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INTRODUCTION: RED BULL.
The "Red Bull" drink was originally developed in 1962 by Chaleo Voovidhya, a Thai businessman, marketed under the name "Krating Daeng" (Red Bull in Thai) by the company TC Pharmaceutical. One of the basic ingredients of the drink was Lipovitan, which was also used in an energy drink earlier traded in Japan and Thailand. Krating Daeng has increased sales dramatically in the 70s and 80s particularly among truck drivers, maintenance workers or people who subjected their body to considerable physical effort through work or other, thanks to its energy power.
The beverage produced in Thailand became a global brand with Dietrich Mateschitz, an Austrian-born industrialist. Mateschitz previously held the role of international marketing director at Blendax, a German toothpaste company. He became interested in the brand when it managed to cure his jet leg discomfort by taking a trip to Thailand in 1982. Between 1984 and 1987, Mateschitz worked with TC Pharmaceutical (having permission from Blendax) to make Krating Daeng conforms to the European public. Around the same time, Mateschitz and Voovidhya founded Red Bull GmbH, becoming 50% shareholders. In addition, Red Bull GmbH introduced the new version of Red Bull to the Austrian market in 1987, carbonated and less sweet than the previous one. Thanks to the new drink, Red Bull has occupied nearly half of the US energy drink market and up to 80% of the market in other countries.
In addition to having exactly half the ownership of Red Bull GmbH, Chaleo, along with his son, does not stop selling the original drink in Asia. In 2006 Forbes magazine Chaleo was named as the 292 richest people in the world with an estimated net worth of over $ 2.5 billion, while Mateschitz listed under the number 317.

The architecturally spectacular headquarters of Red Bull GmbH is in Fuschl am See, Austria.




MISSION STATEMENT OF RED BULL.
The mission statement of Red Bull is "to give wings to people and ideas". Although the production of soft drinks is Red Bull's core business, the company is much more:

Unique products and services. Red bull is known around the world for being one of the most consumed and appreciated beverages, as well as one of the most satisfying soft drinks in the world.
Simplify your life. This company is recognized for the help it offers to a wide range of sports and teams globally. Red Bull supports the growth and development of companies by advertising these events, as these sports are highly profitable.


















To better understand and analyse the Red Bull company, the various strategies and analysis models will be examined.
PESTLE ANALYSIS
Red Bull's PESTLE analysis studies the brand's business techniques. Red Bull PESTLE Analysis analyses the multiple external factors such as political, economic, social, technological (PEST) that influence its business along with legal and environmental factors.
PESTLE analysis is an essential structural framework for companies like Red Bull, as it identifies market dynamics and helps the company to continuously improve its business. PESTLE analysis is also called PESTEL analysis.
Political factors:
There are different factors that influence Red Bull politically, some of which
-the stabilization of the government.
- the level of corruption in the markets involved,
- freedom of the press,
government restrictions on the consumption of energy drinks based on consumer health and safety, etc.
they also affect imports and exports on beverage spending, changing Red Bull's overall sales figures, including tax reforms that Red Bull must follow. So, if the country is politically strong, the company has a chance to grow. One of the threats is health policy which can influence the sale of Red Bull considering the health of the population.
Economic factors:
The economic conditions of the host country affect productivity and sales because when the inflation rate is high, the company will have to incur high costs for the purchase of raw materials, so it could increase the price of the drink to customers. Another element is the interest rate of the reference country, due to the loans acquired by Red Bull, sales could be affected because you will have to change your costs.


Social factors:
- the way of life of the population,
- the amount of young population presents in the country
-the social status of the people, they are the source of Red Bull's income generation.
Today's younger generation is more prone to energy drink consumption, so if modern society has such an inclination, it can only be a big plus for Red Bull. Usually, products such as energy drinks are considered trendy and considered acceptable as they are associated with the sporty image. Red Bull can take advantage of the busy life of the current generation, where everyone is so busy that energy drinks like Red Bull have become a necessity, a help. But there are also threats associated with energy drinks like Red Bull, in countries with a healthier lifestyle that leads to reduced sales. But it is possible to scale this problem by selling the sugar-free version, for the health-conscious population.

Technological factors:
For companies in the food and beverage sector, to which Red Bull belongs, research and development are a great prerogative. One of the essential elements is the use of technology, therefore of the internet. Most of the sales are made through advertising strategies and promotions on the Internet. This allows you to get closer to the public obtaining a two-way advantage, transmitting clear and precise communications. Moreover, it is an economic means, less expensive than the commercials it makes, and effective, as consumers always remain connected with social media.

Legal factors:
In the energy drink sector to which Red Bull is a part, food laws and regulations must be followed. To obtain the license for the market, the company must have all the specific legal requirements of that country. In addition, also comply with the laws on safety, consumption, and preparation, etc. These requirements can be a threat, because the company may not have them to grow in other states. Furthermore, given that Red Bull produces drinks, it is obliged to scrupulously analyse the ingredients used, which must be indicated correctly on the label behind the can. 
This will give the opportunity to avoid complaints and therefore a bad image of the company.



Environmental factors:
One of Red Bull's biggest concerns is waste disposal
   The sustainability of the business, in the long term, must be one of the central themes of the company. Red Bull has faced many problems based on environmental factors, which have ended up affecting the company's brand image. In a list of environmental agencies from 2009, among the top ten companies that received the highest fines for recycling problems, we find Red Bull in tenth place. Subsequently, the company has significantly perfected the recycling system, using 100% recyclable aluminium cans.
















SWOT ANALYSIS FOR REDBULL.
Red Bull Strengths - Internal Strategic Factors
Red Bull is one of the leading companies in the sector, in fact it has multiple strengths thanks to which it grows on the market. These strengths serve to stabilize market share in existing markets, but also allow the company to enter new markets.
Its strengths:
-Strong Free Cash Flow, Red Bull possesses significant free cash flow which gives it the ability to develop new projects.
-Serious suppliers, who supply you with the raw materials, useful for dealing with any bottlenecks in the supply chain.
- High experience in innovation and product improvement.
-High level of customer satisfaction: The company has an excellent relationship management department.
-Highly skilled workforce thanks to well-developed learning and training programs, resulting in a highly qualified and motivated workforce to achieve the best.
-Good returns on capital expenditures, thanks to creation to new project.
- Remarkable performance in new markets, thanks to the high experience in creating new revenue streams.

Weaknesses are the areas in which Red Bull can improve.
Which:
-High percentage of abandonment of the workforce, in fact, it must spend higher figures than the competition in the training and development of its teams. 
- Poor integration with culturally different companies.
- Financial planning performed incorrectly and inefficiently, liquidity not used in an exact way.
-Limited investments in new technologies must be increased to integrate processes across the board.
-The organizational structure adapts to the current business model, containing the expansion in parts of neighbouring products.
- Red Bull's profitability ratio and net pay-out% are low compared to the industry average.
-Expenditure on research and development is not comparable to the fastest growing players in the industry.
 Red Bull Opportunity – External Strategic Factors
- market growth, that will lead the company to have a longer advantage and an increase in its rivalry with its opponents. 
-New environmental policies, the possibility of using new technologies to gain market share in the newly born type of products
  - Reduction of transport costs, due to the decrease in shipping prices with the possibility of reducing the cost of Red Bull products.
-New trends in consumer behaviour, open the possibility of creating a new market for Red Bull, new revenue streams and new types of different products.
-Opening of new markets, achieved by following government compliance: The use of new technology standards and government free-selling agreements offers Red Bull the opportunity to enter a new and thriving market.

Threats facing Red Bull - External strategic factors
- currency fluctuations, for variable policies, as it is present in multiple markets around the world.
-Intense competition, many companies are producing competitive products, at similar prices, with the presence of low-quality counterfeit products, especially in emerging markets.
-The demand is seasonal for profitable products; events of unknown nature could affect the company's profitability in the short and medium term.
-Regular non-existent production of innovative products, which is moving at high oscillating movements, but and low percentages of sales over time




5 PORTER MODEL OF RED BULL.
Rivalry
The percentage of Red Bull's opponents in the energy market of drink is low. Are present mainly three brands that are marketed on the market. But Red Bull's market share is significantly higher than the market share of these three competitors. Suppliers and buyers of the energy drinks market do not have much choice, so the rivalry is almost non-existent in the industry where Red Bull works.

Bargaining power of buyers
The energy drink market is particularly competitive as there are nearly 100 brands of energy drinks on the market. But the power is mainly in the hands of these leading brands: Red Bull, Monster, Rockstar and Full Throttle. The market ratio of the other three brands is significantly lower, however it is a danger to Red Bull as the public has a choice. The other companies are less strong because Red Bull has captured 75% of the energy drinks market and can lead the market with its monopoly. Buyers are unable to negotiate, which increases Red Bull's position in the market and can set its prices and increase them if necessary.
Bargaining power of suppliers
Supplier power depends on the production process and its raw materials. Red bull does not require any particular raw material, so that suppliers do not have the effective possibility to play on the prices of the product. In its production phase, Red bull continuously increases the value to the product at every stage, establishing huge profits.

Threats of newcomers
This market force is conditioned by new companies that want to compete. This element grows If the expense and price to define the activity are reduced, there are fewer scales and standards to follow and the technology is readily available on the market. factors, under the name of barriers, inviolable by new competitors. The acceptable cost of installing the energy drink plant means that each new entry into the energy drink market can result in a production plant. Furthermore, a major obstacle is the image of the Red Bull brand on the energy drinks market, since it is a premium brand, it cannot be compared to any new company.

Threats of substitute products
The risk of a product that could replace Red Bull is another threat to success and could lead the product to failure. Among its ingredients, Red Bull mainly contains caffeine and has repeatedly replaced coffee in today's world. The market has far cheaper, more functional, and less harmful items that can happily fulfil customer demands by replacing this expensive energy drink from the market. Therefore, based on this background, the greatest threat to Red Bull is that there is the discovery of a replacement.




















SEGMENTATION, TARGETING AND POSITIONING OF REDBULL.
Red Bull segmentation, targeting and positioning indicate the kind of population where the company wants to orient to sell its products, sorting the population into various groups.

Segmentation involves dividing the audience into sections divided by specific characteristics, while targeting describes the specific choice of certain groups, or the result of the division of articles on the market. . The positioning is related to the selection of the marketing mix most suited to the target customer segment.

Red Bull uses a single-segment positioning type and, which involves the execution of the required needs of a particular sample of customers. Red Bull's target customer segment indicates committed people with super active lives, both in sports and in the workplace.














MARKETING MIX STRATEGIES IN REDBULL.
The product strategy:

The creation of the Red Bull drink was by Krating Daeng, a bubble-free energy drink that was initially sold in Thailand. The Red Bull drink was later modified to become carbonated. The product mix:
Red Bull contains caffeine, taurine, B vitamins, sucrose and glucose, which are mostly used by hard working groups, sportsmen or even young people who want to party all night. Since the drink is mainly consumed by the youth population, it seemed appropriate to devise a sugar-free variant called Red Bull Sugar Free which contains aspartame and acesulfame K instead of sucrose and glucose. The drink comes in an elongated silver-blue can with 2 red bulls on the front, while Krating Daeng is a smaller, golden can. The two products are marketed and available in different countries and Red Bull is one of the most popular energy drinks in the world.

Pricing strategy:

Red Bull has several competitors in the energy drink environment but is still a market leader. So, use a market leader's pricing strategy but focus on competitive pricing. By being on top, he can simply increase the premium of its items and customers will never stop buying it for their quality. In fact, one of the first in the energy drink industry was Red Bull, and this advantage will always lead to it being the number one choice for customers and demand will never decrease. People choose to buy Red Bull in large quantities because it is cheaper than the cost of a single can. Still, it is the most expensive energy drink when we consider: Rockstar, Tzinga, Cloud 9, Gatorade, Monster and KS.




distribution strategy:

Red Bull had fantastic success selling 5.9 billion cans worldwide in 2015, aided by its extensive distribution network across the globe. Red Bull is present in several usual places such as a supermarket, a convenience store, a retail outlet or even in discos, bars and casinos. So it is easily found. Furthermore, the drink is usually displayed in exclusive refrigerators, designed to attract customers to purchase the product. In addition, it can be purchased individually or in packs, both online and offline. Selling Red Bull in nightclubs is because people often like to mix it with other drinks, alcoholic or otherwise, to add a little extra flavor or sometimes to help them have more autonomy..

Promotional and advertising strategy:

Red Bull being an energy drink is essentially aimed at a purely sporting public with their slogan "Red Bull gives you wings", and. due to a huge percentage of clientele they promote and set up a myriad of sporting events and also sponsor different teams, such as: mountain bike, BMX, motocross, windsurfing, surfing, skating, Formula 1, Red Bull Stratos, Red Bull Foxhunt, Red Bull Cape Fear, Red Bull BC One, Red Bull Battle Grounds, etc. sports athletes and celebrities. In addition to dedicating themselves to sport they also have a Red Bull House of Art where they encourage artists to exhibit their works over a period of 3 months. They have Red Bull T.V available on laptops, PCs, mobiles, game consoles and tablets that broadcast various music festivals, shows, movies, shows and videos. Red Bull also owns its own online merchandising stores and magazines for extreme sportspeople. RedBull wants customers to remember the drink through various promotional activities and not just through sales.










CONCLUSION.
Red Bull has done and continues to do something truly unique and special. Not only has it started and paved the way in the energy drink market, but it has also learned to create totally new ways of new age marketing.
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