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Red Bull – Marketing Fundamentals, 
Analysis and Evaluation


Background
The Austria-based company, Red Bull, was founded by Dietrich Mateschitz in 1984 (Red Bull). During his travels to Thailand for work, Dietrich Mateschitz discovered a new drink called Krating Daeng, which inspired him to formulate his own drink. [image: ]An entirely new product category has emerged since then - energy drinks with an internationally recognised marketing concept. The company's mission statement sands for "Giving wings to people and ideas". As part of their vision, they aim to maintain a leadership position in the energy drink category by offering highly efficient and profitable customer service. Red Bull holds the highest market share among energy drinks with a market share of 43% in 2020. According to the latest figures, 11.582 billion cans of energy drinks were sold worldwide in 2022, an increase of 18.1% over 2021. For instance, the company reported revenue of EUR 9.684 billion, up 23.9 % from EUR 7.816 billion (Red Bull, 2023). Several factors contribute to such impressive results, including outstanding sales in almost all markets, exceptional management, and continuous brand investment intensification. 
                                                   
Segmentation
Market segmentation is a process of dividing a market into different groups of customers. Marketing managers analyse each segment based on variables including demographics, psychographics, geographic location, behavioural patterns, and personal needs and benefits (Bishop, 2013). In addition, Smith (1956, p.3) claimed that segmentation allows companies to adjust their market offerings to meet their customers' needs and determine their profitability. Through this strategy, Red Bull company has divided its customers into segments and analysed their preferences to saturate the market with its products. 

Targeting
Targeting is the next step following segmentation that enables a company to prioritise its target customers. Consequently, customer segments are often selected based on two factors: first, the segment ‘is large, expanding, young, and not price sensitive’; second, ‘the company can meet the customer's needs better than its competitors’ by increasing profitability (Bishop, 2013, p.7). Thus, the current target market for Red Bull consists primarily of teenagers and young adults. The product price may also suggest that this product is targeted at higher income individuals or business professionals of higher social status. Moreover, the most common channel of communication with the brand's target audience is social media, which is used constantly to motivate and value its customers.
Red Bull's targeted segments
· Occupation – students, employees, professionals 
· Gender – males and females
· Income – high
· Personality – determined, ambitious, driven
· Age – sixteen to forty-five
· Geographic- urban and rural
· Social class – middle to upper class

Positioning strategies
In marketing, positioning is a method of distinguishing a brand from its competitors. To influence consumer perception, positioning strategies effectively communicate the competitive advantage of a brand. In other words, positioning strategies enable brands to communicate their competitive advantages effectively. To successfully position a product, it must be strategically placed so that it is clearly visible to potential consumers and stands out from the competition (Kotler et al., 2019). Identifying and filling the market gap with innovative, differentiating ideas is the main benefit of positioning (Shams, 2013, p.247). In response, marketers increasingly use this strategy, such as Coca-Cola's "Taste the feeling" campaign, or Pepsi's "Live for now" campaign. 'Giving wings to people and ideas' is the core mission of Red Bull (Red Bull, 2022). This statement clearly serves as a call to action, motivating consumers to purchase the energy drink to reach their goals.   

Marketing mix strategies – 4 Ps
In marketing, the 4Ps are a mechanism to enhance the components that make up the "marketing mix" - an approach used to introduce a new product or service to the market. With the help of this model, a company can interpret its marketing alternatives based on product, price, place, and location.
Product
At first, the company introduced Red Bull Original, a functional beverage that stimulates both the mind and body. Aside from the attractive blue- silver packaging, the original drink is available in three sizes: 250 ml, 355 ml, and 473 ml, and is sold in packs of 4,6,8.12,24 cans. It is also important to note that the aluminium cans used to package the drinks are not only convenient for transportation but are also safe and convenient for activities and events due to their durability. Original ingredients for the drink included caffeine, taurine, B vitamins, sucrose, glucose, and Alpine spring water.  Nevertheless, the company continued to expand its product line by introducing sugar-free, no-calorie, organic, and fruit-flavoured options. With the company's growth, its design department strives to make its products more appealing by adding more colourful packaging. Despite the fact that the product has been at saturation point in the market for a considerable period of time, it continues to be available due to constant marketing efforts.
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                                                                                      (Red Bull, 2023)
Price
An essential element of the marketing mix is pricing, since it directly impacts product sales. Overpricing or underpricing a product can result in a loss of sales for the company. A product's price can also indicate how consumers perceive its quality, for example, premium pricing. Red Bull uses a premium pricing strategy when determining the price of its products. The implementation of this strategy has resulted in the company being viewed as a leading player in the market, both in terms of price levels and customer value (Hinterhuber and Liozu, 2018, p.301). In customer perception, products that are relatively high in price are typically considered high quality, whereas products that are relatively low in price are considered low quality. Therefore, by analysing the table price from Sainsbury's supermarket clearly shows that Red Bull is more expensive than other competitive energy drinks. To illustrate, a customer pays £1.60 for a Red Bull Original can of 250 ml while Monster Energy drinks cost £1.70 for 500 ml (Sainsbury’s, 2023). 

	Sainsburys – Energy drinks price

	Lucozade Energy Original
	900 ml
	£1.50

	Red Bull Original
	250 ml
	£1.60

	Monster Energy Drink
	500 ml
	£1.70

	Lucozade Sport
	500 ml
	£1.75

	Relentless Origin Energy
	500 ml
	£1.20

	Emerge
	250 ml
	£0.75


                                                                                                       (Sainsbury’s, 2023)

Place
Red Bull markets its products worldwide in 172 countries throughout America, Europe, the Middle East, Africa, and Asia (MarketLine, 2023). As a result, the company is able to mitigate various social, political, and economic threats associated with specific geographical regions. Based on its branding positioning, Red Bull is available wherever and whenever consumers may need a boost of energy. It has an online platform where its product lines are sold in packs or per unit. However, the company is primarily engaged in a business-to-business distribution model in retail and gastronomy stores. For example, Red Bull distributes its products through the Red Bull Distribution Company, which was established in 1997 specifically for this purpose. Since 2021, the RBDC business operates in twenty-seven states in the United States and three Canadian provinces (Red Bull Distribution Company, 2023). Therefore, Red Bull products are easily available in convenience stores, supermarkets, retail outlets, night clubs, pubs, and casinos. Thus, the company can save time and money, as well as continue to conduct market research and innovation.

Promotion
In general, a product that has reached the top of its lifecycle stage of maturity will experience a decline in sales (Shen, Peng and Tu, 2019). This is not the case for Red Bull, this company manages to maintain its product lines at maturity. What is the process? Through its history, Red Bull has always been much more than an energy drink; it has been a lifestyle brand that adds value and opportunities to its target customers. In accordance with the marketing campaign, "Giving wings to people and ideas", this product was designed to satisfy physical as well as psychological needs. Among the most targeted groups are young, energetic individuals who enjoy participating in sports and racing.  
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                                                                                    (Red Bull, 2023)
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                                                                           (Red Bull, 2023)
For this reason, the Red Bull company sponsors athletes and various sports events, including bike sports, e-sports, sailing sports, motorsports, skate sports, water sports, aerial sports, winter sports, adventure sports and ball sports. As an example, Red Bull invested $65 million in Felix Baumgartner's 2012 space jump from more than 24 miles into space. This investment in marketing resulted in over 8 million viewers simultaneously watching the event (Street & Smith’s Sports Business Journal, 2012).
   [image: ]
                                                           (Red Bull YouTube channel, 2023)
In addition, another marketing strategy involves offering TV apps that give free access to live events, films, and shows, as well as offline viewing capability and event reminders. This sponsorship allows Red Bull to contribute to society's growth and development, while also motivating consumers to stay loyal to their brand products.

Conclusion
Based on the evaluation above, Red Bull has a marketing strategy that meets the needs of its targeted customers. A review of the 4Ps has demonstrated that the marketing department is committed to continuous research and innovation. By promoting the growth of its brand equity, Red Bull is able to compete with its competitors and demand a premium price for its products. With the sponsorship of several sports events and athletes, the company has seen a significant increase in turnover and has assumed a leadership position within the energy drink industry. Moreover, Red Bull holds a strong position and the ability to dominate and expand its operations further.
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