
15 

Competition 
 

The beverage industry is highly competitive. The principal areas of competition are pricing, packaging, 
development of new products and flavors and marketing campaigns. Our products compete with a wide range of 
drinks produced by a relatively large number of companies, many of which have substantially greater financial, 
marketing and distribution resources than we do. 

 
Important factors affecting our ability to compete successfully include taste and flavor of products, trade 

and consumer promotions, rapid and effective development and marketing of new, unique cutting edge products, 
attractive and different packaging, branded product advertising and pricing. We also compete for distributors who 
will focus on the sale of our products ahead of those of our competitors, provide stable and reliable distribution 
and secure adequate shelf space in retail outlets. Competitive pressures in the “alternative”, energy, coffee and 
“functional” beverage categories could cause our products to be unable to gain or to lose market share or we could 
experience price erosion, which could have a material adverse effect on our business and results. 

 
We have experienced substantial competition from new entrants in the energy drink and energy shot 

categories. A number of companies who market and distribute iced teas and juice cocktails in larger volume 
packages, such as 16- and 20-ounce glass and plastic bottles, including Sobe, Snapple, Arizona and Fuse, have 
added supplements to their products with a view to marketing their products as “functional” or energy beverages 
or as having “functional” benefits. We believe that many of those products contain lower levels of supplements 
and principally deliver refreshment. In addition, many competitive products are positioned differently from our 
energy or “functional” drinks. Our smoothies and tea lines are positioned more closely against those products. 

 
We compete not only for consumer preference, but also for maximum marketing efforts by multi-brand 

licensed bottlers, brokers and distributors, many of which have a principal affiliation with competing companies 
and brands. Our products compete with all liquid refreshments and with products of much larger and substantially 
better financed competitors, including the products of numerous nationally and internationally known producers 
such as TCCC, PepsiCo, Inc. (“PepsiCo”), The Dr. Pepper Snapple Group, Inc. (the “DPS Group”), Red Bull 
Gmbh, Kraft Foods, Inc., Nestle Beverage Company, Tree Top and Ocean Spray. We also compete with 
companies that are smaller or primarily local in operation. Our products also compete with private label brands 
such as those carried by grocery store chains, convenience store chains and club stores. 

 
Our natural sodas compete directly with traditional soda products including those marketed by TCCC, 

PepsiCo and the DPS Group, as well as with carbonated beverages marketed by smaller or primarily local 
companies such as Jones Soda Co., Clearly Canadian Beverage Company, Crystal Geyser, J.M. Smucker 
Company and with private label brands such as those carried by grocery store chains, convenience store chains and 
club stores. 

 
Our fruit juice smoothies compete directly with Kern’s, Jumex, Jugos del Valle and Libby’s Nectars, and 

V8 Smoothies, as well as with single serve juice products produced by many competitors.  Such competitive 
products are packaged in glass and PET bottles ranging from 8- to 48-ounces in size and in 11.5-ounce aluminum 
cans. The juice content of such competitive products ranges from 1% to 100%. 

 
Our apple and other juice products compete directly with Tree Top, Mott’s, Martinelli’s, Welch’s, Ocean 

Spray, Tropicana, Minute Maid, Langers, Apple and Eve, Seneca, Northland, Juicy Juice and also with other 
brands of apple juice and juice blends, especially store brands. 

 
Our energy drinks, including Hansen’s® energy, Diet Red Energy®, Monster Energy®, Nitrous™ 

Monster Energy®, Lost® Energy™ and Rumba®, Samba and Tango energy juice in 8.3-ounce and/or 15.5-ounce 
and/or 16-ounce and/or 24-ounce and/or 32-ounce and/or 500ml and/or 550ml aluminum cans and/or 500ml glass 
bottles, and our Monster Hitman Energy Shooter™’s, compete directly with Red Bull, Rockstar, Full Throttle, No 
Fear, Amp, Adrenaline Rush, NOS, Venom, Redline, 180, Red Devil, Rip It, Vitaminenergy, 5-Hour Energy Shot, 
Stacker 2, Red Bull Energy Shot, Redline Energy Shot, NOS Energy Shot, Rockstar Energy Shot, Full Throttle 
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