
EDITORS’ NOTE Prior to her current 
post, Charlotte Oades had a series of 
leading roles at Coca-Cola in market-
ing, public affairs and communi-
cations, and business management 
across geographies such as North 
America, the Pacifi c, and Europe.

COMPANY BRIEF Led by Coca-Cola®, 
T h e  C o c a - C o l a  C o m p a n y 
( thecoca-colacompany.com) is the 
world’s largest beverage company 
with more than 500 sparkling and 
still brands including Diet Coke®, 
Fanta®, Sprite®, Coca-Cola Zero®, vitaminwa-
ter®, Powerade®, Minute Maid®, Simply®, 
and Georgia®. Consumers in more than 200 coun-
tries enjoy the company’s beverages at a rate of 1.9 
billion servings a day.

Would you discuss the vision behind the cre-
ation of Coca-Cola’s 5by20 initiative?

Our women’s empowerment journey began 
in 2008 when our Chairman and CEO, Muhtar 
Kent, invited us to form what we call our “Women’s 
Leadership Council” and challenged the Council to 
develop solutions aimed at accelerating the devel-
opment and advancement of women within the 
four walls of our business. 

As the Women’s Leadership Council helped 
develop strategies to recruit, develop, advance, 
and retain women into senior leadership posi-
tions, we realized women entrepreneurs who are 
external to Coca-Cola but are still closely linked 
to our “value chain” also needed help overcom-
ing barriers to success. Women entrepreneurs 
are an essential cornerstone for our long-term 
growth plan.

It has been my privilege to help shape and 
lead that work – what we now call 5by20, an initia-
tive we launched in 2010. The public commitment 
we made is that through 5by20, we aim to en-
able the economic empowerment of fi ve million 
women entrepreneurs across the global Coca-Cola 
value chain by the year 2020.

The Coca-Cola value chain is defined as 
those who either own or manage the small busi-
nesses that we have the opportunity to work 
with all over the world or they want to start a 
new business with the intent of touching our 
value chain; they’re producers of fruit, sugar, 
coffee, tea, and other agricultural products that 
go into our beverages; they’re suppliers who pro-
vide our business with ingredients, packaging, 

machinery, goods, and services.; 
they’re distributors and retailers who 
operate small neighborhood stores or 
who deliver and sell beverages; they’re 
recyclers who collect, sort, and trade 
used beverage packaging; and they’re 
artisans who turn beverage packaging 
into beautiful jewelry, handbags, and 
other items that are sold in catalogs 
and online.

What they all have in common are 
economic and social barriers that have 
stood between them and economic suc-
cess. Through 5by20, we work with 

NGO and government partners to develop and 
implement programs that address the barriers that 
prevent women entrepreneurs from succeeding in 
the marketplace. We are increasing access to busi-
ness skills training courses, to fi nancial services, 
and to networks of peers or mentors. 

Where did 5by20 fi rst launch and how 
has the program evolved since its inception?

In late 2010, we began piloting 5by20 pro-
grams in four lead countries: Brazil, South Africa, 
India, and the Philippines. Since then, the initiative 
has expanded into many additional markets. 

By the end of 2014, we had enabled more 
than 865,000 women across 52 countries. 

Would you highlight some of the insights 
that you have learned from 5by20?

What we have learned is to be patient. We 
work diligently and thoroughly to ensure that the 
programs we have in place – together with our 
partners – are the right programs and are address-
ing the barriers women entrepreneurs face, which 
take substantial time. When we are confi dent 
these programs are working and have strong foun-
dations, we can then scale. 

How critical is it that 5by20 is incorporated 
as a key part of Coca-Cola’s core business?

Enabling the empowerment of women entre-
preneurs is inherently linked to our business be-
cause they are critical to our value chain and how 
we do business in more than 200 countries around 
the world. 

By providing women entrepreneurs with 
an opportunity to link their business to our value 
chain, we ensure this program is truly sustainable 
and that we’re building a lasting legacy. By invest-
ing in their business, we also invest in our business.

When women rise in their communities, the 
communities themselves rise to new heights of 
prosperity and health. Studies have found a direct 
correlation between women’s empowerment and 

GDP growth, business growth, environmental sus-
tainability, improved human health, and other posi-
tive impacts. 

Research indicates that when we invest in the 
education and success of women, it improves the 
economy and makes the community stronger and 
more sustainable. Women reinvest 90 percent of 
their income back into their families and their com-
munities, benefi tting everyone – men, women, and 
children. 

Essentially, when we contribute to a wom-
an’s success, we contribute to something we call 
shared value: value for the community, value for 
our business.

As one who has held leadership roles at 
Coca-Cola, what makes the company so special?

There are things that stand out for me: fi rst 
is the people. Over the span of my career at 
Coca-Cola, I’ve worked with incredibly tal-
ented people all over the world, all of who are 
truly passionate about the work they do. 

Second is the company. I never forget I’m 
privileged and proud to work for a company with 
exceptionally high values and standards. 

Third are the opportunities. I’ve had extraordi-
nary opportunities to lead initiatives like 5by20 that 
can make a signifi cant impact at a very local level. 

5by20 has had great success to date. Do 
you take time to celebrate the wins?

We are making strong progress and it’s im-
portant to celebrate wins along the way, as long as 
we acknowledge there is still a great deal of work 
ahead of us. 

I’ve had the honor of meeting many of the 
women who have participated in our programs, 
and they are the most inspirational, hardworking 
women I’ve ever met. They are mothers, sisters, 
wives, grandmothers, and aunts. They mentor and 
help other women succeed – sometimes even their 
business competitors.

They have passion and drive. They dream of 
a better life and they want to invest their success in 
others. Regardless of the country I’m in, the women 
tell me that increased income for them means ful-
fi lling dreams of better access to education, health-
care, food, and even shelter for their families. They 
talk about leaving cleaner, safer communities for 
the next generation. They embody what is meant 
by the phrase “the ripple effect.” 

When I celebrate wins, I’m celebrating the 
individual women I meet and the positive im-
pact they have on their families and communities. 
Empower women, and we really do recharge the 
world.•

Charlotte Oades
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EDITORS’ NOTE Mary Ann Tighe has been CEO of 
CBRE’s New York Tri-State Region since 2002. She 
is an eight-time winner of the Real Estate Board 
of New York’s Deal of the Year Award – taking 
home seven for ingenious offi ce brokerage and 
one for retail – and received the Louis Smadbeck 
Memorial Broker Recognition Award, REBNY’s 
highest honor in brokerage, as well as REBNY’s 
Bernard H. Mendik Lifetime Achievement Award. 
She was also the fi rst woman to receive the NYU 
Schack Institute of Real Estate’s Urban Leadership 
Award. In January 2010, Tighe was named 
Chairman of REBNY, the fi rst woman to hold 
the position in REBNY’s 114-year history and the 
fi rst broker in 30 years. Tighe began her real es-
tate career as a broker at the Edward S. Gordon 
Company, ultimately rising to the position of Vice 
Chairman of Insignia/ESG. Prior to entering the 
real estate fi eld, she served as a Vice President of 
the American Broadcasting Companies.

Lauren Crowley Corrinet has been a mem-
ber of the Consulting Group since 2006. During 
her tenure, Corrinet has been involved in the ne-
gotiation and structuring of complex lease and 
sales transactions for a wide range of corporate 
clients. Corrinet also heads the Tri-State Women’s 
Network Steering Committee. She received her 
Bachelor of Arts degree from Barnard College.

COMPANY BRIEF CBRE Group, Inc. (cbre.com), 
a Fortune 500 and S&P 500 company headquar-
tered in Los Angeles, is the world’s largest com-
mercial real estate services and investment fi rm. 
The company has approximately 70,000 employ-
ees (including affi liates), and serves real estate 
owners, investors, and occupiers through more 
than 500 offices (including affiliates) world-
wide. CBRE offers strategic advice and execution 
for property sales and leasing; corporate services; 
property, facilities and project management; 
mortgage banking; appraisal and valuation; de-
velopment services; investment management; 
and research and consulting.

What has made CBRE so consistently strong?
Tighe: A service business is, fi rst and fore-

most, about people. The great advantage we have 
at CBRE is that so many of our people come to us 
at the very beginning of their careers, grow up in 
our culture, and become committed to it. People 
like Lauren make the culture better because they 
reenergize it and take us in new directions – and 
those of us who’ve been at it longer get new 
insights and fresh ideas from them.

We’ve had a consistent group of people 
and we’ve gotten smarter together. We’ve also 
held onto great clients because we’re not mov-
ing around from fi rm to fi rm nomadically, which 
happens a lot in our industry.

Is the market more sustainable after the 
fi nancial crisis?

Tighe: In many ways, this has been a very 
different cycle than others we’ve experienced. 
We have historically low cap rates in our invest-
ment sales area, fueled in part by historically low 
interest rates. 

What we haven’t had is an enormous volume 
of new construction. People think there’s massive 
construction happening all over New York City – 
and while this is true, most of it is residential. 
Commercial construction has been controlled and 
disciplined – and, in general, it hasn’t happened 
on spec except for small buildings. Even then, 
we’re seeing few of those on the horizon.

This has led to older offi ce buildings be-
ing assessed for possible conversion. Beginning 
in 2000, we’ve converted well over 20 million 
square feet of offi ce space to residential use.

Since we’re watching a cycle driven by 
residential, commercial space growth has been 
much more measured. How tenants use space 
has also changed, and the old adage “loca-
tion, location, location” has changed entirely. 
Where people used to say they wanted to be 
in Midtown, Downtown, or Midtown South, 
they now look all over Manhattan and consider 
Brooklyn as well.

What led to the creation of the women’s 
network and how has it evolved?

Corrinet: CBRE’s National Women’s Network 
has been around for more than a decade and it’s 
been growing by leaps and bounds. 

In the tri-state region, we started our net-
work in 2009 as a way to bring the great work 

that the national group was doing to a more lo-
cal and focused level. We’ve initiated all kinds of 
programming with incredible backing from lead-
ership, and as a result, we’ve become a model 
for CBRE’s regional women’s networks around 
the country.

It’s really about women making connec-
tions – in whatever service line and at what-
ever point in their careers – and giving them 
as many opportunities as possible to fi nd those 
connections. 

Has it been important to also involve 
male executives who are leaders in the fi rm?

Corrinet: One of our early champions was 
our former Tri-State President Mitch Rudin, who 
ultimately went to Brookfi eld and helped them 
start their own women’s network because he be-
lieved so strongly in the mission.

We reach out to our male leaders all the 
time – everyone has so much value to add. Being 
entirely gender specifi c would only limit us.

Are adequate opportunities available 
for women to lead within the industry?

Tighe: Progress was very slow until 2001, 
when more women began getting into posi-
tions of authority in different segments of our 
business. More important, there was an aware-
ness that it was imperative to refl ect our cli-
ents – we were often pitching to companies 
that were diverse in ways we hadn’t been his-
torically. There was also a handful of women 
who had been in the industry long enough to 
know they didn’t want to be the only women 
in the room. They wanted colleagues of their 
own gender.

The fact that we have women in senior po-
sitions helps women still climbing the ladder re-
alize the possibilities that exist for them. 

What has made CBRE so special for you, 
Lauren?

Corrinet: If someone has an idea, every-
one listens and there’s a good chance we can 
make that idea happen. So when we wanted to 
run with the concept of having a local women’s 
network, everyone was excited and enormously 
supportive. 

I’ve also had the opportunity to work 
on things that were probably miles ahead of 
where I should have been, but I was incred-
ibly lucky that people gave me the chance to 
prove myself. I’m constantly being challenged 
to grow beyond what I think I can do – and 
CBRE has given me the confi dence to keep ris-
ing to the occasion.•
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