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By June 1985, The Coca-Cola Company was getting

1,500 calls a day on its consumer hotline,
compared with 400 a day

“return of "old" C_de in July 1985”
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Coke Lore

The Real Story of New Coke

To hear =ome tell it, April 23, 1985, wag a day that will live in marketing infamy.

That's the day The Coca-Cola Company took arguabhy the biggest rizk in consumer goods
higtory, announcing that it was changing the formula for the world’s most popular 2ot drink,
and spawning conzumer angst the likeg of which no buginezs haz ever 2een.

The Coca-Cola Company intreduced reformulated Coca-Cola®, often referred to az “new
Coke®,” marking the firet formula change in 8% yvears. The company didn't 2et out to create the
firestorm of consumer protest that ensued; inztead, The Coca-Cola Company intended to
re-energize itz Coca-Cola brand and the cola category in its largest market, the United States

That firestorm ended with the return of the original formula, now
called Coca-Cola clazsic®, a few monthz later. The return of

§ original formula Coca-Cola on July 11, 1885, put the cap on 79 days
that revolutionized the soft-drink industry, trangformed The
Coca-Cola Company and stands today az= testimony to the power
of taking inteligent rizks, even when they dont quite work az intended.

Ve =2et out to change the dynamice of sugar colas in the United States, and we did exactly that
— albeit not in the way we had planned,” then chairman and chief executive officer Roberto
Geoizueta =aid in 1995 at a 2pecial emplovee event honoring the 10-year anniversary of "new

Coke.

But the mo=st =ignificant rezult of 'new Coke’ — by far,” Mr. Goizueta =aid, "wasg that it 2ent an
incredibhy powerful 2ignal ... a =ignal that we really were ready to do whatever was necessary
to build value for the owners of our buziness.

The story of "new Coke” iz widely recalled, but the context iz often
forgotten. In 1985, The Coca-Cola Company's =hare lead over itz chief
competitor, in itz flagehip market, with itz flagzhip product, had besn

www.thecoca-colacompany.com/heritage/cokelore.html

Select a =tory from the archive
by u=ing the drop-down menu:

SELECT A STORY 2
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Fast forward to 2009 ...

Ite “iISnack 2.0”

It took about 2 Seconds for the very market it was
trying to tap into - information-savvy kids - to flood the
blogosphere and the worlds of Twitter, Facebook and

YouTube with a single message: the name stank

“It took 5 da_withdrawal”
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Social Media Influence

million people worldwide visited
a social networking site.

Source: comScore, Social Networking Phenomenon

8%

of consumers trust peer
recommendations

Stat Watch: 500 Billion

That's the number of impressions that consumers share with
others online about products and services annually, say Josh
Bernoff and Ted Schadler, Forrester Research analysts and
the authors of Empowered. More than 60% of those
impressions are shared on Facebook, and 16% of users
generate 80% of messages and posts about products and

SEenices.
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88%  382% 85%

of CEOs will focus on of CEOs want to

of CEOs require more
getting closer to their 3

better understand visibility into their

customers in next 5 customer needs businesses
years

Businesses are focused on understanding their customers to
drive more/greater business value with their marketing spend

Source: 2010 IBM CEO Study
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Justifying and Measuring Digital Marketing

2010E U.S. “Direct & Digital” Advertising Spending 2010E U.S. “Digital” Advertising Spending

US$154.1BB _ US$28.9BB
) E-mail: | eTal Apps
Insert Media: Other: $1Z;E,B A . Widgets, Listenin
$0.8BB $2688 | Platforms:

DR Print: Mobile: 4 $0.38B
$15.088 $2.28B | P o
DR Broadcast; Dg:; t?ﬁ;”: Affﬂiasf; g;;vices;
3t $23.6BB . Display: .
$9.3BB m

Search: )
$15.688 AL

H . Source: WG Analysis, 2010
Te’esen"ces' Note: Arrows reflect percentage change in

_ KL
ISG urce: WG M:”,st_'_z,?ﬂ L $39. 5B B m spend, by channel, from 2009 levels
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The most scalable and robust social media analytic application
available that enables organizations to:
. Understand your customer needs to target new
G rOW Your .1‘ offers and products more cost-effectively through
Business different social media channels
T 4 .~ Evaluate your corporate reputation and make
En h alncCe Your 5*' .U Q‘! evidence-based messaging decisions that target
Reputation IV the right stakeholders at the right time
Respond more quickly with accurate, timely and
Im Prove your relevant insight into customer requests to

ensure a consistent experience across all

customer care
channels

Creating Relationships. Building Advocacy. Improving Loyalty
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Comnrahencive Analvtice —
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 Keyword Search

 Dimensional Navigation

e Drill Through to Content

Highly Scalable, Easy to configure, Flexible search = , {m é
: ‘ = ::E:ff?iEa‘%i::fﬁzi::ijzg.:gixh‘zaw
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* Relationship Matrix

» Relationship Graph

Gain insight, Anticipate new opportunities, Evaluate
campaign messaging
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 Dimensional Analysis

« Filtering

Make evidence-based decisions, Identify and target new
channels, Determine the campaign effectiveness
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Case Study — Adidas 2010 World Cup
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Is Lionel Messi
associated with the

How does the F50 stack up _ _
ELEIS ARl Clisaal © Track the launch of the adidas F50adizero,

the lightest football boot ever

» Track the effectiveness of sponsored
athletes for adidas

» Understand and react to emerging themes
around the World Cup

Are these messages getting
picked up?

Class Name Count Negative Positive

ELITE BOOT m 2.8% 22.5%

Launch of F50 3534 1.5% 10.7%

1440 the F50 MERCURIAL 2185 1.1% 12.7%
120 200

160

¥

05,05/ 2010 06/13/2010 07/ 182010
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...against the competition

...against other adidas
products

Mumber of Snippets

500

Absolute ADIDAS SOCCER FTW Exposure over Time

May9 May-16 May-23 May-30 JundE&  Jun-13
L

200

Jun-20 Jun-27

Julo4
|

Year, Week
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Brand

ADIFURE

| MERCURIAL

WORLD'S LIGH...

_CHAMELEON
FAST

THE SFARK
EVERY TEAMM...
1666

LIGHT SFPEED
GRAFHIC

THE

THE BLAZE

® DAYS OF FAST

g THE QUEST

:% FAST FOOTBALL

OMTHE PITCH 3

IMPOSSIBLE I...

,Lightweight 6 times more
mentioned in the context
of the F50, compared to
the previosly lightest boot
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People that co-occur with
the F50 most significantly

Brand
—
'=_[_
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Lionel Massi 241 12 =
David Villa 2 203 6
Messi a2 3
Willa 23
Steven Pienaar 21
Lukas Podolski 25 2
Johan Vonlan 17
De Rossi 1 19 r
Samir Masri 15

Shunsake MNak

Automatically extracted
from content to capture
,emerging people*

,Lionel Messi“ appearing
: in the ,emerging topic*

Nick Engvall shoes clals puma
edator boots fastest

ite ring
tlhlhtlum tf50 dd \:I:n

L\Dn=l ”iiil

around the F50 adizero
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How It works ...
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Facebook (500m) Habbo (162m)
MySpace (130m) hi5 (80m)

Orkut (100m) Cyworld (24m)
Last.fm (30m) Flickr (32m)

Twitter (106m) MyLife.com (51m)
Plaxo (15m) Vkontakte (81.5m)
Friendster (90m) Netlog (42m)

Geni (15m) Odnoklassniki (37m)
LinkedIn (75m) Mixi (24m)

Bebo (117m) Tagged.com (70m)
Classmates.com (50m) Windows Live Spaces (120m)
Badoo (69m) Qzone (200m)

Flixster (63m)

Source: http://en.wikipedia.org/wiki/List_of social_networking_websites. Accessed: 03 Oct 2010
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Twitter — Why its important to you and me

e Launched 15" July 2006. There was no Twitter 4 years ago
» Today has more than 106 million users

* More than 90 million tweets per day

» Open searchable API

» Real time, Searchable, Market feedback. An unprecedented access to market
pulse.
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Data Mart
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Demonstration ..
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