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Supplementary Assignment: Red Bull
Product Overview
Red Bull is among the best-selling products in Ireland. In 2020, the brand emerged number 10 out of the top 100 biggest selling brands in Ireland. Coca-Cola emerged top, followed closely by Cadbury Dairy Milk, Tayto, and Lucozade. Red Bull is an energy drink that is appreciated and used worldwide, especially by students, athletes, and people who engage in highly demanding activities, including long drives.  It was initially consumed by Thai truck drivers for it energizes the body and mind by giving the consumers' wings' as indicated by its slogan, Red Bull Gives You Wings (Vladimirovna, 2020). The energy drink is a Red Bull GmbH company founded in 1987 in Thailand by Dietrich Mateschitz (an Austrian entrepreneur) and Chaleo Yoovidhya from Thailand. Red Bull is a modification of the Krating Daeng drinks popular in Thailand in the early 1980s.  
It was redefined to have a taste that appeals to the westerners hence giving rise to the present Red Bull products.  Traditionally, Red Bull is sold in a 250 ml blue-silver can that is tall and slim in shape. Red Bull is found in various flavors, including artificial fruit tastes.   The common brands in Ireland are cactus and dragon fruit editions with sugar-free limeade. Its other ingredients include B vitamins, taurine, and caffeine. Simple sugars used in the production of Red Bull contain glucose and sucrose in a solution of magnesium carbonate, baking powder, and carbonated water (Wesnes et al., 2017).  The amount of sugar in a can is equivalent to the sugar levels in orange or apple juice of 11 grams per 100 ml. Sugar-free Red Bull is produced by replacing glucose and sucrose with sucralose, aspartame, and acesulfame. Another Red Bull GmbH company was established in 1987 in Austria to sell Red Bull products (Brito, 2019). Currently, the company boasts of the highest market share in energy drinks, with an average sell of 7. 8 billion cans annually. 
Red Bull Customer Analysis
Customer analysis entails pinpointing the target consumers based on their needs. The product or service should be able to satisfy the needs of the targeted customers. Red Bull uses a mono-segment mode of positioning. The company has succeeded in appealing to the needs and wants of a single customer segment (Bytyqi & Vardari, 2021).  Red Bull has the largest share in Ireland's energy drinks market, with Red Bull Zero, Red Bull red, and Red Bull Sugar-free as its leading products.  The company's market can be characterized by young urban males that aspire to live on the edge or live on the edge. The company primarily targets the rich who identify themselves with the product as a social class product.
Most of them have a keen interest in extreme sports and other challenging recreational activities. People between 16 and 30 years are the most targeted. The zero-calorie Red Bull targets the elderly who dislike sugary products. Red Bull's positioning reveals that it is well-versed with the market and its diverse business dynamics. The company made its brand to be aspirational via sports activities and aggressive marketing efforts. This has allowed the company to have an effective positioning.  The Red Bull Simply Cola targets both domestic and international markets for both rural and urban populations. It targets both males and females between the age of 16 and 40 (Vladimirovna, 2020).  The population consists of newly married couples, professionals, and other high-income earners who use the product as a sense of belonging to an affluent class.  The Red Bull Editions (for instance, lime, blueberry, cranberry, and tropical fruits) also target both domestic and international markets. The product targets individuals between the age of 18n and 36. Most of them are single people not living at home. They use the product to enhance their performance and also create a sense of belonging. They also form part of the product's first-time users.
Market Segmentation Strategy
In terms of demographics, the target of Red Bull currently is majorly young adults and teenagers. Due to it being expensive, it is perceived to aim at individuals who have higher income and business people who belong to a high social class (Bytyqi & Vardari, 2021). People of low income shy away from buying Red Bull but always have the urge to consume this product. 
 In   Psychographic terms, Red Bull desires to attract the young population interested in sports, music, and events. They aim at individuals who wish to have new experiences and live a daring life (Penke, 2020). They are also interested in a population of busy people who are very keen on their profession and have an urge for a boost. Peers of the same interest are mostly invited for social purposes by Red Bull.
Geographically, the Red bull was developed in Thailand and is now available worldwide in almost 171 countries. Red Bull is well translated through different cultures even though there are varieties of attitudes, tastes, and preferences. They are majorly reaching out to the young generation comfortable with media, digital communication, and global organization. Even though their markets are worldwide, they do ensure that they maintain their image and packaging. Red Bull enjoys high brand loyalty even though they experience competition in the market. The Red Bull consumers pay $2 more for a can in comparison with their competitors (Penke, 2020). The competitors always have lower prices compared to them, but due to their high-quality products, they remain at the top. They don't interfere with the ingredients of their products and thus maintaining their first position worldwide. The company's media plan is very well explained in the market as its profile states that the drink is Energetic and Dynamic. They organize events and promote sports while having a significant target on the customers as one of the ways of marketing its brand. Through their media, they sell a personality and a lifestyle.
Industry Analysis using Porter's 5 Model
The company faces highly competitive rivalry because there exist a number of beverage companies that also manufacture energy drinks. They include Monster, Full Throttle, and Rockstar. However, the company can bank its hopes on its more significant market share that outweighs its close competitors combined.  Competitors are copying Red Bull by diversifying their businesses to involve sports (Brito, 2019). The higher number of competitors means that Red Bull faces high competition. The threat of new entrants is low. It is not easy to enter into the energy industry unless the new entrant comes up with an innovative concept that stands out immediately in the industry. A new entrant must spend a considerable amount to pick. Also, it will take a lot of time to establish economies of scale. Another entry barrier is the development of national, regional, or global distribution channels is an entry barrier that new entrants have to face. Also, the existing players have structured strong brand images making it hard for new players to grab a market share. 
The bargaining power of suppliers is low. Red Bull follows a simple process that requires a few raw materials to produce its products. It requires the materials in mass quantities, making it ideal for any company to become its supplier making the suppliers have no bargaining power or the capacity to influence prices. Also, the switching cost of suppliers is meager (Duke, 2018). The bargaining power of buyers in the medium. Despite having competitors, the energy drink market is small and known for brand loyalty. Red Bull has a degree of bargaining power over buyers due to its high market share.  Consumers of energy drinks are higher earners who are not sensitive to changes in price. Red Bull can moderately increase costs without losing its market share.
Lastly, the threat of substitutes is low. They include homemade fruit smoothies and coffee.  Several controversies have surrounded Red Bull for being unhealthy, which can increase the consumption of substitutes. Despite the revelation, regular consumers have stayed loyal without embracing substitutes.
Marketing Ethics
Red Bull has successfully employed marketing strategies to appeal to its target market (especially young consumers) globally. The product is popular worldwide with a presence in casinos, supermarkets, bars, among other business outlets. Red Bull makes the claim that the consumption of its product "gives you wings," but there exist claims that drinking too much of Red Bull may cause heart damage (Frias, 2020). The product is also mistaken for an alcoholic drink due to its perceived ability to give consumers wings to fly. Several health experts affirm that Red Bull contains caffeine which causes addiction in the users.  The company has repeatedly denied the allegations by defending that its product is not hazardous to the human body. In a statement, the company states that the product is safe, as evident by "numerous scientific studies." It also says that it has never been banned from any market that it has introduced its product. To add, studies have been carried out to prove health risks associated with Red Bull's drinking. There lacks cohesive information concerning the long-term effects of Red Bull on teenagers and adolescents. 
The phenomenon has raised some ethical concerns regarding targeting young consumers. Consumers of Red Bull are encouraged by Red Bull officials and FDA not to misuse the product.  Details about Red Bull opine that the product has an extra customer value that can be equated to a cup of standard coffee. These details have emerged to be scientifically baseless. Also, the company was involved in unethical marketing strategies by stating that the product is a great source of vigor that is more valuable compared to the expensively priced standard coffee or other traditional sources of caffeine (Pacifico et al., 2019). On the contrary, studies that were carried out by European Food Safety Authority Journal discovered that the product has caffeine as its active element. Hence the product lacks performance-enhancing properties.
Product Strategy
[image: Best Practice: How Red Bull Became a Marketing Powerhouse - Business 2  Community]The Red Bull product is well matured and also stable. Red Bull has a wide variety of flavors and, on several occasions, test-market other flavor options to engineer new ones. The product has stayed at the market saturation for a long time, that it should be anticipated to be heading into decline. The company's marketing strategy has maintained the relevance of the product for over three decades now, making it retain the largest market share. Red bull's market strategy majorly depends on the 4 p's of marketing (Penke, 2020). It is a sweet drink and has caffeine in it to give its consumers an energy kick, which is high. Apart from caffeine, it also contains taurine, gluconolactone, and Vitamins. It is available in only two flavors, namely, original and sugar-free. It is well packed in 250ml cans, which are pretty expensive, and in 350ml bottles. The primary consumers of Red Bull are the young population and people who love living an active life.
The name of the product itself speaks a volume about the product. They can have two red bulls. The bulls have charged in each other. The image shows the positions of the horns and the hind legs charging with high levels of energy, a symbol that represents the energy levels the consumer can derive from the product after consuming it. The can have unmistaken blue and silver color that makes it easily identified on the shelves (Penke, 2020).  Also, its unmistakable two red bulls make a buyer recognize it even without reading on the can. The name Red Bull can be read from a distance by a customer while the two bulls are in red reveals how elegant and the product is and the levels of energy expected. It also signifies and guarantees high performance when consumed.
Pricing Strategy
Red Bull does not consider price sensitivity relative to its competitors. The company has managed to foster product loyal via the production of high-quality energy drinks that stand out among the rest.  Also, consumers are ready to pay an extra coin for the product due to the benefits that the drink has after consumption. It reenergizes the consumers, including restoring mental strength.  Red Bull customers are loyal and associate the product with its unique quality. It has positioned itself as a premium pricing brand in Ireland with a 10 percent higher price than its most expensive and close competitor. In Ireland, its price is higher than its immediate competitors like Gatorade, Monster, Rockstar, and Cloud 9 (Bytyqi, 2021). Another advantage that the company relies on is that it is the best-selling energy drink in the world. The company has aggressively invested in global marketing, making it to be a household name globally. 
From this standpoint, people tend to associate with the product on the grounds of its success and commonality.   The price strategy favors the affluent community with solid financial capabilities as it sidelines people in the lower social classes. Those in the lower social strata find it out of reach hence placing the product in a perceived high social and income category in the societies of Ireland.  Despite this, Ireland has a vital Gross Domestic Product Index with an annual growth rate of 1.3%. Over 60% of the population has a disposable income of 21 000 sterling pounds (Bytyqi, 2021). Also, most of the consumers prefer buying the Red Bull product in bulk, for it is cheaper relative to buying a single drink.  On rare occasions, does the company have substantial discounts or price reductions. It primarily offers four and twelve-packs as a bulk option to its consumers but with mean savings on the offered bargain.
Distribution Strategy
Whenever Red Bull cans are ready, they are transported from Austria to over 171 nations globally via air, rail, and ship. Trucks are also used to distribute in various territories of the recipient nations (Bremser et al., 2018).   Red Bull is conveniently available, including in grocery stores. The company controls distribution channels and the "products placed in the store in signature Red Bull cases. Although all products in its category expire, Red Bull has a long shelf-life of 18 to 24 months from the date of manufacture.
In most cases, the company ensures ample stock in all outlets by the use of direct channels. A direct channel is a type of distribution that a company uses to directly provide its product to the final consumer without the use of intermediaries.  The Red Bull company cuts delivery and fuel costs via excellent distribution planning and stocking.  The company uses its distribution channels to avails its products to retail outlets, petrol stations, and supermarkets. In the supermarkets, the cans are stored in attractive refrigerators making the consumer have an urge to buy the energy drink. In the past two decades, Red Bull used to distribute its products via retail. Most of its consumers purchase the product at off-license retailers and petrol stations because Red Bull is a utility drink. Other destinations that Red Bull directly avails its products include health clubs, bars, and nightclubs, and motels. The company strategically distributes the products to such destinations for they involve high energy activities and the draining of energy (Bremser et al., 2018). Most of the stores and outlets are located along highways for easy access by travelers and those engaging in energy-demanding activities. The company does not believe in the use of intermediaries in its distribution framework. Apart from physical places that consumers can buy Red Bull, they can also place orders online to buy them either in single packs or in bulk.
Promotion Strategy
Red Bull has stamped its authority in the world of energy drinks via various approaches that are different from the traditional marketing strategies for similar products.  The company uses an original and creative life cycle stage effectively. The product of Red Bull is in its full maturity stage, but the company has succeeded in venturing into new events and an ongoing series to drive more sales (McCarthy, 2017). The company associates itself with adventurous sports ignited by its slogan of literally giving the consumers wings.  The sports include free-fall parachute jumps, record-breaking and spectacular events around the car racing competitions. The company has pro sports teams that include but are not limited to RB Leipzig, Red Bull Brazil, and New York Red Bulls.
Also, the company uses guerilla marketing by creation of a blue ocean for itself to acquire its target audience. The Red Bull Girls strategy of handing out free drinks to college students has gas a wild success.  More students buy the product as a drink that energizes a person during studies. To add, the company creates awareness by engaging in both Below-the-line and Above-the-line marketing via various platforms, for instance, TV advertisements and the promotion of extreme sports (Brito, 2019). The company uses its website and events to stimulate customer interest in the product. Another move is the generation of desire in customers. Red Bull creates genuine relationships with specific athletes to push themselves beyond their limits. The move enables the company to engage with consumers.  Robbie Maddison is an excellent example of such an athlete. He performed a motorcycle back-flip over a raised Tower Bridge in London. The company has the Red Bull Wings Team that comprises students who venture on road trips to launch the product in new markets. The team gives a cold can of Red Bull to those in need to showcase its qualities. 
How Red Bull Will Manage during this COVID-19 Period
Like many other businesses, Red Bull energy drink has been adversely affected by the COVOD-19 outbreak due to travel restrictions. The company devised a way of ensuring a continuation of the production of the brands by enabling some of its employees to work remotely. Those who operate in the production sector are given free meals as motivation and personal protective devices to curtail the spread. Currently, Red Bull uses data to keep its Red Bull F1 team on track during this pandemic. The company devised a method of delivering the products to its customers by use of drones (Caferra & Vidal-Tomas, 2021).  A customer is required to place an order online via the company website. The customer then pins his/her location, and the company necessitates the delivery of the requested product after the customer makes an online payment. The events organized by the company comply with the required COVID-19 guidelines.
An excellent example is the recent New York Red Bulls in the Red Bull Arena. The participants were tested for the COVOD-19 virus before being allowed to take part. Also, guests were required to produce a negative COVID-19 test result before arrival or get fully vaccinated. All guests were required to wear a face mask and maintain a social distance of one meter.
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