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Read the Case and answel the questions given bclorv

Red Bull's Intcgrated N'[arketins Communicrf itr

l's inegratcd marLieting cc)jnmll]ljcations mix llas been so sLrccesslul thit the conlpan! has

,,-n-ti.'.t, n.tu clrink lalcgor'1 -functio n al eocrg-" drinls-and has beoorne 'r nrullibillion-

i^J*""g *.p.uti"n tri,m her.Lr;c Lings like Coca-Cola end Pep'si l)'r iess than 20

nJ Sdl ho,'|r". - t" ,]t" 
" 
nergl d rink mark et ieacler bl sl<illliLlly con n ecting u' ith ihc gl obaL

lirtri,il u""*r]i,, louncleJ Red Flull in Austria and introduced the enelgy dlink inrcr

i,it, n,ti i*"leo notf"i. in 1992. Todal'. Red Btll sells :l bilJion cans of energ'r' drinks

year Ln o\ er lo1.) cuulrtric\

does Red Bull do it'l The ans$'cr is difLreotl)'lhan othels For years Red tsull ollered

p.J* n"a tsul1 Hnelg,r'Dlink. in one sizc'a -slicLi sih'er 2j0 ml (''.t, "t,l:"ll 1lt]1.:
i.ol."tl f."f. nd lt"li's ingredients-amino acid talrrine' R complcx ritamins caflel e'

''i' tid
hldrales mean il s highly oallcinated and cnergrzrn3,* t"nt :t'".::l l:: l:, i,--^
;;J:;;;J t; 

" "on 
'b.'i". the last deca'le Rcd Btfll h'Ls rrltruLluced three rddirional

'i.a giil-i"*:ir*, n"d Buli Encrg! Shdts. and Red BLrll Cola-each slighl variations oi

energy drinl<.

eitsbeginning. Retl BulLhas used little tra'lilional 
'dvertising 

and no print bjllbcrirds' banner

o,iupJ,soi,pu,t u'lilc the compan)- runs minirnel tcle!ision com'"*t*llt ti:,il1l1l:i1
rj"trJ". : i.J g,u i u i' ". t.,r, 

li,,u'gr" arc meant to arnuse its young audience:rrd

u'i" r"*"t,J,1or*f, ,tonputltl ntann", hccl Bull builds bLlzz elout the produci through

"i 
. tlr.Llll"tt"un* ncti,Js. st3rlin! \\ilh its "seeding prograln" thal nlcrolargels trend)'

:irr'.;r:. ."0 \r.re \ nrc Rcd Bt'l' "e'u'r'c r\ol r:ncJ' \\e c t6 orr-J'r', r 'tc

'lo 
i"ri. i..""* ,ft" o-ducl gets a lot ollisibility and atlention lt goes fasler to deal wilh

iiri *c"*o. 
""t 

frig .Laitts ind their authorization process " RedrBull is easil-Y accepled at

Red Bull has gailcd some nomentum 1n the-bars' il next o\res in:o c:n!:rlence slores

ilr"."fi.g.:, g-\'ms- heiLlth lood slores. 'lrd superrnJrktts prinrc lt'catiurrs.l'tr its talget

;;;;;;dt";;t.. 
"eecl 

16 to 29 Red Bull has also been kno\ur o largct college sruderts

uti:pio"iding tLt"- *'-ith 1.". "",", 
of Rcd LlLrll and encouragin-r-drem to thro* a parl\'

1'. Reil Buli nlor'cs inLo rcsiaLrtrllls :rnd fitlallr ' into sttltlnarliet'

I



lci Bull s n!rl:iin-! rilirlts suirr ir' iruiid its i:rr':irrri ir:rarr .f:xill.rl-.i. !\.
cofrltLrnit\ l'sererrl r',ars. Iiisi. lied Buil i.r'i.i! iJlluioil ,.".r.,,,,',.. .,,',,,,",,:l,, . il
lree Red BrLlj cncrg\ driiL-! arc elaiiable rl sPoii\.orrlll.1i1iolls. irt litttit; belo t. rrrl{

errd al c\closi\ e irfler panics. FIee slulplss a]c paslreJ oul on coilclc cenlfLlles .rr J t L1

.si\er 10 thosc \ ho locrk Like ihc) nred a ljlt 
I

Nert. Red Ilull aligns itselfuith a \\ide \aiel) o1'e\lrcme spolls. elhleles. leinr\ (rq

anisrs l in nlusic. da ce. and li lm ). Froln Dlolor slrortsto troLnllaiD biling- sllo\Lroerdir to{

dancing t(r e\lrenle sailing. there is o limit lC) the craziness 01 a Red Bu11 cr cnl or spont{

lcu, ha|e becorue notor ious for takilg oliginaljtl and extlenre spo il].e to tbe IjnL 1. rnt liil

ennual llLLgtag. At l lustag- c.rntestants build ho[remade fl1irlg nlachines thal nusl \\( gh {
,150 pounds. ircluding the pilor. Tealns lhe. lau ch rheiI conlrapLions o1'l a sFecie l\ desid

tsUll b|anded ran4r. 30 liet abo\'c a bocll of \ "ater. Cro\\'ds olup to 100.000 louricoq
clleer (nr as the coirleslilnts and their *planes'sla) tr'!,: ro lhe braltcl s slogaD: ReLl BLLIJgirj

\ lr '

l

Anothei- aruual e\'ent. the tled tsLrll ,^.ir Race. tests thc Limits of saDitl'. T\rel\,e oL the u0{

aerobatjc stunt pilots oonpete i]l e i.5 n1ilc course Lhrough a lo\\'lcvcl acrlal racelrrcL marl

air-filled Recl BLrll branded pylons il feel apa aod reaching 65 liet in heighL. ln otlsl

filots fl) plaDes \\ifi a 16 foot wingspiiD through a gap of li leet al 130 mph lhe,e R4

briodcd planes crash occasjonallJ. but 1l) dale no tnaljlies have elet occulred. Rcd Bul{

sltc provides consuncrs \i'i r in1'ormatiol aboul hou'to find l{ed BLLII evenls. lrde$i

iiterviervs \\'id1 Red BuLll sponsored athletes. and clips ol amazing fears that \\ill be lesLi

lior cxarr-rple. BUll Stralos is a mission one maul is undertaking to free lall fiom 120.000 (
rniles high. 'l he jump \ill be anempted lrom the edge of space aid. ]f successlul. 1t $illd

hrst tinc a human being has rcachcd supersonic speeds in a fiee fall.

Red Bollbu),s tradilionarl adverlislrg once thc mal].el is rnalrfe and the c.nnpan,\, rr(edsloti

the brand to its consumers. As (rDe Red lJull cxecuti\e explained. "Media is nd a toollh

to cstablish the market. lr is a critical pafl. It s jLNl iarer in thc devclopment." Red Bulli

marketing" IN{C strateg} has been exlrelnel} succcssful connecting \.rilh ils lroung consu

lalls dircctll in Line *ith ti'ie company's mission lo be seei as uniquc. original. and rehll

.lust as its GenemUon Y consumels \.vant to be viewed.

(Source: Ibtler & Iieller, Mu*etifig Mdnigemenl, l4tt' eI.)

1. \\ihot are the lntegratcd Marketing CommuqicalioD (iN4C) tools used b,y Red Bull

Anal)'ze the strcngth ofit. (05 i'lt

2. Should Red BrLll do nrorc tr-aditional ad\,ertisirgl \l''hl' .r1 \\,h), 1rolf

1.

(05]\tu

Dcscribc the ell'ecti!eness ol Rcd Bull s s1'ronsorships. lbr example. BuiL Srmtos.

(lj l{r

Do lolr think thal rcd BuLl s sporsorship progfturdre a good usc of Rcd BrLLl sn

budoct l \\/h\ or \\,h\ no1? l()i 11!

(fotall[



the sGps of Consuner inlo lation processinr.r n]odel \\llh a suirLrle
(06 rllarlis )

ihe hort cultulal differences mighl i1npacl rie\\,ers' perceptjons of adverlisements
(06^4arks)

grated Marketing Conmunication (IMC) is the slralegic. t\\'o-\\'a] comnruricaron
to specific customers and their needs coordinated througlt a Ya et_v of n]edia'_.

inthe significant of IMC fot the matketers.

;ide exanlples

of the disadlantases associated u,iih
sure. Some markete$ leel that this cost

direct-marketing n'iedja is
is not really as nuch of a

(06 malks)

(l8I'larks)

the ligh cost per'

disadlantage as is
(06 \4arks)

Lire-BTL acti\'itt'
(06 Marks)

understanding between and organization and its
effofi to establish al]d maintain
publics". Explain the various

(06 Marks)ofPublic relation programme of a company.

(18 N{arks)

tests ofadvertising effectiveness must address the principles established b)- PACT
oning Advefiising Copy Testing)". Briefly expiain five Essentiais for Effective

". Argue for ol against this position.

(05 Marks)

Assume, thal you are die
process. which should be

(06 Marks)

Promotion has become one ofthe most preferred such Below Tlte
to several rcasons". Briefly descdbe this statement.

ic Relarion i, the delibe-ale. planred and su' "ined

in Integrated marketing Communjcation.

y require to conduct a prcmotional campaign.
manager of that Company. Describe the typicai
u\en dereroping a Promorional.( anrpajgn\

why the combination ofpersonal selling and other promotional mix element such
ising, Public Relation and Direct Marketing may provide$enefits that exceedjust
selling alone (06 marl(s)

activities are highly criticized for its lole in selling prodr.rcts and lol jts

on societ-v. Illustrate the various ethical issues il1 Martrieting Conln Lnicatiou \\'ilh
(07 Marks)

(2{ l\'tarks)

e.examples.
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MKT 3023 Marketing Communication

Inder No:

0fthe questions 01 to 05, select most appropriate ansn er from fhe multiple choices

Anajorreason $hy some companies cLroose lo usc an inJrouse agcncy is to:

a) maintain creative freshness

b) win adveltising arvards that $'ill enllarlce the image oftheir brands

c) better understard hou' adlertising worlis
d) reduce adrertising and pron'lotions costs

Mjch olthe lo1lo$'ing llmctions is NOT perlomed by the a!:ency's rescarch

department?

a) interyreting information lo assist in ad\icrtising decisjon-maliing
b) disseminating infolnation to agency account planners

c) designiog, execlrtillg- and interyreting plimaty research studies

d) plauring the crcative and n]edia sirategies lor the advertising oittnpalgn

Mjch ofthe lollo\{ing is NOT a neasure ofmarketing communication effcctiveness?

a) brand image ratings

bl advefisjng likeabiljty
c) brzmd au,iLreness

d) retail sales results

Which olthe lollowing is NOT a benefit oflMC sen'ices? i
a) Agency personnel have erpeltise in padictlar aspects ofthe process and lhercfole

are inilined to consider a1l variables iu thc plzuming decision.

b) Il is tnore convenienl to coordinate aLl ofils marketing eftb s througll one agenc)''

cl An inieglaled approach crcates one single ilnage and \'oice to addres-s all audiences

d) Clicnts aintaiu control ofthe eDrlrc plol]lotjonal frocess. and aclieve greater

s\jnerg! amo[g etch ofthe p]ogram elerrents



d) Interactil,e agencjes mng,: fron-r smaller companies lhal sFecialize it
drd \r'.a lo r lo Lll-sel l\e lllc J.l.\e irrclrri(

12\5=

\\/rite the most appropriate ans{'er for the foll0$ ing question from 6 to 8.

6 Magazines are cornnonlJ' calegorizcd into thrce tylles- based Lrpon the targel

magazines serYe. The)' arc;

\\'hi.h a'l_ Ltr.' li,iiar\ ing sLa'i.i11crls ahoul -rie der tli.;r:t;':rrr t,i :t:ier-uliir e iilediai

liui:
a) \4ar\ arlielcrs are Llsir1g specialized inierxci:\ r rgancias 1o

inreractile nredia.
b) iraditional ad\clrising agencies teod no1 10 de\ elol-. rnlelactire nedil
c) Full sellice intelacii\,e agencies Lrro\ide \alious se|r ices includj

consulling regalding lhe use of the htte.nel and online blanding.

kno\\ledqe. sYstems integralion. and the delelopnlelll oie-connneLce

(1r3

7. Intemel adlerlising can be done onLine in four \\'a,vs: The.v are:

a)

b)

c)

d)

a)

b)

c)

(l12x4

8. Consuner's purchase decision process is generally r,iewed as consisti[g of
$hich the bu)'el passes in purchasiog a product or scn jcc. -lhis model shows

naking rnvolves a number of internal psychological processes. They zLre

a)

b)

c)

d)

e)

.:.

(1r5


