


ENERGH

ZERO SUGAR

GHOST® is an active lifestyle sports nutrition brand that powers
and empowers users to be seen beyond the walls of the gym.

GHOST® ENERGY is disrupting the ready-to-drink category by
combining robust, fully disclosed formulas with industry-first
authentic flavor partnerships and eye-catching can designs.




SPORTS NUTRITION

A FAST GROWING MULTI-BILLION DOLLAR INDUSTRY RIPE FOR DISRUPTION
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A BRAND THAT

BREAKS INTO ENERGY

CATEGORY-DEFINING LABEL DESIGN & TEXTURE

FULLY EFFICACIOUS FORMULAS

FULL TRANSPARENCY LABEL

INDUSTRY-FIRST AUTHENTIC FLAVOR COLLABS



SINCE

JUNE 2016

(PROJECTED)

Since its inception, GHOST has
recorded over $920M in aggregate
net sales and sold over 350M
scoops and 300M cans.

We built the company the old school
way, profitable from year 1, no debt

and a very tight cap table comprised
of vendors and industry experts.

2016 2017 2018 2019 2020 2021 2022 2023
$920M+

10M

UNITS SOLD

7 300M

CANS SOLD

900K

MERCH UNITS

\5350M

SERVINGS

COUNTRIES i

MR



SPEAK FOR THEMSELVES

6] 710K [®]20X

INSTAGRAM ENGAGEMENT VS.
FOLLOWERS COMPETITORS
D VIDEO VIEWS @ YEARS OF WATCHTIME

%1 100+

INDUSTRY LEADING
INFLUENCERS

.5 MONTHLY REACH

ACROSS INFLUENCER

100%

ORGANIC REACH

BEVNET

RISING STAR AWARD (‘22)
GHOST® ENERGY

T-ELEVEN.

NEW BRAND OF THE YEAR (‘22)
GHOST® ENERGY

GNC

LIVE WELL

BRAND OF THE YEAR (‘19)
BRAND OF THE YEAR (‘22)

STACK3D

5 FITNESS
INMFORIMRAOT

THE
SUPPLEMENT
ADVISOR

PRICEPLOW

CAFFEINEMAN

SCHALL CONSULTING

" BEST NEW PRODUCT ('22)

— GHOST® ENERGY “ORANGE CREAM”
BEST PROTEIN POWDER (‘22)

- — GHOST® WHEY x OREO®

[ BRAND OF THE YEAR ('20)

BRAND OF THE DECADE (‘21)

. ENERGY DRINK OF THE YEAR (‘22)

" BRAND OF THE YEAR (19, '20, ‘21)

PROTEIN OF THE YEAR (‘21)
— GHOST® WHEY x OREO®
PRODUCT OF THE YEAR (‘20)

- — GHOST® GAMER

" BRAND OF THE YEAR (‘21)

VEGAN PROTEIN OF THE YEAR (‘21)
— GHOST® VEGAN “GINGERBREAD COOKIE”
BEST GAMING ENERGY PRODUCT OF THE YEAR (‘21)
— GHOST® GAMER x SWEDISH FISH®
GREENS OF THE YEAR (‘21)
— GHOST® GREENS “GUAVA BERRY”
BEST CREATINE/NATURAL MUSCLE BUILD OF THE YEAR (‘21)

" — GHOST® SIZE “NATTY"

" BRAND OF THE YEAR (18, ‘19, '20, 22)

PRODUCT OF THE YEAR (‘22)
— GHOST LEGEND® x THAVAGE “MIAMI VICE”

BEST ENERGY DRINK OF THE YEAR (‘21)
— GHOST® ENERGY

BRAND OF THE YEAR (‘18, ‘19, '20, ‘21)



BENEFITS THAT MATTER TO

OUR CONSUMER

GHOST hits the on-the-go, fithess conscious millennial in the feels and
GHOST ENERGY is made for their “tackle anything and everything” lifestyle.

B 1820 [592:38 EdIMY
C1882K. E250K

N 2.5M
. MONTHLY PAGEVIEWS

SITE VISITORS
WHO IS THE GHOST CONSUMER?
INTERESTS WHEN TO USE
-n * PRE-EXERCISE
FITNESS MUSIC * PRE-GAMING
e PRE-WORK/STUDY
l’ [+ = e PRE-PARTY
e PRE-LIFESTYLE

ACTIVE LIFESTYLE GAMING
(INSIDE THE GYM AND OUT)




UNMATCHED REACH

DIVERSE GHOST FAM REACHES MILLIONS
40M 300M

MONTHLY REACH MONTHLY IMPRESSIONS

FAZE CLAN SWAGG CHRISTIAN GUZMAN COURTNEY SARRACINO TRACY CORTEZ JOE ANDREWS
11.5M Followers 2.79M Followers 1.1M Followers 177K Followers 581K Followers 935K Followers

DEESTROYING TEMPER SYDNEY CUMMINGS MAXX CHEWNING MIRANDA COHEN

5.18M Followers 2M Followers 1.5M Followers 385K Followers 4.5M Followers 132K Followers M



Presenter Notes
Presentation Notes

REACH AND IMPRESSIONS ARE NOT UPDATED


.

THE IN-MARKET

VIBES ARE UNMATCHED

@©INSOMNIAG

REACH: 200,000+ REACH: 8,000,000+
Ui |~ €dC
LAS V=GAS
REACH: 175,000 REACH: 500,000
-~ edc
ORLANDO
REACH: 30,000 REACH: 300,000
— ESCAPE
HALLOWEEN
REACH: 20,000+ REACH: 80,000
GX:EN KNIGHTS" —
T - -Mobile~ A Rm

REACH: 4,000,000+ REACH: 80,000
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BUILD THE BRAND FOR THE 99%

FORMULATE FORTHE 1%
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FULLY TRANSPARENT LABEL

ZERO SUGAR

GLUTEN FREE

NATURAL CAFFEINE

100% DAILY VITAMIN B
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PERFORMANCE

Mﬂ



A 0/iti//e

TOTAL ENERGY CONTINUES T0 PERFORMANCE ENERGY IS KEY WITH GHOST LEADING THE
GROW DRIVER WAY

+207,989%
18,653M 3,523M 271M
16,882M
14,460M 2 687M
:> 1,955M :>
21M
oM

2020 2021 2022 2020 2021 2022 2020 2021 2022

Il Total US — MULO+CONV DOLLAR SALES MA



= e

A 1i//
CONV STILL MAKING UP MAJORITY WHILE STILL CONTRIBUTING TO
OF SALES IN PERF ENERGY HALF OF CAT 3 YEAR CAGR GROWTH

MASS FOOD MASS
0% FOOD
DRUG 29 0 279%
° DRUG 30,
CONV CONV

% of Total Performance % of Total Performance Energy

Energy Sales Sales Growth (3 YEAR CAGR) Mﬁ
Total US MULO+CONV (2022) Total US MULO+CONV (2022)



GHOST A MAJOR PLAYER IN TOTAL ENERGY IN 2023

$139.3M

Ghost is responsible for 12% of
Energy Cat Growth in 2023

RED BULLMONSTER CELSIUS ROCKSTAR REIGN GHOST C4 NOS ALANI BANG PRIME Other YoY
Brands Growth

+9%  +11% +141% +0% +36% +116% +59% +12% +41% -62% ~% +9%



GHOST GREW A FULL SHARE POINT IN FOOD VS LY

TOTAL FOOD L52W 12-31 - TOTAL ENERGY

$ Share of Total
Energy vs YA

Dollar Sales

Dollar Sales Year Ago  $ Shr of Total
Energy

Brand_clean Average Weekly

ACV Distnbution

Avg Weekly ltems

per Store Selling Store Selling

Ghost $106,297,951 67,728,250.62 374 1.06 77.59 6.93 3

Avg Weekly Units per

Unit RoS per SKU
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Q4 PERFORMANCE

TOTAL FOOD L13W 12-31 - TOTAL ENERGY

Unit RoS per SKU
Brand_clean Dollar Sales  Dollar Sales Year Ago  $ Shrof Total | $ Share of Total | Average Weekly  Avg Weekly ltems = Awg Weekly Units per

Energy Energy vs YA ACV Distnibution per Store Selling Store Selling Rockstar
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Ghost 526742159 19,001,397.09 3.83 0.87
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~ GHOST CONTINUES TO LEAD THE WAY IN ROS

Total US — MULO+C Total US — CONV Total US - FOOD

Unit RoS per SKU Unit RoS per SKU Unit RoS per SKU

“Source; IRILTISW (W.E 12.3])



CRUSHING IT IN

FOOD CHANNEL

UNIT/STORE/WEEK L26W

TUS
FOOD*
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IRI L26W ENDING 10/22 MULC US
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LARGE FORMAT
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WITH GREAT EXECUTION TO

_DISRUPT IN-STORE 5§
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THE LINEUP
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**LINEUP DOES NOT INLCUDE FALL LAUNCH PINK LEMONADE M


Presenter Notes
Presentation Notes
Single can UPCs or case UPCs?


RETAILER X
PARTNERSHIP
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LET'S

__LEVELUP

2023 PROGRESSION RETAILER X REWARDS

PRODUCT DISCOUNT OFFERS
REWARD POINT OFFERS
LOYALTY PROGRAM

PRICING PROMO ot < 5 Digital Ads & Consumer Sweepstakes
)\ f
M’A X I:EEI- Goon £ YOU COULD WIN
& SENERGY THE ULTIMATE
| & & GAMING
2/$X (Always-on) .._..l EAM&IEI;:[!&P[;HAIH




ENERGY SINGLES PRICING micrc

EDV (26 Weeks) PROMOTED (26 Weeks)
Case Cost (12) $X Case Cost (12) $X
Unit Cost $X Unit Cost $X
EDV Retail $X Promo Retalil 2/$X
Single Unit Margin % XX % Promo Blended Margin % XX %

(50% EDLP/50% Promo) Volume Assumption

Full Year Blended Margin
Blended Margin % XX%

(40% EDLP/60% Promo) Volume Assumption

Mﬁ

CASE COST SUBJECT TO CHANGE WITH 30 DAY NOTICE



QUESTI
JONS?
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