
To help Lucozade Sport 
launch a range of sports 
nutrition products we 
invented the Lucozade 
Sport Challenge. We gave 
our readers the chance 
to take part in a 12-week 
programme, trained by 
top-flight sports trainers. 
Over 140 readers applied, 
six were chosen.

The objective was to  
position Lucozade Sport 
as the provider of safe 
sport nutrition products 
using their brand  
ambassadors – Steven 
Gerrard, James Haskell 
and Harry Aikines- 
Aryeetey – as leverage.



To be seen as providing 
credible sport nutrition 
products Lucozade Sport 
needed to be associated 
with credible sporting and 
fitness endeavours. Our 
Lucozade Sport Challenge 
was exactly that. The 
six chosen readers were 
put through a tough  
12-week challenge with  
specialist trainers and 
Lucozade Sport products 
that we filmed for video 
and print promotions. 
The readers wrote weekly 
blogs which we published 
on a bespoke brand site 
made for this campaign. 



In all the media campaign 
ran for 22 weeks with four 
issues of Men’s Health 
magazine carrying the 
activity with multiple- 
page advertorials and  
menshealth.co.uk was  
also employed to drive 
traffic to the bespoke hub. 
Competitions to win  
Lucozade Sport products 
and experiences were  
also used to keep the 
campaign fresh. To  
complete the campaign, 
downloads of the training 
programmes the six  
readers followed were 
made available so readers 
could take the challenge 
themselves.

Headline results: 
The bespoke brand site  
received a massive 
181,000 page impressions 
from over 57,000 unique 
visits. The competitions 
(prize draws to win  
Lucozade products and 
prizes) generated 13,700 
entries and valuable data 
capture for the client. 
There were 20,600  
individual video plays. 


