[image: ]






Sefydliad Dysgu Canol Dinas / 
Institute of Inner City Learning  
 
 
 
 
BA Leadership and Management
 




Component 1: Red Bull Portfolio 
Component 2: Research Process Reflection
Component 3: Poster Submission (Methodology) (Research)
 Name: Rudolf Jony  
 
Student Number:2315845
 
  
Supervisor Name: Md Kalam Samuel Ofori
 
 
 
 
 
 
 
Dissertation submitted as part of the requirements for the award of BA Leadership and Management
 
 
June /2026

[bookmark: _Toc175763711] DECLARATION 
 
I, Rudolf declare that this dissertation has been composed by myself, that the work contained herein is entirely my own except where explicitly stated otherwise in the text, and that this work has not been submitted for any other degree or qualification, in whole or in part, except as specified. 
 
Signature:Rudolf Jony ...................................................  
Date: …03/06/2026……………………………............................

 
 












[bookmark: _Toc1001239381]ACKNOWLEDGEMENTS

I’m finishing up my third year in the BA (Hons) program at the University of Wales Trinity Saint David, and honestly, I have a lot of people to thank. This year really changed me plenty of tough moments, a lot of learning, and more growth than I expected. I couldn’t have done it without support.
 
My tutors and lecturers deserve a special mention. Their honest feedback and straightforward advice kept me on track. They put in the work helping in class, in one-on-one chats. Thanks to them, I get my subject a whole lot more now, and I actually want to keep pushing myself.
 
I’m also grateful for my classmates. Sharing ideas, teaming up for group projects, and just muddling through together made everything feel less overwhelming. The late-night study sessions and all the little victories they added up, and I know I’ll remember them.
 
And then there’s my family and friends. They’re the backbone of all this. Even when I doubted myself, they never did and that made all the difference. Just knowing they’re in my corner let me take risks and stick it out, even on the hard days.
 
One more thing I have to give credit to myself, too. There were nights when I wanted to quit, but I didn’t. Pushing through the stress made me stronger, both as a student and as a person.
 
This year meant more than just another step toward graduation. I learned things I’ll actually use, met people I genuinely appreciate, and proved something to myself. Heading into my final year, I know I’m carrying all of that with me wherever I end up next. 

Name: Rudolf Jony
ID Number:2315845
Module Assessment: Component 1: Red Bull Portfolio
Module Code: LCLM6005
Lecture Name: Md Kalam Samuel Ofori







TABLE OF CONTENTS




DECLARATION	2
ACKNOWLEDGEMENTS	3
CHAPTER 1: INTRODUCTION	5
1.2 Background	6
1.3 Research Aim	7
1.4 Research Objectives	7
1.5 Research Questions	8
1.6 Chapter Summary	8
CHAPTER 2: Literature Review	8
2.1 Introduction to Innovation Strategy	8
2.2 Innovation Strategy: The Innovation Ambition Matrix Applied to Red Bull	9
2.2.1 Core Innovation: Market Penetration and Product Optimization	10
2.2.2 Adjacent Innovation: Red Bull as a Media and Experience Company	11
2.2.3 Transformational Innovation: Towards a Platform Ecosystem	12
2.3 Customer Journey and Experience Management	13
2.3.1 Emotional vs. Functional Value in Red Bull’s Journey	13
2.3.2 Pain and Gain Points: Evidence from Consumer Trends	14
2.4 Digital Transformation and Platform Ecosystems: Relevance to Red Bull	15
2.4.1 Data-Driven Value Creation	15
2.4.2 Design Thinking as a Methodology for Innovation	16
2.4.3 Network Effects and Long-Term Advantage	16
2.5 Synthesis of Literature	16
CHAPTER 3: Methodology	17
3.1 Systematic Literature Review (SLR)	17
3.2 Search Strategy	17
3.3 Search Terms	18
3.4 Key Words	18
3.5 Databases	18
3.6 Inclusion/Exclusion Criteria	19
3.7 Search Results	19
3.8 Ethical Considerations	20
3.9 Chapter Summary	20
CHAPTER 4: Findings and Discussions	20
4.1 Introduction	20
4.2 Knowledge & Understanding: In-Depth Concepts and Insights Based on Evidence	21
4.2.1 Advantages and Scientific Proof	21
PART 1: STRATEGIC ANALYSIS	22
PART 2: STRATEGIC PROPOSAL AND ANALYSIS	25
CHAPTER 5: Recommendations, Conclusion and Limitations of the Research	30
Reference List	33




[bookmark: _Toc1605054197]CHAPTER 1: INTRODUCTION
1.1 Introduction Innovation and managing the customer journey are likely two of the most crucial factors that lead to long-term success in today’s global market. With so many competitors, consumer preferences change rapidly, and companies can’t just depend on selling products anymore. To stay ahead, they must combine technology, brand experience, and a real understanding of what customers desire. (Kotler et al., 2017) The energy drink sector illustrates this pressure clearly here, brand loyalty and how well a product fits into a customer's lifestyle often matter more than its ingredients. In this environment, Red Bull GmbH stands out. (Alonso, 2024). It didn’t just create energy drinks it developed a whole new way of branding and marketing, turning the brand itself into an experience. This dissertation explores how innovation strategies and customer journey design work together, focusing mainly on Red Bull. The analysis examines how Red Bull has utilized various types of innovation core, adjacent, and transformational to secure its position in the market. It also points out the challenges Red Bull faces in creating a fully integrated, data-driven customer ecosystem. (Nagji and Tuff, 2012). The study suggests and tests a strategic digital transformation called Red Bull Connect, which aims to transition Red Bull from merely being a beverage producer to a wider lifestyle platform. By using data, academic research, and established strategic frameworks, this project provides a detailed evaluation of where Red Bull is today and offers practical suggestions for its future.  
[bookmark: _Toc1265161467]1.2 Background
When Dietrich Mateschitz started Red Bull in 1984, he didn’t just create another drink he brought to life a product inspired by a Thai energy tonic and made it a worldwide sensation. Now, Red Bull is available in over 170 countries. (Alonso, 2024). Its earnings and market share have positioned it as the leader in the energy drink industry, and this success comes from a marketing strategy that is unlike any other. Rather than concentrating on Flavors, ingredients, or prices, Red Bull captured people's attention with its promise of 'giving you wings,' linking the brand to energy, excitement, and a lifestyle focused on performance and adventure. (Kumar, 2025) Red Bull has never just sold drinks; from the beginning, it explored media, sports, and culture. This method, based on Service-Dominant Logic, (Vargo and Lusch, 2004), changed the brand’s value from the product itself to the exciting experiences that come with it. However, the situation has changed recently. Health worries are increasing customers are now questioning the caffeine, sugar, and additives found in energy drinks. (Malik et al., 2010). Globally, regulators have tightened rules on advertising and labelling. As digital technology changes almost every aspect of our lives, brands need to connect with consumers in ways that feel personal, interactive, and community focused. Here, Red Bull’s strengths begin to reveal weaknesses. While the company excels in physical locations and has a treasure trove of media content, its online presence is not very strong. (Chaffey and Ellis-Chadwick, 2019). Most sales occur offline, data collection is uneven, and the brand isn’t using behavioural insights to customize experiences or create genuine loyalty online. (Davenport and Harris, 2007).
At the same time, the way businesses strategize has changed. Now, platform-based ecosystems and network effects are what really boost customer value and loyalty. (Evans and Schmalensee, 2016). Just look at companies like Amazon, Apple, and Nike their success comes from mixing products, services, and digital interactions into something that customers love. Red Bull has a strong base: a powerful brand and a lifestyle that millions already embrace. However, both scholars and industry experts say that Red Bull’s innovation hasn’t kept pace with this new age. So, here’s the main point Red Bull is a giant in brand experience, but if it doesn’t link its offline strengths with genuine digital engagement, it might fall behind.
[bookmark: _Toc984932464]1.3 Research Aim 
This research aims to closely examine Red Bull's innovation portfolio and the customer journey, identifying both structural opportunities and strategic risks. The objective is to outline and critically evaluate a digital transformation strategy that aligns Red Bull with modern ideas about platform ecosystems and customer-focused innovation. 
[bookmark: _Toc34845053]1.4 Research Objectives
1. First, it analyses and evaluates Red Bull's innovation efforts using the Innovation Ambition Matrix (Nagji and Tuff, 2012). This involves categorizing what is core, what is adjacent, and what is transformational in Red Bull's strategy.
2.  Next, it thoroughly maps out Red Bull's customer journey, identifying pain points like dissatisfaction, barriers, and risks and gain points, such as positive experiences, emotional connections, and perceived value (Court et al., 2009). 
3.  Next, look into platform ecosystems, network effects, and design thinking as the basic ideas behind them. assessing how relevant these concepts are in the energy drink and lifestyle market (Brown, 2008; Evans and Schmalensee, 2016).
4.   Additionally, proposes a smart plan called Red Bull Connect that mixes digital tech, clever packaging, and getting the community involved to improve all parts of the customer experience. 
5.  Finally in the end, it examines what the suggested plan means for the organization, how to assess its effects, and what changes in operations are needed for it to be successful.

[bookmark: _Toc644975184]1.5 Research Questions
 Following these goals, the dissertation brings up these questions:
1. How well has Red Bull managed to balance its main, nearby, and game-changing innovations to keep its edge in the global market?
2. What are the key problems and chances in Red Bull's customer journey right now, especially with how consumer expectations are changing about health, sustainability, and digital interaction?
3. What is necessary to set up a digital platform ecosystem that increases value creation, loyalty, and data application for Red Bull?
4. What are the main things that will help Red Bull succeed, the risks involved, and how will we measure performance when changing from a product-focused approach to a data-driven lifestyle platform?

[bookmark: _Toc2061768993]1.6 Chapter Summary 
This chapter has presented the research topic, set the background about Red Bull’s market position and the changes in the industry, and explained the aim, objectives, and questions that guide the study. Chapter 2 will follow with a detailed Literature Review, looking at academic theories about innovation strategy, customer journey mapping, service-dominant logic, platform ecosystems, and design thinking. Chapter 3 describes the Methodology used for this research, mainly focusing on the Systematic Literature Review method. Chapter 4 shows the Findings and Discussion, using theoretical frameworks to analyse Red Bull’s business and explaining the suggested transformation strategy. Lastly, Chapter 5 offers conclusions, recommendations, and a look at the research limitations. 
[bookmark: _Toc91416459]CHAPTER 2: Literature Review
[bookmark: _Toc476139285]2.1 Introduction to Innovation Strategy
In this chapter, I explore academic research and business theories related to innovation strategy, customer journey management, service-dominant logic, and platform ecosystems. The emphasis is not merely theoretical it’s based on Red Bull GmbH, a company that goes beyond just selling energy drinks; it’s a true gamechanger in branding and marketing. Red Bull didn’t just aim to compete in the beverage market they built a whole lifestyle brand, turning their story into a powerful example of how these theories manifest in real life.
 To break this down, I look at the different types of innovation core, adjacent, and transformational and analyse how Red Bull utilizes each one. Their strategy is dynamic it’s about evolving from a product-focused approach to creating experiences, expanding the limits of what a brand can represent.
 I also investigate research on customer experience and journey mapping, focusing on how Red Bull emotionally connects with its audience. The company doesn’t merely sell beverages it fosters communities, organizes events, and tells stories forming lasting connections that transform customers into loyal fans. This part emphasizes how Red Bull manages touchpoints throughout the customer journey, ensuring that every interaction is meaningful.
As digital platforms change how brands operate, I look into new research about platform ecosystems. In this case, we focus on Red Bull’s digital advantages and their readiness to adapt and take charge in new fields. For Red Bull, digital transformation isn’t just a buzzword; it’s crucial for staying relevant and growing the brand’s impact. I show how Red Bull’s ecosystem strategy and platform mindset set them up for success in the future.
Overall, this chapter lays the groundwork for a thorough examination of Red Bull’s existing business model, providing real context for the upcoming digital transformation project Red Bull Connect. The theories mentioned aren’t just academic references they form the foundation for understanding Red Bull’s actual performance and for advocating for future initiatives.
[bookmark: _Toc1415431114]2.2 Innovation Strategy: The Innovation Ambition Matrix Applied to Red Bull
Innovation is widely accepted as the main factor that helps companies survive and lead in the market over time (Ansoff, 1957; Christensen, 1997). However, innovation isn't just one thing; it can change in size, risk, and effect. Nagji and Tuff (2012) introduced the Innovation Ambition Matrix, which classifies innovation into three different types: Core, Adjacent, and Transformational. This framework is particularly important for Red Bull, as the company's history and current range of products show a clear development and balance in these three areas, making it very different from competitors like Monster or Rockstar, who mainly focus on product innovation (Business Model Analyst, 2024).
[bookmark: _Toc1508462627] 2.2.1 Core Innovation: Market Penetration and Product Optimization
Core innovation focuses on making small improvements to products and services that are already available in a market. The goal is to make operations better, increase efficiency, and protect the company’s current position, rather than exploring new areas. Nagji and Tuff (2012) highlight this idea, connecting it to Ansoff’s Market Penetration Strategy from 1957. This growth method depends on enhancing what the company already excels at, instead of creating something completely new. Instead of introducing a groundbreaking product, companies concentrate on what they know, refining and improving to gain more value from their main business.
 Red Bull is a great example of this type of innovation. The company is built around one main product: the original energy drink that was launched in 1987. Instead of changing the formula, Red Bull has decided to broaden its core offerings by responding to new consumer needs. Now, we have options like Red Bull Sugarfree, Red Bull Zero, and even an organic line. Each of these responds to changes in public opinion, especially as people become more cautious about sugar and artificial ingredients (Malik et al., 2010). These product variations help Red Bull stay relevant with health-conscious consumers, maintaining its status without altering the core brand promise or reducing its premium price (Alonso, 2024).
However, there’s a twist something that experts have pointed out for many years. While keeping up with innovation helps a business stay competitive in the short run, it doesn’t protect against the dangers lurking just outside the main area. Clay Christensen (1997) mentions that this method hardly creates new markets. Even worse, it leads to commoditization. The energy drink market is a perfect example: the main ingredients caffeine, taurine, B-vitamins are cheap and easy to replicate. Competitors can quickly produce almost identical drinks, sometimes at a lower price. This creates pressure on Red Bull’s strategy. The company can maintain its position not because its drink is chemically special, but because it builds a lifestyle around its brand, which rivals find hard to copy. As the Business Model Analyst (2024) notes, the true difference lies not in what’s in the can but in the image, story, and experiences that come with it. 
This creates a strategic problem that is discussed in many writings. Core innovation does a great job of keeping a business successful today, but it won’t guarantee success in the future. Red Bull’s ongoing importance relies as much on building its brand and how the market sees it as it does on making small product changes. The company’s challenge will be to find a balance between the safety of steady improvements and the need to explore new areas if it wants to achieve long-term growth.
[bookmark: _Toc1788302269]2.2.2 Adjacent Innovation: Red Bull as a Media and Experience Company
Red Bull is different from the usual big names in FMCG because it has mastered something that many brands only try adjacent innovation. This isn’t just random growth. It’s a clever plan taking what they excel at, their well-known brand, and expanding it into areas that aren’t the same as selling energy drinks but still connect back to their identity and their audience. Nagji and Tuff (2012) refer to this as adjacent innovation, which means using your best strengths to explore new markets.
 This change makes more sense when you consider Vargo and Lusch’s (2004) Service-Dominant Logic (SDL). SDL turns the traditional idea upside down: value isn’t just in the product; it comes from the experiences, services, and interactions the operant resources that surround it. Red Bull embodies this idea. Effy Pafitis (2020) highlights that Red Bull doesn’t just view itself as a company that sells drinks with some marketing. They see themselves as a major media and entertainment force. The drinks are just a way to support their love for excitement and showmanship. 
You can notice this everywhere. Red Bull owns sports teams like Red Bull Racing and FC Red Bull Salzburg not just for sponsorship benefits but for creating engaging, branded stories. The Red Bull Media House produces content that reflects their brand’s vibe, from amazing stunts like the Stratos space jump to the Red Bull Air Race and many other events. Pine and Gilmore (1998) were spot on when they discussed the Experience Economy. Today’s consumers want more than just products; they seek unforgettable experiences, and Red Bull creates those experiences with a level of control that competitors can only wish for.
The strategy is daring. Rather than spending money on advertisements, Red Bull makes its own. They control the story. Millions watch their events and media, as noted by Kumar (2025), which boosts their brand far beyond just drinks. However, Markides and Williamson (1994) warn that moving into new areas can weaken a brand if those new projects don’t align with the company’s core values. But Red Bull seems to dodge this issue completely. Everything they do, from Formula 1 racing to breakdancing contests, relates back to their main promise 'Gives You Wings’. Whether it’s extreme sports, music festivals, or online content, Red Bull consistently focuses on the same themes: performance, excitement, and pushing boundaries.
 This consistency not only strengthens their branding; it creates unique assets that competitors can’t copy. Kim and Mauborgne (2005) refer to this as a “Blue Ocean” strategy. Red Bull isn’t just improving at the same game they’re changing the game entirely, carving out their own niche where others can’t easily compete. The outcome? Red Bull’s story and experience focused approach make them more than just a drink company they’ve become an unstoppable lifestyle brand.
[bookmark: _Toc1693426818]2.2.3 Transformational Innovation: Towards a Platform Ecosystem
Transformational innovation isn't just about making small changes to what already exists; it's about completely changing the game, redefining industries, and creating new ways for people to gain value (Nagji and Tuff, 2012). 
At this point in Red Bull's journey, we need to look beyond just providing experiences; the next big step is to become a leader in the platform ecosystem.
 Research on Platform Economics highlights a key difference between traditional pipeline businesses and platform businesses. Van Alstyne et al. (2016) explain it clearly: pipelines work in a straight line, producing goods and sending them out. In contrast, platforms are much more flexible. They connect people, promote interaction, and create value that increases as more individuals participate.
At this moment, Red Bull is primarily a pipeline business, but it’s a very well tuned one. The brand has a large audience, strong loyalty, and controls assets that include physical distribution, digital content, and event franchises. Everything is in place: a global user base, unmatched engagement, and a powerful brand image that few can rival. As Evans and Schmalensee (2016) state, businesses that evolve into true platforms create network effects, which means their service becomes more valuable with each new user. For Red Bull, this could translate into a cohesive digital platform that connects consumers, athletes, event organizers, and content creators, merging drinking, watching, and participating. 
Yet, as Teece (2018) notes, genuine transformational innovation requires "dynamic capabilities." This indicates that Red Bull must constantly rethink its internal and external resources, always prepared to adapt as circumstances change. However, the analysis uncovers an unexpected issue: Red Bull is lagging in digitizing its consumption experience. Red Bull TV is certainly popular, but it’s isolated; fans watch extreme sports content, but their actions aren’t connected to those who are purchasing a can at the store. The act of drinking Red Bull and engaging with its digital content are still disconnected, separated by layers that should be fluid. Chaffey and Ellis-Chadwick (2019) highlight that modern digital transformation relies on integrating data across all touchpoints. This is where the real opportunity lies. Red Bull has the influence to lead an entire lifestyle ecosystem, yet it lacks the integrated digital framework to turn that vision into reality.
[bookmark: _Toc1933596421]2.3 Customer Journey and Experience Management 
To truly understand how innovation impacts business results, we need to look at things from the customer's perspective. The concept of the Customer Journey, popularized by Court et al. (2009), encourages brands to go beyond just transactions and outline a complete lifecycle that includes awareness, consideration, purchase, consumption, and loyalty. Every step is important. Lemon and Verhoef (2016) emphasize this: if brands have gaps or inconsistencies at any point of contact, they could lose customers due to disengagement or churn. 
[bookmark: _Toc1316326771]2.3.1 Emotional vs. Functional Value in Red Bull’s Journey
Red Bull has a special way of doing things, focusing on feelings instead of just what the product does from the very beginning. Other brands brag about their technical perks like 'more caffeine' or 'lower price,' but Red Bull chooses a different path. Their story begins with dreams.
 In the stages where people first learn about the brand and think about it, sports sponsorships and exciting media create a thrilling feeling of possibility and belonging. According to consumer behavior theory (Ajzen, 1991), brands that help people connect with their best selves create strong loyalty. Red Bull doesn’t just satisfy thirst; it connects with the wants of young adults aged 18 to 35 who seek energy, community, and fun, turning a simple can into a symbol of who they are.
 When it comes to buying, Red Bull is everywhere. Whether you’re at a club, working out at the gym, or stopping at a gas station at 2am, that silver and blue can is always close by. But even with this wide availability, the buying moment is often seen as just a simple transaction in studies. There isn’t much information about why or how someone picks Red Bull in the first place; it’s effective but lacks a personal touch.
The consumption stage is particularly fascinating. According to Rosenbaum et al. (2017), there’s this thing called the "engagement gap": after someone opens a can, the interaction with the brand pretty much ends. This stage could be a perfect chance to boost loyalty, but currently, drinking Red Bull feels disconnected from its digital and experiential aspects. There’s room for improvement.
 When it comes to loyalty, Red Bull’s appeal starts to reveal its limitations. Jain (2023) notes that while the brand has high repeat purchase rates and is a favourite for many, the loyalty is not very deep. There are no airline-style rewards or coffee shop memberships. Red Bull’s loyalty is based on admiration rather than a solid structure (Reichheld, 2006); it works, but it’s also vulnerable if the emotional connection fades or if a competitor comes up with a better system.
[bookmark: _Toc391470204]2.3.2 Pain and Gain Points: Evidence from Consumer Trends
Exploring recent studies, there are some key pain and gain points that influence Red Bull’s path today: 
Pain Points:
·   Increased health awareness: Research by Malik et al. (2010) and Seifert et al. (2011) shows that consumers are more concerned about sugar, caffeine, and artificial ingredients, making it harder to decide on purchases. 
· Need for transparency: Younger consumers especially want to understand the environmental effects, origins, and sustainability of their brands (Kotler et al., 2017). When these questions go unanswered, it creates issues. 
· Digital expectations: Today’s consumers expect smooth experiences; if a brand doesn’t offer a clear and easy-to-use digital presence, it can quickly seem outdated or untrustworthy (Chaffey and Ellis-Chadwick, 2019). 
Gain Points: 
· Sense of community: Many sources highlight Red Bull’s unique community feeling, created through events, extreme sports, and sponsorships. This adds value to Red Bull beyond just energy, fulfilling deeper human needs for connection. 
·  Identity boost: There’s a certain prestige in being seen with a Red Bull. The brand’s “cool factor” stays strong thanks to constant experiential marketing (Alonso, 2024). 
The literature clearly shows that Red Bull excels at creating emotional connections, but it struggles with integration, transparency, and personalization. These shortcomings naturally call for digital innovation, which is exactly what is needed.
[bookmark: _Toc1093251233]2.4 Digital Transformation and Platform Ecosystems: Relevance to Red Bull
In today's world, being strategic means you have to do more than just make small changes. For Red Bull, digital transformation isn't just about having a cooler app or a nicer website it's about changing how they create value and connect with people all around.
[bookmark: _Toc1207011402]2.4.1 Data-Driven Value Creation
Data is like the new money (Davenport and Harris, 2007). Red Bull has tons of information about who watches its sports and who goes to its events, but it doesn't really know how people use its products. What's missing? Digital touchpoints. By using things like QR codes, linked purchases, or experiences connected to apps, Red Bull could start gathering valuable first-party data, which is super important in today's privacy-focused world (Mayer-Schönberger and Cukier, 2013).
 With this data, they can personalize things. Mass communication is becoming less popular. Kotler et al. (2017) talk about Marketing 4.0 as a move towards one-on-one connections. Right now, Red Bull's messages are general and not very specific. A real platform would allow the company to customize experiences: giving gaming challenges to gamers, special fitness content to athletes, discounts for students, or study tips for university crowds. Suddenly, the brand feels more relevant to each person. 
[bookmark: _Toc267324735]2.4.2 Design Thinking as a Methodology for Innovation
Connecting what Red Bull can do now with what it could do in the future isn’t just about technology it’s about focusing on people. This is where Design Thinking comes in. Brown (2008) describes it as a cycle: empathise, define, ideate, prototype, test.
 For Red Bull, this isn’t just a trendy term it’s a plan for what could be called "Red Bull Connect," a complete system: 
1.  Start with empathy: Real users want experiences that connect them, recognition, and a feeling of belonging. 
2. Define the issue: Confusing journeys and losing customers after they buy are major problems. 
3. Ideate: Think of a digital hub that smoothly connects products, content, rewards, and community.
 Johansson-Sköldberg et al. (2013) explain why Design Thinking is effective for brands like Red Bull: it keeps innovation genuine. As Red Bull adds new digital features, this method makes sure technology feels natural, not awkward or corporate. 
[bookmark: _Toc572879369]2.4.3 Network Effects and Long-Term Advantage
In the end, every platform hopes to reach critical mass. According to Katz and Shapiro (1985), the amazing thing about network effects is that once a platform gets popular, it’s hard to replace it. If Red Bull can create a central place for athletes, fans, and creators a real social and content hub for those who love an adrenaline filled lifestyle then no amount of advertising from rivals like Monster or Rockstar can disrupt that community. It wouldn’t just be about the drink anymore it would be about the whole ecosystem.
[bookmark: _Toc2130637925]2.5 Synthesis of Literature
The main takeaway from this literature is hard to ignore. Red Bull has instructed Core Innovation to maintain its leading role in the energy drink market and has used Adjacent Innovation to create a well-known cultural and media brand. However, if the company wants to keep its edge, it needs to focus on Transformational Innovation by moving towards platform-based strategies that integrate data, digital interactions, and effective loyalty systems.
 There is a clear difference between Red Bull’s scattered online presence and the smooth systems that companies like Nike and Starbucks have achieved. The literature points out that closing this gap is crucial not only to meet the growing consumer demands for health, transparency, and meaningful connections, but also to unlock new value streams through data-driven personalization and strong network effects. This theoretical basis directly supports the analysis and strategy discussed in the next chapters.
[bookmark: _Toc2129168294]CHAPTER 3: Methodology
[bookmark: _Toc1990389684]3.1 Systematic Literature Review (SLR)
To support this research with strong evidence, I did a Systematic Literature Review (SLR) and looked at specific case studies using only secondary sources. The SLR is the main part of my work; it’s more thorough than a regular review because it follows a specific method to make sure the results are fair, strong, and can be repeated (Tranfield et al., 2003). This method works well for the exploratory nature of the project. The aim is to break down the important theories, understand industry reports, and combine data to place Red Bull in its competitive and strategic setting.
[bookmark: _Toc107078000]3.2 Search Strategy
Organizing the search was a process with several steps. First, I set clear limits focusing on innovation, the customer journey, digital platforms, and strategies that are special to Red Bull’s industry. Then, I carried out specific searches using chosen keywords and logical operators, carefully going through academic databases and trusted industry sources. The last step was to find, filter, and combine the information to highlight the insights that were most important to the research question. 
Most of the sources I used are from the last ten years, which helps keep the information relevant to today’s marketing and digital transformation discussions. At the same time, I included some classic texts, like Ansoff’s matrix and Vargo and Lusch’s Service-Dominant Logic, to provide a solid foundation for the conversation.
[bookmark: _Toc1629603883]3.3 Search Terms
The search terms were created based on what I wanted to find out in my research. I used Boolean operators like AND and OR to mix the terms and get better results. The main search terms were:
·  Innovation Ambition Matrix OR Core Adjacent Transformational Innovation 
· Customer Journey Mapping OR Consumer Decision Journey OR Touchpoints and Pain Points
· Service-Dominant Logic OR Experience Economy OR Experiential Marketing
·  Platform Ecosystem OR Network Effects OR Digital Transformation Strategy
· Design Thinking OR Human Centred Innovation Red Bull AND Marketing Strategy OR Brand Management OR Energy Drink Industry
· Lifestyle Branding OR FMCG Digital Strategy
[bookmark: _Toc718529205]3.4 Key Words
In the making phase, I created a main list of keywords to help with what to include: Innovation, Strategy, Customer Experience, Digitalisation, Ecosystem, Brand Equity, Loyalty, Data Analytics, Business Model, Red Bull. 
[bookmark: _Toc1671309184]3.5 Databases
A variety of academic and commercial databases were used to collect data, ensuring a blend of theoretical and practical perspectives: 
· Academic Databases: Google Scholar, Business Source Complete (EBSCO), ScienceDirect, Emerald Insight, and JSTOR. These provided access to peer-reviewed journals, conference papers, and theoretical models. 
· Industry & Market Sources: Statista, IBISWorld, MarketLine, and Euromonitor. These sources provided information on market size, competitor analysis, and consumer trend reports about the energy drink industry. 
· Business & Strategy Sources: Harvard Business Review, McKinsey Quarterly, and strategy consulting reports (McKinsey, BCG, Bain & Company). These sources provided insights into strategic frameworks and best practices. 
· Company Sources: Red Bull’s official corporate website, annual reports, and media kits were reviewed to understand the company’s mission, structure, and current activities.
[bookmark: _Toc630263085]3.6 Inclusion/Exclusion Criteria
To make sure I only included the best insights in my main analysis, I created some strict rules:
 3.6.1 Inclusion Criteria
·  Only publications in English. 
· Research that focuses on management, marketing, innovation, and digital transformation. 
· Literature that talks about or theorizes different types of innovation. 
·  Studies about customer behavior, journey mapping, or loyalty. 
· Case studies about Red Bull or its direct competitors in the beverage or sports industries. 
· Reports that have important data on market share, consumer feelings, or health views on energy drinks.
 3.6.2 Exclusion Criteria
·  Duplicate findings or studies that are not related. 
· Personal blogs or opinion articles that lack evidence or theoretical background. 
· Medical or biological studies that only discuss caffeine or ingredients, unless they relate to consumer behavior or marketing. 
·  Publications from before 2000, unless they are very important.
[bookmark: _Toc506587846]3.7 Search Results
After getting rid of duplicates and checking the abstracts for relevance, I found a lot of useful hits. I picked 80 main sources to look at closely. They were divided into three categories: theoretical frameworks (30), industry and company data (25), and strategy/methodology sources (25). I pulled out important insights, definitions, and evidence, then organized them by theme to make sure the later analysis is focused and based on solid evidence.
[bookmark: _Toc523958530]3.8 Ethical Considerations
Since all the data used was secondary and publicly accessible, there were no direct ethical risks because no interviews or personal information were included. However, I still made sure to follow ethical guidelines closely. I carefully cited all data and quotes, making sure they were accurate. Every source I used followed the rules of academic fair use. I didn’t access any private or confidential information, which kept my research legal and responsible. It was also important to look at things critically and objectively, recognizing both the strengths of Red Bull’s strategy and the weaknesses highlighted in the literature.
[bookmark: _Toc1654131536]3.9 Chapter Summary
In conclusion, this chapter explained the reasons and ways the research was done. The main method used was a Systematic Literature Review, along with some secondary case analysis. I looked at everything from how to search for information to what criteria to include and the ethics of data use. By carefully gathering, sorting, and combining information from different academic ideas and real-world practices, this chapter lays a solid foundation for the more detailed evaluation and strategy planning in the next chapter. 
[bookmark: _Toc1225357424]CHAPTER 4: Findings and Discussions
[bookmark: _Toc552495698]4.1 Introduction
Red Bull was founded in Austria in 1984 by Dietrich Mateschitz. Since then, it has become the number one energy drink brand in the world (Alonso, 2024). The drink was inspired by a Thai tonic, and Red Bull basically created the energy drink category in Western markets. But it’s not just about what’s inside the can. Of course, the formula is full of caffeine, taurine, B vitamins, and sugar (Smith, 2002; Huxtable, 1992), but that’s not what sets Red Bull apart. The real secret is in their marketing. They connected the brand with extreme sports, music festivals, and a high-energy lifestyle. The slogan “Gives You Wings” has made Red Bull a symbol of adventure and success, allowing them to charge premium prices and sell in 170 countries (Kumar, 2025). 
On the scientific side, studies show that caffeine helps keep you alert and boosts endurance, while taurine helps with recovery (Graham, 2001; Spriet, 2014; Zhou et al., 2017). However, people are concerned about the downsides: heart risks, all that sugar, and the possibility of dependence if you drink too much (Seifert et al., 2011; Malik et al., 2010; Juliano and Griffiths, 2004). These health worries often make consumers hesitate before grabbing a can. 
This chapter looks into Red Bull’s strategy using the Innovation Ambition Matrix and Customer Journey Mapping. The brand excels at experiential marketing, but it has issues with scattered digital efforts and a lack of personalization. The goal is to launch Red Bull Connect, a single digital platform that changes Red Bull from just a drink maker into a full lifestyle brand. This initiative aims to improve their weaknesses while taking advantage of their strengths.
[bookmark: _Toc986430042]4.2 Knowledge & Understanding: In-Depth Concepts and Insights Based on Evidence
[bookmark: _Toc1501025565]4.2.1 Advantages and Scientific Proof
Cognitive Boost 
Caffeine helps fight off tiredness, improves reaction times, and keeps you focused, especially when you haven’t slept much or are dealing with tough mental tasks (Smith, 2002; Graham, 2001). It does this by blocking adenosine receptors and increasing neurotransmitter activity. On the other hand, taurine acts as an antioxidant that supports brain stability, which leads to clearer thinking (Huxtable, 1992). When combined, these ingredients support the idea that Red Bull enhances performance. 
Physical Performance 
Caffeine is a well-known performance booster; it increases endurance and strength by helping your body use stored fat for energy (Spriet, 2014). Taurine helps reduce oxidative stress and aids in muscle recovery. Everyone reacts a little differently, but sugar provides quick energy for intense activities (Zhou et al., 2017).
4.2.2 Health Risks and Criticisms
Heart Health
 Caffeine and other stimulants can increase your blood pressure and heart rate for a short time. Drinking a lot, especially when mixed with alcohol or during workouts, raises the risk of heart palpitations or arrhythmias, particularly if you’re already at risk (Seifert et al., 2011). 
Other Issues 
The sugar level is a concern: it’s associated with obesity, poor dental health, and metabolic problems (Malik et al., 2010). Regular use of caffeine can interfere with sleep, and over time, you might develop a tolerance or even become dependent, facing withdrawal symptoms if you quit (Juliano and Griffiths, 2004). All these factors really influence how people decide whether to buy Red Bull. 


[bookmark: _Toc479876137]PART 1: STRATEGIC ANALYSIS
4.2.3 Innovation Ambition Matrix – Application to Red Bull
The Innovation Ambition Matrix focuses on dividing innovation into three categories: Core, Adjacent, and Transformational (Nagji and Tuff, 2012).
 1) Core Innovation: Maximizing Current Offerings This part is all about improving their existing products and markets. For example, think of Sugarfree, Zero, and Organic Red Bulls; these changes help the brand stay relevant with health trends while remaining true to their original promise (Alonso, 2024). This aligns with Ansoff’s Market Penetration strategy, which is about getting more value from what they already have (Ansoff, 1957). While it can be profitable, there are risks involved. Competitors like Monster can easily replicate these benefits, so Red Bull depends a lot on its branding. Their actions seem a bit reactive, responding to health issues as they arise rather than planning ahead (Malik et al., 2010).
 In summary: Core innovation helps Red Bull maintain its market share, but it’s not enough for long-term differentiation in a market that is increasingly focused on health.
 2) Adjacent Innovation: Expanding into Experiences and Media Red Bull really excels in this area—think about media, sports teams, and event management (Nagji and Tuff, 2012). They create value through experiences, not just the drink itself (Vargo and Lusch, 2004). By owning their events and media, they can control their narrative and foster a culture around the brand, making it harder for others to compete (Pine and Gilmore, 1998). However, as they grow, things can get complicated. It’s challenging to measure the returns from media, and too much diversification might take attention away from their main product (Markides and Williamson, 1994). 
Key point: Adjacent innovation is where Red Bull finds unique brand value, but they must be careful not to overextend themselves.
3) Transformational Innovation: Moving Towards a Platform-Based Ecosystem Transformational changes can alter everything, from products to business models. Red Bull has the opportunity to evolve into a lifestyle platform, but currently, they operate as a disjointed business (Van Alstyne et al., 2016). For instance, Red Bull TV is separate from their beverage sales and user information. The true success would come from merging these resources to connect how consumers engage with products, interact with content, and foster community. Utilizing network effects and smart analytics could enhance personalization (Katz and Shapiro, 1985; Davenport and Harris, 2007). However, as it stands now, the lack of integration in their digital capabilities is a barrier (Chaffey and Ellis-Chadwick, 2019). 
In summary: Transformational innovation is a significant opportunity, but it requires major changes, particularly in how Red Bull integrates its digital efforts.
4.3 Customer Journey Mapping – Application to Red B
When we examine each phase 
1. Awareness
2. Consideration
3.  Purchase
4.  Consumption
5.  Loyalty
You can see distinct strengths and weaknesses (Court et al., 2009). This analysis mainly targets individuals aged 18 to 35, who are driven by energy and a desire for identity (Ajzen, 1991). 
4.3.1 Stage-by-Stage Analysis
· Awareness: Red Bull is known for its exciting events, but they could make their message feel more personal (Lemon and Verhoef, 2016).
·  Consideration: While people trust the brand, they still have concerns about health and how transparent the company is (Malik et al., 2010).
·  Purchase: Red Bull is found everywhere, but buying it feels more like a simple transaction rather than building a relationship there’s no real connection. 
· Consumption: After opening a can, engagement tends to drop. This is a missed opportunity to enhance the experience (Rosenbaum et al., 2017).
·  Loyalty: People consistently buy Red Bull, but there isn’t a clear way to reward or support loyalty across different channels (Chaffey and Ellis-Chadwick, 2019).

4.3.2 Pain and Gain Points
Pain Points:
·  People are concerned about unhealthy ingredients and often lack sufficient information (Seifert et al., 2011).
·  Communication seems to be generic and not personalized for individuals (Kotler et al., 2017). 
· Experiences are divided between physical and digital platforms (Chaffey and Ellis-Chadwick, 2019). 
· There is minimal engagement after the product has been used.
 Gain Points:
·  Red Bull fosters a strong emotional connection and a sense of identity (Effy Pafitis, 2020). 
· The community built through live events is very impactful (Jain, 2023).
·  They consistently provide excitement and high performance (Alonso, 2024).
4.3.3 Platform Ecosystem & Network Effects
Red Bull Connect combines product interaction, media, community, and commerce all in one spot. The more people engage with it, the better it becomes more data leads to smarter personalization and improved retention due to network effects (Evans and Schmalensee, 2016; Mayer-Schönberger and Cukier, 2013).
 4.3.4 Design Thinking & Innovation Insights 
This project applies Design Thinking: it begins by figuring out what users really want, like reassurance, connection, and recognition (Brown, 2008). The main issues are fragmentation and health anxiety. The solutions include smart packaging and digital dashboards, which are prototyped and improved to ensure the experience is focused on people, not just gadgets (Johansson-Sköldberg et al., 2013).



[bookmark: _Toc196958354]PART 2: STRATEGIC PROPOSAL AND ANALYSIS
4.4 Proposal: Red Bull Connect Digital Transformation Initiative
 So, what is Red Bull Connect? It’s a smooth digital platform that you can access through an app and a website. The aim is to bring together products, lifestyle content, community, and personal experiences into one complete ecosystem. Red Bull wants to shift from just selling products once to building ongoing, connected relationships (Van Alstyne et al., 2016).
·  Core Features: Consumption Profiling: Users can log when and where they drink Red Bull (like during gaming, studying, or sports), so the platform can customize future offerings just for them (Davenport and Ronanki, 2018).
·  Smart Packaging: Each can has a QR/NFC code that unlocks special content and connects the physical drink to the digital profile (Chaffey and Ellis-Chadwick, 2019). 
· Subscription & Smart Vending: With direct delivery and location-based purchases, getting a Red Bull becomes easy and frequent.
·  Content Hub: This is a single place for Red Bull Media House and community events, which helps boost daily engagement (Kumar, 2025).
·  Rewards System: You can earn points for purchases, scans, and activities that can be redeemed for unique experiences, which increases loyalty and makes switching brands harder (Reichheld, 2006).
·  Health Dashboard: It provides clear information about ingredients and your own consumption, addressing health concerns and positioning Red Bull as a responsible partner (Malik et al., 2010). 
· Event Integration: Digital check-ins and AR features at events keep the engagement alive and gather important data.
·  Analytics Engine: Centralized data drives evidence-based innovation and marketing (Davenport and Harris, 2007).

4.5 Updated Customer Journey
Red Bull Connect is about to transform the entire organization: 
1. Stronger Loyalty and Retention: With personalized rewards and a vibrant community, customers are more likely to stay loyal and care deeply about the brand. Being part of a group and enjoying benefits makes it harder to switch to a cheaper option. This boosts Customer Lifetime Value, which is the key indicator of long-term success. People are buying into a lifestyle, not just a random product (Reichheld, 2006).
2.  Richer Customer Insight: Red Bull can now track not just what people buy, but also when, why, and how they make those purchases. 
3.  Product Development: They can introduce new Flavors or merchandise based on actual usage rather than just guessing (Davenport and Harris, 2007).
4.  Marketing: They can create targeted campaigns, reduce wasted spending, and connect with each audience on a personal level (Kotler et al., 2017).
5.  Content: They can customize Red Bull Media House productions for specific groups, making them more relevant and enjoyable to watch.
6.  Event Planning: They can understand what fans want and where to find them, leading to more successful events and less wasted effort.
New Market Reach & Revenue:
·  Direct to Consumer Sales: By selling directly to fans through their platform, they can enjoy better profits and rely less on retail partners.
·  Subscription Models: Offering premium content or exclusive access can create a steady income and strengthen connections with customers. 
· Ethical Data Monetisation: Providing anonymous data insights to partners safely opens up another way to earn money (Mayer-Schönberger and Cukier, 2013).
·  Community & Brand Elevation: Red Bull Connect transforms the brand into more than just a beverage. It evolves into a vibrant, digital community focused on excitement and adventure, making customers a part of the ongoing Red Bull narrative (Pine and Gilmore, 1998).


 Operational Gains:
·  Lower Marketing Costs: Digital targeting is more efficient and cost-effective compared to traditional mass advertising (Chaffey and Ellis-Chadwick, 2019).
·  Simpler Event Management: A single platform can manage everything from planning to registration, attendance, and feedback.
·  Better Customer Support: The community hub acts as a self-help resource, allowing users to assist each other and reducing the need for staff.
·  Sustainability: Monitoring recycling efforts and communicating these initiatives helps build a responsible image and encourages users to participate.
 The upshot? Red Bull shifts from viewing itself merely as a beverage company to recognizing itself as a comprehensive digital lifestyle platform. Every department marketing, product, sales, events gains a clearer, unified understanding of the customer. This leads to better decisions, increased profits, and stronger relationships.
4.7 Measuring Impact & Success
Here’s how Red Bull will know Red Bull Connect is working
 Adoption Metrics 
1. Count downloads and installations. 
2. Track how many users set up full profiles. 
3. See what percentage scan QR/NFC codes on cans. 
4. Monitor subscription uptake.
 Engagement Metrics 
1. Measure monthly active users and session lengths.
2.  Track scans per user each month. 
3. Monitor challenges completed, leader board participation, and social shares. 
Purchase Metrics
1.  Check growth in variant sales linked to app activity.
2.  Repeat purchase rates and average order value for subscribers.
3.  Sum up digital revenue, subscriptions, premium content, partnerships.
 Loyalty Metrics
1.  Count points earned and redeemed.
2.  Monitor retention rates at 3, 6, and 12 months. 
3. Compare churn between app users and non-users. 
4. Net Promoter Score for app users (Reichheld, 2006). 
Brand Perception Metrics 
1. Survey for associations like “lifestyle brand.”
2.  Track social sentiment online.
3.  See if sales of premium variants rise.
 Innovation Metrics 
1. Count new products or features built using platform insights.
2.  Measure speed from idea to launch. 
3. Monitor adoption rates of innovations.
 Sustainability Metrics
1.  Participation in recycling tracking.
2.  Brand association with environmental values.

4.8 Measurement Methodology 
The way I measure things includes:
 Integrated Analytics: This means we have one system that keeps track of what people do online, linking their digital actions to sales. 
Continuous Testing: We do A/B tests on different features, messages, and ways to engage with customers to improve as we go along.
 Qualitative Research: We gather information through surveys, interviews, and feedback to understand the human side of things. 
Benchmarking: We look at how we compare to our competitors and the standards in the industry. 
Attribution Modelling: This is a detailed analysis that connects our online efforts to sales and branding, showing how we get a return on investment.
 4.9 Roadmap / Phasing
 To handle risks and grow step by step, we will deploy in phases:
 Phase 0 (Pilot): We will start by launching a basic platform and smart packaging in a few cities, gathering data and learning from it.
 Phase 1 (Rollout): We will expand our reach globally, introduce subscription and location services, and enhance our content. 
Phase 2 (Scale): We will introduce health and sustainability tools, complete analytics and customization, and partner with other companies. 
Phase 3 (Transform): We will add immersive experiences, create tiered memberships, and broaden our lifestyle offerings.
 4.10 Overall Strategic Assessment
Red Bull Connect marks a major change from being just a product-focused company to becoming a data-driven lifestyle ecosystem, which is crucial to keep up with increasing competition and the changing needs of consumers (Van Alstyne et al., 2016). In the past, Red Bull excelled in Adjacent Innovation and Service-Dominant Logic, creating a lot of value through unique experiences and a strong brand identity (Vargo and Lusch, 2004). But now, competitors are imitating this approach, and today's consumers want to be involved, see transparency, and have personalized experiences (Kotler et al., 2017). This new initiative brings in the much-needed Transformational Innovation, shifting the company from just organizing experiences to operating a platform (Nagji and Tuff, 2012).
 It tackles the issue of fragmentation by bringing together physical and digital interactions, using brand strengths to create structural advantages through network effects, where the value increases as more users join (Katz and Shapiro, 1985). Importantly, it turns health concerns into a positive aspect with the Health Dashboard, positioning Red Bull as a partner in performance instead of merely a drink supplier (Malik et al., 2010). 
The main challenges include finding the right balance between personalization and privacy, as well as keeping the brand's authenticity in a well-organized digital space. To succeed, the company needs to develop its skills in data and technology while still nurturing its creative culture (Teece, 2018). Although it requires financial investment, the returns will come from higher profit margins, improved customer retention, and new ways to earn money. In summary, this is a logical and necessary step in evolving the business model to maintain leadership and ensure future growth.
[bookmark: _Toc645729611]CHAPTER 5: Recommendations, Conclusion and Limitations of the Research

5.1 Recommendations 
Based on the review of Red Bull’s strategy, customer journey, and the suggested Red Bull Connect ecosystem, here are some clear recommendations to help shift from being a beverage maker to a digital lifestyle platform.
 Strategic Recommendations
 Focus on Transformational Innovation. Redirect your focus and investment from traditional marketing to establishing Red Bull Connect as the central hub for engagement. Transition from a product-centric approach to a platform model, where value is derived from connections and data (Van Alstyne et al., 2016). Every new product, event, or content should be integrated into the ecosystem to ensure a consistent experience. 
Reframe the Brand Narrative. Update the messaging from just excitement to responsible performance. Directly address health concerns by promoting transparency and tools like the Health Dashboard, transforming risks into trust-building assets (Malik et al., 2010; Seifert et al., 2011). Position Red Bull as a partner in balanced performance, not merely as an energy source.
 Personalize with Privacy. Utilize data to provide relevant experiences, but only through a clear value for data exchange. Ensure compliance with privacy laws and empower users with control. This approach fosters loyalty while respecting personal boundaries (Davenport and Harris, 2007).
Operational Suggestions 
Establish a Digital & Data Division that focuses on creating and managing the platform using agile techniques. Merge data skills with Red Bull’s creative spirit to make sure that technology supports the brand identity instead of taking its place (Teece, 2018).
 Implement Smart Packaging Worldwide
 Introduce QR/NFC codes on all products to connect physical use with digital interaction. Revise supply chains and operations to consider every can as a point of contact, allowing for tracking and engagement from the factory to the consumer (Chaffey and Ellis-Chadwick, 2019). 
Revise KPIs 
Change the way we measure success from just volume and reach to include engagement, retention, lifetime value, and net promoter score. Monitor the value of the ecosystem along with product revenue to better represent the new business model.
Functional Suggestions 
· Marketing: Shift from just sending out messages to creating interactive, personalized content and building a community (Vargo and Lusch, 2004). 
· Product Development: Utilize user data and feedback to collaboratively create products, making sure they are relevant to the market (Ansoff, 1957). 
· Sustainability: Incorporate eco-tracking and rewards into the app to encourage users to engage actively in responsible practices.
5.2 Conclusion
Red Bull has achieved its success through strong brand identity and experiential marketing, but these strengths alone aren't enough anymore. An analysis using the Innovation Ambition Matrix and Customer Journey Mapping showed important gaps in digital integration, personalization, and health transparency. The new Red Bull Connect initiative aims to tackle these problems, changing the company from just a beverage maker into a complete lifestyle ecosystem. Based on platform theory and design thinking, it turns challenges into strengths by using data, community, and transparency. Strategically, it moves the competition focus from products to engagement and network effects, where Red Bull has a clear advantage. This change separates the brand's future from the beverage industry, ensuring it leads in a market that prioritizes digital and health awareness. By blending physical and digital experiences, Red Bull makes sure its promise of “Gives You Wings” stays strong and relevant. This initiative is more than just an upgrade; it’s a crucial step to maintain growth, enhance loyalty, and shape the brand's future.  
5.3 Research Limitations 
1. Data Sources: The analysis uses information that is publicly accessible. 
2. Market Focus: My attention is on established Western markets, so the results might need to be changed for developing areas that have different behaviors and rules.
3.  Brand Uniqueness: Red Bull has a strong culture and unique features that make its strategy really different. 
4. Predictive Nature: The recommendations are based on current trends, and how successful they are will depend on future acceptance, regulations, and competition, which can be unpredictable. 
5. Scientific & Legal Context: The health and regulatory environments change quickly, so my advice assumes that compliance will keep going and that new evidence will be updated. 
6. Methodology: I focused solely on qualitative analysis, meaning I didn’t carry out extensive consumer surveys or quantitative studies to assess demand or preferences for features.
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