SODA POLITICS Comes
Uptown

A conversation with Marion Nestle
part of our fall 2015 Food Policy for Breakfast Seminar Series
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Dr. Nestie is Paulette Goddard Professor, Department of Nutntion, Food
Studies, and Public Health, New York Universty Herlatest book explores
the power wielded by the soda industry and what is being doneto fight it,
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VERY LOW SODIUW

Ilumtlnn Facls
ing Size 1 Can

- | Amount Per Serving
. Calories 150
% Daily Value*

Total Fat Og 0%
Sodium 30mg 1%

Total Carb. 41¢g 14%
Sugars 419

Protein Og
[ S SEREe ]

Not a significant source of
other nutrients.

*Percent Daily Values are
based on a 2,000 calorie diet
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AUTHORITY OF PEPSICO, INC, PUR

MANUFACTURED BY INDEPENDENT B

CARBONATED WATER, HIGH FRUCTOSE (Oll
SYRUP, CARAMEL COLOR, SUGAR, PHOSPHORIC
ACD, (AIFBNE, CITRIC AID, NATURAL FLAYOR

CAFFEINE CONTENT: 38mg/ 12floz



5/6 [~1] teaspoon sugars per ounce

150 calories

-——

Center for Science in the Public Interest

12-ounce 20-ounce 1 liter
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Top Sources of Calories
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+$3.2 Diet Coke
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*$1.8 Diet Pepsi

$1.0 Diet Mountain Dew

®$0.7 Diet Dr. Pepper

$0.2 Diet 7-Up
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If current trends continue, 2.7 billion adults worldwide will be overweight or obese by
2025 — up from 2.0 billion in 2014

2. Prevalence of adult excess weight
(overweight or obese) (2014)

W/ORLD
"/BESITY 8. Global soft drink consumption (2014)

DAY

In the last 10 years the global consumption of soft drinks increased by a third (33%)
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Overweight or obese is BMI > 25kg/m2
Estimates from World Obesity Federation and World Health Organization
Map © World Obesity Federation 2015
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Number of 1202/333ml servings per person in 2014
Source: Euromonitor Passport and World Obesity Federation
Map © World Obesity Federation 2015
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Figure 5. Trends in obesity prevalence among adults aged 20 and over (age-adjusted) and youth aged 2-19 years:
United States, 1999-2000 through 2013-2014
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IT'S NOT JUST OBESITY.
DRINKING ONE SODA A DAY:

A

FOR MEN: FOR WOMEN: FOR ALL:
increases risk of increases risk of increases
HEART DISEASE DIABETES likelihood of being
by 20% by 25% OVERWEIGHT
by 27%

DO YOU DRINK SODA EVERY DAY?

® obesity
=a diabetes

& blood pressure
4 cholesterol
® heart disease

the percentage by which your
risk of stroke is increased by
consuming (1) can of soda
per day, whether
sugar-sweetened or diet.

© 2013 Cleveland Clinic

Extra calories in sugardoaded drinks may lead to obesity, diabetes,
heart disease and some cancers. LA com




Honesty IS the best policy



Obesity Fear Frenzy Grips Food Industry

Why Coke's Creative Chief Esther Lee Isn't Alone in
Fearing FTC, Critics

"Our Achilles heel is the discussion

' about obesity..It's gone from a small,
manageable U.S. issue to a huge global
- issue. It dilutes our marketing and

works against it. It's a huge, huge
<8 issue.”

'i\! < —-Advertising Age, April 23, 2007




UNITED STATES
SECURITIES AND EXCHANGE COMMISSION

Washington, D.C. 20549

FORM 10-K

ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934
For the fiscal year ended December 31, 2014

December 31, 2014

TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934

For the transition period from to

Commission Flle No. 00102217
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1A. RISK FACTORS

In addita gthe other informatiog orth in this report, you should carcfully consider the following factors, which could matenally affect our business,
financial conditio operations in future periods. The nisks described below are not the only risks facing our Company. Additional nsks not
currently known to us or th it we currently deem to be immatenal also may matenally adversely affect our business, financial condition or results of

operations in future periods.

Obesity concerns may reduce demand for some of our products.

There 1s growing concem among consumers, public health professiondls and government agencies about the health problems associated with obesity. In

addition, some researchers, health advocates and dictary guidelines are suggesting that consumption of sugar-sweetened beverages, including those
sweetened with HFCS or other nutntive sweeteners, is a primary cause of increased obesity rates and are encouraging consumers to reduce or eliminate
consumption of such products. Increasing public concem about obesity; possible new or increased taxes on sugar-sweetened beverages by govemment
entities to reduce consumption or to raise revenue; additional govemmental regulations conceming the marketing, labeling, packaging or sale of our sugar-
sweetened beverages; and negative publicity resulting from actual or threatened legal actions against us or other companies in our industry relating to the
marketing, labeling or sale of sugar-sweetened beverages may reduce demand for or increase the cost of our sugar-sweetened beverages, which could

adversely affect our profitability.

'‘Some researchers, health advocates and dietary guidelines are
suggesting that consumption of sugar-sweetened beverages...is a
primary cause of increased obesity."



ust 10, 2014 | businessweek.com

Coke

finally
admitsit
hasafat
problem—
andaplan
——— tofixit
____ s




Market responsibly, including no advertising to children under 12
anywhere in the world

A A . Our Global School

Beverage Guidelines,
developed in 2010, guide

QOur responsible markefing
quidelines include a global

industry policy to not buy

adverfising directly fargeted at our practices across the
audiences that are more than 900+ markets in which
35% children under 12. This

_ : : we operate.
applies fo TV, radio and print,
and, where data is available, to
the Infernet and mobile phones.

Find out more about our commitments at comingtogether.com

Evaluatmg Sugary Drmk Nutr|t|on
and Marketing to Youth

N Jennifer L. Harris, Ph.D., M.B.A.
YALE RUDD CENTER Marlene B. Schwartz, Ph.D.
Kelly D. Brownell, Ph.D.

FOR FOOD POLICY & OBESITY
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é & THE RICHMOND BEVERAGE TAX

IS UNFAIR — T HITS POOR AND

WORKING PEOPLE THE HARDEST 29

ON NovEMBER 6™

VOTE NO ON THE
RICHMOND BEVERAGE TAX

www.norichmondbeveragetax.com
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Wlers and Mmorlty Groups Soda War Allies

By NICHOLAS CONFESSORE

The decision by a New York
State judge striking down the
Bloomberg administration’s ban
on large, sugary drinks this week
was not just a high-profile victory
for the soda companies in their
pitched battle against anti-obes-
ity policies that are aimed at their
products. It was also a victory for
the industry’s steadfast, if sur-

| prising, allies: advocacy groups
' representing the very communi-

ties hit hardest by the obesity
epidemic.

Dozens of Hispanic and Afri-
can-American civil rights groups,
health advocacy organizations
and business associations have
joined the beverage industry in
opposing soda regulation around
the country in recent years, argu-
ing that such measures — per-
haps the greatest regulatory

' threat the soft-drink industry has

|

ever faced — are discriminatory,
paternalistic or ineffective.

Many of these groups have
something else in common: They
are among the recipients of tens
of millions of dollars from the
beverage industry that has
flowed to nonprofit and educa-
tional organizations serving
blacks and Hispanics over the
last decade, according to a re-
view by The New York Times of
charity records and other docu-

Industry Money Flows
to Surprising Foes of
Beverage Limits

B
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ments.

Soda companies have spon-
sored conferences for the Nation-
al Hispana Leadership Institute,
scholarships for local chapters of
the National Association for the
Advancement of Colored People,
financial literacy classes offered
by the National Puerto Rican Co-
alition and programs from the
National Hispanic Medical Asso-
ciation.

NY Times 3-13-13

These connections came to the
fore recently when the New York
chapter of the N.A.A.C.P., along
with the Hispanic Federation, a
coalition of Hispanic community
service agencies in the New York
area, filed an amicus brief in sup-
port of the beverage industry's

sweeteners in sodas and other
beverages, asserting that the sci-
entific consensus was clear that
added sugars had made such
products unsafe.

The two groups that opposed
the New York ban — both of
which have received grants or
sponsorship dollars from Coca-
Cola or PepsiCo — argued that
the regulations unfairly discrimi-

ntinued on Page A2l

.the very
communities hit
hardest by the
obesity
epidemic”
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COCA-COLA FUNDS
EFFORT TO ALTER
OBESITY BATTLE

EMPHASIS ON EXERCISE

Supporting Science That
Discounts Diet, a View

Called Misleading

By ANAHAD 0’'CONNOR

Coca-Cola, the world’s largest
producer of sugary beverages, is
backing a new “science-based”
solution to the obesity crisis: To
maintain a healthy weight, get
more exercise and worry less
about cutting calories.

The beverage giant has
teamed up with influential scien-
tists who are advancing this mes-
sage in medical journals, at con-
ferences and through social me-
dia. To help the scientists get the
word out, Coke has provided fi-
nancial and logistical support to a
new nonprofit organization called
the Global Energy Balance Net-
work, which promotes the argu-
ment that weight-conscious
Americans are overly fixated on
how much they eat and drink
while not paying enough atten-
tion to exercise.

- -

| Shepard Smith REPORTING.
i;ﬁm REPORT: COCA-COLA FUNDS RESEARCHERS
LIVE WHO STRESS EXERCISE OVER CALORIES

INMENT ... NEARBY ROCKY FIRE NOW B5% CONTAINED,
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YOU ARE READING A PREVIEW OF A PAID ARTICLE. S1:aiwii]: 4,88 TOGET MORE GREAT CONTENT.
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oca-Cola: We'll Do Bett

In addition, I have directed Sandy Douglas, president of Coca-Cola North America, to:

* Publish on our website a list of our efforts to reduce calories and market responsibly,

along with a list of health and well-being partnerships and research activities we have

y we have engaged the public health and scientific communities to

ric that is plaguing our chiklren, our families and our

-company has been used of shifting the debate to suggest that phys

aly solutiont

deceiving the public about our support



OUR COMMITMENT TO

TRANSPARENCY

Our Actions and Way Forward

By: Sandy Douglas | Sep 22,2015

Today. In the United States, we take the critical first step to becoming a more
effective partner against obesity by sharing with each of you how we partner with
organizations and how we support sclentific research on health-related Issues. Over
the last five years, we have provided $21.8 million to fund scientific research and
$96.8 million to support health and well-being parinerships for a total of $118.6
million.

We Invite you to learn about the research, Inttiatives and programs we have
supported and the organizations and Individuals with whom we have proudly worked.
The Information we are sharing Includes the funding amount and year of support
provided by Coca-Cola North America, The Coca-Cola Foundation and from our U.S.-
based corporate headquarters. We will update this information every six months.

Our engagement and financlal support of these well-respected experts, Insttutions
and organizations were made with the best of Intentions — to Inform our business,
support our local communities and support solutions to the public health Issues
facing people across the United States and around the world.

In the weeks and months ahead, we will listen, we will leam and we will develop a
new approach to guide and inform our path forward.

Today Is the beginning of a Journey. It Is a Journey that will make us a better company
and a better local community partner. And, ItIs a Journey that we Invite you to join —

M= @A < @B ®

SEARCH RESEARCH

&PARTNERSHIPS

By Keyword

By Type

By Year

W

» SEARCH

Click here to view entire list

MARKETPLACE ACTIONS

Providing More Information and
Beverage Cholces

» LEARN MORE

LIST OF HEALTH
PROFESSIONALS AND

SCIENTIFIC EXPERTS

List of Health Professionals and Scientific Experts

By: Journey Staff | Sep 22, 2015

svae. [ S e 20 e s n: O« B @ < @ ® 4

As part of our transparent reporting around our support of scientific research and NEWSLETTERS
health and well-being partnerships, the Company also shares the list of health Want to stay up to date on the latest
professionals and scientific experts with whom we regularly collaborate and consult happenings with our Commitment to

Transparency? Subscribe for emall alerts.

The Company provides funding to support thelr efforts to share scientific expertise, Learn more about our marketplace actions

practical nutrition, physical activity, and Iifestyle Information with consumers and/or

health professionals. They state thelr own views and disclose their relationship with
The Coca-Cola Company.

Below Is a list of the experts the Company has worked with from 2010-2015. The
total amount spent during this time for travel grants, related expenses and
professional fees for the Company’s work with these experts 1s $2.1 million.

Liz Applegate, PhD

Pat Baird. MA. RDN
Chrissy Barth, MS, RDN
Sarah Jane Bedwell, RD,
Carol Berg Slean, RDN
Jae Berman, MS, RD
Steven Blair, P.ED.
Ramona Braganza

Amy Bragg, RD

Rachel Brandeils, MS, RD
Lora Burke, PHD, MPH, RN
John Calfee

Jay Cardiello

An,gle Cason, PhD Dietitians Academics
Katie Cavuto Boyle, MS, RD
Roger Clemens, PhD, DRPH, MPH
Renee Clerkin, RD, LDN

Eric Cochran, PHD

Alyssa Rider Corell, MS, RD
Luke Corey, RD

Adam Drewnowskl, PhD, MA
Alison Eastwood, RD

Deborah Encs, RD

Kim Evans, MS.RD

Nicole Fasules. RD, CD. CPT
Julie Feldman, MPH, RD
Kathryn Fink. MS, RDN

Audwin Fletcher, PhD

Robyn Flipse, MS, RD

John Foreyt, PhD

Amia Freeman, CRE

Kim Galeaz, RD, CD

Molly Gee, RD, Med. LD
Theresa Gentile. MD, RD, CON
Philip Goglia, PhD

Jacqueline Gomes, RDN

Ninjas for Health



100 Black Men of America, Inc.

One Hundred Black Men, Inc. of New York

Mercy Corps

Juvenile Diabetes Research Foundation

Shepherd Center Foundation

National Hispanic Caucus of State Legislators

Special Olympics Georgia, Inc.

Emory University

Visiting Nurse Health System, Inc.

Children's Healthcare of Atlanta

Juvenile Diabetes Research Foundation

Shepherd Center Foundation

Special Olympics Georgia, Inc.

Children's Healthcare of Atlanta

Juvenile Diabetes Research Foundation

Special Olympics Georgia, Inc.

Winship Cancer Institute of Emory University

National Organization for Mexican American Rights

National Association of Hispanic Nurses

Detroit Police Athletic League Inc.

Special Olympics Georgia, Inc.

PATH Foundation, Inc.

Winship Cancer Institute of Emory University

George West Mental Health Foundation Inc.
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Health
= $700,000 Academy of Nutrition and Die’re’rics*

- . ... X
= $2.9 million American Academy of Pediatrics

= $3.5 million American Academy of Family Physicians*

= African-American
= Hispanic

= Athletic

= Youth

= University

Coca-Cola Ends Financial Sponsorship of
Academy of Nutrition and Dietetics

Health group criticized for accepting money from large food and drink companies

By MIKE ESTERL ® 2 COMMEN?
Sept. 28, 2015 513 p.m. ET

Coca-Cola Co. isn’t renewing its financial sponsorship of the

Academy of Nutrition and Dietetics, part of a broader funding revie

at Coke after critics accused the beverage giant of trying to downpla

the role of sugary drinks in obesity.




FOOD

University Returns $1 Million Grant to Coca-Cola

By ANAHAD O'CONNOR NOVEMBER 6, 2015 10:50 PM W 36 Comments

The University of Colorado School of

el Medicine announced Friday that it was
returning a $1 million gift from Coca-
K share Cola after it was revealed that the
money had been used to establish an
W Tweet

advocacy group that played down the
link between soft drinks and obesity.

Jeff Chiu/Associated Press



APNewsBreak: Emails reveal Coke's role in anti-
obeS|ty group .
y CANDICE CHOI Nov. 24, 2015 10:25 AM EST I WanT TO help

rOm e » Your company
avoid the image of
being a problem in
people’s lives and
back to being a
company that

(48]

S ' brings important
S IAE % .
PRI - & and fun things to
FILE - In this March 17, 2011, file photo, Cans of Coca-Cola and Diet Coke sit in a cooler in... Read more Them n"
W YORK (AP) — A nonprofit founded to combat obesity says the $1.5 million it received from Coke has no influence on its -—James H l l l
'\'JOI'F

But emails obtained by The Associated Press show the world's largest beverage maker was instrumental in shaping the Global
Energy Balance Network, which is led by a professor at the University of Colorado School of Medicine. Coke helped pick the
group's leaders, edited its mission statement and suggested articles and videos for its website.

In an email last November, the group's president tells a top Coke executive: "I want to help your company avoid the image of
being a problem in peoples’ lives and back to being a company that brings important and fun things to them.



HEALTHY CONSUMER
Coke’s Chief Scientist, Who Orchestrated Obesity
ey AD O CONNOR

Research, Is Leaving
ER 24.20157:04 PM W 108 Comments
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"Dr. Applebaum and

other Coke executives
helped pick the
group's leaders,
create 1ts mission
statement and design

its website."



Press Clips: Coca-Cola Pulls the Plug

on the Global Energy Balance
Network

Press Release | Dec. 4, 2015 at 12:52 pm

in sn.- ERES)

Coke Cuts Ties with GEBN

The Global Energy Balance Network (GEBN) is
no more. The Associated Press (AP) reported
that the Coca-Cola Company-backed non-profit
is ceasing its operations, citing “resource
limitations.” GEBN’s end comes three months
after The New York Times first shined a light

Global
Energy
Balance
Network

Effective immediately, GEBN is discontinuing operations due to resource
limitations. We appreciate the commitment to energy balance that the
membership has demonstrated since our inception, and encourage members to
continue pursuing the mission “to connect and engage multi-disciplinary scientists
and other experts around the globe dedicated to applying and advancing the
science of energy balance to achieve healthier living”.
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The Defense of Sugary Soda That Fizzled

The Coca-Cola Company has Nnally been shamed into
Dacking sway from a research program that sought to de-
fiect attention from the robe of sugary soft drinks in the na-
thon's chesity crisis,

The research was conducted by a noaprofit organtza-
tion Coke helped found to emphasize exercise, not calorie-
reduction, as the best way 1o control cbesity. The crgantza-
ton retwrned a big grant to Coke early this month and an-
nounced this week that it was discontinuing operations be-
cause of “resource Emitations.” Coke also announced the
retirernent of its chilef science and headth officer, Dr: Rhona
Appletiaum, who was Involved in the creation of the group,
the Globwd Energy Balance Network.

This was a remarkable turnabout for & company that
had clasmed to be secking only the best scientific evidence
on obesity by financing academic studies through the net-
work. When The Times first reported Coke's financial sup-
port of the network in August, academic scientists who led
the group saxd the company would have no control over
what they studied or reported. However, & is clear from
emalls obtained by The Associated Press that Coke was in-
strumeridal in shaping the group and its agenda.

Dr Applebaum and other Coke exocutives helped pick

the group’s leaders, create its mission statement and de-
Sgn its website Dr. Applebaum sald the growp would “iIn-
Joct sanity and reason” (10 the Gebate over the causes of
obesity In coe of the disciosed emails, the group’s pres)
dent, & professor o the University of Colorado, told a Coke
executive: *“It is not fair that Coca-Cola is singled out as
the #] villain in the cbesity world” He added, *1 want to
help your company avoid the image of bedng a prodiem in
people’s Bves and back to being a company that brings im-
portant and fus things to them.*

Earty this month the University of Colorado returned
& $1 million gift it had recetved from Coca-Cola as seed
money 10 establish the network. The University of South
Carolina plans to keep about $500,000 that & got from
Coke. The public should cast a sheptical eye on any re-
search supported by that money

Another email showed Coke expressing hopes that
the group would “quickly estabiish itself as the place the
media goes 10 for comment on any cbesity Issue” That
would have putt a scentific veneer oo what amounted 10 &
marketing campaign by the company with the help of aca-
demic scientists. Fortunately, the facts have come out. and
the marketing campagn has turned into a pubbc-redations
nightmare.

Editorial, New York Times, December b, 2015

New York Magazine
December 2015
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The Strange Case of

Dx.Jekyll
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In North America, sparkling transactions increased

This is due to our increasingly popular
smaller package sizes, such as our

7.502

which grew volume
double digits.

Happiness now served in mini size.

new @&ty mini

1cra 1
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Senate Considers Federal
Tax On Soda

Comment / f Shares / ¥ Tweets / @ Stumble / @ Emall More +

(AP)
The Senate Finance Committee today is hearing proposals on how to pay for

President Obama's proposed universal health care plan, which is expected to cost
more than $1 trillion. Among the proposals, as Consumer Affairs reports: A three-

cent tax on sodas as well as other sugary drinks, including energy and sports
drinks like Gatorade. Diet sodas would be exempt.



| 16 FLUID OUNCES AS LIMIT

- Anti-Obesity Push From
City Would Affecta
Range of Vendors

| By MICHAEL M. GRYNBAUM
| New York City plans to enact a
| far-reaching ban on the sale of
large sodas and other sugary
drinks at restaurants, movie
theaters and street carts, in the
most ambitious effort yet by the
Bloomberg administration to
combat rising obesity.
The proposed ban would affect
virtually the entire menu of pop-
ular sugary drinks found in delis,
fast-food franchises and even
sports arenas, from energy
drinks to pre-s‘.veetencd iced
teas. The sale of any cup or bottle
of sweetened drink larger than 16
fluid ounces — about the size of a
medium coffee, and gmaller than
' a common soda bottle — would
| be prohibited under the first-in-

the-nation plan, which could take
| effect as soon as next March.

The measure would not apply
to diet sodas, fruit juices, dairy-
based drinks like milkshakes, or

| alcoholic peverages; it would not
extend to beverages sold in gro-
| cery or convenience Stores.

May 30, 2012



NYC Public Health Initiatives

= Ban cigarettes in restaurants
= Ban trans-fats
= Require menu labeling
= Tax sodas
= Remove sodas from SNAP
CBILLIONATRE MAYOR. = Cap "ban” soda sizes
%t b sy = Put warning labels on high-salt foods
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PORTIONS HAVE GROWN
SO HAS TYPE 2 DIABETES, WHICH
CAN LEAD TO AMPUTATIONS

2012

CUT YOUR PORTIONS. CUT YOUR RISK.

» Call 3ll for your Healthy Eating Packet

Mads posstls by Srdiing borm e Departrect of Mealih and Mursan Servioss.
G072 New York Gty Departrasrt of Mendih and Martal Myglers.




Are soda and sugar-
sweetened beverages
driving obesity?

Not according
to the facts.

FACT: According to CDC data, sugar-sweetened beverages make
up just 7% of the average diet.

FACT: According to CDC data, added sugar from soda has
declined 39% since 2000. And sugar-sweetened beverages are
not the No. | source of added sugars in our diets - food is.

FACT: According to the Beverage Marketing Corporation, there
has been a 23% reduction in the average calories per serving
from beverages sold between 1998 and 2010.

he facts make it clear - beverage calories and added sugars have decreased for more than a decade, while
the CDC reports obesity rates continue to climb. America’s beverage companies have been doing our part
to help curb obesity by offering more products in smaller portion sizes and lower or no calories. And while
New York City had its own school program, our industry’s efforts in New York State and across the country
have led to 88% fewer beverage calories in schools overall. For more information, visit letsclearitup.org

CAN

ASSOCIATIC

= Attack the science
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Defend self-regulation

Together, we’ve reduced
beverage calories in schools by 88%.

America's beverage companies have teamed up to remove full-calorie soft drinks from schools.
And we've replaced them with lower-calone and small portion-sized options ke juices,
teas and waters — reducing beverage calories by 88%."* Together with schools, we'ra helping
kids make more balanced cho-cosovaday Leam more at Ameribev.org
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The Nanny

You only thought you lived in the land of the free.

=%,

» Attack the critic

Bye Bye Venti
Nanny Bloomberg

bas taken bis sfrange
obsession with whai
Jou eat one step
Surther. He now wants
to make it illegal io
serve “sugary drinks”
bigger than 16 oz.
What's next? Limiis
on the width of a
pizza slice, size of a
bamburger or amount
of cream cheese on

Your bagel?

I

)
; 2 L

é Yorkers needa Me;yor, nota Nanny.

Find out more at Consumerfreedom.com



DON'T LET
BUREAUCRATS
TELLYOU WiAT P
IZE BEVERAGE

| CAN MAKE MY OWN BEVERAGE CHOICES.

) i | AM TAKING A STAND TO PROTECT MY
= Social media

[ | Rad |O Gnd TV ads Freedom ObeOice, NEW YORKERS FOR BEVERAGE CHOICES

: BRONX NY 10462
= Airplane banner NEW YORKERS
- Tee S h i r‘TS BEVERAGE CHOICES l-u-ll"IlJ:'ll-ul-l:.;!nlI-II|l|'"Ilnlplll-lll-h-l-m'l-ll.
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Ehe New Pork Eimes

Fighting Soda Rule, Industry Focuses on Personal Choice

By MICHAEL M. GRYNBAUM

Lobbyists from Coca-Cola and other
big soda companies have met with may-
oral candidates and City Council mem-
bers. Canvassers hired by the beverage
industry are stopping New Yorkers on
the street to solicit signatures on peti-
tions. Facebook and Twitter pages tell
readers to “say no to a #sodaban.”

Confronting a high-profile attack on
its fizzy products, the American soft-
drink industry is beginning an aggres-
sive campaign to fight New York City’s
proposed restrictions on large servings
of sugary drinks.

Hoping for a debate about freedom,
not fatness, the industry has created a
coalition called New Yorkers for Bever-
age Choices to coordinate its public re-
lations efforts in the city. On Thursday,
the group introduced its first radio spot,
a one-minute advertisement featuring
“Noo Yawk”-accented actors proclaim-
ing, “This is about protecting our free-
dom of choice.”

A campaign by
the soft-drink
industry in-
cludes canvass-
ers trying to
sway public
opinion against
Mayor Michael
R. Bloomberg’s
proposal to ban
large servings
of sugary
drinks.

ERIC MICHAEL JOHNSON FOR THE NEW YORK TIMES

“This is New York City; no one tells
us what neighborhood to live in or what
team to root for,” says the narrator, as
Yankees and Mets fans shout in the
background. “So are we going to let our
mayor tell us what size beverage to
buy?” Adds one Brooklyn-tinged voice:
“It’s unbelievable!”

The charge is being led by the in-
dustry’s leading trade group, the Wash-

ington-based American Beverage Asso--

ciation, which has retained several pow-
erhouse political consultants for the
cause, including the strategists respon-
sible for the “Harry and Louise” televi-
sion advertisements that helped defeat

President Bill Clinton’s health care plan
in the 1990s.

The beverage association would not
disclose its budget for the New York
campaign, but Eliot Hoff, a spokesman
for the coalition, said it was “prepared
to utilize whatever resources are neces-
sary.”

The city has also waged a campaign
to influence public opinion. Since 2009 it
has run five waves of advertising, in
subways, in print, on the Internet and
on television, linking soda consumption
to obesity. The campaign has cost $2.8
million, city officials said, of which 87
percent was financed by the federal
government.

The battle is a consequential one for
the soda industry, which is on the defen-
sive as public health officials increas-
ingly cite sweetened beverages as a ma-
jor contributor to America’s runaway
obesity rate. The industry has already
committed tens of millions of dollars to

Continued on Page Al2

July 2, 2012



Soda Industry Sues to Stop Bloomberg’s Sales Limits COURT LTS

ON LARGE sopys

New York’s battle on big sodas is heading to the courtroom. IN NEW YORK CITY
. . L \
@, Enlarge This Imsge  The American soft-drink industry, MAYOR VWS 79 iPp
joined by several New York restaurant | EAL
. . | Limj
and business groups, filed a lawsuit on | :";3 Calleq Arbitrary’
. . Y State
Friday that aims to overturn o '.’"dge Were
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large sugary drinks at many dining | o Werentoat};kgm;fday '
The New York City Board of Health mgs: ;‘:;'g_ blow o o,?eeg;' ina
approved a ban on the ssle of large locations in the city. "‘ gaUVes o;ﬂoMu:y?d divisive itnhf
sodas and other sugary drinks last | Bloomiserg: tenurg Michael g
month. . . | iOnI Jf;."""?uauy .cn‘n'ca} .
The suit, filed in State Supreme Court | of State g, Milton A. Tingy P
. | hatta me Coyrt ; !
in Manhattan, contends that the Board | and caprices the limits “a:%itngaar’;
LS of city' g8 the com

. . ’ s o : d

of Health did not have the authority to pass the new rule cc;nsumérs 3@1712? Owners
. _ . . Tules unwy deemeq
which limit the size of sweet drinks to 16 ounces or less | ceable, wi (o2 and unep,

| n_oles and yoy, nﬁ;?nfusing
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Global Trends

Change in Total Volume of Carbonated Soft Drinks Consumed

% change in volume of soft drinks consumed, 2002-2007
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Euromonitor. Global soft drinks: finding value in carbonates.

London: Euromonitor, 2008



India Has 1.2 Billion People
But Not Enough Drink Coke

BY NikHIL GULATI
AnD RUMMAN AHMED

NEW DELHI—Coca-Cola Co.’s
Chief Executive Muhtar Kent
said the company and its bot-
tling partners will invest $5 bil-
lion in India by 2020 as it looks
to raise its presence in one of its
fastest-growing emerging mar-
kets.

“We think there’s potential
here,” Mr. Kent said Tuesday
during a visit to India, adding
that the company wants “to stay
ahead of the curve” in the coun-

India, a country of 1.2 billion
people, remains one of the last
big frontiers for the Atlanta-
based beverage giant. As Mr.
Kent pointed out, Indians on av-
erage consume only 12 eight-
ounce bottles of Coke a year
compared with 240 in Brazil and
90 bottles globally.

For India, Coca-Cola’s opti-
mism on the country is a rare bit
of good news at a time when for-
eign businesses have soured on
the country for policy flip-flops,
including plans to retroactively
tax deals involving overseas in-
vestors.

Coca-Cola’s investment of $5
billion marks an increase on
plans announced late last year to

Bloomberg News

Coke will spend $5 billion in India. Above, a roadside cart in New Delhi.

invest $2 billion in India over
the next five years. The company
plans to spend the money in-
creasing capacity at its Indian
bottling unit and at its 13 bot-
tling franchisees, expanding dis-
tribution and brand building.

Wall Street Journal
June 27, 2012

Mr. Kent’s bullishness comes
despite the company’s tumultu-
ous history in India. In the late
1970s, Coca-Cola left the country
after refusing to partner with an
Indian company and hand over
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Coca-Cola Starts Local Productionin oo
Myanmar N\ RSS Be\d/]%(r(gge

& Print Breaking News on Beverage Technology & Markets

PepsiCo and Suntory unite to crack Vietham'’s
BUSINESS COCA-COLA STARTS LOCAL PRODUCTION IN MYANMAR
beverage market

By: The Coca-Cola Company | Jun4,2013

By Ankush Chibber, 25-Oct-2012
Related topics: Financial, Emerging Markets

Beverage major PepsiCo has taken a major step towards cracking the growing Vietnam market by
signing a strategic agreement with Japanese beverage and wellness player Suntory.

-+ il cam Suntory acquire a 51% stake in PepsiCo's Vietnam beverage

Professional Anywhere

Vietnam, where it enjoys a

PfRSONAL FI n of a management team made up
NANCE Erve as the bottler for both

epsiCo's existing position in Vietnam

Coca-Colg to|
- nVest ‘ ’ ' [ arket.
China From 2015-2017 e Than $4 Billion in

B
y Bloomberg News - Nov 7,2013 11 00 AMET
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Coca-Cola raises African investment to $17bn
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Coca-Cola pic. one of the biggest non-alcoholic beverage companies in the world, has pledged to imvest $5
bilkon in Africa over the next six years. This amount is meant to cover manufactunng capacity, sustainability
intiatives and create jobs in Afnca

This new fund has rassed the total investment commitment of Coca-Cola to $17 billion in Afnca. This is in
addition of the $12 billion Coca-Cola had already promised to invest in Africa from 2010 - 2020

These imvestments are expected to have an impact on the African continent by creating more jobs,
empowenng the female population and prowding access to safe danking water through its corporate social
responsibility to the continemt

Muhtar Kent, CEO of Coca-Cola, says the company is targeting Afnca’s growing middle-class, whom he says
spends more money on hegh-end soft danks and juices, “even as we see tremendous growth potential in
Afnca, we know that the strength and sustainability of our business are tied directly to the strength and
sustainability of the Afncan communities we proudly sernve.”

~.
swkOVESIYOU, AFRICA

$29 billion
2010-2020

“Targeting Africa's growing
middle class..."



Not-so-secret ingredient: SUGAR
Secret ingredient: TAR SANDS

WARNING

Excess consumption of
SUgary drinks contribut€®
0 Obesity, Type 2 piabetes
d relateq complication®”

Mal:
Pecaminoso
Malvado
Inmoral
Criminal
Malicioso

www.oma.org

Image by Greensmoke

Water: The healthiest choic
www.KillerCoke.org

ChooseHealthLA.com  (Griisin f2igll  firstSta

#choosewater Funded ty FIst5 LA
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END CORPORATE EXPLOITATION OF OUR FOOD SYSTEMS.
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Big Soda S : ~ Berkeley vs: Big Soda




Mexico Mexican soda tax cuts sales of sugary i |

soft drinks by 6% in first year “ Mexico may scale back soda tax

) . . ) . Mexico's lower house votes to slas X on sugary beverages, even as ¢ valgn to ficht obesity starts to
Anti-obesity campaigners now want levy on drinks such as Coca-Cola doubled, in Mexico's lower house votes to slash tax on sugary beverages, even as campaign to fight obesity starts tc

line with experts’ recommendations show results

Sarah Boseley
Health editor

October 28, 2015 12:45PM ET

by Marisa Taylor - ¥ @marisahtaylor
Thursday 18 June 2015
10.00 EDT

0000

Shares @ Comments
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Mexico became the first country in the world to tax sugary drinks in 2014 in an effort to fight obesity, but now

the country is backtracking on the campaign just as it is starting to show results.

Mexico’s lower house of Congress last week approved a proposal to cut the country’s tax on sugar-sweetened

beverages by 50 percent in drinks that have less than five grams of sugar per 100 milliliters.

= 8 Ko Mexico's congress accused of caving to
8 A Coce oo Sgn Mo oy Prtogeg Ay soda pop industry in tax cut plan

(.
AT e

Research suggests tax on sugar-sweetened beverages introduced in January 2014
helped reduce soda consumption amid child obesity and diabetes crises

alianza por la salud alimentaria

MEXICAN LEGISLATORS VOTE FOR HEALTH

- Public statement from the Nutritional Health Alliance -

As member organizations of the Nutritional Health Alliance (Alianza por la Salud Alimentaria)
we applaud the decision of the Mexican Senate and the ratification of the Chamber of
Deputies to sustain Mexico’s national sugar-sweetened beverage tax, especially when the
initiative to reduce this tax would mainly affect children, since products with added sugar that
soda companies strategically target to children would have benefitted from this intiative.




theguardian

November 3, 2015

?ﬁfﬁ;lg d How one of the most obese countries on
earth took on the soda giants

As debate rages about whether to introduce a sugar tax, this is the story of how
Mexico defied its own powerful fizzy drinks industry to impose a tax on soda

0 'Coca-Cola controls 73% of the Mexican fizzy drinks market, compared with only 42% in the US." Photograph:
Alamy
Tina Rosenberg exicans love their soda. Construction workers go to their jobs in the Advertisement
W @tirosend early morning clutching giant two-litre or even three-litre bottles.
rosenberg N . .
Babies in strollers suck on bottles filled with orange soda. In the

Tuesday 3 November 2015 01.00 EST highlands of Chiapas, Coca-Cola is considered to have magical powers and is used
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| applaud @EPN and the Mexican gov't for taking action to
protect public health and combat obesity.
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Forbes

November 24, 2015

San Francisco State University Pouring Rights Contract Fizzles After
Student Protests

&

Nancy Fink
Huehnergarth

"After listening carefully to the
concerns and information I received
from our students, faculty and staff,
I have decided not to move forward
with the process of establishing a
partnership with a beverage
company.”

-- SF State president Les Wong



Food Movement: Critique

= No real power

= Diffuse, competes for scarce resources
= Consumption, not systems change

= Elitist, perpetuates inequities

= Produces no lasting change
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Let's give credit to the food movement for:

= Better food everywhere

= More farmers markets, CSAs —
= More organic food ‘
= More urban farms

= More young farmers

= Better school food

= “Cleaner” foods, products

= |ess soda consumption

= More food studies programs
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Publlc Health Policy
= Neighborhood access
= Schools
= Safety net
= Marketing to kids
= Restaurant workers
= Taxes and size caps
= Campaign funding laws
= Wall Street
= Corporate accountability

Agriculture Policy
= Sustainability

= Organic

= Local

* Food safety

The farm bill

= Farm workers
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Vote with your fork.
Even better, vote with your vote!



