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of the daily value of Vitamin C. With only 10
calories and two grams of sugar per pouch,
Minute Maid Just 10 fruit drink has 90 percent
less sugar per serving than Capri Sun fruit. 

Black Cherry Vanilla Coke and
Diet Black Cherry Vanilla Coke.
Cherry-flavored beverages are
experiencing significant growth
as are no-calorie soft drinks. The
company’s innovative fusion of
real cola, luscious black cherry,
and smooth vanilla flavors cre-
ates a taste that is complex and
delicious. With well over 250 mil-
lion cases sold, Vanilla Coke and
Diet Vanilla Coke have been sig-
nificant contributors to the com-
pany’s business. With Black
Cherry Vanilla Coke and Diet
Black Cherry Vanilla Coke,
Coca-Cola is able to expand its
cherry-flavored portfolio and
give consumers what they are
saying they want.

PROMOTION
My Coke Rewards. My Coke Rewards is a multi-
year, online-driven, mega-rewards program across
all Coca-Cola™ brands. The program allows con-
sumers to choose from a pool of experiences only
Coca-Cola can offer and features rewards from
some of the world’s best brands.

The program is the largest for the Coca-Cola
trademark, with rewards valued at over $50 mil-
lion. Participation is easy. Consumers look for
unique codes under the caps of specially marked
20-ounce bottles of Coca-Cola classic®, Diet
Coke®, Coca-Cola Zero®, or any other Coca-Cola
brand product. By going to www.mycokere-
wards.com, consumers then create an account and
enter their code. Codes can even be entered via
mobile phone, and as consumers collect and enter
more codes, their account grows. When they have
accumulated enough points to redeem their
desired reward, they simply select it, and the
points are deducted from their account. 

Spanish-speaking consumers will be able to
access a complete Spanish-language site simply

by logging on to www.mycokerewards.com and
selecting Spanish as their preferred language. This
is the first fully bilingual, Internet-based initiative

for the Coca-Cola brand in the United States.
My Coke Rewards has partnered

with some of the world’s best
brands, including adidas, Delta,
Kodak Easy Share Gallery,
Blockbuster, Sony, Hilton,
Bluefly, Spafinder, and more 
to offer My Coke Rewards
members an incredible array of
rewards. The launch of My Coke
Rewards will be supported by
an extensive marketing cam-
paign, including television,
radio, print, online, cinema, and
out-of-home advertising; in-
store point-of-sale materials;
and more.

Coca-Cola and NCAA®

March Madness. In 2006
Coca-Cola ignited fan passion

for college hoops by offering
consumers the chance to win more than 90,000
great NCAA®-related prizes, including the grand
prize of a VIP trip to the 2007 NCAA® Final Four.
Specially marked packages of Coca-Cola and
Coca-Cola Zero will direct fans to www.mycok-
erewards.com where they can register for a chance
to win one of the prizes being given away every 35
seconds. The “2007 NCAA® Men’s Final Four
VIP Trip” not only sends fans to the Big Dance,
but also gives them a special behind-the-scenes
experience. Other prizes include Huffy Sports
Basketball Goals, Official NCAA® Basketballs,
EA Sports™ NCAA® March Madness 2006 video
games, gift certificates toward NCAA® merchan-
dise at NCAAsports.com and cstvfanstore.com,
and much more.

Diet Coke and the Academy Awards®. Diet
Coke and caffeine-free Diet Coke® donned a
brand-new look featuring metallic labels on 20-
ounce packages in time for the brand’s association
with the Academy Awards®, and movie fans have
the opportunity to win star-studded prizes at
www.mycokerewards.com selected to commem-
orate Hollywood’s biggest night. The program

reminded people that with Diet Coke and
My Coke Rewards “You Don’t Have to Be a
Star to Get the Star Treatment.” Among the
many glamorous prizes available were a
“Red Carpet Viewing Experience” — a fan
stand ticket to the 2007 Oscars®, a new 2007
Escalade, a Lazare Diamond® Right Hand
Ring, an exclusive silver gown created by
designer Narciso Rodriguez, and limited-
edition Diet Coke eight-ounce glass contour
bottles commemorating the 78th Annual
Academy Awards®.

BRAND VALUES
Today, Coca-Cola North America provides
consumers with the broadest selection of
brands for every taste, lifestyle, and occasion
to hydrate, energize, nourish, relax, or sim-
ply enjoy every drop of life. Coca-Cola North
America markets more than 100 beverage
brands, including four of the world’s top-five
carbonated soft drink brands. Coca-Cola and

Diet Coke are the number-one and number-two
brands in North America. 

The company believes it has a responsibility
to support programs that provide nutrition and
physical education. In the United States, more
than 4 million kids participate in and receive
information on programs that are designed to
encourage physical fitness and overall well-being. 

Beginning in 2006, the company began to
provide consumers with more useful information
about its beverages and their ingredients beyond
the label on the package. Its information is
designed to help people decide which of its prod-
ucts fits best with the individual and the family. 

The company also is committed to following
responsible marketing and advertising practices.
Parents prefer to be the gatekeeper when it comes
to what to serve their children. For over 50 years
The Coca-Cola Company has adhered to a policy
that prohibits marketing full-sugar carbonated
soft drinks on television programs primarily
viewed by children. 

THE MARKET
The Coca-Cola Company is the world’s largest
beverage company. Along with Coca-Cola®, rec-
ognized as the world’s most valuable brand, the
company markets four of the world’s top-five soft-
drink brands, including Diet Coke®, Fanta®, and
Sprite®, and a wide range of other beverages,
including diet and light soft drinks, waters,
juices and juice drinks, teas, coffees, and
sports drinks. Through the world’s largest
beverage distribution system, consumers
in more than 200 countries enjoy the
company’s beverages at a rate exceed-
ing 1.3 billion servings each day. 

ACHIEVEMENTS
Until the mid-1950s, the contour bot-
tle and bell-shaped fountain glass
defined packaging for Coca-Cola.
But as people demanded a wider
variety of choices, the company
responded with innovative pack-
aging, new technology, and
new products.

In 1955, king-size and family-
size glass bottles were introduced
with immediate success, followed by
cans in the U.S. market in 1960. The company
then marked several firsts in the soft-drink indus-
try: lift-top cans and bottles with lift-top crowns in
1964, and a 24-pack “Cluster-Pak” of cans and tin-
free steel cans in 1969.

After more than $250,000 in development
costs and rigorous testing by NASA, the “Coke
Space Can” was accepted for its first mission in
outer space in 1985. 

By 2000, the company had introduced a new
generation to the famous contour bottle — first
with the 1993 20-ounce plastic version, and later
with the return of the classic embossed glass con-
tour bottle (complete with city and state refer-
ences on the bottom) in 2000.

In the past decades, The Coca-Cola Company
has created new brands to meet the desires of con-
sumers, starting with Fanta in 1960. Sprite was
launched in 1961, followed by TAB — the com-
pany’s first low-calorie drink — in 1963. The

debut of Diet Coke in 1982 marked the first
extension of the Coca-Cola trademark to another
product. And the new products, such as Vanilla
Coke continue today, add to the company’s port-
folio of nearly 400 brands. 

For the past 117 years — through its ads
that brought the world together,

packaging innovations, and
the introduction of new
products to fit the tastes of
consumers wherever they
may be, whatever they may

be doing — Coca-Cola has
become a part of the lives of

people around the world. 

HISTORY
In 1886, John Pemberton cre-

ated Coca-Cola in Atlanta,
Georgia, and sold it at a local

pharmacy. His partner and book-
keeper Frank Robinson named the

product and drew the famous flow-
ing Coca-Cola script.

Atlanta entrepreneur Asa G.
Candler realized the business poten-

tial of the drink and acquired complete
ownership of the Coca-Cola business for

$2,300 in 1891. Within four years, Candler’s mer-
chandising flair — including the use of coupons
— helped expand consumption of Coca-Cola to
every part of the nation.

The 1916 introduction of the patented con-
tour bottle made Coca-Cola instantly rec-
ognizable from imitators by taste, sight,
and touch. The contour bottle was
granted trademark registration in 1977,
an honor awarded few other packages.

THE PRODUCT
Coca-Cola. It’s a simple idea, really.
Drinking a Coke makes people happy. It
tastes good. And it’s an invitation to live
on the positive side of life. That’s the
message behind “The Coke Side of
Life,” brand Coca-Cola’s overarching
marketing platform. It has been created
to invite people to create their own pos-
itive reality, be spontaneous, listen to
their hearts, and live in full color.

Coca-Cola has always been at its
best when it reflects the simple, opti-
mistic moments in life. The Coke Side of Life 
recognizes that the most universal experiences 
are those where Coca-Cola is refreshingly honest
and uplifting.

RECENT DEVELOPMENTS
As part of a continuous stream of innovation,
Coca-Cola North America has expanded its broad
beverage portfolio with the ever-evolving con-
sumer in mind. 

Coca-Cola Blak. Coca-Cola Blak is a sophis-
ticated, premium blend of Coca-Cola, natural fla-
vors, and coffee essence. The effervescence and
rich flavor of Coca-Cola Blak provide the perfect
pick-me-up for people looking for new ways to 
stay refreshed any time of the day or night. 
Coca-Cola Blak is a uniquely invigorating bever-
age that is full-bodied in flavor and as refreshing as
you expect Coca-Cola to be. Coca-Cola Blak has
been specially formulated to
appeal to American tastes
and features a unique logo
treatment and packaging
as well. It’s designed to
attract adult consumers
looking for an indulgent
and revitalizing alterna-
tive to other beverages. 

POWERade OPTION™. It’s
not your traditional sports
drink; it’s a whole new “OPTION” for active
people seeking hydration for any occasion
throughout the day. POWERade OPTION™, a new
low-calorie, low-carbohydrate sports drink, pro-
vides electrolytes and B-complex vitamins at lev-
els comparable to regular POWERade, but with
fewer carbohydrates and 80 percent fewer calories

than Gatorade®. POWERade OPTION is
sweetened with a blend of Sucralose, Ace-
K, and HFCS; contains 10 calories and two

carbohydrates per eight-fluid-ounce serv-
ing; and is an example of how the
POWERade brand has driven category
growth for the last several years. 

Minute Maid Light Cherry Limeade.
The popular Minute Maid Light line 
is a low-calorie, non-carbonated alter-
native for the increasing number of
Americans looking for reduced calorie
beverages. The new flavor scored highly
with consumers and is extending consu-
mer reach for the already popular 
Minute Maid Light line of lemonades 
and punches. 

Minute Maid® Just 10™. Minute
Maid Just 10 comes in cool, easy-to-open

pouches to provide hassle-free refreshment for
kids. Minute Maid Just 10, a low-calorie youth bev-
erage made with 5 percent real fruit juice, is a good
source of calcium and fortified with 100 percent 

❍ In the summer of 1994, in Sydney, Australia,
a happy couple exchanged wedding vows
while paragliding with a parachute bearing
the trademark for Coca-Cola with the
Sydney Harbor Bridge and famous Opera
House as a backdrop. 

❍ There are 5,000 members of the Coca-Cola
Collector’s Club. 

❍ When a couple from the Blue Mountains
outside Sydney, Australia, won a holiday on
Coca-Cola Island as part of a national pro-
motion, they decided to make the most of 
it and exchanged wedding vows on the
Island in April 1999. Coca-Cola officials
and the island staff organized a celebrant,
flowers, hair, makeup, and a special dinner
with champagne. 

❍ The formula for Coca-Cola is in written
form only, and the only copy is kept in a
vault of the SunTrust Company bank,
located in Atlanta. The Coca-Cola Company
Board of Directors is authorized to open the
vault if any emergency arises. Over the past
century, many people have claimed to have
the original formula, yet not one imitation
has ever proven to be the “real thing.” 

THINGS YOU DIDN’T KNOW ABOUT
COCA-COLA
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of the daily value of Vitamin C. With only 10
calories and two grams of sugar per pouch,
Minute Maid Just 10 fruit drink has 90 percent
less sugar per serving than Capri Sun fruit. 

Black Cherry Vanilla Coke and
Diet Black Cherry Vanilla Coke.
Cherry-flavored beverages are
experiencing significant growth
as are no-calorie soft drinks. The
company’s innovative fusion of
real cola, luscious black cherry,
and smooth vanilla flavors cre-
ates a taste that is complex and
delicious. With well over 250 mil-
lion cases sold, Vanilla Coke and
Diet Vanilla Coke have been sig-
nificant contributors to the com-
pany’s business. With Black
Cherry Vanilla Coke and Diet
Black Cherry Vanilla Coke,
Coca-Cola is able to expand its
cherry-flavored portfolio and
give consumers what they are
saying they want.

PROMOTION
My Coke Rewards. My Coke Rewards is a multi-
year, online-driven, mega-rewards program across
all Coca-Cola™ brands. The program allows con-
sumers to choose from a pool of experiences only
Coca-Cola can offer and features rewards from
some of the world’s best brands.

The program is the largest for the Coca-Cola
trademark, with rewards valued at over $50 mil-
lion. Participation is easy. Consumers look for
unique codes under the caps of specially marked
20-ounce bottles of Coca-Cola classic®, Diet
Coke®, Coca-Cola Zero®, or any other Coca-Cola
brand product. By going to www.mycokere-
wards.com, consumers then create an account and
enter their code. Codes can even be entered via
mobile phone, and as consumers collect and enter
more codes, their account grows. When they have
accumulated enough points to redeem their
desired reward, they simply select it, and the
points are deducted from their account. 

Spanish-speaking consumers will be able to
access a complete Spanish-language site simply

by logging on to www.mycokerewards.com and
selecting Spanish as their preferred language. This
is the first fully bilingual, Internet-based initiative

for the Coca-Cola brand in the United States.
My Coke Rewards has partnered

with some of the world’s best
brands, including adidas, Delta,
Kodak Easy Share Gallery,
Blockbuster, Sony, Hilton,
Bluefly, Spafinder, and more 
to offer My Coke Rewards
members an incredible array of
rewards. The launch of My Coke
Rewards will be supported by
an extensive marketing cam-
paign, including television,
radio, print, online, cinema, and
out-of-home advertising; in-
store point-of-sale materials;
and more.

Coca-Cola and NCAA®

March Madness. In 2006
Coca-Cola ignited fan passion

for college hoops by offering
consumers the chance to win more than 90,000
great NCAA®-related prizes, including the grand
prize of a VIP trip to the 2007 NCAA® Final Four.
Specially marked packages of Coca-Cola and
Coca-Cola Zero will direct fans to www.mycok-
erewards.com where they can register for a chance
to win one of the prizes being given away every 35
seconds. The “2007 NCAA® Men’s Final Four
VIP Trip” not only sends fans to the Big Dance,
but also gives them a special behind-the-scenes
experience. Other prizes include Huffy Sports
Basketball Goals, Official NCAA® Basketballs,
EA Sports™ NCAA® March Madness 2006 video
games, gift certificates toward NCAA® merchan-
dise at NCAAsports.com and cstvfanstore.com,
and much more.

Diet Coke and the Academy Awards®. Diet
Coke and caffeine-free Diet Coke® donned a
brand-new look featuring metallic labels on 20-
ounce packages in time for the brand’s association
with the Academy Awards®, and movie fans have
the opportunity to win star-studded prizes at
www.mycokerewards.com selected to commem-
orate Hollywood’s biggest night. The program

reminded people that with Diet Coke and
My Coke Rewards “You Don’t Have to Be a
Star to Get the Star Treatment.” Among the
many glamorous prizes available were a
“Red Carpet Viewing Experience” — a fan
stand ticket to the 2007 Oscars®, a new 2007
Escalade, a Lazare Diamond® Right Hand
Ring, an exclusive silver gown created by
designer Narciso Rodriguez, and limited-
edition Diet Coke eight-ounce glass contour
bottles commemorating the 78th Annual
Academy Awards®.

BRAND VALUES
Today, Coca-Cola North America provides
consumers with the broadest selection of
brands for every taste, lifestyle, and occasion
to hydrate, energize, nourish, relax, or sim-
ply enjoy every drop of life. Coca-Cola North
America markets more than 100 beverage
brands, including four of the world’s top-five
carbonated soft drink brands. Coca-Cola and

Diet Coke are the number-one and number-two
brands in North America. 

The company believes it has a responsibility
to support programs that provide nutrition and
physical education. In the United States, more
than 4 million kids participate in and receive
information on programs that are designed to
encourage physical fitness and overall well-being. 

Beginning in 2006, the company began to
provide consumers with more useful information
about its beverages and their ingredients beyond
the label on the package. Its information is
designed to help people decide which of its prod-
ucts fits best with the individual and the family. 

The company also is committed to following
responsible marketing and advertising practices.
Parents prefer to be the gatekeeper when it comes
to what to serve their children. For over 50 years
The Coca-Cola Company has adhered to a policy
that prohibits marketing full-sugar carbonated
soft drinks on television programs primarily
viewed by children. 

THE MARKET
The Coca-Cola Company is the world’s largest
beverage company. Along with Coca-Cola®, rec-
ognized as the world’s most valuable brand, the
company markets four of the world’s top-five soft-
drink brands, including Diet Coke®, Fanta®, and
Sprite®, and a wide range of other beverages,
including diet and light soft drinks, waters,
juices and juice drinks, teas, coffees, and
sports drinks. Through the world’s largest
beverage distribution system, consumers
in more than 200 countries enjoy the
company’s beverages at a rate exceed-
ing 1.3 billion servings each day. 

ACHIEVEMENTS
Until the mid-1950s, the contour bot-
tle and bell-shaped fountain glass
defined packaging for Coca-Cola.
But as people demanded a wider
variety of choices, the company
responded with innovative pack-
aging, new technology, and
new products.

In 1955, king-size and family-
size glass bottles were introduced
with immediate success, followed by
cans in the U.S. market in 1960. The company
then marked several firsts in the soft-drink indus-
try: lift-top cans and bottles with lift-top crowns in
1964, and a 24-pack “Cluster-Pak” of cans and tin-
free steel cans in 1969.

After more than $250,000 in development
costs and rigorous testing by NASA, the “Coke
Space Can” was accepted for its first mission in
outer space in 1985. 

By 2000, the company had introduced a new
generation to the famous contour bottle — first
with the 1993 20-ounce plastic version, and later
with the return of the classic embossed glass con-
tour bottle (complete with city and state refer-
ences on the bottom) in 2000.

In the past decades, The Coca-Cola Company
has created new brands to meet the desires of con-
sumers, starting with Fanta in 1960. Sprite was
launched in 1961, followed by TAB — the com-
pany’s first low-calorie drink — in 1963. The

debut of Diet Coke in 1982 marked the first
extension of the Coca-Cola trademark to another
product. And the new products, such as Vanilla
Coke continue today, add to the company’s port-
folio of nearly 400 brands. 

For the past 117 years — through its ads
that brought the world together,

packaging innovations, and
the introduction of new
products to fit the tastes of
consumers wherever they
may be, whatever they may

be doing — Coca-Cola has
become a part of the lives of

people around the world. 

HISTORY
In 1886, John Pemberton cre-

ated Coca-Cola in Atlanta,
Georgia, and sold it at a local

pharmacy. His partner and book-
keeper Frank Robinson named the

product and drew the famous flow-
ing Coca-Cola script.

Atlanta entrepreneur Asa G.
Candler realized the business poten-

tial of the drink and acquired complete
ownership of the Coca-Cola business for

$2,300 in 1891. Within four years, Candler’s mer-
chandising flair — including the use of coupons
— helped expand consumption of Coca-Cola to
every part of the nation.

The 1916 introduction of the patented con-
tour bottle made Coca-Cola instantly rec-
ognizable from imitators by taste, sight,
and touch. The contour bottle was
granted trademark registration in 1977,
an honor awarded few other packages.

THE PRODUCT
Coca-Cola. It’s a simple idea, really.
Drinking a Coke makes people happy. It
tastes good. And it’s an invitation to live
on the positive side of life. That’s the
message behind “The Coke Side of
Life,” brand Coca-Cola’s overarching
marketing platform. It has been created
to invite people to create their own pos-
itive reality, be spontaneous, listen to
their hearts, and live in full color.

Coca-Cola has always been at its
best when it reflects the simple, opti-
mistic moments in life. The Coke Side of Life 
recognizes that the most universal experiences 
are those where Coca-Cola is refreshingly honest
and uplifting.

RECENT DEVELOPMENTS
As part of a continuous stream of innovation,
Coca-Cola North America has expanded its broad
beverage portfolio with the ever-evolving con-
sumer in mind. 

Coca-Cola Blak. Coca-Cola Blak is a sophis-
ticated, premium blend of Coca-Cola, natural fla-
vors, and coffee essence. The effervescence and
rich flavor of Coca-Cola Blak provide the perfect
pick-me-up for people looking for new ways to 
stay refreshed any time of the day or night. 
Coca-Cola Blak is a uniquely invigorating bever-
age that is full-bodied in flavor and as refreshing as
you expect Coca-Cola to be. Coca-Cola Blak has
been specially formulated to
appeal to American tastes
and features a unique logo
treatment and packaging
as well. It’s designed to
attract adult consumers
looking for an indulgent
and revitalizing alterna-
tive to other beverages. 

POWERade OPTION™. It’s
not your traditional sports
drink; it’s a whole new “OPTION” for active
people seeking hydration for any occasion
throughout the day. POWERade OPTION™, a new
low-calorie, low-carbohydrate sports drink, pro-
vides electrolytes and B-complex vitamins at lev-
els comparable to regular POWERade, but with
fewer carbohydrates and 80 percent fewer calories

than Gatorade®. POWERade OPTION is
sweetened with a blend of Sucralose, Ace-
K, and HFCS; contains 10 calories and two

carbohydrates per eight-fluid-ounce serv-
ing; and is an example of how the
POWERade brand has driven category
growth for the last several years. 

Minute Maid Light Cherry Limeade.
The popular Minute Maid Light line 
is a low-calorie, non-carbonated alter-
native for the increasing number of
Americans looking for reduced calorie
beverages. The new flavor scored highly
with consumers and is extending consu-
mer reach for the already popular 
Minute Maid Light line of lemonades 
and punches. 

Minute Maid® Just 10™. Minute
Maid Just 10 comes in cool, easy-to-open

pouches to provide hassle-free refreshment for
kids. Minute Maid Just 10, a low-calorie youth bev-
erage made with 5 percent real fruit juice, is a good
source of calcium and fortified with 100 percent 

❍ In the summer of 1994, in Sydney, Australia,
a happy couple exchanged wedding vows
while paragliding with a parachute bearing
the trademark for Coca-Cola with the
Sydney Harbor Bridge and famous Opera
House as a backdrop. 

❍ There are 5,000 members of the Coca-Cola
Collector’s Club. 

❍ When a couple from the Blue Mountains
outside Sydney, Australia, won a holiday on
Coca-Cola Island as part of a national pro-
motion, they decided to make the most of 
it and exchanged wedding vows on the
Island in April 1999. Coca-Cola officials
and the island staff organized a celebrant,
flowers, hair, makeup, and a special dinner
with champagne. 

❍ The formula for Coca-Cola is in written
form only, and the only copy is kept in a
vault of the SunTrust Company bank,
located in Atlanta. The Coca-Cola Company
Board of Directors is authorized to open the
vault if any emergency arises. Over the past
century, many people have claimed to have
the original formula, yet not one imitation
has ever proven to be the “real thing.” 
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