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E nergy drinks are sold in a variety of formats and

Energy drinks contain caffeine and other stimulants (like
taurine and ginseng), which can contribute to various health
issues like sleep disorders, restlessness, and even cardiac
problems in case of overconsumption®.

Children and teenagers
are particularly vulnerable
to the adverse effects of energy drinks increase the risk of type 2 diabetes, fatty liver,

energy drinks®. obesity, cardiovascular disease, and certain types of cancer, as
well as tooth decay and dental erosion®®.

Furthermore, some of these drinks contain up to 16 teaspoons
of added sugar. Like other sugar-sweetened beverages, these



Persuasive Marketing
Directed at Youth

Children and teenagers are the biggest consumers of
energy drinks®.

« Fifty-seven percent of young Canadians aged 12 to 14
have consumed energy drinks in the past™.

+ Sixty-nine percent of young Canadians aged 15 to 17
have consumed energy drinks in the past™.

Energy drink advertising campaigns mainly target young
people, often by associating their consumption with extreme
or desirous lifestyles®. These ads tend to associate the product’s
stimulating effects with physical and cognitive performance.
Some companies also promote the fact that natural, organic,

or local ingredients used in their products.

Source: guruenergie Instagram page, 2022

Stimule le
corps et
I'esprit.®

Red Bull Energy Drink est apprecié dans le
monde entier par les athlétes d'élite, par les
Atudiants, par les professionnels trés sollicités
et par ceux qui fant de longs vayages.

Source: Red Bull Website, 2022

Two thirds of adults in Quebec agree
that the government should ban
marketing of foods and beverages high
in fat, sugar, and/or sodium targeting
teenagers on social media''.

Source: Monster Energy Website, 2022

Brand advertising is
one of the numerous
marketing strategies
used to reach young
people. It focuses

on attractive and
distinctive features
of a brand, such as
logos, slogans, and
colours.

Distinctive features of energy drink branding, such as logos, are
closely associated with activities and events that are popular
among youth. Their prevalence makes it difficult to discern the
commercial intentions behind this type of advertising.

On social media, young people are solicited to interact with
various energy drink brands by commenting or sharing posts.
Peer pressure, difficulty in identifying advertising, and
heavy use of social media result in teenagers being parti-
cularly vulnerable to marketing on these platforms*. These
are a powerful tool for energy drink companies to influence
young consumers.

Brand Marketing Transcending
Products and Borders

Energy drink companies foster an extremely strong connection
between their brand and young consumers by creating and
cultivating a distinctive world around feelings of belonging
and excitement, in which everyone can push and surpass
their limits.

Brand is the most important factor for 15 to 17-year-old
teenagers when it comes to their choice of energy drink*.

Teenagers are invited to join various communities created
by the companies, in which the brand is a central part of the
experience.

+ Music concerts and
sporting events.
On their social media
pages and websites,
companies like Red
Bull, Monster Energy,
and Rockstar publish
calendars of events
they are involved in.
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Several of which take o BRs s

place Several of these
events take place in
Canada, such as: ATV
competitions, motorsports, surfing, winter sports, UFC,
e-sports, music concerts, festivals, etc.
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Source: page Instagram rockstarenergycanada, 2019



sonique de Felix Baumgartner d'une altitu

Source: Red Bull YouTube channel 2012

| know the whole world is watching now...

+ Global events. In 2012, Red Bull sponsored the Red Bull
Stratos Mission: an extreme parachute jump from the
stratosphere. This event was followed by millions of viewers
all over the world. This same strategy is used for sporting
events such as X Games, a U.S.-based extreme sports
competition sponsored by Monster Energy.

« Social Media. Energy drink companies are very active on
social media (e.g., Instagram, Facebook, YouTube), where
they post countless photos and videos featuring their
brands on clothing, objects, and various locations.

wam RedBul @
RedBull @redbull

Some days only Red Bull can fix

Source: Red Bull Twitter feed, 2015
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Many energy drink companies promote their

brand through hypersexualized female models,
thus reinforcing the idea of women as sex objects
to youth. This contributes to establishing unrealistic
standards of beauty.

Young women are often used to wear the brand
in the public space and distribute free energy drinks.

+ Video games and advertising. Red Bull and Monster
Energy create their own games to promote their brand.
Some of these games can be downloaded free of charge on
smartphones and tablets.

Source: Rockstar Energy YouTube channel, 2020

Source: Monster Energy YouTube channel, 2022

Source: Red Bull Website, 2017

Source: Walmart Website, 2022



An Expression of Identity

For teenagers, social identity and peer approval
are central to consumption habits'“. Young people
especially value the idea of belonging to a group.
For example, clothing is used as a way to identify
with their peers through special and recognizable
brands. Thus, clothing items become symbols of
identity'*.

Many stores popular with young people, such as
specialty skateboard shops, hand out free stickers
with Monster Energy’s logo when clients

make purchases.

monsterener®

Source: Instagram pages
of various athletes
sponsored by RedBull,
MonsterEnergy, Guru and
Rockstar, 2020-2022

Source: Monster Energy Website, 2019

Sports and Energy Drinks:
Powerful and Intense
Brand Positioning!

The consumption of energy drinks is not recommended
during physical activity®. And yet, the sports world is full of
advertising for energy drink brands. By sponsoring athletes,
events, and venues, energy drinks companies make their
presence known and ensure their brands are heavily featured
on sports apparel, accessories, podiums, and banners.

Star Athletes

Partnerships with elite athletes are a common strategy for
energy drink companies. Many Canadian athletes and
Olympic medallists wear energy drink brands and colours

in various disciplines including speed skating, snowboarding,
mounting biking, skateboarding, skiing, and

mountain climbing.

As symbols of excellence, performance, and determination,
star athletes are seen as examples to follow. Their
association with various brands, such as energy drinks,
influences young people’s preferences and food choices™.

On their Instagram pages, athletes post photos where

they can be seen wearing clothes and sports equipment
sporting the logos and colours of various energy drinks.
This type of publicity, hidden among the athlete’s

own original content, is seen as more authentic, which

has greater influence®.




Source: Monster Energy Website, 2022

Source: RedBull Website, 2021

Extreme Sports and Motorsports Events

Energy drink companies organize and sponsor numerous
sporting events. Several of these are extreme sports
competitions, particularly popular with young people®.

Here are a few examples of sporting events organized by
energy drink companies in Canada:

+ “Rockstar Energy National Snowcross” (Snowcross) in
Ontario.

« “Red Bull Downtime” (Mountain Bike) in British Columbia
and Quebec.

+ “Red Bull BC One Cypher” (Break Dancing) in British
Columbia.

+ “Red Bull Crashed Ice” (Extreme Downhill Skating) in
Quebec and Ontario.

« “Red Bull Outliers” (Motocross) in Alberta.

« “Monster Energy Boarderstyle” (Snowboard) in British
Columbia and Alberta.

The energy drink industry, especially Red Bull and Rockstar, has
also taken an interest in e-sports, organizing tournaments such
as “Red Bull Solo Q” and “Red Bull Ring Masters”.

Open to the general public, these exciting events are used
to strengthen the association between the brands and
physical activity. Logos and brand names are often featured
at the start and finish lines, on podiums and competition
materials, on banners, on various signs, and on tents. Images
from these events are also shared by the companies on social
media. Red Bull even owns its own multiplatform streaming
channel.

Source: RedBull, MonsterEnergy, and RockStar Instagam pages, 2021-2022

Energy drink brands also enjoy
high visibility in motorsports:
Formula 1, motorcycle racing,
MOtOCross, supercross, monster
trucks, NASCAR racing, rallying,
and snowmobiles are just a few examples.

A

In Formula 1, Red Bull owns two teams whose cars and
equipment feature the brand’s name and logo. Energy drink
companies have effectively filled the void left by tobacco
companies after laws were passed to ban tobacco product
advertising.

Almost 8 out of 10 Quebeckers agree
that the government should

ban the marketing of energy drinks
to children under 16



Family-Friendly Activities

Advertising for energy drink brands is also found at sports
and recreation venues frequented by families, such as ski
resorts and outdoor recreation centres.

In Quebec, 3 out of 10 teenagers aged 15 to 17 who consume
energy drinks have received free samples or discount
coupons to purchase energy drinks®.

Source: Collectif Vital, 2020

Source: Collectif Vital, 2013

Vehicles decorated with energy drink branding
travel to events and venues popular among
teenagers, where representatives distribute free
drinks and discount coupons.

Source: guruenergydrink Instagram page, 2022

Source: Collectif Vital 2020

Television

The GURU company sponsors “Occupation Double,” a Quebec
reality show that is very popular among young demographics.
The brand’s distinctive
features can be seen on
fridges, flags, vehicles, shirts,
and helmets, and are often
made particularly visible when
participants practice physical
activity.

Source: noovo Website, 2021

Promoting the Brand Through
Social Missions

Sweetened and energy drinks have a negative impact on
the environment. They create waste, generate greenhouse
gases, and consume large quantities of water'’.

To counter criticisms and paint themselves as responsible
citizens, energy drink companies associate with causes chosen
to improve theirimage. On social media, energy drink ads are
particularly effective with young adults when they focus on
social responsibility*.

With its “Clean Up ton Territoire” campaign, GURU invites
the community to clean a skate park, mountain bike trails, or
riverbanks.
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Source: guruenergie Instagram page, 2021

Volunteers use branded items such as shirts, gloves, buckets,
and rakes. The company then promotes its own initiative on
social media.

GURU has partnered with Protect Our Winters, an
environmental organization, to produce a podcast on the
Spotify platform titled “The Guided Touring POW X GURU.”

In British Columbia, GURU also has a partnership with a
non-profit organization working to protect ancient forests, the
Ancient Forest Alliance (AFA). 1l

Learn More About
Brand Advertising in Canada

The food industry uses creative techniques and strategies to
attract young people. In the face of persistent and widespread
food and beverage advertising directed at Canadian children
and teenagers, the Collectif Vital has conducted an overall
survey of brand advertising and produced specific case
studies focused on sugar-sweetened beverages, energy drinks,
children's cereals , and fast food restaurants.

To find out more, visit
collectifvital.ca/marketing-to-kids.

info@collectifvital.ca
514 598-8058
collectifvital.ca
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This case study was made possible by the financial contribution of

Health Canada. The views and opinions expressed in this document are
those of the Collectif Vital only. These views and opinions do not necessarily
reflect the position of Health Canada.
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