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As the largest and fastest growing U.S. minority, the Hispanic market has become 

an increasingly significant contributor to the nation as a whole. More so than ever, 

marketers would greatly benefit from reaching out to this demographic, drawing 

inspiration from the all of the characteristics that make it unique. In seeking to increase 

the appeal of their products, advertising plans should be developed such that all efforts 

take advantage of an opportunity such as this without negatively affecting any serious 

conditions prevalent among the population. In the case of Latino adolescents who are 

more likely to consume certain products such as sports drinks, but suffer 

disproportionately from obesity, it is crucial that food and beverage manufacturers like 

Gatorade approach this target strategically. Gatorade’s strong dedication to improving 

athletic performance offers the chance to become a positive contributor to the health and 

well being of Hispanic teens.  
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The analysis and recommendations herein seek to guide Gatorade in addressing 

Hispanics in light of recent trends and demographic shifts. The tactics considered include 

the promotion of the many healthy options among Gatorade’s existing product lines, as 

well as ways to develop new ones targeted at young Latino males. Drawing from current 

advertising reaching out to the leading sports drink consumers, ‘REPLAY The Series’ 

would be another method that could be tailored to reach a greater number of this 

ethnicity. Finally, in recognition of the many advancements in digital technologies such 

as location based services, and young Hispanics’ greater likelihood to make use of cell 

phone applications, a mobile component is recommended, focusing on bringing these 

teens together and facilitating physical activity. With marketing ideas built upon the role 

sports drinks could play in getting Hispanic adolescents active, Gatorade can continue its 

dedication to superior athletic performance with further potential to become a role model 

for the marketing industry as a whole. 
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INTRODUCTION 

2010 thus far has proved to be an enlightening year for advertisers and our 

country as a whole. Highlights from the first half reflect how much our world is 

changing. Both the U.S. Census and the World Cup brought to the forefront the true 

importance of the growing Hispanic market. The 2010 Census results will not be released 

until the end of the year, but that has not stopped marketers and statisticians alike from 

making impressive projections, some even figuring the Hispanic population at 50 million. 

Moreover, in comparison to other demographics, a larger percentage of those individuals 

are younger than the average American (Mizrahi & Konig, 2010). Therefore Hispanic 

adolescents especially will become more and more important in years to come. 

Although just recently catching the attention of the country as a whole, the 

Hispanic market has taken years of growth to reach the extraordinary estimates reported 

today. A more persistent national concern that began developing decades prior to the 

arrival of 2010 is the high prevalence of obesity. Even so, this matter has received a 

significant amount of press in the last year, particularly as it relates to the wellbeing of 

adolescents given that overweight children have a greater likelihood of becoming obese 

as adults (Wang & Beydoun, 2007). Many politicians have launched campaigns to 

counter the epidemic, often blaming the practices of the nation’s leading marketers (Pepsi 

Co, Inc., 2010b). Company’s producing high calorie beverages, such as Gatorade, can no 

longer afford to overlook both the impact of their products and the ways in which they 

are advertised. Hispanics, especially teens, are regular consumers of sports drinks, while 

suffering disproportionately from obesity (Mintel, 2010a; Wang & Beydoun, 2007). 
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Although a link between sugar sweetened beverages and weight gain has not been 

definitively established, the effect of a drink’s calorie content on one’s health remains an 

important issue in need of further investigation.  

Many marketers are aware of the fact that in coming years “U.S. born Hispanics 

will require marketing campaigns that take into account their unique cultural 

background” (Mizrahi & Konig, 2010). However, it is imperative that they go beyond 

culture and consider all differentiating aspects of this group. Even with the obstacles at 

hand, there are increasingly more marketing opportunities within Gatorade’s reach for 

targeting this worthy demographic. The analysis and recommendations herein seek to 

guide Gatorade in addressing Hispanics in light of recent trends and demographic shifts. 

Thorough review of market data and pertinent issues facing the nation as well as past and 

present examples of Hispanic directed advertising provide support and inspiration for the 

campaign ideas recommended. All evidence considered points to the promising prospects 

of a tailored marketing effort for the U.S. Hispanic market. The distinct nature of sports 

drinks as opposed to other high sugar beverages is their tie to athletics. Gatorade’s 

exclusive focus on improving the performance of active consumers presents further 

potential for going beyond the primary aim of appealing to active Hispanic adolescents. 

A strategically developed, culturally relevant marketing campaign may even be able to 

face head on the higher prevalence of obesity and join Gatorade in the efforts of Hispanic 

youth as they seek to overcome obesity and pursue a more active, healthy lifestyle. 
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BACKGROUND 

The Hispanic Market. 

Demographic Profile. The U.S. Hispanic market cannot simply be lumped into 

the mainstream target of just any marketing campaign. Marketers should recognize not 

only the sheer size of this group, but also the characteristics that make it unique culturally 

and demographically. As the largest and fastest growing U.S. minority, Latinos made up 

15.8% of the total population in 2009, a little over 48 million altogether (U.S. Census 

Bureau, 2010). Estimates for the 2010 Census are even higher, placing the total 

population at 310 million and that of Hispanics at a full 50 million (Mizrahi & Konig, 

2010). Moreover, according to Jeffrey Humphreys (2008), “by 2013, one person out of 

every six in the U.S. will be Hispanic” (p. 7). 

This group is also younger than the general market, contributing more to the 

youth segment of our country as a whole. According to Pew Hispanic Center (2009a), the 

young Latino population has already reached a significant level, noting, “one-in-five 

schoolchildren” and “one-in-four newborns is Hispanic” (p. 1). With a third of this group 

under 18 years old, the median age is 27 compared to 41 for non-Hispanic Caucasians 

and 32 for Blacks (Pew Hispanic Center [PHC], 2010). Another third of this group is 

between 18 to 34 (Figure 1). Isaac Mizrahi and Howard T. Konig (2010) further point out 

that for this reason, “any marketing plan targeting youths must take into account 

Hispanics” (p. 12). The higher prevalence of young Latinos contributes in part to the 

larger households common among this group. While Whites tend to have two person 

families, Latinos are more likely to live with three or more members. Family is a strongly 
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cherished aspect of Hispanic culture. 

Apart from multiple children who 

generally value living at home until 

married themselves, these families tend to 

have the addition of extended relatives as 

well (PHC, 2009a; PHC 2010).  

Geographically, a high percentage 

of Hispanic consumers are concentrated in 

much of the Southwestern United States, 

making up 38% of the population of both 

Texas and California, and a full 45% of 

New Mexico (Mizrahi & Konig, 2010). 

These areas of dense Hispanic population 

are partially a product of their proximity 

to the Mexican border, also demonstrated 

by the greater concentration of Latinos originally 

from that country. Although there are at least 20 different countries from which Hispanics 

migrate to the U.S., a majority of immigrants are of Mexican decent (65.7%). The next 

largest nationalities represented are Puerto Rican and Cuban, 8.9% and 3.5% 

respectively. However, dense pockets of these two populations are more likely to be 

found in New York and Florida, also states with high percentages of Latinos (PHC, 

2009b; PHC, 2006). Even with continued immigration, almost two thirds of Hispanics in 

Figure 1. Age Distribution of 
Hispanics and non-Hispanics 
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2008 were actually born in the U.S. Furthermore, this native group is growing at a faster 

rate than foreign-born individuals. As might be expected, U.S. born Hispanics tend to be 

younger while more immigrants are at least 30 years old (PHC, 2010).  

Other general tendencies seen in the U.S. Hispanic population have to do with 

lower educational attainment and the impact that can have on future employment. More 

frequently than other groups, Latinos fall short in reaching high levels of education, with 

far less attending college than Whites, Blacks, or Asians. Dropping out of high school is 

also slightly more common, but less so than in previous years. Occupations frequently 

held by this demographic range from cleaning, maintenance and construction to sales, 

food preparation and office support. Fewer Hispanics achieve management roles in 

comparison to Whites, a more dominant ethnicity within the business world. Both the 

amount of education received and positions held influence income. More Whites and 

Asians have high personal earnings and household incomes than both Blacks and 

Hispanics. However, on a positive note, while not at the level of Whites or Asians, the 

situation is slightly better for Latinos than Blacks (PHC, 2010).  

Economic Summary. Even with a bleak picture of Hispanic success in school and 

careers, education rates are improving, and many organizations have embraced diversity, 

striving to make opportunities available to all ethnicities. Moreover, much of today’s 

Latino youth are optimistic about their current situation and value occupational success, 

eventual marriage and parenthood in their futures (PHC, 2009a).  

Economically, this demographic is promising for many marketers. Regardless of 

the tendency to have less education and lower incomes, Hispanics as a whole wield a 
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considerable amount of buying power. As defined by Jeffrey Humphreys (2008), buying 

power is “the total personal income of residents that is available, after taxes, for spending 

on virtually everything that they buy” (p. 1). Humphreys’ estimates figured that of 

Hispanics at about $913 billion in 2008, higher than that of any other minority. 

Additionally, as a result of greater expected population growth, Hispanic buying power is 

seen to be increasing at a faster rate than other U.S. demographic groups. The ways in 

which Hispanics tend to spend a majority of their available funds is also unique. More so 

than the general market, they concentrate on purchasing groceries, telephone service, 

clothing and/or footwear, and gas (Humphreys, 2008).  

Inner Diversity. Below the surface of the many unifying characteristics, the 

variety of individual segments within the Hispanic market demonstrates its great 

diversity, a feature commonly noted even among the group itself (PHC, 2009a). First of 

all, though Hispanics share certain cultural qualities, each nationality carries with it 

unique historical events and family traditions. The amount to which each Latino holds on 

to its heritage depends upon a number of factors, ranging from recency of migration to 

attachment to cultural identity. Acculturation, a term used to describe a possible outcome 

of culture contact, is commonly defined as “a process in which individuals may learn 

and/or adopt certain aspects of the dominant culture and in some cases retain most or 

some aspects of their culture of origin” (Alaya, Baquero & Klinger, 2008). U.S. 

Hispanics are seen to do this more with each generation. First generation Latinos, or 

immigrants, are most likely to stay true to their cultural heritage as they enter the U.S. 

Second generation, the children of immigrant Hispanics, experience and generally adopt 
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more of the American culture with time spent in the U.S. This process continues through 

third generation and beyond, but an appreciation for original Hispanic heritage is rarely 

lost entirely no matter how many mainstream habits are acquired (PHC, 2009a). In fact, 

as this minority makes up more and more of the U.S. population, Latino culture is likely 

to have an increasing impact on the culture of the general population as opposed to the 

other way around (Francese, 2010). 

According to the latest Pew Hispanic Center estimates, language dominance 

among Hispanics varies by age and origin. Younger Latinos tend to speak English very 

well, usually learning it in school. 77% are English dominant or bilingual as opposed to 

Spanish dominant (23%) (PHC, 2009a). This is most reflected by youth that were born in 

the U.S. Older Hispanics, however, are more likely to have trouble understanding 

English, preferring not to use it in the home. In fact, the majority of foreign-born 

Hispanics over 18 are uncomfortable with English for regular communication. As would 

be expected, the more recently an immigrant came to the U.S., the less likely they are to 

understand much English (PHC, 2010). Common factors influencing language 

dominance are generation, age, and educational attainment, among others. Generally 

speaking, the more time Hispanics spend in the U.S. and the higher their level of 

education, the more English they speak and rely upon daily. According to researchers at 

Pew Hispanic Center, while only 23% of first generation Hispanics could be considered 

fluent in English, by second and third generation a full 88% and 94% “speak English very 

well” (Hakimzadeh & Cohn, 2007). Overall, bilingualism and English dominance are 

more and more prominent today. 
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Media Habits. Not surprisingly, Hispanics have a variety of unique preferences 

when it comes to media and technology use. Many of the previously cited dimensions of 

difference within this population such as place of birth, generation, and age also have a 

strong influence on media habits and adoption. For the most part, Hispanics consume 

content in both English and Spanish, with the total amount of each depending upon 

degree of acculturation. This is true of most if not all forms of media, from traditional 

print and broadcast to the many digital options offered today. The cultural duality of 

many Hispanics is a likely contributor to the overlap in languages of content consumed. 

Availability also has a probable impact given that some things simply aren’t offered in 

the preferred language. Online, for example, 27.6% of the content is in English, while 

only 7.9% can be found in Spanish. Moreover, in a study conducted by AOL Advertising, 

many Hispanics noted the insufficiency of websites in Spanish, deeming them less useful 

or detailed than the English counterparts (Bloom, Pousa, Resnik & Rodick, 2010). 

Despite the claim that traditional media outlets, like television, will eventually be 

replaced by the multitude of digital options, this has not proved true for any U.S. 

ethnicity. Overall, the average Hispanic watches about 30 hours of TV a week, 

comparatively less than other minorities (Pirovano, 2010). However, according to The 

Nielsen Company (2010), the time spent viewing daily increases with acculturation and 

English dominance. Univision, Telemundo and TeleFutura, TV networks with the highest 

ratings among Hispanics, are predominantly Spanish language (Neilson Co. as cited in 

Advertising Age, 2010). Nielsen (2010) further reports that 66% of Latinos are watching 

some TV in Spanish and 86% watching some in English. The most popular Spanish 



9 

shows are telenovelas, while the English TV attracting a great many Hispanics is equally 

favored by other ethnicities (Pirovano, 2010). Television is enjoyed most for its 

entertainment value (Magazine Publishers of America [MPA], 2007). 

Radio is another popular and pervasive medium among Hispanics, having an 

overall reach of about 94%. Individuals within this demographic made up 13% of the 

U.S. listener population in 2009, each on average consuming around 16 hours of radio a 

week, a cumulated total higher than that of the general market. While Hispanic radio 

listeners come in all ages, the audience is mostly male and between the ages 25-34 

(32.2%), followed by 35-44 year olds (23.4%) and finally18-24 year olds (17.6%). 

Latinos tune in at-home 40% of the time they spend listening and 60% while they are 

away: in car, at work and otherwise on the go. Although Hispanics tend to listen at equal 

levels all days of the week, most radio play happens during daylight hours (Rodrigues et 

al., 2010). The trend of language overlap seen in television is also present in this medium. 

60% of Hispanics listen to content in Spanish and 73% in English (The Nielsen 

Company, 2010). The most popular format overall is ‘Mexican Regional’ attracting 

20.6% of total listeners. Even so, other frequently chosen formats for both the English 

and Spanish speaking audiences are ‘Spanish Adult Hits’ and ‘Contemporary’ as well as 

‘general-market Adult Contemporary’ and ‘News’ or ‘Talk radio’ in either language 

(Rodrigues et al., 2010). 

In print, a majority of Hispanics are magazine readers, comparable to the general 

market. In 2007, at least 75% of adults within this demographic were consuming 

magazine content. Hispanic teens were also reading at a similarly high rate, around 80% 
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overall. Among adults, 18 to 34 year olds are the most frequent readers, representing a 

full 53.1% of the Latino total. Titles in the following categories are the most popular: 

Women’s, Editorial, and News or Entertainment Weeklies (MPA, 2007). According to 

2006 Synovate research, Hispanics look to magazines equally for entertainment and 

advice. It was further noted that this medium provides an outlet for quiet time and 

relaxation. Even so, there seems to be a social component to the content, as it is a 

common source of things to later share with friends and family (as cited in MPA, 2007). 

Not anywhere near obsolete among this demographic as thought to be in others, 

newspapers prove to be an important source of information for U.S. Hispanic consumers. 

In 2008, around 57% of Latino households were reading an ethnic paper each week 

(Whisler, 2009). Among general market newspapers, readership was much lower with 

43% of the adult population, with more White daily readers than any other group (46%) 

(Newspaper Association of America [NAA], 2008). While English language papers have 

been seeing declines in readership, many closing up shop, Hispanic directed news media 

has grown. Compared to general market newspapers that saw a 10% decline in circulation 

over the past 10 years, circulation of Spanish papers went up from 1.7 million in 2002 to 

17.8 million by 2008, an over 900% growth (Latino Print Network as cited in Nealy, 

2008; Whisler, 2009). That year there were around 834 Hispanic newspapers, but 

according to Kirk Whistler (2009), a Hispanic Link reporter, new titles are added each 

week to serve more markets. Thus, Hispanic print is seeing increases in the number of 

papers printed, overall circulation and total advertising revenues. As with English 

language newspapers, many Latino titles have shifted to online reporting. Although not 
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yet as established as general market online press, by 2009, 443 Hispanic newspapers had 

added a website with weekly news content (Whisler, 2009). 

While apparent that Hispanics can be reached with traditional media, they are 

eagerly adopting new digital technologies. In fact, 27% of both foreign and native born, 

more acculturated Latinos consider themselves early adopters versus only 13% of the 

general market (Bloom et al., 2010). Just as this population is growing faster than other 

U.S. minorities, so too is the number of Latinos online, moving closer to that of the 

general market. In 2008, 64% of Hispanic adults were Internet users compared to 78% of 

non-Hispanics. Greater usage tends to be found among younger groups as well as those 

with higher levels of education and income (Livingston, Parker & Fox, 2009). Even 

though Hispanics tend to access the Internet less frequently than White consumers, 3 to 5 

days a week versus daily, it seems that they are becoming more engaged (Lenhart, 

Purcell, Smith & Zickuhr, 2010). Online Latinos today are now spending more time on a 

greater number of pages and sites, especially those that provide entertainment content 

(Radwanick, 2009).  

English speaking ability has an influential role in both Internet use and personal 

computer ownership, but that is not to say that Spanish-dominant Hispanics are not 

digitally savvy. In fact, 47% of Latinos are consuming some Spanish language content 

online and 32% not even looking at any in English. Overall, 72% of Latinos have a 

personal computer. Of these individuals almost 90% also have Internet access at home 

(The Nielsen Company, 2010). Aaron Smith, a Pew Center researcher notes that a 

comparable rate of Whites and English speaking Latinos, a little over 50% for each, own 
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a laptop and go online from this devices (2010). Generally speaking, the higher a 

Hispanic’s income and level of education, the more likely they are to have these options. 

Hispanics are commonly thought of as highly social Internet users. Beyond 

seeking information online, often to aid in purchase decisions, Latinos look to connect 

with friends and family, whether here and in another country (Bloom et al., 2010). 

According to ComScore, Facebook and MySpace are the leading social networking sites 

among Hispanics of all ages, reaching about 59% and 43% of Latinos respectively. 

However, Hi5 and Windows Live Profile are sites in which a greater percentage of the 

users are Hispanic, representing 52% and 35% of the profiles on each (as cited in 

Advertising Age, 2010).  

Although not yet at the level of White consumers, Hispanics are active mobile 

phone users. According to Pew Hispanic Center, 76% of Latinos have a cell phone, while 

86% of non-Hispanics do. A similar pattern is seen among younger age groups, but with 

slightly higher rates of usage: 78% of 16 to 19 year old Hispanics have mobile phones. 

All in all, as with other digital technologies, Hispanics born in the U.S. as well as those 

with greater education and English proficiency are more likely to take advantage of all 

that their mobile phones have to offer (Livingston, 2010). While it is true that less 

Hispanics are cell phone owners, it has become apparent that those who are use phone 

features and applications more frequently. On average, Whites may use 3.8 of their phone 

apps while Hispanics make use of a full 2 more, 5.8 in total (Smith, 2010). Some 77% of 

Hispanics use their cell phone to send text messages. Only 61% of Whites do this (The 

Nielsen Company, 2010). Latinos are also more likely to take pictures, use the Internet, 
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and send an e-mail from their phones (Smith, 2010). It is possible that with lower rates of 

home Internet access, cell phones act as an outlet for comparable connectivity. 

  

Obesity and the Impact of Sugary Beverages. 

 Overview. While primarily thought of as an individual health concern, obesity in 

the U.S. has become a full-fledged epidemic, affecting the entire population. Reduction 

of childhood and adolescent obesity has been added to the political agenda, aiming for a 

significantly lower prevalence in those within these groups (Neumark-Sztainer, Story, 

Hannan & Croll, 2002). Not only can it lead to an increased risk of diabetes and heart 

disease, but at the current rate of incidence, obesity has also triggered to a significant rise 

in the health care costs (Malik, Schulze & Hu, 2006; Brownell & Frieden, 2009). The 

term ‘obese’ refers to the condition of excess body fat. Given age and height, a person’s 

Body Mass Index, or BMI, is most commonly used for diagnosis, though it is not a direct 

measure. To calculate BMI one simply need input height and weight into the following 

equation: weight (kg)/height(m)2 (Beydoun & Wang, 2007). 

Prevalence among Adults. In adults, a BMI within the range of 18.5 to 24.9 is 

considered healthy (Center for Disease Control [CDC], 2010). Unfortunately, only a third 

of U.S. adults currently fall at or below this level (Beydoun & Wang, 2007). Between 

25.0 to 29.9 is then referred to as ‘Overweight’ while 30 or above is fully ‘Obese’ (CDC, 

2010). Obesity within the U.S. population has increased significantly over the past few 

decades, most notably since the 1960’s and 1970’s. As evident by the fact that so few 

American adults are within a healthy range, a great many individuals at least 20 years of 
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age were ‘Overweight’ or ‘Obese’, as measured in 2004, 29.1% and 37.2% respectively. 

Overall, prevalence is higher among males, Blacks and older individuals as well as those 

with lower levels of education. Moreover, the highest concentrations of ‘Overweight’ 

adults in the U.S. can be found in Southeastern states (Beydoun & Wang, 2007).  

Obesity in Children and Adolescents. BMI is also used to diagnose this weight 

problems in children and adolescents, however, the ranges of concern are instead 

described by percentile, using CDC growth charts for each gender and age. Generally 

speaking, a BMI ‘At Risk for Overweight’ falls between the 85th percentile and 95th 

percentiles, while fully ‘Overweight’ refers to the 95th percentile or above (CDC, 2010). 

Incidence of these conditions among children and adolescents is particularly worrisome, 

especially given that, as previously mentioned, ‘Overweight’ youth are far more likely to 

become ‘Obese’ adults. Moreover, around 50% of the children who are already ‘Obese’ 

will remain so later in life (Beydoun & Wang, 2007). In 2008, about 14.8% of the 

American children 2 to 19 years old were at risk for weight issues and 16.9% actually 

‘Overweight’. However, the prevalence of these life threatening diseases varied greatly 

by age, gender, and ethnicity. Among the top three, White children were less likely to be 

‘Overweight’ or ‘Obese’ than Blacks or Hispanics, especially Mexican Americans. 

Overall, Mexican American boys were the most significantly affected (Figure 2). 27.1% 

of these boys and 26.8% of adolescents, aged 6-11 and 12-19 years respectively, were 

found to be 'Overweight'. Among girls, 21.5% of Blacks 6-11 years old and 29.2% of 

Black adolescents, 12-19 years, were ‘Overweight’ (Ogden, Carroll, Curtin, Lamb & 

Flegal, 2010).  
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Figure 2. Obesity among U.S. Adolescents 12–19 years of age 

 
Trends. Over the years, the prevalence of these weight problems has changed 

considerably. While obesity is a troublesome disease in any individual, the condition of 

adolescent Mexican American males has become particularly concerning. In a study 

conducted among California teens, thought to be sufficiently representative for the size 

and balanced composition of its sample population, the prevalence among Mexican 

American adolescents was seen to peak in 2005 (Figure 3). In the following years, a 

slight drop was reported (Madsen, Weedn & Crawford, 2010). Even so, by 2008 26.8% 

were considered fully ‘Obese’, that rate having almost doubled in 10 years. Although 

Mexican American girls were not as seriously affected, they had nonetheless reached a 

prevalence of 17.4% by that year (Ogden & Carroll, 2010). Moreover, it appears that 

incidence among these Hispanic girls has merely reached a plateau, while other age and 

ethnicity groups have shown a small decline (Madsen, Weedn & Crawford, 2010). 
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Figure 3. Recent Trends in Adolescent Obesity 

BMI for age >95th percentile by race/ethnicity in 2001–2008 for students in fifth, seventh, and ninth grades 

 
 Contributing Risk Factors. A number of conditions and behaviors have a 

significant impact on the weight of U.S. children. Most commonly, excess consumption 

of calories is to blame. Not surprisingly, the U.S. population has frequently been cited for 

an insufficient amount of exercise, and thus intake of more calories than are expended 

daily, causing what Beydoun and Wang (2007) refer to as an “obesogenic” climate (p. 

19). Moreover, not all demographics face the same surroundings, some better suited 

environmentally for the maintenance of overall health. Not only are ethnic disparities the 

likely result of, “genetic, metabolic, cultural, environmental, socioeconomic, and 

behavioral factors,” but so too is the particularly high incidence of obesity today (Malik 

et al., 2006). 

Research conducted by professors Haines, Neumark-Sztainer, Wall, and Story 

(2007) considered the influence of a variety of personal, behavioral and environmental 

factors that play a role in adolescent weight. Their study considered the combination of 

features that had a potential to collectively effect personal health. While there was slight 
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variation among males and females, adolescents in general who were dissatisfied with 

their bodies and concerned about weight had a greater likelihood of being obese. These 

negative personal perceptions have been seen to lead to behaviors such as dieting and 

unhealthy weight controls, also positively associated with being overweight. 

Environmentally, those who faced a lot of weight-related teasing or had parents that were 

overly concerned about their children’s weight also had problems maintaining a healthy 

size (Haines, Neumark-Sztainer, Wall & Story, 2007).  

That is not to say that every aspect of the typical American teen’s life is likely to 

cause weight problems. The early years an individual’s life are generally when important 

behaviors are established, many of these contributing to the maintenance of a healthy 

lifestyle in adulthood (Beydoun & Wang, 2007). As seen in the Haines, et al. study, 

displeasure with one’s weight can have a negative impact, therefore, the more satisfied an 

adolescent is with themselves, the more likely they are to remain a healthy size. For any 

adolescent, achieving an adequate balance of stationary and active hours can also be 

beneficial. In the male participants especially, an increase in physical activity when 

combined with other healthy practices was a predictor of weight loss. Furthermore, the 

right combination of foods, as well as their quality and quantity generally lead to greater 

health in later life. Daily breakfast consumption, the inclusion of fruits and vegetables in 

one’s diet, and limited intake of high calorie drinks are positively associated with 

sustaining a healthy weight (Haines et al., 2007). In fact, consumption of sugar sweetened 

beverages has frequently been cited as an major contributor to the high prevalence of 

adolescent obesity among the today’s population. 



18 

Sugar Sweetened Beverages.  

Overview. Although a definitive link has yet to be established, it is commonly 

hypothesized that our nation’s increased reliance on sugary beverages is to blame for the 

current obesity epidemic (Wang, Ludwig, Sonneville & Gortmaker, 2009). As the 

consumption of sugar sweetened beverages increased starting in the late 1970’s, the 

prevalence of obesity also began to rise. Overwhelming evidence suggests that consumers 

are less likely to account for the added liquid calories as they may be less filling, 

contributing unnecessarily to overall intake (Malik et al., 2006). Among children and 

adolescents, it is estimated that total daily energy intake grew 135% from 1977 to 2001. 

At the same time, their rate of obesity nearly doubled, making the popularity of sugar 

sweetened beverages particularly concerning in relation to the health of today’s youth 

(Wang et al., 2009).  

Commonly referred to as ‘soft drinks’, the category is generally comprised of: 

sodas, fruitades, fruit drinks, punches, lemonade, sports drinks, sweetened iced tea, and 

any other sweetened or low-calorie beverage (Malik et al., 2006; Wang et al., 2009). 

While each of these types varies by ingredients, total calorie content, and popular appeal, 

the unifying factor is some form of added sugar. Manufacturers commonly use for 

example, high-fructose corn syrup, fruit juice concentrate or sugar itself, among many 

other varieties (CDC, 2010). It is estimated that the majority of calories consumed daily 

from added sugars comes from sweetened beverages, accounting for almost 10% of the 

average American’s total energy intake (Malik et al., 2006). Moreover, it has been found 
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that teenagers are especially drawn to these types of beverages, such that more of calories 

they consume come from these less nutritional sources (Pereira, 2006). 

Consumption Habits. Overall, in 2004, 80% of the population 2 to 19 years of age 

was a frequent consumer of sugar sweetened beverages. As their average daily intake of 

these drinks rose, a concurrent trend was witnessed in serving size such that total 

consumption on any given day increased from around 22 oz to 25 oz, and for adolescents 

often even more. Given the typical quantity of drinks U.S. youth were consuming in 

2004, their subsequent calorie intake was 124 kcal in 2 to 5 year olds, 184 kcal for 6 to 

11, and a full 301 kcal among teens aged 12 to 19 years. The most popular type of sugary 

beverages among these young consumers is regular soda. A little more than 50% of the 

calories they consume come from these drinks. The next most popular type is fruit drinks, 

accounting for 37% of total energy intake, followed by sports drinks and all others with 

added sugar (Figure 4). Most beverages are purchased in stores, around 70%, to be 

Figure 4. Sugary Beverage Consumption among Children and Adolescents 
Per-capita caloric contributions from SSBs, according to type, and FJs: 1988 –1994 Versus 1999 –2004. 

SSBs include soda, fruit punch, sports drinks, and other SSBs (eg, coffee/tea, low-caloric drinks). 
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consumed in the home setting as opposed to in restaurants or from vending machines 

(55% to 70% consumed at home). However, this changes with age as more time is spent 

away from home (Wang, Bleich, & Gortmaker, 2008). 

While there are noticeable differences in the habits of the different demographics, 

males tend to drink more than females. U.S. ethnicities with a greater likelihood of 

choosing high calorie beverages are Blacks and Mexican Americans, while their White 

counterparts consume far less on average (Wang et al., 2008). Hispanics are specifically 

seen to favor orange juice and other refrigerated fruit drinks, some commonly 

supplemented with added sugars. They are also eager consumers of sports and energy 

drinks as well as regular sodas, consuming these more often than the general market 

overall (Mintel, 2010a). Some studies have found that with acculturation, Hispanics begin 

to acquire certain mainstream habits like greater consumption of sugar sweetened 

beverages. This is most notable among Latinos with English speaking abilities and those 

that have spent a greater amount of time in the U.S. New dietary tendencies are often less 

healthy in relation to how they were eating before and therefore a significant threat to 

health and well being in later life (Ayala et al., 2008). It is probable that younger 

Hispanics pick up more of the habits of the dominant culture since they are likely to 

spend more of their time around American youth as they enter public schooling. 

Market Backlash. Given their great popularity coupled with their high calorie 

contents, sugar sweetened beverages are currently facing a significant amount of negative 

press. For their potential link to a rise in obesity, especially among today’s youth, many 

politicians and social groups have singled out these drinks in hopes of reducing 
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consumption. More than anything, these drinks are seen to lack substance, often merely 

possessing calories from added sugar with little to no nutritional benefit. A 12oz regular 

soda, for example, generally contains 150 calories, or 40 to 50 grams of sugar. It is 

calculated that the daily addition of these calories would result in a gain of 15 lbs over 

one year if they are not burned off in a proportional increase in physical activity (Malik et 

al., 2006). A comparable serving of another beverage such as a sports drink might have 

fewer calories or the addition of certain nutrients, however, it is still likely to contain 

added sugars that contribute unnecessarily to overall energy intake (Mestel, 2010). 

One of the attempts to counter our nation’s obesity epidemic, assuming that 

sugary beverages are to blame, has involved taxing. The idea of raising the price on 

products with added sugar is that people will buy less and therefore consume less, opting 

for more healthful beverages and avoiding weight gain. Tobacco products have been 

taxed for years and consumption has declined. Additionally, studies have shown that a 

10% rise in price is likely to be followed by a 7.8% reduction in purchase. This idea has 

received a varying degree of support from consumers. Somewhere between 37% to 72% 

of the public agrees with the implementation of a so-called “soda tax” or something 

comparable, depending upon how the price is raised and revenue earnings used (Brownell 

& Frieden, 2009). 

Many marketers have voluntarily removed their higher calorie drinks from 

schools in response to the recent uproar (Martin, 2007). In fact, some states have banned 

regular sodas all together and are now pursuing other drinks with added sugar, such as 

sports drinks, because they have become popular alternatives. Yet, as the health blogger 
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for the Los Angeles Times points out, sports drinks have far fewer calories volume to 

volume, whether or not they are consumed at the same volume.  Even so, they are seen as 

unnecessary if not engaging in physical activity and continue to be the target of many 

politicians (Mestel, 2010). That leaves food and beverage companies with the serious 

challenge of “trying to figure out how to promote healthy lifestyles in ways that don’t 

discourage customers from buying their products” (Martin, 2007). 

 

Gatorade. 

Background. From humble beginnings in a University of Florida lab, Gatorade 

has come to be the most popular beverage in the sports drink category, with 74% share at 

the beginning of 2009 according to Beverage Digest (as cited in Helm, 2009). It’s basic 

mix of electrolytes and sugar is designed to give the body energy and replace minerals 

that may have been used up by heavy exercise. Essentially, Gatorade and other sports 

drinks like it are meant for rehydration, to be consumed at any point in an athlete’s 

workout (PepsiCo, Inc., 2010a). Developed in 1965 by researchers and scientists working 

along side the Florida Gator’s football coach, it wasn’t until 1967 that this pioneering 

drink would be released to the general market as the ‘Original Thirst Quencher’ in the 

initial lemon-lime variety (The Gatorade Company, 2007). 

Product Offerings. Only available in the United States initially, Gatorade is now 

sold in more than 80 countries (The Gatorade Company, 2007; PepsiCo, Inc., 2010a). 

Central product lines are geared toward two main targets: (1) professional athletes and (2) 

amateurs, with drinks and other goods formulated to the specific needs of the each one. 
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The core drink line ranges in form from powder to liquid and comes in a variety of fruity 

flavors. Over the years, new flavors have been added and others retired as consumers’ 

tastes change (Rovell, 2005). An additional ‘Professional Series’ ties in “sports nutrition 

products” like a protein drink and energy bar to further cater to the unique needs of active 

individuals (PepsiCo, Inc., 2010a).  

Marketing. Gatorade’s marketing has always been heavy in sponsorships, first 

signing as the official sports drink of the NFL in 1967 when it hit the market (The 

Gatorade Company, 2007). Today, Gatorade is also the official drink of many other 

professional leagues from the NBA and PGA to Major League Baseball and Soccer 

(PepsiCo, Inc., 2010a). These partnerships guarantee a strong brand presence at many 

sporting events, with sideline placement of the branded cups and coolers. Seemingly part 

of these sponsorship deals, the “Gatorade Dunk” in which players dump their official 

Gatorade cooler on the coach has become a frequent post-game tradition (The Gatorade 

Company, 2007). As with additional signing of individual athletes like Michael Jordan, 

this foremost marketing tactic serves to highlight Gatorade’s main focus on coupling their 

drink with superior athletic performance. The establishment of the Gatorade Sports 

Science Institute (GSSI), in charge of improving the athlete’s workout, further 

demonstrates the company’s dedication to this central mission (PepsiCo, Inc., 2010a).  

Beyond sponsorship, Gatorade is also known for strikingly visual advertising. “Is 

it In You?” for example, featuring athletes in black and white with sweat droplets the 

color of their chosen drink, is perhaps the most widely recognized campaign (The 

Gatorade Company, 2007). The latest advertisements for the new ‘G Series’ are similarly 
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black and white with the exception of each brightly colored drink featured (Figure 5) 

(Web Media Brands, 2010). This new line, in both regular and Pro versions, is unique in 

that it ties together products for each stage of an athlete’s workout – before, during and 

after – according to the benefit needed at that time (Gatorade, 2010a). It is one of the 

company’s attempts to counter the latest decline in sales and reach more athletic teens 

and young adults, it’s core consumers (Zmuda, 2010c). Other efforts among today’s 

marketing plan include traditional, non-traditional and digital executions.  

   
Figure 5. G Series’ Before, During, and After Print Ads 

The aforementioned ‘G Series’ campaign with both print and broadcast as well as 

the many sponsorships Gatorade has signed over the years factor among more traditional 

offerings. Part of the recent move to support a wider range of athletes, the winner of “So 

You Think You Can Dance”, Lauren Froderman, is now one of the latest additions to 

Gatorade’s sponsorship roster (Zmuda, 2010c; Lee, 2010). The company also has a 

significant social media presence. ‘Gatorade Mission Control Center’ as it has been 

dubbed, is dedicated to keeping up with today’s evolving marketplace. It monitors all 
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brand mention online not only to see how consumers are responding to Gatorade products 

and marketing, but also to interact in appropriate situations (Bauerlein, 2010). Another 

element of this is seen in the use of live streaming video, featuring clips of GSSI 

scientists or professional athletes talking about and using Gatorade drinks (Ostrow, 

2010a). This heavy online involvement is designed to help Gatorade “increase 

engagement” by becoming more of a “participatory brand” (Ostrow, 2010b). ‘REPLAY 

the Series’ and the ‘Gatorade Free Flow Tour’ are among the brand’s non-traditional 

endeavors to participate with a wider range of consumers by bringing athletes together to 

play and compete across many different sports (FOX Sports Network, 2009; Alliance of 

Action Sports, LLC, 2010). 

While originally tied to college and professional sports, Gatorade has considered a 

wide variety of potential customers. It has achieved it’s great success over the years 

through this and other attempts to target “different categories of active people, such as 

fitness buffs, competitive team players, and people working physically demanding jobs” 

(The Gatorade Company, 2007). The brand estimates 27% penetration among 

performance athletes and 12% among regular fitness athletes (Zmuda, 2010c). Such 

efforts to expand the consumer base, without forgetting serious athletes, have also come 

through continual development of new lines and flavors.  

Targeting Hispanics. Gatorade began advertising specifically to U.S. Hispanics in 

the 1980’s before many of its competitors. Although its leading rival, POWERade, 

eventually came after this demographic as well, it took small steps to catch up to 

Gatorade’s fully Hispanic directed, Spanish language commercials (Wentz, 2002). Some 
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of the ads developed to attract Hispanic consumers have centered on successful Latino 

athletes. In Gatorade’s tradition of tying it’s drinks to professional sports stars, one such 

commercial celebrated Rolando Cantu, the first Hispanic football player in the NFL to 

have come from a Mexican University (Figure 6) (Villalobos, 2006). Other efforts 

Gatorade has made to highlight Hispanic athletes in hopes of inspiring others have 

involved various sponsorships, for example “Premios Fox Sports” in 2005 in which 

Latino athletes were awarded for their superior performance (Serna, 2005). 

 
Figure 6. Rolando Cantu Gatorade Commercial 

Translation: First athlete from a Mexican University selected by the NFL. 

As far as additions to Gatorade product lines, in 1996 the company developed a 

new, Latin-inspired flavor – ‘¡Mandarina!’. Gatorade ‘Xtremo’, another drink to cater to 

this leading group of consumers, was launched in 2001. This sub line came in ‘Mango 

Electrico’, ‘Citrico Vibrante’ and ‘Tropical Intenso’ (Rovell, 2005). This seemed the 

appropriate time to create such flavors since Hispanics made up around 12% of 

Gatorade's market (Gaona, 2002). Moreover, these consumers typically consumed greater 
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quantities than others (Rovell, 2005). Initially, the ‘Xtremo’ line proved quite successful, 

with an 80% sales growth from $10 million in 2002 to $18 million by 2006 (Mintel, 

2006).  However, PepsiCo’s list of products and flavors currently offered, as seen on the 

company website, demonstrates that only the ‘Xtremo’ Mango variety has been popular 

enough to be retained over the years (2010a).  

However, Gatorade’s Hispanic targeting has not stopped there. Most recently, the 

brand participated in the “official friendly” soccer game between the U.S. and Brazilian 

National teams this summer. Not only did Gatorade provide its newly developed ‘G 

Series’ line to the teams at the game as is done for national league sponsorships, it also 

invited several players to the Gatorade Performance Lab, run by the GSSI. While there, 

Gatorade tested the effect of its sports drinks on the performance of these Hispanic 

athletes, highlighting not only the new line, but also the brand’s dedication to research 

and constant improvement of active individuals’ play (Gatorade, 2010a). Additionally, in 

conjunction with the NFL’s celebration of Hispanic Heritage Month this year, at several 

of the team’s games, Gatorade offered clinics and youth training camps to area 

elementary schools, giving children the chance to get active in sports (HispanicAd.com, 

2009). 

Gatorade’s Current Endeavors to Fight Obesity. With its sights set on the 

evolving needs of both professional and amateur athletes, Gatorade has not forgotten the 

importance corporate social responsibility. The nation’s concern about a rise in obesity 

among both children and adults has lead to a debate around the role of sugar sweetened 

drinks, among other packaged goods. Many food and beverage manufactures have seized 
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the opportunity to promote healthy consumption and higher levels of physical activity. 

Fortunately, Gatorade is in the unique position of having both a lower sugar content in its 

beverages and a marketing emphasis heavy in sports and exercise. In support of our 

country’s battle against childhood obesity, Gatorade has been active in promoting 

exercise in children and teens. With sports summer camps, sponsorship of the Women’s 

Sports Foundation that funds the ‘Go Girl Go’ program, and an annual Player and Athlete 

of the Year award for outstanding high school students, Gatorade has stayed true to its 

brand while furthering the cause (PepsiCo, Inc., 2010b).  

Gatorade’s parent company, PepsiCo is also joined the fight against obesity, 

having not only entered into a partnership with the Healthy Weight Commitment 

Foundation, but also directly supporting the “Let’s Move” campaign sponsored by the 

First Lady, Michelle Obama. Part of PepsiCo’s effort to support these initiatives involves 

a commitment to lower the calorie content of all of its beverages, provide affordable 

healthy food to a variety of consumers, especially children, and the information they need 

to make healthy choices. Beyond that, many of its brands, like Gatorade, provide 

opportunities for people to get active, such as summer camps. Specifically for more 

diverse consumers, the company helped fund the launch of the African American and 

Hispanic/Latino Health & Well-being Collaborative to update the offerings of nationwide 

YMCAs. Similar such initiatives are active in Latin America, as both PepsiCo and 

Gatorade have a strong presence in the global marketplace. These are only a few of the 

goals and commitments in PepsiCo’s effort to support the needs of overweight and obese 

individuals of all ages (PepsiCo, Inc., 2009b). 
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TARGET 

The leading consumers of Gatorade and sports drinks like it are teenage and 

young adult males, from those physically active to others simply drawn to the appealing 

fruity flavors. Given that Hispanics are a demographic thought to have the greatest 

potential for future segment growth, there are a number of ways a company can go about 

reaching them (Mintel, 2010a). For Gatorade to take advantage of this opportunity it is 

recommended that several of the most attractive targets be considered. Taking into 

account both current and potential Latino sports drink consumers, a thorough analysis has 

been completed, addressing both the popularity of these sugary beverages and their 

possible contribution to a rising rate in childhood obesity. In Gatorade’s attempt to 

market to this increasingly more important Hispanic youth population, the following 

recommendations are built upon the three groups profiled below. 

Overall, these target types share many of the general characteristics unique to 

Hispanics as a whole. Adolescent and young adult Latino males are predominantly born 

in the U.S., able to speak and understand most English. Given a high incidence of native 

born Hispanic youth, it is likely that these consumers are more acculturated and have 

adopted many of the behaviors of the general market without having forgotten their 

Latino roots (PHC, 2009). For example, a majority of the media content these individuals 

consume is in English. Even so, there are plenty of situations in which they choose to 

spend time consulting Spanish language outlets, including radio, television, and the 

Internet (The Nielsen Company, 2010). Within media, these young Hispanics tend to be 

more active than their ethnicity as a whole. They are well represented online and in cell 
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phone ownership, even though not quite to the degree of non-Hispanics (Livingston, 

2010). Beyond the broader characteristics, these three consumer targets differ based upon 

the role Gatorade is likely to play in their lives. Considering level of athletic activity and 

sports drink consumption as well as more general lifestyle factors, the following groups 

of Latino males are likely to be the most promising for Gatorade in the future. 

 

Profiles.   

Jugadores dedicados. “Dedicated players” are athletic high school students 

currently taking part in team sports such as soccer, baseball, and basketball, both at 

school and among friends. Sports drinks are key in their active lifestyles as they seek to 

rehydrate on and off the field or court. For many of these 14 to 18 year old Latinos it is 

likely that a beverage’s calories have less of an impact on their weight than that of their 

less active counterparts given a firm dedication to sports. Although they may not have as 

many opportunities as Whites to join formal teams and leagues outside what their school 

offers, as much for financial reasons as limitations to access in their communities, that 

does not mean they are not getting exercise (Beydoun & Wang, 2007; Feldman & 

Matjasko, 2007). Moreover, though they may not exhibit the same level of physical 

activity as they age, right now team sports are an important part of their daily lives.  

Plenty of these young Hispanic males spend time by themselves improving their 

game, but there is definite social element to working out. The occasions they get together 

to play soccer or basketball, for example, serve as ways to spend time with others around 

them, as much friends as family members. As such, they are less likely to think of sports 
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as exercise, but instead opportunities for community as well as competition and 

accomplishment (Mintel, 2007). Jugadores would be likely to pay attention to Latino 

sports stars with moving stories stemming from their past and a dedication to athletic 

pursuits, like Rolando Cantu who was previously represented in some of Gatorade’s 

Hispanic directed marketing. Following in the tradition of the brand’s commitment to 

highlighting exemplary athletes, this commercial presents the Latino community with a 

role model unique to their culture and heritage. The fact that Cantu managed to play 

college football at the level of an NFL player is noteworthy in general, but even more so 

for this sport less commonly played by Hispanics (Villalobos, 2006). It is possible that 

with many of these young athletes believing they have the opportunity to achieve greater 

success in their professional pursuits than their parents, they may be inspired by the 

potential to reach their athletic goals as well (PHC, 2009). 

Deportistas limitadas. “Limited athletes” are young adults, around 18 to 24, who 

played high school sports, but now must juggle the demands of adult life, whether it be 

academics, employment, or relationships. Still seeing activity more as a reward than 

obligation and taking advantage of every opportunity to join others in team and 

individual sports, these Hispanics generally dabble in various fitness pursuits a few times 

a week. Common activities include weight lifting, jogging or running, and swimming, as 

well as the aforementioned team sports, like basketball, football, soccer, and baseball. For 

these Hispanic consumers, sports drinks come into play during and after exercise in an 

effort to keep themselves hydrated and healthy. The most active deportistas see these 



32 

drinks as essential to refreshment, needed calorie intake and energy at the gym or on the 

field, trying to practice healthy eating habits for the best performance (Mintel, 2007). 

Although jugadores dedicados in their recent past, these young adult Latinos are 

now in a different stage of life. The belief many modern day Hispanic youth share in 

regard to the promise of their futures manifests for this group in their pursuit of domestic 

and professional success (PHC, 2009). Those with jobs are often too busy providing for 

themselves and their loved ones to engage in as much daily exercise as they may have 

managed in previous years. As these Latinos start their own families and begin to have 

children, it is likely that they will spend some time all together playing sports, especially 

with younger children. The children of this group may develop a taste for sports drinks if 

these beverages are kept on hand. Among Gatorade’s present marketing efforts, tactics 

such as ‘REPLAY’ that bring regular individuals in their early adulthood together to 

reengage in a sport once seriously played are likely to have great appeal. However, that is 

not to say that they would not also aspire to be like the professional athletes they admire 

who now serve as spokespersons for the brand. Although these deportistas limitadas 

probably recognize that they themselves are not going to become sports starts, they may 

see these drinks on the sidelines of many games they watch and buy them seeking to 

improve their own performance in a similar manner. 

Atléticos pasivos. “Passive athletes” are the least active among the targets worthy 

of considering. A lack of access to proper fitness facilities as well as particular aspects of 

their culture and community have made it such that these young Latino males are most 

likely to suffer from weight problems (Beydoun & Wang, 2007). It is likely that certain 
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unhealthy dietary habits, both from their Hispanic roots and learned from American 

teens, contribute to the higher rate of obesity among this demographic (Ogden et al., 

2010). The rare occasions that they are active come through moderate participation in 

school P.E. and times when their families get together to play. For some Latino 14 to 18 

year olds, there is little to no time to dedicate to athletics because they work part time 

jobs (Feldman & Matjasko, 2007). For others there is no motivation. These teens are the 

most likely to enjoy sports drinks in settings unrelated to sports and fitness, whether or 

not the have done any athletic activity. Part of the purpose behind the sugar and flavoring 

in these beverages exists because of their ability to help active youth drink enough fluids, 

however, it also makes them appealing to others. These passively athletic Hispanic teens 

are especially drawn to the many fruity varieties. 

Reaching out to this group of Latino adolescents will involve a different angle 

than what has potential among those who are active. Because they are more likely to 

spend time inside watching TV or using a computer, Gatorade will need to seek them out 

in these off-the-field places. The strong social media presence the brand currently has is 

likely to come into play, as could the rising popularity of mobile devices among this 

demographic. Given the many activities Hispanics tend to engage in online and on their 

cell phones, there are a number of opportunities for a brand like Gatorade (Lenhart, Ling, 

Campbell & Purcell, 2010). General market advertising done probably offers a decent 

amount of overlapping coverage, ensuring that these drinks are appealing. However, 

more culturally relevant marketing and the promotion of athletic pursuits would better 

meet the evolving needs of these young Hispanic consumers. 
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RECOMMENTATIONS 

From its younger than average age to an impressive overall buying power, many 

of the differentiating characteristics of the rapidly growing Hispanic market make it an 

appealing target for any marketer. For Gatorade, Hispanics offer even greater potential as 

the company continually works to expand its current consumer base by reaching a diverse 

range of active individuals. Given that this demographic tends to more eagerly consume 

sports drinks than other ethnicities, with Latino teens drinking the highest amount, this is 

not an opportunity to be overlooked. However, this group also suffers disproportionately 

from obesity. According to Mintel (2007), 81% of parents think manufacturers should 

play a key role in promoting health and fitness. Gatorade, as a brand focused on athletics, 

is in a unique position of being able to direct its marketing efforts toward improving that 

situation. Coupling Gatorade drinks with sports and exercise, targeting both serious 

Latino athletes and adolescents who need to get active, as highlighted in the previous 

three profiles, makes use of physical activity in a way that it could begin to have a 

positive impact on the rising rates of obesity among this demographic. 

The following recommendations are built upon extensive research related to 

targeting Hispanic adolescents in today’s dynamic marketplace. It seems apparent that the 

current ‘G Series’ product lines and advertising are directed toward adolescents and 

young adults, the leading consumers of these sports drink (Zmuda, 2010c). Mintel reports 

that Latinos are some of the most avid sports and energy drink consumers (57% 

compared to 44% of Blacks and 36% of Whites). Given this evidence, there are many 

reasons for reaching out to Latino teens while keeping with current strategy. Although 
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Gatorade has traditionally concentrated its efforts on more serious athletes, achieving 

27% penetration among the group versus just 12% in those more interested in general 

fitness, it has not proved opposed to considering a less active population (Zmuda, 2010c). 

With the increased health benefits of daily physical activity, marketing strategies driven 

by sports and exercise allow Gatorade to reach out to Hispanic adolescents without 

fueling the current debate blaming manufactures for their likely role in the childhood 

obesity. In fact, Gatorade has the potential to be an active player in improving the lives of 

a wide range of consumers with the following and any future sports-centered tactics.  

 

New Line Extensions. 

Health Perceptions. It is clear that that while all demographics tend to have an 

accurate perception of what is and is not healthy, adolescents may be unclear about the 

importance of paying attention to calorie content. Moreover, younger segments of the 

U.S. population tend to be less concerned about the nutritional characteristics of the 

drinks they favor. Hispanics are similarly cited as less health-conscious consumers, as 

demonstrated by their greater preference of high calorie beverages and full fat dairy 

(Mintel, 2010a). According to a 2006 Yankelovich Multicultural Marketing Study, about 

two thirds of U.S. Latinos think they get less than 300 calories from beverages, while 

their daily consumption can at times be quite more (as cited in Alarcon, 2007). Most 

consumers have a good idea of the total calories in each type of drink they choose, 

however, that does not always positively affect consumption habits, especially among 

Latinos (Mintel, 2010a). Opting to market one of Gatorade’s lighter options would 
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promote the adoption of healthier habits, hoping that some day a greater health-

consciousness would develop over time. 

Current Product Lines. Many of Gatorade’s current offerings are likely to appeal 

to Hispanic consumers in particular. Beyond the flavors and varieties that Latinos are 

already drawn to, several of the brand’s specialized drinks have unique potential given 

the benefits that set them apart. While not actually designed or marketed in support of a 

healthy weight, Gatorade makes an additional, lower calorie version of its popular sports 

drink that might better meet the needs of overweight adolescents. ‘G2’, as it is called, has 

20 calories per 8 ounce serving. While it contains as much as 50% fewer calories than 

regular Gatorade, it is still designed to cater to active individuals in the same way 

(PepsiCo, Inc., 2009). Whether for athletes with less intense workout routines or 

amateurs hoping quench their thirst without replacing the calories they just burned, ‘G2’ 

serves a diverse range of needs. Additionally, given the fact that many adolescents drink 

sports drinks even if they are not active in sports, ‘G2’ would be further beneficial in 

maintaining a healthy weight (Rovell, 2007).  

With sales currently growing faster than that of the brand as a whole, ‘G2’ is a 

likely candidate for continued growth, especially if marketed to the young Hispanic 

population (Lukovitz, 2009). The key in promoting this lower calorie Gatorade drink will 

be in placing emphasis on the fact that consumers are making no sacrifice by choosing 

this option instead of the higher calorie beverages they regularly consume, from other 

sports drinks and sodas to various fruit flavored juice blends. They will still get the same 

great taste, but not have to worry about the impact upon their weight. Given that a 
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significant portion of sports drinks are purchased for later use as opposed to the setting 

where they are to be consumed and that mothers tend to make the most grocery 

purchases, messaging focused on the health benefits of ‘G2’ may be better aimed at the 

parents of this young Hispanic male target (Mintel, 2010a). For Latino teens it is likely to 

be more important to develop a consumer following by coupling the drink with other 

marketing strategies tailored to this demographic, such as offering coupons or samples at 

soccer and other sporting events in neighborhoods with a high concentration of Hispanic 

households. If ‘G2’ were made a part of other culturally relevant tactics, giving these 

consumers the chance to try the drinks for themselves, it would be less necessary to focus 

on calories and health, centering instead on taste or performance. 

Another beverage under the Gatorade brand that stands out for its potential to 

appeal to Hispanic consumers is ‘G Natural’, in both regular and ‘G2’ varieties. This line 

extension is made with natural colors, flavoring, and other key ingredients (PepsiCo, Inc., 

2009). Many Hispanics are accustomed to the ingredients used in Mexico. Therefore, the 

fact that the sweetener in these beverages is a natural replacement for the high fructose 

corn syrup (HFCS) often found in other sports drinks, it is likely to be more preferred by 

Hispanics (Gatorade, 2010). It has been noted that Latinos are more willing than the 

general market to pay a little extra for a natural alternative to HFCS (Mintel, 2010a). The 

flavors featured are ‘Blackberry Raspberry’, ‘Lemon Berry’, and ‘Orange Citrus’ for the 

regular ‘G Natural’ and ‘Berry’, ‘Citrus Mango’, and ‘Orange Pomegranate’ for the ‘G2’ 

variety (PepsiCo, Inc., 2009). This natural form of popular Gatorade drinks has further 

possibility among Hispanics given the flavors offered. This demographic is increasingly 
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more drawn to orange juice and other fruity flavored drinks, including some exotic 

varieties (Mintel, 2010a). Therefore, the orange and mango flavors among the unique 

fruity pairings offered for ‘G Natural’ are likely to perform well with Latino teens. At 

present this line is only sold in Whole Foods stores in select cities, however, coupling it 

with other recommended marketing strategies would allow distribution to open up to new 

markets such as those with a higher concentration of Hispanics, working towards 

attracting more of these consumers (Gatorade, 2010). 

Hispanic Tastes. While Gatorade tested several unique flavors with this 

demographic in the development of the ‘Xtremo’ line, there is clear potential for a 

number of varieties not currently offered (Wentz, 2002). In consideration of the kinds of 

Gatorade sold over the years, it appears that many common fruits have been used. A few 

familiar fruity combinations have been developed and some more rarely appreciated 

tastes have served as inspiration (PepsiCo Inc., 2010); however, the most unique versions 

of these sports drinks are less likely to have remained in production over the years. 

Passion fruit and star fruit for example, have been attempted, but were retired in 2001 

(Rovell, 2005). Given that the PepsiCo Americas Beverages CEO Massimo d’Amore has 

expressed interest in product development, making it “a top priority for Gatorade” in the 

coming years, it is worthwhile to consider how this might be used to attract more 

Hispanics (O’Leary, 2010).  

Although it is not necessary that Gatorade develop new products to increase 

appeal among Latino teens, as more and more of this group are born in the U.S. and 

accustomed to mainstream behaviors, the option is still featured here as a potential area 
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for growth in the future (Pew Research Center [PRC], 2009). Were Gatorade to consider 

producing a new flavor specifically meant to draw more Hispanic consumers, it is 

recommended that several more tropical combinations be tested. According to a Mintel 

report on Hispanic Beverages (2006), these consumers are often more eager to try new 

flavors. While Gatorade has already tried a number of tropical versions, as previously 

mentioned, it is also possible that the recent increases in the Hispanic population would 

allow for reintroduction of retired flavors for the approval of a new generation of eager, 

adventuresome consumers. 

Flavor Development. There are several ways Gatorade could go about actually 

producing a new Hispanic-targeted flavor to cater to the greater affinity for sports drinks. 

While the company itself could rely upon its own employees and usual methods, recent 

advancements in digital technology have created means by which this task could be 

“crowd sourced”, offering Hispanic adolescents the chance to suggest their own 

combinations. An addition to Gatorade’s prominent online presence directed toward 

flavor development might take the form of a section on the current website or Facebook 

page application. It could also be a stand-alone micro site. While a separate page would 

allow for language choices more specific to the target, this element is simple and focused 

enough to fit among the other programs featured on Gatorade’s current online properties.  

It is recommended, as done with examples cited below, that a separate site be 

launched with a link on each of Gatorade’s current offerings. This would allow for 

development and promotion of the page more specific to this adolescent Hispanic target. 

The purpose of this online addition would be the collection of new flavor ideas. In 
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essence, it would ask users to submit their own formulations, mixing appealing fruit 

flavors and proposing creative titles for the end result. Several examples of similar 

iterations have been tried over the years by a number of different brands. Both the Ben & 

Jerry’s “Flavour Generator” and Kettle brand Potato Chips’ “Create-a-Chip Challenge” 

demonstrate different formats and the wide range of products that this has been applied to 

in the past (Figures A1 & A2) (Ben & Jerry’s, n.d.; Kettle Foods, Inc., 2009).   

By turning flavor submission into a contest, as was done with the two examples 

highlighted above, Gatorade could identify which creation more Hispanic teens see 

themselves likely to buy. A few finalist entries could be chosen and then offered to the 

public for voting, pointing out one or more options Gatorade would then produce and 

sell. Such a contest with “user generated” combinations would provide direction as to 

tastes with popular appeal that Gatorade might not have previously identified. By giving 

consumers input and the ability to customize, they can continue to develop a relationship 

with the brand and its offerings, giving Gatorade the additional benefit of more engaged, 

loyal consumers over time.  

Product Testing. Supermarket sampling has been found to be popular and quite 

successful in stimulating subsequent purchase among Hispanics (Mintel, 2006). Although 

Latino adolescents may not spend as much time buying groceries with the adults in their 

families, the potential in sampling and trying new flavors can be applied to other venues. 

Locations where these active teens congregate are likely to work in the same manner as a 

supermarket setting. For example, Gatorade could bring new flavor varieties to high 

school soccer events or gyms and parks in predominately Hispanic neighborhoods. 
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Furthermore, several other recommendations included below may be options for product 

testing as well as. 

 

REPLAY The Series. 

Overview. ‘REPLAY The Series’ offers high school athletes the chance to get 

back in the game years after a controversial last play. Now in its third successful season, 

each of the games REPLAYed have featured opposing teams with highly notable past 

rivalries. The first three to air centered on a football game, a hockey game, and recent 

basketball rivals. All pervious games ended in a tie score due to injuries or debatable final 

calls. Gatorade brought the old teammates together to train prior to the actual ‘REPLAY’ 

event such that they were in top shape, like they would have been when the games were 

originally played back in high school. The episodes in each of the series begin with the 

past game and then follow the teams as they train to once again face off and settle the 

score. The ‘REPLAY’ website not only allows viewers to watch videos throughout the 

series, but they can also follow a similar training regime, themselves getting back in high 

school shape (FOX Sports Network, 2009). 

‘REPLAY The Series’ is an interesting element of Gatorade’s current marketing 

efforts for several reasons. Not only does it bring together athletes from the past that may 

or may not have kept up with their active lifestyles, but it also has the potential to inspire 

others to join the teammates as they “reclaim what was once [theirs]” (FOX Sports 

Network, 2009). Therefore, the series provides a way to get more than a handful of adults 

active, potentially impacting a full range of consumers. From the target profiles described 
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above, this execution may have the most potential in reaching deportistas limitadas, 

given the greater likelihood that these individuals have strayed from their previously 

more active lifestyles as they age. Even those who may never have played high school 

sports as seriously as the teams that actually REPLAY their past game have access to 

workout routines developed by sports scientists at the Gatorade Sports Science Institute 

(GSSI). The training programs Gatorade offers on the ‘REPLAY’ website give males and 

females the option to either ‘Get Your Prom Body Back’ or ‘Zip Up Your Letterman’s 

Jacket’. There is also information about stretching to warm up, weight lifting, and a 

workout cool down (FOX Sports Network, 2009). Gatorade’s provided regimens do not 

have to be followed the to the letter, but they allow interested viewers the chance to 

participate and in a sense, be closer to the athletes they are following in the series.  

All in all, ‘REPLAY The Series’ is more than a documentary built around 

bringing athletes together with Gatorade’s products and sports expertise. Foremost, the 

sports drinks become integral players in the each of the teams’ success as they attempt to 

recapture a time when athletics was a priority in their lives. Since sports drinks are 

usually consumed during and after physical activity, Gatorade has the chance to show 

those following the series when the full range of the new ‘G Series’ products should be 

used before, during, and after (Mintel, 2007). Then in their own workout routines 

consumers will then know what their Gatorade of choice can do for them when seeking to 

rehydrate and improve athletic performance. The power to both show the sports drinks in 

use and inspire individuals to play makes ‘REPLAY’ a worthwhile recommendation for 

continuation. Moreover, should a new Hispanic-directed flavor be developed, a fourth 
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season of ‘REPLAY’, with more Latino athletes would allow for the launch and 

promotion of this tailored Gatorade variety. 

Future Opportunities. On the show’s website past high school teams have the 

opportunity to nominate their most notable face off from years past so that Gatorade has 

options from which to choose the most compelling. To continue the trend of selecting 

different sports for each season, the fourth ‘REPLAY’ ought to feature an area previously 

not included. Given the way this country’s population is changing, there is a clear 

opportunity to attract a more diverse consumer base in careful selection of the next game 

to be REPLAYed. In the first three seasons of the successful ‘REPLAY’ series, the teams 

that have faced off for a second time have been predominantly Caucasian and to a lesser 

extent, African American (FOX Sports Network, 2009). Sports such as soccer or baseball 

would be likely to have greater appeal among Hispanics, allowing Gatorade to reach out 

to the fastest growing U.S. ethnicity and some of the leading sports drinks consumers 

(Mintel, 2010a).  

Potential Among Hispanics. It is commonly noted that Hispanics are avid soccer 

fans, a trend seen in both game viewership and team participation. According to a Mintel 

report (2007), adults within this demographic are more likely to choose soccer “every 

chance” they get to play than the general market, Whites especially. Given the sport’s 

strong presence in Latin America and certain cultural associations that root soccer in an 

indigenous past, featuring a soccer match for the next ‘REPLAY’ series is likely to attract 

many Latinos young and old. While currently Gatorade has left the collection of potential 

games to be REPLAYed up to the consumer, it is herein suggested that the company 
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direct some effort toward identifying soccer games for the fourth season. This might 

involve giving priority to entries from past soccer teams. If there is a concern about 

transparency, the company could instead notify fans that though a game has not already 

been chosen, the sport to be featured this time around has. Teams would then know to 

limit their submissions to soccer events. To avoid any consumer backlash, Gatorade 

should make it clear that while the fourth season has been taken in a certain direction, the 

popularity of this series is likely to ensure that it will continue in future years and still 

give other sports and teams a chance.  

Appealing to Latino Youth. As the series has currently played out, the games 

chosen have involved rivalries from many years ago such that the modern day 

‘REPLAY’ events often feature teams of adults. Although Hispanic athletes of any age 

can serve as role models for younger groups, it is likely that more teens would tune into a 

series with players closer in age. Gatorade’s main consumers are 13 to 24 years and this 

set of recommendations is built around adolescent and young adult Latinos, thus the 

company should look for more recent controversial games so that the teams would be 

composed of younger team mates (Zmuda, 2010c).  

The Website. In the next ‘REPLAY’ season, it is also recommended that other 

several cultural factors be taken into consideration to appeal specifically to the target 

demographic. Much of the website appears directed towards White consumers and fans. 

The imagery of players for example, is not very diverse since it is limited to the 

Caucasians and African Americans who have REPLAYed in the past. In order to help 

viewers of different ethnicities feel better represented as they follow the series, it is 
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important that some of the pictures be replaced with Hispanics from the teams chosen to 

‘REPLAY’ as the fourth season is filmed (Bloom, Pousa et al., 2010). However, to reach 

out to this group prior to the actual ‘REPLAY’, a number of other adaptations may be 

worthwhile in the beginning such that a more relevant sport is arrived at organically. 

The online presence that Gatorade has undoubtedly serves to attract more 

consumers. Because the brand’s site and social media pages are integral in spreading 

information and building a relationship, language is another online factor that should be 

taken into account. It does not appear that the site is available in Spanish. Although a 

majority of Hispanic adolescents are either English dominant or Bilingual (36% and 41% 

respectively), many Latinos prefer the option to choose which version of a site will serve 

them best (PRC, 2009; Bloom et al., 2010). Moreover, when providing this demographic 

with a Spanish website, it is important that it be made culturally relevant, more than 

merely a translation (Bloom, Pousa, Resnick & Rodnick, 2010). Things that could be 

adjusted to account for Hispanic backgrounds includes training routine names such that 

they apply to any high school experience or nutritional guides with more ethnic meal 

ideas. While these are only a few suggestions, they point to areas that could aid in 

attracting more diversity when seeking to appeal to Latino adolescents. 

 

Mobile Technology. 

 Opportunity Among Hispanics. Even though it is clear that the Hispanic market 

can be reached through traditional media, certain other options are likely to have more 

promising futures among this younger demographic, and therefore are more applicable to 
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this set of recommendations. One such area deserving further consideration is mobile 

technology given the opportunities it allows to interact with these consumers on their 

level. 76% of Hispanics overall have cell phones. Moreover, usage is even greater among 

Latinos aged 18 to 25 years (80%) as well as those dominant in English and/or born in 

the U.S. (Livingston, 2010). These devices are commonly used as much for 

communication as wireless access, especially given the fact that Hispanics generally do 

not exhibit high rates Internet access in their homes (The Nielsen Company, 2010; 

Livingston et al., 2009).  

Opportunities with the most potential in mobile phones can be found in the 

features and applications that Hispanics use the most. Among a phone’s more basic 

options, U.S. Hispanics tend to make more calls than the average user. They also 

demonstrate a higher usage rate of both text and picture messaging. In comparison to the 

general market, Latino cell phone owners are more likely to use data applications like 

those developed for iPhones, Blackberries and other smart phones (The Nielsen 

Company, 2010). In fact, English-speaking Hispanic adolescents regularly use an average 

of 5.8 of these applications while Whites only utilize 3.8 (Smith, 2010). Given that the 

majority of Gatorade’s consumers fall into a group of young, active technology users, it is 

clear that mobile phones offer a number of possible directions for cultivating a 

relationship with Hispanic sports drink consumers.  

Location Based Services. One behavior similar among White and English-

speaking Latino teens is location sharing, with an overwhelming 90% of both groups 

willing to report their whereabouts to others around them (Lenhart et al., 2010). Even 
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though comparable among these two groups, high rates of location-based services (LBS) 

use is an interesting recent development in cell phone technology that should have great 

potential within the Hispanic market. As a category, location-based services (LBS) in 

mobile devices with GPS capability allow users to identify where they are at a given 

moment in relation to the other things around them. Some of the most popular phone 

applications like Yowza operate upon this capability to offer a glance at the stores in the 

area and any deals or specials they may have (Parr, 2009). Others are built upon showing 

the location of people you know in your vicinity. Many of these applications like 

Foursquare and Gowalla are tied to social networks, connecting friends interested in 

sharing this information with each other (Snow, 2010). 

What makes LBS particularly appealing as a direction for marketing Gatorade to 

Latinos is the fact that they are drawn to location sharing at a similar rate as non-

Hispanics. Typically, trends in Hispanic media use follow that of the general market, but 

often at a slight delay. The fact that usage rates are already comparable demonstrates a 

great affinity among Latino teens. Although reliant upon GPS compatible smart phones, 

which Hispanics tend to own at lower rates, it is expected that general market ownership 

will continue to rise in the future. Generally speaking, once a technology becomes 

widespread among non-Hispanics, Latinos adopt it eagerly and become just as active 

users as the other consumers (Bloom et al., 2010). The use of “geolocation” to attract 

more Hispanic adolescents would allow Gatorade to join them as they partake in their 

active lifestyles. It is further recommended that a newly developed cell phone application 

for a Hispanic teen target operate upon promoting sports drink consumption along with 



48 

sports activities, staying true to Gatorade’s business objectives and main emphasis in 

improving athletic performance. 

Application Design. The use of LBS to create a new application directed at 

Hispanic teens requires careful consideration of the role it would play in their daily lives. 

While a number of actual features could be offered within one branded application, one 

specific to Gatorade would benefit from centering on a mapping function comparable to 

that of Google Maps that finds a place based upon search terms. Users would be able to 

see where to find Gatorade products in stores, vending machines, gyms and other sports 

centers in their area. In an effort to reward consumers for purchasing its sports drinks, 

Gatorade could incorporate a promotional tie-in by placing codes on the inside of bottle 

caps or labels to be entered in by mobile device and accumulated over time, similar to 

My Coke Rewards (The Coca-Cola Company, 2010). Teens using this application would 

have the option to keep track of their total and compete with their friends by sharing their 

number as a post or status update on any social network like Facebook or Twitter. The 

most active consumers would then be given some Gatorade-themed prize, whether it is 

branded merchandise or a supply of more sports drinks. Both the application and 

promotion could be directed specifically to Hispanics simply by focusing in markets with 

a higher prevalence of these consumers. Not surprisingly, states such as California, 

Texas, and New Mexico that have high concentrations of this demographic are areas in 

which Gatorade has sold quite well (Wentz, 2002). Additionally, participation in this 

promotion would provide the company with a glance at how its heaviest consumers are 

distributed geographically. 
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With the promotion of athletic activity as the other driving feature of this 

application, its mapping function could also allow users to find sports facilities in their 

area. Sites would be listed by distance and type, from football and soccer fields to 

basketball courts and gyms. Also, mapped out routes could factor in for users that prefer 

running or cycling. The GPS needed to make “geolocation” work can be updated 

continuously such that athletes can track their progress or map out and save their own 

favorite trails. Given the popularity of online sharing seen among Latino teens, 

application users could publicize the overall number of miles they’ve run over time. 

Athletes that get their exercise by working out or lifting weights might like access to 

Gatorade’s scientifically engineered training routines while at gym locations. Visiting an 

identified work out site would unlock instructive clips to be used in pursuing individual 

fitness goals. Lastly, for those that enjoy team sports, friends could share their location to 

others on the network each time they work toward getting a game together. Rewarding 

these physically active groups could come through coupons and specials given to those 

that gather when they reach a certain total. All of these facets of a Gatorade mobile 

application are tied to the athletic spirit of the brand. 

Just as ‘REPLAY’ gives consumers the opportunity to nominate their past high 

school sports team to be featured in the series, Gatorade’s new mobile phone application 

could invite users to nominate their home park, field, or gym for an update. If the 

company applied a tiered approach to this renovation project, nominations can be 

structured into categories based upon the additions sought. Those locations in greatest 

need of full remodels would fall at the most extensive end of the scale, with a longer 
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submission timeline and fewer finalist sites chosen. The winning location or locations 

would be selected based upon condition and need, recognizing that many Hispanics tend 

to live in underprivileged neighborhoods with limited access to well kept athletic 

facilities (Beydoun & Wang, 2007). For the other end of the spectrum, a simpler, short 

term renovation project could involve outfitting locker rooms with Gatorade stocked 

vending machines. Featuring this less extensive form of update would allow it to stand 

alone as a promotion. The company could reward the most frequently visited locations 

not among those where Gatorade drinks are currently sold. By taping into the check-in 

data, the company would have significant insight into the activities their biggest 

consumers prefer and could most benefit from the added access to these products. 

An entry would consist of the field or gym’s name and location as well as a 

picture taken with a mobile device, taking advantage of the fact that Hispanics make 

greater use of data applications overall and multimedia messaging in particular. By 

making use of all that is possible through LBS, each of these nominated locations would 

be pin pointed on a map that all application users can see. They would have the option to 

support another user’s nomination or highlight their own. By hosting a field or gym 

renovation, Gatorade serves to promote goodwill within predominantly Latino 

communities while extending the availability of places to work out and improve overall 

health. This is another way for the company to use its marketing to further positively 

participate in the nation’s battle against childhood obesity. 



51 

DISCUSSION 

Food and beverage manufacturers in today’s U.S. economy are operating in a 

dynamic marketplace. To achieve success and continue serving the needs of the 

American public, companies must pay attention to important changes in the demographic 

make up of our country as well as any major issues confronting the nation. From a 

significant increase in the U.S. Hispanic population to the ongoing rise of obesity, 

marketers face as many challenges as opportunities. However, for a brand like Gatorade 

focused on sports and athletics, these two factors combined can be as much an obstacle as 

a chance to adapt to the needs of its leadings consumers and in the end, play an influential 

role in the in the future direction of many similar food and beverage manufacturers. 

 

Overview.  

The U.S. Hispanic market has been growing at an unprecedented rate. With the 

release of the 2010 Census soon to prove the significant size of this demographic, it is 

unlikely that anyone will remain in doubt. According to the latest estimates, this group 

represents about 15.8% of the population, having long ago become the largest U.S. 

minority. Moreover, it is projected that the already sizeable figure of 48 million will have 

reached 50 by the end of the year, without stopping there (U.S. Census Bureau, 2010; 

Mizrahi & Konig, 2010). Among the most notable characteristics, Hispanics tend to be 

much younger than average compared to the population as whole. With a greater 

percentage of Latinos under 24 years old, their mean age is almost a full 10 years lower 

than that of both Whites and African Americans (U.S. Census Bureau, 2010). 
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Additionally, this youthful segment continues to grow, as more and more children born in 

U.S. are of Hispanic descent (PHC, 2010). Statistics such as these highlight the fact that 

the Hispanic population can no longer be neglected, as much for its sheer size as for the 

features that make it unique. Furthermore, this demographic will remain a worthwhile 

consideration, not just as consumers, but as significant contributor to the nation overall.  

One of the greatest concerns currently confronting our country is the progressive 

rise in obesity, both as a matter of public health and an imposing financial burden upon 

the government. It is estimated that around 70% of U.S. adults suffer from weight 

problems. Of children and adolescents, almost 17% are considered obese and another 

35% more at risk for this condition (Beydoun & Wang, 2007; Ogden & Carroll, 2010). 

As this number continues to climb, there is no reason to overlook how Latinos may be 

differentially affected. A review of recent trends in the prevalence of this serious health 

condition highlights the discrepancies given gender, age and ethnicity. Generally 

speaking, of those under 18 years, adolescents, males and minorities are the most likely 

to be overweight or obese. Also, each ethnicity contributes at different rates, with 

Mexican American youth among those most affected, and Whites and Asians among the 

least. Thus, cultural factors, among others, are likely to play an important role in the 

persistence of this nationwide epidemic (Ogden & Carroll, 2010). 

For marketers interested in taking advantage of all the opportunities that 

population growth presents, negative attention is reason enough to be wary of all other 

factors on the rise. Gatorade and its parent company PepsiCo, as food and beverage 

manufacturers, have undoubtedly become aware of the concerns around sugar sweetened 
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products and their contribution to obesity. A great number of studies have been 

conducted measuring the impact of soft drinks on weight, as they are often thought to add 

unnecessary calories to overall energy intake. Over recent decades, consumption of 

sugary beverages has gone up, with children and adolescents drinking a full 135% more 

calories than they did 30 years ago (Wang et al., 2009). Furthermore, Hispanics tend to 

consume a greater amount than the general market, especially drawn to sweet, fruity 

flavors. As already highlighted, the rate of obesity has increased significantly over a 

similar time period. While studies have yet to conclusively prove that these beverages are 

the cause, observed changes in BMI have provided sufficient evidence to convince a 

large percentage of the nation. 

With U.S. political and social agencies targeting food and beverage manufacturers 

like Gatorade, these trends could spell defeat. In fact, many companies were affected 

when most schools outlawed soda sales, and several officials have proposed an added 

“sugar tax” to stimulate a reduction in purchase (Brownell & Frieden, 2009). Marketers 

willing to take an active role in limiting their products’ contribution to the nation’s health 

problems have tried to modify operations. The recommendations herein provided have 

sought to offer a way to take advantage of the increase in the Hispanic youth population 

while being mindful of all the concerns around their higher consumption of sugary 

beverages and significant rate of obesity. In fact, Gatorade’s strong dedication to sports 

and athletic performance makes it possible to direct marketing toward positively 

addressing all of the trends facing the nation. While seeking to increase the popularity of 
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its sports drinks among leading consumers like young Latino males, the company can 

reach out to those who are already active and present others with ways to start. 

After thorough review of the Hispanic market and the significant health issues 

facing our country that effect brands like Gatorade, several tactics have been developed 

for a tailored marketing effort to attract more young Hispanic consumers. Consideration 

of the beverages Gatorade currently markets as well as the potential to launch new ones 

has revealed products with promise. From its natural variety to a lower calorie option, the 

brand has several sport drinks that seem most appropriate for the target demographic 

given its unique preferences. These beverages are likely to appeal to favored flavors 

while seeking to limit a negative impact on weight. From some of the ways Gatorade is 

presently reaching many different types of athletes and consumers, ‘REPLAY The 

Series’ also stands out as an opportunity worth adapting to drawn in more Latino young 

adults. By offering a season focused on soccer, a sport more Hispanics play in great 

numbers, the brand can highlight the athletes of two teams that once had a strong rivalry, 

bringing them together to play once again. Not only does the series reunite a handful of 

young adults with exercise and athletics, it also turns these past soccer stars into potential 

role models for a broader range of consumers. In line with Gatorade’s heavy involvement 

online with young sports drink fans, it also makes sense to apply digital techniques to this 

market. By identifying mobile technology as a medium likely to have particular appeal 

among many adolescent Hispanics, a data application could be designed to incorporate 

the more social aspects of sports into daily life, facilitating physical activity and 

rewarding teens for getting together to play. All in all, the campaign ideas offered above 
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demonstrate careful attention to the unique facets of both the Gatorade brand and young 

Latinos, providing a culturally relevant, athletics-focused way to market its sports drink 

to new consumers. 

 

Broader Implications. 

While these recommendations are specific to Gatorade, both in the consumers 

seen to have the most promise and the manner in which each tactic captures the essence 

of the brand, there are bigger lessons to be learned from the effort. As part of campaign 

development it is common to consider all opportunities and challenges to future 

operation. Although the many issues likely to affect a company often appear to be great 

threats to business, it is possible to use them to one’s advantage and continue to serve 

potential buyers. In fact, if approached strategically, these obstacles may even provide 

unseen circumstances to achieve that much more success, and set the standard for the 

industry as a whole. 

First, when considering the most appropriate target market, these consumers must 

be analyzed from every angle. From their distinct appeal and their unique tastes to the 

reasons against seeking them out with targeted marketing, there are many areas from 

which to draw campaign direction. For Gatorade, Hispanics happened to demonstrate an 

increased likelihood to consume sports drinks in comparison to the general market. 

Additionally, with the already more youthful composition and predicted future growth of 

this ethnicity, Gatorade would have a larger group of consumers to appeal to. Therefore, 

the segment was identified as profitable. Because every company is better advised in 
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today’s marketplace showing attention to more than a bottom line, it was recommended 

that Gatorade briefly reflect upon the reasons it ought not single out these youth to avoid 

the potential market backlash that other food and beverage manufacturers have recently 

faced. Some companies might have overlooked the higher prevalence of obesity among 

this demographic and its link to sugary beverages or seen grounds not to continue.  

However, if there are ways the mission of brand can tap into something negative, 

such as a serious health condition affecting its target, as Gatorade could with sports and 

athletics, the threat becomes an opportunity. It is then up to the marketing team to bring 

together the best tactics, using something like obesity to drive a campaign. Given that 

many of today’s food and beverage marketers are threatened with increased 

governmental regulation, like the recently proposed “sugar tax”, attacking these issues on 

its own bodes well for companies with enough foresight. In the end, any similarly unique 

route to greater success, both strengthening the relationship with current buyers and 

drawing in new ones, is found in thorough review of the consumer segment. 

From recognition of all areas that might be pertinent to business, including hot 

topics facing the nation, it was the aim of this proposal to develop a mutually beneficial 

approach. Individual elements recommended drew inspiration from many of the 

characteristics that distinguish young Hispanics from the population as whole. Products 

more applicable to their tastes as well as media with greater usage happened to be the 

most promising factors to consider. Current marketing efforts were given a more 

culturally relevant transformation, in this case bringing in soccer, a demographic specific 

sport. All of these applications show Gatorade’s attention to who these consumers are and 
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how it may better serve them. Even so, with the exception of certain suggestions centered 

on differentiating cultural aspects, such as language, it is likely that these campaign ideas 

will appeal to the general market as well, allowing a company to reach multicultural 

consumers without excluding the broader demographic.  

These recommendations capitalize on the benefits the brand can offer, first asking 

consumers to merely continue what they are doing, that is buying sports drinks and 

keeping active. For those currently less drawn to athletics, these recommendations then 

give a reason to try spending more on the field or in the gym, making it easier to bring 

friends together to play and rewarding those who do. Therefore, Gatorade helps itself by 

increasing sales while serving its desired target with ways to prevent its products’ 

contribution to childhood weight issues.  

This type of orientation toward campaign development takes what might 

originally be considered the separate arm of corporate social responsibility and makes it 

the way business is conducted. Not only, can this help the reputation of a company in the 

eyes of the entire public, but it can also give the target that is shown greater respect more 

of a reason to appreciate the brand. With something as controversial as a food and 

beverage manufacturer’s role in worsening America’s incidence of obesity, it bodes well 

for a brand that considers it contribution. Furthermore, in seeking to have a positive 

rather than simply neutral impact upon a significant health issue, the company can 

become a participant in the nation’s fight instead of an adversary targeted by public 

health advocates, guiding and inspiring many others in the future. 
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APPENDIX A 

Figures 

 

Figure A1. Ben & Jerry’s Flavour Generator 

 

Figure A2. Kettle Brand Potato Chip Create-a-Chip Challenge



59 

REFERENCES 

Advertising Age. (2010) Hispanic Fact Pack, 2010 Edition: Annual Guide to Hispanic 

Marketing and Media [Supplement]. Advertising Age. Retrieved from 

http://adage.com/whitepapers/ 

Alarcon, A. (2007). New Nationwide Study Suggests Healthier Beverage Choices in U.S. 

May be a Key Strategy to Help Fight Obesity. Hispanic PR Wire. Retrieved from 

http://www.hispanicprwire.com/news.php?l=in&id=7806  

Alliance of Action Sports, LLC. (2010). Gatorade Free Flow Tour. Retrieved from 

http://www.allisports.com/gatorade-free-flow-tour 

Ayala, PhD, MPH, G. X., Baquero, MPH, B., & Klinger, MS, RD, S. (2008). A 

Systematic Review of the Relationship between Acculturation and Diet among 

Latinos in the United States: Implications for Future Research. Journal of the 

American Dietetic Association, 108. 1330-1344. 

Bauerlein, V. (2010). Gatorade's 'Mission': Sell More Drinks. Wall Street Journal - 

Business Technology. Retrieved from 

http://online.wsj.com/article/SB1000142405274870346670457548967324478492

4.html?KEYWORDS=gatorade 

Ben & Jerry's, (n.d.). Ben & Jerry's Ice Cream - Do the World A Flavor. Retrieved from 

http://www.benjerry.com/activism/inside-the-pint/do-the-world-a-

flavor/generator.cfm 



60 

Billboard. (n.d.). Gatorade’s New Flavors Targeting Hispanics. Billboard.com. Retrieved 

from http://www.billboard.com/news/hot-product-1734929.story#/news/hot-

product-1734929.story 

Bloom, L., Pousa, M., Resnick, M. & Rodnick, S. (2010). Hispanic Cyberstudy: 

Marketing to the web’s most rapidly growing population. AOL Advertising. 

Retrieved from http://advertising.aol.com/research/white-papers/hispanic-

cyberstudy 

Boyles, S. (2010). Health-Conscious Teens Like Sports Drinks: Study Suggests Teens 

View Sports Drinks as Healthy Options, Despite High-Sugar Content. WebMD 

Health News. Retrieved from http://children.webmd.com/news/20100927/health-

conscious-teens-like-sports-

drinks?src=RSS_PUBLIC&utm_source=twitterfeed&utm_medium=twitter 

Brody, J. E. (2010). Personal Health - A Tax to Combat America’s Sugary Diet. The New 

York Times. Retrieved from 

http://www.nytimes.com/2010/04/06/health/06brod.html?_r=1&scp=1&sq=A%20

Tax%20to%20Combat%20America%92s%20Sugary%20Diet&st=cse 

Brownell, K.D., & Frieden, T.R. (2009). Ounces of prevention: The public policy case 

for taxes on  sugared beverages. New England Journal of Medicine, 360, 1805-

1808. 

Cartagena, C. (2010). A Look at the Numbers Behind America's Huge Demographic 

Shift: What the Census Will Likely Say -- and What That Means for Marketers. 

AdAge.com. Retrieved from http://adage.com/bigtent/post?article_id=145653  



61 

Centers for Disease Control and Prevention (2010). Obesity and Overweight. Retrieved 

from http://www.cdc.gov/obesity/index.html 

Chan, S. (2009). New York City Campaigns Against Coke and Other Sugary Drinks: 

New Targets in the Fat Fight: Soda and Juice. The New York Times. Retrieved 

from http://www.nytimes.com/2009/09/01/nyregion/01fat.html 

Coca-Cola Company, The. (2010). My Coke Rewards. Retrieved from 

www.mycokerewards.com/ 

Feldman, A. F. & Matjasko, J.L. (2007). Profiles and portfolios of adolescent school-

based extracurricular activity participation. Journal of Adolescence, 30. 313-332. 

Forshee, R. A. & Storey, M. L. (2003). Total beverage consumption and beverage choices 

among children and adolescents. International Journal of Food Sciences and 

Nutrition, 54(4), 297-307. 

FOX Sports Network. (2009). REPLAY The Series – fueled by Gatorade. Retrieved from 

http://www.replaytheseries.com/ 

Francese , P. (July 26, 2010). Hispanic Market Hits Tipping Point: Demo Accounts for 

One in Six U.S. Residents, Nearly Half Are at Ease in English. AdAge.com. 

Retrieved from http://adage.com/hispanic/article?article_id=145095 

Gaona, E. (2002). PepsiCo Adding Some Latin Flavor to Boost Gatorade. Los Angeles 

Times. Retrieved from http://articles.latimes.com/2002/mar/25/business/fi-

gatorade25 

Gatorade. (2010a). Gatorade.com. Retrieved from 

http://www.gatorade.com/default.aspx#home 



62 

Gatorade. (2010b). Gatorade® Introduces G Natural™ and G2 Natural™ Made From 

Natural Ingredients. Washington Running Report. Retrieved from 

http://www.runwashington.com/news/2760/314/Gatorade¬-Introduces-G-

Natural‚-and-G2-Natural‚-Made-From-Natural-Ingredients.htm 

Gatorade Company, The. (2007). International Directory of Company Histories, 82. 

Reproduced in Business and Company Resource Center. Retrieved from 

http://galenet.galegroup.com.ezproxy.lib.utexas.edu/servlet/BCRC 

Gatorade Company, The. (2010a). Gatorade(R) Gets 'Xtremo(TM)' for Latino Market; 

New Gatorade Subline Specially Formulated for Latino Consumers [Press 

Release]. PepsiCo, Inc. http://onboarding.pepsico.com/PressRelease/New-

Gatorade-Gets-quotXtremoquot-for-Latino-Market.html 

Gatorade Company, The. (2010b) Gatorade(R) Fuels USA and Brazil National Soccer 

Teams at New Meadowlands Stadium Friendly[Press Release]. Hispanic PR 

Wire. Retrieved from 

http://www.hispanicprwire.com/News/in/17675/5/gatorade(r)-fuels-usa-and-

brazil-national-soccer-teams-at-new-meadowlands 

Haines, J., Neumark-Sztainer, D., Wall, M. & Story, M. (2007). Personal, Behavioral, 

and Environmental Risk and Protective Factors for Adolescent Overweight. 

OBESITY, 15(11), 2748-2760. 

Hakimzadeh, S. & Cohn, D. (2007). English Usage Among Hispanics in the United 

States. Pew Hispanic Center. Retrieved from 

http://pewhispanic.org/reports/report.php?ReportID=82  



63 

Helm, B. (2009). Gatorade Sales Plummet. Bloomberg Businessweek. Retrieved from 

http://www.businessweek.com/the_thread/brandnewday/archives/2009/04/gatorad

e_sales.html 

HispanicAd.com. (2010). NFL celebrates Hispanic Heritage Month 2010. 

Hispanicad.com. Retrieved from http://hispanicad.com/cgi-

bin/news/newsarticle.cgi?article_id=30451&search_string=nfl&criteria=Any 

Humphreys, J. M. (2008). The multicultural economy 2008. Georgia Business and 

Economic Conditions. 68(3), 1-16. 

Kettle Foods, Inc. (2009).  Create-a-Chip Challenge. KETTLE FOODS, INC. Retrieved 

from http://www.kettlechipchallenge.com/ 

Lee, J. (2010). "So You Think You Can Dance" Winner Lauren Froderman Will Have 

Little Time to Savor Victory. CBS News – Celebrity Circuit, [Web log entry]. 

Retrieved from http://www.cbsnews.com/8301-31749_162-20013600-

10391698.html 

Lenhart, A., Ling, R., Campbell, S. & Purcell, K. (2010). Teens and Mobile Phones. Pew 

Research Center – Pew Internet & American Life Project. Retrieved from 

http://pewinternet.org/Reports/2010/Teens-and-Mobile-Phones.aspx 

Lenhart, A., Purcell, K., Smith, A. & Zickuhr, K. (2010). Social Media & Mobile Internet 

Use Among Teens and Young Adults. Pew Research Center – Pew Internet & 

American Life Project. Retrieved from 

http://pewinternet.org/~/media//Files/Reports/2010/PIP_Social_Media_and_Youn

g_Adults_Report_Final_with_toplines.pdf 



64 

Livingston, G. (2010). The Latino Digital Divide: The Native Born versus The Foreign 

Born. Pew Hispanic Center. Retrieved from 

http://pewhispanic.org/reports/report.php?ReportID=123 

Livingston, G., Parker, K. & Fox, S. (2009). Latinos Online 2006-2008: Narrowing the 

Gap. Pew Hispanic Center. Retrieved from 

http://pewhispanic.org/reports/report.php?ReportID=73 

Lukovitz, K. (2009). Gatorade Still Weak Link At PepsiCo. MediaPost News: Marketing 

Daily. Retrieved from 

http://www.mediapost.com/publications/index.cfm?fa=Articles.showArticle&art_

aid=110269 

Madsen, MD, MPH, K. A., Weedn, MD, A. E. & Crawford, DrPH, RD, P. B. (2010). 

Disparities in Peaks, Plateaus, and Declines in Prevalence of High BMI Among 

Adolescents. PEDIATRICS, 126(3), 434-442. 

Magazine Publishers of America. (2007). Hispanic/Latino Market Profile: Drawing on 

Diversity for Successful Marketing. Magazine Publishers of America. Retrieved 

from www.magazine.org/marketprofiles 

Malik, V. S., Schulze, M. B. & Hu, F. B. (2006). Intake of sugar-sweetened beverages 

and weight gain: a systematic review. American Journal of Clinical Nutrition. 84, 

274–88. 

Martin, A. (2007). THE FEED - Sugar Finds Its Way Back to the School Cafeteria. The 

New York Times.  Retrieved from 



65 

http://www.nytimes.com/2007/09/16/business/16feed.html?scp=1&sq=sugar%20f

inds%20its%20way%20back&st=cse 

McCarthy, M. (February 27, 2010). Gatorade ends endorsement contract with Tiger 

Woods. USA Today. Retrieved from 

http://www.usatoday.com/sports/golf/pga/2010-02-26-tiger-woods-

gatorade_N.htm 

Mestel, R. (2010). Sugary sports drinks: Soon leaving a school near you [Web log Post]? 

Los Angeles Times: Booster Shots. Retrieved from 

http://latimesblogs.latimes.com/booster_shots/2010/06/sugary-sports-drinks-soon-

leaving-a-school-near-  

Mintel. (2006). Hispanic Beverages - US - November 2006. Retrieved August 13, 2010 

from Mintel Reports database. 

Mintel. (2010). Non-alcoholic Beverages: The Consumer - US - March 2010. Retrieved 

July 27, 2010 from Mintel Reports database. 

Mintel.(2010). Non-alcoholic Beverages: The Market - US - April 2010. Retrieved July 

27, 2010 from Retrieved from Mintel Reports database. 

Mintel. (2007). Sports Food and Beverage Consumers - US - February 2007. Retrieved 

August 13, 2010 from Mintel Reports database. 

Mizrahi, I. and Konig, H. T. (2010). The New State of America: What the 2010 Census 

Will Reveal About the Evolution of the United States of America [Yellow Paper]. 

almaDDB. Retrieved from http://www.ddb.pl/index.php?dzial=strona&sID=666  



66 

Munzenrieder, K. (2010) Dwyane Wade Goes Undercover as Nerd in Gatorade Ad 

[Weblog entry]. New Times Miami - Sports. Retrieved from 

http://blogs.miaminewtimes.com/riptide/2010/08/dwyane_wade_goes_undercover

_as.php 

Nealy, Michelle J. (2008). Spanish-language media market in a growth phase: while the 

circulation of traditional English-language daily newspapers decreases, Spanish-

language media are reaping the benefits of a growing Hispanic community. 

Diverse Issues in Higher Education. Retrieved from 

http://www.accessmylibrary.com/coms2/summary_0286-34923464_ITM 

Neumark-Sztainer, PhD, MPH, RD, D., Story, PhD, RD, S., Hannan, MStat, P. J. & 

Croll, MPH, RD, J. (2002). Overweight Status and Eating Patterns Among 

Adolescents: Where Do Youths Stand in Comparison With the Healthy People 

2010 Objectives? American Journal of Public Health, 92(5), 844-851. 

Newspaper Association of America. (2008). 2008 Daily and Sunday Newspaper 

Audience Report. NNA.org. Retrieved from 

http://www.naa.org/TrendsandNumbers/Readership.aspx 

Nielsen Company, The. (September 2010). A Snapshot of Hispanic Media Usage in the 

U.S. Retrieved from http://en-

us.nielsen.com/content/dam/nielsen/en_us/documents/pdf/Media%20Reports/Niel

sen-Snapshot-of-Hispanic-Media-Usage-US.pdf 

Ogden, Ph. D. C. & Carroll, M.S.P.H., M, (2010). Prevalence of Obesity Among 

Children and Adolescents: United States, Trends 1963–1965 Through 2007–2008. 



67 

CDC - Heath E-Stat. Retrieved from 

http://www.cdc.gov/nchs/data/hestat/obesity_child_07_08/obesity_child_07_08.p

df 

Ogden, C. L., Carroll, M. D., Curtin, L. R., Lamb, M. M. & Flegal, K. M. (2010). 

Prevalence of High Body Mass Index in US Children and Adolescents, 2007-

2008. JAMA, 303(3), 242-249. doi:10.1001/jama.2009.2012 

O'Leary, N. (January 2, 2010). Gatorade's G2 Channels Ali to Punch Up Its Messaging.  

Brandweek. Retrieved from 

http://www.brandweek.com/bw/content_display/news-and-features/packaged-

goods/e3id839769e9efdcc3abff8bdd3765bf3f3 

Ostrow, A. (2010). How Gatorade Brings Athletes Closer To Fans. Forbes. Retrieved 

from http://www.forbes.com/2010/07/30/gatorade-ustream-livestream-

technology-video.html 

Ostrow, A. (2010). Inside Gatorade’s Social Media Command Center. Mashable - Social 

Media. Retrieved from http://mashable.com/2010/06/15/gatorade-social-media-

mission-

control/?utm_source=TweetMeme&utm_medium=widget&utm_campaign=retwe

etbutton 

Padilla, A. (2010). Ban on Sale of Sugared Sports Drinks at Schools Moves Forward 

[Press Release]. Retrieved from 

http://dist20.casen.govoffice.com/index.asp?Type=B_PR&SEC=%7B5EACFA15



68 

-EA6B-41D8-9711-C030F9FAD5EE%7D&DE=%7B722D4DBB-1898-4015-

9E34-C74B15828972%7D 

Parr, B. (2009). Location-Based Services: Are You Using Them? [Web log Post]. 

Mashable.com. Retrieved from http://mashable.com/2009/07/12/location-based-

services/ 

PepsiCo, Inc. (n.d.) Gatorade NATURAL Fact Sheet [fact sheet]. Retrieved from 

http://www.pepsico.com/Download/Gatorade_NATURAL_Fact_Sheet.pdf 

PepsiCo, Inc. (2010a). Gatorade Brands. PepsiCo.com. Retrieved from 

http://www.pepsico.com/Brands/Gatorade-Brands.html 

PepsiCo, Inc. (2010b). PepsiCo Supports First Lady's Initiative to Help Reduce 

Childhood Obesity. PRNewswire. Retrieve from 

http://www.pepsico.com/PressRelease/PepsiCo-Supports-First-Ladys-Initiative-

to-Help-Reduce-Childhood-Obesity02092010.html 

Pereira, M. A. (2006). The possible role of sugar-sweetened beverages in obesity 

etiology: a review of the evidence. International Journal of Obesity, 30. S28–S36. 

Pew Hispanic Center. (2006). Cubans in the United States[Fact sheet]. Retrieved from 

http://pewhispanic.org/files/factsheets/23.pdf 

Pew Hispanic Center. (2009). Hispanics of Puerto Rican Origin in the United States, 

2007[Fact sheet]. Retrieved from http://pewhispanic.org/files/factsheets/48.pdf 

Pew Hispanic Center. (2010). Statistical Portrait of Hispanics in the United States, 2008 

[Data set PDF]. Retrieved from 

http://pewhispanic.org/reports/report.php?ReportID=120 



69 

Pew Research Center. (2009). Between Two Worlds: How Young Latinos Come of Age 

in America. Retrieved from http://pewhispanic.org/files/reports/117.pdf 

Pirovano, T. (2010). Meeting Multicultural Marketing Challenges: What You Need to 

Know About Reaching Hispanic, African American and Asian American 

Shoppers [PowerPoint Slides]. The Nielsen Co. Retrieved from 

http://www.hispanicmpr.com/ 

Radwanick, S. (2009). U.S. Hispanic Internet Audience Growth Outpaces Total U.S. 

Online Population by 50 Percent: Hispanic Internet Population Reaches Record 

Number in February 2009 [Press Release]. comScore, Inc. Retrieved from 

http://www.comscore.com/Press_Events/Press_Releases/2009/4/U.S._Hispanic_I

nternet_Audience_Growth 

Ranjit, N., Evans, M. H., Byrd-Williams, C., Evans, A. E., & Hoelscher, D. M. (2010). 

Dietary and Activity Correlates of Sugar-Sweetened Beverage Consumption 

Among Adolescents. Pediatrics [Online]. DOI: 10.1542/peds.2010-1229 

Retrieved from 

http://pediatrics.aappublications.org/cgi/content/abstract/peds.2010-1229v1 

Rodrigues, R., Green, J., Madrigal, J., Brooks, R., Passalacqua, K. & Leftwich, S. (2010). 

Hispanic Radio Today 2009: How America Listens to Radio. Arbitron. Retrieved 

from http://www.arbitron.com/multicultural/home.htm 

Rovell, D. (2005). First in Thirst: How Gatorade Turned the Science of Sweat into a 

Cultural Phenomenon. New York: AMACOM. 



70 

Rovell, D. (2006). New Hispanic Gatorade Commercial [Web log Post]. Darren Rovell's 

Gatorade blog: An Unauthorized Look At One Of America's Most Dominant 

Brands. Retrieved from 

http://firstinthirst.typepad.com/darren_rovells_blog_on_al/2006/03/new_hispanic

_ga.html 

Rovell, D. (2007). Gatorade G2: Why "Lighter" Might Work This Time. CNBC.com - 

Sports Biz with Darren Rovell. Retrieved from 

http://www.cnbc.com/id/20639938/Gatorade_G2_Why_Lighter_Might_Work_Th

is_Time/print/1/displaymode/1098/ 

Serna, J. (2005). 3rd Annual Premios Fox Sports Shines Spotlight on Latino Athletes 

From the United States and Latin America. Fox Sports en Español. Retrieved 

from http://www.hispanicprwire.com/news.php?l=in&id=5300&cha=5 

Smith, A. (2010). Mobile Access 2010. Pew Hispanic Center. Retrieved from 

http://pewinternet.org/Reports/2010/Mobile-Access-2010.aspx 

Snow, S. (2010). Foursquare vs. Gowalla: Location-Based Throwdown [Weblog Post]. 

Mashable.com. Retrieved from http://mashable.com/2009/12/25/foursquare-

gowalla/ 

Thompson MD, MPH,D. A. Flores, MD, G., Ebel, MD, MSC, MPH, B. E. & Christakis, 

MD, MPH, D. A. (2008). Comida en Venta: After-School Advertising on 

Spanish-Language Television in the United States. Journal of Pediatrics, 547-

581. 



71 

U.S. Census Bureau. (2010). 2009 American Community Survey – Selected Population 

Profile in the United States – Population Group: Hispanic or Latino (of any race) 

[Data file]. Retrieved from U.S. Census Bureau web site: 

http://factfinder.census.gov/servlet/IPGeoSearchByListServlet?ds_name=ACS_2

009_1YR_G00_&_lang=en&_ts=308839435854 

U.S. Department of Health and Human Services. (2008). 2008 Physical Activity 

Guidelines for Americans - At-A-Glance: A Fact Sheet for Professionals [Fact 

sheet]. Retrieved from 

http://www.health.gov/paguidelines/guidelines/default.aspx 

University of California - San Francisco. (2010). Obesity rates decline for many 

adolescents, but disparities worsen. ScienceDaily. Retrieved from 

http://www.sciencedaily.com/releases/2010/08/100816095625.htm  

Villalobos,  M. (2006). Gatorade Debuts New Spanish Language Commercial That 

Celebrates Inspirational Story of Ground-Breaking Hispanic Athlete[Press 

Release]. Hispanic PR Wire. Retrieved from 

http://www.hispanicprwire.com/news.php?l=in&id=5762&cha=5 

Wall, A., Calderón de la Barca, A. M. (2006). Trends in Hispanic Foods. Hispanic 

Foods. 1-14. 

Wang, Y. & Beydoun, M. A. (2007). The Obesity Epidemic in the United States—

Gender, Age, Socioeconomic, Racial/Ethnic, and Geographic Characteristics: A 

Systematic Review and Meta-Regression Analysis. Epidemiologic Review, 1-23. 

doi: 10.1093/epirev/mxm007. 



72 

Wang, Y. C., Bleich, S. N., & and Gortmaker, S. L. (2008). Increasing Caloric 

Contribution From Sugar-Sweetened Beverages and 100% Fruit Juices Among 

US Children and Adolescents, 1988 – 2004. Pediatrics, 121, e1604-e1614. doi: 

10.1542/peds.2007-2834 

Wang, MD, ScD, Y. C., Ludwig, MD, PhD, D. S., Sonneville, MS, RD, LDN, K. & 

Gortmaker, PhD, S. L. (2009). Impact of Change in Sweetened Caloric Beverage 

Consumption on Energy Intake Among Children and Adolescents. Archives of 

Pediatrics & Adolescent Medicine, 163(4), 336-343. 

Web Media Brands. (2010). "Gatorade." Ads of the World. Retrieved from 

http://adsoftheworld.com/taxonomy/brand/gatorade 

Wentz, L. (2002). Sports Drink Battle: Going to extremes ; Powerade and Gatorade try 

divergent tacks. Advertising Age. Retrieved from 

http://www.lexisnexis.com.ezproxy.lib.utexas.edu/lnacui2api/results/docview/doc

view.do?docLinkInd=true&risb=21_T10084852152&format=GNBFI&sort=REL

EVANCE&startDocNo=1&resultsUrlKey=29_T10084818024&cisb=22_T10084

852155&treeMax=true&treeWidth=0&csi=8093&docNo=1 

Whisler, K. (2009). Print Is Dead? Hispanic Publications Defy Trend, Tell a Different 

Story. Hispanic Link. Retrieved from 

http://news.newamericamedia.org/news/view_article.html?article_id=a61d852938

86b3ff8cd812b79d1f8dab 

Zmuda, N. (2010a). Gatorade Drops Tiger Woods. Advertising Age. Retrieved from 

http://adage.com/article?article_id=142325 



73 

Zmuda, N. (2010b). Inside Gatorade's Social Media 'Mission Control': Team Conducts 

Thousands of One-to-One Conversations Via Facebook and Twitter. Advertising 

Age. Retrieved from http://adage.com/article?article_id=146149 

Zmuda, N. (2010c). What's a Sport? Gatorade Redefines to Broaden Target. Advertising 

Age. Retrieved from http://adage.com/article?article_id=143217 


