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Executive Summary
The organisational expansion report is based on Red Bull’s expansion in the Zambia market for opening retail stores for better sales and revenue gain. Due to this reason, Red Bull has not been able to expand the Zambia market effectively. In this regard, Red Bull has been suggested to use a WOS “Wholly Own Subsidiary" in Zambia by establishing a dedicated physical store in Zambia to better connect with the customers. However, the report has analysed other expansion models such as joint ventures, licensing and exporting to the context of the organizational expansion of Red Bull in Zambia. The discussed expansion strategies such as WOS, joint ventures, licensing and exporting have found different benefits such as lower investment in the exportation model. The use of analytical tools such as PESTLE has helped to find Zambia will face GDP growth of 0.73% from 2024 to 2030 with an increased demand for energy drinks among younger consumers in Zambia. Additionally, availability of products in Zambia through online retailers such as Ubuy has helped to increase brand awareness among youths in Zambia. Moreover, the SAFE criteria implication has suggested that the WOS strategy is effective for Red Bull, where market share scored as the highest and customer engagement as the lowest KPI.
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[bookmark: _Toc216801296]Section 1: Introducing the organization and the target market 
1.1 Introduction to the company  
Red Bull is a renowned Austrian based global company that offers energy drinks (ED) that operates in the global food and beverage industry. Red Bull started its journey in 1987 by Dietrich Mateschitz and has 19,973 employees all over the world (Red Bull, 2025). A strong global presence of Red Bull has helped to gain competitive strength in the global food and beverage market by offering a variety of ED options such as Red Bull yellow, red and sugar free edition for its global customers (Red Bull, 2025). However, Red Bull has decided to expand its business in a new market (Zambia), where it presently operates through online retailers but expanding through physical stores. In this regard, the report presents an analytical report that outlines the organizational expansion plan in Zambia for Red Bull.
The report is divided into different sections where section 1 discusses the reason for selecting the Zambia market for Red Bull expansion. Additionally, the report includes analysis of the macro-environmental factors and the competitive landscape using frameworks such as PESTLE for Red Bull in the target market. Considering the knowledge about the macro-environmental factors, the report suggests different expansion methods for Red Bull in the target market while recommending an effective expansion strategy using SAFE evaluation criteria. The reason for selecting Red Bull to develop the organizational expansion report is due to its strong global presence and strong market dominance. Apart from this, ED ingredients include harming continents such as taurine, sugars, guarana and yerba mate leading to increasing health consciousness among customers (Kaur et al. 2022). Considering the establishment of physical stores in Zambia for organisational expansion, the report can help Red Bull to evaluate its organisation expansion in Zambia to gain competitive strengths and increase revenues. 
1.2 Market Analysis for the chosen brand in the chosen country 
Red Bull has not effectively expanded the market as the products are available by online retailers where the products are imported from other markets to Zambia. However, the Zambia market offers opportunities for economic growth by 0.9% in 2026 of the energy drink industry (Statista, 2025). In this regard, opening a new physical store in Zambia can be effective for Red Bull to increase revenues. One of the key online retail suppliers of Red Bull is Ubuy and offer different editions of Red Bull such as “winter edition”, “pink Edition” and “Amber edition” (Ubuy, 2025). However, Red Bull does not have any dedicated physical store in Zambia which results in logistics complexities, increased operational costs for supply chain and dominance of the online retailers in the market. As per the view of Demir et al. (2022), the logistics networks have become complex and facing immense pressure as online shopping has increased rapidly along with increased vulnerability in the supply chain. In this situation, Red Bull is also facing challenges to effectively manage its logistics for supplying products to online retailers in Zambia. Supply chain vulnerability and complex logistics resulted in lack of product availability while hampering the chances of Red Bull to become the market player in Zambia. 
The lack of presence of a dedicated physical store in Zambia has also hindered the organizational expansion of Red Bull in the target country by not allowing the brand to directly connect with the customers. The reason is operating through online retailers has caused difficulties for the customers to develop an emotional bond through senses with the brand while affecting a strong need for the products in Zambia. As opined by Torabi et al. (2021), sensory experiences are important for brands to influence the judgment, perceptions and behaviours of customers to strengthen the connection between brands and their customers. Additionally, connecting with the customers through online retailers such as Ubuy has affected the dominance of Red Bull in Zambia negatively. As a result of this, Red Bull has failed to develop a storing customer base in Zambia and obtain customer loyalty to strengthen its market expansion in Zambia. 
It has also been found that the energy drink market is expected to face a growth of 0.9% in Zambia in 2026 (Statista, 2025). Considering this, the energy drink market in Zambia is expected to face positive growth which can offer many new opportunities to Red Bull to increase its revenues. Apart from this, the Zambia president has also decided to focus on the energy drink industry of the country by offering necessary support to industry leaders to expand the market. In this regard, the Zambia president has recently commissioned a beverage manufacturing plan of $110 million in Lusaka to support production of non-alcoholic beverages in Zambia (African Marketing Confederation, 2025). The decision made by the Zambia president can help attract many beverage companies operating at national and international level to consider expansion in Zambia. Considering all these factors, Zambia has been selected as a target market for Red Bull to strengthen its customer base in Zambia. Moreover, the market expansion report can help Red Bull to consider the market challenges and develop an effective strategy to gain competitive advantages in Zambia. 
[bookmark: _Toc216801297]Section 2: Comprehensive strategic analysis
2.1 PESTLE analysis 
	PESTLE 
	Description 
	Impacts on Red Bull 

	Political factors 
	· Zambia is a politically stable country as it effectively avoids “war and upheaval” (BBC, 2023).
· Additionally, Zambia applies the “Harmonised System code” for a smooth international trade and business to manage custom duties, regulations and taxes (Trade Council, 2025).
	Positive impacts 

	Economic factors
	· Zambia’s “Gross Domestic Product” GDP is expected to increase by 0.73% from 2024 to 2030 (O'Neill, 2025). 
· Inflation rate Zambia is expected to decrease to 7.99% from 2024 to 2030 (O'Neill, 2025). 
	Positive impacts 

	Social factors
	· Zambia can face a significant population growth and reach at 21,913,874 total population in 2025 while around 46.80% population living in urban areas (Wordlometers, 2025)
· Demands for energy drinks are increasing in Zambia by  0.9% in 2026 (Statista, 2025)
· Zambia people and the government are concerned about health that helps to arrange for campaigns such as “Walks the Talk: Health for all Challenge” are arranged (WHO, 2025). 
	Both positive and negative 

	Technological factors 
	· The Zambia government supports the digital transformation in Zambia through the “National Digital Transformation Strategy 2023 - 2027” (Republic of Zambia, 2025). 
· Zambia has launched the “AI Strategy” for driving digital transformation for the growth of the country's economy through wealth/job creation (MOTS, 2025). 
	Positive 

	Legal factors 
	· The “Food and Drugs Act 1972” is used by the Zambia government to mitigate the health hazards of the public through foods, drugs, medical devices and cosmetics (WHO, 2025). 
· The “Zambia Compulsory Standards Agency” or ZCSA is responsible for managing labelling of food products in Zambia which suggests “English-language labels” with details of ingredients and expiry dates (Trade Gov, 2025).
· Zambia faces challenges related to “ownership with respect to Intellectual Property (IP)” due to reliance on the foreign company owned platforms for ICT (Republic of Zambia, 2025). 
	Negative 

	Environmental factors 
	· The Zambia government has integrated the sustainable development goals or SDGS within its “National Development Plan (7NDP)” to foster sustainability (UN, 2025). 
· Zambia has also decided to reduce its carbon emissions by “38,000 Gg eq by 2030 (UN, 2025) 
	Negative 


Table 1: PESTLE analysis for Red Bull’s business expansion in Zambia
(Source: Trade Council, 2025)
The use of the PESTLE framework has helped to understand the macro-environmental factors which can affect the business expansion of Red Bull in Zambia. The PESTLE analysis has helped to find that political and economic factors can positively impact the business of Red Bull in Zambia. In this regard, the stable political condition and economic growth of Zambia can help Red Bull to effectively operate in the market while gaining opportunities for revenue growth. On the other hand, legal and environmental factors can offer challenges to Red Bull as these two factors pose negative impacts on the business in Zambia. As discussed by Kaur et al. (2022), energy drinks such as Red Bull include various harmful ingredients such as taurine, guarana and yerba and sugar which can negatively affect human health. The strict regulation policies on labelling and food quality in Zambia can create different advertising situations for Red Bull such as product ban and lack of customer interests due to harming ingredients. Moreover Red Bull needs to adhere to the regulatory compliance necessary for environmental protection in Nigeria. The implication of the SDGs and carbon emission strategy of Nigeria can result in development of an effective infrastructure leading to increased costs for the business. 
The social and technological factors have been found affecting Red Bull positively and negatively in Zambia. It has seen that around 46.80% people are living in urban areas in Zambia which offer the opportunity of increasing sales in the market (Wordlometers, 2025). However, the public and the government’s concern for healthy living in Zambia can offer threats to Red Bull. In this case, the use of sugar and other harming components can reduce the popularity of Red Bull in Zambia. As a result of this, despite the expansion through the development of physical stores, Red Bull may face challenges to increase its sales and earn revenues in Zambia. Red Bull can consider all these macro-environmental factors and measure the competitive landscape while entering Zambia. 
2.2 Porter’s five forces analysis 
	5 Forces 
	Description 
	Impacts on Red Bull 

	Threats of new entries 
	· The Zambia market is expected to face increased demands for energy drinks in upcoming years (0.9% in 2026) (Statista, 2025). This can gain the attention of both national and international ED companies to consider Zambia as a potential market. 
· However, the strong brand name and a global presence in the energy drink sector can help Red Bull in market expansion. New companies will need lots of time and effort to develop strong brand recognition like Red Bull. 
	Moderate 

	Market rivalry
	· Red Bull can face a significant market rivalry from both the local and foreign brands in Zambia. 
· Different popular brands are operating in the Zambia market such as Coca-Cola, Monster and KABISA which can pose significant challenges to Red Bull. For instance KABISA is an important energy drink manufacturer under the Mutalo Group in Zambia (Mutalo Group, 2025). 
	High 

	Substitutes threat 
	· Customers in Zambia can find a lot of substitutes of energy drinks such as soft drinks, juices, coffee and tea. It has been found that the consumers base in Zambia has shown a growing preference for tea as “a beverage of choice” (Statista, 2025)
· On the other hand, consumers in Zambia prefer to lead a healthy lifestyle which can reduce the consumption of energy drinks significantly. 
	Moderate  

	Buyers’ bargaining power
	· Zambian consumers are very price sensitive which increases the buyers’ power in Zambia. The price sensitivity can affect the decisions of buyers and result in switching to other brands if consumers perceive the brand has failed to appreciate the time of consumers (Awaad et al. 2024). 
· Additionally, consumers have plenty of other options for energy drinks in the Zambia market such as KABISA which enhances the bargaining power of the buyers in Zambia. 
	High 

	Suppliers’ bargaining power
	· Red Bull can connect with a lot of local suppliers which enhances the ability of the company to effectively perform in Zambia. 
	Low 


Table 2: Porter’s five forces analysis of Red Bull
(Source: Awaad et al. 2024)
Porter's five forces analysis has helped to find that Red Bull can face challenges due to high market rivalry in Zambia. The analysis has helped to find that there are already many brands both national and international existing in the Zambia market. For instance, the brand KABISA of Mutalo Group markets itself as “the best energy drinks” company while holding a significant position in the Zambia market (Mutalo Group, 2025). Due to this reason, Red Bull can face intense marketing challenges from the existing popular brands while expanding in Zambia. Apart from this, the buyers’ power is high in the Zambia market as the buyers have plenty of energy drink options in Zambia. However, connecting with a lot of local suppliers can help Red Bull to reduce suppliers ‘power while entering into the Zambia market. As a result of this, Red Bull can support the local suppliers while gaining knowledge about the local people from them to gain competitive advantages. 
On the other hand, the threats related to substitutes and new entries in the market can moderately impact Red Bull while expanding in the target country. The key reason for facing less threat from the new entries in the market is due to a strong global presence of Red Bull. It has been found that in 2024, Red Bull sold around “12.670 billion cans” while operating in countries such as the UK, US and Australia (Red Bull, 2025). Considering this, Red Bull has gained a huge popularity all over the world and for new entries it is difficult to gain global popularity equal to Red Bull instantly after entering in the market. Due to this reason, Red Bull will face limited threats from new entries in the Zambia market. Moreover, substitute’s threat is also found moderate for Red Bull considering its expansion in Zambia. Despite the presence of plenty of substitutes in the Zambia market, a positive growth of the energy drink market has been noticed (0.9% in 2026) (Statista, 2025). In this case, Red Bull can use its brand population and global presence to effectively explore the Zambia market. Red Bull needs to consider all these factors effectively before developing an effective strategy to foster market expansion in Zambia. 
2.3 SWOT analysis 
	Strengths
	Weaknesses

	· A strong global presence of the Red Bull operating in 178 countries (Red Bull, 2025)
· 12.670 billion cans sold in 2024 by Red Bull (Red Bull, 2025)
· Online retail partners such as Ubuy (Ubuy, 2025)
	· Use of harmful ingredients such as sugars and taurine for manufacturing energy drinks (Kaur et al. 2022)
· Poor market knowledge due to lack of a dedicated physical store in Zambia
· Customers are not deeply connected with Red Bull 

	Opportunities
	Threats

	· Zambia president’s decision on investing $110 million to foster production of non-alcoholic beverages in Zambia (African Marketing Confederation, 2025)
· Connect with local partners and suppliers to foster understanding of the local market of Zambia. 
· Use of AI technology through the “AI Strategy” can create jobs and opportunity for wealth creation in Zambia (MOTS, 2025). 
	· Strong competitors in the Zambia market such as KABISA
· Growing preferences for tea  among the consumers in Zambia (Statista, 2025)
· Red Bull can face legal challenges due to differences in the culture and regulatory framework of Zambia and Austria. 


Table 3: SWOT analysis of Red Bull
(Source: Red Bull, 2025)
The analysis of the strengths has helped to find that Red Bull is considered as a global brand which can help to gain the attention of consumers in Zambia. Red Bull is operating in 178 countries and sold around 12.670 billion cans in 2024 (Red Bull, 2025). Considering this, Red Bull has established itself as a global brand and holds a strong position in the global energy drink market. Additionally, Red Bull’s use of an online marketplace has gained the opportunity to strengthen its global presence and gain competitive advantages in the international ED market. Garcia (2021) has argued that global brand awareness can be affected significantly through “global online marketplaces” along with advertisement expenditures and total sales of a company. Considering this, total sales of 12.670 billion cans in 2024 have created opportunities to strengthen the brand recognition of Red Bull globally (Red Bull, 2025). Moreover, partnership with online retailers such as Ubuy has helped Red Bull to connect with the customers in Zambia to some extent.
Considering the organisational expansion in Zambia, Red Bull’s partnership with online retail partners (Ubuy) has helped to introduce the products in the target market effectively. However, the absence of a dedicated physical store in Zambia has offered threats of a weak connection between consumers and Red Bull. The reason is due to physical absence, Red Bull is completely dependent on its online retail partners such as Ubuy to promote and sell its products in Zambia (Ubay, 2025). In this situation, Red Bull is established as a weak business in Zambia due to dependency on online retailers which can result in fraud risks, lack of social interactions, complex return process and delivery challenges. For instance, online shopping does not offer personal or face-to-face interactions with the brand and a poor security measure of the online retailer can hamper secure online transactions for customers (GeeksforGeeks, 2025). Moreover, Red Bull has a poor knowledge about the target market and the customers in Zambia as it is not presented physically. As a result of this, Red Bull can face threats to effectively implement an organisational expansion strategy to hold a strong position in Zambia.
Considering the weaknesses of Red Bull, different threats can be faced by the company such as strong competition in the market, growing preferences for substitutes and legal compliance challenges. It has been found that the Zambia president has decided to invest $110 million for accelerating the manufacturing of non-alcoholic beverages in Zambia (African Marketing Confederation, 2025). The focus of the Zambia government to support the growth of the beverage industry can offer opportunities to Red Bull to expand its business effectively in the target market. However, the poor knowledge about the Zambia market can offer threats to Red Bull while meeting the needs of customers in Zambia. Moreover, a growing preference for tea has been found among customers in Zambia (Statista, 2025). In this situation, the use of harmful ingredients like taurine and sugar can decrease the likeness of Red Bull’s products in the Zambia market.
2.4 Conclusion of PESTLE, Porter’s Five Forces and SWOT analysis
The use of analytical tools such as PESTLE, SWOT and Porter’s five forces have effectively helped to analyse different macro-environmental factors which can affect the business of Red Bull in Zambia. The PESTLE and Porter’s five forces have offered insights on factors such as political, economic and social while analysing the competitive landscape by knowing about the power of competitors, buyers and suppliers in Zambia. For instance, economic factor analysis has suggested that the GDP of Zambia will increase by 0.73% from 2024 to 2030 (O'Neill, 2025). On the other hand, market rivalry analysis has found KABISA by Mutalo Group has a strong presence in the Zambia market as an “ED manufacturer” (Mutalo Group, 2025). However, these analytical tools offer limitations as well while analysing the target market for Red Bull as it has offered an overview of the Zambia market. Due to this, analytical tools have limitations for Red Bull’s organizational expansion context as it failed to foster deeper understanding about the consumers, trends in the ED market and critical legal/cultural challenges in Zambia.
[bookmark: _heading=h.yt2slsslu9uq][bookmark: _Toc216801298]Section 3: Strategy development and formulation
3.1 Discussing 4 different expansion methods
Exporting
Exporting is an effective international strategy where the company can sell the services and products within a foreign market through shipping goods within a cross-border setting with the help of distributors (Ordorica, 2023). As an international strategy exporting offers low investment risks to Red Bull without the absence of any physical store in Zambia. In this case, Red Bull needs to completely depend on the distributors and retailers while less focusing on its marketing and foreign operations. Due to this reason, Red Bull can effectively enter in the target market through distributors while making less investment compared to “wholly owned subsidiaries” (WOS) where the company can establish complete ownership in Zambia.
Licensing or franchising
Licensing or franchising means when the foreign company gives the right of using the "intellectual property” such as patents or trademarks to replicate a business model within the target market (Ordorica, 2023). With the help of this business expansion strategy, Red Bull will be able to quickly enter in the Zambia market however; the company needs to focus on careful management as the strategy hinders effective control of products.
Joint ventures
Joint ventures means sharing associated costs and risks with the partners in the foreign market for achieving common business goals through independent business operations (Ordorica, 2023). Considering this, Red Bull can develop a strategic partnership with different local and foreign brands operating in the Zambia market to share associated costs and risks of organizational expansion. In this regard, Red Bull needs to clearly communicate with its strategic partners through agreements otherwise it can offer legal and organizational challenges to the company. A clear agreement can help Red Bull and its partners to effectively navigate cultural differences to gain success through the venture.
Wholly owned subsidiaries (WOS)
The WOS market entry strategy can offer complete ownership to Red Bull while expanding the business in Zambia. The reason is WOS allows organizations to establish complete ownership and control the operations which foster autonomy and independent decision-making for organizational expansion within foreign market (Ordorica, 2023). However, WOS strategy needs a significant financial investment from Red Bull including higher risks due to lack of understanding of the Zambia market. Red Bull can achieve a strong control over its operations while gaining long-term presence in the Zambia market by using AI based analytical tools for understanding local market preferences before making product modifications.
3.2 Linking Red Bull’s advantages and disadvantages with the expansion methods
The macro-environment analysis has suggested that Red Bull has a strong global presence within the ED industry which has offered competitive advantages to the business. For instance, WOS is effective for complete ownership of the parent company and a strong global presence can help to be effectively considered by many customers in the foreign market (Ordorica, 2023). However, it can offer disadvantages to Red Bull to improve cultural intelligence and know about the Zambia market due to lack of support from a local partner. As per the view of Reuber et al. (2021), this is important for businesses to simultaneously manage both the local and global scale business through market adaptations and product differences for managing cross-country differences. Due to this reason, it is necessary for Red Bull to make necessary adaptations within its business model while entering in the Zambia market.
Other two expansion methods exporting and joint ventures can offer different sets of advantages to Red Bull such as exporting requires less investment for the organizational expansion in Zambia. Joint ventures and licensing can offer the advantage of reducing costs and risks associated with the market expansion strategy of a company (Ordorica, 2023). Along with that, Red Bull can also gain support from the local partners and suppliers which fosters cultural understanding that helps to better navigate the business in Zambia. Reuber et al. (2021) have suggested that country-by-country basis companies compete with local brands as their key competitors within the local or international business environment. Considering this, the joint venture can offer advantage to Red Bull to reduce its market competition by developing a strategic partnership with local brands in Zambia. 
The key disadvantage Red Bull can face from the joint venture is related to the potential of interest conflicts between the company and its partners leading to legal disputes in the foreign market. In this case, establishing complete ownership through the WOS methods can reduce conflict challenges and legal disputes for the company while organisational expansion in the target market (Ordorica, 2023). However, there are serious concerns regarding the disadvantages of WOS as the company needs to make significant financial investments with risks of lack of cultural understanding. In this regard, the company needs to gain cultural intelligence through understanding the local market, developing trust with stakeholders and foster innovation in the business to mitigate disadvantages (Ordorica, 2023). As a result of this, Red Bull can address the foreign market challenges while expanding organisation in the Zambia market.
3.3 Suggesting a method to Red Bull for organizational expansion in Zambia
Considering the overall analysis of advantages and disadvantages of the market expansion methods, WOS will be the most effective strategy for Red Bull for organizational expansion in Zambia. Red Bull is already exporting and selling products in Zambia indirectly with the help of its online retailer Ubay (Ubay, 2025). In this case, the development of a dedicated physical store can foster sensory experience of customers as it influences the judgement, behaviours and perceptions of consumers positively to strengthen connection (Torabi et al. 2021). However, exporting has not helped Red Bull to deeply connect with the customers in Zambia. Moreover, joint venture and licensing offer the risks of conflicts, legal disputes and quality issues for Red Bull leading to loss of its reputation.
In this case, the application of strategic sustainability can help Red Bull to support its WOS expansion method through developing a positive image of the company among customers in Zambia. The strategic sustainability framework focuses on five different levels such as focus system, goal, strategies, actions and tools to effectively address its economic, ecological and social goals to foster sustainable transformation (D'amato and Korhonen, 2021). As a result of this, Red Bull will be able to strengthen its presence and reputation in Zambia to gain the attention of customers. Moreover, Red Bull needs to focus on three core areas of strategic management through the use of WOS expansion method to effectively explore the Zambia market.
[bookmark: _heading=h.d0mdhj2k4wf2][bookmark: _Toc216801299]Section 4: Performance evaluation framework
	SAFE
	KPIs and Metrics

	
	Market Share
	Revenue growth
	Customer engagement
	Brand awareness

	Scalability
	5
	4
	3
	5

	Acceptability
	3
	2
	3
	3

	Feasibility
	5
	4
	4
	4

	Evaluation of
Total
	13
	10
	10
	12

	5: Highest, 1: Lowest


Table 4: SAFE Framework evaluation with KPIs for assessing progress of expansion initiation
(Source: Self-developed)
“Market Share” is found as the highest KPI as the organizational expansion can help Red Bull to increase its market share while operating in a growing economy. On the contrary, “customer engagement” is found with the lowest KPI as the presence of other brands and focus on healthy drinks by consumers in Zambia.
“Suitability” indicates the assessment of the proposed strategy to identify opportunities and threats that Red Bull can face through the WOS expansion model for organisational expansion in Zambia. With the help of analysing suitability of the strategy the company can gather understanding of key issues related to the opportunities and challenges effectively (Zolfani et al. 2021). The PESTLE analysis has suggested that Zambia will face economic growth due to an increase of the GDP by 0.73% from 2024 to 2030 (O'Neill, 2025). Considering this, Red Bull can effectively blend within the Zambian culture and increase market share as the highest KPI of organizational expansion.
“Acceptability” is the analysis of measuring whether the strategy can help to meet the stakeholders’ expectations in the foreign market effectively (Zolfani et al. 2021). It has been found that the Zambian market, especially the younger consumers, has increased demands for energy drinks (Statista, 2025). The WOS expansion strategy can help Red Bull to present itself as a unique brand to gain the attention of the younger consumers in Zambia (KPI 15). Compared to other expansion strategies such as exporting and joint ventures, WOS can help Red Bull to establish itself as a sole brand where it can completely control the operations. In this case, Red Bull can develop effective strategies for marketing to deeply increase brand awareness of younger people in Zambia. Moreover, Red Bull has collaborated with Ubuy in Zambia which helps to foster brand awareness in Zambia among retailers.
“Feasibility” suggests explicit considerations of the strategy by analysing its effectiveness within the real-world scenario (Zolfani et al. 2021). As a global brand Red Bull can effectively support costs related to WOS strategy and promote the products in Zambia. The reason is Red Bull has earned $4.529 billion in 2025 which increased by 8.26% from 2024 (Macrotrends, 2025). Additionally, Red Bull’s “Code of Conduct” that helps to treat employees with dignity and respect through the implication of international policies such as the “UN Guiding Principles on Business and Human Rights" (Red Bull, 2025). However, these activities can result in increasing overall operational expenditure while affecting the revenue growth of Red Bull (KPI 13).
“Evaluation” considers the digital metrics, brand metrics and market metrics of the WOS strategy suggested to Red Bull for expanding the organization in Zambia. Considering the digital metrics, youth in Zambia has been found embracing digital and social media technologies significantly for amplifying their voices while driving change in society (Gondwe, 2024). However, the focus on healthy drinks and presence of competitors such as KABISA can hinder the customer engagement with Red Bull (KPI 12). In this case, Red Bull can comply with necessary regulations related to advertising and marketing in Zambia to create effective marketing strategies to foster customers’ engagement.
[bookmark: _heading=h.bcw8r94x1m3p][bookmark: _Toc216801300]Section 5: Conclusion
The development of a WOS strategy can be helpful for Red Bull while considering its organizational expansion in Zambia such as gaining complete ownership while mitigating challenges rose through conflicts within joint ventures. Considering the global presence as a business advantage, the WOS and licensing strategy can help Red Bull to effectively enter the Zambia market. However, WOS strategy can create challenges for Red Bull by limiting the knowledge about the market and the needs of customers. In this regard, it is important for Red Bull to gather information about the Zambia market using analytics tools such as PESTLE and SWOT. PESTLE analysis has suggested that Red Bull can gain revenues due to increasing GDP in Zambia. Additionally, the SWOT analysis has suggested that a strong brand presence can help Red Bull to gain customers’ attention in Zambia. Additionally, Red Bull as a brand is effectively aligned with the Zambian culture to share adventure, performance and community. The insights of these factors are important for better understanding the market to develop an effective business plan for Red Bull. The SAFE criteria has found market share with the highest KPI while customer engagement as the lowest KPI for Red Bull in the context of organizational expansion in Zambia. 
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