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What are your expectations?
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1.8 Billion bottles sold daily




1891 - 9 servings daily



NORTH AMERICA

2016
Worldwide unit case volume

20%

LATIN AMERICA

28% -

EUROPE, MIDDLE
EAST & AFRICA

p—29%

ASIA PACIFIC

23%
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2016/2017 - Reshaping the story




2017 - Reshaping the story

Offering Choice ’}’ Shaping Choice




2017 - Reshaping the story

Multiple Brands One bran
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Owner of the trademark

{ Concentrate supply

Brand development

Consumer Marketing



The Ceatpty Cempany Bottling Company
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Bottling

Sales & Distribution
) Customer management
IN outlet execution

iInvestment in production
facilities, ...

delivers demand



The Ctelly Company Coca Cola BIG
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Bottling

Sales & Distribution
) Customer management
IN outlet execution

iInvestment in production
facilities, ...

create demand delivers demand



The Ctely JW

create demand

Coca Cola BIG
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Bottling Investments Group Global Footprint
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® Company-Owned Bottlers B
® Managoment/Oversight Role
® Divested Bottling Operations

delivers demand



Thke Ctely Company Coca Cola BIG
2015 - 25% of all bottling
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Bottling Investments Group Global Footprint
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Company-Owned Bottlers B
Management/Oversight Role
Divested Bottling Operations

create demand delivers demand



Coca Cola is re-franchising in the US

v

US bottle/can volume US bottle/can volume
\ Independent |
CCR bottlers CCR
~80% ~20% <50%

¥ ) Coca-Com Refresnments Tersnores
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Coca Cola is re-franchising in the world

North America Europe Africa

22017 2016Q2 2016Q2




Bottling Company
Thke Ctely Company Coca Cola BIG

|

The Coca Cola System

create demand delivers demand



Bottllng Company
The Ctely JWW

|

The Coca Cola System

create demand delivers demand



Coca-Cola Revenue (SBil)

—&— Coca-Cola Revenue (SBil)

48.0
46.9

46.0

443
425

2012 2013 2014 2015 2016E




The franchise model allows The Coca-Cola Company to avoid
costs associated with manufacturing, storage, and distribution.



appProx. 3500 oroducts







States that have Coca Cola
States that don't have Coca Cola %

Coca Cola World Map
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"This model has allowed the company to
leverage global brands but remain very

local.”

David Butler
Coca Cola VP of innovation and entrepreneurship
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Jé @tcg % JWW ﬁ:ﬁz;\ioatﬂing Company

_

- e "
g




Jé @tcg % gWW ﬁgﬁz;\ioattling Company

'»_,p_b_:o-‘ "
g

@ Established markets
@ Developing markets
@ Emerging markets

Coca-Cola HBC »
Osterreich




To refresh the world...
To inspire moments of optimism and happiness...
To create value and make a difference.
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International Marketing
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Internatlonal Marketing'

Create a sustalnable competitive advantage
INn the international market.
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International Marketing'

Create a sustainable competitive advantage
N the mternatlonal market.

A TANEEENE N As mr AT

Pursue an mtematlonal consumer need that they can serve
better then the(ir) (local) (international) competitor.
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Internatlonal Marketlngf é W

Key desmsmns to be made

1. Company decision to go international

A A T ‘ A L = - - LT
e -

2. Decision on which country to enter

i - L. J§y B TR A

3. Strategy for market entry

T T ———

4. Design an international marketing plan

T ¥ D

5. Implement the plan



Globalisation

GlocCalisation



Nine Strategic Windows (Solberg, 1997)

The "nine strategic windows" model uses industry globalism
and the firm's preparedness as criteria for deciding if the firm

should go abroad, internationally or rather to stay at home.

Industry globalism
Potentially
Local global Global
3. Enter 6. Prepare 9. Strengthen
Mature new for your global
business globalization position
5 5
o .2
§§ 2. Consolidate 5. Consider 8. Seek
g 2 Adolescent your export expansion in global
E 2 markets international alliances
§ g markets
7]
ol - 1. Stay at 4.  Seek 7. Prepare
Immature home niches in for a
international buyout
markets

Source: Solberg, 1997, p. 11. Reprinted with kind permission. In the original article Solberg has used the concept ‘globality’ instead
of ‘globalism’.




EPRG framework (Perimutter, 1979)

The way businesses and staff view the world is described as
international management orientations.
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EPRG framework (Perimutter, 1979)

The way businesses and staff view the world is described as
international management orientations.
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EPRG framework (Perimutter, 1979)

The way businesses and staff view the world is described as
international management orientations.
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EPRG framework (Perimutter, 1979)

The way businesses and staff view the world is described as
international management orientations.
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EPRG framework (Perimutter, 1979)

The way businesses and staff view the world is described as
international management orientations.
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EPRG framework (Perimutter, 1979)

The way businesses and staff view the world is described as
international management orientations.
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Glocalization (Framework Hollenson, 2010)
a product or service that is developed and distributed

globally, but Is also adjusted to accommodate the user or
consumer in a local market.

Global marketing strategies
Globalization
(Standardization)

Localization
(Differentiation)

100%

Culturally close
to consumer

selling

Global roll-out G LO CAL Flexible response

to local customer
of concepts/
iehaceed (Global + Local) Wit s




Glocalization (Framework Hollenson, 2010)
a product or service that is developed and distributed

globally, but Is also adjusted to accommodate the user or
consumer in a local market.

Meet the




Glocalization (Framework Hollenson, 2010)
a product or service that is developed and distributed

globally, but Is also adjusted to accommodate the user or
consumer in a local market.

Meet the




Uppsala Model for internatiolisation

(Johanson and Wiedersheim-Paul, 1975; Johanson and
Vahlne, 1977)

1. No regular export/international activities

2. International/Export activities via independent rep.
3. Establish a foreign sales subsidiary

4. Foreign production/manufacturing

v




Uppsala Model for internatiolisation

(Johanson and Wiedersheim-Paul, 1975; Johanson and
Vahlne, 1977)

FDI (foreign direct investment)
Mode of No regular Independent _ Foreign
Markeat 2o export representatives Foreign sales production and
(country) ton | (sporadic export) | (export modes) subsidiary sales subsidiary
Increasing market commitment -
Market A
~5\
Q N\
Market B &
2
(@]
Market C (cg
(@]
)
o
Market D g
I =
| 3
| 3
L 6'
2
Market N YS




Born Global theory A

(Michael Rennie, 1993)
Instant international firms
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Fundamental strategic distribution decisions
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Fundamental strategic distribution decisions

g \

1. What role should distribution play in the firm’s overal
objectives and strategies?

Place
(distribution)
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Fundamental strategic distribution decisions

J \

1. What role should distribution play in the firm’s overal
objectives and strategies?
2. What role should distribution play in the marketing mix?
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Place
| (distribution)



Fundamental strategic distribution decisions

1.

2.
3.

What

J \

ole should distribution play in the firm’s overal

objectives and strategies?

What

role should distribution play in the marketing mix?

How should the firm’s marketing channels designed to

achieve its distribution objectives?

-

o 4t Place
a1 4 | (distribution)



Fundamental strategic distribution decisions

J \

1.

SEN

What role should distribution play In the firrﬁ’s overal

objectives and strategies?

What role should distribution play in the marketing mix?

How should the firm’s marketi

achieve its distribution object

What kind of channel membe

Ng channels designed to
ves?

'S should

be selected to meet the firm’s distribution objectives?
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Fundamental strategic distribution demsmns

W o

. What

objec
What

g \

r'ole should distribution play In the firm’s overal

ives and strategies?

role should distribution play in the marketing mix?

How should the firm’s marketing channels designed to
achieve its distribution objectives?

What kind of channel members should

be selected to meet the firm’s distribution objectives?

How can the marketing channel be managed to implement
the firm’s channel design effectively and efficiently?
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Fundamental strategic distribution demsmns

SUN

J \

objectives and strategies?
What role should distribution play in the marketing mix??

How should the firm’s marketi

achieve its distribution objectives?
What kind of channel members should
be selected to meet the firm’s distribution objectives?

How can the mar
the firm’s channe
How can channe

-
-—

P

Keting channel be managed to |
design effectively and efficient

. What role should distribution play In the flrrhs overal

Ng channels designed to

mplement
V7

member performance be evall

: gy

ated?




definition

A marketing channel’ is a set of practices or activities
necessary to transter the ownership of goods, and to move
goods, from the point of production to the point of
consumption and, as such, which consists of all the institutions
and all the marketing activities in the marketing process.

A4

1 Marketing channel or distribution channel



definition

Or in simple terms

Your channel strategy lays out the detalls of
how you plan to get your product in the hands of your

customers



definition

Distribution
Channel



Upstream
partners




Upstream

Productlon orlentedﬁ
partners -
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Downstream
Partners




Supply
Chain
‘Make & Sell’

definition

‘Sense & respond’

Demand
Chain



A
A demand chain view starts with planning the need of the

target customer, and the firm responds to these needs by
organizing a chain of resources and activities with the goal of
creating customer value.

definition

Demand
Chain




/\

Intermediaries offer producers greater efficiency in making
goods available to target markets.
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Intermediaries offer producers greater efficiency in making
goods available to target markets.
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/\

Intermediaries offer producers greater efficiency in making
goods available to target markets.
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Intermediaries offer producers greater efficiency in making
goods available to target markets.
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goods available to target markets.

Intermediaries offer producers greater efficiency in making
Number of contacts = 25
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Intermediaries offer producers greater efficiency in making
goods available to target markets.

/

Number-of contacts = 25
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Intermediaries offer producers greater efficiency in making
goods available to target markets.

/

Number-of contacts = 25




Number of contacts = 10

goods available to target markets.

Intermediaries offer producers greater efficiency in making
Number of contacts = 25




A

Through their contacts, experience, specialization, and scale
of operations, intermediaries usually offer more value
than the firm can achieve on its own.




Or in simple terms_
Intermediaries help you sell your product to the end user




How do channel members add value?



How do channel members add value?

Intermediaries transform the assortment of products into
assortments wanted by consumers

A 4




How do channel members add value?

Intermediaries bridge major time, place and possession gaps
that separate goods and services from those who would use
them.

v



Or in simple terms

Marketing intermediaries can be eliminated
but their activities can not!

A 4
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worldwide & multi-lécal

- Product (development)
- Marketing (Communication)




Sell Cola Cola
concentrate

Coca-Cola
ellenic Bottling Company
local & multi-local

~ 3 Wb 4
Ae oln Ceninaiy

worldwide & multi-lécal

d

- Production
- Distribution & Sales

- Product (development)
- Marketing (Communication)




Sell Cola Cola
concentrate

', T 8l Coca-Cola
wi/r4 - ot CC7L24/1YY U Hellenic Bottling Company
worldwide & multi-ldcal local & multi-local

- Production
- Distribution & Sales

- Product (development)
- Marketing (Communication)

Create demand

Consumer

always local




Sell Cola Cola
concentrate

9%, oy I Coca-Cola
wi/r4 - ot (Do17124/14/ "B~ Hellenic Bottling Company
worldwide & multi-ldcal local & multi-local

Production
Distribution & Sales

Product (development)
Marketing (Communication)

Create demand

Direct Sales
vending machines

Consumer

always local
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774 71 270107777
WorIdW|de & multi-lécal

- Product (development)
- Marketing (Communication)

7

Sell Cola Cola
concentrate

ﬁ;'v

|

Coca-Cola
ellenic Bottling Company
local & multi-local

- Production
- Distribution & Sales

B2B sales

Create demand Key-accounts

Direct Sales
vending machines

\#ﬁﬂm‘m

Business

,c E

Consumer

always local local & multi-local
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WorIdW|de & multi-lécal

- Product (development)
- Marketing (Communication)

Sell Cola Cola
concentrate

Create demand

- Production
- Distribution & Sales

Coca-Cola
ellenic Bottling Company
local & multi-local

B2B sales
Key-accounts

Direct Sales
vending machines

design

Consumer

always local

Business

local & multi-local

Fullfill demand
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Channel/Distribution Management is

Importance




Channel/Distribution Management is

: , Importance
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Channel/Distribution Management is
important because it affects profits.

Importance
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Channel/Distribution Management is
important because it affects profits.

Importance
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Channel/Distribution Management is
important because it affects profits.

Total Cost

Importance
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Channel/Distribution Management is
important because it affects profits.

Total Cost

Sold to retailer

Importance
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Channel/Distribution Management is
important because it affects profits.

Total Cost

Importance

Sold to retailer

Sold to you
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Channel/Distribution Management is important
because it affects customer satisfaction.

X

Jl 8

Importance




Service-Profit Chain

The Service Profit Chain (1997) James L. Hesketh, ea

Service-

Profit
Chain




Service-
Profit
Chain




Loyalty Profit

Service-
Profit
Chain




Satisfaction Loyalty Profit

6

Service-

Profit
Chain



Satisfaction Loyalty Profit
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Service-
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Value of services Chain
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Channel/Distribution Management is important
because it affects customer satisfaction.

Importance

Peti A
How to increase customer satisfaction?!
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Channel/Distribution Management is important
because It affects customer satlsfactlon

How to increase Customer satlsfactlon’?l

L r

1. Be reliable - dehver on your promise!

4¢

Importance ") \
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Channel/Distribution Management is important
because it affects customer satisfaction.

How to increase customer satisfaction?!
.

0 ’ BN Importance

1. Be reliable - deliver on your promise!

e /R ™Y O

2. Speed of delivery ..
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Channel/Distribution Management is important
pecause It affects customer satisfaction.

-How to increase customer satisfaction?!

N
P
S ,’\ ) Importance

1. Be reliable - deliver on your promise!

e /e YT U

2. Speed of delivery.

A TS ¥

3. Keep It fast and simple.

.
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A

Channel/Distribution Management creates the
utility of form




A

Channel/Distribution Management creates the
utility of time

Utility

A




Channel/Distribution Management creates the
utility of time

When does your customer have the utility to buy“?

NP
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Channel/Distribution Management creates the .
utility of place 5‘
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Utility

Where does your customer have the utility to buy?
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Channel/Distribution Management creates the
utility of place

Where does your customer have the utility to buy?
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Channel/Distribution Management creates the
utility of possession




bution Management creates the

How does your customer get access?
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A\

Channel/Distribution Management creates the
utility of information




Know
Your
Customer

Know your end-user

4



Know
Your
Customer

Your end user is the final user of your product or
service

4




Know

Your
Customer

“» ~‘
1. Who are your potential customers”?




Know

Your
Customer

“» ~‘
1. Who are your potential customers?
sl L N L\ - - RN

2. Where do they buy?

”NS,? ;“1
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Know

Your
Customer

“» so
1. Who are your potential customers?

Ll LN L\ - N

2. Where do they buy?

- L a TN . vy u - RN

3. When do they buy?




Know
Your

Customer

.
1. Who are your potential customers?

Nr."s L\ - - RN

2. Where do they buy?

ik T N . Sy .. B 4

3. When do they buy?

.. T T R B

4. How do they buy?




Know

Your
Customer

.\~
s 0

1. Who are your potentlal customers?

L\ - - RN
2. Where do they buy? |
3. When do they buy? |

4. How do they buy?

S

5. What do they buy?

R SR




Know

Your
Customer
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Know
Your 15% buy with iPHONE

Customer

50% are men

ﬁ/é/’ 100% domestic sales
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Know
Your

Customer

1. Does the end user need personalized service?
If soO, who is the best person to provide that




Know

Your
Customer

| elrfIITINN,

2. How much will you need to educate the end
user on your product? Who is in the best position

to help you educate the end user?
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Know

Your
Customer

Discovery Research

Sales
Journey

Moments Customer
=8 Customer Journey V Brand Adding Value of Truth Engagement

@=@ BrandJourney QO customer Touch-points

Data/Customer Feedback Q




Know
Your
Customer

Sales
Journey

—u
< Understandmg the psychology

of the buying proces
-\ o ki A N y 4

A\ “People don’t want to buy a quarter-inch drill.
They want a quarter-inch hole” Theodore Levitt



Know
Your
Customer

Sales
Journey

NN S R

\ . Understandmg the psychology
¥ of the buying proces

N ad y 4

Everything starts with a need!
b 4

\\



Know
Your

Customer

What influences a customer’s purchase?
y 4

Content information availability

@ Price Incentives

N

Bk - P
-1~ Business dlfferenn&tors

Reviews & Referrals
@ Location

) V' 4

Sales

Journey



Know

4 types of purchases Your
Customer

A

Involvement/Risk

Sales
Journey

- ~ 7

Emotional



Know

4 types of purchases Your
Customer
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Emotional

Sales
Journey



Know

4 types of purchases Your
Customer
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Know

4 types of purchases Your
Customer

Involvement/Risk

Emotional
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Know
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Involvement/Risk
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Know

4 types of purchases Your
Customer

Involvement/Risk

Emotional



Know

4 types of purchases Your

Involvement/Risk

Customer

Sales
ourney

Emotional



Know
Your
Customer

Sales
Journey

INTERNAL FOUND ONLINE FORM SEQUENCE SAMPLES
DISCUSSICN VIA GOOGLE SUBMITTED CHECKED SUBMITTED

DATASENT @ 0 ® ANALYSIS

CLIENT MEETING . .
(SALES)

NITIAL CONTACT (SALES)

Q

B
=
=E
e
| [ N

CLIENT CONTACT
KEEPING INFORMED OF PROCESS
{(SALES)

PRE ENGAGEMENT COMMERCIAL CONSULTATION INITIATION COORDINATION COMPLETION



Know
Your

Customer

s

Once you've evaluated the end user,
start working your way backwards in the distribution model.




Let’s go to
work







Let’s go to A’A VAUDE

work

What is Vaude all about? (Mission/Vision/Strategy)
What are they selling?

Make a country analysis (f.I. Pestel analysis)
Compose the customer journey of a Vaude Customer.

Who is your customer in the target countries”
Why are these targeted countries for Vaude?




Let’s go to A’A vAUDE

work

Your end-product
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One-Page Strategy (+ appendix)
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5m presentation (Management Summary)

Evaluation \ /

Not the what, but the how is important
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