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THE BEVERAGE INDUSTRY'S LEADING INFORMATION RESOURCE FOR BREAKING NEWS, ANALYSIS & DATA 

Special issue: U.S. Beverage Business Results for 2016.
Pius: Coke North America Chief Sandy Douglas Joins June Conference (Details Pg. 3).

2016 LRB Growth Holds at +2.2%. Coca-Cola and PepsiCo Slow Slightly.

covers liquid refreshment beverages (LRBs) and its components: Carbonated soft drinks (CSDs -including energy

drinks); bottled water; and non-carbs (sports drinks, ready-to-drink teas, juice drinks, etc), Tables show: 1) top-5 LRB

companies, 2) top-9 CSD companies, 3) top-10 LRB Megabrands {definition pg.3)}, 4) top-10 CSD brands.

LRBs

Companies Ranked by LRB Volume 2016

LRB Share
32.9

24.8

11.6

10.3

2.6

17.8

100.0

Coca-Cola

PepsiCo
Nestie Waters

Dr Pepper Snapple*

Total LRB Business

Share +/-
-0.4

0.4

+0.2

0.2

OL

+0.9

n/a

*1n early 2016, Dr Pepper Snappie did not renewa license to

distribute Country Time reacy-to-drink juice drinks. On a comparabie

basis, Dr Peoper Sneppie’s LRB increase would have been +0.6%,
** Includes CSDs & water.

Top-19 LRB Megabrands 2016

LAE Share

16.0

7.6

5.5

43

48

3.9
3.7

2.8

24

2.3

Coke

Pepsi
Mtn Dew

Gatorade

Dr Pepper
Nestle Pure Life

Aquafina

Poland Spring

Share +/-
-0.6

0.6

-0.2

+001

0.1
flat

flat

+01

+0.2

+0.2

Vol +/-
“1.5%

-5.3%

-0.7%

+42%

+0.7%

+4.5%

+3.4%

+5.3%

+10.9%

+10,9%

CSDs

Companies Ranked by CSD Volume 2016

Coca-Cola*

PepsiCo
Dr Pepper Snapple
Cott

National Beverage

Monster Beverage*
Red Bull

Rockstar

Big Red
All other

Total CSD Category

CSD Share

42.5

26.4

17.6

3.8
3.0

2.3

i5

0.8
0.8

13

100.0

Share +/-
flat

0.6

+03

“O41
flat

+0.4

flat

flat
flat

flat

n/a

*tncludes Coca-Cola's mid-2015 transfer of NOS and Full Throttle energy

brands to Monster Beverage in return for Monster's natural sodas

including Blue Sky, On a comparable basis, Coca-Cola's 2016 CSD

volume change would have been roughly flat and Monster's volume
increase would have been +4.3%,

Coke

Pepsi-Cola
Diet Coke

Dr Pepper
Mtn Dew

Sprite

Diet Pepsi
Fanta

Diet Mtn Dew

Coke Zero

Top-10 CSD Brands 2016

CSD Share

17.8

8.4

7.9

7.0

6.7

6.5
mer

2:5

20

1.9

Share +/-
+0.1

0.2

0.3

+0.1

-D.1

#0.3
-0.3

+0.2

flat

flat

 
+0.6%
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LRB Results. In 2016, LRB volume was up +2.2%, matching the increase in 2015. Previous year results: up +1.6%
in 2014, down -1.6% in 2013, and up +1% in 2012. Strong bottled water sales, including from brands such as

Dasani (Coca-Cola), Aquafina (PepsiCo) and Poland Spring (Nestle), helped drive the LRB increase once again. Strong

non-carbonated beverage growth offset a -0.8% decline in CSD volume. Those CSD losses also marked a

deceleration from the -1.2% decline in 2015, helping LRB results. Dr Pepper Snapple’s LRB growth was muted after

it chose not te renew a license for Country Time ready-to-drink juice drinks early in 2016. Meanwhile, trademark

Gatorade, which includes Propel, posted solid growth and a slight share gain, helping the brand edge past Dr Pepper

to take the No, 4 spot on the top-10 LRB Megabrandslist.

CSD Category. In 2016, CSD volumetotaled about8.6 billion 192-0z cases. The category has lost 1.6 billion cases

energy drinks, CSD volume was down about -1.2%, BD estimates. Pricing and Dollars. BD estimates that all-
channel CSDpricing last year was up about +2.8%, Total CSD dollars were up about +2% to $80.6 billion from $79
billion in 2015 and $77.4 billion in 2014. In recent years, the major soft drink makers have focused on dollar growth

by aggressively marketing smaller, more convenient packages at a higher price per ounce while reducing emphasis

on large discount packs such as 2-liters and 12-pack cans. PerCapita Consumption. Annual per capita CSD

consumption in the U.S. fell to about 642 8-oz servings in 2016. That compares to 650 servings in 2015. The decline

in per capita consumption was a function of lower volume and a modest increase in U.S. population. Previous years’

CSD per capita consumption: 663 in 2014, 674 in 2013 and 700 in 2012(slight updates to prior-year population

estimates annually by the U.S. Census Bureau may mean per cap comparisons to previous years are not exact). Fact

Book. BD will provide detailed information on the categories, companies and brandsin its soon-to-be published Fact
Book, 22nd Edition. Click here for more details.

CSD Companies. Coca-Cola and PepsiCo each lost CSD volume in 2016. Coca-Cola's CSD performance moderated

slightly last year to -0.7% from -0.8% in 2015. PepsiCo’s decline held at -3.1%. Dr Pepper Snapple’s volume grew
+0.8% last year, a meaningful improvement over its 2015 performance of -0.1%. Dr Pepper also gained CSD share

while PepsiCo lost share and Coke's share wasflat. Energy drink companies Monster, Red Bull and Rockstar each

boosted volume, but at a rate that was slower than in 2015 (not including the addition of NOS and Full Throttle for

Monster}. In addition, Monster gained share while shares for Red Bull and Rockster wereflat.

€SD Brands. Diet Coke Slows Decline AgainDespite Persistent Diet Segment Woes. Among the top-10 CSD
brands, flavored traditional CSDs outperformed the category, with Dr Pepper, Sprite and Fanta all gaining volume and

share. The top-3 brands, Coke, Pepsi-Cola and Diet Coke, all performed better in 2016 compared to 2015 despite

declines, helping the category overall. Brand Coke won a slight share gain. Both Pepsi-Cola and Mtn Dew lost share.

Once again, Diet Coke and Diet Pepsi suffered the deepest volume losses amid consumer skepticism ofartificial

sweeteners such as aspartame. Diet Coke's volumefell -4.3%, which wasstill an improvement over a -5.6% decline

in 2015 and a -6.6% decline in 2014, Diet Pepsi's volume decline accelerated to -9.2% from a -5.8% decline in 2015,

The company brought back an aspartame-sweetened version of Diet Pepsi last year after some long-time Diet Pepsi

drinkers rejected an aspartame-free version. Both are on the market now and are part of the Diet Pepsi result. Diet

Min Dew, on the other hand, slowed its volume decline meaningfully to -0.1%, from -4.8% in 2015 while its share was
flat. Coke Zero made a slight volume gain last year. Among the top-LO brands, Coke has five, PepsiCo has four and Dr

Pepper Snapple has one. As in the past two years, regular CSDs in the top-LO brandslist generally outperformed
diets.

 

LRB Category and Companies. BD estimates that in 2016, LRB volume totaled about 16.1 billion cases, up +2.2%

from about 15.7 billion cases in 2015. Coke’s +0.8% LRB volume growth slightly outperformed PepsiCo’s +0.6%

growth. Both represented a deceleration in LRB growth over 2015 (+0.9%for both). Despite LRB volume growth, Coke

and PepsiCo each lost share last year amid strong volume gains by bottled water companies and an acceleration in
volume growth in the “all other” category, which includes energy drinks. Nestie’s growth also decelerated, to +3.9%

 

reported in the public companies’ published financial results. They follow certain accounting rules, andBD publishes
actual volume data. Pius, BD's all-channel data does not include refrigerated juices such as Tropicana, Minute Maid
and Simply.
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LRBMegabrands. BDdefines a “Megabrand” as a brand or trademark with total volume of more than 100
million 192-07 cases. So, for example, Megabrand Coke includes Coke, Diet Coke, Coke Zero, Cherry Coke and all

otheriterations of the Coke trademark. Megabrand Pepsi includes brand Pepsi, Diet Pepsi, Pepsi Next, etc.

Gatorade Edges Past Dr Pepper as No. 4 Megabrand. Gatorade and Dr Pepper switched the fourth and fifth places

on the top-10 Megabrandslist for 2016. This carne after Gatorade gained a tenth of a share point and Dr Pepper

lost a tenth. Both brands added volume. In 2016, the strongest performing top-10 Megabrands were Aquafina (which

includes FlavorSpiash) and Poland Spring. Aquafina returned to the top-10 megabrandslist at #9 in 2015, having

been bumped off in 2043. (Arizona fell out of the list in 2015.) PepsiCo finished 2016 with four entries on the top-10

Megabrands list and an aggregate share of 20.4, slightly jess than the 20.8 share it had in 2015. Coke, meanwhile,

had three brands with an aggregate share of about 22.5, compared to 23 in 2015. The biggest Megabrand by far

was Coke, with a 16 share of LRB volume. Coke’s LRB volume decline decelerated to -1.5% compared to -2.6% in

2015. Megabrand Pepsi declined -5.3% compared to a -3.9% decline in 2015. Significant LRB growth continued to

come from bottled water, as evidenced by the Megabrandslist. However, growth for three of four water brands (Pure

Life, Dasani and Aquafina) slowed in 2016 compared to 2015. Poland Spring’s volume growth accelerated.

 

Methodology. BD tracks LRB volumein ail channels including retail, vending and fountain. BD's all-channei data
and volume performance of companies/brands may differ from companies’ data and is, in the end, based on BD's

evaluation, analysis and estimates of available information at publication.

Coke North America President Sandy Douglas Joins Market Smarts Program.
Also Joining: Goldman Sachs Analyst Judy Hong and Fizz Corp. CEO Ted Wright.

Registration Open for BD’s ‘Market Smarts’ Conference on June 12 inNYC.
Coke North America President Sandy Douglas will present at BD’s June Market Smarts conference at the Eventi

Hotel in New York City, shortly after Coke’s new leadership team takes office. Also joining are Judy Hong, beverage

analyst for Goldman Sachs, and Ted Wright, CEO of word-of-mouth marketer Fizz Corp. Other speakers include Dr

Pepper Snapple’s Sheila Bonner, Honest Tea’s Seth Goldman, Wells Fargo’s Bonnie Herzog and RBC’s Nik Madi, New

speakers are added weekly. Space will be limited, so secure your seat nowfor the industry's most influential

conference. Save $100.00 by registering immediately before rates increase on May 2.

Click for registration information.
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FACT BOOK 22ND EDITION (COMING SOON)
The Beverage industry'sSKey Source for Data, Facts and Analysis | 

The Fact Book is the must-have publication for industry executives, suppliers, analysts, investment

bankers and marketing executives.

¢ Find out which companies are gaining and losing.
¢ Learn which brands and which categories are succeeding, and which aren’t.

¢ Discover which products are growing and which declining.

Contains data-rich charts, tables and analysis

you will not find anywhere else. The Bever-

age Digest Fact Book 22nd edition provides

comprehensive and detailed information on

subjects including:

¢ Updated market data for 2016

¢ Thirty years of historic data

¢ Performance and growth metrics

¢ Top -10CSDState-by-state data

¢ Total liquid refreshment beverage metrics

¢ Per-capita consumption

« Pricing

¢ Beverage and calories analysis

¢ Packaging and bottling

information

 
: 201 7 FACT BOOK$950
SLI CK TO eeee 

If you haveaUERIBNESabout——— Digest sieduers or have a epee data need,i, pesadoemail
marketingintelligence@beverage-digest.com.
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THE BEVERAGE INDUSTRY’S LEADING INFORMATION RESOURCE FOR BREAKING NEWS, ANALYSIS & DATA 

Special issue: All-Channel U.S. Beverage Value and Volume Analysis for 2017.

U.S. LAB Dollar Sales Grew +1.6%: Volume Up +2.4%.

CSD Dollars Up +1.3% As Higher Pricing Offsets Volume Decline.
CSDs,BottledWaterDroveLRBValueGrowthof$2.7billion.SportsDrinksDecline.

Dr Pepper, Sprite, Fanta, Coke Zero Sugar Grow Volume and Dollars.

For the first time, BD is publishing combined al--charinel volume and value data for US. liquid refreshment

beverages (LRB) and, separately, carbonated soft drinks (CSD). Value nas become an important metric to consider

when judging beverage industry health and performance during the current era of premiumization and market

fragmentation. This is especially true with CSDs. While valurne remains an important measure of long-term consumer

demand, executives have focused increasingly on dollar sales growth as they raise prices (both rate and mix) amid

volume sales declines. Value provides an important measure of the effectiveness of pricing strategies when viewed in

conjunction with demand.

Liquid Refreshment Beverage (LRB} Megabrands*

2017 All-Channel Volume & Dollar Performance for Top-10 Largest

Vol Rank Val Shr Vol Shr +/- Vol +/- & Rank

4 43.9 0.5 2.0% a

Pepsi 6.4 0.4 45%

Min Dew : 4.7 -0.2 -3.8%

Dr Pepper 43 Flat 0.5%

Gatorade 5 3.9 0.2 2.9%

Nestle Pure Life 3.6 0.4 3.0%

O41 3.8%

Fiat

2.6%

Poland Spring ‘ me 2.5%

Select Energy Megabrands

Monster : 12

Red Bull 17 C7

Rockstar 19 0.4

* Megabrand = Brand or trademark with >1O0M casestotal volume.

includes all variations under trademark. (le. regular, diet, caffeine, etc.)

WARRMING: Unauthorized electronic, print or fax reproduction in whole or in part is a violation of Federal Law.

Violators are liable for actual damages or statutory damages up to $100,000.
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Carbonated Soft Drink (CSD) Brands*

2017 All-Channel Volume & Dollar Performance for Top-10 Largest

Vel Rank YolShr Vol Shr +/- Val +/- § Rank $ Shr S Shr af.

Coca-Cola 4 47.7 Flat 1.2% a da6 Od

Pepsi-Cola 2 8.3 G.2 2.8% 3 Lb Oo

Diet Coke 3 7.8 0.3 AS% eo Sh O02

Dr Pepper 4 7A. 0.4 9.9% 6 15 D2

5 6.9 . AO% 8 75 O48

6 6.6 0.2 -3.9% 8 65 D2

Diet Pepsi 3.5 0.2 “7.2% o SA Og

Fanta . 2.7 6.2 5.0% qo 28 O2

Coke Zero Sugar 9 2.0 0.4 3.8% 12 20 ot

Diet Mtn Dew 40 19 Flat “3.4% 14 47 Oud

* BD defines CSDs to include energy drinks, which factor Into rank and share results.

LAB Category Volume and Dollar Performance 20417 (Ranked by Volume)

Volume Value

Case Vol (ma) Vol +/- (maj Val +/- S ibn) Saf tba)

csp 8,526.2 -LLL.G -1.3% SEG SiG

Bottled Water (packages less than 2L) 6,430.5 376.6 6.2% goad $0.9

Sports Drinks 4,090.0 5A 0.5% go0 S08

RTD Tea 883.0 0.2 Flat S16 SOL

Juice/Brinks 743.3 20.0 3.7% SoG So4

RTD Coffee/Dairy-based/All Other 429.8 15.2 3.7% $38 S08

Total LRB 18,0728 246.7 LAM $198.7 S20

 
LRBs. in 2017, the liquid refreshment beverage industry grew +1.6%by dollars after adding $2.1 billion of value to

reach $135.7 billion (table immediately above), Still, this was less than half of the value added in 2016. CSDs and

bottled water drove most of the LRB value growth last year. LRB volume growth also decelerated, to +1.4% from
+2.2% in 2016.

GSBs. As noted in the table immediately above, dollars for carbonated soft drinks - which by BD definition includes

energy drinks - grew +1.3%, which was slower than the +2.0% gain achieved in 2016. BD estimates that aill-channel

CSD pricing last year was up by about +2.6%,slightly less than the +2.8%realized the previous year. Pricing growth

for the category offset 4 -1.3% volume decline, which represented a deeper volume decline compared to -0.8% in

2016. CSDs now have declined for 13 consecutive years. Dollars from carbonated soft drinks represented well more

than half of total LRB value and CSDs werethe largest category. Annual per capita CSD consumption in the U.S.fell

to about 628 8-o7 servings in 2017. That compares to G42 servings in 2016. The decline in per capita consumption

was a function of lower volume and @ modest increase in U.S. population. Previous years’ CSD per capita

consumption: 650 in 2015, 663 in 2014 and 674 in 2013 (slight updates to prior-year population estimates annually

by the U.S. Census Bureau may mean per cap comparisons to previous years are not exact). 
Bottled Water. The second largest LRB category by value, singie-serve bottled water (packages less than 2L) still

trailed CSDs by more than $57billlon (second table above). Bottled water added about $900 million in value,

prowing +3.8%. That represented about half of the +7.5%growth rate posted in 2016. Volume growth of +6.2%

outpaced dollar growth.
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Sports Drinks. The category posted a meaningful negative swing in 2017 (second table, page 2), with dollars and volume

declining. In 2016, sports drinks grew on both measures (+5.0%dollars; +3.9% volume). Declines were led by Gatorade
and full-calorie Powerade.

million 192-o0z cases (lable, page 1). So, for example, Megabrand Coke includes Coke, Diet Coke, Coke Zero Sugar, Cherry

Coke and all other iterations of the Coke tradernark. The brand families listed in the “LRB Megabrands’” table are ordered

by volume. Value ranks aiso are included for the listed brands, with gaps representing megabrands that weren't large

enough to make the top-10 list on a volume basis. Select energy brands were included because of their importance ona

value basis. For all of the top-five megabrands and No. 7 Sprite, value shares were larger than volume shares. Conversely,

the four water brands on the list all have higher volume shares than value shares. Energy brands listed have significantly

higher value shares than volume shares. No. 9 Lipton is not listed in the table on page 1 because the brand’s volume cid

not make the top-10.

CSD Brand Ranking and Changes. As shownin the first table on page 2, Sprite moved up one spot to No. 5 in the 2017

volume ranking, surpassing base Mtn Dew (doesn’t include extensions such as Code Red). Coke Zero Sugar also moved

up one spot to No. 9, edging past Diet Mtn Dew. Dr Pepper, Sprite, Fanta and Coke Zero Sugar each grew dollars and

volume. Brands that do not appear on the CSD value list are as follows: No. 4 Redbull, No. 7 Monster, No. 11 Rockstar,

No. 13 Canada Dry. Coca-Cola’s top CSD brands generally outperformed PepsiCo’s top brands in 2017, PepsiCo has said it

will boost media and advertising spending this year to close the performance gap. Coca-Cola credits the company’s

recenth-completed bottler refranchising program for contributing to its perforrnance. Coca-Cola’s key diet sodas also fared

better than PepsiCo’s core diets, even as the segment overall was troubled due to consumer skepticism overartificial

sweeteners, such as aspartame, and a shift to bottled still and sparkling waters. PepsiCo has now completed a shift back

te the original version of Diet Pepsi following a reformulation to remove aspartame. The change turned off core

consumers and the product was unable to attract new drinkers. Meanwhile, Diet Coke has added flavored versions to its

lineup that have shown early signs of success, according to Coca-Cola executives.

 

Revenue. Reported revenuesfor the top-3 U.S.-based soda companies in 2017 are as follows: Coca-Cola North America

generated net revenue of $10.6 billion after adding $427 million for an increase of +4%. PepsiCo North America
Beverages’ net revenue declined $326 million, or -2%, to $20.9 billlon. Dr Pepper Snapple added $250 million in net
revenue, or +4%, te reach $6.69 billion.

Methodology. BD tracks LRB volume and value in all channels including retail, vending and fountain. BD's ail-channel

data may differ from tne companies' data and is based on the publication’s evaluation, analysis and estimates of

avaliable information both publicly and from confidential sources.

Fact Book, 23rd Edition. See attached for more information.
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The Fact Book is the must-have publication for industry executives, suppliers, analysts, investment

bankers and marketing executives.

¢ Find out which companies are gaining and losing.

¢ Learn which brands and which categories are succeeding, and which aren’t.

¢ Discover which products are growing and which declining.

Contains data-rich charts, tables and analysis

you will not find anywhereelse. The Bever-

age Digest Fact Book 23rd edition provides

comprehensive and detailed information on

subjects including:

¢ Updated market data for 2017

¢ Thirty+ years of historic data

¢ Performance and growth metrics

¢ Pricing

¢ Total liquid refreshment beverage metrics

¢ Per-capita consumption
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THE BEVERAGE INDUSTRY'S LEADING INFORMATION RESOURCE FOR BREAKING NEWS, ANALYSIS & DATA 

Special issue: U.S. Beverage Business Results for 2015.

2015 LRE Growth Accelerates to +2.2%. Coke and Pepsi Tie In LRB Performance.
 

CSDs Down For 11th Year As Decline Deepens. Dr Pepper Edges Past Mt. Dew for #4 Siot.
 

AquafinaReturnsteTop-10LRBMegabrandsListat#9.Sprite,FantaVolumeUp.
Fach March, BD publishes summary all-channeil U.S. beverage results for the previous year. BD's data

covers liquid refreshment beverages (LRBs) andits components: CSDs (including energy crinks); bottled

water: and non-carbs (sports drinks, ready-to-drink teas, juice drinks, etc). Tables show: 1} top-5 LRE companies.

2) top-9 CSD companies plus “other.” 3) top-10 LRB Megabrands (definition below). 4) top-10 CSD brands.

LREs

Companies Ranked by LRB Volume 2035

LRE Share Share +/- Vol +/-
Coca-Cola* 33.2 -O4 +0.9%

PepsiCo 25.1 -0.3 +0.9%

Nestle Waters 114 +04 +5.8%

Dr Pepper Snapple 105 0.2 +0.2%

2.7 flat +0.5%

474 +0.5 +6.0%

Total LRB Business 490.0 n/a 4+2.2%

* BD estimates that Coke’s 2045 mid-year swap of energy

brands including NOS and Full Throttle to Monster in return for

natural soda, tea and juice brands including Hansen’s,

Peace and Hubert’s were offsetting. ** Includes CSOs & water;

reflects addition DS Services water brands and excludes non-carbs,

Top-10 LRB Megabrands 2015

LRE Share Share +/- Vol +/-
16.5 0.8 2.6%

8.2 -0.5 -3,.9%

5.6 0.2 ~1.0%

AS 0.2 0.8%

4B +0.2 +6.1%

48 +0.2 45.3%

3.7 fat +2.7%

2.8 +0.2 +6.7%

22 +0.2 +11.4%

Poland Spring 2.4 flat +6.5%

CSDs

Companies Ranked by CSD Volume 2015

Coca-Cola

PepsiCo

Dr Pepper Snapple

Cott

National Beverage

Monster Beverage
Red Bull

Rockstar

Big Red
All other

Total CSD Category

CSD Share Share +/-
42.5

27.0

17.3

AO

3.8

19

15

0.8

C.F

13

100.0

+02

-0.5

+0.2

-O.2

+O.4

+02

+0.2

+O.4

flat

0.3

n/a

Top-L0 CSB Brands 2015

Coke

Pepsi-Cola

Diet Coke

Dr Pepper
Mt. Dew

Sprite

Diet Pepsi
Fanta

Diet Mt. Dew

Coke Zero

CSD Share Share +/-
47.7

6.6

&.1

6.9

6.8

6.2

44

2.4

2.0

1.9

+04

-0.2

-0.4

+04

O41

+02

0.2

+0.2

flat

+04

WARRMING: Unauthorized electronic, print or fax reproduction in whole or in part is a violation of Federal Law.

Violators are liable for actual damages or statutory damages up to $100,000.
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LRE Results. in 2015, LRB volume was up +2.2%, an acceleration from the +1.7% increase in 2014. Previous

year results: down -1.6% in 2013, up +1£% in 2012 and up +0.8% in 20141. The result was helped by stronger

sales of bottled waters including Aquafina and Dasani. Cott's +0.5% LRB increase includes bottled water volume

from DS Services (formerly DS Waters), which Cott acquirec in December 2014. Strong non-carbonated beverage

growth offset a deeper -1.2% decline in CSD volume compared to 2014, when CSDs declined -0.9%. On June 12,

Coca-Cola turned over energy drinks including NOS and Full Throttle to Monster Beverage and took on certain

natural soda, tea and juice drinks, including Hansen’s and Peace Tea, that were previously owned by Monster.

The transfers were part of an equity deal between the companies. BD estimates that these brand swaps mostly
offset each other in terms of volume.

GSD Category. in 2015, CSD volume totaled about 8.7 billion 192-0z cases. The category has lost 1.5 billion

cases since it reached peak volume in 2004 at 10.2 billion cases. BDincludes energy drinks in its CSD total.

Without energy drinks, CSD volume was down about -1.5%, BD estimates. Pricing and Dollars. BD estimates

that all-channel CSD pricing last year was up about +3.3%. Total CSD dollars were up about 2.1% to $79 billion

from $77.4billion in 2014 and $76.3 billion in 2013. In recent years, the major soft drink makers have focused

on dollar growth by aggressively marketing smaller, more convenient packages that garner a higher price per

ounce while taking the focus off large discount packs such as 2-liters and 12-pack cans. Per Gapita

Consumption. Annual per capita CSD consumption in the U.S. fell to about G50 8-07 servings in 2015. That

compares to G63 servings in 2014. The decline in per capita consumption factored lower volume and a modest

increase in U.S. population. In 2013, CSD per capita consumption was 674, down from 700 in 2012 and 714in

2O1L1. Per capita consumption in 2015 was the lowest since about 1985. FactBook. BDwill provide detailed

information on the categories, companies and brands in its soon-to-be published 2016 Fact Book. Click here for

more details. Order forms will be available in the coming weeks.

CSD Companies. Coca-Cola and PepsiCo each lost CSD volume in 2015. Coca-Cola’s CSD performance improved

last year to -0.8%fram -1.1% in 2014. PepsiCo’s performance worsened to -3.1% from -1.4%. Dr Pepper

Snapple’s volume was down -0.1%last year, slightly worse than its flat performance in 2014. Coke and Dr Pepper

each gained CSD share while PepsiCo lost share. Energy drink companies Monster, Red Bull and Rockstar each

boosted volume and gained share. In addition, all three performed better in 2015 than in 2074.

CSD Brands. Dr Pepper Edges Mt. Dew te take #4 Slot. Coke’s Sprite and Fanta Add Volume, Boost Share.

Among the top-10 CSD brands, Dr Pepper made the biggest news in 2015 by surpassing Mt. Dew. Dr Pepper

logged a slight volume gain and picked up a4 tenth of a share point while Mt. Dew volume declined -2.8%asits

share fell a tenth of a share point. Consumer skepticism of artificial sweeteners such as aspartame continued to

depress sales of diet brands. Diet Coke’s volumefell -5.6%, better than the -6.6%decline in 2014. Diet Pepsi

volume declined -5.8%, compared to a -5.2% decline in 2014. The company introduced an aspartame-free version

late last year that coincided with an acceleration of the brand’s decline. Both Diet Coke and Diet Pepsi lost share

last year. Diet Mt. Dew, which fell behind Fanta on BD’s 2074 CSD brands list, declined -4.8% in volume while its

share remainec flat. Diet Mt. Dew’s decline was deeper than the -3% decline in 2014. Coke Zero made slight

volume and share gains last year. Arnong the top-10 brands, Coke has five, PepsiCo has four and Dr Pepper

Snapple has one. Brand Coke declined -1.0%after growing slightly in 2014. Pepsi-Cola declined -3.2%,

underperforming its 2014decline of -L.8%. As in 2014, regular CSDs in the top-10 brands list generally

outperformed diets.

 

LRBCategoryandCompanies. BD estimates that in 2015, LRB volume totaled about 15.8 billion cases, up

+2,.2% from 15.4 billlon cases in 2014. LRB volume increased +1.7%in 2014, decreased -1.6% in 2013 and

gained +1%in 2012. Coke and PepsiCo each boosted LRB volurne +0.9%last year. Nestle posted growth of

+5.8%, a deceleration from +9.1% growth in 2014. Coke is the largest CSD company and the largest LRB

company. Despite volume growth, Coke and PepsiCo lost share last year amid strong volume gains by bottled

water makers. BD's all-channel volume data does not always entirely correlate with the volume reported in the

public cornpanies' published financial results. They follow certain accounting rules, and BD publishes actual

volume data. Plus, BD's all-channel data does not include refrigerated juices such as Tropicana, Minute Maid and

simply.
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LRE Megabrands. 6D defines a “Megabrand” as a brand or tradernark with total volume of more than 100

million 192-07 cases. So, for example, Megabrand Coke includes Coke, Diet Coke, Coke Zero, Cherry Coke and all

other iterations of the Coke trademark. Megabrand Pepsi includes brand Pepsi, Diet Pepsi, Pepsi Next, etc.

Aquafina Returns. in 2015, the strongest performing top-10 Megabrand was Aquafina (which includes

FlavorSplash), with volume up +11.4%. The brand returned to the top-10 megabrands list at #9, having been

bumped off in 2013. Arizona fell out of the list in 2015. PepsiCo finished 2015 with four entries on the top-10

Megabrands list and an aggregate share of 20.8. Coke, meanwhile, had three brands with an aggregate share af

23. The biggest Megabrand by far was Coke, with a 16.5 share of LRB volume. its volume was down -2.6%, as

both Coke and Diet Coke lost volurne, compared to -2.4% in 2014. Megabrand Pepsi was down -3.9% compared

to a -2.9% decline in 2014. Significant LRE growth continued to come from bottled water, as evidenced by the

Megabrandslist. Nestle Pure Life was up +5.3%; Dasani +6.7%; and Poland Spring up +6.5%.

Methodology. BD tracks LRB volumein all channels including retail, vending and fountain. BD's all-channel data

and volume performance of cornpanies/brands may differ from companies’ data andis, in the end, based on

BD's evaluation, analysis and estimates.

Registration Open for BD’s ‘Market Smarts’ Conference on June 13.

Latest Speaker Confirmed: Gilberto Maldonado, General Manager for DPSG’s Grupo Penafiel.
Plus,NewLocation:EventiHotelinNYC,

BD's June conference will include some of the industry's most important executives and experts. BD’s latest

confirmed speaker is Gilberto Maldonado, general manager of Dr Pepper Snapple’s Grupo Pefafiel in Mexico. He

joined previously announced speakers listed below. New Location. Market Smarts 2016 will be held at the

Eventi Hotel at 851 Avenue of the Americas, within walking distance of Times Square and Penn Station,

Click for registration information.

Market Smarts Conference June 2016

Coca-Cola Co. Sandy Douglas President, North America

Dr Pepper Snapple Gilberto Maldonado General Manager, Grupo Penafiel

Nestle Waters North America Chris Butler Dir, eCommerce & Digital Activation

Goldman Sachs dudy Hong Managing Dir & Beverage Analyst

RBC Capital Markets Nik Modi Managing Dir. & Beverage Analyst
 
[Wells Fargo Bonnie Herzog Managing Dir. & Beverage Analyst
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OPENING THOUGHTS

Occasionally, my late grandfather drank an ice-cold Miller Lite after mowing his yard on a humid Memphis day.

He'd pour it into a mug and tapin a bit of salt. He had quit any social drinking decadesearlier, but that cold beer spelled
refreshment to him.

 
Refreshment has never been my only reason for drinking beer. Which is probably why the appeal of non-alcoholic

beer has puzzled me, especially at the same price as a regular beer. Beer commandstheprice it does in part because of

the functionality of alcohol. For refreshment,I'll take a sports drink, or a soda. That’s why | wrote in this column last year

that |am a non-alcoholic beer skeptic. | write todayto tell you that | am becoming a believer — with a caveat.

Recently, | found myself grabbing a six-pack of non-alcoholic beer on the way to a weekday tennis match with

a group of mostly retirees. The beer was a sample from Best Day Brewing. Guys bring their own beerfor lunch after the

match, but | had work to do later. No one paid any attention to my imposter beer, and | enjoyed that familiar feeling of

sipping suds aroundthegrill. And it tasted great.

Aboutthat time, my 26-year-old son, a BD analyst, visited for some work meetings. He’s training for a triathlon, so

at dinner at a pub one evening he drank an IPA before switching to a non-alcoholic brew. It was effortless, as is the case for

so many young consumers today who embrace moderation for various reasons.

Father-and-son beer consulting team Bump and Dave Williams of BWC have becomebelievers as well. They cited

the segment’sability to both pull from alcoholic beer occasions (my son's pub swap) and add beer occasions (my tennis

quaff). They also see plenty of retail upside given that the rapidly growing segment, now pushing past 2% of the beer

category, has yet to meaningfully penetrate convenience stores.

Even so, they agree it could be years — if ever — before US non-alcoholic beer reachesthe level of Europe, where

the segment has a 5.0 shareofall beer, or beyond. Recently, in fact, the Williams’ have noted

slowing velocities for some key brands.

I mentioned my conversion comes with a caveat. The beer| took to tennis wasfree, a

sample. Non-alcoholic brewers won't truly have me until | am willing to pony up $12 for a six-pack.

But now they do havea fighting chance.

- Duane Stanford, Editor & Publisher

SWEETENERS
LIMITED DIET COKE TEST REPLACES ASPARTAME WITH MONK FRUIT, STEVIA

TRIAL IN MINNEAPOLIS-SAINT PAUL AVAILABLE UNTIL JULY ATTARGET, SELECT RETAILERS

Coca-Cola is testing a Diet Coke variant in Minnesota sweetened with monkfruit and

stevia instead of the artificial sweeter aspartame. The drink, packaged in 7.5-0z minicans,

boasts the words “plant-based sweeteners” front and center under the Diet Coke logo. The

can hasa light green metallic look, instead of the usual silver for the brand. “SameVibe.

Different Sweeteners,” says a description of the drink on the website of a Target retail store

in Minneapolis. “You can haveit all — delicious Diet Coke sweetened with Monk Fruit and

Stevia Extracts. Meet the newest Diet Coke beverage, Diet Coke Plant-Based Sweeteners.

Neverfear, this productstill has No Sugar and No Calories.”
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LIMITED OFFERING. Coca-Cola launched thevariant in Minneapolis-Saint Paul last week

and will make it available through July 10 at discount departmentstore Target, grocery

stores Cub and Lunds &

Byerlys, and drug store CVS.

At Target, a six-pack of 7.5-0z

canssells for $4.39. Coke

sampled the drink last week

at the University of Minnesota,

according to a LinkedIn post

by a company marketer.

© —_- - - |
fen A Cibed Hime

WV : lar,

PERFORMANCE.Diet Coke _NO SUGAR “hsge
NO CALORIES NO CALORIES.

was launched more than 40

 
years ago asthefirst-ever

brand extension to Coke.

It followed the success of Coke’s big diet soda play at the time, Tab. Diet Coke,thefifth

largest carbonated soft drink brand at US retail last year with a 6.2 volume share, declined

-3.5% in 2022, which was more than twice the rate of the category volume decline at -1.4%,

according to BD data. Dollar sales grew almost +12%, helped by higherpricing, in a category

that grew more than +13%. The brand’s core consumersare aging out of the category, and

attempts to appeal to younger consumers (such as with the 2018 launchof flavored Diet

Cokethat waslater discontinued) have not meaningfully or consistently changed the brand’s

performance.

BACKLASH.Aspartame has faced a backlash from some consumers whobelieve it could be

unhealthy, even though the sweetener has been approved for use in carbonated soft drinks

since 1983. “Aspartameis one of the most exhaustively studied substances in the human

food supply, with more than 100 studies supporting its safety,” the FDA says on its website.

While consumer pushback against the sweetener seems to have subsided, consumers are

interested in plant-based food offerings and marketers have capitalized on the trend with

product formulations. Diet Coke was sweetened with saccharin for its 1982 debut and later

reformulated with aspartame after the FDA approval. Coca-Cola has experimented with

stevia before, launching and later discontinuing Coke Life — sweetened with a sugar and

stevia blend — in the US. In Canada, Coke sold a 100% stevia-sweetened Coca-Cola. In New

Zealand, a product called Coca-Cola Stevia No Sugar was marketed for a time.
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BLURRED LINES
BUFFALO ROCK LATEST PEPSI BOTTLER EYEING ALCOHOL DISTRIBUTION

G&J PEPS| LAUNCHES HARD DEW IN TWO MARKETS; HARD LIPTON IN MAY

Hard Mtn Dew Enters Arizona, Kentucky as Three States Resist Blue Cloud.

Plus: New Alcohol Launches Coming for Coke’s Peace Tea, Topo Chico.

Monster Grabs Share of FMB After Unleashing the Beast.

Buffalo Rock President and CEO Matthew Dentsaid the Birmingham-based Pepsi

bottler intends to distribute alcohol in the three states where it operates: Alabama, Georgia,

and Florida. He did not disclose a timetable or disclose any possible brands, including

Hard Mtn Dew.If Buffalo Rock were to add Hard Mtn Dew,it would join Bernick’s and G&J

Pepsi-Cola as independentbottlers distributing the alcoholic beverage. Hard Mtn Dew

is produced and marketed by Boston Beer, under a brand and concentrate license from

PepsiCo. The brand’s chief distributor is PepsiCo subsidiary Blue Cloud Distribution, which

has a federal alcohol wholesale license in 40 states. State or local government permits

are also required to distribute alcohol. As of this week, Hard Mtn Dewis available in 13

states (see map). Those states include Florida, where Buffalo Rock’s soft drink operation

covers an area anchored by Pensacola and PanamaCity in the state’s Panhandle. Blue

Cloud so far does not have any federal alcohol wholesaler permits for distribution locations

in Alabama, according to records from the US Alcohol and Tobacco Tax and Trade Bureau

(TTB), which collects federal excise taxes on alcohol and regulates labeling and marketing for

alcoholic products. While Blue Cloud is federally permitted in Georgia (an initial step in the

legal process to distribute alcoholic beverages), state regulators have denied an additional

local permit needed to distribute alcohol in Georgia. To distribute alcohol, companies in the

heavily regulated industry need a federal permit per location as well as a state permit.

G&J LAUNCH. Independent bottler G&J Pepsi will launch Hard Mtn Dew this weekonits blue

trucks in Ohio and Kentucky, CEO Tim Trant confirmed to BD. The bottler will launch another

PepsiCo-licensed alcoholic product, Lipton Hard Iced Tea, the first week in May, he said.

The products will be distributed to small and large format stores, and to select on-premise

accounts. Meanwhile, independent Pepsi bottler Bernick’s distributes Hard Mtn Dewinits

Minnesotaterritory. Bernick’s also operates in Wisconsin, where Blue Cloud has a federal

permit. However, Boston Beer hasn’t yet announced a Hard Mtn Dew launchin that state

and executives from Bernick’s did not respond to messages aboutthe product.

April 19,2023 | PAGE 4

ROCKSTAR05984

PPPOO9-0000001



COPYRIGHT NOTICE: FOR YOUR EXCLUSIVE USE.
DO NOT COPY OR REDISTRIBUTE.

RESISTANCE. This week, Arizona and Kentucky will become the 12th and 13th states

where Hard Mtn Dew is available, mostly by way of Blue Cloud. Meanwhile, alcohol regulators

in Georgia, Kentucky, and Indiana have so far resisted allowing PepsiCo’s Blue Cloud to

distribute Hard Mtn Dewin thosestates, slowing expansion of the product. Georgia officials

denied Blue Cloud’s wholesale dealer license requestlast year, according to state records

reviewed by BD. Regulators ruled that PepsiCo’s relationship to Blue Cloud and Boston Beer

circumvents a “three-tier” regulatory system that requires separation of manufacturing,

distribution, and retail tiers when it comes to alcoholic drinks. While the details can vary,

such three-tier regulations are commonacross U.S. states. Georgia’s law is explicit that

manufacturers and wholesalers can’t have a business association outside of a distribution

agreement. Georgia regulators pointed to PepsiCo’s 100% ownership of Blue Cloud, as

well as a contract that gives PepsiCo the right to approve the Hard Mtn Dew formula and

inspect Boston Beer's facilities. The regulators also pointed to the fact that PepsiCo owns

the warehousesand trucks that would have been usedto store and transport productin

Georgia. Last August, Blue Cloud dropped an appeal of the denial without explanation,

according to the records. The distributor is considering reapplying for a Georgia license, a

spokeswomansaid. Kentucky has issued a similar denial for Blue Cloud (G&J is independent

from PepsiCo and apparently not impacted by the Blue Cloud denial). Indiana has stated an

intent to deny. “We believe we are in compliance and we continue to work with regulators to

secure a license,” a Blue Cloud spokeswomantold BD, speakingofall three states.

DATA. Hard Mtn Dew reached a 1.2 dollar share of the flavored malt beverage (FMB)

segment at US retail as of April 1, according to Bump Williams Consulting, citing Nielsen

data. The brand debutedin three states 15 months ago and hassince expanded to 11

states. Year-to-date sales reached almost $11 million, compared to more than $7.5 million

in sales already this year for Monster Beverage’s the Beast Unleashed, which debutedin six

states in January and recently added Tennessee and North Carolina (in addition to Arizona,

California, Colorado, Florida, Ohio, and lowa). Beast Unleashed has reached a 0.8 dollar

share of the US FMB category in three monthssince launch. The data coversall US retail

channels including liquor stores and convenience stores. In an April 10 report, analysts at

Consumer Edge said Beast Unleashed has reached a 5.0 share across the states where

available.

MORE CROSSOVERS COMING. Molson Coors announced this weekthat it has licensed

Coca-Cola’s Peace Tea brand for a Peace Hard Tea extension to launch in Septemberin

24-0z cans. The drink is 5.0% ABV, and flavors are Freedom of Peach, Really Really Razzy
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DIGES PepsiCo’s Blue Cloud: TTBPermits and Hard Mtn Dew Distribution (April 2023)
THE GREEN SHEET
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(raspberry), and More Peace More Lemon. Peace Hard Tea will launch through beer

distributors in the convenience channel in Alabama, Arkansas,Florida, Georgia, Louisiana,

Mississippi, North Carolina, South Carolina, and Tennessee. (Recall Coca-Cola picked up

Peace Tea from Monster Beverage in 2015 in a swap of brands that was part of Coke taking

an equity stake in Monster and becoming the energy brand’s exclusive global distributor.)

Molson Coorsalready produces Simply Spiked undera brand license from Coke.That

product reached a 2.1 dollar share of FMBs at USretail as of April 1, according to Nielsen

data from BumpWilliams Consulting. Year-to-date sales were almost $20 million. A third

Coke crossover brand marketed and distributed by Molson Coors, Topo Chico Hard Seltzer,

had a 4.4 share of the hard seltzer category as of April 1, with $34 million in year-to-date

sales after +0.5% growthin the period, compared to a year ago. Case sales declined almost

-6.0% in a hard seltzer segment that declined almost -21% by volume and -14% by dollars.

Molson Coors will add a canned cocktail extension called Topo Chico Spirited in April. The

productline, packaged in 12-0z standard cans,will include two versions with tequila that

contain either lime or grapefruit, and a third variant with vodka that contains lemon and

“a pinch of salt.” The spirit-based drinks will contain 5.9% ABV. In a statement, the brand

announcedit will double its media spend, including on social media, between May and

August, whichis the critical summerselling Season.

HARD DEW IN THE UK? Overseas,PepsiCo has applied for an alcoholic beverage

trademark for Hard Mtn Dew in the UK. The company hasn’t yet announced any plansfor a

launch in the country.

PERFORMANCE
CELSIUS, C4 SURGED IN 2022 AS NEW PARTNERSHIPS PORTEND STRONG 2023

Energy drink challengers Celsius and C4, which signed investment and distribution deals

last year with PepsiCo and Keurig Dr Pepper respectively, took share at USretail in 2022 of a

category dominated by Monster Energy and Red Bull (See table). Celsius more than doubled

volume and dollar sales growth to reach a 3.2 volume share of the energy category at US

retail. C4 reached a 1.0 volume share. The two diverged on price, with Celsius boosting

pricing by almost +11% and C4 cuttingits pricing by about as much. The newdistribution

partnerships could help propel sales growth again this year as the category expands beyond

US leaders Monster and Red Bull. Meanwhile, bankrupt Bang Energy shed almost a quarter

of its volumelast year while leading the category on pricing at +16.7% growth, compared
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to +5.5% for the category. In Goldman Sachs’ mostrecent Beverage Bytes survey of

convenience channel retailers, published April 17, +36% of respondents reported significant

out-of-stocks for Bang. The retailers also said they expect energy category sales growth in

c-stores of +19% this year.

US Energy Drinksat Retail: Full-Year 2022

Energy Drinks (Select Trademarks) Vol Share * Vol Share +/- Vol +/- $Share* $ Share +/- $+/- Price +/-

Monster Energy ** 31.0 -0.2 +5.0% 26.0 +0.1 +14.8% +9.8%

Red Bull 25.7 -0.3 +2.3% 36.4 -1.0 +6.2% +3.8%

Bang (VPX) 6.3 -2.1 -22.5% 5.5 -2.0 -5.8% +16.7%

Rockstar (PepsiCo) 5.4 -0.6 -6.9% aah -0.3 +1.5% +8.4%

Celsius a2 +1.7 +119.5% 2:3 +1.8 +130.3% +10.8%

NOS (Monster) 2.8 -0.2 -3.6% 2.5 -0.1 +4.0% +7.6%

Private Label 28 +0.1 -12.2% 0.3 -0.0 ~11.0% +1.2%

Starbucks Energy of -0.2 -2.3% 3.3 -0.1 +6.3% +6.3%

Reign (Monster) 2.4 -0.3 -8.8% 2.2 -0.2 -1.7% +7.1%

C4 (Nutrabolt) 1.0 +0.8 +423.6% 1.4 +0.8 +413.0% -10.7%

Full Throttle (Monster) 0.7 -0.1 -6.1% 0.6 -0,0 +1.3% +7.4%

5-Hour Energy 0.5 -0.4 -5.2% 4.4 -0.6 -3.2% +2.0%

Mtn Dew Energy *** 0.5 -1.3% 0.4 +0.8% +2.1%

Dew AMP (PepsiCo) 0.3 -0.2 -42.8% 0.2 -0.2 -39.9% +2.9%

Rip It (National Beverage) Ont -0.2 -56.3% 0.4 -0.1 -47.8% +8.5%

Redline (VPX) 0.1 -0.0 -19.8% 0.3 -O.1 -14.2% +5.7%

Energy Category 100.0 + +3.6% 100.0 - +9.1% +5.5%|

* Share columns do not sum to full category ** Includes only Monster Energy, Monster Ultra.

*** Launched March 2021. Rebranded from Mtn Dew Rise to Mtn Dew Energy in November 2021.

Note: Table draws from two separate data sources. Data points chosen to provide best possible metrics for brands, companies,
categories shown.

Data: Includes grocery, convenience, drug, mass including Walmart, some club, dollar, and military channels.

Source: Beverage Digest

POLAR SELTZER SURGES ASAHA,BUBLYSLIP. In sparkling water, Polar, distributed

by Keurig Dr Pepper in much of the country,fired on all cylinders in 2022, gaining dollar

and volume share of the category and posting double digit growth by both measures (see

table). The story was different for Coca-Cola’s Aha and PepsiCo’s Bubly, which posted slight
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share declines. Liquid Death, which has captured consumers’ attention with aluminum can

packaging and tongue-in-cheek death references in the brand’s marketing, posted volume

and dollar share gains as sales grew more than +400% on a small base.A pricing gain of

almost +20% nearly doubled that of the category.

Sparkling Water Brand Performance:Full-Year 2022

 

 

 

Vol Share Vol Shr+/- Vol +/- $ Share $ Shr+/- $+/- Price +/-

LaCroix (National Beverage) 14.1 -0.5 -7.3% 12.7 -0.5 +2.3% +9.6%

Sparkling Ice (Talking Rain) 12.3 +0.2 -2.4% 16.7 0.5 +3.3% +5.8%

Polar 8.8 +13 +12.0% 6.6 +0.7 +18.8% +6.8%

Nestle 7.6 -0.1 -5.7% 13.4 -0.3 +4.0% +9.8%

Perrier 3.9 +0.0 -3.8% 6.9 -0.0 +5.8% +9.6%

S.Pellegrino 3.7 -0.1 -7.7% 6.5 -0.3 +2.2% +9,.9%

PepsiCo 7.2 -0.2 -6.9% 6.8 -0.4 +0.2% +7.2%

Bubly £2 -0.2 -6.9% 6.8 -0.4 +0.2% +7.2%

Coca-Cola Co 5.4 os -21.0% 7.7 -L7 -13.3% +71%

Aha 2.8 -0.3 -13.9% er -0.4 -7.0% +6.9%

Topo Chico 2.6 -0.8 -27.4% 5.0 -1.3 -16.4% +11.0%

Spindrift 2.5 +0.7 +30.9% 3.4 +0.7 +33,5% +2.7%

Keurig Dr Pepper 2.3 -0.5 -21.3% 2.5 -0.6 -14.7% +6.7%

Canada Dry L2 -O.1 ~8.6% rz -O.1 -1.4% +7.1%

Schweppes 1.2 -0.4 -28.3% L.3 -0.3 -13.8% +14.5%

Bai Bubbles 0.0 -O.1 -85.8% 0.0 -0.2 -83.2% +2.6%

BlueTriton Brands 1.5 -0.9 39.7% 1.2 -0.6 -29.5% +10.2%

Poland Spring 0.9 -0.3  -30.9% 07 0.2 -18.2% +12.7%

Arrowhead 0.3 -0.2 -44.2% 0.2 0.1 -32.1% +12.1%

Ice Mountain 0.2 -0.1 -45.6% On -O.1 -41.6% +3.9%

Deer Park 0.2 -O.1 49.5% Ot -O.1 43.3% +6.2%

Ozarka 0.0 -O.1 -66.4% 0.0 -O.1 -62.2% +4.2%

Wis-Pak 1.1 40.4 +45.2% io +0.7 +69.3% +24.1%

Bubbl’r 0.8 40.4 +85.5% Ly +0.8 +91.4% 4+5.9%

Klarbrunn 0.2 -0.0 -18.7% 0.2 -0.0 -13.3% +5.4%

Vintage (Refresco) 0.7 -O:1 -10.4% 0.5 -0.0 +0.7% +11.1%

Liquid Death 0.6 +0.5 +443.5% 11 +0.9 +463.3% +19.8%

Crystal Geyser (Roxanne) 0.5 -0.0 -6.3% 0.3 -0.0 -0.4% +5.9%

Cascade Ice (Unique Beverages) 0.2 -0.0 -10.4% 0.2 -0.0 -11.1% -0.7%

Private Label 28.4 -0.7 -6.2% 16.6 +0.1 +6.5% +12.7%

All Other 6.8 41.3 +17.7% 8.4 +1.5 +29.6% +11.9%

Category 100 - -4.0% 100 - +6.2% +10.2%

Data includes grocery, convenience, drug, mass including Walmart, some club, dollar, and military channels.

Source: Beverage Digest
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TERRITORY CHANGES AND DEALS

The San Antonio Spurs have named nootropic energy

drink Nerd Focusastheofficial energy partner of the pro

basketball team and its home arena, AT&T Center.

Nestlé has bought an almost 50% stake in Yfood, the maker

of meal replacement shakes and bars. The deal values Yfood

at $469 million, according to TechCrunch. Yfood, focused on

the European market, generated $131 million in sales last

year, according to TechCrunch. The deal comesa year after

Nestle Health Science bought a majority stake in protein

shake maker Orgain (table below).

 
Enhanced water brand Lemon Protein Shakes Category Share by Company
Perfect has expanded its presence Full Year 2022 atRetail

at Target with 500 stores focused

in California, Georgia, New York, Company(Key Trademark) $ Share *

Oregon, Texas and Washington. Te
The brand added 12,000storesin Abbot Nutrition (Ensure) 21.2

2022 and projects $60 million in Premier Nutrition 12.7

retail sales for 2023, according to a Nestle Health Science (Boost) a4

company statement. Pepsice is
Muscle Milk 6.5

: Evolve 0.3
Glow Beverage has signed Gatorade Nutrition 0.1
distribution agreements with Coca-Cola (Fairlife Core Power) 6.9
Anheuser-Buschaligned D. atkins 3.9

Bertoline & Son, as well as Nu, for Orgain (Majority Owned by Nestle) 2.0

markets including Westchester and Garden ofLife 0.7

Putnam counties in NY state. Late Private Label 16
All Other 28.8

last year, Glow launcheda line of

remium sparkling hydration andee

energy drinks packagedin glass

bottles. The brand’s ambassadors * Totals may not sum due to rounding

include influencer Kylie Jenner and some club, dollar and military channels.

star NFL quarterback Dak Prescott. Sources tenets Bites

Data: Includes grocery, convenience, drug, mass including Walmart,
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Powdered hydration beverage

Cure hasraised $5.6 million

in a Series A fundraising round

to “accelerate retail expansion,

grow its leadership team,

enhance customer awareness,

and develop new products,”

the company announced. The

productis available in 15,000

retail locations, including

Sprouts, Albertsons, Kroger, Stop & Shop, Wegmans, HEB, CVS, and Walgreens. Cure was

founded in 2019.

 
Coca-Cola has acquired a 15% stake in an India-based food delivery platform called Thrive,

according to the Economic Times. The website gives restaurants a platform to take online

orders while retaining their customer data.

PEOPLE

PepsiCo EVP and Chief Human Resources Officer Ronald

Schellekensis retiring from the post, PepsiCo announced. He’ll

be succeeded on Oct. 1 by Cognizant EVP and Chief People Officer

Becky Schmitt, who previously also worked for Walmart.

Former MillerCoors executive Tom Cardella has joined beverage

incubator The 3rd BevCo as a board advisor. The company has

said it will raise $50 million to roll out “in-house and celebrity

partnership brands.” They have raised almost $2.6 million to date,

according to their website.

 
Becky Schmitt

WPP Openx, the WPPcreative agency dedicated to Coca-Cola,

has hired Andrew Keller as global chief creative officer. He comes from Facebookparent

company Meta, according to MediaPost. Keller will be based in Atlanta.

Walmart Chief Merchandising Officer Charles Redfield is leaving the role in May andwill
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become an adviser, the Wall Street Journal reported,citing a staff memo. A successor hasn't

been named.

Liberty Coca-Cola workers in Philadelphia have gone on strike after a Teamsters

contract expired and workers voted to reject a new contract. The 400 workers said they want

better pay, healthcare, and retirement benefits, according to Quartz. In a statement, Liberty

executives said they offered “the highest wage increases in Coca-Cola/Teamster Local 830’s

history, along with a generous health and welfare benefits package.” The bottler added: “We

have a strong contingency plan in place that allows for continued delivery of our products to

our customers and consumers throughoutthe Philadelphia region market. We will continue

to work with the union to reach a fair and equitable solution quickly.”

BRIEFS

A federal judge in California has permanently barred bankrupt Bang Energy

ownerVital Pharmaceuticals (VPX) and former CEO Jack Owoc from using the word

“creatine” to market or sell Bang Energy. The word “creatine” must be scrubbed from

all existing marketing and packaging within 6O days of the orderfiled on April 12. Bang,

under new bankruptcy managementfollowing the recentfiring of Owoc, must also post

a corrective statement on websites and social media saying Vital and Owoc “willfully and

deliberately engaged in false advertising by claiming that the BANG energy drink contains

creatine, contains ‘Super Creatine,’ and provides the benefits of creatine.” The permanent

injunction, spurred by a motion from Monster Beverage, follows a $293 million jury verdict

last Septemberagainst VPX for falsely advertising the health benefits of the ingredient

supercreatine. The case wasfiled by Monster in 2018. Last November, Bang executivestold

distributors in a memothat the words “Fuel Your Destiny” would replace “Super Creatine” at

the top center of the brand's cans.

The Federal Trade Commission has sent notices to about 670 companies warning

marketers to “avoid deceiving consumers with advertisements that make product

claims that cannot be backed up or substantiated,” according to the agency’s website.

The warning comesat a time when consumer packaged goods companies chase consumers

who arewilling to pay more for products with a healthy halo that promise improved wellness,

especially in the wake of a global pandemic. “If a company makes a claim about the health

or safety benefits of a product, that claim must be based on scientific evidence,” the agency
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said. “If a companyclaimsthatits product can cure, mitigate, or treat a serious disease

such as canceror heart disease, it must back up that claim through the accepted standards

of scientific testing.” The FTC addedthat“it will not hesitate to use its authority to target

violators with large civil penalties,” which could reach $50,120 perviolation. Companies

receiving the notice included Coca-Cola, PepsiCo, and Nestle HealthCare Nutrition. The FTC

did not allege any actual wrongdoing by the companies. “While the FTC has long history of

providing guidance on advertising

substantiation, through both

litigated cases and policy

statements, manysellers continue

to make unsubstantiated claims

about their products andfalse

claims about the proof they have,”

the FTC said.

PepsiCo has taken delivery of

18 Tesla Semi-trucksfor use

in the Sacramento metro area.

Fundingfor the electric trucks

camefrom a grant by the Sacramento Metropolitan Air Quality ManagementDistrict. PepsiCo

is using Tesla’s electric truck in other operations as well.

 
Coca-Cola’s Costa Coffee will franchise its first shops in Japan starting this summer

in Tokyo, according to the Japan News. Costa has sold bottled coffees in the country since

2021, the news outlet said. (Coca-Cola's Georgia Coffee is a major ready-to-drink beverage

brand in Japan.)

Coca-Cola's Fanta has unveiled a new global

visual identity.

A long-running annual survey by the National

Coffee Association found that more Americans

drank coffee in the past day than any other

drink. This year’s survey found that 65% of

respondents drank coffee the day previous.

The survey also found that 83% of those who

 
April 19,2023 | PAGE 12

ROCKSTARO05993

PPPOO9-0000001



COPYRIGHT NOTICE: FOR YOUR EXCLUSIVE USE.
DO NOT COPY OR REDISTRIBUTE.

consumedcoffee the day before being contacted did so at home.That’s up +4.0% from

January 2020. About a third of respondents who drank coffee in the past week had flavored

 

 

coffee.

US RTD Coffee at Retail: Full-Year 2022

RTD Coffee Vol Share Vol Share +/- Vol+/- $Share §$ Share +/- $+/- Price +/-

PepsiCo 52.4 -4.4 -5.6% 63.8 -4.7 +1.7% +7.3%

Starbucks (Shelf Stable) 35.1 -4.6 -10.2% 51.6 -5.2 -0.9% +9.3%

Frappuccino 30.1 -3.8 -9.7% 42.2 -3.2 +1.4% +11.2%

Doubleshot 1.6 -0.6 -33.0% 3.4 -1.3 -25.7% +7.3%

Cold Brew 0.4 -0.1 -33.8% 0.7 -0.3 -31.0% +2.8%

Starbucks Other 3.0 -0.1 +0.0% 5.3 +5.3 +0.0% +0.0%

Starbucks (Chilled) 17.3 +0.5 +5.3% 12.2 +0.8 +14.1% +8.8%

Danone(Chilled) 25.7 43.0 +14.0% 13.6 +3.3  +30.7%  +16.8%

eels Palast led 14.0 +1.0 +9.7% 5.5 +1.0 +25.7%  +16.0%
Stok 10.8 +1.7 +18.2% 7.0 +1.9 +33.0% +14.8%

Danone Other 1.0 +0.3 +0.4% 4.4 +0.4 +0.7% +0.3%

Coca-Cola 6.6 -0.5 -4.3% 6.6 -0.6 +0.2% +4.4%

Dunkin’ 4.2 -0.6 -11.2% 5.2 -0.7 -3.2% +8.0%

Dunkin’ lced Coffee 4.2 -0.6 -10.9% 5.2 -0.6 -2.7% +8.2%

Coca-Cola Other 2.5 +0.1 +0.1% 1.4 +0.1 +0.1% +0.1%

Califia Farms (Chilled) 3.1 +0.4 414.0% 19 +0.2 +18.4% +4.5%

Califia Farms 3.1 +0.4 +14.0% ig +0.2 +18.4% +4.5%

La Colombe 1.6 0.5 +29.9% 1.9 +0.2 419.2% -10.7%

La Colombe RTD Coffee 1.6 +0.5 +29.9% 1.9 40.2 +19.2% -10.7%

Chameleon- Nestlé (Chilled) 0.2 -0.1 -33.0% 0.2 -0.1 -32.6% +0.4%

Chameleon Cold Brew 0.2 -0.1 -33.0% 0.2 -O.1 -32.6% +0.4%

Stumptown(Chilled) 0.1 -0.0 -32.9% 0.1 0.1 -30.7% +2.2%

Private Label 2.5 -0.2 -0.0% 2.5 -0.2 +0.0% 0.0%

All Other 7.7 +1.4 +0.2% 11.2 +1.8 +0.3% +0.1%

CATEGORY 100.0 - +2.6% 100.0 - +8.4% +5.7%

Data: Includes grocery, convenience, drug, mass including Walmart, some
club, dollar, and military channels.

Source: Beverage Digest
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NOTEWORTHY PRODUCT LAUNCHES

Talking Rain has added Sparkling Ice + Energy to its productlineup. The sparkling energy

waterwill reach shelves in April in three flavors: Power Punch, Berry Blast, and Maximum

Mango. Packages are 12-0z and 16-0z cans, according to the company. The drink includes

added vitamins and minerals for immunity support

and electrolytes.

BE. =o
SUT

Spindrift will launch a Spiked Strawberry

Lemonadelater this month with 4% alcohol by BS pes yayUre
volume. The hard seltzer drink is unsweetened and 5 » vay Bernat
flavored with strawberries, as well as lemon and eee §=(waler.

= — i ee rs
lime juice, the companysaid. ci, ala
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Save $120.00 Now Withth Special Early Bird Registration.

Caroline Levy, senior beverage analyst at Macquarie, is confirmed to speak at Future Smarts on Dec.9 in

New York City. Book now to save $120.00 with ourearly bird pricing. Visit our conference page HEREfor details.

Future Smarts Conference December 9, 2019

Coca-Cola James Quincey CEO

American Beverage Association Katherine Lugar President, CEO

Arca Continental Arturo Gutiérrez Hernandez CEO

L.A. Libations Danny Stepper Co-Founder, CEO

Macquarie Caroline Levy Beverage, HPC Analyst

Mirth Provisions Adam Stites Founder, CEO

Pepsi Buffalo Rock Matthew Dent President, CEO

Reyes Coca-Cola Bottling Bill O’Brien CEO

Walgreens Tom Burkemper Sr Director, DMM - Beverages

 
Would a National Plastic Package Fee Work? Independent US Coke, Pepsi Bottlers Weigh In.

It WillJustEscalateandNeverGoAway.
‘We're A

Plastic packaging waste may now posethe single-biggestrisk to profitability for the global beveragein-
dustry. This is especially true in developed markets such as the US and UK. While the use, re-use and disposal of

plastic packaging impacts beverage manufacturing costs directly, consumer perceptions about the sustainability

of the material also threaten to increase negative sentiment toward beverage producers and decrease demand

for their products. However, beverage makers are keenly aware that many consumers value the portability and

convenience of PET containers. Manufacturers also make cogent arguments as to how PET can be more sus-

tainable than other packages, especially as technological advances in chemistry, waste managementand re-use

promise to improve the environmental impact of the material. In search of a solution to this expanding risk, some

Follow Beverage-Digest on Twitter: @BeverageDigest
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industry leaders have suggested behind the scenes that a national per-package fee could help the private and

public sectors fund solutions faster. A key caveat is that the money would have to be directed to programs (with

heavy guidance from industry) rather than to government general fund accounts. But would such a proposal ever

fly among some of those who will be most affected - independent US Coca-Cola and PepsiCo bottlers?

a,
af

BottlerViews. To find out, BD asked for the bottlers’

views in an informal survey. To encourage candid

responses, names and companies have been withheld.

Respondents generally agreed that the plastic waste

issue was important. Many emphasize that the industry

is working hard to find solutions. And while few believed

that a national package fee was a viable solution, there

was more openness to the idea than one might have

expected. The responses below wereedited for clarity

and space:

2  ‘Horrendous Reporting.’ | would not support a fee
whichis a tax on beverages.It will just escalate and

never go away, with horrendous reporting processes.

With that being said, our beverage companies and

national association must start a campaign to increase our recycling rates and find ways to makeit easy and

efficient to recycle for the consumer. Lastly, even if we only doubled the current recycling, we don't have enough

uses for the recycled plastic in our country. Lots of work needs to be done. Butif the parent companies don't
start now, there will be a tax enacted.

 
‘Undue Criticism.’ Recycling of plastic containers is a huge issue, but | firmly think that the extra fee per

container would not make consumers recycle more. The soft drink industry takes a lot of unduecriticism for soft

drink containers. The distributors would be responsible for collecting this fee and it would only take away from a

shrinking bottom line. We as the local bottler support recycling activities, and the general consumer seemsto not

care. On top of that no one seems to want the recycled materials.

‘Engaging Consumers.’ | am not sure we could support a fee per containerat retail as government fees such as

this tend to fund lots and lots of bureaucracy, and the funds do not accomplish the objective they were designed

to achieve.It will take the efforts of industry, civil society, and government togetherto find the best ways to make

recycling economic and efficient. Funding the infrastructure required and engaging consumersiscritical. The

packaging industry and all packaged goods companies using plastic need to participate, as it does not make

sense to single out one or two users of plastics. Responsible recycling of all types of materials is important to

our society and continued advancements in technology enable more and more opportunities for recycling and

reusing materials.

‘AddingCosts.’ Thereality is that we represent only roughly 7% of the total PET stream. Real improvementin

total will require others outside the beverage industry to take similar approaches. | am not in favor of a packaging

fee because adding costs via consumerpenalties doesn’t solve issues.I'd rather see the federal government

work with China and India to stop their devastating impact on the global environment, becauseit’s factual that

they contribute a vast majority of the waste in areaslike the floating plastic in the Pacific Ocean.

‘Change Behavior.’ We can’t change recycling ratios without changing the commitmentof the user. Money (a

deposit) will not change behavior. Folks must believeit’s in their best interest to reuse packaging material in

whatever form it comes. There are tremendous marketing, food safety and consumer benefits from recyclable

material for both users and manufacturers of food and beverages. Eventually the reuse idea should include many

items other than food packaging. That approach would have a positive economic effect on the cost/value of

recycling and reduce the amountof land/space needed for unusable waste.
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StopatPenny? I'm not sure | would support a recycling fee. If it starts at a penny where doesit stop? What

about plastic producers? Why aren't they in the lead on this?

Hyper-Focused. In general, | am against government intervention. The industry is hyper-focused on this area,

and should be able to comeup with solutions without imposing a tax at retail.

‘Free Market.’ To further tax or assess fees would detract from free marketinitiatives in the industry. In addition,

specific governmentalfees rarely get directed appropriately for the cause for which they were based.

‘Education.’ | am not a fee or tax person. Things can get solved without those steps.| like the idea of taking the

education to the consumer and keep governmentoutof the solution.

Yes, With Conditions. | would be supportive. We need to be proactive with our plastic container waste. A couple

of conditions. First, everyone in the beverage industry must be included, no free passes. Second, over time other

industries that use plastic packaging must accept responsibility for their plastic waste. Third, the money must be

isolated from other government expenses so thatit goes to reducing plastic waste. Fourth, industry involvement

is critical to success. This cannotbeleft to politicians.

 

SurchargeMaybe,NotDeposit. Something proactive needs to happen. It is a growing issue andwill get worse.

And it is not confined to plastic bottles. | would favor some sort of surcharge in the chain between resin andretail,

but | am not sure at this point where it should be. We definitely don’t want a deposit. And bottlers are not the best

source for collection. The bottles need to be valuable enoughfor individuals and accumulators to take them to

recyclers or collection points. And valuable enoughfor recyclers to wantto fool with them. Now if that unending

circle can becomeestablished, we will get somewhere.

‘ComingAround.’ | don't knowif a per-package fee would really do anything to increase the amountof recycled
material. My concern is the money generated would get lost in the general fund and become another new form

of taxation, regardless of the great intentions of the legislation. We're actually coming around to the notion of a

national deposit law on all beverage containers to boost rPET availability. The idea was always considered anathe-

ma to the industry but we've been stuck at a 30% recycling rate or below — muchof which is generated by the ten

deposit states. Consumers are tired of hearing the industry is doinglittle to solve the problem other thanlip ser-

vice. We could run 50% rPET in our bottles today without too muchdifficulty if we could find the material at a 10%

premium or less, but there’s just not enough material available in most areas of the country. This is an important

issue today for many of our consumers and we need to be proactive.

‘MillTax.’ I've always been a proponentof a

federal mill tax or fee, spread across all industries,

to manage environmental and health issues. Why

should the beverage industry solely have the perpet-

ual target on its back? A mill tax spreads the pain

proportionately. Essentially, the federal government

charges a fee per pound (plastic, sweeteners, pa-

per) at the manufacturing source, versus a cumber-

some and often unfair retail pricing scheme. With

properlegislation, you keep the funds dedicated

to the environmentor health, versus general funds

to offset pension shortfalls. There would be many

issues. How do you prevent local governments from

“piling on” additional fees? How do you manage

imported products? Who managesthe recycling and re-use? Companieslike PepsiCo, Coca-Cola, Keurig Dr Pep-

per and the American Beverage Association need to seek broadersolutions, versus going it alone with short term

i-cent per container fees to address the plastic issue.
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r Energy L Inf Inf rs.

Company Rebuts Negative Perceptions of Caffeine, Sugar and Taurine.
Monster Beverage recently surveyed media influencers and opinion leaders about their perceptions

of the energy drink category (BD did not participate). Monster followed up with a letter sharing some of the

findings. “The feedback and input we received really enlightened us,” the letter read. “We

learned that there are a lot of strong opinions and some misconceptions aroundcaffeine,

‘chemicals,’ sugar effects, etc.” From there, the letter attempted to clear the air on some

of the misconceptions. “From a branding perspective, Monster may appear hard core,”

it said, “but from the formulation perspective, our beverage products are efficient in

supporting energy with thoughtful and safe ingredients.” BD notes that Monster's defense

comes amid a growing numberof competitors touting “healthy” energy drink alternatives.
Here's a look at Monster's rebuttals:

MONSTER 
Caffeine. “Most people think energy beverages have morecaffeine than coffee,” read Monster’s letter to influ-
encers. “On an ounce per ounce basis, Monster Energy has abouthalf the caffeine of brewed coffee-house cof-

fee.” The rebuttal echoes comparisons to Starbucks’ brewed coffee voiced by Monster executives in 2013 during

a period of intense negative publicity about the safety of Monster Energy amid lawsuits and an FDA inquiry.

Energy Drink Performance, YTD Through June 16, 2019

Product VolShare Share+/- Vol%+/- $Share $Share+/- $%+/- Price %+/-

Monster TM 41.0 4.9 2.6% 33.5 -3.1 2.3% -0.3%

Red Bull 22.6 -1.7 7.0% 33.5 15 6.9% -0.1%

Bang 10.1 8.6 669.9% 6.4 5S 655.7% -14.2%

Rockstar 8.4 “2.1 “8.3% 6.0 -1.0 4.7% 3.6%

Nos (Monster) 3.8 -0.9 -7.2% 3.1 -0.4 -0.5% 6.7%

Starbucks 2.7 -0.3 4.6% 32 -0.1 1.3% 2.7%

Mtn Dew Amp GameFuel 1.0 1.0 n/a 09 0.9 n/a n/a

Full Throttle (Monster) 0.9 -0.3 -12.4% 0.7 -0.2 -7.6% 4.8%

5 Hour 0.7 “0.1 6.3 -1.0 -3.9% 0.1%

Mtn Dew Amp 0.5 0.4 -0.3 -32.1% 4.4%

All Other 3.3 6.0 n/a n/a n/a

100 100 n/a 11.8% “3.1%

 
Taurine. The letter went on to say that about 30% of those polled believe energy drinks have “dangerous”levels

of taurine. (Coke, Monster's global distribution partner, has marketed its new Coca-Cola Energy as “completely

taurine-free” and included the phrase “no taurine” on the can.) “Taurine is a common and healthy ingredient,”

Monstersaid. “Taurine is a cardio-protective amino acid that increases the force or strength of the heartbeat,

which in turn supports total body energy production.” Monster added that the three primary ingredients in its

energy drinks - taurine, Lcarnitine and inositol - are “commonly found in infant formula.”

Sugar. Monster said manyinfluencers “called out sugar levels of energy products.” (Monster Energy contains
2/g of sugar per 8-oz serving, roughly the sameas an original Coca-Cola at 26g.) The company pointed out that

46% of Monster Energy's productline is made up of zero- or low-sugar offerings. Reinforcing the point, a box of

product samples included with the letter contained low- or no-sugar products. Wording on the box pointed out
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that Caffe Monster energy coffee contains one-third less sugar than Starbucks bottled Frappuccino. The compa-

ny also said Monster Energy has the same amountof sugar as orange juice. “Monster agrees sugar should be a

consideration for different lifestyles and diets,” the letter read. “It must also be said that sugar is an energy-sup-

plying resource.” The company noted that the sugar in Monster Energy contains both cane sugar and glucose,

saying the latter hits the blood stream faster to provide energy. The letter added: “Monster Energy products do

not contain high fructose corn syrup.”

NoBull. To close the letter, Monster lightened the mood with a quick reference to a popular energy drink myth in

social media circles. “No, Monster Energy does not have bull sperm :)”

2QResults. On August 7, Monster reported second-quarter revenuethatfell short of expectations. Organic rev-

enue growth was +11.2%, less than the +12.4% estimated by Macquarie analyst Caroline Levy. US sales were up

+5%, less than the +7% predicted by a consensusof Wall Street analysts. CEO Rodney Sackssaid sales of Reign,

Monster’s answer to Bang Energy, haven’t been as strong in June and July as executives expected. On the bright
side, the brand debuted last week at Walmart.

Trend Watch: Meal Replacement Shakes.
nt Challenger Huel Plan Brick -M r Push for New RTD Offering.

High-end meal replacement shakes make up an emerging segment tracked closely by both venture cap-

italists and strategic investors such as Coca-Cola's Venturing & Emerging Brands unit. One such meal shake pur-

veyor, Soylent, made a nameforitself in 2017 when Google Ventures led a $50 million investment round to help
the online-only retailer expand into bricks-and-mortarretail (BD 3/2/18). The company produces and

markets a line of protein-rich shakes in both a powdered mix and in ready-to-drink bottles. The product

is targeted at professionals who are too busy to eat and want a shortcut to a balanced meal. While US-

based Soylent has led this charge since 2014, a UK-based competitor called Huel has quietly mounted

a challenge. Huel (which gets its name by combining “human” and “fuel”) has sold its powdered meal

replacement product online in the US since June 2017. Now the companyis planningits own bricks-and-

mortar expansion in the US, according to CEO James McMaster, who spoke to BD this week from New a

York. McMaster said the company expects to expand its new ready-to-drink (RTD) product from online to Pres
stores in the US and UK “sometime next year.” So far, Huel’s US business has generated an annualized

run rate of about $30 million in sales, McMaster said. Globally, Huel’s run rate is closer to $100 million.

i‘Huel’p
8}

By The Numbers: Huel vs Soylent (Ready-to-drink meal)

Bottle Size Calories Carbs(g) Fat (g) Protein (g) Sugar(g)

Huel 16.9 400 41 19 20 3

Soylent 14 400 37 21 20 9
 

Details. “The opportunity is the areas where people are buying impulsively,” McMaster said of the RTD

product. “Our ready-to-serve bottle has done incredibly well, and we're now looking at what are the best ways

to be available on the go as well, in a targeted way.” McMaster declined to elaborate on potential retailers or

distribution partners, and he said he doesn't yet have a retail team. “We'reliterally going through the plan now

and strategizing,” he said. Online, a 16.9-0z bottle of Huel sells for $4.05, when purchased by subscription in a

single 12-pack. A bricks-and-mortar retail price hasn’t been determined, McMaster said. By comparison, a 14-

oz bottle of Soylent sells for $3.09, when purchased by subscription in a 12-pack. In key nutritional categories,
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Huel and Soylent are fairly similar, except when it comes to sugar content(see table). Huel contains less than

one-third of the sugar of Soylent. Both are sweetened in part with sucralose. “We actually have a phrase, which

is ‘Nutrition first, taste a close second,’” McMaster said when asked about Huel’s low sugarlevel. “Which just

shows you howinvested we are in what we're trying to do, to make the world eat better.” BD pressed McMasterto

elaborate. “Huel is actually something that’s intended to provide nutrition caloriesto fill you up, and it’s therefore

quite different from most beverages,” he said. “Often, food is just fuel, and you want to have nutritious fuel in the

quickest possible time.”

Keurig Dr Pepper Not Ready for CBD, CEO Says.

Plus, Second-Quarter Results.

During an Aug. 8 earnings conferencecall with stock analysts, Keurig Dr Pepper CEO Bob Gamgort

closed the door for now on any move into the CBD (cannabidiol) beverage market. When asked aboutthe
emerging category, Gamgort said the ingredient would haveto be “legal first, proven to be safe and proven to be

effective” to justify a move by Keurig Dr Pepper. “All three of those are either unknown or a question mark atthis

point in time,” Gamgort said, adding that a “big green light” by the FDA also would makeit easier to participate.

“We're not going to be on the bleeding edge of something that is frowned upon by the government and unsure

from a consumer safety standpoint.” Gamgort's comments echo those made previously by Coca-Cola CEO James

Quincey.

2QResults. Organic net sales for Keurig Dr Pepper’s packaged beverage business rose +1.0% in the second
quarter, which was lower than some analysts expected. Wells Fargo predicted +4.0% growth. The segment was

helped by +2.0% pricing growth, as volume declined -1.0%. Sales were

helped by trademarks Dr Pepper and Canada Dry, as well as Sunkist and

“(DP Core Hydration, Gamgort said during the conferencecall. He describedBai sales as “soft.” Organic net sales for Keurig’s coffee pod and brewer& ™ business grew +4.8%. Sales of beverage concentrates to bottlers and
syrup to fountain customers grew +3.3% as a segment, according to the
company.

International Perspective: 20 Coca-Cola, PepsiCo Global Volumes.
Brazil Remains Stronghold. Declines for Cok n, Pepsi hina.

Quarterly, BD culls global beverage volume performance for Coca-Cola and PepsiCo from regulatory

filings. The table on page 7 includes all markets disclosed by the companies for the second-quarter. Volume

changes often are expressed without specific percentages. In some cases, Coca-Cola combinesregions. The data

for both companies includes carbonated and non-carbonated drinks.

Coca-Cola. The company showed improvementin several markets including Central and Eastern Europe, Mexico,

and South Pacific. India and Southwest Asia reported volume growth of +20%, a marked acceleration from the

first-quarter and 2018. Brazil continued to show strength, and South Latin decline decelerated compared to the

first-quarter. In the combined China/Korea market, growth decelerated to +2% compared to +8% in thefirst quar-

ter. Japan deteriorated. Middle East & North Africa posted a volume decline following first-quarter growth of +2%.

PepsiCo. Brazil and India produced strong performances for PepsiCo, while Nigeria maintained a double-digit

percentage gain. China, Turkey and the Middle East deteriorated. Europe was challenged as Germany, Russia,

France and the UK posted declines. Poland was the company’s European bright spot. In Latin America, Guate-

mala grew by a double-digit percentage. Growth in Mexico and Colombia decelerated, while Argentina's volume
continued to slide.
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Global Beverage Volumes Reported by Coke & PepsiCo: Second-Quarter 2019
Coca-Cola

India & Southwest Asia

Mexico

Middle East & North Africa

Caucasus & Central Asia

Turkey

ASEAN

South & EastAfrica

Central & Eastern Europe

WestAfrica

South Latin

Q2 ‘19

% +/-

Qgi‘19

% +/-

PepsiCo

Q2‘19 g1‘19

% +/- Market % +/- % +/-

Brazil

China

Germany

India

Mexico

7 Middle East

Argentina

Pakistan

Russia

Turkey

Philippines

Nigeria

U.K.

U.S./Canada

France

Guatemala

Poland

Colombia

Vietnam

Chile

Key: HSD (High-Single-Digit); MSD (Mid-Single-Digit); LSD (Low-Single-Digit); DD (Double-Digit). Note: ‘Gain’ unspecified infiling.

**Breakout not reported or segment changed, Souree: Company SEC filings

 
Territory Chan n Is.

Reyes’ Coke Empire Grows. Great Lakes Coca-Cola Bottling, owned by Reyes Holdings, has agreed
to acquire Coca-Cola Bottling Works of Tullahoma, based in Tennessee, the companies said. Founded in 1906,

Tullahoma Coke operates in 30 Tennessee and Kentucky counties and employs 200 people. The acquisition is

set to close in September. (Note: Beverage Digest’s revised The Coke System book, which maps Coca-Cola’s US

distribution system,will be released this month. Click HERE for details.)

Arizona High. Arizona Beverages, which made a nameforitself selling 16-0z cans of tea for 99 cents, has
agreed to license its name to Dixie Brands in the USfor a line of THC-infused products and edibles. THC (tetra-

hydrocannabinol)is the hallucinogenic compound found in marijuana. The deal includes the possibility of a $10
million strategic investment by Arizona in Colorado-based Dixie, the companiessaid. “Arizona has always led the

way in product innovation,” Arizona Chairman and co-founder Don Vultaggio said in a statement. “The cannabis

marketis an important emerging category, and we've maintained our independenceasa private business to be

positioned to lead and seize generation-defining opportunities exactly like this one.” Thefirst products under the

Arizona name will be gummies and vape pens, a spokesmansaid.
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Plus. PepsiCo acquired an almost 26% stake of Chinese health food maker Natural Food International Holding

for about $130 million, becoming the company’s second-largest shareholder ... Nestlé will invest $100 million
in Indonesia to add packaginglines at three plants to boost production of brands including Milo chocolate malt

drink and Nescafé ready-to-drink coffee ... Spirits maker Diageo has acquired a majority stake in non-alcoholic

spirits brand Seedlip ... As first reported by Beverage Business Insights, Los Angeles-based distributor Haralam-

bosis said to bein talks for a sale to Classic Distributing & Beverage Group, a MillerCoors beerdistributor also

based in Los Angeles.

People.

Chris Foley (pictured right) has been named an SVP andpresident of Meals & Beverages at

Campbell ... Oxigen Beverages, maker of “oxygen-enhanced” water and shots, has hired Jeff Seavey as chief

sales officer and Matthew Rothschild as national director of direct store delivery and wholesale; combined,

the executives have spent time at Core Hydration, Glaceau, Zico and Nestlé Waters, according to Oxigen ...

VG Siddhartha, the founderof India’s Coffee Day Enterprises, has been found dead after leaving a

letter saying he was “succumbing” to pressure from lenders and private equity partners, according

to media reports ... Humm Kombucha has named former Red Bull executive Matt Witherell

as president ... PepsiCo Beverages North America CEO Kirk Tanner sold $1.2 million worth
of PepsiCo stock on Aug. 2, according to a regulatory filing ... Marisa Thalberg, Taco Bell’s

global chief brand officer, is leaving the company.

 
Briefs.

COKE 20 Results. Coca-Cola Consolidated boosted revenue +4.4% in the second quarter, helped

by pricing-led growth in sparkling soft drinks and strong performance amongstill beverages. The introduction

of Monster Reign boosted energy drink category sales, while sports drinks got a boost from Body Armor, the

companyreported. Total beverage volume increased +0.4%.

Retailers. A GasBuddy survey of convenience store consumers found that 65% of respondents said their drink

purchases were impulse buys, with 44% saying they are buying healthier products ... Yum Brands’ Pizza Hut, a

PepsiCo customer, plans to decreaseits store count in the US by almost 500 locations during the next two years

as it closes underperforming dine-in restaurants, replacing some with carryout stores, according to Nation's

Restaurant News ... Burger King, a Coke customer, has saidit will expand its plant-based Impossible Whopper

throughout the US starting this week.

CokeandPepsiExitPlasticsGroup. Coca-Cola has withdrawn from the Plastics Industry Association, saying
ina statement that certain positions by the group “were not fully consistent with our commitments and goals.”

PepsiCo told Dow Jonesthatthis year will be its last with the association. The association told Dow Jones that the

companies were pressured by Greenpeace. Leadership. Next month, Tony Radoszewskiwill join the association

as its new president and CEO, succeedingBill Carteaux who died in December from leukemia. He waspreviously

president of the Plastics Pipe Institute.

Launches, Expansions. Coke debuted a new Share a Coke program,shifted to fall from summer, that features

US college and professional football teams and sayings such as “#1 Fan” instead of consumers’ names ... Coke

Canada has launched a plant-based Simply Almond beverage thatit has also trademarked in the US ... Canada-

based Flow Alkaline Spring Water has opened a $15.5 million production plant in the Shenandoah Valley of
Virginia ... Nestlé has begun selling Starbucks-branded coffee capsules and instant powders in China.

Quick Takes. An Aug. 1 Washington Post story details an emerging segment of non-alcoholic beverages known
as “wine water”that is “infused with the flavor from discarded grape skins used in winemaking” ... The San Fran-

cisco International Airport has banned the sale of plastic water bottles starting on Aug. 20 ... President Donald
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Trump's campaign website is selling Trump-branded plastic straws at $15 for 10, according to the BBC ... The
TennesseeHistorical Commission has installed a historical market in Johnston City, Tennessee afterruling it to

be the “Home of Mountain Dew” ... Keurig Dr Pepper has opened a new 32,500-square-foot distribution center

in South Point, Ohio that will serve 30 counties; a previous smaller facility nearby was closed ... According to the

newssite Law & Crime, a US federal appeals court ruling in a hospital racial discrimination case included this

footnote about a citation the judge used as precedent: “Alert readers will notice a citation slip-up here. Dr Pepper

has 23 flavors but O periods. The court mis-punctuated America’s oldest major soft drink. Born in 1885 (one year

before Coca-Cola), Dr Pepper ditched the period in the 1950s after an errant logo design squished the letters so

that the curvy script looked like ‘Di Pepper.’ See Dr Pepper (@drpepper), TWITTER.”

Did you Know?

Subscribers now can access BD contentonline at beverage-digest.com.

The site is mobile-friendly, too.

A first-time user should click the “Sign In” and

“Forget Your Password?” links to access their account.

Call 404-372-2758 for assistance.

Duane Stanford, Executive Editor | dstanford@beverage-digest.com
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Global CBD Drinks Report 2019

A Zenith Global and

Beverage Digest Report

Global CBD Drinks

Report 2019
nwof k

saneArias glob 
A new report from Zenith Global and Beverage Digest examines

the current trends and market dynamics shaping the nascent

yet promising CBD-infused beverages category. This report

highlights global opportunities for packaged beverage

entrepreneurs looking to develop a first-mover advantage ina

rapidly evolving category full of regulatory uncertainty.

Available for immediate download
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OPENING THOUGHTS

We've released the newestversion of our Coke and Pepsi system book,detailing the

geographiesof all 145 franchise bottlers. Now combinedinto a single PDF, The Coke and Pepsi

Systemsincludes re-designed maps and keys that are easier to read.

The book details the US bottling systems for Coke and Pepsi as they exist today. For the

first time, we've added regional mapsto help you drill down even easier.

My favorite new element is a series of maps pinpointing production plants. One depicts

both systems’ plants on the same page, providing a fascinating look at possible system

efficiencies and inefficiencies in various regions.It’s also fun to see how often Coke and Pepsi

plants are located near each other.

As always, the book provides a breakdown of the top-10 bottlers for each system,

including the percentage of system volume handled. Heat maps depict the per-capita volume

concentration in each of thoseterritories. Lists of production plants and franchise bottler

headquarters are useful reference tools. And you'll find details of bottler territory consolidation

deals dating back to 1998.

In addition to the content changes, we'll now keep your book

current with free updatesfor a year after purchase. Anytime there

is a territory change in one of the systems, we'll email you a revised

PDF.Visit this page to preview the new book, and we’re always happy

to answer questions.

- Duane Stanford, Editor & Publisher

ENERGY DRINKS
US ENERGY CATEGORY GREW +6.9%IN 2020 AS SOME MAJOR BRANDSLOSE SHARE

Full-Year 2020 US Energy Results at Retail by Brand.

Credit Suisse Analysts See Monster Opportunity With ‘Energy+’ Expansion.

Plus, Recent Category Performance.

Bang Energy lost volume and dollar share at US retail in 2020 amid the Covid-19

pandemic,distribution disruption, and increased competition. As shownin the table with this

story, Bang’s dollar salesfell -1.4% in an energy category that grew +6.9% in 2020. Bang’s

prospects for a return to growth this year are unclear as brand ownerVital Pharmaceuticals

(VPX) is now mired in a lawsuit and arbitration with its master distributor PepsiCo. Bang has
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said it will take back Bang distribution in 2023. In December, an arbitrator blocked Bang

from taking back the brand immediately. PepsiCo took on Bang in June of last year after

signing a deal late last April. Even before that transition, Bang warned somedistributors that

volume declines could cause the company “to consider revisions to, or the termination of,

the distributor relationship,” according to a letter at the time signed by EVP of Sales Gene

Bukovi and copied to Bang CEO Jack Owoc. Meanwhile, Reign, Monster Beverage’s BCAA

(branched-chain amino acid) answer to Bangin the growing performance energy segment,

added share last year and grew sales. Performance brands Celsius and C4 also took share

of the energy category.

PEPSICO FOCUS. Rockstar Energy, acquired early last year by PepsiCo, lost volume and

dollar share in 2020 as salesfell. The brand had beenflagging for years. PepsiCo has since

relaunched Rockstar this February. The companyis likely to further emphasize Rockstar at

retail along with Mtn DewRise(see story later in this issue) now that Bangplans to take

back distribution in 2023.

BURSTING OUT OF THE RING. Red Bull handily outperformed the US energy category

at retail last year, growing dollar and volume sales at roughly twice the rate, as shown

in the table. The brand took share by both measures. Monster posted sales gains that

underperformed the category as the trademark lost share.

ENERGY+. In a March 16 research report, analysts at Credit Suisse led by Kaumil Gajrawala

said energy drinks are gaining “mainstream” appeal by wayof fitness energy, caffeinated

hydration, and the blurring of lines between energy, sports, and seltzer consumers. The

analysts referred to the expanding category as “Energyt+” and said this “fundamental

change”represents an opportunity for Monster Beverage. “Investors still consider energy

drinks a standalone, niche category,failing to take into accountits full growth potential,” the

analysts wrote. “Monsterwill be operating in a marketthat is notably bigger.” The analysts

pegged the US Energy+ market at $36billion last year, with energy drinks making up 16%

of the total. “In the next 24 months, Monster could lean heavily into Energy+,” the analysts

said. “This includes caffeinated non-alcoholic seltzers, ‘clean’ energy and sports drinks, and

a hard seltzer.”

LATEST FOUR WEEKS. According to Nielsen data cited by Morgan Stanley for the 4-week

period ending Feb. 27 (not in table), Energy category dollar sales grew +8.8%, which

represented a deceleration from +12.6% in the 12-week period.
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US Energy Drinks at Retail: Full-Year 2020

Energy Drinks (Select Trademarks) VolShare* Vol Share +/- Vol +/- $Share* $Share+/- $+/- Price +/-

Monster Energy** 33.3 -0.9 +3.8% 29.6 -0.9 +3.9% +0.0%

Red Bull 24.3 +15 +13.6% 37.8 +2.2 +13.3% -0.3%

Bang (VPX; PepsiCo-distributed) 8.0 -0.6 -0.1% 7.8 -0.7 -1.4% -1.3%

Rockstar (PepsiCo) 76 “La -7.3% 5.5 -0.9 -8.4% -1.0%

NOS (Monster) auf -0.2 +0.6% 2 -0.2 -0.3% -0.9%

Reign (Monster) 3.2 +1.0 +52.6% 3.0 +1.0 +55.8% +3.2%

Dew AMP (PepsiCo) 4: -0.3 -18.4% 1.0 -0.3 -18.3% +0.1%

Full Throttle (Monster) 0.8 -0.1 -2.9% 0.7 0.4 -3.4% -0.5%

Celsius 0.8 +0.3 +61.3% 0.7 +0.2 +60.2% -1.1%

Coke Energy (Coca-Cola) 0.7 +0.7 n/a 0.7 +0.7 n/a n/a

5-Hour Energy 0.6 0.4 “8.6% 5.6 -0.9 “8.3% +0.3%

Rip It (National Beverage) 0.5 0.1 -15.3% 0.2 -0.1 -13.9% +1.4%

C4 (Cellucor) 0.3 +0.2 +165.8% 0.3 +0.2 +163.4% “2.4%

Redline (VPX) 0.4 -0.0 -16.5% 0.4 -0.4 -17.0% -0.5%

Private Label 5.3. -0.4 -0.0% 0.5 -0.1 -5.4% -5.4%

Energy Category 100.0 - +6.7% 100.0 - +6,9% +0.2%

* Share columns do not sum tofull category. ** Excludes Java, Java Café, Hydro.

Note: Table draws from two separate data sources. Data points chosen to provide best possible metrics for brands, companies,
categories shown.

Data: Includes grocery, convenience, drug, mass including Walmart, club, dollar, and military channels.

RTD COFFEE
CATEGORY LEADER STARBUCKS FUELED 2020 GROWTH AT US RETAIL

CHILLED SEGMENT OUTPERFORMED SHELF-STABLE PRODUCTS

The US ready-to-drink coffee category, including shelf-stable and chilled products,

posted almost +16% dollar growth in 2020, fueled by PepsiCo’s Starbucks brand. The shelf-

stable segment underperformed the full category, growing almost +11%, while the chilled

segment grew +36%. As shownin the table with this story, shelf stable versions of Starbucks

grew almost +13% by dollars. Starbucks’ offerings in the smaller chilled RTD coffee segment

posted growth of +42%. The largest Starbucks RTD product, Frappuccino, lost volume and
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dollar share of the total RTD coffee category, including chilled and shelf stable. That dollar

share decline for Frappuccino, a shelf-stable product, underscored the more rapid growth of

the chilled RTD coffee segment.

COCA-COLA MIXED RESULTS. The company’s currentforay into the bottled and canned

coffee category in the US was a mixed bag in 2020. Cokelost share to end the yearwith

an almost 7.0 share of the category. While Coke’s RTD collaboration with

Dunkin’ Brandsled to higher sales, a separate RTD

partnership with McDonald's led to declining sales

for McCafe. Both the Dunkin’ and McCafe brandslost MAceMiaTo
share of the category.

SHARE WINNER. In 2020, Danone wonanadditional

3.1 share points of the category (which includes a

significant amountof multi-serve packages). The gain

was driven by Danone’sInternational Delight and

Stok offerings, which have a strong grocery presence

and likely benefitted from highertraffic in the channel

during pandemic lockdowns.

 
Share of RTD Coffee

CocSSIS

Danone

Coca-Cola i”

Califia Farms Hl

JAB Holdings |

Chameleon (Nestlé)

All Other

0.0 10.0 20.0 30.0 40.0 50.0 60.0 70.0

Volume Share
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US RTD Coffee at Retail: Full-Year 2020

 

RTD Coffee Vol Share Vol Share +/- Vol +/- $Share $ Share +/- $+/- Price +/-

PepsiCo 63.0 -2.1 +16.6% 72.7 +0.1 +15.8% -0.8%

Starbucks: Shelf Stable 48.3 -5.2 +10.6% 62.9 -2.4 +12.6% +1,.9%

Frappucino 42.0 “3.3 +13.0% 51.1 -0.8 +14.5% +1.4%

Doubleshot 3.3 -1.0 43% 6.4 “LS AA -0.1%

Cold Brew 0.7 -0.4 -23.1% 1.4 -0.6 -23.3% -0.2%

Starbucks Shelf Stable Other 2.3 -0.6 -0.0% 4.0 +3.9 +0.4% +0.4%

Starbucks: Chilled 14.7 +41 +42.1% 9.8 +31 +42.4% +0.3%

Danone 20.4 +5.5 +40.9% 9.8 +3.1 +42.7% +1.8%

International Delight lced Coffee 11.8 +1.8 +31.5% 4.2 +0.8 +32.1% +0.6%

Stok 8.0 +3.4 +53.4% 4.8 +2.1 +52.7% -0.6%

Danone Other 0.7 +0.3 +1.4% 0.7 +0.2 +0.6% -0.8%

Coca-Cola 6.4 -1.0 +7.0% 6.9 -1.2 +0.7% 6.3%

Dunkin Donuts 5.1 -1.0 +3.0% 6.0 -0.9 +2.9% -0.1%

Dunkin Iced Coffee 5.0 -1.0 +3.8% 5.8 -0.8 +4.1% +0.3%

Dunkin Other O14 -0.0 -0.2% 0.2 0.1 -0.2% 0.0%

Shot In The Dark 0.0 -0.0 -87.4% 0.0 -0.0 -87.2% +0.2%

McCafé 0.2 -0.2 -79.2% 0.2 -0.2 -79.5% -0.2%

Coca Cola Other 1.2 +0.2 +0.5% 0.7 -0.1 +0.0% -0.5%

Califia Farms 2.5 0.1 +16.7% 1.7 0.1 +10.7% 6.0%

Califia Farms Chilled Coffee 2.5 0.4 +16.7% 1.7 -0.1 +10.7% -~6.0%

JAB Holdings 0.4 0.1 -10.6% 0.7 -0.3 -17.8% -7.2%

Stumptown(Chilled) O14 -0.0 -16.8% 0.3 -0.1 4.8% +12.0%

Peets (Chilled) 0.0 -0.0 -99.4% 0.0 -0.0 -99.3% +0.0%

JAB Holdings Other 0.2 -0.1 -0.1% 0.4 -0.2 -0.2% -0.1%

Chameleon(Nestlé) 0.2 +0.1 +65.1% 0.3 -0.0 +9.8% -55.3%

Chameleon Cold Brew 0.2 +0.1 +65.1% 0.3 -0.0 +9.8% -55,.3%

Private Label 2.3 -0.6 -0.0% 2.1 -0.4 -0.0% 0.0%

All Other 4.8 -1.6 -0.1% 6.0 “1 -0.0% +0.1%

CATEGORY 100.0 - +19,4% 100.0 - 415.7% -3,.6%

Data: Includes grocery, convenience, drug, mass including Walmart, club, dollar, and military channels.
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BOTTLED WATER
NESTLE USA ACQUIRES ESSENTIA IN PIVOTTO PREMIUM
AFTER SHEDDING BROADER PORTFOLIO, DISTRIBUTION STRATEGY UNCLEAR

On March 5, Nestlé USA announced the acquisition of premium alkaline water brand

Essentia. Terms of the deal weren't disclosed. One knowledgeable source estimates the

deal price was almost $700 million. Essentia generated revenues of $192 million last year,

according to Nestlé. The deal comes weeksafter Nestlé said it had agreed to sell its Pure

Life and regional bottled water brands, including Poland Spring, to private equity firms One

Rock Capital and Metropoulos & Company. The $4.3 billion transaction will include Nestlé’s

ReadyRefresh US beverage delivery unit. The deals together represent a marked change in

strategy for Nestlé Waters North America, which helped forge the US bottled water industry

and held a commanding share lead of more than 40% as recently as the mid-2010s. Instead

of retaining scale using the heavily commoditized regional water brands, Nestlé has decided

to focus on premium brandsincluding Perrier and S.Pellegrino. In a statement about the

deal, Nestlé USA Chairman and CEO Steve Presley said the companyis looking to “transform

and bestposition our water business for long-term profitable growth here in the U.S. and

globally.”

DISTRIBUTION? For now,Nestlé USAwill rely on Essentia’s

current network of independent DSDdistributors, Nestlé

confirmed to BD. Essentia distributors include Polar Beverages,

Honickman Group, Hensley Beverage, and Big Geyser. Contracts

with those distributors may include a buyout payment should

Essentia be moved away. Alternatives to those DSD houses

aren't clear. Nestlé’s regional bottled water brand sale includes

the massive warehousedistribution system used to move

those products.A likely long-term scenario could be that Nestlé

transitions Essentia to warehouse delivery, so the company

can retain more of the revenue and profit. Nestlé declined to

elaborate on any longer-term distribution strategy. “At this time,

it is business as usual,” a spokeswomantold BD. “Wewill be

looking at how to leverage the capabilities of each company and

bring the best of both togetherfor the future.”
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PANDEMIC RECOVERY
RBC ANALYSTS BULLISH ON CONSUMER SECTOR AS PATH TO NORMALCY BECOMES CLEARER

A March 15 research report by RBC Capital Markets looked at recent earningscalls in

several sectors to get a read on how soon economicactivity in the US might return to 2019

pre-pandemic levels. The analysts, led by beverages Analyst Nik Modi, also factored dining

data and consumersentiment research. The analysts concluded that prospects for improved

mobility are reason for a “bullish view on the consumer staples sector.” Below is a synopsis

of what they learned.

AIRLINES. United Airlines sees sharp demand increases once vaccine administration is

widespread and border restrictions eased sometimeafterthefirst half of this year. American

Airlines also believes demandwill return, although executives remain uncertain as to how

soon. International air travel remained down about -86% in January, while domestic USair

travel was down about -60%, marking a slight improvement from December.

RESORTS. Casino operator Wynn Resorts saw an “uptick” in bookings in February. MGM

Resorts reported the strongest bookings in January since the pandemic started. “Caesars

managementsaid thatit is almost as if a switch had been flipped in late January/early

February, as bookings are up 20% month-over-month and have ramped up to their highest

level since reopening,” the analysts wrote. They also highlighted a quote from Caesars’ CEO:

“The demandthat is coming, as the world reopens, and the flow-through you should expect

to see in this business post reopeningis wildly understated by the markets.” Disney reported

that a significant increase in daily attendance from the fourth quarterof last year to the first

quarterof this year wasn’t related only to seasonal factors.

RESTAURANTS. The RBC team analyzed restaurant data in seven states that have

lifted indoor dining capacity restrictions. Those states on average have seen a 5.4-point

improvement in restaurant reservations, according to data from Open Table cited by RBC.

That comparesto 2.2 pts nationally. The states are Texas, Connecticut, Arizona,

WestVirginia, Maryland, Wyoming, and Mississippi.

VACCINATIONS LUBRICATE MOBILITY. RBC cited consumer survey results from Numerator,

showing that 73% of unvaccinated consumers whointend to get the shot believe it will be

the “clearing event” for them to return to normal. RBC pointed out that more than 70% of
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the US populationis willing to get vaccinated, according to Gallup polls. Meanwhile, 60% of

those already vaccinated are waiting for experts to Sayit is safe to return to normal activity.

ENERGY INNOVATION
UNCUFFED, PEPSICO LAUNCHES MTN DEW RISE WITH FUNCTIONAL BRAIN BOOST

Offers More Caffeine Than Monster Energy, Plus Targeted Morning Positioning.

Product Touts ‘Mental Boost’ from Citicoline.

NBA’s LeBron JamesSigns on to PepsiCo After Coke Departure

More than a year after Coca-Cola extendedits flagship brand into the growing US

energy category with Coca-Cola Energy, PepsiCo has made a similar move with this week’s

official launch of Mtn Dew Rise. Both brands were created to attract so-called “energy

deniers,” who balk at traditional formulations and positioning. Unlike Coca-Cola Energy,

Mtn Dew Rise has focused the brand on a specific day part, with marketing that challenges

consumers to “Conquer the Morning.” In an interview, PepsiCo Energy SVP Faby Torres

said the largest percentage of energy drink consumption happensin the morning. Rise

also ramps up the functionality. The drink contains more caffeine than Monster Energy and

includes ingredients for “immune support” and a “mental boost,” as the packagestates.

“We're going to be competing with the bigger players and energy drinks like Celsius that are

trending in the marketplace,” Torres said.

DEW UNCUFFED. Accordingto Torres, Rise is Mtn Dew’s “first official energy drink.” The

launch was made possible by PepsiCo’s acquisition of Rockstar Energy early last year.

Under a 2009 master

distribution agreement,

PepsiCo was unable to

boostcaffeine levels

for Mtn Dew and was

limited in the use of

packagingto position

the brand more broadly

within the energy

category. Outside of

Mtn Dew Amp, which
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predated the Rockstar agreement, Mtn Dew products also couldn't be merchandised behind

the energy doorat retail. Mtn Dew Rise, with twice the caffeine of Mtn Dew Kickstart,will

appear in the energy cooler at convenienceretail, the most important channel for the

category. Coca-Cola Energy has taken a different approach. A 2019 arbitration with Monster

Energy greenlighted Coca-Cola to launch an energy cola as long as the product didn’t cross a

certain caffeine threshold and contain taurine. As Monster’s global masterdistributor, Coke

has walkedafine line in how it markets Coca-Cola Energy in the energy cooleratretail, given

Monster Energy’s importance to Coke’s bottlers. Coke also owns about 19% of Monster.

CAFFEINE ECLIPSES MONSTER. Packagedin 16-0z cans, Mtn Dew Rise contains 180mg

of caffeine, which is roughly the amount consumed from two cups of coffee. The same sized

can of Monster Energy contains 160mgof caffeine. Coca-Cola Energy, sold in 12-0z cans,

contains 114mgof caffeine (or the equivalent of 152mg for 16 ounces). Mtn Dew Kickstart

and Mtn Dew Amp GameFuel each contain 90mgof caffeine per 16-0z can. Both products

will remain on the market, according to PepsiCo. Core Mtn Dew Amp contains between

142mg and 160mgof caffeine, depending on theflavor.

DETAILS: INGREDIENTS, PRICING, PACKAGING. Mtn DewRise is sweetened with fruit juice,

sucralose, acesulfame potassium (Ace-K), and aspartame. The drink contains 25 calories

per can and 7gof sugar from 5% juice. Canswill call out “no added sugar.” Rise contains

citicoline, a chemical found naturally in the brain, according to PepsiCo Senior Principal

Scientist Melissa Anderson. As a dietary supplement,citicoline is said to help memory and

brain function. The citicoline in Rise will be produced using fermentation. Other ingredients

in Rise include Zinc for immunity benefits, antioxidants, and Vitamins A, B and C. The drink

will retail for $2.59 per can. Flavors are Pomegranate Blue Burst, Orange Breeze, Strawberry

Melon Spark, Tropical Sunrise, Berry Blitz, and Peach Mango Dawn. PepsiCo worked on the

brand for a year, starting just prior to the Covid-19 pandemic surge in the US, Anderson

said. The Rise packagefeaturesa stylized lion icon representing the brand, as well as a

brighter and lighter color palette intended to stand out in an energy category dominated by

heavy colors, Torres said. Instead of repeating the brand logo on the rear of the can, Rise’s

package includesa large panel calling out ingredients and the caffeine equivalency to

coffee, Torres said.

ENERGY CATEGORY COMPETITION. Mtn Dew Rise enters a competitive US energy category

that grew dollars by +6.9% last year at retail. Following a pandemic year launch for Coca-

Cola Energy, the brand ended 2020 with a 0.7 dollar share, placing it just behind fitness

energy drink Celsius and Coke-owned Full Throttle.
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TRIAL PROMOTIONS.Rise, leaked on Reddit late last year, has now been launched

nationally across all Mtn Dew retail channels and will include aggressive trial promotion at

retailers including Walmart and 7-Eleven. Promoswill include buy-one-get-one-free deals

for two months, and bundled breakfast sandwich deals at 7-Eleven and Circle K, Torres

said. Digital platforms, such as the driving app Waze,will be used to direct consumers to

the promotions atretail. At Mall of America near Minneapolis, an important Dew heartland

market, consumerswill be able to use codes at touchless vending machinesfora free Rise.

The sampling codes are being tested through retail customers, as well, she said.

LEBRON JAMES MOVESTO PEPSICO. Professional basketball player LeBron James, who

left Coca-Cola earlier this year after an 18-year partnership promoting brands including

Sprite, has signed on to promote Mtn Dew Rise. Word of the change hascirculated for weeks

and PepsiCo has now confirmed.A digital-led marketing and advertising campaign for Rise

will gear up in April, Torres said. PepsiCo made a concerted effort to win Jamesoverfor the

Rise partnership,his first with an energy brand, said Torres, who spent 18 years at Nike,

which also counts James as a brand partner. (Torres joined PepsiCo last April after almost

three years at Apple-owned Beats by Dr. Dre.) Torres told BD that James’ work with Rise

represents the largest portion of deal that will eventually include other beverage and snack

brands.

TERRITORY CHANGES AND DEALS

Flow Waterhas closed on $72 million (CAD$90M) in funding for a US and Canadian

expansion as the carton-packagedalkaline spring water prepares to IPO on the Toronto

Stock Exchange.

VMG Partners,the private equity firm behind Humm Kombuchaand Spindrift sparkling

water, has closed an $850M fundto help grow early and late-stage consumer brands. The

firm says it has $2.6B in assets under management now.

Plant-based functional beverage brand Mudehassigned a deal with Acosta to broker

its drinks in the US and Canada. The start-up was foundedin Ireland and has signed

distribution deals in UK and Italy as well.
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Cloud Water, the maker of sparkling CBD and

immunity waters, closed a $2.7 million funding round

from investors including NY Rangers star Adam Fox,

Actor and Producer Liev Schrieber, and former Glaceau ‘ ‘ .

board memberBruce Nierenberg. <7

PEOPLE

Keurig Dr Pepper named Debra Sandler to the company’s board of directors. Sandler

started her career at PepsiCo and is currently CEO of food startup Mavis, which makes

Caribbean sauces and marinades. Hercareer includes a stint at Jonnson & Johnson’s

McNeil Nutritionals, where she helped launched Splenda. At Mars, she waspresidentof the

North America chocolate unit before spending a year as chief health & wellbeing officer. She

serves on the boards of Dollar General, ADM and Gannett.

 

Danone has removed EmmanuelFaberas chairman after earlier announcing he would step

down as CEO amid activist pressure for a new companydirection. Gilles Schnepp has been

named as the new chairman. Former Coca-Cola executive Shane Grant, currently Danone’s

North America CEO, and Véronique Penchienati-Bosetta, the company’s International unit

CEO, will lead Danonejointly during the search for a new CEO. Grant, now a frontrunnerto

be Faber’s successor, spent two decades at Coca-Cola running units including Glaceau, Still

beverages, and Canada.

Birmingham-based Pepsi, Dr Pepper, and RC bottler Buffalo Rock has

promoted COO Matthew Dent to CEO. JimmyLeeIII will continue as

executive chairman. Dent, who began his career at Buffalo Rock as an

intern, is the first non-Lee family memberto hold the CEO post since the

company was founded 120 years ago.
 

Former Coca-Cola North America President Jim Dinkins hasjoined Matthew Dent

Georgia-based Honey Baked Ham Company as CEO. He starts on May. 10.

Reyes Coca-Cola Bottling CEO Bill O’Brien has been elected chairmanof the board for the

Coca-Cola Bottlers’ Sales & Services Company, a consortium of 70 North America Coca-Cola

bottlers who share services ranging from customer care to procurement. O’Brien succeeds
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Mark Schortman, whoretired from the Coke system last January (he was succeeded by

Jean ClaudeTissot).

Odwalla and Califia Farms founder Greg Steltenpohl has died at age 66 following ongoing

health issues.

Kimberly-Clark has named former Coca-Cola executive Robert Long as chief research and

developmentofficer, a new role for the maker of paper products including Huggies diapers

and Kleenex.

Former Coke Venturing & Emerging Brands Group Director Bill Ford has joined middle

market private investmentfirm ICV Partners as managingdirector of portfolio operations.

PepsiCo’s SodaStream US unit has named former Lavazza coffee executive Chris Milano as

VP of operations.

Former PepsiCo Chairman and CEO Indra Nooyi, 65, will publish a memoir on Sept. 28titled,

“My Life in Full: Work, Family and Our Future.” Her publisher calls the book an “unvarnished

take” onlife and career, according to the AP.

BRIEFS

Next month will bring the first US syndicated data that cycle pantry loading from a year

ago when pandemic lockdownstook hold. The country is starting to open up, and this could

produce swings in consumer buying behavior, and in some brand and channel performance.

Coca-Cola has movedits Minute Maid operations from Houstonto Atlanta after almost six

decadesin Texas.

A bill introduced in the Arkansasstate legislature would eliminate a state excise tax on soft

drinks by 2026. Voters approved the tax in 1994 to fund Medicaid. The bill’s Republican

sponsor, Rep. Lanny Fite, has called the tax “discriminatory,” according to Arkansas news

site Talk Business & Politics.

Plastic bottler recycler CarbonLite Holdingshasfiled for chapter 11 bankruptcy protection,
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citing production and new capacity delays spurred by the Covid-19 pandemic. The company

supplies Coca-Cola, PepsiCo, and Nestlé Waters North America.

Powerade launched a multi-platform advertising campaign touting new packaging that

includes jersey numbers from 0-99. The personalized packaging takes cues from Coca-

Cola’s popular Share-a-Coke program.

Sports drink challenger Electrolit will debut a Zero

calorie line this month in three flavors at US retail.

Eléctrolit
Polar Seltzer has introduced the brand’s 100th <0" cesgrem

flavor. The limited offering, aptly called “No. 100,”

includes citrus and strawberry notes. The bottle

has a glow-in-the-dark label. Polar is distributed by

Keurig Dr Pepper.

 
Performance beverage Breinfuel has signed sponsorship deals with professional poker

players Phil Helmuth, JonathanLittle, and Jeff Gross.

Perrier has launched a carbonated energy watercalled Perrier Energize in grapefruit,

pomegranate, and tangerine flavors. The mineral water contains 99 mg of caffeine

from green coffee and Yerba Mate extracts. An 11.2-0z slim can contains 35 calories,is

sweetened with 7g of cane sugar, and retails for $1.99.

7-Eleven has launched the chain’s own sparkling mineral water brand called Serafina. The

water is imported from Italy and comesin Original, Lime, and Organic Lemon Ginger flavors.

A 16.9-0z PETbottle retails for $1.79.

Mtn Dew has launched a Zero Sugarversion of its Frost Bite variant.

Apple TV+ has ordered a docuseries about PepsiCo’s 1996 Harrier jet ad farce, which

generated an attempted Pepsi Points redemption and failed lawsuit by a crafty business

student.
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OPENING THOUGHTS

 
Beverage Digest is developing new editions of the Coke and Pepsi System books to be

released soon.

For those unfamiliar, this research tool maps Coca-Cola and Pepsi franchiseterritories

in the US. The book includes volume breakdownsfor the top-10 bottlers in each system, bottling

plant locations, and an inventory of headquarters locations.

Last year, BD added a subscription componentto the productlicense that includes

updates throughout the year without additional charge. An annual purchase means your maps

never go out of date and you getall product enhancements automatically.

Speaking of enhancements, the coming bookwill include additional map views, and

we'll once again separate the Coke and Pepsi sections into separate books which can still be

purchased as a bundle.

Wealso intendto bring additional analytics to the book by overlaying various

demographic data such as household incomes and age,to help readers visualize market forces

shaping bottlers’ decisions.

To that end, we'd love to know what demographic and market data would be most useful

to you as weintegrate data sets into our map views. Just send me an email

at dstanford@beverage-digest.com.

We'll let you know as soon as the next Coke and Pepsi System book

is ready.

- Duane Stanford, Editor & Publisher

BODYARMOR LEADERSHIP
COKE HIRES CHOBANI EXECUTIVE TO RUN BODYARMOR AS HASTIE PLANS TO RETIRE

COKE FINANCE VETERAN NAMED CFO. MOVE COMES FIVE MONTHS AFTER ACQUISITION

As BD reported in a March 22 email newsalert, Coca-Cola has tapped a Chobani

executive to run BodyArmor, which Coke acquired last November. Federico Muyshondtwill

become CEO on April 25, taking over the sports drink and electrolyte water company from

current President Brent Hastie, Coca-Cola has confirmed. Hastie retires at the end ofthis

year, sources told BD. Coke announced the moveinternally. Muyshondtwill face the task of

maintaining BodyArmor’s momentum as Coca-Cola balances the need to integrate the brand

with a desire to give it enough space to maintain a challenger’s edge and premium appeal
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for consumers. BodyArmorcurrently runs as a standalone

business within Coke. Muyshondt has spent the past four years

at Greek yogurt maker Chobani, whereheis currently chief

commercialofficer. He also spent eight years in commercial

and sales roles at Danone and worked at PepsiCo’s Frito-Lay

unit from 2007 to 2010, according to his LinkedIn profile.

NEW CFO. Coke also named

Brook Pointer as CFO of

BodyArmorto succeed Tom

 
Hadley, whoalsoretires atFederico Muyshondt
the end of the year. Pointeris

currently CFO of the still beverage business within Coke’s

North America Operating Unit, according to his LinkedIn

profile.
 

PERSPECTIVE. Muyshondt’s role does notinclude

Powerade, one source said. No other management changes

were announced, according to BD sources. When Coke acquired BodyArmor in November,

BodyArmor Co-founder Mike Repole, Hastie, and other leaders agreed to stay on with the

brand for at least a year under a consulting and transition-services agreement. Repole

also agreed to collaborate on the company’sstill beverages portfolio, including marketing,

packaging, and innovation strategies across multiple brands. That arrangement remains

intact, according to one of the sources.Prior to last year's acquisition, multiple Coke bottlers

told BD that they wanted Coca-Cola to retain BodyArmor’s management team to ensure the

brand continued to grow at a healthy rate. BodyArmor posted dollar and volume gains at

retail in 2021 that exceeded +50%. The Coca-Cola bottling system has been BodyArmor’s

primary US distributor since 2018 and helped the company accelerate share gains.In

Brook Pointer

a research report this morning,

Consumer Edge said a recent

slowing of sales and share gains “are

cause for somelevel of concern,”

adding, “If BodyArmor goes the

way of VitaminWater, the market

will discount Coca-Cola's ability to

integrate high growth acquisitions.”
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COKE RESPONSE. “Wearethrilled to welcome Federico Muyshondt to the Coca-Cola

Company as CEO of BodyArmor,” Coke said in a statement to BD. “Fed not only brings with

him an extraordinary track record of delivering innovation and growth, but he also has a

demonstrated ability to build high-performing teams, enabling them to think outside the

box. We’re also pleased to announce BrookPointer as BodyArmor’s Chief Financial Officer. A

25-year veteran of The Coca-Cola Company, Brook currently serves as the Vice President of

Finance supporting Coca-Cola’s North America Marketing organization.”

PERFORMANCE.In the 12 weeks ending March 12, dollar sales for Coca-Cola's sports

drink portfolio, which includes Powerade and BodyArmor, grew +24%. Volumesales grew

+7.5%, according to Nielsen data cited by Goldman Sachsin an unrelated report.

WALL STREET VIEW
BEVERAGE ANALYSTS CONTEMPLATE CONSUMER LANDSCAPE THAT REJECTS HIGHER PRICING

Wall Street analysts including Kaumil Gajrawala at Credit Suisse are looking ahead to

the pain that would be caused for beverage companies should consumers

“return to historical patterns of elasticity in response to higherpricing

at retail,” as he wrote in a March 21 research report. Gajrawala cited

pricing increases that have reached +8% to +10% on average across

the consumer packages goods industry. Beverage makers are among

the companies taking unprecedentedpricing gains to help offset

higher costs for everything from labor to fuel to packaging materials.

So, far consumers have paid up as volume has remainedrelatively

stable. Gajrawala wrote that consumer confidence remains strong amid

high levels of savings after moneysat idle during pandemic lockdowns.

However, spending patterns could wane starting in the second quarter

“as the combination of higher groceries and gas prices, and reductionsin

governmentstimulus cause consumers to trade down to cheaperoptions

and channels.” Some industry observers wonder whether consumers may

look for a return to the kind of promotional pricing they are used to during

the summer, especially if the COVID threat recedes as expected.

CONSUMEREDGE.In a March 8 research note, Consumer Edge Beverage

Analyst Brett Cooper said, “2021 pricing actions by the industry saw
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anomalous behavior with elasticities that were generally negligible.” He pointed out that

value brands lost share despite a widening price gap to branded products, and that premium

products gained share even as their prices soared. “The standard austerity behavior that we

would have expected to see in [a] time of rising prices did not take place,” Cooper observed.

Looking to 2022, Cooper expects more significant pricing will be needed to offset higher

commodity costs. However, he said consumer behaviorwill be difficult to bet on, “especially

for a second time and considering whatis likely to be lower disposable incomes.” Cooper

also said, “uncertainties abound,” following the then new conflict in Russia-Ukraine. “Our

expectations are that consumerstaples generally, and beverages and tobacco specifically,

will remain a store of value in this period of uncertainty with an increased focus on pricing

actions and consumer response coming in the months ahead,” he wrote.

WELLS FARGO. Taking a deepdive into pricing within Coca-Cola's global bottling network,

Wells Fargo Beverage Analyst Chris Carey struck an optimistic tone in a March 3 research

report. Pricing on average by seven of eight publicly traded Cokebottlers accelerated

to +7.7% in the fourth quarter of last year, up from +3.9% in the third quarter, he wrote,

addingthat it was the highest rate since the pandemic as bottler costs rose. “Price is clearly

playing a bigger role in 2022,” he said in the report. “Consumerelasticity remains well

below historicals. Additional pricing rounds have

either been announced (and notfully reflected in

results) or are being contemplated depending on

commodities (which continue to go higher).”

LATEST FOUR WEEKS.In the 12 weeks ending

March 12 at US. retail, pricing growth accelerated

compared to the 52-weekperiod for carbonated

soft drinks, energy drinks, bottled water, sports

drinks, and ready-to-drink tea, according to Nielsen

data cited by Goldman Sachsin a March 22

research report. Pricing growth wasas follows for

the 12-week period: CSDs +13%, energy drinks

+4.5%, bottled water +1.0.3%, sports drinks

+16.9%, and tea +6.0%.  
March 30,2022 | PAGES
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ENERGY DRINKS AT RETAIL
2021 CATEGORY GROWTH RATE DOUBLES PREVIOUS YEAR'S PACE

MONSTER LEADS ON PRICING. ROCKSTAR LOOKS TO HISPANIC MARKET IN TURNAROUND BID

The energy drinks category at USretail last year grew at roughly twice therate of

2020 by dollars and volume, according to annual data compiled by BD. As shownin the

table, dollar sales jumped +15.6% on volumethat grew +12.8% and pricing that increased

+2.8%. That comparesto dollar growth of +6.9% in 2020 (not in table), which was fueled

mostly by +6.7% higher volume during the height of the Covid-19 spread in the US. The top-

3 energy drink brands posted double-digit percentage dollar and volume growth in 2021.

Monster led on pricing at +1.9%. Red Bull pricing waslittle changed, and Bang Energy

posted a -1.2% pricing decline despite cost inflation for everything from aluminum cansto

transportation. Monster has signaled morepricing increasesto retailers this year.

 

ROCKSTAR FOCUSES ON HISPANIC CONSUMERS. Rockstar Energy’s dollar and volume

sales decline accelerated in 2021 even as category growth accelerated. Rockstar declined

by about -10% by both measures, as pricing grew less than a half-percent. That came on

top of a -8.4% dollar sales decline in 2020. The trend has since improved, however, with

significant help from the brand's no-sugar Pure Zero variant. In the 52 weeks endingthis

March 12, total Rockstar dollar sales declined by about -2.2%, helped by more than +20%

growth from Pure Zero. PepsiCo acquired Rockstar in early 2020 and relaunchedit in 2021

with a Super Bowl marketing splash and a morerefined focus on music. The increased

marketing focus, plus the past year’s pricing inflation likely contributed to the improving

result. In an interview, PepsiCo SVP Fabiola Torres, who is general manager and CMO for

the company’s energy portfolio, said Rockstarwill look this year to connect and “win” with

Hispanics. “We definitely don't want to be the brand that stands for everything,” she said.

“It's not aboutselling. It's about engaging.It’s about establishing a relationship, and the

business will come.” Last week, Rockstar

announced a new partnership and

marketing campaign with the SpringHill

Companyto highlight Hispanic “game

changers,” including a medical student

Chdant

pLWLonPeeeettai

whose mother was a migrant farm worker.

A shortfilmfor the campaign features

Mexico-inspired new music from popartist
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Snow Tha Product. Looking back at 2021, Torres said Rockstar had to “clean the house”

and makesure the product’s liquid, branding, and marketing became “better and better.”

The brand also has taken a more “surgical” approach to messaging. While Rockstar is

considered a value brand, Torres said the company’s strategy has been to “premiumize” the

product with elevated messaging and ingredients such as hemp. “Year one wasthe kickoff

of our relationship with the brand,” she said. “Year two is a year of acceleration.”

US Energy Drinksat Retail: Full-Year 2021

 Energy Drinks (Select Trademarks) Vol Share* Vol Share +/- Vol +/- $ Share* § Share +/- $+/- Price +/-

Monster Energy Brand ** 28.6 +0,1 +14.3% 22.5 -0.1 +16.1% +1.9%

Red Bull 25.9. +15 +19.5% SiS +1.3 +19.6% +0.1%

Bang (VPX; PepsiCo-distributed) 8.5 +0.1 +14.8% 7.5 -0.1 +13.5% “1.2%

Rockstar (PepsiCo) 6.0 -1.5 -10.4% 4.0 “1.1 9.9% +0.4%

NOS (Monster) 3.0 -0.6 -7.2% 2.4 -0.6 6.9% +0.3%

Reign (Monster) 28 -0.5 AT 2.5 -0.5 -2.8% +2.0%

Celsius 1.6 +0.9 +154.3% 6 +1.0 +188.4% +34,2%

Mtn Dew Energy *** 0.9 +0.9 n/a 0.7 +0.7 n/a n/a

C4 (Cellucor) 0.8 +0.4 +158.9% 0.8 +0.4 +160.0% +1.1%

Full Throttle (Monster) 0.8 -0.0 +7.9% 0.7 0.0 +10.1% 42.2%

5-Hour Energy 0.6 -0.0 +7.9% 5.0 -0.4 +7.5% 0.4%

Dew AMP (PepsiCo) 0.5 -0.6 AT2% 0.4 0.5 46.6% +0.7%

Rip It (National Beverage) 0.3 -0.2 -27.6% OA 0.1 -25.6% +2.0%

Coke Energy (Coca-Cola)**** 0.2 -0.4 -60.6% 0.2 -0.5 -60.7% “0.1%

Redline (VPX) 0.1 -0.0 +10.3% 0.3 -0.0 +0.0% -10.2%

Private Label! 2.6 -0.2 +2.8% 0.3 -O.1 2.6% -5.4%

Energy Category 100.0 - +12.8% 100.0 - +15.6% +2.8%

* Share columns do not sum to full category

** Excludes Java, Java Café, Hydro

*** Launched March 2021. Rebranded from Mtn Dew Rise to Mtn Dew Energy in November 2021.

*+** Coca-Cola Energy discontinued as of December 2021.

Note: Table draws from two separate data sources. Data points chosen to provide best possible metrics for brands, companies, categories shown.

Data: Includes grocery, convenience, drug, mass including Walmart, some club,dollar, and military channels.

source: Beverage Digest
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MTN DEW ENERGY.The 2020 acquisition of Rockstar freed
PepsiCo from contractual obligations under a previous distribution 3 es
agreement that barred PepsiCo from launching new energy

brands under the Mtn Dew trademark. That opened the door

for Mtn Dew Rise Energy in March 2021,launched to target the

morning usage occasion for energy drinks. In November, PepsiCo

dropped the word “Rise”following a judge’s trademarkruling in

a case filed by canned coffee maker Rise Brewing. After three

quarters on the market, Mtn Dew Energy reached a 0.7 dollar

share and a 0.9 volume share.  
COCA-COLA ENERGY. Coke announced in Maythatit would

discontinue Coca-Cola Energy by the end of 2021 after

performancefell short. The brand was launchedin early 2020 launch just ahead of the

Covid-19 spread in the US. The brand reached a 0.7 dollar share in 2020 and ended 2021

with a 0.2 share.

PERFORMANCE.Often referred to as “performance”or“fitness” energy drinks, Celsius and

C4 posted strong growth and gained share of the category. Celsius posted a pricing gain that

exceeded +34%.

SPARKLING WATERAT RETAIL
CATEGORY GROWTH DECELERATED LATE IN 2021 AS PRICING JUMPED

LACROIX UNDERPERFORMED CATEGORY. POLAR SURPASSES BUBLY ON VOLUME.

Sparkling water category growth decelerated at USretail late last year as pricing

moved higher, according to annual data compiled by BD. As shownin the table, the category

posted +7.1% dollar growth on volumethat rose +1.7% and pricing growth of +5.4%. During

the first three quarters of 2021, dollar sales grew +9.5% on volumethat rose +4.7% (not

in table) and pricing that grew +4.8%. Market volume leader LaCroix underperformed the

category, posting dollar growth of +2.9%, driven mostly by +2.0% higher pricing. The portfolio

of Nestle brands, mostof which were sold to BlueTriton in early 2021, posted a steep volume

decline offset by pricing gains. Regional brandsincluding Poland Spring and Arrowhead

posted double digit dollar and volume declines.
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Sparkling Water Brand Performance: Full Year 2021

Vol Share

LaCroix (National Beverage) 14.7

Sparkling Ice (Talking Rain) 12.2

Nestlé/BlueTriton Brands* 10.2

S.Pellegrino 3.9

Perrier 3.9

Poland Spring L2

Arrowhead 0.5

Deer Park 0.3

ice Mountain 0.3

Ozarka 0.1

Polar 75

PepsiCo 7.4

Bubly 74

Coca-Cola Co 6.6

Topo Chico 3.5

Aha 3.1

Keurig Dr Pepper 2.8

Canada Dry 1.2

Schweppes 1.6

Bai Bubbles 0.1

Vintage (Refresco) 0.8

Bubbli'r 0.6

Crystal Geyser (Roxanne) 0.5

Klarbrunn 0.3

CascadeIce (Unique Beverages) 0.2

Private Label 29.0

All Other te

Category 100

Vol Shr +/-

-O.1

+141

-0.9

“0.4

+0.1

-0.2

-0.2

40.1

-0.1

-O.1

+0.3

-0.6

-0.6

+0.7

+0.3

+0.5

-O0.7

-0.5

-O.1

-0.1

-0.2

+0.3

-O.1

-0.1

-O.1

-1.0

+15

Vol +/-

+0.9%

+11.7%

6.8%

-7.2%

+3.0%

-13.8%

-24.3%

-25,.1%

-12.9%

-35.1%

+5.6%

-6.4%

-6.4%

+14.7%

+10.3%

+19.9%

-18.2%

27.1%

6.9%

46.7%

-20.7%

+96.4%

-15.4%

-21.6%

-25.9%

-1.8%

+27.4%

#1.7%

$Share $Shr+/-

13.2

17.2

15.4

6.8

6.9

0.9

0.3

0,2

0.2

0.1

5.9

7.2

0.2

9.4

6.3

3.1

3.1

1.3

1.6

0.3

0.5

14

0.3

0.3

0.3

16.5

11.0

100

-0,.5

+0.7

“1.4

0.5

+0.1

-0.2

-0.2

-0.1

-0.1

-O.1

+0.1

-0.7

-0.7

+1.0

+0.6

+0.4

-0.8

-0.4

-0.2

-0.2

-0.2

+0.7

-0,1

-O.1

-0.1

-0.9

+1.9

$+/-

+2.9%

+11.7%

+0,1%

-1L.0%

+8.6%

-16.7%

-28.3%

-25.7%

-16.1%

“37.5%

+9.7%

-2.4%

-2.4%

+20.2%

418.2%

+24,5%

-15.3%

-19.0%

-3.7%

A24A%

-19.9%

+115.2%

-15.4%

-13.7%

-24.5%

+1.6%

+28.9%

+71%

* As of March 31.2021, Poland Spring, Arrowhead, Deer Park, Ice Mountain, and Ozarka were acquired by
BlueTriton.

Perrier and S.Pellegrino remained with Nestlé.

Data includes grocery, convenience, drug, mass including Walmart, some club, dollar, and military channels.

Source: Beverage Digest
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+2.0%

+0.1%

+6.9%

+6.3%

+5.6%

-2.9%

“40%

-0.7%

“3.2%

2.4%

+4.2%

+4.0%

+4,0%

+5.5%

+7.B%

44.7%

+2.9%

+8.1%

+3.2%

+4.3%

+0.8%

+18.8%

-0.1%

+7.9%

+1.4%

+3.4%

+1.5%

+5.4%
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FACEOFF. Polar, now distributed in most of the country by Keurig a

Dr Pepper, moved past PepsiCo’s Bubly on a volume share basis pUBEL'R
after reaching a 7.5 share. Bubly waslargerby dollars, with a odeee
7.2 share compared to Bubly’s 5.9 share. Bublylost dollar and WeTER

volume market share and underperformedthe category. Polar yeocts
outperformed the category. Both brands grew pricing in the +4.0% CNGRCT

FOLONCE
range. Meanwhile, Coca-Cola challenger AHA reached a 3.1 share

last year after posting double-digit percentage dollar and volume

sales gains. The brand posted +4.7% pricing growth and picked

up about half a share point.  
BUBBLR EXPANSION. In 2017, Wis-Pak, a Wisconsin-based

bottling co-op of 37 owners representing 65 Pepsi-Cola

franchises, launched a naturally caffeinated and sweetened flavored sparkling water with

antioxidants called Bubbl’r. The drink is sweetened with stevia and erythritol and contains 5

calories. Last year, the brand reached a 1.4 dollar share after growing +115%, even though

the drink’s distribution is heavily concentrated in the Midwest. Wis-Pak’s shareholders

distribute the brand, along with the Central Division of PepsiCo Beverages North America.

The division, which stretches from Wisconsin south to Texas, picked up Bubbl’r in 2020,

according to Wis-Pak Brands Director of Marketing Tyler Hartmann. In the southeast, Buffalo

Rock also distributes Bubbl’r. Talks are underway to adddistribution with Pepsi bottlers

Gross & Jarson and Admiral Beverage, Hartmannsaid, adding, “We wantto be nationally

relevant, and continue to grow in the US.” The brand has a strong 9.3 share in total US

convenience, where sparkling waters generally underperform, Hartmann said.

TERRITORY CHANGES AND DEALS

Birmingham-based Coca-Cola United held a grand opening on March 24 fora

new $10 million sales center in PanamaCity, FL. The 24-000-sq-ft facility also houses a

distribution center, a warehouse,a fleet maintenance operation, and administrative offices,

accordingto the bottler.

The Planet Partnership JV between Beyond Meat and PepsiCo has launcheditsfirst

product - Beyond Meat Jerky. The plant-based product, made with ingredients such as peas

and mung beans, contains no GMOs,soy or gluten, the companies said. Beverages from the

JV are still to come.
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Ohio-based Gross & Jarson Pepsi-Cola Bottlers was named PepsiCo Beverages North

America’s 2020 Donald M. Kendall Bottler of the Year.

Golden Grail Technology has acquired Cause Water, a packaged spring water brand that

donates 10% ofprofits for global plastic pollution cleanup.

PEOPLE

Coca-Cola Sustainability GM Alpa Sutaria hasleft the

company for WestRock, where sheis SVP for strategy and

sustainability. She is a 20-year veteran of the Coke system,

beginning with Coca-Cola Enterprises.

Former Nestle Waters and BlueTriton Brands CFO Vivek Bedi has

joined Arctic Glacier Premium Ice as its CFO.

 
Alpa Sutaria

Talking Rain CEO Chris Hall is leaving the companyApril 1. The maker

of Sparkling Ice said in a statement that Hall will be succeeded as CEO onaninterim basis

by COO KenSylvia. No reason was given for the departure and the companydeclined to

elaborate. “Chris leaves Talking Rain after 15 years, where his impact has beenfelt across

every department and with each individual Rain Maker,” the statement read. Hall took the

helm in 2018 after the abrupt dismissal of former CEO Kevin Klock.

Nelson Urdanetawill resign from Keurig Dr Pepper’s board of directors on April 1. He is a

designee of shareholder Mondelez and is leaving the company to become CFO of paper

products maker Kimberly-Clark, according to a regulatoryfiling.

Former Essentia Water CEO Scott Miller has joined the board

of probiotic soda maker Culture Pop Soda. He previously served

as CEO of Tampico Beverages and an SVPat Dr Pepper Snapple

Group.

Industry trade group American Beverage hashired Roberta Elias

as VP ofstrategic advocacy and initiatives. She joins from the World

Scott Miller Wildlife Fund. Elias will “help drive the beverage industry's efforts
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to lead on innovative, forward-thinking policies to minimize plastic waste, create financially

durable and equitable circularity systems, and address relevant conservation issues facing

all Americans,” AB said in an announcement.

Danone has nominated three new directorsfor its board. They are Ralph Lauren CEO Patrice

Louvet, Holcim CFO Géraldine Picaud, and Susan Roberts, professor of nutrition at Tufts

University and co-director of the Tufts Institute for Global Obesity Research.

Coca-Cola’s Innocent juice and smoothie unit has promoted Europe Managing Director

Nick Canneyto CEO. The former Coca-Cola Enterprises and Cadbury executive will succeed

Douglas Lamont,whois leaving the companyin thefall to run Tony’s Chocolonely.

BRIEFS

Coca-Cola confirmed that race-based staffing requirementsfor outside law firms

established by former General Counsel Bradley Gayton “have not been and are not policy”

at the company, Bloomberg Law reported. The news organization cited a Feb. 7 letter toa

group of shareholders that threatened to sue Coke over the requirements,alleging they were

discriminatory.

Sustainability: Keurig Dr Pepper announcedan “aspiration to achieve net positive

water impact by 2050.” The company also announcedit plans to test a recyclable and

compostable paperbottle in the US that is being developed in partnership with Papacks,

a sustainable packaging manufacturer based in Germany. The news comesasa scientific

study hosted in the Netherlands reported finding microplastics in the blood of test

subjects, according to USA Today.

A PepsiCo bottling plant was damaged by

fire on March 22 in Piscataway, NJ. The cause

wasn't immediately known, accordingto local

media reports.

Brand Marketing: PepsiCo has signed up the

second-mostfollowed Tik Tok star, Khaby Lame,

to promote the coming launch of Nitro Pepsi.

 
Tik Tok Star Khaby Lame
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Separately, Pepsi made a social media splash last weekwith a limited contest-only release

of a Maple Syrup flavored Pepsi in collaboration with IHOP.

Notable Product Launches

PepsiCo’s SodaStream at-home soda maker has introduced a SodaStream x Dante Cocktail

Kit, which is the brand'sfirst large-scale effort to promote the device for cocktails. The kit is

named for Greenwich Village's Dante bar in New York.

Blood Orange remainsa hotflavor as BCAA energy drink Nocco, Hiball Energy Seltzer, and

Spindrift juice-blended sparkling water haveall launched variants with the ingredient in the

past month.

Jones Soda will distribute augmentedreality (AR) labels on 1.5 million bottles acrossfive

flavors that becomedigitally animated using a smartphone app.
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OPENING THOUGHTS

A year ago, | wrote that US beverage bottlers saw no “competitive stupid” retail soft drink pricing,

as one person put it, during the Memorial Day weekend. This year, a quick informal survey of supermarket

circulars across the country finds the samerational promotional landscape, even as pricing remains
elevated.

Consumers can grab 12-packs of 12-0z cans of Coke, Pepsi, or Dr Pepper at Jewel Oscoin

Chicago for $3.99 each, when they buy four. On the higher end of the spectrum, that sameholiday staple

package at Big Saver Foods in Los Angeles is priced at $4.99 for Pepsi and $5.99 for Coke, when three

are purchased, At the lower end, Coke, Pepsi, and Big Red drinkers in Louisville can pick up 12-packs for

$3.75 each at Kroger, when they buy four. A Publix in Miami offers Pepsi 12-packs at buy-two, get-twofree.

In Atlanta, an Ingles is promoting Coke 12-packs for $3.98 each, with the purchaseoffour.

As shownin ourfirst-quarter data for carbonated soft drinks, published May 10, and for non-

carbonated beverages published today on page 4, pricing across the US beverage industry remains

elevated. The same trend is happening with other consumer goods categories. The Wall Street Journal

weighed in this week, saying such “generous” price increases “may be one reason a recession is

permanently six months away.” As the WSJ also pointed out, however, unit sales for consumerstaples

companies are nowsteadily slipping. That's generally true for beverages, too, as our data has revealed.

Looking at sales data is one thing, standing in a store looking at a 12-pack of soda for $9 is

another, and incredible really. For some, that price tag is a huge incentive to grab two or three more

to drive downtheprice per pack. For others,it’s an incentive to skip the purchase

altogether. Talk about a tightrope for beverage executives to walk, and one that may

become ever more precarious to manage.

- Duane Stanford, Editor & Publisher

PRIME COMPETITION
INFLUENCER-DRIVEN SPORTS DRINK CHALLENGER PRIME GRABS SHAREFAST

GATORADE, BODYARMOR PRESSURED

Plus, Q1 Non-Carb Category and Brand Retail Results: Latest BD Data.

Prime, the sports drink challenger incubated by Congo Brands and co-foundedlast

year by social media influencers Logan Paul and KSI, has boundedits way into a US sports

drink category dominated by PepsiCo and Coca-Cola. As shownin the Green Sheet with

this story, Prime finished thefirst quarter of this year with a 5.8 dollar share of the sports

drinks categoryat retail, with almostall of that coming in the quarter. For comparison,

BodyArmorheld a 14 dollar share, while Electrolit held a 2.8 dollar share. The success of
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Electrolit, a transplant from Mexico launched in the US in 2015, prompted Gatorade to

enter the rapid hydration segment in 2021.Still, in a single quarter, Prime has leapfrogged

Electrolit. By volume, Prime reached a 3.2 share of the sports drink market. The disparity

between Prime's dollar and volume sharesis evidence of its premium pricing and positioning

compared to market leaders Gatorade and Powerade. The brand generally retails at Kroger

for about $2.00 per 16.9-o0z bottle, slightly higher than a 16-oz bottle of BodyArmor and

about the sameas a 28-0z bottle of Gatorade.

VIRAL BEVERAGE.The

popularity of co-founders Logan

Paul and OlajideOlayinka

Williams, who is known as

KSI, has propelled Prime in

the US and the UK. Together,

the celebrities have 64 million

subscribers on YouTube (KSI has

40 million between two channels;

Paul has 24 million). For

comparison, pop music superstar

Taylor Swift has 52 million subscribers. Marshmello, a global electronic dance music

phenom who collaborated last year on a Coca-Cola Creations flavor release, has 56 million

subscribers. Viral marketing videos by KSI and Paul, coupled with production shortages,

have created long lines at stores in the UK. The hype around the drink has rampedupin

the US, as well, where the brand has developeda following among schoolkids. During a

recentvisit to an Atlanta area Publix grocery, BD noted a significant amount of shelf space

devoted to Prime on the sports drink aisle, as well as significant out-of-stocks for the brand

(pictured). On anothervisit, an entire end-cap near the beeraisle was devoted to Prime

(pictured). While auditing the shelf, BD watched

as two elementary-aged boysvisited the aisle

with their parents to each pick out a bottle

of Prime. They acted asif it was a toy. At its

website, Congo Brands says Primeis targeted at

everyone from students and teachersto doctors

and athletes. “The goal for Prime Hydration was

to build a better for you lifestyle beverage that

people could enjoy on any occasion,” according

to Congo.

 

 
May 26,2023 |  PAGE3

ROCKSTAR06036

PPPOO9-0000006



COPYRIGHT NOTICE: FOR YOUR EXCLUSIVE USE.
DO NOT COPY OR REDISTRIBUTE.

GATORADE PRESSURED. BODYARMOR WOES CONTINUE.In a report last month,

researchers at Consumer Edge noted the Prime share surge and said it “will create issues

for the large beverage companies.” Indeed, PepsiCo’s Gatorade lost volume and dollar

share atretail during the first quarter despite share gains for Gatorade Zero and rapid

hydrator Gatorlyte (Green Sheet). The brand is a key contributor to PepsiCo’s North American

beverage business, especially as the companytransitions Gatorade from warehouse delivery

to direct-store delivery by wayof its bottling network at large format stores. Gatorade also

has worked through mostof its pandemic-era supply shortages and hasraised pricing by

a double-digit percentage. Meanwhile, BodyArmor’s decline at retail continued during the

first quarter, with sales and share downfor both volume and dollars (Green Sheet). Pricing

was up +6.2%, which wasless than half the category’s pricing growth. “For Coca-Cola, 2023

was supposed to be the year that the company turns around its sports drink business,” the

analysts at Consumer Edge noted, adding that Coca-Cola’s acquisition plan for BodyArmor

likely didn’t include fending off a fast-growing share gainer like Prime. Separately, Coca-

Cola’s Powerade Zero was a bright spot for the company’s sports drink portfolio after the

product grew in volume and dollar sales while gaining market share.

FIRST-QUARTER RETAIL PERFORMANCEBY CATEGORY, BRAND.The Green Sheet

with this story details retail performance for select brands within the water, sports drinks,

ready-to-drink tea, and bottler-delivered shelf-stable juice categoriesfor the first quarter

of 2023. The table below aggregates the data by category. This multi-channel data covers

supermarkets, c-stores, drug chains, mass merchandisers including Walmart, some

club stores, dollar chains, and the military channel. The data draws from two separate

information sources. Data points in the Green Sheet were chosento provide the best

possible metrics for the

brands, companies and

categories for which data

is provided. As shownin

the table, all beverage

U.S. Non-Carbs at Retail by Category: Q1 2023 (Volume, Dollars, Pricing)

Categories Vol +/- $+/- Price +/-

categories tracked by BD Pian Eeatwa Nata 4ee Aa ieee
posted volume declines Flavored/Enhanced Waters -6.9% +2.7% +9.6%
in the first quarter, as Suerte DEKE 4z% aaay ee
strong pricing gains Tea (RTD) 5.7% +8.2% +13.9%
netted dollar growth for Juice Drinks (Shelf-Stable) -1.6% +10.3% +11.9%
all categories.

Source: Beverage Digest
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May 2023

DIGEST “
THE GREEN SHEET

Non-Carbonated Beverages: Q1 2023

Packaged Water(Plain/Enhanced)

Plain Bottled Water VolShare VolShare +/- Vol +/- $ Share $ Share +/- $+/- Price +/-
BlueTriton (Former Nestlé Waters) 24.5 07 4.1% 23.7 +0.3 +14.3% +18.4%

Pure Life 7.2 +0.3 +3.4% 5.4 40.6 +26.0% 422.6%

Poland Spring 5.2 O03 6.2% 5.6 +0.1 +13.9% +20.1%
Deer Park 34 0.2 5.7% 3.6 Flat 412.1% +17.8%
Ozarka 3.1 0.2 T7 Sit O14 +9.0 +16.6%
lee Mountain 27 4.1 5.9% 28 Flat +12.1% +18.0%

Zephyrhills 21 0.2 8.9% 23 O.1 +8.4% +17.3%
Arrowhead o9 01 14.0% 10 O41 +5.5% 416.4%

PepsiCo 6.0 0.6 -10.0% 9.3 0.9 +2.7% +12.7%
Aquafina 58 O.6 10.1% 8.0 O8 +2.5% +12.6%
Lifewtr 02 Flat 8.0% 13 O14 +3.9% +42.0%

Coca-Cola 5.2 0.3 7.2% 128 0.5 +8.4% +15.6%
Dasani 38 0.4 “11.0% 5.7 08 ~1.6% +9.4%
Smartwater i4 +01 452% 7.41 +0.3 +17.9% 412.7%

CG Roxane 19 Flat “3.8% 15 0.1 +5.7% +9,5%
Crystal Geyser 419 Flat -3.8% 15 0.1 +5.7% +9.5%

Nestlé SA 0.7 Flat 2.1% 3.1 0,2 +5.5% +7.6%
Essentia O7 Flat 2.1% 3.4 0.2 +5.5% +7.6%

The Wonderful Company 0.6 Flat “L6% 3.4 0.4 +0.7% +2.3%
Fiji 0.6 Flat -L.6% 3.4 -0.4 40.7% +2.3%

Keurig Dr Pepper 0.4 Flat 0.5% 2.2 0.2 45.1% +5.6%
Core Hydration oA Flat 0.5% 22 0.2 +5.1% +5,.6%

Liquid Death 0.05 Flat +31.1% 0.3 +0.1 +47,9% +16.8%
Liquid Death 0.05 0.0 +31.1% 03 +0.1 479 +16.8%

Private Label 55.7 +2.3 +2.8% 34.2 42.5 +21,5% +18.6%
All Other 49 - = 9.7 - - “

CATEGORY 100.0 bt -1.4% 100.0 = +12.7% +14.1%

Flavored and Enhanced Waters Share VolShare +/- Vol +/- $ Share $ Share +/- $+/- Price +/-
Coca-Cola Co 42.9 +0.8 5.1% 47.2 +13 +5.6% +10.7%

Glacéau Vitaminwater (Base) 25.6 +3.1 +5.9% 29.6 +3.5 +16.6% 410.7%
Glacéau Vitaminwater (Zero) 145 Flat -7.1% 446 +0.2 +3.B% +10.9%
Smartwater (Flat Flavored) 19 Flat 6.1% 2.4 Flat 42.3% +8.4%
PowerWater 05 “17 78.1% 05 15 73.4% +4.8%

PepsiCo 414 O.1 -7.1% 30.3 +2.0 +10.0% +17.1%
Propel 414 Flat 6.9% 30.3 +21 +10.4% +17 4%

Keurig Dr Pepper 9.2 -L6 -20.6% 13.4 -2.6 -14.2% 46.3%
Bai 92 +16 -20.5% 13.4 2.6 -14.0% +6.5%

Neurobrands 0.0 Flat 54.4% O41 0.1 54.3% +0,1%
Neuro 0.0 Flat 54.4% 0.1 0.1 54.3% +0.1%

Private Label 0.4 Flat 8.4% 0.4 Flat +11.3% +19.7%

All Other 6.0 - - 8.7 - - -

CATEGORY 100.0 . -6.9% 100.0 * +2.7% +9.6%

This Green Sheet draws from two separate information sources.
Data points were chosento provide the best possible metrics for the brands, companies and categoriesfor which data Is provided.
Market Shares Rounded.

Data: Includes grocery, convenience,drug, mass including Walmart, some club, dollar and military channels.
The Green Sheet. All rights reserved. Copyright 2023. Material may not be reproduced in any form without written permission.
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DIGEST ~
THE GREEN SHEET

Non-Carbonated Beverages: Q1 2023

Sports Drinks/RTD Teas/Bottler-Delivered Juice Drinks

Sports Drinks VolShare Vol Share +/- Vol +/- $ Share $ Share +/- $+/- Price
PepsiCo 67.6 12 5.8% 63.8 07 +10.4% +16.3%

Gatorade 44.8 2.4 9.0% 43.8 27 +5.3% +14.3%
Gatorade Zero 17.0 +0.3 “2.5% 14.4 +0.2 +13.0% +15.5%
Gatorlyte 15 70.8 +117.8% 3.3 +17 #125.1% +7.3%
Gatorade G2 05 0.4 44.3% 04 0.3 “37.4% +6.9%
All Other (Including Powder) * 3.8 z I 19 i n/a

Coca-Cola Co 26.1 “Lo -111% 25.4 2.6 5.8% +5.3%
Bodyarmor 10.7 “1.9 18.8% 14.4 4.0 -12.6% +625
Powerade Base 10.0 -1.0 12.6% 76 “1.2 3.2% +9.4%
Powerade Zero 6.3 +0.6 +6.9% 3.4 +0.2 +17.0% +10.1%

Prime Hydration, LLC 3.2 $3.1 4+2,4915% 58 +5.6 +2,705.1% +213.6%
Prime 3.2 +31 +2,491 5% 58 +6.6 +2,705.1% 4+213.6%

Grupo Pisa 13 +0.2 +15.8% 28 +0.2 +19.9% +4.1%
Electrolit USA 13 +0.2 +15.8% 28 +0.2 +19.9% +4.1%

Private Label 09 0.1 -10.9% 7 O.1 6.1% +4.8%
All Other 09 15 }

CATEGORY 100.0 = -4.2% 100.0 = +11.7% +15.9%

Shelf-Stable RTD Teas VolShare Vol Share +/- Vol+/- $ Share $ Share +/- $+/- Price
PepsiCo / Lipton 47.0 2.2 9.8% 45.9 19 +3.B% +13.7%

Lipton 19.8 2.6 16.5% 12.7 “1.6 4.2% +12.3%
Pure Leaf 13.1 1.1 12.9% 20.7 ae “1.9% +1:.0%
Brisk 12.4 0.1 6.1% 9.9 +0.2 +10.4% +16.5%
All Other 19 i 25

Arizona Beverages 30.6 +14 -L1% 215 +14 +15.5% +16.6%
Arizona 30.6 +14 “1.1% 215 +14 +15.5% +16.6%

Coca-Cola Co 10.9 +10 +3.5% 14.3 +0.8 +14.2% +10.6%
Gold Peak 92 +10 +5.4% 13.2 +12 +19.2% +13.8%
Peace Tea 17 +0.4 +26.1% 2.2 +0.5 +40.9% +14.8%
Honest O.1 87.2 +0.1% “11 86.9 7.3% 7.5%

Keurig Dr Pepper 78 0.3 9.6% 88 0.8 -1L0% +8.6%
Snapple TM +78 0.3 9.6% 8.8 O08 “1.0% +8.6%

Private Label 04 0.4 -26.9% 12 0.4 -17.0% +9.9%
All Other 41 8.3

CATEGORY 100.0 * -5.7% 100.0 “ +8.2% +13.9%

Bottler-Delivered Juice/Juice Drinks ** VolShare Vol Share +/- Vol+/- $ Share $ Share +/- $+/- Price +/-
Coca-Cola Co 27.4 0.1 “19% 29.4 +0.5 +12.3% +14.1%

Minute Maid (0J/Juice Drinks) 25.8 40-1 “1.2% 26.4 +0.4 +12. 2% +13.3%
Tum-e Yummies: 16 0.2 12.2% Ze 0.3 +0.6% +12.8%

PepsiCo 24.1 0.8 4.6% 20.1 40.1 +10.9% +15.6%
Ocean Spray (PBNA-delivered) 74 06 3% 42 0,2 +4. 6% +13.9%
Dole 3.6 +04 +9.8% 69 +0.9 +27.9% +18.1%
Tropicana (OJ/Juice Brinks) 2.0 0.6 -2:1.6% 29 0.6 9.8% +11.8%
Lipton Brisk Juice Drinks Lo Flat 4.3% 13 0.1 +4.0% +8.3%
All Other 10.1 Flat 219% 47 +0.1 8.3% +13.7%

Arizona Beverages 15.7 +2.1 +13.6% 9.6 +10 +23.9% +10.2%
Arizona 15.7 +2.1 +13.6% 96 +1.0 +23.9% +10.2%

Keurig Dr Pepper 13.4 1 9.1% 14.1 -10 +2.9% +12.0%
Snapple Juice 13.4 “11 9.1% 14.1 “1.0 +2.9% +12.0%

Private Label 13 0.4 -24.6% 24 0.4 3.8% +20.9%
All Other 18.1 24.4

CATEGORY 100.0 7 -1.6% 100.0 = +10.3% +11.9%

* This quarter's addition of Gatorlyte has altered our PepsiCo All Other calculation. Some figures will not be available.
** Bottler-delivered juices and juice drinks are almost entirely shelf-stable products.

This Green Sheet draws from two separate information sources.
Data points were chosento provide the best possible metrics for the brands, companies and categories for which data Is provided.
Market Shares Rounded,
Data: Includes grocery, convenience, drug, mass including Walmart, some club, dollar and military channels.
The Green Sheet. All rights reserved. Copyright 2023. Material may not be reproduced in any form without written permissian,
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SPARKLING WATER
COKE'S AHA VOLUME DOWN -42% AT US RETAIL. CAFFEINATED VERSIONS DISCONTINUED

PEPSICO'S BUBLY GROWS.LACROIX SLIPS

Category’s -5.5% Volume Decline Offset by Pricing Growth.

Sales of Coca-Cola’s sparkling water brand, AHA, have deteriorated amid competition

with PepsiCo’s growing sparkling water brand, Bubly, according to new BD data. Both

brands were created to take on sparkling water market leader LaCroix, which has defined

the US category during the past two decades. As shownin the table with this story, AHA

volume and dollar sales at US retail during the first quarter of this year declined by -42%

and -30% respectively. The brand lost at least a share point by both measures.Pricing

growth of +11.4% was just shy of category pricing growth. AHA has been delisted at Publix

supermarkets, according to BD sources. The AHA brand also confirmed by way of Twitter

in May that caffeinated versions have been discontinued. A company source told BD that

targeted investments will be made in the brand this year at select retailers to improve sales

velocity. Efforts include a “Sparkling Jell-O” mix co-branded with AHA on the package at

retailers such as Walmart and Meijer through June. AHA was launched in March of 2020 as

Sparkling Water Brand Performance: Q1 2023

Vol Share Vol Shr+/- Vol +/- $ Share $ Shr +/- $+/- Price +/-

 

 

 

LaCroix (National Beverage) 14.0 -O.1 -6.2% 12.1 -1.0 -1.8% +4.4%

Sparkling Ice (Talking Rain) 12.0 -0.6 -10.3% 16.2 -1.3 -L.4% +8.9%

Polar 8.5 +0.3 -1.8% 6.7 +0.5 +15.1% +16.9%

PepsiCo 5 +0.6 +2.3% 7.0 +0.2 +9.7% +7.5%

Bubly 75 +0.6 +2.2% 7.0 +0.2 +9.7% +7.5%

Nestlé TA -0.6 -13.0% 12.2 -1.2 -3.2% +9.9%

S.Pellegrino 39. +0.2 -0.4% 6.6 +0.2 +9.1% +9.5%
Perrier 3.2 -0.8 -24.6% 5.6 ~1.4 -14.5% +10.1%

Coca-Cola Co 4.5 -1.5 -29.5% T2 -1.2 -9.5% +20.1%

Topo Chico 2.6 -0.4 -17.1% 6:2 -0.2 +2.1% +19.1%

Aha 1:9 rLi2 418% 2.0 -1.0 -30.3% +11.4%

Spindrift 2.6 40.5 +18.4% 3.7 +0.7 +29.6% +11.2%

Keurig Dr Pepper 2.3 -0.0 -6.7% 2.4 -0.1 +1.3% +7.9%

Canada Dry 2 +0.1 +3.5% L.3 +0.0 +10.3% +6.9%

Schweppes Lo -O.1 -14.3% 1.2 -0.1 +1.9% +16.2%

Bai Bubbles 0.0 -0.0 -96.2% 0.0 -O.1 -95.6% +0.6%
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Wis-Pak 1.2 40.3 +22.6% 2.3 40.6 +43.2% +20.6%

Bubbl'r 1.0 +0.3 +38.7% 2.1 +0.6 +53.5% +14.8%

Klarbrunn 0.2 0.0 -25.2% 0.2 “0.1 -22.9% +2.3%

BlueTriton Brands 1.2 0.6 -39.4% 0.9 -0.4 -28.6% +10.8%

Poland Spring 0.8 0.2 -23.4% 0.6 -0.1 -9.4% +14.0%

Arrowhead 0.1 -0.2 -59.5% 0.1 -0.1 -50.4% +9.2%

Ice Mountain 0.4 0.1 -49.0% 0.1 -O.1 -43.7% +5.3%

Deer Park 0.1 0.1 -59.6% 0.4 -0.1 -53.0% 4+6.6%

Ozarka 0.0 -0.0 -60.1% 0.0 -0.0 -53.6% +6.5%

Liquid Death 0.8 +0.6 +265.6% 1.7 41.2 +288.1% 422.5%

Vintage (Refresco) 0.7 -0.0 -11.3% 0.4 -0.0 -1.6% +9.7%

Crystal Geyser (Roxanne) 0.5 -0.0 -5.7% 0.3 -0.0 -2.7% +3.0%

Cascade ice (Unique Beverages) 0.2 +0.0 +15.4% 0.3 +0.0 +18.2% +2.8%

Private Label 29.4 -0.5 7.2% 17.3 +0.0 +6.5% +13.7%

All Other 7.6 +1.7 +22.0% 9.4 42.0 +34.8% +12.8%

Category 100 - -5.6% 100 - +6.3% +11.8%

Data includes grocery, convenience, drug, mass including Walmart, some club, dollar, and military channels.

Source: Beverage Digest

the global Covid pandemic ramped up in the US. At the time, Coca-Cola CEO James Quincey

told BD that AHA’s launch, which cametwo years after PepsiCo launched Bubly, should have

happened sooner.In the first quarter, Bubly posted volume and dollar sales growth and

gained market share. For Coke, AHA wasn’t the only brand to decline. Topo Chico, which has

suffered from supply shortages, posted a -17% volume decline as pricing growth of +19% far

outpaced the category and led to dollar sales growth of +2.1%.

CATEGORY VOLUME FALLS. CATEGORY DOLLAR GROWTH PROPPED UP BY HIGHER

PRICING. The US sparkling water category at retail posted a volume decline of -5.6%, driven

by declines for market leaders LaCroix and Sparkling Ice. Even Polar, which has maintained

momentum undera distribution agreement with Keurig Dr Pepper, lost volumein the

quarter. Unlike LaCroix and Sparkling Ice, pricing gains for Polar were enoughto generate

dollar sales growth. Nestle’s Perrier shed almost -25% ofits volume and -14.5% ofits dollar

sales amid +10% pricing growth. LaCroix pricing growth of +4.4% wassignificantly outpaced

by category pricing growth of almost +12%. Spindrift, infused with juice, added share as

some consumers opted for increased flavor compared to mostsparkling waters that are

generally unsweetenedandlightly flavored. Wis-Pak’s Bubbl’r, a sweetened sparkling water,

also continued to grow, while Talking Rain’s sweetened Sparkling Ice declined. Private label

dominated the sparkling water category with a 29.4 volume share, which was more than

double that of market leader LaCroix.
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ENERGY DRINKS
CELSIUS GRABS NO. 3 SPOTAT US RETAILAS BANG CRATERS, ROCKSTAR SLIPS

MONSTER AND RED BULL FUEL GROWING ENERGY CATEGORY

Celsius moved up two spots to the No. 3 energy drink at US retail behind Monster

and Red Bull after doubling sales during the first quarter of this year, according to BD data.

As shownin the table below, Celsius held a 5.5 volume share and a similar dollar share

US Energy Drinks at Retail: Q1 2023

feldink Vol Share Vol Share +/- Vol+/-  $Share* $ Share +/- $+/- Price +/-

Monster Energy * 30.7 -0.7 +2.7% 25.8 -0.3 +17.9% +15.3%

Red Bull 25.4. +0.3 +5.2% 35.2 -0.3 +12.4% +7.2%

Celsius 5.5 +25 +91.7% 5.8 +27 +108.7% +17.1%

Rockstar (PepsiCo) 4.9 -0.6 -7.9% 3.6 -0.3 +3.2% +11.1%

Bang (VPX) 3.2 -4.3 -55.6% 2.8 -3.9 -20.0% +35.6%

NOS (Monster) 2.8 +0.1 +7.2% 2.3 +0.1 +18.5% +11.3%

Private Label 2.6 -0.2 -32.3% 0.2 -0.0 -21.2% +11.0%

Reign (Monster) 2.6 +0.1 +9.3% 2.4 +0.2 +21.5% +12.2%

Starbucks Energy 2.3 -0.3 -8.7% 2.9 -0.3 +1.6% +1.7%

C4 (Nutrabolt) 22 +0.8 +59.2% 2:2 +0.7 +69.6% +10.4%

Mtn Dew Energy ? 0.6 -0.3 -25.7% 0.5 -0.2 -20.5% +5.2%

Full Throttle (Monster) 0.6 -0.1 “9.0% 0.6 -0.0 +6.4% +15.4%

5-Hour Energy 0.5 -0.0 -5.4% 4.0 -0.6 “2.5% +2.9%

Prime Energy * 0.5 +0.5 n/a 0.7 +0.7 n/a n/a

Dew AMP (PepsiCo) 0.3 -0.0 -8.8% 0.2 -0.0 -2.7% +6.1%

Rip It (National Beverage) 0.4 -0.0 -20.5% 0.1 -0.0 -15.0% +5.5%

Redline (VPX) 0.4 -0.0 -14.3% 0.2 -0.1 “9.9% +4.4%

Energy Category 100.0 . +3.8% 100.0 - 413.3% +9.5%

+Share columns do not sum to full category 7 Includes only Monster Energy, Monster Ultra.

* Launched March 2021. Rebranded from Mtn Dew Rise to Mtn Dew Energy in November 2021.

* Grew from a base of zero. Vol +/- not applicable.

Note: Table draws from two separate data sources. Data points chosen to provide best possible metrics for brands, companies,
categories shown.

Data: Includes grocery, convenience, drug, mass including Walmart, some club, dollar, and military channels.

Source: Beverage Digest
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after gains from a distribution deal signed

last year with PepsiCo. After moving into

the Pepsi system to replace Bang Energy

following a tumultuous and premature end

to Bang’s distribution partnership with

PepsiCo, Celsius leaped past former No.

3 Bang amid that company’s bankruptcy

proceedings and the ouster of founder and

CEO Jack Owoc. Bang shed more thanhalf

its volume and 4.3 volume share points at

retail in the quarter. The decline pushed

Bang down to No. 5 behind PepsiCo’s Rockstar brand, which shed volume share andfell

below Celsius to No. 4. Meanwhile, PepsiCo’s Mtn Dew Energy lost a quarterof its volume

sales andafifth of its dollar sales in the period. Nipping at Mtn Dew Energy’s heelsis Prime

Energy, an extension of the sports drink brand co-foundedby influencers KSI and Logan Paul

(see page2). Prime grabbed a 0.5 volumeshareof the energy category in the period after

being launched just this year. Over at Keurig Dr Pepper, C4 boosted volume almost +60%

and gained share following KDP’s minority investment and distribution deal last year.

 
CELSIUS CEO SEES MORE RUNWAY FOR GROWTHWITH PEPSICO.In a research note

following Goldman Sachs’ Global Staples Forum last week, Goldman beverage analysts

paraphrased Celsius CEO John Fieldly as saying the PepsiCo partnership wasoff to a “strong

start.” The brand had reached at least a 95 ACV (all commodity volume) by the end of the

first quarter, and at least a 96 ACVin the crucial and profitable convenience channel. That

was up about 38 points since last year, according to Goldman. “Per Mr. Fieldly, there is a

long runway of growth aheadfor Celsius across a variety of channels, including expanding

in retail, convenience (including independent convenience), and foodservice,” the Goldman

analysts wrote, adding that foodservice represented only about 10% of Celsius’ revenue that

camethrough PepsiCo during thefirst quarter.

ENERGY CATEGORY GROWS. MONSTER, RED BULL POST SALES GROWTH. Theenergy

category at US retail in the first quarter grew volume, dollars, and pricing (see table). Volume

leader Monster Energy outpaced the category in pricing and dollar growth, while volume

growth lagged the category and volume share declined. In contrast, value leader Red Bull

lagged the category on pricing and dollar growth while the brand outpaced the category on

volume growth and added volume share. Both brands shed dollar share.
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TERRITORY CHANGES AND DEALS

South Atlantic Canners, a Coca-Cola manufacturing co-op managed by Coca-

Cola Consolidated, announced plans for a $29 million expansion of a bottling plantin

Bishopville, South Carolina, which is 50 miles east of Columbia. The expansion is set to open

in Dec. 2027.

Beyond Meat announcedit will take distribution in-house for a plant-based jerky developed

in partnership with PepsiCo. The moveis intended to improve margins. During a May 10

earnings conference call, Beyond Meat Founder, President and CEO Ethan Brown said he

intendsto still use the Planet Partnership with PepsiCo “downthe road” without elaborating.

Modelo beer brewer and Coca-Cola’s Fresca Mixed partner

Constellation Brands has acquired a minority stake in

alcohol-free sparkling beverage Tost, whichis available in at

least 40 states and seven countries.

Anheuser-Busch has announcedit will discontinue sales

of Hiball Energy Seltzer, a non-alcoholic brand the brewer

acquired in 2017.

 
Meanwhile, Ghost has signed a multi-year partnership as

exclusive energy drink partner with music festival and live events producer Insomniac. The

canned energy drink was developed with Anheuser-Busch.

Mushroom energy drink G.O.A.T. Fuel has raised $5 million in a seed funding round led

by Stage 1 Fund and Morrison Seger Venture Capital Partners, according to Sports

Business Journal. G.O.A.T. Fuel is backed by former football star Jerry Rice and is run by his

daughter, CEO Jaqui Rice.

Ryl Tea will move into Krogerstores in July, according

to the brand. The functional canned antioxidant tea also

just launched a Ry! Sweet Tea variant with country music

star Morgan Wallen. Ryl teas are zero sugar and are

sweetened with monkfruit and stevia.
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PEOPLE

Coca-Cola Iberia, covering Spain and Portugal, has promoted Carlos Martin to

GM and VPof franchise operations. He was previously VP of franchises for Colombia and

Venezuela. Martin succeeds Juan Ignacio de Elizalde.

Former PepsiCo Ireland Business Unit GM Adam Smart has taken

over as CEO of Genius Foods, the UK-based makerof gluten-free

products.

Swire Coca-Cola USA has hired Brendan Cranna aschief sales

officer. Cranna comes from Coca-Cola, where he was a VP of

franchise operations.
 

Former PepsiCo and Pepsi Bottling Group executive Mike Spanos

has been named COOof Delta Airlines.
Brendan Cranna

BRIEFS

The World Health Organization recommended that consumers not useartificial

sweeteners for weight control or to avoid diseases such as diabetes. A WHO review of

research concluded that the research “does not confer any long-term benefit in reducing

body fat in adults or children.” The agency also warned about “potential undesirable effects

from long-term use,” including increased risk of type 2 diabetes and cardiovascular disease.

In response, the Calorie Control Council, an international association representing the low-

calorie food and beverageindustry, said, “A substantial body of evidence showsthat low-

and no-calorie sweeteners provide effective and safe options to reduce sugarand calorie

consumption.” The council added that, “Along with exercise and a healthy diet low- and

no-calorie sweetenersare a critical tool that can help consumers manage body weight and

reduce the risk of non-communicable diseases.”

Kickstand Cocktails has refreshed its packaging as it expandsavailability nationally

this week with the direct-to-consumerspirits platform Speakeasy. Sports business journalist

Darren Rovell launched the canned ready-to-drink alcohol brand last year. Kickstand’s

May 26,2023 | PAGE 10
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more “elevated, polished look” (pictured) also

will be reflected in digital and social marketing, a

spokeswomansaid. The new packaging will debut at

Universal Music Group’s four-day “Music is Universal”

country music festival in Nashville starting on June 8. 
The table below shows volumesalesresults for

selected global markets as reported by Coca-Cola

and PepsiCofor thefirst quarter of 2023. Both Coke and PepsiCo posted quarterly global

volume growth that lagged that of 2022. In North America, Coca-Cola’s volume grew +3.0%

while PepsiCo’s was up +1.0%. Globally, Coca-Cola’s Greater China and Mongolia reporting

Global Beverage Volumes Reported by Coca-Cola and PepsiCo: Q1 2023

Coca-Cola PepsiCo

Q12023 FY 2022 Q12023 FY 2022

Market % +/- % +/- Market % +/- % +/-

Brazil** +6% +9% Brazil +DD +MSD

Greater China & Mongolia* +13% -3% China +LSD +MSD

ASEAN & South Pacific +1% +6% Germany -DD -DD

India & Southwest Asia* +23% +36% India +DD +DD

Mexico** +5% +5% Mexico +HSD +MSD

Europe *** -7% +1% Middle East +HSD +HSD

Latin America +5% +6% Argentina -MSD +DD

Japan/South Korea* Flat +2% Pakistan +DD +DD

Asia Pacific +10% +6% Russia -DD -DD

U.S./Canada Flat +2%. Turkey +LSD -MSD

Eurasia & Middle East +7% +8% Philippines -DD +HSD

Africa -4% Flat Nigeria -LSD +LSD

Worldwide +3% +5% U.K. -MSD -LSD

U.S./Canada -LSD=+Silight

HSD (High-Single-Digit); MSD (Mid-Single-Digit); LSD (Low-Single- France -MSD +LSD
Digit); DD (Double-Digit). Guatemala +HSD +MSD

*Subsets of Asia Pacific **Subsets of Latin America Vietnam +DD +DD

*** Includes suspension of business in Russia Thailand -LSD +LSD

Source: Company SEC filings. Chile +MSD +MSD

Ukraine -DD -DD

Worldwide +1% +5%
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region showedsignificant improvement over 2022 while Europe and Africa deteriorated. For

PepsiCo, Turkey improved over 2022 while the Philippines, Nigeria, and France were among

those that deteriorated.

Media outlets have speculated that a conflict in Africa’s Sudan could threaten supplies

of gum arabic within five to six months. Gum arabic is used by companiesincluding Coca-

Cola and PepsiCoin soft drinks to keep ingredients from separating.

Coca-Cola has becomethefirst companyto install an augmentedreality enabled

vending machine. The projectis in partnership with Snap, the parent companyof social

media platform Snapchat. The augmented reality experience is controlled by consumers

using hand gestures, according to a report by Consumer Goods Technology.

SodaStream has added Lipton tea syrupsto the sparkling water platform in Australia.

Flavors for the low-calorie syrups are Peach, Lemon, and Green Tea.

Tablet water enhancer brand Waterdrop has taken a page out of a playbook used by

SodaStream and others to grab consumerattention. Waterdrop has released a television

commercial offering its product as an alternative to carbonated soft drinks formulated with

sugar and packagedin plastic bottles. The European brand recently expanded to more

than 3,000 Walmart, Target, and HEBstoresin the US, having previously been available

mostly online.

PepsiCois offering three monthsof free streaming on Apple Music with the purchase

of special 20-ounce bottles of Pepsi products during a “Press Play on Summer”

promotion in partnership with Apple.

Coca-Cola has introduced a new Freestyle beverage

fountain machinecalled Flex that can serve more

than 40 beverage options. The fountain also boasts

a footprint the size of a traditional six-tap fountain

machine and a simplified touchscreen interface. The

Freestyle Flex will be fully available during the first

quarterof next year, according to the company. 
May 26,2023 | PAGE 12
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Fresh off the launchof a dissolvable tablet format, PepsiCo’s Propel enhanced water

brand has debuted a newtelevision commercialwith celebrity endorser Michael B.

Jordan. The ad invites consumers to “make the world your gym”asa city street transforms

into a rock wall that Jordan climbs after jogging on pavementthatrolls like a treadmill

belt. A shorter version touts a Propel immune support variant. “It’s about shining a light on

functional innovation that we know exercisers are craving,” Emily Boido, senior marketing

director for enhanced water brands, said in an interview. The commercials will air during a

number of key summersporting events, including for the first time the NBA pro basketball

playoffs, Boido said. The spots will air during the US Open, Wimbledon, and the French

Openin pro tennis, as well as during games for women’s professional basketball and soccer

leagues. Boido said the sporting focus reinforces Propel’s roots with Gatorade.In the latest

BD data forthe first quarter of this year, Propel held a 41 share of flavored and enhanced

waters, making it the No. 1 brand in the category just ahead of Coca-Cola’s Vitaminwater

with a 40 share (see Green Sheet after page4).

NOTEWORTHY PRODUCT LAUNCHES

Ale-8-One has launched a limited-edition Peach flavor of

its ginger soda. The drink is sold in four-packs while supplieslast.

Spindrift added a Peach Strawberryflavorto its juice-infused

sparkling water lineup.

Fever-Tree has addeda line of non-carbonated cocktail mixers.

They are Classic Bloody Mary, Classic Margarita, and Light

Margarita, packaged in 750-ml bottles $7.99 each.

 
Last summer's rocket pop trend has carried

into summer 2023 with limited-time offerings

from PepsiCo’s Mtn Dew and Boston Beer’s

Twisted Tea based on the classic red, white,

and blue popsicle. Mtn Dew introduced a

Summer Freeze Mtn Dew while Twisted Tea

launched a RocketPopflavor.
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Hoop Tea has added Peach and

Watermelonflavorstoits line of multi-serve

hard tea pouchesthat have a resealable nozzle

for pouring.

Boston Beer has launched a Hard Mtn Dew

Baja Blast variety pack that includes three

new Baja Blastflavor combinations. They are

Pineapple, Mango, and Punch.

Blue Bell Creameries is now marketing an ice

cream called Dr Pepper Float that swirls Dr

Pepperflavored sherbetwith vanilla ice cream.

 
BLUEBELL
he ei2AM 
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https://www.foodbev.com/news/pepsico-launches-new-rockstar-energy-drink-flavours-with-added-collagen/
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https://www.bevnet.com/news/2021/rockstar-energy-drink-partners-with-los-angeles-football-club/
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Energy Drink Market Report 2018 Major Key
Players: PepsiCo, Red Bull, Coca Cola, Monster
Beverage, Rockstar Energy Drink, AriZona
Beverages: RadiantInsights,Inc.

NEWS PROVIDED BY SHARETHIS ARTICLE

RadiantInsights,Inc. + & © © ss Qo20 Nov, 2018, 10:20 GMT

SAN FRANCISCO, November20, 2018 /PRNewswire/ --

Global Energy Drinks Market is estimated to grow at a substantial CAGR of 8.86% during the period 2017-2021, product
types, and its applications are increasing across the globe. Energy drinks are a class of beverages that constitute caffeine,
ginseng, taurine, and others, which increase the energy level in the body. Energy drinks fall in the category of "functional
beverages group". The factors that propel the growth of the Energy Drinks Market include rising health concerns and
rising acceptance of energy drinks, substantial developmentin numberof sports personalities and athletes. On the
other hand,there are factors that may hamper the growth of the marketincluding ingredients of energy drinks that are
potentially harmful to children. Besides, alcoholic energy drinks cause side-effects to health. Energy Drinks Market may
be explored by type, producttype, target consumer,distribution channel, and geography. Energy Drinks Market may be
explored by product as Non-Alcoholic, and Alcoholic. The “Non-alcoholic" segment led the Energy Drinks MarketIn 2018
andis anticipated to maintain its dominance by 2021. Energy Drinks Market may be explored by producttype as
Natural, Non-organic, and Organic. The "Organic" segment led the Energy Drinks Market in 2018 andis anticipated to
maintain its dominance by 2021 Energy Drinks Market may be explored by target consumeras Geriatric Population,
Teenagers, and Adults.

The "Teenager's® segment led the Energy Drinks Market in 2017 and is anticipated to maintain its dominance by 2021.
Energy Drinks Market could be explored based on distribution channel as Off-trade & Direct Selling, and On-trade The
"“On-trade" segment led the Energy Drinks Market in 2017 and is anticipated to maintain its dominance by 2021. Energy
Drinks Market is categorized based on geography into North America, Latin America, Japan, Middle East and Africa,
Western Europe, Asia Pacific, and Eastern Europe. Asia-Pacific accounted for the major share of the Energy Drinks
Market Size in 2016 and will continue to lead in the forecast period. The key players contributing to the robust growth of

the Energy Drinks Market comprise PepsiCo, Energy Drink, Red Bull, Monster Beverage Corporation, Living Essentials
Marketing, Rockstar BOMB ENERGY DRINK, POWER HORSEEnergy Drinks, Vemma Nutrition Company, Starbucks,
XYIENCE Energy Drink, and XS Energy. The leading companies are taking up partnerships, mergers and acquisitions,
and inint ventures in arder ta hoost the inornanic arowth of the industry
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Access 70 page research report with TOC on “Energy Drinks Market"available with RadiantInsights, Inc. @

https://www.radiantinsights.com/research/global-energy-drinks-market-2017-2021

Eneray drinks are a category of beverages that have ingredients like caffeine and others that increase the energy level in
the body. Energy drinks come under the functional beverages category The market for energy drinks has increased
significantly because ofrapid urbanization, increased spread of retail, and rise in demand for convenience foods. The
market has scope to expand in emerging economies due to an increase in disposable income of consumers and
consumers’willingness to try new flavors and tastes.

The report covers the present scenario and the growth prospects of the global energy drinks market for 2017-2021. To

calculate the marketsize, the report considers value and volumeof energy drinks marketin different regions

* The market is divided into the following segments based on geography:
+ Americas

« APAC
* EMEA

Global Energy Drinks Market 2017-2021, has been prepared based on an in-depth market analysis with inputs from

industry experts. The report covers the market landscape andits growth prospects over the coming years. The report
also includes a discussion of the key vendors operating in this market.

* Key vendors
* Monster Beverage Corporation
* PepsiCo
¢ Red Bull

* Rockstar Energy Drink

* Other prominent vendors
* BOMB ENERGY DRINK

* Living Essentials Marketing
* POWER HORSE Energy Drinks
* Starbucks

* VemmaNutrition Company
« XS Energy
* XYIENCE Energy Drink

+ Market driver

* Hectic lifestyle and need for instant energy
* Fora full, detailed list, view our report

* Market challenge
* Stiff competition from low-cost substitutes

* Fora full, detailed list, view our report

* Market trend

* Increase in demandfor low-calorie energy drinks
« Fora full, detailedlist, view our report
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Browse reports of similar category available with RadiantInsights,Inc-:

Protein Supplements Market
* Packaged Milkshakes Market
* Non-dairy Yogurt Market
* Fruit Juices Market

About RadiantInsights,Inc.:

At RadiantInsights, we work with the aim to reach the highest levels of customersatisfaction. Our representativesstrive
to understand diverse client requirements and cater to the same with the most innovative and functional solutions.

Contact:

Michelle Thoras.

Corporate Sales Specialist
Radiant Insights, Inc
Phone:+1-415-349-0054
Toll Free: 1-888-928-9744

Email: sales@radiantinsights.com

Web:https://www.radiantinsights.com

SOURCE RadiantInsights,Inc
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3/11/2020 (2) Pepsi/Rockstar: an acquired taste | Financial Times

https://www.ft.com/content/fe855b51-2f55-42be-b058-95afa954da73 1/2

PepsiCo is aiming to strengthen its foothold in a sector increasingly favoured by millennials © AP

6 MINUTES AGO

Americans are thirsty for energy drinks. So are big beverage companies. PepsiCo is

splashing out $3.85bn to buy Rockstar Energy Beverages. The $182bn packaged food

and drink giant is hoping the acquisition will help it compete better in a fast-growth

category that is particularly popular with millennial consumers. 

Buying a distant number three player is not be the obvious way for PepsiCo to get its

energy drink buzz. Rockstar, with its distinctive black and gold logo, has less than 6

per cent of the market in the US, according to Nielsen data. That lags well behind

market leader Monster Beverage’s 42 per cent and Red Bull’s 35 per cent. Worse,

Rockstar’s market share has declined in each of the past three years. 

The challenges are reflected in the price. PepsiCo is paying just a little over 3 times

revenues, compared to the 8.5 times publicly listed Monster is valued at. With its

deep pockets and drinks expertise, PepsiCo can add value. One example: Rockstar has

a notably weak presence on the US east coast and outside the US. That is something

PepsiCo can remedy through a ramp up in marketing spend

Opinion Lex

Pepsi/Rockstar: an acquired taste

Energy drinks are an increasingly crowded space but this looks like a well-time tie-up
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Copyright The Financial Times Limited 2020. All rights reserved.

PepsiCo can remedy through a ramp up in marketing spend.

There is a more granular reason for PepsiCo to buy Rockstar. The two companies

currently have a distribution agreement that limits what PepsiCo can do in energy

drinks. Owning Rockstar outright would allow PepsiCo to sidestep the kind of legal

issues that have afflicted Coca-Cola. They wrangled with partner Monster over plans

for a Coke-branded energy drink. A roll-out of more caffeinated versions of PepsiCo’s
existing Mountain Dew Kickstart energy drink seems likely once the Rockstar deal

closes. 

Energy drinks continue to post steady growth. Manufacturers are substituting low-

sugar versions of their drinks, as consumers turn away from fattening sodas. It is also

an increasingly crowded space. Even Amazon is looking for a jolt through its Solimo

brand. Rockstar is a fixer-upper. With a bit of hard work, the purchase could end up

being a well-timed bargain. 

If you are a subscriber and would like to receive alerts when Lex articles are

published, just click the button “Add to myFT”, which appears at the top of this page

above the headline.

Sign up to the twice weekly Best of Lex email  One-Click Sign Up

ROCKSTAR01108



December 1, 2022

Rockstar Energy Drink to "Fuel What's
Next" in New Ad Campaign with
Actor Angus Cloud

¥
NEWS PROVIDED BY

PepsiCo —
Nov 10, 2022, 09:00 ET

What's next for Angus Cloud? Find out in the new ad spot, inspiring consumers to fuel new

and unexpected adventures

PURCHASE,N.Y., Nov. 10, 2022 /PRNewswire/ -- Rockstar Energy Drink taps brand partner and

breakout actor Angus Cloud to star in the brand's new epic ad campaign "Fuel What's Next,"

championing the idea of what's possible if you follow your passions.

Continue Reading

Vv

httpss//www.prmewswire.com/news-releases/rockstar-energy-drink-to-fuel-whats-next-in-new-ad-campaign-with-actor-angus-cloud-301674346.html
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pe Tia 
Rockstar Energy Drink to “Fuel What's Next” in New Ad Campaign with Actor Angus Cloud

Dropping today, the long-form ad spot celebrates the journey with Angusas he unlocks his

potential through new and unexpected adventures- all fueled by Rockstar Energy. The journey

highlights one-of-a-kind experiences and passion points mutually loved by both Rockstar

Energy and Angus,including motorsports, fashion, music, art, skateboarding and gaming,

showing howto get the energyto fuel your own passions.

The 90-secondfilm is full of hints and teasers, acting as a trailer for four upcoming IRL

consumerexperiences that include cameos from Rockstar Energy athletes and brand

collaborations.

“This has been a dope journey with Rockstar Energy Drink sofar. I've gotten to do things with

them that | never thoughtpossible... sharing my passions, some I've had since | was a kid and

bringing themtolife, it's been like a dream," said Angus Cloud. "What| learnedis that anything

is possible, you feel me? I'm excited for everyone to see what's to come and how to getinvolved,

this is just the beginning ya'll."

The collaboration with Angus kicked off mid-Octoberat the Formula Drift Finals, where Angus

got an advanced driving lesson from Fredric Aasbo, three-time Formula Drift World Champion.

Later this month,fans will discover they have something special in-store at ComplexCon,

followed by a unique experience in Decemberthat taps into Angus' love of both art and

skateboarding, with even more to comein 2023.

httpss//www.prmewswire.com/news-releases/rockstar-energy-drink-to-fuel-whats-next-in-new-ad-campaign-with-actor-angus-cloud-301674346.html
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"What's next doesn't just happen, so we're excited to be working with Angus to show how

Rockstar Energy can help you access what's possible and makeit yours," said Fabiola Torres,

PepsiCo General Manager and Chief Marketing Officer of the Energy Category. "The creative

campaign showcases whatthe brand represents across all our consumerpassion points."

The ad spot - created by Goodby,Silverstein & Partners and directed by Romain Chassaing- will

run through Q4 nationally across multiple platforms, including cable TV, streaming,digital and

social placements as well as select billboards in New YorkCity, Los Angeles, Atlanta and Miami.

To view the "Fuel What's Next" ad spot featuring Angus Cloud,pleasevisit

https://youtu.be/ASjjcXsa8og. And to find out what's next for Angus Cloud and Rockstar Energy,

follow @RockstarEnergy.

About Rockstar Energy Drink

Foundedin 2001, Rockstar Energy Drink produces beverages that celebrate the young hustlers

focused on their journey. With over 20 Rockstar Energy products andfive sublines available at

convenience and grocery outlets in over 30 countries globally, Rockstar Energy gives you a bold,

refreshing boost,full of benefits and loaded with flavors. For more information,visit

www.rockstarenergy.com.

AboutPepsiCo

PepsiCo products are enjoyed by consumers more than onebillion times a day in more than

200 countries andterritories around the world. PepsiCo generated more than $79 billion in net

revenue in 2021, driven by a complimentary beverage and convenient foods portfolio that

includes Lay's, Doritos, Cheetos, Gatorade, Pepsi-Cola, Mountain Dew, Quaker, and SodaStream.

PepsiCo's product portfolio includes a wide range of enjoyable foods and beverages, including

manyiconic brands that generate more than $1 billion each in estimated annual retail sales.

Guiding PepsiCois ourvision to Be the Global Leader in Beverages and Convenient Foods by

Winning with PepsiCo Positive (pep+). pep+ is our strategic end-to-end transformation that puts

sustainability and humancapital at the center of how wewill create value and growth by

operating within planetary boundaries and inspiring positive change for planet and people. For

more information, visitwww.pepsico.com, and follow on_Twitter, Instagram, Facebook

and LinkedIn @PepsiCo.

   

of

htlps./www.pmewswire.com/news-releases/rockstar-energy-drink-to-fuel-whats-next-in-new-ad-campaign-with-actor-angus-cloud-301674346.html
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Contact: pepsicoenergy@golin.com

SOURCEPepsiCo
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Lil Baby

SHE L ACSVacs,
CHARTS OND EWS

Hearlwarmeng Post
Listen-to this artich=

er 4 - dies , 5 —_— ido ten ) Hayley Willian
Q, Addresses Her'You're

Dead in Me Message io,
The spothght chases Lil Baby and other hustiers fram around the world tor Rockstar

Energy's debut Super Bowl conmepercial DC Young Fly Thankie Fans
5. For Wall Wishes Follawing

The S0-second ad spatights tie Grammy-nominated rapperand a cohort at Shock Death of Pariner..
Professionals, mclunkrg fashion chesigners, tatoo asl ane tachers, who perfect ine

pratt and gain welltesenred recognition for &. Rockstar Energy pro skateboarder Ghns

doslinand 100 Thieves founder and CEO Neadeshot make appearances. Grammy

wing Ginpclor Dave bles helneed (he Rockstar Energy clip

“Dwasi'l bom m ihe apaiight Mai, | had to grid toshing, like a star ona hot night

And something about the siruggle nowresides in my muscies. And every traf and 
trouble heined define my husie” Gaby netreies while his song “Errbody” pays in the Build what's rect,

backoround “Rina! rock stars.don'l chase lhe spollight. It-chases (hem *

FREELe

Black Pumas & Lucius Cover The Kinks For YouTube tail
Originals’ Powerful ‘Life ina Day 2020 Super...TOAST Adaily briefing on what

BRRnia

eae B Pe 
 

A nneeen

Menninge Solumons Gutpatient Serveces

“When Rockstar approached ree about this Supe Boyd ad, | knew right awey that |

wanted to be 2 perl of nt,” the dy Tarn rapper said in a press release. “[t's al about the

herd work and hustle that it takes te succeed: Some people think | had mstant success.

but fey don't understand haw tard | worked. LAwheal a's bee to fell tat and how il

fees when your energy is tapped. | still husthe every day to make my music and share

itwih my fans. Rockstar Exergy Melps me: cio thas.

Watch himin the ockstar Erengy Super Bow LY ad below fevfore it airs duirineg the
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oeWHAT DO YOU THINK?

To what extentdo youragree or disagree with the arpument that
Prince Harry "has failed to cope with his fame"?
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‘EuphoriaStar Angus CloudStrikes Deal as Face of
Rockstar Energy Drink
The actorwill appearat the Formula Drift Finals in Los Angeles this weekendto kick off the partnership.

BY CHRIS GARDNER Lt) OCTOBER 13, 2022 6:00AM
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Angus Cloud WRTESY OF PEPSICO ENERGY

f Listen to this article
y otta)tenetnpnffoatf

F
—— Angus Cloudis nowa Rockstar.

r=

i+ The Euphoria star has struck a deal as brand partnerandface of
energydrink Rockstar, markinghisfirst official partnership witha national
beverage brand. The deal will see Cloud, who plays Fez on HBO's buzzy drama
from SamLevinson, represent the brand andlink up with Rockstarat a series of
“one-of-a-kind”activations.

Thefirst is this weekend, on Oct. 15, when Cloud will join the Formula Drift
Finals in Los Angeles. Rockstarserves as the official energy drink of Formula
Drift, a motorsports series. According to the brand, this weekends partnership
“leans into Angus and RockstarEnergy's passionfor pushingthe limits.

ADVERTISING b>

Replay

 
my &oO; v
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HowAsteroid City’ Filmmaker
Wes Anderson Does Cannes
BY CHRIS GARDNER

Rachel Brosnahan on

BroadwayCo-Star Oscar
Isaac: "He's Relentlessly
and Unapologetically
Curious"
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As to why hesigned on, Cloudsays, “I've been drinking Rockstar Energyfor a
while, so when they came to mewiththis partnership opportunity, I couldn't
think of a more dopecollaboration. Imalways moving and lucky enoughto be
trying newthings along the way, and I want to share my experiences with others
to hopefullyinspire their adventures.

THR Taste Test: Carlton
Hote! Debuts Brad Pitt's

NewGin, The Gardener
BY CHRIS GARDNER 

 
Inside WarnerBros.

Added Fabiola Torres, PepsiCo general manager and chief marketingofficer of Discovery and Air Maile

the energy category: “Angus Cloud is passionate about everything he does and Starry Cannes Party With
continues to push thelimits for what's next,not just in the acting world, but PERSEDISAMartin Scorsese

fashion, art and more — making himthe perfectfit for this collaboration. BY SCOTT ROXBOROUGH 
Together, we'll bringto life ourjoint passions and showfans that anythingis  
possible if theyfocus their energy. mm
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  Monster reported $4.4 million in profits, compared with $95.25
 and abit less tran most az ago. Revenue was up, but only sig Vets WEDE

eXECLENg.

YOU MAY ALSO LIKE
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Ll Soo Gwe LF Erkpata

 

 

That deal, announced last A pected to close in the current quarter.
Monster jg aclese No.2 to Red Bull in the market for enengy-drinks. While

gone owned by bigThere ares ret | 
ysl players lathe t

5), ed Beli and blot
  

 compani yminate, and it looks like a Battle Rovale is 

sh. ig up Sewer the bwo.

 Market-share-wise, here's how things break down according to the mest recent
 

figures avallatie (2014) tram Euromenttay Tnternatianal

Red Bull —The original, launched in 1997, Bed Bull enjoys about 43% of the
market.

 
=

REVOLVE1 PRES SHIFP IMD ARC ETS

 Manster—A SOX market share, The on hopes to surpass Red B 
  with Coke's help. though Monster executives noted in the

week that both Red Bull and Rockstar have gained share recently.
ir earnings call last
 

 Rockstar — A-strong-but-distant No. 3, the independent Rocks: Hott 10,
af the macbat ROCKSTAR05818
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NOS - This Coke-owned brand Is nanied after nitrous oxide, and is often sold in
containers meant to look like nitrous tanks. [ts market shate is about 5%.

Amp—Owired by Pepsico, ampalso has abour3%of the market
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Otsuke Holdings Co. Lid. (NWASDAGHOTSEKY) operates in medicines, nulraciticals, consumes products,

and orher-industies across the-world, The firm ls best knewn tor BODYMAINTE Selly, a conditioning faced
Predict BOOYMAINTE Drink, a conditioning beverage: EQUELLE and EQWJELLE Gelée, which supports
wornen's health and beauty, POCAR! SWEAT, adrink; Catorle Male, a nutitional food: and 5-1, an oral
rehydration solution.

ba
YouTube TV Official Site ga Up 

OreahaminC isa farms energy drink developed by Otsuka Holdings Co. Lid. (MASD4G00TSKY:

a. Monster Beverage Coqporation (NaSD4G-MNST)

Market Capitalization: $54,282 Billfon

Number ofHedge Furrd Holders: 39

Monster Beverage Comoration (NASDAG-MNST) through Its

subsidiaries, develops, niarkebs, sells, and distributes energy
drink beverages and concentrates in the United States and

around the work, Monster Energy Drinks, Strategic Brands, and

Others are they Compaary's dhions

Monster Beverage Corporation (NASGAG/MINST) stated on
November 3 ihat its board of directors has authonred o fresh

share repurchase program tor up to an additional $500 millon of

Ihe company's Gutstanding ordinary stock

es

Siuin = dele ae~~. REVOLVE
2, Pepsita,Inc, (MYSE-PEP)

Market Capitalization: $255,827 Bition

Awe of Hedge Fund Holders: 72

Pepsite, Inc (NYSE:PEP) owns sevewal famous energy dink brands such as Rockstar Energy, Amp

Energy, Min Dew and Ceisus, Pepsifc, Inc, (NYSE:-PEP) menutachmes, markets, distributes, and sells -a
wide Tange of drinks ahd convenience foods across fhe world. Fritoloy North America, Cassker Foods

orth 4morlcs, Pepakco Bayyverges Nonh Anuprica, Latin America, Europe, Alrica, Midcie Erst, and South

Aula. aod Asia Pacilic, Australia and New Zeaand, and China Region are the company's seven segments.

L The Coca-Cola Company (NYSE:KO)

Market Capitalization: $278,282 Billion

Nember ofHeage Fund Holders: 59

LAee :
108 nin 2020|Eat a

wt, Dowrioad FREE Region

Hedge Fund Resoince Caribet

* Fig bn Bipst Ges iiaattor Monkey to
inoteese Tour Reta

© Why Track Hedge Funds?

© Downtona Pree Belton

= Why You Should DUMP Your Hodge
Pures

© 6 Things wou Gickert Kiva About
Hedge Furds

 
 
emus Efioy Free Shippng Tocheyeats

Alllionaeee Hasige Funes

Warren Buttett

Borkghire Hathony
§29c.497aT70000

Gavi Elmnorn

‘Creeniglit Capital
StO00

SryGeone Sore
re SorceSoros Fund Marmsgemoni

$,41G.02.000
een

Jim Simons eels
Renaissance Tex hemingies
$77426,184,000

peur

Leen Sooperman in aieDinos Acivisor.
PGHd od

(Carlicahn orecuter
beatiny FagetLP

mmm =§=ROCKSTAR05832



ROCKSTAR05833

ses60740000 ae

The Con-Cola Company (NYSERO) isthe sole manvfactures of ihe enengy drink Coca-Gola Energy, It
conbs ind varieties, Hamely Coca-Cola Energy, Coca-Cola EnergyZero Suge, Coca-Cola Energy Cherny,
and Coce-Cale Energy Zero Sugar Chenmy. The Coca-Cota Company (NYSEKO] 6 a beverage company
that manulectures, promotes, and distribaties acwirkeety of nonalcoholic beverages across the world The

firm 22s effervescent soit drinks, favared and improved water and Sports chinks, 25 well.es juice, dairy,

and plant-based beverages, tea, coffee, and energy drinks.

You canaisn take a look at 10 Best Railroad Stocks To invest In and 10 Best Stocks According to Chint

Carson's Carson Capital.

|Seee|eeA
The Coca-Cola Company (NYSERO) is the dole peanufacturer of tte energy dine Coca-Cola Energy. It

comes ind varieties, namely Coca-Cola Energy, Coca-Cola Energy Zero Sugar, Coca-Cola Energy Cherry,

and Coca-Cola Energy Zero Sugar Cherry. The Coca-Cola Company (NYSE:KO) ie beverage company
that manufactures, promotes, and distrienes a variety of nonaloohotc beverages across the world. The

firm seis effervescent sott drinks, flavored and Improved water, and-sports- drinks, a5 well 25 juice, dairy,

and plant-based bevernges, tea. coffee, and energy drinks.

YOu San also take a look af 10 Best Railroad Stocks To invert In and 10 Best Sincks According to Clint

Carlson's Carlson Capital.

~~reees©

Wiiqgesd EnergyDin Companies in The Weert |S Bigges| Geengy Deane Gorneaness inn The Works
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Campi Sous Commi (NrSooem La YOM6 Anitebet feverege CorpotaiinnpuNEE),

NEW Sample Issue of Insider Monkey's Monthly Newsletter and 1 Free
Stack Pick

iitisirect on Mery 16, 709 2 by THAN DOG, PHO

Waren Buffett never mentions its Gut he ts one of the first hadge fund managers who untocked- the
secrets of successful stock market investing. He launched his hedge fund in 56 with $105,000 in seed

Gapite!, Back then ihey weren't called hecige fends, they were caikead “perinerships’ Warren Buffett took

2535 of all returns in exoess.of 6 percent.

For example S&P 500 Indes tehuneed 43.4% in Se. Wo Warren Buffett's hedge fund. chan’ gerale aciy

GHIperonnance (Le. Sectetly invested lke a closet index Turek, Warren Buffett would have pocketed a

Quarter of the 37.4% excess retum. That would heve been 9.35% in hedge fund tees”

Actually Waren Bullet tailed to beat the SEP BOD Index in 1958. retumed only 4.9% and pocketed a7
Penceniage of ff as “fees”. His investors didnt mind that he umderpertonmed the market in. 1955 because

he beat ihe marke! by a lenge cenegin in 157, That year Buttett's hedge fund retumed 1.4% and Burtt

took only 14 percentage points of that as “loosS&P SOO Ineex lost 10.5% in 1957, so Budtett’s investors
actually thillled ta beat the market by 204 percentage paints inv 1957,

Betveen T957 and 1966 Warren Buttes hedge fund returmed 22.5% annually after deckecting Waren

Burfett's 5.5 percentage paint.annual fees. S&P SO0.index generated an average annual compounded
return of onty 2% during the same 10-year period. An investor who invested $10,000 In Warrest Buffett's

hedge find at the beginning of 1957 sow his capital turn into $103.00) before fees anc $64,100 after fees.
(this means: Werten Buffett mace more thar $46,000 in feos fron this invewtor)

As you can-guess, Warren Buffett's 44 wealth building strategy is to generate high returns in the 20% to
JORG rane,

We see several investors trying to strike itrich in options market by risking their entire savings. You can
get ich by retuming 20% per yeat and compounding thet for sewers! years: Warren Buttett has been

Investing and conpourcing fore keast BS years,

So, how did Warren Bulfett manage to generale bight returns dined beat the market?

it 2 tree sample issae of aur monthly newsletter we analeed Warren Buttett's stock picks covering the
199-2017 period and identified the best pecforming stocks in Warren Bufttett’s partiolio. This is bastcally a
recipe to Generate better retumes than Warren Buttett is achieving hime

You ¢an enter your émail below te get-our FREE report in the samme report you can also find a detailed
benus bigtech stock pick thal we @¢pect fo retum mong than SOS within 12-24 months, We Initially share

this dea if Ocleber 2018and the stock already returned mare than 10%, We still ike This Investment,

Free Report Reveals

Warren Buffet's Secret Recipe

o™ Free Report RevealsiWarnon Ruffote Saorrot Porine
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Get our editor's daily picks straight in your inbox! 
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Et Today's flights have been canceled. For event coverage,click here
BALLOON

RACE

Rockstar Energy Drink and Angus Cloud Drop Into
PUBG MOBILE
By PepsiCo Apr 25,2025

% FEATURINGANGUS CLOUD
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 Save Now $597.99 |Save Now $2.99
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Rockstar Energy Drink and Angus Cloud Drop Into PUBG MOBILE.

By PepsiCo

letRockstar Energy Drink and Angus
Cloud Drop Into PUBG MOBILE.

Rockstar Energy Drink and
Angus Cloud Drop Into
PUBG MOBILE.

By PepsiCo
Updated Apr 25,2023 @&
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Save Now $597.99

Finance Card | Payboo

Save Now $447.99
The Breakout Actor receives exclusive in-game skin as he
and Rockstar Energytake their ‘Fuel What's Next’ Journey
to the Gaming World

PURCHASE, N.Y., April 25, 2023 /PRNewswire/-- Rockstar LATEST E-EDITION
EnergyDrinkis taking its "Fuel What's Next’ campaign
into the virtual world through a partnership with one of
the most popular mobile games, PUBG MOBILE, bringing
players an authentic Fuel What's Next in-game
experience featuring brand partner Angus Cloud.

leLongview News-Journal E-Edition Frontpage
Image
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Chuck NorrisIin MD:If YouHave Texas Drivers

His 80s Says Try Dark Spots, Do With No DUIs
This OnceaDay=This Getting a Pay
forMore Energy immediately (it's Day On Tuesday
Amenicamomingsupaly con Genius!) Comparisons org

GindryMo

The “Fuel What's Next” campaign, which launched in
November 2022, has given Rockstar Energy the
opportunity to explore and contribute to a variety of joint
passions that Angus Cloud and the brand share — from
motorsports, to art, to fashion, to skateboarding. Now
that journey is continuing into 2023 with what's next for
Angus: being at the center of the gaming world with his
own in-game skin in PUBG MOBILE.

“I grew up playing video games with myfriends and
always thoughtit'd be cool to be in one,so it’s beyond
crazy to me that Rockstar Energy and PUBG MOBILE
actually made that dream cometrue,” said Angus Cloud,
Rockstar Energy Drink brand partner. "You know,I just
hope that people out there playing with my skin see it as
inspiration that anything is possible if you follow your
passions and continue to push the limits.”

Inspired by Angus Cloud's IRL fashion sense, his "What's
Next Set” includes a gold puffer jacket, black hat and
sunglasses. Players will be able to compete in the "What's
Next In-Game Challenge” over a four-week period to
unlock in-game rewards and exclusive Rockstar Energy
inspired items. Thefirst player to beat the challenge will
score the grand prize: a real life one-of-a-kind Rockstar
Energy Polaris Slingshot available to U.S. players and
valued at $38,000 USD.

“It's exciting whenever we have the opportunity to
partner with an immensely popular celebrity who
connects with our players in PUBG MOBILE, so when
Rockstar Energy approached us with the idea to bring

*

«

.

Chicken restaurant chain coming to Longview

Dudley's Cajun Cafe owner ‘floored’ by response
as Longview restaurant closes
Great Texas Balloon Race to return with

traditional favorites, new features

Hallsville man charged in double homicide

Business Beat: New Longviewrestaurant and
closings

Longtime Longviewrestaurant Dudley's to close
this week

Tomboni’s Bistro in Longviewclosing,
transitioning to food truck

Longview police arrest man after bodyfound in
fire

Police: Body found in Longview fire investigated
as homicide

FOLLOW US ON TWITTER

Tweets by newsjournal
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Angus Cloud into the world of PUBG MOBILE, we feltit
wasa perfect fit,” said Anthony Crouts, Senior Director of
Marketing for PUBG MOBILE. "We're always striving to
create ways to provide unique experiencesfor our players
and this partnership is a great example of how we bring
compelling content, challenges and in-game rewards to
the battleground."

To celebrate the launch of Angus Cloud’s game
integration with fans, Rockstar Energy will host the
"PUBG MOBILE x Rockstar Energy Drink "What's Next’
livestream from the NRG Castle” on April 27 with a special
performance by rapper Don Toliver to showcase Angus’
new Rockstar Energy x PUBG MOBILE in-gameskin. Fans
can tune into the livestream byvisiting
https://www.twitch.tv/nrgge from 7:30 p.m. -— 9 p.m. PST,
and will have a chance to score Angus Cloud in-gameskin
unlock codes, custom Rockstar Energy merch and
premium gearby participating in the live chat.

"It's been incredible to show fansthat possibilities are NEXT
truly endless through this journey we've been on with
Angus Cloud. The newcollaboration with PUBG MOBILE
has taken our journey to a whole newlevel in the virtual
world, where anythingis possible,” said Sean Bonthuys,
PepsiCo Senior Director of Brand Marketing, Energy
Portfolio. "We're excited to give fans the opportunity to be
a part of this milestone with us through an exclusive
livestream launch event where wecanall celebrate what's

next together.”

To find out what's next for Angus Cloud and Rockstar
Energy, follow @RockstarEnergy.

PUBG MOBILE is available to download for free on

theAppStore andGooglePlayStore.

About Rockstar Energy Drink

Founded in 2001, Rockstar Energy Drink produces
beverages that celebrate the young hustlers focused on

ROCKSTAR05876
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their journey. With over 20 Rockstar Energy products and
five sublines available at convenience and grocery outlets
in over 30 countries globally, Rockstar Energy gives you a
bold, refreshing boost,full of benefits and loaded with
flavors. For more information,
visitwww.rockstarenergy.com.

About PepsiCo

PepsiCo products are enjoyed by consumers more than
onebillion times a day in more than 200 countries and
territories around the world. PepsiCo generated more
than $86 billion in net revenue in 2022, driven by a
complimentary beverage and convenient foods portfolio
that includes Lay's, Doritos, Cheetos, Gatorade, Pepsi-
Cola, Mountain Dew, Quaker, and SodaStream. PepsiCo's
product portfolio includes a wide range of enjoyable foods
and beverages, including many iconic brands that
generate morethan $1billion each in estimated annual
retail sales.

Guiding PepsiCo is our vision to Be the Global Leader in
Beverages and Convenient Foods by Winning with pep+
(PepsiCo Positive). pep+ is our strategic end-to-end
transformation that puts sustainability and human
capital at the center of how we will create value and
growth by operating within planetary boundaries and
inspiring positive change for planet and people. For more
information,visit www.pepsico.com, and follow on
Twitter, Instagram, Facebook, and LinkedIn @PepsiCo.

About PUBG MOBILE

PUBG MOBILE is based on PUBG: BATTLEGROUNDS, the

phenomenonthat took the world of interactive
entertainment by storm in 2017. Up to 100 players
parachute onto a remoteisland to battle in a winner-
takes-all showdown.Players must locate and scavenge
their own weapons,vehicles, and supplies, and defeat
every player in a visually and tactically rich battleground
that forces players into a shrinking play zone.
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For more information,please visit the official PUBG
MOBILE social channels on Facebook,Instagram, Twitter
and YouTube.

Media contact: pepsicoenergy@golin.com

aay

 
ct Vieworiginal content to download
multimedia:https://www.pmewswire.com/news-
releases/rockstar-energy-drink-and-angus-cloud-drop-
into-pubg-mobile-301806555.html

SOURCEPepsiCo
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Rockstar Energy Drink to "Fuel What's Next"in
New Ad Campaign with Actor Angus Cloud

 PRESS RELEASE PR Newswire a ERAGE Your Market View

What's next for Angus Cloud? Find out in the newadspot, inspiring consumers to fuel NAME PRICE sf=% DATE
new and unexpected adventures NUTSLA=25638 652 261 06/13/2023025017PM

PURCHASE, NY., Nov, 10, 2022 /PRNewswire/-- Rockstar Energy Drink taps brand TS|ED: AU SORE CRIMERESOREOALENE
partner and breakout actor Angus Cloudto star in the brand's new epic ad campaign “MSFT (33527 142 O45 bor13/202502.5007PM
"Fuel What's Next," championing the idea of what's possible if you follow your “UNFLX 6434.04 1007 238 06/1 2-50-17 PM
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Dropping today, the long-formad spot celebrates the journey with Angus as he
unlocks his potential through new and unexpected adventures- all fueled by

Rockstar Energy. The journey highlights one-of-a-kind experiences and passion
points mutually loved by both Rockstar Energy and Angus, including motorsports,

fashion, music, art, skateboarding and gaming, showing howto get the energy to

fuel your own passions. Sponsored Financial Content —sponsoms Links by Tabools
Legendary Stock-Picker Names

The 90-secondfilmis full of hints and teasers, acting as a trailer for four upcoming #1 Stock of 2023

IRL consumer experiences that include cameos from Rockstar Energy athletes and
brand collaborations. u

* Inflation Is Causing Banks To
Offer Savings Accounts With
UpTo 12% Interest

iS fopAnswer focey

Dallas, Texas: Are You Aware Of
This?

People Born 1941 to 79 - Are
Due a Large Surprise

National Renny Saver Lent Si |

 
 

 
"This has been a dope journey with Rockstar Energy Drink so far. I've gotten to do

things with themthat I never thought possible... sharing my passions, some I've had CAFE Rsk Garr
since I was a kid and bringing them tolife,it's been like a dream," said Angus Cloud.
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“WhatI learned is that anything is possible, you feel me? I'm excited for everyone to
see what's to come and howtoget involved, this is just the beginning ya'll."

The collaboration with Angus kicked off mid-Octoberat the Formula Drift Finals,
where Angus got an advanced driving lesson from Fredric Aasbo, three-time

Formula Drift World Champion. Later this month,fans will discover they have

something special in-store at ComplexCon, followed by a unique experience in
Decemberthat taps into Angus’ love of both art and skateboarding, with even more
to come in 2023.

"What's next doesn't just happen, so we're excited to be working with Angus to show
how Rockstar Energy can help you access what's possible and makeit yours,” said

Fabiola Torres, PepsiCo General Manager and Chief Marketing Officer of the Energy

Category. "The creative campaign showcases what the brand represents across alli cH Find News NEWS?
our consumerpassion points.

The ad spot - created by Goodby,Silverstein & Partners and directed by Romain !2
Chassaing - will run through Q4 nationally across multiple platforms, including
cable TV, streaming,digital and social placementsas well as select billboards in New

York City, Los Angeles, Atlanta and Miami.

To view the "Fuel What's Next" ad spot featuring Angus Cloud, please visit

hittps://youtu.be/ASjjcXsa8og. And to find out what's next for Angus Cloud and
Rockstar Energy, follow @RockstarEnergy.  

i

ie|FASS? CommoHUNGRY

About Rockstar Energy Drink
Founded in 2001, Rockstar Energy Drink produces beverages that celebrate the

young hustlers focused on their journey. With over 20 Rockstar Energy products and
five sublines available at convenience and grocery outlets in over 30 countries

globally, Rockstar Energygives you a bold, refreshing boost, full of benefits and
loaded with flavors. For more information, Visit wwwrockstarenergy.com,

ata.hI
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PepsiCo products are enjoyed by consumers more than oncebillion times a day in
more than 200 countries andterritories around the world. PepsiCo generated more

than $79 billion in net revenue in 2021, driven by a complimentary beverage and

convenient foods portfolio that includes Lay's, Doritos, Cheetos, Gatorade, Pepsi-
Cola, Mountain Dew, Quaker, and SodaStream. PepsiCo's product portfolio includes

a wide range of enjoyable foods and beverages, including many iconic brands that
generate more than $1billion each in estimated annual retail sales.

Guiding PepsiCois our vision to Be the Global Leader in Beverages and Convenient
Foods by Winning with PepsiCo Positive (pep+). pep+ is our strategic end-to-end
transformation that puts sustainability and human capital at the center ofhow we

will create value and growth by operating within planetary boundariesand inspiring

positive change for planet and people. For more information,
visitwww.pepsico.com, and follow onLwitter,Instagram,Facebook,
andLinkedIn @PepsiCo.

Contact: pepsicoenergy@golin.com
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View original content to download

multimedia:https://www.prnewswire.com/news-releases/rockstar-energy-
drink-to-fuel-whats-next-in-new-ad-campaign-with-actor-angus-cloud-
301674346.html

SOURCEPepsiCo

Markets Insider and Business Insider Editorial Teams were not involved in the creation ofthispost.
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NEWS

Rockstar Energy Suzuki MX Media Launch

By Motorcyclist Staff|April 11,2072

**Team Suzuki Press Office-April 11. **

Rockstar Energy Suzuki's 2012 MX1 and MX2 teams unveiled their factory RM-Z450 and RM
2290 machines and riders to world media in a special teamlaunchat their headquarters in
Belgiumin the lead-upto the opening GP at Valkenswaardin Holland.

With the Dutch GP just a stone's throw from the Geboers Racing Promotion (GRP) Lommel
based workshopandfacilities, the launch was attended by around 100 media and guests for
breakfast and a presentation by Rockstar Energy Suzuki World MX] Team Manager Eric
Geboers and Team Principal Sylvain Geboers.

[Newfor 2012 is the addition of Rockstar Energy Drink as the principal sponsorto the new
MX2 team which will run under the Rockstar Energy Suzuki Europe banner. Team Manager
Thomas Ramsbacherexplained that the focus of the teamis to help develop young and

talented riders like Bulgarian Petar Petrov and Finland's Harri Kullas in the MX2 World
Championship. The media also got the opportunity lo meet talented Spanishrider Jorge
Zaragoza Beltran whowill compete in the EMX 125 Championship aboard the Rockstar Energy
RMI125.

Rockstar Energy Suzuki's World MXi team presentedits two riders for the 2012 campaign with
Belgian Clement Desalle onboard for the third consecutive year and Estonian Tanel Leokin his
first year aboard the factory supported Suzuki RM-Z 450.

High-Resolution Rockstar Energy Suzuki Media Launch Images: CLICK HERE FOR PHOTOS
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Motorcycle Racing at Road America 2023 2024 Kawasaki Ninja ZX-6R First Look Preview 2024 Kawasaki KLX300, KLX300SM & KLX300R
First Look PreviewREVIEWS NEWS

2023 Motorcycles Less Than $10,000 2024 Honda Shadow Phantom First Look Preview ‘ews
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pore : eos First Look Preview
2023 BMW R 1250 RS Review 2023 Father's Day Motorcycle Gift Guide NEWS.

2023 Honda PCX Scooter First Look Preview
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Preview Review GSX-S1000GT+
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Section: NEWS

Rockstar Energy Is PepsiCo's Latest Brand to Sponsor the UEFA Champions League

Stephen Lepitak

PepsiCo -owned energy drink Rockstar is to sponsor both the UEFA Champions League and Women's UEFA Champions League

as part of a three-year partnership.

It's the latest of the drink conglomerate's brands to support the annual soccer competitions, which already involve Pepsi Max,

Lays and Gatorade.

Rockstar, which was acquired in 2020, will see its brand promoted through sponsorship across Europe with in-store and digital

communications alongside gameticket giveaways.

Ina statement, Ruben Navarro Sanchez, senior marketing director of Rockstar Europe at PepsiCo, described the deal as "a huge

moment" for the drink. "As a brand we aim to provide our multifaceted consumers with the fuel and encouragement needed

to enjoy life and achieve their goals. The tournaments continue to showcase the world's most talented athletes who boast this

same energy and are inspirational when it comes to showing the dedicationit takes to reach their goals."

Expansion and sponsorships

Since its acquisition, PepsiCo has focused on expanding the Rockstar Energy product range to introduce new additions to its

sugar-free portfolio, with that extension strategy set to continue through the launch of Rockstar Refreshlater this year.

Adam Warner, senior director of global sports marketing at PepsiCo, added: "We are excited that Rockstar Energy Drink is

joining PepsiCo's roster of iconic brands, becomingthe official energy drink ofUEFA Champions League and UEFA Women's

Champions League. Our Rockstar Energy Drinkers are huge football fans and so this partnership is a great match."

The sponsorship will begin immediately and will be activated by regional teams at different times when needed.

Rockstar

Last year Gatorade, through its sponsorship deal with the competition, released a spot ahead of competition winner Lionel

Messi's move from Barcelona to Paris Saint Germain to mark the moment, despite the player having not yet agreed to the move
whenit was filmed.
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Rockstar Energy Is PepsiCo's Latest Brand to Sponsorthe..., 2022 WLNR 4446425

PepsiCo has begun a brand bundling strategy featuring its snack brands such as Pepsi and Lays which will include spots running

in this year's Super Bowl. One of them involves the "flamin' hot" flavors of Doritos and Cheetos together in an ad featuring

rapper Megan TheeStallion .

The Trend of Bundling Multiple Brands in One Ad Comesto the Super Bowl
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Company: PSG; Barcelona, City of; Doritos Australia One Pty Limited: Pepsico, Inc.; ROCKSTAR, INC.; Chemtros Co., Ltd.;
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Rockstar Energy Drink to "Fuel
What's Next" in New Ad

Campaign with Actor Angus rr
Cloud

NEWS PROVIDED BY SHARE THIS ARTICLE

ronon eo6oo00o010 Now, 2022, 09:00 ET

What's next for Angus Cloud? Find cut In the new ad spot inspiring consumers to fuel new and unexpected
adventures

PURCHASE, NLY., Nov. 10, 2022 /PRNewswire/-- Rockstar Energy Drink taps brand partner and breakout actor Angus
Cloud to star In the brand's new epic ad campaign "Fuel What's Next." champloning the Idea of what's possible if you
follow your passions.

Dropping today. the long-form ad spot celebrates
the journey with Angus as he unlocks his potential
through new and unexpected adventures- all
fueled by Rockstar Energy. The journey highlights
one-of-a-kind experiences and passion points
mutually loved by both Rockstar Energy and Angus.
including motorsports,fashion, music, art,
skateboarding and gaming, showing how to get the
eneray to fuel your own passions.

The 90-second film Is full of hints and teasers,

acting asa trailer for four upcoming IRL consumer
experiences that include cameos fromRockstar
Energy athletes and brand collaborations

‘This has been a dope journey with Rockstar Energy

Drink so far I've gotten to do things with them that
| never thought possible sharing my passions.
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some I've had since | was a kid and bringing them
to life, it's been like a dream," said Angus Cloud
"What [learned is that anything is possible. you feel
me? I'm excited for everyone to see what's to come
and how to get involved,this is just the beginning
ya'll.” Sockstar Energy Orink to“Eusi What's Newt’ in New 4d Campaign with ctor Angus Cloud

The collaboration with Angus kicked off mid-October at the Formula Drift Finals, where Angus got an advanced driving
lesson from Fredric Aasbo, three-time Formula Drift World Champion. Later this month, fans will discover they have
something special in-store at ComplexCon, followed by auniaue experience im December that taps into Anguslove of
both art and skateboarding, with even more to come in 2023.

“What's next doesn't just happen, so we're excited to be working with Angus to show how Rockstar Energy can help you
access what's possible and make it yours,” said Fabiola Torres, PepsiCo General Manager and Chief Marketing Officer of
the Energy Category. "The creative campaign showcases what the brand represents across all our consumer passion
points”

The ad spot - created by Goodhy, Silverstein & Partners and directed by Romain Chassaing-will run through Q4
nationally across multiple platforms, including cable TV, streaming, digital and social placements as well-as select
billboards in New York City. Los Angeles, Atlanta and Miami

To view the “Fuel What's Next"-ad spot featuring Angus Cloud, please visit https,//youtube/ASjicXsaBoy, And to find out
what's next for Angus Cloud and Rockstar Energy, follow @RockstarEnergy

About Rockstar Energy Drink
Founded In 2001, Reckstar Energy Drink produces beverages that celebrate the young hustlers focused on their journey
With over 20 Rockstar Energy products andfive sublines available at convenience and grocery outlets in over 30.
countries globally, Rockstar Energy gives you a bold, refreshing boost,full of benefits and loaded with flavors. For more
Information,visit wwwrockstareneraycom

About Pepsico
PepsiCo products are enjoyed by consumers more than onebillion times a day in more than 200 countries and
territories around the world PepsiCo generated more than $79 billion In net revenue [In 2021, driven by a complimentary

beverage and convenientfoods portfalio that Includes Lay's, Doritos, Cheetos, Gatorade, Pepsi-Cola, Mountain Dew,
Quaker, and SodaStream. PepsiCo's product portfolio includes a wide range of enjoyable foods and beverages, including
many Iconic brands that generate more than 51 billion each in estimated annual retail sales

Guiding PepsiCo |s our vision to Be the Global Leader in Beverages and Convenient Foods by Winning with PepsiCo
Positive (pep-). pep+ is our strategic end-to-end transformation that puts sustainability and human capital at the center
of how we will create value and growth by operating within planetary boundaries and inspiring positive changefor
planet and people For more information,visitwwwpepsico.com, and follow on_IwitterInstagram,Facebook.

andLinkedin @Pepsice.

Contact: pepsicoeneray@igolin com

SOURCE Pepsico
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E3 2019: Xbox and Rockstar Energy Drink
Unveil Largest Fan Promotion for Gears 5

by Will Tuttle. Xbow Wire Ecbtorin Chief © Jun 11 2019) G4ham

y Today, Rockstar Energy Drink and Xbox unveiled plans to launch the largest fan inspired

f game promotion to date in support of the upcoming Gears 5 release. The program will be
coming to the United States, Canada, United Kingdom, Germany, and Mexico.=

The CanCollectionwill feature six original designs from UK-basedillustrator Luke Preece.
The first design — inspired by Gears 5, all-new "Escape" mode — was unveiled at the
annual Electronic Entertainment Expo in Los Angeles.

Five additional designs will be announced in the lead-upto the launch of Gears 4 late this
summer(September 10), each inspired by a different aspect or character from the
upcoming game. On-Can Code activated tabs will allow players to unlock exclusive
rewards and chanceto win Gears 5 inspired prizes, plus a Mega give-away to be detailed
near launch.

OOCy

 
"We're so stoked to be partnering with Rockstar Energy once again on anotherartist series
for Gears,” said Nicole Fawcette, Xbox.

“With Luke, it felt inevitable that our paths would cross — his visual aesthetic, his
connection kickass action franchises and his work for heavy metal godslike Metallica,
Ghost & Ozzy Osbourne was a perfectfit. It turned out that we were fans of so manyof the

samethings, including Gears, and once we got started warking together, the ideas came
$0 easily

The “Escape” design combines a scorpion — the squad insignia-of the Hivebusters, a three-
member suicide squad that take out Swarm hives from the inside-with the familiar skull
and cog symbol for which Gears has become known.
 as Roadie (aia Reacts Sako ECsainGHSOAR Site acd
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About Gears 5

From one of gaming's most acclaimed sagas, Gears 5 is bigger than ever with five thrilling
modes and its deepest campaignyet. With all-out war descending, Kait Diaz breaks away
to uncover her connection to the enemyand discovers the true danger to Sera — herself.
Gears 5 will be released in 2019 for Xbox One and Windows 10 andwill come to Xbox

Game Pass on the same date as its global release,

About Gears of War

Published by Xbox Game Studios, the award-winning and billion-dollar Gears of War
franchise has continued to redefine the third-person shooter genre. Launchedto critical
acclaim in 2006, the franchise has inspired a full line of toys and Funko collectibles, apparel
and an expanded universe that spans more than a decade of books and graphic novels.

About Rockstar Energy Drink
Rockstar Energy Drink is designed for those who lead activelifestyles — from Gamers to
Athletes to Rockstars. Available in over 27 flavors at convenience and groceryoutlets in
over 30 countries, Rockstar supports the active Rockstar lifestyle across the glabe through
Gaming, Action Sports, Motor Sports, and Live Music. Follow Rockstar on Instagram,
Facebook, YouTube and Twitter.

AboutLuke Preece

Luke Preece is an illustrator based out of the West Midlands in the United Kingdom. A
child of the 80's raised on a mixture of Sci-Fi, Fantasy, Comics, Movies and Metal music.

Clients include 2000 AD Comics, Marvel, Lucas Film, Metallica, Sony Music, Music For
Nations, Santa Cruz Skateboards, Metal Harmmer, Xbox, Rebellion, Topps and more, He also

collaborates with various galleries on limited screen prints for various exhibitions, gig
posters and events around the globe.

Play Gears 5 with Xbox Game
Pass, free with Collector’s Edition

Rockstar Energy
a

Gears 5 Rockstar Energy Vending
Machine Tour
aug 30-2019 Boa

GAMES

Xbox and Rockstar Energy Drink
Unveil Second and Third Gears 5

Collector's Series Cans
ul 14, 2011
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GAMES

Xbox and Rockstar Energy Drink Unveil
Second and Third Gears 5 Collector’s

Series Cans
by Will Tuttle, Xbox Wire Editor in Chief «© Jul 11,2019 @ 1:30pm

At £3 2019, Rockstar Energy Drink and Xbox unveiled plans to launch the largest fan
inspired game promotion to date to support the upcoming launch of Gears 5. Today,
ahead of the Gears Esports Invitational presented by ELEAGUE, we're revealing the second
and third of six Gears 5 Collector Can designs — inspired by the legendary Marcus Fenix for
one can and the monstrous Swarm for the other.

The Invitational, which features the debut of Gears 5 Versus mode including the all-new
Escalation competitive mode, will be streamed throughout the weekend and will feature
play from top Gears Sports competitors as featured on this season of ELEAGUE,airing
Fridays at 8 p.m. PDT/11 p.m. EDT on TBS.

 
“These designs gave me a chance toreally have fun,” said Luke Preece. “Like with the
Escape design, the starting point was Gears’ well-known Crimson Omen logo. Fromthere, |
started adding elements based on the new game,classic elements from Marcus like the
scar and bandanna, and the oversized and monstrous features for the Swarm Warden.
Marcus looked bad-ass withiconic elements while the Warden looked so brutal and

menacing.”

The final Gears 5 Collector Series Cans will be unveiled next month. On-Can Codeactivated

tabs. will allow players to unlock exclusive rewards (like Boost for Gears 5) and chance ta
win Gears 5 inspired prizes, plus a Mega give-awayto be detailed near launch,

About Gears 5

Fram one of gaming's most acclaimed sagas, Gears 5 is bigger than ever with five thrilling
modes and its deepest campaign yet. With all-out war descending, Kait Diaz breaks away
to uncover her connection to the enemyand discovers the true danger to Sera -
herself. Gears 5 will be released in 2019 for Xbox One and Windows 10 and will cometo

Xbox Game Pass on the same date as its global release.

About Gears of War

Published by Xbox Game Studios, the award-winning and billion-dollar Gears of
Warfranchise has continued to redefine the third-person shooter genre. Launched to
critical acclaimin 2006, the franchise has inspiredafull line of toys and Funko collectibles,
apparel and an exnanded universe that snans more than a decade of books and aranhic
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About Rockstar Energy Drink
Rockstar Energy Drink is designed for those who lead active lifestyles — from Gamers to
Athletes to Rockstars. Available in over 27 flavors at convenience and grocery outlets in
over 30 countries, Rockstar Energy supports the active Rockstar lifestyle across the globe
through Gaming, Action Sports, Motor Sports, and Live Music. Follow Rockstar Energy
on Instagram, Facebook, YouTube and Twitter.

About Luke Preece

Luke Preece is an illustrator based out of the West Midlands in the United Kingdom, A

child of the 80's raised on a mixture of Sci-Fi, Fantasy, Comics, Movies and Metal music.

Clients include 2000 AD Comics, Marvel, Lucas Film, Metallica, Sony Music, Music For
Nations, Santa Cruz Skateboards, Metal Hammer, Xbox, Rebellion, Topps and more. He also
collaborates with various galleries on limited screen prints far various exhibitions, gig
posters and events around the globe.
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by Joshua Chen, Xbox Games Marketing «Aug 30, 2019 @ f0tem

Starting today, The Coalition and Rockstar Energy are teaming up to reward Xbox Game
Pass Ultimate members with free Gears 5 Collector's Edition Rockstar Energy cans and
exclusive giveaways as part of the Gears 5 Rockstar Energy Vending Machine Tour. Xbox
Game Pass Ultimate members, who can play the Gears 5 Ultimate Edition four days early
on September6th, simply need to visit one of the Luke Preece designed Vending Machines

to enter their Xbox Live Gamertag and claim their prize. Each vending machine features
Original Kait inspired art from the Rockstar Collector's Can Set.

In addition, the first Xbox Game Pass Ultimate memberto visit a Rockstar Vending Machine
in each city will receive a Gears 5 Limited Edition Xbox One X console bundle. Thefirst five
members whovisit each day will receve a Gears 5 Kait Diaz Limited Edition Xbox One
Wireless controller. The first one hundred members each day will receive exclusive Gears 5
swag. And of course, everyone who successfully enters their gamertag will get a free
Limited Edition Gears 5 Rockstar Energy 16 oz. can.

Rockstar Vending Machine Dates and Locations:

* 6/30 - 9/5: Los Angeles, CA (AAPE LA from 8/30 - 9/2 and The Container Yard from 9/3
= 9/5) & New York, NY (Queens Center)

© 9/8 - 9/10: San Francisco, CA & Phitectetphta-FADeptford, NJ
© 9/13 - 9/15: Portland, OR & Washington, D.C.

Exact locations for San Francisco, Philadelphia, Portland, and D.C. won't be revealed until
the morning of their start date, so keep a-close eye on the Gears of War, Rockstar Energy,
and Xbox Game Pass Twitter handles for the latest updates,

If you see our #RockstarSupplyDrop truck driving around, snap a photo andshareit, too.

 
The Gears 5 Rockstar Energy Collector Can program begins September 1, 2019 and allows
consumers to collect Code activated tabsallowing players to unlock exclusive in-game
rewards and daily chances to win Gears 5 inspired prizes, plus a Mega vehicle give-away.

About Xbox GamePass

Not an Xbox Game Pass Ultimate member? Join or upgrade taday and get your first two
months for just $2! Xbox Game Pass Ultimateincludesall the benefits of Xbox Live Gold,
plus over 100 high-quality console and PC games for $14.99 a month. With games added
all the time, there's always something new to play. Download and play new games on day
one like Gears 5, and critically-acclaimed indietitles like Wargroove and Human Fall Flat—
plus recent blockbusters like Metro Evodus and Devil May Cry 5. With a huge variety of
gamesfrom every genre, there's something for everyone. Enjoy exclusive member deals
and discounts, too. Play togetherwith friends on the most advanced multiplayer network
and discaver your next favorite game. As an added benefit, Ultimate members get early
access to Gears 5 four days early on September 6!

About Gears 5

From one of gaming's most acclaimed sagas, Gears is bigger than ever, with five thrilling
modes and the deepest campaign yet. With all-out war descending, Kait Diaz breaks away
to uncover her connection to the enemy and discovers the true danger to Sera — herself,

Pre-order any digital edition of Gears 5 or pre-install Gears 5 with an active Xbox Game
Pass membership before launch and receive the Terminator Dark Fate Character Pack,
featuring Sarah Connor and the T-800 Endoskeleton, the Vector Lancer Skin and 7 days of
Boost. (Character pack and skin require Xbox Live Gold on console, membership sold
separately).

About Rockstar Energy Drink
Rockstar Energy Drink is designed for those who lead activelifestyles — from Gamers to
Athletes to Rockstars, Available in over 27 flavors at convenience and grocery outlets in
over 30 countries, Rockstar Energy supports the active Rockstar lifestyle across the globe
through Gaming, Action Sports, Motor Sports, and Live Music. Follow Rockstar Energy
on Instagram, Facebook, YouTube and Twitter.

Editor's Note (09/07/2019): We've updated the dates and locations for the Rockstar
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