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October 15th, 2004 

 
 
Mr  David Byrne 
The European Commission 
DG Health and Consumer Affairs  
A Reflection Process for a New EU Health Strategy 
B-1049 Brussels, Belgium 
e-mail : Reflection-health-strategy@cec.eu.int 
 
 
Re: Stakeholder consultation on “Enabling good health for all: a reflection process 
for a new EU health strategy” 
 
 
Dear Commissioner Byrne, 
 

1. Thank you for your invitation to participate in your reflection process on a new EU 
Health Strategy.   

 
2. The Coca Cola Company welcomes the opportunity to share its views on those 

aspects of the debate that in some way affect our company, notably the discussion 
of obesity related diseases and nutrition.   

 
3. As outlined in this submission, our company has for a long time taken a number of 

measures that we consider an important part of our contribution to fighting obesity.   
 
4. Of course, given the importance of successfully tackling the obesity challenge 

currently facing the European Union, we, like you, have reviewed what we are 
doing and looked for ways to do it even better.  We will continue to keep our 
activities under regular evaluation to identify other appropriate ways to improve 
them further.  

 
General observations on the paper 

 
5. We strongly support the need for a comprehensive approach to a new health 

strategy which clearly underpins your initial thinking.  We also strongly support your 
vision of the importance of health in European society and the European economy. 

 
6. With respect to the issues more directly related to our business, we agree that an 

unbalanced diet and physical inactivity can contribute to certain diseases and that 
enabling consumers to make the right choices is indispensable (reflection 
document, p.3).  
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7. We wonder however if food labelling as it is today, or even as certain new 
proposals may alter food labels in the future, really help the consumer to make 
those choices.  We therefore strongly support efforts by the Commission to 
complete a review of food labelling to ensure it is effective for the consumer. 

 
8. At the same time, we do not think food labelling – even once it is improved – in 

itself will “(enable) the consumer to make the right choices” (reflection document, 
p.3).  To enable good judgment one must not only inform the consumer about 
individual food products but educate the consumer about the importance of a 
balanced diet and regular exercise.  Only armed with such knowledge can 
consumers decide what to eat, how much to eat and what else they must do in 
order to live healthily. 

 
9. We also strongly agree with the judgment that diseases linked with obesity are 

preventable and that long term investment in prevention is essential (reflection 
document, p. 6).  The critical question, however, is “what is investment in 
prevention”?  For us, it should focus on such things as effective nutritional 
education in schools, ensuring that schools can continue to provide students with 
the facilities and opportunities for regular physical education and activity, etc.   We 
suspect that a careful analysis of the spending trends on such programmes would 
demonstrate what most intuitively recognise as true – that access to such facilities 
and education for children are declining.   

 
10. You correctly note that prevention through nutrition is more difficult to implement 

(reflection document, p.8).  It is difficult because it requires investment and 
because that investment may not generate measurable results in the short-term -- 
as it takes time to change behaviour.  As you point out, what people eat and 
whether they exercise are personal choices (reflection document, p.8).  It is 
precisely because personal choice is so critical that education is so important.  
There are many examples of where effective well resourced education campaigns 
with consistent and clear messages have contributed to behavioural change.    

 
11. Allocation of resources is crucial.  If the required resources are devoted to 

nutritional and physical education in schools across the EU and if facilities and 
opportunities to exercise are made more widely available – even if only to the EU’s 
children, then results will follow over time.  For example, if communities across 
Europe were fully networked with bicycle paths so that kids could easily ride to 
school, would child obesity decrease?  We think it probably would.   

 
12. Therefore, we think the EU should – if possible – focus on ways to facilitate such 

investment.  Of course the funds required to do the job well are probably enormous 
– but the EU should do whatever it can to prioritise needs and facilitate these 
investments in education and facilities.  There might, for example, be a role for tax 
incentives for charitable contributions that directly respond to such needs.   

 
The Coca-Cola Company Strategy 

 
13. We fully agree with you that achieving good health for all is a shared responsibility 

that requires co-operation between all stakeholders (reflection document, p.1). For 
its part, The Coca-Cola Company has developed and is implementing a 
comprehensive strategy comprised of four key elements: 

• Making choice happen 
• Making informed choice happen 
• Making “movement” happen 
• Making responsible sales marketing happen. 
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Our Strategy could be described as follows: 
 

 Nutrition & Physical Activity Strategy 

 Responsible   Movement  Informed  Choice Sales/MarketingChoice

• New product launches • 3rd party endorsement • Grass root football • Educational channel policy 
− Low/No cal. • Associations • Everyday activities • Vending/cold drink guide 

• Package range • Employee training • Stepometers • Avoid doing dumb things 
• Cup size • Communicating choice • School programs • POS/Signage  

• Consumer education • Written contests • Coke/Coke light & food • Accelerating light  
• Rapid Response System • Community programs • Promotional activity    growth 

• Innovation • Message Management • Brand values through fun • Package downsizing   
• Nutritional labeling   & physical activities • Self-regulatory codes • Channel management • Societal investment • Hot line/consumer info. • Adv/Marketing policy • Sponsorships/Signage • Family/friends moments • Managing dialogue  

 
14. The strategy is thoroughly based on solid science and efficient targeted 

communication in each one of these four elements. In summary, we are/will: 
 

• Continue to work with the science elements of obesity 
 

• Work with local multifunctional teams within our company to effectively 
manage this business issue 

 
• Partner with governments, NGOs and education and sports authorities to 

find additional ways to solve the issue 
 

• Focus on light/low calorie growth products as a strategic priority 
 

• Use/leverage all system's marketing assets to enhance the promotion of 
physical activity 

 
• Share learnings with other stakeholders: the obesity issue is a global issue 
• Implement an internal employee (TCCC/Bottler) training programme to 

enhance knowledge of the issue 
 

• Thorough implementation and control of our Advertising Policy and 
Educational policy 
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As noted above, while we keep our actions under constant review, many of the 
elements of this strategy are things that the company has been doing for some time. 
 
15. The Coca-Cola Company is currently working and planning different sets of 

activities with academics and local authorities to study the behaviour of children and 
their parents in different social-economic groups in relation to diet and physical 
activity as a model for a much larger initiative for Europe. 

 
16. We are currently planning a multifaceted research programme to look at the multi-

factorial causes of obesity which must be addressed simultaneously to be effective. 
 
17. The Coca-Cola system recognises that obesity is a complex and serious public 

health problem.  Our broad product line, led by Coca-Cola, is the foundation of our 
commitment to consumers. In line with consumer preferences, we offer a wide 
range of over 430 brands worldwide and over 130 in Europe. We enclose for your 
reference a description of our current product range portfolio available in Belgium, 
which you will note provides consumer with the choice among products with 
different energy values and sugar content. 

 
18. Our commitment to consumers also encompasses adhering to the right policies in 

schools and in the marketplace; supporting programmes to encourage 
physical activity and promote nutrition education; and continuously meeting 
changing consumer needs through nutrition, innovation, choice and variety.  We 
are committed to playing an appropriate role in helping to address this issue in 
cooperation with governments, educators and consumers through science-based 
solutions and programs. 

 
 
Yours Sincerely, 
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This paper represents the views of its author on the subject. These views have not been adopted or in any way approved by the Commission 
and should not be relied upon as a statement of the Commission's or Health & Consumer Protection DG's views. The European Commission 
does not guarantee the accuracy of the data included in this paper, nor does it accept responsibility for any use made thereof. 
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