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By T RICIA CARR

Swiss watchmaker T issot is entering into a marketing partnership with The Madison
Square Garden Company to leverage its products during events at one of New York’s most
prominent venues.

Tissot is now the official timepiece of Madison Square Garden. The watchmaker will be
integrated at events such as New York Knicks and New York Rangers games and a
branded message will be displayed on prominently-placed clocks and marquees on the
property.

“Madison Square Garden is an iconic property and it touches not only New Yorkers, but
many international visitors,” said Sharon Buntain, president of T issot United States, New
York. “This partnership gets our name and product in front of many eyes.

“Additionally, we feel that Madison Square Garden is a place where people have happy
times,” she said. “If they can associate our brand with a positive experience, that is
beneficial for us.”

Tissot is a member of the Swatch Group.
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Tissot is Madison Square Garden’s first official timepiece partner, per the company.

Countdowns to New York Knicks basketball games and New York Rangers hockey games
will now be done with a branded Tissot clock.

During select games the watchmaker will be featured on GardenVision, which is video
footage that highlights a sports team’s history on the center-hung scoreboard.

At hockey games the feature will be “A Moment in Rangers History” and at basketball
games it will be called “Tissot Turn Back the Clock.”

The watchmaker’s brand also grabbed prominent placement on the Garden’s Seventh
Avenue marquee, which is seen by more than 600 million people each year, and on the
Eighth Avenue marquee, per the company.

Tissot clocks will be placed in the stadium’s lobby in full view.

A Tissot countdown clock featured on the Madison Square Garden Transformation Web
site at http://www.msgtransformation.com will document the timeframe for the phases of
the stadium’s improvement project.

Madison Square Garden Transformation Web site

The partnership will be promoted via Facebook and Twitter by Tissot, Madison Square
Garden and the Rangers organization.

In fact, T issot announced the partnership via Facebook on April 13.

The watcher is also hosting a Twitter-based giveaway for Rangers playoff tickets.
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Tissot Facebook page 

“This partnership provides T issot a platform with multiple assets to promote to a broad
consumer base the values of their brand and specific products,” said Greg Economou,
executive vice president of corporate sales and solutions of MSG Sports, New York.

“For Madison Square Garden, this partnership aligns us with a global company in an
important category to help us further our reach and grow our brand equity,” he said.

Get the ball rolling
The brand hopes to reach luxury consumers that enjoy sports and music, per T issot’s Ms.
Buntain.

The venue also offers the watchmaker the chance to reach consumers who may not have
time to shop in traditional watch and jewelry stores.

Those who take the time to enjoy an event at Madison Square Garden will be exposed to
the brand and allow Tissot to reach new consumers.

In addition, T issot attracts more male consumers than female and the sports watch
collection is its  strongest seller, per Ms. Buntain.

Madison Square Garden is a sports-oriented venue that attracts many male consumers.

This partnership was the next natural step for the brand due to its status as the official
international timekeeper of the International Hockey League and International Basketball
Federation, per Ms. Buntain.

Also, the brand has aligned itself with sports ambassadors such as Tony Parker of the San
Antonio Spurs basketball team and Steven Stamkos of the Tampa Bay Lightning hockey
team.

Hockey and basketball games are played at Madison Square Garden, which makes it a
natural tie-in for the brand.

Other luxury brands have aligned themselves with like-minded events to leverage
products and services.

For example, Starwood Hotels & Resorts’ St. Regis Aspen Resort will debut a concept
restaurant to its affluent guests that was established through an exclusive licensing
agreement with American Express Publishing’s Food & Wine (see story).

In addition, Italian designer Missoni is lending its distinct style to Four Seasons Resort
Maui for two of the property’s poolside cabanas that will feature Missoni furniture, pillows
and towels to create an exclusive experience for affluent guests (see story).

“Knowing that professional sports is a huge, multi-billion dollar market driven by strong
marketing and popular fan bases, [Tissot] sees a prime opportunity to present its brand to
an audience that contains both wealthy customers and those who want to appear wealthier
than they are,” said Rob Frankel, branding expert at marketing consultancy firm Frankel &
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Anderson, Los Angeles.

“Although most of the good seats at live events cost serious money only the wealthy can
afford, there is an enormous market of fans and viewers of lesser means that crave
inclusion, which is where luxury brands do well,” he said.

Final Take
Tricia Carr, editorial assistant on Luxury Daily, New York

© Napean LLC.  All rights reserved.

Luxury Daily is published each business day.  Thank you for reading us.  Your feedback is welcome.

mailto:feedback@luxurydaily.com

	Tissot leverages product via Madison Square Garden partnership

