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Executive Summary 
	 This study is a report that is mainly aimed at introducing a new energy brand into the market by the Red Bull Company. The main target market for the brand is Africa, which is a market that had largely been ignored in the past. The continent of Africa is burgeoning in population and this has been aided on a large part by the high population growth. In addition, the middle class is also burgeoning and many more people are now consuming energy drinks compared to the past. Energy drinks to not have a specific age group that consumes energy drink products and this therefore implies that it can be consumed by both the young and also the aged. Nonetheless, the focus will largely be on the sports personalities who are in need of energy drinks in order to stimulate and improve their energy levels. Africa has a large population of sports personalities ranging from athletics, rugby, football, cricket and boxing. The fact that a majority of the sportsmen in these sporting disciplines will require an energy drink at one time or the other implies that there is indeed a market for energy drinks in Africa. The main competitors for Red Bull in the industry include PEPSICO Inc, Suntory Holdings Limited and Monster Beverage Corporation (Balmer, 2014).  The report will analyze the three competitors who also have a presence in the target market in terms of their strengths, weaknesses, opportunities and threats. The report will also assess the different marketing strategies and brand development for instance the different strategies for communication, positioning strategy and brand awareness. The study is a comprehensive report for the development and marketing of Red Bull brand.
Introduction
The study will assess a plan for the Red Bull latest brand in the energy drink industry. The brand will mainly be targeted for a period of 6 months whereby the company will make attempts to make some improvements in order to ensure that the brand succeeds. The findings from the research pointed to the notion that many people in the continent and more so those who participate in different sporting disciplines are in need of energy drinks, which at most times are not usually available to them. There is an increased presence of many sporting disciplines around the country which has augmented the need for the disbursement of energy drinks in order to improve their sporting prowess. Red Bull has therefore established the opportunity in the market and thereby putting efforts in order to ensure that they capitalize and capture the market. There is an increasing demand for energy drinks in the continent and this therefore provides a good market for the product (Riedel, 2007).
Assumptions
In order to foster the marketing plans for the brand, the Red Bull will be improved and marketing through particular assumptions as will be analyzed below. 
1. The company will coordinate with the local industries in the continent and foster cooperation with them in order to fast track research on the market and also the sales.
2. The energy drinks industry in the continent is mainly composed by few players and this therefore provides an opportunity for a new brand.
3. The introduction of a new brand that resonates with the local community will ultimately attract a particular market and therefore provide the needed opportunity for the brand (Balmer, 2014).
4. The population in the continent is rising rapidly and this therefore provides an opportunity for the introduction of the energy brand in the continent.
5. The rapid growth and development of majority of the countries in the continent has also made it easier to introduce new brands into the market since people have also been empowered.
6. Red Bull is one of the largest energy drink brands in the world and can therefore amass the needed human and financial resources that are needed to market the brand in the African continent.
7. The market is mainly responsive to new products and history has proven that new products or brands are appreciated quickly.
The assumptions named above are the foundations through which the brand will be made. The company is based on the assumption that the brand will be receptive and there is therefore a high likelihood that it will capture close to 80% of the African market in the next three years (Franzen & Moriarty, 2015).
Positioning strategy
Red Bull Company will take advantage of the big brand and the vast experience in the industry in order to venture in the market. In addition, to the big brand and experience, the company also has the advantage of producing high quality brands that have minimal or no defaults or complains. The brand will be offered at a reduced price, which is easily affordable to the majority of customers across all segments of the economy. This therefore implies that it must be structured to fit the needs of all the people in the economy even the low income earners (Riedel, 2007).
Target market
The population in the African continent is expected to grow to close to 2 billion in the next decade and close to 1.2 billion in the next two years. More than 50% of the population in Africa is in need of energy drinks at one time or the other in their daily activities whether at work or in sporting activities and this therefore affirms that there is a ready market for the energy drink products. The target market is evidenced by the fact that there are energy drinks that have established their markets in the continent and done very well (Balmer, 2014). 
The fact that there is a ready market for the product or brand implies that it is a lucrative market for the brand and this will therefore guarantee sales in spite of the fact that there are costs that may be incurred. In addition, the burgeoning population in the African continent and the rising standards of living will ensure that more and more people become increasingly interested in energy drinks. Other than partnering with the local companies in order to foster the sales of the new brand in the continent, the company will also target individual suppliers from different countries across the continent that will cooperate with Red Bull in order to market, promote and sell the products across the different countries in the continent (Riedel, 2007).
Competitor analysis
	The energy drink industry has existed for many decades and despite the fact that Red Bull has been the greatest player in the energy drink industry; there are other competitors in the industry. This therefore affirms that it is imperative for Red Bull to assess these competitors since they can pose a challenge to their objectives of expanding the market. The brands that were mentioned previously in the study are no pushovers since they are also global brands and there is therefore a need to carry out an explicit analysis on the competitors (Kelley, Sheehan & Jugenheimer, 2015). 
Pepsi Co
PepsiCo, which is one of the largest competitors to Red Bull is a global player that has posed a challenge even to Coca-Cola, which is the largest manufacturer of beverages in the world. Some of the soft drink brands within its ranks include Mountain Dew, Pepsi and other diet alternatives. In addition to the beverage of cola, which is the dominant beverage in the company, Pepsi also sells Gatorade sports drink, Tropicana orange juice, Aquafina water and SoBe tea. The company also makes different snacks such as the Friti-Lay, which is the world’s largest maker of snacks for instance Cheetos, Ruffles and Doritos. In addition, there is an array of breakfast cereals such as oatmeal, Quaker and Life. The products of Pepsi are available in more than 200 countries around the world and operate both its distribution and bottling resources (Hall, 2016).
Strengths 
The company has a big brand name due to its vast experience throughout the years and the Pepsi brand is well known around the world and more so because of its competition with Coca-Cola. The customer base of Pepsi is also strong having established many customers across the globe and more particularly in the continent of Africa. Having had a strong presence and experience over the years in all continents, the company has a strong financial support as a result of its huge presence and existence over the years and it therefore becomes easier for the company to expand in new areas. The company also has a strong distribution network which also acts as an advantage since it can be able to distribute new brands easily without incurring high costs (Balmer, 2014).
Weaknesses
As a result of the strengths that are associated with Pepsi Co, it is difficult to note many disadvantages since the company has vast experience and repute, which makes it easier for them to cope with the challenges or the weaknesses that may emerge. Nonetheless one of the issues that Pepsi has been blamed or accused is the issue of quality. Compared to other renowned brands such as Coca-Cola and Red Bull, the quality of the Pepsi products such as the Gatorade sports drink is of an inferior quality compared to the products by most of its competitors. The other disadvantage is that the hard name fails to resonate properly with the African population. The language barrier makes it difficult for many African countries to pronounce Gatorade which is a complex term compared to the other brand names of the competitors, which are easily comprehensible and resonates well with the populace (Buchholz, 2008).
Opportunities
1. The increasing population in Africa resonates provides an opportunity for the company to expand into many African countries since there will be an added market for its products
2. The company also has the opportunity of new frontiers in the continent such as those countries that are stabilizing politically for instance the Democratic Republic of Congo where the company had not established its presence previously.
3. Another opportunity is that the youth population in Africa is increasing and bearing in mind that the largest consumers of their brands are the youth, this ultimately provides an opportunity for their expansion and for new markets among the youths (Buchholz, 2008).
Threats
1. Some of the threats include the political instability across many African nations which makes it difficult for the company to have stability in some of the African countries
2. The competition from rivals such as Coca-cola is also a major threat that is facing the company
3. There is also instability in a majority of the African countries and this therefore causes a fluctuation in a majority of the currencies in many countries across Africa, which obviously makes it difficult for the company to achieve stability since their revenues and sales have a high risk (Buchholz, 2008).  
Monster Beverage Corporation Company
The monster beverage produces different varieties of teas, juices and sodas in over 150 countries across the globe. The company has a brand by the name Monster, which has been ranked as the second largest energy drink brand in the world behind Red Bull. The company has focused primarily on the United States and Canadian markets, where it markets its products through distribution networks. The company formed a strategic partnership with the Coca-Cola Company in 2015 after Coca-Cola acquired a stake in the business that is in excess of $2 billion (Buchholz, 2008).
The Suntory Holdings Limited Company
The Suntory Holdings Company is a Japanese Company that has been in existence for over 100 years and is largely known for the production of the first whiskey in Japan. The company has currently partnered with more than 250 brands across the globe in a bid to distill whiskey and also venture in the business of selling flowers across the globe. The company mainly centers on three operational areas, which include the production of beverages that are non-alcoholic, production of flowers and finally the running of fitness centers and restaurants. The company also deals in the sale and distribution of Japanese products such as the Haagen-Dazs ice cream and further ventures in the business of bottling Pepsi products in both Japan and Vietnam (Riedel, 2007).
Points of Parity (POPs)
The energy drink brand will mainly be developed with the sole aim of being integrated into the African continent, which had largely been ignored in the past. The fact that the majority of the citizens in the African continent are the lower class earners and few in the middle class earners, then it is critical to produce a brand that is not expensive and easily affordable to the African populace. In order to achieve the intended objective then it is pivotal to integrate or incorporate some of the similarities between the brand and other brands that currently exist in the market for instance those by Pepsi Co and Monster beverage. The factor of affordability, which has been incorporated by some of the competitors, will also be taken into consideration. It will also be crucial to look for a name that resonates well with the African population so that it can easily be identifiable by the public. Moreover, it will also be crucial to take into considerations the cultural aspects of the African continent in order to ensure that most of the ingredients and the substances that are used in the brand reflect or are accepted by the population in Africa (Buchholz, 2008).
Points of Difference (PODs)
The political instability in many African countries may pose a challenge to the objectives of Red Bull and many may therefore question why Red Bull can decide to venture in such a volatile market. Nonetheless, the company intends to venture into the market by focusing more on the needs of the people in order to attract them towards the new brand. The points of difference between this brand and those of the competitors will be based on a name that resonates with the locals and lowering the price in order to ensure that it is affordable to many (Riedel, 2007).  
Building Brand Equity
	It will be imperative to build brand equity and cognizant of the fact that the company will largely focus on the larger population including the low income earners, then it will be critical to establish a brand that is easily identifiable to all. In addition, this will further enable the population to differentiate the original products with the sub-standard products that may be produced by their competitors to confuse them. Promoting the brand will therefore go a long way in improving the presence of the brand among the customers (Balmer, 2014).  
 Brand Awareness 
In order to achieve brand equity, it will be pivotal to improve the awareness of the brand. In order to improve the awareness of the brand, it will be crucial for the company to focus on the points of differentiation since they will be critical in differentiating themselves from their competitors. The awareness of the brand will therefore be based on the localized name and also the low prices that are easily affordable to all. The unique aspects of the brand will be patented in order to ensure that it is not copied by the competitors (Riedel, 2007).
 Selection and justification of brand elements
	The brand elements will be based on the unique aspects of the brand. In addition, another brand element will be the low prices, which will be aimed at appealing to all the people. The company also aims to incorporate the element of quality in its brand in order to affirm to the customers that they are indeed buying a quality product (Buchholz, 2008).
 Brand Image
	 The image of the brand is the perception of the brand on the minds of the consumers. The company intends to build a brand that depicts a quality brand while at the same time showing a brand that is easily accessible. It will therefore be imperative to introduce appealing and captivating brands that resonate well with the public. The mantra of the brand will therefore be captivating and one which meets the needs of both the consumers and the company (Riedel, 2007).
Communication Strategy 
Communication is an important factor in fostering the growth and success of a brand. The company will use a media mix for instance the use of television and newspaper prints in order to advertise the products. The company will also use social media in order to advance their promotions and advertisement campaigns for instance through the use of Facebook, Twitter and YouTube. The company will also use promotional campaigns by sponsoring well known events in order to improve their productivity (Lindstrom, 2004).
Measuring Brand Equity 
The equity of the brand will be measured after every month in order to assess the growth of the company in the market. The equity of the brand assessment should help the company to come up with effective strategies that will enable them to achieve growth and success in future. The company will make an analysis on the past and the prospective customers by conducting qualitative and quantitative research (Riedel, 2007).
Recommendations 
The chances of Red Bull succeeding in the new market is high but is pivotal to conduct an explicit analysis on the competitors in order to derive their weaknesses and capitalize on them as opportunities. It is critical to assess the competitors and find ways of dealing with them in order to avert and mitigate the risks and threats that are posed by the competitors. In addition, it is also critical to ensure that all the critical brand elements are put in place in order to foster brand awareness and acceptance amongst the customers (Lindstrom, 2004).
Conclusion
This report will provide the basis through which Red Bull will be able to venture into the African continent. The fact that the African continent has a relatively young market in the energy industry makes it a lucrative market to venture a new brand. The earnings of the brand will improve greatly if the marketing plans are done according to the plans stipulated herein. The plan will last for the stipulated 6 months and this is one of the reasons why it will be critical to conduct assessments on a monthly basis in order to achieve the intended objectives. The fact that the company is known for high quality brands will obviously be an added advantage in ensuring that the company appeals to the customers.
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