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ateschitz was born on May

20, 1944 in Sankt Marein im

Miirztal, Styria and was raised
by two primary-school-teacher parents who
separated when he was very young. He took
ten years to graduate from the Hochschule
fiir Welthandel (now Vienna University of
Economics and Business Administration)
with a marketing degree, and he gave a
reason for that by saying “You know, it’s
a good time, so you shouldn’t shorten it
unnecessarily. But I picked up afterwards.”
What changed? “That’s easy. When you
are a student and you are a tour guide in the
summer and a skiing instructor[in winter],
this is OK when you are 23, 24, 25. But a
student ski instructor at 28, 30? It’s not so
funny any more. Sooner or later you have
to decide what you are going to do. So I

decided to finish as quickly as possible.”

284 KL E, WRrEF 2R
SEEE RO — AT @i e A b .

fb el ER AR E AW TAE . 1979
4, HEEREF 25 R JE R T
B 20 48 F B i R A ARGR S R A T 35 B
We . FEAARR TR A T S A L
STEAHR O E. 19824, H4EET
AR R T — Rl TR AT 1 i
Ko fhyE MY — RIS 1EAE
a4, RN TR EIEAELE,
{HAMFFERT 2% I8 SRR E T F %o ABTAL]
TEANHER, (RXRHFREET 2207
H A, 35 UE XA UE 584 1E
.

fter graduation in the year of 28,

Mateschitz went to Unilever,

where he got to grips with
detergents(if§ifif]). He subsequently moved
to Blendax in 1979, the German cosmetics
company since bought by Procter & Gamble,
where he worked on, among other things, in
the marketing of Blendax tooth paste.

It all began in 1982, when Mateschitz,



then the marketing director of the German
cosmetics company Blendax, was sitting
at the bar of the Mandarin Hotel in Hong
Kong. Musing on the popularity of
“tonic(#M2%) drinks” in the Far East, the
idea came to him of selling something
similar in the West. He formed a partnership
with a local colleague who was already
producing a drink called “Krating Daeng”,
or Thai water buffalo, and Red Bull was
born. “Before launching, I hired a market
research firm to test Red Bull’s acceptance.
The result was a catastrophe. People
didn’t believe the taste, the logo, the brand
name...I never experienced such a disaster,”
he said, “From the start, I had an enormous
amount of confidence both in the product
and my ability to sell it to the world. There
exists no market for Red Bull, but we will
create one.”

There’s a time to ‘hear’ your market
and there’s a time to go for it. Mateschitz
was 100% correct in his heart and his

decision.
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ed Bull launched in Austria

in 1987 and was linked to

sports events. “In the very first
year we started by sponsoring(‘#t i,
%) mountain-biking, snowboarding,
paragliding(# ¥4z 5f)) and hang-gliding
competitions,” he says. “Gerhard Berger was
our first opinion-leader sportsman drinking
Red Bull. He survived on it.” Through
such effective marketing the drink rapidly
took off, soon spreading to neighbouring
Hungary. The German launch ended in
disaster, however, when Red Bull ran out of
cans a few weeks into the campaign. “We
had no idea that there could be a bottle-neck
in aluminium cans around the world,” says
Mateschitz. “We needed one million cans a
day, but we simply couldn’t get a single can
extra and ran out.”

Red Bull returned to Germany six
months later, but the incident continues to
prey(#fi ) on Mateschitz’s mind. “We got
back 70 to 80 per cent market share, but I
still believe that our per capita consumption
in Germany is lower than it would be
without that critical year. But life goes on.
Sometimes you simply have to fight and

L1

win.

)
Z

SF

i1 8.\ UBD NOA @ HISFZRAY |



1
Ih
o]
X
g
1

=
ez
=
-
)
72
i
@)
@)
o)
w
w

T 7 it 12 A S [ i 3 i 8 3 G
RS, fERE, HARAHE
— RS IR BOR MR, XA
M EN AR KRR il REHEA
/N, AELZE A A S [ 2 A 1R A9 K
Ko MR RN AR, MhiA A
PN SRR S EIR AR T A RS

onquering the British market came

with another set of problems. “The

UK was a bit of an exception
because of Lucozade,” says Mateschitz.
“For generations children grew up drinking
Lucozade when they didn’t feel well, and
unfortunately this remedy was called an
energy drink. So for the British market we
didn’t call Red Bull an energy drink but
a stimulant(3%#53f).” Although pleased
by how quickly it took off in the UK, he
is dismayed that so many British drinkers
fail to appreciate its wholesome qualities.
“The development was quite fast but the
disadvantage was that Red Bull became a
mixer(JR54)) because it was mainly sold
in bars and clubs. And this is not the position
of the product at all. This misconception was
the price we had to pay.”

British consumers have failed to realise
that Red Bull is more than just another soft
drink. To Mateschitz, it is a philosophy.
“We believe in individualism, we hate

conformism([E{G~FIH), we believe in a

civil courage. We believe you have the
responsibility to make up your own opinion.”
This extends to the corporate structure
of Red Bull. “There are terrible words in
business like ‘chain of competence’. When
three intelligent people discuss a matter, why
do they need a line of command? We are
not in an army court. Most of us came from
multinationals and we escaped from all those
rules.”

Hence, when Mateschitz came up with
company titles, he looked to the American
football system. “Instead of having
presidents, directors and chairmen, we had
a defensive line, an offensive(HFIL 1],
X ifi f)line, coaches and quarterbacks.
All this sounds better than directors and
a board. In our company, we have almost
no control system because we believe
in self-motivation and responsibility. Of
course, you have to be able to handle this
freedom.” He has a lot of trust in people, he
explains, “We are not a political party. We
are a family, the Red Bull family. Within
Red Bull you can always say the truth. If
someone is an idiot, you should call him
an idiot. You should have the possibility to
tell everybody what you believe is right and

wrong.”
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ateschitz refers his personal

life philosophy to Red Bull.

“We believe in creativity, we

believe that everything can be questioned.
Taking a few risks doesn’t matter because
as long as you are healthy, you have a clear
mind, bright eyes, and two arms and legs,
what can happen? We have a saying that
‘There are more mothers with good-looking
daughters’.” This, it turns out, is the Styrian
version of our “plenty more fish in the sea”.
He admits two sources of inspiration.

“In my generation, Jonathan Livingston
Seagull is of course a cult (JE# A5
F£),” he says, “and maybe I was a little bit
influenced by everybody who went hang-

gliding 20 years ago and had the music in

their ears.” The other is the concentration-
camp survivor and psychiatrist Viktor
Frankl. “He has taught me that life can be
various, but everybody has to look for his
personal sense.”

Mateschitz clearly has his “personal
sense” worked out, but his brand of
individualism doesn’t seem very open to
opposition. Of France’s ban on Red Bull
on health grounds, which continues despite
an attempt by the European Commission to
lift it, he says: “They don’t care about the
Common Market. It’s protectionism. There
is no reason not to allow it. But we have a
saying in German: ‘the situation is serious
but not hopeless’. We turned it round for
France, so we say ‘the situation is hopeless
but not serious any more’. They can survive
without Red Bull, we can survive without
France. But sooner or later, legally, they

will have to give up.”
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with singles and doubles. First year can
sales: 1 million; Second year can sales:
2 million. Singles and then more singles.

Step by step. Can by can. This is how ALL

ateschitz sells 2 billion cans  made hundreds and thousands; most people

of Red Bull now a year. But  fall into this trap also. One of the big things

look how he got that. It was  that changed my life was making my goals

success happens. As he said, “I used to go  people forget this.”

for ‘homeruns’ and millions before I ever

smaller and celebrating those small steps
and victories. We all know you need to
make $500 and $5,000 before you can make
$50,000 and $1,000,000, but sometimes

‘--.-------------ﬂ----------.---‘
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There exists no market for Red Bull, but we will create one.
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We believe in individualism, we hate conformism, we believe in a
civil courage. We believe you have the responsibility to make up
your own opinion.
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There are terrible words in business like ‘chain of competence’.
When three intelligent people discuss a matter, why do they
need a line of command? We are not in an army court. Most of us
came from multinationals and we escaped from all those rules.
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U Within Red Bull you can always say the truth. If someone is an

g/'r But if you don’t trust in people, what else shall you trust?

idiot, you should call him an idiot. You should have the possibility

to tell everybody what you believe is right and wrong.
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Dietrich Mateschitz is an Austrian businessman and billionaire. He lives in Salzburg,
but also owns Laucala Island, off Fiji, which he bought from the Forbes family for £ 7
million. He holds 49 percent of shares in the energy drink producer Red Bull. Red Bull
drinks have a sale amount to $ 2 billion in 2004. Due to the success of Red Bull, Coco
Cola and Pepsi Co. start to turn to this market. Currently, the market capacity of energy
drinks in US. Reaches $ 1.7 billion. Red Bull is Austria’s only consumer brand with a

worldwide reputation.
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chultz grew up in a subsidized

public housing project (Bay View

Houses) in the Canarsie section
of Brooklyn, New York. He attended
Canarsie High School and is the eldest of
three children. He is of English descent.
He has a sister, Ronnie (b. 1956) and a
brother Michael (b. 1961), who both live in
New York. His mother lives in New Jersey
and his father, of whom he often speaks in
interviews, has passed away. He is a father
of two children and currently lives in Seattle
with his wife. He owns an apartment on the
Upper East Side of Manhattan and a house
in East Hampton, N.Y..

Schultz attended Northern Michigan
University on a football scholarship(#
2#4). In 1975, he became the first of his
family to graduate from college when he
earned his bachelor’s degree in the arts and
sciences. He is a member of the Theta Iota

chapter of Tau Kappa Epsilon.
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n 1982, he joined Starbucks Coffee
Company in Seattle as the Director
of Marketing. After a business trip
to Milan, Italy, he tried to persuade the
owners (including Jerry Baldwin) to offer
traditional espresso beverages(IX£}l) in
addition to the whole bean coffee, leaf teas
and spices they had long offered. After a
successful pilot of the cafe concept, the

owners refused to roll it out company-wide
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and Howard Schultz started his own coffee
shop named 1l Giornale in 1985. Two years
later, the original Starbucks management
decided to focus on Peet’s Coffee & Tea
and sold its Starbucks retail unit to Schultz
and Il Giornale.

Schultz renamed Il Giornale with the
Starbucks name and aggressively expanded
Starbucks’ reach across the United States.
It can be said that Starbucks popularized
espresso drinks such as the cafe latte to many
Americans who had previously only ever
tasted freeze dried coffee. Schultz’s keen
insight in real estate and his insatiable(5%
T3 ICIR ) appetite(£X#K) for coffee drinks
drove him to grow the company rapidly.
Schultz didn’t believe in franchising, so
Starbucks owns every domestic outlet
with one exception. Schultz went 50-50
with Magic Johnson on stores in minority
communities.

Schultz co-authored a book called
Pour Your Heart into It that expounds
on his life journey with Starbucks. In his
book Schultz admits that he was afraid that
“Starbucks may become another soulless
big chain.” This book is also published in
Turkish by Babiali Kiiltiir Yayincilig: as
Gonliinii Ise Vermek.

Schultz is also the former owner of the
NBA’s Seattle SuperSonics. On July 17,

2006, it was announced that Schultz sold

the team to a group of businessmen from
Oklahoma City for $350 million. It was
speculated that the new owners would move
the team to their city some time after the
2006-2007 NBA season. On July 3, 2008,
the City of Seattle reached a settlement with
the new ownership group and the Sonics
did, in fact, move to Oklahoma City. The
Sonics had a 41-year history in Seattle, and
the sale of the established franchise(Z 4
#2) to out-of-state owners considerably
damaged Schultz’ popularity in Seattle. In
a local newspaper poll, Schultz was judged
“most responsible” for the team leaving
the city, winning 42% of the vote. Howard
Schultz filed a lawsuit against Sonics
chairman Clay Bennett, in April 2008, to
rescind(J&Z %) the July 2006 sale based on
fraud and intentional misrepresentation.
However, Schultz dropped the lawsuit in
August 2008. When Bennett purchased
the Sonics and its sister franchise in the
WNBA, the Seattle Storm, for $350 million,
he agreed to a stipulation(Z&3X) that he
would make a “good-faith best effort” for 1
year to keep both teams in Seattle. He has
since sold the Storm to four Seattle women
who will keep the team in Seattle.

Schultz is also a significant stakeholder
in Jamba Juice.

In 2006, Forbes magazine ranked

Schultz as the 354th richest person in the



