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INTRODUCTION.
Red Bull's marketing strategy makes around:
- a unique product: the taste of the drink is different from the others, it also has a practical aspect, due to the energizing factor.
it is easy to get hold of it because you can find it both wholesale and retail.
It employs a premium pricing strategy, that is, the price of the product is higher than that of competing products, but Its purchasers will still buy Red Bull for its quality and famous brand thanks to its promotional strategies. Nothing less is one of the best-selling drinks in the world.
Red bull promotional campaigns are extraordinarily revolutionary and use the, irreverent slogan "gives you wings!", Which defines going beyond one's abilities and exceeding them, helping people to be more motivated to achieve their targets. and wishes.
Red bull uses a strategy called "below the line promotions". Which differs from other companies because it creates its own events without using the traditional way of sponsoring products. The annual Red Bull Air Race and Red Bull X-Fighters summon the best FMX riders to exhibit extraordinary stunts in front of shows that make. These events build and define brand value and generate attraction and interest in the audience.
A decisive element of Red Bull's strategy promotion is to establish real relationship with the sportsmen it sponsors, supporting them to face themselves and achieve new goals to excel. For example, Robbie Maddison, an Australian motorbike stuntman, was pushed, motivated by Red Bull to perform his lifelong dream, the back flip on his motorcycle on London's Tower Bridge. Thanks to these events, Red Bull can relate more closely to customers. Red Bull events provide shows that thrill, surprise, and challenge both attendees and spectators.
Expensive acquisitions, such as owning a formula one team, or football clubs, are not the spearhead of Red Bull advertising campaigns but minor ones, as local events are the ones that are usually given the most importance. Because it is certain that the activities of the place create greater interest through a wide media coverage. These promotions are directed with the practice of the annual activity plan on the three-year vision of promotional work, or rather Red Bull engages its consumers with word of mouth.
This strategy is called pull marketing, it implies the use of the diffusion of a positive image, which is transmitted from person to person through interpersonal communication, i.e. consumers recommend the product to other consumers, then the word is passed on.
This means that, through customer satisfaction, you can get free advertising.
 The creator of red bull, in the 80s involved a team of his own to go and talk to people one by one about the product, like a door to door job. He thus spread interest in the product, obtaining approval and appreciation, from the population, forming his supporters of the brand, who shared opinions with family members, friends, people around them creating a chain effect, or a network.
Continue to use this strategy for promotion through innovative initiatives such as:
- Red Bull Wings Team.
- Student Brand Manager Program.
- Red Bull Bedroom Jam.
- Red Bull Reporter.
However, social media is still the focus of the red bull campaign, using it as a direct means of communication aimed at its favourite audience, young people.

The marketing strategy of the red bulls is based on continuous growth by modifying certain elements based on the market context and technology. This nurtures his connection with young people and maintains his prominent position. With consumer expectations rising, Red Bull continues to progress and change continuously.
















MODEL OF COMMUNICATION IN REDBULL.
Everyone communicates, whoever does it, at every single moment of his life. But what does communication really mean? What does "communicate" mean? can you communicate even when you do not talk? What is its importance at the social level, but fundamentally in a company?
Communication is any process in which messages can be exchanged, through a channel and a code, between two different systems.
Communication can also be described as an exchange of information through one or more languages (verbal, gestural, musical, etc.) between a sender and a recipient, or more.
[image: ]As seen above Shannon-Weaver's communication model, so formed:
Sender: select the message you want to send.
Encoder: messages is transformed into signal.
Decoder: signal reception area that encodes signals into messages.
A reverse coding processes.
Recipient: the person who receives the message
Noise: The messages are passed from the encoder to the decoder via the channel. Through this procedure, messages can be diverted or influenced by physical noises, or transcribed signals that affect the communication flow, or the receiver may not intercept the correct message.




HOW IMC WORKS IN REDBULL.
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Integrated Marketing Communication (IMC) regulates the marketing industry that from a multi-function approach ends up in an interactive approach. IMC brings together the various data and marketing channels, starting with digital up to social media., to public relations, to direct mail - and binds them into a single message of trust.
integrated marketing creates a unified experience through its method, which allows consumers to relate to the brand and / or the company.
It combines all the communicative aspects of marketing, such as:
-advertising.
- sales promotion.
-public relations.
- direct marketing.
-social media.
They are founded in a single force to work together. It is a process developed to ensure that all messaging and communication strategies comply on all channels and metabolized on the customer.

When Red Bull was created, energy drinks did not yet exist, and traditional advertising was awfully expensive.
So Red Bull took advantage of it and started using different strategies.
It simply addressed her target audience, directly (18-35-year-old males) by going to university parties, libraries, cafes, bars and other places to advertise outside.
Bringing free samples to his audience, he put the product directly in the hands of the consumer.
Using the word of mouth of its, broadcast the word about his product for free.
At the moment, it still uses a remarkably analogous strategy: Red Bull is present wherever its audience is located.

Whether it's promoting a musical event or developing world-class cultural entertainment, Red Bull will be there.
Red Bull focuses primarily on three effective strategies to attract its target audience:
Publishing sensational content: Content created by the Red Bull marketing team is on par with the main media from which the public might request content.
Colossal publicity stunts: Red Bull takes the slogan "Go Big or Go Home" to the next level using spectacular stunts that make everyone freeze and watch what happens
Advertising or designing events: Red Bull has exposed its marketing knowledge through the use of its product associating it with scenes that its audience likes to see and creating events for the public.
Moreover, Red Bull’s has, three strategy that realize well.
First, it handles matters relating to its audience. Extreme sports, concerts and music festivals are just a few of the many elements featured on the Red Bull website.
Secondly, it is his ability to market the brand, but it does not focus on his product. Its promotion focuses on customer satisfaction and not on the energy drink.
thirdly, interactive, intelligent, and user-focused sites, at the same professional level as multimedia sites created for this very reason

So Red Bull shows up in places where it knows its consumer audience will be.
Let us say, for example, Coachella. It consists of a grandiose musical event, located in the desert for two weekends in a row. In this festival, the withered want to dance non-stop and not stop for a second, in fact this is where Red Bull comes in, offering the energy drink to the tired, and then advertising it.



HOW REDBULL EXECUTES ITS MARKETING STRATEGIES.
Red bull's strength is to stay true to its brand and values
- Red Bull's advertising strategy is centred on "Red Bull gives you wings", It focuses on this, that their energy drink, of fact gives enough energy to allow people to do more. In fact, it focuses on promoting high-action sports.
-Linear visual customization.
Successful visual branding.
-Concept of a range of impactful content.
The themes in which Red Bull works range are, the interest of its consumers to extreme sports, festivals, therefore a hectic lifestyle where its drink can only accompany.
-Use promotion themes that audiences love around what their audience loves.
They focus on the activities to which the public will go and consume their products. They also promote where it will be most visible, where consumers will see it clearly. 
It also posts a large amount of material on his website, which, strangely enough, does not mention his flagship product, the drink.
It also has a magazine, "the red bulletin" that prints at least 2.2million copies a month.
-Use of traditional media in an innovative way.
His advertising is also broadcast on TV.
But Red bull broadcasts his crazy sports feats on online channels like YouTube.
It also takes place in the musical environment. As well as sponsoring various music festivals, Red Bull also owns its own record label, recording studio, music academy, publishing group and online station.
-Use of social media, extending and promoting the brand also on the internet.
For example, his Facebook page shares artistic videos mixed with visually appealing images, music made by his own record label that draws viewers to the extreme sports and events he is passionate about.
Red Bull can churn out innovative posts, which involve the public, and make it helpless, that is, they capture it to the point of wanting to watch until the end.
-Event Promotion, such as:
Advertising stunts.
Events created by Red Bull personally.
Sponsorship.
Red Bull has its Own Air Force team, which invents new impact aerial stunts.  
Then there are their events, such as:
-Red Bull Crashed Ice  
-Red Bull Queen of the Bay 
-GP, F1
-basketball
-mountain running
-Porsche Sidcup
Finally, there are sponsorships. From the Electric Daisy Carnival in Las Vegas to Coachella, Red Bull is involved in everything. Is this a brilliant move by the company because who participates in all these events? The audience you want to address.
Red Bull's strategy works so well because before concentrating on its product, which it puts in second place, it focuses on what the public likes, it focuses on what can attract and amaze them, which is why it focuses on promotion of spec Finally, he uses all his efforts to create value in their brand by linking all their actions to his slogan "Red Bull gives you wings".
















BRAND EQUITY AND BRANDING, DEFINITIONS AND HOW IS IN RED BULL.
Brand equity.
The value of the brand defines the reward value that a company compares to a product with a famous brand compared to a generic equivalent. Companies share their assets in their products when they raise them, increasing quality. Mass marketing campaigns also help improve brand equity.
When a company has a positive net brand value, customers are willing to spend a higher amount on the products they care about, even if they may have the same product for a much lower price. Customers, after all, pay an award when they trust that brand, love it and it pleases them. Since the brand's stock company has no higher costs to its competitors to produce the product and put it on the market, the price difference goes to the margin. The company's stock brand allows you to make a higher profit on each sale.
Branding.
Branding is one of the fundamental elements of every company, large, small, or retail. A functional brand strategy gives you a significant detachment in increasingly competitive markets.
the brand is the promise that you make to the consumer. Tell them what they will have from your products and services and what to expect from your products and services and what sets them apart from your opponents. The brand reveals who the company is, who wants to become, where it wants to go, and how it wants people to see it.
the core of a company's brand is the logo. Elements such as the website, packaging and promotional materials must all be integrated with the logo to increase brand awareness.
Brand Strategy & Equity.
The brand strategy is how, what, where, when and to whom you intend to get in and then deliver the brand's messages. Where it promotes is a key part of the brand's strategy. Distribution channels are also key elements of the brand strategy. And what is transmitted both verbally and visually is also intrinsic in the brand's strategy.
The added value inherent in brand fairness often comes in the form of perceived quality or emotional attachment. For example, Red Bull collaborates, through its products with its products with crazy sportsmen, hoping that consumers will show the need for the sportsman to consume the drink, to continue his race, or to start it.
Defining Your Brand.
Determining his brand is like a kind of "inner reading." It can be complicated, time-consuming, and difficult. Requires, at a minimum, that you answer the following questions:
What is the purpose of your company?
What are the privileges and peculiarities of its products or services?
What do your customers and potential customers already think about your company?
What qualities do you want associated with your company?
WHAT THE REDBULL SHOULD IMPROVE, WHAT STRATEGIES SHOULD MAKE.
Red Bull can always use the creation of new sports, and events. He can continue to go his own way, because his success is truly remarkable all over the world.
It can improve the healthiness of its products, as it is known that in some countries it has been banned due to its unhealthy ingredients.
In addition, he could try to market other energizing products, such as bars, shapes, replacement meals that many athletes, or super busy people would gladly use.
The last thing that Red Bull could adopt is to associate with some brands of other types of drinks, such as spirits, and create something innovative, or in sweets? As we are all used to the uniqueness of Red Bull, and why not? it might surprise us once again.






















	KELLER BRAND EQUITY MODEL.

[image: ]
Keller defines the strategy useful for producing brand associations: "creating strong, indispensable and unique bonds to the brand in the memory". There are two elements to make the brand association strong:
-personal importance.
-Compliance in its presentation over time.
Keller says personal experiences are strong associations and benefit the brand. Red Bull's market entry strategy is to "expose" itself in places such as shops, clubs, bars, and shops, producing a positive direct experience with the brand. After word of mouth has worked, and the product is "chatted", it strengthens its distribution to nearby areas at strategic points. The theory behind the production of these associations suggests that by creating these beneficial connections between brand, knowledge and division, many more consumers will be led to decide one specific brand over another. At its most radical, these brand / category associations are proven in the google search system.


Brand Loyalty. 
In Keller's description of brand value, resilient brands achieve a greater return on their marketing investment by providing brand loyalty that levels future cash flows and minimizes customer acquisition costs as a percentage to the total marketing spend.
Red Bull, in its advertising campaigns, unites the brand to extreme sports, adventurous personalities and pop culture events, emitting a meaningful relationship with its consumers and consolidating a two-way link between culture and commerce. This gives them the opportunity to create loyalty among their target groups, which have become the most important element of their success.
Brand awareness.
the key elements:
-Recognition
-Recall
To increase brand recall, Keller recommends using a slogan or jingle that can determine memory links that affect recall. For example, Red Bulls in its advertising campaigns uses the creation of unusual animated, comic strip short films ending with the slogan "Red Bull gives you the wiiings".
Norbert Kraihamer, director of sales and marketing for Red Bull, identified 5 categories of users considered essential to spread the understanding of Red Bull:
- students
-drivers
-night clubs
-business men
- athletes.
The places where this kind of consumers make the most purchases have been identified, and these places have therefore been bombarded with advertising stunts. Norbert Kraihamer said that the most functional strategy is to be able to gain customer loyalty, so as to give them the belief in the functionality of the product. If they try the product, and experiment on themselves it keeps them awake, in a good mood, focused and alert. , they will consume it, and therefore they will buy more and more.










CUSTOMER JOURNEY AND CUSTOMER TOUCHPOINTS.
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Customer Journey.
The customer journey describes the way forward and all the points of contact between a consumer and a brand, a product or a service and considers, in addition to moments of direct interaction between customer and company, also indirect contacts, such as the opinions of third parts.
Customer touchpoints.
Customer touchpoints are where customers relate to your brand, product, service, etc. Designing an understanding of each touchpoint implies that you can develop a better user and customer experience.
The customer touchpoints in Red Bull are:
- sponsorship through events created for the public.
- sponsorship face to face with the public.
- sponsorship using the media.
By building a true relationship with its customers, introducing over time purchasing choices, interactions, different forms of collaboration and involvement with the Red Bull brand. That is, using an engagement model.

Red Bull has a clear promotion path, a strong and decisive advertising campaign, where it emphasizes all the points of promotion.
[image: ]


Red Bull. the No. 1 energy drink company in the US leveraged an unbranded or "category" search community to refine its knowledge of the market and its buyers. Being leaders in the sector, they attempt to acquire objective information on current tastes, attitudes, and trends in the consumer market. Aware that the iconic status of the Red Bull brand can make it difficult to steal unbiased information, Red Bull has fostered a collective of unknown "categories" used to steal the fairest possible information from retail partners and internally from sales and sales teams. marketing.
To make the company work well, it is also particularly important to be clear with consumers, through digital media, for example, when the logo was changed, e-mail communication was used. Consumers were updated in detail and were invited to join the new logo visibly. The whole process has been previously studied and the best way to make the communication choice has been identified.
Four months after communicating the change of their brand to the community, Red Bull decided to increase transparency with its customers, proving to be the best decision. Despite the first doubts, the community of insights continued to provide objective and actionable information. In addition, there has been more involvement in every project developed by Red Bull for The Members' Hub, which has given Red Bull the opportunity to have daily feedback from its consumers, and it is satisfied with its work in relation to the public.
As consumers demand tougher data privacy rights more frequently, other regulations such as CCPA and GDPR are getting closer. But for companies like Red Bull that focus on the choices behind legislation and want to put transparency with customers first, they will always respond early on the curve and ride the wave of data privacy with unprecedented access, and on their side. loyal, satisfied and satisfied customers.


















CONCLUSION
Red Bull has grown considerably over the past 26 years. She started from an empty market, building it herself from the beginning, this sector, to date, with a different market saturated with competitors. Innovative marketing techniques gave Red Bull space and attention, along with controversial ingredients, ensured that the drink was "pungent" and could very well sell on its own. His way of advertising indirectly enchanted his audience of consumers, while the sponsorship of sports and extreme events was instrumental, not only in promoting the drink, but also in making it a "lifestyle", always present in the homes of the his audience. Finally, Red Bull entered a new market for the "health conscious consumer". It has evolved into a new world, a new company attentive to what its "inserts" into its body, which reads the ingredients and constantly inquiries about what benefits its body and mind. Red Bull is also defining new plans for developments, new events, new festivals only as she knows how to do, to stay on trend.
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