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Executive Summary  

The sports drink market, which began in 1965 and has since grown to 77 million users, 

has 2 main competitors, Powerade and Gatorade. Powerade got involved in the sports drink 

market in 1988, aiming to replace electrolytes to aid athletes in their daily performances. This 

purpose is nearly identical to that of Gatorade who was not only the first to market, but is also 

the current leader in the industry. 

The objective of this research is to determine why there is such a large, consecutive gap 

in sales between Powerade and their biggest competitor, Gatorade, year after year. Once 

identifying the possible main reasons for this gap, the goal is to create a solution for Powerade 

through data driven results gathered from primary and secondary research. Results produced by 

graphs, perceptual maps, and t-tests showed all five of our hypotheses were accepted.  

From these results, it can be concluded that Powerade can increase its sales by 

improving its taste and expanding its product lines. Research has proven that the majority of 

consumers believe Gatorade tastes better than Powerade. Powerade’s ingredient list contains 

high fructose corn syrup, which contributes to the strong, sweet, artificial taste of its beverages. 

Having a more natural combination of ingredients is crucial for Powerade to compete with 

Gatorade in the sports drink market. 

Gatorade also currently offers 6 different sports drink product lines while Powerade 

only offers two. Our recommendation for Powerade is to add a new product line that uses more 

natural ingredients to improve taste, which will help increase Powerade’s annual sales by 4%. 
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Introduction 

Sports drinks were created specifically for athletes to replenish electrolytes and 

carbohydrates in order to keep them energized and enhance performance. According to “Sports 

& Energy Drinks: Answers for Fitness Professionals,” Gatorade created the first sports drink 

on the market in 1965. It was made specifically for the Florida Gators when their football 

coach asked a physician to figure out why the heat had such a strong, negative effect on the 

athletes. After Gatorade, a Pepsico product, showed success in the market, other companies 

started to create their own sports drinks and advertise the restorative benefits. This generated 

competition in the market.  

Over the last 30 years, the sports drink market has been steadily increasing, with an 

expected compound annual growth rate of 7.8% throughout the ten year period of 2015-2025, 

according to Grand View Research. This market growth is powered by increasing numbers of 

athletes and fitness centers, along with products’ advertising efforts. Although the category is 

threatened by the push towards more natural or organic products, companies are expected to 

combat this by adjusting product formulas to fit these descriptions. To be competitive in this 

category, products must keep up with these market trends and continue to add products or 

rebrand to fit the current climate. A successful product in the sports drink market will not only 

contain the necessary health benefits (electrolytes, B vitamins), but also have an appealing 

taste, many options that fit consumer preferences, a recognizable symbol, and the ability to 

advertise effectively. 

“The Chemistry of Powerade” informs readers that, in 1988, Coca-Cola wanted to 

create its own sports drink to compete with Gatorade, leading to the conception of Powerade. 
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The competition between Pespsico and Coca-Cola has a long history with both companies each 

expanding into 200 countries. According to Investopedia, in 2018, Pepsico’s net revenue 

reached $64.7 billion, and Coca-Cola’s net revenue was reported as $31.86 billion. Over the 

years, Gatorade and Powerade have become the two top-selling sports drink brands, yet the 

sales of Gatorade are always significantly higher than the sales of Powerade. In 2015, Gatorade 

had an estimated market share of 71.2%, while Powerade held a market share of only 18.5%, 

according to a 2018 report from Forbes. The site also reports the size of the sports drink market 

that year as $64.7 billion in sales. Furthermore, according to The Wall Street Journal, in 2018 

Gatorade sales reached $5.5 billion while Powerade only reached $1.05 billion. The pattern 

holds true year after year - in 2016 Powerade sales were about 1 billion whereas Gatorade had 

sales of roughly 5 billion. In total, it is clear to see overall market preferences for Gatorade. 

This research study was conducted to determine why Powerade sales are consistently so much 

lower than those of Gatorade.  

To begin analyzing the issue, it should be noted that the advertising spending for 

Gatorade in 2013 was $108 million, while Powerade only spent $17 million (“Sugary Drink 

Facts,” 2013). Based on MRI data, the demographics of a typical sports drink consumer can be 

described as a male who did not graduate high school, between the ages of 18-24, with an 

average annual income ranging between $30,000-$39,999.  Additionally, it can be concluded 

that the demographics of a typical Gatorade user can be described as a male who has graduated 

college and gone on for more education, between the ages of 18-24, with an average salary 

ranging between $50,000-$59,999 . A typical Powerade consumer can be described as a male 

who did not graduate high school, between ages 18-24, with an average annual income ranging 
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from $30,000-$39,999. Powerade consumers appear to fit the “typical” sports drink consumer 

description, while Gatorade consumers seem to be more affluent. For more demographic 

details, reference figures 1, 2, and 3 in Appendix A. 

For a deeper analysis on Powerade’s issue, it is helpful to look at the products’ 

strengths, weaknesses, opportunities, and threats. As far as strengths, although Powerade 

consistently falls behind Gatorade, it is still the second most popular sports drink on the 

market. Powerade is more widely-recognized than BodyArmor, Muscle Milk, or any other 

sports drink brand besides Gatorade. Powerade is also a Coca-Cola product, which is one of the 

largest beverage brands worldwide. Additionally, Powerade is typically cheaper than Gatorade, 

meaning consumers who primarily focus on price would choose Powerade. For example, in 

November 2019, one 32oz bottle of Gatorade costs $0.99 at Target and $1.00 at Kroger, while 

a 32oz bottle of Powerade costs $0.85 at Target and $0.89 at Kroger. 

One clear weakness Powerade displays is its lack of advertising spending, which falls 

more than $90 million behind that of Gatorade. If people see more than 6 times the 

advertisements for Gatorade than for Powerade, it can be easily inferred that Gatorade would 

have higher sales.  Additionally, Powerade is a Coca-Cola product, which has a lower net 

revenue than Gatorade’s parent company, Pepsico. Pepsico as a whole is not only doing more 

advertising, but they also have a wider variety of products. When looking individually at 

Gatorade and Powerade, Gatorade has more flavor options and 4 more brand lines (G2, 

Gatorade Frost, ect) than Powerade. 

This leads to Powerade’s opportunity for more advertising, including using celebrity 

endorsements. This could help Powerade become more well-known; since their competitor 
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appears to have success with this technique, it would make sense for Powerade to put more 

effort into advertising. Also, Powerade has the opportunity to expand with the amount of 

flavors and the product lines. Adding a new, natural product line would allow the company to 

improve the taste of the product while advertising the increased health benefits, therefore 

competing with Gatorade’s G Organic line and giving consumers more options.  

Lastly, some threats may include the market growth of other competitors such as 

BodyArmor, as well as the emergence of newly branded electrolyte replacement drinks such as 

coconut water. Additionally, The Wall Street Journal speculates a decrease in sports drinks as a 

whole, with many people becoming concerned about chemical ingredients and questioning the 

true effectiveness of sports drinks. The clear market preference for Gatorade continues to 

threaten sales of Powerade, especially if Gatorade keeps up with market trends by adding new 

lines such as G Organic while Powerade remains constant.  

 

 

6 



Objective & Hypotheses  

The objective for conducting this research project was to determine why Powerade’s 

sales are so much lower than Gatorade’s sales year after year. We plan to answer this research 

question by proposing possible explanations for why Powerade’s sales are lower, using data to 

either accept or reject those explanations, and recommending a solution that will help increase 

the sales of Powerade to match the market leader, Gatorade. These explanations are possible 

reasons as to why Powerade’s services as a nutrient supplementer is being underutilized by 

consumers along with the cause that Powerade does not spend as much on advertising as 

Gatorade does.  

The possible explanations or hypotheses for our research question is (1) Powerade does 

not have as many sponsored athletes as Gatorade, (2) Powerade does not taste as good as 

Gatorade, (3) Powerade does not help athletic performance as much as Gatorade does, (4) 

Powerade does not offer as many flavors as Gatorade, and (5) Powerade’s symbol is not as 

recognizable as Gatorade’s. 

 The first hypothesis fits into an overall marketing theoretical framework by targeting 

the promotion of Powerade. Sponsored athletes help brands communicate information about 

their products to consumers in an appealing manner. The second hypothesis fits into the 

marketing mix by targeting the composition of the product. Taste is an important aspect of a 

sports drink and is what differentiates products in the drink market. The third hypothesis 

correlates with the marketing framework of the 4 p’s by also focusing on the product formula. 

The ingredients in the product such as sodium, potassium, chloride, calcium, phosphate, and 

magnesium help athletes replenish electrolytes that are lost during exercise. The fourth 
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hypothesis encompasses the marketing mix by focusing again on the product makeup, because 

it fixates on the variety of flavors that Powerade offers. Lastly, the fifth hypothesis fits into the 

overall marketing framework by addressing promotion, because it focuses on whether 

consumers can easily identify Powerade’s products compared to those of the market leader, 

Gatorade. To conclude, out of the hypotheses we are proposing 2 that focus on promotion and 

3 that focus on the product design.  

 

Methodology 

            During the research process, we used general research procedures to eliminate errors 

and generate a thorough, meaningful collection of data. The first procedure we used was the 

funnel technique in our survey to prevent order bias. The survey starts by asking participants 

broader questions that are generally easier to understand and answer such as, “How many 

bottles of the following beverages have you consumed in the past 30 days?” In the middle of 

the survey, it asks participants more difficult questions such as, “How much do you agree or 

disagree that Powerade comes in a wide enough variety of flavors?” At the end of the survey, it 

asks participants demographic questions that once again are easier to understand, such as age, 

income, and gender. Putting this at the end of the survey also ensures that the consumers do not 

feel pressured to answer questions in a certain way due to demographic stereotypes or 

preconceptions. 

            Another survey procedure we used was utilizing the first question to ask about 

beverages in general instead of beginning with questions about Powerade and Gatorade. This is 
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important, because it begins the survey with an unbiased question to reduce non-response error 

and order bias. The survey also used the technique of asking about multiple brands. This 

helped to disguise that Powerade was the sponsor of the study, therefore avoiding any demand 

effects. Mentioning the market leader, Gatorade, helped provide us with a benchmark or point 

of comparison for interpreting Powerade results. Refer to Appendix B for more details about 

the survey.  

The study was fielded on October 17, 2019 using Qualtrics, an online survey provider. 

For the questionnaire, we sent out 3000 email recruitment letters (refer to Appendix C for more 

details) to determine the final respondents willing to participate in the study. Minimal incentive 

was given for participating and no major problems were encountered during survey collection. 

The total number of respondents participating in the survey was 869, giving us a 29% response 

rate. We used an attention check question during the survey to determine our usable sample 

size. This question was, “How much do you agree or disagree that yesterday you suffered a 

fatal heart attack?” If the respondents did not answer “Strongly Disagree,”  they did not pass 

the attention check question and their responses were not included in our data. The number of 

respondents who passed the attention check was 777. Refer to Appendix D for more details. 

The last research procedures we used was during the process of organizing the data. To 

account for missing data such as respondents who answered, “I’m not sure” (6) or, “I’m not 

familiar with this brand (7),” we used plug rules by replacing those answers of 6’s and 7’s with 
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blanks. This allowed for data that was unimportant to not be counted when transforming the 

participants’ answers into information. Refer to Appendix E for more details.  

To organize responses on questions such as demographics, we re-weighted questions. 

We achieved this by giving responses with a lesser weight 0s and giving responses that we 

wanted to weigh greater as 1s. For example, the question regarding education, we weighed 

those who answered less than a college degree as a 0 and those who had any type of college 

degree as a 1. For demographics such as income, bottles consumed, and age, we used a nested 

if function to code our data. An example of our income nested if statement is 

=IF(CQ2=1,25,IF(CQ2=2,38,IF(CQ2=3,63,IF(CQ2=4,88,IF(CQ2=5,113,IF(CQ2=6,138,IF(CQ

2=7,163,IF(CQ2="","")))))))). With this coded data, we found the average income of the 

participants in the survey to be almost 56k while the average age of the demographics was 35. 

The average bottles of Powerade consumed in 30 days was 2.03 and the average bottles of 

Gatorade consumed  in 30 days was 3.05. Refer to Appendix F for more details. 

The last method procedure we used was coding open ended frames. In the 

questionnaire, the participants were asked to list sports drink brands that they’re aware of. To 

turn this data into viable information, we coded unaided awareness by creating the 7 most 

popular brands as variable names in the first row and putting data in the following rows. If the 

participant was aware of the brand, we coded it as a 1, and if the participant was unaware of the 

brand, we coded it as a 0. Refer to Appendix G for more details. 
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Results  

Overall, our research was conducted to understand the reasoning behind why sales of 

Powerade have consistently been lower than sales of Gatorade year after year. Our survey 

results allowed us to generate primary data, while our secondary data researched from various 

online sources was used to back up our points and draw more complete conclusions. We used 

analysis tools such as graphs, t-tests, and perceptual maps to explain how we transformed our 

data to determine which of our hypotheses to accept, and which of those to reject. We 

organized our results explanations by their proper placement within the 4p’s of the marketing 

mix. After all of our analyses, we were able to determine two major issues, which are the lack 

of flavors and the lack of endorsement deals.  

Sports Drink Usage 

The graph below illustrates the usage of sports drinks in number of cans in 30 days. The usage 

of Gatorade is slightly above 3.0, while Powerade is slightly above 2.0. We could say that there 

is a difference, just by looking at this graph, but with other attributes, it is necessary to test our 

hypothesis to see if there is a meaningful difference. The graph was the first stepping stone to 

figuring out whether we would be able to reject or accept our hypothesis. Following this graph 

we conducted a sample t test, which is explained in the excerpt following the graph. 
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Appendix H figures 1a and 1b show the results​  ​for past 30 days of consumption for  Powerade 

among all respondents. Based on the results of the sample t test, we were able to reject the null 

hypothesis and accept the alternative hypothesis, because 1-.000 = 100%, which means we are 

over 95% sure there is a meaningful difference between the values. Powerade usage is 

significantly lower than Gatorade (p < .01), confirming our overall concern.  

Powerade Awareness vs. Gatorade Awareness  

We hypothesized that Gatorade had a more recognizable symbol in comparison to Powerade. 

The graph below represents the percentages in regards to the awareness of various sports 

drinks. To further analyze these averages, we conducted sample T tests shown in Appendix H 

figures 2a and 2b to validate our hypothesis. The null hypothesis was that there is no difference 

in the awareness. Our alternative hypothesis was that there was a difference in the awareness. 

Our P-value is less than 0.05, which allowed for us to reject the null hypothesis and accept the 

alternative hypothesis, because 1-.000 = 100% means that we are over 95% sure of the 

difference.  

Unaided vs. Aided Awareness Graphs For Sports Drinks  
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The unaided awareness graph allows for you to see the difference in percentages in regards to 

our open response awareness question. Our ​unaided awareness question gave us ​the percentage 

of respondents who were ​aware​ of the products at the top-of-mind without being assisted. As 

for our aided awareness multiple choice questions, we were given the percentage of 

respondents aware of the product when asked.  

 

Aided Awareness Graph For Sports Drinks  

 

Powerade Has Fewer Flavors Than Gatorade 
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We hypothesized that Powerade did not have as many flavors as Gatorade. Our null hypothesis 

was that​ ​there is no meaningful difference between Powerade flavors and Gatorade flavors. 

Our alternative hypothesis was that there is a meaningful difference between Powerade flavors 

and Gatorade flavors. Appendix H figures 3a and 3b  include a sample t test, where the results 

allowed for us to reject the null hypothesis and accept the alternative hypothesis, because 

1-.000 is a 100%, which means that being above the 95% probability benchmark tells us that 

there is a meaningful difference between the amount of Powerade flavors and Gatorade flavors. 

Perceptual Map 1 illustrates our perceptual map which shows the relationship between the 

triers of Gatorade and Powerade in regards to our taste and flavor questions separately.  

Powerade Has Fewer Athletic Endorsements Than Gatorade 

Our hypothesis suggests that Powerade has a lower amount of athletic endorsements in 

comparison to Gatorade. Our Perceptual Map 3 allows for one to see the average response to 

our  Gatorade and Powerade endorsement questions singley. You can view the relationship 

between those who have tried Gatorade and Powerade as well. Appendix H figures 4a and 4b 

illustrates our sample t test for our hypothesis. Our null hypothesis was that there is no 

meaningful difference between Powerade and Gatorade athletic endorsement amounts. Our 

alternative hypothesis was that that there is a meaningful difference between Powerade and 

Gatorade endorsement amounts. We were able to reject the null and accept the alternative 

hypothesis, because 1-.000 is a 100% probability, which means that there is a meaningful 

difference between the endorsement numbers. 

Powerade Does Not Taste as Good as Gatorade 

In Appendix H figures 5a and 5b you will see that conducted hypothesis test for our taste 

hypothesis. This hypothesis suggested that triers of Gatorade and Powerade favored the taste of 
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Gatorade over Powerade. 1-.000 gives you 100%, which then validates our alternative 

hypothesis. The test suggest that we are over 95% sure of the difference between the taste of 

the drinks. We were able to reject the null, because we concluded that there was a meaningful 

enough difference. In our  Perceptual Map 1 you can see the significant gap in regards to the 

satisfaction of taste for Powerade versus Gatorade. This was one of the contributing issues for 

our recommendation on how to increase sales of powerade.  

Powerade Lacks in Helping Enhance Athletic Performance 

We created a sample t test to validate our hypothesis on the subject of Powerade not enhancing 

athletic performance as well as Gatorade in Appendix H figures 6a and 6b. We performed the 

test and we found a 100% probability that there is a meaningful difference, as we have for 

previous hypotheses. Our null hypothesis was that there was no meaningful difference between 

the performance enhancing levels between Gatorade and Powerade. Our alternative hypothesis 

suggested that there was a meaningful difference between the two. Since we found the 100%, 

we were able to reject the null and accept the alternative hypothesis.  

Attribute Ratings By Brand  

In the figure below, we have the comparison of attributes for Powerade and Gatorade. These 

attribute ratings are based off a 5 point scale.  This shows how many of the attribute averages 

for Powerade exceed those of Gatorade. For research purposes we tested the attribute ratings 
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for meaningful differences if they were within our hypotheses.

 

 

Perceptual Maps  

   

Map 1 
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Map 2 

 

Map 3 

Powerade Buyers Vs. Non-Buyers 

Demographic Graph 1 suggests that the average income for Powerade non-buyers happens to 

be substantially lower than Gatorade non-buyers. On the contrary, the average income for 

buyers of Powerade exceeds the average income for Gatorade buyers. In Demographic Graph 2 

the average age of Gatorade and Powerade non-buyers versus buyers is displayed. The average 

age for Gatorade non-buyers is slightly lower than the average age for Powerade non-buyers. 

As for buyers, the average age for Gatorade exceeded the average for Powerade buyers. 
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Demographic Graph 3 illustrates the average gender for consumption of Gatorade and 

Powerade buyers and non-buyers. This graph is organized on a 0-1 point scale, with 1 meaning 

male and 0 meaning female. If the data is closer to 1 (above 0.5), the majority of respondents 

are male, while closer to 0 (below 0.5) means the majority are female. The average gender for 

Gatorade was slightly higher for non-buyers in comparison to Powerade. As for buyers, the 

average gender for Gatorade was slightly smaller as well. For Demographic Graph 4, we used 

the averages for education completed of our sample size. The average of educated non-buyers 

of Gatorade was substantially lower than Powerade. The average of educated buyers of 

Gatorade was substantially higher than Powerade.  

Demographic Graphs  

 

Demographic Graph 1 
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Demographic Graph 2 

 

Demographic Graph 3 
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Demographic Graph 4 

Conclusions 

As previously explained throughout our report, Powerade’s sales have been lower than 

desired since its conception comparable to the market leader, Gatorade. In conclusion, our 

results found by analyzing the primary data from our survey through charts, perceptual maps, 

and t-tests shows why Powerade’s sales are so much lower than Gatorade’s sales, in each 

consecutive year. We found that Gatorade spends more money on their advertising and 

endorsements, resulting in higher consumption levels for their products. By performing 

hypothesis testing for attributable ratings, we came to the conclusion that awareness was not 

the only issue Powerade faced. We were able to validate each of our hypotheses through paired 

sample t-tests using survey data provided by respondents on Powerade and Gatorade. All of 

our hypotheses were accepted on the basis that our sigma 2-tailed values were all .000 giving 

us a 100% certainty that there’s a meaningful difference between values, therefore accepting 

the alternative hypotheses. Because each of our 5 hypotheses were accepted, we based our 
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recommendations off of further analyzes of our perceptual maps. This information allowed us 

to further narrow down the 3 major problems within our 5 hypotheses.  

Recommendations 

Based on our extensive analysis of primary and secondary data, the 3 major problems 

out of our 5 hypotheses are Powerade not having as many sponsored athletes as Gatorade (.42 

difference on the perceptual map), Powerade not tasting as good as Gatorade (.47 difference on 

the perceptual map), and Powerade not offering as many flavors as Gatorade (.19 difference on 

the perceptual map). Our research conveyed that the two major factors separating Gatorade 

from Powerade is taste and flavors offered; moreover, consumers prefer the taste of Gatorade 

over Powerade, and Gatorade offers more flavors than Powerade. 

Since Powerade is lacking in the perception of taste and amount of flavors compared to 

Gatorade, our recommendation is to improve the overall taste and diversify the product’s 

flavors by creating a new product line involving 6 flavors - mixed berry, fruit punch, orange, 

grape, strawberry, and white cherry - providing a fresher and healthier line of Powerade sports 

drinks. By replacing high fructose corn syrup with organic cane sugar, the drink will feel 

lighter and more natural tasting, factors for which consumers have shown preferences. The new 

product line will promote the health benefits by advertising to accomodate for the market shift 

toward organic products. This will add a variety of new flavors for consumers to choose from, 

the price will remain relative to current Powerade products, it will be distributed to all retailers 

that currently sell Powerade products, and it will provide consumers with new, healthier 

options for Powerade sports drinks.  
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Our recommendation is better for Powerade than Gatorade, because Gatorade is already 

more preferred with these attributes of taste and flavors offered than Powerade, based off 

results from our survey. Gatorade already has 4 more product lines than Powerade, and 

Gatorade does not use high fructose corn syrup, and they already offer an organic product line.  

To determine the expected results for producing this new proposed product line, we 

used secondary research to discover the cost of the inventory needed as well as advertising 

spending. To calculate the cost of inventory, we first needed to establish the cost of the sports 

drinks’ main ingredients which are water, sodium, and sugar. According to the American 

Water Works Association, water is only a $1.50 for 1,000 gallons of water. Because there are 

only 32 ounces in a plastic bottle, we can conclude that the cost of water is less than a cent to 

fill 4 plastic bottles. Moreover, because the cost of water is so minimal, it does not need to be 

taken into account when calculating the cost of ingredients. The same reasoning can be applied 

to the second main ingredient, sodium. The third main ingredient, organic cane sugar, costs 

$8.88 for a 25 lb bag according to Walmart. Therefore, if 333 bottles can be produced with one 

25 lb bag of organic cane sugar, then the ingredient costs 3 cents per bag. Custom Water claims 

a new bottle label costs around 20 cents, and Business Insider suggests the cost of producing 1 

plastic water bottle is 2.1 cents. Therefore, the overall cost of producing one new bottle from 

our proposed product line will cost a total of 25 cents. 

After calculating the cost for 1 bottle, we used multiple secondary sources to find the 

overall spending on inventory. According to forbes, in 2015 Powerade had 18.5% of the sports 

drink market. By multiplying this percentage by the number of sports drinks sold in 2015, 

which was 61 million based off figures provided by Statistica, we determined the amount of 
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sports drinks Powerade sold in 2015 to be 11.3 million. When dividing this cost by 2 to 

account for both product lines, we discovered 5.65 million sports drinks were sold for each 

product line. To conclude, by multiplying the 5.65 million by the cost of making 1 bottle, 25 

cents, we found that inventory expense would be roughly 1.4 million.  

As stated in the introduction, the advertising spending in 2013 for Powerade was $17 

million. We took this number and divided it by 2 to take into account that Powerade has two 

product lines, discovering that the spending on advertising for one product line is $8.5 million. 

We then added the cost of inventory, $1.4 million, with the cost of advertising spending, $8.5 

million, to find that the overall cost of producing a new product line is $9.9 million.  

To determine the overall increase in sales the new product line would create, we used 

the cost of the new product line and divided it by the previous cost of advertising, $17 million, 

which gave us 58%. Then we multiplied the 58% by our advertising elasticity of demand, 

calculated from a graph provided, which was .07, totaling an increase of sales of about 4%.  

Next, we calculated the return on investment (ROI) for our proposed marketing 

activity. We used the starting revenue of $1,020.48 million from statista for Powerade which, 

when multiplying that number by the 4% increase in sales, gave us an ending revenue of 

$1,062.1 million. By subtracting Powerade’s ending revenue by its starting revenue, we found 

the incremental gross revenue to be $41.62 million, and when multiplying this by our gross 

margin of 67%  (“MacroTrends,” 2019), gave us an incremental gross margin of $27.89 

million. After subtracting this incremental gross margin by the incremental marketing cost of 

the new product line divided by the incremental marketing cost, we determined the ROI for our 

marketing solution to be 182%.  
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The time in which it will take Powerade’s total cost to equal its total revenue, or the 

breakeven timing,  is about 4.5 months. This number was calculated by dividing incremental 

gross margin, $27.89 million, by the 12 months that make up a year, and then dividing this 

number under the marketing cost of $9.9 million. 
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Appendix A  

MRI Data 

Figure 1- Powerade 
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Figure 2- Gatorade 

 

Figure 3- The Sports Drinks Market  
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Appendix B 

Questionnaire  
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Appendix C 

Recruitment Letter  

 

 

 

 

 

 

 

 

30 



Appendix D 

Attention Check Table  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

31 



Appendix E 

Replacing 6’s & 7’s with Blanks for Attribute Ratings 
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Appendix F 
Averaged Demographics  
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Appendix G 

Excel Spreadsheet on Unaided Awareness
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Appendix H 

SPSS Runs 

 

Paired Samples Statistics 
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Figure 1a 
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Paired Samples Statistics 

  
Mea

n N Std. Deviation Std. Error Mean 
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Figure 2a 
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Paired Samples Statistics 

  
Mean N 
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Pair 
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FlavorsPowerade 4.14 705 .753 .028 
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Figure 3a 
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Paired Samples Statistics 

  
Mean N 

Std. 
Deviation 

Std. Error 
Mean 

Pair 
1 

AthletePowerade 2.56 676 1.040 .040 

AthleteGatorade 2.74 676 1.105 .043 

Figure 6a 
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