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Red Bull charges into ailing Jaguar
Adapted from an article by Haig Simonian, Financial Times, 22nd November, 2004.

Red Bull has spearheaded a genuinely new market concept and segment which it increasingly dominates. For the past 10 years Red Bull has been the main sponsor of Sauber’s F1 team to the tune of $17m per year. Other sporting involvements have included wind surfing and hand gliding. All share a sense of danger and endurance contributing to Red Bull’s macho marketing edge. And all are followed by youngsters, Red Bull’s prime audience. The group even has its own flying team.

Marketing analysts say the decision to buy the Jaguar F1 team could provide Red Bull with extra muscle to resist copy cat rivals and supermarket own brands in its mature Western European markets. 

Questions

1 What is the economic term for “extra muscle to resist copy cat rivals”?

2 Is this extra muscle, strategic, or natural?

