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If you thought Soda Pop was bad for your health, hold on to your hats, your gloves, and your large intestine. Soda Pop is like pre-school compared to the all encompassing Energy Drink Craze of the decade.

According to 24-year-old Dan Mayer, a well-known blogger on the ins and outs of Energy Drinks, he mildy describes it as “Starbucks for Kids” and a new form of legal speed. Now, how about that, for putting your minds at ease?

The competitive edge for Energy Drinks is at an all-time high. Over 500 new Energy Drinks were launched worldwide just this year, as the ‘drink marketeers’ watched the numbers of Energy Drinks sky rocket to fame and fortune every year since Red Bull came out around 1987. 
This skyrocketing financial industry watched Red Bull, the first Energy Drink on the market, grab 37% of the U.S. market immediately, even though it was selling 2.5 billion cans a year in over 130 nations.
One of the problems not noted by these popular drinks is that  ‘caffeine and sugar are both drugs’ by scientific definition, and almost ALL Energy Drinks are loaded with caffeine and loaded with sugar. These two substances are two substances that most people shouldn’t be consuming in high quantities anyway (especially the youth) who are primarily drawn to these drinks, through extremely creative marketing, the initial high they get, and the fact that they can stay up for longer hours to study and party. And I won’t even get into the problems of ‘carbonated drinks’ and ‘acid’. I can do a whole article on these alone.
According to the researchers of these products, even though the amount of caffeine is listed on the can, there are many sources of the caffeine and the actual amount of those sources of caffeine are not listed on the can.. And according to the FDA, all dangerous substances (or not so dangerous substances) do not have to be listed for the consumer’s sake. Their rationale is, “They don’t read labels anyway, so what’s the point?”
THE NEW PLAN OF MARKETING
Since the companies that market these drinks found out how profitable these drinks are, they re-designed a whole new plan of action directed primarily at the Youth market (my kids, your kids, everybody’s grandkids and even those new kids just coming out of the womb). How comforting is that? And you’d been wondering why teens seem so crazy these days? 
HERE’S THE NEW 3-PART PLAN:

1) Create brand confusion with the already non-alchoholic versions

2) Provide a cheap alternative to mixing Energy Drinks with alcohol

3) Deploy youth friendly grassroots viral marketing

To explain this more succinctly, first and foremost, we must realize that 31% (probably higher based on their admitted statistics) of 12 – 17 year olds are regular consumers of Energy Drinks, and 22% (also probably higher than this) of them are 25 – 34. This is why the marketing is being directed specifically to the youth.

So, once they create a brand confusion, most people will pick up something without really looking at what they buy; they’ll simply grab it off the shelf. When this happens, grabbing a well-known (past can) may very well be a (new can) now mixed with alcohol. This is what companies refer to as ‘great creative marketing’. Not only do you have ‘the kid’ hooked on caffeine and sugar, they now have a new addiction that we’re all familiar with in one way or another…that almighty alcohol!
NOW, HERE’S THE REALLY SCAREY PART ABOUT ‘VIRAL MARKETING’. The Marin Institute is an Alcohol Industry Watchdog. They fight to protect the public from the impact of the alcohol industry’s negative practices. They monitor and expose the industry’s harmful actions related to products, promotions, and social influence, along with supporting communities in their efforts to reject these damaging activities. The Marin Institute says this about alcohol, Energy Drinks and Youth Programs:

This is why ‘Viral Marketing’ is so detrimental in this specified Energy Drink case. “Grassroots level marketing strategies look for one on one relationships through huge Events, extreme sports sponsorships, Internet interactions (like in Chat rooms), text messaging to your kids’ cell phones, and consistent marketing to kid’s through their My Space and Facebook pages. Regular forms of marketing through TV, radio, magazine and outdoor advertising are rejected.” They want to be one-on-one in our kids’ faces, convincing them that Energy Drinks and Alcohol are a good thing, that increases their endurance and makes them think better. Bah, humbug!
Bryan Greenberg, the marketing consultant and assistant professor of marketing at Elizabethtown College, says, “Danger labels (on cans) only ads more appeal to the product” (especially for youth). Young people grew up watching adults drink Starbucks and  want their own ‘caffeine fix’. A warning about heart palpitations aren’t going to scare them off’. Besides, that’s only a small part of the overall picture of the real dangers.
Miller Brewing Company and Anheuser Busch, are two of the largest U.S. Brewers. There are also other leading producers of this new alcohol/energy drink beverage category with brands that include Sparks, Tilts, and Bud Extra. These companies are the leading proponents of mixing alcohol with Energy Drinks. They are the companies who initiated the 3 Part Plan I talked about earlier in the article.

If you didn’t already know, Cindy Lou Hensley McCain, took over as chair of Anheuser Busch in 2000, when her father passed away. Anheuser Busch is her family’s original company (Hensley and Company), with over 300 million dollars a year in annual fortunes. If you like Anheuser Busch products, you may be saying “Go Cindy, Go Cindy”. Everybody looks at things from one perspective or another.
All these leading alcohol proponents use marketing strategies that mirror those used for non-alchoholic Energy Drinks, with grassroots, consumer strategies, images and messages, that promote their companies with partying and other high energy activities and containers that have sizes, shapes, and graphics similar to their non-alcoholic cousins. 

The similarities in containers create the potential for confusion among consumers, retailers, parents, law enforcement officers and others regarding which products contain alcohol and which do not. As these companies are stepping up their marketing strategies to market specifically to youth, all parents and other concerned citizens should be stepping up their ‘education’ to youngsters about the ‘ins and outs’ of these methods and the dangers that have increased as a result of Energy Drink consumption.
Energy Drink consumption has directly lead to a list of increased emergency room incidents, rape, violence, and suicide, based solely on the ‘jolt, crash and burn’ symptoms, associated with high use of Energy Drink usage. After all, it is a triple dose of ‘drug use in a can’. All this has transpired, without the alcohol being added yet. So, this uptempoed slippery slope is just beginning.
THE TOP THREE ‘ SPEED BALLS’
RED BULL: The First Energy Drink is now becoming too big and too corporate for some of the die-hard users.

MONSTER: More hard rocker, with a little bit of punk added in, is much more of a hardcore Energy Drink and favored by die-hard Energy Drink users.

ROCKSTAR:  A little more mainstream, has some glam rock appeal.

MONSTER is produced by Corona, California based Hansen Natural Corporation. ROCKSTAR is distributed by Coca-Cola, and made by Las Vegas Rockstar, Inc. RED BULL is an Austria based brand.
As mentioned earlier, due to the high profits and increased youth appeal, there is fierce competition among Energy Drink companies. RED BULL still leads right now. However, they all attempt to come up with more zesty names and appeal. They have huge departments with ‘think tanks’ just for selling to your kids bigger, better, and faster.
Cocaine Energy Drink was launched in September, and has been followed by Pimpjuice and Bawls.

The Las Vegas founder, James Kirby found this to be a true measure of people who buy. He found out that Cocaine Energy Drink (his brand) got way more attention than others and also got lots of canceled orders following parent’s complaints and other extenuating circumstances. Some 7-Eleven stores eventually took it off their shelves. Too many complaints, too many cancelled orders.
On one My Space page, a user of the drink writes “Cocaine looks so freaking tight. I NEED THIS STUFF. Next weekend, me and three friends are going to take a 6-hour road trip to NYC just to get our hands on this stuff:”
The Swedish government studied ALL Energy Drinks that they could possibly get their hands on and recommended that they NOT be used to quench thirst or replenish liquid when exercising. They found this to be highly dangerous. And they noted that they should definitely NOT be mixed with alcohol.

Too late, though. Anheuser Busch and Miller Brewing have been mixing them together for about a decade.
If you go to www.energyfriend.com, you can click on Death by Caffeine, pick your favorite drink from a list that comes down when you push on the arrow, put in your current weight, and it will tell you how many cans you can drink of something before it kills you. Pretty interesting, if I do say so myself.

My humble suggestion: Talk to kids (all ages) about the marketing of Energy Drinks, and how to avoid the pitfalls of these. Contact your governmental officials, and ask for laws that help identify ‘dangerous products’, and ways to keep ‘dangerous products away from vunerable youth. When you can, limit Energy Drink intake in your own personal household, and find out what ingredients make healthy Energy Drinks and focus on supplying those to your kids…ones that already exist and ones that you make. 

DRINK BOTH HAPPY AND HEALTHY! It’s not all that hard to do. One day, maybe your kids will thank you for it. I said ‘maybe’!
Quote: Thought for the Day: "It is important that students bring a certain ragamuffin, barefoot irreverence to their studies; they are not to worship what is known, but to question it." Jacob Chanowski
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