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Abstract

This study examines Red Bull’s strategic approach to social
media advertising, framed within its sustained global success
and competitive market presence. The brand consistently
maintains an energetic and dynamic image that enables
effective engagement with its target audience. Red Bull’s
strategic use of social media and digital content functions as a
central driver of its global brand success, allowing the company
to move beyond conventional product-centric advertising.
Instead, its digital marketing strategy emphasizes lifestyle
storytelling, extreme sports, and participatory content,
positioning Red Bull not merely as a beverage but asa cultural
symbol of performance, adventure, and youthfulness. Red
Bull’s main strategy is to appeal to teenagers and young adults
with its marketing campaign. In this research, the hypothesis
is how Red Bull associates with its customers by presenting
the content of its attraction, which confirms the perspective
through approaching the brand.

The hypothesis is based on three main objectives: To recognize
Red Bull’s digital marketing strategies, to evaluate the content
that the brand uses to reach its target audience while keeping
in mind the new consumption habits of the users, and to
analyze content variations by origin.
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A qualitative research methodology is adopted, employing
content analysis of Red Bull's official digital platforms,
academic literature and social media interactions. This
methodological approach enables a systematic examination
of how digital content strategies contribute to audience
engagement and brand positioning thereby validating the
hypothesis.

Keywords: Red Bull, Brand, Energy Drink. Consumption,
Marketing, Target audience.

1. Introduction:

Social networking sites (SNS) and their extensive application
of information technology magnify the product of the space-
time continuum to reinforce the brand. In today’s marketing
landscape, audiences are fragmented, media is overloaded,
and marketers are challenged to think outside the box
regarding advertising. Compared with traditional brand
merchandising, it mainly focuses on product development,
brand messaging, and service innovation. Brand social
interaction (BSI) is better in enhancing appearance to inspire
convertible consumer engagement because it not only assists
consumers in approaching their brand, product, and service
information. It also acts as the publisher and provider of
information to authorize consumers to intercommunicate
with other consumers (Shunfeng Zhang, 2023). This digital
evolution necessitates a fundamental shift in corporate
strategy, moving traditional enterprises from product-centric
advertising toward ‘social-first’ ecosystems that fundamentally
redefine competitive models and media relationships (P.K.
Kannan, 2017). For industries like beverages, thriving in this
context requires more than mere online presence; it demands
complete organizational transformation and the adoption of
business models that integrate content creation, community
ownership, and digital interactivity (DAVE CHAFFEY, 2019).
Energy drinks are sugary beverages that also incorporate other
components, such as vitamins and minerals, in different levels
along with taurine, caffeine, and glucuronolactone. Since its
launch in the 1960s, energy drinks have evolved into a highly
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marketable product, now representing one of the fastest-
growing segments within the beverage industry. Nowadays,
teens and young adults are the target market for the energy
drink industry. The marketing from the manufacturers of
the beverages suggests that consuming them would improve
overall mental focus, alertness, performance, reaction time,
metabolism, and general well-being (Reinhard E. Kunz,
2016). Inspired by an energy drink called “Krating Daeng”
which means “red gaur” in English, it was first launched and
marketed in Thailand by a company called Chaleo Yoovidhya.
Austrian entrepreneur Dietrich Matschitz took this idea and
interchanged the components to make it more appetizing to
Westerners. In 1987, Chaleo and Mateschitz collaborated to form
a new company called Red Bull GmbH, which entered Austria’s
energy drink industry. To finance the business, each partner
contributes US $ 500000 in savings. Red Bull enhanced itself and
entered the market as the first energy drink company.

Since the launch of Red Bull, it has been able to seize and hold
the lion’s share of the energy drink industry market (J. Henry,
2015). This success is rooted in a pioneering strategy of market
disruption, where Red Bull transcended its role as a beverage
manufacturer to become a global content ecosystem and
media house. By investing heavily in owned media properties,
extreme sports events, and high-quality lifestyle content rather
than traditional product advertising, Red Bull engages in
experiential marketing that sells an identity specifically,
adventure, peak performance, and belonging, rather than
functional attributes (Daniel Pereira, 2024). This structural
shift constitutes a major innovation in the consumer-packaged
goods (CPG) sector, utilizes content to scale trust and advocacy
in an already crowded market. Its marketing approach is an
intriguing one. Most consumers contemplate social interactivity
when making decisions about what to buy (D Godes, 2005). The
more closely consumers are interconnected with one another,
the more they are aware of pertinent information and the
more likely they are to make a purchase (N Kim, 2018).
This environment of high consumer interconnectedness
places brand advocacy and peer recommendations ahead
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of traditional campaigns, driving 20% to 50% of purchasing
decisions based on word-of-mouth trust (McKinsey &
Company, 2021). Furthermore, younger demographics
increasingly utilize social media platforms as ‘social search’
engines for discovery and recommendations, fundamentally
altering the consumer journey and demanding authentic,
easily discoverable visual content from brands. Red Bull’s
marketing, rooted in authentic, shareable experiences, is
inherently designed to capitalize on these new consumer
research and decision-making pathways.

Millions of people enjoy the popular energy drink Red Bull.
Cans of Red Bull enter with 80z, 120z, or 200z. In a bigger, 12-0z
can, an original Red Bull energy drink has 1500 mg of taurine,
39g of sugar, 113.5 mg caffeine, and 160 calories. Despite its
sugar content, Red Bull may not be as deleterious to health as
some people believe. The French Health authorities withdrew
their eight-year ban on products containing taurine in 2008 after
concluding that the amino acid in Red Bull was safe. With the
brand name ina conspicuous red contrast, the package’s blue and
silver colour scheme is prepossessing and striking. Previously,
energy drinks were mainly very popular among blue-collar
workers in Thailand. Red Bull repositioned the business in
beverages by launching it for the first time at ski resorts in
Austria, as a chic, upmarket beverage. With a market capacity
of 80% and distribution to more than 100 countries globally,
it completely dominated the energy drink manufacturers.
Then Red Bull appeared on social media and redesigned
the proportions and moderation of information to construct
a noticeable change in people’s preferred social networking
platforms, especially among teens. Red Bull is a company with
alot of potential; it is a desirable investment since it is privately
held to maintain its top position in the energy drink market
and has expanded into different industries. It may expand into
other markets by making acquisitions. For example, in keeping
with its brand, it might buy a sports clothing firm and launch a
network channel with extreme sports that it has the sole rights
to promote. Energy drink manufacturers promote their goods,
increasing customers’ mental and physical capabilities. This kind
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of business also employs various promotional strategies to
reach its marketing goals, which include personal selling, sales
promotion, and advertising. It significantly impacts the growth
of businesses that produce energy drinks. Around the world,
from busy professionals to college students, elite athletes, and
tourists all love Red Bull energy beverages. The firm furnishes
a choice of flavours and editions of its energy drinks to cater to
such a diverse clientele. Apart from the past Red Bull energy
drink, the firm also introduced a zero-sugar and sugar-free
version. The company introduced new Flavors that have been
added, including peach, yellow, blue, coconut, green, orange,
pear, and red. Red Bull also introduced itself as an immersive
brand and seeks to create a connection between its products
and certain activities, such as music festivals. Aside from
that, the company’s production of 100% recycled aluminium
cans and its energy savings in wall-to-wall manufacturing
have maintained a solid reputation for sustainability, which
reduces carbon emissions. The environmental segment of this
commitment is quantified by substantial resource efficiency:
infinitely recyclable aluminum cans achieve approximately 95%
energy savings compared to producing virgin material (European
Aluminium Association, 2022). Red Bull also focuses production
efforts on resource-conserving, sustainable ‘wall-to-wall’
setups and maximizes transport efficiency, where the compact
aluminum packaging requires 20% less space than plastic
containers and 40% less space than glass bottles, significantly
reducing transport-related emissions (Red Bull, n.d.).

The target market that the corporation believes might benefit
from a “boost” is its main emphasis. The company primarily
targets athletes, celebrities from extreme sports, working
professionals, and young people who enjoy going out on
weekends for fun. However, the strategic targeting of adolescents
and young adults, coupled with the brand’s association with
risk-taking behaviour and high-octane activities, places Red
Bull at the centre of a complex societal debate Public health
officials and academic researchers continuously scrutinize the
marketing of energy drinks due to concerns over high caffeine
and sugar content, linking regular consumption to adverse health
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issues such as insomnia, behavioural problems, and potentially
dangerous risk-taking among teens.

This duality innovative branding versus corporate social
responsibility (CSR) challenges is crucial for understanding the
brand’s contemporary societal influence. To foster an apprehend
relationship between well-known artists and sportsmen, they
produced and financed different events that involved them
together. The product line of Red Bull is not limited by geography.
They started in India and have since spread their products to
more than 171 nations, selling more than six billion cans in the
previous year. They also keep coming up with new markets to
enter. With their different marketing strategies, they saw fresh
growth in developing areas in the last year, also with sales
rising by 12-30% (Ovidijus Jurevicius, 2025). This sustained
success in both mature and developing markets underscores
the efficacy of Red Bull’s structurally innovative approach:
a dynamic interplay between digital media dominance,
strategic content creation, and a calculated stance on corporate
responsibility and environmental stewardship. The following
analysis, therefore, seeks to structurally dissect how this
complex digital marketing technique, leveraging content and
community, simultaneously drives transformative economic
performance while navigating the critical ethical and social
responsibilities inherent in marketing high-stimulant products to
a digitally engaged global youth segment.

2. Literature Review:

Social media marketing (SMM) is a classification of online
marketing that has gained a lot of popularity by using social
networking sites to effectuate branding and marketing
communication objectives. Through advertising and
marketing campaigns, the potential of social media leverages
the brand companies to boost sales and associate with new or
existing customers, magnify customer engagement, and lay
a foundation for future products and services to reposition
their brands. It is conceivable that more plans of action
that become the center of attention on how social media
advertising improves and simplifies privatized business
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effectiveness haven't been employed or discovered yet.
Conversely, digital marketing embraces all broadcasting
activities through websites, social networking sites (SNS),
email, applications, online games, and mobile texts (Bridget
Kelly, 2015). Some eccentric aspects of digital media make
digital marketing distinctly different from conventional
marketing, including capabilities such as engagement,
personalization, social relationships, ubiquitous connectivity,
and ambient environments. Customer loyalty is steadily
connected with branding and satisfaction that a strong
brand can build. Branding creates entry barriers and boosts
market share and revenue (JAFETA, 2018). Red Bull began as
a family-owned business, established in 1984, with Dietrich
and Chaleo Yooviddhya, where both owned 49% each, with
Yooviddhya's son taking the other 2%. Throughout the time of
1980s and 1990s, Dietrich was capable of making capital out
of the social and political climate in Austria to expand Red
Bull. In the 1990s, Red Bull entered the substantial market
to secure access at favourable tariff conditions. In the 2000s,
Red Bull reaped financial rewards from the rapid growth of
globalization, expanding from 70 countries in 2000 to 164
countries by 2011, and increasing its workforce from 2,605
employees in 2004 to 8,294 employees in 2011. Mateschitz is
predominant throughout the extension. Red Bull became the
sponsor in 97 sports for the 300 athletes, including four soccer
teams in Austria, Brazil, the United States, and Salzburg. Red
Bull also possesses a NASCAR team and two Formula 1 teams
(Reinhard E. Kunz, 2016). According to Forbes magazine,
since its launch, the company has sold 75 billion cans, with
6.8 billion cans sold in 2019 across 171 countries, generating
a revenue of $6.5 billion. Red Bull maintains the standards
of endurance at the forefront of the energy drinks market by
delivering extraordinary customer service in a structured and
profitable way (Henry, 2015).

Red Bull’s opposers are the direct competitors in the energy
drink market, such as Monster, Full Throttle, and Coca-
Cola, in addition to substitute products such as soft drinks,
coffee suckers such as Starbucks, and Gatorade from Pepsi
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Co., and pharmaceutical companies. It furthermore has an
extensive scale of competitors in the multimedia field, for
instance, television, magazines, etc. Red Bull is calculated
with a net profit of 16% compared to the average net
profit of Monster (11.8%). While Monster takes the same
perspective and viewpoint as Red Bull regarding sponsoring
the utmost sports and party events, they differ in terms of
the size of their beverages (Biggs, 2020). According to data
from Bev Net, Red Bull captured 40% of the U.S. market
share in 2008, while Monster had 23% (down from 14.4%)
in the same year (Miller Boyd, 2020). Red Bull has enhanced
as the most appreciated brand with the slogan “Red Bull
Gives You Wings” and the combination of the logo and the
casing design fabricates an unbeatable brand bond between
loyal consumers and persistently maintains and builds
brand equity. The Red Bull logo amalgamates two red bulls
facing each other with a golden sun. The two red bulls and
the golden sun stand for speed, vigor, ferocity, and strength.
This logo mainly signifies that everyone has the capacity and
ability to soar (Li, 2010). Red Bull’s sustainability expedition
is the company’s strength, as all of its products are made from
100% recycled aluminum cans. As climate change becomes
more of a consumer issue, companies that become the center
of attention on being eco-friendly tend to see an intensify in
sales, to a large extent among younger consumers. Red Bull
states that 80% of the power used in its facilities comes from
non-renewable energy sources. The company’s most well-
known event, the soapboxing, is an extremely associated
event with the company’s energy drinks. This event shapes
the company’s branding as an “extreme sports drink.” Red
Bull claims it enlarges metabolism tenacity, response pace,
cerebral circumspection, concentration, and grit. The product
is predetermined for patrons as they need a boost of vitality,
need to perceive more vigilance, or do arduous maneuvers
like sports, long drives, or examinations. The foremost
paramount in the product encompasses caffeine, taurine,
vitamin B6, B12, carbohydrates, and glucuronolactone. The
un-sugared version contains aspartame and acesulfame as a
sugar replacement. Though in smaller countries, the product
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is dispensed through chemists as a safety measure. However,
the product is not harmful if consumed to a limited extent.
According to a 2016 study, 20% of women drink energy
drinks “almost every day”, which is only 7% lower than the
percentage of men (Arslan, 2012). The past 20 years have
seen a sharp increase in the use of energy drinks, and various
purposes have been identified as influencing these decisions.
Moreover, customers are slighter inclined to forgo flavor in
favor of a healthier replacement. One more component that
determines the use of energy drinks is age. A quantitative
study (Bunting and Baggett 2013) in New Zealand examined
three different age groups (16-

21 years old, 22-28 years old, and 29-35 years old to discover
discrepancies in judgments on energy drinks. Differentiating
between the senior group ages (22-28 and 29-35), it was
hypothesized that the younger group (16-21) ages people
are more affected by social pressure while deciding to drink
energy drinks. Whereas in comparison with other energy
drinks like Monster, which contains 58g of carbohydrates,
Red Bull has 27g of carbohydrates, which is half comparison
of Monster which making it a good option for the younger
age group (Goodhew, 2020).

On the other hand, Red Bull has appeared with an interactive
website for those who want to acquire knowledge about
the company and its mission. This website gives proper
information about the company’s blog posts, the Stratos
project, team profiles, physics information, timelines,
technology breakdown, and much more. The stunning look
of the graphics and interactive features makes the website
more attractive to visitors (Swann, 2025). Red Bull’s major
advantage is its brand equity. It fabricates a sea of blue
through its innovative viral and experiential marketing which
gives Red Bull a comparative dominance in marketing. The
marketing expenditure ranges increased through year to year
from 30% to 35%of sales, to its brand representation and
boot disposal. Red Bul's Formula Team 1 costs around $670
million a year whereas the space jump stunt costs around $30
million a year, but still Red Bull doesn’t cut down on spending
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the intensified image of the company. The company can afford
all of these costs as its annual sales are $10.9 billion and an
approximate average netincome of $1.8 billion in the year 2023
(Duff McDonald, 2011). Red Bull has splurged ample funds
on its pathway to dominate the market. The weltanschauung
of the company is to avoid traditional media advertising
and marketing except for its own set of comical cartoon ads.
Alternatively, Red Bull has spent money on music, sports,
and cultural events, and also sponsored hundreds of athletes
and events. Another key sign of Red Bull’s allegiance to the
brand image is its website, which is dominated by its sports
and events, with information about its products taking on a
secondary role. To conduct human and buyer behaviour, it is
very important to conduct an ample amount of research as the
civilized society becomes more substantial and the buyers’
behaviour changes persistently. As a consequence, plenty
of research is required to be overseen by buyers and human
behaviour. Besides the ingress of the competitors and their
marketing ads and contrivance, there is an ample amount
of clutter that creates difficulties in maintaining the image
of Red Bull in their consumers’ minds. Although Red Bull
has to regularly present itself with marketing promotional
strategies and innovation. Red Bull creates responsive images
in their audience’s minds that they are a dependable, trusted,
and reliable energy drink brand. Alternatively, Red Bull
promoted their products to a niche market sector of 18-25
male ultimate sports fans and club fans. This empowered them
to better align their 4Ps (product, price, place, promotion) to
their target segment, which helped to increase a competitive
edge over the traditional soft drink companies (Steuber, 2008).
Red Bull targets their marketing segments so that it comes up
with an example for their other potential customers, so that
the end market is large enough to allow for its growth. Red
Bull’s sustainability enlargement plan is to fabricate a brand
that is virtuous and environmentally responsive, which can
give them a competitive margin when Austria and other
people around the world place a prominent priority on social
responsibility.
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Keeping this factor in mind, the main aim of this research is
to address to accomplish the following objective of the study:

* What are the probable future trends and challenges that
will be there in Red Bull’s marketing strategy, and how will
the brand continue to innovate in this space?

* The relationship between Red Bull advertising and
understanding of adolescent risk-taking behaviour, and
how effective they have been in reaching their
target audience.

Red Bull’s premium price does not restrain its sales, as its
marketing focuses more on how to find new customers
rather than how to sell a product. Even though a large range
of more affordable energy drinks is currently available, Red
Bull charges a premium price, and its consumers are happy
to pay it. Even Red Bull’s market share is not affected by this
less expensive substitute from other companies. Customers of
Red Bull believe it to be of greater quality and are even ready
to pay more for the energy drinks. Red Bull’s client base has
shown itself to be incredibly devoted.

3.Discussion:

1.1. Red Bull’'s Market Dominance and Diversification
Strategies:

Red Bull has control over the 35% energy drink market. Despite
having a larger share than its rivals, the company continues
the battle to dominate the nevertheless saturated energy
drink market through its consumers. The company enhanced
itself as a fully developed media company, which publishes
and produces original content that generally emphasizes
extreme human efforts. The company also distributed
its monthly brand magazine, “The Red Bulletin,” in North
America and Europe with two million local language prints.
Red Bull also provides a larger portion of the content for
news publishers such as ESPN and MSNBC. Not only print
media, Red Bull remarked their content in different digital
media platforms such as Snapchat, TikTok, and Instagram
with their authentic and raw content videos that fit within the

209



Intersections of Media Literacy and Digital Citizenship

allotted 60-second time frame. Since the company entered the
market and started expanding its business, the company has
established a remarkable presence through marketing in front
of its competitors. The company’s main target is to attract
a wider range of audience through its global reputation,
with so many resources at its disposal that it has increased
the possibilities of the brand entering into an extensive
new market that its competitors would not be able to. The
company also extended its brand by introducing Simply
Cola and added new organic variants in its Red Bull sub-
brands. Red Bull also introduced a range of “craft beverages,”
which is a collection of high-quality sodas (bitter lemon, tonic
water, ginger ale) made with natural ingredients. The range
is completely caffeine-free. In 2004, when Red Bull joined F1
racing, the company bought Jaguar Racing from The Ford
Motor Company and competed for three seasons in sports,
and renamed it Red Bull Racing. The company never stopped
itself in the energy drink industry rather exposed itself on
various platforms. Red Bull team chief, Christian Horner,
plans to be a “future-proof supplier” for other teams. The
company also parted ways with Honda. In 2026, the company
planned to collaborate with Ford and introduce their engines.
As Red Bull already is an independent manufacturer, they
want to attract customers for their long-term strength and
advantages.

Even Red Bull plans to introduce their customers to two new
energy bars. One is the protein bar mainly for athletes, and
another is an oats bar for every individual who needs a quick
and wholesome launch. They will use soybeans and oats as
the major components for the bars as they are rich sources of
carbs, proteins, and lipids. Also, they will use agave nectar as
a USP (Unique selling proposition) as it is lower in fructose
and higher in antioxidants will be used to replace sugar to treat
diabetes. The company mainly targets the age group of 16-40,
from school teenagers involved in sports to busy working
adults. Their main aim is to encourage the customers to meet
their nutritional requirements.
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In 2006, Red Bull also came up with another purchase of the
Italian motor racing team Minardi to support and merge with
the brand. Then the company re-launched it as the stable of
“the Red Bull” (S. Coughlan, 2005). Then again, in 2019, it was
revamped with the name Scuderia Alta Tauri; its main goal
was to introduce Red Bull with a new fashion brand. It was
mainly named after the most gleaming and vibrant star in
the Taurus constellation. AlphaTauri’s mission was to make
a challenging and elevating visionary fashion enterprise
that encourages others to be a part of their pneuma. It was
not unflappable for the company to build a completely new
fashion fragment through AlphaTauri with the surrounding
of personalized technologies, embracing Taurex®, which
demonstrates the wearer’s infra-red rays back into the body
that reinvigorates and encourages vitality, Taurobran®, a
water-repellent and immensely breathable opponent to the
brand Gore-Tex®. Also, the interrelatedness with F1 gave
AlphaTauri a completely imaginative platform to build
recognition and identify interrelation with professional
modernization, just like the organics line did. The company’s
main aspiration is to be a fashion brand owner, which is
why their main vision is to be an imaginative and innovative
company, as they contemplate that there’s no need for another
fashion brand to meet their requirements.

The energy drink market also faces a lot of challenges during
its growth. As the energy drink market matures, the threat
of substitutes escalates. As the brand embellished more
of the difficulties for consumers to switch to alternatives
have been reduced. This is integrated with escalated health
awareness, when consumers may be apprehensive about
caffeine content, which can create a buzz and could put the
company’s position in danger. There is also a growing health
awareness that might change the scenario and demands of the
market. As the demand for carbonated water has expanded, it
can change the demand profiles of the functional drink market
and may thrust it away from the energy drink market. The
company also never stops competing with all the challenges
as well as their competitors, as they responded to these trends
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by launching a sugar-free segment, but consumers may still
be distressed about the caffeine content. The market matures
in a way that the company has been the driving force behind
the growth of the energy drink market. However, this growth
has decelerated, and which become a threat to the company’s
future extension. Other functional competing brands and
energy drink brands have strengthened their positions
through functional drinks and carbonated water, which have
strengthened their positions in the energy drink market,
while Red Bull maintains a strong brand reputation in many
ways. Nowadays, consumers are more open to trying new
brands, and when a consumer wants a Red Bull, they may
be gratified with another energy drink. As the company has
already become more of a one-size-fits-all brand, this threat
only grows stronger.

Even in the future, Red Bull might expend money on R&D
to explore unconventional innovations like blockchain,
artificial intelligence, and extended reality to accomplish in
this field. Additionally, to create individualized experiences
by using data-driven insights, they may centralize campaign
and content customization based on user inclination. Besides
that, demonstrating partnerships with tech firms may open
the door to new talent and ideas, by keeping the company
at the spearhead of marketing alteration and sophisticated
campaigns.

1.2. Experiential Marketing and Consumer Psychology in
Red Bull’s Brand Positioning

Since the company’s foundation, Red Bull has proved itself as
a successful and popular brand. Its product tastes similar to
the other energy drinks, but it stands out from the competition
through its unique branding. Their most popular tag line,
“gives you wings,” creates an audacious spirit personality
towards its customers. Even through the logo of the brand,
it symbolized endurance, power, assertiveness, and solidity.
The demand for its drinks is mostly due to its positioning
as an experimental brand, which means it gives a specific
experience to its customers so that they can relate ~ to the
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products. Red Bull also tried different advertising
and marketing strategies, for example, the company sponsors
many music festivals and contributes free energy drinks, and
through this, their main game plan is to boost the brand in
that way in the future, when people go to a music festival,
not just the product, the company itself becomes the actor
of the event. Another example is the Red Bull soapboxing
event, which is deliberately associated with their energy
drinks. Through this event company wants to showcase its
more environmentally friendly move to see an increase in
its sales. As people become more enlightened about climate
change, the company also claims 80% of its energy comes
from sustainable sources. Red Bull’s marketing approach
demonstrates the brand’s success and acts as a ruthless edge,
making it stand out from opponents such as Bang Energy,
Rockstar, and Monster. The company also creates awareness
through different sports events. The company also marketed
and branded its performance-enhancing effect through its
advertising. For example, the company claims that when the
consumer drinks their energy drink, it will improve their
attentiveness, response time, performance, and metabolism.
Energy Drink consumption among adolescents has become
progressively popular and persistent all over the globe.
Studies have exhibited that regular consumption of energy
drinks is correlated with a range of health and behavioural
problems; furthermore, negative school experiences, mainly
between the ages of 11-15 years. Adolescents who drink an
energy drink frequently report more health, behavioural,
and school-related problems. Adolescents discovered an
energy drink that contains a lot of sugar, carbohydrates,
and energy, whereas they are completely clueless about the
overconsumption of caffeine, taurine, and isotonic drinks,
which are the main ingredients in an energy drink. Many
teens don’t know any destructive effects and are often
confused and compare energy drinks with soft drinks. This
shortage of knowledge contributed to a dangerous factor for
too many energy drink consumers. Teenagers, mainly boys,
often view the consumption of energy drinks as a symbol of
masculine gender, a brisk, and stylish lifestyle. Often, they
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use it as an antecedent to come over from their emotional
issue, such as depression or anxiety. Both of these can cause
acute depressive episodes that increase the risk of suicide.
One of the most common side effects of energy drinks is sleep
deprivation. This is because energy drinks act as a natural
environmental provoke that disrupts the body’s natural
circadian rhythm. The use of energy drinks for a wider period
experienced a lot of difficulties, mainly sleepiness, insomnia,
and fatigue during the day.

According to the WHO (World Health Organization),
teenagers between the ages of 12-18 can intake less than 100
mg of caffeine a day, whereas Red Bull, one 8.4 Fl oz can,
contains 77.4 mg of caffeine, which is not that much harmful
but frequent consumption of energy drinks can develop
higher risks in health. However, Red Bull mostly targeted
the age group above 17, and with that, they mentioned all
the ingredients with the quantity they used in their product.
Consumers have dissimilar purposes for buying products.
This purpose can be fragmented into psychological benefits
and functional benefits. In the case of sports, psychological
benefits are frequently more important than the functional
benefits for consumers. As it is known to all, experiential
marketing is different from traditional marketing, which
emphasizes functional features and benefits. It positioned more
prominence on fabricating meaningful customer experiences.
An experience moves beyond the functional and offers
receptive, emotional, behavioural, and relational values. SEM
stands for a strategic experiential marketing framework that
mainly fabricates and implements experiences that align with
the company’s organizational goals. This type of tool enables
the creation of a unique and meaningful professionalism that
meets its customers’ demands and expectations. Through
feeling experience marketing company focuses on extracting
customers’ inner feelings, emotions, and moods. It mainly
encapsulates a variety of positive emotions that are related to
the brand and reverberate deeply with the target consumers.
The company also uses think marketing that concentrates
on engaging customers to generate cognitive occurrences

214



Intersections of Media Literacy and Digital Citizenship

that imply creative thinking and problem-solving of the
customers. Although through different classifications of
marketing, Red Bull’s main objective in this perspective is to
motivate customers’ ability to engage and be involved with
the brand.

1.3. KPI of Red Bull’s Digital Marketing Ecosystem

Category EFI Metric Performance Chservations Strategic Implication Amnalytical Insight
Arnual Revanue 1055 [=20% ravenue from [Dizttal markating primarily adicates markaing's role
pised eilion enarpy drinks kupports brand visdbilibty, not |as & demand-reinforcing

[direct sales fool rather fhan direct
favenue conaribisbor
Arsual Bevanue €113 6.4% Yo' grewth arkaiing sperds (- 15-50% [Demorsiratas sirang
- - el Billlon, [of revenise) ralndorces feosralation batnaen
Pm:neu%.i: [premium pricing kustained high marketing
Bm“s.w rbanz iy and
Overview -
(miarkat share
Cloial Markas 43% (Competttors: Monater, [Dormirant poclblonmg [Felniorces compatlinre
Share (Rockstar kupported by inteprated freecat through aoosybem-
{igital and experiertial [rtran branding
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1.4. Critical Analyses of Red Bull’'s Marketing

1.4.1. High-Engagement Social Media Strategy: Red Bull
consistently outperforms industry engagement benchmarks
(7.95% ER vs. 1-3%), illustrating the efficacy of emotionally
resonant, niche-targeted content.

1.4.2 Integrated Digital-Experiential Model: Campaigns
like Red Bull Stratos bridge content, PR, and retail impact,
showing a convergence of marketing and business objectives.

1.4.3 Capitalized Marketing Investment: Treating marketing
expenditure as strategic capital creates a sustainable
competitive moat and proprietary media assets, unlike
competitors who treat it as operational cost.

1.44. UGC & Community Activation: High UGC ratios
suggest participatory marketing fosters brand evangelism
and network effects, critical for organic advocacy.

1.4.5. Premium Positioning Reinforcement: 25-30% marketing
intensity underpins premium pricing, strengthening
perceived value and justifying higher margins.

1.4.6. Brand Equity as Revenue Lever: High NPS (42) and

>80% brand recall indicates intangible assets directly support
commercial success and customer loyalty.

1.4.7. Sustainability Integration: Digital campaigns promoting
ESG initiatives attract younger demographics, linking brand
identity to social responsibility.
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1.4.8. Conversion vs. Awareness Balance: CTR (1.5-2.5%)
and direct e-commerce sales illustrate an optimized balance
between branding and revenue-generating campaigns.

1.4.9. Proprietary Media Ecosystem Advantage: Red Bull
Media House functions as both content factory and revenue
driver, raising entry barriers for competitors and amplifying
earned media.

1.4.10. Data-Driven ROIL: Demonstrated contribution of digital
marketing ROI to profit margins (15-25%) provides empirical
validation of marketing spend efficiency, supporting a
measurable link between digital ecosystem investment and
financial outcomes.

DFME: CONMTENT - MEDLA HOLWSE
= EMPFERIEMNTIAL CAMPAITIGRNS

AUDIENCE ENGAGERMEMNT:
ER, VTR, U0, SOwW

AL 1

R N P A, LT AN LT
A DA PFTATION PTG AT O P

flioomiizaticn, cultisrms) {50, peokaging, carbBond

BERAMD ECCLIITY:
HNPES, RECALL, LOYWALT ¥

REWERLIE & CORWYERSIOR:
CTHR, E-COMMERLCE, RO

2. Red Bull’s Digital Marketing Ecosystem: Core Constructs:
Digital Marketing Ecosystem (DME)

2.1.Components: Content creation, social media channels,
Red Bull Media House, experiential campaigns.

2.2.Function: Serves as the strategic backbone, integrating
entertainment, product promotion, and global storytelling.

* Regional Adaptation

I. Components: Localization of content, cultural alignment,
regional influencer engagement, platform prioritization.
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II. Function: Enhances relevance and engagement in
diverse markets (North America, Europe, Asia-Pacific).

* Sustainability Integration

III. Components: ESG messaging, recyclable packaging,
carbon footprint reduction.

IV.Function: Strengthens brand purpose, particularly
among younger and environmentally conscious consumers.

* Audience Engagement

V. Metrics: Engagement Rate (ER), Share of Voice (SOV),
Video View-Through Rate (VIR), User-Generated Content
(UGCQ).

VI. Function: Captures attention, fosters participation, and
encourages advocacy.

* Brand Equity

VIIL. Metrics: Net Promoter Score (NPS), Brand Recall, Brand
Loyalty, Premium Positioning.

VIII. Function: Establishes trust, differentiation, and long-
term competitive advantage.

e Revenue & Conversion

IX. Metrics: Click-Through Rate (CTR), E-commerce sales,
ROI of campaigns.

X. Function: Converts digital interaction into measurable
financial outcomes.

2.3. Causal Pathways in the Model:
2.3.1. DME — Audience Engagement

* High-quality content, experiential campaigns, and
proprietary media assets drive engagement metrics across
global audiences.

2.3.2. Regional Adaptation — Audience Engagement

* Localization of content and cultural resonance amplify
engagement and UGC, ensuring higher regional relevance.
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2.3.3. Sustainability Integration — Brand Equity

* ESG initiatives enhance brand perception and
loyalty, particularly in regions sensitive to environmental
responsibility.

2.3.4. Audience Engagement — Brand Equity

* High engagement fosters advocacy, recall, and loyalty,
translating into stronger intangible brand assets.

2.3.5. Brand Equity — Revenue & Conversion

* Established brand trust and premium positioning
increase CTR, e-commerce sales, and overall ROI.

2.4. Feedback Loops

e Revenue & Conversion — DME Investment:
Success allows reinvestment into content creation, media
infrastructure, and innovation.

* Audience Engagement « Sustainability Integration:
Positive reception of ESG messaging reinforces engagement
and community-driven campaigns.

3. Critical Evaluation:

* Red Bull’s digital marketing functions as an integrated
ecosystem where content, media infrastructure, and
experiential campaigns act as strategic assets rather than
operational expenses.

* Regional adaptation ensures global reach while
maintaining local relevance, increasing engagement and
UGC generation.

* Sustainability integration serves dual purposes:
reinforcing corporate purpose and enhancing brand equity
among conscious consumers.

* Audience engagement is the central mediating
construction, linking digital ecosystem and regional/
sustainability strategies to tangible brand equity.
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* Brand equity mediates the impact of engagement on
revenue, highlighting the indirect but measurable financial
benefits of high-quality digital marketing investment.

* Strategic reinvestment creates a self-sustaining cycle,
reinforcing proprietary media assets, global content
dominance, and competitive barriers.

4.Conclusion

Red Bull is the foremost example of a brand that takes its
brand image and goodwill to the next level through a strategy
that categorizes promotion over product and emphasizes the
target audience. The company has created a brand image
that manifests a culture of pushing boundaries and taking
risks. Red Bull Stratos was just an addition to this culture, and
it precipitated the company into the global limelight. Their
strategic PR stunt created a huge success for the company, as
the Red Bull PR team carefully orchestrated the RACE model.
The company has restructured the energy drink variety
worldwide and has embellished an example of triumph in
the soft drinks and beverages industry. This drink is mainly
recognized as an energy drink suitable for active and athletic
people. Brand equity also creates a significant position in the
product selling and accreditation of the company. Branding is
a prime part of accompanying loyal customers and expanding
the number of buyers. Therefore, to obtain strong branding,
the company’s marketing approach is dominant and has
contributed remarkably to the product recognition and
brand equity of the company. However, the company also
continually seeks to ameliorate its marketing to attract more
customers. Its key factor remains the sponsorship of extreme
sports and events to demonstrate its brand recognition. The
brand has integrated itself with adrenaline-fueled activities
like Formula 1 racing, snowboarding, and skydiving. This
has positioned Red Bull as a lifestyle brand that stands
for adventure and excitement while fabricating a sense of
ownership and ambition among its consumer base.

The company also prioritised content marketing, which has
set it apart from its competitors. Through its Red Bull Media
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House initiative, the company has originated a wide variety
of captivating content such as documentaries, videos, and
articles that showcase extreme sports, music, and culture. By
constructing engaging and shareable content, the company
captivates viewers across digital platforms, reinforcing
brand ethics and loyalty. Establishing product placement
and collaborations has also helped to enlarge the brand’s
reach. The company partners with athletes, musicians, and
influencers who share similar values and connect to its target
demographic. This mutual relationship strengthens Red
Bull’s image while enhancing its integrity and authority.

Another foremost characteristic of Red Bull’s marketing
strategy is its storytelling capability. Through enthralling
narratives and striking visuals, the brand successfully
communicates its desirability and adventurous spirit.
Whether documenting a daring skydiver’s journey or
capturing moments before and after major sports events,
the company’s storytelling resonates on an emotional level
and strengthens brand loyalty. The company strategically
uses guerilla marketing, earning an iconic place in the global
marketing landscape. From energetic street promotions to
creative installations, Red Bull pushes the limits of traditional
advertising and consistently creates buzz. This reinforces its
image as an innovative and forward-thinking brand. The
company’s innovation extends beyond marketing to product
development, ensuring flexibility and adaptability that help it
stay ahead in an increasingly competitive market. It also uses
social media advertising and consumer preference analytics
for strategy formulation and execution, reflecting its deep
understanding of evolving consumer behaviour. Since its
inceptionin Austria, Red Bull has segmented its markets based
on demographic, geographic, and behavioural characteristics
and differentiated itself through communication dominance
and brand positioning. This approach nurtures a premium
price image and a high-quality reputation. By blending
European tastes with a global youth culture, Red Bull has
become a symbol of passion and performance. Its expansion
strategy demonstrates a credible and sustainable model of
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global growth that aligns with the principles of responsible
innovation and marketing ethics. Through strategic
adaptation, sustainable packaging, and digital innovation,
Red Bull not only sustains profitability but also contributes to
transforming business and consumer culture worldwide. On
the whole, it can be concluded that Red Bull is both profitable
and pioneering in its marketing program. The brand’s
evolution reflects how innovation in marketing, sustainability
in production, and an understanding of consumer psychology
can collectively transform business, economy, and society
making Red Bull a model of how creative strategy and
sustainable practice can coexist to drive lasting success.
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