
Six beliefs shape The Coca-Cola Company
moving into the 21st century.
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Would you expect Apple Lift to be our No. 2 brand in

Mexico? Or the introduction of Fanta Limette in Germany to

be among our most successful product launches last year?

Satisfying consumers means knowing what they want.

Sales increased, for instance, when we added calcium

and vitamin C to Minute Maid in drink boxes. Of course,

we also ran promotions and consumer events to drive

demand, and we started with the enormous advantage of

trust in the Minute Maid brand.

In China, Coca-Cola was again voted the favorite soft

drink. But we’re connecting further. With our Smart bev-

erages, specifically designed for Chinese tastes, we

added a tea-flavored beverage to our successful fruit-

flavored lineup.

We’ve never lost sight of the fact that first, last and

always, we are a consumer growth company.
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In the 10 seconds it takes to read
this sentence, some 126,000 people
will reach for one of our products 
at work, on the corner, at home, 
as they eat, study, dance, 
get dressed, get gas, get going.
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