Based on my analysis, here is a breakdown of Carabao's business strength, competitive
positioning, and economic moats.

Carabao's core strength lies in its dominant, low-cost operating model in its home market
(Thailand/Southeast Asia), which it uses to fund a high-visibility, challenger-brand
strategy in international markets.

1. Product & Marketing Comparison vs. Competitors

Carabao competes directly with global giants like Red Bull and Monster, but it employs a
different strategy focused on mass-market accessibility.’

e Perceived Value: This is Carabao's primary weapon. It is positioned as the “best-value"
energy drink.” In its home market of Thailand, it maintains a core strategy of a 10 Baht
retail price.® In international markets like Cambodia, it sells for as low as 60 cents, while a
comparable Red Bull can be priced at $3.00.* This creates a significant value proposition
for price-sensitive consumers.

e Branding: The brand has a dual identity:
o In Thailand/SEA: It is a dominant, mainstream brand with deep cultural roots.” It was
co-founded by Aed Carabao, the lead singer of a famous Thai folk-rock band, giving
it an authentic "fighting spirit" identity.®

o Internationally (e.g., UK): It is a "challenger brand."” It aims to broaden its appeal by
marketing low-sugar and fruit-flavored options that taste more like "soft drinks" to
attract a wider demographic (25+ years old, both men and women) than the 18-24
male demographic typically targeted by Red Bull and Monster.

e Marketing: The marketing strategy is split by region:

o International: The strategy is almost entirely built on high-visibility sports
sponsorships. Its flagship asset is the Carabao Cup (EFL Cup) in England, which
provides massive brand exposure across Europe and Asia.? This is complemented by
club sponsorships (like Chelsea FC in the past).

o Domestic (SEA): It employs a more traditional, on-the-ground approach, including
celebrity endorsements (from its founder, Aed Carabao), local sports (like boxing),
television ads, and extensive point-of-sale promotions (banners, giveaways).’



2. Economic Moats (Future Competitive Advantages)

Carabao is protected by two primary economic moats, both centered on its domestic
operations.

1. Cost Leadership (Vertical Integration): Carabao's most significant advantage is its
relentless focus on being a low-cost producer. It has achieved this through vertical
integration. The company has its own packaging plants, including a joint venture for
aluminum can manufacturing and its own glass bottle factory.”

o Why it's a moat: By controlling its own packaging (a major cost component),
Carabao protects itself from supplier price hikes and captures a wider gross profit
margin. This margin allows it to profitably maintain its 10 Baht price point, which
competitors with higher cost structures cannot easily match without losing money.

2. Distribution Network (Intangible Asset/Scale): In Thailand and neighboring countries,

Carabao's distribution network is its most powerful and hard-to-replicate asset.

o Why it's a moat: While Red Bull and Monster may have strong placement in large
supermarkets, Carabao's network (leveraging its "cash vans" and partner networks
like CJ Express and Took Dee) reaches hundreds of thousands of small, independent
"mom-and-pop" stores and rural outlets. This dense, last-mile distribution is
extremely expensive and logistically complex for a new entrant to build from scratch,
effectively locking competitors out of a massive portion of the traditional retail
market.

3. Bargaining Power vs. Other Stakeholders

This analysis, often guided by Porter's Five Forces, shows Carabao in a strong position with
suppliers but facing intense pressure from competitors and consumers.

e Power vs. Suppliers: (Carabao has HIGH power)

o Carabao is a massive buyer of commodity ingredients like sugar, caffeine, and
taurine. These are undifferentiated products with many suppliers, giving Carabao the
ability to negotiate favorable prices.

o As mentioned in its moat, its vertical integration into cans and bottles means it has
eliminated the bargaining power of external packaging suppliers for a large part of its
business.

e Power vs. Buyers: (Power is MIXED)
o End Consumers: Consumers have high power. The switching cost between energy



drink brands is zero. A customer can easily pick up a Red Bull, Monster, or a
private-label brand instead. Carabao counters this with its strong brand loyalty (in
SEA) and its powerful low-price proposition (everywhere).

o Distributors/Retailers: This is a key strategic advantage.

m Ininternational markets, large supermarket chains (like Tesco in the UK) have
high power and can negotiate aggressively on price and placement.

m /nits home market, Carabao's own distribution network means it bypasses many
third-party distributors, neutralizing their power. It delivers directly to retailers,
giving it more control over its product and margins.

e Rivalry vs. Competitors: (Rivalry is HIGH)

o Thisis the greatest pressure on Carabao. The energy drink market is an oligopoly
dominated by Red Bull and Monster, which have enormous marketing budgets and
premium brand positioning. Carabao is forced to compete in this intense
environment, which is why it uses its cost advantages to compete on price and its
marketing budget on high-impact sponsorships.

Would you like to dive deeper into the financial performance of the Carabao Group (CBG) on

the Thai stock market, or perhaps compare its international expansion strategy more directly
with Red Bull's?



