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The Coca-Cola Company

CMJ—CULI is perhaps the best known brand name in the world;
certainly it has served as an icon for the good life for more than
a century. At the writing of this book, sales of Coca-Cola and
other company products exceeded 1 billion servings a day; even
s0, the company is still very much in its infancy.

More than 113 years ago, John Pemberton created Coca-Cola.
Later came Asa Candler, the originator of twentieth-century
Coca-Cola marketing, and Robert Woodruff, who for more than
60 years was the architect of the company’s success and father of
The Coca-Cola Company’s international expansion. After
these famous visionaries came a long line of less famous but no
less crucial individuals skilled in a myriad of disciplines that,
combined, have led Coca-Cola to a worldwide presence admired

by businesses around the globe and throughout the history

of commerce.

But even with more than a billion servings per day gracing
counters and tables worldwide and creating a simple moment of
pleasure for people who speak more than 1,703 languages and
39,304 dialects, Coca-Cola is still only beginning to quench the
world’s thirst for refreshment.

In China, the world's largest
market, Coca-Cola volume con-
tinues to grow. But the average

resident of China drank just

seven Coca-Cola products a year.
Coca-Cola overtook its largest
competitor in 1996 in Russia; still
there is considerable untapped
opportunity in that country.

And so the story goes, country
by country and town by town.
Coca-Cola is by far the world's
leading soft drink, but it still has
enormous opportunities for growth.

Company leaders see the tra-
ditional coffee break evolving into
a Coke break, the widespread
and ever-present water fountain

accompanied by a Coca-Cola

dispenser, The Real Thing replacing
substitutes everywhere, and a
Coke glass as standard a fixture as
the wine glass in table place set-
tings worldwide. The old adage
“for all the tea in China” may

someday transform to “for all the

Coke in the world.” When this

happens, and happen it surely will given the success of Coca-Cola

in tempting taste buds of every culture, a billion servings a day
will be no more than a drop in the proverbial bucket.

At the cusp of a new millennium, it is difficult to determine which
is the more breathtaking—the history of Coca-Cola or its future.

It all began just a few blocks down the street from the current
location of The Coca-Cola Company’s world headquarters in
Atlanta, Georgia. On May 8, 1886, pharmacist Dr. John Stith
Pemberton stirred up the fragrant caramel-colored syrup in a
three-legged brass kettle and carried a jug of his formula down the
street to Jacob’s Pharmacy, Atlanta’s largest drugstore at that time.
That same day, the new product made its debut as a soda fountain
drink for five cents a glass. At some point, either by accident or
design, no one is sure which, carbonated water was mixed with the
syrup to create what would become the world's favorite soft drink.

Thinking that “the two Cs would look well in advertising,” Dr.
Pemberton’s partner and bookkeeper, Frank M. Robinson, suggested
the name “Coca-Cola” and penned the famous trademark in his
now-familiar script.

A simple oilcloth sign hung from the pharmacy’s awning
encouraged passersby to “Drink Coca-Cola.” And on May 29,

1886, the first newspaper advertisement appeared in The Atlanta

Journal pronouncing the drink as “Delicious and Refreshing,” a
theme that still echoes today. Sales in 1886 averaged nine drinks
per day.

Dr. Pemberton never fully realized the potential of the beverage
he had created. In poor health and in need of funds, he sold
portions of his interest in the venture. In 1888, the year of
Pemberton’s death, Asa G. Candler began to actively purchase
the outstanding shares of Coca-Cola. An Atlanta druggist and
businessman, Candler recognized great potential in the beverage

and acquired complete control by 1891 for a total investment

of $2,300.

Asa Candler, a master marketer, expanded the advertising
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