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Introduction
Innovative marketing strategies are directly related to conducting market research that fulfills the customer's desires, designing such modules and innovation within the product architectures, launching the product in a different and new place, pricing in a unique way, and promotion unconventionally. According to Neher et al., (2016), companies have long emphasized touch-points to maximize customer satisfaction. But doing so can divert attention from the more critical issue: the customer's end-to-end journey. The report's purpose was to critically evaluate how a company might develop the customer journey across several communication channels to meet current and future stakeholder expectations.
Analysis
Companies’ entire shapes are changing with the advancement of technology. Several marketing strategies are emerging in the top companies. In the changing marketing environment, every company must decide what to provide for customers and how to serve, bringing value for the company. Companies are designing such strategies that are fully customer-driven. Lupo (2018) mentioned a variety of marketing trends that focus on the sellers and buyers, and these marketing strategies provide road mapping for companies to gain extra competitive advantages. Companies are mainly based on suppliers, consumers, marketing intermediates, and competitors. So, the survival of a company depends not only on the actions but also on the fulfillment of the customers' needs also matters.


Case Study Overview: Red Bull
Red Bull is an Austrian-based company that sells energy drinks and was launched by Dieter Matteschitz, an entrepreneur, in 1987. As per Vladimirovna (2020), it is an emerging company with annual sales of €1.5billion. The soft drink industry has a lot of entry barriers, and the companies which enter in this background have to face the buyer power of distribution and retailers. In this scenario, Coca-Cola and Pepsi are influenced much because they have a firm grip on the retailer space. 
Literature Review
Because of the advent of new technology, the rivalry between organizations is expanding in the shifting marketing patterns on a worldwide scale. According to de Souza et, al. (2021), Innovative methods are the only approach to effectively address the problem, increase overall organizational performance, and ensure survival in the global market. Red Bull in the ever-changing marketing landscape, businesses must differentiate their products and services to sell something unique to the market. Innovative tactics may be found in organizational behavior and the propensity to adapt to new concepts geared toward innovation.
The authors mention a variety of new solutions that might be implemented. These findings might be applied to the input, output, and processes. Sharipov (2020) demonstrated that innovation might lead to new products and services and new manufacturing processes, so Red Bull realized recent marketing trends and the discovery of new supply and development resources. Waral (2020) has presented four methods for upgrading products and services, productions, risk-taking tactics in the plan's processing, and exploring new solutions. Takwi et, al. (2021) mentioned three techniques of Red Bull in the items, process, and acquiring new customers. These terms are defined as a company's desire and capacity to adapt and invent new product mapping, service, and plan execution techniques.
Product innovation, process technology innovation, marketing innovation, and non-technological affairs organization innovation are all examples. In the realm of Red Bull, it is impossible to connect the two notions of innovation and marketing, which is seen as a barrier by many scholars (Keshari, 2020). The relation between innovation and marketing may be described as a bilateral interaction and effectiveness, and by connecting innovation and marketing, by achieving a lasting competitive advantage. Loučanová, Olšiaková & Dzian (2018) showed that several types of research would be conducted to investigate Red Bull's marketing tactics, and several marketing aspects were known. Red Bull frequently adopts standard levels in product strategy. Such a strategy leads to the maintenance of the companies' competitive edge, which is responsible for providing scale savings and operational cost savings and improving the company's position in export markets.
Furthermore, Bakhodirovna (2019) mentioned that Red Bull with more extraordinary ability and resources frequently hires those who use competitive pricing under market selling circumstances and choose price-compatible methods. There are issues in determining the best strategy. Red Bull's management influenced by networks, channels, logistics, and transportation techniques. Some writers have demonstrated that large organizations may thrive by adopting standards because they can develop a close link in the distribution, reducing uncertainty between benefit conflicts and producing the dominating procedures distribution (Diyanova, et, al. 2019). For big organizations, the demands of clients in light of inconsistent transmission of effective messages should be taken into consideration in a promotional plan, which leads to cost savings in quality control. Companies' export expertise has proven useful in developing and implementing marketing strategies. When deciding on a product price plan, professional organizations make a concerted effort to consider acquiring a competitive advantage based on consumer gathered information for various markets (Blagorazumnaya & Robu, 2020).
Furthermore, in pricing strategies, by considering the exporters' international experience and having more knowledge than their consumers, they may utilize various price methods concerning the customers' purchasing power within the various markets. Lo & Campos (2018) depicted that companies' marketing strategies fluctuate based on their capital ownership, with international corporations having a different marketing approach than those operating in developing nations. Sh (2021) conducted a study that compared to local enterprises, corporations in developing countries are required to employ the strategies established by the mother company and behave in line with those criteria to fulfill the demands of consumers. These organizations frequently adopt pricing strategies congruent with their customers' needs to be market winners and maintain existing market dominance. Yang (2018)  also pointed out that some multinational and foreign companies operating in developing countries have the appropriate infrastructure, more funds for R&D, human resources, engineering technology, management, and marketing expertise. Thus, they have a better chance of successfully implementing their export strategy in competitive markets.
Red Bull Marketing tactics are associated with innovative marketing. The strategy combines creativity with quantitative and qualitative analyses. Prikhodko (2019) also mentioned combination assists businesses in exploring new possibilities related to consumers and markets and sharing information about rivals. Marketing is a set of activities that evolve in response to changes in social science. Thought about innovative marketing is divided into six sections: marketing variables, modification and adaptation, customer-oriented, integrated marketing, marketing-oriented, and distinctive place.
Roldán (2018) stated that Red Bull's applied an effective market entry strategy in its early days to cross the chasm; they managed to use the segmentation and marketing efforts. At the segmentation level, they targeted mainly the enthusiastic clubbers and extreme athletes, and these tactics assisted the company in achieving sales points. After that, a vast rate of customers consumes the product. In addition, that approach made Red Bull sell their product at a higher rate than the other companies. Gafoor & Monica (2018) stated that Red Bull could target the customers and retain the value that enables the company to sell at their desired rate. And it also created new channels as clubs and bars instead depending on the retailers. That channel shortens Red Bull's marketing time that helps to survive in a highly competitive market. Red Bull tried to maintain the success by better modification of effective brand recognition, which was a barrier to other companies' entry. 
Instead of the limited product portfolio, Red Bull has managed and improved its market shares. To grow more in the future, Zhou (2021) indicated that the imperative of Red Bull has to expand into a new market region, and the offer should be aligned according to customers' needs as the competitor cross the sales target of that emerging brand. Red Bull had a "start small, grow large" approach that resulted in eighteen years of consistent growth. Their expansion began in 1992, when Red Bull launched its worldwide push into Hungary. Following that, Red Bull embarked on a series of aggressive international developments, as a consequence of which Red Bull is currently accessible in over 100 countries across the world. Retailer channels were widely used to provide drinks to the clubs, pubs, sports clubs, and retail stores to create interaction between the customers and products. Red Bull is offered in all of these channels and is the most popular energy drink brand in each.

Red Bull Innovative Strategy 
Red Bull applied a broad perspective of Innovative strategies at the entry-level in the soft drink industry. The same types of soft drinks have existed in different areas before Red Bull has started operating in Austria. But, the success story of Red bull can be explained in the aspects of the innovative strategies that were co-applied, which are mentioned as Product, market segmentation, channel approach, and marketing innovations.
Product Innovation:
Before Red Bull, various extreme dealers of soft drinks operated in the European market. Chen, Liu, & Zhou (2019) stated that energy drinks act the same as traditional drinks to relieve thirst. Additionally, the primary function of energy drinks is to balance the mineral level of the body and sugar balance. Whereas Alcoholic beverages are used to relax the individual with high concentration alcohol, and caffeinated drinks and beverages have traditional social roles as their use is limited to the specific location. Coffee is also not considered for the young choice of piece. However, Kyeyune & Delilah (2020) stated that Red Bull took advantage of combining the energizing component of coffee and the benefit of cold drinks such as alcoholic and caffeinated drinks. The product has much popularity due to its dual benefits of coffee and soft drinks.  
Steinhoff Creating customer values and developing customer relationships is necessary for a business. Marketing is focused on profitably retaining consumer relationships. The goal is to build client relationships by producing and collecting values in specific ways to address the beneficial technique. So, Red Bull developed a novel formulation distinct from other soft drinks. It featured added components and, in addition to being a soft drink, it had an energy-stimulating effect. This added feature set it apart from other soft drinks and enhanced willingness to spend. Finally, they did the new packaging; it was an eye-catching packaging in the unique shape can and contained only 250ml of drink. Red Bull was almost double the price of Coca-Cola, but when volume differences were taken into consideration, the price disparity was significantly more significant (Bremser, Walter, & Goehlich, 2018.).
Market Innovative Segmentation:
Red Bull has been in a long-running rivalry with all other soft drink producers. Its competitors target the general public as a customer segmentation strategy. Learning (2020) stated that it is true that promotional and marketing techniques are focused on a particular medium; for example, soft drink businesses target their customers with product offerings. Red Bull has a unique and restricted segmentation approach that focuses on the 18–25 age range, mainly composed of athletes and sportspeople. According to Kandasamy et, al (2018), significant companies must encourage many people to buy their products to survive and flourish. Red Bull also used Mass marketing as the best approach. A company chooses to overlook market segment distinctions and appeal to the whole market with a single offer or plan to reach the most significant number of people feasible. As a result, mass refers to many clients, and this approach attempts to cover many customers with a single plan. As a result, Warner (2020) mentioned that the company obtained its 4Ps to approach its clients and create a competitive advantage over typical soft drink goods. Furthermore, the market location was chosen in such a manner that it serves as a source for potential purchasers, ensuring that the final market is large enough to sustain the business. This is not a product for the intoxicated just after they have finished their athletic routine, but it can also be consumed while participating in sports.
Freebie Marketing is such a technique that may enhance the sale points of the business and brand recognition in the targeted region. It is an innovative strategy that may give the free promotion of selling products and providing services at cheap rates to improve other products and services of the company. Many companies use that technique to gain new customers by delivering good values to their current buyers. Thus, Fay, Pauwels & Keller (2019) indicated that soft drink manufacturers could charge a premium for the goods by using intelligent market segmentation that concentrated on extreme sports and partying. Historically, the soft drink sector did not compete on price; a can of Coke cost the same as a lesser-known brand. When developing the new energy drink industry within the soft drink sector, Red Bull managed to avoid this pricing barrier.
Channel Innovation 
This approach focuses on raving consumers who become the brand's front-line advertising and display its goods as their identity. Through brand loyalty, such devoted customers are a significant source of brand fans in their communities. Customers regard the brand as a substantial aspect in incorporating values into their everyday lives (Harrigan, Roy, & Chen, 2020). Soft drinks industries such as Coca-Cola and Pepsi influence over supplier routes. Consequently, Penke, (2020) stated that these competitors never allow any rival competitors to enter the market because they can manufacture such competitive products to suffocate the competitors and saturate the distribution channel. They have demonstrated that any newcomer will not acquire the market space through such advertisement and join their market. Red Bull created their channel technique to join the market channel because it was the only route to enter the soft drinks venture.
Red Bull began to sell its goods on distribution outlets such as bars and health clubs, focusing their limited resources on promoting their products in these locations. Sirrah (2019) indicated that Red Bull could persuade the retailer channel to enter its goods and service on the shelf in the given time and applied push and pull force to attract the customers. In the better half, it is considered the pull strategy of Red Bull and able to strike the store shelves, whereas the company has confirmed used to utilize a push strategy.
According to Hosseini et, al. (2019), with the increasing internet role globally, people have started shopping for anything from socks to automobiles from the internet. Now, a growing number of organizations are focusing their efforts on online marketing. Cloud marketing comprises all of a company's online marketing operations. Online portals provide firms with new ways to offer products, interact with customers, and communicate brand messaging. Mazzarol & Reboud (2020) also stated that it has made Red Bull capture the incumbent's market share in an industry that was initially thought to be hard to break down. Red Bull's products were first sold in limited distribution venues such as bars and fitness golf equipment. They might take advantage of extra unique channels by taking a novel strategy to distribution. Because of Red Bull's association with remarkable individuals in incredible locations, this unique and quirky environment aided to raise the desire to spend (Brito, 2019). These locations also allowed for fee discrimination since people expect to pay a higher rate at pubs and fitness clubs.
Market Innovation
According to Meier, Tan, & Chung (2018), Traditional marketing methods were being used by soft drinks industries for brand recognition of their goods. This usually entails media advertising and onsite product promotion in retail stores. Red Bull had to be inventive in its marketing approach because these promotion tools were unavailable for several years. Red Bull could not advertise through the media since most people did not have it. Furthermore, Prange & Schlegelmilch (2018) stated that Red Bull was not initially sold in retail locations; onsite marketing could not advertise the product. 
With the ongoing expansion of internet browsing, several organizations embrace offline strategies to engage client experiences. Innovative marketing means engaging customers for businesses to get a competitive edge. Through offline methods, companies may consider various unique techniques for their customers (Bobalo, 2018). Red Bull employed focused onsite marketing of their product with promotional caravans and high visibility in conjunction with its channel approach. These guerrilla marketing tactics were used until the product gained enough traction with the general public to be introduced to the retail product line. 
Kaschn, & Nolden (2018) depicted that Red Bull began employing traditional marketing methods to raise product awareness following this availability. Red Bull created an authentic, legitimate, and qualitative symbol that customers were prepared to pay a premium for through intelligent advertising. They built one of the most influential brands in the world with targeted advertising campaigns and a continual selection of intriguing events to sponsor. Red Bull established a strong brand early on by focusing on a well-defined niche, increasing willingness to pay.
Descriptive Stakeholder Analysis
According to Dumont & Ots (2020), Research shows that the increasing health benefits of energy drinks, meanwhile the rising interest of consumers toward the energy drinks, put the market on the shelf of the predicted horizon. At the same time, as people are more concerned about sports activities, the demand for energy drinks increases and is used as a substitute for carbonated beverages. They are highly sugar-concentrated drinks that are boosting the market development.
Meanwhile, Kostelijk & Alsem (2020) conducted a survey that showed energy drinks might cause harmful effects that can make a twist in the sale point of the soft drinks industry in the future. The study focuses on aspects that are expected to move the sector forward and those expected to inhibit progress in a transparent and verifiable way. Consequently, Kraak et, al. (2020) conducted a research that provided a comprehensive solution that addresses the concerns of brand and their marketing managers, as well as their supply managers, vendors, and other senior executives in the global energy drinks industry. The analyst of Red Bull tried to divide the market segments into sub-segment to reach the market depth. 
Customers are more health-conscious than the decade before throughout the world. Thus the soft drink industry is expected to grow in the future. Ahmadi, et, al (2019) depicted that products manufactured to stay consumer functional and beneficial outcomes attract all ages of people. Energy drinks seek a profitable desire for producers. The vendors researched fancy and innovative packaging, clever advertising, and technically sophisticated ingredients as a platform for market growth. Sugar-free energy drinks have a lot of promise for both new and established enterprises in the energy drinks sector. Low-calorie and sugar-free drinks are especially appealing to female clients.
PESTLE ANALYSIS:
POLITICAL FACTORS: There are numerous things that influence Red Bull. Politically, some of these include how the government stabilises itself, the extent of corruption in the markets involved, press freedom, government regulations on energy drink usage based on consumer health and safety, and so on. These factors may have an impact on the drink's imports and exports, affecting overall Red Bull sales. Government policies have an impact on Red Bull sales, as do some of the tax reforms that Red Bull must adhere to. If the country is politically stable, the company will have a strong chance of expanding. Because Red Bull is a multinational firm that sells energy drinks all over the world, intra-governmental rules will have an impact on the convenience of doing business with them.
ECONOMIC FACTORS: The economic condition of the individual country will have an impact on Red Bull's production and sales, as when inflation is strong, the corporation will face higher raw material costs, thereby raising the price of the beverage for customers. Another factor to consider is the interest rate at which the country operates, as the interest rate on the loans obtained by Red Bull would be influenced, and the corporation will modify their costing accordingly. Another result might be a decrease in sales. Because Red Bull is a premium brand, each worldwide economic crisis has a direct impact on its sales. For example, the global economic crisis in 2009 reduced sales by 1.5 percent compared to the previous year. The opportunity for Red Bull comes from industrialised countries, while the threat comes from countries that are experiencing economic decline. The availability of raw materials and the accessibility of obtaining them in the particular country have an impact on overall sales.
SOCIAL FACTORS: Red Bull's income is generated by societal factors such as population lifestyle, the amount of young people in the country, and people's socioeconomic position. Modern culture is increasingly predisposed toward the consumption of energy drinks, thus if the country has this culture, Red Bull will have a tremendous possibility. Energy drink companies are considered very hip and socially acceptable because they are associated with a sporting image. Red Bull may take advantage of the possibility created by the current generation's chaotic lifestyle; everyone is so preoccupied with their busy lives that energy drinks like Red Bull have become a necessity. There are potential risks associated with energy beverages such as Red Bull.
TECHNOLOGICAL FACTORS: Research and development is a tremendous opportunity for food and beverage companies like Red Bull. The utilisation of the internet is the most crucial component in technology for this industry. Advertising methods and internet marketing account for the majority of the sales of energy drinks like Red Bull. This method of connecting with customers has a two-fold benefit: it conveys a clear message to customers in a cost-effective and efficient manner, and it allows customers to engage with the product more easily through social media. Red Bull pays a lot of money to the stuntmen who appear in their commercials, so using social media to promote them is the best option.
LEGAL FACTORS: All laws and regulations pertaining to food and regulating laws must be observed by an energy drink manufacturer like Red Bull. In order to sell in the market, the corporation must adhere to all legal requirements that are available in that country. The company must also meet the safety requirements for human consumption without causing any adverse consequences. Legal limitations can also limit a corporation's ability to expand into other countries, posing a threat to the company. Because it is a beverage firm, it must be very cautious about the components it uses in the drink and must accurately state the number of calories in the label.
ENVIRONMENTAL FACTORS: Companies like c. have the most trouble with waste disposal. The focus of the corporation should be on long-term business sustainability. Red Bull has a number of concerns with regard to environmental factors, which harmed the company's brand image. Red Bull was ranked among the top ten corporations that received the largest fines owing to recycling issues in a list produced by an environmental body in 2009. After that, the corporation upgraded its recycling method by using 100% recyclable aluminium cans.

To summarise, the PESTLE Analysis of Red Bull reveals the numerous factors that influence its company performance. This knowledge aids in determining the importance of external business aspects for any brand.

PORTER’S FIVE FORCES MODEL
THREAT OF SUBSTITURE PRODUCTS:  Substitute Products or Services become a threat when;
· Another industry has a cheaper substitute product or service.
· Moving from industry to alternative items has low psychological switching costs.
· The substitute product is of equal or even better quality and performance than Red Bull  product.
This hazard is significantly reduced for Red Bull when;
· Using a substitute product has a high switching cost (due to high psychological costs or higher economic costs)
· Customers cannot get the same value (in terms of quality and performance) from a substitute product as they can with Red Bull.

RIVALRY AMONG EXISTING FIRMS Red Bull A will have little competition from other companies if:
· In the market, there are only a few competitors.
· The industry is rapidly expanding.
· A clear market leader exists.
· Each market player targets different sub-segments, and the products are extremely differentiated.
· Consumers face considerable economic and psychological switching costs.
· Because the exit barriers are minimal, businesses can readily abandon the industry without incurring significant losses.: 
THREAT OF NEW ENTRANTS: Here are some elements that lower the risk of new Red Bull entrants:
· Entry into the sector necessitates a significant financial and resource investment. If product differentiation is high and customers place a high value on the unique experience, this force loses its strength.
· If the existing regulatory framework imposes specific hurdles to new enterprises interested in entering the market, Red Bull  will face a low threat of new entrants. New companies will be forced to meet stringent, time-consuming regulatory procedures in this situation, which may deter some from entering the market.
· If consumers' psychological switching costs are high and incumbent brands have created a devoted client base, the danger will be low.
· If new entrants are discouraged,
Red Bull will face high number of new entrants,
· Existing regulations encourage new companies to enter the market.
· Due to low/no brand loyalty, consumers can readily swap brands.
· The initial capital commitment is substantial.
· For new players, establishing a distribution network is simple.
· The threat of retaliation from existing market actors is not a deterrent.
BARGAINING POWER OF SUPPLIERS: Supplier bargaining power will be high for Red Bull if:
· Suppliers have clustered in one area, and their concentration is greater than that of their purchasers. This influence is especially strong when switching from one supplier to another is expensive for purchasers (for example, due to contractual relationships).
· When there are few suppliers and high demand for their goods, the suppliers' position against Red Bull A is strengthened. Forward integration by suppliers diminishes Red Bull position because they become competitors in that sector.
· If Red Bull A is poorly educated, lacks market understanding, and is not price sensitive, the suppliers' position against the company is inevitably strengthened.
Supplier bargaining power, on the other hand, will be limited for Red Bull  if:
· There is no concentration of suppliers.
· The cost of switching is minimal
· The product is undifferentiated.
· There are substitute items available.
· Red Bull A is price sensitive and well-versed in the market.
· Suppliers pose no threat of forward integration.
BARGAINING POWER OF BUYERS: Buyers' bargaining power is enhanced by the following factors:
· Their bargaining power against Red Bull grows as their client base becomes more concentrated. 
· Buyer power will be high if there are few buyers, however there are too many sellers (business organisations).
· Low switching costs (both monetary and psychological) give customers more negotiating power.
· The capacity of corporate clients to perform backward integration strengthens their market position. Backward integration demonstrates the customers' ability to manufacture their own items rather than obtaining them from Red Bull. A
· Price sensitivity, market awareness, and purchasing standardised products in large quantities all help buyers bargain more effectively.
SWOT ANALYSIS OF RED BULL
RED BULLS’S STRENGHTS
· DOMINANCE IN THE MARKET: Red Bull is the market leader in the energy drinks sector in the United States, as well as globally. Red Bull has the greatest global market share, with 7.5 billion cans sold in 2019. Competitors have an unfair edge over dominant corporations.
· FAST GROWTH IN SALES: Sales climbed by 37 percent in India, 30 percent in Brazil, 25 percent in Africa, 15 percent in Germany, 12 percent in Austria, 12 percent in Eastern Europe, and 9 percent in the United States in 2019. Increased sales translate into more revenues and profitability.
· INTENSIVE MARKETING: Red Bull employs a comprehensive marketing plan that includes social media and sports. Red Bull Racing is the third-best Formula One team in the world, and the company also sponsors hundreds of athletes and teams from all over the world.
· PRESENT GLOBALLY : Red Bull operates in a variety of markets around the world, from America to Europe, Africa, Asia, and Australia. Having a large global footprint improves stability and promotes long-term growth.
· STRONG BRANDING: Since its inception, Red Bull has been constant in its positioning with the unique and memorable slogan "Gives You Wings." The corporation has built a powerful brand worth $9.9 billion, 
· EFFICIENT SUPPLY CHAIN: It has built a very successful supply chain that includes dependable suppliers and dedicated distributors. This has eliminated bottlenecks and ensured that raw materials are always available and that retail locations around the world are adequately stocked.
· YOTH ICON: Red Bull has cultivated a youthful image for its brand and efficiently uses all channels to entice teenagers from all over the world.
· DIVERSIFIED PORTFOLIO OF COMPANY: While energy drinks account for the majority of Red Bull's earnings, the company is also involved in vehicle racing, air racing, auto manufacturing and assembly, and the arts.
RED BULL’S WEAKNESSES:
· LACK OF VARIETY: Consumers demand options regardless of the products available on the market. Red Bull has a wide range of products to offer, including iced tea, fruit beverages, snacks, and sweets, but the corporation only offers two: sugar-rich and sugar-free energy drinks.
· OFFERING UNHEALTHY PRODUCTS: Consumers are becoming more health-conscious and are turning away from sugared and unhealthy items. Red Bull, unfortunately, is resistant to change and continues to rely on dangerous energy drinks.
· PATENT ENFORCEMENT DIFFICULTIES: Red Bull's recipe is difficult to protect because the corporation did not create the ingredients. Any manufacturer can make a product that tastes almost identical to Red Bull yet differs slightly in taste and get away with it.
· VERY EXPENSIVE: Products that are positioned and advertised as premium and have unreasonably high price tags have a hard time attracting middle and lower class customers. It also puts businesses at risk of losing consumers and market share to newcomers with lower-cost items.
RED BULL’S OPPORTUNITIES:
· FOCUS ON EMERGING MARKETS: Red Bull's main markets are the United States and Europe, although both are saturated with multiple brands vying for market share. Red Bull can concentrate on emerging nations in Asia, Africa, and Latin America, where the middle class is increasing, the economy is improving, and the market is yet untapped.
· INTRODUCE HEALTHY PRODUCTS: As the number of health-conscious consumers grows, Red Bull will be able to invest more in R&D to develop and market healthier products. This will allow the organisation to capitalise on the growing demand for nutritious foods and beverages.
· FULLY ENGAGE IN SPORTS: Red Bull may expand into sports for business goals because of its years of expertise as a sponsor in sports. For example, it may concentrate on making Red Bull Racing the greatest in Formula One.
· INCREASE PRODUCT LINES:  Red Bull can expand its product lines to include greater diversity, more tastes, and a broader market segment.
RED BULL’S THREATS:
· Tougher Regulations: Countries are battling the incidence of lifestyle diseases. Governments may opt to enact stricter rules in the future to target items with unhealthy substances.
· Imitations Have Increased: Consumers all over the world are drinking energy beverages that taste and look exactly like Red Bull, mistaking them for the real thing. Red Bull's profitability will be further endangered when more emerging economies acquire the technology to duplicate valuable products.
· Increasing Health Awareness: Red Bull, like most energy beverages, contains unhealthy substances including caffeine, concentrates, flavours, and so on. As a result, the brand is extremely exposed to the growing number of health-conscious consumers. Red Bull's revenues and profitability may drop as more consumers choose healthier options including water, juice, and milk.
· INCREASING COMPETITION: Aside from Monster, Red Bull faces stiff competition from tiny companies that target niches with high-quality but lower-cost energy beverages. Red Bull's global supremacy could be threatened if competition from these competitors grows significantly.
· Looming Global Recession: During times of economic hardship, high-end luxury items are the first to be deleted from the budget. Because Red Bull's goods are pricey luxury items, its revenues and profitability are endangered by the approaching recession.
· GLOBAL PANDEMIC: Red Bull's products are drunk in social gatherings such as sporting events and parties, resulting in a global pandemic. With the entire world adopting social separation and sporting events being postponed till further notice, the chances of selling things are dwindling.

ADVANTAGES OF SWOT ANALYSIS:
SWOT Analysis is useful for developing and selecting strategies. It's a powerful weapon, but there's a lot of room for interpretation. It works better as a guidance rather than a prescription. Successful businesses capitalise on their advantages, address their deficiencies, and guard against internal and external dangers. They also keep an eye on their general business environment and are faster than their competitors in recognising and exploiting new opportunities.
The SWOT analysis aids strategic planning in the following ways:
· It serves as a resource for strategic planning.
· Strengthens the organisation.
· Reverse its shortcomings.
· Increase its ability to respond to opportunities.
· Overcome the threats to the organisation.
· It aids in the identification of the company's core strengths.
· It aids in the formulation of strategic planning objectives.
· It aids with understanding.
SWOT Analysis provides information that aids in the synchronisation of a company's resources and capabilities with its competitive environment.


LIMITATIONS OF SWOT ANALYSIS:
SWOT Analysis is not without its drawbacks. It may cause corporations to see situations as simple, causing them to overlook critical strategic contacts that may develop. Furthermore, given the high level of uncertainty in the market, categorising elements such as strengths, weaknesses, opportunities, and threats may be subjective. Although SWOT Analysis emphasises the importance of these four factors, it does not explain how an organisation may determine these factors for itself. There are some limits to SWOT Analysis that are beyond management's control. Among them are:
Price increases; inputs/raw materials; government regulation; the economy; finding a new market for a product that does not have an international market due to import limitations; and so on.
SEGMENTATION, TARGETING AND POSITIONING
By splitting the population into several groups, Red Bull segmentation, targeting, and positioning describes which precise group of the population the corporation targets in order to market their energy beverages to.

SEGMENTATION:
· DEMOGRAPHIC SEGMENTATION: Demographic segmentation divides the market into groups based on criteria such as age, gender, income, employment, and so on; these demographic variables are so popular with marketers that they are frequently linked to the requirements and wants of consumers. Variables for segmentation are easily measured. The demographic factors that were utilised to segment markets are listed below. Bachelors, youth, and professionals are the companies' primary target audiences. Red Bull divides its client base into age groups as follows:
1. AGE: Customers aged 16 to 30 make up the majority of the client base. They account for the majority of the sales of their other red bull soda brands. Red Bull released a zero-calorie and special edition (cool breeze) for middle-aged and older people.
2. GENDER: Although girls are a part of their customer base, they mostly target males.
3. INCOME:  Red Bull is associated with a particular level of luxury, and thus caters to a market segment that is 'well off' financially.
4. OCCUPATION: Students, professionals, sports fans, and athletes
· GEOGRAPHIC SEGMENTATION: Geographic segmentation divides the market based on its physical location. There are many schemes for different geographical units such as states, regions, and cities in geographic segmentation. Rural and urban markets are the most common divisions. Markets were segmented using geographic factors in the following ways:
· PSYCHOGRAPHIC SEGMENTATION:  It is a discipline that employs psychology to better understand consumer psychology. With evolving marketing, Red Bull is constantly attempting to keep up with new trends and develop new tastes and offers in order to attract more people.
POSITIONING: Red Bull has a diverse product line and a strong brand image. The positioning of the company is based on these two basic elements.
The corporation has a number of assets from which it can benefit, one of which is its brand image. Red Bull is known for reaching out to and sponsoring many sporting events throughout the world, as well as being active in the fields of physical and mental health.
The slogan "Red Bull gives you wings" is obviously not about actual wings, but it has the capacity to change one's perspective. People may conquer the world and handle difficult everyday tasks with a sip of this refreshing and wonderful drink, according to the concept. Because individuals these days are hustling and continuously on the move, it is critical for brands to cater to that environment. Red Bull's image has been crafted to reflect the frenetic and energetic lifestyle that the majority of people lead these days.

Red Bull distinguishes itself by offering a quality product at a premium price. When it comes to luxury products, however, there are some additional things to consider. Superior service and distribution, for example.
This company's distribution is very convenient, as it targets a wide range of people in various scenarios. From a vending machine in a grocery store or supermarket to a sports stadium, event venues, nightclubs, and bars, vending machines may be found everywhere. Many competitors do not provide the ability to purchase things from such a diverse range of destinations.
Red Bull's most recent smart move is to provide free beverages to university students for usage at parties and social gatherings. This is not only a manner of demonstrating personal worth and care, but it is also a more cost-effective and efficient technique of conducting market research.
TARGETING: They are concentrating their efforts in places where Red Bull has no or a small market. Teenagers and college students (13 to 21 years), young adults (21 to 35 years) or working professionals are the demographic sector they are mostly targeting. They targeted the socioeconomic classes a2, b1, and b2 in psychographic segmentation. They were targeting first-time users as well as habitual users, according to behavioural segmentation. To increase their visibility, they target supermarkets, movie theatres, and even pubs and restaurants.
Conclusion
The report critically appraised how an organization can create the customer journey across various communication channels to ensure current and future stakeholder expectations. The report also demonstrated that innovation might lead to new products and services and new manufacturing processes. Analysis showed that, in the changing marketing environment, every company must decide what to provide for customers and how to serve, bringing value for the company. Red Bull was selected to appraise critically because Red Bull’s applied for an effective market entry in its early days to cross the chasm. They managed to use the segmentation and marketing efforts. And Red Bull applied a broad perspective of Innovative strategies in the entry level in the soft drink industry.
MARKETING MIX
PRODUCT: Another company, Krating Daeng, makes non-carbonated drinks in a gold short can. Krating Daeng was created in Thailand and was the inspiration for Red Bull at the time. There was a thought to make a drink with roughly comparable ingredients.
However, several changes were made to suit the western palate and make it carbonated. Red Bull came up with the following component list: caffeine, taurine, Vitamin B, sucrose, and glucose. The final element is aimed for workaholics, athletes, and, why not, those who just want to have a good time. Young people nowadays choose healthier options, thus Red Bull introduced a sugar-free drink option. Red Bull SugarFree contains aspartame and acesulfame K as sugar and glucose substitutes.
PRICING:  The energy drink market is large and competitive. Red Bull, on the other hand, is a market leader. As a result, this company's pricing strategy is that of a market leader, but competitors' pricing is also taken into account.
The fascinating thing about this business is that even if they wanted to sell their items at a premium price, customers would still buy them because of the high quality. Because Red Bull was the first in this field, its popularity is unlikely to wane. Another unusual aspect of this company's pricing is that their drinks are less expensive when purchased in bulk rather than individually.
PLACE: Red Bull's distribution system is so effective that in 2015, it sold approximately 5.9 billion cans all over the world. This company's products can be found not only in supermarkets and convenience stores, but also at nightclubs, bars, and even casinos, as previously stated.
Their products are sometimes placed in Red Bull-exclusive refrigerators to make them more visible to customers while grocery shopping or in a bar. Although it may appear strange that these drinks are sold in bars and nightclubs, they are an excellent complement to a variety of beverages, whether for flavour or simply to stay up all night and have fun. When ordering Red Bulls online, clients have the option of buying or renting.
PROMOTION: The major goal of this corporation is athletes, with a motto like "Red Bull gives you wings." As a result, it's only natural for this corporation to support important athletic events and teams. Mountain biking, motocross, windsurfing, surfing, skating, Red Bull Startos, Red Bull Foxhunt, Red Bull Cape Fear, Red Bull BC One, Red Bull Battle Grounds, and other activities are among them. Sports are not, however, their primary interest. They also offer a Red Bull House of Art, where artists can showcase their work for three months straight through shows.
There's also Red Bull TV, which broadcasts music festivals, films, performances, and videos on laptops, desktop computers, mobile phones, and other technical devices.
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