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January 23, 2006

Mr. E. Neville Isdell

Chairman and Chief Executive Officer
Coca-Cola

One Coca-Cola Plaza

P.O. Box 1734

Atlanta, GA 30301

Dear Mr. Isdell:

I write on behalf of the American Trucking Associations (ATA), the more than
37,000 trucking companies that comprise our Federation, and their professional truck
drivers.

This letter is in reference to your pending Super Bowl 2006 Full Throttle national
advertising campaign and, in particular, the anti-trucking television spot profiled in the
January 19, 2006 edition of USA Today (copy enclosed).

We strongly believe that this advertisement, featuring a loaded semi-tractor trailer
forcing a much smaller passenger vehicle off the road, will reinforce and help perpetuate
a negative stereotype that the trucking industry and our professional drivers have fought
long and hard to overcome,

The impression left by the ad does not accurately retlect the trucking industry’s
safety record and commitment to operating safely on our nation’s roads. Just weeks ago,
the U.S. Department of Transportation announced that the 2004 fatal crash rate for large
trucks has dropped to its lowest point since the federal government began keeping large
truck safety records in 1975. This is a tribute to the ongoing safety efforts being made by
our motor carriers and their drivers.

It is especially hard to understand your use of a truck in this negative manner as,
without a doubt, every single product produced by Coca-Cola is delivered by trucks
throughout the production and marketing processes.

Good stuff.
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Day in and day out America’s truck drivers, including thousands in their red and
white Coca-Cola trucks, leave their homes and families to go to work with safety and
service being first on their minds. They take great care to safely share the road with other
motorists. The highways are their workplaces; truck drivers wouldn’t want them any
other way than safe for everyone.

[ realize that a tremendous amount of time, energy and money have gone into the
production and placement of this ad. | am also aware of the high expectations placed on
product marketing in conjunction with the Super Bowl. My request would be that Coca-
Cola showcases its great product in a manner that does not do so at the expense of our
industry image.

Thank you for reading my concemns.

Sincerely,
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