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In 2012, Gatorade began airing a series of ads on television supporting their ‘Win from Within’ campaign.  
The campaign features three different ads that appear to be targeted to teens.  Two of the ads, ‘Jordan’ 
and ‘Lochte,’ feature Gatorade drinks. The third, ‘Isn’t Enough,’ features Gatorade Nutritional Supplement 
Bites.  We conducted an analysis of Nielsen data for the first quarter of 2012 that examined television 
exposure for each ad among children, teens and adults. 
 
Methods 
To measure exposure to TV advertising for Gatorade, we licensed gross rating points (GRP) data from 
Nielsen. GRPs measure the total audience delivered by a brand’s media schedule, expressed as a 
percentage of the population that is exposed to each commercial on a certain program over a specified 
period of time. Nielsen calculates GRPs as the sum of all advertising exposures for all individuals within a 
demographic group, including multiple exposures for individuals (i.e., gross impressions), divided by the size 
of the population, and multiplied by 100.  
 
GRPs are the advertising industry’s standard measure to assess audience exposure to advertising 
campaigns, and Nielsen is the most widely used source for these data.1 GRPs, therefore, provide an 
objective outside assessment of advertising exposure. In addition, GRPs can be used to measure 
advertisements delivered to a specific audience, including different age groups (also known as target rating 
points or TRPs), and provide a per capita measure to evaluate relative exposure. For example, if a particular 
brand had 2,000 GRPs in 2010 for 12- to 17-year-olds and 1,000 GRPs for 18- to 49-year-olds, we can 
conclude that adolescents saw twice as many ads for that brand in 2010 compared with adults. 
 
We obtained GRP data for each Gatorade creative aired in Q1 2012 including all programs and distributors 
on national television (i.e., network, cable, and syndicated) and all brands included in Nielsen brand code 
“Gatorade Drinks-Isotonic” for the following age groups: children (2-11 years), teens (12-17 years), and 
adults (18-49 years). We then removed creative descriptions not associated with the ‘Win from Within’ 
campaign. 
 
We used the GRP data to calculate the following TV advertising exposure measures: a) total exposure by ad 
and distributor was calculated by summing the average exposure for all programs for each distributor; b) 
teen-to-adult targeted ratio measures teens’ exposure to the advertisements relative to adults. The ratio 
for each brand and distributor was calculated by dividing GRPs for teens (ages 12-17) by GRPs for adults 
(ages 18-49). A targeted ratio greater than 1.0 indicates that the average teen viewed more advertisements 
than the average adult. For example, a targeted ratio of 1.5 indicates that teens viewed 50% more ads than 
adults viewed. A targeted ratio of less than 1.0 indicates that they viewed fewer ads. 
 
Results 
Table 1 presents the Gatorade ‘Win from Within’ television ads viewed by children, teens and adults in Q1 
2012. It also includes ads viewed by distributor for all distributors with more than 5 GRPs for any age group. 
In addition, the table illustrates the teen-to-adult targeted ratio for each ad and distributor shown. 

                                                           
1
 Nielsen. 2010; www.nielsen.com. 
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Gatorade appears to target teens with their media buys, particularly with the ‘Jordan’ ad which had the 
greatest level of exposure among teens 12-17. The average U.S. teen saw 1.85 of these ads during the first 
quarter of 2012, 22% more ads than adults saw. More than half of this exposure occurred on teen targeted 
cable networks, including Adult Swim, Teen Nick, ABC Family, and MTV.  
 
The ad ‘Isn’t Enough,’ which was seen as a 60 second ad as well as a 30 second ad, also reached the teen 
audience with a total of 1.68 ad exposures during the first quarter of 2012.   While the teen-to-adult ratio of 
.7 illustrates that more adults were exposed to this ad than teens, the highest level of GRPs delivered by 
any one distributor was MTV. 
 
The ad ‘Lochte’ had the least exposure of the three with a total of 50.1 GRPs delivered to teens in Q1 2012 
which is 73% and 70% less than the ‘Jordan’ and ‘Isn’t Enough’ ads, respectively.  It is worth noting, 
however, that ‘Lochte’ also appeared on teen targeted networks including Adult Swim and Teen Nick. 
 

 
 

Ad Product Distributor^                             

2-11 

Years

12-17 

Years

18-49 

Years

Jordan Total Gatorade Drinks - Isotonic RTS 79.8 185.2 152.0 1.2

  Jordan Adult Swim 20.5 43.9 19.3 2.3

  Jordan Teen Nick 14.8 27.8 6.0 4.7

  Jordan ABC Family 8.8 18.7 12.6 1.5

  Jordan MTV 2.8 13.5 9.1 1.5

  Jordan Comedy 1.9 12.4 10.9 1.1

  Jordan TBS 5.6 12.1 21.5 0.6

  Jordan TNT 5.8 12.1 14.2 0.9

  Jordan FUSE 2.2 10.8 5.1 2.1

  Jordan Spike TV 5.0 9.1 14.7 0.6

  Jordan MTV2 1.9 6.8 3.2 2.1

  Jordan ESPN 2.4 3.9 10.2 0.4

Lochte Total Gatorade G Series Drinks-Isotonic RTS 21.1 50.1 53.2 0.9

  Lochte Adult Swim 2.4 8.3 4.0 2.1

  Lochte Teen Nick 5.0 8.7 1.7 5.2

  Lochte TBS 2.9 7.1 11.1 0.6

  Lochte ESPN 1.0 2.0 6.1 0.3

Isn't Enough Total Gatorade G Series Nutritional Supplement Bites 78.4 168.1 252.2 0.7

  Isn't Enough :30 ABC 4.9 5.8 8.6 0.7

  Isn't Enough :30 MTV 7.6 42.2 34.3 1.2

  Isn't Enough :30 ESPN 8.2 19.3 41.6 0.5

  Isn't Enough :30 FOX 12.5 18.9 27.4 0.7

  Isn't Enough :30 CBS 16.0 18.1 44.5 0.4

  Isn't Enough :30 MTV2 2.6 14.0 7.2 1.9

  Isn't Enough :30 NBC 4.4 5.7 13.0 0.4

  Isn't Enough :30 NBA TV 1.3 5.3 5.0 1.1

  Isn't Enough :30 TNT 1.8 5.2 5.9 0.9

  Isn't Enough :30 ESPN2 2.1 3.7 9.0 0.4

  Isn't Enough :30 ESPN News 1.5 2.3 6.7 0.3

  Isn't Enough :30 Speed 3.0 1.5 9.8 0.1

  Isn't Enough :60 ESPN 6.6 10.3 20.0 0.5

  Isn't Enough :60 MTV 1.1 5.0 2.5 2.0

* The number of ads viewed by the average individual in each age group during Q1 2012 can be calculated by dividing total GRPs by 100

^ Includes all distributors with 5 or more GRPs delivered to at least one age group. Total includes distributors that are not listed with <5 GRPs.

Q1 2012 GRPs*
Teen-to-

adult 

ratio

Table 1. Exposure to Gatorade 'Win from Within' Television Campaign in Q1 2012.
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