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[bookmark: _Toc83120959]ABSTRACT

In order to analyze and comprehend which IMC Red Bull uses, in what way, and how that influences the people and their consumption of Red Bull energy drink, this study was conducted. Specifically, the study intends to understand whether the Red Bull advertising methods are effective and if they can be used by other companies as well or if they are exclusive to Red Bull. The method approach will work if it is applied properly.
If Red Bull advertising is the same to them across the world, the study will focus on a questionnaire, which will be sent to different Italian groups living in different countries, such as London, Tenerife, Amsterdam, Paris, Budapest, Berlin. 
My dissertation will show how Red Bull advertising is different as well other IMC strategies.
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Chapter 1: INTRODUCTION
In this study of Integrated Marketing Communications of Red Bull, we will examine the different ways Red Bull advertises. There will be information about the company, the study's rationale, and its aim, objectives, and research questions.


Chapter 2: LITERATURE REVIEW
This chapter will include detailed information and literature about Energy drinks, brand image, and promotional methods for Red Bull. By conducting thorough research on the types of communication and advertisement, we could understand if the method used by Red Bull can be copied, or if it only works with the Red Bull brand.


Chapter 3: RESEARCH METHODOLOGY
Throughout the third chapter of my dissertation, I will describe my research design and the specific procedures I will use to conduct my study.
It is the purpose of this chapter to emphasize that the method, the choices, and their implications have been understood and put into practice. It is important for me to study the methodologies carefully in order to determine which one is most appropriate for my document type.


Chapter 4: DATA ANALYSIS
Data collection is the subject of this chapter. The method that is most suitable for my study will also be determined. Analyzing each sample that completed the questionnaire provides clear indications of the methods of analysis, from qualitative to quantitative.


Chapter 5: INTERPRETATION OF DATA
My purpose in this chapter is to explain how I analyzed the results from the questionnaire.
In order to arrive at a relevant conclusion, I will go through the data using some predefined processes.


[bookmark: _Hlk82568145]Chapter 6: CONCLUSION & RECOMMENDATIONS 
As the pre-final chapter of my research, I will present all the hypotheses for the case, as well as how, where, and how the Red Bull product can have a positive effect. Described after extensive research are the best and how they should be implemented.


Chapter 7: FUTURE RESEARCH
In combination with Chapter 6's Conclusions, my dissertation's Future Research section discusses future research. The chosen topic has limitations in terms of research. We will examine existing theories and reexamine all reported flaws on the subject.


 APPENDIX
The questionnaire that was administered to the sample of people chosen for this study can be found in the appendix.
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[bookmark: _Toc83120964]Red Bull Background. 1.1
Red Bull is a company producing energy drinks that were produced for the first time in Austria, in the Red Bull company in Salzburg. (Red Bull Energy Drink :: Energy Drink :: Red Bull International, s.d.) 
Carbonated non-alcoholic energy drinks such as Red Bull contain caffeine, taurine, and a fruity taste that is slightly sour, with a bright amber color. It was Dietrich Mateschitz, who created this energy drink in 1996, who thought it would be functional, provide energy, and be consumed from any place, like the office, the gym, the field where you practice your sport, whilst studying, playing video games, or going out.
Additionally, alcohol has been mixed with a tasty mix that can deceive drivers with a false sense of sobriety. (Red Bull Energy Drink :: Energy Drink :: Red Bull International, s.d.)
Red Bull has also achieved all this success thanks to its innovative and functional design, comfortable and practical packaging, and a lot of attention to detail in the manufacture of its can.
Cans are used to serve Red Bull, which have later been adopted by other energy drinks. It consists of four parallelograms side by side and overlapping in blue and silver, as well as the logo, which is composed of two red bulls and a sun. Sports and sponsorships of musical events can also be used in addition to traditional channels like TV, radio, and cinema [image: Immagine che contiene testo

Descrizione generata automaticamente]. (What Gives Red Bull Wings: Creating a Successful Market-Oriented Organization, s.d.) [bookmark: _Toc83033797][bookmark: _Toc83034422]Figure 1, Red Bull can


Over the years Red Bull has created an increasingly close connection to the world of sport, sponsoring especially extreme sports such as windsurfing, base jumping and snowboarding, and then implementing an expansion towards more traditional sports such as football (FC Red Bull Salzburg , RB Leipzig, New York Red Bulls, Red Bull Ghana, Red Bull Brasil, Fussballclub Liefering), Hockey (EHC Red Bull München, Eishockeyclub Red Bull Salzburg) and Formula 1 (where he also owns two teams
 Red Bull Racing and Scuderia AlphaTauri [10]). The company is also known for creating exhilarating and fun events such as the "Red Bull Soap Box Race" and the "Red Bull Flugtag", where ordinary people, amateurs, take part in the race with cars and planes without engines, built with the most disparate and unusual means and with truly particular and artistic forms. (Few, s.d.)

[bookmark: _Toc83120965]The role of Integrated Marketing Communication. (IMC) 1.2
By marketing communications, we mean how companies inform, persuade, and convince consumers to buy and choose, directly or otherwise, their brand and its products. (koller, 2009)
We have different ways of Communication, different channels.
Social media, Multimedia, Email, Print Media & Direct mail, Search, Website, Social share, Video, Other offline media, public relations, Blogs, Mobile.
Communication can be viewed as a transmission of information, also a sharing of meaning.

Integrated marketing communications create links between all forms of communication. So, IMC, means the integration that is created between all promotional tools, leading them to work together in a harmonious way. (kitchen, 2004)
Red Bull, in recent years, has distinguished itself from its competitors, adopting new, different marketing strategies. Red Bull wanted, as it were, to do marketing on the contrary, not to advertise the product directly, but to advertise on something else, especially to the brand, which thus led back to the product. Brilliant? Visionaries? Or did they just try, adopt these systems and work? We will see.






[bookmark: _Toc83120966]Rationale of the study
The studio will discuss Red Bull's advertising and communication style. The advantages and disadvantages of each marketing approach will be discussed. Moreover, it will discuss its promotional channels and how it utilizes the digital marketing tools available. Furthermore, determinations and clarifications will be made regarding the effectiveness of the current promotional channels for advertisements in comparison to those previously employed. In addition, bibliographic citations will be included to support the reasoning for conducting the research, highlighting, and analyzing the public for the purpose of the research on the case.
[bookmark: _Toc83120967]Aims and Objectives.
Our survey objective is to determine if Red Bull's marketing tactics are effective, if it would benefit from new strategies and new ideas, and if its market research strategies are valid. Red Bull's advertising methods will also be examined to determine if they work in several major cities around the world. If positive or negative thoughts about Red Bull are common in different countries.
Red Bull's integrated marketing communications and digital marketing are the focus of this study.
Research Objectives
[bookmark: _Hlk82568435]1.	To analyse the current Integrated Marketing Communication strategies implemented by Red Bull.
2.	To investigate whether digital marketing strategies have a positive impact on Red Bull’s brand image.
3.	To determine new promotional strategies to enhance Red Bull’s brand image. 

Research Questions
1.	What are the current Integrated Marketing Communications strategies implemented by Red Bull?
2.	Do Red bull’s current digital marketing strategies have a positive impact on its brand image?
3.	What new promotional strategies can be used to enhance Red Bull’s brand image?

[bookmark: _Toc83120968]                             LITERATURE REVIEWS 2.0

[bookmark: _Toc83120969]Energy drinks international market. 2.1
Energy drinks are part of the soft drinks. They are stimulants thanks to the combination of caffeine taurine, with other ingredients, including methylxanthines, amino acids, herbal extracts, and vitamin B, which provide the body with a full of energy. Usually, these drinks are full of bubbles, because these allow instant assimilation giving a stimulation not only physical, but also mental. Analysts recognize the following companies as the key players in the Global Energy Drinks Market:
 Coca-Cola, Monster Beverages, PepsiCo, Red Bull, and Rockstar. (CompaniesandMarkets.com: Global Energy Drinks Market: New insights: Global Energy Drinks Market 2015-2019, Oct 26, 2015)
Globally, the market for energy drinks is characterized by an ever-increasing demand for the product, but with the difference, compared to a few years ago, that the company is evolving towards a consumption of healthier products, but which still help to have more energy. Furthermore, exponential growth is expected until 2026, also thanks to the increase in consumer disposable income. Due to the growing awareness of customer health and busy lifestyles, the industry is expected to experience rapid growth. The main purpose of these drinks is to provide instant energy, along with psychological and physical stimuli, thanks to taurine, a substance that gives vitality in movement. The energy drink market is on the rise due to growing customer knowledge about the fitness benefits of the energy drink. Consumption of energy drinks is on the rise, especially among young people and athletes. Among the ingredients of these drinks, we find large doses of caffeine and other legal stimulants.
The first appearance took place in the 60s, first in Asia and then in Europe; With the introduction of Red Bull in Austria in 1987 and in the United States in 1997, the way of advertising these products changed, an "aggressive" way of trading was born, which has increasingly made room over time. (CompaniesandMarkets.com: Global Energy Drinks Market: New insights: Global Energy Drinks Market 2015-2019, Oct 26, 2015)

We have a multi-segment subdivision of the global energy drinks industry, i.e. product, target customer, distribution channel and region. The product is then divided into non-organic and organic energy drink. Where the organic drink is now best sold, with a percentage of 75% in 2020, bringing this most natural drink in a truly exponential growth. (Markets, s.d.)
The organic energy drink has a low sugar content or a sugar-free component for adults, considering problems such as diabetes, etc. Organic beverage consumption has grown in popularity as consumers are becoming more aware of the value of this segment.
According to the target market, there are three categories of energy drinks: adults, adolescents, and geriatrics. A growing population of athletes and companies consume these products as extra energy to boost their performance, which represents the largest target consumer segment with a market share of 56.39% in 2020.This should contribute to the growth of these products in the future. In the global energy drinks market, the categories of "Teen" are expected to grow and penetrate moderately. (Wood, 2021)
Due to the COVID-19 pandemic, many businesses, fitness centers, and sports arenas were closed. In 2020, this decision will affect commercial sales, even the global energy drinks market, as a consequence of limiting the spread of Coronavirus to the greatest extent possible. Consumption of energy drinks is still occurring, despite the pandemic, as consumers focus on training at home. Moreover, many economies have removed their strict lockdown measures by the end of 2020, which led to resumption of energy drink sales as fitness clubs and sports clubs began to open. (Energy Drinks Market Share, Trends| Industry Report 2021 to 2026 With COVID Impact - Mordor Intelligence, 2020)










[bookmark: _Toc83120970]Energy drinks UK market. 2.2
Over the forecast period 2021-2026, the UK energy drinks market is expected to grow at a CAGR of 4.3%.
Energy drinks have been affected significantly by the COVID-19 pandemic worldwide, as it has caused a production shut down, supply chain disruptions, and reduced sales in the UK. During the long period of closure, Red Bull, another major distributor in the energy drink industry, saw sales decline sharply as well. Due to reduced inventory levels by the company's bottlers/distributors, Monster Beverage Corporation's UK sales were negatively affected by the COVID-19 pandemic in the second quarter of 2020. (Energy Drinks Market Share, Trends| Industry Report 2021 to 2026 With COVID Impact - Mordor Intelligence, 2020)

The increase in urbanization, income and awareness of a healthier lifestyle has influenced consumers to consume non-carbonated drinks devoid of added sugar and carbon dioxide. Among teenagers, consumption is higher partly for fashion, partly for improving performance with more energy and reactivity. Also, there is a high demand from people who work in exhausting and irregular shifts and need an extra position.
Furthermore, the energy drinks market is also expected to grow due to greater marketing and advertising strategies. (Energy Drinks Market Share, Trends| Industry Report 2021 to 2026 With COVID Impact - Mordor Intelligence, 2020)
Regulatory agencies around the world have approved the ingredients in energy drinks, which may be safe. Additionally, in the United Kingdom, a voluntary code of conduct was adopted to prohibit sales to children under 16.
Incredibly, energy drinks contain more caffeine than a cup of coffee.
A typical British diet contains the most caffeine from coffee.
The UK economy benefited from 3.9% growth in soft drinks sales in 2019, providing 5% of the market. Producing firms and distributors are included in the industry, as are retailers, pubs, restaurants, supermarkets, and shops that sell soft drinks. (Energy drinks, s.d.)





[bookmark: _Toc83120971]Market strategies. 2.3

STABILITY
The stability strategy maintains existing order or, achieves growth methodically and slowly. When a company wants to assume low risk, choose stability, and anticipate changes, they adopt this strategy in order to recover within their business. Due to Red Bull's position as market leader and its set of loyal customers, the company has difficulty anticipating many changes.
DIFFERENTIATION
Creating differentiating products or services that are unique in their industry is part of aiming for differentiation at the broad market. When that happens, the business unit or company could charge a premium. By developing unique products, it strives to become a leader in its field. Red Bull is synonymous with this. Their drink is a premium blend and tastes great.
MARKET LEADER
A market leader has a significant share of the market and is dominant in its industry. A market leader is usually someone who established an innovation-friendly organization, created new business models, and introduced new products or services to the market. The customer value proposition must provide superior solutions to a problem that customers face. It must leverage advanced technologies and innovative business processes. The world's most popular energy drink is Red Bull currently. It is inevitable that new entrants in this sector will eventually compete with it. In terms of energy drinks, it thus dominates the market. (Red Bull marketing diary, s.d.)








[bookmark: _Toc83120972]Key market trends. 2.4
Drink requests that are not healthy will decrease.
Due to the fact that sugars and sugary drinks increase the risk of heart disease, obesity, and tooth decay. 
 To meet the needs of health-conscious consumers seeking healthier alternatives, Red Bull launched Red Bull Sugar-Free in 2018.
Stackable and lightweight, the cans are easy to handle. This reduces overall carbon emissions across logistics and supply chains by improving storage and shipping efficiencies. Market drivers for canned energy drinks include these factors. It is perceived that canned energy drinks are more portable, and their availability in various outlets, including convenience stores, supermarkets, and other outlets, is strongly driving the purchase of canned energy drinks in Village. Consumers prefer cans as a packaging type. Energy drinks will be available in cans from regional producers and global giants, such as PepsiCo and Coca-Cola’s iconic brands.

Several companies hold the largest share of the UK energy drinks market, including Red Bull GmbH, PepsiCo Holding and Monster Energy. Particularly among the country's young population, energy drinks claim a significant market share. Energy drinks increasingly consist of natural ingredients and are available in a variety of flavors and types, both of which have contributed to the growth of the market. A growing trend has been to mix energy drinks with alcoholic beverages.
 (Energy Drinks Market Share, Trends| Industry Report 2021 to 2026 With COVID Impact - Mordor Intelligence, 2020)
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Promotional Mix
Promotion
Marketing mix refers to a set of various marketing tactics used to optimize promotional efforts and reach a broader audience. An effective marketing mix is critical to a brand's success. What are the benefits of employing a promotion mix? Marketing skills and knowledge are required to develop a promotion mix
Advertisements may need to be adapted for overseas markets in terms of language, message, and imagery.
Adapting the promotional mix to reflect the media consumption patterns of overseas consumers may be necessary.
[image: Immagine che contiene testo

Descrizione generata automaticamente]
[bookmark: _Toc83034423]Figure 2, Promotion
From body health to brain health, Red Bull's product, energy drink, is premised on the ability to provide all the benefits you need.
"Red Bull gives wings" is the slogan used by the company.
We have the main advantage of realizing the objectives through the drink. By taking it, energy is produced as a functional advantage.
In addition, there is the Push VS Pull strategy, under which benefits and values are announced while waiting for a question to be resolved.
In terms of value for money, Red Bull is the best.
The penetration strategy is supported by the product differentiation component. (It.scribd.com, s.d.)

[bookmark: _Toc83120974]Integrated Marketing Communication. 2.6

[image: ]
[bookmark: _Toc83034424]Figure 3, Integrated marketing strategy
[bookmark: _Hlk80791966]Integrated advertising and marketing communications are described by Kotler et al as "the process by which a business integrates its many communication channels to deliver a consistent and clear message regarding the company and its products." (Kotler, Principles of marketing, 2001)
Based on Pickton and Broderick, integrated marketing communications is characterized by the 4 C's
-Coherence, exclusive communications are logically related.
 -Consistency, exclusive communications are logically linked, wherein more than one messages guide, and give a boost to and aren't contradictory.
-Continuity, communications are related and regular overtime.
 - Complementary, synergistic, or the sum of the components is more than the whole. (Pickton, 2001)
Advertising and marketing on the Internet involves all kinds of recipients, which requires control of all types of contact, including outgoing marketing communications such as banners and direct emails, and inbound communications, such as email requests. The message supplied to the website needs to be supplied through a variety of promotional tools, including media. To keep visitors on their website, marketers need to make use of the simplest media mix possible. In addition, the communication plan must include the most straightforward combination of marketing and media. Integrated marketing and advertising campaigns that include online components have been classified as impartial media-making plans (MNP). Planning the business models, i.e., the direction we need to take for retail, direct, income partners, etc. (let's assume this emphasis is rare). Communication blend planning, i.e., how we divide our funds among marketing and marketing, direct marketing and advertising, income promotions, and PR. Plan to spend money on media, such as TV, print, direct mail, and so forth. (Pickton, 2001) 
Red Bull and numerous organizations have identified marketing as one of the most critical elements of a company. The advertising and marketing strategy of Red Bull is based on marketing and advertising communication. Essentially, marketing communication involves selling a company's schedule to its customers in various ways. A marketing communication, on the other hand, is a way of communicating with individuals, companies, and businesses in a target audience to sell a certain product. (Red Bull GmbH - Research Methodology, s.d.)
Communications in marketing have been defined as "a variety of marketing methods combined to promote products to individuals, groups, and organizations in the 'target group.'" (Red Bull GmbH - Research Methodology, s.d.)

















Red Bull IMC
Advertising and sales promotion are parts of marketing communication; events and experiences, public relations and advertising, direct marketing, and personal sales are the other parts. The marketing communications tools in each category are different. (Kotler, A framework for marketing management, 2006)

Advertising
Advertising is often defined as “company’s external communication”. (Janoschka, 2004)
Print and broadcast ads. Red Bull engages in print and broadcast advertising in the UK and has an established partnership with The Sunday Telegraph newspaper, which distributes the company's Red Bulletin magazine.
Billboards. Red Bull does not advertise through billboards as a primary marketing strategy. Occasionally, billboards are still used to advertise the brand.
Packaging outer. Red Bull uses the packaging outer design to advertise its merchandise. In order to achieve this, the brand has been displayed in large, whole Red Bull packages.
Red Bull uses point of purchase displays among its many advertising tools. A magnified version of the Red Bull can is typically found in grocery and off-licence shops for storing cans. A Red Bull shot will be found along the tills, encouraging customers to purchase the merchandise.
Red Bull also uses symbols and logos as an effective advertising tool in many countries. Customers recognize the brand of the corporate as a raging bull because it symbolizes the corporate's worth promise.
Posters advertising. Pubs and clubs around the world often host Red Bull events and sponsor their sports teams.
Red Bull does not utilize alternative advertising tools such as audio-visual materials, packaging inserts, leaflets, directories, and brochures. (Red Bull GmbH - Research Methodology, s.d.)




Sales Promotions
Short-term incentives that promote the sale of a product or service are called sales promotions. (Kurtz, 2009)
Samples are acknowledged as the most effective advertising method, and Red Bull utilizes them extensively. With the introduction of Red Bull Cola in Northern America, the UK, China, and other significant markets, the corporation has begun a significant sampling campaign.
A sampling campaign is conducted utilizing miniature cars designed specifically to hold a magnified Red Bull Cola bottle in order to achieve a greater level of efficiency.
Red Bull also uses entertainment for advertising purposes. Organising Freestyle DJ battles, dance competitions, and sports events has been among the entertainment activities organized by the company. In China, Red Bull does not engage in this type of advertisement because the company mainly offers entertainment in Europe and the US.
Red Bull does not engage in other popular advertisement techniques such as premiums and gifts, coupons, rebates, exhibitions, and tie-ins. (Red Bull GmbH - Research Methodology, s.d.)

Events and Experiences
Red Bull regularly organizes or sponsors a wide range of entertainment events. Up until the end of September, there will be more than 40 events, including the UCI mountain bike world championship in Italy, Belgian Grand Prix, Super Formula, Red Bull roof ride, Red Bull Batalla, Red Bull metropolis, and Red Bull cliff diving championship.
Businesses support many causes in order to promote brand awareness. A similar cause is supported by Red Bull. To raise money for Wings for all times, a charity that funds research into spinal injuries, Red Bull is auctioning some of the most interesting and unique second-hand sports equipment that the web auction site has ever seen.
Additionally, Red Bull sponsors several arts and cultural festivals every year, including eco-friendly European festivals, Austin City Limits Festivals, and Lollapaloozas. The company is also the owner of:
FC Red Bull Salzburg (Football),RB Leipzig (Football),New York Red Bulls (Football),Red Bull Brasil (Football),FC Liefering (Football),Red Bull Racing (Formula 1),Scuderia Toro Rosso (Formula 1 sister team),Team Peugeot-Hansen (Rallycross Racing - Red Bull sponsors),EKS Audi Sport (Rallycross Racing - Red Bull sponsors),Red Bull KTM Factory Racing (MotoGP),Red Bull KTM Tech 3 (MotoGP/Moto2),Red Bull KTM Ajo (Moto2/Moto3),EC Red Bull Salzburg (Eight Time Ice Hockey Champions),EHC Red Bull Munchen (Ice Hockey)Red Bull Extreme Sailing Team (Sailing),Red Bull Skate Team (Skateboarding),Red Bull Surfing Team (Surfing). (Sam Few, 2019) 
The sponsorship of festivals and humanities offers the corporate wide brand exposure while creating an honest company image.
Under the events and experiences category, Red Bull offers other marketing methods that include holding factory tours, opening company museums, launching street activities, etc. (Red Bull GmbH - Research Methodology, s.d.)
                                   
Public Relations and Publicity
"Public relations concern the way in which an organization interacts with many groups, or 'publics', that affect its performance." (Public Relations as Relationship Management - PR Academy, s.d.)

Red Bull in the UK, China, and other countries regularly distributes press kits and publications to keep stakeholders abreast of new product launches, events, and news relating to other aspects of its business.
The company publishes annual reports like many other multinational corporations, which allow it to communicate important messages to its stakeholders and customers. In addition, annual reports serve as an effective advertising tool to highlight the company's main achievements and strengths.
A powerful advertising tool is identity media. A brand's own web TV channel and magazine are examples of this type of advertisement used by Red Bull. In addition to covering sporting events sponsored by the company, Red Bull TV also airs other programming geared toward the company's target market segment. Unlike Red Bulletin, Sunday Telegraph publishes Red Bulletin as part of its weekly publication.
Besides the traditional public relations and publicity methods, Red Bull also has access to alternative tools, such as speeches, seminars, lobbying, and engaging in community relations. (Red Bull GmbH - Research Methodology, s.d.)


Direct Marketing
In direct marketing, the seller communicates directly with the buyer without an intermediary to facilitate communication. There are several forms of direct marketing, including shopping online, phone shopping, catalogs, faxes, mailings, TV shopping, telemarketing, and so on. (what is direct marketing?, s.d.)
Technology products, furniture, and other items of high value are popular for direct marketing. Direct marketing is not used by Red Bull for retail customers.
Personal Selling
Personal selling, according to Kitchen, is the process of making personal sales presentations to prospective customers to generate sales and to establish relations with them. (kitchen, 2004) A major advantage of personal selling is its two-way communication with customers and its close relationship with them, but a significant disadvantage is the high cost of the service.
A secondary review found no evidence that Red Bull engages in personal selling.

Additional Marketing Tools
Red Bull uses more sophisticated marketing strategies than the traditional ones listed above, including product placement and viral marketing. The positive character in the main character of Hellboy and Hellboy II is seen drinking Red Bull several times during the film.
 
The brand has also integrated its product into the platform game Worms 3D, in which it functions as a follow-up. All Worms games feature odd-looking power-ups with weird results. Red Bull's slogan 'Red Bull gives you wings' is emphasized in the game by a can of Red Bull.
The Key Issues Impacting upon Red Bull’s Ability to Practice IMC
IMC practices at Red Bull have been hindered by a number of issues. Marketing communication efforts implemented through various channels are the most challenging part of this. To put it another way, the quality of IMC outcome would be greatly compromised unless Red Bull's marketing communication tools are fully coordinated.
Furthermore, Red Bull's successful implementation of IMC practices has been influenced by supplier companies in the marketing communications field, such as public relations agencies, advertising agencies, and sales promotion companies. Differences in various business strategies may adversely affect the way marketing messages are integrated into the company's marketing campaigns and the way customers perceive those messages. (Red Bull GmbH - Research Methodology, s.d.)

























[bookmark: _Toc83120975]Digital Marketing. 2.7

A type of digital marketing is advertising, which uses digital technologies, such as the web, mobile devices, display advertising, and others, to market products and services.
Alternately
The use of digital devices and the internet to promote products and services.
Online marketing, internet marketing, and web marketing are common terms used to describe digital marketing. Particularly in certain countries, it has become more popular than digital marketing. However, with 'digital marketing' becoming the foremost common term in the UK and around the world, especially since 2013, 'online marketing' remains prevalent in the US and in Italy. (Wiltshire, s.d.)
In most sectors of the economy, digital technologies are becoming more important. In terms of its ability to affect the development of business on a longer-term basis, the web has been compared to the airplane because of its high degree of interconnectedness. This has prompted several organizations to rethink how technology is used and the effects are already being felt around the globe. (semenov)














[bookmark: _Toc83120976]Red Bull in Digital
Using the website www.redbull.tv or the Red Bull TV APP, we will verify our hypothesis by examining online contents provided by the Red Bull brand.
Historically, Red Bull has used a sly mode of communication to create bonding with its audiences, that is, it provides content that is of interest to its audience and, in this way, the brand reasserts its power as a brand.

Red Bull, a model of worldwide company
 Originally a energy drink, Red Bull is now a worldwide corporation that manufactures a diverse range of products. Associated with extreme sports, challenges, the self-improvement of individuals and emerging artists and groups, Red Bull created Red Bull Records and Red Bull Media House in 2007 and introduced Red Bull Mobile in 2008. The corporate sponsors different sports and competitions such as Formula 1 and specific athletes and emerging groups. On the Red Bull Media House website, various products that the brand exposes are often seen.
An audio-visual producer associated with extreme sports and lifestyles, Red Bull Media Home produces videos for extreme sports and activities. Specifically, Red Bull Media Home serves as a channel for integrating all media-related contents and making them profitable by offering them to their distribution. As a result, Red Bull itself generates a huge number of content relating to all or any of its actions. A lot of information is given about the philosophy behind the content generator, including how the organization works as a multiplatform brand to provide content and products via a variety of platforms such as television, mobile, digital, audio and printed. Besides contents like sports, music, and lifestyle.

Red Bull TV on different devices
Contents of Red Bull TV website and Red Bull TC App are an equivalent, although counting on the platform they're accessed to, there's a difference within the position they occupy. On one hand, we've the Red Bull TV App and on the opposite, the web site which may be opened from computers, smartphones, tablets, or Smarts TVs. All of them represents contents during a different manner, adapting to the characteristics of their media. From the usability perspective, it's essential that brands adapt the web site to every sort of device to realize maximum optimization of users' experience. (Nielsen, 2013) Browsing must be simple and visualization of contents adequate, no matter the device from where users are connected. To make sure that the visualization of contents from any platform is correct, there's the choice of getting a strong connection. All videos behave within the same manner, that is, when passing over them, a little explanatory text unfolds, but keeping the primary image always at glance. the web site, as seen from computers, destines a primary section to outstanding videos then, contents are organized by sections
Contents of Red Bull TV
We can see the structure of the content by looking at the Red Bull TV homepage on its website.
We can find on the opening page of the website where we can read, "Discover the Ways of Red Bull", where we can find the latest initiatives by Red Bull. We have four main categories listed at the top of the site:
TV 
We can find subparts: Live TV, Events, Films, Shows, Clips, where the first directs you on channels of Red Bull, the others, show contents as motivational films, that is one a value on Red Bull believe, and video of festivals, races.
 EVENTS
This part shows all events, that Red Bull will hold, or held in the past.
ATLETHES
Discover all the athletes from Red Bull World.  Explore facts, stats, success stories, latest achievements, and more.
PRODUCTS
This section of website shows information about product and company.
Watching the website, once again, the most important things for Red Bull are their events, and not the product for first.
Red Bull is liked by consumers because it offers functionality, making users' lives easier. Function is not the most relevant factor in Red Bull TV, despite its presence. The main goal of this brand action is entertainment, more than usefulness, though this is not a reason not to incorporate features that favor entertainment within the APP, such as feature notifications for upcoming events, as well as the ability to feature them on the user's personal calendar.
Through different contents, the brand offers the user content that empowers them and makes them feel good.
 
The content should be aesthetically pleasing, emotionally engaging, or solidly fun. Our review of this case confirms that the majority of detailed experiences are present, but at varying levels. Essentially, aesthetic experiences can be observed on music videos as well as images captured during most sporting events, demonstrating visual excellence and technological innovation. Furthermore, the emotive experience, which is a bit on the edge of aesthetic experience, is present in music, especially those that go to the delight of fans. Similarly, it is present in various sporting competitions, especially those involving challenges of great complexity. Similarly, in conjunction with the relevant pillars, the emotion coming from risk is worth highlighting.
As far as the purpose of the expectation, which may be created on the user, the element that attires them, Red Bull’s events hold a danger factor, spectacularity, and overcoming of limits.
The relevance of technology with Red Bull TV is not so much in its use at the moment of consumption as it is in the expectation generated during the creation process (challenges based on extreme sports, taking impossible pictures, etc.) as an element that contributes to the brand's value.
Red Bull TV would feature subsequent kinds of content, which would be people who produce an intense experience and generate emotional empathy with the message, which is quite representative of live events, both of music and sports, which are core components of Red Bull TV.
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REACH: Developing brand awareness, visibility, and attention through marketing products and services via other websites and offline media, with guided visits through microsites and social media. Reach puts products and services on other websites and in offline media with the goal of creating attention, audience, and guided visits on the main website. (How To Use The RACE Framework For Digital Marketing Planning, s.d.)
Red Bull utilizes all possible channels to reach its target audience, which is divided into different age groups. Thanks also to his team, who are always seeking to use the most current and innovative methods to market his business, he uses the most well-known and trending platforms, and keeps up with the latest trends. Red Bull also ha a TV channel. Among Red Bull's TV content are videos they create for their online channels (YouTube, Facebook, etc.) and ads that they partner with traditional TV channel content: Their TV content resides on their online hub called Red Bull TV.  Besides traditional mass media, the brand also invests in online channels. The company is not only known for covering and sponsoring music festivals, but also owns a record label, a recording studio, a music academy, and an online radio station. The company's catchphrase, "Red Bull gives you wings!" is used within television commercials, print ads, outdoor advertising, digital media, and, of course, on the company's own websites.
ACT: The abbreviation for Interact is Act. RICE was initially the name of the act, but after some research, it has evolved, becoming a more dynamic act. The people, however, preferred RACE, describing it as more dynamic. It is no longer used as often as it used to be because the interaction on the Web and social media is so demanding, given the large audiences. If a customer visits your site or interacts with you on social networks, the primary purpose of the business is to generate leads that will take them to the next stage.
Because Red Bull makes customer interaction one of its core values, it is extraordinarily successful in this area. Social media allows the consumers to interact and make suggestions, as well as developing chatbots that respond to their suggestions. Additionally, he creates sporting events to promote his brand and to allow enthusiasts to participate, for example, in a race with the strangest self-made vehicles, which stands out as an example of his innovations. Social media is also a dominant force for Red Bull. They are always posting videos on Facebook, for example, including ads blending visuals, music that they created themselves that energizes viewers, and sports and events their audience loves.
CONVERT: A customer will be guided into buying, into becoming a consumer, regardless of whether the transaction is conducted online or offline.
Therefore, the ability to sell your product through strategies. Unlike classic marketing strategies, Red Bull has taken an opposite approach. That is, he committed more money and sponsored more events, which would then have led to the product being sponsored and, indeed, it did. As a result of bringing your brand everywhere, consumers can see it and relate it to the product, and thus they are more apt to buy it. Customers are given a positive impression of Red Bull when it is connected to extreme sports. A key to Red Bull's success is its brand's resonance with its target audience. They are better at selling their brand rather than pushing their products. The only purpose of their content is to entertain their readers, not to sell Red Bull.
(How To Use The RACE Framework For Digital Marketing Planning, s.d.)
ENGAGE: The purpose of this phase is to remain in contact with the customer for a long time, i.e., creating loyalty, demonstrated by the repeat purchases made via your site. Increasing the value of the customer's life through direct interactions, including being followed on social platforms. It is possible to assess whether this phase is working. As well as customer satisfaction and recommendation, other systems should be used to measure customer activity (or email subscribers. (How To Use The RACE Framework For Digital Marketing Planning, s.d.)
This is also related to ACT, since it is the result of the methods used, which lead to customer involvement. In addition to the above, Red Bull engages its consumers in every aspect of its marketing, making use of their ideas for digital and offline choices as well. Nevertheless, Red Bull still runs custom designed machines, so you can taste their products and do research in the field itself even today.
 A community of unbranded, "category" insights helped Red Bull better understand its customers. In their role as thought leaders, they collect objective insights regarding shopper preferences, behavior, and market trends. In order to provide retail partners and internal teams across sales and marketing with the most objective insights possible, Red Bull created an anonymous "category" community to overcome the challenges posed by the iconic brand.  Red Bull increased transparency with their customers four months after announcing their brand to the community. They continued to provide unbiased and actionable insights in spite of their initial fears. In addition, the members were more willing to become involved with every project. The community of their now "sponsored" category continues to engage with Red Bull each day, and they're excited about the future of that partnership.
 (RACE marketing model definition - What is? | Digital marketing Glossary, s.d.)

Advantage and disadvantage of RACE model
Unlike digital marketing, RACE has a social dimension.
Building relationships with consumers and joining forces with companies that share the same values is crucial.
Digital marketing is not just about running a website.
Also, RACE involves building and maintaining relationships in addition to strategy.
Nowadays, social media plays a major role in a company's profitability. At every step of the funnel, viewers form an opinion about your product or brand.
Therefore, it is easy to lose customers due to a poorly designed part. As a matter of fact, this can be an excellent way of differentiating those who put in the effort.
No matter which channel the user uses to communicate with you, Race helps you provide a consistent customer experience across the board.
Integrating online channels with offline media and channels is known to work best.
A bigger audience can be attracted with traditional media.
The purpose of RACE is to make the most of all resources - to help digital marketers utilize every opportunity available to them. Small and large businesses can both benefit from it. (Introducing The RACE Framework: a practical framework to improve your digital marketing | Smart Insights, s.d.)
Digital marketing strategies are a huge challenge for many companies. 
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Digital marketing strategies include:
Marketing techniques include content marketing, influencer marketing, social media, search engine optimization (SEO), pay-per-click (PPC), affiliates, and mobile devices.

Social Media Marketing Platforms
Several social media platforms are important to consumers today, including Instagram, Facebook, LinkedIn, and tik tok.
In fact, having accounts on every social network and using them actively is crucial, bearing in mind:
A social media user has around eight accounts on average.
16 to 29-year-olds spend the most time on social networking platforms (3 hours per day), while 45 to 54-year-olds spend 1 hour and 39 minutes daily. On average, millennials spend two and a half hours on social media. Three quarters of the world's 5 billion phone users access social media using their phone. People spend about 1/7 of their waking time on social platforms. (Henderson, s.d.)
Marketers can reach out to their potential customers through various social media platforms. In the first place, marketing teams can use these channels to deliver paid advertisements and sponsored content. Marketers can create paid advertising campaigns on each platform and segment users so that these ads appear within the feeds of audience members. Platforms vary considerably, but many offer features that let marketers target ads based on location, job title, interests, age, etc. In addition to promoting products organically to your followers, social media is also a fantastic way to interact with consumers. It is likely that those on social media following your brand have purchased products from you before. Engaging them on social media or answering customer service questions is an effective way to cultivate positive experiences and customer loyalty. Social media can be used by marketing teams to establish a voice that is easy to follow and share, which make them popular among followers. (Evolution, Digital Marketing: Guide to Digital Marketing Platforms | Marketing Evolution, s.d.) 




Famous Social Media Sites: 
• Facebook • Twitter
• LinkedIn
• Instagram • YouTube (What is social media marketing?, s.d.)
• Tik Tok
The #1 location for connecting and sharing with friends online is Facebook, and it continues to reign supreme among social media sites. Facebook has evolved from a simple place to connect with friends to a platform that businesses can use to connect with their customers and promote themselves. (Pinterest.co.uk, s.d.)
Businesses could also benefit from a Facebook page as a free marketing tool. The business can use these pages to identify themselves not just by listing its products and services, but also by sharing links, images, and posts on a customizable page to convey a better sense of its character. A Facebook business page may also be an excellent place to display your human side and develop your brand identity.
With Facebook ads, which appear in the side columns of the site, Facebook offers its own kind of advertising. In the marketplace, these ads are generally referred to as classic ads. You can click through to a Facebook page, an app, or an outside website by including a headline with copy and an image. (Ascentmarketing.net, s.d.)
Tools for measuring ad performance built in. A Facebook Promoted Post is an advertisement that costs a flat fee to promote a specific post to a certain number of users, increasing its reach and impressions. Simply click on the button underneath any of the posts on your page to see the promoted posts. As part of a Facebook sponsored story, users' friends see their interactions with the story using a Facebook like.
"Word of mouth" marketing is the focus of Sponsored Stories. Users are more likely to concentrate if they see that three of their friends like the same web page. Advertisers allow users to interact with their friends through Sponsored Stories.
Using Facebook ads to advertise on Instagram is easier now that Instagram is owned by Facebook. The Instagram ads can either be scheduled in the Facebook ad manager or through the Facebook power editor. Users see Instagram ads in their Instagram feed or Instagram stories. You need to make sure your video is no longer than 60 seconds if you're advertising with a video. If you’re not advertising a video, the recommended image size is 1,200 x 628 pixels. (Ascentmarketing.net, s.d.)
Behind Facebook, Instagram has the second highest number of users. There are over one billion daily Instagram Stories users and one billion active monthly Instagram users.
The social media platform is used by everyone and their dog (literally). Individuals, pets, and businesses are all included in "everyone".
There has been an explosion in the number of brands using the platform. According to estimates, 71% of US businesses use Instagram. Instagram has more than a billion monthly active users and 500 million daily Instagram Stories.
Instagram users in the UK are approximately 28.81 million. There will be 1.074 billion Instagram users worldwide by 2021. Behind Facebook, Instagram has the second highest number of users. On average, users browse for 53 minutes per day. Instagram's user base is composed primarily of people ages 18 to 44.
Instagram is no longer just for personal use. In addition to humanizing content, recruiting new talent, showcasing products, and inspiring audiences, this platform now serves brands worldwide.
Users of Instagram aren't just active, they are engaged, too. Active platform users spend an average of 7 hours per week browsing content and interacting with friends and brands.
You can also use Instagram to introduce new products and grow your brand's awareness. The shopping content on Instagram is consumed by 130 million users every month. You can use Instagram to promote your brand and product in a friendly, authentic way, without hard-selling at your customers. (Instagram Marketing: The Ultimate Guide, s.d.)
Red Bull has an active social media presence on Facebook, Instagram, Twitter, and Google+. Digital Marketing staff participates actively in all promotional activities across Social Platforms and knows their audience.
In addition, Red Bull's team of Social Media Experts forms, develops, implements and follows the best of Social Media Marketing strategies in every project. They keep their social media page(s) updated and make sure to mix social media with digital marketing.
 
 
They know that People aren't interested in advertisements and are more interested in interesting, visual contents & posts that they love to share and talk about.
Through best online social media marketing courses, Red Bull understands how people use social media and builds strategies around that.
With its eye-catching graphics & Copy writing posts, Red Bull has captured the Social Media Channels and made them more appealing and compelling to check out. The videos they post have 54k Likes & 9.5k Comments, and their recent posts have 5,163 Likes & many Shares.  In other words, this shows the high quality and rich content of their posts that are tailored to the tastes of their audience.
Red Bull has clearly evaluated the differences between the social platforms they are using as well as the types of audiences each channel can cater to. Their knowledge of how to post, when to post & for whom to post as well as which post is suitable for which platform & when to post is crucial. By organizing high profile events, Red Bull consistently promotes & sponsors sports and drives physical & digital engagement.
Red Bull's interactive contests bring more engagement and promotion to their page. Besides interacting, they also get re-tweeted by their followers and the winners get Red Bull gifts, which is also a key to Public Relations. (How Red Bull Uses Social Media As The Key Platform To Build Its Brand, s.d.)

Facebook
On Facebook, there are 47.849.004 people who like their main page, @RedBull. The majority of their posts are videos and photos, with fewer texts.
Facebook has great numbers, enabling them to reach a huge audience through their content. In the same way as Red Bull's other platforms, their content is engaging and links the user to their social media and Red Bull TV. It creates a consistent brand image across all their platforms
According to their Facebook page, they don't engage much with their audience (e.g., those who leave comments on the page). Engagement on all platforms is crucial to building a relationship with consumers and increasing brand equity and awareness.
Youths aged 18 to 24 make up the majority of Red Bull's target demographic. Having recognized this, they have expanded social media so that they can reach this demographic directly.
Aside from the things they are doing well, their usernames across all of their platforms (Twitter, Facebook, Instagram, etc.) are consistent. In doing so, the brand's consistency and availability are maintained.
The social media presence of Red Bull contributes to the brand's equity and image. Through all of their platforms, including Instagram, Twitter, and Facebook, they can connect with a large number of consumers and potential consumers. Transmedia campaigns can be successfully executed on each of these platforms. The Red Bull website and exclusive Red Bull TV streaming service, which provide consumers with more information on their products, events, and athletes, are linked to their Instagram and Twitter content, for instance. (Blog Post #2: The Success of Red Bull’s Social Media Platforms, s.d.)

Instagram
A whopping 14.6 million people follow Red Bull's Instagram account. Every country has its own account with an average of 400–500K followers in addition to the global account. Additionally, they have several accounts that cater to specific markets. 
There is a lot of high-quality content posted on Red Bull's Instagram. The brand owns and produces the video content, which is created by professional videographers. Red Bull followers, however, have exclusive access to the content, which is not available elsewhere.
Creating channels between the accounts of well-known athletes can enable sponsors to sponsor them. Red Bull gets traffic when he posts about and tags its accounts. Red Bull athletes gain a huge following, and their fans are frequently drawn to the brand as well. (Blog Post #2: The Success of Red Bull’s Social Media Platforms, s.d.)




Twitter
Two million people follow Red Bull's main account (@redbull), which covers the global market.
Twitter's content is of high quality overall. Their athletes and consumers interact with their associated brands. Red Bull tweets out content related to the brand and links consumers to their other websites, such as Red Bull TV, for exclusive content. Consumers are not likely to unfollow them due to constant postings, but they tweet frequently.
On Twitter, they have almost 13 million fewer followers than they do on Instagram. They are not engaging a very large portion of their market in a multi-platform way as a result. Essentially, they need to direct traffic to their more popular platforms as well as encourage engagement on multiple platforms (such as Twitter). However, the company could increase the frequency with which they respond to individual consumers, even though it engages with its associated companies and sponsored athletes. (Blog Post #2: The Success of Red Bull’s Social Media Platforms, s.d.)

Tik Tok
In 2019, TikTok was the second-most downloaded app on earth, a social media platform aimed at young mobile users. In July 2020, it was the most downloaded app.
Users can record themselves dancing, goofing around, and then use a wide range of effects to personalize the videos. Teenager are using the platform, despite its superficial frivolity, to send political messages, coordinate political actions, and hang out in a space largely free from adult influence.
A tiktok is a short video of up to 60 seconds that loops when it is finished. Videos uploaded by users occupy the bulk of the screen. There are many ways to customize and mix these videos, including video from the user's smartphone, photos uploaded from the internet, emojis and other text superimposed on the video, and computer graphics. Like Instagram filters, the app has a library of video-distorting effects and filters.
TikTok's unique features are apparent when compared with other digital media platforms. TikTok is also a video-based platform. Tikitoks are consumed primarily through a "feed" of digestible, short posts, similar to Facebook and Twitter.
With the ability to engage young audiences, encourage user-generated content, and partner with relevant influencers, TikTok is seen as a key to engaging with global brands.
Marketers can use TikTok to reach younger audiences around the world in a fun, creative environment. By being at the forefront of these cutting-edge trends, makers can boost their credibility by creating social media memes that began on TikTok. Furthermore, TikTok doesn't require huge budgets for content creation, as spontaneous content produced in ordinary surroundings has a good chance of getting noticed. In many TikTok videos, private bedrooms, car parks, and gardens are featured. (TikTok is a unique blend of social media platforms – here's why kids love it, s.d.)
Red Bull can potentially reach millions of consumers across the globe by allowing TikTok users to share their dance videos and invite others to enter the contest. Young people tend to use TikTok, who normally take Red Bull more often.
Red Bull transformed its annual "Dance Your Style" contest, which began in 2018, into a TikTok event, creating stars like Charli D'Amelio, a teenager who gained fame from her videos. Follower count of 97 million. TikTok has driven its advertising business through features like hashtags and dance challenges, where brands can use the platform's recommendation algorithm to target topics that are trending. (Red Bull takes annual dance competition to TikTok, s.d.)
Additionally, the platform has seen a boom in entries during the worldwide lockdown period, when many companies, including Red Bull, have used the platform to reach consumers who use social media for entertainment and to stay in touch. The TikTok dance competition replaces the Red Bull live events that normally take place in dozens of cities around the world, further illustrating how experience-oriented marketers have adapted their operations to meet the demands of a digital world. "Red Bull gives you wings" is the iconic slogan that explains the advantage of the energy drink and why its TikTok accounts share videos of celebrities performing stunts and extreme sports. Boosting brand awareness and offering their content to an audience interested in what they need, Red Bull partners with athletes and sports enthusiasts.
Keeoh is a pro gamer from Fortnite (an online shooter video game). This is one of their recent influencer marketing sponsorships on TikTok. In a TikTok video, she claimed that she would perform a magic trick with Red Bull. It appears that she is pouring Red Bull into a travel mug. However, it is upside down so as to indicate that there is nothing in the mug. Keeoh seems to have drank all of the Red Bull, but as a friend comes up from behind the table, you can tell he has drank all of it. Here's an example of Red Bull following an established trend: spilling a drink in a weird place.
Influencer marketing is also an example of low-selling. Red Bull is not advertised in an effort to sell its benefits to you. It's a simple product placement during a funny video, a classic example of low-budget videos incorporating product placement. (TikTok, s.d.)

Influencer Marketing
it is a way that is depopulating from 2019 to today, it is the use of influencers, that type of people, who, as the word itself says, "influences" the consumer, the public, to buy, what he or she is using, and showing, through their social networks.
Companies, brands, trigger collaborations, with celebrities, in different fields, whether they are people who still have a certain number of followers. Hence, the customer in question, or can then reach the followers of these influencers with branded content and offers. Many marketers have found success with influencer marketing, with 9 out of 10 noting that it was the same or better than other channels they use. Furthermore, a high percentage of people base their purchases by listening to recommendations from the influencers they follow.

For example, Red Bull uses famous people from the gaming industry, such as Tyler “Ninja” Blevins, and famous athletes, such as Paris saint germain footballer Neymar. So, this means that those "slices" of consumers are taken.
This is a way that has become depopulated from 2019 to today, it is the use of influencers, people who, as their names imply, "influence" the consumer, the public, to buy, what they are using, and showing, on social media.
Often, brands and companies collaborate with celebrities, whether they are still popular or not. Therefore, brand content and offers can be shared with the followers of these influencers by the customer concerned. Nine out of ten marketers agree that influencer marketing is as effective as or better than other channels. Additionally, a large percentage of people base their purchases on recommendations from the influencers they follow.
 
It uses famous gamers like Tyler "Ninja" Blevins, as well as famous athletes like Paris Saint-Germain footballer Neymar to advertise. In other words, these "slices" are being taken from consumers.

E-mail Marketing
Organizations can send personalized newsletters or offers based on past purchases or brand engagements to customers and prospects using email marketing campaigns. A person's interaction with some of your brand touchpoints, such as a 10% off email offer or free shipping offer, may lead to a conversion at the end of the process. Consumers indicate that almost 60% of their purchasing decisions are influenced by email. Furthermore, transactional emails are more likely to be opened by subscribers.
Using this method, Red Bull contacts the consumer online, if they somehow encounter the company. You can subscribe to the newsletter or buy tickets following an event. By calling the consumer by name in the email, it appears like it is not a pre-filled email, leading the consumer to feel important.

Content Marketing
Marketing teams can answer users' questions in a proactive manner using content marketing. In the buyer's journey, marketing teams create content, videos, and other resources to provide information to consumers.
A buyer's awareness phase occurs when they realize they have a need.
During the consideration phase, the buyer determines the best way to meet this need.
Decision phase: the buyer selects the item/service he/she will purchase to meet his/her needs.
The core concept of content marketing is "satisfying the customer's needs with respect". You can find ads for a specific item on the internet whenever, wherever, and whenever you are in need of it, just by using search engines.
In general, content marketing is more cost-effective and generates more leads than other marketing methods. (Evolution, Digital Marketing: Guide to Digital Marketing Platforms | Marketing Evolution, s.d.)
Rather than selling products, Red Bull sells experiences, and it's something that any company or brand can do. Any business that creates content that is for its customers and puts the audience at the forefront may find success. The Red Bull method has been adopted by many other brands which are embracing publishing as opposed to just selling products. It is not just mind-blowingly brilliant, but also better than most of the content produced by some of the major publishing houses when Red Bull consistently goes above and beyond (quite literally). Customers have come to expect the most out of them by listening to their audiences and putting their needs first. (Archer, 2019)

 Search Engine Optimization (SEO) Marketing
Content marketing often goes hand in hand with search engine optimization. For example, you'll find the item appearing everywhere when a customer searches for it. Search engines can easily read your content if the technical elements necessary to make it accessible and searchable are in place. (Manning, s.d.)
Red Bull wants you to understand their brand, trust it, and associate it with all the emotions their content marketing evokes. To drink Red Bull is to be rewarded successfully.
In their content marketing, Red Bull wants you to be able to relate to and trust their brand. Success is rewarded by drinking Red Bull.
Red Bull's first commercials were short funny stories, such as the one in which the main character grew wings and flew away after sipping Red Bull. The Austrian skydiver Felix Baumgartner leapt through the earth's atmosphere in a Red Bull suit in 2012, as part of the Red Bull air race. A death-defying event was watched by millions of people, but few doubtless drank Red Bull. However, when you consider the revenue growth that resulted from such details and stunts, they are less relevant. (How Red Bull Tramples Over Their Competitors, s.d.)

Pay-per-click (PPC)
Marketing teams can also use pay-per-click advertising to get visitors to their website by buying traffic. A marketer places an ad on a website or search engine like Google or Microsoft Bing and pays a fee every time the ad is clicked. Ads appearing at the top of search results are usually determined by bids placed on specific keywords, while banner ads on websites often have set prices.
In spite of the fact that branding doesn't produce immediate results like a PPC campaign, it is a very valuable marketing tool.
Red Bull has certainly earned its reputation as a trusted and respected brand. It's not something you can buy, it's something you earn, and it took years for Red Bull to do so. (Spotlight: How Red Bull puts brand at the heart of its digital strategy | Hallam, s.d.)

Affiliate Marketing and Mobile Marketing
The idea of affiliate marketing is similar to referral programs, in that you are partnering with external companies or individuals to promote your product in return for a commission from each sale attributed to them. You can cut costs and outsource some of the heavy lifting of promotion, but you are trusting your brand reputation to someone else, so this type of marketing usually requires more thorough tracking and monitoring.
 Mobile marketing initiatives can incorporate many of the digital marketing strategies and utilize a combination of text messaging, social media, email, push notifications, and mobile applications. By 2024, mobile shoppers are expected to reach about 187.5 million, increasing the importance of mobile marketing. As mobile marketing continues to grow, marketers must optimize their efforts to be able to deliver an intuitive and easy-to-use mobile experience. (Evolution, Digital Marketing: Guide to Digital Marketing Platforms | Marketing Evolution, s.d.)






Advantages of Digital Marketing
Brand Development
The brand of a company requires not only a wide reach but also for people to consider the brand to be one of trust, which is why it is so critical for the brand to have its own voice and message established within the market. Digital marketing helps to build the brand through direct campaigns and personalized content with the attitude to bring the purchasers much closer to the brand and allow them to discover its unique proposition and value.
Personalization
Personalization is a key component of digital marketing campaigns. Digital marketing's undeniable advantage is its ability to reach out to audiences, interact with prospects and understand exactly what they need. The key to building brand loyalty and reputation is to know your audience and interact with them.
Using digital marketing to present one-to-one marketing or individual marketing will give the brand the edge over the competition by communicating with purchasers in a way that shows the brand is addressing their individual needs. Brands are thoughtful towards their customers; hence, positive effects are felt among customers of the brand.
Wider Reach
Digital marketing helps brands reach out to a wider audience and enables them to succeed in a more competitive environment. Brands become global since digital marketing provides the means for global display, thereby enabling both established and new brands to compete on an equal footing with the big, established companies dominating the conventional market.
Accessibility
The benefit of digital marketing is that it makes the brand more accessible to customers, as there is always the possibility of the existing customers leaving reviews regarding their store experience and recommending the store to their friends. Therefore, digital marketing provides a platform for purchasers to write their reviews. Moreover, the prospective clients may also ask about the shop location, services offered, store hours, availability, and basically what the brand stands for.



Greater Engagement
By utilizing digital marketing, brands can hold the customer's attention until they have successfully built brand loyalty and gained a reputable reputation. When the brand is recognized by more people, it will be easy for it to survive, and this will be achieved through digital marketing with a daily blog post, relevant and timely social media contents, and customer engagement posts such as polls and event promotions.
Lower Cost
Companies benefit greatly from digital marketing's efficiency. When compared with traditional marketing campaigns, digital marketing is extremely inexpensive. Since they are limited in the amount of advertising that they have, digital marketing is simpler than traditional marketing.


Disadvantages of Digital Marketing.

High competition
As the competition has grown many folds within the recent past, digital marketing campaigns should stand out, capture attention, and be the focus of attention. Monotonic approaches and repeated methods will quickly drive a brand out of competition. Campaigns in digital marketing have become very competitive; therefore, brands need to be relevant to purchasers' needs and responsive.
Dependability on Technology
Since digital marketing is only supported technology, internet errors are possible. There may be times when links don't work, landing pages don't load, and page buttons don't function. As a result, potential customers switch to other brands. Thus, a web site test and proofreading of the contents, as well as ensuring that the campaigns will reach the demographics to which they are directed are important to avoid this problem.
Time Consuming
Digital marketing campaigns have the disadvantage of being time-consuming. You might not have the time to dedicate to the campaign due to unorganized tactics and methods. Negative results may eventually result from this.

Security and Privacy Issues
As a digital marketer, you must take website security seriously as it is a primary requirement for any brand. Firewalls and encryption tools like VPN are usually recommended for protecting the network and network connections. To get the most reliable antivirus, it is necessary to implement the essential approach. In order to obtain customer data for use in digital marketing strategies, all required legal formalities must be followed. It should be a top priority to protect the customer data since it could also be compromised in a data breach. (Advantages and disadvantages of digital marketing | nibusinessinfo.co.uk, s.d.)
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  Customer perception of a brand is its image. Customer association can be defined as a unique set of thoughts associated with a product or service. The brand stands for what it currently represents. (Aaker, 1993). A brand's beliefs are connected to its reputation. Essentially, it is the perception of the product by consumers. Market positioning refers to how a particular brand positions itself. (Keller, Strategic Brand Management: Building, Measuring, and Managing Brand Equity, 1997). Not just a mental image, but a brand image conveys an emotional value as well. An organization's brand image is nothing more than its character. People outside an organization contact and observe it. An organization's mission and vision should be clearly stated. The main elements of a positive brand image are a unique logo reflecting the organization's image, a slogan that summarizes the organization's business and an identifier supporting the organization's values.
(Brand Image - Meaning and Concept of Brand Image, s.d.)
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Consumers form their impression of a brand based on all sources including the products they purchase. Brands are associated with different associations by consumers. A brand image is formed by these associations. Based on the subjective perceptions of a bundle of associations that consumers hold about a brand, the image of the brand develops.
Brand image refers to the idea that the buyer isn't only buying the merchandise / service, but also the image related to that service / product. A positive brand image should be unique and instant. Marketing, packaging, word-of-mouth, and other promotional strategies can all enhance brand image by using branded communications. (Brand Image - Meaning and Concept of Brand Image, s.d.)

The brand image builds and conveys the product's personality in a unique way that differs from the brand image of its competitors. When consumers think about a brand, they typically associate it with attributes, benefits, and attributes. An attribute of a brand is the emotional and mental attachment that the purchaser has to it. Specifically or conceptually. A company's acquisition decision is based on its benefits.
[bookmark: _Toc83120980] Role of Brand.
[image: ][bookmark: _Toc83034427]Figure 6, Role of Brands


Unique design,
 Sign,
Symbol,
Words,
 or a mixture of those, 
employed in creating a 
picture that identifies a 
product and differentiates it 
from its competitors.





Kotler, defined image as "the set of beliefs, ideas, and impression that an individual holds regarding an object" (Kotler, Principles of marketing, 2001). In summary, brand image is the representation of the brand based on the opinions, beliefs, and perceptions of individual consumers. Consumers and organizations perceive it differently. A perceived image is the way consumers or the audience of the brand see a brand whereas a desired image is the way the firm wants to position its brand to match the consumer's perceived image.
for Aaker, the brand image is mentioned as "a collection of associations, usually organized in a meaningful way" (Aaker, 1993)  and within the same context Keller defines it as "perceptions a few brands as reflected by the brand associations held in consumer memory". (Keller, Strategic Brand Management: Building, Measuring, and Managing Brand Equity, 1997) There are many abstract features about a brand that will reside either objectively or subjectively in the minds of consumers with both definitions.(Muhammad Ehsan Malik, 2012)

[bookmark: _Toc83120981]Branding
 Branding can be explained as a flirting courting phase of a product or service in the market. Branding is part of,
- brand identity
- brand performance
- brand imagery
-brand resonance
-brand awareness
-brand loyalty
-brand associations.
Brand identity: refers to the way a company wants to identify or position itself, its products and its services; visually or verbally, the brand communicates its psychological or emotional association to the buyer.
Brand performance: A brand is trusted and loved when it delivers everything it promises.
Brand image: the image that customers have of the brand. Brands that meet psychological needs are called psychological brands.
 Brand resonance: is when a customer feels a relationship with a brand, a respect for it and a desire to share the experience with other customers. This is that very rare and precious thing: a brand advocate.
When the level of resonance is high, brands are able to identify and capitalize on their customers' attitudes and loyalties - both positive and negative.
Brand awareness: refers to how well known the brand is to the general public. Building brand equity often begins here, as in the Keller model.
Brand loyalty: how loyal are people to a brand. Competitors have a hard time replicating loyalty, so brands have time to counteract it.
Brand associations: how people feel when they see a brand. When a consumer sees a brand advertised or during the buying process, their cognitive and unconscious reaction, their 'feel-good factor', and how many brand extensions and differentiations are available to them.(Keller vs. Aaker customer based brand equity models | Qualtrics, s.d.) 


[bookmark: _Toc83120982]Keller’s Brand Equity model to Red Bull.
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[bookmark: _Toc83034428]Figure 7, Keller's Brand Equity model
Energy drinks clearly make up Red Bull's salience. Red Bull consumers associate the brand, especially with energy drinks, even though they handle sponsorships or have developed other product lines such as clothes.
Since Red Bull sponsors most of these types of sporting events and has its own teams, their imagery reflects that of extreme sports. It is those kinds of events, like Formula One races, bike or car races, that catch the attention of everyone around the world that really channel the minds of Red Bull customers.
According to Red Bull, energy is its most important performance. As a matter of fact, Red Bull drinks are full of caffeine, taurine, and so on, so that their drinkers can stay awake all night and also have the energy to engage in strenuous activities, such as work or sports. That's what sets them apart.
 
With a large number of extreme sports events and international music festivals of high spectacle and large numbers of participants, the brand evokes the sensations of fun, freedom, and excitement for its customers. Ads and commercials convey a feeling of fun to consumers.
As the brand with the top level of spontaneous notoriety, as the best communicators among competitors, and as the brand that promotes motivational slogans and experience to enable consumers to exceed themselves, Red Bull's advertisements are effective in raising consumers' self-esteem.
Red Bull resonates with loyalty, attachment, and commitment. This brand has a very strong community of brands, and there are a lot of people who love it, not just because it promotes festivals, events and much more, but also because it offers active communication with its consumers and allows the customers to have it directly with Red Bull. This gives them a chance to put practices into practice and present their ideas if they are good. (Keller, Brand Planning)

[bookmark: _Toc83120983]Differences Between Aaker’s and Keller model.
According to his analysis of the Aaker brand name, people are associated with more than one association. (Aaker, 1993) Aaker classified these associations into 11 groups, including attributes of products; intangibles; customer benefits; relative price; use/application; user/customer; celebrity/individual; lifestyle/personality; product classes; competitors; and country/geography. Brand association is just one of the determinants of a brand's image, but brand character contributes to it as well. Together with personality factors, associations help explain the construct more thoroughly. In his model of brand image, Keller classified brand associations into three categories: attributes, benefits, and attitudes. (Keller, Strategic Brand Management: Building, Measuring, and Managing Brand Equity, 1997) A product's attributes are its characteristics, a product's benefits are the value that consumers place on its attributes, and an attitude is the way that a customer perceives an attribute.
 
The factors of Aaker's brand are also included in Keller's list, such as product characteristics, user attributes, usage characteristics, and price. A benefit-driven brand concept encompasses all attributes of a brand, including symbols, functions, and experiences. Rather than focusing on attitude, he had incorporated personality into his brand name image model. Consumers relate to brands based on their personality as being human or having human characteristics.
Keller went on to explain that intangible marketing includes real-world and apparitional images of end users; imagery of purchase and consumption; and history, heritage, and experiences. (Keller, Strategic Brand Management: Building, Measuring, and Managing Brand Equity, 1997)
As well as strength, uniqueness, and favorability, Keller classified associations. There is another basic grouping of brand associations: associations with the organization behind the brand. This includes associations with people, the values, and therefore the corporate culture of an organization.
Associations of this type provide a corporation with a reputation for innovation, reliability, social responsibility, and likeability or expertise.
In addition to brand image associations, there are organizational associations, which refer to a company's performance, including its ability to deliver the promises to consumers, including corporate philanthropy. (Keller, Strategic Brand Management: Building, Measuring, and Managing Brand Equity, 1997)
Consumers' perceptions about the brand image are influenced by associations. In the marketing literature, Kotler's brand perception model is a well-known model and is widely adopted by practitioners for developing their strategies. There are five categories of meanings associated with a brand: attributes (functional and emotional benefits); values; cultures; personalities; and uses.
In relation to brand equity, Aaker defined brand assets as brand loyalty, brand awareness, perceived quality, brand association, and other proprietary assets. Since then, brand equity has generally been defined as the incremental utility a brand imparts to a product over its nonbranded counterpart. (Aaker, 1993)
There are three perspectives from which to evaluate brand equity: the mindset of the customer, the results of the product market, and the financial results of the market. A customer-based brand equity conceptual model was introduced by Keller, which defines it as the "differential effects of varying brand name knowledge on consumer response to a brand's marketing.". In Keller's views, a brand can have positive (negative) customer-based brand equity when customers react more (less) favorably to a marketing mix element for the brand than they do to an equivalent marketing mix element for another brand. Consumers hold positive, strong, and unique brand associations when they are conversant with the brand. Brand strength and brand value are two components of customer-based brand equity according to Lassar et al. Brand strength refers to the associations customers have with a brand, and brand value refers to the levels of profits gained from leveraging brand strength. Basically, when buyers have more confidence in a brand, then they do in the brand of its competitors, they are calling it brand equity. Once the brand gains this confidence, customers will be loyal to it and willing to pay a premium for it. (Lassar, 1995)
 
Keller proposed the concept of consumer-based brand equity as a replacement. Brand identity, brand meaning, brand response, and brand relationship are the components of the pyramid model, also known as the "brand ladder". The model didn't explicitly illustrate the links between those constructs, nor was it operationalized.
In addition, product-market outcomes have been examined in research. Keller, for example, argues that customer-based brand equity may lead to higher price flexibility and broader brand acceptance. In his five-dimensional brand equity model, Ahker tried to relate customer-based brand equity to product-market outcomes, including product distribution, quality perception, brand associations, brand awareness, and market situation (market price, path coverage, and market share). According to the author, customer-based brand equity was combined with the product-market outcome to create an integrated framework. Nevertheless, no investigation has been conducted to verify and validate the model.
 As Keller pointed out, building brand equity on the brand alone is not enough. Rather than relying on primary sources (e.g., corporate brand, distribution channels), secondary sources should be used to build more powerful brand equity. The inquiry appears to support the synthesis theory. According to Aaker, the organization or corporate brand provides the firm with insights into its identity and becomes a powerful driver of the firm's strategy. The brand can be used effortlessly to maximize brand portfolio goals to generate leverage, synergy, and clarity.
According to previous research, it is not enough to create and protect brand equity that specializes in marketing mix. Incorporating and investigating branding activities such as publicity, sponsorships, and word-of-mouth endorsements could also be beneficial to building and protecting brand equity. While the concept of corporation ability association is widely accepted, it is rarely explicitly modelled. The present study summarizes previous research on brand name equity building by combining the customer-based model with the product-market model to form a replacement model of brand equity.










[bookmark: _Toc83120984]Red Bull’s portfolio. 

Since Red Bull is used frequently by consumers across a wide array of markets, it is a customer-centric brand. Due to the high level of activity associated with the Red Bull brand, it is very popular.
In addition to having a monolithic structure, it has a spirit of youth and freshness, which allows consumers to make frequent use of it.
Despite a poor start, the Red Bull brand has managed to attract consumers with the aim of creating a distinctive value-oriented approach to its own customers. With a high sales pitch and a focus on providing a high energy drink, the brand was able to grow very rapidly in the beverage segment. The brand promised more energy in every drink to target the younger generation. Globally, they captured almost 40% of all market shares. (Bhattacharjee, 2012)

There are various entertainment channels owned by Red Bull. Red Bull-owned shows like "Moments" are broadcast on the company's website or YouTube channel in addition to its print magazine, "The Red Bulletin", which has 2.3 million readers. A wide audience can take advantage of Red Bull's owned content over multiple audio-visual media channels with its TV-stations "Servus TV" and "Red Bull TV"-windows in Austria and Germany, or its online services providing live events as well as highlight videos. In 2013, Red Bull produced TV shows such as "No limits" for ESPN in the United States and released a movie, "Heroes by Nature", across Europe. Apple's iTunes store distributes "The Art of Flight" and other films. Other options include online video games like "Red Bull Racer" or mobile apps like "Red Bull Kart Fighter World Tour.". Besides their websites, Red Bull also engages with its fans on social media platforms such as Facebook, Twitter, and Instagram.
It operates in Europe and the USA. As a print, television, online, and film company, Red Bull Media House has been in operation since 2007. CPs are generated and distributed by creating events like the "Red Bull Air Race" and the creation and editing of various texts, photos, audios, videos, broadcasts and films, which can also be used by other media outlets. Sports-related Red Bull content is either produced by Red Bull and distributed via Red Bull-owned platforms and channels or is sold to other media companies and viewed by consumers via TV, online, or mobile. This makes Red Bull into a powerful media house with a wide range of distribution platforms and a global audience that creates content and develops partnership opportunities. (Kunz, 2016)

[bookmark: _Toc83120985]RESEARCH METHODOLOGY 3.0

I will describe how I plan to structure my research in this chapter. To ensure that the most relevant and appropriate data is collected and analyzed through the use of appropriate techniques and approaches.
 Methodology simply refers to how research will be conducted in a practical manner. Researchers follow the steps described in the section on methodological design in order to ensure that their results are valid and reliable, so that they can use them for their research purposes and objectives. ((PDF) Chapter 3 - Research Methodology and Research Method, s.d.)

 For example, as the researcher decided:
Which data to consider and which not (which data to use)
By whom to use them (in research, this is called "sampling design")
  How to collect them (this is called "data collection methods")
How to study them (this is called "data analysis methods")












[bookmark: _Toc83120986]Onion Research. 3.1
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[bookmark: _Toc83034429]Figure 8, Onion Research

Saunders et al. developed and implemented the research onion. To develop a research strategy, these steps must be applied. In this project, the onion represents the various phases of the research process, each defined in detail by the outermost layer of the onion. (Saunders, 2007)

By creating a research methodology, the research onion offers the possibility of moving forward more effectively. Since it can adapt to almost any research type and to its uses in multiple contexts, it is useful. (Bryman, 2012)





[bookmark: _Toc83120987]Research Philosophy. 3.2
By research philosophy we mean the complex of beliefs about the nature of reality as an object of investigation. (Bryman, 2012) Defines the nature of knowledge. In terms of research goals and the best way to accomplish them, research philosophies may differ. Not necessarily in contrast, but the choice depends on what you are studying, analyzing. Therefore, knowing what research philosophy to use allows for the identification of a process and its explanation, which can be adapted to the methodology selected.
According to positivism, reality exists irrespective of how it is studied. Research methodology is simply justified by philosophy. Observed phenomena should inform the methodology.
Positivism.
The philosophy of positivism is based on an observable social reality to develop generalizations about the law. The Vienna Circle was a group of philosophers and scientists in the early twentieth century who subscribed to a philosophy of truth that made promise of unique and accurate knowledge. Francis Bacon, Auguste Comte, and the Vienna Circle were in the forefront of this tradition.. (Saunders, 2007)
it is not necessary to use existing theories, but the data collected must be measurable, quantifiable.
Positivism appeals to me because it offers the robust process of setting hypotheses, of empirical experimentation to test those hypotheses, of deep analysis to measure the results, and then the ability to codify those laws and predictions.












[bookmark: _Toc83120988] Research Approach. 3.3

An approach to research is a blueprint composed of plans and procedures that can be used for research. This class discusses general hypotheses, data collection and analysis methods, and interpretation.
Deductive Approach.
Using the deductive approach, hypotheses are formed based on existing theories, thus forming his research on verifiable theories. It is important that this approach is used on research dealing with phenomena that are compatible with current research and previous studies. Accordingly, the deductive approach lends itself particularly well to those following a positive philosophy, which enables them to formulate statistical checks with verified and, thus, acceptable results. The deductive approach is characterized by its development from the general to the specific: first, the overarching theory and domain of knowledge is established, and then the specific knowledge acquired by researchers is checked against it.
To solve the Possibility of explaining causal relationships between variables and concepts, I decided to follow the deductive approach. Concepts can be measured quantitatively. Research findings can be generalized to a certain extent.














[bookmark: _Toc83120989]Research Strategy 3.4
The research strategy is how the researcher intends to carry out the work. (Saunders, 2007) Research strategies may include experimental research, action research, case study research, interviews, surveys, or systematic literature reviews, among others.

Survey.
Researchers often use surveys in quantitative research projects and sample a representative sample of the population. (Alan Bryman, 2011)
An empirical analysis of the survey data can be done using quantitative data. It is common for surveys to examine factors that cause differences between knowledge types.
Research is conducted in this method by observing how the people being observed perceive the differences in meanings and importance as well as behaviours. (htt49)
Advantage
An outsized population can be represented effectively by surveys because of their general capability. A survey extracts data almost identical to those of the larger population when compared with other methods of gathering knowledge. Providing survey questionnaires is a simple matter of paying. Participants are typically surveyed in several ways. In many cases, questionnaires are administered online or by e-mail or fax. Questionnaires in a survey should be inspected and standardized, so each theme answers the questionnaires using uniform definitions. Therefore, measuring the gathered information is more precise. (Sincero, s.d.)
Disadvantage
Because the survey had been used from the onset, as well as the way it was administered, it could not be changed throughout the method of knowledge gathering. Due to the likely difficulty of recalling the knowledge associated with questions that bear controversies, participants may not be able to answer them with precision. Before distributing surveys to themes, all questions are standardized. Therefore, the researcher must address questions that can cover the entire population. (Sincero, s.d.)
I chose Survey because it allows researchers to collect a large amount of data in a relatively short period of time. Additionally, they can be created quickly and administered easily. There is a wide range of information that can be collected by surveys, such as personal details, attitudes, past behavior, and opinions.
[bookmark: _Toc83120990]Types of investigation. 3.5

Primary Research
Primary research is typically done using various methods, but the principles of methodology are usually followed in this type of research (Driscoll, 2020). Research questions and hypotheses are developed within the method of primary research, data is collected and analyzed, and conclusions are drawn using evidence-based approaches.
Secondary Research
The primary researcher is actively involved in primary research, while secondary researchers summarize or synthesize data and literature that has already been compiled and published by others. Primary research sources are used and analyzed for secondary research.
In many fields of study and industries, like legal research and marketing research, secondary research is widely used. One of the most common methods of secondary research in the sciences is a systematic review. Researchers review existing literature and studies on a particular topic through systematic methods, assessing all available studies to synthesize their findings. (why-are-primary-and-secondary-sources-important, s.d.)
Qualitative research
Empirical, exploratory, direct, quantitative research is a kind of qualitative research. Rather than focusing on pure quantitative data, qualitative research seeks to uncover the reasons, motivations, opinions, and trends hidden behind that data. RQL is often conducted using F2F (Face to Face) or focus groups, in which a very small sample of respondents is interviewed for a prolonged period, even hours, in front of a mirror behind which a brand and research institute are observed and listened to. F2Fs are videotaped, then transcribed as an image or story.

Quantitative research
Quantitative research measures behavior, opinions, and attitudes of a large number of respondents by using numerical and statistical data, which is easy to turn into statistics. The subject is the subject of an interesting book. For quantitative analysis, we had to interview at least 30 people. However, there are invariably many more. Implementing multi-country surveys, in the case of a multinational brand, can broaden the quantitative research's reach. Statistics become more accurate as you collect more data. Data collection for quantitative purposes mainly involves CATRI (Computer Assisted Telephone Research), followed by telephone interviews, and CAWI (Computer Assisted Web Interviewing), online questionnaires, which are both averaging 7-10 minutes each. Ratings of 0-10 are often required in questions. Measuring a product's satisfaction, purchase frequency, brand awareness, market segment, and so on, is possible. A graph, a statistic, or a number is derived from the data. (Difference between qualitative and quantitative research , s.d.)























[bookmark: _Toc83120991]Types Of Data. 3.6

Research topics can be analyzed qualitatively, quantitatively, or with a mix of both approaches. This choice is dependent on a variety of factors, such as whether you are doing inductive or deductive research; your research question(s); experimental, correlational, or descriptive research; and practical considerations such as time, money, knowledge availability, and access to respondents.
The mono-method is a study that uses one approach for research as the names suggest. It requires the use of two or more methods of research, and usually requires the use of both qualitative and quantitative methods. A wide range of methods are used in the multi-method approach. As a result, the mixed method differs from the multi-method in that it consists of combining different methodologies to create a single dataset. The multi-method approach divides the research into segments that each produce a dataset; these datasets are then analysed using techniques derived from quantitative and qualitative methodologies. (Bryman, 2012)

Qualitative or quantitative techniques are commonly used for data collection.
The two types of research use different methods to collect and analyze data, allowing you to answer different types of research questions.
Various methods are often used to collect quantitative and qualitative data. You must choose a data collection method that can answer your research question(s).
The following is a rule of thumb for deciding whether to use qualitative or quantitative data:
If you want to verify or test something (a theory or hypothesis), you should use quantitative research.
Use qualitative research if you would like to know something (concepts, thoughts, experiences) (Base, s.d.)
I chose to combine qualitative and quantitative data to balance the strengths and weaknesses of each type of evaluation. Understanding will be improved through the integration of different ways of knowing.




[bookmark: _Toc83120992]Time Horizon. 3.7
You can think of a time horizon as how long you will hold an asset before you sell it, or the period of time you intend to invest. It is a point in time at which the evaluation of certain processes will be conducted or assumed to be over. The time-frame for the study is defined here - cross-sectional or short term study involving knowledge collection at a point in time; longitudinal study involving knowledge collection repeatedly over an extended period of time in order to match data collected over time. (Jfsdigital.org, s.d.)

[bookmark: _Toc83120994]Sampling. 3.8
An example of a sample would be a subgroup representative of a larger population. In quantitative research, the size and method of selecting the sample may determine the reliability of the results. The characteristics of the sample also matter when it comes to qualitative research but tend to be much smaller in size. (Bryman, 2012)
Sample Size.
Several people from the general population are selected from the general population as respondents for a research study (Newman, 1998). The size of a sample is crucial to establishing the reliability of results in quantitative research. The results may be affected by individual respondents if the sample size is less than 30. If a sample size is large, the results are more reliable (Flick, 2011). The dimensions of the sample are less important in qualitative research, so representativeness is not as important in ensuring validity of the research. (Bryman, 2012)
the research will be based on a sample size number of about 80 people, calculating 6 different nationalities, therefore more than 10 people per nationality. 
Sample type.
Males and females between the ages of 18-50 who are familiar with Red Bull's promotional activities must participate in my study.
Sampling method.
I will use a systematic sampling technique to select people between 18 and 50 who are familiar with the Red Bull brand and who are of different nationalities. We looked at Facebook groups of Italians in different countries, such as London, Tenerife, Paris, Dubai, Amsterdam, and Berlin. An online questionnaire will be distributed to 80 people. You will have between 2 minutes and 10 minutes to complete the questionnarie.


Research ethics.
In research institutions such as universities, research ethics govern how scientific and other research is conducted and disseminated.
The aim of research is to expand knowledge, so they promote that.
Collaborative work requires values such as mutual respect and fairness. (Reisnick, 2015)
The data collected via the questionnaire will be kept private and confidential.

[bookmark: _Toc83120993]Data Collection and Analysis Method 3.9
In the process of collecting and analyzing data, methods are taken into account. This stage of the research contributes greatly to the validity and reliability of the study as a whole. The types of knowledge that are collected are often divided into primary and secondary based on the method utilized in the project. (Saunders, 2007)
On my questionnaire, data collection wasn't really easy because people needed to be chased or caught in order to fill out the questionnaire, especially online. I was obliged to insist, especially since not knowing you allows them to avoid doing "favors" for others.
Qualitative Analysis. The purpose of this approach is to answer questions such as 'why,' 'what,' and 'how.
Quantitative Analysis. Analyses based on numbers are generally conducted.
Both methods were used to analyze my data.











[bookmark: _Toc83120995]Questionnaire Designing 3.10
An analysis design explains how a project will be conducted. Frameworks incorporate the factors that led to the proper methodology being adopted, the method during which respondents were chosen, and how the data will be analyzed. Different types of research designs exist, namely descriptive, explanatory, and exploratory. (Bryman, 2012)

Reflecting respondents' experiences is the purpose of a descriptive research design. Therefore, it is closely related to ethnographic studies, but a quantitative framework is also appropriate; for example, the demographic characteristics of a population subgroup are often reported. In explaining social phenomenon or characteristics of a population, an explanatory research design is focused on the most efficient way to explain the phenomenon or characteristics. If a quantitative framework were employed, where the influence of one variable on another is often established, this could be considered effective. In an exploratory study the researcher seeks to understand something before formulaic scientific research can be carried out. Research in the field is generally described by it. (Saunders, 2007)

A questionnaire consists of closed-ended questions. Questions on
-Understand the age range where RedBull is more prominent.
-The city where they live, in order to determine where the product's advertisement strategy is more effective.
-The product preference.
-Brand knowledge.
-Preference for digital marketing strategies and communication methods.
-Research the market and share opinions.
 Question types include multiple choice, rating scales, likert scales, matrix questions, and slider questions.
Different groups of Facebook in different countries are used to administer the questionnaire.
 

[bookmark: _Toc83120996]DATA ANALYSIS 4.0

Presentation of Data
The data are fetched trough a questionnaire via groups on facebook. 

Response rate
A total of 82 respondents filled out the online questionnaire via a link posted in the facebook group, proving to be an appropriate sample to represent the target population for quantitative research.

Age of respondents

	
[bookmark: _Toc83034430]Figure 9, Age of respondents


According to the figure, respondents of the 18-25 and 26-32 age ranges are the most popular with the same percentage. After those ages, 15% are between 33 and 40, and 9% are between 41 and 50.



[image: ]City where they live
 
London	 22%	
Tenerife	 17%	
Amsterdam	 12%	
Paris	           8%	
Dubai	 15%	
Berlin	 8%	
[bookmark: _Toc83034431]Figure 10, City where they live



In the figure, we can see that Londoners are the most likely to be respondents, with 22%. Tenerife's share is 17%, Dubai's is 15%, Amsterdam's is 12%, Paris's is 8%, Berlin's is 8%.













Rating of how much Red Bull advertising is liked





82 ANSWERS



[bookmark: _Toc83034432]Figure 11, Rating satisfaction

AVERAGE RATING 4.0

It is evident from the figure that Red Bull advertisements are well appreciated. Eighty-two answers with a rating of 4.0 demonstrate a good percentual.













Advertisement ways.


[bookmark: _Toc83034433]Figure 12, Advertisement ways


Red Bull's TV advertisements are the most well-known, as you can see in the graphic. Websites follow with 9, followed by social media and billboards.











Methods of promotion
[image: ]
[bookmark: _Toc83034434]Figure 13, Methods of promotion


[bookmark: _Toc83034435]Figure 14, Methods of promotion 2

It appears that 63% of respondents disapprove of the own TV channel, while those who do not approve of social media accounts are at a low number of 32,1%, events, races, and sponsorships at 7,4%.
We found that 35,8% of respondents prefer events and races, 32,1% prefer social media accounts, and 16 percent prefer own TV channels and sponsorships.






Motivation on the purchase of the product

[bookmark: _Toc83034436]Figure 15, Motivation of purchase

63 percent of consumers reported high satisfaction scores when it came to the taste of the energy drink.
Nevertheless, the people buy for the brand as well, 22% for the packaging design and 13% for the price. The product isn't purchased by just 9% of people.












Recommendations of products to friends and colleagues


[bookmark: _Toc83034437]Figure 16, Product recommendations
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[bookmark: _Toc83034438]Figure 17, Product recommendations 2

These graphics show a medium value for recommend the product.


Red Bull IMC influence


[bookmark: _Toc83034439]Figure 18, IMC influence


In the figure, advertising shows a distinct advantage, followed by sales promotion, digital marketing, and public relations.











Red Bull strategies influence


[bookmark: _Toc83034440]Figure 19, Strategies influence

In the figure, respondents are clearly influenced to buy the product with 52% against 30% of no.












Digital marketing strategies that influence


[bookmark: _Toc83034441]Figure 20, Digital marketing strategies influence

In the graphic, websites are cited as having a 29% influence of digital strategies, followed by social media with a 25% share, followed by paid search with 9% and content marketing with 5%.










[bookmark: _Toc83120997]INTERPRETATION OF DATA 5.0

Research Objectives
1. To analyse the current Integrated Marketing Communication strategies implemented by Red Bull.
The study was useful for understanding how Red Bull works in marketing, which strategies are used. In my opinion, since the questionnaire is in English, some people from any country might have difficulty completing it, because it is in English and some people from other countries may find it difficult to fill it out. According to the study and questionnaire, the way of advertising Red Bull generally was liked, but mostly offline like TV, billboards, and also from newer generations. Thus, social media, or the "life" online, influence to some extent, but not totally. As long as we rely on old media, social media will still be treated as a hobby, where we spend many hours. Among consumers, Red Bull's early advertising, which included TV advertisements and events, was preferred.

2. To investigate whether digital marketing strategies have a positive impact on Red Bull’s brand image.

Study shows that Red Bull's advertising strategies are still effective, with a clear preference. As an energy drink company that ranks number one both for taste and advertising strategies, Red Bull uses all digital marketing strategies with little pay-per-click. It is noted that Red Bull has always advertised in reverse, not starting from the product to advertise it, but by sponsoring events, competitions, festivals, opening its own TV channel and several accounts on youtube and on the most important social media sites, allowing it to keep up with the times and capture an audience that is not well versed in social media and prefers traditional mediums like TV or billboards. As a result of sponsorships, the Red Bull brand image is recognized thanks to its sponsorships with different athletes, who engage in adrenaline-fueled and very risky feats which require a lot of energy, and therefore the use of an energy drink, in this case, Red Bull. Since it is also sponsored by online gaming champions, the brand is visible to all sports fans and to gamers. The consumer sees the brand everywhere and associates it with the drink, so he buys it. Additionally, Red Bull's various digital and non-digital strategies influence the purchase. Also effective, in this period, are influencers, who, as the word itself implies, have an impact on the choices of those who follow them, such as purchasing decisions and advice.
3. To determine new promotional strategies to enhance Red Bull’s brand image.

Red Bull's new marketing strategies are working, like influencers on Instagram, short videos on Tik Tok, or YouTube content. Although people still remember and follow old digital models, society is moving towards a society centered on social media, apps, and being connected.
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A different result would have been produced if the study were conducted before pandemics and lockdowns, when the student was not locked in her house for almost a year. Despite the worldwide pandemic, even the youngest of children have changed their outlook, using social media like Facebook, but prefer going out for authentic moments. Certainly the TV brings friends and families together, and allows advertising to be the undisputed queen for a little while longer, and certainly followed by advertising on social networks. But there is no denying that those with jobs, and those returning home exhausted from their workdays, possibly with a lot on their plate, are more "inclined" to sit in front of the TV, unconsciously surrounded by advertisements that enter their minds. The slogans must be catchy and effective in order to keep him from forgetting. Despite this, the slogan, "gives wings", of Red Bull has stayed unchanged for decades, and those who drink it or who purchase it at the store, think of the beautiful design and, above all, think of the slogan. Red Bull should, if it wants to conquer that audience, market more to generation X, the new generation, understand their interests, passions, and get involved more with them. As I mentioned, his has profiles on TikTok and Instagram, but I don't see them as engaging, in order to attract the most demanding audience, or the next generation. Moreover, in my opinion, the new digital strategies need to be integrated into the existing ones in every sense. In my project, I repurpose old television ads from the past, modify them for today's audiences, while still incorporating a little nostalgia, which makes people nostalgic. According to my questionnaire, there are both social media and billboard choices. Perhaps we should put up 4d billboards in the biggest cities, that would be a great idea, I think it's innovative.
Therefore, I can conclude that Red Bull is implementing new digital strategies, that the brand is well known among all ages, and that its communication strategies have always been brilliant.
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Further research should be conducted on the totality of the strategies, even if they are hard to find online, and the website is so crowded with topics that it is easy to get lost. Among the factors that can assist in understanding why people favor Red Bull over other energy drinks and what makes them unique is the Red Bull questionnaire, as well as interviews at Red Bull sponsored events both online and offline. To understand what the differences in advertising and communication strategies are in the energy drink sector, it would be worthwhile to conduct an interview with an older and a younger person.
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