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[bookmark: _olhu44capel]Executive Summary
The Red Bull Brand Audit is a comprehensive brand analysis of the company's success, performance, and the factors that contributed to the success of the brand. In addition to identifying the brand strategy of the brand and a complete inventory and exploratory of Red Bull, key recommendations are suggested to improve overall brand equity and image. The overall results of the prior research studies, campaigns, and foundation of the Red Bull show the potential for growth in the future. Through competitor analyses, marketing strategies, and product sales can determine the depth and breadth of brand awareness, brand image, and necessary points of parity and points of difference with respect to the brand's competition​​. As Red Bull's product lines have originally started from one simple energy drink with a slim, blue, and silver design, it has evolved to be the world's number one leading energy drink which can be difficult to improve further, but there is always the potential for development and magnification.
Company History and Background
Originated in Austria in 1987 by a businessman named Dietrich Mateschitz who sold toothpaste before creating the company known as Red Bull. Matesschitz originally came up with the idea for Red Bull when traveling between Asia and Europe drinking coffees and teas that were browning his teeth and saw locals in Asia drinking an existing energy drink called, Krating Daeng. Using the drink and adjusting the formula to suit Westerners, he created Red Bull to help him with his travels and cure his jet lag. Originally helping give energy to Thai blue-collar workers, it would become an international company that would expand the slim, blue and silver can into more flavors and sugar-free formulas (Wikimedia Foundation).
The slogan, "Red Bull gives you wiiings," generates awareness around the brand as a brand myth when it comes to their marketing strategy and events such as Red Bull Flugtag, Red Bull Air Race, and Red Bull Stratos Space, and much more. Red Bull is currently the number one leading energy drink beverage in comparison to competitors such as Monster, Rockstar, Bang, Celcius, and more. In addition, they are the only energy drink with their own sports teams as they are NSF certified for sports to maintain a healthy lifestyle for the sports and their athletes (Red Bull Energy Drink). For the success of Red Bull, they rely on the consumption occasions to omit their brand mission to "vitalize the body and mind" for its consumers. The brand of Red Bull is proven successful, not just because of its products, but its ability to push the brand lifestyle.
Brand Inventory
Target Market
	Red Bull's overall target market can be found on the slim, blue and silver can itself stating it is appreciated "worldwide by top athletes, busy professionals, college students, and travelers on long journeys." It is made clear that they advertise to the 18+ demographic as there are more restrictions on teenage consumption of caffeine.  In the position that Red Bull takes, it has proven that it knows its target market through clear and consistent marketing tactics and various organized events. Red Bull signifying how the products boost cognitive and physical performance is exactly what the target market looks for as the brand positioning is clear, concise, and constant (Kong).
Brand Elements
	The name "Red Bull was coined from the original drink Mateschitz was inspired by called "Krating Daeng," ​​where "in Thai, daeng means red, and a krating (known in English as a gaur or Indian bison) is a large species of wild bovine native to the Indian subcontinent" (Wikimedia Foundation). The red and yellow logo of Red Bull contains two bulls charging at each other in front of a golden sun representing power, risk-taking, and aggressiveness, whereas the blue and silver symbolize intellect (Kevsezer). The slogan, "Red Bull gives you wiings," refers to the brand myth that represents the energy and boost that comes with the product. The wings are a symbol as they tie into the various marketing strategies that push the brand and lifestyle. The last notable element is the infamous Red Bull Mini Cooper which is a custom, branded mini cooper that has a large Red Bull can reaching up to 8 feet in height and has a cooler in the trunk for employees to sample. This mini cooper can only be driven by Student Marketeers and incentivizes entry point consumers to try the product and potentially work for Red Bull in the future.
Brand Mantra
	Red Bull's brand mantra is "Red Bull gives you wiiings," as a core message building the entire brand around this message. This core message allows brands to stay consistent with their branding. Along with their brand mantra is the brand promise, which is listed on the can, stating it "vitalizes the body and mind," as it is intended to ​​it will increase performance, concentration, reaction speed, vigilance, and even well-being.
Brand Personality and Architecture
	Red Bull's brand personality traits embody the lifestyle of consumers, employees, and the brand mantra that they communicate to their target market. These traits can include, but are not limited to: innovative, professional, self-confident, mystic, creative, relaxed, unpredictable, genuine, non-conformist, self-ironic, ingenious, and anti-authoritarian. One of the most important personality traits they implement into their marketing strategies includes self-irony due to the brand mantra and events to undermine the idea of "wings," such as Red Bull Flugtag where they launch a flying machine into the sea or Red Bull Stratos, a high altitude skydiving project from the edge of space.
	As the brand focuses on the creation of energy drinks, it contains a free and wild spirit that focuses on product and quality. It stays relevant as a beverage because of its impact in the sporting world where it becomes a high price category due to its high comparative quality. Along with the target market being able to hit a larger number of consumers, the sleek can, product benefits, and personality captivate entry point consumers to build loyalty, community, and freedom. In terms of reaching non-users, it can be seen from the amount of marketing focused on university-specific entry-point consumers in order to make them a more dedicated and loyal consumers as years progress. 
Competitor Analysis
	As the fight to become the number one beverage drink grows, Red Bull's main competitors include Monster Energy, Rockstar, and Bang Energy. In some instances, it can also compete with brands such as Coca-Cola Company and PepsiCo due to their collaboration and partnership with Monster Energy and Mtn Dew Kickstart. The reason for the very few competitors, in such a big market, is due to the very little market share of other companies involved in the market. An example of the argument is NOS Energy Drinks. Since being introduced on the market in 2005 the company quickly fell behind its competitors which today has resulted in a market share of 3.9%. By comparing NOS with Red Bull we find it of no relevance to place the company as a competitor. 
	The main competitor, Monster Energy, is a North American energy drink that is well-known for its variety of flavors (34) as the core and main source of income. The energy drink is mostly advertised through sponsorships via sporting events and especially motocross, car racing, snowboarding, skateboarding, and others. As a new tactic, Monster Energy also started sponsoring esports events. Differentiating key factors between the two brands include Red Bull being the only drink with its own athletes as it is NSF certified for sports whereas Monster depends on partnerships and sponsorships. Along with events, Monster's variety of flavors gives consumers more choices alluding to how regular users continually buy the products. Red Bull consumers are sometimes unaware that Red Bull has more products aside from their infamous original flavor. For entry point consumers, most Red Bull users become attached to the original flavor before trying the other editions provided, but for Monster, it is the opposite. 
Brand Exploratory
Media
	Interpreting Red Bull media across its brand and product category shows that the brand encapsulates just about everything the sports industry produces and sells. A catch-all term covering live events, media rights, sponsorship packaging, hospitality experiences, and everything in between, there is no mistaking that content is Red Bull's forte (Why Red Bull Media House is the 'king of content'). Gerrit Meier, Red Bull's Media Network Chief Executive states, "I think the perception is that we're doing a lot and because everything is not connected necessarily it's sometimes hard to get your head around exactly how it all fits." This can infer that the brand is connected through every link that is pertinent to the content chain. With the energy drink that adheres to multiple consumption occasions such as studying, working, fitness, gaming, and more, the scope of the company's advertising tactics can embody the lifestyle that Red Bull is. 
Marketing Strategies
	The overall foundation for the marketing strategy that Red Bull implements are always promoting the philosophy for the lives of its customers with advertisements and campaigns. The content marketing is specifically planned by covering topics that interest the target audience with extreme sports, concerts, and music festivals, by selling the brand and not the product. This creates an association with occasion with the product they love. The content can also be published in videos, blogs, and social media, which the target audience can consume online if it's not experiential. The marketing strategy focuses 20% each on content-based marketing, gen-z oriented marketing, inexpensive satirical advertisements, organized sporting events, and sponsorship of sporting events (​​Vyshnavi).
Marketing Programs
	In terms of marketing programs, to make sure Red Bull increases entry-point consumers, they heavily focus and rely on entry point consumers to drive their brand in the long run. By working with influencers or developers to bring brand awareness, it inspires the younger audiences to be more active and adventurous bringing authenticity and loyal consumers. To drive this effort, they have a student job program for college students to bring more brand awareness to student projects and events while bringing the lifestyle to non-users. The student job, also known as Student Marketeer, drives awareness from the infamous "Red Bull Mini Cooper" to give products to students, or leading global student projects such as Red Bull Campus Clutch, Red Bull Basement, or Red Bull Can You Make It? by aiming to have new users seek the product out on their own.
Brand Development
IMC Proposal
	As Red Bull lacks a variety of editions in the market, they continue to push for more products with continuous Summer and Winter editions. Though consumers are more sold on the brand of Red Bull, regardless of the products being offered on the market, they should begin to continue more editions to be more recognizable. Red Bull's consumers ideally recognize the original flavor as no cans have ever surpassed its popularity of it, but with more editions, there could be available to on-premise markets to sell the drinks consumers know best such as Trash Cans, Red Bull Vodkas, and Tropical Tequilas. This can give an opportunity to enhance the proprietary value of patented drinks. Compared to their main competitor Monster, Monster has developed relationships with their consumers through the use of their flavors.
	In addition to their lack of products, the Red Bull target market limits the number of consumers regionally. Since their product is the most expensive energy drink, it becomes difficult to advertise to the middle and lower classes. Along with a target audience inviting college students, professionals, and more, it targets larger city areas where the most used demographic is mostly higher income and college-educated. As Monster regionally wins in areas of farmland and blue-collar workers, Red Bull can advertise to areas where blue-collar workers interact. Having products in off-premise accounts such as convenience stores on highways or roads can help drivers, construction, and more get more use out of the product. Expanding this target market can also involve more events to appeal to laborers similar to how Monster uses their infamous Monster trucks at rallies. Tending to more farm or suburban land by implementing more on and off-premise accounts, culture events, and daily interaction with the brand can attract Red Bull users.
The opportunity lies in being able to focus on emerging markets internationally as well since it has an established global presence. As Red Bull has expanded its global presence from America to Europe, Asia, Africa, and Australia, it enhances stability and fuels long-term growth, but as competitors rise, it becomes more saturated for market share. If Red Bull were to focus on emerging markets in Asia, Africa, and Latin America, it could benefit from the growing middle-class and improved economic situations for a multinational brand. 
Conclusion
	Overall, it is no surprise that Red Bull does an extraordinary job of selling not only the product but the brand to their consumers. The current model of the lifestyle the brand implements in the lives of employees and consumers shows how Red Bull successfully used their marketing strategies and tactics to stay dominant in the market for over 30 years. Using tactics such as content strategy with major media outlets, colossal publicity stunts that captivate, and marketing prowess from the creation of events shows how Red Bull puts its target market's interests first. Though Red Bull continues to dominate the market, ways to improve for the company come with the opportunity to enhance and advertise the multitude of products, expand on regional target markets, and focus on emerging markets globally. With their current marketing and content strategy, there is no doubt that Red Bull can succeed with these recommendations.
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