Sponsorship guidelines

Hawk Brewing receives dozens of proposals every year, many of which we reject because they do not adequately meet our needs. We have developed this document to make our requirements clear to potential sponsorship seekers and to encourage the presentation of proposals that meet those needs.
General

· We will consider proposals in all categories except [insert exclusions here].

· We require sponsorship and sales (if applicable) exclusivity in the category of beer and pre‑mixed alcoholic beverages. 

· We generally need a minimum of six months lead time to effectively plan and implement our leverage activities. 

· Logo and/or name exposure is considered a bonus but is not the primary goal of sponsorship. 

· We prefer to invest in sponsorships that carry out audience research during and/or after the event, including questions relating to our industry, and provide results to Hawk Brewing. 

· We expect that our sponsorship partners will invest a minimum of 10% of the total value of the sponsorship to proactively add value to the sponsorship.

[Sponsor] brand positioning

Here is a short overview to assist you in understanding our brand positioning. Our goal is to partner with organisations and events that are a strong, natural match to at least some aspects of our brand positioning. 
· ‘Not everyone can be a Hawk’ (tag line) 

· premium beers (including brands for true beer connoisseurs) 

· smart, witty, irreverent

· cool, sexy 

· an American status product 

· ‘Drink Responsibly’ message
As we expand overseas, our goal is to become known as an American status brand that retains its desirability independent of any prevailing or cultural attitudes toward America (think “Levis”).
Target markets by product

	Hawk Beer
	Males, 18‑30, highly social, into music and sports, consider themselves to be “cool”


	Light Hawk (low alcohol)
	Primary, Designated drivers, responsible, socially oriented, consider drinking a premium light beer to be a good compromise

Secondary, Women 18‑34, single, active, tomboyish, highly social, out-and-about, somewhat fashion conscious



	Raven Ale 
	Males 25+, upscale, status‑ and quality‑oriented, highly brand aware, want to be seen with the coolest brands



	Raven Special
	Upscale bars, pubs and restaurants, available east coast only



	Mad Vulture
	Males and females, 18‑24, single, music‑ and fashion‑ oriented (pop culture), party/rave‑oriented, not generally alternative types, Introducing new flavour in October 2008




Sponsorships must provide at least six of the following

These should be tied to both your overall objectives and key attributes/values, and should number 10‑15. 
· A natural link with our brand positioning (see above) 

· Provision of exclusive and meaningful content for our Internet site 

· On‑site sales 

· Exclusive event, access, or area for members of Hawk’s Hawkeye Club (1.2 million members worldwide, 84% in North America)

· Provide opportunity for key customer hospitality (‘what money cannot buy’ activities are particularly good) 

· Opportunities to host pre- or post-event parties, concerts, or other over-21 social activities

· Celebrity appearances at key pubs and clubs (or “virtual” appearances in video webchats or webcasts)

· Other event-related benefits that we can pass along to a large proportion of our customer base (both consumers and trade). Feel free to use your imagination

· Access to premium event-driven content so we can develop in-pack CDs, DVDs, or CD-Rom games

· Product placement (using one or more of our brands in a meaningful way as part of the event) 

· Ticket discounts, premium tickets, or access to an exclusive ticket line for customers with proof-of-purchase

· Ability for Hawk Brewing staff to participate in a meaningful way

To be considered, proposals must include

· Key details of the opportunity 

· Overview of your marketing plan‑including what is and is not confirmed 

· List of sponsors who have committed to date 

· Comprehensive list of benefits, including how they relate to us and our products 

· Creative ideas as to how we can use this sponsorship and those benefits to connect with our target markets

· Timeline, including important deadlines 

· Credentials of your company and key subcontractors (publicist, event producer, etc.)

Process for consideration

· All proposals are reviewed by Sponsorship Manager to assess suitability, feasibility and resources required (human and monetary) 

· Recommended proposals are presented to [insert title] for approval 

· Sponsee is notified of the disposition of the proposal within X weeks

Submit proposal to: 

[insert full contact details]
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