rest ofthe year,you will see in the numbers we had pretty decent price/mix in Europe in
this quarter. And we are also looking to see volumeimproving versus the [ph]first (34:40) quarter,not just
because ofthe supply situation, but also the new programs, the launch ofthe new marketing campaign, the launch
of a new Coke Zero variant starting in GB, plus the Europe Cup, which will be in France thisyear. And, ofcourse,
shortly, we will hopefully complete Coca-Cola European Partners, where there are very strong plans being putin
placeto drivethat forward. So I thinksome temporary factors and the buildup ofour ongoing investments should
drive abetter resultin Europe inthe balanceofthe year.

Operator: Thankyou. Our next question is from Dara Mohsenian of Morgan Stanley. Yourline isnow open.
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Dara W. Mohsenian

Morgan Stanley & Co. LLC

Hi. Good morning. I wanted to delveabit more into the Asia Pacific pricing number in the quarter, a negative 5%.
Can yourunthrough how much ofthat was due to geographicor product mix or other factors and thoughts going
forward inthe remainder ofthe year onifthat pricing pressure will moderate and how mix should trend in that
segment?

James Quincey

President & Chief Operating Officer

Sure, James here. I'll come to the numerical piece. Let me start offwith [ph] the conceptual. (35:54) The Asia
Pacific price/mix is always a little bit ofan oddity, because it's a group that brings together Japan and Australia,
which are very high revenue marketsthat don't grow as quickly,along with alot of emergin g markets, not just
China but India, Indonesia and the Philippines, which grow much faster. So there'sakind of an ongoing
mechanical effect that creates a negative price/mix for this group, which you can see overthe years in Asia Pacific.
So in 2013, full year,it was minus 4%. In 2014, it was minus 2%. In 2015, it was minus 2%. Inthe first quarter of
2016, obviously, it was minus 5%, but it was cycling a very atypical plus 3%in the first quarter oflast year. So I
think what you will see is in the future quarters, it is a little volatile and bumpy, but the long-term trend is for a
negative price/mix in Asiabecauseofthe dynamic ofthe fast growth ofthe emerging markets versus Japan and
Australia.

Operator: Thankyou. Our next questionis from Ali Dibadj of Bernstein. Your line isnow open.

Ali Dibad]

Sanford C. Bernstein & Co. LLC

Hey, guys. So I'm still getting a lot of skepticism from investors about the 4%to 5% organic revenuegrowth target
forthe year. And openly, youdon't sound 100% confident and it feels like there'salot of kind of messiness and
moving parts.So canyou try again? Canyou talk about what specifically you're seeing right now that gives you
confidence inthe 4% to 5% organic sales growth for the year? I mean, clearly, whetherit'sa3% ora 4%, youkind
of delivereda 3% in some sense this quarter, so you're below pace, so maybein that you can tackle where you
expect Eurasia Africato getto, why you'd expectit to get better. Europe, you mentioned you're going to inv est
more and you hopethat to get better, but we've sometimes heard that before. So why isit going be better in
Europe?

And then, maybeas ajumping off point as well, you can talkabout what you're learning in North America,
because that seemsto be doingbetter, for sure. And a footnote, I'm not quite sure what you grow organically
North Americabecause youwant usto add three points back for concentratesales up to unit case sales for one day
missing. I'm not quite sure how to get there, so some explanation therewould be great. But just more specifics
very clearly on what gives you the confidencein your top-linetarget for the year. Thanks.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Ali, Il start just by saying, as I indicated, first, on the core, with one less selling day and on the core price/mix of
the core business without BIG, we certainly did get to the 4%in this quarter. So what we feel looking at the
downhill comparisons and looking at also all the programs in place, looking athow our business performs in all
the different quarters and different groups, we feel confident that we still will achieve what we have said in
Februaryintermsofthe topline for the fullyear.
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The marketing program, the additional marketing, the new marketing program, thatisjust beinglaunchedand
thennot havingthe one less selling day and then also the continued franchising and all the programs that the
bottlers havein place. So our U.S. businessis performing very well with its revenue growth, with its price/ mix,
with its brand, with its portfolio and that will continue. We have every confidence that it will continue.

Andwe do believe that macros are at the bottom and that there will be in the second halfa certain degree of
improvement in the macros. Or evenifthey stay the same, we feel confidentwith the current macro situation that
we will get to the corridor that we have indicated and shared with you in February. Any other comments, James,
Kathy?

James Quincey

President & Chief Operating Officer

No, I thinkthe one thing I would add, Ali, is obviously there's a strong momentum in the North America business.
We called that out as the place where the strategies are working. And then the other countries I putin the other
two buckets, there's degrees ofimplementation ofthe strategy. So you can go to around the world, there were
places which were strugglingin 2014and maybe evenin 2015, and as we've been executing the strategy, the
momentum is starting to come backto some ofthose countries and it's starting to build overtime.

So I think, as Muhtar said, the first quarter was kind of within the envelope ofexpectation for our guidance. And
we cansee, based on what we're doing within our control, within areasonablescenario of macros, we will stay
within that corridor for the restofthe year, butin the end, I guess, only results will answer the question.

Operator: Thankyou. Our next question is from Brett CooperofConsumer Edge Research. Your line is now
open.

Brett Cooper

Consumer Edge Research LLC

Thanks. The refranchising that you announced today includes a creation ofa new bottler fromoutside the
industry.You've spoken alot aboutthe collective willingness ofyour existing bottlers to invest and a desire for
more territories. So canyou helpus understand why you went outside ofthe existing system for this
refranchising? And is there something you're seeing from othernew bottlers that makes this more appealing to
youguys?

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Yeah.Ithinkonthat, predominantly, we haveexisting bottlers that are expanding,ifyoulookat the percentages
ofterritoriesthathave been franchised. And then we have, in order to ensure that we can get the rightlevel of
diversity in our bottling business and the right level ofalso representation, we have also selected somenew
partnerslike in Florida, like in Chicago and like now the most recent one announced. And we feel that thatisa
healthy mix and that that's also ahealthy balance. And we have, very much, the right approach and the right
alignment with our expanding bottling partners, whether they are just entering oursystem orthey are proven
expandingbottlers, like the ones that we've mostly franchised new distribution to in the pastyear.

Operator: Thankyou. Our next question is from Bill Schmitz of Deutsche Bank. Your line isnow open.

William G. Schmitz

Deutsche Bank Securities, Inc.
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Hi. Good morning.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Morning.

James Quincey
President & Chief Operating Officer

Morning, Bill.

William G. Schmitz

Deutsche Bank Securities, Inc.

Can you guys give us alittle bit more granular bridge on the gross margin decline this quarter and then maybe
some broad stroke outlook for the rest ofthe year? I knowthe comps sort ofget easier asthe year progresses,but
it'd be really helpful to just aggregatethe FXimpacts, some ofthe refranchise impacts and then kind of what
you're thinking for the rest ofthe year.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Kathy?

Kathy N. Waller

Chief Financial Officer & Executive Vice President

Yeah. Certainly, Bill. So really,the gross margin decline is really impacted by just two things really. It's currency
and it's the structural impact. Currency,I thinkadded like 80 basis points —would have added 80 basis points
backto our gross margin and the structural impact actually would have added significantly more than that.So it's
really as simple as that. It'sreally about currency and our structural adjustments.

Operator: Thankyou. Our next question is from Kevin Grundy of Jefferies. Your line'snow open.

Kevin Grundy

Jefferies LLC

Thanks. Good morning. So question, how much slip-down in the top line in the quarter was macroslowingin the
NARTD category versus execution? Y ou spoke to share gainsin both stills and sparklings, so it would certainly
seem to be just broader slowingin the category. Andthen, of course, there'sbeen alot ofdiscussion onthe top
line. It would seem like the lower end ofyour 4%to 5% organic sales outlook would be prudentat this point. So a
follow-up question on that, how much visibility do you have on productivity and other levers to deliverthe high
end of the EPS growth guidance range, should you comeintoward the lower end on the top line? Thankyou.

James Quincey

President & Chief Operating Officer

Let me take a bite ofthat, Kevin. I thinkthe answer on the slowdown, we don't get all the category numbers
necessarily. And but clearly, as we're gaining share in that top-line number, there's got to be some weaknessin the
category versus the long-term target of5%. I think we talked a little bit about that at CAGNY about how our
expectations for 2016 and 2017 were below the long-term 5%dollar value for NARTD. So there's definitely some
ofthat. And I thinkyou can see the macros influencing the industry in the sense that it's the number ofthe
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emerging markets, particularly the commodity ones, wherewe've had the slowdown and that's clearly flowing
through into the industry.

I think what I would highlight is we're going to focus on what we can control. We have along-standing game plan
of what to do in countries that are in crisis, focusing on really gaining alot ofshare to set ourselves up profitably
for thelongterm. It'sworked ina lot of countries in the past and it seems to be working now as we gain share in
the Chinas and the Russias and the Brazils. It'll pay offin the end. I think the visibility, look, we're managing to
our corridors at the top and the bottom line. We feel that this quarter was within the envelope. Clearly, the
macros, slightly better, slightly worse will be an influence on where we end up. But we've gotalot of management
leftto do in the balance ofthe year.

Operator: Thankyou. Our next question is from Bill Chappell of SunTrust. Your line is now open.

William B. Chappell

SunTrust Robinson Humphrey, Inc.

Thanks. Good morning.

Kathy N. Waller

Chief Financial Officer & Executive Vice Presicent

Morning.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Morning, Bill.

William B. Chappell

SunTrust Robinson Humphrey, Inc.

Couldyoujust talkalittle bit more about, nowthat you'veunveiled kind ofthe one brand packaging in, I guessit's
beinglaunched in Mexico, expectations for that and maybewhat you'velearned asyou'vetested itout? And I say
thatjust I understand it's certainly goingto be more efficient from an advertising and marketing front, again, on
the one brand strategy, but didn't know ifyou expected a saleslift orif there'sbeen any confusion from consumers
as they'veseenit, just kind ofthoughts as we start to launch that.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Y eah, Bill, this is Muhtar. We said from the beginning, first, that the new campaign is not just anew campaign,
butalso, it's a new strategy in terms ofthe one brand strategy, and thatit's got many advantages. And we expect it
to give us significant efficiencies and effectiveness, but also, in terms ofhow we communicate with our consumers,
it will certainly play into that as we execute the strategy. And we'venow launched the new campaign. And then I'll
let James comment in terms ofyouasked the Mexico specific example, but also, there's also many otherplaces
whereit's being tested and tested favorably. Go ahead, James.

James Quincey
President & Chief Operating Officer

Yeah, Bill, afew thoughts, one, the initial pilot markets, the two sources ofvery clearimpactwere,one, it helped
us expand and grow the zero calorie variant of Coca-Cola by driving availability and driving trial. So we would

FACTSET: callstreet 16

1-877-FACTSET www.callstreet.com Copyright © 2001-2016 FactSet CallStreet, LLC



The Coca-Cola Co. o) @ corrected Transcript
Q1 2016 Earnings Call 20-Apr-2016

expect to see benefits on the zero sugarvariants. The second big area of benefitisit helps us create what we would
call corporate blocking. In other words, we execute in stores all the variants of Coca-Cola together as one big
block, hasamuch greater storeimpact, visual impact, engagement with people who areshopping the stores.

I think slightly morestrategically and backto Muhtar's point, thisis animplementation ofa strategicidea.I'm
sure we'll evolveit. I'm sure we'll make it better, butit's the strategic idea that'simportant. It's not justaboutthe
efficiency in the advertising. It's abouthelping consumers join and stay in the Coca-Cola franchise, whatever of
theingredients they want to manage, including theirmanagementofadded sugars, whether that's in drinks or any
other categories that have added sugar in. So this has a number ofbenefits that are going to play out strategically,
and we will keep improving the execution.

Operator: Thankyou. Our next question is from Amit Sharma of BMO Capital Markets. Your line isnow open.

Amit Sharma
BMO Capital Markets (United States)

Hi. Good morning, everyone.

Kathy N. Waller

Chief Financial Officer & Executive Vice Presicent

Morning.

James Quincey
President & Chief Operating Officer

Morning, Amit.

Amit Sharma

BMO Capital Markets (United States)

James, I just wanted to, aswelookto therest ofthe year and 2017 as well, canyou also talkabout the progress of
the small pack architecture? Like, we've heard a lot aboutthatin North America, butifyou can give us alittle bit
more detail as where are we with thatin rest of your divisions? And isthatasource ofincremental growth or
price/mix as we go forward?

James Quincey

President & Chief Operating Officer

Yes. A fewthoughtsthen, clearly, North Americahashad alot oftractionin pushing forward smaller packages
away from the traditional two-liter and multi-pack ofcans. Itis worth noting that some ofthosepackages are
premium packages and some ofthose are intendedto createaffordability or low price pointentry points for the
category, whetherit be the mini cans. And that combination does generally help price/ mix. You can see that
starting to rollout across other parts ofthe world.

Ithink Latin America's traditionally been very good at that. Y ou do see more ofit coming in to Asia Pacific and
Eurasia on a global basis. The immediate consumption packages outpaced general volume growth. So it is part of
that strategy to push moreinto smaller packages.

Just thislast month, Indialauncheda new technology, a very small package with a special technology that allowsa
much longer shelflife in ambient environment ofrural India, so it will be able to get to many more places.
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So alotofinnovationinthetechnology, alot ofinnovation inthe package,in the sizes and the occasions and the
channels, so that we can bring down the price points for affordability, take advantage of premiumization and also
offer people the right amount ofany beverage that they want to actually consume.

Amit Sharma
BMO Capital Markets (United States)

Thank you.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

One pointI'd justadd, Amit, would be that the U.S. comparedto the rest ofthe world, the prevalenceofsmall
packages was muchlessin the United States three, four years ago compared to the restofthe world. Ifyoulookat
Europe and placeslike Spain, or if youlook at many countries in Latin America,you had much more prevalence of
smaller packagesthan in the United States.

So in a way, the United States in the last four, five years,but particularly the last two and a halfyearshas moved
very rapidly to the 12-ounce glass to the 8-ounce glass to the7.5-ounce can to the 8.5-ouncealuminum bottle. And
that hasreally workedand those are all growing double digits in the United States becausethe consumer and
customer preferences, and also benefiting our system because they havea higher priceperliter. And so that'sin a
way playing out from what was already prevailing in many parts ofthe world in the past.

Operator: Thankyou. Our next questionis from Vivien Azer of Cowen & Company. Y our line isnow open.

Vivien Azer
Cowen & Co. LLC

Good morning.

Kathy N. Waller

Chief Financial Officer & Executive Vice President

Good morning.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Morning.

James Quincey
President & Chief Operating Officer

Morning.

Vivien Azer

Cowen & Co. LLC

I was hoping we could talkalittle bit more aboutthe health ofbrand Coca-Cola. In your press release, you called
out softness either around the total brand family or Trademark Coca-Colain anumber ofgeographies. And while I
appreciate thatyouhavealot ofnewinitiatives, between Taste the Feeling and new packaging. In the past, you
guyshavesaid that it does take time for some ofthoseadvertising initiatives to actually gain traction and show up
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in brand health and volume. So how should we thinkaboutthe trajectory of Trademark Coca-Colaasyouroll out
these new initiatives, please? Thankyou.

James Quincey

President & Chief Operating Officer

Yeah, Vivien,I thinka couple ofthings. One, obviously most ofour campaigns are weighted into the second, third
and fourth quarters. So those are the biggest quarters. And even Taste the Feeling, we announced it this quarter,
butit's only really hitting at towards the end ofthe quarter and rolling out in the rest of the year, as with the Euro
Cup and the Olympics. So I thinka lot ofthe programs are goingin later thisyear. They, obviously, the execution
is there. So we would expectto see better performance from Trademark Coca-Cola going into the downhill

I'would make one other note,whichisthe relativechange in where global growth is coming from, or industry
growthis coming from, alittle more in developed and developing, a little less in emerging, tends to create a kind
of a portfolio effect that weighs a little more againstsparkling and, therefore, Coca-Cola,becausethoseemerging
markets tend to be more sparkling orientated. And so you see North America, Latin America, Japan, with stronger
stills growth. So we do expect to see growth. We would expect to seeit comingback. There is a geo graphic mix
impact, but when we lookat the markets, we believe we willbe back on track with Coca-Cola.

Operator: Thankyou. Our next question is from RobertOttenstein of Evercore ISI. Your line isnow open.

Robert E. Ottenstein

International Strategy & Investment GroupLLC

Great. Thank you very much. I wanted to follow up on the questions on the one brand strategy and specifically ask
whenyoulookat, let's say, the fullimplementation ofthat two, three years from now, do you think the benefit will
be 50%-50%between cost savingsand efficiency and greater demand or how do you see that breaking out? And
specifically also in terms ofthe answer to the priorquestion on that, how exactly is this strategy helping drive trial
and availability for Coke Zero? Thankyou.

Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Yeah, Robert, it's Muhtar here. I think, first, in terms ofthe efficiencies, the most important benefit will be simpler
and less fragmented communication with the consumer. That will be the biggest benefit, but also it will certainly
help create more efficiencies and effectiveness in our [ph] non-working EME (55:32) and, therefore, will also
provide some productivity in that respect. But the mostimportant benefit will certainly be aless cluttered and
better and more direct communication with the consumer base.

Andin terms ofthe trial of product, that will certainly comeas aresult ofthat, of what James mentioned interms
of better presencein the store, interms ofbetter merchandising, in terms ofbetter interruptions in the storeand
also in terms ofthe communication piece. And we believethat the mostimportant benefit ofthis will ensue and
will come to brandslike Coca-Cola Zerowith more availability, better communication and have the broad
perspectiveofthe global campaign as opposed to the every different brand under the Coca-Colatrademark having
their own campaigns. That willbe how I think the benefits will come. And we trialed and pilots so far have proven
thatin Europe and other parts ofthe world.

Operator: Thankyou. I would nowlike to turn the call backto Muhtar Kent for closing remarks.
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Ahmet Muhtar Kent

Chairman & Chief Executive Officer

Thank you, James, Kathy and Tim. We're in the midst of transforming The Coca-Cola Company to one that'seven
more focusedon our core value creation model ofbuilding strong brands, enhancing customervalue and leading
our franchise system. At the same time, we continueto evolve and strengthen our global bottling sy stem as we
accelerate refranchising and as we return to a predominantly concentrate-driven model with significantly higher
margins and returns.

We remain confident that the long-term dynamics of our industry are promising. And we absolutely believe that
The Coca-Cola Company is well-positionedto deliver long-term value to ourshareowners.

Asalways, we thankyou for your interest, your investment in our company and for joining us this morning.

Operator: Thankyou, speakers. That concludes today's conference. Thank you for participating. Youmay now
disconnect.

Disclaimer

The information herein is based on sources we believe to be reliable but is not guaranteed by us and does not purport to be a complete or emor-free statement or summary of the available data.
As such, we do not wamant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the information. You must evaluate, and bear all risks associated with, the use of any
information provided hereunder, including any reliance on the accuracy, completeness, safety or usefulness of such information. This information is not intended to be used as the primary basis
of investment decisions. It should not be construed as advice designed to meet the particular inve stment needs of any investor. This report is published solely for information purposes, and is
not to be construed as financial or other advice or as an offer to sell or the solicitation of an offer to buy any security in any state where such an offer or solicitation would be illegal. Any
information ex pressed herein on this date is subject to change without notice. Any opinions or assertions contained in this i nformation do not represent the opinions or beliefs of FactSet
CallStreet, LLC. FactSet CallStreet, LLC, or one or more of its employees, including the writer of this report, may have a position in any of the securities di scussed herein.

THE INFORMATION PROVIDED TO YOU HEREUNDER IS PROVIDED "AS IS," AND TO THE MAXIMUM EXTENT PERMITTED BY APPLICABLE LAW, FactSet CallStreet, LLC AND ITS
LICENSORS, BUSINESS ASSOCIATES AND SUPPLIERS DISCLAIM ALL WARRANTIES WITH RESPECT TO THE SAME, EXPRESS, IMPLIED AND STATUTORY, INCLUDING WITHOUT
LIMITATION ANY IMPLIED WARRANTIES OF MERCHANTABILITY, FITNESS FOR A PARTICULAR PURPOSE, ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT. TO THE
MAXIMUM EXTENT PERMITTED BY APPLICABLE LAW, NEITHER FACTSET CALLSTREET, LLC NOR ITS OFFICERS, MEMBERS, DIRECTORS, PARTNERS, AFFILIATES, BUSINESS
ASSOCIATES, LICENSORS OR SUPPLIERS WILL BE LIABLE FOR ANY INDIRECT, INCIDENTAL, SPECIAL, CONSEQUENTIAL OR PUNITIVE DAMAGES, INCLUDING WITHOUT
LIMITATION DAMAGES FOR LOST PROFITS OR REVENUES, GOODWILL, WORK STOPPAGE, SECURITY BREACHES, VIRUSES, COMPUTER FAILURE OR MALFUNCTION, USE,
DATA OR OTHER INTANGIBLE LOSSES OR COMMERCIAL DAMAGES, EVEN IF ANY OF SUCH PARTIES IS ADVISED OF THE POSSIBILITY OF SUCH LOSSES, ARISING UNDER OR
IN CONNECTION WITH THE INFORMATION PROVIDED HEREIN OR ANY OTHER SUBJECT MATTER HEREOF.

The contents and appearance of this report are Copyrighted FactSet CallStreet, LLC 2016 CallStreet and FactSet CallStreet, LLC are trademarks and service marks of FactSet CallStreet, LLC.
All other trademarks mentioned are trademarks of their respective companies. All rights reserved.

FACTSET:callstreet 20

1-877-FACTSET www.callstreet.com Copyright © 2001-2016 FactSet CallStreet, LLC



