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Abstract
For a successful business, a marketing plan plays a major role. It is a part of the bigger business plan. The marketing plan helps the business to focus on the goals and objectives. It varies depending on the type of business and the objective on which it focuses. Before designing the marketing plan, the marketing manager needs to accumulate enough information about the competitors and the customers so that they can target the right market segment with appropriate strategy. This study aims at guiding organisations to create and sustain a strategic marketing plan using the 4P’s of innovation: with reference to Red Bull Energy Drink Company. The paper reveals the hidden mission and vision statement of Red Bull Energy Drink Company, its marketing strategies, and objectives. In this study, the internal and micro-environment of Red Bull were analysed using the 3C’s and PESTLE analysis. The results were used to identify the strengths, weaknesses; opportunities and threats (SWOT) of Red Bull Company. The study gives full details about the company’s segmentation plan, targeting, position, ethical issues and evaluation of success. Findings indicate that organisations with challenges from the growing competition and competition from emerging products, new trends in products demand, and alleged adverse health & patent issues can adopt the 4P’s of innovation to create and sustain a strategic marketing plan. It was discovered from the studies that improving the process end up giving better products. Better products also results in better position and better position result in better paradigm. The method used in this study was mainly secondary The method used in this study was mainly secondary.
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1. Introduction
There have been changes in the operating environment of the energy drink industry across the world due to the globalization of their market and the rapid technological changes. Igel and Islam (2000) argued that the growing competition require companies to have the ability to change, adapt and to find new ways of dealing with such challenges. From the print view of Asiedu (2015) [3, 4, 5], many firms are increasingly investing in humans and technology with the aim of developing competitive edge to overcome challenges like the increased competition, the need to improve quality products and services, as well as the need for innovation. Strategic marketing plan is the only solution to these challenges since it allows firms to formulate and execute effective measures to develop competitive advantage over its competitors. The plan allow firms to focus on its resources and energies on activities that can lead to an increase in dominance and sales in its new target market and restore back the lost market shares.
Asiedu (2015) [3, 4, 5] argued that positioning is crucial in this era where the marketplace is overcrowded with intense competition and me-too products. He further exposed that any firm that lacks a clear strategy can end up in a muddle of confusion. Hoffman et al. (1998) [22] stressed that there is inconsistency on how firms develop strategy and incorporate innovation into their thinking, how they access and mobilize resources and how they control and monitor their disposition in innovation projects. Contrary to that, Bessant et al., (1998) [22] believed that portfolio of strategies for implementation such as deploying of strategic plans and goals, customer orientation, supplier linkage, technology access, market scanning and building networks at different levels can support firms to ensure continuous development of products and markets. 
Innovation in every organization is aimed at helping an organization’s growth. There are myriads of definitions among scholars and academia on innovation. However, due to the nature of this study, The New Oxford English Dictionary’s definition was accepted. According to the dictionary (1998), innovation is the act of making changes to something established by introducing something new. I selected this definition because, red bull company is an established company with a marketing plan, but the study seeks to introduce something new to help the company evaluate the opportunities of entry into new market and win back the lost market due to its health issues.
Marketing planning is also defined as a set of techniques, technology and activities that assists a company in achieving an appropriate alignment of internal capabilities and external environment to achieve a desired outcome (Pelandra et al, 2003). Jain (2000) [24], McDonald (1999) [31] and Craven (2000) [20] argued that these sets of activities and techniques are generally well presented and are identified extremely consistently in all major texts in the area. Pulendran et al., (2003) [36] argued that marketing planning is a “behavioural phenomenon since it consists of the adoption of technology”. Strategic Marketing Planning makes decision making more rational, comprehensive and objective for companies. The plan can lead to appropriate resource allocation and improve company’s performance. For an organization to create and sustain strategic marketing plan, it needs to analyze both the external and internal environment within the industry it operates. They can use either PESTLE, 3C’s, or Porters Five Forces, and use their results to draw the SWOT analysis. The SWOT analysis can help to create a strategic marketing plan using the 4P’s of innovation to gain competitive edge. 

1.1. Research objective
The author’s objective was to assist students on their academic writings and to help managers to understand how to use the 4 P’s of innovation to strengthen their marketing plan. 
 
1.2. Significance of the Study
Since what the study seeks to address are the use of the 4P’s of innovation in building strategic marketing plan, Asiedu (2015) [3, 4, 5] argued that it wouldn’t be surprised to see new and experienced researchers interested in learning about the range of market development making reference to it. This study will also guide students in their academic writings, and broaden the horizon of new and existing organisations on how to use the 4 P’s of innovation in their strategic marketing planning. Asiedu (2015) [3, 4, 5] stressed that management can use this study to develop market capabilities that are non-imitable and idiosyncratic to spell their firms uniqueness. 

1.3. Research methodology
Research methodology is defined as the overall approach that a research process will take or go through. There are three approaches which can be followed by a researcher while conducting a research work. These three approaches include qualitative, quantitative and a mix of both. However, research aim decides what needs to be achieved with the conduct of a study and therefore keeping in view objectives to be achieved; this study adopts quantitative research approach. Quantitative research work involves testing quantifiable information which is gathered either through primary or secondary sources of information. To realise the objectives of this paper, the researcher decided to rely on secondary source of information. In using the secondary sources, the researcher consulted variety of books, journals, internet sites and articles. In addition, national and international data searches at Oxford City-Centre Library-Oxford, BPP Library-London, and Oxford University Library-Oxford, Oxford Brookes Library and relevant abstracts and indexes were consulted. 
Using the case study of Red Bull Energy Drink Company, the paper reviewed the establishment of the company, and the 4P’s of innovation. It examined the internal and external-environment of Red Bull Energy Drink Company using 3C’s and PESTLE analysis. The results were used to identify the strengths, weaknesses; opportunities and threats (SWOT) of Red Bull Company. It was based on the SWOT analysis that the key issues facing Red Bull Company were obtained. The SWOT analysis in collaboration with the key issues helped to create a sustainable strategic marketing plan through suggesting strategy for growth using the 4P’s of innovation for the company.

2. Literature review
2.1. Red bull energy drink company
Red Bulls is a 28 years old company that has been selling energy drink across the world. In the year 1980, Dietrich Mateschitz founded Red Bull, inspired by a functional drink originated from Far East. He created the energy drink and promoted it through a unique marketing concept. In its early days it was sold in the home market of Austria but today Red Bull is sold in more than 167 countries. Red Bull has given birth to different category of products. Today Red Bull has sold more than 35 billion cans (Red Bull GmbH, n.d., Nijssen and Frambach, 2001) [11] See figure 1 more details about Red Bull product.


Figure 1: Facts on Red Bull Energy Drink Company

	TYPE
	Energy Drink Company
	Product Image & Name

	MANUFACTURER
	The Red Bull Company
	[image: http://t2.gstatic.com/images?q=tbn:ANd9GcReu7HfYCFpG26XXpw-qWNmBDVadfLpMctrwW0MehrlZdCXM9sM][image: http://t0.gstatic.com/images?q=tbn:ANd9GcTr3VMAYLPvM-8dbBzMg4yPvKnb5xFp5i9iShz1lIBFDdIy9Uf3]
What’s Inside
Caffeine + Taurine + B-Group Vitamins + Sucrose & Glucose + Alpine Spring Water
When to Drink
On the road, at lectures & study session, and at work.
How it works
Red Bull energy drink is a functional beverage providing wings whenever you need them.
Exclusive Products List
Original Red Bull energy drink
Red Bull Sugar Free, Zero calories,
The Red Bull Edition (Cranberry), Silver Edition (Lime), Blue Edition (Blueberry)

	COUNTRY OF ORIGIN
	Austria
	

	FOUNDER
	Dietrich Mateschitz
	

	YEAR INTRODUCED
	1987
	

	AREA SERVED
	Over 167+ Countries
	

	COLOUR
	Red-Ashe-Blue
	

	FLAVOURS
	Blueberry, Cranberry and Lime
	

	EMPLOYEES
	8,294
	

	REVENUE
	4.25 billion euros
	

	HEADQUARTERS
	FuschlamSee, Austria
	


Source: Red Bull Website



Very company has a mission and vision statement for its establishment and so do Red Bull Company. Mission statement in this study is defined as a firm’s business objectives and its approach to reach those objectives. Red Bull Company was established in 1987 with the mission of “Be the premier marketer and supplier of energy drink across the globe by building long-term relationships with the people who can make it become a reality” (Red Bull GmbH, n.d., Boome, 2011) [11]. Within the Red Bull’s mission statement; we can extract the company’s business objective and its approach/method to reach those objectives. For example “Be the premier marketer and supplier of energy drink across the globe”-is the Red Bull’s business objective. The company’s method or strategy to reach that objective is to “build long-term relationships with the people who can make it become reality”.
The company has also had a vision since its inception. The vision statement spells a firms desire for future position for its products. Red Bull as one of the world’s leading providers of energy drink also had two desires as her main vision statement. The company has a desire of “upholding red bull standards, while maintaining the leadership position in the energy drink industry. Also, to deliver superior customer service in a high profitable and efficient manner”.
Mission and Vision Statement of a company can only be fulfilled when there are effective and efficient marketing activities. Marketing activities in this context refers to the activities that a company or an organization embarks on to develop and build its brand awareness. Engaging in such marketing activities regularly is important for ensuring the success and growth of the company. Red Bull’s marketing activities involves advertising, organizing events (such as Red Bull Cliff, Driving World Series, Red Bull Crush Ice), sports team ownership (such as FC Red Bull Salzburg, New York Bulls), celebrity endorsements and music through its record label. By linking and relating the drinks image with these marketing activities, it could be seen that Red Bull’s marketing objective is to promote a “cool” public image and raise brand power all the time to build long-term relationships with the people who can make it become reality. This SMART objective can also be justified from their mission and vision statement (see the previous paragraph)
McDonald, (2007) [30] argued that a marketing strategy is the route to achievement of specific objectives and how the business objectives can be reached. Marketing strategies are the only means in which a company can use to achieve its business objectives. Red Bull Company since its establishment has laid down some marketing strategies to help them achieve their overall mission, vision and objectives. Boome (2011) [11] argued that “bridge jumping, a rocket launch, and even skydiving without parachutes have become the norm in this guerrilla-marketing street fight-all in the attempt of garner attention and enough following to dominate a niche within a niche”. This justify that one of the Red Bull’s marketing strategies is guerrilla-marketing. Guerrilla marketing was introduced into the marketing terminology in 1984 by Jay Conrad Levinson in his book entitled “Guerrilla Marketing”. Levinson (1984) argued that, though guerrilla marketing is a form of advertising strategy designed to promote a company and its products in an unconventional way with little budget to spend, some big companies like Coca-Cola, and Red Bull are found of using unconventional technique to be guerrilla but those companies will have a large budget and the brand is already visible. 
Another marketing strategy use by Red Bull Company based on its marketing activities is the Buzz Marketing Strategy. Buzz Marketing is a type of viral marketing that focuses on the interaction between users and consumers of a product or service which alters or amplifies the original marketing message (Thomas, 2006) [43]. The tactic or strategy commonly used by companies under this marketing strategy include creating suspense around an event or a launch, building social media influencers or reaching out to bloggers. Though Red Bull has got smart strategies, these strategies can work perfectly when there is value for the company’s products. Value, according to Silverman (2000) [40] is much more than mathematical or economic calculation. He argued that a firm can create value for its products through taking the end user’s requirements into consideration and integrate them into all systems and processes responsible for producing what consumers receive finally. 
The pricing strategy used by Red Bull Company is called Premium Pricing. Premium pricing also called prestige pricing or image pricing is the act of keeping the price of a product or service artificially high in order to encourage favourable perceptions among buyers based solely on the price. This strategy is used to set a high standard to reflect the exclusiveness and specialness of a company’s products. A premium pricing strategy deals with setting up a price of products higher than the similar products. To justify this, Red Bull has set the price of their drink higher than all the energy drinks in the market. This strategy in marketing; can also be referred to as skim pricing. It is called skim pricing because of its attempt to “skim the cream” off the top of the market. In marketing management, this strategy is used to maximize profits in areas where customers are not bothered to pay more. Some also used it at a point where there are no products substitutes. Also where there are barriers for other brand to enter the market, premium pricing strategy can be applied. 
Ulrich (1991) [44] stressed that to establish organizational capability, a firm must adapt to changing customer and strategic needs by creating internal processes and structures that can influence its members to create organizational specific-competencies. Red bull can create value for its products through being obsessed with their customers. The company need to respond reactively by conforming to customer requirements and answer customer requirements beyond expressed needs and wants to discover the underlying purpose behind their requirements. This study reviews how red bull can use the 4 Ps of innovation to build its strategic marketing plan. 

2.2. What are the 4 p’s of innovation?
Before we talk about the 4 P’s of innovation, let us find out what innovation really is. Innovation is very important in every aspect of business development, management and marketing. It forms part of the reasons why many firms are increasingly investing in technology and humans with the aim of leveraging intellectual asset (Asiedu, 2015) [3, 4, 5]. The Innovation Unit of UK Department of Trade and Industry (2004) defined innovation as the successful exploitation of new ideas. In 1981, Chris Freeman in his book entitled “The Economics of Industrial Innovation” argued that industrial innovation includes the design, technical, commercial, manufacturing, and managerial activities involved in the marketing of a new or improved products or the first commercial use of a new or improved process or equipment. 
The Austrian Economist, Joseph Schumpeter in 1934 observed innovation from five (5) different dimensions. He observed innovation as (i) the introduction of a product which is new to consumers or one of higher quality than was available in the past, (ii) methods of production, which are new to a particular branch of industry. These are not necessarily based on new scientific discoveries and may have, for example, already been used in other industrial sectors, (iii) the opening of new markets, (iv) the use of new sources of supply and (v) new forms of competition that leads to the restructuring of an industry. In the words of OECD (1981), innovation consists of all those scientific, technical, financial and commercial steps necessary for the successful development and marketing of new or improved manufactured products or the introduction of a new approach to a social service and R&D is one of those steps. It is argued that many companies achieve competitive advantage through acts of innovation (Porter, 1990). He continued that those companies approach innovation in its broadest sense, including both new technologies and new ways of getting things done. 
Contrary to that, Drucker (1985) [14] explained that “innovation is the specific tool for entrepreneurs, the means by which they exploit change as an opportunity for a different business or service. It is capable of being presented as a discipline of being learned, capable of being practised”. In 1998, Richard Branson stressed that, “an innovative business is the one which lives and breathes outside the box”. He argued that it is not a matter of good ideas, but rather a matter of good ideas coupled with motivated staff and an instinctive understanding of what customers want. 
Though these scholars differ on certain points, there were some basic tenets common to all and those were “introduction”, “new”, “improved”, “processes”, “markets” and “products”. What it means is that innovation is all about introducing something new or adding something new to the existing products through changing the process of manufacturing the products and introduces it to either new or existing market. However, none of these scholars emphasised on the essence of innovation. I think the reason could be that the word “innovation” as we know is more than just a mere word. Innovation in this study can be defined as a culture and desire that involves the mind-set to do something different (new) or improve on something to gain upper-hand over competitors. Doing this involves the willingness to take risk without bothered about failure. 
Having considered the various explanations from the above scholars, it is important now to look for the realities, which is the 4P’s of innovation. The 4P’s of innovation refers to the “product innovation”, “process innovation”, “position innovation” and “paradigm innovation”. Building a firm’s capability to manage and organise innovation is a great achievement. However, it is very important to consider how and where innovation can be used to ascertain strategic advantage. Tidd & Bessant (2009) [42] argued that for business innovation, the 4P’s approach can be used to explore the opportunities for innovation. 
Product Innovation refers to the changes that are made on the products or services a firm offers. It could be incremental or radical based on the situation. The incremental type implies that a firm can do what they do but in a better way. Examples include windows 7 and 8 gradually replacing XP and Vista, improved performance of incandescent light builds, CD’s replacing vinyl records and VW Golf car improving on established car design. The incremental stage starts by improving an existing product, software, idea and improve performance. On the contrary, radical type of production innovation refers to doing something extremely new and different from what the company already offers. A notable example is Toyota Prius bring in a new concept with hybrid engines. In short, product innovation includes either new or revised computer software or operating system, new car models or revised models. 
Process Innovation in this study implies how companies create and deliver that product or service offerings. Examples of incremental process innovation includes; improved fixed line internet services, improved retailing logistics, improved factory operations efficiency through upgraded equipment and extended range of stock broking services. While examples of radical process innovation includes ebay, online share trading, online banking and now mobile banking (thus, phones as an alternative to banking systems), machine cash deposit system without necessarily going to the counter (HSBC Bank in UK uses this process). Process innovation in short consists of extension of product ranges and improved operations.
Position Innovation based on the views of Mobb (2010) [33] refers to the buying decision rationale and the target customers. It spells out where the company target that offerings and the story about it. For example, Haaen Dazs (ice cream brand) changing the target for ice cream from children to adults. Another incremental example is airlines segmenting service offering for different passenger groups based on prices such as upper class, premium, and economy. Computer companies such Dell segmenting and customising computer configuration for individual and company users. The radical position innovation type involves low price airlines opening up air travel to those who previously couldn’t afford it by creating new market and disrupting the existing one. 
Paradigm Innovation is defined as how companies frame what they do (Tidd & Bessat (2009) [42]. It can also start from incremental to radical. A notable example of incremental paradigm innovation is IBM gradually reinventing itself from being a machine maker to a service and solution company by selling off their computer making and building up its service and consultancy. Bauch and Lomb moved from “eye wear” to “eye care”. Radical type of paradigm innovation includes iTunes reinventing itself as complete systreme of personalised entertainment. Another example is Amazon, Skype and Google completely changing the face of retailing, telecom and advertising through online models. 
In conclusion, innovation according to Mobb (2010) [33] is more than just mere invention or new product development. I believe that innovation requires exploitation and commercialization. Companies should involve innovation in their ethos and culture of their business. Companies need toinnovate to enhance creation to advance their chances of outperforming their competitors.

3. Marketing Audit
This phase provides analysis on current position and opportunities of Red Bull using 3C’s analysis, PESTLE, and SWOT analysis (see appendix 2). Authoritative writers like Kotler (1977), defined marketing audit as an instrument to judge an organisation’s overall commitment to a market orientation. Marketing audit helps in increasing the profitability of the company (Kotler, 1999) [25].


3.1. Internal Analysis
The Company: The company analysis under the 3C’s involves with the evaluation of the company’s objectives, strategy, and capabilities (Wikipedia, 2013). This helps the company to indicate the strength of its business model, whether there are areas for improvement and how well the company fits the external environment.
Inspired by functional drinks from the Far-East, Dietrich Matesdutz established Red Bull Company in the mid of 1980’s. He created the formula of Red Bull Energy Drink and developed the unique marketing concept of Red Bull. In April, 1987, Red Bull Energy Drink was sold for the first time in its home market Austria. It was not only the launch of a completely new product, but it was also the birth of a completely new product category. Today, the company is available in more than 167 countries across the world (Red Bull GmbH, n.d, 2016). Red Bull Company has 10410 employees in 167 countries as at the end of 2014-2015 calendar years as compared to the end of 2013 calendar year, when they had 9694 employees in 166 countries and 2012 when they had 8,966 employees in 165 countries. 
Red Bull Company has always portray a simple but strong brand image with its well-known slogan; “Red Bull Gives You Wing & Ideas”. The product is appreciated worldwide by top athletes, students and highly demanding professionals (redbull.com, 2013) [38]. Red Bull relies on both traditional and non-traditional ways like sponsoring well-known athletes outside the extreme sports industry and host exclusive parties for rock-stars to build their brand image and equity (Bodner, 2011) [10]. In order to save many miles of transport and resources, Red Bull has instituted what they termed as ‘wall-to-wall production’. This strategy helps them to manufacture and fill cans wherever their branch is. According to their own figures, more than 7,000,000km of truck travel is saved every year. These cans are built with aluminium and now the cans are weighed 60% less than a decade ago and it is 100% recyclable (redbull.com, 2014). 
Red Bull has sold +5.3 billion cans as of 2013 worldwide, representing an increase of (+3.1%) against that of 2012 and has exceeded 5 billion Euro mark turnover for the first time. In 2014-2015, Red Bull’s turnover was increased from EUR 4.930 billion to EUR 5.040 billion (energydrink.redbull.com, 2014). The company has won both the constructors’ and drivers’ formula 1 championship for four successive years. It has seen a 60% rise in volume sales over 2007-2012 in parallel with a 64% rise in volume sales during the same period (Price, 2012). In terms of further expansion, Re Bull Company is targeting the core market of United States of America and growth markets in the Far-East, while also focusing on the continued world-wide roll-out of the Red Bull Editions. See figure 1 for Red Bull’s Net Sales and Cans sold in 2010-212(http://energydrink.redbull.com/company).
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(Source: Euromonitor International, 2013)

Fig 1: Red Bull’s Net Sales and Cans sold in 2010-12.

The combined value of sports and red bull sales in 2012 was around £1.2 billion and red bull accounted for over 80% of this figure at around £1.0 billion (Price, 2012). Red bull has outstanding performance as of 2013 in terms of sales, revenues, productivity and operating profits. These positive results can be attributed to the outstanding sales in the red bull market shown on the tab 2. These outstanding sales happened as a result of efficient cost management and the on-going brand investment;

Table 2: Red Bull Sales in Percentage as of 2012

	Red Bull Market (Countries)
	Sales in percentage (%)

	India
	+55%

	Japan
	+32%

	Turkey
	+18%

	Scandinavia
	+16%

	Russia
	+13%

	Brazil
	+12%


      Source: redbull.com, 2012

In 2014-2015 calendar year, the company increased their sales and dominance by selling 5.612 billion cans representing an increase of 4.2% against 2013 calendar year. Taking into account the currency fluctuations, the company was able to increase its turnover by 1.4% from EUR 5.040 billion to 5.110 billion. This outstanding sales figures come from Red Bull markets in countries such as India (+32%), South Africa (+31%), Japan (+11%), Russia (+18%) and Turkey (+32%), thanks to the company’s cost management and on-going brand management. Though looking at the figures between 2012 to 2015, it could be seen that some of the figures have gone up and others have gone down, however, the consumption countries have also increased. See figure 2 for Red Bull’s off-trade volume as of 2012.
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    (Source: Euromonitor International, 2013)

Fig 2: Red Bull Off-trade volume sales in 2012

In terms of marketing, Red Bull Company uses buzz marketing strategy as its main marketing strategy. Its market share, sales and demand increases every year and sales are expected to keep rising in the upcoming years. Most of Red Bull’s sales come from distributing countries like Middle East, Far East, Europe and USA. Although the demand for Red Bull has increased, the company’s market share in USA for example has gone down from 75% in 1998 to 47% today (Robin, 2010). Due to that, Red Bull’s quest for expansion is targeting the core markets of Western Europe and the USA. The company has also decided to intensify their markets growth in the Far East as well as focusing on the on-going worldwide roll-out of Red Bull Editions. Though there is uncertainty in terms of finance and global economic climate, Red Bull plans for growth and investment for 2014 still remains ambitious. Red Bull has still maintained its 70% of the market share in over 167 countries across the world at the end of December, 2015. 

3.2. External analysis
International marketing environment: Many papers have used theories and models to explain the major environmental factors entail in international marketing. While some prefer using PESTLE Analysis, others prefer either SWOT or Porter’s Five Forces. In this study, the author has used PESTLE Analysis to audit the macro-environment of Red Bull’s market. The results from PESTLE Analysis were used to identify the strengths, weaknesses; opportunities and threats (SWOT) of Red Bull Company. Drawing a strategic marketing plan for a company like Red Bull, it is important to effectively and efficiently analyse the foreign market before entering into that market.
Competitor analysis (competition): A company can position itself by first identifying the competitive brands before going to position its brand (Asiedu, 2015) [3, 4, 5]. Competition in the energy drink industry across the world is very intense. This is because there are about thousands of energy drinks in the world competing with Red Bull brand. Hoecklin (1995) argued that understanding and managing cultural differences, can lead to innovative practices and sustainable sources of competitive advantage. Red Bull has over 100 major competitors. It ranges from large international competitors like Rockstar, Burn, Gatorade, Monster Beverage Co., Coca-Cola Co (TCCC), and Pepsi. Co. However, the main competitor is coca cola. Coca cola is a world leader in beverages and convenience foods with revenue of about £27 million and over 143 000 employees. Coca cola brands are in over 200 countries
Though there are so many energy drinks in the world market, there are major competitors that are always on Red Bull’s neck and some of them include Burn, Gatorade, Monster Beverage Co., Coca-Cola Co (TCCC), and PepsiCo, Lucozade, Rockstar, Red Rooster, Sparks, Street king, Pussy, Vault, Amp, Bacchus among others. Many celebrities have also been promoting other several emerging energy drink labels like liquid ice, Nelly’s Pimp Juice blue jeans, mother, mountain dew, liquid x, and 320 energy drinks. This shows how strong and competitive the international market is. 
In marketing planning, a fair knowledge about the competition structures and the actions of the major competitors are very crucial. A competitor analysis is an assessment of the strengths and weakness of current and potential competitors (Frout and Rivkin, 1996). To them, the analysis provide both defensive and offensive strategic context to identify threat and opportunities.
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Red Bull has shown strong performance in the recent years but in terms of value the company has been seen to perform far below the other players in the energy drink market due to issues of high caffeine and growing competition from emerging products. For Red Bull to face this competition, the company needs to alter the ingredients of the drink based on the consumer taste. Asiedu (2015) [3, 4, 5] argued that “improvement and innovation are generally well-received by customers and reinforce brand loyalty”.
Notwithstanding all the numerous competitors of Red Bull products, the major competitor is Coca cola. Coca-Cola for instance has spread its wings to over 200 countries as compared to Red Bull (BBC News, 2001a) [8]. Coca-Cola Company as better known by its nickname “Coke” is an international manufacturer, marketer and retailer of non-alcoholic beverages and energy drinks. Better known for its signature products, the company is the major sponsor of the NBA, the PGA Tour, and the NCAA championship, the Olympic Games, the FIFA World Cups and the UEFA Euro. As a leader in both soft and energy drink industry, the company’s advertising efforts have made a significant impact on their products. Fig 3 b shows Coca cola’s marketing principles and techniques that have helped them to achieve their higher share of market worldwide.
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Source: Asiedu (2016) adapted from Coca-Cola website

Fig 3: Coca cola’s marketing principles and techniques


Introduced in 1886 (129 years now), Coca-Cola products are for all kinds of people irrespective of the person’s age unlike Red Bull products which are limited to people who need strength to do something. The company’s business direction and objective is “to refresh the world; to inspire moments of optimism and happiness; and to create value and make a difference”. The vision is to “be a highly effective, lean and fast-moving organisation. To nurture a winning network of customers and supplier, together, we create mutual enduring value”. Just like everything has its own weaknesses and strengths, so do Coca-Cola company. Though the company’s strongest strength is their popularity, variety and riches, the company has many brands that are unknown to many people and their customers. Some of their products have been accused of having health problems for people with gastritis.
To amass everything at this section, competition is mostly influenced by the socio-cultural, business in general, and economic conditions; the cost and the laws and regulations of the country. Though the major components of the international environment and their bearing on market efforts in international trade demonstrates that each factor is different, each may in some cases interact with one or two of the factors.

3.3. The Use of PSETLE Analysis & the Macro-Environment 
PESTLE analysis is another useful way of evaluating and managing macro environment, more precisely the external factors that affect an organisation. Marketers use this framework to monitor, analyse and describes the environment of a specific market by defining the influential factors that might have either negative or positive impacts on their products on the basis of Political, Economic, Social, Technical, Environmental and Legal levels. This tool helps to get greater understanding of the external environment and the market place. In this study, the micro-environment was analysed through PESTLE analysis. The results were used to identify the strengths, weaknesses; opportunities and threats (SWOT) of Red Bull Company.
Political and legal factors: These factors are the trickiest areas firms need to know since each country has its own set of rules and regulations. It is ether affected directly or indirectly by the governmental laws, political instability, health & safety issues, consumer rights & laws, product labelling and safety at any stage. Firms should always factor these into consideration in any country they might want to enter with their either new or existing products. This is because such factors might have great influence on how they conduct their business. Government in every country has the right to restrict and control the type of products and services that are either imported or exported into the country. For example, in 1986, France and other European countries like the UK banned Red Bull’s products from entering their market due to high caffeine and taurine rate. According to NBC News (2016), it was only in 2015 summer that the ban was lifted in France and now Red Bull can penetrate the French market. The same thing was happened in Canada and even as I am writing now, Red Bull’s products are still not authorised for sale in Denmark and Norway due to the same reason. 
A study carried-out by ISME in 1998 however has confirmed that Red Bull energy drink has stimulating effect but does not lead to addiction. Red Bull Company has defended this allegation and stated that “taurine has been shown to help maintain in health cardiovascular system. Taurine during athletics seems reasonable. It is recommended that the daily consumption of Red Bull should conform to a person’s intake of caffeine, and this varies from person to person” (NBC News, 2016). Red Bull Company has suffered from legal restrictions most especially from EU countries. Pressure on caffeine and taurine rate, all bores down to the side effects on person’s health. In conclusion, many governments have concerns about Red Bull products and the impacts of the products on consumer health. 
All these ban and restrictive policies are meant to put in place proper measures to deal with environmental issues, labour rights, human rights, and consumption issues, therefore, Red Bull needs to meet certain legal criteria and make sure to reduce the caffeine level in order to gain access to such countries market. Red Bull Company must understand that these actions are taken in the interest of the people. This is because the two bodies are working for the people and they mean good for the people. Red Bull Company therefore needs to be able to respond to the current and anticipated future legislation, and adjust their products and marketing policies accordingly.
Economic Factors: Another important factor that needs to be noted is the economic factors of the country a firm may want to enter with its products. Economic factors such as economic growth, interest rate, inflation among others have a significant impact on how organisations conduct business. It can be grouped into micro and macro-economic factors. The micro-economic factors deals with the way people spend their income and this has a significant impact on B2C (business to consumer) organisations in particular. Business to Consumer (B2C) is a type of transaction or business conducted directly between a firm and its consumers who are the end-users of its products and services. Macro-economic factors, on the other-hand, involve with the management of demand in any given economy.
Economic factors have had a significant impact on how Red Bull Company conducts business from one country to another since its inception. The company has been facing global increase in purchasing power, from most especially developing countries, market maturity and increasing demand for alternative energy drink, recession and loss of buying power from consumers. The problem associated with these aforementioned factors is that the company serves only special drinks for a special niche market. Red Bull’s target market are sports women and men and hard-working people who need a “push up”. Although there are substitutes, it is becoming difficult to compete with major competitors like Coca-Cola and Pepsi-co.
Another economic issue is the maturity of the carbonated drinks market and high industry margins. Thus, with reference to the existing and emerging competitors mentioned earlier in this study, we could easy figure out those major soft drink manufacturers like Coca-Cola, Pepsi. Co among others have been attracted to the energy and sports drink market, partly by their premium prices that exist for their products. Comparatively, Red bull Energy Drink’s premium price for their products is extremely high. This market is very sensitive to the economic conditions which impact purchasing power of consumers. The risk here is that many people are now shifting from Red Bull Energy Drink to other energy drinks that are less expensive.
Contrary to the above economic assessment, Red Bull’s products are still dominating in some countries like India (+32%), South Africa (+31%), Japan (+11%), Russia (+18%) and Turkey (+32%), USA (47%), thanks to the company’s cost management and on-going brand management. 
Socio-Cultural Perspective: Many writers have attributed socio-cultural factors facing Red Bull Company to; high unemployment rate in the world now, demography, health issues, global warming and other fashionable dimension of energy and sports drinks in the system. 
In this study, the socio-cultural factors are the areas that deal with the shared attitudes and beliefs of the generality of people towards Red Bull’s products. With reference to the political and legal factors, we could see that many countries have negative believes and attitude towards the company’s products due to health consciousness, age distribution, career attitudes and population growth. For example, most people have doubt about the health dimension of Red Bull Energy Drink and this has led to its ban in certain countries in Europe. Besides, it is believed that people consume energy drink when they are at the workplace; however there is high unemployment rate in this 21st century, so the question is; how can people consume energy drink when they are not working and not tired? Another most important thing that was noted is the ageing population in Europe and the fashionable dimension of energy drinks in the system. These factors can question the future of Red Bull energy drink market.
Though unlike the 1980’s where people did not want to try the product due to its health issues, people are now opened with much experiences as their lifestyle are changing and getting influenced by ethical issues. People are now confidence because the health issue has been cleared by organisations like ISME. Even so, Red Bull Company still need to examine these issues critically because those issues have a significant and direct impact on how consumers believe in their products and what drives them.
Technological Perspective: Asiedu (2015) [3, 4, 5] argued that many firms are increasingly investing in technology and humans with the aim of leveraging and developing intellectual assets to gain competitive edge to outperform the increased competition, the need for innovation and the need to improve quality of products and services. This explains that technology plays an important role on how marketers market their products. Technology in this 21st century is affecting the global market in three different ways; namely; (i) new ways of producing goods and services, (ii) new ways of distributing goods and services, (iii) new ways of communicating with target markets. The question here is; how do we link this with Red Bull Company?
Red Bull Company has been producing energy drink for a niche market. Meanwhile they are not the only producers of energy drink in the sector or in the world. Therefore, the company through technology can take a risk of creating and innovating new or alternative products that can serve a different market group (available on next chapter-strategies for growth). The company can improve manufacturing techniques and process that could lead to low prices to battle with low price products like Coca-Cola, Pepsi-co among others. 
However, the current technological innovations are not important enough to negatively impact on red bull energy drink industry. Moreover, the industry requires that the brand has a real presence in social media due to the youngness of its consumers.

Ecological or Environmental Factors: The ecological or environmental factors have been in the system only for the past 15 years or so, yet they are contributing significantly to the international marketing due to the growing of scarcity of raw materials, doing business as a sustainable and ethical company, population targets, as well as carbon footprint targets set by governments. Red Bull Company in this 21st century has witnessed ecological problems in their products. Research has revealed that many consumers of energy drink products are sifting to natural drinks and beverages. Based on my experience from three different continents (Europe, Africa & America) as a lecturer and researcher, I have observed that many people prefer drinking natural fruits with vitamins than taking energy drink like Red Bull which they believe it has negative health effects. The point I’m trying to raise here is that, there has been increased in the need of natural ingredients which can only be found in natural foods. In a nutshell, many people want to take natural drinks instead of adulterated ones. This factor is a threat to the image of Red Bull’s products.
In conclusion on PESTLE analysis, I decided to grade the issues based on; high impact, moderate impacts and low impacts (See Tab 3). The diagram shows the level of PESTLE Analysis conducted on Red Bull Products in this study and at the end, we saw that Political & Legal environment, Ecological environment: Socio-cultural Environment have high impact on Red Bull’s products, while economic environment seems to have moderate impact on their products. The one with the lowest impact is the technology.

Table 3: shows the impact level of Red Bull’s Impacts Level

	Red Bull’s Pestle Analysis
	Level of Impacts

	Political & Legal Factors
	High Impact

	Ecological / Environmental Factors
	High Impact

	Technological Factor
	Low Impact

	Economic Factors
	Moderate

	Socio-Cultural Factors
	High Impact


      Source: Asiedu, 2016

Now that we are done analysing Red Bull’s macro-environment using PESTLE analysis, let us use the results to identify the weaknesses, strength, threat and opportunities by using SWOT Analysis theory. 

3.4. SWOT Analysis on both Internal & External Factors
The SWOT analysis is one of the useful ways of directing and managing both the internal and external factors that affect the organisation. It talks about what the company is at good at, what needs to be improved, and the other things happening outside the company. Some writers also see it as a structured planning technique used to evaluate and identify firm’s internal and external factors that might be favourable or unfavourable to achieve their objectives. It stands for Strength (S), Weaknesses (W), Opportunities (O) & Threats (T). McDonald, 2007 [30] argued that using SWOT analysis can be dangerous especially when a company makes a decision whether conscious or not and only rely on the analysis for planning. In this case, companies’ should be very careful when using the SWOT Analysis to take a decision. 
[bookmark: _Toc361304485]a. Internal analysis
[bookmark: _Toc361304486]Strength
· Market leadership: In the year 2012 the company has sold total of 5.226 billion cans all over the world. This figure represented a 12.8% increase in the sales as compared to the figures of 2011. The company is the global leader in energy drinks. The company has a market share of 70% in the world. Even the other drinks offered by other companies are also facing competition in front of Red Bull. 
· Millward Brown (2010, cited by Bodner, 2011) [10] stated that Red Bull is positioned at 79th position amongst all the global brands worth 8,154 billion dollar. It is positioned at fourth rank amongst all the popular brands in soft drinks like before Sprite and Fanta but behind Coke (Zero, Lights and Diets), Coca Cola and Pepsi. Coke and Coca Cola are the third largest brands all over the world. 

Weakness
· Products: The main weakness of the company is that it deals in only five products like Red Bull energy Drink, Red Bull Sugar free, Red Bull Zero calories, Red Bull Editions and Red Bull Cola (Bodner, 2011) [10]. Red Bull Editions is available in three tastes Blueberry, Cranberry and Lime. Though the company has created variation since their products but the company is vulnerable to market fluctuations (McDonald, 2007) [30]. This is because of the fact that the sports or energy drink category in which the company operates is smallest part of the overall soft drink market.
· Cost: Red Bull manufactures its product from its only factory located at Austria. As it supplies the energy drink to the other parts from this factory only, it is susceptible to laws and regulation, high tax and high costs of distribution as compared to the competitors.
· Ingredients: Red Bull is vulnerable to regulatory control because of its high caffeine content (Euromonitor International, 2013) [16].
[bookmark: _Toc361304488]
b. External Analysis
[bookmark: _Toc361304489]Opportunities
· Newer geographies for the expansion of the company have opened owning to the emerging market. 
· Red Bull in order to reduce the distribution cost has decided to open new manufacturing unit in Brazil and Asia. This has opened new ways to provide competitive retail price rather than imported product prices.
[bookmark: _Toc361304490]
Threat
· Competition: Monster sets the biggest challenge and threat for Red Bull as it is made up of natural ingredients and looks more desirable to the consumers than the Red Bull. 
· High Cost of marketing: Creating a matured market in the developed countries makes the marketing process much complex and harder than the past. High marketing cost is involved in establishing communication with the customers.


Table 4: shows the summary of SWOT analysis done on Red Bull.

	Strength
	Weakness
	Opportunities
	Threat

	· Market Leadership
	· Product
	· Newer geographies
	· Competition

	· Brand name
	· Cost
	· Manufacturing unit in Asia and Brazil
	· High cost of marketing

	· Small & Fashionable Can (250ML)
	· Ingredients
	
	· Health Issues

	
	
	
	· Patent Issues


Source: Asiedu, (2016)



4. Segmentation, Targeting and Positioning
4.1. Segmentation& Targeting
Market segmentation is defined as a division of a broad target market into smaller segments to make marketing easier and to avoid the waste of products. It’s very important because it respond consistently to a given market stimulus. Red Bull has been targeting both men and women who are engage in strenuous activities from 18years and above (Bodner, 2011) [10]. However, in this marketing plan, Red Bull’s market will be segregated into two segments- the people who are engaged in high physical activities like athletes, working people, footballers etc. and other people who are engaged in low or absolutely no physical activities like the kids from 8-17 years and common people who are not engaged in any type of workout. Red Bull will always show activities where youth get together to enjoy their game with their brand. Research has disclosed that youngsters love to do strenuous activities like playing football, dancing and others (Costly, 2013). These youngsters consume Red Bull when they are enjoying their game. Besides, socializing with friends and family is a “core behaviour” in the lives of the youth and Red Bull brand personality is therefore, all about “giving them wing”.
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 	Source: Google, 2015

Fig 4: Red Bull Sports Sponsors in both Football & Motor Racing

4.2. Positioning
Positioning, in marketing is the process by which marketers try to create an image or identity in the minds of the target market for its products, brand and organisation (McDonalds, 2007) [30]. To maintain their market share, Red Bull can re-position their caffeine drinks by changing the product, relatively to the identity of competing products like the Monstar Energy drink (McDonald, 2007) [30]. More so, Red Bull can position a new non-caffeine product for kids and others who do not need energy drink. It can be placed to remove the fear of caffeine content, which is considered to be harmful. This product will not only provide an opportunity of increasing the customer base but also expanding the product line of Red Bull (Kotler, 1999) [25]. The promotion of this product can be done through the social networking site and public relation activities.

5. Findings and Discussions
5.1. Key Issues and Findings from the Marketing Audit
The following issues and findings were noted during the marketing audit;
· Growing Competition and competition from emerging products: Competition from existing and emerging energy drinks is one of the challenges noted from the Red Bull’s marketing Audit. Emerging products such as Monster, Full-Throne, Burn, Blue Jeans among others are the products that are growing at a faster rate in the energy drink industry. These companies are investing in marketing campaigns and addressing policy issues to draw customers’ attention to their products. For example, Full-Throne recently has published marketing strategy to deal with the marketing campaigns, health issues and issues of image (Costly, 2013). However, the major challenge here is how Red Bull create a competitive, world-class and non-caffeine drink which would match both the quality and the best of Red Bull business and innovative policies to create value and enhance competitiveness.
· New Trends in Product Demands: Another key issue that was noted while conducting the marketing audit was customers demand for new product with different flavor. The International energy drink industry is moving to a level where consumers are demanding in new, natural and varying products which would engage them always. There has been increase in the need of natural ingredients and non-caffeine drinks and as matter of fact; many people want to take natural food instead of adulterated ones. Red Bull Company needs to come out with a new product which will serve different purpose just like their major competitor Coca-Cola. Consumers are also demanding for a non-caffeine product with different flavours (Bodner, 2011) [10]. Therefore, to attract the attention of customers, the company needs to turn their attention on producing non-caffeine drinks for kids between 8-17 years and those who do not drink for energy purpose.
· Alleged Adverse Health& Patent issues: Red Bull is vulnerable to regulatory control because of its high caffeine content (Euromonitor International, 2013) [16]. This has made the company to loose most of their customers. This same issue has resulted the products banned in certain countries like Norway, and Hungary (Bodner, 2011) [10]. The content of the drink is not patented.

5.2. Evaluation of Success
There are various dimensions of success like productivity, profitability and growth. Growth can be measured in terms of market share of the company. If there is growth in the market share of the company, this indicates the company is growing as compared to the competitors. A firm only gaining market share does not indicates that the company is doing well until and unless they are productive and profitable. The productivity of a firm is measured in terms of “sales per employees and sales per dollar of assets” (Baldwin and Gellatly, 2003) [7]. Profitability can be measured as ratio of profit to sales or ratio of profit to equity or ratio of profit to assets.
In this case Red Bull should evaluate their performance every year with the forecasted outcome and objective that they want to achieve. Behind the marketing plan the company has to do significant amount of investment. Thus the company has to measure the return on this investment in order to see whether the investment is generating expected income. At the same time the company should also measure whether their market share is increasing as compared to the market share of the competitors. The company should evaluate their performance at regular interval and change their strategies if the expected result is not achieved. 
[bookmark: _Toc361304499]
5.3. Ethical Issues
After the death of three Swedish people, who were claimed to have consumed Red Bull energy drink, the ingredients used in manufacturing the drink is under investigation. These three deaths were followed by deaths in America and Europe. Owning to these incidents the energy drink of Red Bull has been banned in France, available only at pharmacies in Japan and categorised as medicines in Norway. The energy drink of Red Bull is created from a mixture of taurine, carbohydrates, vitamin and caffeine. It contains amino acid that kick starts the metabolism soon after the consumption (BBC News, 2001a) [8]. 
On this issue the company claimed the product to be safe. They said that the level of taurine and caffeine involved in producing the amino acid makes the drink as safe as having a cup of coffee. The general manager of Red Bull, Norbert Kraihmer argued that it is safe and it has been selling in more than 50 countries for so many years and was never claimed to have any adverse effect on the health of a person. No complaints have been received by the Food and Drug Administration of US but nutritionist have raised warning against mixing of Red Bull with alcoholic drinks since it caused dehydration, kidney and heart problems. They have alerted people of drinking in larger volumes (Abc News, 2013) [1]. 


6. Marketing Strategies for Growth Using the 4P’s of Innovation
Taking a critical look at what innovation is, and the use of 4P’s of innovation, with reference to the marketing audit of Red Bull Energy Drink Company, the findings and key issues discovered while auditing Red Bull Company, the researcher decided to use the 4 P’s of innovation to help the company to create a sustainable marketing plan to attract new customers and win back the lost market shares due to the aforementioned key issues above.
This section of the paper has provided four key ways companies can use to strategically position their products to win customers. 

7. Market Penetration through product innovation
With reference to the literature review on the 4Ps of innovation, it was discovered that, a company can penetrate new or old market through developing an existing product performance quality, features, reliability, conformance quality, design or style. For Red Bull to remain market leaders, it needs to change the context in which the products are produced and it premium pricing strategy to defend its value, volume and market share of the areas they have lost share as a result of health issues (Tidd, 2005). Red Bull must diversify their products to show their innovative skills to customers. From the marketing audit and their segmentation plan, it was discovered that Red Bull has been creating and delivering products with more caffeine and taurine due to their target market group. 
The company can however, develop non-caffeine drinks for people between the ages of 3-10 years and other people (10-17 years) who do not drink for energy purpose. Red Bull can also introduce new kinds of drink far away from energy drink with more vitamins plus and more flavours. In effect, it will help to freshen the brand image as well as creating entry barriers against other competitors in the market (McDonalds, 2007) [30]. This strategy will eventually lead to the increase in market share and customer base. The company can incrementally improve their factory operations efficiency through upgraded equipment and extended range of their products. The company can still rely on their advertisement, event organization and rewards to encourage their customers to purchase their new or improved products. They can also use order-qualifiers like low-pricing and order-winners to win orders in the market.

8. Pursuing local and business markets through process innovation
Taking a critical look at the marketing audit and the key issues facing Red Bull Company, it could be seen that process innovation is very important here. When product innovation is added to process improvement technique, it creates a sustainable operational excellence such as advantages in value, cost, quality, and speed that are special to every company. Red Bull can use techniques of process innovation such as creative thinking, re-engineering (Five Max Method), Six Hats thinking, and Scamper (workshops) to find creative and sustainable solutions to the issues facing them. This will provide direction and context so that the investment in process change becomes lasting returns and meaningful. To create and deliver breakthrough performance, Red Bull Company must evaluate their process performance linking with their current strategic goals and consider alternative improvements in a strategic and customer-focused context. Since many customers are demanding for different flavor with natural taste, Red Bull can redesign their processes and use process improvement strategies such as reduce cycle-time, eliminate non-value-added activities, reduce variation, and root cause analysis for maximum strategic and customer impact to penetrate the local and business market in Austria. 
Red Bull Company can adopt cutting edge “Blue Ocean Strategy” and process leveraging technique to generate ideas for this breakthrough performance. The Blue Ocean Strategy was introduced into the business management terminology by American Professors, W. Chan Kim & Renee Mauborgne at SEAD in 2005 [26]. The Blue Ocean Strategyis a new of thinking, a new strategic mind-set that charts a bold new path winning the future (Flevy, (2002), HBR (2015) [21], Kim & Mauborgne (2005) [26] & Ajay (2012). This strategy can help Red Bull to pursuit low cost and differentiation to create a new market space and open up new demand at the local and business market at Austria. Red Bull Company can succeed without necessarily battling with the growing competition and competition from the emerging market, but rather creating “blue ocean” of uncontested market space through reconstructing market boundaries and focusing on the bigger picture, reaching beyond existing demand and getting the strategic sequence right. Kim & Mauborgne (2005) [26] argued that “blue ocean” technique creates a leap in value for the firm, its employees and buyers while unlocking new demand and making the competition irrelevant. 

9. Strategic Product alliance through position innovation
Stefanovic and Dukic (2011) [41] believed that “modern business imposes constant competition with rivals with a goal to survive on the market”. In this era of competition where technology has become more popular at the market, it is preferable to enter into strategic alliance as a form of growth. This alliance can be done by combining activities of the value-chain between two or more companies with similar objectives, compatible structures to achieve a sustainable competitive advantage. Red Bull Company can establish a strategic partnership with one of the emerging competitors and reposition the perception of their established product in a specific context. Originally, Red Bull’s products are believed to have more caffeine, but they can rebrand it as “safe to drink” with low caffeine for everyone (Tidd & Bessant, 2009) [42]. They can use promotion activities like “buy-one, get-one-free” to build up price expectation and engage new and old customers (Bodner, 2011) [10]. The product context will show its products values in details to explain what people will get and how much it is worth. This will help Red Bull to build up the image of their product as “safe” to drink in customer’s minds.
By applying strategies of position innovation, strategic alliance offers new products for customers and positions their products at new market segment. Though modern literature offers several position innovation strategies as tools for market domination, Red Bull Company can use strategies such as co-creation, platform offering, modern technology and partnership for strategic alliances. The co-creation will allow Red Bull Company to create value by involving customers in their either new or improved products creation with the aim of satisfying their customers. While the platform offering which demands intensive teamwork and strong leadership, is focused on product development and innovation. These strategies will not only allow Red Bull to act locally but also to extend their business tentacles globally.

10. Market Development through paradigm innovation
Market development and paradigm innovation always work together like twins. Paradigm innovation deals with the change, sometimes radical, in the way organizations do their things. It could be the way the products are sold or manufactured. Red Bull can change the way their products are sold, may be from off the counter to selling on internet. Could you imagine energy drink been sold online? It needs to be profitable to be innovative. Also, the company can repackage their existing product and introduce it into a new face of people (Ansoff, 1957) [2] by making the products low cost. They can target different geographical markets either at home or abroad, precisely Western part of Africa and America to reposition the drink as premium “designer” products (Tidd, 2005). The company can adopt social networking sites to make different among its competitors. However, market development is very risky; therefore Red Bull must be very careful.
Market penetration involves with entering a new market with an existing products (Ansoff, 1957) [2]. Red Bull can make changes in the products they offer by introducing different flavours and non-caffeine drinks to penetrate the new market. Although it could be risky to enter a new market with an existing stuff but, the industry can use market researchers to collect information from customers by studying customer buying patterns and using tools like customer survey and focus groups (Bodner, 2011) [10]. They can also use reverse engineering by disassembling their major competitor’s product to analyze its design features by using their R & D department to develop their product. 

11. Conclusion
To conclude, companies should know that these 4P’s of innovation are not narrow categories. The borders of 4P’s of innovation are intertwined and foggy. Firms can use all of them or some of them at the same time. It was discovered from the studies that improving the process end up giving better products. Better products also results in better position and better position could result in better paradigm. The most important thing to note here is that, these 4P’s of innovation have one purpose and the purpose is to make firms or organisations more efficient, better and profitable. 
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