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ForwardLooking Statements & NoAAP Financial Measures
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contain these identifying words. Forwafdoking statements by their nature address matters that are, to different degreestantesuch 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 timingetfaoofghe 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) goed Bmdpggle Group, Inc. management and are not predictions of actual performance.
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to: (i) the ability of the parties to successfully complete the proposed merger on anticipated terms and timing, incltaimg@bequired shareholder and regulatory approvals and the satisfaction of other conditions to the completion of the proposed
merger, (i) access to significant debt financing for the proposed merger on a timely basis and reasonable terms andtthedmgignificant additional debt may have on our ability to operate the combined business following the proposed mgrger, (iii
risks relating to the integration of the Maple Parent Holdings CorpDariRepper Snapple Group, Inc. operations, products and employees into the combined company and the possibility that tHe@dsticgaies 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 busif&4apled’arent Holdings Corp. abdPepper 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 uncevttinéespre fully discussed in a definitive proxy statement that will be filedi8epper Snapple Group, Inc. with the Securities
and Exchange Commission in connection with the proposed merger. While the list of factors presented here is, and fhedist tof be presented in the definitive proxy statement are, considered representative, no such list should be considered to b
a complete statement of all potential risks and uncertainties. Any forvi@olling statement made herein speaks only as of taeaf this document. Neither Maple Parent Holdings Corp.Drd?epper Snapple Group, Inc. is under any obligation to, and
each expressly disclaims any obligation to, update or alter any fodeatdng statements, whether as a result of new inforratisubsequent events or otherwise, except as required by applicable laws or regulRtderences to pro forma and

combined pro forma information refle¢€eurigGreen Mountain's estimates for the combined company ugiagrigGreen Mountain's actual 2017 results and analyst consensus estimatesPepper Snapple Group, Ingiving effect to the fully

leveraged company and estimated synergies, utilizing a tax rate of 26% and do not reflect pro forma financial informstivedqpersuant to Article 11 of Regulation 6XS

This presentation includes certain n@AAP financial measures, which differ from results using U.S. Generally Accepted Agderimtiples (GAAP). These #@®AAP 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 toasi@ilarigasures used by other companies. M&RAP financial measures typically exclude certain charges, which are not
expected to occur routinely in future periods. The Company usesG®AP financial measures internally to focus management dformpeance 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 upeléolyirance of the Company and in the analysis of ongoing operating trends. Additionally, management believes-@&aafon

financial measures are frequently used by analysts and investors in their evaluation of companies, and its continuedprmticis consistency in financial reporting and enables analysts and |nvestors to perform meaningful comparlsons of past,

present and future operating results. The most directly comparable GAAP financial measures and reconciliatio@A8Rdna®@ A | £ Y SI adzZNB& | NB &aSd F2NIK Ay GKS FLIWSYRAE (2 GKA& LINBA:

Important Additional Information

This communication is being made in respect of the proposed transaction involving Maple Parent Holdings Corp. and Drapplgp@r&ip, Inc. The proposed transaction will be submitted to the stockholders of Dr Pepper Snapple Group, Inc. for their
consideration. Irconnected therewithPr Pepper Snapple Group, Inc. filed a preliminary proxy statement with the SEC on March 8, 2018, and intends to file éwethematerials 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 ANYCROISEM/ENVESTORS 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 SEENTREEFW/HERNBIEY BEIRME AVAILABLE BECAUSE THEY WILL CONTAIN IMPORTANT INFORMATIC
ABOUT THE PROPOSED TRANSACTION. Investors and security holders may obtain free copies of the proxy statement, amyr amgpléments 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 thefifochients A G K G KS {9/ 068 5NJ t SLIISNI {y I LILX S DNRdzZLJs LyO® sAft o
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Maple Parent Holdlngs Corp., Bob Gamgort (Director and Chief Executive Officer of Maple Parent Holdings Corp.), Ozaghlumtméd?manmal Officer of Maple Parent Holdings Corp.), Bart Becht (a Director of Maple Parent Holdlngs Corp.) may be
RSSYSR (2 6S GLINUAOALIYG&E dzy RSNI {9/ NHzZ S& Ay | ye MaRetParédtHbltings Conp. p@posabidid ttaradids with Dréphdt EndpplOCi@ipiAnt. NditlyeOMppleiParandHokliggs GofpNE
nor any of the individuals listed above has a direct or indirect interest, by security holdings or otherwise, in Dr PapgeiG3oup, Inc. or the matters to be acted upon in connection with a potential transaction involving Maple Parent Holgings Cor
and Dr Pepper Snapple Group, Inc., except as will be set forth in the definitive proxy statement regarding the propcssidirans
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Bob Gamgort Patrick Minogue
Chief Executive Officer Senior Vice PresideetCommerce
KeurigGreen Mountain, Inc. Keurig Green Mountain, Inc.
Larry Young Ozan Dokmecioglu
President andChief Executive Officer Chief FinanciaDfficer

DrPepper Snapple Group KeurigGreen Mountain, Inc.

Jim Trebilcock Derek Hopkins

EVP Chief Commerci@fficer Chief IntegratiorOfficer
Dr Pepper Snapple Group KeurigGreen Mountain, Inc.
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ADPS Overview & Route-Market
AKGM Business Model & Capabilities
AKGM Transformation

AKDP Financial Outlook

Alntegration Plan
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Hiding in Plain Sight

Formats/Brands
Needs/Occasions
Consumer
Slolneyag
3y InSmDpo

Y

OUR VISIOM beverage for every needl, available
everywhere people shop and congume
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The US Beverage Market is Attractive

WITH SIGNIFICANT WHITESPACE FOR KDP TO EXPAND

Manufacturer/Distributor
Retail $ Share

$1 6()3 2016 Consumer Packaged Beverages US/CAN

2016 RETAIL
LARGE B o
Top 3 Systems

GROWING

54%

All Others

a¢2L) o ¢KOARER DR portfolios include distribution partnerships. Consumer Packaged Beverage size based onigasterage D e
Nielsen and=Euromonitor excludes nofpackaged formats and alcoholic beverages. 6 -‘(DP




While Segment Trends lllustrate the
Consumption Shifts on a Macro Level

LIQUID REFRESHMENT BEVERAGHANNEL VOLUME
20002016
12 7
? 10 O— —0—
7 = e
5 —e (CSDs
o
S - L BOTTLED WATER
©
é N /
2 5
o
0 I I I I
2001 2006 2011 2016

Source: BFFactbook?2017; Liquid Refreshment Beverage includes-8anb beverages include RTD Coffee & Tea, Sports Drinks, Juice etc. 7 "(DP
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Fragmentation that is Transforming the Beverage Landscape
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—— Colas vs. Flavors
—— Growth of Ginger
Evolution of Energy
—— Craft vs. Mainstream

Sports Drink 2 3 +1 —— Package Size
Juices 4 3 1 .
" 5 . E ; —— New Packaging Formats
Mi 1 1 -
— Plain vs. Flavored
Coffee | o | 9 —— Sparkling vs. Still
Tea 4 4 —— Enhanced
Tap Water 20 14 (6)

—— Traditional vs. Specialty
—— Cold vs. Hot

Single Serve vs. Drip
—— Rise of Cold Brew

—— In Home vs. Away from Home
: . [
Source: Beverage Digest Fact Book 2017 8 ‘(DP




Millennials are Thinking About
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BEVERAGE ATTITUDESAGREEMENT

Vs.All Other

Millenials Ages
The most important thing about a beverage 64% .
is howgood it tastes 0
| believe my choice of beverage can 0 0
change my mood 50% +17%

0 0

I like to trynew brandsof beverages 53% +17%
| like to trynew typesof beverages 45% +11%
Beverages witmatural/good for you 0 0
ingredients are worth paying more 42% +10%
| wish the best tasting beverages were 69% +8%

better for me

Source: KGM Custom Survey, McKinsey
Note: Millennials defined as 14
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Broader Beverage and Growth of Coffee

2017 WEEKLY PENETRATION 2012 to 2017
Penetration
CSD 60%
8%
BOTTLED WATER 53% —
HOT COFFEE 49% 4%
COLD COFFEE 11% 4%
SMOOTHIES 15% 7Y
[ 3%

NONDAIRY MILK 7% 3%

I 5 YEAR CHANGE -
ENERGY DRINKS 6% 5 YEAR CHANGE AMONG MILLENIALS* -

Source: Kantar World Panel 2017
Note: Millennials defined as 18 to 39
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Recognition of Coffee as a Mainstream Beverage is Long Overdu
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OCCASIONS ARE RAPIDLY EXPANDING

OUTSIDE OF THE MORNING
Pastweek penetration of coffee at time of day

v
BREAKFAE*J— 8 7%

-/pts

Spts

3pts

7pts

Source: NCA National Coffee Drinking Trends Survey 2017
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COFFEE HAS BECOME A MAINSTRE
BEVERAGE OF CHOICE FOR TEENS
Coffee and soft drink incidence among

13-18 year olds, pasiay penetration

[l correElll SOFT DRINKS

2014

2017

AM HEALTH AND WELLNESS TAILWIND

Ehe New Aork Cimes

Coffee May Protect
Against Cancer,
W.H.O. Concludes

TIME

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

@) CONSUMER

SHOPPER
LN MACRO TRENDS IMPLICATIONS
SMALLER HOUSEHOLDS CONVENIENCE & VALUE
INCOME BIFURCATION STOCKIP TO FILIN
POPULATION SHIFT TO CITIES STOCKJP TO ONLINE
ONLINEEXPANSION IMPULSE RETAIL GROWTH

Source: Kantar Consulting 2017

RETAILER
IMPACT

CONSOLIDATE FOR EFFICIENCY
NEW ECOMM RETAILERS

FILEIN OCCASION FROM NON
TRADITIONAL RETAILERS

SMALL OUTLET EXPANSION
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Growth is Shifting to Noflraditional Food
and Beverage Retall Outlexs

FORECASTED RETAIL CHANNEL $ GROWTH
20172022

($ billions)

DRUG AND ONLINE
CONVENIENCE

CLUB DISCOUNTER

MASS/ SUPERCENTER SUPERMARKET
CHANNEL

s DP

Source: Kantar Retail 1Q; Kantar Consulting US Retail Outlook 2018



XRequiring Manufacturers to have a New
Set of Selling and Distribution Capabilities

1

Combination of selling Relevance and efficiency to The ability to partner with Direct channel to consumers
distribution capabilities to have influence as retail online retail and deliver the ¢ both communication and
reach all points of purchase | consolidation accelerates right packaging formats and selling

new logistics requirements

s DP




Combined KDP will be a Top 10 Contributor at Retall

US RETAIL EDIBLES SALES (EX. APPLIANCEYS)

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%
6 KELLOGG -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%
R e e e g v KDP



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

ooao Broad Brand Scale Distribution
ooo Portfolio & Selling System

Innovation,
Renovation, Highly Efficient
M&A and Partnering BREIVE [aSER [ofo [=]

Capabilities

«DP
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DPS Portfolio is Winning in the Marketplace

AND OUTPACING KEY COMPETITORS

2017 Dollar % Change vs. Year Ago

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%
SourcelRI Unify Calendar FY 2017 20 i(DP



Success is Driven by Aligning Brands Against Consumer Needs

INDULGEN

193]
T @Q REFRESH

SUPERTEA

g HYDRATE
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IE@ ENERGIZE
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Success is Driven by Aligning Brands Against Consumer Needs

INDULGENT ?& REFRESH

SUPERTEA
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DPS CSDs have Leadership Positions

PEPPER #1 ROOTBEER #1 GINGER ALES #1

o ot
W G gt

LEMONLIME @ GRAPEFRUIT #1 ORANGES #1

Source: IRI Retail $ Sales 2017 23 :(DP




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 Shate

COMPANY B

31%

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

QmMpmT wWSUGI A2

DNBSaiii kAt {1 £ Sa DNRg

Total Cola & Peppe

Total Ginger Ale

o G

Total Grapefruit
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Rankedmost
unique CSD by
consumer$

#1 #2 #4

Consumers love Dr Pepper!

Ranked#2 in brand affinity
for indulgence need

IMillward. NE gy . NI YR 9ljdzAGe ¢NI O1SNIvH YR vo QmT

2|RIMULO + C FY 2017

Outperforming
competitors and category . Up+0.3

share pts

Total CSD L1% e
____________ ] § vs YAG

-0.6% )
w.\sﬁ’ /
-2.0%
BEQ Vol %Chgvs YA  xDollar Vol %Chg vs YA
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