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[bookmark: _GoBack]This research project was designed to identify how Red Bull’s sponsorships of extreme sports have impacted on brand awareness. So this question could be answered, an aim was set, this enabled the project to follow a path to find answers and draw conclusions so recommendations could be made. As part of the project it was important to identify the background to the industry, company and all the techniques that Red Bull are using when it comes to marketing and creating a brand that is unique compared to others. A number of theories and models have been used in the literature review to gather information on the subject so that a questionnaire could be designed and distributed to consumers so that relevant data could be access. The questionnaire was then distributed on SurveyMonkey with a total sample size of 126. Based on these responses a number of themes have been found, including that extreme sports and energy drinks are male oriented. The research also identified that sponsorships are not an important aspect to consumers when enticing them to purchase Red Bull as well as consumers not releasing the importance of them until it is specified to them.  
After all the findings were access and conclusions were made, this project suggests a number of recommendations that Red Bull should look into to further impact on their brand awareness. As a company Red Bull are in a league of their own compared to their rivals and any of other company when it comes to brand awareness. 











Table of Contents
Acknowledgments	2
Abstract	3
1.0 Chapter 1 – Introduction	8
1.1 An Introduction into the Study	8
1.2 An Introduction into Red Bull	8
1.3 Extreme Sports	8
1.4 Rationale	9
1.5 Research Aims and Objectives	9
1.5.1 Research Aims	9
1.5.2 Research Objectives	10
1.6 Structure of the Research Paper	10
2.0 Chapter 2 – Literature Review	11
2.1 Competitive Advantage	11
2.2 Marketing	12
2.3 The Marketing Mix	13
2.3.1 Product	14
2.3.2 Price	14
2.3.3 Place	15
2.3.4 People	16
2.3.5 Processes	16
2.3.6 Physical Evidence	17
2.3.7 Promotion	17
2.4 Promotional Advertising	18
2.5.1 Brand Image	19
2.5.2 Brand Narrative	19
2.6 Buying behaviour	20
2.6.1 Impact of Advertising	20
2.6.2 Impact of Sponsorship	21
3.0 Chapter 3 – Research Methodology	22
3.1 Research Definition	22
3.2 Research Methods	22
3.2.1 The Research Onion	22
3.3 Research Paradigm	23
3.4 Research Approaches	23
3.4 Research Strategy and Choices	24
3.7 Research Time Horizon	24
3.5 Research Sample	24
3.8 Questionnaire	25
3.8.1 Questionnaire Design	25
3.8.2 Advantages of Online Questionnaires	25
3.8.4 Disadvantages of Online Questionnaires	26
3.9 Distribution	26
3.9.1 Questionnaires	26
3.10 Reliability and Validity	26
3.10 Limitations of the Research	27
3.11 Data Analysis	27
4.0 Chapter 4 – Data Analysis	28
4.1 Personal Information	28
4.2 Background information on Red Bull and the how the brand is perceived.	29
4.2 Understanding Consumers Buying Behaviours	33
4.3 Extreme Sports and Red Bull’s Sponsorships	38
5.1 Objectives	43
5.1.1 Objective One:	43
5.1.2 Objective Two:	44
5.1.3 Objective Three:	44
5.2 Recommendations	44
5.3 Limitations	45
5.4 Further Research	45
6.0 References	46
7.0 Appendices	53
7.1 Appendices 1: Questionnaire	53






Table of Figures
Figure 1: Porter’s Generic Strategies Model (Porter M. E., 2004)……………………….....…11
Figure 2: A simple Marketing Process Model (Kotler et al, 2013)…………………………..…12
Figure 3: The Marketing Mix Model, 7P’s (Lowrie, 2018 )………………………………………14
Figure 4: The Research Onion (Saunders et al, 2009)………………………………………….23
Figure 5: A Pie Chart showing the percentage of Male and Female Respondent……..........29
Figure 6: Histogram of the age ranges and respondents…………………………………........29
Figure 7: Histogram of the main types of respondents Media use………………………........30
Figure 8: Line Graph of the comparison of Age Ranges and Media Use……………………..31
Figure 9: A Pie Chart of Participants Favourite Energy Drink……………………………........31
Figure 10: Histogram of how often participants purchase Red Bull………………………......32
Figure 11: Histogram of how sponsorships entices consumers into purchasing Red Bull....33
Figure 12: Histogram of how packaging calories entices consumers into purchasing Red Bull……………………………………………………………………………………………………34
Figure 13: Histogram of how Events calories entices consumers into purchasing Red Bull..34
Figure 14: Histogram of how advertsing entices consumers into purchasing Red Bull….....35
Figure 15: Histogram of how taste entices consumers into purchasing Red Bull…..............35
Figure 16: Histogram of how calories entices consumers into purchasing Red Bull……......36
Figure 17: Histogram of how effectiveness entices consumers into purchasing Red Bull….36
Figure 18: Histogram of what entices consumers into purchasing Red Bull………………...37
Figure 19: Histogram of how participants became aware of Red Bull………………………..37
Figure 20: Pie Chart of how often participants see Red Bull’s sponsorship……………….…38
Figure 21: : Histogram of participants view on Red Bull’s sponsorship deals……………….39
Figure 22: : Pie Chart of whether Red Bull’s sponsorship deals are the right thing to do….40
Figure 23: Pie Chart of whether Red Bull’s sponsorship portray the companies slogan…...41
Figure 24: Pie Chart of whether sponsorship have helped brand awareness ………….……42







List of Tables
Table 1: Cross examination of the age ranges who drink Red Bull “Daily”…………………23
























[bookmark: _Toc514064305]1.0 Chapter 1 – Introduction 
[bookmark: _Toc514064306]1.1 An Introduction into the Study
Advertising has become an important aspect for companies globally as they look to attract consumers to their brand, but as technology has grown it has enabled companies to extend the reach of their brand to incorporate a larger demographic (Johnston , 1994). This has led to companies changing their approach to advertising and there are many examples of this, but no more so than Red Bull who have pushed sponsorships to the absolute maximum as a way to gain an advantage of competitors. Marketers now suggest that there is a 92% increase in awareness with the use of sponsorships and technology (DeMers, 20014), but the research project wants to identify how much a company like Red Bull, who takes the concept of marketing from traditional to something that helps impact brand awareness.  
This study has been designed to see whether or not that the high end sponsorship deals that Red Bull are investing their money in are really impacted on their brand awareness as what is being portrayed. It is clear that Red Bull are targeting extreme sports, suggesting that this is an avenue that they see as their target audience, and a key area for this study to investigate in greater detail as the importance of a brand has grown massively (Aaker et al 1992).
[bookmark: _Toc514064307]1.2 An Introduction into Red Bull 
The energy drinks industry has sustained growth since 1987 when Red Bull first launched, now leading the energy drinks market which saw an increase of 500 new energy drinks being launched worldwide in 2006 (Malinauskas , 2007). Now the energy drinks industry is worth $43 billion in 2016 and is expecting high growth as consumers look for the instant energy for their hectic lifestyles as these energy drinks provide mental and physical stimulation, as well as providing a status symbol, mainly in younger audiences. In the U.S. almost 60% of males and 40% of females are addicted to these products (Grand View Research, 2017), indicating the high demand for products that are providing consumers with extra energy. Red Bull currently holds the largest market share out of all its rivals at 43% (Mitchell , 2015); making it an influential company in the energy drink industry.  
[bookmark: _Toc514064308]1.3 Extreme Sports 
From people who chose it as a way of life to a multi-billion dollar industry, extreme sports has come a long way and is not about to change anytime soon. 
‘Extreme sports - also called Action Sports - are just not like mainstream sports. Past and present they are crawling with rebels, riders, drivers and rock stars. It's not about uniforms, coaches or scripts. Expressing yourself through action is the key it’s an attitude, a way of life, even a religion. Once you're in, you're in for life’ (Extreme Sports Company, 2017) 
(Miller , 2010) Looks into great detail into how and why the industry has taken such a rapid growth curve; and his findings are remarkable. Firstly, the report looks at how consumers have been bombarded with health and safety laws in the 21st century that cut the risk involved with day-to-day life, meaning that consumers are looking for alternative ways to experience risk, something that extreme sports can offer in abundance.  Secondly, the report details how the industry has moved forward massively as Southampton University now offer a three-year extreme sports management degree as well as there being a lot more visual representation through internet based technology that has put extreme sports into the public eye a lot more. This is an area that Red Bull have used to effect as they 
[bookmark: _Toc514064309]1.4 Rationale 
In the final year of study at university, there is an obligation to conduct a research project of 10,000 words on a chosen area. There were many reason for conducting research, but due to the fact that the researcher had a keen interest in advertising and extreme sports, it made it an obvious choice of subject area. The growing demand for adrenalin and excitement by people around the world has led to companies around the world taking advantage and has allowed them to be a big part of the growth of extreme sports. One company that keeps popping up is Red Bull, and this made them an obvious candidate to include in this project as there sponsorships of extreme sports and events has allowed them to deliver a slightly different perception of their brand and products (Vermes , 2015). 
In addition, the project wants to know and understand how Red Bull has gained from their marketing their brand in a way that no other company has done previously. Red Bull was the first company to bring energy drinks to market and has held a massive market share over its main competitors and they have had a considerable amount of research on them but not a lot on how their continued partnership with extreme sports has enable them to gain more success. 
[bookmark: _Toc514064310]1.5 Research Aims and Objectives 
[bookmark: _Toc514064311]1.5.1 Research Aims 
The aim of this research project is to evaluate the relevance of Red Bull’s sponsorships of extreme sports and how it impacts the brands awareness in both a positive and negative way. As part of the project the aim is gather the opinions of consumers on the subject area as well as gather secondary data so that the analysis is put into context based on both the primary data gathered and the secondary data that has found on the topic. There has already been an enormous amount of research conducted on similar areas, but not specifically on sponsorships impacting brand awareness.
[bookmark: _Toc514064312]1.5.2 Research Objectives 
So that the aim of the research project is meant, a number of objectives will need to be met. This enable a clear path throughout the project and something to allow refer the project back to.  The objectives are as follows: 
1. To explore the views of consumers in regards to Red Bull’s sponsorships of extreme sports 
2. To examine how these sponsorship deals impact on their brand awareness
3. To evaluate the relevance of their sponsorship deals and whether or not it is positively effecting the brand 
[bookmark: _Toc514064313]1.6 Structure of the Research Paper
This research project will progress through the following chapters: 
1. Chapter One – The Introduction: this chapter will provide a small but detailed reason for this research project as well as outlining the aims and objectives that it will look to meet. 
2. Chapter Two – The Literature Review: This chapter of the project will explore previous research on Red Bull, Sponsorships and Brand Awareness so that there is an insight into these areas before the primary data is collected. 
3. Chapter Three – The Research Methodology: This chapter is designed to outline the methods that will be used to complete the remainder of the study, furthermore, there will be arguments for and against certain methods that will be used in the data collection process for the primary data. 
4. Chapter Four – Data Analysis: this chapter will summarise the findings from the primary data that will be collected as well as a detailed examination of it compared to the research that was looked at in chapter two. This will enable the research to see if there is relationship between what the primary research has found and what secondary data has already shown. 
5. Chapter Five – Conclusions and Recommendations: The final chapter of the project is about drawing all the information together so that conclusions can be made. This section allows the research to see how well the project has gone as well as make recommendations for future studies that may take place.  

[bookmark: _Toc514064314]2.0 Chapter 2 – Literature Review
Chapter 2 is an important aspect of this study as it looks at identifying the current literature available to fully understand the background of the study as well as understanding where things have changed or stayed the same when the data has been collected. Therefore, the aim of this chapter is to provide an in-depth review of the literature that relates to brand awareness and sponsorships. The research that is included in this chapter will come from a wide range of sources which come from articles, journals, books, websites and academic sources from the university libraries. By doing so it ensures that the research can be referenced back and conclusions can be drawn. 
[bookmark: _Toc514064315]2.1 Competitive Advantage
A marketing process that has been well sort through and has clear objectives that hits its targets will create something known as competitive advantage; this leads to “significant advantages that an organisation has over its competitors. Such advantages allow the organisation to add more value than its competitors in the same market” (Lynch , 2003, p. 817). 
Furthermore, Amadeo (2017) states that companies need to reinforce the message that the benefit of the product or service being provided to the customer is better than anything that any competitor can offer. Porter  (2004) argues that companies need to make sure that they have clear goals and strategies in order to build sustainable competitive advantage, something that Red Bull have done consistently for decades as they look to build the brand around extreme sports so the brand and the slogan go hand in hand with each other (Dibb , 2012).  
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Figure 1: Porter’s Generic Strategies Model (Porter M. E., 2004)
As a company, having an advantage over competitors puts them in a position that everyone is striving to achieve, with sponsorship being a fundamental aspect to successful competitive advantage. From examination, it is clear that sponsorship has a positive effect on competitive advantage; firstly there is an increase in media coverage, thus gaining more customers and brand awareness. Although, something that may be overlooked by companies is how the workforces morale is boosted by seeing the company leading position in the market place as well as seeing the work they put in generating success to the company (Dibb , 2012). No matter what area, if a company brand reputation can be enhanced or the brands awareness improved by it being involved with any form of event, then all of a sudden sponsorship becomes an important element that company’s need in their promotional mix (Booth , 2010). 
[bookmark: _Toc514064316]2.2 Marketing
Marketing is a tool that companies around use to create a number of important aspects to there company, and can be defined as ‘the process by which companies create value for customers and build strong customer relationships to capture value from customers in return’ (Kotler et al, 2013, p. 5). This definition suggests that marketing consists of a number of very different processes that companies should consider so that the the customer is fully satifised when they market there product or servuices to consumers. Furthermore, the definition also highlights the importants of value that is created by the customer, a fundermental aspect to any company as consumers build strong relationships and loyalty towards the company, something that Figure 2, below, puts into context. [image: C:\Users\P142255\Pictures\marketingprocess.png]
Figure 2: A simple Marketing Process Model (Kotler et al, 2013)
Understanding what a customer wants and needs is an essential aspect of marketing, something that the Chartered Institute of Marketing (CIM) underlines as highly important as a company that knows what a customer wants and needs can ensure long term success as they are able to add value and desire through marketing activities (The Chartered Institute of Marketing, 2016). This concept of marketing is also outlined by Blythe (2014) who says that is about meeting the expectations of the customer so that they get what they want and need from the company. Additionally, Blythe (2014) goes on to say that he customer should be at the centre of the business to ensure that everything that is being done is going to benefit them further and create a better dynamic between customer and company. 
Companies around the world have very different ideas about how to market their products or services to consumers, something that Proctor (1996) examines in great detail, proposing that companies can take a number of different approaches and directions to marketing. An example of this would be internet based marketing, something that is fairly new but becoming more popular with more and more consumers using the internet now for social and business use (Bones & Hammersley, 2015). Social media has become a key area for companies to start marketing, and is defined as a ‘form of Internet marketing that utilizes social networking websites as a marketing tool. The goal of SMM is to produce content that users will share with their social network to help a company increase brand exposure and broaden customer reach’ (Tech Target , 2017). This approach to marketing allows companies to focus on specific target audiences that they feel is best suited to the business, as well as being able to reach more segments as users share and communicate with others about anything they see on social media something that Pelsmacker et al (2018) suggests Red Bull does to great affect currently.
[bookmark: _Toc514064317]2.3 The Marketing Mix  
When looking at the models and theories that are used to construct the process used to market a product or service there are three main theorists that are most widely used, and they are the Marketing Mix (Perreault Jr & McCarthy , 2000), Ansoff’s Matrix (Harding & Long , 1998) and Porter’s Five Forces (Porter M. E., 1980). This study is looking heavily into aspects of marketing and brand awareness so the Marketing mix has been chosen in this project.  Although, instead of using the traditional marketing mix which contains 4 elements, Product, Place, Price and Promotion, this project will use the extended version that includes People, Processes and Physical Evidence, which is shown in Figure 3 below, as this model allows the inclusion of products that are services and are not just physical things. Though this model was adapted in the 1980’s, the 7 P’s are sought as a great tool that can be modified to include the changes in communications of consumers. Social media has allowed both consumers and companies to develop much faster communication paths where companies can sell their products and services much easier, but consumers can also express opinions much quicker and easier also. Companies that are looking to market a product of service will adapt each of the elements in the marketing mix so that they can generate a brand image that is unique and stand out from any of their competitors’ products or service (Kotler & Keller, 2006) 
[image: Image result for 7p's]
Figure 3: The Marketing Mix Model, 7P’s (Lowrie, 2018 ) 
[bookmark: _Toc514064318]2.3.1 Product 
The first element in the marketing mix is product, or could be service depending on the company, making it a very important aspect of the company, as without it there is no company. A product or service is something that a consumer wants and has to purchase off a company that is willing to sell it to them (Cartwright , 2000). Although it is not as simple as that, as a company needs to offer something that other competitors do not, putting their product of service in a stronger position so that consumers see the need and have the desire to purchase the product or service. 
When Red Bull released their product to the world, it was not just a new product that was being launched but a totally new product category (Red Bull, 2017), putting it in a position that was not familiar to the majority of companies. The product that Red Bull released contained ingredients similar to what consumers has already heard of, such as caffeine, but they made it suit the taste of western world (MarketLine, 2012). The Red Bull drink become recognisable with its small, but tall can that stood out with its blue and silver colour scheme that featured two red bulls on the front (Smith 2014). Since the early days of Red Bull, they have created new products that appeal to the demand for healthy products, so they released the sugar free and zero calorie options to meet this growing demand. They have also now added new tasting drinks that include tropical, blueberry and orange flavoured Red Bull, further engaging with current and new consumers (Red Bull, 2017).
[bookmark: _Toc514064319]2.3.2 Price 
The second element of the Marketing Mix is price, a very sensitive and fundamental aspect of any business. Setting the price for a product or service can be the most difficult choice to make as a price that is to high make companies loose customers, but a price that is to low can harm the company as they are not able to achieve the profit levels that are necessary to continue trading or to invest in the company’s future (Hooley et al, 2012). This will inevability lead to price wars between organisations as they look to undercut there rivals by offering customers with products or services that cost less and are better value for money, all to generate more revuence and customer awareness (Harvard Business Review , 2014). 
In the energy drink industry, Red Bull have a number of competitors to compete against but are still market leaders in the energy drink market, with the brand third in value only behind Coca-Cola and Diet Coke in the soft drinks market (Statista, 2017). Holding such an advatnage over there rivals has allowed them to charge higher prices to maintaing their image of being a premium, high quality prodyct, and this has come down to them establishing valuable distubution networks just as Coke had done in the 20th centrey (Hayashi , 2012). Secondly, they were the first compnay to offer this sort of product as well as the quality of the product always being at the forfront of the company (Preceden, 2017). 
[bookmark: _Toc514064320]2.3.3 Place 
With the correct placement, companies can increase awareness and sales and be able to maintain them for longer periods of time. Having products or services placed in the best way is vital, but it is important to understand that each company is different and that focusing on making sure that the customer that a company is aiming to reach is actually being reached (Clever ISM, 2014). Something that is helping companies reach the customer more frequently on a much cheaper budget is the internet, but at the same time putting an increasing amount of pressure on companies as consumers can access information so quickly. This has led to companies looking to exploit these changes, but at the same time has created a number of issues for them to overcome as the environment they operate in changing so quickly (Richmond & Douglas , 2009). 
Red Bull have used creative and innovative ways to place their products, leading to 5.9 billion cans being sold worldwide in 2015, something that they owe to the vast distribution network that they have created over years of clever product placement. The fact Red Bull is placed in locations that are convenient to the consumer like supermarkets, convenience stores and night clubs, making it easy and accessible for a customer to buy Red Bull in any given situation (Dudovskiy , 2016). Furthermore, Red Bull also has the ability to store the energy drink in exclusive branded refrigerators that are familiar and recognisable to any customer, as well as being placed next to direct customers such as monster and they are able to stand out so customers are more likely to choose something that spots their eye first (Gschwanter, 2012).
[bookmark: _Toc514064321]2.3.4 People 
The fifth element of this model is People, which are described as the people both inside and outside of a company, who in fact account for nearly element of the sales, marketing, strategy and activity. When it comes to the people inside a company it is important for managers and owners to understand that the ability of the company to select, recruit, hire and retain proper people who contain the skills and competencies to do the job to the highest standard is one of the most important aspects to a successful company (Tracy, 2004).
Collins (2001) found that leader companies around the world first of all “got the right people on the bus and the wrong people off the bus” as they could then “get the right people in the right seats on the bus”. This idea shows how important it is to first have the right people, in the right places for a company to be successful. This system has worked well as Red Bull as they have been able to find people who have new and innovative ideas to push the company forward, but more importantly they have been able to attract them in abundance due to their world leading brand status (Kitto , 2014)
The people outside of the company are often regarded as the most important factor when it comes to identifying whether or not a company is a success or failure but making sure that there are clear goals and objectives means everyone is working towards the same thing (Fill , 2002). After looking into the events that Red Bull are currently sponsoring and the clear association to the brand, Red Bull is targeting both males and females generally, but a lot of their content is aimed at males, all between the ages of 15-29 (Gieseler , 2012 ).  The brand is clearly targeting a specific demographic and is constantly involving themselves with athletes who are participating in extreme sports or others who want to enhance their performance with the help and support of the Red Bull brand. This sort of support has now stretch into up and coming talent in the youth ranks, something that has sparked controversy but is helping the brand to grow further (Lackman , 2015).
[bookmark: _Toc514064322]2.3.5 Processes 
The penultimate element of the marketing mix is processes, something that emphases the importance of delivering the service, as a process that is standardised is easier to manage the expectations of customers (Baines & Fill , 2014) (Wood , 2003).  Many companies around the world have excelled at this element, and one example of this is DHL, a transport and air freight company who has become a master of offering standardised options to its customers as well as being able to track and trace parcels which is extraordinarily reliable around the world (Baines & Fill , 2014).  When it comes to processes, there are a number of types that can be used, but is mostly about how the customer is experiencing what the company is offering to them, and companies that can engage with its customers tend to be more successful (Stobart , 1994). 
Red Bull have been able to achieve this by continually being up-to-date with the product and service they are providing; they are able to provide consumers with products that meet the current needs in modern culture, something that was outline in the ‘Product’ section above as they are able to create a product that is successful(Smith 2014). The company has been able to create a distinctive taste profile that consumers are able to recognise, but they have gone further than that in terms of being able to different sized cans so that consumers can pick and choose how much Red Bull they want to consume as a time, something that their rivals do not offer (Fowles , 2016).
[bookmark: _Toc514064323]2.3.6 Physical Evidence 
Finally, the last element of the Marketing Mix is physical evidence, something designed to be part of the service that is being provided to the consumer without them really realising it, but it does without doubt help a company’s brand image and recognition. Many companies around the world do it in different ways as it is a means of marketing communications, for example companies will use leaflets, uniforms, buildings, packaging, brochures and many more as physical evidence (Dibb , 2012). 
Red Bull is a company using physical evidence to the maximum; as already explored they are sponsoring events and teams, as these vents are packed full with physical evidence. The tickets that are used to enter these events have the Red Bull logo printed onto them, the people checking the tickets have the Red Bull logo or name somewhere on their uniforms, the event is littered with signage that contains the Red Bull logo and slogan (Pangarkar & Agarwal , 2013). These events provide people with huge amounts of physical evidence, but they also provide them with access to POV (Point Of View) shots of the athletes competing in these events, another example of physical evidence provided by Red Bull (Hollenson , 2015). 
[bookmark: _Toc514064324]2.3.7 Promotion 
Having the means and expertise to communicate to consumers is the underlying factor to success for companies around the world; they are able to get their message across and make sure that customers don’t just buy once, they continue to buy, a growing trend in modern society as customers want to feel the rewards for continued loyalty towards brands and companies (Smith & Taylor, 2002). Both advertising and promotion are key told for companies to use, although promotion has become a leader factor for increasing sales in the UK, even bigger than advertising now as company promotions account for £15 billion in sales whereas advertising accounts for £12 billion (Baines & Fill , 2014), illustrating how consumers are now looking to purchase products and services. 
Since Red Bull launched their drink they have targeted a number of key areas that they felt would boost their brand above their competitors by creating as much awareness as possible. Sports has been a pivotal area that has been targeted by Red Bull as they created the highly recognisable and famous tagline “Red Bull gives you wings”, cementing the intentions of the product to consumers frequently (Oakes, 2017). This direct approach to their promotion has allowed them to become a leading company in organising and sponsoring sports events as well as setting up teams to compete within other categories such as mountain biking, BMX, motocross, windsurfing, surfing, skating, Formula 1, Red Bull Starts, Red Bull Foxhunt, Red Bull Cape Fear, Red Bull BC One, Red Bull Battle Grounds, and many more (Red Bull , 2018 ). As well as having massive influences on sports, they have their very own merchandise that are based online, as well as having magazines for the people that they are sponsoring, increasing their own brand as well as increasing the person they are sponsoring. These techniques of promotion and adverting activities are designed to make customer recall the Red Bull brand as much as possible to future increase the customer base and deepen the loyalty to the brand (Collier , 2018). 
[bookmark: _Toc514064325]2.4 Promotional Advertising
Advertising and promotion are commonly used interchangeably, but they are completely different in every way, as (Ward , 2017) explains that advertising is one specific action that may promote a product or service, whereas promotion includes all the ways that are used to make a product or service known to consumers. (Ward , 2017) Goes on further to talk about a number of different examples of business promotion, starting with word of mouth, something that most consider to promote companies the best as 90% of studies conducted show that consumers use recommendations from there friends of family when they are purchasing products or a service. Secondly, a website is an exceptional promoting tool; it gives a company the chance to constantly keep customers up to date with any business activities as well as being able to show off anything new that is coming in the future. Finally, a cheap alternative to both is social media, a new and inventive way to reach customers on regular basis, as well as seeing what other consumers are saying about your own products as well as seeing how competitor are doing in the marketplace. 
Although promotions are becoming a more popular way to attract customers, a recent study by (Patient & Retumetse, 2017) identifies the implications of social media advertising on energy drink preferences and consumption of mainly younger generations. The study has key point on how easily accessible the social media platforms have become, making it much easier for companies like Red Bull to attract customers with internet companies and clever advertising techniques that can be seen at any time. Red Bull are a company that are looking to exploit both of these avenue’s, with the option to buy bulk packs at much cheaper rates, as well as having promotions on new and existing products on a regular basis, to both attract and keep the customers purchase the product (The Times, 2015) 
[bookmark: _Toc514064326]2.5.1 Brand Image 
Image is key to the success of a brand as it characteristics need to be distinctive and represent tits personality, as well as being consistent in the way that it communicate but importantly a brand needs to say current and evolve over time to meet the changes in each new generation of consumers (Stobart , 1994). This leads to a brand extending its product line so they are able to further engage with existing customers, but also giving other consumers new options, something that Coca-Cola did when they launched Diet Coke in 1982 as they looked to tap the health conscious market (Haig , 2003). 
Many companies around the world have built their brands up to world leaders that are well known and distinctive, but Red Bull have painted a brand image like no other as “Red Bull doesn't just sponsor things, it gets in and creates them from scratch” (Mortinmer , 2012), illustrating how they want the brands image to be perceived. 
Red Bull’s promotion techniques have become more and more outrageous every year; this has paved ways for new and different ideas to promote the Red bull brand and the products. Since Red Bull emerged in the energy drink industry, there alignment with extreme sports and events has allowed them to express the uniqueness of the product, as well as enabling them to show insight into what the product does to consumers (Hughes, 2004). This has then lead to them being able to promote the brand in a number of different areas of extreme sports, showing how they can differentiate their promotion to incorporate new viewers and still succeed as they are able to grab the attention of the audience and make them fully engage with them (Puzzle Sport, 2016). 
[bookmark: _Toc514064327]2.5.2 Brand Narrative 
Brand narrative is central to meaningful brand strategy as focusing on five key elements that are; truths, promise, story, emotional impact and external expression (Kotler , 2008). By having a strong brand narrative it enables the brand to strengthen regardless of its current position as increasing brand narrative can allow for further establishment in their preemincence, generate stronger bonds customers and increase the distance between themselves and competitors (Emotive Brand, 2017). From the outset Red Bull has been about creating stronger bonds with customers,
[bookmark: _Toc514064328]2.6 Buying behaviour 
Every consumers if very different as for each of them they are looking for something very different, but the process is very much the same, select, purchase, use, either leaving them satisfied or not and these behaviours have been identified to contain very strong exploratory components that include elements of risk taking when purchasing goods, as innovative companies are rewarded with consumers purchases (Baumgartner & Steenkamp , 1996). 
An important aspect of buying behaviour was discovered by Robinson et al. (1967) as they identified that buying decisions could be practically divided into three categories which are called; straight rebuy, modified rebutyand new task purchase. All three of these categories identifed the consumers behaviour as a staight bebuy is the most common typre as it involves no informations to be gathered or alterations to be made as the purchase is the same as on a previous occasion. If there is a change is requirements by the consumer then the purchases becomes a modified rebuy as there is a desire for a better price of a change of product description, which will lead a small amount of research by the consumer. Finally, a new task purchase takes place when a consumers is buying something that is unfamiliar which will take an extensive amount of problems solving and research to be done as many alternatives are considered in this process (Brennan, et al, 2003). This same process is being used in consumer buying behaviours in modern environments but this process can be done much quikcer and easy now as companies all around the world are delivering the qualities of their product or service on a constant basis through advertising, branding and sponsorships. 
[bookmark: _Toc514064329]2.6.1 Impact of Advertising 
Many companies around the world have used advertising in a number of different forms, but the impact of advertsing is still very similar. The two main positives of advertising are that a company can manage their reputation and they can also increased their sales. Firstly, a company that wants to be known for something specific like low prices or that the company has vast amounts of expeirnce and knowedge, advertising can have a massively positive affect towards meeting the companies objectives and also help show consumers that the company is differentiated from competion. Secondly, if done properly and correctly, advertising can increase a companies sales by engaging with excisitng customers as well as attracting new ones to the company. 
Althought there are a vast amount of positive impact of advertising, there are also a large amount of advertsing that may put compnaies off doing it. When an advertsing campaign is launched a company will present the product or service in the best way possible, but this can lead to unrealistic expectations and false images. This can lead to a backlash on the company and a fall in there sales, seomthing that every company around the world is looking to avoid. Many advertising campaigns have been met with negatively in recent years as they are generating steorostypes in men and women as they suggest that men should be “handsome, tall, athletic, caring husbands, thoughtful fathers and virile at all times” and women should be “thin and beautiful and hold down full-time jobs while also being full-time mothers” (Jenson , 2018).  
[bookmark: _Toc514064330]2.6.2 Impact of Sponsorship
The impact of sponsorships is an aspect of marketing that is relatively new feature in the business world and there is not a vast amount of academic writing on the subject. Even when looking at Red Bull, the company that began using sponsorship as a marketing tool, they do not outline the impact of sponsorships on the Red Bull brand. This can mean a number of things, 1) it is not as successful as we all think, 2) it is more successful than we all think and they do not want anyone taking their business model and improving it massively and leaving them behind.  The only way to truly identify the impacts of sponsorship is when the questionnaire is conducted and consumer’s opinions are analysed.












[bookmark: _Toc514064331]3.0 Chapter 3 – Research Methodology 
[bookmark: _Toc514064332]3.1 Research Definition 
Research has a number of key aspects to understand as “research never just happens – it is always started by some person or interest group, with a problem or policy goal” (Pratt & Loizos , 1992, p. 5), identifying how important research is to a number of different people or organisations. Although, most importantly Hussey & Hussey (1997) explains how there is no agreement by academics on how research should be defined as research means different things to different people, but they do concead that there an agreement that research involes: a process of enquiry and investagition, it is systematic and methodical and that research increases knowledge. 
One definition of Research is: “Research sets out with specific purposes from a particular position, and aims to persuade readers of the significance of its claims” (Clough & Nutbrown , 2002, p. 1). 
Although research does not have a clear definition, it can  be split up into two different catergories; Primary and Secondary research. Primary research data is something that is collected by researcher to answer the question they have posed and can be obtained by either qualitative or quantitive research in the form of a survery, focus group, questionnaire, interview or experiment (Hussey & Hussey, 1997). Whereas secondary research data is when soembody else rather than the user and is used for other purposes in a research project .
[bookmark: _Toc514064333]3.2 Research Methods 
[bookmark: _Toc514064334]3.2.1 The Research Onion 
When conducting a research project there needs to be a path that is followed to provide effective research, something that Saunders et al (2009) has developed in his model, “the Research onion”. This model consists of six lays that must be considered when conducting research, as each layer has an aspect that must be chosen to order to create an effective pathway. The research onions six layers consist of philosophies, approaches, strategies, choices, horizons as well as techniques and procedures. Figure 4, below,  illustrates what the research onoin looks like in a visual sense, as well the chosen pathway which will be taken in the research project (Bryant , 2017). 
[image: Image result for research onion saunders]
Figure 4 The Research Onion (Saunders et al, 2009)
[bookmark: _Toc498976660][bookmark: _Toc514064335]3.3 Research Paradigm
[bookmark: _Toc498976661]The research paradigm is something that “contains theoretical ideas and methodological practices internalised through socialisation into a research community” (Qiu, et al. 2012, p. 2). This is a definition that suggests that the paradigm should be used when a project is planning its research as well as conducting its research. The strategy and methods chosen during the research process depends entirely on what the aims and objectives set and what the project wants to find out (Saunders, et al 2009). When collecting the primary data for this dissertation project it involved people completing a questionnaire..Using these methods to collect the primary data mean that the results of the questionnaire are based on the opinions and perceptions of each individual, meaning the study will follow the interpretivism approach as human elements are involed, for example emotions, meaning that it is not an exact sceience with clear answers (Hall , 2014). 
[bookmark: _Toc514064336]3.4 Research Approaches 
There are two researches approaches that can be used, deductive or inductive. The deductive approach develops a theory and hypothesis so that the research strategy is designed around testing the hypothesis, whereas the inductive approach collects data and then a theory is developed as a result of direct analysis of the data (Saunders et al, 2009). Having a research is an important aspects to a research project as Esterby-Smith et al, (2008) examines. It enables a reasearcher to better decisions about how the research is desgined as well as choosing better strategies that will inevitably work or not. This research will use the inductive approach as it is gathering data and forming a theory once the data has been analysed. 
[bookmark: _Toc498976662][bookmark: _Toc514064337]3.4 Research Strategy and Choices
There are a number of methods that can be used when collecting primary data, these include; observations, interviews, case studies and surveys (Kotler & Armstrong , 2006). This research project is concerned with people’s opinions so a questionnaire so that the best responses could be collected in a short period of time. 
Questionnaires are an efficient way of collecting data, they are able to collect large quantities of information over a short period of time as well as provide scope for closed and open ended questions (Debois & S, 2016), as well giving both Qualitative and Quantitative responses (Creswell, 2014). Silverman (2016) states that Qualitative research is a form of data collection that uses interpretive and theoretical frameworks to describe the problems that the individual has on the subject. Quantitative data is the complete opposite, where the data collected can be quantified and has a quantity that can analyses in great detail to understand the key perceptions of a person with accurate figures. This sort of data collection will provide a better understanding or a person’s views and attitude towards a question (Guler & Crowther , 2012 ). Therefore, this research project will use a mixed-method as the questionnaires will be using both qualitative and quantitative data collection methods, and in doing so it will allow for a more comprehensive range of research to be collected (Saunders, et al 2009) (Plano et al , 2008).
[bookmark: _Toc514064338]3.7 Research Time Horizon
Research time horizon can come in two forms, cross sectional or longitudinal time horizon. Cross sectional research data is gathered just once of a set period of time, for example over a number of days, weeks or even months. Whereas longitudinal research consists of collecting data a numerous amount of times that are taken over different periods of time (Desrosiers et al, 1998). This study will use then cross sectional time horizon method as this study has time constraints, making it the best method to use for the research. 
[bookmark: _Toc514064339]3.5 Research Sample
A sample can be defined as a ‘subset of a population’ (Collis & Hussey , 2014, p. 51), meaning that the size of the same that will be used in the research project depends on the size of the population that is being considered the research topic area. In terms of this research project, the population being considered is active and sporty people, which is known as purposive sampling as this project is targeting a specific audience that will enable the project to be carried out (Saunders , et al 2016). 
In a report that was written by National Audit Office (2001), a sample size of 50-100 repsonses is sufficent enough to be benfifically to a resrach project and would provide reliable data. With this in mind, this research project will aim to get no less than 100 repsonses so that the project can get gather a solid basis of data to gain insight into the topic area of sponsorships of extreme sports impacting brand awarness as well as understand what respondents opinions are of Red Bull’s diverse tactics to increase brand awareness. Furthermore, the sample that is collected will be annoymous and not purposly picked by the researcher as this would make the data collected unrealiable and invalid (Bryman & Bell , 2003). All respondents will be made aware of the purpose of the questionnaire and interview and both what and how their responses will be used in this project. 
[bookmark: _Toc514064340]3.8 Questionnaire 
[bookmark: _Toc514064341]3.8.1 Questionnaire Design 
The Questionnaire for this research project consists of 14 questions that include general questions about age and gender to specific questions based on the projects title of sponsorships, Red Bull and brand awareness. The questions that are being asked are clear, concise and do not lead the respondent to pick an answer based on the way that the question is asked. Care will be taken to make sure that the respondents remained anonymous as all times throughout the project. 
In the design process it was clear that the questionnaire needed a number of elements so that it was successful, this included having both open-ended and close questions as this enables both quantitative and qualitative data being gathered as it gives the respondents the opportunity to express their feelings as well follow a format to answering questions (Thomas et al , 2015). As well as having both open-ended and closed questions, the questionnaire will feature questions that are based on the Likert scale; this gives the responsdent a chance to use differnet levels of answering the question (Mackay , 2002). An example of the Likert scale would be a statement being answered with ‘strongly agree, agree, disagree or strongly disgaree’ instead of just ‘agree or disgree’, which gives the responsatant the chance to answer the question in a way that best decribes them (Babbie , 2010)
[bookmark: _Toc514064342]3.8.2 Advantages of Online Questionnaires 
When it comes to online questionnaires, there are a number of advantages. The first advantage is that cost of printing is eliminated as well as the time taken when going out and collecting the data. Another advantage is that the respondents will remain completely anonymous and will allow them to answer the questionnaire as openly as possible so the project is as accurate as possible (Bryman & Bell, 2007). Finally, using online questionnaire there is an opportunity to gather responses from people from a number of different geographical areas and will allow the responses to be collected who may have different views (Dempster & Hanna , 2016).
[bookmark: _Toc514064343]3.8.4 Disadvantages of Online Questionnaires
With plenty of advantages when using online questionnaires, there are also a number of disadvantages. The first major problem of online questionnaires is that there tends to be a lower responses rate compared to paper-based questions which is an issue to this project as there is a time constraint. The next problem is that online questionnaires are very restricted; they will only get responses off people who are online users, and this could impact the outcome of this project. The final problem with online questionnaires is that the researcher has no control over the responses of participants as anyone that is answering the questionnaire may be struggling with a question and there will be no assistance available and this may affect the results. The only way to make sure this does not happen is it to make all the questions as clear as possible so no problems can arise (Melcher, 2012). 
[bookmark: _Toc514064344]3.9 Distribution
[bookmark: _Toc514064345]3.9.1 Questionnaires 
The collection of primary research for the dissertation is going to be the questionnaire which will be an online version that will be on Survey Monkey from the week commencing 12th March 2018. The questionnaire will stay uploaded until 2nd April 2018 in an attempt to gather over 100 responses so that the project could get as much data as possible.   Once the questionnaire is uploaded onto Survey Monkey, a link that a number of friends and family could access will be sent out by the researcher so that as many responses as possible can be gathered. 
[bookmark: _Toc498976667][bookmark: _Toc514064346]3.10 Reliability and Validity 
Reliability and validity are important factors to any form of research as it enables a project to establish good quality research so that the findings are accurate and trustworthy (Bryman A. , Social Research Methods, 2012). In addition, Litwin (1995) exaplins how research should be conducted with careful considerations on the way that data is collected to ensure that it is valid so that it is relevent and useable as well as reliable. 
Throughout the research project it is imperative that the data gathered from both the surveys and desk research is both valid and reliable as it ensures that the execution of the project is at the highest possible manner. By conducting the research is a fair and appropriate way that is consistent it ensures the best possible results collected and analysed so that the best results possible are published and concluded on. 
[bookmark: _Toc514064347]3.10 Limitations of the Research 
In any research project there are limitations (Grix , 2004), and this project is no exception as time is a massive limitation. Throughout the project, time is an important factor as a number of sections need to be completed by certain dates so that the project can be completed on time, and this left the primary data collection at a massive disadvantage as there was not an ample amount of time to collect data. Therefore, meeting the requirements of the projects proposal of 100 completed questionnaires is very difficult as there is no guarantee that people will complete the questionnaires. Had there been more time for the data collection process then a broader demographic could be used as well as fully understanding the responder’s views and feelings towards the subject area.  
[bookmark: _Toc498976665][bookmark: _Toc514064348]3.11 Data Analysis 
The primary research stage of the project included a questionnaire that will be uploaded onto SurveyMonkey which will enable the data to be collected for this project. 
Once the data collection process is complete and the required number of responses has been reached the data will be inputted onto Microsoft Excel so it can analyse. Once both types of data have been inputted the primary data collection process is complete and then the analysis can start where charts and graphs can be created to illustrate the results and comparisons can be drawn and conclusions made. The presentation of data will then be inputted in Chapter 4 where is will be analysed and conclusions can be drawn from the results and the information that was accessed in Chapter 2 can be deemed valid or invalid based on these results. 









[bookmark: _Toc514064349]4.0 Chapter 4 – Data Analysis 
This chapter covers the results and analysis of the primary research conducted. The questionnaire was conducted on the site Survey Monkey where there were a total of 126 responses on Red Bull customers and Extreme sports viewers.
1. Section 1 of the questionnaire was designed to gathers personal information from the respondents which includes there age and gender. 
2. Section 2 included background information on Red Bull and have they perceive the brand and what it was currently doing. 
3. The final section included questions on extreme sports and Sponsorships as well as asking the respondents to give their opinions on specific matters to Red Bull. 
To see a blank copy of both the paper-based and online questionnaire, please see appendices 1. 
[bookmark: _Toc514064350]4.1 Personal Information
Gender is an important aspect to this research project as being able to understand how the Characteristics of the main areas of the project, Red Bull and extreme sports are seen differently by both men and women are an essential aspect of the study. In terms of gender in the UK a report published by Countrymeters (2018) states that the current population of the UK is currently 65,858,277 which is made up of 49.2% males and 50.8% females. This implies that that the responses from the questionnaire should be very similair but Figure 5, below, shows that male responses made up 76% and females made up 24%, a result that was anticipated as the topic area is predominantly about extreme sports, which was incicated in chapter 2. 
Gieseler (2012) states that men currently make up a significant amount of people who particpate in extreme sports as well as attending events and watching them on TV. She suggests that men tend to enjoy the adrenline rush and atmosphere generated by these sorts of events, where as women tend to see extreme sports as dangerous and unsafe. The results can be further backed up Statista (2017) who examines energy drink consumption in the US and states that on daily bases 27% of male particpents are consuming energy drinks compared to 20% of females which further backs up how the title of the project has attracted more males than females. 
[image: ]
Figure 5: A Pie Chart showing the percentage of Male and Female Respondents.
Figure 6 shows the age ranges of the 126 participants involved in the study. From the histogram is clearly shows that over half is made up from the age groups below 18 and the 18-24 categroies. This may due to the method of distrubution as the link for survey monkey was published on personal social media sites meaning that a number of responses may have come from a very similiar age group. Another explanation could be that the topic of research relates to these age catergories more as Lackman (2015) states that more children are involved with extreme sports than ever now and that people below the age of 27 are looking harder than ever to experience these sorts of adrenline rushes as well as attending the events that stage extreme sports. 
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Figure 6: Histogram of the age ranges and respondents.
[bookmark: _Toc514064351]4.2 Background information on Red Bull and the how the brand is perceived. 
According to, Bones & Hammersley (2015) modern culture has led to consumers using internet more than ever for personal, social and business use. To prove this claim correct or incorrect, the questionnaire included a question on what participants feel is there main type of media use. Figure 7, below, shows that out of the 126 responses, a total of 60 of them feel as though there main type of media use is currently the internet, accounting for 48%. This thereby shows that the claims of Bones & Hammersley (2015) are correct and that in this study particpants feel the internet is there main typre of media use. A surprising result is that magizines are more commonly used that what might have been antipcated, but the two most widely used media types, the internet and TV and these are the areas being targeted most by Red Bull as they tend to use adverts on TV but there main marketing techniques are on internet based platforms (Pelsmacker et al 2018).
[image: ]
Figure 7: Histogram of the main types of respondents Media use
Based on the results from Figure 7, a comparison can be made between media use and age was appropriate as seeing the age ranges and media use will allow the study to further answer the question. To make the results more presentable the ages of participants were altered into two categories; below 24 and above 24. 
Figure 8, below, shows the findings of the comparison and unsurpisingly, participants below the age 24 use the internet a considerable amount more than other catergories. This really cements claims by Bones & Hammersley (2015) on how internet usage is growing everyday and how companies can gain an extensive competitive advantage over their rivals as they can target broader markets. In this case, targeting younger audiences is key to success, something that Red Bull are currently doing on all internet based platforms (Pelsmacker et al 2018)
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Figure 8: Line Graph of the comparison of Age Ranges and Media Use
The energy drink indusrty is relatively new compared to other well established industries such as soft drinks, but its still seen massive growth since it was estblished. This growth is down to the popularaty of the drinks as well as more competition than ever now with more companies taking advantage. (Mitchell , 2015) states that Red Bull still has a considerable grip on the energy drink market with a market share of 43%, compared with its main rivals Monster currently possesing a market share of 39%. Figure 9 shows out of the five energy drink options given to participants, with Red Bull accounting for 46% of there responses and Monster accounting for 25%. Considering the rise of energy drinks, it is surprising that Red Bull still hold such a big market share over its rivals and other cheaper alternatives as current culture suggests that consumers would rather go for the cheaper option. 
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Figure 9: A Pie Chart of Participants Favourite Energy Drink
It was clear from Figure 9 that consumers seem to favour Red Bull over their main rivals, but based on this the research tried to establish how often these participants purchased Red Bul. Statista (2017) states that consumers enjoy energy drinks, even if they do not consume them on a daily basis, so question 4 was asked in order to find this out. Figure 10 displays the results in a histogram, and from the graph it shows that that the two categories; Daily consumption and occasional consumption were the two that had the most responses with daily receiving a total of 40 and occasionally at 34. Although the result suggests that the evidence review in chapter 2 is correct, from the 126 participants 18 of them have never purchased Red Bull. 
[image: ]How Often Participants Purchase Red Bull (Total)

Figure 10: Histogram of how often participants purchase Red Bull 
Question 6 was a questioned designed to get the opinions of participants on what they think Red Bull is, but they could express their opinions in a written format compared to selecting an option that they felt was most appropriate to them. The question produced very similar results from all of the responses, and it was clear from the start that nearly all of the responses were outlining Red Bull as a company how they do outrageous things that are not comparable to many other companies around the world. One response describe Red Bull as an “entrepreneur when it comes to marketing a brand successfully” which was unsurprising as many people have been describing them as extreme and wild for years. 
An important point to remember is that Red Bull are targeting a very specific demographic, so a cross examination between the age ranges and consumption of Red Bull on daily basis is something that is important for this project (Gieseler , 2012 ). Table 1, below, shows the results of age ranges that drink Red Bull on a daily basis and it is evident straight away that the age category 18-24 accounts for 22 of the 40 respondents, a large amount of the total consumers who responded. Although this is not a surprising result as Red Bull are targeting this age group.


	Below 18
	18-24
	25-30
	31-45
	Above 45 

	8
	22
	8
	2
	0


Table 1: Cross examination of the age ranges who drink Red Bull “Daily”. 
[bookmark: _Toc514064352]4.2 Understanding Consumers Buying Behaviours 
As part of the study, understanding what entices consumers to purchase Red Bull is relevant and important so Question 7 was designed to contain a number of options to choose from and a rating from always to not at all to illustrate how they felt about what entices them to purchase Red Bull. Figures 11 to 19 show the result from this question. 
Consumers buying behaviour can be influenced by a number of factors that are both internal and external to them so the questionnaire was designed to answer this question (Cox & Brittain , 1996). Figure 11 shows that consumers do not see sponsorship as a main driver for purchasing Red Bull as 52 respondents, which account for 42.3% of the participants, felt as though it occasionally persuaded them to purchase Red Bull, but it was clear from the literature review that consumers are not enticed to purchased products based on any form of sponsorship (Evershed , 2013). 

[image: ]

Figure 11: Histogram of how sponsorships entices consumers into purchasing Red Bull
The second part to the questionnaire consists of how consumers feel about the packaging of Red Bull. From the results it shows the consumers do not feel as though packaging entices them to purchase Red Bull with 78 of participants, a total of 62%, feeling as though the packaging does not entice them into purchasing Red Bull. Although Smith (2014) states that packaging can go a long way to enticing customers to purchase products in this case it does not have the same effect with Red Bull and this could be due to their simple design being the same since its launch. 
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Figure 12: Histogram of how packaging calories entices consumers into purchasing Red Bull
According to Walker (2017), consumers decide to buy based on emotion and can relate to products based on their experiences as these events can made them feel as though they are there.  In Figure 13, below, the results from the question table shows that participants are enticed to purchase Red Bull based on the events that they are involved with, with 28 and 31 participants stating that they feel these events often and occasionaionally, respectively,  entice them into purchasing Red Bull. These results can be compared with an article by O'Toole (2015) who states that the events that Red Bull are involved in are a truer reflection of the company as they are constantly embracing living on the edge and taking risks compared to the taste or effects of their actual product. 
[image: ]
Figure 13: Histogram of how events  entices consumers into purchasing Red Bull
Advertising has become a tool that every company uses in modern business, but there are a number of variaties of what advertising is and can do. Based on the evidence that was examined in the literature review, the questionnaire was design to include a question what particpants think about the advertsing that Red Bull are doing (Baines & Fill , 2014). 
The results from the question are shown below in Figure 14 and clearly it shows that particpants feel as though Red Bull’s advertising is not enticing them to purchase their products. This result was not expected as Red Bull are a world leader company that are constantly keeping consumers upto date with ongoings on there websites and all of their social media platforms. Although after seeing the results from Figure 14 it was clear that consumers can not relate to the advertsing that Red Bull are currently involved and Corcoran’s (2013) article on Red Bull’s adverts examines how one there TV advert caused outrage with consumers as they felt that the advert suggested that Titanic passengers could have avoided disaster if its passengers had wings. 
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Figure 14: Histogram of how advertsing entices consumers into purchasing Red Bull
As this research is based on Red Bull, having participants answer questions on the product was essential so the table then looked at how taste entices consumers into purchasing Red Bull. Over 45% of respondents stated that taste is a factor when enticing them to purchase Red Bull.
Having nearly half of the participants saying that they are enticed to purchase the product based on taste suggests that comments made by O’Toole (2015) can not be supported as consumers do feel as though taste is an important to them as is an important factor when purchasing Red Bull. 
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Figure 15: Histogram of how taste entices consumers into purchasing Red Bull
Part seven of the question looks how consumers feel towards calories and Red Bull and how this factor does or does not entice them to purchase Red Bull. From the results shown in Figure 17, below,  it is clear that there is a clear divide between consumers feeling as though calories is an important factor when enticing them to purchase Red Bull, but there is also a substanal amount of repsonses saying that they do not think that calories is an important factor. A study by Martin (2018) states that women are more concerned with calories than men and this could explain why there results suggest that this is a factor here, but Figure 5 shows that only 24% of participants were female. But as Red bull is aimed at sports, something that was identified in chapter 2, sports athletes do not want to consume unnessary calories, something that Red Bull (2018) goes into great detail about. 
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Figure 16: Histogram of how calories entices consumers into purchasing Red Bull
The penultimate question on the table asked whether the effectiveness of provision of energy of Red Bull entices consumers into purchasing Red Bull. From the results that are shown in Figure 18, it is obvious that consumers feel as though the effectiveness is a very important factor to them when purchasing Red Bull. This can be further backed up by Heckman et al (2010) who examines how Red Bull is viewed by consumers as one of the best energy drink for providing them with the energy kick that they are looking for and many users are athletes, so having something that enhances performance is vital.  
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Figure 17: Histogram of how effectiveness entices consumers into purchasing Red Bull
To fully understand the table a histogram was created to show what entices consumers to purchase Red Bull the most out of the categories given to participants. As displayed in Figure 20 it is clear that the main three categories that entice consumers is effectiveness, calories and taste respectively. But what you can see from the graph is that the fourth most enticing category is events, something that this study is looking at. The surprising result in this graph is that sponsorships are not a massively influencing factor when enticing consumers into purchasing Red Bull. Although without advertising and sponsorship putting these products into the public eye consumers would not know these important factors, and although consumers did not see events and advertising as their main enticements for purchasing Red Bull it is clear without any of those things happening then consumers would not know anything about them (Ward , 2017).   
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Figure 18: Histogram of what entices consumers into purchasing Red Bull
Based on the findings from Figure 20 it is clear that consumers are enticed by three main categories when purchasing Red Bull and future investigation into this area may be needed in the future. Nonetheless, understanding participants became aware of Red Bull and Figure 21 shows how the 53% of participants state that sponsorships made them aware of Red Bull and 28% of them stated that events made them aware of Red Bull. 
This backs up the points made by Kotler (2008) when he states that getting products in the public eye in a way that is exciting and memorable is key to a brands success as consumers can what they felt like and what they were thinking when they saw it for the first time. It also shows that consumers are more aware of the activities that a brand is involved with compared to what they are providing to consumers sometimes (Oakes, 2017).  Although, it is said that brand can be built on reputation, but if they cannot sustain the same level of activity then they are unable to continue attracting new consumers and that some loyal customers may feel as though competitor’s brands are doing something that they enjoy more (Stobart , 1994) . Although Red Bull are constantly testing what they can achieve, rivals such as Monster, who hold a considerable market share in the energy drink industry, are challenging Red Bull’s events and sponsorship constantly.
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	Figure 19: Histogram of how participants became aware of Red Bull
[bookmark: _Toc514064353]4.3 Extreme Sports and Red Bull’s Sponsorships 
Based on the results that have already been analysed it is clear that sponsorship has been key to Red Bull in terms how consumers have become aware of the brand, but how often consumers are seeing it is important as well as Temporal (2002) states that the more often a brand can be seen is best. Figure 22 shows that 74% of participants are seeing some form of Red Bull sponsorship constantly and a further 20% are seeing it on a regularly basis, adding up to 94% of the participants see have seen some form of Red Bull sponsorship. This result shows that their ability to be seen by consumers is extremely effective and that even consumers who do not purchase the drink are still seeing the brand on a regular basis, something that most companies round the world would and do struggle with.  
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Figure 20: Pie Chart of how often participants see Red Bull’s sponsorship 
To fully understand consumer’s views on sponsorship it was important for the research to see what participants thoughts are on the sponsorships deals that Red Bull are involved in. The results are shown in a histogram below, Figure 23, and it shows that Red Bull’s sponsorship are seen as exciting and creative with these two option accounting for 72% of responses. It is also noted that only 8 out of 126 participants feel as though the sponsorship deals are useless and that 2 participants feel as though they are unimportant, which indicates that these sorts of sponsorships are not for everyone. 
Nonetheless, this result supports the claims made by Walker (2017) that emotion is important to a brand and that consumers find it much easier to relate to something that they have an emotional connection too, something that Red Bull has set out to do with their ability to both excite and thrill people. 
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Figure 21: Histogram of participants view on Red Bull’s sponsorship deals
Following on from the previous graph, asking the participants feel that Red Bull’s sponorship deals are the right things to, the research wanted to know if consumers felt that these extreme sponsorship deals were a good thing. Repsonsednts were given a choice of yes or no, as well as the chance to elabroate in further detail below the question. Figure 24 shows the results of the question and how nearly 90 respondents felt as though the sponsorship deals were the right thing to do. Many of these respondents went on to say how they enjoyed watching the events that Red Bull sponsor and how they cannot wait to see what new and exciting sport and event they get involved with next. 
It was also noted that 37 respondents felt as though there sponsorship deals were not the right thing to do, and many of the reasons for saying no were similair, mainly describing what Red Bull do as “stupid”, “outrageous” and “not fit for purpose” as these repsondents felt as though sponsoring these extreme sports like they do gives the wrong message to a number of people, mostly children. 
Question 14 of the questionnaire consisted of a question asking participants to outline what they thought might be the next sort of sponsorship Red Bull might get involved in. This question generated a wide range of responses from participants, but a large number of the responses thought as though Red Bull might get more involved in space travel. This was quite an unexpected answer  as this does not really align with there current sponsorship portfolio which is aimed as extreme sports. This is clearly something that consumers are keen to see and be involved with at the moment, and this may be something for Red Bull to consider in the future.  
Other responses suggested extreme sports that Red bull were already accociated with such as motorsports and water-based sports, but with Red Bull having sponsorship around 500 extreme sports, there is not much more they can get involved in that they have not already (Red Bull , 2018 ). 
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Figure 22: Pie Chart of whether Red Bull’s sponsorship deals are the right thing to do
The connection to the brand has been a key point to this research project and Red Bull slogan is something that can be seen as personal to the product. A key example of this would be the famous slogan “I’m lovin it”, with many consumers instantly knowing what company that it is associated with, McDonalds. This is the same with Red Bull, having built the brand around the slogan and many consumers are aware of it and its presence, but this question has been designed to see how the events that Red Bull sponsor also portray the company famous slogan. 
Figure 25, below, shows the results from question 13 and from the pie chart it shows indicates that 55% of participants feel as though the events that Red Bull sponsor portray the companys slogan, which is no surprise. Although, 41% of participants feel as though these events only portray the slogan ‘a little’ which is quite surpising considering these events have taken priorty over the sale of the energy drink itself (Bergstrom , 2017). 
[image: ]
Figure 23: Pie Chart of whether Red Bull’s sponsorship portray the companies slogan 
The final question was designed to gain an understanding of participant’s views on whether Red Bull’s sponsorships have helped the brand grow. As stated by Puzzle Sport (2016), Red Bull have spent the last two decades creating a brand image that has them become not just a drink manufacturer, but a sporting brand that supports and invests in more than just the company. In addition to this, they have been able to sponsor events like the Felix Baumgartner’s 128 kilometre free-fall from the edge of space which is reported to have cost around $30million, which had over 8 million people watching live and now has over 40 million views on YouTube, something that can be classified as a good investment. 
The question gave them four options to choose from, Not Sure, No, A Little and Yes, enabling them have more options than just yes or no. The results from the question shown in Figure 26, below, show that Red Bull’s sponsorship is having the desired effect on the brands growth as 80% of participants feel as though the brand is growing based on their sponsorships. This results shows the significance of Red Bull prioritising their sponsorships over the actually product as they have been able to achieve the desired effect on consumers.  
Based on the results from this question it shows that participants are more able to make a connection to the brand than the product and the decisions that have been made by Red Bull to market the brand in this unique way is clearly paying off as they are able to connect with consumers, regardless of whether or not they like the product. Furthermore, the product has now become a less important aspect to this company, but their ability to express themselves and show creative ambition when it comes to brand management has become the most important piece of the puzzle.  
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Figure 24: Pie Chart of whether sponsorship have helped brand awareness 



















5.0 Conclusions
This dissertation was conducted so that the effectiveness of Red Bulls differentiated sponsorships of extreme sports effect their brand awareness or not. This chapter will summarises the findings from the project and use them to identify and trends from other academics data that has been previously conducted so that a conclusion can be drawn on the research question. Furthermore, this chapter will provide recommendations for future research on the topic as well as recommendations for Red Bull so they can continue being successful. 
Based on the results from this study a number of themes have been made in regards to Red Bull and their sponsorship deals. From the outset it was clear that Red Bull is targeting very specific people in terms of age and lifestyle, mostly males between the ages of 15-29. Based on the results that were found in this study in Chapter 4 it showed that males between 18-24 were more engaged to the title and made up a significant amount of the research sample.
The project also found that when consumers are looking at buying the Red Bull product there are not enticed into buying it from seeing the sponsorships and events that they are involved in, but more enticed by what the product does and the effect it has on them. This shows that there is a clear disconnection with Red Bull consumers who do not recognise the power of the sponsorships, and only see forms of sponsorships as important when they are asked specifically about them. This is clearly a problem that Red Bull needs to address, quickly. 
Based on the all the evidence from all sections of this research project it is clear that Red Bull’s sponsorships have been largely impacted their brand awareness, and that they have created something that they are slowly struggling to keep up with as they are slowly “out-doing” themselves as they are exhausting the sponsorship of extreme sports and are now slowly looking into new sports to involve themselves in. 
[bookmark: _Toc514064354]5.1 Objectives 
[bookmark: _Toc514064355]5.1.1 Objective One:  
To explore the views of consumers in regards to Red Bull’s sponsorships of extreme sports
To achieve this aim, a number of aspects of the research question needed to be research to find out current trends and data. By doing this it allowed general themes in the energy drink industry to be concluded as well as traditional and current marketing techniques to be assessed so that a questionnaire could be designed and conducted to answer the question in the best way. Based on the information that was first research it then allowed participants to answer key questions so that relevant information could be gathered on the subject. Although the research sample mainly consisted of male respondents, consumers enjoy the events and sponsorships the Red Bull are involved in, although some do feel as though it is wrong for Red Bull to encourage children into these sports as they are dangerous.
[bookmark: _Toc514064356]5.1.2 Objective Two: 
To examine how these sponsorship deals impact on their brand awareness
To achieve this aim, it required the secondary data collected in Chapter 2 and the results that were analysed in Chapter 4 together. Based on both kinds of research it was apparent that sponsorships have had a massive impact on Red Bull’s rand awareness. It was clear that consumers create connections with brands based on personal experiences and emotional attachments; and the sponsorship deals that Red Bull are involved in create these connections to consumers. This was then further backed up by the results in Chapter 4 when respondents suggested that the brand is able to deliver something those other companies and brands are unable to do and that these sponsorships are exciting and new. 
[bookmark: _Toc514064357]5.1.3 Objective Three: 
To evaluate the relevance of their sponsorship deals and whether or not it is positively affecting the brand 
The final aim of this project was an important one to achieve, and in doing so made sure that the research question was answered and for this aim to be met a number of different aspects needed to be identified. Based on the findings from Chapter 4 it was clear that consumers feel that Red Bull’s sponsorship are relevant and have a positive effect on the Red Bull brand. This could be due to them being new and creative as no other company has done anything similar to Red Bull, and this is definitely something that is making them stand out and create a brand that is attractive to consumers around the world. Although, it may be important to note that Red Bull are a company that are pushing boundaries every day and although they are able to amaze consumers constantly, there is only so much they can do. 
[bookmark: _Toc514064358]5.2 Recommendations 
After looking at vast amount of information and data that has been collected on Red Bull’s brand and product, although this project has found a few things that they could improve on: 
1. Based on the evidence that has been reviewed in this research project, it was clear that there is disconnection between Red Bull consumers and the sponsorship deals. They need to work harder and take a more integrated approach; for example a sales promotion that gives consumers the chance to win tickets to sponsorship events when purchasing Red Bull products. 
2. As a company that are working enormously hard on their brand, it is obvious that they are slowly out-doing themselves and are finding it much more difficult to find appropriate options that fit the brand image. As there are now limited extreme sports for them to be involved in there need to scan the environment that they think best fits the brand and start involving themselves in something new as they will slowly run out of options and remain stagnant. 
3. Thirdly, this project has also identified that consumers now want more outrageous extreme sports sponsorships than ever before, but they also want Red Bull to start involving themselves in space travel. Although space travel may be years out of reach for them at this present moment it may be something to consider, but something for them to consider at the moment may be incorporating general consumers into their sponsorship models as these people seem to be crying out to be involved in something that gives them an adrenaline rush. 
4. Finally, based on this project it is clear that they should keep going because they have differentiated business model that is working and is helping them gain brand awareness. 
[bookmark: _Toc514064359]5.3 Limitations 
Throughout this research project there has been a number of limitations and the main one was that the subject that this project was looking at does not have significant secondary research already completed on sponsorships impacting brand awareness and this made the start a lot more time consuming that what was planned. The second and final limitation was that when the questionnaire was uploaded onto SurveyMonkey the link to it was posted on personal social media sites. This then puts questions on whether or not the results are reliable and valid as the people associated with the researcher are of a certain age and gender. 
[bookmark: _Toc514064360]5.4 Further Research 
Based on all the evidence that has been accessed throughout this research paper it is clear that Red Bull have a brand that is unique. Although, there on-going desire to market the brand in extreme sports has put them in a position where they have now started running out of extreme sports to be involved in; but now they have started involving themselves in more general sports like Football, Rugby, and many more. Based on this, evaluating the effectiveness of their move into more general sports would be great for further research. 
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