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Forward-Looking Statements & Non-GAAP Financial Measures 
/ŜǊǘŀƛƴ ǎǘŀǘŜƳŜƴǘǎ ŎƻƴǘŀƛƴŜŘ ƘŜǊŜƛƴ ŀǊŜ άŦƻǊǿŀǊŘ-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎέ ǿƛǘƘƛƴ ǘƘŜ ƳŜŀƴƛƴƎ ƻŦ ŀǇǇƭƛŎŀōƭŜ ǎŜŎǳǊƛǘƛŜǎ ƭŀǿǎ ŀƴŘ ǊŜƎǳƭŀtions. These forward-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎ Ŏŀƴ ƎŜƴŜǊŀƭƭȅ ōŜ ƛŘŜƴǘƛŦƛŜŘ ōȅ ǘƘŜ ǳǎŜ ƻŦ ǿƻǊŘǎ ǎǳŎƘ ŀǎ άŀƴǘƛŎƛǇŀǘŜΣέ άŜȄǇŜŎǘΣέ 
άōŜƭƛŜǾŜΣέ άŎƻǳƭŘΣέ άŜǎǘƛƳŀǘŜΣέ άŦŜŜƭΣέ άŦƻǊŜŎŀǎǘΣέ άƛƴǘŜƴŘΣέ άƳŀȅΣέ άǇƭŀƴΣέ άǇƻǘŜƴǘƛŀƭΣέ άǇǊƻƧŜŎǘΣέ άǎƘƻǳƭŘΣέ άǿƛƭƭΣέ άǿƻǳƭŘΣέ and similar words, phrases or expressions and variations or negatives of these words, although not all forward-looking statements 
contain these identifying words. Forward-looking statements by their nature address matters that are, to different degrees, uncertain, such as statements regarding the estimated or anticipated future results of the combined company following the 
proposed merger, the anticipated benefits of the proposed merger, including estimated synergies, the expected timing of completion of the proposed merger and related transactions and other statements that are not historical facts. These statements 
are based on the current expectations of Maple Parent Holdings Corp. (the parent company of Keurig Green Mountain) and Dr Pepper Snapple Group, Inc. management and are not predictions of actual performance.  
  
These forward-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎ ŀǊŜ ǎǳōƧŜŎǘ ǘƻ ŀ ƴǳƳōŜǊ ƻŦ Ǌƛǎƪǎ ŀƴŘ ǳƴŎŜǊǘŀƛƴǘƛŜǎ ǊŜƎŀǊŘƛƴƎ ǘƘŜ ŎƻƳōƛƴŜŘ ŎƻƳǇŀƴȅΩǎ ōǳǎƛƴŜǎǎ ŀƴd the proposed merger and actual results may differ materially. These risks and uncertainties include, but are not limited 
to: (i) the ability of the parties to successfully complete the proposed merger on anticipated terms and timing, including obtaining required shareholder and regulatory approvals and the satisfaction of other conditions to the completion of the proposed 
merger, (ii) access to significant debt financing for the proposed merger on a timely basis and reasonable terms and the impact such significant additional debt may have on our ability to operate the combined business following the proposed merger, (iii) 
risks relating to the integration of the Maple Parent Holdings Corp. and Dr Pepper Snapple Group, Inc. operations, products and employees into the combined company and the possibility that the anticipated synergies and other benefits of the proposed 
merger will not be realized or will not be realized within the expected timeframe and (iv) risks relating to the businesses of Maple Parent Holdings Corp. and Dr Pepper Snapple Group, Inc. and the industries in which they operate and the combined 
company will operate following the proposed merger. These risks and uncertainties, as well as other risks and uncertainties, will be more fully discussed in a definitive proxy statement that will be filed by Dr Pepper Snapple Group, Inc. with the Securities 
and Exchange Commission in connection with the proposed merger. While the list of factors presented here is, and the list of factors to be presented in the definitive proxy statement are, considered representative, no such list should be considered to be 
a complete statement of all potential risks and uncertainties. Any forward-looking statement made herein speaks only as of the date of this document. Neither Maple Parent Holdings Corp. nor Dr Pepper Snapple Group, Inc. is under any obligation to, and 
each expressly disclaims any obligation to, update or alter any forward-looking statements, whether as a result of new information, subsequent events or otherwise, except as required by applicable laws or regulations. References to pro forma and 
combined pro forma information reflect Keurig Green Mountain's estimates for the combined company using Keurig Green Mountain's actual 2017 results and analyst consensus estimates for Dr Pepper Snapple Group, Inc., giving effect to the fully 
leveraged company and estimated synergies, utilizing a tax rate of 26% and do not reflect pro forma financial information presented pursuant to Article 11 of Regulation of S-X. 
 
This presentation includes certain non-GAAP financial measures, which differ from results using U.S. Generally Accepted Accounting Principles (GAAP). These non-GAAP financial measures should be considered as supplements to the GAAP reported 
measures, should not be considered replacements for, or superior to, the GAAP measures and may not be comparable to similarly named measures used by other companies. Non-GAAP financial measures typically exclude certain charges, which are not 
expected to occur routinely in future periods. The Company uses non-GAAP financial measures internally to focus management on performance excluding these special charges to gauge our business operating performance. Management believes this 
information is helpful to investors because it increases transparency, and assists investors in understanding the underlying performance of the Company and in the analysis of ongoing operating trends. Additionally, management believes that non-GAAP 
financial measures are frequently used by analysts and investors in their evaluation of companies, and its continued inclusion provides consistency in financial reporting and enables analysts and investors to perform meaningful comparisons of past, 
present and future operating results. The most directly comparable GAAP financial measures and reconciliations to non-GAAP finanŎƛŀƭ ƳŜŀǎǳǊŜǎ ŀǊŜ ǎŜǘ ŦƻǊǘƘ ƛƴ ǘƘŜ ŀǇǇŜƴŘƛȄ ǘƻ ǘƘƛǎ ǇǊŜǎŜƴǘŀǘƛƻƴ ŀƴŘ ƛƴŎƭǳŘŜŘ ƛƴ ǘƘŜ /ƻƳǇŀƴȅΩǎ ŦƛƭƛƴƎǎ ǿƛǘƘ ǘƘŜ {9/Φ 
  
Important Additional Information 
 
This communication is being made in respect of the proposed transaction involving Maple Parent Holdings Corp. and Dr Pepper Snapple Group, Inc. The proposed transaction will be submitted to the stockholders of Dr Pepper Snapple Group, Inc. for their 
consideration. In connected therewith, Dr Pepper Snapple Group, Inc. filed a preliminary proxy statement with the SEC on March 8, 2018, and intends to file further relevant materials with the SEC, including a definitive proxy statement. The definitive 
proxy statement will be mailed to the stockholders of Dr Pepper Snapple Group, Inc. BEFORE MAKING ANY VOTING OR ANY INVESTMENT DECISION, INVESTORS AND SECURITY HOLDERS ARE URGED TO READ THE DEFINITIVE PROXY STATEMENT 
REGARDING THE PROPOSED TRANSACTION AND ANY OTHER RELEVANT DOCUMENTS FILED OR TO BE FILED WITH THE SEC CAREFULLY AND IN THEIR ENTIRETY WHEN THEY BECOME AVAILABLE BECAUSE THEY WILL CONTAIN IMPORTANT INFORMATION 
ABOUT THE PROPOSED TRANSACTION. Investors and security holders may obtain free copies of the proxy statement, any amendments or supplements thereto and other documents containing important information about Dr Pepper Snapple Group, Inc. 
once such documents are filed with the SEC, through the website maintained by the SEC at www.sec.gov. Copies of the documents fiƭŜŘ ǿƛǘƘ ǘƘŜ {9/ ōȅ 5Ǌ tŜǇǇŜǊ {ƴŀǇǇƭŜ DǊƻǳǇΣ LƴŎΦ ǿƛƭƭ ōŜ ŀǾŀƛƭŀōƭŜ ŦǊŜŜ ƻŦ ŎƘŀǊƎŜ ƻƴ 5Ǌ tŜǇǇŜǊ {ƴŀǇǇƭŜ DǊƻǳǇΣ LƴŎΦΩǎ 
ǿŜōǎƛǘŜ ŀǘ ƘǘǘǇǎΥκκǿǿǿΦŘǊǇŜǇǇŜǊǎƴŀǇǇƭŜƎǊƻǳǇΦŎƻƳκ ǳƴŘŜǊ ǘƘŜ ƘŜŀŘƛƴƎ ά{9/ CƛƭƛƴƎǎ ŀƴŘ tǊƻȄȅ {ǘŀǘŜƳŜƴǘǎέ ǿƛǘƘƛƴ ǘƘŜ άLƴǾŜǎǘƻǊǎέ portion of Dr tŜǇǇŜǊ {ƴŀǇǇƭŜ DǊƻǳǇΣ LƴŎΦΩǎ ǿŜōǎƛǘŜΦ {ǘƻŎƪƘƻƭŘŜǊǎ ƻŦ 5Ǌ tŜǇǇŜǊ {ƴŀǇǇƭŜ DǊƻǳǇΣ LƴŎΦ Ƴŀȅ ŀƭǎƻ ƻōǘŀƛƴ ŀ ŦǊŜŜ 
ŎƻǇȅ ƻŦ ǘƘŜ ŘŜŦƛƴƛǘƛǾŜ ǇǊƻȄȅ ǎǘŀǘŜƳŜƴǘ ōȅ ŎƻƴǘŀŎǘƛƴƎ 5Ǌ tŜǇǇŜǊ {ƴŀǇǇƭŜ DǊƻǳǇΣ LƴŎΦΩǎ LƴǾŜǎǘƻǊ wŜƭŀǘƛƻƴǎ 5ŜǇŀǊǘƳŜƴǘ ŀǘ όфтнύ с73-7000.  
  
Maple Parent Holdings Corp., Bob Gamgort (Director and Chief Executive Officer of Maple Parent Holdings Corp.), Ozan Dokmecioglu (Chief Financial Officer of Maple Parent Holdings Corp.), Bart Becht (a Director of Maple Parent Holdings Corp.) may be 
ŘŜŜƳŜŘ ǘƻ ōŜ άǇŀǊǘƛŎƛǇŀƴǘǎέ ǳƴŘŜǊ {9/ ǊǳƭŜǎ ƛƴ ŀƴȅ ǎƻƭƛŎƛǘŀǘƛƻƴ ƻŦ 5Ǌ tŜǇǇŜǊ {ƴŀǇǇƭŜ DǊƻǳǇΣ LƴŎΦ ǎǘƻŎƪƘƻƭŘŜǊǎ ƛƴ ǊŜǎǇŜŎǘ ƻŦ ŀ Maple Parent Holdings Corp. proposal for a transaction with Dr Pepper Snapple Group, Inc.. Neither Maple Parent Holdings Corp. 
nor any of the individuals listed above has a direct or indirect interest, by security holdings or otherwise, in Dr Pepper Snapple Group, Inc. or the matters to be acted upon in connection with a potential transaction involving Maple Parent Holdings Corp. 
and Dr Pepper Snapple Group, Inc., except as will be set forth in the definitive proxy statement regarding the proposed transaction.  
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¢ƻŘŀȅΩǎ tǊŜǎŜƴǘŜǊǎ 

Bob Gamgort 
Chief Executive Officer 
Keurig Green Mountain, Inc. 

Larry Young 
President and Chief Executive Officer 
Dr Pepper Snapple Group 

Jim Trebilcock 
EVP Chief Commercial Officer  
Dr Pepper Snapple Group 

Patrick Minogue 
Senior Vice President e-Commerce 
Keurig Green Mountain, Inc. 

Ozan Dokmecioglu 
Chief Financial Officer 
Keurig Green Mountain, Inc. 

Derek Hopkins 
Chief Integration Officer 
Keurig Green Mountain, Inc.  
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Agenda 

ÅKDP Vision 

ÅDPS Overview & Route-to-Market 

ÅKGM Business Model & Capabilities 

ÅKGM Transformation 

ÅKDP Financial Outlook 

ÅIntegration Plan 

ÅInteractive Session and Q&A 

4 



hǳǊ ±ƛǎƛƻƴ ƛǎ .ŀǎŜŘ ƻƴ ŀ {ƛƳǇƭŜ ōǳǘ tƻǿŜǊŦǳƭ LƴǎƛƎƘǘΧ 
Hiding in Plain Sight 

OUR VISION: A beverage for every need, available 
everywhere people shop and consume 
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The US Beverage Market is Attractive 
WITH SIGNIFICANT WHITESPACE FOR KDP TO EXPAND 

LARGE 

PROFITABLE 

GROWING 

Manufacturer/Distributor 
Retail $ Share 
2016 Consumer Packaged Beverages US/CAN $160B 

2016 RETAIL 
SALES $ 

~23% 

AVERAGE 
EBITDA1 

+2% 

RETAIL $ CAGR 
Ωмм ς Ψмс 

46% 

54% 

Top 3 Systems 

All Others 

ά¢ƻǇ о {ȅǎǘŜƳǎέ ς KO, PEP, DPS portfolios include distribution partnerships. Consumer Packaged Beverage size based on Beverage Digest, 
Nielsen and Euromonitor; excludes non-packaged formats and alcoholic beverages. 6 



While Segment Trends Illustrate the 
Consumption Shifts on a Macro Level 
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2001 2006 2011 2016 

LIQUID REFRESHMENT BEVERAGE ALL-CHANNEL VOLUME 
2000-2016 

Source: BD Factbook 2017; Liquid Refreshment Beverage includes non-Carb beverages include RTD Coffee & Tea, Sports Drinks, Juice etc. 
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²Ŝ bŜŜŘ ǘƻ ά5ƻǳōƭŜ-/ƭƛŎƪέ ǘƻ !ǇǇǊŜŎƛŀǘŜ ǘƘŜ Cǳƭƭ 9ȄǘŜƴǘ ƻŦ 
Fragmentation that is Transforming the Beverage Landscape 

Source: Beverage Digest Fact Book 2017 

2011 2016 Pt. Chg 

CSD 24 22 (2) 

Bottled Water 12 21 +9 

Sports Drink 2 3 +1 

Juices 4 3 (1) 

Milk 10 9 (1) 

Coffee 9 9 - 

Tea 4 4 - 

Tap Water 20 14 (6) 

Colas vs. Flavors 

Growth of Ginger 

Evolution of Energy 

Craft vs. Mainstream 

Package Size 

CSD 

New Packaging Formats 

Plain vs. Flavored 

Sparkling vs. Still 

Enhanced 
WATER 

Traditional vs. Specialty 

Cold vs. Hot 

Single Serve vs. Drip 

Rise of Cold Brew 

In Home vs. Away from Home 

COFFEE 

ά{ƘŀǊŜ ƻŦ ¢ƘǊƻŀǘέ 
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Millennials are Thinking About 
.ŜǾŜǊŀƎŜǎ 5ƛŦŦŜǊŜƴǘƭȅΧ 
BEVERAGE ATTITUDES - % AGREEMENT 

Source: KGM Custom Survey, McKinsey 
Note: Millennials defined as 18-34 

 

Millenials 
Vs. All Other 

Ages 

The most important thing about a beverage  
is how good it tastes 64% --- 

I believe my choice of beverage can  
change my mood 50% +17% 

I like to try new brands of beverages 

I like to try new types of beverages 

53% 
 

45% 

+17% 
 

+11% 
Beverages with natural/good for you 
ingredients are worth paying more 

I wish the best tasting beverages were  
better for me 

42% 
 

69% 

+10% 
 

+8% 
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Χ[ŜŀŘƛƴƎ ǘƻ ǘƘŜ CǊŀƎƳŜƴǘŀǘƛƻƴ ƛƴ  
Broader Beverage and Growth of Coffee 

9% 

8% 
5% 

4% 
4% 

4% 

8% 
4% 

6% 

3% 
5% 

1% 
1% 

CSD 

BOTTLED WATER 

HOT COFFEE 

SMOOTHIES 

COLD COFFEE 

NON-DAIRY MILK 

ENERGY DRINKS 

4% 

WEEKLY PENETRATION 2012 to 2017 

Source: Kantar World Panel 2017   
Note: Millennials defined as 18 to 39 

5 YEAR CHANGE 

5 YEAR CHANGE AMONG MILLENIALS* 

60% 

53% 

49% 

15% 

11% 

7% 

6% 

2017  
Penetration 
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Recognition of Coffee as a Mainstream Beverage is Long Overdue 

BEFORE TODAY 

11 



/ƻŦŦŜŜΩǎ /ƻƴǘƛƴǳŜŘ CǳǘǳǊŜ DǊƻǿǘƘ tƻǘŜƴǘƛŀƭ ƛǎ {ǘǊƻƴƎ 

OCCASIONS ARE RAPIDLY EXPANDING 
OUTSIDE OF THE MORNING 

87% 80% -7pts BREAKFAST 

36% 41% 5 pts  MORNING 

15% 18% 3 pts LUNCH 

19% 26% 7 pts DINNER 

Past-week penetration of coffee at time of day 

21% 

45% 

37% 

42% 

2014 2017 

COFFEE SOFT DRINKS 

COFFEE HAS BECOME A MAINSTREAM 
BEVERAGE OF CHOICE FOR TEENS 
Coffee and soft drink incidence among  
13-18 year olds, past-day penetration 

HEALTH AND WELLNESS TAILWIND 

Source: NCA National Coffee Drinking Trends Survey 2017 

Coffee May Protect 

Against Cancer,  

W.H.O. Concludes 

3 Reasons Why Coffee 

Is So Good For You 
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Brand Portfolio Needs to be Matched with Universal Availability 
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Changing Retail Landscape Driven by 
Significant Changes in Consumers 

Source: Kantar Consulting 2017 

RETAILER  
IMPACT 

SMALLER HOUSEHOLDS 

INCOME BIFURCATION 

POPULATION SHIFT TO CITIES 

ONLINE EXPANSION 

CONVENIENCE & VALUE 

STOCK-UP TO FILL-IN 

STOCK-UP TO ONLINE 

IMPULSE RETAIL GROWTH 

CONSOLIDATE FOR EFFICIENCY 

FILL-IN OCCASION FROM NON-
TRADITIONAL RETAILERS 

SMALL OUTLET EXPANSION 

CONSUMER 
MACRO TRENDS 

SHOPPER 
IMPLICATIONS 

NEW E-COMM RETAILERS 
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Growth is Shifting to Non-Traditional Food 
and Beverage Retail OutletsΧ 

$17 

$60 

$35 
$41 

$67 

$233 

SUPERMARKET CLUB DISCOUNTER DRUG AND 
CONVENIENCE 

ONLINE MASS/ SUPERCENTER 
CHANNEL 

FORECASTED RETAIL CHANNEL $ GROWTH  
2017-2022 

Source: Kantar Retail IQ; Kantar Consulting US Retail Outlook 2018 
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ΧRequiring Manufacturers to have a New 
Set of Selling and Distribution Capabilities 

Combination of selling 
distribution capabilities to 
reach all points of purchase 

Relevance and efficiency to 
have influence as retail 
consolidation accelerates  
 

The ability to partner with 
online retail and deliver the 
right packaging formats and 
new logistics requirements 
 

Direct channel to consumers 
ς both communication and 
selling 
 

REACH SCALE 
 

OMNI 
 

ACCESS 
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Combined KDP will be a Top 10 Contributor at Retail 

RANK PARENT COMPANY SALES ($B) % CHG VS YA 

1 PEPSICO 37.3 0.4% 

2 KRAFT HEINZ  21.7 -1.4% 

3 COCA COLA 19.2 1.2% 

4 NESTLE 18.4 -0.6% 

5 AB INBEV 16.2 -1.1% 

6 GENERAL MILLS 12.2 -3.7% 

7 KEURIG DR PEPPER 11.1 2.2% 

6 KELLOGG 9.2 -3.5% 

7 MARS INC 8.3 2.2% 

8 HERSHEY 8.3 1.3% 

9 TYSON FOODS 8.2 1.5% 

11 CONAGRA BRANDS 8.1 -2.4% 

12 MOLSON COORS 8.1 -1.5% 

13 CAMPBELL SOUP 7.5 -1.0% 

US RETAIL EDIBLES SALES (EX. APPLIANCES) 

Source: IRI Multi-Outlet Latest 52 Weeks Ending 12-31-17    
Note: KDP includes owned and licensed brands only 17 



Broad Brand  
Portfolio 

KDP is Created to Win in the Changing 
Consumer and Shopper Landscape 

Scale Distribution  
& Selling System 

Highly Efficient  
Business Model 

Innovation,  
Renovation,  

M&A and Partnering  
Capabilities 
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Agenda 

ÅKDP Vision 

ÅDPS Overview & Route-to-Market 

ÅKGM Business Model & Capabilities 

ÅKGM Transformation 

ÅKDP Financial Outlook 

ÅIntegration Plan 

ÅInteractive Session and Q&A 
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DPS Portfolio is Winning in the Marketplace 
AND OUTPACING KEY COMPETITORS 

MULO GROCERY DRUG CONV MASS 

LRB 1.4% 0.8% -6.2% 0.5% 3.1% 

DPS 4.0% 1.9% -1.4% 4.4% 4.8% 

DPS exc. Allied 3.1% 1.2% -4.7% 0.9% 4.5% 

Competitor A 1.6% 1.5% -9.6% 0.9% 4.0% 

Competitor B -2.2% -4.1% -9.5% -4.1% 0.1% 

2017 Dollar % Change vs. Year Ago 

Source: IRI Unify Calendar FY 2017 20 



Success is Driven by Aligning Brands Against Consumer Needs 

ENERGIZE REFRESH HYDRATE WHOLESOME INDULGENT 

21 



Success is Driven by Aligning Brands Against Consumer Needs 

ENERGIZE REFRESH HYDRATE WHOLESOME INDULGENT 
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DPS CSDs have Leadership Positions 

PEPPER ROOTBEER GINGER ALES 

LEMON-LIME GRAPEFRUIT ORANGES 

#1 #1 #1 #2 

#2 #1 #1 #3 

Source: IRI Retail $ Sales 2017 23 



DPS is the Flavored Soft Drink Category Leader 

DPS Leads Flavor Share 
DPS Consistently  

Outperforms Category 
DPS CSD Flavors Outperform 
Their Respective Segments 

Non-Cola Dollar Share1 Ωмр-Ωмт wŜǘŀƛƭ {ŀƭŜǎ DǊƻǿǘƘ2 

Category 

DPS 

5.9% 

-0.9% 

2.2% 

8.2% 

6.4% 

4.0% 

Total Ginger Ale 

Total Grapefruit 

-0.3 % 

1.3% 

 

wŜǘŀƛƭ {ŀƭŜǎ DǊƻǿǘƘ Ψмт Ǿǎ ¸! 

DPS 

39% 

COMPANY B 

31% 

COMPANY A 

21% 

4% 
5% 

PVL 
AO 

Total Cola & Pepper 

1 FY 2016 & 2017, MULO + C; $RSV 
2 IRI MULO + C L52 w/e 11/5/17, US only  24 



1 Millward .Ǌƻǿƴ .ǊŀƴŘ 9ǉǳƛǘȅ ¢ǊŀŎƪŜǊ vн ŀƴŘ vо Ωмт 
2 IRI MULO + C FY 2017 

5Ǌ tŜǇǇŜǊΧ! ²ƛƴƴƛƴƎ /{5 .ǊŀƴŘ 

-2.0% 

1.1% 

-1.4% 

-4.9% -4.8% 

3.9% 

-0.6% 

2.2% 

0.5% 

-5.0% 

-4.3% 

6.7% 

EQ Vol %Chg vs YA Dollar Vol %Chg vs YA

Total CSD 

Outperforming  
competitors and category2 

Ranked most 
unique CSD by 
consumers1 

Ranked #2 in brand affinity 
for indulgence need 

Consumers love Dr Pepper! 

Up +0.3 
share pts 
vs YAG 

#1 #2 #3 #4 
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