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Good afternoon, Mr. Chairman, Ranking Member Thune, and members of the
Committee. My name is Rodney Sacks, and | am the Chairman and Chief Executive Officer of
Monster Beverage Corporation. Based in Corona, California, Monster Beverage Corporation
and its subsidiaries is a leading marketer and distributor of alternative beverages and energy
drinks, including Monster Energy® (“Monster”). | appreciate the opportunity to appear before
you today to discuss the safety of our products and our marketing practices.

Monster Beverage Corporation traces its origins to the 1930s, when it was founded as a
business selling fresh juices under the brand name Hansen's® in Los Angeles. In 1992, a group
headed by my co-founder Hilton Schlosberg and | acquired the struggling Hansen’ s® brand. We
have worked hard to grow the business, and we are proud of what the Company has
accomplished. Today the Company employs more than 2,100 people, including more than 1,200
full-time workers, and supports the employment of tens of thousands more at packaging plants,
warehouses, distributors and retailers all across the country. Forbes magazine has named us the
“Best Small Company” in America and the Company has similarly been recognized by other
prestigious publications and institutions over the years.

Monster is, and has always been, committed to ensuring that all of the ingredients in its
energy drinks (including caffeine) are safe and in regulatory compliance for their intended use.
The formulations of our energy drink line have been and continue to be overseen by our chief
scientific officer, a professor of pharmacology at a major university who has been part of our
team from the outset. Indeed, we have extensively and continually analyzed the scientific and
medical literature relating to the safety of caffeine and other ingredientsin our products.

Since 2002, more than 9 billion cans of Monster energy drinks have been sold and safely
consumed worldwide, including 8 billion in the United States. The safety of caffeine and other
ingredients in Monster energy drinks is well established by an overwhelming body of generally
accepted scientific literature published by reputable third parties, including major governmental
and other authoritative scientific and medical bodies. This body of literature includes literally
hundreds of studies on caffeine over many decades, as caffeine is one of the most widely studied
ingredients in the food supply. Attached to this statement is a letter submitted to the FDA on
behalf of the Company discussing the relevant scientific literature and the safety of Monster
energy drinks.



The level of caffeine in Monster energy drinks is about half the caffeine per ounce of
coffeehouse brewed coffee. Monster Energy’s 16-ounce cans, which represent more than 80%
of Monster energy drinks sold, contain approximately 160 mg of caffeine from all sources per
can. A 16-ounce medium cup of coffee from Starbucks contains approximately 330 mg of
caffeine — more than twice as much. See Attachment 1. Dunkin’ Donuts, Caribou, Peet’s,
Seattle’s Best - all have more caffeine per ounce than Monster, as do many iced coffees and
other cold coffee beverages. See Attachments 2-3.

The presence of energy drinks in the U.S. marketplace has not increased the consumption
of caffeine by teenagers and young adults. Consumption data from the USDA shows that
caffeine consumption in the U.S. has remained relatively stable over the past decade, despite the
introduction of energy drinks. These conclusions have been confirmed by subsequent research,
including a study commissioned by the FDA in 2009-2010, which showed that teens and young
adults (ages 14-21) do not consume high amounts of caffeine and that their source of caffeineis
mainly from coffee, soft drinks and tea. The FDA study noted a prior survey that concluded that
only about 0.9% of 14-21 year olds are regular energy drink consumers. A study released this
year by researchers at Penn State University on behalf of International Life Sciences Institute of
North America (ILSI) further confirmed that coffee, tea, and soft drinks are the most significant
caffeine sources in younger age groups — not energy drinks. The study also concluded that the
percentage of energy drink usersis low (less than 10%) and that these energy drinks are minor
contributors to overall caffeineintakesin all age groups.

While the Company believes that its products are safe for all consumers, | would like to
emphasize that the Company does not market Monster to children, and has never done so. From
the time that Monster was first introduced into the marketplace in 2002, the Company has
included an advisory statement on every can that Monster is not recommended for children. The
label currently states. “CONSUME RESPONSBLY: Not recommended for children, people
sensitive to caffeine, pregnant women or women who are nursing.”* Monster was the first
energy drink company to ever include such an advisory statement in its labeling, and years later,
many peer companies have done the same.

Monster considers the primary demographic of consumers of its energy drinks to be
young adults (primarily males), and its brand initiatives and brand image are directed toward this
population. The Company does not focus its brand initiatives on young teenagers. To do so
would undermine the credibility of the brand image in the eyes of young adults. It has long been
the Company’s policy not to sample Monster at K-12 schools. The Company has also told its
network of independent distributors to refrain from any marketing activities for Monster that
target children or K-12 schools.

Like many other popular food and beverage companies, the Company sponsors a variety
of athletes, music artists, events, tours, and shows to promote Monster. The Company’s primary
marketing involves motor sports that are aligned with Monster’ s brand image, such as NASCAR,
Supercross, Motocross, MotoGP, off-road truck racing, Formula 1 racing, and the Dakar Rally.
The primary demographic for such motor sports is young adults over the age of 18, not children

1 Theoriginal label was amended afew years ago to include the reference to women who are nursing.



or young teenagers. For 2012, one of the Company’s most significant marketing commitments
was to NASCAR, which typically attracts an older population of viewers and attendees, by
sponsoring one of its leading teams. Other sponsorships include smaller commitments to action
gports, such as athletes who compete in events like the X Games. The X Games is open to
athletes and spectators that span a broad range of ages, but is primarily attended or watched by
persons who are 18 years of age or older. As reported by Nielsen, the average age of X Games
viewersisin the early thirties.

The Company shares your commitment to protecting the health and safety of consumers,
including children and teenagers. The Company strives to be a responsible corporate citizen, and
we believe that our marketing practices reflect that. | appreciate the opportunity to appear before
you today to discuss the safety and marketing of our products, and also your willingness to
review objectively and in an evidence-based manner the body of scientific literature and other
information we have provided to the Committee.

Thank you. | look forward to any questions you may have.
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Attachment 3

Table 1. Caffeine Content of Select Foods Available in the U.S.

Product Amount mg of Caffeine’ mg of Caffeine per
fl. oz. or per oz.
Caribou Depth Charge 16 fl. oz. 370 23.1
Dunkin’ Donuts with Turbo Shots 20 fl. oz. 436 21.8
Starbucks Coffee (Grande/Medium) 16 fl. oz. 330 20.6
Caribou Coffee of the Day 16 fl. oz. 305 19.1
Panera Frozen Mocha 16.5 oz. 267 16.2
Dunkin’ Donuts Coffee (Medium) 14 fl. oz. 178 12.7
Starbucks Iced Coffee 16 fl. oz. 165 10.3
Pepsi Max 12 fl. oz. 69 5.8
Mountain Dew (Regular or Diet) 12 fl. oz. 54 4.5
Mountain Dew Big Gulp 52 fl. oz. 234 4.5
Brewed tea 8 fl. oz. 30-80 3.75
Coca-Cola, Coke Zero, or Diet Pepsi 12 oz. 35 2.9
Mio (by Kraft) 1 squirt (1/2 60 per serving; 1080
tsp.) per 1.62 fl. oz. bottle
Hershey’s Special Dark Chocolate 1.45 oz. 31 21.4
Bar
Ben & Jerry’s Coffee Heath Bar 8 0z. 84 10.5
Crunch Ice Cream
Ben & Jerry’s Coffee Flavored Ice 8 0z. 68 8.5
Cream
Table 2. Caffeine Content of Energy Drinks Available in the U.S.
Energy Drink Can Size Caffeine Per Caffeine Per Caffeine (mg)
(0z.) Serving (mg) Container (mg)2 per oz.
Amp Energy (by Pepsi) 16 71 142 8.9
Red Bull 8.4 80-83 80-83 9.59.9
Monster Energy 16 80 160 10
Rockstar 16 80 160 10
Full Throttle (by Coca-Cola) 16 100 200 12.5
NOS Energy (by Coca-Cola) 16 112 224 14

Source: Caffeine Content of Food & Drugs, Center for Science in the Public Interest (“CSPI”) (Dec. 2012),

http://www.cspinet.org/new/cafchart.htm, and public industry information including www.cariboucoffee.com. This chart includes values

from the CSPI chart currently on the website, as well as previous versions of the page.

2 Source: The Buzz on Energy-Drink Caffeine, CONSUMERREPORTS.ORG (Dec. 2012),

http://www.consumerreports.org/cro/magazine/2012/ 12/the-buzz-on-energy-drink-caffeine/index.htm; Caffeine Content of Food & Drugs,
CENTER FOR SCIENCE IN THE PUBLIC INTEREST (CSPI) (Dec. 2012), http: /www.cspinet.org/new/cafchart.htm; and public

industry information.
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