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TOMMY: ADS ALONE
JUSTWONT CUTIT

Hilfiger fashions new media strategy around branded
entertainment, with TommyTV website, Bravo show

ADAGE.COM

By ANDREW HAMPP

ahampp@®adage.com

GET READY FOR a redesigned
Tommy Hilfiger.

The once omnipresent, all-
American designer, who sold his
company for $1.6 billion to invest-
ment firm Apax Partners in 2006,

~—has kept a relatively low marketing

profile in recent years, with a scaled-
down retail presence and a more
modest media budget (Tommy
Hilfiger Corp. spent $23 million on
measured media in 2007 vs. $37.3
million in 2004, its highest spend-
ing in the past five years). But now
Mr. Hilfiger is looking to branded
entertainment as an efficient way to
extend his brand and still break
some ground in the increasingly
competitive fashion category.

Alkey part of the company’s new
media strategy kicked off in April
with the launch of TommyTV, a
branded website that serves as a hub
for exclusive performance and
behind-the-scenes footage from the
Hilfiger Sessions, a concert series
sponsored by Tommy. Now Mr
Hilfiger is taking on the role of TV
producer with “Tommy Hilfiger
Presents: Ironic Iconic America,” a
one-hour special for Bravo based on
“Iconic America: A Roller-Coaster
Ride Through the Eye-Popping
Panorama of American Pop
Culture,” a book he co-authored
with ad legend George Lois.

“Ironic Iconic America” is a trav-
eling roadshow that tours different
locales and icons in American pop

See HILFIGER on Page 21
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