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[bookmark: _Toc134448648]Introduction

[bookmark: _Int_gYjJ1ixO]The company I have chosen to look at is Red Bull. “The company started in 1987 by the Austrian company Red Bull GMBH. Red Bull are the most successful energy drink and with a 43% market share” (“Red Bull Settlement Check Updates - 2nd round of $13 million settlement”) they are also the third most valuable soft drink supplier behind Coke and Pepsi, responsible for packing eleven billion cans in 2022 alone.
Red Bulls core product is its carbonated energy drink that contains caffeine and taurine, and the main market has been towards students, athletes, and young adults as a way of improving mental and physical performance. They have followed Gregg Satell’s innovation Matrix by going from a breakthrough / disruptive product with the original flavour energy drink from Thailand to a Sustaining innovation by bringing out new flavours and bottle sizes (Satell, 2017).
The innovation I will be looking at is the marketing innovation within Red Bull and specifically the move from a traditional sponsorship model to the creation of a formula one team to help market the product to a wider audience.
[bookmark: _Int_QxjS3pc8][bookmark: _Int_9OFooW2Q]“Innovation is the specific tool of entrepreneurs, the means by which
[bookmark: _Int_0bjisi9E]they exploit change as an opportunity for a different business or a
different service” (Drucker, 1993)

[bookmark: _Toc134448649]Principle drivers of the innovation.

Both (Trott, 2017 Sixth edition) and (Bessant, 2009 4th edition) agree on four of the main drivers which are Cost, technology, competition and government policy with (Bessant, 2009 4th edition) adding a fifth of organisational culture below are examples of where Red bull fit into this.
The principal drivers of the innovation were the competitors such as Monster and Rockstar were gaining ground on the market share. Red Bull were not afraid to take risks and did not shy away from making bold decisions with regards to their marketing strategy. Most companies would release a new flavour or create new advert. Red Bull bought a struggling formula one team from Ford running under the Jaguar brand
Another driver for the innovation was the ambition of Red Bull as a company and their lack of fear of challenging and changing the status quo of the establishment and they were not afraid to throw substantial amounts of money at the project.
Red Bull also wanted to take their brand global and formula one is series seen as exciting, at the pinnacle of motorsport and crucially has a global presence with races taking place in countries across the globe. They also had data on the reach of the advertising as they had already been a sponsor of the Sauber team and sponsors of the drivers themselves.
“Formula One has had the reputation of being the top organization for motorsport for over half a century, and the brand itself conveys an elite status” (Cem Tinaz, 2017)

[bookmark: _Toc134448650]The barriers and risks faced by the company in developing this innovation.

The biggest barrier to developing this innovation would be the lack of knowledge that a soft drinks manufacturer would have in producing a car let alone a winning car in the top series of motorsport where even established sports car manufacturers struggle as described below.
Under ‘do different’ conditions, organizations still need to search for trigger signals – the difference is that they need to explore in much less familiar places and deploy peripheral vision to pick up weak signals early enough to move .They still need to make strategic choices about what they will do – but they will often have vague and incomplete information and the decision making involved will thus be much more risky – arguing for a higher tolerance of failure and fast learning. Implementation will require much higher levels of flexibility around projects – and monitoring and review may need to take place against more flexible criteria than might be applied to ‘do better’ innovation types. (Bessant, 2009 4th edition)
Another barrier would be the cost of running the team from developing the car, hiring drivers, and even having hire engines as no road car division to get them from which runs in to the billions of pounds with no guarantee of success or even starting.
[bookmark: _Int_cmSmJ3fz]“Energy drinks giant Red Bull has spent more than $1.2 billion on its flagship Formula One auto racing team over the past decade according to new research.” (Sylt, 2014)
Even though Red Bull Could Afford to do this and managed to acquire the technology there was always the risk of a lack of market demand (Trott, 2017 Sixth edition) says there may be no market for the innovation, or the market may not be big enough to support it.
[bookmark: _Toc134448651]The key determinants in the process of committing to develop the innovation.

The determinants in the process of committing to the market innovation of running a team in the formula one world championship include as (Bessant, 2009 4th edition) point out it needed to be a strategic fit be technically and commercially viable and have the organisational readiness with resources available.
Brand positioning and differentiation, Red Bull have achieved this by becoming a brand well known for endorsing high energy and extreme sports and by taking over a formula one team has helped them further enhance its brand image in these areas and differentiate itself from its competitors.
Strategic Partnerships with key players in Formula one has allowed Red Bull to gather the expertise in a field that is not their usual area of business. It has allowed them to be able to put together the best car and make it work with the engine they have managed to secure for the season firstly with Renault and then with Honda. They have also invested heavily in research and development to allow innovative ideas and parts to the car through the season.
Strong leadership and organisational culture have made Red Bull a winning team, by bringing in a combination of youth (Christian Horner a former driver and owner of teams in lower race categories “leaders should have expert knowledge in the core-business of the organizations they are to lead (holding constant management and leadership experience). The study's findings provide strong support for the ‘expert leader’ hypothesis. The most successful F1 principals are disproportionately those who started their careers as drivers” (Goodall, 2015) they also invested and promoted youth in their drivers with two of the youngest formula one world champions in Sebastian Vettel and Max Verstappen)
and experience (Adrian Newey one of the best aero designers in the industry) hired to create the team and given the freedom to run the team in a way they want, and the culture of high energy and pushing to the limits allowed them to come up with some innovative ideas such as the coke bottle shape of the rear of the car.

[bookmark: _Toc134448652]The processes and technologies which the company used to carry this development forward. 

One area Red Bull have invested in is research and development spending around 250millin pounds a year. Through this they have developed aerodynamics on the vehicle and used advanced simulation tools and computer modelling to optimize its cars and gain an advantage over the competitors “When a resource proves to be valuable, even if it is imitable or substitutable, a temporary competitive advantage may be realized until rivals appropriately compensate for their resource deficiency, at which time the resource ceases to be rare and the advantage theoretically dissipates. As a result, continual resource assessment and management are imperative to ongoing competitive success” (Cobbs, Jensen, & Tyler, 2022)
Another area Red Bull focuses on is data analytics which allows them to not only analyse their own cars and drivers but also the relative performance against the competitors cars to see where time is one and lost on any track. It also allows them to analyse the data from previous years to help get the car set up correctly from day one allowing more time to fine tune every aspect of the car during the race weekend.
Red Bull have also used advanced manufacturing techniques such as 3D printing and composite materials to bring lightweight and reliable components while controlling costs.
The use of digital platform such as Facebook and Twitter as a marketing tool to give updates to the fans and stakeholders on how the team is performing. Video site such as YouTube and Twitch used to give video highlights and tied in promotional videos.
[bookmark: _Toc134448653]The extent to which the development relied on resources external to the company and the ways in which the deployment of these resources was managed. 

The development relied heavily on external resources for example a strong supplier relationship to make sure they receive the best quality and most reliable parts for their car. They also collaborate closely with their suppliers to make sure the skill level is of the highest standards to be able to deliver such precision parts.
[bookmark: _Int_vyeP214X]To gain an advantage in the sport Red Bull worked closely with technologies partner’s such as Oracle to develop advanced data analytical tools, Siemens for its 3d printing and Hewlett Packard for high-speed computing and storage solutions. “Oracle was just announced as the title sponsor for Formula 1 team Red Bull Racing in a deal estimated to be worth $500M, officially changing the team’s name from Red Bull Racing Honda to Oracle Red Bull Racing. For those outside the sport, this may seem strange – why would a racing team want to work with a computer technology company over a traditional car manufacturer? “ (Li, 2022)
They have also used specialists in the engineering field worldwide to fill in for the departments they do not have for example AVL an Austrian company to provide automotive testing, Xtract a company based in the up for high performance transmissions and Tata Motors based in India for design and engineering.
[bookmark: _Toc134448654]How management overview of the development was maintained. 

“On the one hand, companies require stability
and static routines to accomplish daily tasks efficiently and quickly. This enables
the organisation to compete today. For example, the processing of millions of
cheques by banks every day or the delivery of food by multiples to their retail outlets
[bookmark: _Int_XmqtJ1Wn]all over the country, demands high levels of efficiency and control. On the other
[bookmark: _Int_Hw59A1yH]hand, companies also need to develop new ideas and new products to be competitive
in the future” (Trott, 2017 Sixth edition).
The above is incredibly true in Formula One where parts need to be machined to high tolerances and are heavily controlled by regulation, but innovation and creativity is required to gain an advantage on the racetrack.
Red Bull have kept an overview of the marketing innovation of running a formula one team by doing the following,
Market research used as a critical tool to identify opportunities for innovation in its marketing strategy, conducting regular research on its target audience to include their preferences attitudes and behaviours.
Having regular contact with their stakeholders, including drivers sponsors and fans.
Performance Metrics reviewed such as brand awareness and growth, they also set performance metrics for the racing team such as number of poles and expected points per race.
Red bull uses all this data to identify trends and innovation ideas and optimise its marketing strategy to drive success into the Red Bull brand and the formula one team 
“One of our core strengths has been our independence and our quick decision-making and lack of bureaucracy,” (Anderson, 2022)
[bookmark: _Toc134448655]The extent to which you feel this innovation process represents best practice. 

“Red Bull was analysed as a best practice since Red Bull has been a pioneer in sport-related communications in general and branded entertainment in particular” (E. Kunz, Elsässer, & Santomier, 2016)
There are examples of what Red Bull have achieved are best practice, for example 
Creating a clear brand identity that maintains a true connection to the values of its core business the manufacture of energy drinks by being fun energetic and risk taking.
The implementation of high quality and targeted marketing and social media videos and post to make sure the message was reaching the correct market (18- to 35-year-olds) to help boost brand awareness and sales. “In fact, the content Red Bull publishes is executed at the same level as a professional publishing house. They’re effectively a media company that happens to sell an energy drink rather than the other way around.” (Bergstrom, 2023)
The focus on creating a strong emotional connection with its fanbase so people become loyal to the brand and will support them in any sporting venture they undertake. Most recently a jump from the edge of space by a man in a winged suit that generated massive media coverage and online presence.
[bookmark: _Toc134448656]Conclusion

Although I believe  Red Bulls move into formula one has been an immense success and a very clever innovation for the company turning what most companies would be a million-pound marketing spend into figures a 2-million-pound profit while also growing the brand and fanbase and receiving even more free advertisement by been a championship winning team most recently 2021-2022 and have innovated the best car so far for the new set of regulations that means they are almost certain to be successful for the next 4-5 years as a team. 
[bookmark: _Int_Ysf3uV2C]“Red Bull Racing – wholly-owned by the drinks firm – made a £2.8m pre-tax profit last year with 75% of this down to F1” (Reid, 2011)
[bookmark: _Int_20wCmNQf]“According to recent research, Red Bull's advertising value equivalent from F1 – the price it would have to pay to buy a similar amount of on-screen exposure – came to an estimated £136.9m in 2009 and £219.9m in 2010” (Reid, 2011)
There are a few uncertainties coming in the near future that could affect how it continues to be a successful innovation, the first been engine supply as they don’t supply their own engine they are reliant on other manufacturers they are currently using Honda but they have pulled out of the sport, This means Red bull either have to find a new supplier or create their own which will be costly and no guarantee of success. Also, regulation changes every 5 to 6 years and although they have proven exceptionally good at been at the front when it comes to interpreting the rules in the past it does not always guarantee future success.
It is not an innovation I would recommend any other company trying. It would require the culture within the organisation to be correct and be in line with how people perceive the brand “Red Bull has built credibility through its support for extreme-sports athletes, the creation of current Formula One champions Red Bull Racing and by building a range of events from the ground up. In short, Red Bull could never be accused of simply badging events.” Kemp. (2012) and have full support of the management as it can be very costly to run a team and if results fail to materialise and the team did not win it could have a negative perception of the brand, a safer way would be the more traditional method of sponsoring a part of the car or driver like Monster do with Lewis Hamilton.
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