
 
 
 

Darren Rovell, ESPN Business Reporter and  
‘Gatorade’ Author—Announced as a Keynote Speaker for 
3
rd
 Annual SEME East 2006 Sports Career Conference 

 

Takes place April 21-22 at GWU in Washington, D.C. 
 
WHO:   The 2006 Sports.Events.Marketing.Experience East (SEME East 2006) Sports Career Conference 
WHAT:   Darren Rovell, ESPN Business Reporter and ‘Gatorade’ Author announced as a Keynote at SEME East 2006 
WHEN:  April 21-22, 2006 
WHERE:  Washington, D.C.  – CNN Studios @ the George Washington University 
WEB:  Registration at www.SEMEEast.com 
CONTACT:  Matt Winkler, SEME Executive Director (202-248-9710) matt@SEMEEast.com  

____________________________________________________________________________________ 
 
WASHINGTON, D.C. (March 2, 2006) – Darren Rovell, ESPN.com Sports Business Reporter and Author of FIRST IN 
THIRST: How Gatorade Turned the Science of Sweat into a Cultural Phenomenon, has been announced today as a 
Keynote Speaker on April 21, 2006, at George Washington University in Washington, D.C. 
 
SEME, the annual sports career conference that has become the leading beacon for this bi-costal marketplace, is set for April 
21-22, 2006. Registration is available online and space is limited. All information on the upcoming event can be found at 
www.SEMEast.com.   
 
Rovell is the sports business reporter for ESPN.com and regularly appears on ESPN radio and television programs. In 2004, 
he was one of the youngest journalists on NewsBios’ rising star list of “30 Under 30.”  The co-author of On the Ball, Rovell also 
blogs about Gatorade at www.firstinthirst.typepad.com.  
 
FIRST IN THIRST is about the legend of Gatorade, the best thirst-quenching product in the world — with an arsenal of 
scientific evidence to back its marketing claim to fame. Published to coincide with the 40th anniversary of Gatorade’s 
invention, FIRST IN THIRST: How Gatorade Turned the Science of Sweat into a Cultural Phenomenon (AMACOM) tells the 
true, fascinating tale of how a salty concoction born in a humble university laboratory rose to become the super-selling drink of 
superstar athletes like Michael Jordan. According to the author, Darren Rovell, it’s “a classic business story.”  
 
Expanding upon an exceptional cast of keynotes, panelists and speakers from SEME 2005, and most recently our first west 
coast version of this conference hosted by the L.A. Lakers, AEG Sports / STAPLES Center and the University of Southern 
California (USC) January 13-14, SEME East 2006 will again provide unique access to those seeking careers in the sports 
industry. SEME offers attendees a special opportunity to gain the insight, strategy, and contacts necessary to break into this 
ultra-competitive industry.  
 
The powerful SEME Educational Leadership Council includes over 100 organizations, 75 industry experts in 15 different 
fields, and features top decision makers from the NFL, NBA, MLB, NHL, NASCAR, College Sports, Action Sports, Minor 
Leagues, the Olympics, Journalism, Electronic Media and Broadcasting, and other public and private organizations. 
 
Past Keynote Speakers have included Kevin Plank, CEO, Under Armour; Ross Greenburg, President, HBO Sports; 
Shawn Hunter, President, AEG Sports; Larry Miller, President, Nike’s Jordan Brand; Donald Dell, Vice President, Clear 
Channel Entertainment/ SFX Sports and Christine Brennan, Journalist/ Correspondent, USA Today, ABC News; David 
Baker, Commissioner, Arena Football League; Tim Harris, CFO, L.A. Lakers; and Susan O’Malley, President, 
Washington Wizards/ Washington Sports & Entertainment. 
 
About SEME: 
This premier two-day event brings career seekers and advanced students together with the leaders in the sports industry. 
Participation in this unique industry experience allows attendees to gain first-hand knowledge and real-world career insight; 
interact with global leaders in the sports and event fields, participate in one-on-one interviews and explore internship and job 
opportunities. One key features of the event is the Career Workshop and Job/Internship Fair which provides answers to the 
ultimate career question: “What Makes You Marketable?”   
 
 
 
 



 
About The Book: 
The first complete behind-the-headlines history of the world’s leading sports drink—and one of today’s most successful 
brands—published to coincide with the 40th anniversary of Gatorade’s Invention  
 
“Given its prominence and brand equity, it’s amazing we’ve had to wait until now to read the story about the domination of 
Gatorade. Darren Rovell will quench your thirst by deftly weaving the tale from its humble beginnings to its extraordinary 
market share and iconic brand status.” 
—David Stern, NBA Commissioner 
 
“The story of Gatorade’s wild success was just waiting to be told. FIRST IN THIRST is a business book and a marketing book 
and a zeitgeist book, but most of all it’s just a terrific book to read.” 
— Stephen J. Dubner, co-author of Freakonomics  
 
It made The New York Times’ list of the 100 best brands of the 20th century. But few brands — not even Coke, or Nike — 
come close to its 80 percent market share. It’s guaranteed to be the official drink of every NFL team throughout the 2011 
season. It’s also sure to remain a presence in amateur sports, whether for giving Olympic medalists a winning edge (swimmer 
Michael Phelps thanked his mom for buying it) or for sponsoring awards for high school athletes (counting Marion Jones and 
Derek Jeter among past recipients). Its faithful guzzlers also include NASCAR drivers, bull riders, and rock stars. In the United 
States alone, 88 bottles of the stuff are sold every second of every day, with gross retail revenues now surpassing $3 billion a 
year.  
 
FIRST IN THIRST begins in 1965 in a basement lab at the University of Florida, where Dr. Robert Cade, a 37-year-old 
associate professor of medicine specializing in kidney disease, and three research fellows — one of whom had recently come 
from Cuba with only $5 in his pocket — were working to solve the problem of dehydration and heat exhaustion. That brutal 
August, the problem had become serious for the university’s football team, the Gators. After a month of experimenting, the 
doctors finally seized on a formula — water enhanced with sodium and potassium — that would quickly move through the 
body and replace fluids lost through sweat. With the approval of the head coach, Ray Graves, the doctors put their drink to the 
test, using the “Baby Gators” — the freshman squad — as guinea pigs. In a four-game series against bigger veteran players, 
the Baby Gators prevailed, without losing stamina or body weight. The very next day, the salty brew came through for the 
entire varsity team against the heavily favored LSU Tigers. The lemonade-like formula that the Gators drank was given a 
name and a home on the sidelines.  
 
To trace Gatorade’s incredible journey from the college circuit to the Superbowl, from supermarket shelves to the international 
spotlight, Rovell spoke to virtually all the key players — from its inventors to innovative business executives, marketing 
mavericks, team trainers, famous coaches, and celebrated athletes — as well as delved through stacks of archival materials. 
The result is a gripping, entertaining saga filled with instructive insights for competitive brand-builders and managers. Driven 
by a cast of remarkable and colorful characters, FIRST IN THIRST unfolds a tale of ingenuity, determination, and teamwork, 
influenced by nutrition and fitness fads, timing, luck, and greed. Chapters include:  
 
• The birth of the Gatorade mystique, spurred by a championship season for the Florida Gators, a glaring loss, and a 
mysterious case of Gatorade “snatching.” 
 
• Why Stokely Van-Camp, a company known for its Pork & Beans, welcomed a sports drink into their product line-up and how 
they vastly improved its flavor. 
 
• How Gatorade teamed up with the NFL and how an act of revenge against New York Giants Coach Bill Parcells launched the 
tradition of the “Gatorade bath.”  
 
• How Gatorade wound up under the helm of Quaker Oats and inspired the creation of its very own research laboratory, the 
Gatorade Sports Science Institute (GSSI).  
 
• The royalty battles between Gatorade’s inventors and the University of Florida. 
 
• The behind-the-scenes story of the “Thirst Aid” campaign and how Disney’s animated classic The Jungle Book inspired the 
“Be Like Mike” jingle.  
 
• How Gatorade stood up to attacks from Coke’s POWERade and Pepsi’s All Sport and held onto its commanding market lead 
without resorting to price wars. 

 
 - www.SEMEEast.com -  

 
 


