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This national campaign was designed to target males 25-34 who make a comfortable living 
and live the bachelor lifestyle. In order to target this audience it is imperative to appeal to 
their niche market. Studies show that males 25-34 are the most interested in innovation 
and healthier drinks out of all of the consumer markets. Therefore, the primary marketing 
and advertising will be based around the promotion of the sugar-free and flavored energy 
drinks in Red Bull’s extended line. With the core consumer of Red Bull energy drinks there is 
an opportunity to not only shed negative stereotypes and associated buzzwords, such as 
unhealthy and flavorless, but to also maximize on a target market that is often not the 
primary focus of aggressive media campaigns from competitors such as Monster and 
Rockstar. Red Bull is known for its flashy campaigns and sponsorships with extreme sports 
but in order to market effectively to a target audience that is currently in their bachelor 
stage and will eventually be transitioning to settle down in the coming years it is pertinent 
to choose the correct media vehicles and campaign scope. The media tactics that will best 
reach the audience are sports magazines, ads on websites often trafficked by the audience, 
sponsorship of events, television spots, and social media outlets such as Facebook, 
Instagram, YouTube and Twitter.

Executive Summary
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Marketing Situation Analysis
● Energy drink market continuing to increase
● Expected growth between 2016-2021 is 3.1%
● Reached $13.1 billion in sales
● Expected to reach $19.1 billion in sales by 2021

Industry Review

● Competitive market share
● Red Bull are the market leaders
● Energy drinks highly popular with males ages 18-34

Source: http://clients1.ibisworld.com.ezproxy.lib.usf.edu/reports/us/industry/majorcompanies.aspx?entid=4205 
http://academic.mintel.com.ezproxy.lib.usf.edu/display/793197/ 
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Source: http://energydrink-us.redbull.com/en

Marketing Situation Analysis
  Marketing Mix

Price:
Individual Can: $2.99
Multi 4-pack: $7.99
Club/Bar/Vending Machine/Event: Premium price ($4-8)

Place:
Found in 171 countries all over the world.
Convenience stores, grocery stores, gas stations, and vending 
machines
Also found in nightlife scenes: Bars/Clubs/Casinos/Sporting 
Events

Promotion:
Alternative, eye catching, and iconic means of promoting.
Red Bull Girls at sporting events, creative stunts, classic imagery.

Product:
Special Edition flavors, Sugar Free, Zero Carb, Original.
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• Who: Predominantly 18-34, on-the-go generation, where these types of consumers are just 
starting in college or entering the workplace. 

 
• What: Red Bull is well known for its variety of different flavors, and even having summer editions 

of certain flavors, such as Grapefruit. 

• When: Summer, matches the brand’s tone and vision and is a popular time for Red Bull events.

• Where: Dispersed at several locations, such as grocery stores, gas stations, and convenience 
stores. 

• How: Primarily used as an energy boost drink, for people that need a quick boost at work or in 
athletics. 

• Why: Generally considered the number one energy drink choice as it has very popular brand 
recognition.

Marketing Situation Analysis
Consumer Analysis
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• The drink for the on-the-go, thrill 
seeking, and those who favor 
experiences and living their best life.

• Red Bull is regarded as a leading 
competitor in the industry and has a 
reputable name that both brand-users 
and non-brand users recognize.

• Red Bull has defined itself as the energy 
drink of choice for the millennial 
generation.

Marketing Situation Analysis
Current Positioning

Current 
Identity

Current 
Image

Lifestyle drink 
for extreme 

crowd

Only for sporty 
and young 
millennials
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• The energy drink market is saturated, 
making it hard for new and small 
companies to compete.

• Red Bull and Monster dominate the 
market share, with Rockstar a distant 
competitor. 

• Monster is similar to Red Bull in taste, but 
only targets males. It has two advantages 
over Red Bull in price ($1.88) and quantity 
which is double size of Red Bull.

• Rockstar is double the size and the price is 
$1.99 so it is cheaper than Red Bull.

Marketing Situation Analysis
Competitive AnalysisAs a
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Marketing Situation Analysis
SWOT Analysis

● Market leaders in the Energy Drink Industry
● Solid financial position due to leaders in the market
● Strong advertising campaigns
● Strong visionary and leadership by Dietrich Mateschitz, the owner of 

Red Bull. Globally recognized brand name

● Considered unhealthy due to the levels of sugar
● High in price, one 12 oz. can cost from $3.00 -$4.50
● Limited product line/flavors
● In recent times, a general negativity towards energy drinks has seen 

people going towards other alternatives for energy drinks

● To capitalize on the nutritional/healthy drink trends
● Create a wide product line
● Capitalize on growing markets
● Reach a new target audience
● Break the negative stigma that is seen towards energy drinks

● Unhealthy image, energy drinks are bad for you
● Competitors such as Monster and Rockstar target the same audience
● Energy shot drink industry
● Healthier alternatives that have a more positive image compared to 

Red Bull and other popular energy drinks

Source: https://research-methodology.net/red-bull-swot-analysis/  http://marketingdawn.com/swot-analysis-of-red-bull/ 111
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Red Bull and the energy drink industry has a plethora of uncontrollable variables. With the 
advancement of technology the landscape of social and cultural trends is starting to see a change. 
For instance, the trend of healthy eating is a social trend that is affecting the energy drink market 
and more importantly, Red Bull (IBISWorld). Additionally, Red Bull cans are mainly composed of 
aluminum. This presents an additional constraint on the sales of the product, as the cost of 
aluminum has seen a steady rise. The price of aluminum is expected to see a hefty rise in the next 
five years, extending to 2023 (IBISWorld). This could affect the prices of Red Bull and 
consequently the sales of the product and growth of the industry. Furthermore, the regulation of 
the industry also puts a constraint for energy drinks. According to IBISWorld regulation from the 
FDA is currently heavy and only expected to see further advancement, especially in the energy 
drink industry. Regulations currently include intake of caffeine levels and container sizes, with 
there also being proposed bans on the sale of energy drinks to minors in states such as Maryland 
and California (IBISWorld). Moreover, the industry does not have much governmental assistance 
for research and the energy drink industry, potentially stunting the growth of the industry and its 
economic prosperity.

Uncontrollable Variables
Marketing Situation Analysis
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• Puts minimal money into 
traditional advertising

• Leans on social media, 
viral advertising and 
events

• Focuses on extreme 
sporting events

• Spent $73 million on 
measurable media in 2012

Marketing Situation Analysis
Previous Campaigns

Source: 
http://adage.com/article/special-report-marketer-alist-2013/red-bull-stratos-https://www.huffingtonpost.com/201
2/10/15/red-bull-stratos-marketing_n_1966852.html
https://www.slideshare.net/RyanZSWAPMgmt/red-bull-marketing-analysis
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Marketing Objectives

• To enhance the Red Bull brand loyalty and awareness amongst current consumers.  
• To increase sales of Red Bull ‘Fruit-flavored’ edition drinks and sugar-free within 12 

months.
Source: 
http://d1y9uiksrn06av.cloudfront.net/wp-content/uploads/2014/12/red-bull.jpg 

Red Bull The Summer Edition

$66 million in the 52-weeks ending February 2017, 
+43% versus 2016

Red Bull Lime 
Edition

Introduced in early 
2017

Red Bull Sugar Free Energy Drink

$207 million in the 52-weeks ending February 2017, 
+10.1% versus 2016
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• Our main goal is to raise awareness to a different target audience. 

• We want to still keep Red Bull’s previous outlandish advertising campaign 
themes for our goal, but for our current campaign to be a better fit with our 
focused target audience. 

• The majority of those who are energy drink users are not brand loyal meaning 
those who drink Red Bull will also switch between several other brands such as 
NOS, Rockstar and Monster. 

• We would like to tap into our line of flavored drinks and sugar free drinks by 
having them at the forefront of our advertising. 

Advertising Objectives
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Males: 60.1%
Females: 39.9%

Current Users
Demographics

Gender:

Age:
Ages 18-24: 28.8%
Ages 25-34: 29.8%

Race:
White: 63.4%
Hispanic 20.5%

Marital Status:
Single: 45.5%
Married: 41.1%

Some College: 31.3%
Graduated College: 21.3%

$50K-$75K: 19.2%
$100K and up: 20.9%

Education Level:

Household Income:
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Primary Research
Questionnaire
When conducting research we determined a questionnaire was the best 
course of action for our primary data. The questionnaire was sent out to 30 
men aged 25-34, unmarried, and employed in an entry to middle level job. 
The survey included questions about purchasing influence, and reluctance, 
as well as brand perceptions in terms of marketing and the Summer Edition 
line. 

The results, in collocation with prior data, showed that men are more likely 
to be able to recite more ingredients in energy drinks compared to 
females. Health is a driving factor for not purchasing energy drinks as 
often. The data also showed an interesting insight into purchasing 
influence. 25 out of the 30 men responded that they would be more likely 
to drink Red Bull on a daily basis if there were added health benefits such 
as protein or added vitamin intake. 17



Key Insights
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Target Audience
Geographic

• Region: Domestic
• Density: Urban/rural

Demographic
• Life-cycle stage: Bachelor Stage - young, single males  not living at home (25-34 years old)
• Income: High (50k-75k)
• Occupation: Sales, Office, Executives, Accounting, Real Estate, etc. 

Behavioral
• Benefits sought: Enhanced performance / Sense of belonging
• Personality: Determined
• User status: Infrequent users

Psychographic
• Social class: Middle class & upper class
• Vals Type: Experiencer / Striver

*Red Bull GmbH Report constitutes a comprehensive analysis of marketing strategy and business strategy of Red Bull. The report illustrates the application of the major analytical strategic frameworks in business studies such as SWOT, 
PESTEL, Porter’s Five Forces, Value Chain analysis and McKinsey 7S Model on Red Bull. Moreover, the report contains analysis of Red Bull’s leadership and organizational structure and discusses the issues of corporate social 

responsibility.*

Source: https://research-methodology.net/red-bull-segmentation-targeting-positioning/
19

https://research-methodology.net/red-bull-segmentation-targeting-positioning/


Target Audience
Sample Target

Age: 28
Ethnicity: Caucasian
Occupation: Sales Manager in Houston, TX
Relationship Status: Single

• Enjoys the outdoors; seeks adventurous 
opportunities

• Sports aficionado
• Enjoys traveling to experience new cultures
• Lives an active lifestyle, cares about fitness 

but indulges

David
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• Atlanta, GA
• Baltimore, MD
• Boston, MA
• San Francisco, CA
• Chicago, IL
• Las Vegas, NV
• Cleveland, OH
• Dallas, TX
• Houston, TX
• Indianapolis, IN

Target Audience
Top 20 DMAs

• Los Angeles, CA
• Philadelphia, PA
• Miami - Fort 

Lauderdale, FL
• Minneapolis - St. Paul, 

MN
• Sacramento, CA
• New York, NY
• Portland, OR
• Phoenix, AZ
• Seattle - Tacoma, WA
• Washington, DC - MD
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● Core consumers of the category
● College-aged millennials are decreasing usage while older more stable millennials are 

showing an increase in usage
● A niche market that is not currently controlled in the energy drink industry
● Shows the highest interest in innovation i.e. protein, flavors, etc.

Target Audience Rationale

• Atlanta, GA- Total HHs: 2335143, CDI: 97, BDI: 78
• Baltimore, MD- Total HHs: 1110775, CDI: 101, BDI: 146
• Boston, MA- Total HHs: 2417120, CDI: 96, BDI: 97
• San Francisco, CA- Total HHs: 2529617, CDI: 101, BDI: 

91
• Chicago, IL- Total HHs: 3515299, CDI: 109, BDI: 83
• Las Vegas, NV- Total HHs: 715284, CDI: 114, BDI: 73
• Cleveland, OH- Total HHs: 1546114, CDI: 101, BDI: 79
• Dallas, TX- Total HHs: 2449167, CDI: 105, BDI: 140
• Houston, TX- Total HHs: 2078638, CDI: 109, BDI: 88
• Indianapolis, IN- 1083400, CDI: 98, BDI: 80

• Los Angeles, CA- Total HHs: 5759523, CDI: 121, BDI: 78
• Philadelphia, PA- Total HHs: 2967638, CDI: 102, BDI: 131
• Miami - Fort Lauderdale, FL- Total HHs: 1570334, CDI: 119, 

BDI: 83
• Minneapolis - St. Paul, MN- Total HHs: 1727210, CDI: 97, 

BDI: 79
• Sacramento, CA- Total HHs: 1421450, CDI: 107, BDI: 78
• New York, NY- Total HHs: 7554817, CDI: 112, BDI: 108
• Portland, OR- Total HHs: 1183150, CDI: 101, BDI: 96
• Phoenix, AZ- Total HHs: 1834080, CDI: 106, BDI: 106
• Seattle - Tacoma, WA- Total HHs: 1839723, CDI: 98, BDI: 75
• Washington, DC - MD- Total HHs: 2334804, CDI: 96, BDI: 93
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Social Media Analytics 
• Instagram is one of the leading social media outlets, 

with a 792% growth over the last couple of years.

• Red Bull uses several known social media outlets to 
spread awareness of their prominence with extreme 
sports and energetic festivals.

23



Media Objectives
• Our main objective is to increase brand loyalty and brand adoption, while boosting 

the awareness of Red Bull’s extended line of products by 10%. In order to achieve 
this we will run a national campaign targeting the Top 20 DMAs. It will have a 
pulsing schedule which will be heavier in the summer months but will run 
year-round. 

• Studies show that there is no specific seasonality for the purchase of Red Bull. The 
energy drink is purchased year-round with emphasis on the extended line of 
flavors. The Summer Edition is only available in the summer months, and this 
creates an opportunity to see exponential growth within the industry. Red Bull’s 
main competitors have previously underperformed in the summer months. By 
pulsing in these months Red Bull has the opportunity to drive profit and create 
greater awareness of the extended line.
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Media Tactics
Media Vehicle: Digital
Objective:  Red Bull is leading the competition in Facebook and Instagram, but Monster 
Inc. is currently leading in Twitter with 1.8M more followers than Red Bull. The goal for 
digital is to increase the brand engagement and exposure while also increasing our 
followers by 55%. 

Red Bull is certainly better at responding to users on Twitter than on Facebook, but it 
still only replies to between 10 and 40 tweets per day. This is a unique opportunity for 
Red 
Bull to join user conversation

We can also utilize SEO to make it easier to locate Red Bull

*All information accurate as of November 28, 2017* 

Resolution / Rationale:
In order to tap into the target market it is pertinent to maximize social 
media presence on the platforms of Facebook, Twitter, and Instagram. 
Maximization on Instagram and Twitter is about creating a personal 
connection with the consumer through interaction and engaging content. 
Our target audience is extremely tech savvy and visits the internet multiple 
times daily, mainly through their mobile phone. Red Bull’s current Youtube 
channel  is experiencing exponential growth. It is important to maintain Red 
Bull branding but utilize what they do best, with video and social media to 
connect to the user. 25



Media Tactics
Media Vehicle: Digital

Source: 
https://econsultancy.com/blog/62178-how-red-bull-uses-facebook-twitter-pinteres

t-and-google 

Facebook:
• Red Bull: 48 million total likes  = 47 million total followers
• Monster: 26 million total likes = 25 million total followers
• Rockstar: 2 million total likes = 1.9 million total followers

Twitter:
• Monster: 3.34 million followers / 15.3K tweets
• Red Bull: 2.16 million followers / 90.7K tweets
• Rockstar: 363 K followers / 16K tweets

Instagram:
• Red Bull: 8 million followers - 4,785 posts
• Monster: 4.3 million followers - 3,868 posts
• Rockstar: 914K followers - 5,712 posts
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Media Vehicle: Magazine
• Magazines are still popular among energy drink users. 

• More than 10 million people who drink Red Bull still read magazines.
 
• 23% of Red Bull consumers read Sport magazines

• Sports Illustrated: 15%, ESPN: 12.4%

• 31.1% read Men Categorized magazines
• Maxim: 13.5 %, Rolling Stone 10.6%

Rationale: 
The target audience still heavily reads magazines. Especially sports 
magazines such as ESPN and Sports Illustrated. By releasing a full 
page print ad specifically aimed at health and more tame sports such 
as football and basketball Red Bull can effectively market 
themselves.

Media Tactics
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Media Vehicle: Television
• Sports are a popular entertainment type for television.

• 27% of Red Bull consumers watch Pro Football on the 
weekends.

• Awards shows are also popular, with most getting around 
14% from the average Red Bull consumer.

Rationale: The target audience is much more into average sports than 
extreme sports. 27% of users watch professional football on the weekends and 
are also frequent basketball, golf and baseball watchers. A 30-second spot 
right before the program begins or after it ends would increase the likelihood 
of the brand message getting to the target consumer.

Media Tactics
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Media Tactics
Media Vehicle: Promotions/Events
● Red Bull sponsors a myriad of events from racing to soccer 

to festivals.

● This not only keeps them relevant but keeps them in line 
with their brand goals and mission.

● Red Bull has also experienced success creating it’s own 
events which increase its following on social media 
exponentially .

Rationale: 
One of Red Bull’s most successful aspects of its current 
marketing is sponsorship and its own events. We recommend 
sponsoring an event such as the PGA Tour and US Open as both 
occur in the summer and the competition will be focused on 
other, more extreme sporting events.
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Media Budget

30



Campaign Advertisements
YouTube Instagram
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Creative Executions
Who says pink is just for girls?

Rationale:
Red Bull’s target audience are still 
tied to sports and are less likely to 
purchase a product that is pink 
because they are male. This creative 
execution would be tied into a print 
campaign and could run with the 
alternate title “What are your wings 
for?” which would then tie into our 
social media campaign utilizing the 
hashtag #mywingsarefor which 
would be used throughout the social 
media platforms and tie into a 
potential viral campaign and eye 
catching YouTube videos. Further 
campaigns can be completed to show 
the sugar-free energy drinks in a 
healthy manner.
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Evaluation
Based on the current campaign, research and recommended media, we expect to 
grow the awareness of the Summer Edition, extended line, and sugar-free flavors of 
Red Bull by at least 10% among 25-34 year old males. Based off of previous 
campaigns we can expect a 9% growth across all social media platforms and to 
double the sales of the Summer Edition flavor. Furthermore, we can expect to 
continue to occupy the top position in the market share while decreasing our 
competition with healthier drink alternatives such as Yerba Mate, and also 
successfully distancing ourselves from negative connotations that plague the energy 
drink industry today. After the success of the campaign it opens the door for further 
innovation for Red Bull including the possibility of Red Bull with protein, probiotics 
or many others. Through which another campaign can be built.
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Media Flow Chart
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Media Objectives Chart
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Referenced Charts and Data
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Questionnaire
1. Select your age range: 18-24        24--34          35-60          60+  
2. Have you ever purchased Red Bull (Please circle)?  Yes or No
3. If answered Yes, what were some of your purchasing influencers?

a. Taste
b. Need for Immediate energy
c. Substitute for other source of energy
d. Branding
e. Used it as drink mixer
f. other please specify __________________

4.   If answered No, why not?
a. I don’t like the way it tastes
b. It’s unhealthy 
c. I don’t like the way I feel after drinking it
d. I don’t like the branding
e. I prefer another brand
f. other please specify___________________ 38



Questionnaire
5. If you could change one thing about energy drinks what would it be?

a. It’s ingredient content
b. It’s health effects
c. It’s flavor
d. other please specify, ___________________

6. Would this make you more likely to drink it (Please circle)?
Yes          No   Maybe

7. What statement best describes you?
a. I only drink Red Bull
b. I drink Red Bull and Other Energy Drinks
c. I drink Red Bull and Other Soft Drinks
d. I drink Red Bull Occasionally
e. I never drink Red Bull
f. I only drink other energy drinks
g. I never drink any energy drinks
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Questionnaire
8. What do you most associate with the  Red Bull brand ?

a. Sports players
b. Extreme Sports
c. Energy Burst
d. Young and youthful
e. Marketing efforts
f. Promotions (ie Red Bull ambassadors)
g. Other please specify____________________
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Thank you from our Team
Mauro Orellana

McKenize Shuttera
Paige O’Laughlin

Loc Pham
Christian Cappolli
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