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Index Introduction

This report is composed for the ad-
vance course Concepting, by four 
CO-IEMES (Communication – Inter-
national, Event, Music & Entertain-
ment Studies) students from Fontys 
ACI in Tilburg. The assignment was 
to create a concepting model 

where we can create and impro-
ve (new) concepts with. With the 
new concepting model we created; 
The Archery model, we analysed 
the Monster Energy and give them 
some advice to create or improve 
(new) concept carriers.
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1. Model     

3 5

THE ARCHERY MODEL 

124 6

Ste p 1   The tensioning o f the bow – 
Ana lyse the organisation

First you need to pull the bow. Because pulling the bow 
is the preparation you need to do before you can shoot 
the arrow. You pull the bow to yourself. That refers to 
the organisation. First you need to take a look at your-
self. What are the characters of your organisation or 
which organisation are you going to analyse?

Ste p 2 Maximize the tension o f the 
bow – Define the core va lues

After this, you need to pull the bow to its maximum. At 
this point you are the closest to yourself/the organi-
sation. You need to define what your/their core values 
are. Next to the core values, you have to check what 
their mission and vision is.

Ste p 3  Feel the wind – Look at the 
externa l factors

While you are pulling the bow to its maximum you feel 
the wind. The wind involves how you are going to aim 
the arrow. The wind is an external factor. While deve-
loping a new concept or analysing the current concept, 
search for trends and other external factors that will 
strengthen the concept. In this third step your bow is on 
its maximum. The arrow you have pulled is the concept. 
While developing or analysing a concept, it needs to fit 
the organisation, the core values and the target group. 
The concept has to be unique and creative because 
you only got one shot.

Ste p 4     A im the arrow – Define 
your target group

After that the fourth step you take is aiming the arrow. 
You want to aim the arrow on the centre of your target. 
But first you need to know where your target is and the 
distance between you and the target. If you want to de-
velop or analyse a concept it is important to know who 
your target group is. If you know your target group it will 
be easier to aim your arrow. After pulling the bow and 
aiming your arrow you are ready to take a shot.

Ste p 5       Shoot the arrow to the 
d ifferent target boards 

 Analyse the concept, does it occurs from the vision and 
mission of the company? Does it fit the target group? In 
which carriers is the concept translated?
The fifth step is that the arrow hits the target. The arrow 
is the concept. You shoot the arrow on multiple targets. 
Each target board is different and by shooting on diffe-
rent targets you will see how your concepts translated 
itself in different ways. The different target boards are: 
Vision of the company, concept carriers and the target 
group.

Ste p 6     The arrow hits the target 
board(s) 

Conclude if the concept matches with the target 
board(s) and if necessary improve
How closer the arrow hits the centre the better your 
concept matches with the target. If you want to analyse 
a current concept the company already made the shots 
on the different targets. If those arrows did not hit the 
bulls’ eye they can be improved and you need to take a 
new shot on the same target.
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2. Company

Monster Energy is an American 
brand of energy drink owned by the 
holding company Monster Bever-
age Corporation. The distribution of 
Monster Energy is mostly provided 
by Coca-Cola enterprises. The best-
known variant of Monster Energy is 
the 0,5 liter black can with a green 
tear-shaped ‘M’ logo. Monster 
Energy is a carbonated energy drink 
with added vitamins, which repre-
sents the toughest energy drink on 

earth. The target group of Monster 
Energy consists of athletes, musici-
ans, anarchists, students, highway 
tigers, metal heads, hipsters and bi-
kers. In total Monster Energy has 36 
different variants of energy drinks. 
Monster Energy creates awareness 
for their brand, by sponsoring va-
rious sports and events, like motor 
sports, action sports, Mixed Marti-
al Arts and concert tours (Monster 
Energy Company, 2015).

3. Application

12
Ste p 1 & 2 

Analyse the o rganization & 
define the co re values

Monster Energy is an American brand of energy drink 
owned by the holding company Monster Beverage Cor-
poration. This corporation conducts no operating busi-
ness except through its consolidated subsidiaries. The 
Company’s subsidiaries market and distribute energy 
drinks, including Monster Energy drinks (Monster 
Energy Company, 2014). The distribution of Monster 
Energy is mostly provided by Coca-Cola Enterprises.

The best-known variant (regular flavour) of Monster 
Energy is the black can with a green tear-shaped M 
logo, which represents the toughest energy drink on 
earth. The slogan of Monster Energy is in line with their 
mission to be the toughest energy on earth: ‘Unleash 
the beast’. In the Netherlands the slogan of Monster 
Energy is a bit different: ‘Size does matter!’. This Dutch 
slogan shows the American way of thinking: the cans 
are in fact 0,5 liter.
Monster Energy doesn’t communicate exactly what 
their core values are, but become clear out of the way 
they act. Monster Energy is ‘tough’, ‘aggressive’, ‘spor-
tive’ and ‘passionate’. 

Next to the best-known variant of Monster Energy 
drink, there are also other variants of Monster Energy 
drinks, divided among the following categories: ‘Mon-
ster Energy’, ‘Java Monster’, ‘Muscle Monster’, ‘Extra 
Strength’, ‘Rehab’, ‘Punch’ and ‘Juice Monster’. Each ca-
tegory has a number of different flavours, in total 36 va-
riants. In the category ‘Monster Energy’ there are diffe-
rent kind of energy drinks with for example low carbs, 

zero sugar, zero calories or no caffeine. The category 
‘Java Monster’ combines an energy drink with different 
types of coffee. The energy drinks from the category 
‘Muscle Monster’ are energy shakes in 4 different fla-
vours: chocolate, vanilla, strawberry and banana. The 
‘Extra Strength’ energy drinks have a smaller can, but 
are “a full load of our tried & true energy blend”. The 
‘Rehab’ versions are a combination of tea and energy 
drink, with different flavours. The energy drinks in the 
category ‘Punch’ are energy drinks with the taste of 
sweet punch. The category ‘Juice Monster’ are energy 
drinks mixed with different flavours of fruit juice (Mon-
ster Energy Company, 2015). 

Besides the many varieties of Monster Energy, Monster 
Energy also produces other brands of energy drinks, for 
example ‘Burn’, ‘Full Throttle Energy drink’, ‘NOS Energy 
drink’, ‘Relentless Energy drink’ and ‘Mother’. So Mon-
ster Energy actually produces their own competitive 
energy drinks. Next to their own produced competitors, 
there more companies which produce energy drinks. 
For example Redbull (the major operator in the market), 
Bullit (produced by Redbull) and Rockstar energy drink. 
But Monster Energy is the second in the market share of 
energy drink. The prices of these energy drinks differ a 
lot. The standard price of a can of Monster Energy drink 
in the Netherlands is (Albert Heijn, 2015): €1,19, compa-
red to Red Bull which is a 355 ml can and costs €1,39. 
Rockstar energy is a smaller can (250 ml) than Monster 
Energy, but costs the same: €1,19. Bullit is the chea-
pest energy drink, which is also 250 ml, but costs €0,59. 



10 11

Converted to liters, the prices of the different brands of 
energy drinks really show some differences: Rockstar is 
the most expensive one: €4,76 per liter. Next is Red Bull 
with a liter price of €3,92. Monster Energy and Bullit 
don’t differ that much. Monster costs €2,38 per liter and 
Bullit €2,36 per liter. However Monster Energy is almost 
the cheapest one, Monster Energy is not the first most 
people mention when they think about an energy drink 
brand. Monster Energy has less top-of-mind awareness 
than Redbull.

To gather awareness for the brand, Monster Energy 
doesn’t promote their products like other brands do. 
They don’t use traditional media like printed media, 
tv-commercials, radio spots or whatsoever. Monster 
Energy creates awareness by supporting the ‘scene’ 
by sponsoring various sports and events, like motor 
sports, action sports, Mixed Martial Arts and concert 
tours. Monster wants to fulfill the dream you had as a 
kid (and still have): to become a famous athlete or ar-
tist. Monster want to encourage and support you to 
turn this dream in to reality, therefor Monster Energy 
created the Monster Army to back the next generation 
athletes or artist. The Monster Army is a legion of athle-
tes and fans that represent Monster Energy all over the 
world (The Monster Army, 2015). Besides that Monster 
Energy forces false images of the opposite sex into the 
minds of men and cause them to form these delusi-
ons of grandeur over all other females that involve the 
sexual desire of men. For example the use of extremely 
attractive models that are present at every event that 
Monster promotes. These models are wearing very litt-
le clothing at all. This breeds that false image of women 
and sexuality aforementioned. This is an unfair image 
that is unwittingly imposed on all women by the males 
affected by this (Monster Energy Drinks, 2007). Because 
of this, most female consumers of energy drink don’t 
feel attracted to Monster Energy. Also the design of 
Monster Energy might be intimidating to female consu-
mers (Clémence, Jérôme, Marco, Nikita, 2013). 

Monster Energy and sports sponsorships
Monster Energy is a sponsor of some very large extre-
me sport events. They have their own sport commu-
nity which is called as mentioned before the Monster 
Army. Diverse athletes are part of this army. The vision 
is that those athletes are brand ambassadors for Mon-
ster Energy. The army is also an athlete developing 
program tat supports athletes ages 13 to 21. Athletes 
from all over the world are evaluated and invited into 
the program to represent the Monster Energy Brand. 
The sports Monster Energy has huge sponsorship deals 
with are motorcross, snowboarding, bmxing, skating, 
surfing, wakebording, mountain biking and skiing. They 
host their own events and are also head sponsor of 
some big worldwide events like the Motorcross Grand 
Prix, World Championship and the Supercross series in 
America.

For these events they usually team up with a big brand 
in the sport that provides the athletes with their gear. 
Think about Kawasaki for motorcross, O’Neill in surfing 
and Vans in skateboarding. These brands are very well 
considered and need to fit in the image of Monster. 

Kawasaki motors is a really good example of this, be-
cause both brands are know for doing extreme things, 
having “agressive’’ colours like black and neon green. 
Monster Energy works very closely together with Ka-
wasaki and they both decide which riders they con-
tract. In the 2015 World Championship they contracted 
Ryan Villipoto for example. This is a rider which domi-
nated every single race in America and was impossible 
to defeat.

Their sponsorship is visible in every corner of the event. 
Banners, clothes, logo’s, trucks, monster girls, drink 
cans and motors are everywhere. For these sports they 
created new websites and social media accounts, so 
that people can follow exactly the sport they are intere-
sted in. All these online accounts are Monster branded 
ofcourse.

Monster Energy also pays athletes when they win, or 
have podium prices. Besides that they provide them 
with all the gear they need. The amount they sponsor 
is of course dependent on how famous and succesful 
the athlete is.
To give an example, The Kawasaki Monster Energy team 
paid 2 million euro’s to Ryan Villopoto to ride the 2015 
Championship for their team. They had another rider 
contracted for 1,5 million euro’s, and a couple younger 
riders from between 200.000 and 1 million euros. This 
to give an idea of how much money is involved. And this 
is only the salary of the riders of their own team. Be-
sides that they are also main sponsor of all the main 
motorcross events worldwide.

The same big sponsorships also apply for all the other 
sports mentioned above. Besides sports they also 
sponsor big gaming tournaments and have contracts 
with famous and succesful gamers.

All the events they organize and sponsor are worldwi-
de availble to watch via livestreams, social media and 
website updates. Monster Energy has their own repor-
ters, camera crews, editors and broadcasting staff to 
send all this sponsored information into the world to 
create even more fans.

Partners
Monster Energy works together with different partners, 
for example with DUB magazine, a monthly magazine 
about car culture, customization and celebrity cars. 
DUB produces a Custom Auto Show-, Concert- and Li-
festyle Festival (presented by Ford), which is called the 
Monster Energy DUB Show Tour. This show tour is nati-
onwide in 12 major markets, with 1.5 million attendees 
since 2000 and more than 15.000 young consumers per 
show.

Next to DUB magazine, Monster Energy has more part-
ners in other countries. For example FolluwUs Tv in 
France, which is a show focused on Monster Energy 
athletes Kevin Rolland and Xavier Bertoni (Monster 
Energy Company, 2015).

Ste p 3
External facto rs

DESTEP An a ly s i s
Demographic factors
‘Murica and Redneck’
Rednecks or Hillbilly’s better known as white trash are 
people from the south of the United States of America. 
Rednecks are mostly farmers that don’t have a lot of 
money. They are known of their handcraft skills becau-
se a Redneck kan fix everything. Also a gun is the best 
companion of a Redneck. Now a days this culture gets 
another load. People who live in America and are very 
patriotistic are known as ‘Murica people’. (knowyour-
meme.com 2013) The love for their country is so big 
that they don’t like it until it is from America. A Redneck 
or a Hillbilly has a habit to express them self in a racist 
kind of way. Just like the Murica people they don’t like 
it until it is from America. Made in the U.S.A. is a very 
important label for them. Also the immigration problem 
that started in 1986 resulted in the Murica culture. In 
the U.S.A. the living conditions where getting worse by 
letting a lot of immigrants in their country. The culture 
of the U.S.A. changed along with immigrants and the 
real American culture was close to getting distinguis-
hed. Underneath a chart of the level of immigration in 
the U.S.A and a top 10 of the cities and states where the 
most Murica/Redneck people are living. 

Top 10 Murica/Redneck cities:
1. Atalanta, Georgia
2. Kansas City, Missouri
3. Oklahoma city, Oklahoma
4. Nashville, Tennessee
5. Tulsa, Oklahoma
6. Fort Worth, Texas
7. Arlington, Texas
8. Sacramento, California
9. Cleveland, Ohio
10. Mesa, Arizona
(Rednecks revealed, 2013)

Because of this high level of immigrants the country 
is getting overpopulated. Furthermore if they put a 
hold on the (legal) immigrants the baby boomers from 
the 70’s can not experience the feeling of a stabilized 
country. Eventually the population will still grow. And 
with the growth of the population more Murican’s will 
be born. (Numbersusa, 2014)

Economic factors
‘Economic crisis’
The economic crisis was a happening in 2008 when 
Wallstreet fell down. When that happend the who-
le economy of the world fell down in to pieces. A lot 
of people lost their jobs because company’s need to 
economize. Worldwide there are more than 200 million 
people unemployed. Especially in Europe the level of 
unemployment was very high. Right now the economy 
is off balance. In Europe there is a crisis in their system. 
It is mandatory to restore this balance. New jobs needs 
te be created to keep everyone employed en to contri-
bute in the social economic system.
(World Socialist Web Site 2014)

Socio-cultural factors
‘Rapidly growing event industry’
The event industry is one of the rapidly growing indus-
tries in the world. Event management is one of the fast 
growing profession these days. With new events an-
nounced every day this industry is now a multi-billion 
industry. (International Institute of Event Management, 
2014) With business events and public events this in-
dustry fits the most. A survey held on 5.500 members of 
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ISES (International Special Events Society) shows some 
facts based on the event industry: 

• 78% of those surveyed expect business to grow  
during 2014/15

• 18% expect business to remain the same 
• Of those expecting growth, 52% forecast more than 

25% 
• 26% forecast more than 10% - 18% forecast more 

than 50% 
• 57% expect direct client spend on events to  

increase in 2014/15 
• 36% expect direct client spend on events in 2014/15 

to remain the same (ISES 2014) 

‘Consumers want to live healthy’
Another socio-cultural factor is that consumers want to 
live healthy. Consumers want fair products which are 
tasty and healthy for body and mind (Hendriks, 2015). 
They want to feel energetic by living healthy (workout 
and getting proper sleep) instead of drinking energy 
drinks (Ye, 2014). People show their healthy way of living 
especially on social media, for example on Instagram, 
by posting pictures of healthy food or their ‘fitness 
body’. Nowadays a lot of people don’t go to a gym, but 
exercise at home through Youtube videos or a special 
training app (Glow magazine, 2015). 

Technological factors
‘Heart Rate Watch’
A watch that monitors your heart rate is one of the latest 
technological improvements in the world of extreme 
sports. For the beginners under us this watch applies as 
a personal trainer. A trainer that gives an advice about 
the precision and the desirability of the speed during 
your training. Especially for beginners it’s a handy tool 
that gives you information about the durability of your 
training. This monitor is a bellwether for the intensity of 
the load and an excellent instrument to provide insight 
into the quality of your efforts.

For the advanced sporter is this monitor, just as it is for 
beginners, an instrument to measure the intensity of 
your training. The advanced sporter is capable of con-
trolling his trainings and is able to choose if he wants 
to continue the same training program or that he wants 
to upgrade his speed. For both, the beginner and ad-
vanced sporter, a heart rate watch is a handy gadget to 
dose the right training. According to the level of training 
and the ambitions of the athlete.

Ecological factors
‘The durability of the use of metal packaging’
Cradle to cradle is an actual vision on the current so-
ciety; the continuously re-use of goods and materials. 
Metal packaging is one of the things that perfectly fit 
this thought.

Metal packaging offer benefits in the short and long-
term solutions. It’s a combination of economical factors, 
social needs and environmental aspects. Metal pack-
aging of steal or aluminium satisfies all aspects of dura-
bility. It produces less waste than other packages and is 
one of the most recycled packages in the Netherlands. 

In the Netherlands, 85% of all metal packages will be 
recycled. Because of this high rate of recycling, the use 
of cans provides an efficient and economical use of raw 
materials.

Political factors
‘Strict rules government’
Energy drinks are to much appealing to kids. In a report 
from caffeine informer the outcome was that 879 kids of 
5 years old or younger are once exposed to an energy 
drink. In total they tested1.685 people. 368 of these 
1.685 people were treated at the hospital. The highest 
number of energy drink overdose reports occurred with 
children age 5 or under. For kids it is highly dangerous 
to consume energy drinks especially when they are 
sporting. It can cause heart rhythm changes and hy-
peractivity. Since 2009 some reported cases of death 
related to energy drink consumption came by. Mostly 
caused by a caffeine overdose. (caffeineinformer 2014) 
For example a 14-year-old girl in the United States, who 
was struck by a heart attack in 2011, which her family 
claims was caused by caffeine poisoning (Huffington 
post, 2012). Nowadays government is very strict for con-
trol of energy drink who give some regulation to energy 
drink, which is a threat to Monster development. A can 
of energy drink contains 80 milligrams caffeine. That 
is the same ammount as an average coffee or 4 times 
as much as 200 milliliter Coke. A energyshot comtains 
50 to 200 mg caffeine. The law says that a soda bever-
age can not contain more than 350 mg caffeine a liter. 
A can of energy drink can contain 88 mg caffeine max. 
Next to this, the label of the product with caffeine has 
to be mentiond in milligram/100 milliliter and is must 
be mentioned that it has a ‘high level of caffeine’ and 
it is ‘not recommended for children or women who are 
pregnant or give breastfeeding’ (Voedingscentrum, 
2014). 

Table of the caffeine informer:
Single Exposures Reported (Energy drinks)

   2012 2013
Total Reported  1635 1685
5 yrs. or less  828 879
6-12 yrs.  171 173
13-19 yrs.  260 246
20 yrs. or over  328 343
Accidental  1088 1180
Intentional  323 272
Treated at Hospital 345 368
Major reactions  1 7
Moderate Reactions 155 146
Deaths   0 0

Compet ito r s
The three top selling energy drink brands in the world 
are Red Bull (43%), Monster (39%) and Rockstar (10%). 
For over years Red Bull continues to dominate the wor-
ld as the best selling energy drink leader, this makes 
Red Bull the biggest competitor of Monster. In this 
competitors analysis the focus will be on Red Bull as 
a competitor, Rockstar is a brand that isn’t available all 
over the world. Red Bull and Monster are available in a 
lot of countries. 

Logo
Red Bull and Monster are a lot alike, even their logos 
have similarities. The Red Bull logo has two bulls, which 
stand for speed, power, aggressiveness and strength. 
Red Bull focuses on a wild and aggressive image. The 
logo of Monster is also an aggressive logo, but Monster 
has made it clear that they focus on a bloody and scary 
aggressive images by using the ‘M’ which have similari-
ties with fonts used for horror movies (Fernet, Dassing, 
Alaix, 2014).

Catchphrases
Even their catchphrases have a lot in common. Red Bull 
lets you believe that by drinking Red Bull, it will give you 
wings and you’re able to achieve whatever you want. 
Monster focuses on ‘Unleash the beast’, when you drink 
Monster the beast in you will be unleashed and makes 
you believe that you’re able to achieve what you want, when 
you unleash your darkest side (Fernet, Dassing, Alaix, 2014) .

Authencity vs recruitment
A difference between Red Bull and Monster is that Mon-
ster focuses on recruiting new consumers by offering 
a larger range of product. Monster has more than ten 
different flavours and each of them has its own identity. 
Red Bull on the other hand, focuses on its authenticity; 
the taste, ingredients and classic Red Bull look haven’t 
changed for over the last 20 years (Fernet, Dassing, 
Alaix, 2014) . Therefore Red Bull keeps the original mes-
sage for each of their flavors.

Events
Both brands are perfect drinks for dynamic and young 
people who want to go beyond their limits and realize 
their dreams without hesitating. The event manage-
ment is important for both companies. The identities of 
Monster and Red Bull are more revealed by the events 
than by the energy drink itself. Both drinks are focusing 
on extreme sports and want to create a ‘super star.’ A 
difference between Monster and Red Bull is that Mon-
ster developed the concept ‘Monster Girls’, these girls 
represent the brand during all the events, they want to 
get the attention of men. Red Bull is also using ambas-
sadors but Red Bull stays close to their target by being 
personified by socially involved and cool teenagers. 
Red Bull’s ambassadors are students who are repre-
sentative for Red Bulls’ core values (Fernet, Dassing, 
Alaix, 2014) .



14 15

Ste p 4
Define your target  group 4

Monster Energy is focussed on a diverse target group. 
The target group of Monster Energy consists of ath-
letes, musicians, anarchists, students, highway tigers, 
metalheads, hipsters and bikers. Monster Energy ensu-
res that they get the job done, by their ideal combina-
tion of ingredients, in the right mix. Monster Energy has 
an intense but a mild flavour. Monster Energy is a car-

bonated energy drink with added vitamins. It is not just 
an energy drink, it is a lifestyle in a can. ‘Our athletes 
do actions sports, listen to punk rock music, party and 
hangout with chicks. They are living on the edge and 
enjoy life (Monster Energy Company, 2015). The main 
target group of Monster Energy are males between 18-
34 years (Ye, 2015).

Ste p 5 + 6 
Analyse the conce pt  an d  conclu de if it  

matches with the target  boards

We analyzed the concept of Monster Energy by the 
previous steps. To analyze if the concept matches with 
the vision of the company, the target group and con-
cept carriers, we have drawn up a SWOT-analysis. 

Strengths
• Divers target group
• Large product depth
• Reasonable price (almost the cheapest  

compared to other famous brands)
• Produces other brands of energy drink
• Monster Energy doesn’t have a standard  

promotion strategy
• Monster Army: huge online audience with own 

social network
 

Weaknesses
• Only available in a 0,5 liter can
• Using women in a misogynistic promotional  

campaign
• No top of mind awareness
• Aggressive design might be intimidating to  

female consumers

Opportunities
• The American culture is getting shape
• Rapidly growing event industry
• People exercise at home through online videos or 

training apps
• Technological developments (for example heart 

rate watch)
• The durability of the use of metal packaging

 

Threats
• Economical crisis
• Strict rules of the government
• Consumers want to live healthy
• Energy drinks highly consumed by children  

from 5 or under
• Huge ammount of immigrants are coming to 

America and Europe and the numbers are still ri-
sing.
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4. Pa inpoints
& Opportunities          6. Implementation

Opportunities

• Diverse target group
• Large product depth
• Reasonable price (almost the cheapest compared 

to other well-known brands)
• Produces other brands of energy drink
• Monster Energy doesn’t have a standard promotion 

strategy
• Monster Army: huge online audience with own  

social network
• The American culture is getting shape
• Rapidly growing event industry
• People exercise at home through online videos or 

training apps
• Technological developments (for example heart 

rate watch)
• The durability of the use of metal packaging.

Pain Points

• Only available in a 0,5 liter can
• Using women in a misogynistic promotional  

campaign
• No top of mind awareness
• Aggressive design might be intimidating to female 

consumers
• Economical crisis
• Strict rules of the government
• Consumers want to live healthy
• Energy drinks highly consumed by children from 5 

or under
• Huge ammount of immigrants are coming to Ame-

rica and Europe and the numbers are still rising.
• Difference between American market approach 

and European. 

The outcome of the analyses of Monster Energy sho-
wed us some pain points and chances. By making com-
binations between pain points and chances we can 
develop a new concept for Monster Energy or improve 
existing concepts to take away some pain points or to 
take more advantage of the chances. Some of the pain 
points were very clear to us. Like the consumption of 
energy drinks from children aged 5 or lower and the 
strict rules of the government about the amount of caf-
feine that contains in a energy drink can. These are two 
pain points that strengthen each other. Also the pain 
points of using woman in a misogynistic promotional 
campaign and aggressive design might be intimidating 
to female consumers makes very clear that Monster 
Energy is not a brand for females. They don’t try to con-
nect to the females it is positioned as a brand for men.

The opportunities are also promising. The rapidly 
growing event industry is a great chance for Monster 
Energy to show them self more on events. Also Monster 
Energy got a huge product depth. Like Java Monster, 
which is a combination of coffee and energy. With al 
those different tastes their target group is very divers. 
This strengthen their Monster Army with a divers audi-
ence that al share the Monster Energy community. Fu-
rthermore people want to be healthy and stay healthy 
nowadays. This is an lifestyle that is not already occu-
pied by a energy drink. For Monster Energy this can give 
some new outcomes to expand their target group.

As you can see the combinations you can make with 
the pain points and the chances are limitless. Every 
combination can help Monster Energy to develop a 
new concept or to improve an existing concept.

5. Recommendations

Each group member has chosen some pain points 
and opportunities and came up with a new concept 
or improved the existed concept of Monster Energy. 
These concepts are briefly described below, and in 
more detail further in this chapter.

Gijs - Kickstart the monster inside  

Monster Energy is already visible as a mayor sponsor 
on motorcycle events, different extreme sports and 
as a heavy metal concert promoter. Because of the 
growth of the event industry it is mandatory to ex-
pand this. And Monster Energy needs to be more than 
just a visible sponsor during events. Give the visitors 
a Monster Energy experience as only Monster Energy 
can do that. Big, awesome and American. That are the 
elements of a good Monster Energy experience. On a 
public festival Monster Energy needs to claim a time 
during the day that is all about taking a energy drink. 
And let the visitor of the event drink its energy drink 
in Monster style!

Maartje - Monster Miss Made

The sports Monster sponsors are most often conduc-
ted by guys, but in the audience, very often you can 
find girl teenagers but also grown women. ‘Monster 
Miss Made’ is an online and offline platform where 
inspiring young girls serve as social influencers, coa-
ches, advisors and inspirators for teenage girls aged 
12-18. They will mainly give advice and coaching on 
lifestyle issues, sports, health and happiness. It wil 
absolutely not serve as a marketing tool to sell more 
Monster Energy Drinks. It is designed to support 
young girls at a vulnerable and insecure age and to 
load the brand with more positive and caring value. 

Zoï - Be Monstrous

A concept created by combining the strength of Mon-
sters’ large product depth and their weakness that 
they have only one sort of can, the 0,5 liter can. The 
concept ‘Be Monstrous’ is the campaign name for 
their new product: The Monstrous energy shots. For 
the extreme athlete, one Monstrous energy shot will 
unleash and control the beast, for the best perfor-
mance. This energy shot will also come in 10 different 
flavours, from extra vitamins, proteins till caffeine. Be 
Monstrous will be promoted online and on extreme 
sport events and heavy metal concerts. It will be an 
interactive campaign by letting the Monster fan cre-
ate one shot, filled with its own flavors. Choose and 
drink the flavour that fits your performance its best 
and Be Monstrous!

Shirley - Monstercise 

Monstercise are online exercises organized by Mon-
ster Energy. With this concept, Monster Energy will 
attract more women to their brand, instead of just 
focussing on men between 18-24 years. Nowadays 
some female consumers feel intimidated by the ag-
gressive appearance of Monster Energy. These online 
workouts will be women-friendly but still rough, like 
Monster Energy is. By organizing this online, Mos-
ter Energy can use their online audience (Monster 
Army) and respond to the trend that people want to 
live healthy by working out, which they do at home 
through online videos or apps.
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Gijs van Beers
for 

Description concept carrier
Monster Energy is a brand that shows support to their 
community. That support is shown in sponsorship of 
certain sport events and concert tours of famous metal 
bands. For example Monster Energy hosted a concert 
tour named: fueled by Monster Energy for Five Finger 
Death Punch, Papa Roach and other support acts. Mon-
ster Energy shows them self as a visible sponsor on 
motocross, mixed martial arts (MMA) and other extre-
me sports. Monster Energy makes it possible for their 
community to visit these events they like. Currently the 
event industry is going trough a massive growth. Each 
month more events appear. Not all of these events fit 
Monster Energy. An event that fits Monster Energy must 
be extreme and big.

Also Monster Energy is very American. With their 0,5 li-
ter cans and promotion style Monster Energy breathes 
the American culture. Big, powerful and show time. The 
more the better. Monster Energy aims on the target 
group of alternative people. For Monster Energy this 
works in America. But in Europe the things are diffe-
rent. The American culture is not present in the multi 
cultural Europe. To make Monster Energy successful in 
Europe like it is in America they need to make a chan-
ge in their promotional campaign. Lets first target on 
The Netherlands. If one industry is big in The Nether-
lands right now it is the event industry. Monster Energy 
needs to let the Dutch event visitor’s known that they 
are there, American style! So, big, powerful and show 
time. Furthermore if something works on an event in 
The Netherlands it will work on all events all over the 
world. In The Netherlands, Motocross is not that huge 
as it is in America. But the public pop and dance events 
are very popular in The Netherlands. Public events like, 
Pinkpop, Lowlands, Paaspop and De Zwartecross are 
the major events in The Netherlands. Over more than 
60.000 visitors attend these events year after year. To 
aim for these events Monster Energy can show himself 
to the European consumers.

In this concept Monster Energy is going to create a 
physical environment on public events. In this environ-
ment they are going to show the American culture of 
Monster Energy.

‘Launch the Monster inside’ will be the name of the 
physical environment on the public events. Imagine a 
visitor that is on a festival. After the lunch break around 
13:00 o’clock there always appears the first moments 
of feeling tired and sour legs. The mood is going down 
and around 16:00 o’clock you are all back in party mode! 
That is 3 hours a day wasted on feelings that should 
not be in your head during a festival. What they need 
to do after their lunch break is to launch the Monster 
inside! In this physical environment the visitor goes to 
a Monster Army booth. This booth is all decorated like 
an American military camp. The visitor can shoot with 
a rocket launcher a can of Monster Energy in the air. 
While the shot is taken some fireworks will explode in 
the air. This firework lets other visitors know that a can 
is in the air and it attracts attention of other visitors. At-
tached to this can of Monster Energy is a parachute. So 
when the can of Monster Energy is decreasing in height 
the parachute pops open and the can slowly drifts to 
the ground. Now it is time to spend some energy. The 
one who launches the can of Monster Energy needs to 
try to catch the can. If the visitor catches the can on 
time before it touches the ground they will receive ano-
ther can to share with a friend. Also they will receive a 
goodie bag with promotional items of Monster Energy. 
The employees salute to the visitor and welcome him 
to The Monster Army! By shooting the can of Monster 
Energy they launched the monster inside the launcher. 
Also the launched themselves as a member of The 
Monster Army. The Monster inside of them is launched. 
Furthermore because they try to catch the can they will 
have some action. This takes away the mind of the sour 
legs and exhausted state. So the 3 hours wasted are 
retrieved in only 15 minutes. They can party further on 
because they launched the Monster inside!

A camera crew will record all of the launches. They will 
record the whole experience. This after movie or event 
commercial will be personal for the visitor. When the 
festival is finished the visitor will receive this after movie 
in his mailbox with the possibility to share this on Face-
book. Also is announced the next event where Monster 
Energy will be present with a ‘Launch the Monster insi-
de’ booth. So visitors can look forward to this moment 
again.
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Visual representation

Explanation of fit
This physical environment breathes American. First the 
visitor can use a rocket launcher. America is well known 
of their guns and gun law. For American people it is well 
known how to hold a gun. In Europe this is not so for 
them to use a rocket launcher will be an experience. 
Also the environment is decorated as an American mi-
litary camp. The U.S. army is one of the biggest of the 
world. Also this refers to The Monster Army. At last the 
fireworks. The fireworks are added to experience the 
typical American show time feeling. This physical en-
vironment is big, powerful and show time!

Persona
Name: Youri Braafheid
Gender: Male
Age: 22
Living location: Hellevoetsluis
Education: HBO engineer

Youri lives with his parents in Hellvoetsluis. He is in his 
final year of the university and after that he wants to go 
to work as an engineer for a big company. He admires 
the engineer work in America. In his spare time Youri vi-
sits a lot of festivals. Especially pop and dance festivals. 
He always goes with his friends. A group op 12 people 
goes from festival to festival. Youri is feeling the age of 
22 in his body. He is not that vivid young guy from 18 
anymore that can go on hour after hour. Usually after 
lunch he feels his mood go down. Is taking it easy till the 
nightfall and eventually he will come back to life. Youri 
likes to try new challenges and is familiar with drinking 
energy drinks. He likes Red Bull a lot. Has heard of Mon-
ster Energy once but never bought it because the can 
is too huge. Youri sees The Monster Army booth becau-
se he heard some fireworks. He and his friend checked 
out the booth and some of them tried to shoot and ca-
tch the bottle. Some of them did catch it and some of 
them did not. Youri saw that his friends had a lot of new 
energy in their body and burst of excitement. Youri also 
tried to launch the Monster inside and he also caught 
the can. Now Youri joined The Monster Army and has a 
body full of new energy. For him it felt like he was that 
young guy of 18 again.

Touchpoints
Pre exposure: During an event the visitors will hear the 
sound of fireworks. This is a sound that attracts atten-
tion. Most visitors want to know what it is and where it 
is. Some of them will search for it. Some of them will 
wait until it happens again. This physical environment 
needs to be a surprise on the first event. So no promo-
tion will be made and nothing will be announced. Also 
the physical environment will be open from 13:00 until 
17:00. In these hours the visitors need a new wave of 
energy.

Exposure: The touch points of the exposure will be the 
launcher, the parachute can and the chase. By holding 
the launcher and shooting the can in the air will be a 
great experience. This launcher is massive. The feeling 
of the iron on your shoulder and having so much po-
wer in your hands will be unbelievable. When the visitor 
sees the can disappearing in the sky and when it comes 
down with the parachute will give a feeling of excite-
ment. You launched that can so high. You made it possi-
ble for that parachute to fold down in the air. The chase 
will give a feeling of adrenaline. While dogging all the 
other visitors and having your eye on the can when you 
run on the festival area gives a lot of adrenaline. Also 
the pressure of time burst the body with adrenaline. 
When will the can hit the floor?

Post exposure: The after movie that pops up in the mail-
box after the event will remind the visitors of their awes-
ome time at The Monster Army booth. Also memories 
of the festival will come back. The Monster Army booth 
will be one of those memories. Furthermore they are 
reminded of being a member of The Monster Army. At 
the end of the video a new date is mentioned when The 
Monster Army booth returns to another festival. They 
can tell to their friend who go there to visit this area for 
a great experience.
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Maartje Ramakers
for 

Description concept carrier 
As seen on a lot of events Monster is sponsoring, 
there are also a lot of young girls aged 12-18 in the 
crowds. The sports Monster sponsors are most often 
conducted by guys, but in the audience, very often you 
can find girl teenagers but also grown women. Espe-
cially in sports like skateboarding, skiing, surfing and 
wakeboarding.
In the analysis we see that females often find the Mon-
sted brand, design and behaviour intimidating. We also 
see that there is quite a gap between the way of Ame-
rican advertising and promoting a brand in comparison 
to European marketing. 
In America the Monster girls are even less dressed then 
in Europe. Objectifying woman, and people in general, 
is something a  lot of people and famous social influen-
cers don’t approve anymore these days. A great exam-
ple of someone who fights for gender equity is Emma 
Watson. 
By sponsoring all these (often extreme) male domi-

nated sports and events, Monster gives the impressi-
on that guys are tougher and stronger than girls. This 
mindset is quite outdated nowadays and usually bad 
for girls’ selfesteem. 
This painpoint plus the American marketing techniques 
which don’t really seem to work in Europe inspired to 
this new concept called ‘ Monster Miss Made’

‘Monster Miss Made’ is an online and offline platform 
where inspiring young girls serve as social influencers, 
coaches, advisors and inspirators for teenage girls 
aged 12-18.
They will mainly give advice and coaching on lifestyle 
issues, sports, health and happiness. It wil absolute-
ly not serve as a marketing tool to sell more Monster 
Energy Drinks. It is designed to support young girls at 
a vulnerable and insecure age and to load the brand 
with more positive and caring value. Next to that it will 
also be used to teach the big male audience of Monster 
Energy sponsored sports that girls and females are in-
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Explaination of fit
The concept ‘Monster Miss Made’ is so important be-
cause in a lot of sports Monster sponsors, there is this 
feel that guys are stronger, fitter and sportier than girls. 
In their current promotion they advertise the Monster 
Girls as ‘hot babes’ in barely any clothes posing with 
motors and guys. Guys showing off how cool they are 
with their armcandy girls. On these events you often 
see a lot of teenage girls who are also interested in the 
sports, but are badly influenced by this type of objecti-
fication. It will give them the idea that every girl needs 
to be skinny, pretty and especially not expected to say 
anything but just smile and pose. A lot of young girls are 
easily influenced by this in a negative way.

By introducing ‘Monster Misses’ which are really cool 
and fun coaches, advisors, rolemodels they can turn 
this around and connect girls to the brand in a posi-
tive way. The oldschool and succesful MTV programs 
such as ‘Plane Jane’ & ‘Made’ were the inspiration for 
this concept. Nowadays you also see a lot of ‘coaching’ 
involved in other types of media. For example in ‘The 
Voice of Holland’ and in all the famous Youtubers who 
give tutorials and lifestyle advice on all kinds of topics. 

The Monster Misses will be cool and fun girls to look up 
to, and will be connected through a platform only that 
is connected to Social Media. Think of the construction 
of Vcitoria’s Secret. All the angels and models working 
for VS, are amazing brand ambassadors and highly in-
spirational and they constantly connect to VS and other 
people on their own social media channels. The same 
construction will be used for ‘Monster Miss Made’.

Offline the Monster Misses will get involved on the 
events by having chats with teenage girls, doing fun 
workshops with them, by organising cool challenges 
like a girl only skateboard session on a championshop 
skateboarding, surfing lessons and inspiring seminars. 
All this will be filmed and shared via Instagram, Snap-
chat and Youtube.

There will also be a blog with a chatservice where 
young girls can talk to the Monster Misses. Next to that 
they will publish their own videos, which will be like a 
short television show in all kinds of forms. There will 
also be forums where the teenage girls can share their 
inspiration, daily lives, workouts and advice.

This concept fits very well with the current online social 
influencer and sharing trend and it will give Monster an 
image boost. It will also respond to the growing move-
ment of gender equity and feminisation.  

Persona

Name: Sophie Janes 
Gender: Female
Age: 24
Living Location: Eindhoven
Education: Journalism

Sophie is a happy, vibrant and bubbly person. She is al-

ways in a good mood and she is always wanting to help 
people. She loves to go out skateboarding with her 
boyfriend, who is a Dutch professional and usually in 
the top 5 of the Netherlands. She does some freelance 
work for some online sports magazines like Tacky. Here 
she reports on skateboard, surf and snowboard events 
in Europe.
She also works as a snowboard teacher in her holidays 
and she likes to travel. Sophie is fit and nice looking, 
but not a ‘glamour, makeup’ type of girl. She usually 
just weares a skinny jeans, her cool limited edition Vans 
sneakers, a cool top and a blocked shirt with a leather 
jacket. She is kind of a tomboy, but still very proud to 
be a girl.
She thinks its really important to help young girls feel 
confident about their body and personality so thats why 
she joined the Monster Miss Made program for Mon-
ster. A perfect way for her to be part of all the cool even-
ts she loves, but also to do some good things.
Sophie works as a Monster Miss and on boardsport 
events Monstor sponsors, she is around chatting to 
young girls, interviewing them for her youtube channel 
‘Sophie Miss Monster’. She invites the young girls for 
skateboard lessons during those events on cool Mon-
ster skateboards. She records all this with a GoPro and 
edits it into the most hilarious videos which she shares 
on Instagram, Snapchat and her popular YouTube chan-
nel which is connected to the Monster Energy Youtube 
channel.
For young girls, into extreme and cool sports, she is THE 
cool rolemodel. Next to these videos, she also shares 
a lot of vlogs about her personal life. Where she talks 
about things that keep her going, worry her, she likes, 
she doesn’t like etc. She loves to do this work for Mon-
ster, because it allows her to get involved in the cool 
sports industry, but especially because she can make 
young girls feel more confortable in their own skin.

Touchpoints
• Events: Monster Misses on the events: Every Mon-

ster Energy Sponsored Event has about 2 Misses 
present. There are a couple girls active in motor 
sports, other in boarding sports etc. They function 
as ‘‘famous inspiring bloggers’’ but are very acces-
sible and super easy to chat to. They get involved in 
young girls’ conversations on the events and chat 
to everyone. They constantly film is, like every blog-
ger does and the young girls really want to talk to 
the because these girls are their ‘‘internet heroes’’. 

• Website: All the content from the girls is ofcour-
se blogged about and all the videos they film and 
edit featuring the teenage girls are shared on the 
website too. Monster Miss Made is a part of the 
Monster Energy website and every miss has her 
own part of that page where she can share her 
content. This part of the Monster website functi-

ons as a blog and has a comment section, a forum 
and a place where girls can subscribe, and take 
part in fun contests and funny quizes (buzzfeed 
style like: which famous skateboarder are you?). 

• Social Media: There will be one Monster Miss Made 
youtube account where all the girls will have their 
own section. They will post video’s every week and 
the young girls can subscribe to their channels. 
The channels are very personal, honest, inspiratio-
nal and especially fun and hilarious. All the videos 
will be linked to funny quizes and blogposts and 
tutorials (for example: how to customize your ska-
teboard) on the Monster website. Next to that the 
girls will share their events, chats, meetings and life 
on their Snapchat channel like ‘’Monster Miss Sop-
hie’’ (like a lot of fashion bloggers do). The same for 
instagram. Facebook or Twitter won’t be used, the-
se are not interesting for the target group.
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Zoi Dam
for Description concept carrier

According to the analysis it is shown that Monster 
Energy is focussed on a very divers target group and 
therefore has a large product depth. Not only athle-
tes, but also musicians, anarchist, students, bikers and 
hipsters form the overall target of Monster Energy. For 
each target Monster has created a flavour, from low 
carbs, zero sugar, zero calories to energy shakes and 
mixes between coffee or tea and energy drink. Howe-
ver, it also is shown that the 0,5 liter can is a weakness, 
for lots of individual it’s just too much to drink. A few 
years ago Monster Energy did introduce Hitman Sniper 
shots but due to unfortunate marketing and the high 
price of this shot it just ended up in the Energy Drink 
Graveyard.

Therefore the concept ‘Be Monstrous’ is a concept, 
which has turned this combination into an opportunity 
by creating an energy shot for every activity. At least 
four different flavours, from which three ones are made 
by Monster Energy itself and one is created by Monster 
Energy fans using the interactive campaign. The three 
flavours made by Monster Energy will be:
• Extreme Monstrous: ‘With a touch of caffeine and a 

huge amount of vitamins this energy shot will un-
leash the beast within and motivates you to get the 
best out of yourself.

• Afternoon Monstrous: ‘Having a hard time in the af-
ternoon? Feeling a little tired and not in the mood 

for a workout? Take the Afternoon Monstrous shot, 
filled with vitamins and protein to give your energy 
level a boost!

• Concentrate Monstrous: ‘In desperate need for a lit-
tle bit of concentration? To focus on your activity? 
Whether you want to train or study, this shot filled 
with Ginseng and Guarana will bring your concen-
tration to the highest level.

These four flavours will be promoted online and will be 
available in the supermarket.

Monster Energy’s own fans will choose the fourth fla-
vour, by participating the interactive campaign these 
fans are able to create their own flavour. People are 
able to submit their idea, out of all those ideas Mon-
ster will make a first selection and the people with 
the most unique flavours will receive an email. Their 
next assignment is to make and upload a commercial 
for their energy shot. Monster Energy will choose two 
flavours out of the uploaded commercials. These two 
flavours will be promoted on events, which are spon-
sored by Monster Energy. Visitors of these events will 
receive samples of these two flavours chosen by Mon-
ster and afterwards they can fill in a form on which they 
tell which flavour is the best one. The winning flavour of 
this competition will be available in supermarkets and 
the creator of this particular flavour will receive a small 
amount of the profit and will create together with Mon-
ster Energy a commercial for this special flavour.
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Visual representation
On the website www.monsterenergy.com/products/
be-monstrous, visitors can find information about the 
three new Monstrous Energy shots. For three types of 
activity’s Monster has created an energy shot with a 
unique flavour.

Under the heading ‘products’ visitors of the website can 
also click on: ‘create’, afterwards they’ll be linked to a 
page where they can find information about creating 
their own energy shot. By clicking on the image they’ll 
go to a page where they can fill in a form with a name 
for the shot and the ingredients. When Monster has re-

ceived these forms their will be made a first selection, 
people with the most unique ingredients will receive 
an email in which Monster Energy asks them to make 
a commercial for their energy shot. These commercials 
can also be uploaded under ‘create.’

Upload your 
commercial and 
become one of 
the finalists!

Upload here...

Afterwards, the two final flavours will be sampled on 
events and visitors can vote for the best flavour. The 

winning finalist will receive a small amount of the profit 
that Monster Energy makes on the new energy shot.
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Explanation of fit
The concept ‘Be Monstrous’ is created to make Monster 
an even more Monstrous drink then they already are. By 
creating three different flavours of energy shot, every 
target group will feel addressed. Everybody needs an 
vitamin shot in their afternoon dip and everyone will so-
metimes feel the need for an extreme monstrous shot 
to keep the beast controlled and to fulfil the activity its 
best. Even almost everyone will feel a little less con-
centrated at times, therefore the mixed shot of Ginseng 
and energy drink will boost your concentration. This 
concept fits the diverse target group of Monster Energy.

Lately co-creation is also a trend, which has become 
important for companies. Therefore the concept ‘Be 
Monstrous’ and its interactive campaign will fit perfect-
ly in the current society. People want to feel involved 
with companies and by letting them create their own 
flavour they will feel like they’re a real part of Monster 
Energy.

Persona
Name: Michael Valk
Gender: Male
Age: 27
Living Location: Antwerp
Education: Graphic Designer

Michael lives in Antwerp in a small apartment and has 
recently graduated his study as Graphic Designer. To-
gether with three friends he owns his own Graphic De-
sign Company and designs posters and videos for a lot 
of costumers. In his spare time he likes to compete in 
motor cross races and almost every weekend he visits 
an extreme sport event. During his trainings he has fa-
ced some obstacles; when he’s racing he’s able to race 
as hard as he can, only his concentration to control 
his techniques has reduced intensely. He tried a Red 
Bull shot a few years ago but only felt a huge rush of 
adrenaline speeding through his veins, once he saw the 
new product, Extreme Monstrous, of Monster Energy he 

immediately decided to run to the store and buy one. 
The next day he drank this shot before his training and 
within an hour he was racing like an unleashed but defi-
nitely controlled beast! He’d found his techniques back 
and left everyone stared with their mouth wide open. 
After this training he went straight back to Monsters’ 
website to find out a little bit more about these new 
Energy Shots and his eye caught a little phrase in the 
back: ‘create your own energy shot.’ Michael of course 
got a little curious, read the information and decided to 
create his own energy shot. Monster Energy has chosen 
him as a one of the 50 submitted ideas and Michael is 
now very busy with creating a commercial for his own 
flavour. His secret ingredient is Wasabi: to spice things 
up a little bit more!

Touchpoints
Pre exposure: First of all, on the website the three new 
energy shots will be promoted. On the website the 
competition for the fourth flavour will also be announ-
ced and for one month fans will able to submit their 
idea. Their idea has to include a name and ingredients. 
After Monster Energy has made a selection the compe-
titors will be told to upload a self-made commercial of 
their created flavour.

Exposure: After the competition has reached its last sta-
ge, Monster Energy will choose two favourite flavours 
and will promote these flavours for over two months 
on the events that they sponsor. Visitors of these even-
ts will receive samples of these two flavours and after 
the event they have to fill in a form, which answers the 
question: ‘Which flavour did the beast enjoyed most?’

Post-exposure: After these two months the votes will be 
counted and the winner will be announced. The win-
ning flavour will be reproduced and within a few weeks 
it will be available in different supermarkets. The parti-
cipant who’s created the winning flavour will receive a 
small amount of the profit that Monster makes with this 
new shot. Monster Energy and the winner will create a 
Monstrous beastly commercial for this new flavour.
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Shirley Mulders
for The analysis has shown that Monster Energy has diffe-

rent important strengths, for instance their divers target 
group and their way of supporting various sports and 
events. Unfortunately, Monster Energy has also a big 
weakness; they don’t reach their whole target group, 
for example, some female consumers feel intimidating 
by Monsters’ aggressive appearance. Luckily there are 
also some opportunities for Monster, for example the 
rapidly growing event industry and the fact that peo-
ple exercise at home through online videos and trai-
ning apps. Nowadays people want to workout because 
they want to live healthy, which Monster Energy can 
see as a threat (because Monster Energy drink isn’t the 
healthiest thing on earth). By implementing the con-
cept Monstercise, Monster can bundling these entire 
things together, and make them an opportunity instead 
of threats. 

As Monster Energy claims to be ‘all about the things 
you care about’, Monster should do something with 
their biggest threat: ‘people want to live healthy’, and 
convert it to an opportunity. The opportunity is the con-
cept Monstercise. 

The concept Monstercise stands for Monster-exercise 
and are online workout videos posted on the Monster 
Energy website. These workouts are women-friendly 
but still rough, because it needs to fit Monster Energy. 
These workouts consist of training courses like crossfit 
and bodypump. People can watch these videos online 
and workout at home. 

If the online workout videos ‘work’, Monster Energy can 
create events on social media to invite people to wor-
kout together, matched to the schedule on the Monster 
Energy workout page.
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Visual representation
The workout page of Monster Energy:

On the website _www.monsterenergy.com/workout_ 
(http://www.monsterenergy.com/workout), people 
can find workout videos which they can do at home. As 
you can see, there is also a button that says ‘Schedule’ 
and ‘Upload’. 

If you click on the ‘Schedule’ button, you can easily 
check when which workout will come online. Here you 
can notify if you will join that workout that day, and in-
vite friends to exercise with you. To invite friends you 
have to link your account on Monster Energy to your so-
cial media. Whereby the consumer automatically cre-
ates brand awareness for Monster Energy.

The schedule page:

If you go to ‘upload’ you can upload your own workout 
videos and share it with others, so that they can do that 
workout too. Again you can share this video on your 

own social media and invite friends to also upload their 
own work out video.   

Next to the website, Monster Energy can use their own 
media platform and other social media. For example, 

by organizing workout events, where Monster Energy 
invites people to workout together.
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Explanation of fit
Monster Energy is ‘all about the things you care about’. 
The analysis has shown that Monster Energy doesn’t 
reach their whole target group, especially not women. 
To attract them, it is important to really listen to the 
things they care about. A thing that they really think is 
important is to live healthy and show this online. With 
the concept Monstercise Monster Energy responds to 
their online audience The Monster Army. Monstercise 
offers the online audience videos to exercise and gives 
them the change to show their workout skills if they up-
load their own videos. 

The concept Monstercise is consistent with the core va-
lues of Monster Energy, because this concept is ‘spor-
tive’, ‘rough’ and ‘passionate’. Monster Energy wants 
people to be passionate about their healthy way of li-
ving by doing rough exercises.

Persona 
Name: Charissa Louver
Gender: Female
Age: 23
Living location: Amsterdam
Education: Media and entertainment management

Charissa is 23 years old and has a room in Amsterdam. 
She is in her last year of Media and entertainment ma-
nagement and would love to work in the television 
branch. She is really motivated and disciplined and in 
her spare time she really likes to workout. Being healt-
hy by eating healthy food and exercise a lot makes her 
happy. Next to this she really likes to go out with friends, 
because she really likes music and loves to dance. She 
also likes to meet new people. But Charissa is not a ty-
pical girly girl. Maybe she looks like one, but she wants 
to play it hard. In the past she also played soccer. No-
wadays she likes to go on adventure and travel a lot, 
especially going backpacking. Everything Charissa 
does in her daily life, she shares it online. Facebook and 
Instagram are one of her favorite social media. If you 
look on her profiles you see a passionate, confidence 
girl, who knows what she wants. By showing pictures 
where she shows her muscles, she wants to show the 
world that she isn’t that cute girl everybody thinks she 
is. She is tough and you don’t want to mess with her. But 
with these pictures she also wants to motivate other 
people to exercise. Sometimes she even challenges 
random people to workout just like she does.

Touchpoints
• Website: On the website there will be an announce-

ment that Monster Energy is offering workouts for 
real tough girls, who like challenges. Of course it is 
also possible that men do the workouts, but Mon-
ster Energy will focus on female consumers. On 
monsterenergy.com/workout, you can find the wor-
kout videos offered by Monster Energy. Next to this 
you can find a schedule with which sort of workout 
videos will come online (and when), and workout vi-
deos uploaded by users will be on the upload page.  

• Videos: If you click on the button ‘workouts’ on the 
website, you will see different videos of workouts 
uploaded by Monster Energy. These workouts will 
mainly consist of workouts like crossfit and body-
pump. On the ‘schedule’ page you can see what  
what kind of workout will come online (and when). 
 

• Upload page: If you are on the workout page of 
Monster Energy, you can also see the button ‘up-
load’. If you go to this page, you can upload your 
own workout videos. With making your own vi-
deos, you can show how great you are at working 
out and motivate others to workout with you. If 
you link your Monster Energy account with so-
cial media, it makes it easier to share the video.  

• Social media: Monster Energy can use social media 
to communicate that they are producing workout 
videos. With social media, they can also organize 
events to invite people to do a specific workout all 
together.
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