Operations Case Study: Coca Cola

Role of operations management

· strategic role of operations management – cost leadership, good/service differentiation
A key factor that has supported Coca Cola’s globalization vision is the company’s ability to customize the product to meet the needs and wants of individual markets. For example, Coca-Cola has been able to tailor its product line to meet the needs of the younger consumer by offering Powerade and flavoured Coke products, such as Cherry Coke and Vanilla Coke. Additionally, the company is meeting the needs of the health conscious, older consumer with Diet Coke, Vitamin Water, and Odwalla products. Coca Cola has invested significant time and money into researching and understanding different marketing segments based on lifestyle, age, and income in order to accurately develop and market its products.

Packaging differentiation has also played a key role in how adaptable the Coca-Cola product is to various market segments. Functional packaging has been sed to make the products available in different sizes and forms, including glass and plastic b ttles, aluminium cans, and fountain drink dispensers. The company considers various shapes and sizes of the bottles and cans to ensure easy stacking and vending machine dispensing. To romote the company’s commitment to environmental sustainability, all packaging materials are designed to be recyclable and labelled accordingly for easy consumer identification.

Cost leadership through economies of scale and bulk purchases as seen with 25.6 billion individual sales each year.

· goods and/or services in different industries
Coca Cola uses the different products (Fanta, Diet Coke, etc), customized to adapt different consumers such as diet and coke zero whilst also standardized such as coca cola.

· interdependence with other key business functions
Through its operations Cola-Cola was able to achieve its key strategic business objectives, including vastly expanding its market and protecting its good name.

influences

· globalisation, technology, quality expectations, cost-based competition, government policies, legal regulation, environmental sustainability
Globalisation: Coca-Cola is a carbonated soft drink sold in the stores, restaurants, and vending

machines of more than 200 countries. It is the number one manufacturer of soft drinks in the

world. Their headquarters is situated in Atlanta Georgia, USA. It is probably the best known brand symbol in the world. Around 3,500 beverages in numerous categories, such as regular, low- and no-calorie sparkling beverages; fruit juices and fruit drinks; bottled water; sports and energy drinks and ready-to-drink teas and coffee are sold. Over 70% of its sales are generated outside of its home of North America, its original starting company. Following WWII saw its growth and expansion in countries across the world. With its push for global market share, Coca-Cola now operates with over 84,000 suppliers around the world. With trade encouraged as a transnational corporation with 1.8 billion servings per day and over 25.6 billion sales of individual cans/bottles to global consumers each year.
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Technology: Advances have contributed to Coca-Cola’s ability to globalize rapidly throughout the 20th century. Product transportation became more efficient and cost effective with the

development of bigger and faster semi-trucks, cargo ships, jet aircraft, and trains. Coca-Cola was able to manufacture and ship products quicker and farther to market segments that were unreachable before these transportation improvements. In addition, technology advances became the driving force behind the ease and speed at which information was available. Distributors and warehouses were able to more accurately track inventory levels and fill order shipments, resulting in lower overall operating costs. Computerization also led to slashed product costs and improved efficiencies. Computerized and automated manufacturing equipment increased the speed and volume in which products were produced. These technological advances enabled Coca Cola to compete on a global scale, selling the well-known brand of products across the world at competitive prices.

Pursuit Dynamics plc, the developer of the PDX innovative fluid processing technology to install the first PDX 25 for soft drinks production. Coca-Cola Enterprises Ltd.

Coca-Cola Enterprises Ltd is responsible for the manufa turing and distribution of 'Coca-Cola' products in Great Britain, supplying around 240 million cases every year.

In 2011, CCA continued the $450 million Group-wide rollout of 'blowfill', or PET bottle self-manufacture technology, with three additional lines commissioned in Australia. Blowfill has enabled CCA to design new lightweight primary and secondary packaging, PET bottles, and has enabled the saving of thousands of tonnes of raw materials. CCA’s Mount Franklin Easy-Crush Bottle went into the market in 2011 as the lightest weight Australian-produced 600mL water bottle made with 35 percent less PET plastic and a carbon footprint that is 27% less than the previous Mount Franklin bottle. This innovation was awarded Gold in the Australian Packaging Covenant Sustainability Award category of the 2011 Australian Packaging Design Awards.

When the rollout of the “blowfill” technology across the Group is completed in 2015, it is estimated that more than 9,000 tonnes of PET resin a year will be saved. “Through this project the company will save up to $285,000 in energy costs a year while also reducing the amount of plastic in bottles,” Combet said. The project will reduce carbon emissions intensity of the blending and filling equipment at the Richlands facility by 32 percent, thus reducing energy usage by 40 percent.

Quality Expectations: Coca Cola measures key product and package quality attributes by focusing on ingredients and materials, and regulating manufacturing, bottling and distribution, of The Coca-
Cola Company products to ensure those products meet Company requirements and consumer expectations in the marketplace.

Supplier of ingredients, 

 HYPERLINK "http://www.coca-colacompany.com/stories/plantbottle-frequently-asked-questions" packaging materials, sales & marketing equipment, or a co-packer, the brochure provided highlights our expectations and authorization requirements for their suppliers. To create and maintain safety and quality, Coca Cola adheres to the current with new regulations, industry best practices and marketplace conditions set by consumer standards and engage with standard setting and industry organizations. Consistency and reliability are critical to our product quality and to meeting global regulatory requirements and The Coca-Cola Company's standards.

Cost-based competition: As the top player in a market dominated by only two companies (Coke and Pepsi), there is not a lot of pricing strategy at the consumer level. Because of strong consumer preference for one or the other small cuts in price is not enough to maintain competitiveness.

Through the less transportation costs to deliver syrup versus to deliver heavy, bulky and frequent shipments of cans/bottles) much lower packaging costs-again, syrup versus bottles, cans they compete in recent years on new products, some outside of traditional soft drinks, like energy drinks and bottled water. Thus through economies scale, bulk buy inputs and high volume outputs and huge sales volumes, Coca Cola maintains its competitive advantage.

Government policies: The government reduces trade barriers such as tariffs reduction and subsidies that occurred particularly 10 years. From 1947 to 2010, tariffs fells from 40 percent to 2.79 percent average. This has been one of the most significant factors encouraging CCA expanding into global market.

Legal Regulation: Coca Cola has established a central Occupational Health and Safety (OHS) organization and conducted situation analysis with regard to health & safety in all offices and factories in Turkey. They have provided 130,915 hours of training to a total of 18,826 employees in Turkey, Azerbaijan, Kazakhstan, Jordan and Pakistan.

Northern Territory recycling initiative that would provide a $0.10 incentive for every plastic bottle returned to a beverage manufacturer. Commonwealth Mutual Recognition Act, which was enacted in the 1990s, envisions a single national economy that therefore fosters for harmonised regulatory measures.
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Environmental Sustainability: The operations of Coca-Cola Amatil in Australia have one of the best water efficiency rates within the global Coca-Cola system. They work hard to develop stringent water saving strategies and invest in improved infrastructure, technology and research every year.

One taken to control water efficiency is through measuring the amount of water used to make one litre of finished beverage. This is called a 'Water Use Ratio' (WUR) and in Australia this is approximately 1.57 litres of water per finished beverage litre (2009 data). This is one of the best ratios in the world within the Coca-Cola system. Coca-Cola Amatil Australia has invested over $8 million in the last past few years in capital equipment and new technology to ensure the long-term sustainability of our spring water sources.

They are focusing our efforts in three areas:

· Reducing our water use ratio. Since 2001 we've cut our water use ratio by more than a fifth.

In 2006, for example, we used 1.59 litres of water for every litre of soft drink produced. Now in Great Britain, we're using less than 1.47 litres for every litre. That's one of the lowest levels in the whole of the Coca-Cola System

· Recycling water used in our manufacturing processes and returning it to the environment

· Replenishing water in communities and nature through the support of healthy watersheds and community water programmes to balance the water used in our finished beverages
· Coca-Cola PlantBottle™ packaging looks and feels just like regular PET plastic, but has a lighter footprint on the planet. Get more facts and figures about our eco-friendly plastic
· Follow the history of Coca-Cola’s packaging in our PlantBottle™ packaging infographic
corporate social responsibility

–    the difference between legal compliance and ethical responsibility

–    environmental sustainability and social responsibility

Coca Cola took action in the first 24 hours through Kızılay and supplied drinking water for victims of the Van earthquake in Turkey. Then we continued our support with drinking water, clothes and cash with the contribution from our employees and the Coca-Cola foundation.

Together with bottling partners, CC collaborates with the World Wildlife Fund, United Nations Development Programme, Global Water Challenge, CARE, Ocean Conservancy and others to protect watersheds and support initiatives that bring clean water and sanitation to underserved areas. Since 2005, CC has developed Community Water Partnerships, with more than 320 projects in 86 countries.

Operations Processes

· Inputs
–    transformed resources (materials, information, customers)

Materials: Carbonated water, high fructose corn syrup or sucrose from cane sugar, aluminium can, natural flavouring, caffeine.

Information: Formula in developing the drink. Phosphoric acid balancing levels and ensures a balanced diet. Internal data on sales of different flavour drinks and failures terminated, NEW COKE. From 60 to 25% sales reduction. Backlash and 1990 renamed and remade in Coke II.

Customers: Facebook, twitter, message on website and phone number for inquiries. Adapt to consumer trends such as diet coke and coke zero.

–    transforming resources (human resources, facilities)

Many facilities, such as the several Coca Cola Company bottling pla ts in Florida, US

· transformation processes
–    the influence of volume, variety, variation in demand and visibility (customer contact)

Volume: Coca Cola Company 1.8 billion servings a day around the world, high volume output. Variety: Large variety: e.g. Coke, Cherry Coke, Diet Coke, Coke Zero, Fanta, Sprite however for similar drinks such as coke, same special ingredients used with some variations and flavouring.

Variation in Demand: Following introduction of new flavours and products to markets – NEW COKE (1985 reformation) 1980s

Customer Contact: in customers above.

–    sequencing and scheduling – Gantt charts, critical path analysis

Coca Cola’s engineering analysts utilise a critical path analysis in order to determine design feasibility and identify variation from performance specifications.

–    technology, task design and process layout

ORTEC’s Vehicle Routing and Dispatch solution uses its route optimisation software to minimise miles driven, as well as driver hours, planning and dispatch time. This saves Coca-Cola Enterprises $45 million a year by improving the effectiveness of its daily dispatch.

Coca Cola uses both a product and a process layout, with a high volume of standardized products going through an assembly line but the machinery used are divided based on their functions

involving: washing and rinsing, mixing and blending, filling, capping, labeling, coding, inspecting and packaging. Plastic sorting separate.

–    monitoring, control and improvement

Monitoring: Monitor Temperature, Time, pH, Moisture level, Flow rate Sample products for defects

Control: Taken after monitoring for corrective actions to rectify issues.

Improvement: WWF (World Wildlife) and The Coca-Cola Company have worked to improve energy efficiency and reduce emissions in Coca-Cola's manufacturing operations, including those of over 300 independent bottlers. The global commitment will prevent the release of more than two million tons of CO2 in 2015—the equivalent of planting 600,000 acres of trees.

Continuous inspection

– assures CCPs are within limits for all product produced.

• Attribute sampling

– provides probable assurance, based on statistical sampling of product, that CCPs are within limits.

· outputs
–    customer service

Provides sales and services centres in countries around the world. Maximises customer service through online blogs, forums as well as facebook and twitter pages to address a range of consumer

issues online whilst also utilising relationship marking such as My Coke Rewards to keep in touch with customers and provide special discounts and offers emails.

–    warranties

Under Australian Consumer Law, all Coca Cola bottles must be of “acceptable quality” which a fit for purpose, safe from defects and a refund or exchange may be required for faulty products

Operations Strategies

· performance objectives – quality, speed, dependability, flexibility, customisation, cost

Quality: CC products are tested in modern laboratories using state-of-the-art methods and appropriate technologies against stringent requirements. Key product and package quality attributes are measured by focusing on ingredients and materials, as well as samples collected from the trade.

Whether you’re a current or potential supplier of ingredients, packaging materials, sales and marketing equipment, or a contract packer or manufacturer. The Coca-Cola Quality System (TCCQS). TCCQS is our branded quality management system. Developed by a global, cross-functional team and endorsed by senior management of The Coca-Cola Company, along with our top bottling partners, TCCQS is the framework within which the Coca-Cola system coordinates and guides its activities, drives continuous improvement, and constantly strives for quality in everything we do. TCCQS supports the four principles of our corporate citizenship framework— enriching the workplace, providing quality in the marketplace, preserving the environment and strengthening the community. TCCQS reflects our integrated approach to managing quality, the environment, and health and safety. TCCQS incorporates tenets of other international quality systems like ISO 9000.

When The Coca-Cola Company developed its proprietary PurePour Technology™ microdosing system for its Coca-Cola Freestyle® the Company wanted to revolutionise beverage dispensing.

Their plan was to use technology, initially developed for the edical industry, to dispense more than 100 branded beverages in the same amount of space as a standard eight-valve machine, using a touch screen interface.

The Coca-Cola Company launched the breakthrough development project with the aid of a number of global technology partners, including Invetech.

Speed: Coca Cola mass produces in which stores in warehouses ready to be distributed through the efficient distribution of materials and inputs whilst utilising product and process layouts, minimising idle and waste times. Over 1.8 billion servings each day demanded. Consistent quality laser coding on high speed.

The new canning line with its capacity of 120,000 cans per hour will extend the plant’s capacity by a further 20 million cases per annum. By implementing a standardization strategy based on the Optimized Packaging Line (OPL) concept, an industry initiative by Siemens, Coca Cola in Sidcup now relies on seamlessly automated and standardized production and packaging lines”

Example includes when Coca-Cola achieves new standards of coding reliability and efficiency with

Domino lasers bottling lines:

· Coding up to 72,000 bottles per hour
Automated distribution systems that can deliver a bottle to a delivery truck without being touched by a human hand once.

Delivery scheduling systems are given real-time data about the performance of the manufacturing and distribution systems so they know when stock will be available for pickup, reducing any unproductive downtime in loading docks and optimising delivery routes.

Dependability: How long lasting their product is – associated with quality.

Flexibility: Able to change transformation processes easily to adapt to situation as seen through Diet Coke and Coke Zero. The new products were developed based on changes in social views e.g. soft drinks and obesity. Changes in technology and shift to environmen al concerns in the 21st century has seen the adoption of new technology mentioned.

Customisation: A key factor that has supported Coca Cola’s globalization vision is the company’s ability to customize the product to meet the needs and wants of individual markets. For example, Coca-Cola has been able to tailor its product line to meet the needs of the younger consumer by offering Powerade and flavoured Coke products , such as Cherry Coke and Vanilla Coke. Additionally, the company is meeting the needs of the health conscious, older consumer with Diet Coke, Vitamin Water, and Odwalla products. Coca Cola has invested significant time and money into researching and understandi g different marketing segments based on lifestyle, age, and income in order to accurately develop and market its products. Recently an initiative called Coke Freestyle allowed customers to go online and create their own combination of 100 coke flavours among a fountain machine.

Cost: Coca Cola minimises its waste and utilises economies of scale/bulk inputs and high volume outputs to minimise the costs involved.

· new product or service design and development
Many new products developed based on changing social tastes and appealing to target markets. E.g. Coke, Cherry Coke, Diet Coke, Coke Zero, Fanta, Sprite. Coca Cola adopts a market approach product design, through finding gaps in the market and satisfying consumer needs such as the consumer trend to healthier and diet products. The development of PurePour Technology™ micro dosing system has allowed Coca Cola to developed mix of flavours.

· supply chain management – logistics, e-commerce, global sourcing
Logistics: Coca Cola relies on bottlers all over the world to distribute their products. For example, 14900 employees manufacture Coca Cola drinks for Australia, New Zealand, Indonesia, Papua New Guinea, Fiji and Samoa. Mainly utilises warehousing to maintain high volumes of cans and drinks.

Product transportation became more efficient and cost effective with the development of bigger and faster semi-trucks, cargo ships, jet aircraft, and trains. Coca-Cola was able to manufacture and ship products quicker and farther to market segments that were unreachable before these transportation improvements. Mainly monorail.

CCA modernise their warehousing in Northmead and consolidate storage into a single site as CCA outgrew its on-site warehousing facilities of which stock was stor d in multiple off-site locations which created numerous problems such as high levels of stock write-offs, site congestion and health and safety risks.

E-commerce:

·
Changed the way CCA purchases su
lies and sells products

· CCA was one of the founders of the e-marketplace, CorProcure in 2000 – linked buyers and sellers of non-strategic goods and services
· E-marketplaces enable busi esses to lower their costs

· CCA benefited from e-commerce with a reduction in laborious paperwork in ordering systems and experienced an increase in efficiency through just-in-time purchasing

· Now provided leading customers with electronic stock monitoring, allowing CCA to operate with lower stock levels.
Global Sourcing: 84000 suppliers worldwide.

· outsourcing – advantages and disadvantages
Coca-Cola chose to license a group of independent bottlers to whom it sold its syrup while imposing strict quality controls. In the next several decades, Cola-Cola was able to achieve its key strategic business objectives, including vastly expanding its market and protecting its good name. By

outsourcing the non-core business function of bottling its products, Coca-Cola was able to focus on its core business objectives (such as maintaining high product quality, protecting its brand and growing market share).

By the late 1970s, however, bottled products had developed into a significant competitive feature. While Coca-Cola’s competitors were making significant headway in the bottling of soft drinks, the company’s independent bottlers were not improving their business. Coca-Cola was losing market-share to its main competitors. In 1979, the company responded by taking steps to buy out several of its bottle-making alliance partners so it could develop its own internal capability in what had become a strategic area.

· technology – leading edge, established
Leading edge technology can play a key role in achieving Product Innovation breakthroughs. The state-of-the-art technology used by Coca-Cola provides unparalleled opportunities to engage and interact with consumers while they continue to provide the high quality, great tasting beverages they are known for. Technologies used included; microdispensing technology, Coca-Cola’s proprietary PurePour technology and RFID chips used to detect its supplies and to radio resupplying needs. Established technology includes scanning and inventory systems within its warehousing.

· inventory management – advantages and disadvantages of holding stock, LIFO (last-in-first-out), FIFO (first-in-first-out), JIT (just-in-time)
Coca-Cola Amatil (CCA) has been located in Northmead for more than 30 years and over this time, has experienced high levels of cont nuous growth. The Northmead plant manufactures 60 million unit cases of soft drinks per year, producing product in cans at 2,000 per minute and PET bottles at 600 per minute. As CCA outgrew its on-site warehousing facilities, stock was stored in multiple offsite locations which created numerous problems such as high levels of stock write-offs, site congestion and other health and safety risks. CCA required a new system to completely modernise their warehousing in Northmead and consolidate storage onto a single site. The new facility needed to address chain of responsibility requirements for transport and ensure accurate and timely replenishment to their other operations. The solution also needed to enable CCA to achieve world best practice levels of customer service, operational costs and stock accuracy. Swisslog‘s solution maximised vertical height using a crane fed automated storage and retrieval system (ASRS). This allowed a 32m tall High Bay which can store the equivalent of 158 million cans! The racking design was optimised to minimise both building and material handling costs. A clad rack design was chosen to achieve these benefits whereby the racking itself forms part of the construction of the building. A monorail linking the receiving, storage and staging operations allows pallets to be

quickly and easily transported from any source to any destination within the system. During the design phases the transportation and handling strategies were optimised to enable the monorail to transport 740 pallets every hour. A pallet is delivered to a destination by the monorail every 5 seconds.

The employees are highly trained TAFE credited to ensure that the quality is assured. The changes in the production process such as the use of the Just in Time system, the increase of technology and use of computer aided manufacture (CAM) has meant quality has been integrated into every aspect of production thus reducing waste and costs. Coca Cola Amatil has used TQM to ensure every aspect of production is of quality, ensuring that the consumer has an excellent quality product.

Although these changes have brought a reduction in employees, now only one employee is in charge of each two machines. This has reduced labour expenses. This has led CCA to build plants in overseas markets such as Indonesia, where labour markets are cheaper, allowing Coca Cola Bottlers to increase their profits. The use of JIT has reduced the inventory levels and idle stock, thus helping increase profits. Therefore the changes such as techn l gy, sophisticated equipment, multiskilling

of employees, use of JIT philosophy has increased production and reduced cost. This has all lead to CCA producing a more efficient, better quality roduct to ensure their customers’ satisfaction.

Thus these changes have allowed the business to be more environmentally friendly as wastes are reduced, allowing them to be more ethical toward society and to the demand of their customers.

· quality management
–    control

–    assurance

–    improvement

To ensure such consistency and reliability, the Coca-Cola system is governed by the Coca-Cola Operating Requirements (KORE), a new management system which replaced The Coca-Cola Management System (TCCMS) in January 2010. KORE enables the Coca-Cola system to address the changing business landscape while supporting our Company's strategic growth plans by creating an integrated quality management program which holds all of our operations, system wide, to the same standards for production and distribution of all its beverages.
KORE guarantees the highest standards in product safety and quality, occupational safety and health and environmental standards across the entire Coca-Cola system by outlining clear requirements for the policies, specifications and programs that guide our operations. With endorsement from

leadership throughout the Coca-Cola system, KORE integrates business and quality objectives and aligns them with consistent metrics to monitor performance; integrates preventive action as a management tool with more rigorous demands when introducing new products and services; incorporates Hazard Analysis and Critical Control Points (HACCP) into our system standards; manages risk in our Company, bottling operations and across our supply chain; and defines problem-solving methods and tools to drive consistent quality with improvements.

Ensuring the safety and quality of our products has always been at the core of our business and is directly linked to the success of The Coca-Cola Company. Our Company's Global Product Quality Index rating has consistently reached averages near 94 since 2007, with a 94.3 in 2010, while our

Company Global Package Quality Index has steadily increased since 2007 to a 92.6 rating in 2010, our highest value to date.

· overcoming resistance to change – financial costs, purchasing new equipment, redundancy payments, retraining, reorganising plant layout, inertia
Coca Cola reduces the resisting forces of change rather than increase driving forces. For example, when CCA reduced costs of online ordering by signing up to the emarketplace, Cor-Procure, they reduced employee resistance to this new system by highlighting the benefits of removing menial tasks and allaying fears of job loss. They have had to reorganize plant layout when expanding overseas of which have flatter communication structures of which large sums of money were used through upgrading production facilities and expanding distribution networks. Following its expansion in 2001, the company set achievable goals for the business achieved through creating a culture of change to maintain workplace morale and investment sentiment. Lead to 10-15 percent growth per year, 12-15 percent earnings of shares per year and 1-1.5 ROE per year.

· global factors – global sourcing, economies of scale, scanning and learning, research and development
CCA built plants in overseas markets such as Indonesia, where labour markets are cheaper, allowing Coca Cola Bottlers to increase their profits.

Asa Candler was able to increase the company’s profits simply by increasing the scale of production. Through the large scale bottling of Coca-Cola in 1899, economies of scale was achieved. Look at SCM suppliers and previous areas.

Marketing Case Study: Coca Cola

Role of marketing

· strategic role of marketing goods and services
The role of marketing is to help manage the changing business environment and provide information to adjust tactics and provide new products or change existing ones.

· interdependence with other key business functions
Coca Cola relies on its operations processes to produce each of their drinks to the correct volume and quantity so that they can be sold to their established target market.

Coca Cola employs approximately 150 900 people and of the six executive positions, two of them focus on marketing.

Coca Cola’s marketing also heavily relies on its financial, with $11 billion spent on marketing in 2012.

14916 Amatil employees

· production, selling, marketing approaches
Sales orientation approach  market oriented appr ach Employs relationship marketing concept: increasing brand loyalty,

Also continually adapts to new product ranges and coca cola tastes such as diet to a consumer-orientation whilst also adopting CSR activities.

· types of markets – resource, industrial, intermediate, consumer, mass, niche
Non-alcoholic drinks in consumer mar ets

Distribute products to retailers n
termediate market

Soft drinks and juices in mass market

Energy drinks in niche market

Influences on marketing

· factors influencing customer choice – psychological, sociocultural, economic, government
Psychological:

Perception – In 2011 Coca Cola changed the colour of coke cans from red to white. Due to this change, customers perceived that the product tasted different. This perception resulted in consumer backlash and a significant drop in sales. Coca Cola was quick to change the back to the red can.

Motives – Joe Tripodi, chief marketing and commercial leadership officer, The Coca-Cola Company. “This new campaign reminds people that coke is always there to offer that small moment of fun and refreshment when you need it” (2009). Thirst

Attitudes – Many people have the attitude that soft drinks are not good for health. In 2009, Coca-Cola attempted to dispel such ‘myths’ regarding the unhealthy nature of their product through a campaign.

Personality and Self Image - “Open happiness builds on our heritage, recognizing that even the difficulties and stress of modern-day life, there still are opportunities, every day, to find a moment to recognize life’s simple pleasures.”

Socio-cultural:

Coca-Cola has been about creating a “better-world” for the last 100 years, refreshing what that means time and time again to maintain its cultural vibrancy. It has become a synonym for happiness and optimism.

‘Share a Coke with A Friend’ campaign influencing family, peer groups and reference (name on bottles).

Economic:

During 2008, Coca Cola’s shares dropped from $10 per share to $7 within 6 months. Despite this decrease in share price, Coca Cola had slowly recovered from the GFC. The company now has great exposure to growing markets and, for example, its sales in China grew by 13% in 2011.

Coca-Cola Co. (KO) said profit fell 4 percent last quarter in June 2013, the second decline in a row, as sales were sapped by economic weakness in China and Europe,
· consumer laws
–   deceptive and misleading advertising

–   price discrimination

–   implied conditions

–   warranties

A series of advertisements claiming Coca-Cola does not make consumers fat or rot their teeth were misleading, the consumer watchdog has found. On October 11 last year, Coca-Cola published ad features Australia actress Kerry Armstrong that referred to a number of "myths" about the soft-drink. The ads, called Kerry Armstrong on Motherhood and Myth-Busting, said it was a "myth" that Coca-Cola “makes you fat”, “rots your teeth” and is “packed with caffeine”

But the Australian Competition and Consumer Commission (ACCC) found the advertisements had the potential to mislead consumers by suggesting Coca-Cola cannot contribute to weight gain and obesity or tooth decay and any responsible parent can include the drink in a family diet without regard to these issues. The ACCC has announced that it considered the advertising was likely to be misleading and deceptive and is requiring the company to take various actions to remedy this, such as through corrective advertising in major newspapers.

A company that can create a mechanism that allows price discrimination can significantly increase seller surplus and revenues. Coca-Cola is considering the use of vending machines that react to temperature changes.
· ethical – truth, accuracy and good taste in advertising, products that may damage health, engaging in fair competition, sugging
Marketing process

· situational analysis – SWOT, product life cycle
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Product Life cycle: CCA produces a range of different products, each of which has an independent product life cycle. At present, many of CCA’s leading products such as Coca Cola, Sprite and Fanta are at maturity phase of their product life cycles. While sales of these products continue to increase, their rate of growth is slowing. In recent years, CCA has sought to combat the relatively slow sales growth of its core carbonated soft drinks by launching new products such as Vanilla Coke, Cheery Coke and Life Plus which are currently in the growth of their phase.

Introductory Stages: Coca-Cola Life (2013 only in Argentina), Coca-Cola Orange and Coca-Cola Citra.

Growth Stages: Coca Cola Zero, Mother (energy drink)

· market research Determine information needs
Before developing Coke Zero, Coca Cola had researched the growing awareness of health concerns.

Collecting data

–   Primary sources: focus group interviews to find out what people from each market segment

thought about a healthier drink from Coca Cola

– Secondary sources: trade magazines to find out information on other drink companies and their products and strategies

–   Customers are more concerned with their health and are switching to healthier alternatives

–   Customers are affected by their economic incentives – good value for money

The company's marketing department again went out into the field, this time armed with samples of the possible new drink for taste tests, surveys, and focus groups.
The results of the taste tests were strong – the sweeter mixture overwhelmingly beat both regular Coke and Pepsi. Then tasters were asked if they would buy and drink it if it were Coca-Cola. Most said yes, they would, although it would take some getting used to. A small minority, about 10–12%, felt angry and alienated at the very thought, saying that they might s op drinking Coke altogether. Their presence in focus groups tended to skew results in a more negative direction as they exerted indirect peer pressure on other participants.[5]
The surveys, which were given more significance by standard marketing procedures of the era, were less negative and were key in convincing management to move forward with a change in the formula for 1985, to coincide with the drink's centenary. But the focus groups had provided a clue as to how the change would play out in a public context, a data point that the company downplayed but which was to prove important later.[6]
Management also considered, but quic ly rejected, an idea to simply make and sell the new flavor as yet another Coke variety. The company's bottlers were already complaining about absorbing other recent additions into the product line in the wake of Diet Coke. Many of them had sued over the company's syruppricing policies. A new variety of Coke in competition with the main variety could, if successful, also dilute Coke’s existing sales and increase the proportion of Pepsi drinkers relative to Coke drinkers.

· establishing market objectives
CCA has a broad marketing object – to be the leading supplier of non-alcoholic beverages in all markets in which the company operates. Currently it have achieved this in soft-drinks however is second in fruit juices.

In addition to this, the company has a number of specific marketing objectives, including:

· Continuing to grow carbonated soft drink sales through organic growth (increasing sales of existing products), brand extensions, new packaging and increased product availability
· Broadening the company’s product mix through increasing sales of non-carbonated beverages such as fruit juice and bottled water
· Improving the company’s level of customer service through increasing product availability and through greater cooperation with distributors.
· Increase product mix through fruit juices and bottled water.
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· identifying target markets
CCA’s broad product range means that all company produces beverages to cater to the tastes of almost all consumer groups (generally mass market). However the company does market some products to individual customer groups on the basis of factors such as age, interests and lifestyles. This market segmentation is used on par with lifestyles that demand drinks that are high in glucose or caffeine, such as their extensive range of energy drinks (mother). Similarly, the company knows that younger consumers prefer sugary drinks such as Cherry Coke.

For example, Coca-Cola has been able to tailor its product line to meet the needs of the younger consumer by offering Powerade and flavoured Coke products, such as Cherry Coke and Vanilla Coke. Additionally, the company is meeting the needs of the health conscious, older consumer with Diet Coke, Vitamin Water, and Odwalla products. Coca Cola has invested significant time and money into researching and understanding different marketing segments based on lifestyle, age, and income in order to accurately develop and market its products.

· developing marketing strategies
Product

· Positions products according to benefits for the consumer. Traditionally, positioned to play a part in active, free enjoyable lifestyle. Shifted to emphasis health benefits
· TCCC (The Coca Cola Company) responsible and owns all brands: coca cola, Sprite, Fanta and other trademarks, logos and slogans. Branding very effective.
· Packaging requirements: functionality and desirability. Aluminum cans, glass and plastic PET bottles of different shapes and sizes. Also its bottle shape with licensing agreement on shapes and labeling designs. Recently, CCA has redesigned its Powerade and Mount Franklin spring water bottles, making them thinner with a ribbed edge, more convenient and interest to differentiate.
· Packaging promotes ecological sustainability and reduce waste with recyclable PET bottles
Price

· Competition based pricing. Charge slightly more because of CCA strong brand image
· Price point pricing strategy producing ‘fair price’. Varies price according to quantity as the price per litre of a large 2 litre bottle of Coca-Cola is typically lower than smaller bottles or cans
Promotion

· Promotion mix:
· Below-the-line generating publicity and profile of products. ‘Thrill Seeker’ competition held during Rugby World Cup givi g chance to win prizes.

· Other examples are free samples and giveaways coinciding with launch of new products to achieve widespread visual

· Public relations to be active in the community. Support programs like ‘swim and survive’ as well as local sporting teams

· Advertising in TV, radio and billboard

Place

Direct: vending machines

One channel distribution: through a variety of intermediaries such as supermarkets, restaurants and convenience stores

· Intensive channel distribution: exploit the mass market
· Extensive supply network to ensure efficiency from 8 production plants to point of sale
· Strategic alliance with Linfox trucking company
· ‘Co-managed inventory’ system improving communication to ensure they overstock and understock intermediaries. Electronic monitoring with universal bar codes.
· JIT inventory management created additional $8 million in 2004
· Implementation, monitoring and controlling – developing a financial forecast; comparing actual and planned results, revising the marketing strategy
· Implement effectively. Monitors by comparing actual results of marketing against financial and marketing forecasts based on similar products. This is done especially on new drinks such as Coca-Cola Raspberry (2005-2005) and Coca-Cola with Lemon (2001-2005) which was discontinued due to not reaching forecasted levels.
· Even After implementation, CCA continues to monitor effectiveness of marketing strategies through the comparison of actual results to marketing and financial forecasts. If the marketing strategy does not meet its object then CCA will implement changes. This is seen in the introduction of ‘Red Bull’ and ‘V’ energy drinks into the Australia market, prompting
CCA to respond with its own energy drink variety, Lift Plus. Continuous monitoring ensures that CCA does no waste money on ineffective promotions.

Marketing strategies

· market segmentation, product/service differentiation and positio ing
Demographic: CCA’s broad product range means that all company produces beverages to cater to the tastes of almost all consumer groups. However the company does market some products to individual customer groups on the basis of factors such as age, interests and lifestyles. Similarly, the company knows that y unger consumers prefer sugary drinks such as Cheery Coke.

Psychographic: This market segmentation is used on par with lifestyles that demand drinks that are high in glucose or caffeine, such as their extensive range of energy drinks (mother) and introduction of coffee.

Geographic: Different countries different flavors.

Behavioral: Loyalty through MyRewards and usage occasion through different drink volumes and flavors such as water products.

Coca-Cola positions its products according to benefits for the consumer. Traditionally, it positioned itself to play a part in active, free enjoyable lifestyle but has shifted to address the growing concern for health and now emphasizes health benefits of its products such as Coke Zero.

For example, Coca-Cola has been able to tailor its product line to meet the needs of the younger consumer by offering Powerade and flavoured Coke products, such as Cherry Coke and Vanilla Coke. Additionally, the company is meeting the needs of the health conscious, older consumer with Diet Coke, Vitamin Water, and Odwalla products. Coca Cola has invested significant time and money into researching and understanding different marketing segments based on lifestyle, age, and income in order to accurately develop and market its products.

· Packaging differentiation: Functionality and desirability. Aluminum cans, glass and plastic
PET bottles of different shapes and sizes. Also its bottle shape (“contour bottle”) with licensing agreement on shapes and labeling designs. Recently, CCA has redesigned its Powerade and Mount Franklin spring water bottles, making them thinner with a ribbed edge, more convenient and interest to differentiate.

· Product differentiation: In addition in using packaging differentiation to differentiate their products, Coca-Cola also has unique names for each of their products and differing tastes to their competitors.
· products – goods and/or services
–   Branding

Coca cola’s branding is its distinctive narrow-wasted bottles in front of a red wash. General factors in branding strategy of Coca Cola Company have forever been related with the sense of joy, unity and togetherness. Coca Cola is also the world’s most valuable brand. Gains repeat sales, psychological reward, quality and reduced level of risk of purchase.

· Packaging
Aluminum cans, glass and plastic PET bottles of different shapes and sizes. Also its bottle shape (“contour bottle”) with licensing agreement on shapes and labeling designs. It preserves the product, attracts consumers’ attention through packaging and makes transportation and storage easier. Due to strong consumer association ith unique bottle design, Coca-Cola has aggressively protected its trademark shape. Seen when they sued Pepsico Inc that had a similar shape.

· price including pricing methods – cost, market, competition-based
–   pricing strategies – skimming, penetration, loss leaders, price points

Competition based pricing: Can charge slightly more because of CCA strong brand image

Price point pricing strategy is used to produce a ‘fair price’. Price is varied according to quantity as the price per litre of a large 2 litre bottle of Coca-Cola is typically lower than smaller bottles or cans. The first thing that the Coca-Cola company must do is select the pricing objective they believe will be most effective in distributing their brand to consumers. Coca-Cola use market-skimming pricing to do this. They use marketing-skimming as there is a sufficient number of buyers that have a high current demand, the unit costs of producing a small volume are not so high that they cancel the advantage of charging what the traffic will bear, the high initial price does not attract more competitors to the market and the high price communicates the image of a superior product. Coca-Cola aims to be the product-quality leader in the market, its nearest competitor being Pepsi.

Throughout the years Coca Cola has made many pricing decisions but there is no doubt that their ultimate goal is to maximize shareholder value. In order to grab market share, Pepsi generally start to drop prices, and shortly after, Coca Cola decide to decrease theirs slightly but not for all products. For example, in Indi or Pakistan, Coca Cola is focused on reducing prices of their 200ml container (cans) .

Coca Cola uses lower price point to penetrate new markets that are especially sensitive to price. Coca Cola does that to face the competition and to raise brand awareness among the population. Once it is strongly implemented, it reposition itself as “premium” compared to numerous competitors (ex: Pepsi), the brand have an image of bringing intangible benefit in lifestyle, group affiliation, moment of joy & happiness… but the marketing strategy still focus on an affordable enjoyment of life.

Coca-Cola and Pepsi-Cola in Peru, it set an ultra-low penetration price

1. New-Product Pricing Strategies

Setting prices for the first time is one of the most difficulties companies have to face at the introductory stage of the product. There are 2 broad strategies: market-skimming pricing and market-penetration pricing.

For Coca Cola, they use the latter strategies – market-penetration pricing. The strategy is about setting a low initial price to penetrate the market quickly and deeply—to attract a large number of buyers quickly and win a large market share. The high sales volume results in falling costs, allowing companies to cut their prices even further.

And this is how Coca Cola applied the strategy to their plan:

· At first, Coca Cola was free. Then it was sold in a soda fountain for 5 cents.

· Coca Cola still kept the price at 5 cents for many years in early 1980s
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In 1995, Coca-Cola had 32% of the market share of soda sales in Peru. Nowadays 60 percent.

· price and quality interaction
Coca-Cola Amatil has high standards and charge low. It is a cheap product upheld with a high quality soft drink among its market. The interaction between price and quality is not evident in Coca-Cola’s products.

· promotion
– elements of the promotion mix – advertising, personal selling and relationship marketing, sales promotions, publicity and public relations

Advertising: Forms include television advertisements and billboards. Also sports sponsorships in English Premier League 2004- 2010 and Canada Winter Olympic Games. Coca-Cola spent an average of $2.5 billion USD from 2005 to 2007. In 1993, they spent $1 billion USD. Their advertising expenditure consistently increases through the years. 2010 - $2,917. 2011 - $3,256 million.

Relationship marketing: In 2006, Coca-Cola introduced ‘My Coke Rewards’, a customer loyalty campaign where consumers earn points by entering codes from specially marked packages of Coca-Cola products into a website. These points can be redeemed for various prizes or sweepstakes entries.

Sales Promotions: Includes new coke machines ‘that takes hugs instead of money’ and gives out free cans through vending machines. Also free samples and drinks for promotion of new drinks such as Coke Zero. Happiness machines

Publicity and Public Relations: Supporting causes such as ‘The Australian Literacy and Numeracy Foundation’ and ‘Swim and Survive’ as well as range of local sporting teams and association among the community to maintain positive public image.

Public Relations: As stated by Gary Armstrong and Philip Kotler, "Public relations allows companies to build good relations with the company's public by obtaining favorable publicity, building good corporate image, and handling or heading off unfavorable rumors, stories, and events." Coca-Cola handles public relations by including a press center on its website: http://www.thecoca-
colacompany.com/presscenter/index.html. This section of the website allows consumers to view press releases, executive speeches, and statements made by the company regarding current information. In the statements, Coca-Cola can address law s its, rumors, stories, new products, and activities. There is also a section of the website devoted to investors. Here, current, or future, investors can access financial statements and up-to-the-minute stock information.

Personal Selling: Coca-Cola has many salespeople, who are individuals representing the company to communicate, sell, service, and build relationships with customers. These salespeople promote their product to different customers within their regions, and once they sustain a customer, they sell their products to them and service them many times per week. These individuals form close relationships with the customers in order to continue business with them.

–   the communication process – opinion leaders, word of mouth

Opinion Leaders: In songs and show through The Beatles, 

 HYPERLINK "http://en.wikipedia.org/wiki/David_Bowie" David Bowie, 

 HYPERLINK "http://en.wikipedia.org/wiki/George_Michael" George Michael, 

 HYPERLINK "http://en.wikipedia.org/wiki/Elton_John" Elton John and Whitney Houston.
· place/distribution
–   distribution channels

–   channel choice – intensive, selective, exclusive

–   physical distribution issues – transport, warehousing, inventory

Direct: vending machines

One channel distribution: through a variety of intermediaries such as supermarkets, restaurants and

convenience stores

Intensive channel distribution: exploit the mass market

· Extensive supply network to ensure efficiency from 8 production plants to point of sale.
· Strategic alliance with Linfox trucking company
· ‘Co-managed inventory’ system improving communication to ensure they overstock and understock intermediaries. Electronic monitoring with universal bar codes.
· JIT inventory management created additional $8 million in 2004
· Uses storage warehouse due to the nature of the product not under impact of obsolescence and is made using economics of scale.
· people, processes and physical evidence
No people interaction between customer and members from Coca Cola as they are mainly wholesalers although during promotions may get feedback and interact with consumers. CCA requires trucks to deliver purchases as well as to store materials and drinks. Physical evidence of

this is the overall cleanliness of the cans and packaging. Processes read operations. However some people occurs through their online blogs and main website which addresses consumers questions.

· e-marketing
http://ccamatil.com/Pages/default.aspx conveys information about the company. Also has email subscriptions/updates, facebook, twitter pages and utilises blogs to establish reputation and gain feedback whilst presenting a human face to the public as they have limited interaction in person.

Coca-Cola

73,250,160 likes

Social media advertising: Facebook and T  itter.

· global marketing
–   global branding

–   standardization

–   customisation

–   global pricing

–   competitive positioning

Coca Cola is the global brand of its company around the world in which has one uniform worldwide image and can penetrate markets easier. Cost effective too as during global sport events such as Olympic, every country can relate to it. Coca Cola generally use a standardized approach in which

the same product is sold in different countries however in some countries, customization in the altering of products includes different tastes and flavors to capture more of the market share in limited cases such as Raspberry only in New Zealand and USA and Coca-cola life in Argentina. With a range of different subsidiaries and headquarters in each country, Coca cola uses market-

customized pricing to ensure competitiveness, market share and profits. Through channels, image and packaging, Coca-Cola differentiates itself around the world.

What’s something everyone wants, no matter what their age or where they’re from? That’s right – happiness! Coke sells billions of bottles of happiness each year. The brand’s strategy is spot-on, creating a consistent branding message that’s relatable for consumers around the world. Slogans such as “Open Happiness” and “Enjoy” are easy to take global and are enduring themes. Consistency builds a strong brand reputation which leads to recognition. Coke is the most recognizable brand in the world at 94 percent, spending more on advertising than Apple and Microsoft combined, as shown in the below infographic on the brand, “The Carbonated Empire.” The product is marketed and sold in more than 200 countries and holds 44 percent of the global soda market share, according to the graphic. I think it’s safe to say their ad spend pays off quite nicely.

role of financial management

· strategic role of financial management
· objectives of financial management
–   profitability, growth, efficiency, liquidity, solvency (find liq and sol pls and efficiency and

profitability)

–   short-term and long-term

2001, CCA’s managing director, Terry D vis nnounced three core financial objectives for the company:

· Earnings growth of 10-15 percent per annum
-Earnings per share growth of 12-15 percent per annum - Return on capital growth of 1-1.5 percent per annum

Liquidity: Current ratio

2012 - 1.676:1

2011 - 1.905:1

Solvency: Debt to Equity ratio

2012 - 2.234:1

2011 - 1.964

Profitability: Net Profit ratio

2012 - 0.089 wtf it’s a bit low… I just divided net profit by revenue

· interdependence with other key business functions
Financial planning has both short-term and long-term roles for CCA. In the short-term, financial planning ensures that CCA always has enough cash to pay its employees, suppliers and creditors

whilst in the longer term is allows CCA to anticipate the impacts of changes in its business environment and helping the company choose investment projects that will promote growth and delivery financial rewards to its shareholders.

influences on financial management (CCA)

· internal sources of finance – retained profits

$312.3 million Retained earnings in 2012

$614.2 million Retained earnings in 2011

Reduction of money used to fund technology

· external sources of finance

– debt – short-term borrowing (overdraft, commercial bills, fac oring), long-term borrowing (mortgage, debentures, unsecured notes, leasing)

Coca Cola Co. the world’s largest soft-drink maker, sold $2.5 billion of bonds in its first offering in

almost a year. The producer of Sprite and Dasani water issued $500 million of floating-rate debt maturing in two years to yield 2 basis points less than the three-month London interbank offered rate, according to data compiled by Bloomberg. It also sold $1.25 billion of 1.15 percent, five year-debt to yield 45 basis points more than similar-maturity Treasuries and $750 million of 2.5 percent, 10-year bonds at a relative yield of 67 basis points.

CCA makes extensive use of both short and long-term borrowing. In the short-term, CCA’s strong financial position gives it access to bank overdraft facilities as a temporary source of funds. In

additions, CCA also borrows money through short-term bond issues using financial instruments such as bank bills. In the long term CCA relies primarily on long-term debt issues such as debentures and bonds.

2012 overdraft $0.7 million

2012 mortgage repayments $155.9 million

2011 mortgage repayments $322.3 million

– equity – ordinary shares (new issues, rights issues, placements, share purchase plans), private equity

Share capital 2012: 2,250.0 million 2011: 2,218.2 million

Current volume is 1,212,290 with price: $12.320 =$14,935,412

When Coca-Cola went public in 1919, the underwriting was handled by two institutions, one connected to J.P. Morgan and the other to a predecessor of Sun Trust bank. The former took their fee of approximately $100,000 in cash. The latter took their fee in shares of Coca-Cola common stock. After taxes and other adjustments the cost basis of these shares ended up being $69,295. The Coca-Cola stock certificates were locked in the Sun Trust bank vaults along with Formula X, the secret recipe to the original Coca-Cola beverage. For 90 years, they have compounded in value and have grown to 30 million shares worth more than $1.7 billion. The bank collected roughly $52.8 million in cash dividends each year.

· financial institutions – banks, investment banks, finance companies, superannuation funds, life insurance companies, unit trusts and the Australian Securities Exchange
CCA’s shares are traded through the Australian Securities Exchange, with around 2 million shares traded daily in September 2013.

When Coca-Cola went public in 1919, the underwriting was handled by two institutions, one connected to J.P. Morgan and the other to a predecess r of Sun Trust bank. The former took their fee of approximately $100,000 in cash. The latter took their fee in shares of Coca-Cola common stock. After taxes and other adjustments the cost basis of these shares ended up being $69,295. The Coca-Cola stock certificates were locked in the Sun Trust bank vaults along with Formula X, the secret recipe to the original Coca-Cola beverage. For 90 years, they have compounded in value and have grown to 30 million shares worth more than $1.7 billion. The bank collected roughly $52.8 million in cash dividends each year.

Coca cola utilises a self-managed superfund.

· influence of government – Australian Securities and Investments Commission, company taxation
CCA tax expense: 2012 $(189.0) M for $649.1 M Profit 2011 $(150.9) M for $742.7M Profit

This financial report is presented in Australian Dollars and all values are rounded to the nearest tenth of a million dollars, unless otherwise stated under

The option available to the Company under ASIC Class Order No. 98/100. The Company is an entity to which the Class Order applies. Regular external audits and information posted about the company on their website.

· global market influences – economic outlook, availability of funds, interest rates

The Reserve Bank has slashed interest rates by 25 basis points to a historic low of 2.5 per cent, the first reduction this year (2013). However still 30 percent of all borrowings in CCA is from other

countries due to interest rates reaching as low at 0.5 percent across other nations. With generally stable economies and valued and renowned brand name, access to funds is at relative ease.

Alcohol, Food & Services earnings declined by 1.2% primarily in (2011 annual report) as a result of the costs associated with SpC ardmona (SpCa) exiting unprofitable export and domestic private label activities. The decline in SpCa earnings was largely offset by a solid result from the Services division and the first time inclusion of revenue and earnings arising from the new agreement with Beam Global made in march to sell spirits and alcoholic ready-to-drink beverages as a principal rather than as an agent. The stronger Australian dollar ontinues to impact SpCa’s competitiveness against cheap imported brands and retailer private label categories in Australia and its earnings from international operations with export sales declining by over 20% over the last 12months. A

highlight for the year was the growth in the p ckaged fruit driven by successful promotions, strong sales in fruit snacks and new snack products.

On 27 July 2011 the Australian Dollar hit a record high since the floating of the dollar. It traded at a $1.1080 against the US Dollar. Due to this, exports became difficult. The company used to export about 20 per cent of its total production, but that has shrunk to 10 per cent and is falling, prompting CCA to get out of most of its export markets. Terry Davis, Chief director, is now looking at the possibilities of making food in Indonesia, with its lower costs and currency, and will review the local business, which has three facilities in the Shepparton area.

processes of financial management

· planning and implementing – financial needs, budgets, record systems, financial risks, financial controls
In the short term, financial planning ensures that CCA always has enough cash to pay its employees, suppliers and creditors. In the long term, financial planning has a broader strategic role: allowing CCA to anticipate the impact of changes in its business environment and helping the company choose investment projects that will promote growth.
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Financial controls: Regular inspections on inventory and check-ups to ensure no stock is stolen.

–    debt and equity financing – advantages and disadvantages of each

Coca Cola Amatil uses 144.7 debts to each 1 of equity dollars due to the large size of its business. This is as it has separate equity ent ties for Coca Cola Companies around the world and therefore cannot rely solely on equity financing but must use debt financing to expand overseas.

–    matching the terms and source of finance to business purpose

Look over different sources of finances CCA has used during their life cycle.

· monitoring and controlling – cash flow statement, income statement, balance sheet
CCA publishes annual report, half-yearly reports for shareholders as well as quarterly earnings that display their financial performance among cash-flow and income statements as well as balance sheets for investors.
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· financial ratios
–    liquidity – current ratio (current assets ÷ current liabilities)

–    gearing – debt to equity ratio (total liabilities ÷ total equity)

– profitability – gross profit ratio (gross profit ÷ sales); net profit ratio (net profit ÷ sales); return on equity ratio (net profit ÷ total equity)

– efficiency – expense ratio (total expenses ÷ sales), accounts receivable turnover ratio (sales ÷ accounts receivable)

– comparative ratio analysis – over different time periods, against standards, with similar businesses

CCA’s net profit ratio rose by 15% from 1997 to 2003, from 4.88 to 5.51.

CCA’s expense ratio change from 0.39 in 2000 to 0.40 in 2003 due to investment in new plant and machinery.
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· limitations of financial reports – normalised earnings, capitalising expenses, valuing assets, timing issues, debt repayments, notes to the financial statements
Normalised earnings: During 2001, CCA sold its operations in Philippines to San Miguel and the Coca-Cola Company. This transaction generated a profit of over 200 million for CCA. But because the transaction was a one-off, the profits disappeared after one year. CCA lists details of these transactions, known as significant items, separately in its financial statements. Investors can remove the effects of these transactions to discover the actual performance of the business. Valuing Assets: Sometimes advertising due to their renowned brand name

Valuing Assets: Discounts methods flow or using same prices as selling for closing stock

Timing Issues: CCA posts annual, half-yearly and quarterly earnings reports that may misalign with

its advertising attempts.

Debt Repayments: Does not specify how many different loans to which creditors over how many

periods of time.

· ethical issues related to financial reports
In Australia CCA has appointed Ernst & Young, as a big and well-known accounting firm as its external auditor, ensuring accuracy in their financial statements. With increasing size of CCA, ethics have been a vital importance. CCA has introduced a number of measures including internal audits and regular inventory checks to minimise the chance that employees will misuse company funds.

financial management strategies

· cash flow management

–    cash flow statements

–    distribution of payments, discounts for early payment, factoring

If the Purchase Price is not paid in full when due, the Supplier may exercise its rights under clause 20 and, in addition, may charge the Customer a late payment fee on the unpaid amount for the period from its due date until it is paid. The fee will be calculated on a daily basis at a rate which is equal to 2% above Westpac's published 90 day bank bill swap rate. The Customer must pay the fee to the Supplier on demand.

For many of its longer term bank payments, CCA distributes its payments over times. Loans and receivables are non-derivative financial assets with fixed or determinable payments that are not

quoted in an active market. Such assets are c rried at amortised cost using the effective interest method. Loans and receivables are included in trade and other receivables in the statement of financial position. Loans and receivables are classified as current assets, except for those with maturities greater than 12 months after the balance date which are classified as non-current assets. The fair value of all financial assets is based on an active market price. If the market for a financial asset is not active, the Group establishes fair value by using valuation techniques such as discounted cash flow analysis and option pricing models. These include reference to the fair values of recent arm’s length transactions, involving the same instruments or other instruments that are substantially the same.

· working capital management

–    control of current assets – cash, receivables, inventories

Cash: 2012 - $1,177.3 million
2011 - $664.9 million

Increase of cash by almost 100% during 2012, showing good control on cash.

Trade and other receivables: 2012 - $959.5 million
2011 - $864.4 million

Inventories: 2012 - $689.5 million
2011 - $752.4 million

–    control of current liabilities – payables, loans, overdrafts

Trade and other payables: 2012 - $806.3 million
2011 - $735.6 million

I think this includes payables + loans + overdrafts

–    strategies – leasing, sale and lease back

Coca Cola Enters $80 Million Sale Leaseback of Distribution Facility in Sydney. Goodman International Ltd says it has secured a 15-year commitment from Coca Cola Amatil Ltd (CCA) to develop its new western Sydney storage and distribution facility for $80 million.

The purpose-built CCA centre will be developed on a 9.25-hectare site at the 150-hectare M7 Business Hub at Eastern Creek. The CCA property will be owned by the Goodman Australia Industrial Fund (GAIF).

CCA purchased the land and has now has entered into a sale-and-lease back agreement for an initial term of 15 years on the 31,225-square-metre facility. The distribution centre is the second

such facility Goodman has secured from CCA in recent years. The previous commitment included the initial development of a 27,399-square-metre st rage and distribution facility in Mentone, Melbourne.

· profitability management
–    cost controls – fixed and variable, co t centres, expense minimisation

Fixed Costs: Salaries, regular fixed loans, leasing of equipment and property, energy uses, transportation and storage costs of the cans.

Variable Costs: Supplies of ingredients and waters, wages, new equipment and property purchases

–    revenue controls – marketing objectives

Coca cola is constantly expanding their product range through over 3500 different products and the expansion in areas other than carbonated drinks such as water and energy drinks. General reductions in the prices of their products with their pricing policies aims to maximise shares in which in 2011 was to increase Coca cola sales by 3 percent through high visibility.

· global financial management
–    exchange rates

Changes in currency values alter the price CCA must pay for imported raw materials

Australian dollar appreciated – lowering the price CCA pays for imports but has reduced the Australian dollar value of income from overseas operations. Stronger Aussie dollar makes it cheaper to buy assets or businesses overseas.

On 27 July 2011 the Australian Dollar hit a record high since the floating of the dollar. It traded at a $1.1080 against the US Dollar. Due to this, exports became difficult. The company used to export about 20 per cent of its total production, but that has shrunk to 10 per cent and is falling, prompting CCA to get out of most of its export markets. Terry Davis, Chief director, is now looking at the possibilities of making food in Indonesia, with its lower costs and currency, and will review the local business, which has three facilities in the Shepparton area.

–    interest rates

Interest rate fluctuations, 20% of borrowings come from overseas financial institutions. Usually convert the foreign loans into Australian loans to redu e risk Increases in foreign interest rates, increases the repayments they pay on the borrowings.

The Reserve Bank has slashed interest rates by 25 basis points to a historic low of 2.5 per cent, the first reduction this year (2013). However still 30 percent of all borrowings in CCA is from other

countries due to interest rates reaching as low at 0.5 percent across other nations. With generally stable economies and valued and re owned brand name, access to funds is at relative ease.

– methods of international payment – payment in advance, letter of credit, clean payment, bill of exchange

The Supplier may deliver the Goods in instalments and the Customer must pay an amount for an instalment as notified by the Supplier in the Invoice. If the Supplier fails to deliver any instalment the Customer must still accept and pay for the balance of the Goods delivered. If the Customer fails to pay for any instalment the Supplier, in its absolute discretion, may refuse to deliver any further instalments until all amounts due are paid, or may terminate the Contract and recover damages.

Bill of exchange, payment: Used with regular suppliers on goodwill terms as seen above

–    hedging and derivatives

The Group designates its derivatives as either –

· Hedges for fair value of recognized assets and liabilities (fair value hedges)

· Hedges for interest rate, foreign currency and commodity risks associated with recognized assets and liabilities or highly probable forecast transactions(cash flow hedges).

Fair value hedges

During the financial year, the Group held cross currency swaps to mitigate exposures to changes in the fair value of foreign currency denominated debt from fluctuations in foreign currency and interest rates. The hedged items designated were a portion of the Group’s foreign currency denominated borrowings. The changes in fair values of the hedged items resulting from movements in exchange rates and interest rates are offset against the changes in the value of the cross currency swaps. The objective of this hedging is to convert foreign currency borrowings to local currency borrowings. Hence, at inception, no significant portion of the change in fair value of the cross currency swap is expected to be ineffective. Gains or losses from remeasuring the fair value of the hedge instruments are recognized within net finance costs in the income statement and are offset with the gains and losses from the hedged item where those gains or losses relate to the hedged risks. The hedge relationship is expected to be highly effective because the notional amount of the cross currency swaps coincides with that of the underlying debt, and all cash flow and reset dates coincide between the borrowing and the swa s. The effectiveness of the hedging relationship is tested prospectively and retrospectively by means of cumulative dollar offset effectiveness calculations. The primary objective is to determine if changes to the hedged item and the derivative are highly correlated and, thus supportive of the assertion that there will be a high degree of offset in fair values achieved by the edge

Cash flow hedges are used to hedge future cash flows or a probable transaction that could affect the gain or loss in the income statement relating to the Group’s ongoing business activities. The gain or loss on effective portions of the hedging instrument is recognized directly in equity, while the ineffective portion is recognized in the income statement. Amounts recognized in equity are transferred to the income statement as and when the asset is consumed. If the forecast transaction is revoked or no longer expected to occur, amounts previously recognized in equity are immediately transferred to the income statement. The derivative financial instruments are in a hedge relationship and are initially recognized in equity. Any gain or loss is reclassified to the income statement when the Group exercises, terminates, or revokes designation of the hedge relationship.
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Natural hedging of which subsidiaries around the world using, 20 percent of CCA loans outside of Australia.

role of human resource management

· strategic role of human resources

· interdependence with other key business functions

· outsourcing

–    human resource functions

–    using contractors – domest c, global

Coca-Cola chose to license a group of independent bottlers to whom it sold its syrup while imposing strict quality controls. In the next several decades, Cola-Cola was able to achieve its key strategic business objectives, including vastly expanding its market and protecting its good name. By outsourcing the non-core business function of bottling its products, Coca-Cola was able to focus on its core business objectives (such as maintaining high product quality, protecting its brand and growing market share).

key influences

· stakeholders – employers(expand into their importance), employees, employer associations, unions, government organisations, society

Warwick White: Managing Director – Australasia Appointed in November 2002

Warwick has 28 years in the Coca-Cola System and rejoined Coca-Cola Amatil in November 2002 as the Managing Director for the CCA Australian beverages business. Prior to that, Warwick held marketing and general management roles within the Coca-Cola System

David Gonski Chairman

Terry Davis Group managing director

CCA employees rely on company to provide them with work and income upon its 14900 permanent employees to fulfil diverse roles ranging from production line operations and customer service to finance and marketing.

Trade unions - Approximately one third of CCA’s permanent employees are trade union members of which negotiate collective employment agreements on behalf. They have been prominent and active in CCA workplaces including the Communications , Electrical, Electronic, Energy Information,

Postal Plumbing, the Amalgamated Metal Workers Union and the Allied Liquor, Hospitality and Miscellaneous Union.

Employer Associations - CCA is a member of employer associations such as Australian Industry Group and the Business Council of Australia, although these organisations do not play a direct role in employment relations at a workplace level, they frequently lobby Federal and State governments on employment relations issues relevant to the business and their owner.

Governments - Both federal and state governments enact employment relations legislation of which CCA must abide by.

· legal – the current legal framework
– the employment contract – common law (rights and obligations of employers and employees), minimum employment standards, minimum wage rates, awards, enterprise agreements, other employment contracts

CCA’s employees are hired under enterprise agreements and letters of offer. Letters of offer are common law agreements negotiated directly between CCA and individual employees.

Minimum rate is just the national one

Currently the full-time minimum wage is $16.37 per hour or $622.20 per week. This means that most employees in the national system shouldn't get less than this.

–    occupational health and safety and workers compensation

At The Coca-Cola Company, long-term success depends upon ensuring the safety of workers, visitors to their operations, and the public. Training covers new hire induction and periodic refresher

training is provided for all associates and other workers conducting work for CCA. Internal and external audits are used to assess the compliance of CCA’s operations with OHS laws.

Coca Cola are committed to conducting our business in ways that provide all personnel with a safe and healthy work environment. Their Safety Management System Standards and supporting requirements for worker safety and loss prevention are collectively known as "The Coca-ColaSafety Management System" or "TCCSMS." TCCSMS defines the systematic approach to managing occupational safety and health and loss prevention. The system globally operates under

the same standards and requirements. TCCSMS is aligned with an internationally-recognized safety management system, BSI OHSAS 18001. This safety management system requires a commitment to both public safety and to visitors, but also recognizes the risks and mitigation controls unique to operations and the franchise system structure we utilize. TCCSMS is part of the integrated management system, The Coca-Cola Quality System which incorporates quality, environment, occupational safety, and loss prevention into a single framework.

To guide us in achieving a safe work environment for our associates, TCCSMS defines a rigorous set of operational controls to manage the known aspects and risks of our operations. The controls generally align with top global requirements and consensus standards. Full implementation of these controls will ensure that we are providing, on global basis, workplaces that meet international standards. Management of change processes are used to ensure that these controls are affected for changes to equipment, structures, process and procedures.

–    antidiscrimination and equal employment opportunity

In November 2000, Coca-Cola agreed to pay $192.5 million to settle a class action racial discrimination lawsuit and promised to change the way it manages, promotes and treats minority employees in the US.

Since 2005, we have worked to support the mandate of Professor John Ruggie, the former UN Special Representative for Business and Human Rights, in developing guiding principles for implementing his “Protect, Respect and Remedy” framework for respecting human rights in a business context. In May 2011, we formally endorsed the draft Guiding Principles, which the UN Human Rights Council adopted in June -- providing for the first time a global standard for addressing the risk of adverse impacts on human rights linked to business activity. These Guiding Principles are now a key touchstone for our policies and programs related to workplace and human rights.

According to the UN Guiding Principles on Business and Human Rights, implementing respect for human rights in a corporate context has three primary components:

1. A policy commitment to meet the responsibility to respect human rights;

2. A due diligence process to identify, prevent, mitigate and be accountable for human rights abuses; and

3. Processes to enable the remediation of any adverse human rights impacts the company causes or to which it contributes.

The Coca-Cola Company is included in the Calvert Social Index, a broad-based performance benchmark for U.S.-based sustainable and responsible companies. The investment management firm conducts a sustainability audit in the areas of governance and ethics; environment; workplace; product safety and impact; community relations; international opera ions and human rights; and indigenous peoples' rights. Calvert cited our Company's progress and emerging leadership in labour/human rights and water stewardship as primary reasons for the inclusion.

· economic
Coca-Cola posted an 8 per cent increase in staff turnover in the third quarter of 2012 – at 2.2 billion Euros worldwide. French Coca-Cola worker up to about 200 people made redundant due to restructures. This has seen due to profits at soft drink giant Coca-Cola have fallen by 15% on the back of sagging sales in the US and recession-hit Europe in 2012 Euro-debt crisis.

Coca-Cola made $1.75bn (£1.14bn) in the first three months of the year, compared with $2.05bn in the same period in 2012. Sales in Latin America grew 4%, with volumes outpacing Europe. Meanwhile, sales in Eurasia and Africa jumped by 9%, but much of that were down to Coke's acquisition of Saudi Arabia bottler Aujan.

· Technological
Coca Cola offers work from home jobs as Human Resource Information System (HRIS) business analysts. They look for people with experience in the marketing industry for one of their telecommuting opportunities. One job involves analysing and monitoring category trends and developing and implementing actionable strategies to drive category growth with assigned retailers.

· social – changing work patterns, living standards (I need more up to date info: 2008-2013)
As a result of changing work patterns, Coca Cola offers work from home jobs as HRIS business analysts. They look for people with experience in the marketing industry for one of their telecommuting opportunities. One job involves analysing and monitoring category trends and developing and implementing actionable strategies to drive category growth with assigned retailers.

In 2004, Australian social patterns have become more flexible in recent years with increasing numbers of workers employed on a part-time and casual basis. Almost half of CCA’s Australian workforce is employed on a casual or contractual basis of which had added flexibility but at the cost of lower job security for some employees. 3 percent of the company’s permanent workforce employed on a part-time basis. Increasing participation of women in the workforce is another important social influence on employment relations of which 26 percent of CCA’s permanent workforce is female in 2004. Women currently hold more than 30 percent of senior roles at Coke, up from 23 percent in 2008.

· ethics and corporate social responsibility
CCA reviews its employment relations practices every two years or earlier in the event of major changes to legislation or other developments. CCA has introduced a Working Together Policy that outlines acceptable and unacceptable workpl ce behaviour. CCA adopts a zero-tolerance policy for workplace harassment or discrimination. CCA hires employees based purely on merit, regardless of personal background, gender or parental status.

processes of human resource management

· acquisition

Psychological assessment may be used within the recruitment process. These assessments could consist of a number of different components including verbal, numerical, abstract and /or mechanical reasoning. Potential employees will be advised prior to assessment which assessments they will need to complete.

· development

They have an extensive on the job training program to focus on the day-to-day needs of our people

and in each of our offices across the continent there are a number of local training initiatives

catering to particular regional needs. In addition, The Coca-Cola University (CCU) provides excellent

learning opportunities to help you develop both personally and in business.

· maintenance

CCA recognises that flexible working conditions are an important tool for coping with changing social

trends and values and has adopted a comprehensive Flexibility Policy in 2004 to help it maximise the

benefits of offering flexible work practices. It provides employees with paid maternity or paternity

leave after the birth of a child and also provides work from home options for people who have to

care for sick relatives. The financial costs of these programs are small compared with the benefits

CCA receives from the retention of talented employees.

· separation

Coca-Cola posted an 8 per cent increase in staff turnover in the third quarter of 2012 – at 2.2 billion Euros worldwide. French Coca-Cola worker up to about 200 people made redundant due to restructures. Generally retirement or resignation.

strategies in human resource management

· leadership style

Maintaining open communications at a basic levels, CCA’s line managers and employees interact directly through face-to-face communication where in additions, senior managers often visit manufacturing and distribution facilities to meet with their employees and record video presentations to convey information to employees through the business. Therefore participative leadership style

· job design – general or specific tasks

Coca Cola has split its business into many different tasks, including Supply Chain Function, Manufacturing, Technical Function, Marketing, Sales and Accounting Management, Business/Administrative Services. In the Human resources department specifically there are roles such as: Business Partner, Talent Acquisition, Talent & Development, Compensation and Benefits, Mobility, Employee Relations, Workplace & Support Services.

Coca Cola uses cross-functional teams at a managerial and strategic level for the introduction of new products and technologies such as Coke Zero. Their aim is to create individual growth and development path able to express and emphasize the full potential and the value of

everyone. Challenging roles, job rotation, Cross-functional and international exposure, international

assignment, specific training and coaching, involvement in project works, are only some of the elements that differentiate our career paths.

Coca Cola uses cross-functional teams at a managerial and strategic level for the introduction of new products and technologies such as Coke Zero. As Vice President & General Manager of Coca-Cola Freestyle for The Coca-Cola Company, Gene Farrell leads a cross functional team responsible for the development and commercialization of Coca-Cola Freestyle, a new innovative technology based business system To lead cross functional and agency teams to bring strategic initiatives to life with locally resonant IMC campaigns (which are consistent across all relevant geographies). These initiatives must drive incremental brand consumption, purchasing and ultimately drive brand love.

· recruitment – internal or external, general or specific skills
As a large company, recruitment is generally external throughout in which target specific skills to play certain roles in the firm.

Internal (do this): Coca Cola has built their reputation on leadership skills and provide opportunities for current employees to learn abound whether it's working with global colleagues or attending face-to-face, online and job coaching progr ms through Coca-Cola University, preparing them so that employees have the skill for internal employment.

External: Coca Cola uses their website to attract employees through providing information on career opportunities and providing a bold clear vision to double their system revenues by 2020. Psychological assessment may be used within the recruitment process. These assessments could consist of a number of different components including verbal, numerical, abstract and /or mechanical reasoning. Potential employees will be advised prior to assessment which assessments they will need to complete.

· training and development – current or future skills
They have an extensive on the job training program to focus on the day-to-day needs of our people

and in each of our offices across the continent there are a number of local training initiatives

catering to particular regional needs.

In addition, The Coca-Cola University (CCU) provides excellent learning opportunities to help you develop both personally and in business. You can take advantage of a variety of flexible, tailored and diverse resources including:

· Instructor led training classes in a range of areas including People Leadership, Franchise Leadership, Consumer Marketing and Customer/Commercial Leadership;
· E-learning to share core knowledge;
· Workshops to help generate new ideas and apply them practically;
· Just-in-time training and development for critical skills;
· An extensive online library of books and other resources to support on the job learning
· External speakers reviewing the latest thinking on hot topics.
In 2009, more than 27,000 associates participated in 1,720 CCU classroom sessions worldwide, and

39,100 associates participated in e-learning courses. CCA actively promotes internal staff development and is recognised by the government as a Registered Training Organisation which gives it the right to train and issue qualifications to its staff. All CCA employees receive induction training before they begin work. This provides employees with the trade and technical skills required to perform their jobs in a safe and effective manner. CCA managers receive leadership

training in areas such as people management and communication. The focus of these training

sessions is to enhance personal and technical skills and to facilitate overall career development.

· performance management – developmental or administrative
Coca cola performance appraisal is annually. They appraise the employee due to their performance about goals of the organization. They set the goals at the start of the year and tell the employees about the goal if the employees achieve this goal they appraise the employees.

The performance appraisal process contains three steps:

Define the job: Means making sure that you and your sub ordinate agree on his or her duties and job standard.

Appraise the performance: Means comparing your subordinate's actual performance to the standards that have been set.

Provide feedback: Means discuss the subordinate performance and progress, and make plans for any development required.

Stage 1 Annual Performance Review: assess results, prepare current year development plan

Stage 2 Plan performance for year: Set KRAs, finalize current year Development plan

Stage 3 Reward and Recognition: Performance linked pay, recognize top performers

Stage 4 Mid-term Review: Review results,, competency development plan

Coca-Cola believes that using coaching and mentoring to strengthen the link between development and business strategy is the key to creating a healthy environ ent and struggling business model. The company views coaching as a tool to improve performance directly, it is mentoring, as the achievement of its objectives primarily through building relationships.

· rewards – monetary and non-monet ry, individual or group, performance pay
Wages and salaries are the primary financial rewards. Besides these, CCA offers its employees superannuation and retirement benefits in excess of legal requirements. Managers often receive share options, annual bonuses for good performance and other benefits such as the use of company cars and CCA’s employees have access to a range of fringe benefits such as free drinks at works. CCA also regards non-financial rewards as effective tools for maintaining high workplace

morale and productivity. This includes opportunities for promotion and internal career development as well as flexible work practices and generous holiday leave.

· global – costs, skills, supply
Coca cola's staffing follows polycentric approach for managerial positions because they "Think globally and act locally”. Their HR policy also follows the combination of Ethnocentric as well as Geocentric approaches. This policy makes sense because this is aligned with their global strategy. Coca Cola is a customer driven company. They try to manage/expand their business by hiring the

local candidate. They think that the local people can understand the local customers and employees better service program.

· workplace disputes
–    resolution – negotiation, mediation, grievance procedures, involvement of courts and tribunals

All employments contracts at CCA include grievance procedures that provide a formal process to resolve personal or work conflicts. The step-by-step approach resolves conflicts quickly, effectively and privately that provide managers and employees with reassurance that if conflict does occur, it will be resolved in a consistent and predictable manners. CCA’s grievance procedures conform to recommendations specified by government employment relations bodies such as the Human Rights and Equal Opportunity Commission and the Anti-Discrimination Board.

Management policy: when major changes to the business’s structure or operations are made without consultation with employees, disputes are bound to happ n. Disputes arising from managerial policy may be related to areas such as: changes in the terms and conditions of employment; changes in the process and criteria for promotion; the implementation of new awards or enterprise agreements; changes in the disciplinary p licy for works; and changes to work or shirt rosters. At CCA, the employment of causal and contract workers has caused conflict. CCA increased its use of casual workers in recent years as they provide CCA with a range of work skills that the company may require for only a limited period of time. Businesses often desire flexibility however flexible hours for employees can lead to an unwelcome variation in weekly income for employee, making life a little bit more difficult. Casual employees also do not receive benefits such as superannuation.

Both CCA and its employees had incentives to end the industrial action, however both could not agree on suitable terms. The second phase of the dispute resolution process was mediation. In this dispute, the independent third party was former Australian Council of Trade Unions *ACTU) general secretary, Bill Kelty. A new enterprise Agreement was signed 3 weeks after the dispute, allowing CCA to employ casuals and contractors to increase efficiency but forbade the company to pay them less than permanent employees. Methods concerning increasing workplace productivity with employees and unions officials to improve the effectiveness of the company’s permanent workforce were agreed to by CCA. 200 employees were unable to work because of the strike and formation of a picket line on 7 April 1998.

As a result, there has been lower employee moral due to the lengthy process of resolution. Prolonged industrial action reduced the output of the entire country, leading to losses in potential income.

effectiveness of human resource management

· indicators

–    corporate culture

–    benchmarking key variables

–    changes in staff turnover

–    absenteeism

–    accidents

–    levels of disputation

–    worker satisfaction

