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US Beverages Which one brand of energy drink do you consume most often? (% of respondents)

Which energy drink brands do US
consumers prefer?

50%
45%
Red Bull and Monster have a dominant mind share 45%
in the traditional energy drink market, according 40%
to UBS Evidence Lab's survey of 700 US °
consumers. 359%
»  75% of respondents mentioned Red Bull and 20% 30%
Monster as their most consumed brands. °
= Rockstar and recent entrant Coke Energy are 25%
distant challengers.
9 20%
15%
9% [aT74
10%
4%
5% I - 2% 1%
0% - | —
Red Bull Monster Rockstar Coke Energy Others Celsius Amp

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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US Beverages

Why do people consume energy
drinks?

The ability to stay awake and stay alert is the most
cited reason for consuming energy drinks.

"  66% of respondents consume energy drinks to
keep awake and stay alert.

= Taste is the second-biggest driver of
consumption, followed by a desire to improve
mental performance.

Why do you consume energy drinks? (% of respondents)

To keep awake /stay alert NN 6%
Ilike the taste I 56%
To improve my mental performance IS 40%
To improve my performance in physical... IS 38%
As a replacement of coffee NN 35%
llike to try new things NN 23%
To ease headache / relieve migraine I 26%
As a functional supplement (vitamins,... I 3%
To be more social NN 17%

0% 10% 20% 30% 40% 50% 60% 70%

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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Are energy drink consumers loyal
to the category?

The survey results point to strong category loyalty.

* 79% of respondents drink energy drinks when
they need a caffeine boost.

* 69% of consumers choose coffee when they
need a caffeine boost.

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Which of the following do you consume when you need a caffeine energy boost?

(% of respondents)

79%

69%

46%

39%

Energy Drinks Coffee Soft Drinks Performance Energy
Drinks

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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US Beverages How often do you consume energy drinks? (% of respondents)

Are energy drink consumers

frequent consumers? 35%
31%

30% 28%
The survey responses indicate the majority of

consumers drink them frequently. 2%
o

= 59% of respondents are frequent consumers

(at least a few times a week).
20%
» 34% of respondents consume them a few

18%
times a month.
15%
10%
10%
5% 5o
N . .
0%

Almost About a few About oncea About 2-3 Aboutoncea About once
everyday  days a week week days a month month every 2-3
months

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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Is consumption of energy drinks
increasing or declining?

Respondents have generally increased
consumption in the last 6 months and expect to
drink more in the coming 6 months.

»  46% of consumers increased consumption in
the last 6 months vs. 15% who consumed less,
resulting in a net 31% increase.

= The ratio of those who consumed "much
more" vs. "somewhat more" was 1.6x.

» 38% of consumers expect to drink more in the
coming 6 months vs. 10% who expect to drink
less, resulting in a net 27% increase.

= The ratio of those expecting to consume
"much more" vs. "somewhat more" was 1.6x.

Compared to the last 6 months, how has your consumption of energy drinks changed, and
how do you expect it to change in the coming 6 months? (net score*)

35%

31%

30%

27%

25%

20%

15%

10%

5%

0%
Last 6 months Coming 6 months
Source: UBS Evidence Lab.

* Net score = % responding "much more/somewhat more" minus "much less/somewhat less/will stop drinking”; data as of
September 14, 2020.
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US Beverages Consumption by Age Group

Which age group is driving the

increase in consumption of energy Age group % frequent consumers ® % expected to increase consumption
drinks?

3544 (o
35-44-year-olds are the key age group to watch
for energy drinks.

= The 35-44 age group has the highest percent 45-54 o
of frequent consumers and the highest percent
who expect to increase consumption.

= 73% of energy drink consumers in the 35-44 25-34 .
group are frequent consumers (consume at
least a few times per week).

»  54% of 35-44-year-olds expect to increase 55-64 O
consumption in the coming 6 months.

18-24 O

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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US Beverages What would encourage you to consume energy drinks more often? (% of respondents)

What would encourage people to

. 60%
consume energy drinks more S0
(+]
often?
50%
Price and taste are the key variables in 20%
consumption of energy drinks. 40%
= 53% of respondents mentioned price as a 33%
driver of increased consumption.
) ) ) 30%
= Better taste is the second-most cited driver of
increased consumption, at 40%.
20% 20%
20% 18%
10% I 7% 7%
0% .
Lower price  Bettertaste Lower sugar Higher More Greater Greater Other
caffeine functional variety availability
attributes

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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What drives consumers to try new
energy drinks?

= 72% of respondents cited new flavors as a
reason for trying new energy drink offerings.

= Other drivers were mentioned by about 40%
of consumers, with pricing slightly higher at
45%.

80%

70%

60%

50%

40%

30%

20%

10%

0%

What drives you to try new energy drink offerings? (% of respondents)

2%

45%
3% 42%

New flavors Pricing Favorite energy drink  Advertising/promotion
brand(s) not available

Source: UBS Evidence Lab
Note: Respondents were able to select multiple options; Data as of September 14, 2020.

39%

Discounts

38%

Product claim — no
sugar, caffeine,
creatinine, AMINO,
BCAA
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Which performance energy drink
brand do US consumers prefer?

Bang is the dominant performance energy drink,
followed by Heat/Celsius and Reign.

» 53% of survey responders cited Bang as the
brand they consumed most often.

= This is more than 3x the percentage who
mentioned Heat/Celsius.

Which one brand of performance energy drink do you consume most often?

60%
53%
50%
40%
30%
20% 17%
14%
- I I
0%
Bang Heat / Celsius Reign

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.

9%
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Which drinks and brands are
leading consumers to try
performance energy drinks?

39% of new consumers of performance energy
drinks were consuming other caffeinated drinks
prior to trying their first performance drink.

= Prior to trying performance energy drinks, 76%
and 72% of respondents were consuming Red
Bull and Monster, respectively.

= 39% and 22% were consuming other
caffeinated and non-caffeinated drinks,
respectively.

Prior to trying your first performance energy drink, were you a consumer of the following

drinks? (% of respondents)
90%
B0% 76%
72%
70%

60%

50%

40% >9% 38%

30%
20%
10%

0%

22%

Red Bull Monster Other caffeine Otherenergy  Other non-

drinks drinks

Source: UBS Evidence Lab
Note: Respondents were able to select multiple options; Data as of September 14, 2020.

caffeine drinks

1%
I
None of the
above

1
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Will consumption of performance
energy drinks increase in the next
6 months?

= 53% of consumers expect to drink more
performance energy drinks in the next 6
months.

=  Only 8% expect to drink less or stop drinking
them.

How do you expect your consumption of performance energy drinks to change over the next
6 months? (% of respondents)

60%

53%

50%

40%

30%

20%

10% 8%

0%
More Less

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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Why do people consume
performance energy drinks?

Survey participants were mainly interested in
higher caffeine and taste.

* 66% of respondents cited higher caffeine as a

reason for consuming performance energy
drinks.

=  62% mentioned taste.

Why do you consume performance energy drinks? (% of respondents)

Higher caffeine | 662
Taste [ 62
interested in trial [ 7%
Creatine claim _ 37%

Amino acids claim | -

other | 1%

0% 10% 20% 30% 40% 50% 60% 70%

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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Which age group is driving the
increase in consumption of
performance energy drinks?

35-44-year-olds are the key age group to watch
for performance energy drinks.

» The 35-44 age group has the highest percent
of frequent consumers and the highest percent
who expect to increase consumption.

= 79% of performance energy drink consumers
in the 35-44 group are frequent consumers
(consume at least a few times per week).

"  67% of 35-44-year-olds expect to increase
consumption in the coming 6 months.

Consumption by Age Group

Age grou ; ; . .
g€ group % frequent consumers ® % expected to increase consumption

35-44 O

25-34 O

45-54 O

55-64 O

18-24 O

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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Which age groups consume
energy and performance drinks?

25-44-year-olds are the main consumers of both
categories, particularly performance drinks.

= 70% of performance energy consumers are in
the 25-34 or 35-44 age groups vs. 48% for
energy drinks.

= Among older age groups, consumption is
skewed toward traditional energy drinks.

Consumption of Energy and Performance Energy Drinks by Age Group
(% of Respondents)

40%
35%
30%
25%

20%

18-24 25-34

B Energy Drinks

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.

15%

10%
5% I
0%

45-54 55-64

Performance Energy drinks
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Which income groups consume
energy and performance drinks?

Traditional energy drinks cater more to lower-
income groups than performance energy drinks.

»  47% of performance energy consumers have
incomes of $100,000 or more vs. 30% for
energy drinks.

= 42% of energy drink consumers have incomes
of $49,999 or less vs. 26% for performance
energy drinks.

Consumption of Energy and Performance Energy Drinks by Income Group
(% of Respondents)

45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

Up to $49,999

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.

Between 550,000 Between $100,000 -

and $99,999 $199,999

H Energy

Performance Energy

$200,000 or more
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Which drinks are consumed most
before/after working out?

Performance energy drinks are consumed more
often pre/post-workout.

= 48% of performance energy drinkers consume
before/after working out.

=  Only 22% of energy drinkers consume before/
after working out.

Consume Energy Drinks Pre/Post-Workout (% of Respondents)

60%

50%

40%

30%

22%

20%

10%

0%
Energy Drinks

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.

48%

Performance Energy Drinks
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US Beverages Most Often Consumed Energy Drink by Age Group — Monster vs. Reign (% of Respondents)

Does Monster have a balanced
product offering by age group?

40%
Monster's core product (Monster) and

performance energy drink Reign appeal to 35%

complementary age groups. S0
o

= Monster caters to younger age groups.
25%

20%
15%
10%
5%
0%

18-24 25-34 35-44 45-54

= Reign skews to an older demographic.

B Monster [ Reign

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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Does Monster have a balanced
product offering by income
group?

Monster and Reign appeal to complementary
income groups.

= Monster caters to lower-income consumers.

= Reign skews to higher-income groups.

Most Often Consumed Energy Drink by Income Group - Monster vs. Reign (% of Respondents)

60.0%
50.0%
40.0%
30.0%
20.0%
10.0% I
0.0% -
Up to $49,999 Between 550,000 and Between $100,000 - $200,000 or more
$99,999 $199,999

H Monster Reign

Source: UBS Evidence Lab
Note: Data as of September 14, 2020.
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© UBS 2020. The key symbol and UBS are among the registered and unregistered trademarks of UBS. All rights reserved.

This material is for information only. It is for distribution only under such circumstances as may be permitted by applicable law. It may not be distributed, copied or reproduced without the
express prior written consent of UBS. The recipient should not construe the contents of this material as legal, tax, accounting, regulatory, or other specialist or technical advice or services or
investment advice or a personal recommendation. Neither UBS nor any of its directors, officers, employees or agents accepts any liability for any loss or damage arising out of the use of all or
any part of this material or reliance upon any information contained herein. UBS Evidence Lab is a separate business to UBS Research and is not subject to all of the independence disclosure
standards applicable to material prepared by UBS Research. UBS Evidence Lab provides data and evidence for analysis and use by UBS Evidence Lab clients including UBS Research; it does not
provide research, investment recommendations or advice.

As a firm providing wealth management services to clients, UBS Financial Services Inc. offers investment advisory services in its capacity as an SEC-registered investment adviser and brokerage
services in its capacity as an SEC-registered broker-dealer. Investment advisory services and brokerage services are separate and distinct, differ in material ways and are governed by different
laws and separate arrangements. It is important that clients understand the ways in which we conduct business, that they carefully read the agreements and disclosures that we provide to
them about the products or services we offer. A small number of our financial advisors are not permitted to offer advisory services to you, and can only work with you directly as UBS broker-
dealer representatives. Your financial advisor will let you know if this is the case and, if you desire advisory services, will be happy to refer you to another financial advisor who can help you.
Our agreements and disclosures will inform you about whether we and our financial advisors are acting in our capacity as an investment adviser or broker-dealer. For more information, please
review the PDF document at ubs.com/relationshipsummary.

UBS Financial Services Inc. is a subsidiary of UBS AG. Member FINRA/SIPC.

Expiration: 12/31/2021
Review Code: 1S200749
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