Part One Strategic Analysis
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After the risks were identified, a series of two-day workshops was organized with
employees and bottler partners around the world to share the findings and to plan effective Mitigation

strategies. This was a two-way learning process whereby Coca-Cola could refine its understanding
of water challenges and set priorities and the local partners could better understand and address
the water risks they were facing, It also created partnerships with local communities more than an
operational plan for Coca-Cola. Based on the risk assessment, it became clear that the company needed

to pay more attention to the systemic water issues affecting watersheds and communities and begin to
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pressing water problems. Interestingly, the risk assessment process
shifted the company from a narrow and reactive approach to a much more proactive and collaborative
strategy. To reinforce this broader approach, Coca-Cola developed the following water goals:

= Reduce: By 2020, improve water mmmcmmzow in manufacturing operations by 25 percent ooB@B@m
to 2010.

" Recycle: Treat wastewater in 100 percent of bottling plants to a level that can support
aquatic life.

* Replenish: Facilitate water to communities and watersheds to produce volumetric benefit
equivalent to global water production volume by 2020,
= Manage Risk: Assess water quality and quan
avoid adversely affecting the ability of others to access water.” i
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In August 2016, the company announced that it had replenished 115 percent of its operational wate
use through community and watershed partnerships, five years before its stated deadline.
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IMPACT OF NEW TECHNOLOGIES

It can be important, even critical, to manage the transition to a new technology. Hrm.wm%mwaﬁow ofa
new technology, however, even a successful one, does not necessarily mean that GEEwmmo.m based on
the prior technology will suddenly disappear. A group of researchers at Purdue studied fifteen
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companies in five industries in which a dramatic new technology had emerged:

= Diesel-electric locomotives versus steam

= Transistors versus vacuum tubes

= Ballpoint pens versus fountain pens

® Nuclear power versus boilers for fossil-fuel plants
® Electric razors versus safety razors.

Two interesting conclusions emerged that should give pause to anyone attempting to predict the
impact of a dramatic new technology. First, the sales of the old technology continued for a
substantial period, in part, because the firms involved continued to improve it. Safety-razor sales
have actually increased 800 percent since the advent of the electric razor. Thus, a new
technology may not signal the end of the growth phase of an existing technology. In all cases,
firms involve

d with the old technology had a substantial amount of time to react to the new
8&50_0@\.

Second, it is relatively difficult to predict the outcome of a new technology. The new technologies
studied tended to be e

xpensive and crude at first. The most spectacular erroneous forecast was

attributed to Thomas Watson, the CEO of what is now IBM, who predicted in 1943 that the total world
market for computers is maybe five. New technologies also sometimes start by invading submarkets,
and it can be hard to imagi

! e the full market potential. Transistors, for example, were first used in
hearing aids and pocket radios.



