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Coca-Cola eyes non-fizz
options in restructure
By Andrew Ward in Atlanta

Coca-Cola has unveiled a
broad reorganisation of its
North American operations,
including the creation of a
new business unit dedicated
to developing new products
outside its traditional soft
drink category.

The shake-up is part of
broader efforts to revive
Coke's fortunes in its home
market, where consumers
are shifting away from
sugar-laden fizzy drinks
towards healthier alterna-
tives.

The US carbonated soft
drink market shrank by 0.6
per cent last year, according
to data published this week
by Beverage Digest, the
trade newsletter.

The decline represented an
acceleration from the 0.2 per
cent dip in 2005 and would
have been greater but for
strong growth in energy
drinks.

Under the new structure
announced yesterday, Coke's
domestic portfolio will be
split among three new busi-
ness units, known as spar-
kling beverages, still bever-
ages and emerging brands.

The creation of a separate
unit to incubate new prod-
ucts highlights the com-
pany's increasing focus on
innovation in response to
rapid change in the US bev-
erage market.

Coke has been slower than
PepsiCo, its fierce rival, to
diversify beyond cola into
non-carbonated beverages,
such as bottled water and
sports drinks.

The company's bottling
partners have become more
vocal over recent months
about the need for new prod-
ucts and some have threat-
ened to source drinks from
rival producers if Coke fails
to respond.

Sandy Douglas, president
of Coca-Cola North America,

said it would be the objec-
tive of the emerging brands
unit to become "the US
growth and profit leader in
emerging ideas, brands and
categories".

The company last month
agreed to buy Fuze Bever-
ages, a fast-growing US
maker of teas and juices, to
close the gap with PepsiCo's
broader portfolio.

Coke's overall perform-
ance has steadily improved
since Neville Isdell was
appointed chief executive
nearly three years ago fol-
lowing a long period of slug-
gish growth. But most of the
improvement has come from
outside the US, particularly
from emerging markets.

While carbonated soft
drink volume declined in the
US last year, the retail dollar
value of the market
increased by 3 per cent to
$70.1bn because of growth in
premium-priced energy
drinks.
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