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I. Introduction 

Physical fitness as a life-style regimen, though not a cure-all, can make a substantial difference in both physical 

and mental health. Regular physical activity can reduce the risk of a number of diseases and can also help 

improve mood and psychological outlook. Recent research has suggested that running is an activity that not only 

promotes well being but also raises immunity levels and improves health, helping fight diseases such as cancer. 

So running had been chosen to help prevent breast cancer. The first stage of any behavior change starts from 

awareness. Change occurs when people become aware of important issues related to breast cancer and general 

fitness and then act upon this awareness to bring about a positive change in their health condition. Marathons 

have been traditionally used as a format for promoting a cause by creating a platform for spreading social 

messages and raising funds for charitable causes. Following a conventional marketing communication approach, 

BTL activity is used by Governments, Business organizations, NGOs and Advocacy groups to bring in 

awareness to a specific target market. Considering the Pinkathon as a BTL activity our case study examined 

how to maximize communication, efficiency and impact of the Pinkathon in achieving measurable increase in 

awareness of fitness, other women's issues and dealing with breast cancer. 

II. Initiative 

 The Bangalore edition of Pinkathon had Symbiosis Institute of Media and Communication, Bengaluru, SIMC-

B, as the Knowledge Partner. As the Knowledge Partner we created campaign for creating awareness on breast 

cancer and general fitness. Our target audiences were women between the age of 10 -70 years (primary group), 

people who could influence the women such as opinion leaders, men , spouse, teachers, media professionals, 

community service groups and clubs, medical fraternity, celebrities-fashion and style icons. 

Abstract: Pinkathon is an initiative concerning women and focusing on the need to heighten awareness 

of breast cancer prevention and early detection through a fitness regimen. Given this objective, the 

Pinkathon campaign aimed at encouraging the uninhibited participation of women from all social milieu 

to come together in large numbers on one single platform, congregate, connect, empathize, support, 

share  and resolve for adopting life style changes and a new way of life. Pinkathon in India was launched 

on December 16, 2012, a first of its kind event, to be conducted as multiple city editions. The Bangalore 

edition of April 7, 2013, had Symbiosis Institute of Media and Communication, Bengaluru, SIMC-B, as 

the Knowledge Partner. This was a charitable event and all participants were encouraged to raise money 

through the Pinkathon registration, which was donated directly to the Women’s Cancer Initiative (WCI). 

Lack of awareness has been one of the major challenges in Breast Cancer prevention. It is an established 

fact that running is considered to be one of the ten measures to help prevent breast cancer. There have 

been various communication formats devised to spread the awareness of breast cancer prevention. 

SIMC- B as the Knowledge Partner, created awareness through promotional activities such as flash 

mob, registration drives, engaging the social media with web promos through videos, tweets and ‘likes', 
enlisted key influencers and decision makers, Corporates, Educational Institutes and NGOs. SIMC-B 

also conducted dip stick studies before and after the Event to measure the communication impact. The 

case study analysed the experience and showcased Marathon as a BTL (Below the Line) activity.  
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III. Communication Strategy 

 Pre event communication design included 

 Change Agents – Media, Medical Fraternity, Bureaucrats, Captains of the Industry, Celebrity & Sports 

Personalities, NGOs & Advocacy groups, Page 3 People and other Opinion leaders. Focusing on 

Counselors and Survivors  

 Word of Mouth – Schools, Colleges, Gyms, Salons, Spas, Women’s clubs  

 Social Media – Easy , Fast and Vast - Face book, Twitter, YouTube, LinkedIn  

 Merchandising – Bookmarks in Bookstores, Pink Band, Sipper, Post Cards, etc 

 Publicity, Promotional and Educational material such as posters, banners and leaflets 

 Promotional pink carnival, graffiti writing, treadathon, flash mob 

 Viral Videos 

IV. Implementation 

The following activities were taken up by us very actively for creating awareness, promos, facilitating 

partnerships as well as sponsorships and driving registrations.  

V. Sponsorships 

Sponsorships included Association of Sagar Group of Hospitals as the Wellness Partner (donation of Rs 3 

Lakhs), Donation cheque of Rs 1 Lakh from Indus Business Academy (IBA). IBA also participated actively in 

the Marathon, Hospitality partnership with Lemon Tree (65 nights free along with free Breakfast for 250 people 

at the venue on the day of the event.), Organizer's interaction with key influencers such as Rotary Club, Indo 

American Hybrid, Management Committee of the Art of Living, CEO of Indian Business Academy, Corporate 

support – IBM, HCL. 

VI. Promotions 

Promotions included: 

 Curtain Raiser Press Conference of the Pinkathon held at the Forum Mall. 

 A promo Flash Mob solely choreographed and performed by the students of SIMC-B, the knowledge 

partner of PINKATHON, which evoked curiosity, generating media coverage.  

 Populated the social media with web promos through videos, tweets and 'likes'. 

 First practice session on the Campus of SIMC-B was organized for the Promoters Milind Soman, 

celebrity Model and Actor and Reeth Abraham with 'Rapid' Rashmi of Big FM. 

 Unveiling the Pinkathon at the International Women’s Day celebrations held at SIMC-B in partnership 

with ELCIA 

VII. Registration Drive 

A full-fledged registration drive was undertaken through mailers, display on bulletin boards and notice boards 

beside personal interactions. Some of the touch points were all major clubs Rotary Club, Industries, Colleges, 

Universities, Corporates, Hospitals, Fitness centers, KSRTC, Bangalore Development Authority, India 

Foundation for the Arts, Association of Women Entrepreneurs of Karnataka. 

VIII. Change Agents 

Prominent people and Opinion Leaders from film, sports and media world took active interest in the event and 

participated in it. Kannada film actresses including Priyanka Upendra and Ramya, the Chairman & Managing 

Director of Biocon Limited Kiran Mazumdar-Shaw, famous athlete Reeth Abraham, Ashwini Nachappa, Devika 

Bhojwani, Vice President of the Women's Cancer Initiative etc were associated with the Event, along with us. A 

series of community engagement activities were planned such as Pinkathon paints Forum, Flash Mob & Photo 

Booth, Pink Carnival, Tredathon, Beer Bash, Runners Club promos. 

IX. Evaluation 

A dip stick study was conducted before and after the Event to measure the communication impact. Data of the 

Pre event analysis showed that majority of the respondents were aware of the ailment and believed that regular 

exercise was a preventive measure followed by a healthy diet, weight control and avoiding exposure to 

radiation. There was a keen interest among the respondents to run for the Pinkathon. Most of the women felt that 

a social event such as Marathon could lead to increase in awareness of breast cancer, ultimately resulting in 

positive action.  

Post Pinkathon all the respondents planned to include fitness in their daily routine. This established the fact that 

Pinkathon triggered the need for a fitness routine in the participants. This was a significant increase from the 

pre-event survey. Walking seemed to be the most popular form of fitness followed by yoga for the participants. 

A majority of the respondents discussed the issue with their family members (sister, daughter, mother) followed 

by female friends. Regarding communication material, Social Media- Facebook and Twitter seem to have made 

the maximum impact followed by personal e mailers that were sent out by the teams of SIMC-B. This proved 
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that experiential events and social media were the most impactful platforms for creating maximum awareness of 

social and health issues. 

X. Impressions about Pinkathon 

Pinkathon seems to have made a positive impact on the respondents with the majority having awareness and 

motivation for fitness. The USP of the Pinkathon was that it drove home a very serious message through a 

carnival mode of fun and celebrations. The parallel events including trial runs, flash mob, treadathon, pink 

carnival, amongst others zumba were the unique elements of promotion and publicity.  The participants had 

their families rallying around them and they left the Event with a sense of jubilation akin to a picnic or any other 

family outing.   

XI. Conclusion 

Pinkathon Bengaluru was a successful event for women’s fitness and breast cancer awareness. The women-only 

event featured participants from all social milieu, age and fitness levels showing their support for the Pink 

Ribbon by running/walking 10 km, 5 km or 3 km. Pinkathon was also unique because men too participated in 

big numbers as motivators in the events leading up to the final event on April 7th and cheering up the women at 

the Pinkathon. Events such as Pinkathon promote awareness, which in turn can save many lives. 

On the Pinkathon day of April 7th, it was gratifying and empowering to join together with other runners, to feel 

that we were doing something collectively, to make a difference. The feeling of sisterhood, sense of bonding 

and relating to each other, cutting across all differences of age, background and status was most gratifying. 

Pinkathon Organiser Milind Soman, celebrity Model and Actor has done a wonderful job in creating breast 

cancer awareness, and encouraging more women to run and stay fit. We look forward to more such events in 

Bangalore! 

XII. Pointers for future Pinkathons 

 Marketing of the event should be done much in advance to be more effective. 

 The marketing focus should include more of corporate, pharma and biotechnology companies, 

educational institutions, women at the grass root levels of government organizations, rural areas, taluks, 

districts, daily wage workers and the unorganized sector. 

 A better time of the year should be picked up as this was examination time for colleges and vacation 

time for schools.  

 Response from the sponsors was overwhelmingly positive, so more funds could be generated through 

institutional funding. 

 Since events such as Marathons are viewed as fashion statement, more celebrities could be involved 

from film and sports world, media houses etc, as they are able to pull crowds. More importantly, they 

are trend setters due to their iconic status hence would encourage fitness. 

 These kind of events supported by corporates under their CSR activity would enable heightened 

branding in reaching out to a larger audience. 

 The focus was on the woman and her immediate universe creating a family outing ambience giving her 

the familiar comforting cushion. 

 In comparison to cities such as Mumbai, Bangalore was more conducive to conduct an event such as 

this, in terms of law and order, terror threats, safety and security. 

 The registration fee of Rs 500 however was prohibitive. The registration should be made free and 

instead effort should be on obtaining institutional and organizational sponsorships. 

 All classes of people should participate. 

 The registration amount can be termed as Donation. A counter could be kept open for public to donate 

any amount and register, in order to encourage sense of participation and enhance self esteem. 

 Free spot health checkups should be offered, with more emphasis given to the Cause rather than the 

event. The Cause tends to get over-shadowed when the focus is on celebrities and Page 3 People. 


