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Keri Juice Blenders (June 2017)
WHAT: 
For the very first time we have introduced vegetables in 
to the portfolio, as seen in the Keri Juice Blenders line. 
Crafted using natural and unique ingredients this new 
range is part of our investment in meeting the needs of 
today’s consumers by offering new juices with:

• No added sugar 
• Preservative free 
• Smaller pack size than Goulburn Valley  
• Great taste

WHY: 
The new juice offering supports our wider sugar 
reduction strategy. The smaller packs sizes of 300mLs 
are a reduction from the Goulburn Valley 500mL pack 
size. Current offerings include no added sugar.

HOW: 
Keri Juice Blenders were locally developed with the 
support of a ‘Master Juice Blender’ who supported the 
Research and development (R&D) team to create each 
new recipe.

New Product Innovations 

Our innovation team is focused on creating new recipes and products with 
no or lower sugar content, along with great taste. Examples of our recent 
innovations created for Australian consumers are included below.

Coca-Cola with Stevia (April 2017) 
WHAT:  
A new recipe, Coca-Cola with Stevia as an evolution of 
Coca-Cola Life.

WHY:   
To continue to reduce the sugar content without 
impacting on taste. From 35 percent less sugar to 50 
per cent less sugar than classic Coca-Cola.

To make it easier for consumers to understand the key 
ingredient by changing the name to Coca-Cola with 
Stevia. Research showed that Australians are familiar 
with stevia as a common natural sweetener in food  
and drinks.  
 
HOW:  
Our technical team built on the eight years of learning 
and development with Stevia to create the new 

Coca-Cola with Stevia recipe in just a few months. 
Recipe development using Stevia with the Coca-Cola 
Company tracks back to 2010 with the first stevia in 
cola drinks in Argentina, followed by the USA in 2012, 
Great Britain in 2014 and Germany just last year. 

“This is the first time we’ve introduced a 
vegetable blend in Australia, with our new 

Keri Juice Blenders range being locally 
created as an important addition to the 

portfolio.” 
– George Droumev, Technical Director, Coca-Cola

less sugar and kilojoules than 
classic Coca-Cola

50%
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Aim: To actively encourage more Australians to choose a 
no-sugar Coca-Cola 

Coca-Cola No Sugar was created to taste just like classic 
Coca-Cola – but with no added sugar. It plays a key role in 
achieving our sugar reduction target as our insights found 
that a sizeable proportion of consumers are looking for a 
new, great tasting no sugar Coca-Cola alternative. 

5 Years in Development
The journey began in 2012 where the R&D team based in 
Atlanta was tasked with creating a Coca-Cola that is sugar 
free and tastes more like classic Coca-Cola. For the next 
five years, R&D trialled dozens of recipes and undertook 
multiple consumer trials in different markets, eventually 
creating our best tasting no sugar Coca-Cola. 

Only 7% of classic 
Coca-Cola consumers 
associate Coke Zero 
with tasting great4

Only 41% of classic 
Coca-Cola consumers 

associate Coke Zero with 
containing no sugar4

The new recipe is SIGNIFICANTLY PREFERRED 
BY COCA-COLA DRINKERS & equally loved by 
Coke Zero drinkers in Australia (vs current Coke 
Zero formulation)5

1 million+
free samples have been taken 
up by consumers

80%
of Coca-Cola 
classic drinkers 
are aware of 
Coca-Cola No 
Sugar 7

42%
of Coca-Cola 
drinkers intend to 
purchase 
Coca-Cola No 
Sugar 7

of carbonated soft drink 
consumers are aware of 
the no sugar alternative 7

74%

1.3% 
increase

In mix of no or low sugar2 just 
eight weeks after Coca-Cola No 
Sugar launched6 

What we’ll do next

33%
of our Coca-Cola volume 
(litres) comprises of either 
‘no sugar’ or ‘low or no kJ’ 
varieties 8

Our biggest launch of a new Coca-Cola in the 
last 10 years

Coca-Cola No Sugar (June 2017)

From 2017 our ambition is for all new Coca-Cola innovations to be reduced, 
low or no sugar only

3



Reformulation

As part of our commitment to sugar reduction, we’ve reduced sugar and 
kilojoules in 22 products9 since 2015. 
We’ve been carrying out a sugar reduction program of 
our current range of beverages over many years. We 
are doing this in two ways:

1. Reducing sugar content over time, reducing the 
overall sweetness profile - eg Lift hard hitting Lemon, 
Powerade ION4

2. Reducing sugar and replacing with non-nutritive 
sweeteners, including Stevia - eg Sprite, Fanta 
Raspberry

Percentage reduction in sugar and kilojoules (2015-2017)9
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19%

less kJ

Kirks 
Lemonade                                

Kirks 
Creaming 

Soda                       

“When it comes to sugar 
reduction, our goal is to gradually 
reduce sugar content over time by 

a variety of methods,  including 
the use of sweeteners from 

natural sources.”
– Coral Colyer, Scientific & Regulatory Affairs 

Manager, Coca-Cola
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Reduced sugar + added Stevia
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12 reformulations
in our portfolio are planned for sugar reduction10 
from August 2017 to December 2018

What we’ll do next

Introduction of company nutrition guidelines
To help ensure our product development team have the 
information and guidance to drive the reformulation 
and new product development program, we introduced 
‘Nutrition Guidelines’ in March 2016. They are based on 
the Australian Dietary Guidelines guidelines and targets 
set by leading health authorities, such as the World Health 
Organisation.

 These guidelines are updated annually based on 
regular reviews and evaluation of new science, nutrition 
recommendations and our global research and 
development program.

Our guidelines include:
7 TARGETS: 
Energy, Sugar, Total Fat, Saturated Fat, Protein, Sodium & 
Caffeine.

CATEGORY TARGET REQUIREMENTS: 
Specific to each beverage category e.g. regular soft drinks 
and flavoured milk.

SUGAR GUIDELINES: 
• ≤ 7.9g sugar per 100mL (excludes 100% Fruit Juice) 
• ‘No Added Sugar’ - 100% Fruit Juice

Deep Spring Mineral Water (2016)

WHAT:    
Reduced sugar content of Deep Spring Mineral Water 
Range by 26%. 

WHY:   
Our research found that younger consumers (25-39 
years) are increasingly seeking out beverages with full 
flavour and a not-so-sweet taste profile.

HOW:  
Our innovation team reduced the sugar content by 
26% with no addition of alternate sweeteners and 
maintaining great taste. 

The team also created a newcomer to the range, Peach 
and Raspberry. Each Deep Spring fruity sparkling 
mineral water contains no artificial colours and flavours. 

CAMPAIGN:  
The July 2016 launch was supported by a national 
marketing campaign that included outdoor, digital and 
experiential including a giant colour-by-numbers street-
art activation. 
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Smaller Pack Sizes

250mL 
PET bottle 
launched

250mL can 
launched as 
hero pack

390mL PET bottle 
switched from 

450mL

Our journey

20162013 2014 2015

We’re committed to providing consumers with more choice by providing 
a range of smaller packs and more convenient sizes across our portfolio. 
And importantly, making sure we increase the 
availability of these small packs in more locations. 

We reduced 
our 450mL 
bottle to 
390mL

 
Approximately half 
of all stockists of 
450mL now stock 
390mL instead

We’re increasing the range of small packs (< 300ml) in more locations

With the launch of the 250mL bottle in July 2016, small 
packs are now offered in 95% of grocery stores and in 70% 
of convenience stores and petrol stations9.

95% 70%

95% >80%

What we’ll do next

is our target for 
convenience and 
petrol stations to offer 
small packs by 2020

of new vending 
machines will 
have small pack 
capability by 2020

Between 2013 
to 2016, sales of 
small packs grew 
by

75%3

200mL mini-can 
share packs 
increased 
investment



Responsible Marketing

of our Coca-Cola marketing 
spend will now feature or hero 
a low/no kilojoule Coca-Cola

70%

Driving our water portfolio through innovative campaigns

In March 2017, PUMP was announced as the new official 
water of the AFL. The partnership was supported 
by an engaging campaign – PUMP Up Your Team – 
encouraging fans to show their team support during the 
2017 Toyota AFL Premiership Season. 
 
As part of the campaign, PUMP featured all 18 AFL 
team names on pack. These limited-edition packs 
enabled fans to select PUMP as their water of choice 
whilst cheering for their team. The campaign was 
successful in generating awareness, support and 
volume sales. 

RESULTS: 
• Strong national awareness of the partnership 
amongst the target audience (AFL fans, 20-39 years)

• Increased volume sales particularly the state of 
Victoria drove strong volume growth across the 
‘Convenience & Petrol’ channel and ‘Grocery’ channel

• Positive sentiment and engagement across digital & 
social channels

 

We are committed to harnessing our marketing capabilities to drive 
behaviour change towards low and no sugar options through innovative 
campaigns, collaborative point-of-purchase promotions and changing the 
way we do vending. 

In October 2016 Coca-Cola launched 
“In the Right Amount” campaign to 
encourage 
consumers to drink 
‘the right amount 
for them’ and hero 
the 250mL mini-
bottle

At least one  
major 
marketing 
campaign per  

year to hero 
low kJ 
products

Coca-Cola promotional guidelines

A key priority for us is to provide consumers with the clearest 
possible information about our beverages, helping them to 
choose the best option for themselves and their families. 

Our new promotional guidelines were introduced in 2016 
to our retail customers to help promote and market our 
products responsibly. 

They include: 
Promotion around menu boards, snack bundling and 
promotions. 

• kJ information available in-store 

• low kJ and no sugar beverage choices highlighted on 
menu boards
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Westmead Hospital Vending Trial

WHAT: 
From March - May 2017 Coca-Cola collaborated with 
the Population Health Division at Sydney’s Westmead 
Hospital, along with retailers including Zouki, as part of 
the Rethink Your Drink trial.

Removed sugar-sweetened soft drinks from Westmead 
Hospital (all vending machines & retail outlets) and 
educated consumers on beverage choices.

WHY: 
To encourage beverage choices among hospital staff, 
patients and visitors.

HOW: 
1. Sugar sweetened soft drinks were removed from the 
hospital’s vending machines and food outlets.

2. Sugar sweetened soft drinks were replaced with a 
range of alternative drinks, including water (which made 
up 50% of vending machine choices), flavoured milk and 
100% fruit juice (‘No added sugar’ varieties only). Diet 
drinks were also included.

3. Promotional materials were placed throughout the 

hospital to help consumers make healthier choices e.g. 
colour coded products (green or amber) in the vending 
machines, educational posters, and badges given to 
staff ambassadors.

OUTCOMES: 
Sales data was compared 
to the same time period 
in 2016 with some key 
findings:

• Increase in vending 
machine sale volumes 
across water, milk and 
fruit juice categories,

Collaboration between health stakeholders, retailer and industry was key to the success of this trial:

“It was really great to work with Population Health on this trial  
and achieve results through collaborative planning and action 

… As a supplier we can provide lots of alternative drinks  
that fit within the policy and gain insights to shift behaviour.” 

– Kristen Geromboux, State Business Manager – Health, Coca-Cola Amatil 

Responsible marketing policy

In keeping with our long-standing policy, the 
Coca-Cola System in Australia does not aim 
or direct any media marketing activity from 
any source to children under the age of 12. The 
intent of this policy is to impose limitations and 
conditions on marketing to children under 12 and 
to prevent interference with parental guidance 
with regard to diet. 

In addition, since 2009, we adhere to voluntary 
industry-wide marketing practices which include 
specific guidelines for advertising to children. 
These practices include the Australian Food 
and Grocery Council’s Responsible Children’s 
Marketing Initiative (RCMI).

Under 12s
• We do not directly target children under 12 in any media for 
any brand messaging

• Do not show children under 12 in advertising or promotional 
materials consuming the company’s beverages

• All company-sponsored sampling events will be directed to 
people over the age of 12

• We will not promote our brands to children under 12 in schools 
and will respect their classroom as a commercial-free zone



Adoption of Health Star Rating (HSR) system 

To assist consumers in making informed choices, we have adopted the 
Government’s HSR system. The beverage category is part of the integrated HSR 
approach which allows for packs to display the energy (kilojoules) icon.

250mL SERVES
PER PACK

5

This innovative project commenced in early 2017 to help business consumers identify 
refreshing choices within the vending machine. It supplements work we have been 
doing in the health sector for nearly a decade.  
 
The objective of the project is to make the ranging atleast 60% sugar free. Consumers 
are able to identify choices including;

Green Zone = “Lower Sugar choices”: 

• No sugar or low kJ drinks e.g. Mt Franklin Mineral Water and Coca-Cola No Sugar

• Other drinks (<8g sugar/ 100mL): Fuze Ice Tea and Coca-Cola with Stevia

Purple Zone = “Treat Yourself”:

• Drinks ( ≥ 8g sugar/100mL) e.g. Coca-Cola, Sprite and Barista Bros flavoured milk

From February 2017, we’ve 
introduced new serves-per-
pack labelling on our larger 
multi-serve bottles (e.g. 1.25L 
= 5 serves) to 
inform consumers 
on how many 
serves (250mL) 
are in a bottle.

Vending Machines: “Refreshing Choices” Project

428kJ

PER 375mL PACK

ENERGY

5% DI*



13

We are committed to adhering to our global school policy guidelines which were introduced in 2010: 

• In primary schools, we do not offer our beverages for 
sale unless requested by a school authority, e.g staff rooms 
and special events such as school fetes where adults are 
present.

 

• In secondary schools, we work with school authorities to 
ensure our products sold adhere to relevant state policies 
and guidelines – this includes water, juices and other 
beverages in both regular and low or no-kilojoule versions.

PROMOTING
CHOICE
2017
HEALTH SERVICES PROMOTING 

CHOICE
2017
WORKPLACES

*Supply should be limited in schools (For NSW, VIC, QLD and SA - red products are permitted on two occasions per term)
#Note - In primary schools we do not offer our beverages unless requested by the school authority.

GUIDELINES

State/territory Guideline/policy/strategy name Author 

ACT National Healthy School Canteen (NHSC) 
guidelines Australian Government Department of Health, 2010

NSW The NSW Healthy School Canteen 
Strategy NSW Ministry of Health, 2017

NT Northern Territory Canteen, Nutrition and 
Health Eating Policy Northern Territory Government, Department of Education, 2013

QLD Smart Choices – Healthy Food and Drink 
Supply Strategy for Queensland schools

Queensland Government, Department of Education and Training, 
2005 (updated 2007, Ready Reckoner revised 2016). 

SA
Right Bite: healthy food and drink supply 
strategy for South Australian schools and 
preschools

Government of South Australia, Department of Education and 
Children’s Services, 2008.

TAS Tasmanian School Canteen Handbook Tasmanian School Canteen Association Inc., 2014 

VIC Healthy Canteen Kit – School canteens 
and other school food services policy 

Victorian Government Department of Education and Training, 
December 2006 (updated July 2012, for the purpose of layout 
and design). 

WA Healthy Food and Drink policy Government of Western Australia, Department of Education effective 
February 2014 (updated August 2015).

More information about this guide. 
Coca-Cola Australia have engaged Nutrition Australia Vic Division to independently review approximately 150 drinks against 19 State, 
Territory and National government guidelines. Within this guide, the products have been assessed against the following guidelines.

Brand Pack size Variant A
C

T

N
SW N
T

Q
LD S
A

TA
S

V
IC

W
A

Mount Franklin
600ML PET Water

350ML Small PET Water Bottle

Mount Franklin 
‘Lightly Sparkling’

400ML Lightly Sparkling

450ML Lightly Sparkling Berry

450ML Lightly Sparkling Lemon

450ML Lightly Sparkling Lime

‘Pump’ 750ML PET Water

‘Peats Ridge’ 600ML PET Water

‘Keri Juice’

300ML Orange

300ML Cloudy Apple

300ML Carrot, Orange, Apple Lemon & Ginger

300ML Apple, Beetroot, Blackcurrent, Pomegranate & Hibiscus

300ML Apple, Pear, Cucumber, Kale

‘Barista Bros.’

500ML Iced Chocolate Flavoured Milk    Secondary School

                                                        Primary School#

500ML Double Espresso Flavoured Milk    Secondary School

                                                        Primary School#

500ML Iced Coffee Flavoured Milk          Secondary School

                                                        Primary School#

‘Appletiser’ 250ML Appletiser

 GREEN   Best option AMBER   Select carefully  RED   Limited RED Primary schools & Gold 
secondary schools  AMBER  Silver and Bronze 

secondary schoolsBLACK Should not  
be sold

WANT TO KNOW MORE? 
Contact your Coca-Cola Amatil Representative or call 13COKE (132653)

PROMOTING CHOICE
2017
SCHOOLS

Promoting Choice 2017 Project: Workplaces, Schools & Health Services

We’ve been working with Nutrition Australia (Vic 
Division) to help provide the options and information 
so Australians can manage their sugar intake. Nutrition 
Australia has independently reviewed more than 150 of 
our beverages and classified each product according 
to 19 State, Territory and National food and drink 
guidelines – for workplaces, schools and health services.

We’ve prepared reports based on this work to inform 
our customers of product classifications based on 
each jurisdiction’s guidelines. By communicating each 
product’s classification, our aim is to make it easy for 
customers to make an informed choice about the drinks 
they choose to supply in food outlets and vending 
machines. 

Nutrition Australia has independently reviewed more then 150 of our beverages and 
classified each product according to 19 National, State & Territory guidelines

Global School Policy Guidelines

We’re committed to ensuring compliance with all the 
relevant State and National school guidelines around 

Australia.



Diet Coke

Mount Franklin 
Still Water

Pump Water

Sprite Zero

Mount Franklin 
Lightly Sparkling 
Natural & Lemon

FUZE TEA 
(4 from 6 are 

low kJ)

Powerade Zero
Coke Zero 

Vanilla

Mother Sugar Free
Mount Franklin 

Lightly Sparkling 
Flavours

Glaceau 
SMARTWATER

Glaceau 
Fruitdropwater

Coca-Cola 
No Sugar 

1983

1980s

2000

2004

2005

2006

2008

2009

2011

2012

2014

2015

2016

2017

Coke Zero
Fanta Zero 

(1st launched)

Pump flavoured 
Water

Glaceau 
Vitaminwater 

Fanta Zero 
(Re-launched)

Impact to Date: 
Today our portfolio consists 
of more than 180 products 
and 25 brands with ALL top 
sellers11 now offering a no 
sugar alternative

We’ve increased our range of no sugar and 
low kJ varieties
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Diet Coke

Mount Franklin 
Still Water

Pump Water

Sprite Zero

Mount Franklin 
Lightly Sparkling 
Natural & Lemon

FUZE TEA 
(4 from 6 are 

low kJ)

Powerade Zero
Coke Zero 

Vanilla

Mother Sugar Free
Mount Franklin 

Lightly Sparkling 
Flavours

Glaceau 
SMARTWATER

Glaceau 
Fruitdropwater

Coca-Cola 
No Sugar 

1983

1980s

2000

2004

2005

2006

2008

2009

2011

2012

2014

2015

2016

2017

Coke Zero
Fanta Zero 

(1st launched)

Pump flavoured 
Water

Glaceau 
Vitaminwater 

Fanta Zero 
(Re-launched)

For more information please contact: 

Christine Black 
Director, Public Affairs and Communications 
Coca-Cola South Pacific 
t: +61 414 934 541 
e:  chblack@coca-cola

Liz McNamara  
Group Head of Public Affairs and Communications 
Coca-Cola Amatil  
t:  +61 405 128 176 
e liz.mcnamara@ccamatil.com 

Or visit: 

www.coca-colajourney.com.au/health-and-wellbeing 

References

1Based on volume weighted average sugar content (g per 100mL) – this calculation accounts for the relative volume sold of each product. Reduction 
from 2016 to 2020. Coca-Cola South Pacific (CCSP) and Coca-Cola Amatil Australian Beverages (CCA) portfolio: Carbonated soft drinks, fruit drinks, 
fruit juice, iced tea, water and flavoured waters, sports drinks, energy drinks and flavoured milks. 
2Mix in Coca-Cola TM vs. Prior Year 
3Compass Data August 2017. (Data referencing small packs = < 300mL) 
4Brand Health Tracking, Australia Oct 2015 - April 2017 (Includes exclusive classic Coca-Cola drinkers) 
5Sensory Performance Research, Colmar Brunton, December 2016 
6Mix in Coca-Cola TM vs. Prior Year 
7Wave 3 TNS Pulse Survey 
8Aztec Grocery excluding ALDI calendar year to date, May 2017 
9% decrease in sugare (g/ 100mL) & kJ content (kJ/ 100mL) 
10Formulations Include: Ready-to-Drink, Post Mix and Frozen (all these formulations have unique recipes with different sugar reduction strategies) 
11Coca-Cola, Sprite, Fanta, Powerade and Mother
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