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Abstract 

 

We are going to analyze how Coca-cola achieve sustainable growth online an offline. 

This report shows how Coca-Cola is represented in the media. 
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We are constantly seeing new examples of big companies and big brands embracing and 

using social media to connect with customers. Still, it’s impressive to see a company the 

size of Coca-Cola, not only talk the talk, but actually follow-through. At lunch 

yesterday, we got a chance to hear about the origins for Expedition 206 and it became 

very clear that Coca-Cola gets social media. 

 

The idea for Expedition 206 was kick-started by Clyde Tuggle, the senior vice president 

of Global Public Affairs and Communications for Coca-Cola. This is interesting for two 

reasons:  

 this initiative started from the top — the higher-ups didn’t have to be convinced 

of the power of social media and  

 

 this blurs the traditional lines and roles that exist between PR and marketing 

teams. 

 

Tuggle made it clear that Coke knows that they don’t own the brand — the consumers 

own the brand. Thus, who better to trust to spread the message of happiness than those 

consumers? Mr. Tuggle reiterated the importance of authenticity, accountability and 

transparency when communicating with customers and is committed to making sure 

those are key parts of the Expedition 206 adventure. 

 

The vision of the Company to achieve sustainable growth online and offline is guided 

by certain shared values that we live by as an organization and as individuals: 

 

• LEADERSHIP: The courage to shape a better future; 

 

• COLLABORATION: Leveraging our collective genius; 

 

• INTEGRITY: Being real; 

 

• ACCOUNTABILITY: Recognizing that if it is to be, it's up to me; 
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• PASSION: Showing commitment in heart and mind; 

 

• DIVERSITY: Being as inclusive as our brands; and 

 

• QUALITY: Ensuring what we do, we do well. 

 

Company Commitments 

 

The Company adheres strongly to its core values in the online social media community, 

and we expect the same commitment from all Company representatives -- including 

Company associates, and associates of our agencies, vendors and suppliers. Any 

deviation from these commitments may be subject to disciplinary review or other 

appropriate action. 

 

The Five Core Values of the Company in the Online Social Media Community 

 

1. Transparency in every social media engagement. The Company does not 

condone manipulating the social media flow by creating "fake" destinations 

and posts designed to mislead followers and control a conversation. Every 

Web site, "fan page", or other online destination that is ultimately controlled 

by the Company must make that fact known to users and must be authorized 

according to applicable internal protocols in order to track and monitor the 

Company's online presence. 

Coca-Cola also require bloggers and social media influencers to disclose to 

their readers when we're associating with them, whether by providing them 

with product samples or hosting them at Company events, and we need to 

monitor whether they are complying with this requirement. 

 

2. Protection of Coca-cola consumers' privacy. This means that the company 

should be conscientious regarding any Personally Identifiable Information 

(PII) that Coca-Cola Company collects, including how they collect, store, 

use, or share that PII, all of which should be done pursuant to applicable 

Privacy Policies, laws and IT policies. 

 

3. Respect of copyrights, trademarks, rights of publicity, and other third-party 

rights in the online social media space, including with regard to user-

generated content (UGC). How exactly you do this may depend on your 

particular situation, so work with your cross-functional teams to make 

informed, appropriate decisions. 

 

4. Responsibility in our use of technology. Coca-cola will not use or align the 

Company with any organizations or Web sites that deploy the use of 

excessive tracking software, adware, malware or spyware. 

 

5. Utilization of best practices, listening to the online community, and 

compliance with applicable regulations to ensure that these Online Social 

Media Principles remain current and reflect the most up-to-date and 

appropriate standards of behaviour. 
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