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Audience analysis is the evaluation of an audience to make sure the information available to them is suitable for their needs and yours as well. In this analysis, the audiences are college students who are the target market for a healthy energy drink, a product of Green Booster Energy Company. There are very many energy drinks such as NOS, Red Bull, Rockstar, and Monster among others that have well-established products, prices, places, and promotional strategies.  Booster energy must compete with such products for market success. In the analysis, the discussion shall highlight essential marketing strategies such as media advertising, direct selling, internet networking, and social networking in promoting the energy drink to the targeted market. 
Make use of social networking in promoting the drink. Social networking means the utilization of social media basing on the internet to create connections between clients, customers, and colleagues. Social media sites such as what’s up, Instagram, Facebook, and linked in create strong connections between a business and its clients. Social networking is important in increasing media traffic, thereby, creating awareness for the product. To compete favorably and achieve success to overcome the known energy drinks, the company must understand the priorities and routine of students. Reaching students through social media can greatly create positive sells. According to (Wan et al, 2019), technology has enabled the use of the mobile phone to about 66% of the world's population, making mobile social networking a key tool in business advertisements. The study further adds that companies need to change rapidly with the change in social media network adaptability. The use of Facebook is reducing and businesses should now venture into Instagram which may later change. Since about 90% of college students have access to mobile phones and internet access, social networking might provide the best platform to promote Booster energy drink.
Secondly, direct selling is a good marketing strategy.  Direct selling involves directly selling products to consumers. The consumer may come to the company or the company takes the products to the consumer. For Booster Energy, it would be best if they approach the college students to advertise and make sales at the same time. Unlike social media which may create heavy traffic for consumers to know about your product, direct selling guarantees the sales because there is direct contact between the business and the consumer. Direct selling helps in building a direct relationship between the business and the customer and enables consumer conviction. Booster Energy Company can make personalized visits to the school and inform the students about the energy drink. Giving free samples can help more in convincing the target and therefore improving market popularity and product access. Research done by (Young et al, 2003), indicate that direct selling builds trust between business and buyer, improves consumer attitudes, and develops product superiority in the market. 
Thirdly, Booster Energy Company can make use of media strategy in advertising. Media advertising refers to where and when to advertise, and what type of media to use. Finding the right path to transfer and deliver messages to consumers is necessary for business. Since the main target market is college students, Booster energy drink can be advertised through billboards placed at student fields, printing gaming uniforms for players and sponsoring their teams, running the social contest, and television commercials. Making people aware of where and why to get a healthy energy drink through media help in building the business. Using graphics that capture the attention of the viewer can convince them of the importance of a sugar and caffeine-free and vitamin-rich energy drink. Other forms like newspapers and school journals can equally be used as media advertisement tools. The study done by (Vinerean, 2017) shows that media has an influence on consumer purchasing decisions, improving customer relationships, and enhances e-Word of mouth.
Finally, internet marketing is great for college students. Internet marketing also refers to online marketing or e-marketing and involves the use of the internet in promoting and selling product brands. The internet is important in creating traffic that enables the enhancement of consumer relations. Booster Energy Company can use the internet to personalize their offers, reduces marketing costs, and build relationships with the target audience. The company can employ the use of promotional websites, email messages, viral marketing, and search engine optimization. According to (Golyash et al, 2017), the website facilitates the fulfillment of strategic goal development of a company. Online services through the internet facilitate product promotion, sales, consumer satisfaction, and feedback from buyers that enable positive product improvements and critics. Students are good at giving criticism and responses through the internet, and such information is important to Booster in making changes and improvements in their newly introduced product.  With the internet, promotion, selling, feedback, and competitor information are all in one basket, and consumer access and control are facilitated easily.
Booster energy drink is a new product in the market and competing with the same product type known worldwide. A proper marketing strategy is therefore needed in reaching the targeted audience. Changing people's tests and preferences and culture of a given product may take longer but acquiring regular customers can be achieved through personal selling, social networking, internet marketing, and media advertising as discussed above. Green Booster Energy Company is at an advantage since it has already identified its target market, making it easier for strategizing the market in terms of product, price, place, and promotion.
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