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INTRODUCTION



This toolkit outlines a clear shopper strategy of how
to build the second at home occasion, ME TIME AT
HOME, with a strong portfolio approach. It clearly
defines a role of each brand in addressing different
shopper segments with different needs and habits
within the ME TIME AT HOME occasion.

Our goal is to drive revenues and transactions by
establishing a habit of single serve consumption at
home as a perfect companion to the me fime.
Through cross-category placement and by creating
additional interruption points throughout the store
we aim to capture ME TIME AT HOME occasion in
modern frade.
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DRIVING TRANSACTIONS AND REVENUE BY DEVELOPING
A SECOND AT HOME OCCASION - ME TIME AT HOME

BY ACTIVELY BUILDING A 2N° AT HOME OCCASION

BY ESTABLISHING A HABIT OF SINGLE SERVE AT HOME CONSUMPTION

BY REACHING ADDITIONAL HOUSEHOLDS




THE SECOND BIGGEST OCCASION IN VOLUME IN CEE

MEALS AFH
DRINK OUT  3.0%

5.0%

ACTIVE YOUTH

LEISURE
MEALS
5.5% AT HOME
28.6%
WATCHING
TV
13.0%
AT WORK
13.1%
® ME TIME
16.1%
START THE DAY

15.8%

Source: CBL and Category Vision, total CSE, me time volume split.
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CAPTURE INCREMENTAL VALUE
AND DRIVE TRANSACTIONS

BY ENCOURAGING SWITCHING FROM NON-COMMERCIAL
(TAP WATER) AND LOWER VALUE BEVERAGES (PACKAGED
WATER) TO HIGHER VALUE COMMERCIAL BEVERAGES WITH
HIGHER MARGINS (SPARKLING, ICE TEA)

BY MOVING FROM MULTISERVE TO A SINGLE SERVE MULTIPACK
APPROACH AND ESTABLISHING A HABIT OF SINGLE SERVE AT HOME
CONSUMPTION DURING THE ME TIME OCCASION

Strong habit of drinking tap water and
packaged water in at home leisure time

25% . 19%

17%

Source: CBL, Screen Time, CSE, Volume

Note: Replace with local data if available



BY LEVERAGING THE TO CAPTURE
THE FULL POTENTIAL OF THE ME TIME AT HOME OCCASION




OCCASION
DEEP DIVE

WHY? | WHEN? © HOW?  WHAT? | WHERE?



YOUNG ADULTS, WITH RICH AND BUSY LIVES NEEDING
A MOMENT FOR THEMSELVES TO RECHARGE AND
UPLIFT IN THE COMFORT OF THEIR HOME

Impatient, deadline

oriented, constantly
challenge

themselves.

Optimistic, want to
make the most out
of every day

43% 57%

2 ‘I % I\;‘IOLUME

Busy and rich lives,
battling to find a
balance

Collect experiences
rather than material
stuff.

Highly conscious of
Technology and the importance of

m(;'bi:e;drz ! wellbeing and
essential. Need to having a moment

constantly be - an \ Shoppers and i r for themselves.
connected. 1Y consumers at the '
same time

12-19 20-29 30-39 40-49 50-59 60-69
Years Years Years Years Years Years

Source: CBL, Personal Time=Watching TV+Other Leisure at home, 20-29 y.o., Personal Time, Population 20-29 y.o., Revenue.
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DIFFERENT SHOPPER SEGMENTS HAVE DIFFERENT NEEDS
WHY? WHEN IT COMES TO ME TIME AT HOME

FEMALE
PAUSE ENERGIZE
® WATCHES videos / recipes online ® WATCHES a match / movie / show
® LISTENS to music ® LISTENS to music
® SCROLLS Instagram feed ® READS online news
® Constantly CHATS with friends ® Constantly CHATS with friends
® READS a good book ® PLAYS video games

Source: CBL, Screen Time, CSE, Volume & Revenue



THROUGHOUT THE WHOLE DAY, IN SEVERAL DAY PARTS,
MOSTLY AFTERNOON AND EARLY EVENING

Yet
g?gi; hoppens
the day... IN several

day parts

6
| l I
Early Mid- : After- Early
Morning Morning Midday noon Evening
EEEEN

Watching TV + Other Leisure at home, Total Population, CEE, Volume split. ~ Personal Time, Population 20-29 y.o., Revenue.



THROUGH ACTIVE RELAXATION
OR TOTAL WIND OWN

MY ACTIVE RELAX TOTAL RELAX/WIND DOWN

More dynamic time with oneself. Quiet moment with no activity.
Actively relaxing and getting in Tuning out and letting
touch with the world. the stress out.

. Lo Reading books, newspapers, surfing the
wiie internet, playing video games, efc.

Source: Winning at home for Coca-Cola, 2016 Integrated research



ME MOMENTS ARE OFTEN ACCOMPANIED BY THE
SCREEN, OFTEN MORE THAN ONE (57% SCREEN TIME)

Watching Surfing the
TV/Video Internet

;)l 12% 10%

Doing nothing Relaxing

Source: Eurostat 2015 CEE



DIFFERENT BUYING AND CONSUMPTION
WHAT? HABITS BETWEEN MEN AND WOMEN

FEMALE MALE

TAP WATER P_k > _I T BEER = SRR
ackage £ Sparkling Tap water ' 9€¥99€d  55qrkiing
2 57 il VOLUME ‘I 97 oS

‘I 7% ‘I 6% 9% CONSUMPTION ‘I 9% ‘I 8% 1 0% CONSUMPTION

L] L] L]
" Packaged Juices &
Sparigiss water drinks

1 1 % 8% 5% SPEND

Packaged sparkling N

22% 28% 16% 16%




There are

a number of
opportunities
to drive

“ME TIME AT
HOME" into the
large baskets

MAJORITY OF THE SHOPPING FOR THE OCCASION HAPPENS IN
MEDIUM&LARGE STORE FORMATS DURING STOCK UP MISSION

Main shopping missions: Shops usudallly Shops mostly between Is accompanied by
. stock-up and right after payday. Friday and Sunday. a family member
'I special occasions. when shopping.

. ......... .............. '5 ‘ ‘ Key InSI h-I-
“Browsmg jpendsmareimein
shopping mode , , e

planned shopper).
E (shopping list and ¢
; price comparisons). E Y

Visits most of the
store, covering all

_ departments.
Very likely fo buy Spends more Buys lots of items on Very prone to
NARTDs for (61.3 EUR on average promotion. impulse purchases
at-home consumption. per trip) and buys Sticking to the budget (58% impulse level
more products is very important. within stock up mission).

(20 items on average).



ME TIME AT HOME OCCASION SUMMARY

HOW? WHERE?

SCREEN TIME

TAKES 1/5
OF THE

57% DAY
: ENERGIZE |

Supers/hypers

THROUGHOUT

DAY

437

2 1 % {rOLUME

Discounters

PAUSE

12-19 20-29 30-39 40-49 50-59 60-69 .
Years Years Years Years Years Years o

Source: SONAR 2013 Italy, Serbia,
Poland, Bulgaria, Switzerland

Source: CBL, Personal Source: CBL onq Category Visign, Source: Winning at home for Coca- Source: GBI Screen Time. CSE
Time=Watching TV+Other Leisure at total CSE, me fime volgme split. Cola, 201 6 Infegrated research Value . . . . .
home, 20-29 y.o., Personal Time, Personal Time, Population 20-29 Source: Eurostat 2015 CEE

Population 20-29 y.o., Revenue. y.0., Revenue.



STRATEGIC CROSS-
FRAMEWORK SACEMENT PORTFOLIO

IN-STORE
ACTIVATION

DIGITAL STRATEGIC

APPROACH PARTNERSHIPS



’ PORTFOLIO

IN ORDER TO ADDRESS
DIFFERENT SHOPPER SEGMENTS
AND NEEDS, WE NEED A STRONG

WITH A CLEARLY DEFINED ROLE
FOR EACH BRAND



> ARE THE LEADING BRANDS FOR THE
PoriFoLlo |  ME TIME AT HOME OCCASION, FOLLOWED BY SCHWEPPES.
OTHER BRANDS HAVE A SUPPORTING ROLE.

Brand hierarchy of importance for ME TIME AT HOME. EEEEE



’ PORTFOLIO

BRAND ATTRIBUTES
BRAND BENEFIT

BRAND ROLE

EACH BRAND IN OUR PORTFOLIO HAS A
WITHIN THE ME TIME AT HOME OCCASION

MY ACTIVE RELAX

Activating, energizing, social, sparkly,

light-hearted, special, a freat

TO UPLIFT

A me moment of digital
socialization: a daily moment in
which “l reconnect with the outside
world”

Sharp, dry and tingling adult taste,

complex flavors with sophisticated
twist, refreshing

TO ENGAGE SENSES AND
ENHANCE EXPERIENCES

Recharges and refreshes me both
physically and mentally. Mood
enhancer for leisure time.

TOTAL RELAX/WIND DOWN

Multi-layered drink,
a fusion of ingredients to be
discovered slowly, sip by sip

TO UNWIND
AND RELAX

Me moment in which | completely
disconnect from the world and
connect to my senses

g

Mixing

Iconic mixer, perfect
partner to alcohol

TO UNWIND AND
ENHANCE EXPERIENCE

Combined with alcohol to enhance
a high quality flavor experience for
a wind down and the start of the
relaxing evening. Mood enhancer.



_ FOR ME TIME A IS NEEDED

MOMENT OF INDIVIDUAL PACK OFFERS PERFECT
ENJOYMENT ALONE TASTE EXPERIENCE AND ULTIMATE
ENJOYMENT
IS ABOUT “ME”




STRATEGIC LEVERAGING THE TYPES
W PARINERSHIPS . |N ME TIME AT HOME

Content TYPE & PAUSE: ENTERTAINMENT GAMING
FORMAT VIDEO, YOUTUBE, ONLINE STREAMING

Consumer SEEK ENJOYMENT, OPEN, FULLY ENGAGED,
mindset EXPLORING, NO PURPOSE NOT TO BE DISTRACTED

3
b
3
!

ADD MORE VALUE TO EXPERIENCE INTEGRATE & ENGAGE




STRATEGIC BUILD STRATEGIC PARTNERSHIPS
W PARINERSHIFS®  WITHIN THESE 2 CONTENT TYPES

ENTERTAINMENT GAMING

ADD MORE VALUE TO EXPERIENCE

9 amazoncom N E '|' |: |_ |x E‘E

s Prime =

< o, WA .\ . - « ENTERTAINMENT
& 2 G A ME S

2 2

CZ) MYmOVieS’lt vodafone TV CH""L%J é You T“he

@] ¥ o + Py I(\.En“ano

5 e Spotify @ sHazaM [0 2t I Festival

Note: “For illustration purposes only — not approved for use towards external parties”.



DIGITAL IS VERY IMPORTANT TO CAPTURE

4 /"™ THE ME TIME MOMENTS WITH SCREENS
PRE-SHOP CONTENT AND E-COMMERCE
COMMUNICATION SOURCE OF PATH TO
TOOL PARTNERSHIP PURCHASE

3 AREAS WHERE DIGITAL IS CRITICAL




3 MAIN AREAS TO TACKLE IN STORE:

It is critical to place
a special focus on
the shelf. If you have
to do one thing only,

try to tackle the shelf.

Create a special
occasion section as
a joint customer
value plan.

TEMPORARY

PERMANENT DISPLAY DISPLAY

For temporary/permanent display we can
leverage whenever possible Occasion Brand
Bundle Offer approach level 2&level 3

Note: Go to the appendix for the Occasion Brand Bundle Offer approach detailed
explanation



<

CROSS-

caiecory . CROSS-CATEGORY PLACEMENT APPROACH

PLACEMENT

Choose another ME TIME related category used for me time enjoyment and relaxation

Make sure that it is a good fit with beverages and our portfolio
(example MyCoke and salty snacks)

Make sure that you position adequate communication and product in male or female store
sections/categories (see the appendix for category bought split by men and women)

Position the product in the dominant beverage category for ME TTME AT HOME

Go for the categories with high incidence in large baskets and store sections with high traffic

Do not go for categories which are food/meal related as this falls under Coke&Meal

=alioNemf-vees o E

TOTAL LARGE BASKETS

Fresh fruits/vegetables
Household cleaning/Laundry Prod

Milk
Bread/Fresh baked goods

BASKET INODENCE

Deli Meats/cheese/Other Deli foods

SSD Regular
Fresh meat/poultry

Health/beauty/Personal Care products

Frozen Foods

Dry Foods/preservedfood

Yogurt drinksw ceses -

HIGH

LOW



CROSS- MAIN CRITERIA FOR

CATEGORY
<

PLACEMENT CROSS-CATEGORY PLACEMENT

VS
Is the particular interruption Does the particular
point placed in the store inferruption point fit with
section with high fraffic? bbrands in our portfolio?

IF THERE IS ONLY ONE POSITION AVAILABLE IN STORE, TRAFFIC ZONE
HAS A HIGHER PRIORITY vs BRAND FIT WHEN MAKING THE SELECTION



Priority level

1

Store section

Beer

Magazines/newspapers

Spirits

Leading brand

MyCoke

fuzetea

MyCoke, Schweppes

Shared brands

Schweppes

MyCoke, Schweppes, flavored water

CROSS-CATEGORY PLACEMENT MATRIX

Skewed towards the TG:

Male
(bought more often by men)*

Female and Male

Male
(bought more often by men)*

Male&Female

Rationale/supporting data

Beer as the dominant drink in the ME TIME at
home for men

Perfect companion for ME TIME at home
for male and female

Perfect for mixing with spirits for me time at
home. Spirits are having resurgence in the me
fime at home occasion.

Complement beverages for me time at home
and watching TV, one of the categories with

% SmCKs HRCele Eonie (bought by men and women)* highest incidence in the large basket
composifion
Fernale&Male Complement beverages for me time at home,
5 Coffee MyCoke fuzetea, Schweppes, flavoured water " one of the categories with highest incidence in
(bought by men and women) e
the large basket composition
6 Movies MyCoke Schweppes, Sprite, Fanta Male Perfect for male entertainment
Perfect companion for Me time at home for
7 Book section fuzetea MyCoke, Schweppes, flavored water Female women (pause). Opportunity for cross promotion
(buy a bestseller book for a lower price)
Addressing the total wind down at home.
8 Cosmetics fuztea MyCoke, Schweppes, flavored water Female Beauty products have high incidence in the
large basket.
9 Video games fuzetea Schweppes, Fanta , Sprite Male Perfect for male entertainment
10 Massagz:l/l:iligxahon fuzetea MyCoke, flavoured water Female Perfect fit with the ME TIME at home
Nofe: the inferruption points are placed in the order of importance. For instance, if you *Sources: I R R B |

have only one interruption points available go for the beer section as beer is one of the

main source categories.

Growth Stories, 2016, SM, Italy (look at the table in the appendix for the supporting data)

Romania IPP, 2016 (look at the table in the appendix for the supporting data)



COMMUNICATION 4§
STRATEGY



CAPTURING THE ME TIME AT HOME OCCASION WITH THE
PORTFOLIO APPROACH WILL BE DONE IN TWO PHASES

January February March August ESeptemberé October November December

b

ﬁ\é’ LEADING BRAND IN ME TIME LEADING BRANDS IN ME TIME fuzé% fé’

- AT HOME COMMUNICATION AT HOME COMMUNICATION - -

Supporting brands: Schweppes, Fanta, Supporting brands: Schweppes, Fantq,
- Sprite, Natura Aqua flavored water Sprite, Natura Aqua flavored water
..f?--‘ F
=] BRAND LAUNCH COMMUNICATION
fuzetea will need to reach the minimum level As soon as fuzetea reaches a solid distribution

of brand awareness and trial before making it and brand awareness and trial, it will become
one of the leading brands for the ME TIME AT the leading brand with MyCoke for the ME TIME

HOME occasion. In this period, you should AT HOME occasion.
leverage MyCoke as the leading brand.

PHASE 1 - COMMUNICATION STRATEGY @ PHASE 2 - COMMUNICATION STRATEGY @




COMMUNICATION STRATEGY

TRANSITION ZONE

The materials in this zone will be
dedicated to the launch of new
products, thus will not be addressed
in this foolkit

DESTINATION ZONE

*This is a critical area to communicate the occasion

IMPULSE ZONE

TOUCHPOINTS
Adjacencies/displays in
different store sections:

023 =

TOUCHPOINTS

1. Pick&Mix station. In the first phase you
can pick 5 TCCC products and get

3. Snacks fuzetea for free in order to build trial.
‘51' f/\gfvf%i 2. Special occasion fixture display
6' Vel TS (in the sparkling category)
7. Magazines

Additional customer activation: " HAEEER

“Me time" corner



COMMUNICATION STRATEGY

TRANSITION ZONE

The materials in this zone will be
dedicated to the launch of new
products, thus will not be
addressed in this toolkit

DESTINATION ZONE

*This is a critical area to communicate the occasion

LEADING
COMMUNICATION
BRAND

IMPULSE ZONE g S

TOUCHPOINTS ¢

TOUCHPOINTS
Adjacencies/displays 8. Books

i different store 9 Cosmelics 1. Pick&Mix station. Pick 5 TCCC products
sections: 10.Relaxation 408 EAPEES CNE B ITSE:
1. Beer products 2. Special occasion fixture display (in the
2. Spirits sparkling category)
3. Snacks . )
LEADING Impressive display ' — . .
4. Coffee . . U " 3. Special occasion fixture display (in the RTD
COMMUNICATION 5 Movies ‘(‘ZI\rAeOfT_Ir:]e gllsplr?]y rME TIME tea category).
BRAND 6. Video games € lime-corme EEEERN

7. Magazines



MESSAGING GRID

IMPULSE — MY COKE LEADING IMPULSE - FUZETEA LEADING IMPULSE PROMO DESTINATION

It's your time. Savor your moment Add your favorite drink to your
Choose your favorite drink. time
Savor your delicious moment

SCREEN TIME CONNECTED:

It's movie time.
Tune in with your favorite drink.

MIXABILITY (SPIRIT SECTION):

Note: The highlighted messages are the preferred ones. The other ones are alternatives.



COKE LED COMMUNICATION - STANDARD TEMPLATE

/ / ,.7 S A y > 5 . ]
IT'S YOUR TIME. TN PN o N

IT'S YOUR TIME.
CHOOSE YOUR
¥ FAVORITE DRINK.

CHOOSE YOUR
FAVORITE DRINK.

Click on the picture
to go to the hi-res
file on the DmeX

YOUR TIME ON! SWITCH ON YOUR
CHOOSE YOUR REFRESHING
MOMENT.

~ FAVORITE DRINK.

Note: fuzetea flavor Black tea lemon lemongrass was used for the presentation purposes. Place on the visuals the multipack flavor that you want to push locally.


https://dmx-coca-cola.tagcmd.com/#assets/gallery/13778904

COKE LED COMMUNICATION - PROMO

IT’S YOUR TIME.
PICK & MIX 5 DRINKS,

GET ONE
FORFREE

Click on the pictures to go to
the hi-res file on the DmeX

IT’S YOUR TIME. y
MO
AND GET ONE CAN
FOR FREE. AND GET ONE CAN
FOR FREE.
o o

IT’S YOUR TIME.
PICK & MIX 5 DRINKS,

GET ONE
FOR FREE

Always show the multipacks of the leading brands in the communication.
Other brands should be signed with logos.



https://dmx-coca-cola.tagcmd.com/#assets/gallery/13778906
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13778902
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13778900
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13778898

IT’S YOUR TIME.
BUY A MULTIPACK
AND GET ONE CAN

FOR FREE.

o Tp o Y

VERY IMPORTANT TO PRIORITIZE

When Coke Zero bottle in
the visual is highly visible,
use Coke Red multipack
in the promo part as the

leading brand.

¥ FAVORITE DRINK.

IT'S YOUR TIME.
CHOOSE YOUR

COKE ZERO!

When Coke Red
bottle is used in the
visual, Coke Zero
multipack must be
presented in the
promo part.

IT'S YOUR TIME.

When Coke Zero

CHOOSE YOUR bottle in the visudl
FAVORITE DRINK. is not so visible,

} FAVORITE DRINK.

Coke Zero
multipack must be
used to assure

visibility.
IT'S YOUR TIME It three
CHOOSE YOUR multipacks are

shown in the
promo part,
place Coke
Zero in the top
to assure the
most prominent
position.



AVAILABLE VISUALS FOR COKE LED COMMUNICATION

il ‘ \‘t‘&'“ ‘ \

Note: click on the images to go to the hi-res photos on the DmeX


https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401684
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401674
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401686
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401692/details
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401678
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401690
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401672
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401676
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401682
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401688
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401680
https://dmx-coca-cola.tagcmd.com/#assets/gallery/12911949
https://dmx-coca-cola.tagcmd.com/#assets/gallery/12911951

FUZETEA LED COMMUNICATION - STANDARD TEMPLATE

jl Note: this KV is used for the illustration

" purposes only. It will be replaced with the

" || extrinsic visuals as soon as fuzetea extrinsic
photographs are available.

SAVOR YOUR
DELICIOUS
MOMENT

; 2610SUGAR
by L/
Q N y /
i = { ‘9‘ %
= .




FUZETEA LED COMMUNICATION - PROMO

Note: this KV is used for the illustration
purposes only. It will be replaced with the

extrinsic visuals as soon as fuzetea extrinsic
photographs are available.

SAVOR YOUR
MOMENT AND GET
A FREE MAGAZINE

2er0SUGAR

" Note: this KV is used for the illustration
ﬁ purposes only. It will be replaced with the 4
| extrinsic visuals as soon as fuzetea extrinsic
. photographs are available.

SAVOR YOUR
MOMENT AND GET
A FREE MAGAZINE

ze0SUGAR




SCHWEPPES LED COMMUNICATION

CLOSE THE DAY
WITH A SIP
OF CHARACTER

Click on the picture to go to
the hi-res file on the DmeX



https://dmx-coca-cola.tagcmd.com/#assets/gallery/13778894

MIXABILITY (COKE&SCHWEPPES
COMMUNICATION)

WHISKEY&COCA-COLA.

VODKA&SCHWEPPES.
THE PERFECT MIX. THE PERFECT MIX.
ENJOY YOUR TIME. ENJOY YOUR TIME.

Coke led Schweppes led

Note: it is up to market commercial strategy fo push
Schweppes can multipack or glass multipack

These photos are available in
low-res only.



IMPULSE

IMPULSE
PROMO

DESTINATION

IT'S YOUR TIME.
CHOOSE YOUR
FAVORITE DRINK.

IT’S YOUR TIME.
BUY A MULTIPACK
AND GET ONE CAN
FOR FREE.

KV GRID

>

YOUR TIME ON!
CHOOSE YOUR
FAVORITE DRINK.

Note: this KV is used for the
. illustration purposes only. It will be
replaced with the extrinsic visuals
as soon as fuzetea extrinsic
photographs are available.

z -,

SAVOR YOUR
MOMENT AND GET
A FREE MAGAZINE

o I
g R

IT’S YOUR TIME.
PICK & MIX 5 DRINKS,

GET ONE
FOR FREE.

SWITCH ON YOUR
REFRESHING
MOMENT.

Note: this KV is used for the
illustration purposes only. It will be
replaced with the extrinsic visuals
as soon as fuzetea extrinsic
photographs are available.

SAVOR YOUR
DELICIOUS
MOMENT

WHISKEY&COCA-COLA.
THE PERFECT MIX.
ENJOY YOUR TIME.

VODKA&SCHWEPPES.
THE PERFECT MIX.
ENJOY YOUR TIME.

©000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000

CLOSE THE DAY
WITH A SIP
OF CHARACTER




PRE-SHOP




EXPLANATION

Time-targeted FB ads and web
banners during specific times in the
day (end of the working day when
people are tired and eager to go
home to relax) to encourage
people to have arelaxing time at
home. Ads contain a specific offer
for a multipack purchase as well as
some ME TIME related content to be
downloaded for free (relaxing
music, movie, e-book, etc.)

TIME-TARGETED FB ADS

uw_.. CARRIER & - 2:55PM . [
Q NewsFeed 4=

2} Photo

4 status

@ Coca-Cola

Long day at work?
It's time for your time.
Choose your favorite drink.




EXPLANATION

TARGETED BANNERS

Targeted ads designed to remind and encourage users to have ME TIME moments at home, containing special offers, along with some free ME TIME related content

(movies, video content, music albums, subscriptions to video and music streaming services, etc.

MOST VISITED WEBSITES DURING ME TIME
travel booking, computers, car sale, electronic sale,
news, sports, health, gaming, etc.

SOME TIME FOR
YOURSELF @ HOME

IT IS TIME TO BOOK

..) with a link to buy our products online and get the free content.

E-BOOKSTORE

Amazon.com/Amazon Kindle Store, Google eBooks/
Google Play, iBooks, Barnes and Noble Nook Store,

VIDEO AND MUSIC PLATFORMS

Youtube, Vevo, Vimeo, Twitch, Daily, Spotify, Deezer,
Google Play, iTunes, Stereomood, Pandora, Mixcloud,

VMRS T Y LATING BaTeS

10 Tube J¢ movie trailer

20n.Com /books -5 books -textbooks /bTie=UTF 8&node=283155

Started

« INTERESTING FINDS ON AMAZON _‘ i 6 , . “ } |a |
- er 525

REFRESH YOUR
TIME WITH YOUR
FAVORITE DRINK,

POPCORN AND MOVIE

NewReleases  NEWI Amazon Charts  Best Seblers & More  The New York. Books e

Books at Amazon

iage

o~ -~ s -
J find the JooReTHE
% BENT B

@ SAVOR YOUR MOMENT feanc
Sk'p Ad b WITH DELICIOUS . :
TASTE AND A BOOK i} “pext 4

FoAY

V
Senal NEW MOVIE TRAILER 2017 | Weekly #16___ ] A
Example:

Travel booking — "It is time to book some time for yourself
@home”, or “Weekend “stay-at-home” by yourself”

Example:
Ad before a movie trailer at YouTube with a direct
link fo purchase a promo offer for movie night

Example:
Multipack and bestseller book for a special price



WHERE

Bus stations (close
to a store)

EXPLANATION

Transforming the bus station into an
interactive ME TME@HOME corner,
equipped with sofa instead of the
bench, offering free Wi-Fi hotspot, in
close proximity to a participating
customer store.

When connected to sponsored Wi-
Fi, the shopper gets the voucher to
be redeemed at the nearby store.

ME TIME CORNER

'S YOUR TIME.
ENJOYIT WlTHm’“ p
FAVORITEDRINK. 65

08”2




NFC TAGS IN PUBLIC AREAS

WHERE

Everywhere where people

are tired/stressed and
crave for me time at
home

CRAVING FOR SOME ME TIME?

SCAN HERE

EXPLANATION e~ 5~ W

In public areas (inside buses, trams,
subway, parks, waiting rooms) place ME
TIME stickers with NFC tags which make
them interactive and add value.

CRAVING FOR SOME ME TIME?

SCAN HERE

When activated, link from the NFC tag
invites people to relax and have a ME
MOMENT at home with one of our
products, promotes special offers and
directs to short ME TIME related content
(sounds, music, videos, etc.)



TV GUIDE WITH FREE MOVIE
DOWNLOAD AND VOUCHER

-
"~
0 /ad

EXPLANATION

Sponsored printed weekly tv guide
with QR code to download the
latest offer:

1. Multipack & popcorn as well as
the free movie for an ideal movie
night.

IT’S YOUR TIME.
BUY YOUR FAVORITE
DRINK AND GET A
REMOTE CONTROL

2. Purchase multipack and get a
remote control holder for free.



CROSS PROMOTIONS WITH ME TIME
RELATED CATEGORIES/STORES

EXPLANATION

Placing our product and our
communication and promo offerin
stores that sell other me time related
products such as: computers, TV,
couch furniture, phones, books,
music, etc.

Place a sticker in these store areas
with a QR code to download the
promo offer or some free me time
related content (free movie
download, music list, e-book, etfc.)
by activating different partnerships

(for instance Netflix for a free movie e . §aeA INSERT CODE »

download).

IT’S YOUR TIME.
CHOOSE YOUR
FAVORITE 4-PACK AND
4 GET A CODE FOR FREE
MOVIE DOWNLOAD.

IT’S YOUR TIME.
DOWNLOAD A

SPECIAL OFFER FOR
MOVIE NIGHT HERE.




EXPLANATION

Simple promotional gamification
tools in the form of interstitial mobile
ad or a simple FB game to engage
shoppers with the brand and
present coupons as prizes to trigger
offline purchase.

Since gaming is very popular during
the me time moments, the game
will also engage shoppers during
their moments at home.

ME TIME GAME

IT’S YOUR TIME.
SCRATCH YOUR
4-PACK!

SCRATCH GAME

Swipe the screen to simulate
the scratching. Logos of
Coca-Cola brands appear
when the surface is
scratched. If 3 fields are the
same, it's a win. User gets a
discount voucher - buy 2
multipacks of Coca-Cola
brand that he/she won and

get one for free.

IT’S YOUR TIME.
SCRATCH YOUR
4-PACK!




IN-STORE
ACTIVATION




OBJECTIVE

Communicate the ME TIME at
home occasion and trigger
impulse purchases

WHY IT WORKS

Modular solution allows easy
adaption to the available in store
space as well as portrays different
brands effectively. Double-sided
header communicates both
MyCoke and fuzetea as leading
brands, thus assuring a strong
portfolio approach.

Leading brand

Supporting brand

MODULAR DISPLAY

Front

Back

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the exirinsic visuals
assoon as fuzetea
extrinsic photographs
are available.



IMPULSE ZONE IMPRESSIVE MULTIPACK DISPLAY

OBJECTIVE % lake
Disrupt the shopper with the ; - e
attention grabbing impressive : o

display, communicate the ME TIME
at home occasion, and trigger
impulse purchases

WHY IT WORKS

Very impressive and disruptive
solution catches shopper’s attention
and instantly communicates ME
TIME AT HOME occasion. It promotes
the single serve multipack in a very
effective and eye-catching way.

i
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Leading brand

Supporting brand




OBJECTIVE

Disrupt the shopper with the
attention grabbing impressive
display, communicate the ME TIME
at home occasion, and trigger
impulse purchases.

WHY IT WORKS

Very impressive and disruptive
solution catches shopper's attention
and instantly communicates ME
TIME AT HOME occasion. It promotes
the single serve multipack in a very
effective and eye-catching way.

IMPRESSIVE MULTIPACK DISPLAY

Leading brand

Supporting brand




IMPULSE ZONE CREATIVE DISPLAY

IT'S YOUR TIME.
CHOOSE YOUR
FAVORITE DRINK.

OBJECTIVE

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
assoon as fuzetea
extrinsic photographs
are available.

Communicate the ME TIME at
home occasion, and trigger
impulse purchases

WHY IT WORKS

Very impressive and disruptive
solution catches shopper’s attention
and instantly communicates ME
TIME AT HOME occasion. Two-sided
display addresses both key
motivations for at home relaxation -
active relax for men and reading
books/magazines for female.

Front (male side)

Leading brand

Supporting brand

Back (female side)



OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Customer specific activation
which connects our products
with other products used for me
time at home relaxation.
Conveniently placed togetherin
one shelf, instantly communicate
the occasion and ease the

shopping.

Leading brand

Supporting brand | e

“ME TIME” DISPLAY

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
as soon as fuzetea
extrinsic photographs
are available.




OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Placing our product in the section
with beer which is the most
frequently used beverage for men in
the me time at home occasion.
Since beer is more bought by male,
using the man in the KV makes the
communication more relevant.

Leading brand @

Supporting s
brand st

BEER SECTION

IT'S YOUR TIME.
CHOOSE YOUR
FAVORITE DRINK.




SPIRITS SECTION - MIXABILITY (COKE&SCHWEPPES)

OBJECTIVE

WHISKEYS&COCA-COLA. VODKA&SCHWEPPES.

THE PERFECT MIX. - THE PERFECT MIX. '
ENJOY YOUR TIME. '} ENJOY YOUR TIME. et

P P
1 Ii"l|l/.i“| 1

ANDURND SN D1 AR I/NDU ol oL

Communicate the ME TIME at
home occasion, and trigger
impulse purchases

WHY IT WORKS

Placing our product in the section with
spirits o educate and encourage
shoppers to mix our drinks with alcohol to
wind down at home. Including recipes
for mixing drinks to give shoppers ideas.
Double-sided header/display captures
both MyCoke and Schweppes mixability
communication thus assuring portfolio
approach.

|

Leading brand @f G
""""""" Front Back

Note: if you have only one interruption point and the display is not approachable by all sides, give priority to Schweppes



SPIRITS SECTION - SCHWEPPES ONLY

HWEPPES- A B
g ogEne?
ENJOY YOU! OF CH. ARACTER

OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Placing our product in the section with
spirits o educate and encourage
shoppers to mix our drinks with alcohol to
wind down at home. This solution is for the
sifuations when we cannot have 2-sided
display. In that case, the focus should be
on Schweppes.

Leading brand G

D Option 1: Option 2: Op.’rion' 3 ' B
ofz (next to the vodka/spirit) (not close to the vodka/spirit) (not communicating mixability)

Supporting
brand




IMPULSE ZONE MAGAZINE/NEWSPAPER SECTION

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
as soon as fuzetea
extrinsic photographs
are available.

OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Connecting with a category that
is used for leisure time at home.
Possibility to create some special
promo offers (such as free
magazine with purchase of
multipack).

Leading brand

Supporting brand




VIDEO GAMES SECTION

SWITCH ON your
REFRESHING
MOMENT,

OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Connecting with a category that
is used for leisure time at home
and capturing the “screen time”.

Leading brand @f

Supporting brand @ @ﬂf}ﬂ




MOVIES SECTION

OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Connecting with a category that
is used for leisure time at home
and capturing the “screen time”.

Leading brand

Supporting brand




MOVIE NIGHT DISPLAY

REFRESH YOUR TIME
WITH FAVORITE DRINK,

POPCORN AND MOVIE
Option 1:
(with movie
on the DVD)
OBJECTIVE
Communicate the ME TIME at
home occasion, and trigger
impulse purchases.
WHY IT WORKS
Connecting with a category that is used
for leisure time at home and capturing
the “screen time”. Promoting movie REFRESH YOUR TIME
e ) Q WITH FAVORITE DRINK,
night and combo offers with categories POPCORN AND MOVIE
used for movie night such as movies
and popcorn. Movie night display is Option 2:
disruptive and puts the shopper into the (with promo offer
me time at home mood. with partner for a
free movie
---------- download)
Leading brand FREE DOWNLOAD
Supporting brand

A T

Note: “Partner brand for illustration purposes only — not approved for use towards external parties”.




OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Connecting with a category that
is used for the leisure time at
home. The reading corner is
visually very disruptive and
immediately puts shopperin the
ME TIME at home mode. Can be
used to promote different offers
(such as "*buy a multipack, get a
bestseller for a special price”).

Leading brand

Supporting brand

BOOK SECTION

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
as soon as fuzetea
extrinsic photographs
are available.



IMPULSE ZONE

OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Connecting with a category that is
used for leisure fime at home.

Leading brand

Supporting brand @ i

MUSIC SECTION

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the exirinsic visuals
as soon as fuzetea
extrinsic photographs
are available.



OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Connecting with a category that is
one of the most often used for
leisure time at home. Placing the
snack inside the display facilitates
the purchase for the shopper.

Leading brand @

Supporting brand FANT Spﬂf"-

SNACK SECTION




IMPULSE ZONE COFFEE SECTION

IS YOUR TIME.
ENJOY IT WITH
YOUR FAVORITE
DRINK.

1
OBJECTIVE ——

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS
Connecting with a category which
complements our beverages during

M M M M M 3 M M X 3 3 3 3 M 3 M M M 3 M M I 3 M M
. . = .

me time af home. Coffee is one of
the categories with the highest

incidence in the large basket. "

xxxxx

R R R E T ]

Leading brand

Supporting brand




IMPULSE ZONE

OBJECTIVE

Communicate the ME TIME at
home occasion, and trigger
impulse purchases.

WHY IT WORKS

Addressing the total wind down
reloxation at home (home spa).
Female skewed, putting the
shopperimmediately into the me
time at home mode.

Leading brand @

Supporting brand gchwep"e ‘ nga;

COSMETICS SECTION

i b b | A
E i | 3
" ‘: .
SAVOR YOUR
DELICIOUS
@ MOMENT

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
as soon as fuzetea
extrinsic photographs
are available.



MASSAGERS/RELAXATION SECTION

B AR G

OBJECTIVE , :
Communicate the ME TIME at o(m Q. i mﬂ
home occasion, and trigger e ’ i
impulse purchases. “ é_%ws“. I

WHY IT WORKS

Addressing the total wind down
reloxation at home. Female
skewed, putting the shopper
immediately info the me time at
home mode.

n

RECONNECT 3
URSELF .
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Leading brand @ — ! -
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Supporting brand | e HSE”’




DESTINATION
ZONE

OBJECTIVE

Create a strong association to
the ME TIME at home occasion
and provide choice of
beverages for this occasion.

WHY IT WORKS

Gives shoppers opportunity to pick
and mix the beverages they want

for the me time at home occasion
and get one drink for free.

Leading brand

Supporting brand

PICK AND MIX SOLUTION

\

b
&
N\




N SPECIAL FIXTURE OCCASION DISPLAY

OBJECTIVE

Create a strong association to
the ME TIME at home occasion
and provide different beverage
opftions.

WHY IT WORKS

Special fixture grabs shopper’s
attention. It clearly communicates
the occasion and offers portfolio
choice of beverages suitable for
the me time at home occasion.

Leading brand 4{;’;

Supporting brand | e @ @'ﬂ}’] ngqﬂ%r

Option 1:

Placed in the sparkling section,
MyCoke as the leading
communication brand

0 D 5 g 3
1 = & T e '
;;"‘ = R, e T e
- AN T : -
= | =—— = =——

Option 2:

Placed in the RTD tea section,
fuzetea as the leading
communication brand

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
assoon as fuzetea
extrinsic photographs
are available.



DESTINATION ZONE
Pick and Mix

) (ol | (sl

sl (el

IMPULSE ZONE
Secondary double-sided display



DESTINATION ZONE

DESTINATION ZONE
Pick and Mix
(sparkling category)

Special occasion fixture
(ice tea category)

IMPULSE ZONE
Beer adjacency

IMPULSE ZONE
Creative display



PICTURE OF SUCCESS

DESTINATION ZONE
Special occasion fixture
(ice teglgaiegory)

DESTINATION ZON
Pick and Mix
(sparkling category)

IMPULSE ZONE IMPULSE ZONE

Spirits adjacency display IMPULSE ZONE Book section
Impressive display corner
IMPULSE ZONE

Beer adjacency



E-COMMERCE



THE RISING IMPORTANCE OF THE E-COMMERCE

+187%

e: Retail Net Group r p rf
’r II ndscape and cha
dynomics 2015

28,

Source : Dunnhumby

ONLINE BASKETS

2.2X

HIGHER IN VALUE THAN
OFFLINE BASKETS

Source : Dunnhumby . . . . .



IMPORTANT TO BE PRESENT IN EVERY STEP OF
THE SHOPPER E-COMMERCE JOURNEY AND
TO ASSURE STRONG VISIBILITY

New & Existing shopper ROLE
Attract online shoppers, drive awareness and seed the idea

Homepcge of a great promo offer for the me time at home occasion.

New Shopper Existing Shopper

My favorites ROLE
Present the offer and make users feel that they are just a click

away from getting the best deal. Change the
communication lead brand and messages depending on the

banner placement.

Promo pages

Category pages Search

Dedicated pages

Cross-category pages

ROLE

Last chance, “don’t forget” CTA with “Add button”



HOME PAGE BANNER

T Tesco- x ' £ (1)Wha' x ' [f Faceboo x ' G| NatiCas x ' T Picky Pic x ' rf Recipes x ' rf Recipes x ' «# Fiambre x ' [ MiniBab x ' [™ Recibidc x ' M Recibidc x

<« C | @ TescoPLC [GB] https://www.tesco.com px¢
i Apps [ Favoritos [ GM Administracién... G https://app.box.co... [ Coca-Cola north a...

TESCO Groceries v Search @

y & & & o 4

Groceries Tesco direct F&F clothing Tesco Clubcard Tesco Bank Tesco Mobile Wine by the case Recipes More... v

IT'S YOUR TIME. BUY A MULTIPACK
AND GET ONE CAN FOR FREE

1 13

ORIGNAL TASTE

ol
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MY FAVORITES

2 IT'S YOUR TIME.
BUY A MULTIPACK

t AND GET ONE

CAN FOR FREE

g [ e Rl

Add now >

SUPPORTING DATA:

847

OF E-SHOPPERS

START

SHOPPING HERE

Source: Prezi.com, Tesco customer
data, Poland



SPECIAL PROMO SECTION

n
800 /T tesco direct Offers - Tesco x \(ob =
(& @ Tesco PLC(GB)  https:/ /www.tesco.com/direct/offers/?sc_cmp=ref*dchp*stc*nav*offers&utm_source=dchp&utm_medium=nav&utm_campai & | (Q search "B 92 3+Aa =
\>/

(&) Most Visited ~ @ Getting Started

TESCO direct

Clearance
BackTo  Clothing&  Technology  Home Home& .. DIY& | o Sports &
School  Accessories & Gaming Electrical  Furniture arden | car s Leisure

Tesco Clubcard collect 1 point for every £1 you spend Free deliveries for a month

Offers, promotions and seasonal events

IT'S YOUR TIME.
BUY A MULTIPACK
AND GET ONE CAN

FOR FREE

- oo 2 ,ij aa v‘g

We've got a special deal for you! We've got your school shop sorted

From uniforms, bags and bikes to stationery and laptops,

Buy your favourite 4-pack and get one can for free et tha it i kids nees

Shopnow >

Q Storelocator

8 Youraccount ff Yourbasket

Baby& | Party&  Entertainment  Health&
Toddler Gifts & Books Beauty

Click+Collect free next-day pick-up

Pick up a great value TV from only £99

From top brands, Sharp, Toshiba and Technika

Shopnow > Shopnow >
Top offers by category
*
Home Technology & Baby & Toddler
Gaming
il
Save 1/3 on selected Circulon Collect Trinle Clubcard noints on selected Fit Save un to 30% on selected Angelcare Bab

800 /T 1escodirect Offers -

(€ ) @ @ Tesco PLC(GB)  https://ww,
S/
{&] Most Visited ~ & Gerting Started

TESS

Back To
School

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
as soon as fuzetea
extrinsic photographs
are available.

Clothing &
Accessories

Technology  Home
& Gaming

“lubcard collect 1 point for every £1 you spend

Electrical

c*nav*offers&utm_source=dchp&utm_medium=nav&utm_campai

Home & Dive
Furniture Garden

Clearance

Sports &
Car Toys  Leisure

Free deliveries fora month

Offers, promotions and seasonal events

We've got a special deal for you!

Buy your favourite 4-pack and get one can for free

Shopnow >

Top offers by category

Home

Regular promo offer

o

Save 1/3 on selected Circulon

Qh‘d—,— ea

N
We've got your school shop sorted

From uniforms, bags and bikes to stationery and laptops,
we've all the kit your kids need

Shopnow >

Technology &
Gaming

Collect Trinle Cluhcard noints on selected Fit

Click+Collect free next-day pick-up

¢ | (Q search

wB9 A =

Q storelocator 8, Youraccount ff Yourbasket

Baby& | Party&
Toddler ' Gifts

Entertainment
& Books

Health &
Beauty

Pick up a great value TV from only £99
From top brands, Sharp, Toshiba and Technika

Shopnow >

Baby & Toddler

Save up to 30% on selected Angelcare Bah:

Value added promotion with selected partners

(buy a multipack and get one can for free)

(buy a multipack and get a free online book)
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Getting Started

Tesco.com | My Onders: | My Accoust | Sign in | Register | Website feocback £ | Halp &

TESCO Searen

Q4 searcn

-
Q Search with a listof lems ¥
Groceries Favourites Recipes Special Offers m Delivery Saver
Fresh Food Frozen

Home  nspiration
Pets  Householt g g

Heain
Food P Cigpcad  Food | DR BIMY gpeauy L Evenis

Q) 47 results for ‘coca cola’

Refine by Sowngposus 1.200047 Page: 12_3net>  Showmoe vews 31
v Popular Seriby | Relevanca )60

New Products.

- -

Spesial Offers
v e m
Cola (41)
Single Dudrks () CocaColaCoke Zero | Coca Cola Regular  Coca-Cola Coke 1750 Coca ColaDiet Coke  Coca Cola Reguiar
Fizzy Drinks (7). 4330l 4X330mi Cafieine Free 1.75L
Tonic Water & Anry 2 for £2.50 Save 50p Was £350
Traitional Movers (2} e for dubesry s MNow £3.00

BT U ZZOANTT | Offer vl or Sebeey frim

Finest Reacy Meals & 28T s RANT
Sides (2)
Adult & Premium
Drinks (1) £1.66  motom £3.00  mwioe
St Water (1) Quanity uantty

@ -

+

Rest of shall » Restaf shell >
g . i
y -
m h Gce tea) - Grocerie... * | &
(G%) | hups:/ /s prod: € | (Q search
b Getting Started

TESCO

>
TQ Search with a st of lems ~

I Groceries Favourites Recipes Special Offers Delivery Saver

Tesco.com | My Orders | My Accourt | Sign n | Repiter | Wetsts feedback & | Help ©

Search

Fresh

Food Frozen
Food P Cignoa

Food Drinks. Baby
Q 4 results for 'ice tea'

New and exclusive to Tesco

Tryourrange of hot, herbal brews

Refine by Sowegproducts 1-40f4 Page: 1

v Popular
i G V -
v Area &
"
Acopops & Premix ‘ e
Spints (2) -
o

Harry Bromptons. Hary Bromplons.
Alcohol Ice Tea Skinny  Aloohol ice Tea Original
Peach 25. 250M

Adult & Premivm
Drinks (2) Fuzetea Biack TeaLemon  Lipton Ice Tea Peach
4330M 500MI
Buy 1 Sandwich, Wrap | Buy 1 Sandwich, Wrap
or Salad + 1

Drink Fol

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
assoon as fuzetea
extrinsic photographs
are available.

Searching for the beverages

SEARCH

806 / T Search (pringles) - Groceri... * \+
@ i) @ Tesco PLC(GB) | https://www.tesco.com/groceries/product/search/default.aspx?searchBox=pringles&newSort=true&search=Search (c.2

Most Visited = @ Getting Started

TESCO Search

-
Special Offers Delivery Saver

Q Search with a list of items ¥

Q search

Tesco.com | My Orders | My Account = Sign In | Register | Website feedback & | Help &

Groceries I Favourites Recipes

Fresh Food Frozen
Food Cupboard Food

Health Home Inspiration

Pets Household & Events

Bakery Drinks Baby

& Beauty &Ents

Q 12 results for 'pringles'

Pringles

Pop and share with friends

Refine by Showing products 1-120f 12 Page: 1

v Popular Relevance

Special Offers y

e
i~

Pringles Original Crisps  Pringles Sour Cream Pringles Salt And
200G

21812017 until 2/8/2017 unt

£1.12 (@0sst00g)  £1.12 @osenoog)  £1.12 oseincog) | £1.12 oseinoog) | £1.12
Quantity Quantity Quantity Quantity Quan
SRR - JEEEEY - JEEEY - IR -

Rest of shelf > Rest of shelf > Rest of shelf >

Pringles Texas Bbq  Pringles Prawn Cocktail

And Onion Crisps 200G Vinegar Crisps 200G Crisps 200G Crisps 200G
Half Price Was £2.25 Half Price Was £2.25 Half Price Was £2.25 Half Price Was £2.25 Half Price Was £2.25
Now £1.12 Now £1.12 Now £1.12 Now £1.12 Now £1.12
Offer vad for o . Offer

(£0.56/100g)

ity

+ 2

Rest of shelf > Rest of shelf >

"B I A =

Reserve a slot for either home
delivery or collection

Bookaslot >
@ Basket 0 items

You need to sign-inregister to add
items to your basket.

Substitute options

Save baskel

SAVOR YOUR MOMENT.
BUY A MULTIPACK AND
@ GET ONE CAN FOR FREE

.

Searching for other me time at home related categories (for instance snacks)




BEVERAGE CATEGORY BANNER

8 06 / T Drinks | Buy Drinks Online... x\+

6 () @ Tesco PLC (GB) https://www.tesco.com/groceries/department/default.aspx?N=4294792677&Ne=4294793660

(E] Most Visited ~ @ Getting Started

C | (Q search

Tesco.com | My Orders | My Account | Sign In | Register | Website feedback (5 | Help &

T ESCO Search

rF £ & & & 4
=Q Search with a list of items ¥

| Groceries I Favourites Recipes Special Offers Delivery Saver

Fresh Food Frozen d Health Home
Food Bakery Cupboard Food Drinks Baby & Beauty Pets Household & Ents

Inspiration
& Events

Drinks

Browse our selection of drinks, with something to suit every occasion and every member of the family. Find
your favourite from our great range, including soft drinks, chilled fruit juice, tea, coffee, beer and wine.

Fizzy Drinks & Cola

Juices & Smoothies

Bottled Water

Squash & Cordial

Adult Drinks & Mixers

Kids & Lunchbox Drinks

Sports & Energy Drinks
Fizzydrinks >

Milkshake L

Tea

Coffee

Hot Chocolate & Malted
Drinks

SAVOR YOUR MOMENT.
BUY A MULTIPACK AND
GET ONE CAN FOR FREE

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
as soon as fuzetea
extrinsic photographs
are available.



BEVERAGE SECTION

e 06 % el \
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Tesco.com | My Orders | My Account | Sign In | Register Website feedback & | Help & Reserve a slot for either home Tesco.com | My Orders | My Account | Sign In | Register | Website feedback & | Help & Reserve 8 siot for lther borme.
delivery or collection 5
TESCO s . TESCO = it
— -
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5 S
Sparkling Water -
New and exclusive to Tesco Savy Sesiotin Shopping It
Try our range of hot, herbal brews ‘.gi_A- Empty basket
Refine by Showing products 1-20 020 Page: 1 Views §i§ Refine by Showing products 1-4of 4 Page: 1
v Popular Sortby | Popularity 2)| Go> ~ Popular
Special Offers - . Special Offers
’ P
v avn ‘ — 2l
S/!a(ssr ?Smed Sparkling E Alcopops & Premix i
/ater Spirits (2) .
Sparkling Flavoured - Adult & Premium
Water (1) Tesco Everyday Value Tesco Ashbeck Tesco Sparkling Water  Buxton Sparkling Tesco Ashbeck Drinks (2) Lipton Ice TeaLemon  Lipton Ice Tea Peach Harry Bromptons Harry Bromptons
Sparkiing Water Sparkling Water 2Ltr ~ Sparkling Water 4X2itr 6X500ml Mineral Water 8 X 500  Sparkling Water 2Ltr - J:Snﬁ%z I&EAND 500MI 500MI Alcohol Ice Tea Skinny  Alcohol Ice Tea Original
Multipacks (8) M Pack GET ONE CAN FOR FREE Peach 25... 250MI SAvoR Your owENT
Buy 1 Sandwich, Wrap | Buy 1 Sandwich, Wrap ‘ GET ONE CAN FOR FREE
Large Sparkling - orSalad +1Snack+1 | or Salad + 1 Snack + 1 L.
Water (8) R ® oM Drink For £3 3 o G o W
Small Sparkiing % ’
£0.17  (coov100m) £1.50 ¢ ) £2,09 £0.45 £0.99  ozonm)  £0.99  (020m00m) £1.60 @sson  £1.60 (e8.401)
Quantity j""‘:’"‘-' I‘;“:::’::"":;‘;; Quantity Quantity Quantity Quantity Quantity Quantity Quantity
SRR - v@m- @ - e - v@m--@m- - e
g & Rest of shelf > Rest of shelf > Rest of shelf > Rest of shelf >

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
as soon as fuzetea
extrinsic photographs
are available.




CROSS-CATEGORY PLACEMENT - BEER

8 O 6 / I Search (pringles) - Groceri... * \+

@ (® @ Tesco PLC (GB) | https://www.tesco.com/groceries/product/search/default.aspx?searchBox=pringles&newSort=true&search=Search [

E] Most Visited ~ @ Getting Started

TESCO

\O\ Search

Tesco.com | My Orders | My Account | Sign In | Register | Website feedback (& | Help &

Search
rF & & & & 4
Q Search with a list of items ¥
I Groceries | Favourites Recipes Special Offers Delivery Saver
Fresh Food Frozen § Health Home Inspiration
Food Bakery Cupboard Food Onnks Baby & Beauty fets {ousehold & Ents & Events
1 ,
QQ 469 results for 'beer
Refine by Showing products 1-200f 463 Page: 123 .. 24 next > Show more
v Popular Sortby | Relevance 4| Go>

Special Offers
v Area

Beer - Ale &
Bitter (132)

Beer - Lager (112)

e ——

orona
oo

x Fosters Lager 20 X | Carling Lager 18X440ml Corona Extra 12X330ml = Budweiser 20X300ml  Stella Artois 18 X 440MI
Cider (104) 440MI Cans Bottle
Beer - World
Lager (85)
Beer - Craft &
Specialist (84)
Stout & Porter (15) Choosing a beer & cider... Choosing a beer & cider... Choosing a beer & cider... Choosing a beer & cider...
Beer Gifting (13) £14.00 €1eon  £12.00 €152y £12.00 €304 £13.00 w217y £14.00 (€1.770)
Food Cupboard Free Quantity Quantity Quantity Quantity Quantity

From (9)

Adult & Premium

Drinks (9) Rest of shelf > Rest of shelf >

Tonic Water &
Traditional Mixers (7)

Gluten Free (7)

- +@ - +@ - -3

-+ 3

Rest of shelf >

-+ 3

Rest of shelf > Rest of shelf >

N e —

i} /7]

wBe 9 3

Reserve a slot for either home
delivery or collection

Book a slot >
@ Basket 0 items

You need to sign-in/register to add
items to your basket.

View full basket

Substitute options

Save basket to Shopping list

Empty basket

IT'S YOUR TIME.
BUY A MULTIPACK AND
GET ONE CAN FOR FREE

_ T kY

Add now >

f®




CROSS-CATEGORY PLACEMENT - COSMETICS

e 06 / I Search (face mask) - Groc... \+

(%] Most Visited ~ @ Getting Started

TESCO

r £ & & & 4
Q Search with a list o items v

| Groceries I Favourites Recipes

Fresh Bake: Food Frozen
Food ™Y Cupboard Food

Drinks Baby

QQ 47 results for 'face mask'

Refine by Showing products 1-200f 47 Page: 12 ..3 next >

v Popular

Special Offers

Feeling Beautiful Freeman Dead Sea
Cucumbr Peel Off Mask ~ Mineral Anti Stress
15MI Mask 15MI

£1.50 (e1.00r1om) | £1.50 (£1.00/10ml)

Quantity Quantity
-+ -+ 3

Rest of shelf > Rest of shelf >

 LOREAL

@ (® @ Tesco PLC (GB) | https://www.tesco.com/groceries/product/search/default.aspx?searchBox=face+mask&newSort=true&search=Search

C | (Q search

Tesco.com | My Orders | My Account | Sign In | Register | Website feedback (= | Help &

Search

Special Offers Delivery Saver

Health Home Inspiration
& Beauty Pets Housshold & Ents & Events
Show more Views 888
Sortby | Relevance  :] Go>

Feeling Beautiful Freeman Polishing Quick Fixfacials Anti
Avocado And Oatmeal Charcoal Gel Mask Blemish Mud Mask
Clay Mask... 15MI 100MI

£1.50 (£1.50/each)  £1.50 1.00110m)  £4.00 (£4.00/100ml)

Quantity Quantity Quantity
- +@ - +@ -+

Rest of shelf > Rest of shelf > Rest of shelf >

) %8 @ 3 A

Reserve a slot for either home
delivery or collection

Book a slot >

@ Basket 0 items

You need to sign-in/register to add
items to your basket.

View full basket

Substitute options

Save basket to Shopping list

Empty basket

SAVOR YOUR MOMENT.
BUY A MULTIPACK AND
GET ONE CAN FOR FREE

o Ep s Ry

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
assoon as fuzetea
extrinsic photographs
are available.




CROSS-CATEGORY PLACEMENT - PARTNERSHIP PROMO

© 00 [T search (face masky - Groc... * \&

€ ) () @ Tesco PLC(GB) | hittps://www.tesco.col

NS4
(& Most Visited = @ Getting Started

m/groceries/product/search/default.aspx?searchBox=Fface+ mask&newSort=true&search=Search @ | (Q search %8 9 3 A

New Products
Special Offers
v Area
Popcomn (52)

Tortlla Chips, Dips
And Party Snacks (4)

Cracker Crisps,
Baked Snacks (4)
Single Crisps (3)
Asian Groceries (3)
Nursery Bedding (2)

Caribbean
Groceries (2)

American
Groceries (2)

Chewy Sweets (2)

Vegetable Crisps And

Tesco.com | My Orders | My Account | Sign In | Register | Website feedback © | Help © Reserve a slot for either home
TESCO delivery or collection
Search
e
0 Search with a st of flams
Groc Favourites Recipes Special Offers BBQ and Picnic Delivery Saver ﬁ Basket 0 items
Fresh Food Frozen Health Home Inspiration i e
Food | Bokey | bt Food Oricks | Baby | gpgguty | Pots | Housshold | genee | gEvents :g‘n:f:‘;‘;szi"s;;f“ artoadd
i . =
Q 66 results for 'pop corn
Refine by Showing products 1-200(66 Page: 123 _ 4 next > Show more views g} ask
v Popular Sortby | Relevance ¢ Go

~REFRESH YOURTIME
WITH FAVORITE DRINK,
POPCORN.

y y JAND MOVIE
o

Tesco Finest Toffee Nut  Tesco Finest Apple And
Cinnamon Popcom
706

Butterkist Salted

Tesco Sweet And
Microwave Popcom 3 X Latte Popcorn 170 G
706G

Tesco Variety Popcorn 6
Salted Popcorn 110 G ack 70 G

Any 3 for £2.00 Save 29p Was £1.79 Save 20p Was £1.79
flor vald for doiery f v ow £1.50

1.8

£1.00 sosttooy) | £1.00 (eravi009) | £1.50 (71100 £1.50 tossnoag)  £1.50 (£0.68/100g)
Quantty Quartity Quantity Quantty Quantity

- +@- +@- +@- +@- + 23
Restof shelf > Restof shelf > Rest of shelf > Restof shelf > Rest of shelf >

Fresh Chicken (2) )
Butterkisy)
Cereal Bars & hd
+\iines surery

TESCO Searen

o
TQ Search with a list of items v

OO0 /T search face mask) - Groc... * \k x
) (©) @ Tesco PLC(GB) | https://www.tesco.com/groceries/product/search/default.aspx?searchBox=face+: search=Search c Q Search Pxdl:= I - IR 3 =
(&) Most Visited =~ @ Getting Started
Tesco.com | My Orders | My Account | Sign In | Register | Website feedback & | Help & Reserve a siot for ether home

Groceries Favourites  Recipes  SpecialOffers RGN e gl  Delivery Saver
Fresh Food Frozen Health . Home Inspiration
Bakey | Cupboard = Food | DOfitks | Baby | ggequy  Pets | Household | gy aEvents

) 4 results for ‘music cd". Did you mean to search for ‘music cds'?

Q 4 results for 'music cd'

Refine by Showing products 14 0f4 Page

Sortby | Relevance s 6o

Ed Sheeran X Cd

Ed Sheeran (Deluxe) ~ Take That Wonderland = Elo All Over The World:
Cd Cd Very Best Of Cd

£5.00

(£5.00/each)

£8.00

;
+E@ -+ - 3

Rest of shelf >

£5.00 (£5.00'each) (£8.00/6ach

£12.00

(£12 00ieach)

Quan Qua
-+ B3 -

Rest of shelf > Rest of shelf >

Rest of shelf >

Sort by | Relevance 4| Go

Buy a multipack and popcorn, and get a
free movie download from Netflix

delivery or collection

& Basket items

You need to sign-infregister 1o add
items to your basket.

BUY A M

ULTIPACK
AND GET A FREE

A FRI

Buy a multipack and get a free Spotify
Premium for 1 year

Note: this KV is used for
the illustration purposes
only. It will be replaced
with the extrinsic visuals
as soon as fuzetea
extrinsic photographs
are available.



CHECK OUT BANNER
(FOR SHOPPERS WITHOUT MULTIPACK IN THEIR CART)

® O 6 / T Drinks | Buy Drinks Online... \+

< C' | @ Tesco PLC [GB] https://www.tesco.com/groceries/deliveryoption/default.aspx?ValidationFailed=1 W
¥ Apps [ Favoritos [1 GM Administracién... [©] https://app.box.co.. [H§ Coca-Cola north a...
Tesco.com | My Orders | My Account \ Sign Out ] Website feedback & | Help (& Reserve a slot for either home

delivery or collection

T ESCO Search

P el
=Q Search with a list of items ~ @ Basket 2 items

‘ Groceries Favourites Recipes Special Offers Lunchbox Delivery Saver 0 £4 will be added at checkout to

baskets under £40 ?

Fresh Food Frozen : Health Home Inspiration
Food Bakery Cupboard Food K. o & Beauty e el & Ents & Events Guide price |- £8.85
Clubcard points 8
" MultiBuy Savings £0.00
Continue shopping How would you like to shop? ‘
View full basket

2 Home Delivery = Click+Collect

Ll )
Your shopping is carefully picked, cleverly packed and then Our personal shoppers pick your items for you
delivered to your door. Available seven days a week. to collect from over 320 collection points across the UK LAST CHANCE TO
BUY YOUR FAVORITE

DRINK AND GET A CAN
FOR FREE

g Fp

Book a delivery siot > Book a collection >
Read more about our delivery options >

[ - L




PROMO
APPROACH




PROMOTIONS SHOULD BUILD THE OCCASION, DRIVE PURCHASES,
OFFER CHOICE AND VALUE ADDED PROMOTIONS WITH PARTNERS

BUILD OCCASION DRIVE REGULAR OFFER A CHOICE ACTIVATE PARTNERSHIPS
PURCHASING HABIT

9
\ @ amazon.com

Prime

Providing additional value
through pack

Geta Buy a multipack & buy a multipack and
(popcorn, movie and multipack) and get one can for free get Spotify Premium for 1 year




g
o ;.
Kl



WHEN CAN “ME
TIME” BE ACTIVATED?

1. Coke&meal = #1 MyCoke priority
executed consistently, continuous
Full IMC plan activation and media
investment for 3 consecutive years.

2. Metime@Home = #2 MyCoke
priority and #1 fuzetea priority.

3. The right price ratio between Single
Serve Multipacks and Key FC
reference pack has been
established.

MUST HAVE

. Digital and inStore plan investment

plan needed for 3 years to drive
shopper & consumer link to
occasion and pack.

. 3 years plan developing Single

Serve share in mix.

. Picos with right merchandising at

PBS and one additional display-per
store.

. 3 waves of dedicated promo

support behind SS multipacks.
Promo WD >50% in channel



KBI

FOUNDATIONS:
Relative Price Index of Can MP vs MS Frequency Pack: 1.6-1.8

Contribution in revenue of My Coke « Markets that are starting to build SS @home culture: >3%
: «  Markets in developing stage for SS @home:15%+

Can MPs vs total My Coke in Modern

Tade 4 ) « Established SS @home markets: 30%+

(optional to include Fanta and Sprite in metrics where those
are available offers)

MyCoke fuzetea
: WL » Countries that didn't have
WD of My Coke Can MPs in Hyper/ Supers ) B Loa-RQIl: >307% Nestea MP: >30%
WD of fuzetea Can MPs in Hyper/ Supers « Developing stage: 70%+

« Countries that had Nestea MP:

(see current S§ MP WD slide in appendix as :
* Established markets: 100%+  aqpply distribution targets as per BP

underperforming distribution vs sfondord)

Additional IPP in the right zone related
to ME TIME occasion assuming that
there is already an execution of
Coke&Meal (SSD & non-sparkling)

min +1 for SSDs & non sparkling
(i.,.e. modular display)

Increase HH penetration and Driving ) Contribution in MyCoke and Fuzetea HH penetration and
Transaction in Metime@home occasion frequency based on BP brand KBl
|







OCCASION BASED BUNDLE OFFER ACTIVATION

COMPLEMENTARY CATEGORY (I.E. ADJACENT TO A KEY LOCATION
SMARTWATER BY PRODUCE) (IE SSD + TEA BY DELI) INCORPORATES COMPLEMENTARY CATEGORY

SINGLE KO BRAND ADJACENTTO A MULTIPLE KO CATEGORIES MULTIPLE KO CATEGORIES IN A SELF- STANDING
; MERCHANDISING SOLUTION THAT
(IESSD + TEA + BUNS IN DELI/BAKERY)

LEVEL LEVEL LEVEL

LFSV/ELN 1 Py LEVEL 2 g LEVEL 3
S A i DEMONSTRATES | . IS IDEAL STATE
S & Uy ¢ MULTIPLE , INCLUDING

CATEGORIES ADJACENCY

OBBO




CATEGORY BOUGHT SPLIT BY MEN AND WOMEN

Total Male Female
Base: Unwtd 339 110 229
207 56 151
Dai .g. milk, ch . hurt
airy (e.g. milk, cheese, yoghurt) 61% 51% 6%
Savoury snacks, crackers 2y s 20
¥ ' ' 24% 22% 24%
Non-alcoholic ready to drink beverages (water, juices, sparkling or 11 47 2
carbonated soft drinks, energy drinks, ice tea, etc) 35% 43% 31%
Beer, wine or spirits £3 | Al | =2
: 2 19% 28% 14%
103 31 %2
h late, fs, biscuit
Chocolate, sweets, biscuits 30% 28% 31%
. 121 34 87
Fresh Fish, fresh Meat & Poultry 3% 31% 8%
194 51 143
Fresh Fruit & V tabl
resh Fruit & Vegetables 579 46% 62%
66 2 45
Frozen goods (meals, meat, pouliry, vegetables) 19% 19% 20%
Chilled prepared/ready to eat meals (salads, soup, sandwiches) i 2 L
s & e 6% 7% 5%
: 87 20 67
Non-food items (detergents, households goods efc.) 26% 18% 29%
12 6 6
N fth
one of these 4% 5% 3%

Source: Growth Stories, 2016, SM, Italy

more often
bought by
women

more often

bought by
men



CATEGORY BOUGHT SPLIT BY MEN AND WOMEN

GENDER GENDER
TOTAL Man (a) Woman (b) TOTAL Man (a) Woman (b)
Base: 203 71 132 Base: 207 58 149
Dairy (e.g. milk, cheese, yoghurt)  31.5 21.1 37.1 Dairy (e.g. milk, cheese, yoghurt) 353 29 3 37.6
Savoury snacks, crackers, 7.4 5.6 8.3 Savoury snacks, crackers, 1.9 0 2.7
Beer 103 Beer 13 e often
Wine 2 1.4 2.3 Wine 2.4 m bought by
Coffee 6.9 7 6.8 Spirits 1 3.4 0 women
Chips & Salty snacks 5.9 2.8 7.6 Coffee 14.5 13.8 14.8
Chocolate, sweets, biscuits  15.8 12.7 17.4 Chips & Salty snacks 7.2 3.4 8.7
Baked (bread, crumpets, croissants)  21.7 19.7 22.7 Chocolate, sweets, biscuits  30.9  20.7 349
Fresh Fish, fresh Meat & Pouliry (not frozen) 17.2 19.7 15.9 Baked (bread, crumpets, croissants) 6.8 1.7 8.7 @g&zg{cf;
Frozen goods (meals, meat, pouliry, vegetables, pizza) 4.4 5.6 3.8 Fresh Fish, fresh Meat & Poulfry (not frozen) 30 22 .4 32.9 men
Chilled prepared/ready to eat meals (salads, soup, sandwiches) 5.9 m Frozen goods (meals, meat, pouliry, vegetables, pizza) 8.7 6.9 9.4
Fresh fruit & veg 35 21.1 49 .4 Chilled prepared/ready to eat meals (salads, soup, sandwiches) 1.9 1.7 2
Breakfast cereals 3 0 4.5 Fresh fruit & veg 45.9 43.1 47
Condiments (spices, sauces for food prep) 6.9 2.8 9.1 Condiments (spices, sauces for food prep) 6.3 1.7 8.1
Deli/ Gastronomy 4.9 7 3.8 Deli/ Gastronomy 8.7
Non-food items (detergents, households goods etc.) 9.9 5.6 12.1 Non-food items (detergents, households goods etc.) 459 241 54 .4
None of these  10.8 16.9 7.6 None of these 4.8 10.3 2.7
Source: Romania, IPP 2016. SM (Mega Image) Source: Romania, IPP 2016. HM (Cora)



THE BIGGEST AREAS FOR IMPROVEMENT ARE REPRESENTED BY RO, RU
AND PO THAT OFFER SMALLER ASSORTMENT VS OTHER CEE/WEBU MKT

AVG # OF 55 COLAS & VALUE PACK MIX

OLEG 1 13 27 23 23 14 12 15 3 2 3
SKUs

I Mms [C1sssp Il ss MP

PACK
MIX

16,0%
1,0%
PO

RO RU
== ==

O:
-

Ly o W # & O

- 2
Source: Pack mix value sales: Nielsen, Cola segment, MAT OCT'16 H+S; Avg Number of SKUs (WD 40+) FY 2016 Super (W% ‘ goes?gr%' I?urope



AVAILABILITY IS HIGHER IN GR, CH AND IT, SHOWING EXPANSION IN RO, PO
AND RUSSIA, STILL LIMITED. PROGRESS ON UPSCALE PACKS, ESPECIALLY IN
CH, STILL NOT UP TO THE LEVEL OF A DEVELOPED MARKET

DISTRIBUTION DRIVER - CCR SS MP WD YTD NOV'16
(W) v (W & (] =) L

>= |deal Rise but < ideal
2 J i i i H
= — Hypers 00 4 6 9 100 (=) 96 (-3) 63 (+40) 100
@ Supers 8 9 (+4 69 (+57) 8 (-6 100 (=) 96 (-3) 34 (+29) 100
Discounters* - - NA NA 89 (+6) 34 (+30) >=80
Hypers 49 (+10) - 94 (=) 100 (=) 99 (-1) - 100
Sopers 5 (1) L 9 (1) 9 (1) _ o5 /_‘ ==
Discounters 14 (+3) - e NA NA 40 (+40) e d priority
e scsn RS EET T
Hypers 91 (+1) i 3(+3)  96(=) | c0(+42) | - ] >=65
R Supers 84 (+4) - 1(+1) 97 (=) 48 (+33) - - >=40
Hypers 97 (+2) - - - 35 (+33) 33 (-10) 90
Supers 82 (+7) - - - 27 (+26) >=40
Discounters 7 (-4) - - NA NA -

= %
Source: Nielsen data bases, YTID Nov'l 6 ‘W,% ‘ Eoes?gr%' If(urope



CONTACIT



TCCC
Laura Gurrieri
lgurrieri@coca-cola.com

CCH

Sanja Malenic
Sanja.Malenic@
cchellenic.com

e

Link to hi-res
photographs

Loud&Louder
Masa Radovic
mr@loudlouder.com


https://dmx-coca-cola.tagcmd.com/#assets/gallery/13778815
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13778815
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401655
https://dmx-coca-cola.tagcmd.com/#assets/gallery/13401655

