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Introduction

Bionade is a unique drink, which comes from a small town in Bavaria, Germany. It is described as being “The unique non-alcoholic refreshment drink. Produced from natural raw materials of organic quality through fermentation in a purely organic way”. (Bionade, 2009).

Bionade has been acknowledged in a number of ways and has won many awards around the world including best carbonated beverage of 2007, which was decided by BEVNET beverages news and reviews, USA and picking up a great taste award 2008 from the guide of fine food, UK. (Bionade, 2009)

Bionade was started by Dieter Leipold the master brewer, who began researching his idea in the 80’s. He used his bathroom to experiment and was able to find a bacteria that converted the sugar, which usually turns into alcohol, into a non-alcoholic product. It took him 8 years to perfect his recipe and he spent 1.5 million euros in the process. “One of the goals was to make a drink for children

that did not have any artificial additives and that followed the purity requirements traditionally used to make beer. We found a way to ferment a non-alcoholic drink by converting the sugar that normally becomes alcohol into non-alcoholic, healthy gluconic acid.” – Deiter Leipold. (Bionade, 2009). It started being produced and sold in 1995 but it was hard to get it onto the shelves because the costs were prohibitive. (Wikipedia, 2009)

It started as an attempt to give people something better and was sold in fitness resorts and health spas, but was only distributed in the Hamburg area
It wasn’t until 1999 that Bionade really started to sell. It was restyled by Wolfgang Blum who gave it a new slogan, ‘A hip lifestyle drink that just happened to be healthy’ and a new design. Blum also says how “With no budget for television or print ads, we needed to get everyone else, especially the media, to spread the word. Bionade sponsored hundreds of sporting, cultural and kids’ events across Germany. Thanks to word-of-mouth and a flurry of German news reports, sales picked up.”

Since then Bionade has taken Europe by storm with sales increasing 300% annually (The independent, 2009). It has opened up in other countries across Europe such as Spain and Italy and Bionade now have recently released the product in the USA and in March this year will release the product in Australia. This has all helped Bionade to become recognised worldwide.

Environmental Analysis

This

is going to be used to look at how easy it would be for Bionade to open up in a new country. It uses 3 main aspects that it focuses on including the macro or external environment, the internal environment and the competitive environment.

Market trends

Bionade is classed as being part of the health and wellness market. This market has quickly become a big market because of the amount of overweight people and the stress of modern life. People have started looking at healthier more natural options, including drinks that can help with wellness. There are a few other drinks similar but not the same on the market. Many companies have looked at the market and have tried to enter it, but not with such a unique product.
It is possible to see that this market still has potential as more and more people turn to healthier lifestyles, so it has attracted major companies such as coke and nestle to look into the market.
Bionade have also talked about launching an active range, which will be aimed at sports people. This active range has been endorsed by the German Olympic body and has helped elevate the awareness of Bionade.
According to an analyst “The sports drinks market has been especially strong, while the market for energy drinks has seen slower growth,”(Nutra ingredients, 2009).

Internal Analysis

Customers

Bionade has aimed its drink at healthy people who look after themselves. Bionade, in the past, has had to try and reach out to businesses

to gain support through sponsorship. They have used these businesses to promote their product and get it to the mainstream consumers.
Over the years Bionade has managed to build a solid customer base, which has seen increased sales from 2 million in 2002-2003 up to 70 million in 2006 and 250 million in 2007, (The independent, 2009). This has been helped with Bionade being released in Spain, Switzerland, Italy and Scandinavia. With Ever increasing sales figures and more bottles now being sold in countries around the world it is expected that Bionade will increase sales this year.
Because Bionade looks for help when being promoted in new countries it must aim for a business-to-business market segment, as well as a business to consumer one. The business-to-business market also allows Bionade to get to private customers who may buy in bulk for such things as company parties.

BUSINESS CUSTOMERS
    • Distributors
    • Supermarkets and retail stores
    • Wholesalers
    • Health stores
    • Restaurants, hotels, bars, pubs, clubs, cafes
    • Fitness clubs, health resorts
    • Schools and Universities
    • Pharmacies

CONSUMERS
    • Health enthusiasts
    • Adults and children
    • Trendy, hip and party people
    • Sports athletes and coaches
    • Some patients

Marketing mix

The marketing mix can be used along with looking at resources to give an idea of the different market segments and how strong Bionade will be in the 

market. One way to look at the marketing mix is to use the 4 P’s model, which was contrived by Professor E. Jerome McCarthy in the 1960’s, (Wikipedia, 2009).   These 4 P’s are Product, Price, Place and Promotion.

Fig 1. Professor E. Jerome McCarthy’s 4 P’s framework
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Resources

Bionade has a large amount of resources and assets. These assets are classed in 2 categories tangible and intangible assets. Tangible assets can be seen and touched. They have a physical presence. Intangible assets do not. They are hard to analyse and do not have a physical substance. It is difficult to analyse the resources of Bionade without adequate information.
  The competitive advantage gained from the resources at Bionade comes from the uniqueness of the product, the whole brand image and the production process.

External analysis

PESTEL factors

There are many areas that these factors delve into to help identify the environmental influences. This will be used as a framework to asses Bionade and to see what problems they may encounter when entering new countries and environments. (Oxford university press, 2007)

Porters 5 forces

Porter came up with the idea of a framework, which is used to show how different industries are influenced by 5 forces. It can be used to get a competitive advantage over rivals.

Fig 2. Porter’s 5 forces framework.
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Current position

Porter

Bionade falls into the differentiation box as it targets a large amount

of people, in different countries, but it is also a unique product and is brewed in a special way. The special design of Bionade, a long neck, also gives it a competitive advantage over other companies. This all leads to Bionade gaining competitive advantage due to differentiation.

Fig 3. Porter’s generic strategies model. [pic]

Product life cycle

Bionade like any other product can be analysed by looking at where it is in tits product life cycle.
Even though Bionade has been around for a while it can still be seen to be in its growth phase. Bionade started in a small town but it has taken the world by storm. As it is introduced into more countries around the world it is clear that Bionade is capable of becoming a global brand.

Fig 4. Product life cycle model.
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Bionade has been placed in the Growth column. This is because it is still a growing product with sales increasing massively year on year and expansion into new markets such as the US and Australia. Bionade still has many markets to penetrate but this means that Bionade will still be able to grow before it becomes a mature product.

Matrix model

This Boston matrix model identifies what kind of product Bionade is to the company.                 .

Fig 5. The Boston matrix model.
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Bionade is seen to be a Star product as it has a high level of market growth and its market share has grown enough especially in the last few years where Bionade have entered new countries

and seen a 300% rise in sales year on year.

SWOT analysis

The SWOT analysis helps with the strategic planning of the company. It examines factors both internally and externally to decide the best plan for the company. (McKay, 2009)

OPPORTUNITY
    • European Union - Opens up new countries for blonde to look into with reduced barriers and tariffs.
    • Continued healthy lifestyle trend - People are still converting to this healthy lifestyle.
    • Organic Trend - More people going organic and new trade restrictions on organic products could benefit Blonde as it is 100% organic.

THREAT
    • Lifestyle changes - People could decide to move away from this market at any point and this will always be a threat for blonde.
    • Market entry of new companies - These companies could see the growth in this market and decide they want a piece of it.

STRENGTH
    • Patents - Nobody can copy Bionades product or their trademark.
    • Strong brand image - This has been down to the uniqueness of blonde and the publicity it has received and does attract more customers.
    • Natural resources – Blonde can gain an advantage over competitors because of this.
    • Strong positioning - It has become a recognized product and is now a strong player in the market.
    • Health aspects - The product uses natural ingredients for health and gives wellness to consumers.
    • Special design - Thanks to Mr. Blum who was able to reinvent blonde and differentiate

it from other products in the market through design.

WEAKNESS
    • Resources - Blonde uses their local area for production ingredients but if it is to expand it will have to look further field
    • Demand - Blonde struggles with equipment overflowing and if it is to succeed blonde will have to increase production with new factories to meet demand.

Strategic options

Chambers et al (2001) say “a business strategy is the pattern of decisions and actions that are taken by the business to achieve its goals”. Bionades strategy can be seen with their product, which differentiates itself from others because of its production process and the type of drink it is.
When trying to create an international marketing strategy Bionade must decide whether or not it thinks its strategy can be successfully transferred elsewhere or if it will have to be altered to fit the new climate, (Brassington, 2000).
There are many barriers that Bionade will have to overcome when entering a new market. These will differ from country to country.
If Bionade is going to launch successfully they are going to have to decide on the best market entry method. The chosen method will be different when trying to enter different markets in different countries.

Fig 6. Market entry methods.
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This shows us the different market entry methods that Bionade has on offer so it can decide the best course of action to take.

Conclusion

  We are able to define the 

problems that Bionade could encounter if it thinks about expanding production and reaching new countries. Bionade was able to concentrate on its home market when it needed to but now it has reached foreign markets it will struggle to oversee all aspects of the business and many people are going to have to be brought in to help run factories abroad.
“The key challenge on growth is, how do you remain true to your brand”? The most important thing, I think, is that we know where we came from and where we’re going. This we cannot forget.” – Peter Kowalsky. (DME, 2009)
Bionade has been able to cope with the increased demand it sees each year by building new factories in with their oversees ventures and by finding the resources to cope.
Bionade is still an ever-growing company and product and it is slowly becoming a worldwide brand that we will eventually see in the UK.
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Appendix

1) 4 P’s Model

Product – the product must be produced so that it is able to meet the needs and demands of the consumer. This is done by Bionade who have a unique product and have introduced a

bigger range of that product to target more people. This has been done by introducing different flavours, such as elderberry and lychee. Bionades products are unique in the fact that it is a non-alcoholic drink made entirely from natural ingredients. The Bionade product also has unique design, as it is the first non-alcoholic beverage in a long neck. Blum’s bottle design with the red white and blue has become a trademark for Bionade. It can also be sold on the fact that it gives the body half of its daily vitality needs with magnesium and calcium and is an overall healthy product.

Price – this is very difficult to look at without being able to get certain information from Bionade. The product is sold around Europe for a range of prices, with the same being said in new countries it has opened up in. there is no fixed price for Bionade, but businesses that buy the product in bulk are a lot more likely to get a discounted price rather than the euro or so consumers pay.

Place – the headquarters for the Bionade company will always be in the small Bavarian town in Germany, but Bionade has been able to leave behind the factories that were overflowing with equipment and venture into new climates. As it is now sold on a more global level Bionade have plans to open up new production facilities in the USA. This is to be situated in Amana, Iowa, and is to open up in late 2009. After production the next step is to distribute the product. Bionade received help from

Rhoensprudel with this. Rhoensprudel hold 50% of Bionade and were able, early on, to help Bionade with distribution channels and also with cash to get the product off of the ground.

Promotion – the early promotion of Bionade was limited due to the fact the all of the money had been spent on producing the product and none was left for promotion. Bionade was able to get round this by sponsoring events across Germany, such as sports events. The trendy drink became popular, and was a unique drink able to meet people’s healthy lifestyles. This catapulted Bionade into newspapers as the message was being spread. Bionade wants to be remembered by people and, as previously mentioned, they have been endorsed by the German Olympic board, which will further perpetuate the awareness of Bionade.
Bionade also attend trade fairs and set up a Bionade refreshment bar where they can attract new interest and promotion.

2) PESTEL factors

Political – there are many political factors that can influence a company. The EU can try and reduce regulations and restrictions but there are countries that will refuse certain products to be marketed there.
Countries in Europe all operate with different tax rules. This makes it difficult for Bionade to distribute the product with equal costs.
The growth of the EU should help Bionade distribute more easily and cut down on costs. When thinking about releasing in other parts of the world Bionade should be able to distribute easily

in the more westernised countries, but may struggle in places such as the Middle East.

Economic- one major economic factor that is relevant at the moment is the amount of disposable income people have. Because of the whole economic crisis in the world this has decreased. People are looking to save cash and not splash out on luxury health products.

Socio-cultural- these factors are some of the most important for Bionade because they are what determine peoples to alter their lifestyles to become more healthy. People have become aware of this health drink industry and a lot more aware of what goes into their products, as there is more information given out. Consumers now look out for ‘fat free’ and ‘low carb’ slogans which helps determine a healthy product. This includes the drinks industry where consumers shouldn’t be misled into thinking things about the product, which aren’t true. Bionade has an advantage in this area because their product is 100% natural.

Technological- technology is another sector, which sees rapid improvement every day. It may be easier for competing companies to gain access to similar production tools to Bionade, but it also means that it could be easier to produce new products. Companies have to spend one large sum on the technology for production but after that it is all covered the process is standardised and in the long run this can reduce costs.
One of the biggest technology tools used by Bionade is the Internet. This

has played a major part in the success of Bionade because it is where they are able to advertise and promote their product with minimal costs. This has helped open up a larger customer base for Bionade and also means that products can be ordered online and sent worldwide. The ease of promotion on the Internet has led to most companies advertising there and has meant that Bionade now face stiffer competition.

Environmental- global warming can be seen as a major factor when looking at the environment. This has led to more erratic weather conditions. It has also meant that people are looking towards more environmentally friendly products, which Bionade should stay on top of.

Legal- these factors will differ around the world And Bionade will have to look into each country legal factors before it releases a new product. In Europe the information about a product has to be put on the label. This made it difficult for companies who were saying that their products were, for example, low in fat, but could be high in salt. It has also been determined what must be in certain products for them to be classed as healthy or organic, which will hopefully reduce Bionades competition.

3) Porter’s 5 forces

Barriers to entry
When first entering this market, the main soft drinks competitors would have to be looked at because these are competition, sort of. If they are strong enough they can maximise there market share and stop new companies entering the market. There

would also need to be a high level of investment to succeed here. It is a very competitive market, which sees the 5 biggest soft drinks companies holding   65% of sales. Also when entering new countries there will be barriers, whether they are trade barriers, tariffs, or simple language problems. Products have been released in countries that have had pictures on bottles, which are offensive to the local people, because the company hasn’t done it’s research and has kept the same bottle design. (Faculty haas Berkeley, n.d.)

Suppliers
The suppliers in the Bionade market are able to have a certain hold over Bionade, but there are so many consumers that Bionade have the choice to pick the best. This is because of all the other companies such as water companies or health drinks also need these suppliers. This high number of suppliers means that there will be some competition with prices, which will help Bionade find the cheapest supplier.

Substitutes

  The threat of substitutes into this market is high. With the market ever expanding and more and more people turning to healthy lifestyles the market continues to grow, which will attract companies into the market to release similar products.
There are already a number of very similar health products on the market such as healthy teas or healthy fruit drinks. These products all slightly differ from Bionade but they are no cheaper so will also struggle to attract more custom.

Competitiveness

There

are many companies that are now trying to make a similar drink to Bionade. The closest competitor that they have is Carpe Diem, which is an energy drinks company that distributes Red Bull, but has branched into healthy fruit drinks, (Carpe Diem, 2009). This is one drink that is classed under the same category as Bionade but this isn’t their only competitor, as they compete against drinks companies in different categories, such as soft drinks and water drink companies.
  As already mentioned the growing market could also attract more competitors. Bionade has also had a number of takeover offers most notably from Coca Cola, and Nestle, but they have not sold. Kowalsky states, “ This just makes us more convinced we are on the right path”.

Buyers

Buyers have a large part to play in the success of a product. They have a choice to buy a product, such as Bionade, which makes them healthy and gives them a sense of well being, or to choose a soft drink, which does none of these. The buyers have been informed of the health aspects of the product and although they can influence a product they cannot determine price elasticity, although Bionade is sold at similar costs to other drinks in the market.
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