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Executive Summary
Sport drinks are very popular these days. A lot of people consume this kind of drink after sporting. Other people consume this product because they like the taste or it gives them more energy. The sport drinks market is a huge market in the world. This is all due to smart marketing, people want to buy a sport drink that famous athletes also use. That flatters their soul. The manufactures of sport drinks are aware of that and they made big deals with a lot of famous athletes to endorse their brand.
One of the problems with consuming sport drinks is the large amount of sugar within it. A general sport drink consists of twelve lumps of sugar. This is not a matter of common knowledge at the general public. This is a big social problem.

The purpose of this research is to investigate the following research question:
How does a physical attractive endorser on the one hand and an expertise endorser on the other hand influence the endorsed product in the sport drinks market?
The match-up hypothesis plays a crucial role in answering this question. This hypothesis (e.g. Kamins, 1990) suggests that endorsers are more effective when there is a “fit” between the endorser and the endorsed product.
The expertise endorser in this research is the world-famous golfer Tiger Woods. The physical attractive endorser is called by a fictitious name, namely Hillary Parker. One part investigates which type of endorser leads to a better fit between the endorser and the endorsed sport drink brand (Gatorade). The other part focus on which type of endorser leads to a better perception towards sport drinks. 

The research was conducted by means of a survey under 159 Dutch respondents.

The results show that there is no clear answer on the question which type of endorser must be used in advertisements for sport drinks. 

For the fit between the endorser and Gatorade it doesn`t matter if an expertise endorser or a physical attractive endorser is used in the advertisement. There is no significant difference between the 2 types of endorsers.
To see if the kind of endorser that is used in the advertisement influences the perception of the respondents towards sport drinks five questions are asked. In this case the results are mixed. For only 1 question an expertise endorser leads to a significant better perception towards sport drinks. This question is about the effectiveness of sport drinks during easy exercise. For the other 4 questions the kind of endorser that is used in the advertisement had no influence on the perception of the respondents towards sport drinks.

Another important conclusion is that the knowledge of the respondents concerning the amount of sugar within a sport drink is to small. The respondents are not aware of the large amount of sugar within sport drinks. This is from a social perspective a striking conclusion. A general sport drink consists of twelve lumps of sugar, while the amount lies between 6.6 and 7.7 in the mind of consumers. In all the cases there is a significant difference between the perception of the respondents towards the amount of lumps of sugar within sport drinks and the real amount of sugar within these drinks. This means that in all the cases the perception of the respondents towards the amount of lumps of sugar is significantly different than reality. 
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1. Introduction
Sport drinks are very popular today. A lot of people consume this kind of drink after sporting. Other people consume this product because they like the taste or it gives them more energy. The sport drinks market is a huge market in the world and the growth of this market in the last years is impressive. The forecasts for this market in the near future are also very positive. This is all due to smart marketing, people want to buy a sport drink that famous athletes also use. That flatters their soul. The manufactures of sport drinks are aware of that and they made big deals with a lot of famous and international athletes to endorse their brand.
The sport drinks market is an interesting market to investigate. This is because sport drinks are different on one important aspect compared to other kind of beverages people could consume after sporting. My assumption is that the negative aspects of drinking sport drinks are not a matter of common knowledge at the general public. This in contrast with other beverages such as Coca Cola and Red Bull. A lot of people are not aware of the fact that a general sport drink consists of twelve lumps of sugar. This amount is huge. Therefore it is striking to see that famous and international athletes are endorsing these kind of drinks. They are seen by the public as people who care a lot about their body and health. Because these athletes endorse these kind of drinks, consumers think that there are no negative things associated with drinking it, otherwise the athlete won`t endorse the brand. 

Another negative consequence of consuming sport drinks is the erosive potential for your teeth. Milosevic (1997) investigated the dental hazards associated with eight brands of sport drinks. The results indicate that all the sport drinks in this study have erosive potential.

An additional negative aspect is that sport drinks often contain not natural pigments, the so-called “AZO-pigments”. These pigments may have an influence on the behavior and concentration of children (http://www.sunwell.nl).
One of the topics that will be discussed in this thesis is the large amount of sugar within sport drinks. The other two negative aspects will be leaved out of consideration. 

In this thesis the sport drinks market is considered from a company view and from a social view. Because a lot of sport drink brands make use of endorsers and  a lot of money is spent on the deals with them, considering the company perspective is important. At the same time the social perspective is considered because sport drinks contain a lot of sugar but this fact is not known by the general public. Also the fact that athletes endorse these kind of products while these products are not good for you, makes it important and even more important to consider the social perspective. 

In this chapter, the importance of knowing the effectiveness of endorsers in the sport drinks market will be discussed. A short overview of the sport drinks market will be given to create more understanding about this market. In the next part the use of endorsers in this market will be described. This section will conclude with the “match-up hypothesis”. This hypothesis is about  the importance of fit between the endorser and the endorsed product. In the end this will result in the research question for this study.
1.1 The sport drinks market
The sport drinks market was around US $300 billion in terms of sales worldwide in 2005. The global sport drinks market increased by 10% to 9.71 million litres in 2005. North America accounted for 49% of sport drinks consumption worldwide in 2005 and was expected to continue global market leadership out to at least 2010.
The Asia Pacific region held a 38% share of global volume in 2005 with the majority of the volume generated in Japan and China. Japan is second after the United States in terms of per capita sport drink consumption, but China is set to overtake Japan as Asia Pacific's leading market by volume by the year 2010. The market for sport drinks in Western Europe is now over €1,000 million (2003), with a volume of 477 million litres. Germany is the leading market for sport drinks in Western Europe followed by Italy and the United Kingdom (http://www.researchwikiscom).
The sport drinks market is targeted mainly at young consumers with buying power. Currently the sport drinks market is targeted not only at athletes but also towards health-conscious general consumers and the largest growing segment of the sport drinks market is for non-athletes (http://www.researchwikis.com).
In the soft drinks market there exists a perpetual fight between Coca Cola and Pepsi. In the sport drinks market this is quite the same. The sport drink Powerade is originating from Coca Cola, while Pepsi is on this market with their sport drink Gatorade. The American market of sport drinks is dominated by Gatorade with a market share of 75% in 2009. The second player on this market is Powerade with a market share of about 20% (http://managing21.skynetblogs.be).
1.2 The role of endorsers

In this section the role of endorsers will be discussed. First it will start with an overview of endorsers in general, after that it will be applied to the sport drinks market.

1.2.1 The role of endorsers in general

Erdogan (1999) says use of celebrities as part of marketing communications strategy is a fairly common practice for major firms in supporting corporate or brand imagery. Atkin and Block (1983) and Petty, et al. (1983) found that celebrity endorsers produced more positive attitudes towards advertising and greater purchase intentions than a non-celebrity endorser. 

Companies invest large sums of money to align their brands with endorsers. Such endorsers are seen as dynamic with both attractive and likeable qualities (Atkin and Block 1983) and companies plan that these qualities are transferred to products via marketing communication activities (Langmeyer and Walker 1991a, 1991b; McCracken 1989; Walker et al. 1992). Furthermore, because of their fame, celebrities serve not only to create and maintain attention, but also to achieve high recall rates for marketing communication messages in today's highly cluttered environments (Croft et al 1996; Kamins, et al. 1989; Ohanian 1991; O'Mahony and Meenaghan 1997).
Estimates about utilizing celebrity endorsers in marketing communication activities have risen markedly. In 1979, celebrity endorsers' use in commercials was estimated as one in every six advertisements (Howard 1979). By 1988, estimates were one in five (Motavalli 1988). Shimp (1997) claimed that around 25% of all US-based commercials utilize celebrities.
Erdogan (1999) discusses the potential advantages of using endorsers. The positive points are: 

· increased attention;
· image polishing;
· brand introduction;
· brand repositioning; 
· underpin global campaigns. 
In general you can say that making use of endorsers for a particular brand has advantages but it has also some potential disadvantages (Pruppers, 2008): 
· The endorser can endorse so many products that they lack any specific product meaning or are seen as opportunistic or insincere; 
· Endorsers can get in trouble or lose popularity, diminishing their marketing value to the brand or just fail to live up to expectations; 
· Consumers can get a feeling that celebrities are only doing the endorsement for the money and do not necessarily believe in or even use the endorsed brand; 
· Endorsers may distract attention from the brand in ads so that consumers notice the stars but have trouble remembering the advertised brand. 

1.2.2 The role of endorsers in the sport drinks market

Given the immense public interest in sport (Davies 1994), it is not surprising to find athletes commonly used in advertising (Turner & Bounds 1995). One of the key reasons why the sport drinks market is so huge at this moment is, because of these endorsers, thus F. Brouns biomedical researcher of Maastricht University. The managers of these brands know that when a consumer sees a famous and successful athlete drinking a particular sport drink brand, they want to buy it. That flatters their soul. The consumers think that drinking that sport drink will make them also successful in their performance. The managers of the sport drink brands are aware of that and they made big deals with a lot of famous and international athletes to endorse their brand. 

The best example is the marketing campaign of Gatorade using Michael Jordan as an endorser for their product. Gatorade’s deal with Jordan allowed them to create their incredibly popular “Be Like Mike. Drink Gatorade.” advertisements and capitalize on Jordan’s popularity (see Figure 1). In fact, ESPN rated that commercial as the seventh best sports commercial in the last 25 years (Rovell, 2005).
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Figure 1: Gatorade`s Be Like Mike advertisement
In recent years many international, successful and famous endorsers are used by the different kind of sport drink brands. For example Tiger Woods and Kim Clijsters both endorsed a particular brand, respectively Gatorade and AA Drink.

1.3 The importance of knowing the effectiveness of endorsers

From a company perspective understanding the effectiveness of endorsers is an important issue, because many sport drinks make use of endorsers in their advertisements and the deals that they make involve a lot of money. The sport drink giant Gatorade for example signed a mega deal with golfer Tiger Woods. They agreed to a five-year deal that could pay him as much as $100 million (http://www.golf.com). For this particular company it is essential to know if this marketing money is spend in an efficient way and on the right endorser. 

The match-up hypothesis can give an appropriate answer on this important question. In other words: Is there a match between the endorser and the endorsed brand? This hypothesis is generic applicable, so it can also be applied on the sport drinks market. Despite of the fact that it was tested in another setting.  
Early research found that the effectiveness of endorsers varies by product (Friedman and Friedman, 1979). McCracken (1989) believes that some celebrity/product endorsements work better than others due to an inherent match or congruency between the celebrity and the product. This idea of endorser/product fit or congruence has been labeled the “match-up hypothesis”. 
The match-up hypothesis (e.g. Kamins, 1990) suggests that endorsers are more effective when there is a “fit” between the endorser and the endorsed product. Most of the empirical work on the match-up hypothesis has focused on the physical attractiveness of the endorser. The argument is that attractive celebrities are more effective endorsers for products which are used to enhance one’s attractiveness. 
Till et al (1998) believe that other aspects/characteristics of the endorser (such as expertise) may be more potent (provide an opportunity for greater fit) than physical attractiveness.
1.4 Research question

The current literature does not provide research on the fit between the kind of endorser (physical attractive or expertise) of a sport drink brand and the brand itself. There is also no answer on the question how a physical attractive endorser on the one hand and an expertise endorser on the other hand influence the perception of consumers towards sport drinks. Most of the literature is based on products which are used to enhance one’s attractiveness, but little research is done on products which are used to enhance one`s performance.
There is no clear answer on the question if physical attractiveness or expertise of the endorser is a better predictor of fit between the endorser and the endorsed sport drink brand. In practice the sport drink brands make use of both types, as shown in Figure 2 and 3 on the next page. But which one is more effective from a company perspective? 

On the other hand the role of endorsers in shaping the perceptions of consumers towards sport drinks is an important topic from a social perspective.
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Figure 2: Gatorade advertisement using                           Figure 3: Gatorade advertisement using
a physical attractive endorser                                           an expertise endorser
Therefore, the purpose of this research is to fill this gap, by investigating the following research question:
How does a physical attractive endorser on the one hand and an expertise endorser on the other hand influence the endorsed product in the sport drinks market?

1.5 Overview of the structure

This paper is organized as following. First, the theoretical background of this research will be discussed. More attention will be paid towards the match-up hypothesis upon which the hypotheses will be based. Next, the research method will be described and the results will be presented. Finally, a conclusion of the results will be given, consisting of the implications of this research for managers and policymakers as well as suggestions for further research. Also some recent developments within this market will be discussed.
2. Theoretical background and hypotheses
Given the extensive use of celebrities for such objectives as getting attention, improve a brand’s image, and positioning a brand (Kaikati, 1987), it is important that celebrity/product pairings are wisely considered. For companies it is very important to select carefully the right endorser for their product in order to maximize the value of the endorsement. The match-up hypothesis is playing a crucial role in answering this topic. This section will start with a description of the different concepts for this research, followed by an explanation of the match-up hypothesis and the physical attractiveness and expertise match-up factors. This part will conclude with the hypotheses.

Much of this part is based on the company perspective towards sport drink endorsers. Only at the end of this part the social perspective is mentioned.

2.1Specifications of concepts

In the existing literature only one definition of a celebrity endorser is used. All refer to the definition of McCracken's (1989), "any individual who enjoys public recognition and who uses this recognition on behalf of a consumer good by appearing with it in an advertisement.”

Expertise is defined as: “the extent to which a communicator is perceived to be a source of valid assertions.” It refers to the knowledge, experience or skills possessed by an endorser. It does not really matter whether an endorser is an expert; all that matters is how the target audience (Ohanian 1991) perceives the endorser. Expert sources influence perceptions of the product's quality. A source/celebrity that is more expert has been found to be more persuasive (Aaker and Myers 1987) and to generate more intentions to buy the brand (Ohanian 1991). Speck, Schumann and Thompson (1988) found that expert celebrities produced higher recall of product information than non-expert celebrities; but the difference was not statistically significant.
In order to discern the importance of attractiveness, one only has to watch television or look at print advertisements. Most advertisements portray attractive people. Consumers tend to form positive stereotypes about such people and, in addition, research has shown physically attractive communicators are more successful at changing beliefs (Debevec and Keman 1984) and generating purchase intentions (Petroshius and Crocker 1989; Petty and Cacioppo 1980) than their unattractive counterparts.

Attractiveness does not mean simply physical attractiveness, but includes any number of virtuous characteristics that consumers might perceive in a celebrity endorser for example, intellectual skills, personality properties or lifestyles.
According to Kamins, et al. (1989) identification is an important issue in understanding the effectiveness of physical attractive endorsers. Identification is said to occur when an individual adopts the behavior of another person (or group). Because the individual aspires to be like that person or group, adoption of the behavior enhances the individual's self-image. This process relates to Deutsch and Gerard's normative influence type and has been hypothesized to be strongly related to affective characteristics of the celebrity endorser such as likeability and attractiveness (Friedman and Friedman 1979). It is through the identification process that celebrity endorsements achieve their effectiveness, particularly in the case of products high in psychological or social risk.
2.2 The match-up hypothesis

The match-up hypothesis (e.g. Kamins, 1990) suggests that endorsers are more effective when there is a “fit” between the endorser and the endorsed product. In a study using male and female models paired with different types of products, Kanungo and Pang (1973) noted that the effect of the models varied with the product the models were paired with, and explained their effects in terms of the “fittingness” of the model for the product. The idea of a fit between the celebrity and the product became formalized under the rubric “match-up hypothesis” (Kahle and Homer, 1985; Kamins, 1990; Lynch and Schuler, 1994; Solomon et al., 1990).
Advertising a product via a celebrity who has a relatively high product congruent image leads to greater advertiser and celebrity believability relative to an advertisement with a less congruent product/spokesperson image (Kamins and Gupta 1994; Kotler 1997).
The absence of connection between celebrity endorsers and products endorsed may lead consumers to the belief that the celebrity has been bought i.e. handsomely paid to endorse the product or service. Evans (1988) claimed that the use of celebrities, if celebrities do not have a distinct and specific relationship to the product they are endorsing, tends to produce, what he called, the 'vampire effect' which occurs when the audience remembers the celebrity, but not the product or service.

2.3 The attractiveness of the endorser

Generally, match-up research has focused on the appropriate match between an endorser and a product based on endorser physical attractiveness (e.g. Kahle and Homer, 1985; Kamins, 1990). Specifically, the match-up hypothesis predicts that attractive endorsers are more effective when promoting products used to enhance one’s attractiveness. 
Under the assumption that "what is beautiful is good," advertisers have often

chosen celebrities on the basis of their physical attractiveness, intending to gain from

the dual effects of celebrity status and physical appeal (Singer 1983). Indeed, a considerable amount of research exists both in the social sciences and in marketing supporting such a strategy by showing that a physically attractive source facilitates attitude change toward issues, products, and ad-based evaluations (Caballero and Pride 1984; Kahle and Homer 1985).

Invoking “social adaptation theory”, Kahle and Homer (1985) argue for a match-up explanation of their findings, showing increased brand attitude when the product (razor blades) was paired with an attractive (rather than an unattractive) endorser. 

Kamins (1990) also argues for a match-up interpretation of his results in a study that paired either an unattractive (Telly Savalas) or attractive (Tom Selleck) celebrity with either a product used to enhance one’s attractiveness (luxury car) or a product irrelevant to one’s attractiveness (home computer).
2.4 The expertise of the endorser

Till et al (1998) believed that expertise with the product can make for a better fit with the endorsed product, specifically with those products that are related in some way to athletic performance. Simply put, an athlete would be considered more of an expert on athletic products, and, consumers would naturally see more of a fit between an athlete endorser and an athletic product than between an athlete and a non-athletic product. 

Michael Jordan, for example, is an attractive endorser, but his effectiveness is likely to be greater when endorsing products related to his athletic prowess such as Nike or Gatorade, rather than products that are unrelated to athletic performance such as WorldCom communications.

Ohanian (1991) found that of endorser source characteristics physical attractiveness, trustworthiness, and expertise, expertise was most closely associated with intent to purchase the endorsed product.

Because this research is about sport drinks we may expect that the expertise of the endorser is more important than the physical attractiveness of the endorser. The consumers will see a better fit between the sport drink brand and the endorser when the endorser is an expert. In this case the consumers know that the endorser has knowledge or experience using the product and this will lead to a better fit in the mind of the consumers between the endorser and the sport drink brand.

H1: An expertise endorser leads to a better fit between the endorser and the endorsed sport drink brand compared to a physical attractive endorser.
2.5 Perception towards sport drinks

The kind of endorser (physical attractive or expertise) could also have an influence on the perception of the consumers towards sport drinks. This aspect is important from a social perspective of consuming sport drinks.
Athletes typically convey a winning attitude, healthy appearance and general appeal (Lynn R. Kahle, Chris Riley, 2004). Especially the healthy appearance characteristic of an athlete play an important role in shaping the perception of consumers towards sport drinks. When an expertise endorser will be showed in an advertisement, the consumers will form a more positive perception towards sport drinks. This is because expertise athletes are seen as people who care about their body and health. Consumers will get a more positive perception towards sport drinks when an expertise endorser is used in the advertisement. People think that when a sport drink is not good for you the expertise endorser won`t endorse and consume a sport drink.
H2: Making use of an expertise endorser will result in a more positive perception of consumers towards sport drinks compared to a physical attractive endorser.
3. Method
In this chapter the method will be discussed. This chapter will start with the study design. After that, attention will be paid to the data collection method, the questionnaire and the measurement scale of the questions.
3.1 Study design

The design for the structure of the questionnaire is inspired by the design which was used by Till, B. D. & Busler M. (1998). The structure in my own research is very common as the structure that the authors of that particular article used. The survey begins with an introduction informing the respondents that hey are participating in a research sponsored by a manufacturer of sport drinks (Gatorade). Respondents are told that they will view an advertisement for a sport drink featuring an endorser. 

The survey exists of two versions:

1. A sport drink advertisement featuring a physical attractive endorser (Hillary Parker);
2. A sport drink advertisement featuring an expertise endorser (Tiger Woods).
I could not find the name of the endorser which is depicted in the physical attractive advertisement. That`s why this endorser is called by a fictitious name, namely Hillary Parker. The endorser in the expertise variant is the world-famous golfer Tiger Woods.
Background information of the endorser is presented. Two facts of the endorser are given to the respondents. This information is to establish the endorser as a legitimate spokesperson and to create a generally positive impression.
For Hillary Parker the following two facts are given (in Dutch):

· Hillary Parker is verkozen tot Miss Engeland 2007 en later ook nog tot Miss Europa 2007;
· Hillary Parker is sinds 2006 het gezicht van Calvin Klein.
For Tiger Woods the following two facts are given (in Dutch):

· Tiger Woods heeft in zijn carrière tot nu toe 97 golf titels gewonnen;
· Tiger Woods werd in tien jaar tijd acht keer gekroond tot beste speler van de PGA Tour.

Some questions are asked to answer the two hypotheses. Also some general questions of the respondent are asked, like age and gender.

Each respondent  will participate in only one version. The precise advertisements that are used in the questionnaire were shown in section 1.4. These advertisements are both real life Gatorade advertisements, that was important for me because I want to use real life examples. Another reason why I choose for Gatorade advertisements is that this is a well known brand. This is also the case for The Netherlands. A couple of years ago the Dutch soccer Cup was called the Gatorade Cup. Furthermore, Gatorade is the biggest sport drink brand in the world. In Figure 4 the Top 10 sports brands in the world are shown (http://www.justsharethis.com). In this Top 10 Gatorade is number 4, with a brand value of 6.4 billion dollar. The biggest sport drink brand in the world is Nike, with a brand value of 10.7 billion dollar.

	Brand
	Brand value (in billion dollars)

	Nike
	10.7

	ESPN
	10.5

	Adidas
	7.3

	Gatorade
	6.4

	Reebok
	2

	Sky Sports
	1.3

	EA Sports
	0.77

	Under Armour
	0.530

	YES Network
	0.525

	IMG
	0.4


Figure 4: Top 10 sports brands in the world

3.2 Data collection method

Research of Mintel, an international consumer, media and market research company, has shown that people in the age category of 18–24 are the most likely to purchase a functional food/drink including sport drinks.

This is the reason why only people within this age category are allowed to participate in this research. The sport situation (sporting versus not sporting) and the drink frequency of sport drinks (drinking or not drinking) of the respondents is not an issue. 

I used my network to collect enough respondents for this research. An online survey has been created with the online survey tool ThesisTools (www.thesistools.nl). One extra feature of this site was very relevant for my research. You could create an general URL which would select at random one of your versions. Because I have 2 versions I used this extra option. The URL for my survey was communicated towards the respondents. I asked them to fill in the survey and send my e-mail to other people they know within this age category. Hopefully a snowball effect will take place.

Finally 160  Dutch respondents have completed the questionnaire.

3.3 Questionnaire and measurement 

The questionnaire is in Dutch and consisted of five sections. The questionnaire can be found in the Appendix. The first section gives some general information, as discussed in chapter 3.1.

The second section is related to the second hypothesis. Five questions are asked to see how the kind of endorser used in the advertisement influences the perception of the respondent toward sport drinks in general. Two open questions are asked about the number of lumps of sugar in a Gatorade sport drink and in a general sport drink. The other three questions are in a semantic differential format with a five point scale (Babbie, 2007). One of them is about the healthiness of sport drinks (1 = very unhealthy, 5 = very healthy). The other two concerned the effectiveness of sport drinks during easy and though exercise (1 = very bad, 5 = very good).

The third section is related to the first hypothesis. In this section 4 questions are asked about the fit between the endorser and Gatorade. Bruner, James and Hensel (2001) developed these four standard questions. The four questions measure the degree to which a person perceives there to be a relationship between an endorser and a product, such that the pairing of the two is viewed as “good fit”. An alpha of 0.97 was reported for the scale. The four questions are measured on a seven point Likert scale (1 = totally disagree, 7 = totally agree). Different dimensions of the fit between the endorser and the product are asked. One dimension is about the combination of the endorser and the product. Another dimension is the question if the endorser is relevant for the brand. Also the appropriateness between the two is asked. The last dimension is, if the respondents thought about the mentioned endorser, Gatorade is one of the first products the respondents thought about.      

Section four is included to check if the respondents indeed rated Tiger Woods as a more expertise than a physical attractive endorser and Hillary Parker the other way round. For this topic there were also standard questions developed by the same authors I mentioned above. Three items which intended to capture the degree to which a person views someone who has endorsed a product in an ad as expert and credible were included. In different studies an alpha between 0.83- 0.99 was found. The problem was that attractiveness was not included in these three items. That`s why I included attractiveness as item number four. The four questions are in a semantic differential format on a seven point scale. One question is about the expertise of the endorser (1 = definitely not an expert in the area of sport drinks, 7 = definitely an expert in the area of sport drinks). Another question is about the personality of the endorser (1 = poor endorser, 7 = strong endorser). Also the credibility of the endorser is tested (1 = not credible at all, 7 = very credible). The last question is about the attractiveness of the endorser (1 = very unattractive, 7 = very attractive).

Finally, in section five of the questionnaire, five questions are asked to the respondents to provide some demographic information and information about their sport situation and consumption pattern of sport drinks. Two open questions are asked concerning the age of the respondent and the number of times the respondent sports in a week. Also a dichotomous variable is included measuring the gender of the respondent (1 = male, 2 = female). The other two questions are closed. One of them is about the sport level of the respondent (1 = high, 4 = not applicable). The other question is about the drink frequency of sport drinks (1= every day, 6 = never).

4. Results
In this chapter the results of this research are given. In each dataset there are some errors, so before the actual analysis is done it is essential to explore the data. Further the demographics of the respondents will be discussed. This chapter will finish with an answer on the two hypotheses. 
4.1 Data exploration

Finally 160 respondents participated in the survey. The distribution among the two versions is equal. 80 Respondents completed version 1 (advertisement featuring Hillary Parker) and 80 respondents completed version 2 (advertisement featuring Tiger Woods). 

Before the actual analysis is done it was essential to explore the data. One respondent skipped all the 8 questions concerning the two hypotheses, so this person is deleted. This means that version one consists, after deleting this respondent, of 79 respondents.

Some typos are changed by the real number. For example, one respondent reported an age of 2323 this number is replaced by 23. One respondent answered both questions concerning the number of lumps of sugar textual and not in numbers. The respondent said: “I don`t know, but looking to the advertisement I don`t think a lot”. This is replaced with the mean score for the corresponding variable. Thirteen respondents didn`t give an answer on one question. In all cases this is for a question which was asked in a semantic differential format. These missing values are replaced by a zero, which is coded as missing value. 

4.2 Demographics

Because the research consists of 2 versions it is essential to know if the respondents within the versions are similar. If that`s the case you can make a reliable comparison between these 2 groups. Therefore, the demographics of the respondents within these versions will be compared.

The gender distribution in version 1 is almost equal. 39 Persons are male and 40 persons are female. This distribution is not found in version 2. Version 2 consists of more male respondents than female respondents. 49 Persons are male and 31 persons are female. The difference in gender between the two versions is not significant. The two-tailed p-value is 0.133.
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Figure 5: Gender distribution in both versions

In both versions the minimum age is 18 and the maximum age is 24. In both versions the most respondents are 23 years old. The mean age in version two is lower. In version 1 the mean age is 21,99 (sd=1,794) and in version 2 the mean age is 21,47 (sd=2,105). The age difference between the 2 groups of respondents is not significant. The related two-tailed p-value is 0.101.
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Figure 6: Age distribution in both versions

For the variable ‘sport frequency’ two respondents are identified as an outlier. In version 1, a respondent reported that his sport frequency is 14 times a week. In the other version a respondent reported a sport frequency of 10 times a week. Both cases are in their version reported as a star in the boxplot, so these 2 respondents are leaved out of consideration in the analysis for this variable.

In version 1 the modus is 2 times per week while the modus in version 2 is 3 times a week. In version 1 there are 8 respondents who never sport, while this number in version 2 is 9. The average sport frequency is 2,399 (sd=1,4736) in version 1 and 2,639 (sd=1,4410) in version 2. The reported difference in sport frequency between the respondents in the two versions is not significant. The associated two-tailed p-value is 0.303.
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Figure 7: Sport frequency in both versions

It is also important to look if there exists a difference in sport level between the 2 groups of respondents. The results can be found in Figure 8 on the next page. In both versions 7 respondents are playing sport at a high level. In both versions there is also an equal number in the low level category (19 respondents). In version 1 the average sport level is higher than in version 2, respectively 2,61 (sd=0.939) and 2,40 (sd=0.821). Thus the mean sport level is between the categories medium and low. The associated two-tailed p-value is 0.140. This means that the difference in sport level is not significant different from each other.
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Figure 8: Sport level in both versions

The last general question is about the drink frequency of sport drinks. The results can be found in Figure 9. In both versions are people who consume sport drinks every day and respondents who never drink sport drinks at all. The drink frequency in version 1 is on average 4,03 (sd=1.552) and in version two 3,74 (sd=1.439). Therefore the mean in version 1 is in the category 1-3 times per month, while the mean in version 2 is between the categories once a week and 1-3 times per month. The difference in drink frequency between the two groups of respondents is not significant. The associated two-tailed p-value is 0.227.
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Figure 9: Drink frequency in both versions
Looking at the results of the demographic information of the two groups of respondents, we can conclude that the two groups are similar. There are no significant differences between the means of the two groups on the 5 questions. This means that we can make reliable comparisons between these two groups.

4.3 Hypotheses

As a reminder the hypotheses are displayed below:

H1: An expertise endorser leads to a better fit between the endorser and the endorsed sport drink compared to a physical attractive endorser.

H2: Making use of an expertise endorser will result in a more positive perception of consumers toward sport drinks compared to a physical attractive endorser.

Before answering the particular hypotheses one important aspect must be investigated. In version 1 Hillary Parker is described and shown as a physical attractive endorser and in version 2 Tiger Woods is described and shown as an expertise endorser. At this stage it is important to know if the respondents indeed rated Hillary Parker as a more physical attractive endorser compared to Tiger Woods. The other way round, it is important to know if the respondents indeed rated Tiger Woods as a more expertise endorser in the area of sport drinks compared to Hillary Parker.

4.4 Testing the expertise versus attractiveness of the two endorsers

In Figure 10 on the next page you can see that the average score of Hillary Parker on the variable ‘attractive’ is much higher than the average score of Tiger Woods on this particular variable (5,18 (sd=1.412) versus 3,63 (sd=1.486)). The observed t-value is 6.683, with degrees of freedom equal to 155. The associated two tailed p-value is 0.000, so we can conclude that Hillary Parker is significant  more attractive than Tiger Woods. 

When we take a look at the variable ‘expertise’ we can see that the average score of Tiger Woods is slightly higher than the average score of Hillary Parker, respectively 2,95 (sd=1.413) and 2,72 (sd=1.476). So Tiger Woods is perceived a little bit more as an expert in the area of sport drinks compared to Hillary Parker. The observed t-value is -0.991, with degrees of freedom equal to 156. The associated two tailed p-value is not significant, namely 0.323. This means that Tiger Woods is not perceived significantly more as an expert in the area of sport drinks compared to Hillary Parker.

	
	Attractive
	Expertise

	Hillary Parker
	5.18
	2.72

	Tiger Woods
	3.63
	2.95


Figure 10: Attractiveness and expertise of both endorsers
The fact that Tiger Woods is not a significant more expertise endorser in the area of sport drinks than Hillary Parker, is a problem. To encounter this problem, the assumption is made that Tiger Woods is rated significant higher on the variable ‘expertise’ compared to Hillary Parker. 

4.5 Test of hypothesis 1

4.5.1 Factor analysis

To test if an expertise or a physical attractive endorser lead to a better fit between the endorser and the endorsed sport drink brand, four standard questions are asked (chapter 3.3). Important to know is which questions explain the fit between the endorser and the sport drink brand the best. This topic can be solved with factor analysis in SPSS.

Only factors with large eigenvalues will be retained. Kaiser`s criterion for factor extraction is used in SPSS. Kaiser (1960) recommended retaining all factors with eigenvalues greater than one. This criterion is based on the idea that the eigenvalues represent the amount of variation explained by a factor and that an eigenvalue of one represent a substantial amount of variation (Field 2009).

In Figure 11 on the next page the component matrix is shown. Only one component is identified. 

	
	Component

	
	1

	first product in mind
	0,587

	good fit
	0,906

	relevant
	0,893

	appropriate
	0,833


Figure 11: Component matrix
Kaiser (1974) recommends accepting values greater than 0.5 as barely acceptable. Furthermore, values between 0.5 and 0.7 are mediocre, values between 0.7 and 0.8 are good, values between 0.8 and 0.9 are great and values above 0.9 are superb (Hutcheson & Sofroniou, 1999). All the questions have scores above 0,5, so all the four questions explain the fit between the endorser and the endorsed sport drink brand.

4.5.2 Factor reliability

In factor analysis it is also useful to check the reliability of the scale. Cronbach`s alpha is the most common measure of scale reliability. A value of 0.7 to 0.8 is an acceptable value. Substantially lower values indicate an unreliable scale (Field 2009). For this research the associated Cronbach`s alpha is 0,825. This means that the scale is very reliable.

The values for the Corrected Item-Total Correlation are also important. In a reliable scale all items should correlate with the total. If any of these values are less than about 0.3 then there is a problem. For these data, all data have item-total correlations above 0.3, which is encouraging. See Figure 12 on the next page. 

The values of Cronbach`s Alpha if Item is Deleted are the values of the overall alpha if that item isn`t included in the calculation. In Figure 12 you can see that the Cronbach`s alpha would be higher if the variable first product in mind is deleted. The deletion of this variable improves reliability. So this means that not all the questions explains the fit, but only 3 variables. The three variables are: good fit, relevant and appropriate. 

	
	Corrected Item-Total Correlation
	Cronbach`s Alpha if Item is Deleted

	first product in mind
	0,408
	0,877

	good fit
	0,790
	0,713

	relevant
	0,769
	0,721

	appropriate
	0,658
	0,776


Figure 12: Corrected Item-Total Correlation and Cronbach`s Alpha if Item is Deleted
This result in a new component matrix including only three variables. This matrix also exists of just one component. The lowest score for a variable is 0,880, so this is very positive. The new Cronbach`s Alpha is 0,877. The values of the Corrected Item-Total Correlation are again all above 0.3, which is good. Also, none of the items would increase the reliability if they were deleted. This indicates that all the three items are positively contributing to the overall reliability. 

A new variable was created in which the average score for the three questions was reported. This variable is called overall_fit. The mean in the physical attractive endorser version is 3,5359 (sd=1.28149) and the mean in the expertise endorser version is 3,3077 (sd=1.38927). The two-tailed p-value is 0.286. This is not significant, so for the fit between the endorser and Gatorade it doesn`t matter if an expertise endorser or a physical attractive endorser is used in the advertisement.

4.5.3 Overall conclusion hypothesis 1 

At first sight all the four standard questions explained the fit between the endorser and the endorsed sport drink brand. But in the Factor reliability paragraph the variable first product in mind was identified as a variable which should be deleted. If this variable was deleted the overall Cronbach`s Alpha would be higher. So only the variables good fit, relevant and appropriate were considered. A new variable was created in which the overall mean for this 3 variables was reported. The difference in the mean between the expertise endorser and the physical attractive endorser was not significant. So for the fit between the endorser and Gatorade it doesn`t matter if an expertise endorser or a physical attractive endorser is used in the advertisement. This means that hypothesis 1 is rejected. 
Till et al (1998) believed that expertise with the product can make for a better fit with the endorsed product, specifically with those products that are related in some way to athletic performance. Simply put, an athlete would be considered more of an expert on athletic products, and, consumers would naturally see more of a fit between an athlete endorser and an athletic product. The results of this thesis doesn`t subscribe to this assumption.

The match-up hypothesis predicts that attractive endorsers are more effective when promoting products used to enhance one’s attractiveness. The results of this research indicates that physical attractive endorsers could also be used when promoting products that are used to enhance one`s sport performance.
4.6 Test of hypothesis 2

To see whether or not an expertise endorser result in a more positive perception of consumers toward sport drinks compared to a physical attractive endorser five questions are asked to the respondents. Each question will be related to the perception separately.

4.6.1 Perception towards healthiness of sport drinks

For this variable the perception towards the healthiness of sport drinks is slightly higher in the version were Tiger Woods is used as an endorser. The average score when Tiger Woods is shown in the advertisement is 2,90 (sd=0.880). This is slightly higher compared to the perception respondents have when Hillary Parker featured in the Gatorade advertisement, in this case the average is 2,72 (sd=0.733). The difference in the mean is not significant. The associated two tailed p-value is 0.167.

4.6.2 Perception towards amount of sugar within sport drinks

This topic is split into two different questions. One question consider  the perception of the respondents towards the number of lumps of sugar in a Gatorade sport drink. The other question is about the amount of sugar within an average sport drink. 

Before the analysis is done on the number of lumps of sugar in a Gatorade sport drink, some outliers are leaved out of account. In the version of Hillary Parker two respondents are ignored. They reported an amount of 60 and 50. These respondents are marked by a star in the boxplot. In the version of Tiger Woods there are no respondents identified as an outlier. 

It turns out that respondents in the Hillary Parker version rated the number of lumps of sugar lower than the respondents in de Tiger Woods version. In the first case the mean is 6,596 (sd=5.0559) and in the second case the mean is 7,550 (sd=6.1970). This difference is not significant. The associated two-tailed p-value is 0.293. In the Hillary Parker version the number varied from zero to 25 lumps of sugar and in the Tiger Woods version from zero to 30.

Before analysing the variable ‘lumps of sugar in general’ some outliers are not taken in account for analysing this variable. In the version of Hillary Parker respondents who answered a number of 100, 50 and 30 lumps of sugar are ignored. In the version of Tiger Woods respondents who reported a number of 40, 30 and 30 lumps of sugar are ignored. All are marked by a star in the boxplot of their version.

The same result appear in the analysis of the number of lumps of sugar in an average sport drink as we saw earlier in the analysis of the number of lumps of sugar in a Gatorade sport drink. When the advertisement featured a physical attractive endorser the mean is 6,9770 (sd=4.94080) lumps of sugar. In the expertise endorser version this amount is 7,7143 (sd=5.67510). This difference is also not significant. The associated two-tailed p-value is 0.393. In both cases the minimum amount is zero and the maximum amount is 25 lumps of sugar.  

Interesting to notice is that the respondents in both versions reported higher amounts of lumps of sugar in a general sport drink compared to the amounts of lumps of sugar within a Gatorade sport drink. To see if the difference is significant, a new variable was created in which the lumps of sugar in Gatorade were subtracted from the lumps of sugar in a general sport drink. The new variable is called difference_sugar. In version 1 the mean is 0,6230 (sd=2.23229) and in version 2 the mean is 0,7792 (sd=2,63890). The associated two-tailed p-value  is 0.693, indicating that the difference in the reported amounts is not significant. 
F. Brouns, a specialist in the area of top-class sport and nutrition and associated with the Dutch Academy for Food Science, investigated the real amount of lumps of sugar in a general sport drink. The conclusion of his research is that there are on average 12 lumps of sugar in a sport drink (http://www.volkskrant.nl). This amount is much higher than the reported amounts of the respondents who participated in this research. To see if this difference between perception and reality is significant, a One-Sample T Test is done with a test value of 12. The perception towards the amount of lumps of sugar within a Gatorade sport drink is significantly different than the reality. This is true for both versions. In both versions the associated two-tailed p-value is 0.000. This means that the perception of the respondents towards the amount of lumps of sugar in a Gatorade sport drink is significantly different than reality. 

The results of the perception towards the amount of lumps of sugar in an average sport drink and reality shows the same picture. In this case the amounts are also significant different from each other in both versions. In both versions the associated two-tailed p-value is 0.000. 

4.6.3 Perception towards usefulness during exercise

For this topic 2 questions are asked. The first question is about the perception of respondents towards the usefulness of sport drinks during easy exercise. The second question is the same, only in this case it is about the usefulness during though exercise.  

For the perception towards sport drinks during easy exercise the average when an expertise endorser is used in the advertisement is higher than the average when a physical attractive endorser is used in the advertisement. In the expertise version the mean is 3,08 (sd=1.029) while in the physical attractive version the mean is 2,61 (sd=0.939). This difference is significant. The associated two-tailed p-value is 0.003. Therefore the mean in the expertise endorser version is significant higher than the mean in the physical attractive version. This means that the perception towards the usefulness of sport drinks during easy exercise is much better when an expertise endorser is used in the advertisement.

For the results concerning the variable ‘tough exercise’ things look a little bit different. The mean in the version of the physical attractive endorser is 3,59 (sd=0.999). In the expertise endorser version the mean is 3,55 (sd=0.870). The associated two-tailed p-value is 0.790. Thus this difference is not significant.

4.6.4 Overall conclusion hypothesis 2

There is no clear answer for this hypothesis, this means that hypothesis 2 is partially supported. For only 1 of the 5 questions an expertise endorser leads to a significant better perception towards sport drinks. This question was about the effectiveness of sport drinks during easy exercise. For the other 4 questions the kind of endorser that was used in the advertisement had no influence on the perception of the respondents towards sport drinks.

5. Conclusion

This thesis aimed to investigate the match-up hypothesis in the sport drinks market. The findings suggests that there is no clear answer on the question if a physical attractive endorser or an expertise endorser should be used in advertisements for sport drinks.

It was striking that Tiger Woods was not been seen as a significant more expertise endorser in the area of sport drinks compared to Hillary Parker. This means that the choice of Gatorade for Tiger Woods is not a good decision. The explanation of this statement can be found in chapter 5.1. On the contrary Hillary Parker was rated significant higher on the variable attractiveness than Tiger Woods. 

For the fit between the endorser and Gatorade it doesn`t matter if an expertise endorser or a physical attractive endorser is used in the advertisement. There is no significant difference between the 2 types of endorsers. This means that hypothesis 1 must be rejected.

To see if the kind of endorser that is used in the advertisement influenced the perception of the respondents towards sport drinks five questions were asked. The results were mixed, this means that hypothesis 2 is partially supported. For only 1 question an expertise endorser leads to a significant better perception towards sport drinks. This question was about the effectiveness of sport drinks during easy exercise. For the other 4 questions the kind of endorser that was used in the advertisement had no influence on the perception of the respondents towards sport drinks.

Another important conclusion is the fact that the knowledge of the respondents concerning the amount of sugar within a sport drink is too small. The respondents are not aware of the large amount of sugar within these kind of drinks. This is from a social perspective a striking conclusion. A general sport drink consists of twelve lumps of sugar, while the amount lies between 6.6 and 7.7 lumps of sugar in the minds of consumers. In each version two questions were asked about this topic. This leads to 4 amounts in total, 6.6 was the minimum amount and 7.7 the maximum amount (chapter 4.6.2.). 

In all the four cases there was a significant difference between the perception of the respondents towards the amount of lumps of sugar within sport drinks and the real amount of sugar within these drinks. This means that in all the four cases the perception of the respondents towards the amount of lumps of sugar is significantly different than the reality. 
5.1 Managerial implications and recommendations

For marketing managers of sport drink brands it does not matter if they sign a contract with a physical attractive endorser or an expertise endorser to promote their sport drinks. It is more important that they sign contracts with the right endorser for their products. In this case, the choice of Gatorade for Tiger Woods is not a good choice. I got some feedback from the respondents and some of them said something like: “I think Tiger Woods is not the right endorser. He`s playing golf so why should he drink sport drinks? When you play golf you are not becoming tired, so you don`t need this kind of drink. Someone like Alberto Contador or Rafael Nadal would be a better endorser.”
Gatorade was the first company to drop their endorsement of Tiger Woods since his wholesome image was tarnished in the wake of a string of extra-marital affair claims (http://www.irishtimes.com). So it is positive that Tiger Woods is no longer an endorser of Gatorade. I recommend Gatorade to sign a contract with a sporter who is participating in extreme sports, like Alberto Contador. This person fits perfectly by Gatorade and the products they make. 

[image: image15.jpg]



Figure 13: Alberto Contador. The new Tiger Woods?
From a social perspective the results of this research are important for policy makers of the government. People are not aware of the large amount of sugar within a sport drink. Because of the popularity of these drinks these days, this is a big social problem. The government must stimulate the guidance of the side-effects of consuming sport drinks. This must start immediately, otherwise it is too late. The guidance should be given on pupils and students on respectively primary schools and secondary schools. Another crucial segment is the parents of these children. They should also be aware of the large amount of sugar within a sport drink. They have to control their children and must stimulate them to drink less sport drinks (or even better no sport drinks) and more water after they have played sports. 
5.2 Limitations and further research

This research has some limitations which are discussed below.

Because Tiger Woods was not been seen as a significant more expert in the area of sport drinks than Hillary Parker, this was not an ideal situation. This was something that was not expected. In retrospect a pre-test should have been a rational choice. Through this pre-test it was possible to see, at forehand, if Tiger Woods was seen as a significant more expertise endorser in the area of sport drinks compared to Hillary Parker. 

Another limitation could be that almost every respondent knew Tiger Woods, but nobody knew Hillary Parker. That`s true because Hillary Parker doesn`t exists in reality. It is a name who was created for this research. I want to use real life Gatorade advertisements but a Gatorade advertisement featuring a famous attractive endorser was not findable. That`s why I had to use a physical attractive endorser which was not famous. 

Another limitation could be that the physical attractive endorser is wearing sport clothes and is sweating a lot in the advertisement. This gives her also a sporty image. Two facts of Hillary Parker were given (chapter 3.1) to establish her as a physical attractive endorser but it may be the case that respondents also got a sporty feeling with Hillary. It would be better when the physical attractive endorser was wearing a beautiful gala dress and drinking Gatorade at the same time. In this situation the endorser would be seen only as an attractive endorser.

The many affairs of Tiger Woods with a lot of beautiful woman, was world news. Before this he was the ideal man and his image was very positive all over the world. After these scandals a lot of people looked in a different way to him and much of his sponsors walked away. It could be that these affairs played an unconscious role in the mind of the respondents while filling in the questionnaire. In the questionnaire the respondents were informed that they should have in mind the Tiger Woods before the affairs came to light. But it could be that the respondents forget this addition during the questionnaire.

Because the match between Gatorade and Tiger Woods is a mismatch, two topics for further research are interesting:

The first one is to investigate if Tiger Woods or some other endorser, for example Alberto Contador, is a more suitable endorser for a sport drink brand. Because golf is not a heavy sport, you may expect that Tiger Woods is not the right endorser for this particular drink. On the other hand someone like Alberto Contador, who is cycling in the biggest and toughest cycling courses in the world, would be a more suitable endorser for the products of Gatorade. 

The second interesting topic for further research is the same research that is done in this thesis but only another expertise endorser is used, for example someone like Alberto Contador or Rafael Nadal. I expect that the results concerning the fit between the endorser and the sport drink brand and the perception towards sport drinks would be very different, in favour for the new expertise endorser which is used. 

5.3 Recent developments in the sport drinks market

On 15 July 2010 Aquarius published an official press release with the following title: Aquarius launches Aquarius Zero, the first variant without sugar. In the official press release the new product is described as follow: Aquarius launches the new Aquarius Zero, a tasteful thirst quencher without added sugar which hydrates the body and give back the liquid, without the intake of extra calories. Aquarius Zero contains less then 2 calories per 100 millilitre. 

In 2009 GfK, one of the largest research companies in the world, did research by order of the Dutch association of soft drinks, water and juices about the drink intake of the people within The Netherlands. One of the conclusions of this research was that Dutch people like to diversify in their drink behaviour, both in taste and calorie percentage. With the enlargement of the new Lemon Zero variant the consumer has more choice in taste and calorie percentage (http://www.cocacolanederland.nl)
This is the most recent development in the sport drinks market. Sport drink brands try to develop sugar free sport drinks and Aquarius is the first brand in the market with a sugar free sport drink. From a social perspective this is a positive development and hopefully a lot of sport drink consumers will switch to the sugar free sport drink. 
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Figure 14: The new Aquarius Zero
Another recent development has to deal with the so-called “AZO-pigments”, which was discussed in chapter 1. Since the beginning of this year there is a warning on the labels of the sport drinks that contain these pigments. The precise warning is: ‘Could cause hyperactivity and concentration disturbance with children’. This is also a positive development.
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7. Appendix 
The survey consists of two versions and both versions are in Dutch. One version is about a physical attractive endorser in an advertisement for a sport drink brand (Gatorade). The other version is about an expertise endorser in an advertisement for a sport drink brand (also Gatorade). Only the questionnaire with the physical attractive endorser is shown below. In the expertise endorser version only the advertisement is different, the introduction of the endorser and the name. 

Mijn naam is Sander Ooms en ik ben een Master student Marketing aan de Erasmus Universiteit Rotterdam. Voor mijn scriptie heb ik een vragenlijst gemaakt over sportdranken en ik heb jullie hulp hier hard bij nodig!

Je gaat deelnemen aan een onderzoek over een sportdranken merk (Gatorade). Je krijgt een advertentie te zien van een sportdrank waarin de beeldschone Hillary Parker staat afgebeeld. 

Om je een beter beeld te geven van Hillary Parker worden hieronder nog een tweetal kenmerken van haar gegeven:

· Hillary Parker is verkozen tot Miss Engeland 2007 en later ook nog tot Miss Europa 2007.

· Hillary Parker is sinds 2006 het gezicht van Calvin Klein.
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Hieronder volgt een aantal vragen over Gatorade en sportdranken in het algemeen. Bekijk aandachtig de advertentie en geef aan wat jouw mening is ten aanzien van de volgende vragen.

Hoe gezond is Gatorade volgens jou?
	
	1          2        3         4          5
	

	Heel ongezond
	

	Heel gezond


Hoeveel suikerklontjes zitten er gemiddeld in een Gatorade sportdrankje volgens jou?

Hoeveel suikerklontjes zitten er gemiddeld in een sportdrankje volgens jou?

In hoeverre is Gatorade goed voor je als je lichte sportieve inspanningen hebt verricht?


	
	1          2        3         4          5
	

	Helemaal niet goed
	

	Heel goed


In hoeverre is Gatorade goed voor je als je zware sportieve inspanningen hebt verricht?


	
	1          2        3         4          5
	

	Helemaal niet goed
	

	Heel goed


Hieronder volgen een aantal vragen over Hillary Parker in relatie tot Gatorade.
Voor alle duidelijkheid een endorser is een bekend iemand die een product promoot in een advertentie.
Geef aan in hoeverre je het eens bent met de volgende stellingen:

	Stelling
	
Helemaal mee oneens                       Neutraal                  Helemaal mee eens
1
2
3
4
5
6
7

	Als ik denk aan Hillary Parker als een endorser, dan is Gatorade één van de eerste producten waar ik aan denk
	


	Hillary Parker en Gatorade vormen een hele goede combinatie
	


	Ik denk dat Hillary Parker een relevante endorser is voor Gatorade
	


	Ik denk dat Hillary Parker een geschikte endorser is voor Gatorade
	



Hieronder volgen een aantal aspecten over Hillary Parker. Geef aan hoe de volgende aspecten van toepassing zijn op Hillary Parker.
	Hillary Parker is
	1
2
3
4
5
6
7
	

	Zeker geen expert op het gebied van sportdranken
	

	Zeker een expert op het gebied van sportdranken

	Zwakke endorser
	

	Sterke endorser

	Helemaal niet geloofwaardig
	

	Heel geloofwaardig

	Zeer onaantrekkelijk
	

	Zeer aantrekkelijk


Hieronder volgt nog een aantal algemene vragen over jezelf.

Wat is je geslacht?

· Man 

· Vrouw

Wat is je leeftijd?

Hoe veel keer sport je gemiddeld in de week?

Indien vaker dan”nooit”, op welk niveau sport je?

· Hoog 

· Midden
· Laag

· Niet van toepassing
Hoe vaak drink je gemiddeld een sportdrank (Gatorade, Aquarius, AA, Extran enz.)?

· Elke dag


· 2 – 6 keer per week


· 1 keer per week


· 1 - 3 keer per maand


· Minder dan 1 keer per maand


· Nooit
Dit is het einde van de enquête. Bedankt voor je medewerking! Mocht je nog vragen / opmerkingen hebben met betrekking tot de enquête of geïnteresseerd zijn in de resultaten, stuur dan een e-mail naar sanderooms393@hotmail.com.
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