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History and Short Introduction of Red Bull GmbH
[bookmark: _Hlk49108201][bookmark: _Hlk49108525]   Inspired by functional drinks from the Far East, Dietrich Mateschitz founded Red Bull in the mid-1980s. He developed not only a new product but also a unique marketing concept and launched Red Bull Energy Drink in Austria on April 1, 1987. A completely new product category was born – energy drinks. (Red Bull Website)
   The first ever Red bull event held “Red Bull Dolomitenmann” 1988. The event was an extreme relay races featuring four merciless physical tests – running up a mountain, flying through the air, battling uphill on two wheels and braving the rapids on water. The event features around 100 four-man teams who all include a mountain runner, a paraglider, a mountain biker and whitewater kayaker to tackle each section of a brutal challenge that can last between four and, well, seemingly endless hours depending on their skill, fortitude and heart. (Red Bull Website)
   For nearly 3 years, from 1984 to 1987, Dietrich Mateschitz worked on the formula for Red Bull, the positioning of the brand, the packaging and the marketing concept.  (Red Bull Website)
In 2019, 7.5 billion cans of Red Bull were sold worldwide. This represents an increase of 10.4% compared to the already successful year 2018. Group sales grew by 9.5% from 5.541 billion euros to 6.067 billion euros.  (Red Bull Website)
   Sales quantity, turnover, productivity and operating profit were further increased and represent record figures in the history of the company. The main reasons for these positive figures are the exceptional sales development in the Red Bull markets and consistent cost management and the continuation of corresponding brand investments. (Red Bull Website)
   Company growth and investment plans for the 2020 financial year are also very ambitious, providing for a continuation of the positive development to date and – as it is customary at Red Bull – being financed from operating cash flow.  (Red Bull Website)



Organizational Structure 
   Red Bull GmbH is a privately held company who operates worldwide in over 171 countries selling more than 7.5 billion cans annually and growing. The company use an aggressive sale strategy, viral marketing and social media channels . The company give free products on university, campus, music festivals and different contests. This type of viral marketing helped the product to spread very fast among youth. Along the time Red Bull GmbH have sponsored extreme sports, football teams, festivals and contests of all king, thing who helped the company to reach a diversity of consumers, especially the youth. (Red Bull You Tube)
 The company has nearly 15.000 employees who are all hired regionally. Regional managers are trained at regional centres with performance teams from headquarter in Austria being sent to assess them. (Red Bull Jobs)
   The organisational structure type in Red Bull company is a hierarchical structure with one Chief Executive as Dietrich Mateschitz a co-founder of the company. 
   Advantages of hierarchical structure:
· authority and responsibility are clear and well defined
· employees can specialise and develop expertise in their field
· opportunities for promotion motivates employees.
   Disadvantages of hierarchical structure: 
·  communication between different departments may be less effective
·  bureaucracy can slow down decision making
·  it may be more difficult for the business to adapt and change
·  there could be rivalry between departments leading to decisions that
 benefit one team (instead of the organisation as a whole).
   Red Bull company have a centralized decision making.
   Red Bull company have a functional structure wich is one of the most common types of organisational structure in business, especially in larger companies, where groups of employees are organised according to the function they perform.

       Advantages of functional structure: 
·  specialisation - departments focus on one area of work
·  productivity - specialism means that staff are skilled in the tasks they do
·  accountability - there are clear lines of management
·  clarity - employees understand their own and others' roles.
   Disadvantages of functional structure: 
·  closed communication could lead to lack of focus
·  departments can become resistant to change
·  coordination may take too long
·  gap between top and bottom.
   Initially, the company produce and sell just one product - Red Bull energy drink, but with new companies entrance on the growing market - with a value of more than 53 billion on 2018 according to Fontinelle (2020) – Red bull has to diversify its product to keep his 1 place on market. Nowadays Red Bull variety of products:
· Red Bull original - It is a energy drink that has been scientifically proven to revitalize the mind and body. The product is to be used by customers to clear and focus their mind, sustain the physically performances.
· Red Bull sugar-free – is the original product but just with 5 calories.
· Red Bull total zero – promise to have same taste as original but with 0 calories.
· Red Bull Editions – come in different fruits flavours (cranberry, blueberry, tropical, zero-calorie orange, and zero-calorie cherry).
· Red Bull Energy Shots – it is a concentrated version of Red Bull energy drink; the can is 5 times smaller but promise to provide the same energy as normal Red Bull energy drink. The product do not need to be chilled. The product was developed for people who do not have time to stop and want to perform at maximum.
· Red Bull Organics 100% natural come in 5 different flavours : Simply Cola, Ginger ale, Tonic Water, Bitter Lemon and Viva Mate.
   The main organic product Red Bull Simply Cola -  it is a cola drink, not an energy drink who is made by 100% natural products; red bull simply cola is competing with giants like Coke and Pepsi.  (Red Bull Organics).


Competitors
   Monster Beverage Corp. is the main rival of Redd Bull GmbH. Monster promotes itself as “way more than an energy drink . . . a lifestyle in a can.” It associates itself with action sports, punk rock music, partying, hangin’ with the girls, and living life on the edge. Monster drinks come in 36 varieties (this means it could cover a larger spectrum of customer than Red Bull) and is sold in 114 countries. Monster Beverage Corp. entered an agreement with the Coca-Cola Company that should close early this year.  Coca-Cola will become Monster’s preferred distribution partner (Coca-Cola’s distribution network reaches more than 200 countries) which should help increase Monster’s sales internationally and may be will take Red Bull first place on market share. Fontinelle (2020).
   Other mentionable competitors: Rockstar, Dr Pepper, Coca-Cola, Pepsico, Nestle.

Company Culture
   The main company slogan was “Red Bull give you wings” and it was a success for around 20 years. But in 2014 Red Bull have to stop using this slogan who found to be false by US lawsuit and the company pay compensation to US customers  of $13 millions.  Brant (2014).
   The company differentiates from others carbonated drinks companies by his colours blue/silver and his 2 bulls logo. The cans dimensions are different from competitors, slimmer and taller. Red Bull company set high prices to reinforce the brand’s efficacy and status, and in consumers eyes it look as a premium brand. (Red Bull You Tube)
 The culture of the company focus to maintain Red Bull high standards and quality of products, and his top position on Energy Drink Market.
[bookmark: _Hlk49107183]  Red Bull integrate employees in a culture where best practices are shared. The company culture does not have a target customers, because Red Bull want to have  large spectrum of customers, but we can identify customers as athletes, students, professionals, sports personalities - this thing is written on product itself. (Red Bull website)
   The most important part of company culture is about sponsorship that start in 1989 with a football team shirt sponsorship. Over the years, Red Bull had developed a sponsorship strategy that has allowed them to be different and well know by consumers. The company sponsoring is covering extreme sports, motor cross, boxing, music festivals, art shows, video game events and much more. Red Bull is supporting awesome events like Formula 1 racing, sailing, football and ice hockey,  in different countries, such as the Austria, US, England, Germany and Italy. Red had become something much more than a drink manufacturer by doing sponsorship to a large and different sportive activities, the company has become a sporting brand which is well know by consumers who like to watch and/or play sports. (Red Bull website)
    Red Bull have a strong presence on online social media, the company have accounts on mostly platform, like Instagram, Twitter, Facebook, You Tube etc.  Red Bull’s YouTube account is really something special. With 9 million subscribers and more than 5 thousand videos based on skateboarding, climbing, biking, water sports and much more extreme sports, Red Bull You Tube channel have a large variety of content dedicated to catch a large spectrum of audience (different age, geolocation and tastes of adventure). Some of the videos are done with personalities to have a stronger impact for consumers. Red Bull You Tube channel have adventurous videos who inspire and motivate. (Red Bull You Tube)

Three Layers of Culture 
   Artefacts and attitudes – are the outside layer of organisational culture, these are the tangible and visible aspects. Red Bull GmbH artefacts:
          - office layout
          - official dress for employees.
     Norms and values – are the middle layer of organisational culture, these are not easy observable. Red Bull GmbH norms:
         - principle and standards
         - archive the goals.
 Red Bull management understand the importance of company norms and values, and share them to each employee so they can modify their behaviour accordingly. Red Bull GmbH values:
         - diversity
         - quality
          - integrity.
    Basic assumptions  - are the intern layer of organisational culture, these are deeply embedded ideologies and philosophies. Employees, in general are unaware of these assumptions.

Conclusion and Recommendation
   Red Bull GmbH is the company who dominate by far the Energy Drinks Market in the last three decades and a major importance for this fact was the aggressive advertises and sponsorships who make the brand know all over the world. Nowadays is still leading the Energy Drinks Market, but there are some strong competitors like Monster and Rockstar who are growing fast and have bigger variety of products and flavours, and in the next decade we may be seeing some changes in this market. Red Bull should adapt to the changing market and bring new variety of products to satisfy the customers preferences who changes often.
                                        “Red Bull give you wings.”
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