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CELLULAR HEALTH

Normal Cell Free Radicals 
Attacking Cell

Cell With 
Oxidative Stress

THE PROBLEM

Oxidative Stress

Dehydration Leads to
Oxidative Stress
People are chronically dehydrated, and they don’t even 

know it. Seventy-five percent of Americans are 

chronically dehydrated, frequently leading to 

hospitalization.(i) Dehydration leads to oxidative stress, 

which mimics many illnesses. 

Dehydration is a major contributor to cellular oxidative stress 

leading to:

• Fatigue 

• Memory Loss

• Muscle and Joint Pain

• Decreased Eyesight

• Headaches and Sensitivity to Noise

• Inflammation

• Cancer

• Alzheimer’s

• Chronic Fatigue Syndrome(ii)

i. Survey of 3003 Americans, Nutrition Information Center, New York Hospital-Cornell Medical Center (April 14, 2019).

ii. How Does Oxidative Stress Affect the Body?, Medical News Today (April 03, 2019).



Ten years ago, there was only one 

scientific dehydration drink: Pedialyte®. 

Today, the hydration market has exploded. 

The market is fragmented with room for 

new players.(i)

MARKET RESPONSE

The hydration products market size is 

expected to increase by USD 2.8 

billion at a CAGR of 8.4% between 

2021 and 2029.(i)

MARKET 
CAGR

The size of the market is forecast to 

increase by USD 2.8 Billion between 

2021 and 2029.(i)

MARKET 
CAPACITY 8.4%$2.8 B

M a r k e t  A n a l y s i s

THE HYDRATION 
INDUSTRY

i. Hydration Product Market Report, Data Bridge, (November 3, 2022).



The U.S. active adult (55+) community market 

size was valued at USD 565.3 billion in 2021 and 

is anticipated to expand at a compound annual 

growth rate of 4% from 2022 to 2030. 
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This generation is not about settling down and 

living the rest of their lives following the same 

routine. They are more willing to explore new 

things, maintain a social life, and enjoy their life 

savings.

Older Americans are making more time for 

hobbies as they age, as well as spending 

money on different forms of entertainment. 

Health and having energy are paramount to 

this demographic. 
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FUEL UP FOR LIFE 
Your Second Chapter Matters! 

FEEL THE DIFFERENCE!

While eating well, staying active, and other healthy habits 

are vital for people of all ages, nutritional needs vary 

throughout different life stages. And if you’re an older 

adult, it’s important to realize that certain essential 

nutrients become even more essential if you want to 

ward off numerous health conditions as you age. 

According to the National Council on Aging, older adults 

are “disproportionately affected” by chronic illness—think 

cardiovascular diseases and arthritis—and approximately 

80% are diagnosed with at least one chronic condition. 

U.S. Active Adult (55+) Community Market Size, Share & Trends Analysis Report By Gender (Women, 
Men), And Segment Forecasts, 2022 - 2030



DEMOGRAPHIC
OVERVIEW

Through a combination of the ability and 

need to work longer, Americans are 

working longer and retiring with more 

resources and agility than ever before. 

Hydration is one of the most important 

factors in maintaining an active lifestyle. 

Active Aging Population

Older consumers will no longer tolerate 

companies that address only basic 

physiological or safety needs. New demands in 

the older market are arising from higher-level 

drives, such as goals, aspirations, aesthetic 

preferences, social needs, and talents.

New Needs



Baby boomers hold 51% of all wealth 

in the United States. They spend an 

average of $53,325 each year on 

non-housing related purchases.

Over 51% of 
America’s Wealth

59% of baby boomers are willing to 

pay extra for socially compliant 

products, and 49% are interested in 

functional foods including 

probiotics and vitamins.

Prioritizing
Health

According to VISA®, consumers 

over 50 currently account for more 

than half of all U.S. spending, and 

they also controlled spending 

growth within the past decade.

Ignored 
Market

Over the last 10 years, aging 

adults have spent 49% more on 

non-alcoholic beverages than 

previous years.

Non-Alcoholic 
Beverage

FUEL UP FOR LIFE 
MARKET CHARACTERISTICS



WHY FUEL UP?

Now, compound that with high stress, overindulgence, competitive activities, 

illness, and fatigue. It’s a physiological disaster waiting to happen!

FUEL UP is dedicated to achieving more. Our hydration supplements empower 

generations of achievers to reach the next level. As a company, we are unrelenting 

in our quest to level-up each product by testing each new discovery and 

incorporating everything we learn into making the best product possible.

Hydration Matters

Dehydration is bad for bodies. Being just 2% dehydrated 

can impair physiological and performance responses. 

Unfortunately, most people are unaware that they are 

critically dehydrated because by the time you feel thirsty 

your body is already dehydrated.



THE SOLUTION:
FUEL UP FOR LIFE

WAKE provides energy and motivation to 

tackle your day with energy left over to 

enjoy your life.

ENERGIZE
WITH WAKE

PLAY provides sustained focus and 

concentration to accomplish your goals 

and play hard. 

FOCUS 
WITH PLAY

REST promotes rejuvenation and repair so 

that you can achieve the most out of life. 

REJUVENATE 
WITH REST

Enjoy a hydration drink that actually 

tastes GREAT! FUEL UP FOR LIFE!
TASTE THE 
DIFFERENCE



THE SCIENCE

InflammationThe Human Body

Hydration is Key

The human body is made up of trillions of cells 

and consists of approximately 65% water. 

Proper health and longevity depends on healthy 

cells. When healthy cells encounter unhealthy 

cells, they typically destroy them ending their 

ability to replicate and spread.

Dehydration is a major contributor to 

inflammation and unhealthy cells. 

Inflammation contributes to conditions in cells 

that can lead to degenerative diseases like 

arthritis, lupus, fibromyalgia, and certain 

cancers. If the body is even 2% dehydrated, 

functionality is impaired. The greater the 

dehydration, the greater the dysfunctionality.

When the body is properly hydrated and the cells are functioning properly, they 

can help defend against illnesses and numerous degenerative diseases 

ultimately resulting in a healthier body and improved quality of life.

OF THE ULTIMATE HYDRATION DRINK



+ Electrolytes
Electrolytes are minerals that carry an electric charge and are essential to cellular 
functioning.

+ Antioxidants
Antioxidants are substances that can prevent or slow damage to cells caused by 
free radicals (waste substances produced by cells).

+ B Vitamins
In addition to various amino acids, B vitamins are needed as cofactors for the 
synthesis of neurotransmitters.

+ Proprietary Blend
Ginger Root - aids in digestion and assists the body’s anti-inflammatory response

Glucuronolactone - important structural component of connective tissue

L-cysteine - may help prevent exercise-induced overproduction of free radicals

L-carnitine - plays a crucial role in the production of energy by transporting fatty 
acids into your cells’ mitochondria

+ BiAloe®

Balance the Immune System

WHAT IS 
FUEL UP HYDRATION? 





ADVANCED ALOE 
HYDRATION (AAH)™

H o w  D o e s  i t  W o r k ?

Our patent-pending Advanced Aloe Hydration technology 

uses the hydration and immune-optimizing properties of 

Aloe Vera to fast-track nutrients into your body for 

hydration you can FEEL! 

• AAH reduces the oxidative stress that causes cells to 

underperform and break down. 

• AAH hydrates your cells and boosts your immune 

system. 

• AAH has BiAloe® with the highest Acemannan content 

available in any aloe product. 

• Two servings of FUEL UP give you the recommended 

amount of BiAloe for optimal cellular support. 



WAKE UP YOUR LIFE

*These statements have not been 
evaluated by the U.S. Food and Drug 
Administration. This product is not 
intended to diagnose, treat, cure, or 
prevent any disease.



PLAY NOW – REST LATER

*These statements have not been 
evaluated by the U.S. Food and Drug 
Administration. This product is not 
intended to diagnose, treat, cure, or 
prevent any disease.



REST TO RECHARGE

*These statements have not been 
evaluated by the U.S. Food and Drug 
Administration. This product is not 
intended to diagnose, treat, cure, or 
prevent any disease.



When we gain a customer, we keep a customer. FUEL 

UP customers FEEL THE DIFFERENCE and do not look 

for competitor products. 

90% Returning Customers

We have over 320 unsolicited reviews 

averaging 4.79 stars. Our customers can 

not stop talking about FUEL UP!

5-Star Review Satisfaction

Each FUEL UP customer subscriber spends an average of 

$353 after subscribing. We have only offered 

subscriptions for a year, so this number is still climbing.

Each Customer Spends $353

OUR CUSTOMERS 
TRUST US
99% of Customers 
FEEL THE DIFFERENCE

FUEL UP Hydration is a 
Trusted Brand
Our new customer, returning customer, and 

subscription retention metrics are above 

industry averages, proving that customers 

LOVE our products and FEEL THE DIFFERENCE 

once they start using them. 

FUEL UP customers are loyal and find our 

products incredibly effective. 



CUSTOMER TESTIMONIALS

DEION JAMES

Hydration is important for all ages think about it you know 

when you're not drinking enough water "brain fog" 

headaches, dry skin and the list goes on. For me after 4 

days of adding this product to my daily routine I could feel 

the difference as I stated in my review for punch flavor, my 

gosh, the "orange sherbet" knocked my socks off. Try it, 

you'll fall in love with the flavor.

“

NATACIA FLORA

Been taking the PLAY Fuel-Up for about 4 

months along with WAKE and REST.

Recent doctor's visit was very positive with 

all tests in the acceptable ranges. First time 

ever. Received congratulations from 

medical staff and a concurrence to keep-up 

all that I was doing.

“

ANNA LATTER

Great Hydration for all ages!
Our family enjoys the flavor and hydration 
benefits of PLAY. My great-grandchild and I 
drink refreshing PLAY after our walks, and 
throughout our day instead of sugary 
beverages. And my 88-year-old dad looks 
forward to PLAY each day with his snack! 
PLAY makes hydration fun!!

“

Kevin’s Story: 
Over the last two years, FUEL UP founder and CEO, Kevin Kiechler, has recovered from multiple surgeries in record time. Even with COVID-19 

and influenza spreading, Kevin has not missed one day to feeling ill. FEEL THE DIFFERENCE!   



President & CEO
KEVIN KIECHLER

For over 40 years, Kevin has thrived as an 

executive in the marketing and advertising 

world, both nationally and internationally. To 

name just a few, he represented such giants 

as BP Oil and The Vatican, has experience in 

the movie and music industry, was an agent in 

the NFL, and served as director for multiple 

charities. Kevin brings incredible spirit and 

integrity to eH8sports.

Chief Marketing Officer
CHRIS KRAFT

Chief Financial Officer
TIM HOLLAND

A true trailblazer in the digital marketing 

industry. With a proven track record of 

building successful companies, brands, and 

campaigns, Chris has won countless awards 

for his outstanding work, including an 

impressive 13 Emmys! As a seasoned 

executive, he brings a unique perspective and 

foresight to our team, helping us stay ahead of 

the curve in the ever-evolving landscape of 

digital marketing. 

With over 35 years of experience in fiscal 

oversight, strategic planning, and improvement 

initiatives across a range of industries. As a 

forward-thinking executive, he has a proven 

track record of building, turning around, and 

operating successful companies, making him 

an invaluable asset to our team. His expertise 

in financial management and strategy has 

helped us navigate complex challenges and 

seize opportunities for growth. 

THE FUEL UP TEAM



Chief Operations Officer
TERRIE BAYLESS

Terrie possesses a wide-ranging skill 
set including customer service, C-level 
executive assistance, office 
administration, adaptive thinking, and a 
meticulous attention to detail.  Her 
experience, energy, and determination 
keep all our initiatives at eH8sports 
running at full steam.  She is uniquely 
gifted at seeing the 30k view of where 
we need to go as well as any bumps in 
the road that can hold up progress. 

VP of Creative
BRUCE PESCHAL

Chief Techncial Officer
RUSSELL GOODRICK

With over 40 years of experience in 
innovative and visually stunning design. 
Bruce has an impressive background as 
a freelance artist, art director, and 
creative director Having crafted 
compelling designs for over 20 
companies - ranging from ambitious 
start-ups to Fortune 500 giants. His 
creative talents extend far beyond the 
boardroom, as he has even worked with 
the Vatican on their design needs! 

With over 20 years of experience in the 
tech industry. As a seasoned expert, he 
has played a critical role in helping 
countless startups and established 
brands implement cutting-edge 
infrastructure and ecommerce 
solutions. Russell is a true visionary 
who knows how to turn bold ideas into 
reality. Russell is always pushing the 
boundaries of what's possible. 



QA & Regulatory
CATHERINE TONE

Catherine has more than 25 years of 
experience in the pharmaceutical and 
nutritional supplement industries. She 
has designed and implemented quality 
systems in compliance with FDA 
regulations to include writing SOPs for 
manufacturing, laboratory, clinical, and 
document control use. Catherine has 
authored or co-authored multiple peer-
reviewed publications and 
presentations.

Event Marketing
LISA STARKWEATHER

Customer Service
KRISTY KELLEY

A highly skilled sales and marketing 
professional with over 25 years of 
experience in the hospitality products, 
cosmetics, and nutraceutical industries. 
With a talent for building successful 
partnerships between manufacturers 
and clients, Lisa is adept at leveraging 
their interpersonal skills and industry 
knowledge to create winning 
collaborations. 

Is passionate about providing top-notch 
service to all of our valued customers. 
With 7 years of experience in customer 
service, Kristy is a true expert at 
resolving issues, answering questions, 
and addressing concerns with the 
utmost care and attention. She  is 
committed to going above and beyond 
to ensure every customer interaction is 
a positive one.



OUR SUCCESS
S a l e s  R e p o r t  a n d  F u t u r e  S a l e s

2021 2022 2023 2024 2025 2026 2027 2028
$0

$10,000,000

$20,000,000

$30,000,000

$40,000,000

$50,000,000

$60,000,000

Growth between 2021 and 2022 Sales 386%

238%

67%

These Projections are based on full-series funding 
and based against pre-existing market and sales 
data.  

Increase in Subscriptions Year to Date

Returning Customer Rate 



OUR SUCCESS
S a l e s  R e p o r t  a n d  F u t u r e  S a l e s

H I S T O R I C A L / P R O J E C T E D  I N C O M E  S T A T E M E N T
F Y E  2 0 1 9  – F Y E  2 0 2 6



Marketing &
Promotions

• Increased DRDM Marketing

• Remnant Cable 

• Increased Amazon Presence

• Increased Social Media 

Presence

• New Channels

USE OF FUNDS: $2 MILLION 

PRODUCT
DEVELOPMENT

• Stick Packs for PLAY Priority

• Stick Packs for WAKE Priority

• Finish Development of Liquid 

Product for C-Store – WAKE 

first, then PLAY

INCREASED
PARTNERSHIPS

• Continued and Increased

“Co-Marketing” efforts with     

Partners who run their own

Marketing Channels via Radio,    

TV, Internet and Podcasts

OPERATIONS -
INVENTORY

• Capital Reserve for Inventory –

Produce 3 Runs

• Increase Customer Service 

Capability

• Distribution Network Liquid 

Market

35%
of Funding

10%
of Funding

30%
of Funding

25%
of Funding

*For more information contact Kevin@fuelup.gg or Tim@fuelup.gg (CFO)

mailto:Kevin@fuelup.gg
mailto:Tim@fuelup.gg


“We have created the best damn 

hydration drink. Period.”

-Kevin Kiechler
President / CEO
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