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1886
Dr. John Pemberton
(pharmacist/chemist) created
a formula for a beverage that,
when mixed with carbonated
water, was both refreshing
and delicious

Frank Robinson,
Pemberton’s accountant,
designed the logo and
actively engaged in
advertising & promotional
activities

1892 - 1915
Assa Griggs Candler
Acquired the formula for
$2,500, wide scale
distribution through bottlers &
invest heavily in advertising




1920 - 1930
Robert Woodruff, President of
TCCC, expanded global
distribution and by 1930
Coca-Cola was available in
27 countries

Iy Har's orr to . B
the pause that refreshes
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1931 - 1942
Haddon Sundblom created a
joyful, red & white version of

Santa Claus, and during
WWII provided Coke to
American soldiers

1916
Differentiated new Bottle




v Te gusta
gusta esta pdgina 725 personas 2
estin hablando de esto
your 5 o 66 o {'
stories showing how people from around the world o ol b . ’
have helped make Coke nto what t s today. e=eua millones
usta Videos
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1950 — 1961 1970 - Present
New Packages/New Brands Total Beverage Company/Social Media




Global Marketing Company

Available in 200 countries, sells 1.9billion servings
a day and $200B market capitalization

Be the #1 in every category in which we compete —
* Refresh

* Inspire moments of optimism & happiness

* Create value & make a difference

THE COCA-COLA COMPANY Growth Mindset e
beverages for l|fe Accelerate “beverages for life “ with consistent

innovation

Invest in vertical integration with local
manufacturing facilities

Enhance OBPPC

Be the #1 place to work in the World

* Leverage TCCC tools and capabilities
» Drive a winning culture across territories
* Prioritize women talent

Maintain Highest Bottler Quality Standards
* Protect the environment



CC1 Founded in Puerto Rico 1995

Leadership Position in all Beverage Categories acoss Multiple Consumption Ocassions
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Marketing’s most important role: Understand/Monitor/Forecast future
Consumption Trends

NARTD 2006 NARTD 2020

6%

m Bottled Water

15%

= Bottled Water 359

u CSDs u CSDs

= Energy 18% = Energy
m Sports = Sports
= J/ID / = J/ID

3%
2%

52% s .
= Milk = Milk

27%

Source: Nielsen NARTD report: N/D 2006 and J/J 2020



Rebuilding the KO System with a
consistent/successful growth story

Market Participation

| | | | |
1995 2000 2005 2010 2015

. Coca-Cola ' Pepsi
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TASTE THE FEELING'




it’s about connecting with consumers!



It’s about educati@\consumers!



it’s about persuading consumers!



CC1 Largest Beverage System in Puerto Rico

Retail Division

79% of Total Eq Cs
Volume Mix
Sparkling 87%.
Still 13%

67% SOM SSD/12% SOM Still

100% Home Mkt Penetration

CSM/MM/Drug/Clubs/Wholesalers
85% Cold Mkt Penetration

HM Sales Team (28 Reps)
CM Sales Team (40 Reps)
Tellsell/Catman (12 TS)
7,000 + Customers

Foodservice
19% of Total Eq Cs
Volume Mix
Sparkling 83%.
Still 17%

60% share of QSRs
Casual/Fine Restaurants: 250
Top QSRs
McDs
Wendy’s
Subway
Caribbean Cinemas
80% Hotels/Leisure

Full Service Division
2% of Total Eq Cs
Volume Mix
Sparkling 44%.
Still 56%

Largest Bev Vending System
3,500 + Beverage Vendings
1,800 Snack Vendings
Education
75% Share H.S
70% College



Capabilities
pabil
e Bottling Lines:
Cold Fill (3), Hot Fill (1),
Water (3), BIB (1)
e | Billion PET bottles per year
e Can Manufacturing Plant
e 1 Billion+ Cans Annually
® [n-line Blow Molding (6)
e Pallet Manufacturing
e Environmental Recycling

e \Waste Water Treatment Plan
® 97% Quality Compliance




CC1 Caribbean Markets/Expansion
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GROWTH & INNOVATION MINDSET: TOPO CHICO HARD
SELTZER

100% made in Puerto & ) )
Rico: Concentrate, | 2 1
ol

Distilled Alcohol,
cans.

'HARD SELTZER

COHOLIC SPARKLING WAT!

HARD SELTZE

COHOLIC SPARKLING WAT

HARD SELTZE
COHOLIC SPARKLING WAT !

Q1 2021 Launch

] 7 ‘ ¥

i TANGY LEMON LIME' PINEAPPLE TWIST
. ! LIMA LIMON TAMARINDO TWIST DE PIRA i
Leverage Hot Fill ! 3 ' 5

Capacity

211001 4% | 2; 1100 ' 45
SOG: Beer Category wiruna svons, wneants | —
equal to 28MM annual
cases - e N SN o

17




Current General Consumption Trends

“Better for You” Brands Premium Convenience Conspicous Consumption
People want to live “healthier” lifestyles JEE 7, ).

lululemon

Walmart.com

Uber
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OBPPC ARCHITECTURE OVERVIEW

Package Single-serve Multi-Serve T _____________ éi_r;él_e_-;_e}\_/;r;lh-lii:;-);;i( _____________
Capture E E i
unique i E i
shopper : : |
needs ! i i
i ‘, W) i — @/ _ A < IE
! AWAY FROM HOME ! @HOME WITH MEALS |
Objective INCIDENCE (Recruit) RECRUIT/TRANSACTIONS/AMOUNT AMOUNT
Decision Maker Teens/Millennials Moms i Moms
" Target Drinker | Teens/Millennials @ Family T Family/Teens
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Account Management
Entry Level — Supervisor Roles
Brand Communication Plans, Strategic/Creative/Media Reviews (P&G, Fedex, Citibank)
Writing/Verbal Skills, Analitics

Assistant BM — Sr. Brand Manager

Brand Marketing/Sales Plans, Strategic Planning, Brand P&L
Writing/Verbal Skills, Analitics, Field Work

R.J. REYNOLDS
TOBACCO

Ca

~d

Marketing Manager

Team Management/Brand Marketing Strategic Planning, BM
Writing/Verbal Skills, Market/Financial Analitics

Marketing Director — VP Sales & Marketing

Brand Marketing/Sales Plans, Strategic Planning, Brand P&L
Writing/Verbal Skills, Analitics, Field Work



CPG Companies are amazing places to build a Marketing Career

T Key Marketing Skills
Cettii Ut * Curiosity & Critical Thinking

. Fes=
o @ TR over

SR o A T » Turn consumer insights into business solutions
w0 @O : .
@ -, ?;’f;m s B ot > Fact-based recommendations, never say “I think”
ol IR mgly  sunsh ooy, ST 7 KEVITA . .

G gain T8 o e 6% ¢l 8 _o.gco > Attention to details
dreft () Downy TR - @"" e 7 bubly o (@ 153 . .

e % - W P o > Information is Power
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s ‘,:? %rg;»,&,g%:% * Communication & Public Speaking

e B s i SO » Show Passion/Energy
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e gmm » Be humble, but hungry!

:;%;fﬁifﬂﬂ = > Don’t brag — your performance will ...
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Brand Management (MBA): Marketing



CC1's Leadership Position in all Beverage Categories
acoss Multiple Consumption Ocassions
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CC1 Largest Beverage System in Puerto Rico
Market Share Leadership in Core Categories

98%
73% — )
52% 38% 40%
nsm
SOFT WATER MALTS SPORT J/ID ENERGY TEA COFFEE BEER WINES LIQUORS

D\RINKS DRINKS DRINKS
|
CC1 NARTD TOTAL : 36%

J

SOURCE: NIELSEN Jan — Mar 2019 | IRl Feb 2019



CC1's Leadership Position in all Beverage Categories
across Multiple Consumption Ocassions
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CC1's Success Formula
Building Great Brands

s open happiness

OBPPC — drive value overtime
through segmentation

Execution — Be great day, every
outlet

Shopper Marketing — Create
optimal Consumer Experiences
Value creation promoting
beverage consumption occasions

In Essence it’s about Branding




Consumers Rule!



