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Internal ID: S&F-STR-391

Topic: Customer Strategy, Growth Strategy, Corporate Strategy
Industry: Soft Drinks & Non-alcoholic Beverages

Source: Strategy & Finance

Publication date: 5 October 2026

License: Not specified

A strategy case for MBA students and working professionals

Information cutoff: 29 February 2024, 11:59 p.m. ET. All company information and
outcomes in this case were public by the cutoff. The resource-allocation decision below is
hypothetical; Monster Beverage has not publicly disclosed that its board or management made
this particular choice.

The portfolio question

On February 28, 2024, Monster Beverage reported its 2023 results. The company had acquired
substantially all of Bang Energy’s assets seven months earlier. The acquisition added a
recognizable energy-drink brand and a Phoenix production facility to a company whose
energy-drink portfolio already included Monster and Reign.

In the earnings release, co-CEO Rodney Sacks described Bang as “successfully integrated” and
said it was “performing according to expectations.” The statement offered little detail about the
benchmark behind “expectations.” Monster’s newly filed Form 10-K, meanwhile, identified the
transition of Bang products to primary bottlers and distributors, shelf access, customer
retention, sales growth and possible brand rationalization as execution risks. It warned that
expected benefits might take longer or cost more than expected. [P1; P2]

Assume Monster’s leadership team has asked you to recommend how it should deploy its next
increment of commercial attention and distribution support across Bang and established
Monster/Reign brands for the rest of 2024. The choices below are hypothetical decision paths,
not announced programs:

1. Accelerate Bang’s transition and support. Prioritize bottler engagement, retailer
conversations and trade support for Bang while protecting the brand’s separate position.

2. Focus on established brands. Direct marginal attention toward Monster and Reign while
managing Bang to its current footprint and gathering evidence on its performance.

3. Simplify selectively. Identify Bang offerings that appear to overlap, and focus support on
products with clearer differentiation, while retaining evidence-backed variants.

The public record does not provide Bang’s standalone economics or a company-approved
budget for these choices. You must decide what evidence to request, how to define progress
and what would trigger a change in direction.
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A new asset inside a large segment

Monster announced that it completed the Bang transaction on July 31, 2023. The assets
primarily included the Bang Energy drink business and a beverage production facility in
Phoenix. The close announcement described consideration of approximately $362 million,
subject to customary adjustments. Monster’s public rationale emphasized Bang’s brand and
consumer base; those descriptions are management’s position, not independent evidence of
consumer loyalty or strategic fit. [P3]

Monster reports Bang within its Monster Energy Drinks segment, together with Monster,
Reign Total Body Fuel, Reign Storm, Monster Tour Water and other drinks. The company does
not report Bang as a separate segment or give brand-level Bang revenue, volume, margin or
commercial spending. [P1]

Exhibit 1. Reported scale and scope

FY2023 measure Reported amount What it does-and does not-say
Monster Energy Drinks segment net $6.56 billion; +12.4% year over year Includes Bang and other energy-drink
sales brands. Management attributed the

increase primarily to increased
worldwide sales volume of Monster
Energy-branded drinks. It is not a
Bang growth rate.

Consolidated net sales $7.14 billion; +13.1% year over year Company-wide aggregate; not a Bang
or energy-drink-only result.

Q4 Bang inventory About $5 million reduction to gross A fair-value step-up on acquired

purchase-accounting impact profit inventory sold during Q4, not a
recurring Bang operating loss or an
ongoing margin estimate.

Source: Monster FY2023 Form 10-K, MD&A, pp. 52-54; February 28, 2024 results release.
Figures rounded. [P1; P2]

In the 10-K, Monster said all U.S. distribution territories and substantially all international
territories for Monster Energy products had transitioned to bottlers and distributors in The
Coca-Cola Company (TCCC) system. That description does not say that Bang’s own
territory-by-territory transition was complete. Monster also noted that many TCCC bottlers are
independent businesses that make their own decisions, which may not always align with TCCC’s
interests. Separate beer-distribution arrangements apply to Monster’s alcoholic products. [P1]

The company’s filing named a set of Bang-specific execution risks: an inability to transition
Bang beverages to primary bottlers or distributors, consolidate operations or rationalize brands,
secure shelf space, retain customers or increase Bang sales. It also warned that integration
could take longer or cost more than expected. These are forward-looking risks, not evidence
that any one problem had occurred. [P1]
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What would success mean?

“Distribution” can describe several different steps: a product is assigned to a distributor,
accepted by a retailer, placed on a shelf, purchased by a consumer, and reordered. A wider
route-to-market footprint may enable availability without demonstrating repeat demand or
incremental contribution. Similarly, a brand’s growth could come from new consumers,
increased consumption by existing customers, price and package mix, or purchases diverted
from another Monster brand.

The public disclosures leave important questions open. Monster does not publish Bang’s retailer
listings or shelf facings, product velocity, repeat purchase, average realized price, trade
support, per-case contribution, distribution coverage, or customer switching. It does not
quantify Bang’s cannibalization of Monster or Reign, nor provide a Bang-specific integration
scorecard. The CEQ’s “according to expectations” comment is not accompanied by a disclosed
baseline or target. [P1; P2]

A research lens on acquisitions and assortment

Blundell and Wilson studied acquisitions of U.S. craft breweries by large macrobrewers. Their
dataset linked Nielsen weekly retail scanner data to brewery, product and acquisition records. It
covered 23 acquired breweries in 2008-2017, with matched comparison breweries and a second
comparison using firms acquired later. Their quarterly difference-in-differences models included
firm and quarter fixed effects and controls; the authors examined pre-trends and alternative
specifications. [Al]

In the preferred matched comparison, acquisitions were associated with about 0.20 fewer
products per store (roughly 14% of a 1.45 pre-acquisition average) and 0.20 fewer styles per
store. At the same time, the preferred estimates showed expansion of distribution by about
1,056 stores from a 645-store baseline and about 152 counties from a 104.5-county baseline.
The decrease in existing-market variety was driven mostly by removal of existing products.
Effects varied substantially among acquired breweries. The authors’ aggregate calculation
suggested a net increase in store-product availability from entry into new markets, but it was
not an estimate of consumer welfare. [Al, §84.2-4.3, Tables 2-4; §5]

The study suggests a tension worth testing: an acquirer’s distribution reach can make a brand
available in more places, while operating and portfolio choices can reduce assortment in places
it already served. It does not estimate what happened or will happen to Bang. Craft beer uses a
different channel and regulatory structure from energy drinks; its acquired firms and products
also differ in scale, economics and customer behavior. The results do not predict Bang sales,
profitability, customer switching or the effect of any specific Monster decision.

Your assignment

Recommend one of the three paths-or a clearly defined combination-for the remainder of 2024.
State:

» what resources and decisions should receive priority;

* how you would distinguish wider availability from consumer demand and profitable
incremental sales;

* what data you would request from brand, distributor and retailer partners;
* what leading indicators and review points would support continuation, expansion or a change

in course; and
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* what evidence would make you favor one of the other paths.

Do not treat the segment results as Bang results. Make any assumptions explicit, and separate
verified company disclosures from management’s assessments and your own hypotheses.
Selected source notes

* [P1] Monster Beverage Corporation, FY2023 Form 10-K, filed February 29, 2024, Iltem 1 and
Iltem 1A; MD&A, pp. 52-54. SEC filing.

* [P2] Monster Beverage, “Monster Beverage Reports 2023 Fourth Quarter and Full Year
Results,” February 28, 2024. Company release.

* [P3] Monster Beverage, “Monster Beverage Completes Acquisition of Bang Energy,” July 31,
2023. Company release.

* [A1] Wesley Blundell and Kyle Wilson, “Acquisitions, product variety, and distribution in the
U.S. craft beer industry,” Economic Inquiry 61(4) (2023): 1053-1076. Full article.
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