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Marketing Debate
Has TV Advertising Lost lts Power?
Long ceemet the most sucosss maretng mechum,
dovion aaveriong & easegly ciicisd. o bong
105 e s, ven wers, e afacivg tan 1 onca
e ok maetan it consamars e ut 100
2t 1 i 1o ke 8 37000 s, Tha
e, cam som, & ih o Sherteng, Suppons o
TV adverting csarse, contaning e 1 mussenery
exparionca of TV & unsrpasecd and that o v meca
i ot e sama potantl mpact

ke a positon: TV acerting has largely becarma
inmporant versus TV acertang s 1 the mosk
Powerta advertsng medhim.

Marketing Discussion
Communications Audit

© Pk brand an goto 15 We s, Locat as many
{oms of communcaton 28 you can s Gondes an
dommalcommuncalons as What o yau nos? How
Conseten a1 he et commumatons?
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>> Red Bull

Pt B ntograted markating commuricatons ix has
besn 50 succsssh that he Company has credted an
ety i bion-cola cink categony—anergy TS
In ackiton, Fed 4 has bacoms a muilion-dolr
boverage brand among flrce compeifion rom bever.
g0 kings ke Coca-Col, Pepsi, and Atheuser-Busch
o date, e company has 9d mare than 40 billon cans.
of enercy dinks across 165 counvies. How? Fed Bul
bocama the energy crink market leaer by Sl con-
nectig with youth arcund the gobe and doing i diflr
ntythan amone dse-

Dirich Hateschtz foundsd Red Bull with a sn-
o produc in Austia in 1087. By 1097, tho sender
Shrantble can vas avaiatl in 25 meskets giooal,
inchuding Westem and Eastem Eurcps, New Zedand,
‘and Souith Aica. s 525 and syl mmedital sgraked
10 consumers tat £ contants wers ifersnt o trad-
tional softcinks. Fiod Bul's ingrocents—amino ack .
e, B-complex viarmins, cafine, and carbonydratos—
were speciicaly fomuaied 10 make the ok Nfly
cafidnatod and enargiing. I fact, soma users Nave
refaed o 85 “uid cocaine” or‘speed i can. Over
he past decads, the company tioduced othe procets
i flavors, many of which i ot succeed. Today, Fed
Bull ofrs o orignal Fed Bul Energy Dk, Fed Bl
Tota Zero, Red Bul Sugar Fres, and specil eiions
fused with by me, and ranbery favors.

s the company continued (0 expand wordwids,
1t doveloped an intograted marksting commurications.
plan that reached is targa aucience on many cifer-
Gnt leves and bt s brand image of auhenticiy,
orgialty, and communty. Fist, Red Bull locused on
pre-marketing, sponsoring events ke the Red Bul
‘Snowtil of Chamonix sk contest n France to help
bl word-of-mouth exctement sround the brand,
Once the company eniered a now markl, i bult buzz
hrougn s *seeding program,” micro-trgeting trendy.
Shops, chubs, bars, and sores. This enabled theculural
6ite 15 access Fed Bul's product frst and infusnce
other consumers. As one e Bul exccutiv explained,
“We g0 10 on-promise accounts frst, because o
product gs a kot of vty and attetion. ! goss.
faster to deal with inchidual accouns, not big chains
and their authorization process.” The company also
targetod opinon leaders ikl 10 infuence consumers'
purchases, incuding acton sparts athetes and eter-
it calebres.

(Onca Fed Bul gained some momentum i bars, &
moved ino gyms, healh food stres, restaurants, con-
veniance stores néar coleges, and eventualy supsrmar-
ets. The companys primary poin-of-purchase (ool has.
always been s rokigarated sals und. prominenty dis-
playing the Fiod Bl logo. These s the band apart rom
other boverages and snro a prominent locaton n very
etal cneorent. To guaraniae consistency nd qual-
ity n s peintotpuchase diplays, the company hecd
t6ams of dalvery van civers whoso solo responsiy
was socking Fied Bul
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‘Another sscentl aspect of Fed Bufs marketng
‘communication mis s product tral. Whereas raitional
boverags marketes atfompt 1 reach the masimum -
ber of consumers vith sampling, the campany sk to
oach conumers ory in idea usage occasions, ramely
‘whon they fos atiguo and noed a boost o enercy. AS
a el s samplng campains take pacs at concars,
paries, festals, spoting ovets, beaches, Hghay rost
Srsas or trc cvers), and colege rarss and i lmos.
befors v shovs.

Pt Bl o aligrs fsoll wih a wide varsty of
‘oxtrome sprts, aifetes, an teams and atts i sk,
‘Gance, and fm. From motor spets to mountain bking
snowboarding o suring, rock concerts o oxrame sal.
g, thre is o it 1 the craziness of a Fed Bul event
or Sponsorshi. A few company-sponsored events are
notorous for taking orginalty and extreme sparting (o
tho ima._ For exampe, at the anua Flugag, contestants
bul homemade fyng mactines thal must weigh lss
han 450 pounds, ncudng the plol Teams launch ther
‘contraptons of a special desgned Fed Bul-branded
rarmp. 30 fost bove 2 body of watr.Crowds ofas rany
25 300,000 young constemers choar as he cortestants
i thee cat T stay e 1o the brand's siogan: “Fed
Bl ghes you whgs”

Fed Bul vses tradiionsl adverising once the
market has gronn mature and the company needs to
eiforcs e teand o s consumers. A8 one Bxecutie

xpained, "o s nol @ ool that we use (0 etab-
s tho markel. It s @ crical part. I jst later in the.
devslopment.”

Red Bul's “antrmarketing” marketing commurica-
ions stategy has boon extrmly succossi comecing
with s young consumers. 1l iecty 1 ke with the
Gompanys mission o be seen a5 i, arigndl, and
rebeliovs—just as s Gensratin Y consumers want to
beviausd

Questions.

1. What are Red Buls geates siengihs as more
omparics (ie Coca-Cola, Pepsi, and Monsia
Gnter the anergy i catsgory and gan market
Share? Whatar the iks o competng aganst such
powerhouses?

2. Discuss the pros and cons of Fed Bul's nonirad-
tional markeing tacics. Shoud he company do,
more vaciional advertsing? Why o why nol?

3. Discuss the sfectivensss of A Eul's sponsaorships.
Vinere shoud tha company craw the ins n terms of
povlty an iok?

e
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>> Target
In the mid-1980s, then-dominant Krert and up-and-
Goming Vit e b commuricaing ther v
i prom, ik merchandas e percoed 2
cheap and low qual.Tage,founded i 1962, sensd
2 Gap i o market for “cheap chic ass ot an st
out o st o rom i ot b realers by
kg an Up-market cache o tbrand without i
s reanc for prce-conscious consumers. Though
Care merchancising an a Satogc marketng comm
ricaion plan, theccmpary successuy posiiond oo
2 a Mo ashion brand il e Shies and sty
michandiss a ol o e

arget has e e brand promise in mary vy
In the mic-2000s, fo stance, the company noduced
Europes st ashion srtegy o e Unied e,

guining a strong competive advantage in the process.
s merchancisers v th worconce they Peve clrt
ioda trening sy, procuct, orcolr schame, they rush
110 the sores’ shoves faster than any other rlalr This
speed.lo-marct. approach dso kesps the company’s
product seection rosh, leading to mors Foquent shopper
.

Target has also parinred vith wokd-ranownsd de-
‘sigers 0 daivr styish and exchushe merchandsa inos
nclucing fashion rom Mossimo Gianull, materty from
Liz Lange, cosmetcs fom Soria Kashu, handbags fom
Anya Hiimarch, shoss rom Sigerson Morison, and
ety from Petra Srand. These foms ar aither stapkes
i Targa locatons or part of the Go Intermatonal e, a
Spaca cesn colection aelatis forcnly a faw morihs.
St tme.

Targets colecion of dsignar nes i ust one part of
s intogyted marketng commuricatons plan for com-
muricatig s “cheap chic” postioning. Fo nstance the





