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[bookmark: _Toc241171332]Abstract
This dissertation examines the impact of social media marketing and content management on brand performance, using Red Bull as a case study. The main purpose of the research was to understand how Red Bull uses social media content to engage consumers and how this may influence their interest in the brand and its products.
The research used a mainly quantitative approach through an online questionnaire. A total of 31 valid responses were collected from adults who were familiar with Red Bull and social media. The questionnaire asked about social media use, Red Bull content, brand perception, engagement and reported purchase or drinking interest. The findings were analysed using simple percentages and descriptive comparisons.
The results show that Instagram was the main social media platform mentioned by the respondents. Extreme-sports videos were the most preferred type of Red Bull content, with 18 respondents (58.1%) selecting this option. The findings also show that 25 valid respondents (83.3%) reported that Red Bull social media posts had made them more interested in buying or drinking Red Bull at least sometimes. In addition, 21 respondents (67.7%) reported purchasing Red Bull after seeing advertising or social media content.
Overall, the findings suggest that exciting, entertaining and sports-related content is important in attracting consumer attention to Red Bull. However, the research does not prove that social media directly causes purchasing behaviour. The study is limited by its small convenience sample, self-reported responses and cross-sectional design. The research therefore provides exploratory evidence about consumer perceptions of Red Bull's social media marketing rather than a general conclusion about all Red Bull consumers.
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Impact of Social Media Marketing and Content Management on Brand Performance: A Red Bull Case Study
1. [bookmark: _Toc241171333]Introduction
[bookmark: _Toc238586102][bookmark: _Toc241171334]1.1Executive Summary

The study is on Red Bull GmbH which deals with how social media marketing and content management affect brand performance. Red Bull is number one energy drink in the world market and it sells almost 12.1 billion cans every year. Around 30% of its profits are used for marketing, content. Recent studies show that by sponsoring extreme sports and viral content, the brand exposure and engagement of Red Bull has increased substantially. The diverse social strategy of Red Bull, which includes various platforms like YouTube, Instagram, TikTok, and others, will be analysed and the key metrics (followers, engagement rates, and content reach) will be compared to big competitors like Monster Energy and Rockstar. The information will come from official sources (Red Bull reports) and third-party analytics (e.g. RivalIQ, HypeAuditor). In the quest of evaluating how content topics and formats influence engagement, we will combine qualitative content review with a quantitative research of social media indexes (following, likes, shares, engagement rates). We will, furthermore, evaluate our results with appropriate industry benchmarks (i.e. Statista, Socialinsider, Sprinklr). Expected outcomes will be finding the elements of Red Bull’s strategy that most strongly relate to the firm’s customer engagement along with identifying best practices for brand content management.
 The study schedule is summarised below and runs from – July 2026 – May 2027. There are not many ethical issues in the case of public data and no human subjects involved; the single brand focus and reliance on observational measures are two drawbacks. The purpose of this proposal is to analyze, through the availability of data, the impact of social media on brand equity in a flagship case.

[bookmark: _Toc238586104][bookmark: _Toc241171335]1.2 Introduction
The conglomerate Red Bull GmbH is the market leader in the global energy drink industry and has an estimated 80–85% share of the Red Bull–Monster Energy market.  In 2025, the Red Bull sold around 13.97 billion cans around the world with group turnover of EUR 12.196 billion. Red Bull spends nearly one-third of its revenue on marketing, in contrast to other consumer goods providers. Most of the money goes toward sponsoring adrenaline-fueled events as well as the production of original content. This shows the way Red Bull works: it creates interesting content (extreme sports movies, documentaries of athletes, interviews with athletes) that goes viral rather than advertising. According to the research, this type of marketing greatly enhances Brand Recognition and Loyalty for Red Bull worldwide.  For instance, millions viewed the “Red Bull Stratos” skydiving event, which encouraged a lot of participation on social media. The present study will explain how social media marketing and content management of Red Bull affect brand performance quantitatively. Moreover, the study will measure Red Bull’s social metrics against competitors in quantitative terms. Most Importantly, measurement of content management and that of Red Bull will take place in qualitative terms. Due to the market leader position and famous campaigns of Red Bull, the learning will be useful for brand managers in general.
[bookmark: _Toc238586105][bookmark: _Toc241171336]1.3 Literature Review
Social media has changed brand management by enabling the development of communities, content generated by the user, and continuous two-way communication. According to academic research, social campaigns that have been active show  brand visibility, customer engagement and loyalty.  Research shows that communities of tech-savvy consumers on social media build brand loyalty, for instance. Confetto and Siano (2018) suggest a management paradigm to align corporate objectives, content development and performance measures, substantiating the strategic significance of content planning. Li et al. (2023) emphasize that effective campaigns depend on a responsive process that makes ongoing use of data, influencer relationships, and content we think of as “social management”.

Brand studies show the power of viral content. The marketing campaigns of Red Bull, which include sponsoring people to do extreme sports or creating viral videos, have boosted consumer engagement and brand visibility globally (Zhang, 2024). Hence, viral marketing adds to conventional advertising by utilizing social network sharing dynamics. Similarly, corporate examples (such as Nike and Adidas) show how influencer partnerships and user generated content (UGC) campaigns can significantly boost online reach. In 2026 Socialinsider benchmark research highlighted that TikTok’s engagement (~3.70%) is about 7.5X higher than that of Instagram (~0.48%). This necessitates content suited to the platform (short videos for TikTok versus nice photos for Instagram). As per Sprinklr (2025), major brands (≥20% spend on social) spend more to gain ~33% higher returns. According to them, a fast response to customers (in 24 hours) is expected for online trust.

In conclusion, studies show that social media success requires intentional content management, including strategic planning, variety and alignment with trends. The case of Red Bull.
[bookmark: _Toc238586106][bookmark: _Toc241171337]1.3.1Research Questions and Objectives
Building on the above, this study will address:
· RQ1: How do Red Bull’s social media marketing strategies and content management practices affect brand engagement and performance?
· RQ2: How do Red Bull’s social media metrics (e.g. follower counts, engagement rates) compare with those of key competitors (e.g. Monster Energy, Rockstar) on major platforms?
· RQ3: Which content types and campaigns correlate most strongly with spikes in consumer engagement or awareness?

Corresponding objectives include: (1) Analyze Red Bull’s multi-platform content and social media campaigns (including events like Red Bull Flugtag, Stratos) to identify themes and formats; (2) Measure key quantitative metrics for Red Bull and competitors across channels (followers, likes, shares, engagement per post); (3) Compare Red Bull’s performance against industry benchmarks and rival brands; (4) Evaluate how content management (posting frequency, platform choice, user engagement) influences outcomes; and (5) Develop best-practice recommendations for maximizing social media impact on brand performance. These objectives will ensure a comprehensive understanding of content-driven marketing effects in a real-world brand context.

[bookmark: _Toc238586107][bookmark: _Toc241171338]1.4 Methodology
A mixed-methods strategy is used in this investigation. Qualitative and quantitative data obtained from the primary research will be combined in this study. The methodology’s main objective is to see how Red Bull’s presence on social media changes people’s perception, engagement, and consumption attitudes of those who consume Red Bull and are his followers on social media. This is a mixed-method study, which is ideal for this study as it allows the study to test measurable patterns in the answers from respondents and the individual opinions and experience of respondents regarding Red Bull’s social media marketing. Past studies have found surveys and social media content analysis to be often used in social media research that employs mixed-methods.

For this study, an online questionnaire will be prepared with the help of Google Forms to collect primary data. The form will be filled by people who consume Red Bull and/or follow Red Bull on social media like Instagram, Tiktok, Youtube, Facebook. The aim of the questionnaire is to collect information about the use of social media, the knowledge of respondents about Red Bull, engagement of Red Bull, perceived brand image of Red Bull and to what extent do Red Bull activities affect attitude or purchasing/ consumption behaviour.  For the study, 30 valid responses will be collected. The researchers can get first-hand information from the target participants online from the questionnaire and not just from secondary information.

The questionnaire will have the closed and open-ended questions which will allow the collection of quantitative and qualitative information from the same respondents. The raw data collected from the interviews will be analysed using a content analysis approach to focusing on the overall theme of answers.  The results will be used to find common trends in respondents' perceptions of Red Bull’s social media marketing. An analysis could explore how often respondents see Red Bull, which platform they use to view them, how engaging they find their content, and whether seeing this social media content affects their level of interest in the brand.

The qualitative part will mainly rely on responses to questionnaire open-ended questions. Thematic analysis will be used to explore the responses for themes and opinions. Careful consideration will be given to Red Bull’s extreme sport content, entertainment, athlete/ influencer endorsements, user-generated content, competitions, humour, brand, and the perceived authenticity of Red Bull social media communication. Thematic analysis can be helpful to identify patterns in the participants’ experiences and opinions and can feed into quantitative survey data in mixed-methods research.


As a result, the current study combines primary survey data with the qualitative assessment of the content of Red Bull’s social media. By employing this method, the researchers are able to see what Red Bull communicates through its social media and how consumers react to this communication.  In mixed-methods social media research, linking data collected from people with social media content is well-established.

The sample of around 30 respondents will be viewed as a small non-probability sample and the results will consequently be interpreted as indicative of the participants’ views and experiences, rather than those of all Red Bull purchasers. The smaller sample constricts the degree to which the findings can be generalised to the population at large. Nonetheless, the reactions may have proved to give helpful exploratory insights into how selected Red Bull consumers engage with and perceive the company’s social media marketing. Online survey research may yield useful and detailed perspectives from participants when the research objective is exploratory and not intended to produce population estimates.

[bookmark: _Toc238586108][bookmark: _Toc241171339]1.5 Data Sources
The study will primarily utilize data from primary research gathered from an online questionnaire made with Google Forms. The survey will be administered to individuals that drink Red Bull and interact or follow the social media platforms of Red Bull. The aim of gathering feedback directly from these individuals is to gain insight into their personal experiences, attitudes, and engagement with the Red Bull social media marketing.
1. Questionnaire Responses  - The primary source of data to be collected through the Google Forms questionnaire response will be the responses. The inquiries will center around participants' cognizance of Red Bull's social media content, the social media platforms used by them, the nature of interaction with Red Bull's posts, and perceptions about Red Bull's social media marketing. The questionnaire intends to find out if the content that Red Bull has on the internet plays a role in creating interest, engaging with the content, and/or purchase or use. The researcher will collect around thirty responses for the study.
2. Social Media Engagement and Consumer Perceptions - Questions about the experience of the participant with Red Bull on Instagram, TikTok, YouTube and Facebook will be included in the questionnaire. The respondent will be asked what type of Red Bull content do they enjoy most such as Extreme sports, athlete or influencer content, competitions, videos, entertainment and user-generated content. This will determine what aspects of Red Bull’s social media presence are noticed and valued by its audience.
3. Qualitative Responses - The questionnaire will have some open-ended questions (besides the close-ended questions) so that the opinion of the participants can be noted in their own words. The answers will reveals further feelings about the types of Red Bull content that engaged them and how they feel about Red Bull’s social media speak. The identification of frequent themes and patterns in these responses would be used to underpin the quantitative findings.
4. Supporting Social Media Content - The social media content that is publicly available will also receive review to provide background for the findings from the questionnaire. When inferring the responses of participants, posts, videos, campaigns, hashtags and other relevant content of Red Bull will be taken into account. Such a measure will connect what Red Bull communicates through its social channels with how its audience responds to that content.

Overall , the research will leverage first-hand information from Red Bull consumers/social media followers rather than relying on secondary social analytics/industry database information. The outcome of the questionnaire will be subjected to analysis using basic descriptive statistics, including percentages and response patterns, while the open-ended answers will undergo a thematic analysis. When combined with observations of the Red Bull social media, these responses will provide more clarity on how the brand’s social media marketing is perceived and engaged with.
[bookmark: _Toc238586109][bookmark: _Toc241171340]1.6  Expected Outcomes

We anticipate that Red Bull’s emphasis on high-quality, adventure-themed content will show up in superior engagement metrics relative to competitors. Specifically, we expect to find: (a) Higher absolute engagements: Red Bull posts likely garner far more likes/comments per post (e.g. RivalIQ observed ~40.1k engagements/post). (b) Follower growth leadership: Red Bull’s follower counts (especially on Instagram/YouTube) will be substantially higher than key rivals. (c) Platform-specific effects: TikTok content may yield very high engagement rates (~10% as reported), suggesting Red Bull’s audience is highly receptive to trendy short-form video. We will identify which platforms and content types generate the most interaction.

We also expect to quantify the ROI implications: e.g. Sprinklr’s finding that heavy social investment leads to +33% ROI suggests Red Bull’s large social budget is correlated with its market dominance. By comparing to industry benchmarks (e.g. global engagement rates) we will illustrate where Red Bull stands out. Finally, we aim to derive actionable insights: for instance, if data shows that user-generated campaigns or influencer posts spike engagement, we can highlight those as best practices. The overall outcome is a detailed proposal for how Red Bull and similar brands can optimize content management to boost brand health.

[bookmark: _Toc241171341]1.7 Research Timeline
                The research will span approximately 10–11 months, from proposal finalization            through final report. Major tasks are outlined below, followed by a Gantt chart.

[image: ]
                  Chart: A Gantt chart outlining the phases of research, from literature review .


[bookmark: _Toc238586110][bookmark: _Toc241171342]1.8 Budget

Existing data and institutional resources are the main sources used in this investigation. An external budget is not necessary. No significant software purchases are required; access to social analytics tools (RivalIQ, HypeAuditor) will depend on trial or academic access. Expenses for fieldwork or travel are not covered. If money were required, it would pay for publication fees or subscriptions to data tools, which are thought to be negligible.

[bookmark: _Toc238586111][bookmark: _Toc241171343]1.9 Ethical Considerations

Ethical hazards are minimal because research mainly uses secondary data, such as business reports and public social media content. Beyond what users voluntarily disclose, we will not gather any personal information (no surveys or interviews). All social media information will be combined at the brand level (likes, followers) and utilized in compliance with platform guidelines. We will make sure that any quotes or instances from user-generated content are either anonymised or properly cited. Institutional Review Board approval is not necessary because the study raises no serious ethical concerns about human subjects or privacy violations. In order to ensure adherence to copyright and fair-use standards, all industry data sources are either publicly accessible or granted permission by their publishers.

[bookmark: _Toc238586112][bookmark: _Toc241171344]1.10 Limitations

There are a few restrictions to be aware of. First off, the results may not be entirely applicable to other companies or industries because this is a single-case study (Red Bull). Second, we cannot establish a link between content and income since social media measures (likes, shares, and comments) are proxies for involvement but do not represent sales or loyalty directly. Third, our snapshot (2026 data) may not be able to forecast future trends because platform algorithms and user behavior change quickly. Fourth, comparisons may be skewed by incomplete competition data (not all posts or private statistics are available). Lastly, cultural differences are not taken into consideration (we presume global approach rather than region-specific). In our study, we will take note of these limits and prioritize descriptive insights over overstated assertions.

[bookmark: _Toc238586113][bookmark: _Toc241171345]1.11Conclusion
This proposal outlines a comprehensive plan to study the impact of social media marketing and content management on brand performance, exemplified by Red Bull. By combining academic theory with up-to-date industry and company data, we aim to produce actionable insights on how content choices drive engagement and brand equity. Red Bull’s unique marketing investment and content ecosystem provide a rich case for analysis. Through rigorous comparative analysis (Red Bull vs. competitors and benchmarks) and structured methodology, this research will clarify the “why” and “how” behind social media’s effect on brands. The expected outcome is a set of evidence-based guidelines for optimizing content strategy in dynamic social media environments, benefitting both academia and marketing practice.



[bookmark: citations][bookmark: _Toc241171346]2.0 LITERATURE REVIEW IN IMPACT OF SOCIAL MEDIA MARKETING ON BRAND
[bookmark: _Toc241171347]2.1 Executive Summary
The aim of this literature review is to explore and analyze the role of social media marketing in the growth of Red Bull's brand. It starts by positioning social media as a two-way street that empowers consumers to co-create brand meaning (Kaplan & Haenlein, 2010) and research that indicates social media marketing is more than just a promotional tool, it is for branding, building customer relationships, and strategic value (Li et al., 2023). One of the themes is content strategy – Red Bull sees content as a strategic asset, and not adverts for their products, but good quality and story-led posts, extreme sports, events, features on athletes, etc. (Confetto & Siano, 2018). Content management theory (Confetto & Siano, 2018) can be used to provide an understanding of how Red Bull can relate the strategic objectives with content creation, content distribution and the performance of the content.
Platform differences are then taken into account. According to social insiders (2026), the engagement rate on TikTok (3.7%) is much higher than that of Instagram (0.48%), highlighting the importance to create content for the platform. Red Bull uses this to its advantage by creating short-form videos for TikTok, well-polished Reels and pictures for Instagram, and longform YouTube doc-series.
The next topic reviewed is engagement and community building. Social media creates opportunities for fans to engage with and share Red Bull content, turning passive viewers into active participants in the brand's community (Kaplan & Haenlein, 2010; Li et al., 2023). The approach of Red Bull, like behind-the-scenes videos on YouTube with sponsored athletes, creates genuine engagement and emotional connections—beyond liking and sharing to actual engagement by consumers.
Viral/event marketing has an important role too. Red Bull's stunts go big and go viral (like the Stratos space jump and annual Flugtag) to make the brand visible in a big way. For        YouTube”, while Red Bull's Flugtag events draw a large media media, thus reinforcing the brand positioning. According to Zhang (2024), Red Bull's sponsorship of extreme sports and cultural events has been successful in building brand awareness worldwide and boosted consumer loyalty. The cases illustrate that content created by audiences as a voluntary act can help to raise brand awareness. But viral marketing doesn't automatically mean continued success: "While the insights gained in this case are valuable, as Zhang (2024) points out, they are limited because they were based on just one company and public data.
Measurement issues are also explored in the review. But marketing experts warn that engagement is a valid, yet flawed, measure of business impact (likes, shares, comments). There are several constructs which “still lack proper and standardized measurement scales”, as highlighted by Li et al. (2023), one of them is “customer engagement”. In the real world, Red Bull is tracking social metrics – views, likes, comments – but is taking them with a grain of salt, as there is no guaranteed direct correlation between views, likes, comments and sales.
Last but not least, the review offers a conceptual overarching structure, blending these ideas. Social media marketing activities (content strategy, platform use, influencer/athlete partnerships, events) that can lead to consumer engagement and community-building (participation, sharing, UGC), which can in turn boost brand awareness and consumer loyalty, ultimately supporting brand growth (increased market share, sales). The research is based on social media theory (Kaplan & Haenlein, 2010) and content management (Confetto & Siano, 2018).
A literature gap arises: While previous studies show that Red Bull's social media marketing activities help to increase visibility and engagement levels ( Zhang, 2024), there is a dearth of studies examining the relationship between actions taken on the social media platforms and the resulting brand outcomes. Social media research is divided, as underlined by Li et al. (2023), and Zhang (2024) points to the need for a wider analysis of the brands. To fill this gap, the proposed study will examine the multi-platform content that Red Bull has developed, and compare the engagement metrics with that of their direct competitors, and how this engagement relates to awareness and loyalty.[image: ]

[bookmark: _Toc241171348]2.2 Social Media Marketing and Brand Growth
Social media sites allow for user-driven and interactive communication. The essence of social media, as described by Kaplan and Haenlein (2010), is that it “can be used to create and exchange UGC [User-Generated Content]”, giving the control of brand stories to the hands of the consumers. Marketing communications are no longer one way, and customers are no longer passive audience members, but are proactively involved collaborators. This evolution is imperative for brand development as it allows for the brand to be developed by the company and its audience as a shared effort. Social media offers a platform for Red Bull to tell its brand story and engage its community, which are all elements that support their image and reputation as a brand for energy and adventure. Li, Larimo and Leonidou (2023) review 418 studies and find that there are several areas of social media marketing research: promotion and sales, branding and communication, market intelligence, CRM and value co-creation, and other strategic marketing areas. Social media is no longer the medium for advertising; it can also impact brand recognition, customer engagement and market results.
Social media marketing can, in practice, grow brand awareness, build loyalty and even boost sales – albeit in some cases indirectly. Traditional measures (like followers, likes, etc.) “show” the interest of the audience, but they are not always the same as actual sales. In the social media age, “firms have increasingly less control over the information” they have about them, Kaplan and Haenlein write. Brands such as Red Bull react by developing interesting content that engages the target public. For social media's impact to be understood, the outcomes of the brand must be considered collectively—visible, engaged, and interactive with consumers (Li et al., 2023). Based on this, an effective social media strategy (Kaplan & Haenlein 2010; Li et al. 2023; Confetto & Siano 2018) indicates that a thoughtful approach can cultivate engagement and awareness, thereby benefiting the sustainability of a company's brand equity.[image: ]

[bookmark: _Toc241171349]2.3 Red Bull’s Content Strategy and Storytelling
[bookmark: _Toc241164141][bookmark: _Toc241171350]Red Bull is a prime example of the “brand as publisher” model, and it views content creation as a key element to marketing. Unlike conventional product advertising, Red Bull makes its content—whether it's sports highlights, athlete documentaries, music and culture stories—high-energy and aligned with its brand promise of vitality and adventure. For an effective social media, it is necessary to link the strategic goals with the content identity, its creation and distribution, as well as with measuring its performance (Confetto and Siano, 2018). This alignment is illustrated by Red Bull's planning of content around its themes of extreme sports, creativity and youth culture and then diffusing them across owned media (including athlete profiles on its channels and its YouTube channels).
[bookmark: _Toc241164142][bookmark: _Toc241171351]On the other hand, Red Bull's “Who is JOB?” series (which includes surfer James O'Brien) provides viewers with an inside look at an athlete's life. Such a strategy, “based on the brand's popularity and athletes' popularity”, makes it an authentic and attractive segment. Storytelling is not necessarily about selling a product, but about allowing the values of the brand to come to the fore (energy, authenticity, excitement). The content activities are carefully planned with the help of the framework of confetto and Siano, this helps Red Bull to keep their marketing goals and creative execution aligned.
[bookmark: _Toc241164143][bookmark: _Toc241171352]It's a storytelling approach that enables Red Bull to cut through the noise of the media landscape. According to Zhang (2024), Red Bull's emphasis on “sponsorship of extreme sports and compelling cultural events” has significantly boosted its brand visibility and loyalty around the world. The company successfully creates emotional engagement by always linking Red Bull to the exciting experiences, not the drink, itself. In the same vein, Li et al. (2023) highlight that social media can be used as a branding communication tool, in which the stories of the brand cultivate the relationship between the brand and consumers. It is this literature that gives credence to the notion that content quality and narrative coherence are at least as significant as posting frequency. But if they are viral successes or highly engaging series, they simply act as a catalyst to Red Bull's visibility if they are in line with the brand story, just like stunt events.
[bookmark: _Toc241171353]2.4 Platform Differences and Content Formats
Red Bull's multi-platform approach is driven by the understanding that each platform has its own format and demographic. Recent benchmarks will only reinforce this: TikTok has engagement rates that are more than 10 times those of Instagram, at 3.7% (compared to 0.48%). This implies that material that can get loads of engagement on TikTok (brief, inventive video challenges) would possibly do well on Instagram and the other way round. Red Bull adjusts itself. On TikTok, it taps into video trends that have been popular in short-form videos (like high-energy videos and user-generated videos). On Instagram, it takes to the Reels and refined images to create an aspirational image, typically by featuring sponsored athletes or events. On YouTube, Red Bull streams full performances and documentary-style series of events are posted and shared.
Studies emphasize the need for such platform-tailoring. Li et al. (2023) emphasize that the use of social media cannot be evaluated without considering the context because the social media platforms are “communication and branding channels” with their own dynamics. Brands looking to achieve high engagement will find that TikTok's engagement is still higher than Instagram's in 2026, though it has dropped from 3.7% in 2025 to 2.6% in early 2026, signaling that brands will need to continually innovate to tap in to TikTok. Taking in Red Bull's practice of creating platform-specific content is an example of this lesson.




Table:1 Below summarizes how Red Bull’s key platforms compare in engagement rates and content style (based on Social insider and industry data):
	Platform
	Engagement Rate (2025)
	Content Focus

	TikTok
	3.70%
	Short-form video challenges, UGC, trends

	Instagram
	0.48%
	Photos/Reels of athletes and events, influencer content

	YouTube
	(N/A for likes/comments)
	Long-form videos, documentaries, live events


Table 1: Social media platforms used by Red Bull, with typical engagement rates and content formats.
This multi-platform standpoint is crucial as Red Bull's brand growth strategy is based on connecting with a variety of audience segments in a way they like. While Instagram continues to produce rich storytelling with images and videos, industry reports emphasize that TikTok's content is still going viral via shares, increasing by 45% year over year for 2026. Therefore, it is important to take into account the role of platform choice in shaping  engagement when looking at the impact of Red Bull's brands.[image: ]

[bookmark: _Toc241171354]2.5 Consumer Engagement, Communities and Relationships
One of the key promises of social media is making brands into communities. Social media enables customers to participate in co-creating products (Kaplan and Haenlein, 2010). Social media is likely to serve CRM and value co-creation (Li et al., 2023) When consumer’s engage, they become advocates that market the message. The brand allows followers of high-octane subcultures to become part of Red Bull’s use of the image. The social accounts of Aston Martin Red Bull Racing not only push content but also invite conversations. For example, Aston Martin Red Bull Racing’s social channels generate substantial Twitter engagement with F1 fans. As a result, an identity has been formed into a community where fans perceive Red Bull to be a door to sport/music, rather than selling them.
Red Bull’s viral content “boosts consumer engagement and connectivity”, Zhang (2024) reveals. Put differently - through their events and stories, Red Bull creates a personal connection. Even easy features (like polls with Q&A or live streams of events) makes fans feel like part of the story of that brand.   According to the literature, not all engagement efforts have a positive impact; brands can make mistakes or become too disingenuous, which backfires (for example, fans rejecting overt requests to like the brand). So, Red Bull’s real engagement with extreme sports (as opposed to generic product ads) avoids those pitfalls.[image: ]

Overall, social media engagement is seen as a driver of brand loyalty, but it works best as part of a broader relationship strategy. For Red Bull, athletes and influencers act as bridges between the brand and niche communities. The close match between Red Bull’s sponsored athletes and its target audiences adds credibility. Confetto and Siano’s (2018) framework suggest that this kind of community-oriented content planning – aligning brand identity with audience values – is essential for cohesive branding.
[bookmark: _Toc241171355]2.6 Viral Marketing and Brand Awareness
[bookmark: _Toc241164147][bookmark: _Toc241171356]Viral and event marketing are Red Bull's most spectacular tactics in building its brand. Instead of regular campaigns, Red Bull organizes spectacular events (such as Felix Baumgartner's Stratos jump) which are media events all over the world. These are not ads, but “loves” and shares that are real. According to Zhang (2024), this form of viral marketing can be much more effective in raising brand awareness than traditional marketing. In 2012, for instance, Red Bull's Stratosphere Program set world records and was viewed millions of times on YouTube “right away.” Likewise, Red Bull's “Flugtag” events (home-built flying machines) are run every year in various parts of the world, inviting “large media and audience” and cementing the adventurous image of the brand. They generate large amounts of organic conversation: Sprinklr (2021) reports that, on the day of the jump, the number of social actions related to Red Bull reached the hundreds of thousands, demonstrating real consumer engagement.
[bookmark: _Toc241164148][bookmark: _Toc241171357]The key advantage of the viral approach is its memorability and reach; it “creates a situation that audiences want to watch, discuss and share” ( Zhang, 2024)”. The greater the number of people who share content voluntarily, the more credible the brand becomes. “Trust from consumer-generated messaging is the most powerful form of brand marketing” as one analysis states, something that is created at scale for Red Bull. The literature also warns, however, that virality can not be predicted and is not always permanent. Though Red Bull has experienced unprecedented reach, it is unclear whether each viral moment fosters brand loyalty or sales, as Zhang's case study indicates. Indeed, researchers state that keeping engagement over time is difficult, and viral success requires frequent interactions between the brand and consumers over time (Li et al., 2023).
[bookmark: _Toc241164149][bookmark: _Toc241171358]The literature suggests that viral marketing should be part of a continuum, therefore, to grow a brand. With its large-scale stunts, Red Bull follows up with continuous social media content and community projects. That's reflected in the conceptual model below: viral events increase awareness (top of the funnel) which then trickles into continued engagement and loyalty-building.
[bookmark: _Toc241164150][bookmark: _Toc241171359]Influencers and Athlete Partnerships
[bookmark: _Toc241164151][bookmark: _Toc241171360]One unique part of Red Bull's strategy is to use athletes and creators as brand ambassadors. Red Bull aligns itself with natural influencers who are important to the sports, adventure, and culture in which it operates, rather than celebrities who aren't necessarily connected to the brand. These collaborators contribute to the creation of material together (including IG posts and documentary footage) that fans relate to. It's not exactly an “influencer” tactic, but it works like one, as it places popular people in the brand's shoes. Academic research into influencer marketing has found that authenticity and fit are key factors – and Red Bull has proven itself to be a great example of selecting personalities that promote its core message.
[bookmark: _Toc241164152][bookmark: _Toc241171361]For example, the exclusive athlete series are built on the trust and enjoyment of the fans of those athletes. It's not uncommon for Red Bull to share user-generated content on their social media channels from athletes or fans, as well, further muddying the waters in the realm of official vs community content. This symbiotic relationship between brand content and influencer stories boosts engagement: According to Li et al. (2023), this can be called “customer relationship management and value co-creation”, since the fans are encouraged to become part of the brand story. While there is scant academic research targeted at Red Bull's use of influencers, there is some industry commentary on how this partnership approach is underpinning their success in the digital sphere; Red Bull partnerships are a “blueprint for culture-driven marketing”.
[bookmark: _Toc241171362]2.7 Measurement and Performance Challenges
[bookmark: _Toc241164154][bookmark: _Toc241171363]One of the challenges is determining ROI on social media marketing. Calculating ROI is challenging when the results include brand awareness and loyalty instead of sales. Many articles have mentioned that there is no standard measurement for the objectives generated from social media (Li et al., 2023; Confetto & Siano, 2018). Even constructs such as “customer engagement” do not have uniform scales, as noted by Li et al. Red Bull knows that many of its likes or shares come from thousands of people, but it takes more than that to measure its impact on growth.
[bookmark: _Toc241164155][bookmark: _Toc241171364]For reference, social insider (2026) reports a drop in engagement on social platforms, suggesting that striving for likes isn't enough. But likely a combination of multiple KPIs (views, subscriptions, web traffic, etc.) and maybe correlation studies with sales in other markets, are used by Red Bull's own analysts. Studies indicate that when social indicators are tied to financial outcomes, a combination of survey, experiments and observation studies is usually required. Currently, much of the evidence of Red Bull's social success is circumstantial in nature (e.g., growth in global sales in years of strong social campaigns), and not based on controlled studies.
[bookmark: _Toc241171365]Overall, the measurement problem is well recognised in academia, as well as in practice. The theoretical framework we have then is still quite general: first, engagement with social media can create brand equity (awareness and loyalty), which can in turn create growth; but we also point out that the causal pathways are multi-step and complicated (Confetto & Siano, 2018; Li et al., 2023).
[bookmark: _Toc241171366]2.8 Conceptual Framework
Combining these insights suggests a chain of effects: Social Media Activities (strategic content creation, influencer/athlete partnerships, event/video content, platform-specific tactics)
 - Consumer Engagement (likes, comments, shares, community participation)
 - Brand Outcomes (increased brand awareness, positive brand associations, loyalty) 
 - Brand Growth (wider market reach, higher sales, stronger brand equity). 
This model is grounded in the reviewed literature (Kaplan & Haenlein, 2010; Confetto & Siano, 2018; Li et al., 2023; Zhang, 2024). It will guide the dissertation’s analysis of Red Bull: measuring how different types of social media content
 (A) generate engagement 
(B), and how that engagement correlates with measures of brand strength 
(C) and ultimately sales or market share 
[bookmark: _Toc241171367]2.9 Literature Gaps
The literature has shown that the social media strategy used is correlated with good brand visibility, but there are several gaps. First, a lot of research has been descriptive, or it has been all about one thing (e.g. viral stunts), and there are no analyses of content strategy that focus on platform or audience. The research on social media marketing is highly fragmented, as mentioned by Li et al. (2023). Similarly, Zhang (2024) and Lind & Morup (2024) present evidence at the case level and offer a warning about generalizability. Very few studies directly compare Red Bull's practices with competitors, or explore the impact of loyalty over time.
Secondly, there is a need for stronger ties between social metrics and commercial results. There is no consensus on the definition of engagement, and it is currently treated as a proxy as argued by both Confetto and Siano (2018) and Li et al. (2023) who state that there is still an open task to develop standard measures and multi-dimensional performance indicators. Lastly, social media is constantly changing (new platforms, algorithms) and continuous investigation is required to keep benchmarks current.
This dissertation aims to fill these gaps by examining the multi-platform social content used by Red Bull, benchmarking it, and investigating the type of social content that is most likely to engage and help contribute to Red Bull's brand growth. The study helps to bring together social media theory and observable results, to give practical ideas about why and why not Red Bull's social marketing is making the company so successful.


[bookmark: _Toc241171368]3 RESEARCH METHODOLOGY IN IMPACT OF SOCIAL MEDIA MARKETING AND CONTENT MANAGEMENT ON BRAND

[bookmark: _Toc241171369]3.1 Introduction
This chapter describes how the study addresses the effect of the social media marketing and content management, and the effect of it on the brand performance of Red Bull. The investigation questions are: How does Red Bull's social media marketing and content-management strategies affect engagement and perceived brand performance; How does Red Bull's social media presence fare when compared with its key competitors; and which content formats or campaigns are seen as having the greatest impact on engagement and awareness? The main data element of the dissertation is the topic of the chapter. It makes the assumption that 30 usable responses were extracted from the provided Google Form. The answers themselves do not constitute proof of anything: the results and numbers are to be presented in the next chapter.
A social media energy-drink brand survey is conducted via an online questionnaire that allows for capturing consumer attitudes, with a manageable sample size.The opinions of individuals who are exposed to energy drink brand content online is captured through an online survey, while maintaining sample size manageability. It can be used to explore patterns in awareness, engagement, preferences in content and attitudes towards purchase. Philosophy, design, data collection, sampling, analysis, quality, ethics and limitations.
[bookmark: _Toc241171370]3.2 Research philosophy

The study is based on a pragmatic approach. Pragmatism puts the problem of the research and the value of the evidence before a dogma of knowledge. This is fitting, because the dissertation poses a marketing practical question: Do social media activities and content management relate to measures of brand performance, and how? It allows the use of numerical data from surveys as the primary data and also considers any optional written comments as a useful backdrop or context (Creswell and Creswell 2018).
The prevailing attitude is post-positivist. Structured questions and the same set of answer options allow attitudes to be explored systematically and acknowledge that the survey may suggest associations and perceptions but not demonstrate that people buy a Red Bull after drinking one. This is relevant to business research that follows a structured and transparent approach to solve a specific problem as described by Sekaran and Bougie (2020).
[bookmark: _Toc241171371]3.3 Research approach and design
The deductive method is used. The literature reviewed in Chapter Two indicates that good content for the right platform and at the right time in relation to relevant topics can positively impact on awareness, engagement and loyalty. The questionnaire transforms these ideas into measurable items, and looks at whether the expected patterns exist in the sample. Deduction is suitable if the existing marketing theory offers concepts to test, instead of new theory being developed from unstructured data (Saunders, Lewis and Thornhill, 2023).
The strategy is a one-off case study with a cross sectional online survey. The Red Bull is information heavy, as it is based on event, sport, influencer and video-driven content. The survey provides a snapshot of opinions at a given moment and was designed to answer RQ1 and RQ3 by asking about the perceptions of the Red Bull activities and content. For RQ2 it offers indicative evidence of the brands followed, recognised or engaged with by the participants. Platform performance will thus not be used as a basis for competitor comparison, but as a perception of consumer.
The main method is quantitative, since the closed questions and statements with Likert-scale allow to compare the 30 respondents. There is also a potential open-ended question on memorable Red Bull content/campaigns in the Google Form. Where applicable these answers will only be used as a small qualitative supplement. This integration allows numerical patterns to be more readily understood, but avoids the perception of a small number of comments as representative of all consumers (Creswell and Creswell, 2018).
[bookmark: _Toc241171372]3.4 Population, sampling and sample size

The audience is adult social media users that know of Red Bull, or have seen energy-drink marketing on social media. This definition is deliberately wider than current Red Bull consumers as awareness and engagement can be affected before purchase. The criteria are: 18 years old or older, having at least one major social media platform, and being familiar enough with Red Bull to be able to answer the questionnaire. Individuals aged under 18, those who do not submit any of the items listed above and those who submit a duplicate or incomplete submission will not be accepted.
Non-probability purposive and convenience sampling will be used. The questionnaire link will be sent out via the researcher's appropriate personal, student and social media networks and will only include those who are eligible to be adults. This method would be suitable for a small, time-bounded dissertation, but would not be suitable for giving an equal chance of selection to all members of the population. (Saunders, Lewis and Thornhill, 2023). Snowball sharing might be allowed, but the invitation will refrain from making it compulsory for others to participate.
The assumed number of final responses is 30 valid responses. It is sufficient for a master level survey for exploratory reporting of descriptive patterns but not for reliable population estimates, complex modelling or causal claims. Frequencies, percentages and mean Likert scores will be used for analysis and the conclusions will be clearly restricted to the sample achieved. Generalisation (Dillman, Smyth and Christian, 2014) would require a larger random sample.

[bookmark: _Toc241171373]3.5 Research instrument and measures

The primary data will be gathered using a self-administered questionnaire on Google forms. The survey is on line because the topic is about online behaviour and it is cheap to administer and can be filled in at a convenient time. It also provides for consistent wording, sequence and response categories, facilitating comparability (Dillman, Smyth and Christian, 2014).
The questionnaire will begin with information regarding participants and a tick-box for consent. It will then gather non-identifying profile data and platform usage and exposure to Red Bull and other brands; perceptions of Red Bull's management of its content (relevance, creativity, consistency, authenticity); proxies of engagement and brand performance (willingness to interact, awareness, trust, brand preference, purchase intent). Finally, the most engaging formats/campaigns will be named and an optional comment may follow.
A 5-point scale (strongly disagree, disagree, neutral, agree, strongly agree) will typically be used for most of the attitudinal items. This allows respondents to state their opinion both in direction and intensity without the length of the questionnaire becoming too cumbersome. Items will be straightforward in their wording and will present one concept and will avoid leading language. Questions relating to frequency will be presented in well-defined categories. Items should be taken from the literature and checked for its correspondence with each construct to enhance content validity (DeVellis, 2016).
Form should be piloted before circulation with three to five eligible others who will not be in the final sample. If the wording is unclear, the options are not clear, or the display is not readable on a cell phone, it will be fixed before it is given out to the public. This is essential since the researcher cannot clarify questions in person.
[bookmark: _Toc241171374]3.6 Data collection procedure

After obtaining institutional ethical approval, as necessary, the link to the Google Form will be sent out for a period of about two weeks. The participant-information page will give information about the study, its purpose, who is eligible, the estimated time of completion (about 5 to 7 minutes), that participation is voluntary, arrangements for anonymity and contact details for the researcher/supervisor. Participants will be required to verify their age of 18+ and give informed consent before proceeding to the questions.
It won't require sign-in and there will be no direct identifiers, such as names, email addresses, social-media handles, collected. There can be up to one neutral reminder. The data will be downloaded to a password protected file at closure and will be eligible, duplicated and complete; non-identifying case numbers will be assigned. Materials will be kept as long as the University policy states.
[bookmark: _Toc241171375]3.7 Data analysis

Data will be analysed quantitatively in Microsoft Excel and, if available, SPSS. The data will be coded and checked first. For instance, if a negatively worded item is included, it will be reverse coded such that 1 = strongly disagree and 5 = strongly agree. Any answer that is left blank will be marked as missing not missing. The respondent profile and exposure measures will be summarised using frequencies and percentages. Likert scales constructs will be summarised by means and standard deviations, with the number of valid responses to each item included.
Each research question will be answered directly in the analysis. Descriptive statistics will be used to determine whether the respondents feel that Red Bull's social media posts are associated with engagement, awareness, trust, preference and purchase intention for RQ1. Tables and charts will be used to compare the brand following, awareness and perceived engagement for Red Bull, Monster Energy and Rockstar for RQ2. In RQ3, the content-format preferences and reported event-led, athlete-led, short-video, influencer or user-generated content memorability will be ranked by frequency and mean score. Only if there are enough cases in each category can cross-tabulations be based on differences by age group or main platforms; otherwise, these differences are described with caution.
For n=30, the tests of inference will be exploratory. If assumptions are met and group sizes are acceptable, then the analysis will proceed with an independent-samples t-test or one-way ANOVA; otherwise, the analysis will be descriptive. This prevents the use of a convenience sample as a representative sample. It is centered on the practical patterns, and clear reporting, not only on the statistical significance (Hair et al., 2019). If optional comments are provided on the questionnaire, they will be read repeatedly and given short codes and be themed, e.g.: authenticity, entertainment, sport association, information value, etc. The results of the survey will be illustrated but not quantified using the flexible thematic-analysis process outlined by Braun and Clarke (2006).

[bookmark: _Toc241171376]3.8 Validity, reliability and rigour

All questionnaire items will be linked to the research questions and literature, adding to the content validity. Supervisor feedback and the pilot will check for questions' understandability and relevance. Wherever possible, there will be more than one item measuring the key concepts.
Multi-item scales will be assessed for internal consistency when there are three or more items measuring the same construct with Cronbach's alpha. When conceptual fit and small sample (DeVellis, 2016) are not a concern, an alpha of approximately 0.70 or higher will be considered an initial sign of acceptable reliability. An audit trail will be provided by standardised questions, consistent coding and codebook.
[bookmark: _Toc241171377]3.9 Ethical considerations

The research uses human participants, despite the low risk questionnaire, ethical practice is required. It's voluntary, informed and withdrawable prior to submission. Participants can stop at any time by closing the web browser and there is no penalty or incentive for participation. As it is not possible to identify the responses from an anonymous submission normally information sheet will state that after submission there may be no opportunity for withdrawal. This is a critical element of giving valid online consent.
Minimising data, anonymity and secure storage will help safeguard privacy. Sensitive questions will be avoided and if appropriate, demographic questions will be in broad terms with a prefer not to say option. Results will be reported in a "group" fashion and will not contain any quote that could identify a participant. The British Psychological Society (2021) identifies privacy, confidentiality, valid consent, withdrawal and data security as key factors to take into account when conducting internet mediated research. The study will adhere to the University's ethics pathway and UK GDPR and data protection requirements. It will not delete private accounts or harvest identifiable social-media information.

[bookmark: _Toc241171378]3.10 Methodological limitations

The one drawback is that it is a small, non-probability sample of 30 respondents. It could be that it is not representative of the general population, of frequent social-media users, of specific ages, or of people who are already interested in Red Bull. There may also be memory error and social-desirability bias involved when consumers report on their attention, engagement, and purchase intention. A cross sectional survey would have measured perceptions at one time and would not have been able to prove that social media has an effect on brand performance; there may be a campaign effect, as well as price and distribution and sport sponsorship and peer influence.
An accessible questionnaire file for the Google Form archive supplied for this work was not provided. This detailed item description has been prepared with reference to the research questions outlined in the study; please refer to the final item description before submitting the study. Lastly, consumer perceptions of competitors are not identical to verified follower, reach or engagement-rate data. These limitations will be addressed through the use of careful language, a detailed process of sampling, and a presentation of counts of valid responses as well as triangulation of the discussion with the secondary platform and industry evidence already discussed in the proposal.
[bookmark: _Toc241171379]3.11 Chapter summary

This methodology adopted a pragmatic approach, mostly quantitative and deductive cross-sectional survey to analyze consumers' perception on Red Bull's social media marketing and content management. Responses to the Google Form will be analysed descriptively (30 anonymised responses) with accompanying comments for some thematic context (optional). The quality of the study will be supported by a pilot test, scale checks, transparent coding and careful ethics procedure. Now, without exaggeration, there is no way to predict what the survey results will be in the next chapter but here are some first impressions.


[bookmark: _Toc241171380]4  DATA ANALYSIS
[bookmark: _Toc241171381]4.1 Introduction

In this chapter, the results of the questionnaire used in my study of the Red Bull are presented. The aim is to investigate the attitudes of the respondents towards Red Bull brand, their interaction with social media content and whether there is any link between the social media content and reported interest in purchase and consumption of the product. In responding to the first and third research questions from the proposal, the chapter examines brand engagement and performance as well as the relationship between different content types and consumer interest in social media marketing and content management. This competitor-comparison question is not addressed directly by this questionnaire as the survey was conducted with the consumers and only about Red Bull. The survey is thus subject to a boundary within the primary-data analysis and is not treated as a basis for the interpretation of the question.

Descriptive statistics (counts and percentages) with selected cross tabulations were used for the analysis of the Google Forms export. This is appropriate for the data set since it is small (31 observations) and mostly categorical, and was gathered over a relatively short time frame. The analysis focuses on the theory that social media engagement is an indicator of consumer response, but not necessarily sales or loyalty (Hollebeek, Glynn and Brodie, 2014; Zailskaite-Jakste and Minelgaite, 2021). Hence, purchase after exposure is reported, and satisfaction, excitement and purchase interest are considered as brand response measures. Unless indicated otherwise, all stated percentages are based on the total sample of 31 in the chapter.

[bookmark: _Toc241171382]4.2 Dataset and respondent profile
Thirty-one questionnaires were returned in the final data set. There were no duplicate timestamps. One respondent refused to give gender information, one respondent did not answer the duration-of-use question and some respondents left individual social-media questions blank. These responses were kept for overall analyses and missing values were called out where they would impact the denominator. This helps to keep information intact and does not substitute or estimate the answers provided by the respondents. The data is thus a convenience sample and should not be interpreted as a statistically representative sample of Red Bull consumers.
[image: ]
Figure 4.1 Age profile of respondents (n = 31).

The sample was skewed to include a greater number of young adults. Twenty-four respondents (77.4%) were aged 18–24 and seven (22.6%) were aged 25–34. 22 participants (71.0%) identified as male, 8 (25.8%) female and 1 was missing. The age profile is pertinent as younger adults are large consumers of visually-engaged social platforms. But it also limits the generalizability of the findings to older consumers. This aligns with the focus of the proposal for platform specific engagement however needs attention when connecting the outcomes to Red Bull's global audience.

Within this sample consumption was common. Eight respondents (25.8%) stated that they drank Red Bull every day and 11 (35.5%) did so a few times per week. 22.6% of the respondents consumed it once a month and 16.1% rarely. 19 of the 31 respondents weekly-or-more-frequently consumed together (61.3%). The most frequently mentioned times were before work or study (10 respondents, 32.3%), before sporting or exercising activities (nine, 29.0%) and before parties or social events (eight, 25.8%). Energy was the most popular reason for choosing Red Bull, with 18 respondents (58.1%) choosing this option, and taste the next greatest choice with nine (29.0%). When asked to identify one main reason, only two (6.5%) respondents chose to tick the liking of the brand, indicating that functional and sensory reasons were more likely to be ticked than liking the brand.
	Measure
	Category
	n
	%

	Age
	18–24
	24
	77.4

	Age
	25–34
	7
	22.6

	Gender
	Male
	22
	71.0

	Gender
	Female
	8
	25.8

	Consumption frequency
	Every day
	8
	25.8

	Consumption frequency
	A few times per week
	11
	35.5

	Duration of use
	More than three years
	14
	45.2

	Satisfaction
	Very satisfied
	19
	61.3

	Satisfaction
	Satisfied
	8
	25.8



Longer-term use and satisfaction was also common. Ten (32.3%) respondents indicated that they had used Red Bull for one to three years and 14 (45.2%) had used it for more than three years. Twenty-seven positive responses to the question of satisfaction were obtained (87.1%), with 19 respondents (61.3%) very satisfied and 8 (25.8%) satisfied. Four respondents (12.9%) were neutral and none chose the Dissatisfied category. This distribution represents a sample that had a positive attitude towards the product. Therefore, it is essential to differentiate between association with marketing exposure and evidence of marketing generation of satisfaction: current users might be more likely to notice, follow and respond positively to a brand's content.

[bookmark: _Toc241171383]4.3 Social media contact and platform use’s
Sixteen respondents (51.6%) said that they followed Red Bull on at least one social-media platform. Twelve (38.7%) did not follow the brand and three (9.7%) selected ‘maybe’. Again there was a strong focus on the platform: 25 respondents (80.6% of the total sample) named Instagram, 2 responded with YouTube, and 1 with Facebook and X respectively. Two respondents left this question blank. Because the platform-use item was not limited to verified Red Bull followers, the number of people who use Instagram ought to be interpreted as a measure of the platform respondents use most in relation to Red Bull—not as a measure of confirmed followers. Despite this, it classifies Instagram as the main platform in this dataset.

This is important to this case because visual storytelling is a key component of Red Bull's content strategy. The studies analyzing social media marketing also find that entertainment, interaction with the brand, and trendy content are key factors in influencing consumer engagement and brand awareness (Kim and Ko, 2012; Godey et al., 2016). The present data do not measure platform impressions, reach or engagement rates. They show, however, the location where they find the brand and the content that they claim is preferred. As such, the findings support the recommended comparisons of account metrics for Red Bull, Monster Energy and Rockstar, but do not replace them.

[bookmark: _Toc241171384]4.4 Content preference and reported purchase interest
Extreme-sports videos were the most popular content type, with 18 respondents (58.1%) choosing this option. Four (12.9%) posts were chosen for funniness, three (9.7%) for athlete stories, and three (9.7%) for product promotions, all of which were of a creative nature. Two (6.5%) chose music and entertainment, and one was not indicated. The top attraction was that it was ‘exciting and entertaining' (12 respondents, 38.7%) and felt different from other brands (eight, 25.8%). Four people (12.9%) indicated it matched their interests and four (12.9%) indicated that it did not draw them. The findings show that people prefer experiential, high energy materials over direct product promotion.
[image: ]
Figure 4.2 Most-used platform in relation to Red Bull. Two responses were missing (n = 29 valid responses)

The purchase interest reported after viewing social media was positive for majority of the respondents. Fourteen (45.2%) agreed that Red Bull posts made them more interested in buying or drinking Red Bull ‘a lot’ and 11 (35.5%) said ‘yes, sometimes'. Three (9.7%) were not sure, two (6.5%) replied ‘rarely' and the remainder did not answer. So 83.3% of the valid responses (25) indicated some level of increased interest. Nineteen (67.9%) of the respondents reported purchasing Red Bull many times following advertising or social media exposure, while four (12.9%) reported purchasing the product once or twice. Five (16.1%) were not sure, four (12.9%) said they had purchased nothing and one answer was not available. Of the complete sample, 21 individuals (67.7%) reported making at least one purchase following exposure.
[image: ]
Figure 4.3 Preferred Red Bull content type. One response was missing (n = 30 valid responses).
Table 4.2 Social-media content preferences and reported response (n = 31)
	Item
	Leading response
	n
	%

	Platform used most
	Instagram
	25
	80.6

	Preferred content
	Extreme sports videos
	18
	58.1

	Content attraction
	Exciting and entertaining
	12
	38.7

	Posts increase interest
	Yes, a lot
	14
	45.2

	Posts increase interest
	Yes, sometimes
	11
	35.5

	Bought after exposure
	Yes, many times
	17
	54.8

	Bought after exposure
	Yes, once or twice
	4
	12.9



The cross-tabulations give additional descriptive information. Of those who selected "extreme sports videos" as their preferred type of content, 17 of the 18 respondents indicated that posts made them more interested in extreme sports, either a great deal (8) or sometimes (9) and one was not sure. In contrast, the three respondents who selected athlete stories gave one response for each of the ‘a lot’, ‘sometimes’ and ‘rarely’ categories. The small categories do not allow for a meaningful comparison; the distribution indicates that the highest number of items were also ranked in the positive category for stated interest, and generally, social studies content had the most positive stated interest. This is consistent with the emphasis placed on Red Bull's sports-centric content in the proposal, but it is a descriptive – not causal – relationship.

[bookmark: _Toc241171385]4.5 brand image, following and buying

There was a mixed reaction to the statement ‘Red Bull is marketing itself in a very exciting and adventurous manner'. 17 agreed (54.8%), eight strongly agreed (25.8%) and nine (29.0%) disagreed. Eight (25.8%) were neutral, five (16.1%) strongly disagreed and one response was not included. The outcome of the agreement was consistent with the preference for extreme-sports material, but a significant minority (neutral and strongly-disagree) did not support the adventurous positioning. This variation is significant because the brand engagement is multidimensional and can be measured by only likes and by purchasing intention (Brodie et al., 2011; Hollebeek et al., 2014).

[image: ]
Figure 4.4 Reported purchase after advertising or social-media exposure. One response was missing (n = 30 valid responses).

An observed relationship between Red Bull and reported interest was significant. 8 of the 16 confirmed followers (50%) indicated that posts made them interested ‘yes, a lot’ and 8 indicated ‘yes, sometimes’. Of the 12 non-followers, five chose ‘yes, a lot', one ‘yes, sometimes', three ‘unsure', two ‘rarely' and one chose not to answer. This will clearly differentiate between the followers and the non-followers in terms of description. But a cross sectional survey does not tell one whether the influence is going up or down. Followers of Red Bull might be tempted to follow the brand; and followers could lead to content attention. Engagement was also related to brand equity and loyalty, but previous research does not eliminate the necessity of temporal ordering in a given context (Laroche, Habibi and Richard 2013; Simon and Tossan 2018).

The frequency of consumption also differed by those that bought responses. Seven out of 8 consumers reported they purchased Red Bull multiple times after exposure and one said once or twice. Of the 11 consumers who consumed it a few times per week, six reported making multiple purchases and two consumers reported making one or two purchases as a result of their exposure. Four of the five infrequent consumers said they did not buy anything after exposure, however. This pattern suggests ads or social media content were more effective in prompting frequent users to make purchases. It doesn't imply that the content that was produced caused regular consumption, as the same individuals may already have a higher need for the product in work, study or exercise situations.
[image: ]
Figure 4.5 Reported influence of posts on purchase or drinking interest. One response was missing (n = 30 valid 


[bookmark: _Toc241171386]4.6 Answering the research questions

The dataset indicates a relationship between Red Bull's presence on social media and positive reported engagement with this sample for RQ1. Instagram was the most popular platform, with over 50% of the respondents following the brand, and 83.3% of all valid responses saying that posts made them more interested in a purchase or in purchasing product at least sometimes. The descriptive pattern in the data most strongly confirmed is that all confirmed followers reported an increase in the level of interest. Meanwhile the survey evaluates the perception of influence, not the actual performance of the brands. It is not capable of showing a revenue increase, market share increase, an increase in account engagement rate, or a causal increase in brand loyalty. The results thus provide evidence for a relationship between Red Bull's Social Media advertising and the reported interest by the consumers, but do not imply a causal conclusion.

In the case of RQ3, the extreme-sports videos were the most obvious content preference (58.1%). The most popular content was found to be exciting and entertaining; 17 of the 18 extreme-sports-video respondents said they saw an increase in interest after watching Red Bull posts. Based on these findings, it is clear that the most exciting content category in the sample was sports-related. They align with content-marketing research, which focuses on creating content that is relevant and engaging to consumers, and managing their interactions with the content (Ashley and Tuten, 2015; Li, Larimo and Leonidou, 2023). These should be followed by post analysis on the account and then generalised into a performance rule.

This dataset does not include data on RQ2. The questionnaire didn't gather similar follower, reach, engagement-rate or posting-frequency data for Monster Energy or Rockstar. I therefore do not claim things in this chapter in a comparative manner. That's the research question that the proposed secondary-data analysis of the three brands is supposed to address, and it would be best if it's all based on the same time period, the same definitions of each platform, and the same formula for measuring engagement rate for each account. Preserving this separation maintains the clearness of the analysis.

[bookmark: _Toc241171387]4.7 Data-quality limitations

Some restrictions to the analysis. The first is that the sample size is limited and the sample is heavily weighted towards 18–24 year olds and male respondents.The first is that the sample size is small and that the sample is heavily skewed toward 18–24 year olds and male respondents. Second, it will probably contain some/definitely a lot of existing, happy Red Bull consumers, which will mean that the results of the marketing will be overstated. Third, the content of the questionnaire is based on self-report and recall, and respondents may be unable to distinguish between social-media exposure and exposure to other advertising or established purchasing practices. Fourth, the wording of questions were typographically inconsistent and the final open-ended question had 17 blank answers, which restricted thematic analysis. Lastly, there were a number of missing responses to the social media questions, while the platform-use question does not give an indication of whether a respondent follows a brand. The findings in this chapter are not invalidated by these issues but rather are regarded as exploratory primary evidence.

[bookmark: _Toc241171388]4.8 Chapter summary

Overall, the questionnaire shows that the product is satisfactory and the respondents use it often (31). The primary platform was Instagram, and the most desired type of content was extreme-sports videos. When asked about how their purchase or consumption of Red Bull has been influenced by the posts, most respondents said that the posts have made them more interested in buying the product and 2 out of 3 respondents said they purchased the product after seeing marketing. Followers and regular users reported very positive responses. The next chapter can then interpret these findings, in conjunction with the literature and secondary social media evidence of the proposal, while keeping the distinction between association and perceived influence vs. demonstrated causal impact.

[bookmark: _Toc241171389]4.9 Summary of questionnaire findings

The most important descriptive results from the 31 questionnaire responses are presented in figures 4.1 to 4.6. Bar charts are used as they clearly display the number of items and percentages for each category and the axes do not begin at zero therefore exaggerating the difference. If an individual respondent did not answer a question, the "no answer" category is listed in the chapter text following the text for the specific question and is not plotted.


[bookmark: _Toc241171390]5 DISCUSSION
[bookmark: _Toc241171391]5.1 Introduction

This study aimed to explore the role of Red Bull's social media marketing and content management in their consumer engagement and reported brand performance, focusing on which types of content are seen to capture consumer interest. The research also aimed to take into account RedBull's social media positioning compared to the competitors as well as to gain insight into content features linked to better engagement. The interpretation of the results of the questionnaire is presented in this chapter, which relates the outcomes to the literature and to the research questions. I am not just summarising the statistics from Chapter 4, but I'm thinking about what this means, why certain patterns may have been formed, and what it says about Red Bull's social media strategy.

The results corroborate the notion that Red Bull's social media efforts are linked to consumer engagement among the sample. Instagram became the primary app associated with Red Bull, and extreme-sports videos were definitely the most popular type of content. Furthermore, a sizable percentage indicated Red Bull posts had made them more interested in purchasing or drinking Red Bull. I do not, however, take these results as a sign that social media marketing was a direct factor to purchasing behaviour. This distinction is important as it is a measurement of reported perceptions and behaviours by consumers at one specific time and not a causal relationship between exposure and sales.

This is in line with the broader literature, which suggests that social media engagement is a multidimensional phenomenon, through cognitive, emotional and behavioural response as opposed to the mere act of 'liking', following or 'purchasing' (Brodie et al., 2011; Hollebeek, Glynn and Brodie, 2014). Other research indicates that social media marketing can also play a role in brand equity, brand preference, and brand loyalty, but the extent and type of relationships depends on the content and context of the marketing (Kim and Ko, 2012; Godey et al., 2016).

[bookmark: _Toc241171392]5.2 DISCUSSION OF MAIN FINDING

The one thing that I found really important in my research was the high level of engagement with Red Bull amongst the respondents. Over half of the sample drank Red Bull at least a few times per week, and 87.1% were satisfied or very satisfied with the product. Almost half of the respondents had consumed Red Bull for more than three years.

This is the key when making sense of social media marketing and brand performance. The overall high satisfaction indicates that prior to viewing the Red Bull content on social media, many respondents had already shown a positive attitude towards Red Bull. Thus, it is not a no-fault assumption that the positive answers to Red Bull's marketing efforts reflect the role of social media in fostering their loyalty or satisfaction. Rather, the relationship can go either way. Existing consumers with a favorable perception of the company might be more apt to pay heed to its content, comply with its social media pages and have a favorable reaction to its information.

This interpretation was facilitated by the notion of customer engagement put forward by Brodie et al (2011) who suggested that engagement emerges from interaction between customer and brand and can be a source of value creation. Likewise, Hollebeek, Glynn and Brodie (2014) define consumer brand engagement as it requires all three (cognitive, emotional, and behavioural) types of activities in the consumer–brand interactions. This is echoed in my research findings as participants reported that they not only bought products, but they were also excited, interested, and used platforms and preferred specific types of content.

The results, then, indicate that the social media marketing approach of Red Bull could be reinforcing an already established relationship with consumers, not building it. This is important as the primary motivations for buying Red Bull were not just brand liking but energy and taste. Of those who indicated a reason for their choice of Red Bull, 18 people said it was because of energy, while 2 said they preferred the brand. This implies the value of the function of the product is still relevant. While social media can help reinforce the emotional and symbolic brand value, it cannot fully take the place of the functional elements that drive customer energy drink buying.

[bookmark: _Toc241171393]5.3 SOCIAL MEDIA  MARKETING AND CONSUMER ENGAGEMENT

The results support the argument that Red Bull leverages social media not as a traditional promotional media tool, but as something else. The majority of the respondents (25) said they associated Red Bull with Instagram. This discovery is especially important for Red Bull, given the strong visual storytelling and sport, entertainment and high-energy experience themes in their marketing.

Ashley and Tuten (2015) discovered that experiential, visual and exclusive branded social media content can be correlated with increased consumer engagement. This is significant, as the respondents did not perceive the traditional product promotion as the most preferred type of content in my research. However, 58.1% chose extreme-sports videos as their favourite content category.

The responses also included the importance of entertainment. Respondents cited the most popular reason they were drawn to Red Bull content as being exciting and entertaining. This means that this content may be fulfilling a double duty. It conveys the Red Bull brand, and also entertains the audience. This reinforces Kim and Ko's (2012) assertion that the entertainment, interaction, trendiness, customisation and word-of-mouth features can become significant components of social media marketing practices.

The results are also aligned with the study of Godey et al. (2016) which found that entertainment, interaction, trendiness, customisation and word-of-mouth are areas of social media marketing that can affect brand equity and consumer behaviour. While their study was on luxury brands instead of energy drinks, the idea is applicable: value can be generated beyond the product information on social media. This may be especially evident in Red Bull's usage of sport and entertainment as means of fostering an emotional bond with the audience.

This also aligns with the concepts presented by Li, Larimo and Leonidou (2021) on the strategic process of social media marketing strategy. They emphasize the social content, monitoring, social commerce and customer relationship management as strategic dimensions that are connected. What my research indicates is the social-content dimension, which seems to be a predominant aspect of Red Bull's strategy of producing content that consumers are drawn to watch and share, rather than just banners promoting their product.

[bookmark: _Toc241171394]5.4 THE IMPORTANCE OF EXTREME-SPORTS CONTENT

The most compelling content result was the high ratings for extreme-sports videos. 58.1% of respondents (18) chose this. Most significantly, 17 out of 18 of these respondents said that Red Bull posts made them more interested in purchasing or consuming the brand “a lot” or “sometimes”.

This pattern is noteworthy as it implies that the content most closely related to Red Bull's brand name is also content that is most engaging to the respondents. This seems to me to be a sign of strategy consistency between Red Bull brand positioning and social media content. Rather than being heavily focused on the product's characteristics, there seems to be a message about a lifestyle of excitement, adventure, achievement and high performance.

This is in line with the experiential understanding of social media marketing. Experiential messages can create consumer engagement (Ashley and Tuten, 2015) and engagement has both emotional and cognitive aspects (Hollebeek, Glynn and Brodie, 2014). Extreme-sports content provides an opportunity for audiences to experience these dimensions indirectly. Even if the consumer doesn't do an extreme sport himself, he can get excited about it or identify the brand with a sense of adventure, simply by seeing the extreme sport content.

The results also support the notion that successful social media content should reflect the identity of the brand and not the trends in social media. Li, Larimo and Leonidou (2021) suggest that strategic goals and motives of social media users affect the successful social media marketing strategies. Red Bull's performance indicates that its most successful content is content that is similar to its brand.

I would not draw such a conclusion, though, as extreme-sports content is not necessarily the most effective kind of Red Bull content. The sample was limited, and there were few respondents who chose to answer the question with alternative content categories. What it does point to is a strong trend in this study and not a rule that can be applied to all customers of Red Bull.

[bookmark: _Toc241171395]5.5 INTRODUCE THE CONCEPT OF SOCIAL MEDIA EXPOSURE AND PURCHASE INTEREST.

One additional important result is that 25 out of 30 valid respondents (83.3%) reported that Red Bull's posts made them interested in purchasing or consumption of the product at least sometimes. Further, 21 (67.7%) respondents indicated purchasing Red Bull after the advertisement or social media exposure.

On the face of it, there seems to be a strong relationship between social media exposure and buying behaviour. But one has to have a more critical reading. The statistics only reflect the association and not the cause. Social media content does not necessarily mean it caused the purchase, as the respondents could have purchased Red Bull after seeing the social media content.

This is an important distinction as a large number of the respondents were already frequent consumers. The data revealed considerable differences between the likelihood of repeated purchase behaviors after exposure between daily consumers and rare consumers. One possible explanation is that social media makes it easier to confirm consumers' purchasing habits. Consumers already have a high level of involvement with the product and seeing Red Bull content might just trigger a reminder to them of a product they were already interested in buying.

This interpretation doesn't mean that social media marketing is not relevant. Rather, it proposes that social media could work as a reinforcement mechanism in an existing customer relationship. The study conducted by Laroche, Habibi and Richard (2013) showed that social media brand communities can help to build stronger bonds between customers and brands, with brand trust being an important element of this loyalty-building process. Red Bull's social media presence can be used to sustain saliency and emotional attachment with current customers in this context.

The results therefore indicate that not only should social media marketing be assessed based on whether it leads to a direct sale, but it should also be evaluated with respect to how it makes a company look more appealing, how it helps build customer trust, and how it encourages them to purchase. It can play a role at various levels, such as awareness, attention, emotional involvement, brand associations, consideration and finally purchase. This aligns with the wider literature on engagement, for example, that engagement can involve behaviours that are not transactional (Brodie et al., 2011; Hollebeek, Glynn and Brodie, 2014).

[bookmark: _Toc241171396]5.6 FOLLOWING RED BULL AND REPORTED INTEREST

The cross tabulation of the relation between following Red Bull and reported interest is especially interesting. 100% of the 16 confirmed followers reported that Red Bull posts gave them greater interest, either a lot or sometimes. Of the 12 non-followers, responses were much more varied, ranging from uncertainty to infrequent interest in rising.

This discovery aligns with the notion that social media communities can help cultivate brand-consumer relationships. Laroche, Habibi and Richard (2013) showed that joining social media based brand communities can bring about relationships, trust and loyalty. Likewise, Simon and Tossan (2018) suggest that consumer engagement via brand's social media can be a component of an overall engagement relationship.
However, I am unable to conclude whether it is a cause and effect relationship or not from my data. Perhaps drinking Red Bull will lead to greater exposure and more interest. It could also be that individuals with a high inclination towards Red Bull are more prone to stick with it. This is one of the most significant shortcomings of the questionnaire.The finding is therefore not evidence of a direct marketing effect, but rather a relationship that warrants further investigation. A longitudinal study that tracks consumers before and after they follow Red Bull would be better suited to determine if consumers' interest in purchasing the brand increases over time as a result of their following Red Bull.

In this section, the role of social media marketing in enhancing brand performance is explored.In this section, the contribution of social media marketing to brand performance is examined.

[bookmark: _Toc241171397]5.8 RQ1:  SOCIAL MEDIA MARKETING STRATEGIES AND BRAND PERFORMANCE 
In my sample, social media marketing was related to positive responses from consumers. Instagram was the most popular channel with over half of all respondents having followed Red Bull, while 83.3% of the valid respondents said they had been more interested in buying or drinking Red Bull posts because of them.

This general relationship is confirmed by the literature. Kim and Ko (2012) detected the positive relationships between social media marketing activities and customer-related equity measurements, and Godey et al. (2016) identified relations between social media marketing activities, brand equity and consumer behaviour. The results of the current study thus broadly support earlier studies.

But my research also throws in an important qualification. However, the sample population is filled with existing and happy Red Bull fans, so I cannot be certain that the positive responses are only due to the social media marketing. The results should be seen more as proof that Red Bull's social media strategy is part of an ongoing brand consumer relationship rather than a new strategy.

[bookmark: _Toc241171398]5.9 RESEARCH QUESTION 2: COMPETITOR COMPARISON

RQ2: How does Red Bull's social media performance compare to other companies like Rockstar and Monster Energy? The questionnaire cannot give a complete answer to this question as it asked about Red Bull and not equivalent questions about other brands.

I don't then use the information from the questionnaire to argue that Red Bull is more or less successful than its competitors. The proposal stated that the most relevant data for making a comparison with other followers would be the number of followers, engagement rates and posting frequency on social media for the competitors. If someone went to the trouble of providing the same platform definitions and the same time period and the same engagement-rate calculation, it would be a valid comparison and could be applied to Red Bull and Monster Energy and Rockstar.

This is significant as social media metrics can be misleading on their own. Li, Larimo and Leonidou (2021) argue that social media marketing strategy is a multidimensional concept, and hence the number of followers should not be used as a yardstick of the effectiveness of a brand's social media activities. Thus, competitor analysis should include quantitative factors as well as the type of content generating these factors.

[bookmark: _Toc241171399]5.10 RESEARCH QUESTION 3: CONTENT AND CONSUMER ENGAGEMENT

RQ3: What are the relationship between various content types and consumer engagement or awareness? The most obvious is that the videos are all about extreme sports. This format was chosen by over 50% of respondents and nearly all respondents who chose this format also agreed that they were interested in the Red Bull posts after seeing them.

This discovery is testament to the critical importance of content–brand alignment. Extreme sports is not just a promotional tactic for Red Bull; it seems to express the personality and values that Red Bull is all about. This aligns with Ashley and Tuten's findings (2015) that experiential and image-driven social material can help to engage readers.

I also know that correlational data do not equal causal data. Neither individual exposure nor impressions nor viewing time or actual engagement with specific posts was measured in the questionnaire. So I can say that extreme-sports content is the top of my sample, but I can't say it's the highest engagement rate all across Red Bull's social media universe.

[bookmark: _Toc241171400]5.11 CONTRIBUTION TO THE LITERATURE AND PRACTICAL IMPLICATIONS

Findings add to the literature by offering a specific example of the relationship between content characteristics and consumer involvement as it emerges in an energy drink context. The existing social media literature has mainly focused on engagement (Kim and Ko, 2012), brand communities (Godey et al., 2016) and luxury brands (Laroche, Habibi and Richard, 2013). In this discussion, I expand this idea by looking at Red Bull and how a very unique content strategy that revolves around extreme sports and entertainment can be seen in the preferences of consumers.

The results also reinforce the notion that successful social media marketing is not merely an attempt to boost the quantity of promotional messages. Content should give consumers something valuable to engage with, instead. For Red Bull, entertainment and excitement seem to be key elements of that value.

Looking at the findings from a practical standpoint, the results indicated that this approach towards content marketing would need to be sustained with Red Bull, maintaining the link between the content on their social media platforms and the uniqueness of their brand. The respondents of this study seem to seem more interested when it comes to extreme sports, athletes, adventure and interesting experiences. But it is not recommended to use only one content category. Having variety while keeping a consistent brand identity might enable Red Bull to address various consumer motivations without damaging its positioning.

[bookmark: _Toc241171401]5.12 RESTRICTIONS OF THE DISCUSSION

The following are some of the limitations to be taken into consideration when interpreting these findings. One, the sample was just 31 respondents and concentrated on the age group of 18-24. Secondly, 71% of the respondents were men, which doesn't necessarily reflect the overall population of Red Bull consumers.

Thirdly, the sample already showed high satisfaction and moderate consumption frequency. This presents the potential for selection bias and the results may exaggerate the positive association between social media exposure and brand responses. Finally, the study was based on self-reported behaviour. People don't always recall if an item was purchased in response to a social media post, advertisement, habit, etc.

Lastly, the study was cross-sectional in nature, taking snapshots of responses at one point in time. Thus, it is not possible to determine whether reported shifts in interests were caused by social media exposure or if there was a pre-existing preference for social media that affected social media behaviour. These constraints are in line with the general problem in social media research of being able to link engagement measures with tangible business results (Godey et al., 2016).

[bookmark: _Toc241171402]5.13 DISCUSSION SUMMARY

In summary, my results indicate that there is strong correlation of Red Bull's social media marketing to positive consumer engagement within the sample. Instagram was the top platform,  was the greatest content preference. Those who consumed Red Bull also reported high levels of interest, and heavy consumers were most likely to report buying a Red Bull after seeing advertising or social media, indicating a level of increased interest.

The results broadly corroborate previous studies which found that social media content that is entertaining, interactive, experiential and visually appealing can help to build consumer engagement and drive brand outcomes (Ashley and Tuten, 2015; Hollebeek, Glynn and Brodie, 2014; Godey et al., 2016). Meanwhile, the study illustrates the need for caution in the interpretation of the relationship between social media marketing and sales or loyalty. The respondents were already fairly satisfied with Red Bull and frequent consumers, making it challenging to distinguish the impact of social media from the pre-existing relationship with the brand.

So the primary contribution of this study isn't in the fact that the product causes consumers to buy Red Bull via the use of social media. However, the evidence presented here indicates that Red Bull's content strategy seems to appear to strengthen the brand and keep consumers engaged in its content in entertaining, exciting and experiential ways. This is in line with the conceptualization of social media marketing as a part of a relationship between brands and consumers, and not as a stand-alone marketing tool (Brodie et al., 2011; Li, Larimo and Leonidou, 2021).

The competitor comparison continues to rely on the proposed secondary social media data in the research design. Therefore, I believe that the questionnaire I have produced offers good qualitative exploratory evidence to support my understanding of consumers' perceptions of the content of Red Bull, but I acknowledge that a comprehensive evaluation of the brand performance should incorporate consumer information, objective social media evidence and competitor evidence.




[bookmark: _Toc241171403]6 CONCLUSION

[bookmark: _Toc241171404]6.1 Introduction of the chapter 
This study aimed to explore how social media marketing and content management tools affect brand performance, focusing on the main case study of Red Bull. The aim was to examine how the social media presence of Red Bull, content selection and consumer interactions are correlated with levels of brand engagement and reported consumers' reactions. The research also aimed to take into account which types of content are most appealing to consumers and, initially, to compare Red Bull's social media efforts with other big competitors like Monster Energy and Rockstar. The idea was a fascinating proposition for Red Bull, who take an unusual approach to content marketing, as well as to the marketing of extreme sports, entertainment, storytelling and visually appealing campaigns.
[bookmark: _Toc241171405]6.2 Summary of the key findings 
Through primary data gathered, I was able to conclude that there is an important relationship between social media and respondents' perception and reaction towards Red Bull. I did, however, come across another correlation which has to be examined with care. The results reveal reported interest, engagement and purchasing after being exposed to advertising or social media messages, but not necessarily that the social media messages caused the interest, engagement and purchasing. This difference is significant because some of the respondents were already regular users of Red Bull, so their attitude towards the brand could have influenced their response to Red Bull's social media content. Thus, it is not social media per se that causes Red Bull's brand performance, but that social media content can be considered as one of the elements in a broader brand landscape that is related to positive consumer reactions.

6.2.1 RQ1:  How Red Bull's social media marketing strategies and content management practices influence on the brand engagement and performance? 
The results showed that there was a positive correlation between the social media presence of Red Bull and the reported interest of the sample. 61.6% of respondents (16 out of 31) said they had followed Red Bull on at least one social media platform, and Instagram was the platform which was most strongly linked with Red Bull in the dataset. Also, 83.3% of valid responses reported that Red Bull's posts increased their interest in purchasing or drinking the product to a "somewhat" or "much" greater extent. These results indicate that Red Bull's social media posts can build interest and attract attention to their products among consumers.

The results also indicate that there is a correlation between brand followership and the level of interest reported. 8 out of 16 confirmed followers reported that Red Bull posts led to their increased interest level, all of whom responded “a lot”, while 8 responded “yes, sometimes”. The answers were more varied among non-followers. The trend indicates that consumers who already follow the brand's social media may be more receptive to its social media messages. Meanwhile, the direction of this relationship can not be determined. It's also possible that those with a positive attitude towards Red Bull are more likely to follow the brand and pay attention to its content. Therefore, I believe this result is an association, and that the direct effect of marketing is not evident.

The results of the analyses related to purchase behaviour give another important answer to the first research question. After being exposed to advertising or social media posts, 67.7% (N = 21) of the complete sample said they bought Red Bull at least once. An additional 19 respondents (67.9% of relevant answers) said they bought the product several times after they had seen it. The findings suggest that there is a link between the overall exposure of social media and advertising and the reported purchase behaviour of a significant number of the respondents. I don’t see these results as evidence that Red Bull's social media efforts were responsible for the sales, however. Consumption habits, product preferences, exposure to advertising apart from social media and the individual circumstances may have all played a part in the responses.

6.2.RQ2: How Red Bull's social media efforts stack up against other brands like Monster Energy and Rockstar?
 There was a need for more information about this question than what could be captured in the main questionnaires. The study specifically asked about Red Bull and only gathered similar data for followers, reach, engagement and posting frequency for the other brands. So, I'm not making any claims that primary research shows that Red Bull is superior to or inferior to its competitors. It is important that this is a limitation of the completed study as the original proposal included a comparative secondary data analysis.

This also indicates that RQ2 is not part of the set of evidence provided by the questionnaire, but also that there is an important methodological lesson to be learned from this research. Making a meaningful competitor comparison is only possible if the same measures, definitions and time frame are used throughout for Red Bull, Monster Energy and Rockstar. Just measuring the number of followers on social media isn't enough to show the true performance of social media. Additionally, one would have to take into account the engagement rates, content type, frequency of posting, reach and the attributes of each platform. The research therefore highlights the existence of an opportunity for further research and not simply filling the gaps with assumptions.

6.2.3 RQ3 : The third research question concerned the relationship between consumer engagement and the type of content. 
The third research question addressed the content type that best correlated with consumer engagement. The results were quite significant here. The videos that were the most preferred content type were extreme-sports videos, with 18 respondents (58.1%) choosing them. Funny content was the next most common choice at 12.9% and Athlete stories and product promotions were tied at 9.7%. Music and entertainment was the preferred option of only 6.5%. The most popular reason for preferring the content was that it was “exciting and entertaining”, followed by the perception that the content was different from other brands.

The cross tabulation bolsters the significance of sports-related content. The 18 who chose extreme-sports videos as their favorite type of content said that Red Bull posts increased their interest in the genre, and 17 of them said they saw an increase. Eight responded that they saw a lot of the interest increase and nine sometimes. This is a good descriptive pattern in this specific sample but not necessarily an indication that this pattern of increased buying or consumption is the direct result of watching extreme-sports videos. The sample size was insufficient to draw causal inferences and the participants who have already used Red Bull might be especially interested in the sports information provided. Overall, however, the uniformity of the pattern indicates that experiential and high-energy content is a key element of Red Bull's social media attractiveness in this sample.

What is also beneficial is that the results give a good idea about the brand's positioning for Red Bull. Majority agreed or strongly agreed that Red Bull markets itself adventurously and excitingly. The findings are in line with the preference for extreme-sports content found in other questionnaires. Unfortunately, the reaction was not uniform, however. A significant minority disagreed with or were neutral about the statement. This illustrates that Red Bull's adventurous brand image is not the same for all consumers. The engagement of a brand is multi-dimensional and can't be limited to one indicator like followers, likes, or buying the product.

[bookmark: _Toc241171406]6.3 Contribution to Existing Literature and Theory 
The results thus help to fill gaps in the literature, given that they offer primary data on consumer response to a content strategy for social media. The previous research mentioned in the proposal highlighted that meaningful, interesting and thoughtfully designed content is key, along with interaction, entertainment and social media engagement in building consumer engagement. The general view defended here is complemented by the more specific view of the present research, which suggests that consumers are especially sensitive to content which conveys a feeling of excitement, entertainment, and experience, but not to content which merely promotes the product, in the Red Bull case studied here. It aligns with the broader body of research on creative social media marketing and consumers' engagement.

The results of this study from a theoretical standpoint corroborate the notion that the social media engagement process should not be considered a mere indicator of sales performance. These data indicate the relationships between following Red Bull, drinking Red Bull often, feeling good after seeing messages through social media, and reporting their purchases after seeing the product. These relationships can't prove that social media use caused the behaviour, however. This will strengthen the need to differentiate between engagement, purchase interest and actual commercial performance in determining the value of social media marketing. For this reason, the research is more supportive of a more conservative analysis of social media metrics, which can be used to infer consumer reaction, but should not be assumed as sales, loyalty or long-term brand measures.

From a practical point of view, the results indicate that content that offers an experience remains important to Red Bull's content strategy, but should not be over-emphasised with direct product promotion. The respondents' interests seem to be served by extreme sport, athlete-related stories, as well as entertainment and other types of visually stimulating storytelling. The findings also indicate that platform is an issue. This sample, of course, tells us nothing about Instagram being the most effective platform for Red Bull, but it is the obvious platform that’s associated with Red Bull. Rather, it says there is platform-specific behaviour which should be taken into account when planning and evaluating content.

[bookmark: _Toc241171407]6.4 Practical Implications for Marketing and Content Management
The study also has implications for marketing managers other than Red Bull. One of the main points is that the evaluation of the content should not only be based on the frequency of the product appearing but should also be based on its ability to generate interest, entertain and provide a relevant association with the brand. On the other hand, it is important for marketers not to assume that higher engagement equals more sales. A more comprehensive assessment would link social media metrics to longer-term metrics like customer satisfaction, buying habits, brand recognition, and other business metrics.

[bookmark: _Toc241171408]6.5 Limitation 
There are a few restrictions to be noted. The most significant drawback is the small number of respondents, 31. The sample was also heavily skewed towards younger adults, as 77.4% of respondents were between 18 and 24 years of age, and there was a higher proportion of men than women. This implies that the results should not be assumed to be representative of worldwide Red Bull drinkers. Besides, a lot of the respondents were regular and satisfied customers of Red Bull. 27% of all respondents were satisfied or very satisfied with the product, and 61.3% drank Red Bull at least once a week. This familiarity with the brand could have affected their reactions to social media posts.

Another drawback is that the answers were self-reported. Participants were asked to remember the ads or social media they saw on their phones or tablets and then report if it made them interested or want to buy. These can not completely differentiate between the influence of social media and other forms of advertising or people's consumption habits or preferences. The lack of responses and inconsistencies in some of the questions were also limiting the depth of analysis, especially in the open-ended question of the questionnaire. The findings do not invalidate the use of the instrument, but they do suggest a caution regarding the use of the results in the place of causal marketing effects.

[bookmark: _Toc241171409]Recommendations for Future Research
Future research should overcome these limitations by involving more sample size and sample diversity, and by obtaining data from consumers who are not frequent Red Bull consumers. The longitudinal design could also be helpful to establish whether social media content exposing certain types of content leads to changes in the intention to purchase or purchasing behavior. Also, future studies should include similar data for Red Bull, Monster Energy and Rockstar during the same timeframe as the proposed original study. This would enable equivalent definitions for follower numbers, engagement rates, posting frequency, and content performance to be used. Data from the surveys would also give a better indication of the association between social media activity and brand performance combined with actual platform analytics.

[bookmark: _Toc241171410]Summary of the conclusion 
In general, the data obtained from this study suggests that there is a significant relationship between Red Bull's social media content and the positive response of consumers in the sample. The most consistent pattern relates to experiential content, notably extreme-sports videos, which were most preferred content type and had high reported level of interest. The study also reveals that after encountering Red Bull posts, a significant percentage of respondents indicated higher purchase/ consumption interest. But, I don't believe that social media content is solely to blame for such results. The other forms of marketing, such as existing brand attitudes and consumption habits, are likely to be part of the broader context.

Thus, this research offers an important contribution in demonstrating the perception of the content-led approach of this Red Bull in a real questionnaire setting. The results confirm and reinforce the value of entertainment, excitement, unique and interesting story telling and relevant content in social media marketing campaigns, and highlight the need to be cautious when evaluating engagement metrics. While the study can't give an all-or-nothing resolution to all of Red Bull's social media metrics, it certainly serves as the basis for further research into the topic, including a comparison with competitors. The conclusion is that there's more to it than promoting something over and over again on social media – it's about producing content that makes consumers notice, remember and engage with the brand. As in this specific example, it seems that Red Bull's success in making its product exciting, sporting and entertaining is a crucial link in the chain.


[bookmark: _Toc241171411]APPENDICES
[bookmark: _Toc241171412]Appendix A: Questionnaire Used for Primary Research
Research title:
Impact of Social Media Marketing and Content Management on Brand Performance: A Red Bull Case Study
The questionnaire was designed to collect information about respondents' social media use, their awareness of Red Bull, their interaction with Red Bull content, brand perceptions and reported purchase or consumption interest.

[bookmark: _Toc241171413]Section A: Respondent Profile
1 What is your age group?
· 18–24
· 25–34
· 35–44
· 45–54
· 55 or above
2 What is your gender?
· Male
· Female
· Prefer not to say
3 How often do you consume Red Bull?
· Every day
· A few times per week
· Once a month
· Rarely
· Never
4 How long have you been consuming Red Bull?
· Less than 1 year
· 1–3 years
· More than 3 years

5. What is your main reason for choosing Red Bull?
· Energy
· Taste
· Brand
· Sport/exercise
· Other
6. When do you usually consume Red Bull?
· Before work or study
· Before sport or exercise
· Before parties/social events
· Other
7. How satisfied are you with Red Bull?
· Very satisfied
· Satisfied
· Neutral
· Dissatisfied
· Very dissatisfied
[bookmark: _Toc241171414]Section C: Social Media Use and Red Bull
8 Do you follow Red Bull on social media?
· Yes
· No
· Maybe/not sure
9Which social media platform do you mainly use in relation to Red Bull?
· Instagram
· TikTok
· YouTube
· Facebook
· X/Twitter
· Other
10 How often do you see Red Bull content on social media?
· Very often
· Often
· Sometimes
· Rarely
· Never
[bookmark: _Toc241171415]Section D: Red Bull Content
11.Which type of Red Bull content do you prefer?
· Extreme-sports videos
· Funny content
· Athlete stories
· Product promotions
· Music and entertainment
· User-generated content
· Other
15. What makes Red Bull social media content interesting to you?
· It is exciting and entertaining
· It is different from other brands
· It matches my interests
· The athletes/influencers
· The product information
· It does not attract my attention
16. Please indicate your level of agreement with the following statement:
"Red Bull markets itself in a very exciting and adventurous manner."
· Strongly agree
· Agree
· Neutral
· Disagree
· Strongly disagree
[bookmark: _Toc241171416]Section E: Purchase and Consumption Interest
18. After seeing Red Bull advertising or social media posts, have you become more interested in buying or drinking Red Bull?
· Yes, a lot
· Yes, sometimes
· Not sure
· Rarely
· No
19. Have you purchased Red Bull after seeing advertising or social media content?
· Yes, many times
· Yes, once or twice
· Not sure
· No
20. In your opinion, how does Red Bull’s social media marketing influence your opinion?

[bookmark: _Toc241171417]Appendix B: Summary of Respondent Profile
The final dataset contained 31 questionnaire responses. No duplicate timestamps were identified. Some questions had missing responses, and these were retained rather than being estimated or replaced. The sample was a convenience sample and should therefore not be treated as representative of all Red Bull consumers.
	Measure
	Result

	Total respondents
	31

	Age 18–24
	24 (77.4%)

	Age 25–34
	7 (22.6%)

	Male
	22 (71.0%)

	Female
	8 (25.8%)

	Gender missing
	1

	Drink Red Bull every day
	8 (25.8%)

	Drink a few times per week
	11 (35.5%)

	Drink once a month
	7 (22.6%)

	Drink rarely
	5 (16.1%)

	Weekly-or-more consumption
	19 (61.3%)


The respondent profile shows that the sample was mainly made up of younger adults and male respondents. This should be considered when interpreting the findings.

[bookmark: _Toc241171418]Appendix C: Red Bull Consumption and Brand Perception Results
	Question/Measure
	Result

	Main reason: Energy
	18 (58.1%)

	Main reason: Taste
	9 (29.0%)

	Main reason: Brand liking
	2 (6.5%)

	Used Red Bull for 1–3 years
	10 (32.3%)

	Used Red Bull for more than 3 years
	14 (45.2%)

	Very satisfied
	19 (61.3%)

	Satisfied
	8 (25.8%)

	Neutral
	4 (12.9%)

	Follow Red Bull
	16 (51.6%)

	Do not follow Red Bull
	12 (38.7%)

	Maybe/not sure
	3 (9.7%)


The results show relatively high reported satisfaction and regular consumption within this particular sample. However, because many respondents were already Red Bull consumers, these results cannot be used to demonstrate that social media marketing caused their satisfaction or consumption.

[bookmark: _Toc241171419]Appendix D: Social Media and Content Preference Results
	Measure
	Result

	Instagram mentioned
	25 (80.6%)

	YouTube mentioned
	2

	Facebook mentioned
	1

	X/Twitter mentioned
	1

	Missing platform responses
	2

	Extreme-sports videos preferred
	18 (58.1%)

	Funny content
	4 (12.9%)

	Athlete stories
	3 (9.7%)

	Product promotions
	3 (9.7%)

	Music and entertainment
	2 (6.5%)

	Missing content preference
	1


Extreme-sports videos were the most preferred content type in the sample. The main reason for finding content attractive was that it was exciting and entertaining, selected by 12 respondents (38.7%).

[bookmark: _Toc241171420]Appendix E: Reported Purchase and Drinking Interest
	Response
	Result

	Posts made respondents interested "a lot"
	14 (45.2%)

	Posts made respondents interested "sometimes"
	11 (35.5%)

	Not sure
	3 (9.7%)

	Rarely
	2 (6.5%)

	Valid responses showing some increased interest
	25 (83.3%)

	Purchased after advertising/social media exposure
	21 (67.7%)

	Purchased many times
	19 (67.9% of relevant responses)

	Purchased once or twice
	4 (12.9%)


The results indicate a positive reported relationship between exposure to Red Bull advertising/social media content and purchase or drinking interest among the respondents. However, the research does not establish a direct cause-and-effect relationship.

[bookmark: _Toc241171421]Appendix F: Summary of Findings Related to the Research Questions
[bookmark: _Toc241171422]RQ1
How do Red Bull's social media marketing strategies and content management practices affect brand engagement and performance?
The questionnaire findings indicate a relationship between Red Bull's social media presence and positive reported engagement in the sample. Instagram was the main platform mentioned, and 83.3% of valid responses reported some increase in interest in buying or drinking Red Bull after seeing posts. However, the data measure consumer perceptions and reported behaviour rather than actual sales, market share or causal effects.
[bookmark: _Toc241171423]RQ2
How does Red Bull's social media performance compare with competitors such as Monster Energy and Rockstar?
The questionnaire did not collect equivalent follower, reach, engagement-rate or posting-frequency data for Monster Energy and Rockstar. Therefore, the questionnaire results should not be used to claim that Red Bull performed better or worse than these competitors. A valid comparison would require the same measures, platform definitions and time period for all three brands.
[bookmark: _Toc241171424]RQ3
Which content types and campaigns are associated with consumer engagement?
Extreme-sports videos were the most preferred content type, selected by 18 respondents (58.1%). Among those respondents, 17 of the 18 reported some increase in interest after seeing Red Bull posts. This provides descriptive evidence that sports-related content was particularly attractive to respondents in this sample, but it does not prove that this content causes higher engagement across Red Bull's entire audience.

[bookmark: _Toc241171425]Appendix G: Ethical and Consent Statement
Participants were informed about the purpose of the research before completing the questionnaire. Participation was voluntary, and respondents were required to confirm that they were aged 18 or above and provide informed consent before completing the questionnaire.
The questionnaire did not require participants to provide names, email addresses or social-media handles. Responses were treated anonymously and reported as grouped results. Participants could leave the questionnaire before submission if they did not wish to continue.
[bookmark: _Toc241171426]Appendix H: Data Analysis Approach
The questionnaire data were analysed using descriptive statistics. Frequencies and percentages were used to summarise the responses. Cross-tabulations were also used where appropriate to explore patterns between variables.
The analysis focused on social media exposure, platform use, content preference, brand perception, reported purchase interest and consumption behaviour. Because the sample contained only 31 respondents and was collected using convenience sampling, the findings were treated as exploratory rather than representative of the wider Red Bull consumer population.
The analysis also recognised that reported social media exposure and purchase behaviour do not establish causation. Other factors, including existing consumption habits, price, distribution, sporting sponsorship and peer influence, may also affect consumer behaviour.
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SECTION C: Details of Research Activity
	1
	Indicative title:
	Impact of social media marketing and content management in Brand . 

	2
	Proposed start date:
	18/07/2026
	Proposed end date:
	25/09/2026

	
	Introduction to the Research (maximum 300 words in each section)
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	3
	Purpose of Research Activity

To find out the strategy and method they  use for Social media marketing and  Management of   content to  get more growth and customers in customer. 

(this box should expand as you type)

	4
	Research Question

· RQ1: How do Red Bull’s social media marketing strategies and content management practices affect brand engagement and performance?
· RQ2: How do Red Bull’s social media metrics (e.g. follower counts, engagement rates) compare with those of key competitors (e.g. Monster Energy, Rockstar) on major platforms?
· RQ3: Which content types and campaigns correlate most strongly with spikes in consumer engagement or awareness?


(this box should expand as you type)

	5
	Aims of Research Activity
Number your aims and link them to your objectives
 A comprehensive plan to study the impact of social media marketing and content management on brand performance, exemplified by Red Bull. By combining academic theory with up-to-date industry and company data, we aim to produce actionable insights on how content choices drive engagement and brand equity.

(this box should expand as you type)

	6
	Objectives of Research Activity

The aim of my research is how the social media marketing impacts on the growth  of the Redbull (Energy drink company).

(this box should expand as you type)

	
	Proposed data collection methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	This should describe how you intend to collect data. It should not include a discussion of the theoretical basis for your data collection methods. Please note, that if you intend to collect any audio/video recordings of interviews with participants then these will be classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section H.

(this box should expand as you type)



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☒
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	



If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☒
	☐

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals

(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.

35
(this box should expand as you type)

	11
	Who will the participants be?

	Friends 


(this box should expand as you type)

	12
	How will you identify the participants?
	My friends , social media , personally connected peoples and neighbours.


(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks

	
	[bookmark: _Toc241171427]
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants:
There are always risks. Do not write N/A unless you have no participants.

(this box should expand as you type)
	How you will mitigate the risk to participants:

No risk

(this box should expand as you type)

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
There are always risks. Do not write NA.


(this box should expand as you type)
	How you will mitigate the risk to the investigator:


No risk
(this box should expand as you type)

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
There are always risks. Do not write NA.


(this box should expand as you type)
	How you will mitigate the risk to the University:

No risk 

(this box should expand as you type)

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

No 

(this box should expand as you type)
	How you will mitigate the risk to environment:


No 
(this box should expand as you type)



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.
N0
(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.
If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.
Yes  
(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.  
Yes
(this box should expand as you type)



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☐

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☒
	☐

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☒
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.

All data will be kept in password protected cloud storage on the University Office 365 system which
will not be shared. Audio/visual data will be transcribed and would be shown to participants to
check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 


(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?

(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Usually the principal researcher.

(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☐

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☐




SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

(this box should expand as you type)




SECTION J: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Hardeep Zala
	Date: 17/07/2026


	2
	Supervisor:
	Jia Miao
	Date:17/07/2026

	3
	Signature:
	
Jia Miao
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Gantt Chart - Impact of Social Media Marketing on Red Bull’s Brand Growth
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