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Red Bull was founded in Austria in 1987 as an energy drink company. Sport, tricks, and music are the trademarks of the group. Branding is intended for trendy kids, even though it has begun as a popular liqueur to working people in Thailand. It organizes fundraising sporting activities such as "Wings for Run" to raise donations for patients with spinal injury. Thousands of people participate each year in this charity event. The report focuses on Red Bull’s business strategies, stakeholder relationships, and employees’ training on multiculturalism. The report starts with a small description of the Red Bull company. Then proceeds explaining the concept of social business and its benefits to both societies and business, the company’s stakeholder and Red Bull’s relationship with them, how the company engages with their stakeholders, how the company uses social media platforms to attract customers, different eras of the company, their organized different events, how the company trains its employees in understanding different socio-cultural aspects, and external factors that help in building Red Bull’s relationship with its networks. It is a comprehensive report from which a reader can get good knowledge about the Red Bull energy drink company. 


[bookmark: _Toc70090945]Explaining Social Businesses and Its Benefits to Society
A social business offers their products and services to its customers and earn profit. But their goal is not just to make a profit. Rather, they believe in improving society by providing some unique products or services that will lead the society, where it belongs, to a greater good. There are many social businesses around the world (Yunus et al, 2010). Or, some businesses invest a portion of their earned profit in their Corporate Social Responsibility (CSR) program. 
Red Bull has developed a brand slogan as “Red Bull gives you wings.” By this, they mean to give their consumers energy that will lift them to work more or better. They organize several events and sports programs like ‘Wings for Life’, ‘Wings for Run’ (Redbull.com, 2021). By organizing these events, they collect charities or donations from participants and sponsors and donate them to those who have spinal injuries. They are extremely charitable. They sell their drinks product and a portion of the earned profit they donate for social reasons. 
There are many benefits of doing such a social business- both from consumers’ perspective and businesses’ perspective. Social business grows a good interaction and understanding between consumers and businesses. Businesses gain consumers’ trust and position in their minds by doing business in a way that changes society in a better way. Social business benefits many of its stakeholders including employees. Employees feel connected and empowered. Such empowerment encourages them to develop their skills through external and internal social tools. Besides that, social business improves the relationship with customers. That is why doing social business is necessary as it increases brand loyalty, increases interaction between business and customer, and creates a strong position both in the market and in customer’s minds. As many parties work collectively, it improves marketing strategy. Moreover, social business unites people more effectively. It increases communication among different stakeholders which improves their regular business operations. 


[bookmark: _Toc70090946]Red Bull’s Relationship with Stakeholders and Their Engagement Strategies Through Social Media
Unlike many other businesses, Red Bull approaches and engages with its stakeholders; especially with customers through sports, stunts, and music. However, like many other businesses, it has both internal and external stakeholders. However, the Red Bull company holds a strong relationship with all of its stakeholders through its unique stakeholder relationship management strategies. Red Bull has the highest market share in the worldwide industry of drinks. Red Bull company has both strong and weak suppliers as their stakeholders. So, the company can balance quite easily. Like Glaxo Smithkline company is a strong supplier of the company. They supply Glucurnopolacton inputs (Dudovskiy, 2012). On the other hand, there is some ingredient supplier who is small and is dominated by Red Bull company. Customers are one of the main stakeholders of the company. They attract young customers who are sporty. They arrange several sports events where young people participate. By the “Red Bull Gives You Wings” motto, they mean providing working energy to its customers.
However, the company is well-known for its social media marketing. They focus on sports, lifestyle, and music-related content across social media and other traditional media. A similar case goes for Red Bull’s Music Academy which is run by young emerging music artists. The social content of Red Bull is also fueled by its athletes' collaborations (Rauschnabel et al, 2012). Red Bull engages with its customers by video content making. The company’s main YouTube channel has about 10 million subscribers. And there are more than 4 million subscribers to their different small YouTube channels. They also use Instagram, Facebook, Twitter, and other social platform using which they engage with customers. 
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Dietrich Mateschitz is the world acclaimed Red Bull drink inventor, descriptor, and introducer. In Hong Kong, everything began when Mateschitz was tasting a renowned native health liqueur on the local bar in 1982. He had an ambition of merchandising an Asian beverage in the European societies as he was sipping. Together with a Thai company man named Chaleo Yoovidhya, Mateschitz from Austria produced this item around two years ago. In conjunction with the item, they tinkered and made the syrup of the brand sugary. Canned in a silver and blue bottle, two red bulls are showing one another head-to-head, thus the Red Bull company. However, they have always branded their product and the company based on sports, stunts, and music. They have been organizing several sports events which are their marketing strategy. Some of their significant events of history are presented below (Redbull.com, 2021)-
1987: The company introduced its product with groundbreaking success. 
1988: First ever Red Bull organized an event
1989: An athlete named Berger became Red Bull’s first-ever athlete
1995: The company made its F1 debut 
1997: Red Bull for the first time launched its product in the United States
1998: Red Bull established its very own Red Bull Music Academy
2001: The energy drink company sold its billionth can and organized several sports events for the first time
2003: Red Bull introduced a sugar-free can for diabetes patients and diet-conscious athletes
2004: Red Bull founded ‘Wings for Life’ charity for spinal injury patients
2006: Red Bull organized the first Paper Wings World Final
2008: Red Bull launched first simple cola
2014: The company launches its summer edition
2017: Young bulls wins European Championship
2020: Kai Lenny rose to new heights at Nazarè
Red Bull require their employees to have innovative ideas, brainstorming capabilities, abilities to work under pressure, and multi-tasking capabilities (Daly et al, 2016). Moreover, their employees need to have excellent communication skills, negotiation skills, and good marketing knowledge. They also need to know and be aware of different marketing strategies; especially Red Bull’s sports-based marketing strategy. As Red Bull is very much a social media-based marketer, employees need to have a good hand on using social media platforms. These knowledge and skills make Red Bull’s employees effective, productive, and efficient. 
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The company is famous for its marketing on social media. They focus on social media and other mass media on sports, lifestyle, and content related to music. There are about 10 million subscribers on the company's main YouTube channel. And four million subscribers are available to their various little YouTube channels. You use Instagram and other social platforms that you interact with customers, including Facebook and Twitter. For charitable causes, Red Bull uses social media platforms as well. For example, they organize an event called ‘Wings for Run’. Thousands of runners and other athletes participating in the event. The company collects charity and donates collected money for the operation of spinal injury patients (Brasel and Gips, 2011). They do it through advertising or promoting on the social media platform. Thousands of participants participate in this event. Red Bull earns billions of dollars from this single event. 
Red Bull company’s employees need excellent know-how in communication, negotiation, and marketing. It must also be aware of and aware of various marketing strategies, in particular Red Bull's marketing strategy for sports (Gorse et al, 2010). As Red Bull is a marketer based on social media, employees must use social media platforms. Red Bull staff are made efficient, productive, and efficient by these skills and knowledge. 
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Red Bull company has customers worldwide. So, its employees need to communicate with various customers from different nations or regions or of a different culture. That is why these employees are needed to be trained properly about the strategies of communicating with customers and other stakeholders of the company and doing their stuff in a different socio-cultural environment (Fischer, 2011).
Furthermore, the following pieces of training are provided to develop employees’ behaviors and management ability in different socio-cultural situations (Mets et al, 2011).
Firstly, Red Bull provides the training to deal with different cross-cultural challenges. The methodologies, tools, processes, and policies used in multiple regions are emphasized in this training program. The employees are made informed of this stuff and can be used in better performance.
Secondly, they give the training to deal and cope up with a diversified workforce. Managers provide skills to comply with employees from different cultures to raise the consciousness of societal aspects, principles, and conduct. The personnel managerial unit handles the individuals and they are particularly helpful in this coaching.
Lastly, employees give training in particular regions or countries. If a firm has business in a certain nation, the tradition of that nation only needs to be known. Workshops must only be carried out to raise understanding of that nation's values. 
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In training, a forward-looking approach is very much necessary as it prepares employees to understand the situation that they may have to face in the future time and deal with it efficiently and effectively (Forgatch et al, 2013). Employees of a multinational company need to work in different regions and need to communicate and negotiate with different people of different social values and cultures. In this case, they need to have prior knowledge about that particular region’s or nation’s culture and social values where they are working so that they can easily communicate and negotiate. A socioeconomic labor pool diversity has become the reality for small and large enterprises in today's digital and transnational world. The development and implementation of new goods, offerings, and business procedures can be driven by varied and integrated staff. Making investments in a variety of workers leads to increased socioeconomic success, greater sensitivity, and conformity with the legislation. To better gain a wide range of employees, inclusion needs to be promoted and assessed at the micro-level. Multicultural communities provide many benefits, which include increased adaptivity and greater capacity for creativity, as the experience of various business models enhances the capacity of a wider variety of services and cultural consumer support. But creative thinking and innovative thinking capacity do not automatically lead to better results even in a diverse workforce. 
Red Bull company invests millions of dollars for providing training to its employees a forward-looking training on multiculturalism as it has a very diverse workforce and operates its business worldwide. By providing such training, it is benefited helped it to hold the largest market share in the energy drinks industry. 
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Various factors have a significant effect on the community services of Red Bull, which must be given due consideration. Red Bull is first of all of the political considerations. In particular, the government develops consumer and commodity standards policies and supervises the function of the various agencies. Political policies may also affect the work of Red Bull in that region (Chen, 2010). Secondly, demographic aspects are critical and Red Bull still gives priority to young demographic countries. It is intended to boost youth's and athlete's lifestyles.  Thirdly, societal influences are important and Red Bull's long-term behaviors must be recognized by the community and citizens. As such, from the perspective of indigenous peoples, the mechanism must be viewed. Finally, technological factors can lead to variations in the operations of Red Bull. The various programs of the organization rely on this. The organization has recently undertaken initiatives to promote charity programs and make extensive use of technology (Vartiak, 2016).

[bookmark: _Toc70090952]Conclusion and Recommendations
Red Bull company is one of the largest energy drink companies in the world. It is a multinational company. Even if it is like other traditional businesses, it also contributes to society’s improvements by organizing charity events. From organizing such a social program, the company eventually enjoys many benefits that traditional businesses cannot enjoy. However, as it is a multinational company, the company needs to train its employees and provide knowledge about different socio-cultural aspects and social values. However, the following recommendations can be followed by the company-
· The company must organize charity programs for other injury patients like cardiac patients.
· The company must bring drinks targeting kids to make their future potential and loyal customer. 
· The company must analyze more about their external factors and take necessary steps to overcome business and stakeholder relationship problems.
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