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Combine this with their large investment in extreme sport events the question is what will be their next stop
keep on being innovating and attracting. In order to have a coherence of thought and clarity the dissertation
paper will be structured as below: Abstract Chapter 1 Introduction Chapter 2 Literature Review Chapter 3
Research Methodology Chapter 4 Findings and Discussion Chapter 5 Conclusion Recommendation
References Appendices The dissertation will generally follow the flow and substance outlined in the body of
this proposal. Another inconvenient could be the big risk Red Bull would be undertaking by focusing part of
its marketing on an older market. Red Bull does not sell an energy drink they sell a lifestyle choice. High
marketing costs: Maturity in developed markets makes promotion harder than in the past, including higher
marketing cost. As it is an energy drink and has proven that it can revitalize the body and mind, it fits as an
advantage in the rational sense. I think, although Red Bull has been extremely successful in the past, times
have changed and the company and products should change with it, otherwise we probably lose market share
to the tremendous increased number of competitors in no time. Red Bull has built a brand reputation it cannot
overlook: an anti-brand with mystique. As an umbrella brand, we offer a wide range of premium media
products and compelling content across media channels as diverse as TV, mobile, digital, audio, and print,
with core media offerings that appeal to a global audience. Red Bull defines the whole of these consumers as
Generation Y because they are not only active males but also active students who need the energy to study all
night long. In other countries the price could be a bit different. Along with supplies of few cases of the drinks,
the company supplies a Red Bull Branded Cooler and other Promotional materials. This generates high costs
for the production and shipping. The strong point for the marketing of Red Bull in UK is the strong
distribution set up it holds in there. Red Bull also have a secondary target market of older consumers in
general ranging from 25 to 45 years old. Promising and delivering benefits that no other drink can offer. Red
Bull, on the other hand, is less innovative and does not use unique selling position. It is important to use both
secondary and primary sources of information to achieve the goal and objectives of the study. Moreover in
many countries there are strict rules on the products that contains caffeine. Therefore I think it is time to
advertise more in general public to response a bigger target group. Red Bull was well stocked in clubs, where
it became the drink of choice. Negative publicity: The worldwide media reports about Red Bull as harmful for
health. One thing that they can do in order to improve their product placement is start Red Bull kiosks. What
can it do to increase sales and retain its market share? The market for healthy drinks is getting bigger and more
and more people prefer to drink healthy. Instead of focusing on the youth, it could consider including adults
and young at heart adults. Red Bull often gives free drinks to attract new costumers. I know they are still doing
it, but mostly on sport events. But now their also offer different sizes and flavours.


