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August 29, 2005

Herbert Allison, CEO

Amy Muska O’Brien, Director of Social Investing
TIAA-CREF

730 Third Avenue

New York, NY 10017

Dear Mr. Allison and Ms. O’Brien,

We are writing to urge you to remove The Coca-Cola Company from the CREF Social
Choice Account. A company that undermines the health of children through the
aggressive marketing of nutritionally deficient products is not a social choice. As of
December 31, 2004, the CREF Social Choice Account included 1,182,800 shares —
valued at nearly $50 million — of Coca-Cola stock.

Obesity is a serious and growing problem for children. Since 1980, the proportion of
overweight children ages 6-11 has doubled to 15.3%; for adolescents, the rate has
tripled to 15.5%." Overweight children are at risk for a number of medical problems,
including hypertension, asthma,?, and type I1 diabetes, a disease used to found primarily
in adults.®> The New England Journal of Medicine recently reported that, if left
unchecked, the rapid rise of childhood obesity and its attendant health problems, may
shorten children’s life expectancies by as much as five years.*

Obesity rates have risen in tandem with a startling increase in soft drink consumption.
Since 1950, per capita sweetened soda consumption has increased four-fold.’
Sweetened drinks constitute the primary source of added sugars in the diet of children.®
The chance that a child will be overweight increases with each daily serving of sugared
soft drinks they consume.” There is a growing consensus that soft drinks are
contributing to health problems for children, which is why the American Academy of
Pediatrics®, the American Dental Association®, and others in the public health
community have called for restrictions on soft drink marketing.

And yet, as the epidemic of childhood obesity worsens, Coca-Cola is spending more
money and finding new ways to market products to children in the hopes of developing
lifetime brand loyalty. Coca-Cola’s guidelines for marketing to children state, “The
Coca-Cola Company and its local bottling partners do not aim or direct any marketing
activity from any source to children under the age of 12,*° but a quick glance at some
of Coke’s marketing practices demonstrate this claim is simply not true. There are Coke
toys such as checker sets and cars that are designed to introduce kids as young as two to
the Coca-Cola brand. Coke’s product placement is ubiquitous on American Idol, a top-
rated show for children ages 2-11.'! Coke’s sponsorship of films such as the Harry
Potter movies is clearly designed to reach young children.



Coca-Cola also markets aggressively to children in schools. In 2003, in response to growing concern
about the presence of soft drinks in schools, Coca-Cola announced its so-called Model Guidelines for
School Beverage Partnerships.'? These guidelines seem more about public relations than about restricting
middle and high school students. They also permit the marketing of sugar-laden “sports drinks” to
younger children. The guidelines even permit the use of the Coca-Cola logo on materials promoting
health and nutrition education.

Across the country, advocates for children and public health have fought for legislation that would
remove sweetened beverages from our nation’s schools. But time and time again these efforts have been
undermined by Coca-Cola’s intense lobbying efforts. In Indiana, Coca-Cola sent five lobbyists to defeat a
bill that would have reduced soda sales in schools by fifty percent.*® In Oregon, Coca-Cola was a leading
opponent of attempts to phase out the sale of junk food and sugar-laden soft drinks from public schools,
and ultimately helped defeat the legislation. In Connecticut, Coca-Cola’s lobbyist was instrumental in
gettilrLg Governor Jodi Rell to veto what would have been the nation’s strongest school-based nutrition
law.

A company that actively lobbies against policies that would improve children's diets and address
childhood obesity is not a social choice. A company that aggressively markets empty calories to children
is not a social choice. It is time for TIAA-CREF to offer a real social choice to its investors by offering
funds that do not include The Coca-Cola Company.

Sincerely,

Roshan D. Ahuja, Professor of Marketing, Xavier University

Brian A. Burt, BDS, MPH, PhD, Professor, Department of Epidemiology, University of Michigan

Kathryn L. Bowman, Ed.S., CCFC Steering Committee; Co-Founder CCFC-Quad Cities

America Bracho, MPH, Executive Director, Latino Health Access

Michael Brody M.D., Chair, Television and Media Committee of American
Academy of Child and Adolescent Psychiatry

Angela Campbell, Professor, Georgetown University Law Center

Larry Cohen, MSW, Executive Director, Prevention Institute

Richard Daynard, JD, Northeastern University School of Law

Fern Gale Estrow, MS, RD, CDN, Nutritionist

Sean Faircloth, Maine State Representative

Leah Fraser, PhD, Director of Policy, Latino Health Access

Christopher D. Gardner, PhD, Assistant Professor of Medicine, Stanford Prevention Research Center,
Stanford University School of Medicine
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Allen Kanner, Phd, CCFC Steering Committee; Wright Institute

Tim Kasser, Ph.D, Associate Professor of Psychology, Knox College

Joe Kelly, CCFC Steering Committee; President, Dads and Daughters

Pamela A. Koch, EdD, RD, Adjunct Assistant Professor for Nutrition Education, Teachers College
Columbia University

Velma LaPoint, PhD, CCFC Steering Committee, Associate Professor of Child Development, School of
Education, Howard University

Diane Levin Ph.D., CCFC Steering Committee, Professor of Education, Wheelock College

Jane Levine, EdD, CCFC Steering Committee; Co-Founder, Kids Can Make a Difference



Karen Lewis, CCFC Steering Committee, Program Director, TV-Turnoff Network

Susan Linn, EdD, CCFC Steering Committee Chair; author, Consuming Kids

Margo Maine, PhD, Co-Founder, Maine and Weinstein Specialty Group

Bob McCannon, Executive Director, The New Mexico Media Literacy Project

Robert W. McChesney, PhD, Research Professor, Institute of Communications Research, University of
Illinois at Urbana-Champaign; Founder and President, Free Press;

Marty Martinez, MPP, Policy Director, California Pan-Ethnic Health Network

Leslie Mikkelson, MPH, RD, Strategic Alliance for Healthy Food and Activity Environments

Alex Molnar, PhD, Director, Commercialism in Education Research Unit, Arizona State University

Kathryn Montgomery, PhD, Professor, School of Communications, American University

Sharna Olfman, PhD, Founding Director, Childhood and Society Symposium, Point Park University

Alvin F. Poussaint, MD, CCFC Steering Committee; Psychiatrist, Judge Baker Children’s Center

Marion Nestle, PhD, MPH, Professor of Nutrition, Food Studies, and Public Health, New York
University; author, Food Politics

Susan L Roberts, JD, MS, RD, Director Food and Society Policy Fellowship, Thomas Jefferson
Agricultural Institute

John D. Ruby, DMD, PhD, Fellow, American Academy of Pediatric Dentistry; Associate Professor of
Pediatric Dentistry, School of Dentistry, The University of Alabama at Birmingham

Gary Ruskin, Executive Director, Commercial Alert

Eric Schlosser, author, Fast Food Nation

Juliet Schor, PhD, Professor of Sociology, Boston College; author, Born to Buy: The Commercialized
Child and the New Consumer Culture

Michele Simon JD, MPH, Founder and Director, Center for Informed Food Choices

Makani Themba-Nixon, Executive Director, The Praxis Project

Laurie True, MPH, Executive Director, California WIC Association

Rob Williams, PhD, Board President, Action Coalition for Media Education

Margo G. Wootan, Dsc, Director, Nutrition Policy, Center for Science in the Public Interest
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