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Chapter I. The Role of Marketing in Creating Value for Customers.
[bookmark: _Hlk49681829]   Definition of the market concept. Marketing concept say that in order to achieve company organisational goals, the company had to know what consumers of the target market needs and wants better, and much more the company should full fill these needs better than competitors.   Kotler and Armstrong (2018)
   The marketing concept have four base elements:
· target market is a group of potential consumers to which the company want to offer a product or service to get value in exchange. Red Bull target market is formed of active people (athletes, sport personalities, students and professionals).   (Red Bull Website)
· customer needs – are reasons who make a customer to buy a product or service. Red Bull satisfy the customers need of being revitalised after drinking his energy drink.  (Red Bull Website)
· integrated market is a plan that evaluate and combine the company`s advertising, sale promotions, direct marketing and social media, to have a maximum impact on communication with the consumer. Red bull excel on all this aspects: advertising through sponsorships and events held; direct marketing – through tv, radio with the well known slogan “Red Bull give you wings”; online social media – huge presence on all platforms with millions of subscribers and watchers (Facebook, You tube, Instagram, Twitter etc).     (Red Bull You Tube/Facebook)
· [bookmark: _Hlk49710458]profitability is the company`s ability to use its resources to generate more revenue than what it cost in expense. Red Bull production cost for a can is £ 0.06, and the retail price in supermarkets and grocery shops for consumers is around £ 1.20. The acquisition price for supermarkets and grocery shops is probably around £0.80. That means more than 12 times profit for Red Bull, which is a huge profit whished-for any business.   Athletic Interest Channel (2020) 

   How do Marketing add Value to Customers
   For more than three decades Red Bull has been positioned on first place in world on Energy Drink Market. In 2019, the company sold 7.5 billions cans worldwide, this thing is attesting the company popularity and its brand recognition almost everywhere in world.   Higher sales for a business is related to economic growth, expansion, creating new jobs and higher taxes paid to Govern.    (Red Bull Website)
    Nowadays its looking like Red Bull primary goal is not to sell cans. If someone who don’t know nothing about Red Bull it is going to take a first impression about Red Bull Website Homepage, certainly he will not be able to say that Red Bull is selling energy drinks. Red Bull has put its consumers at the core of its brand. Nowadays, Red Bull is focusing on the activities what his customers love to do. The main page of Red Bull Website is full of different advertises about Formula 1, mountain climbing, Tour de France cycling, snowboarding, skateboarding etc. Through this advertising Red Bull is sending a message: “if you want to do something really exciting, you should have a Red Bull first.”    (Red Bull Website)   
   Not only Red Bull is highly present on online social media (Facebook 48 mil followers, You Tube 9 mil followers + videos hitting 100 mil views), the company create its own multi-media platform Red Bull House Media, where is sharing videos and television formats, and have the mission to inspire. Much more the company own a magazine Red Bulletin, who is covering sport, action, adventure, music, culture, night life and innovation. The magazine focus is on high achievers and adventure seekers, impossible feats and incredible endeavours that inspire.      (Red Bull Website) (Red Bull Media House)
   Red Bull find influencers who share common core value with its brand and keep up with their content creation and sharing. Red bull includes celebrities (is well known that celebrities have a strong influence among their fans) in its promo spots to connect more with consumers. Ngongang (2017)
   Red Bull is influencing the market trends. In 2012 Red Bull spend more than $60 millions on Red Bull Stratos project. Baumgartner, a skydiver, was breaking to world records by jumping from space at 39 km altitude with a spacesuit and just a parachute and reach the speed of 1.25 Mach (840 mph). The event was seen live by more than 50 million people and following days more tens of millions. According to Forbes, this project generate in revenue nearly $ 6 billion. (Forbes)
   Branding. Brand is a name, design, symbol or other feature who identify and distinct one company`s products from other products of different companies. Brand is a key element in company, brand represent consumers perception about a product/service and its performance. Brand is the major asset of a company, not the buildings, equipment etc.    Kotler and Armstrong (2018)
   Brand value is the total financial value of brand. According to Forbes, Red Bull GmbH have a brand value of $ 11.1 billions and get #69 place in top World Most Valuable Brands 2020.
   Brand name come from an energy drink from Thailand named Krating Daeng, which means Red Gaurs (gaur is a large wild bovine in Asia). As well the logo, come from the same drink, have two charging bulls who represent the power, red colour of the bulls represents the perseverance and the sun in the back represent the energy.      (Red Bull Website)
   Branding advantages:  
· using the same graphic elements and words will form the brand identity. Red Bull brand identity is formed more than three decades ago by his logo (2 bulls fighting) and the slogan “Red Bull give you wings.”    (Red Bull Website)
· brand recognition, when consumers recognize the brand they became loyal to brand and trust the brand.
· experience and reliability. Red Bull have more than 30 years on market and is still on the market, this help to build a strong brand image.
· brand loyalty allow the company to charge a premium. The company could practice higher prices without loose its customers. Red Bull have the highest prices on market compared to its competitors and is still having the largest number of cans sold in the market (7.5 billion cans sold in 2019).   (Red Bull Website)
· a strong brand helps the company to recruit professional workers.
· provide some defence against other competitor marketing actions.
· brand credibility allow company to easy launch line and brand extension.
· branding helps the company to become the market leader, as we have seen in the last three decades.
  The Ansoff Matrix. Ansoff Matrix is a strategic tool used to aid the strategic thrust, which define the future direction of business. The matrix shows four strategies, as we can see in Diagram 1, that can be used to help a firm grow and also analyses the risk associated with each strategy.   Luck (2010)
    Market Penetration. Market penetration means selling more of the company existing product on the same market. This is the least risky strategy of the four. The market penetration can be executed in various ways:
· acquiring a competitor in the same market.
· encourage the actual customers to buy more of the existing product.
· decrease price to attract new customer on the same market.
· Increase the company market share of current products by increasing promotion and distribution.
  For Market Penetration Red Bull is keeping his high prices (according to its competitors) on the same levels, but is increasing his promotion and advertising.
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         Diagram 1. Source: Parrish Ansoff’s Matrix for Creative Business Development
   Product Development. Product Development is a growth strategy where the company aim to develop new products on the same market to acquire new customer segments. This strategy could be implemented by few methods:
· acquire a competitor`s product to create a new product for its company that better fill the needs of consumers, but for the same market.
· make partnerships to get access to partner`s distribution channels
· invest in innovation, research and development to create new product.
   Along the years using product development strategy, Red Bull has create by itself new products for the existing market like: Red Bull sugar-free, Red Bull Editions (different flavours) and Red Bull Energy shot.
   Market Development. Marketing development is a growth strategy used by company to sell its existing products to new customers segment. This strategy may be done by following approaches:
· geographical: the company make the product available in new countries.
· regional: the company enter with the product on new market segment.
·    Red Bull is using marketing development strategy by 1992 when it enters new markets in: Hungary, Slovakia and then Germany, UK and so on. After this point Red Bull expand to new markets continuously and nowadays is present in 171 countries.   Athletic Interest Channel (2020) 
   Diversification. Diversification growth strategy means the company enter new market with new products. This is the mostly risky strategy of the four.
   Red Bull company was using this strategy with his organic line of products made 100% from organic sources. It first starts with simply Cola (a rival for Coca Cola and Pepsi Co) then slowly diversify with Lemon bitter, Ginger ale, Tonic water and viva Mate.  (Red Bull Organics)

[bookmark: _Hlk49711798]Chapter II. Stakeholder engagement and their impact on the marketing activities of an organisation.
   Stakeholders definition. A stakeholder is an individual or group who have a legitimate interest in a company decisions and actions; stakeholders could affect or be affected by the company actions.  
   Stakeholders are grouped in primary stakeholders (who are directly affected by company actions) and secondary stakeholders (who are indirectly affected by company actions).
   Primary or Internal Stakeholders - are individuals or groups within the organisation. Internal stakeholders take part in the management of the company, they can influence and be influenced by the success or failure of the business as they have vested interest in the company. Internal stakeholders types:
· Employees. Employees are the group of people who work for the company for remuneration. At the end of 2019, Red Bull GmbH had 12.736 employees in 171 counties.   (Red Bull Website)
· Owners. Owners are the group or individual who own the company. Red Bull GmbH have 3 owners with the following shares: 49% Chaleo Yoovidhya, 2% Chaleo Yoovidhya`s eldest son and 49% Dietrich Mateschitz who is Red Bull CEO. After Yoovidhya passed away, his family members share his 49%.   Lockett (2016)
· Directors. Directors are the group of individuals who control the company.
· Managers. Managers are persons who manage specific departments.
   Secondary or External Stakeholders – are outside parties which form part of organisation environment. External stakeholders are interested parties who are not part of the management of the company, but they are indirectly affected by the work of the business. External stakeholders types:
· Suppliers. Suppliers are organisations that provide inputs for the company like raw materials, equipment, packing materials etc. Some of Red Bull ingredients like taurine, caffeine and vitamins are synthetically produced by pharmaceutical companies. Aluminium cans are supplied by a packing specialist company.
· Consumers. Basically, the consumers are considered the king of the business, because the consumers will be that who will use the products and the whole business depends of their needs, wants and desires. Red Bull consumers are mainly: athletes, students, professionals and drivers.   (Red Bull Website)
· Creditors. Creditors are the financial institutions who provide funds to company. Red Bull is not working with financial institutions to fund the company, the company is financed from operating cash flow. (Red Bull Website)
· Intermediaries. Intermediaries create a link between company and consumers. They are the marketing channels (retailers, wholesalers). Red Bull use intermediaries like supermarkets, grocery stores, bars, night clubs etc.
· Competitors. Competitors are the rival companies who compete for the materials and share of the market. Red Bull have some serious competitors like Monster (the strongest competitor, its 2nd position on Energy Drinks Market), Rockstar, Dr Pepper, Coca-Cola, Pepsi Co and Nestle.
· Society. Any company have its responsibility towards society because it is using the society valuable resources. Red Bull GmbH use aluminium 100 % recyclable cans.
· Government. Any company is guided and controlled by government rules and regulations. Government could set some rules about how businesses operate, how business decisions are made and how people are treated in company. Much more, in UK , Government have some restriction who affect Red Bull: UK sugar tax (this tax aims to reduce consume of soft drinks with high content of sugar) and age restriction (children under 16 are banned from buying energy drinks).




   Conclusion and Recommendation
   The aggressive marketing strategy and loads of sponsorship help Red Bull to gain and maintain the leading place in Energy Drink Market for more than three decades. Over the time, Red Bull build a strong and powerful brand which is easy to recognise and well known worldwide. To maintain his position as leader on its market Red Bull GmbH could adopt some strategies like:
· Expand product line by adding new favours. For example Monster offer its energy drinks in 36 flavours, Red Bull in just 8 Flavours.
· Develop new products addressed for the female market.
· Develop new products who contain organics materials to full fill the trend for a healthier life based on organics products.
· Form a strategic partnership whit an alcoholic products company, and develop a new product premixed with spirit and gain access to a completely new market.

                                               “Red Bull give you wings.”
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