‘MediaPostii-v/s

Home > Marketing Daily > Thursday, Oc

Timex Pulls Out Stops For ING NYC Marathon
by Kar Groenber, Yesterday, 4:38 P

Timex has been quietly winding up
programs to mave the brand away
from an “old reliable* sort of brand
equity toward a more athlotic
positioning, using its iron Man sub
brand to reach younger consumers.

The company is in its second year
as official timing partner of the ING
New York City Marathon. Elements
include TV ads, newspaper print

ads, out-of-home and a variety of

executions around the race itself.

The new 30-second spot will run
internationally via NBC Universd, nationally via NBC netwark and
locally via WNBC-TV's five-hour broadcast of the race.

Timex will be official timekeeper throughout the course, and will aso
offor a commemorative timepiece engraved with the ING New York

will be truck at the race’s
starting polnt in Staten Iand on race day offering hand-warmers to
all participants, and the company is sponsor of pacers this year: the
30 to 40 runners dispersed n the field setting specific paces wil
‘wear *Powered by Timex” bibs. The company fs using the race to
promote its 150.Lap kronman TouchScreen watch.

Heberto Calves, VP of marketing at the mu.taury. Conn. -based
, telis

itle octivation becouse the four-year desl was- wurxshmny before
the race. "Last year, we signed up with the marathon in September,
solast year we scrambled and got a few things together. This yeor,
we have jumped it up.*

The TV spot is a heritage ad that
touts Timex fanctioastity and

| design, but says the brand isn't
8bout what' fashionable todey or
foxt week. The 34 shows a range

of Timex products. Calves says It

il i seven to alsven times.
Timex wil run ahall-poge adin the Fride pre-racelssus of the New
York Times, and a full page sd in the pspers aations Mondsy
edition.

Calvas says Timex' stratagy is o focus marketing on exclusive
sponsorship of major tiathlon and marathon races In Hawa,
London, New York, and Franklurt. “We o sponsor most of ey Wodd
Triathion € Man principal the Virgin
London Marsthon. New York, Kona (Hawai), London and rmu«m arw our rfoar ey gobis events.”
ho says. "But spon el Bloves:

A v i lgai Ty gl with e N Yok lonts i e 1 sy
e the Gisnts’
Mesdowtonds n New Jeriey. The conter wi actuahy have & physica Erushed chrome w--nmo
align with the brand, per Catves,

He says the Glants York s . *A couple of years ago,
e Started to expres Interest Decause we hac an NSt that a athetes run -~ ot Just foot
racers, The New York marothon is such 300d fit because of s global reach -- 508 of the feld s
internationd. The NFL s trying . 1o says Timex wil

brosdemts.

Per Caves, tho Timex concopt arcand the training center wil be similar to Gatorade' around its.
Gatorado Sports Sclonce Mstitute: Timex wants bath 1o bulld its athlate- timeploce cradibiity and
use the conter as an Ineubater for now products.

“UAtimataly, we want products in markat that are the result of an advisory board w are putting
together with the performance center,” he says, “Timex is percelved as trusted, fendy and

conservative, Yhaungnodlhlnpmalmywnwwldwmlmbtmind with, but we want.
15 & fine ne. We don't
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