
COMPANY BRIEF Based in Atlanta, The
Coca-Cola Company is the largest manu-
facturer, marketer, and distributor of
nonalcoholic beverage concentrates and
syrups in the world. The company also
markets juices and juice drinks, water
products, teas, coffees, and sports drinks.
It employs nearly 50,000 people world-
wide and has nearly 400 brands, which
are sold in more than 200 countries.
Listed on the NYSE as KO, the company
reported net revenues of $22 billion and
net income of $4.8 billion in 2004.

Many companies pay a certain lip service
to corporate responsibility. Such pro-
grams dress up the annual report. Little
League teams get uniforms, city kids go to
camp. Important work to be sure.

But when the world’s largest nonal-
coholic-beverage seller addresses the sub-
ject of global citizenship, move aside. The
Coca-Cola Company Chairman and Chief
Executive Officer E. Neville Isdell has
orchestrated an ambitious blueprint that
addresses community responsibility in an
expanded way. By launching an assault on
some of the world’s most intractable
problems, Isdell is clearly making an
indelible mark on the Coca-Cola system.

Simply put, Isdell has reaffirmed and
then built on the company’s long-stand-
ing recognition that it cannot grow and
thrive unless the communities it serves do
so as well. The company’s work in this
area is documented in a freshly minted
citizenship report that Coca-Cola has
dubbed “Towards Sustainability.” The
report distills the progress Coca-Cola has
made to date to make the world a better
place, as well as the areas in which it has
room to continue improving. But more
importantly, it also details how the com-
pany will continue to protect the planet’s
natural resources, and keep its inhabitants
healthy and keep local economies robust.

As a corporate citizen, Coca-Cola has
always been at the front of the class. Yet,
Isdell insists much more is required. “The
issues facing the world are more urgent
than ever – and they affect us all,” says
Isdell. “If local communities suffer from
water scarcity, so do we. If HIV/AIDS rav-

ages the communities in which we oper-
ate, the people impacted are our employ-
ees, our customers, and our consumers.”

Isdell explains that responding to
these common challenges requires collabo-
ration among the public, private, and civic
sectors. Where there are issues that are
critical for both Coca-Cola’s business and
communities, he sees the company having
an opportunity and a responsibility to
make a difference. The company can offer

unique resources and capabilities – the
technical and marketing expertise of its
employees, the global reputation of its
brands, and an unrivaled production and
distribution system that reaches into com-
munities in more than 200 countries. “We
are therefore taking steps to deepen our
engagement with external stakeholders,”
says Isdell. “Only through dialogue and
trust is genuine progress made.”

Protecting water is a clear priority.
One-third of the world’s population
already lives under water-stressed condi-
tions, a figure predicted by the United
Nations Environment Programme to rise
to two-thirds by 2025. To establish a road
map for water-resource management in its
businesses, the Coca-Cola system
launched the Coca-Cola Global Water Ini-
tiative in 2004. The company’s objectives
are to be the most efficient industrial
water user among peer companies, to
help to enable access to clean drinking
water in under-served communities where
Coca-Cola operates, to support the pro-
tection of watersheds in water-scarce
communities where Coca-Cola operates,
and to help mobilize the international
community around global water chal-
lenges. In 2004, the Coca-Cola system
improved water efficiency by 6 percent.

In India, for example, Coca-Cola initi-
ated a partnership to establish local rain-
water harvesting in the plants and the
communities it serves. Coca-Cola now has
rainwater harvesting in more than 80 per-
cent of company-owned bottling facilities
in India, returning a significant amount of
water to local groundwater systems.

Although water is abundant in many
parts of Vietnam, more than 40 percent of
the rural population does not have access
to a safe drinking-water supply. Moreover,
water is often polluted by poor environ-
mental conditions. In 2004, The Coca-Cola
Company partnered with the United
Nations Development Programme to
launch the Clean Water for Communities
initiative. In its first year, the project pro-
vided water tanks to 180 needy house-
holds and additional water facilities to
local schools and clinics in rural commu-
nities in six southern and northern
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provinces, benefiting thousands of local
people. The program also aims to help
build the long-term capability of commu-
nities to address their water needs,
through ongoing education and the for-
mation of local groups.

Coca-Cola also has initiatives to
address health and wellness in the devel-
oped and developing world. The World
Health Organization estimates that glob-
ally more than one billion adults are over-
weight, and 300 million of those adults
are obese. The condition affects almost all
ages and socioeconomic groups, even
coexisting with malnutrition in develop-
ing countries. Coca-Cola has increasingly
offered more choice to consumers – with
400 brands and more than 2,100 prod-
ucts. In addition to regular soft drinks,
Coca-Cola increasingly provides low- and
no-calorie alternatives, juices and juice
drinks, water, sports and energy drinks,
teas, coffees, soy-based drinks, and forti-
fied beverages with nutritional benefits.
At the end of 2004, in ready-to-drink bev-
erages, Coca-Cola ranked number one
globally in sales of juices and juice drinks,
number two in sports drinks, and number
three in water.

Coca-Cola partnered with the Thai
government to address obesity with its
Thai Kids on the Move program. The pro-
gram, in partnership with the Ministries of
Public Health and Education, features aer-
obics and classroom instruction. It has
involved 189,500 students and aims to
reach one million students by 2007. Inde-
pendent research found more than 70
percent of participants increased their
daily physical activity by 20 to 40 minutes,
and 94 percent learned the importance of
exercise and nutrition.

Coca-Cola is also addressing malnu-
trition. In the Philippines, for example,
Coca-Cola has piloted a program called
NutriBreak, providing fortified juice
drinks and protein-rich food supplements
to schoolchildren to help treat and pre-
vent malnutrition and undernourishment.

The business rationale for tackling
HIV/AIDS is straightforward – it is devas-
tating communities, including Coca-Cola
employees and Coca-Cola’s business part-
ners. Globally, nearly 40 million people
are estimated to have HIV/AIDs. While the
virus has no borders, more than 70 per-
cent of people infected live in Africa. The
epidemic increases costs, reduces produc-
tivity, and threatens the continent’s bur-
geoning economic prosperity.

Since its establishment in 2001, the
Coca-Cola Africa Foundation, based in
Swaziland, has led the system’s efforts to
prevent and treat HIV/AIDS in Africa.
Through education and awareness cam-
paigns, as well as by making prevention
programs and treatment available to
approximately 60,000 system employees
and their spouses and children, some
300,000 people are touched by the sys-
tem’s initiatives.

Because education is crucial to com-
bating HIV/AIDS, the company has
launched a range of communication initia-
tives to help empower Coca-Cola employ-
ees and their families in the fight against
HIV/AIDS. These include a prevention and
awareness course for employees in Africa,
a locally published and widely distributed
HIV and AIDS fact book, and regular edu-
cation and information sessions. Each
year, the company marks World AIDS Day
by communicating with employees in
Africa, encouraging them to take a leader-
ship role, and providing them with pack-

ages containing condoms, HIV/AIDS rib-
bons, and educational materials.

The Coca-Cola Africa Foundation
encourages voluntary testing, and confi-
dentiality is scrupulously respected.
Employees are not expected to disclose
their HIV/AIDS status or conditions. The
company also provides counseling services.
Across Africa, there is work yet to be done
in breaking down the stigma associated
with the disease, and Coca-Cola is working
closely with nongovernmental organiza-
tions and other partners on this issue.

Full antiretroviral treatment is avail-
able to all system employees in Africa,
their spouses, and their children. Thus far,
a limited number of employees and
dependents are taking advantage of treat-
ment. Coca-Cola expects these numbers
to increase as voluntary testing becomes
more widespread and the social stigma
continues to decrease.

In 2004, the Coca-Cola system sup-
ported an innovative regional World Bank
HIV/AIDS awareness campaign, designed

to stop the spread of the disease in five
West African countries. A highly visible
caravan of specially equipped vehicles
staffed by health experts, volunteers, and
artists ran the length of the most heavily
trafficked corridor on the continent. The
corridor extends from Nigeria through
Benin, Togo, and Ghana to Côte d’Ivoire.
The caravan staged music and drama pro-
ductions, while providing education,
counseling, and treatment to millions of
people living and traveling along the
1,000-mile route. By the time the caravan
– the first program of its kind – ended in

Abidjan, Côte d’Ivoire, it had reached an
estimated 50 million people.

In 2004, a pioneering HIV/AIDS
awareness campaign by Coca-Cola Egypt
was chosen from more than 40 entrants
to win the Award for Business Excellence
in the Community by the Global Busi-
ness Coalition on HIV/AIDS. The cam-
paign aimed at breaking long-standing
taboos around the disease, particularly
among young people, the most vulnera-
ble sector.

Coca-Cola reaches out to local com-
munities by stimulating economic oppor-
tunities. In Latin America, the Coca-Cola
system supports small retail customers
by offering business-development train-
ing to help increase their profitability.
These courses offer marketing, merchan-
dising, sales, research, and administra-
tion skill-building. In Chile, more than
3,000 customers participated in training
at a dedicated customer-development
center in Santiago throughout 2004.
More than 1,700 customers in Peru have
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Coca-Cola Brazil employees gather trash and debris at the 2004 International Coastal Cleanup. Last year, Coca-Cola em-
ployees were among the more than 300,000 volunteers who cleared nearly 8 million pounds of trash from the beaches and
shorelines of 88 countries. The Coca-Cola Company is a long-time supporter of the International Coastal Cleanup and is
this year’s 20th Anniversary Sponsor. 



participated in a business training course
established in late 2004. Coca-Cola esti-
mates that approximately 58 percent of
its products are sold through micro
retailers in Chile, and 67 percent are sold
through tiny retailers in Peru.

More than 166,000 jobs are sup-
ported directly and indirectly by the Coca-
Cola system in South Africa, representing
1.4 percent of employment in the country,
according to a new economic-impact
study. This figure includes
70,000 people in the infor-
mal sector who depend on
Coca-Cola products for
employment. The study,
conducted by the Moore
School of Business at the
University of South Car-
olina and the University of
South Africa in 2004, found
that Coca-Cola’s beverages
are one of the biggest gen-
erators of income for infor-
mal retailers, attracting
customers and stimulating
other sales. The South
African study found that
one job creates 16 addi-
tional jobs in the country’s
informal retail sector.

The company actively
supports small retailers
and micro entrepreneurs.
For example, Coca-Cola
has a program in Vietnam that provides
pushcarts and ongoing training and sup-
port to previously unemployed women
who now sell Coca-Cola products. This
program has effectively created 2,000
thriving small businesses. Coca-Cola plans
to double the reach of this program in
2005.

In Kenya, the company stimulates
entrepreneurship and employment
opportunities by providing people with
the opportunity to run kiosks selling
Coca-Cola products. The program was
established in 1990 in Nairobi and now
extends nationwide. Starting in 2005, a
public-private task force will evaluate and
evolve the program, enhancing its sustain-
ability.

Servicing Coca-Cola’s retail cus-
tomers in remote African communities
has also led to innovative approaches and
new employment opportunities. The sys-
tem has helped local people establish
small-scale distribution centers to meet
these customers’ needs in Ethiopia,
Kenya, Tanzania, and Uganda. The com-
pany’s partnership with the International
Finance Corporation, part of the World
Bank Group, has helped provide these
entrepreneurs with access to funding. A
similar program in Nigeria has created a
network of more than 550 small busi-
nesses, 70 percent of which are run by
women.

Child labor is an increasingly sensitive
issue. When Human Rights Watch con-

tacted Coca-Cola about suspected child
labor in Salvadoran sugar mills, the com-
pany moved quickly to review its direct
suppliers’ policies and practices. Although
a 2003 audit of the major refinery found
no child labor, Coca-Cola again verified
that supplying mills had sound policies
against employing underage youth.

Nevertheless, child labor is a prob-
lem on family-owned farms and farm
cooperatives in El Salvador. In support of

a multi-stakeholder effort to help address
this problem in the sugar industry, the
local sugar association increased monitor-
ing and enforcement, and education of
parents and communities, and provided
expanded educational opportunities for
rural children for the 2004/05 harvest.

One hopes that Coca-Cola’s commit-
ment to global conservation will set a stan-
dard for others across the globe. Coca-
Cola’s environmental performance
improved in all key impact areas – water,
energy and emissions, and solid waste –
for the third consecutive year since 2002.
The system’s water use continued to
decline, as did energy use and emissions
of greenhouse gases. Average solid-waste
generation also declined further, while
recycling rates improved.

Approximately 95 percent of the
energy consumed by the Coca-Cola sys-
tem is used to provide the power for
Coca-Cola’s bottling partners’ operations.
That includes power consumed by equip-
ment such as boilers, chillers, and air com-
pressors. In many locations, these opera-
tions also manufacture packaging, such as
polyethylene terephthalate plastic (PET)
blow molding. Coca-Cola estimates that
this energy consumption led to direct and
indirect emissions of 5.5 million metric
tons of carbon dioxide (CO2) in 2004, a
decrease of approximately 200,000 metric
tons compared with 2003.

Company efforts to develop climate-
friendly refrigeration technology took a

major step forward with the selection of
an alternative hydrofluorocarbon-free
technology, based on CO2. Coca-Cola is
now working with suppliers, partners,
and other beverage-sector companies to
commercialize the technology. This
development was unveiled at the Refrig-
erants, Naturally conference in Brussels,
Belgium, in June 2004, with the support
of governmental and nongovernmental
organizations. Coca-Cola successfully

tested the technology at
the 2004 Olympic Games
in Athens.

In 2004, the produc-
tion of 70.1 billion liters of
products in the plants cov-
ered by its reporting
yielded 818,215 metric
tons of solid waste from
manufacturing operations.
On average, 11.7 grams of
solid waste was generated
for each liter of product,
representing a 4.5 percent
improvement versus 2003.

Extrapolation of this
waste ratio suggests an
estimated total generation
of industrial solid waste by
the Coca-Cola system of
1,220 kilotons in 2004. This
is a reduction of approxi-
mately 34 kilotons from
2003. The Coca-Cola sys-

tem reused or recycled 76 percent of all
solid waste produced in these plants, up
from 74 percent in 2003. The combination
of the improved solid-waste ratio and
improved industrial recycling suggests
that Coca-Cola system-wide contributed
39,700 fewer tons of waste for disposal
from manufacturing operations in 2004
than in 2003.

Naturally, Coca-Cola is committed to
recycling whenever possible. For example,
in 2002, the company partnered with
Coca-Cola FEMSA, PET supplier ALPLA,
and the Mexican government to build
Latin America’s first PET recycling plant,
only the second in the Western Hemi-
sphere and the largest in the world. The
plant, which began operations this July,
will be able to recycle 25,000 tons of PET
annually – double the amount currently
recycled in Mexico.

Coca-Cola has established targets for
company improvements in water effi-
ciency, energy efficiency, solid-waste ratio,
industrial recycling, wastewater discharge,
refrigeration, and consumer packaging.
For example, Coca-Cola aims to have 10
percent of its packaging derived from
recycled material in the United States by
year-end 2005.

The Coca-Cola Company also
announced a three-year, $2.1-million grant
to support a program by the World
Wildlife Fund to restore five critical fresh-
water systems in the United States, includ-
ing a major network of rivers and streams
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Future leaders learn new skills at Camp Coca-Cola, but the one-month residential summer program is
just the beginning. Camp Coca-Cola is a year-round leadership training and community service initia-
tive offered at four sites in the United States. Students join the program during the summer before they
enter eighth grade, and campers who do well in school and fulfill their community service commitments
are invited to return each year until high school graduation.



in the Southeast. The grant will also be
used to fund a global freshwater mapping
project, incorporating data from scientists
around the world. When complete, the
project will be the most comprehensive
synthesis of freshwater biodiversity data
available.

The Galapagos Islands are where
Charles Darwin based his research on evo-
lution. This archipelago of several volcanic
islands is the home of many distinct and
rare species of birds, mammals, and rep-
tiles. In order to help preserve the deli-
cate balance of nature on the islands,
Coca-Cola partnered with the Galapagos
Foundation in 2004 to establish a recy-
cling-education center in an effort to edu-
cate the community and visitors about dif-
ferent types of waste and the damage
waste can cause to the fragile ecosystem.
As part of this project, approximately
8,700 kilograms of recycled goods are col-
lected each month.

In Australia, Coca-Cola established
community environmental and “active
lifestyle” awards and rewarded two people
for making a difference. Robert Swan,
explorer and environmentalist, served as
awards ambassador. The environmental
winner joined him in Antarctica for a
research mission, and the active-lifestyle
winner joined the crew of the Active Fac-
tor yacht (the first racing yacht to use sails
containing 25 to 30 percent recycled PET)
as it competed in the 2004 Rolex Sydney
Hobart Yacht Race.

Having operated internationally for
nearly a century, the Coca-Cola business
has deep roots in local communities
around the world. It is committed to
maintaining an open and constructive dia-
logue with people in its communities,
understanding their needs and aspira-
tions, and investing company time, exper-
tise, and resources in collaborative initia-
tives that respond in a meaningful way to
community needs and priorities.

Funding for community investments
by the Coca-Cola system comes from a
variety of sources. It includes contribu-
tions by parent The Coca-Cola Company;
grants from The Coca-Cola Foundation,
the company’s global foundation; grants
from one of the 18 other Coca-Cola foun-
dations around the world; contributions
by Coca-Cola’s bottling partners around
the world; and company matching gifts
from employee contributions.

In 2004, The Coca-Cola Company
contributed more than $46.7 million in
cash to community programs and initia-
tives worldwide. The Coca-Cola Founda-
tion also made contributions worth
approximately $20.5 million in 2004. In
addition, the company made a donation
to The Coca-Cola Foundation of approxi-
mately $75 million, to be used over multi-
ple years for projects and initiatives
around the world.

The Coca-Cola system’s contribu-
tions take the form of cash, product

donations, the use of resources such as
trucks and advertising space, employee
volunteer activities, and the time and
expertise of system staff at all levels.
Some charitable donations are in re-
sponse to specific requests to sponsor
local community causes and events. Oth-
ers represent strategic community invest-
ments targeted at helping to address criti-
cal issues facing a community. Coca-Cola
also undertakes commercial initiatives
designed to benefit both company brands
and a community cause or partner organi-
zation. Coca-Cola’s bottling partners
around the world have their own commu-
nity programs and partner with the com-
pany on joint projects.

The Coca-Cola Foundation is the
company’s primary international philan-
thropic arm. Based in Atlanta, the founda-
tion was established in the United States
as a registered 501(c)(3) charitable organi-
zation in 1984. The mission of The Coca-
Cola Foundation is to improve the quality
of life in communities and to enhance
individual opportunity through education.
To accomplish this, the foundation sup-
ports programs that provide youth with
the educational opportunities and sup-
port systems they need to become knowl-
edgeable and productive citizens.

The foundation’s programs fall
within two primary areas: higher educa-
tion, and classroom teaching and learning.
Over the past 10 years, the foundation has
contributed more than $134 million in
grants and scholarships to support educa-
tion. In addition to The Coca-Cola Foun-
dation, a number of regional or national
foundations have been established, some-
times with local bottling partners. These
foundations are funded through varying
combinations of endowments by local
company offices and local Coca-Cola bot-
tlers and, in some cases, grants from The
Coca-Cola Foundation. There are cur-
rently 18 such local and regional founda-
tions around the world. Some
of these foundations have
broad missions, while others
target specific areas of need,
such as at-risk youth in Great
Britain or environmental edu-
cation in Japan.

The Coca-Cola system is
heavily involved in the global
classroom. Programs are tai-
lored to meet specific educa-
tional needs. For example,
Coca-Cola provides scholar-
ships for students from rural
areas in China, has upgraded
village classroom facilities in
Tunisia, and is building
schools in Ghana and Kenya.
Coca-Cola is also bringing
information-technology-based
learning to students and com-
munities in Australia, China,
Indonesia, Jordan, Malaysia,
the Philippines, Thailand, and

Vietnam. The company provides high-
school courses in career skills and busi-
ness ethics in Romania, and is encourag-
ing girls’ education in Turkey.

Coca-Cola works in close partnership
with local communities, national and local
governments, multilateral institutions, and
local and international nongovernmental
organizations and expert groups to cor-
rectly identify community needs and to
formulate appropriate, locally relevant
responses. These partnerships are an
invaluable and essential part of finding
solutions to sustainability issues.

One example: Within hours of the
devastating Indian Ocean tsunami on
December 26, 2004, Coca-Cola’s assistance
manifested itself in many forms across
affected areas in Indonesia, Sri Lanka,
Thailand, the Maldives, and India. Aid
included $10 million in cash from the par-
ent company; more than 1.2 million bot-
tles of clean drinking water, along with
food, medicine, clothing, and tents; trucks
mobilized for distribution of needed sup-
plies; hundreds of hours of volunteer
time; and support for long-term water and
socioeconomic rehabilitation programs.
Company and employee donations were
matched by international-aid agency part-
ners. Total contributions by the system
reached nearly $20 million.

Coca-Cola acknowledges that it is
still at the beginning of its journey to
enrich the workplace, preserve and pro-
tect the environment, and strengthen the
communities in which it operates. As the
issues evolve and Coca-Cola’s stakeholder
engagement deepens, Coca-Cola plans to
move forward. Its destination remains the
same: to be a responsible global citizen
that makes a meaningful difference in the
world. “We still have a long way to go,”
says Isdell. “My colleagues and I are
deeply committed to our journey and to
making an even greater difference every-
where we engage.”•
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