U.S. ARMY FAMILY AND MWR
Fort Leavenworth, Kansas



MWR Brand

Let us show you
how to reach

America’s finest.

The U.S. Army Family and MWR Corporate
Partnerships team can help you secure a

measurable return on investment and influential
access to well-educated, diverse and financially stable
consumers.

Be part of something with value, purpose and

reward. Align yourselves with something more.

Make a meaningful difference. This is your opportunity to do
well for those who have done

so much.

U.S. Army Family and MWR plans, produces, promotes and
manages world-class programs for those who serve, this
includes a host of recreation, sports, entertainment, travel and
leisure activities. When you join our ranks and reach these
coveted target markets within the U.S. Army, you'll also
directly support exceptional programs for military members
and their families.



Millions of military Service Members, Retirees and their
Families count on our programs to boost their quality of
life throughout the United States and around the world.

Align your brand with the Strength of the
U.S. Army.

Join other prestigious corporate partners like
GEICO, Sprint and USAA.

Reach more than 80 Army installations and
more than 2.5 million Soldiers, Family
Members, Retirees and Civilians.

Support valuable programs for those who serve.






Army Demographics

What makes our

so compelling?

The military community:

+ Has time for leisure: Soldiers earn 30
vacation days a year.

e Has money to spend: Soldiers
typically have more disposable income
due to a comprehensive benefits
package including housing, medical,
dental, etc.

e Is young: Fifty-eight percent of Active
Duty Soldiers are younger than 30, and
the average age is 29.

e Is smart: Army Soldiers are well
educated. The G.I. Bill provides them
and their families opportunities for
further education.

e Moves around: Approximately 29
percent of Armed Forces personnell
were geographically mobile between
2011 and 2012, versus 12 percent of
employed civilians.

12010-2014 American Community Survey 5-Year Estimates
(census.gov). 2 DMDC “Active Duty End Strength Profile” Set — June
2016. 3 DMDC “Custom Data” Provided — September 2016.
Incentives include housing allowance.






Our Army Community






POST POPULATION

e Military
e Non-Appropriated Fund Employees ¢ Department of the Army/DOD Civilians
e Military Housing Privatization e Defense Commissary Agency Employees

Post Population total: 14,460
Population Residing Off-Post (including Retirees): 32,356
Visitors to Post: 71,113






SPONSORSHIP
OPPORTUNITIES

CHILD & YOUTH

Child include events include;
Youth Sports, Month of the
Military Child, Kids Fest,

Mr. Stinky Feet concert, etc.
(avg. 2500-3000 attendees)

OKTOBERFEST

Annual German Tradition
includes; festival tents,
authentic food, music and
entertainment, open to all
post personnel.

(avg. 2000-2500)

4TH OF JULY

One of our largest events
that allows off post
attendees to be a part of
the festivities. Fireworks,
music and food.

(avg. 8000-10,000)

Running event sponsors will
have their logo on run t-shirts
as well as the opportunity to
attend running events.

(avg. 100-400)

As a golf sponsor, you have
the option to sponsor a hole
in one, tee or a scorecard, as
well as your logo on flyers
for golf tournaments.

(avg. 75-100 players)

The sponsorship opportunity
includes your logo/signage to
be featured in one of our MWR
facilities with great exposure
and name recognition, example
(gyms, bowling, etc.)

From annual Fun Shoots to Fall
and Spring events. We have a
variety of outdoor opportunities
for your business.



SHOWCASE
YOUR BRAND
TO THE ARMY
COMMUNITY

Reach The Military Market
Through Sponsorship Of Army
Family Morale, Welfare And
Recreation Events At More
Than 75 Army Installations

Promotions/Events

e Gain prominent exposure by targeting the
brand-loyal military market
e Leverage your brand’s assets and develop sustainable

promotional efforts
e Create buzz, build brand awareness, drive traffic

and repeat purchases

Child and Youth Programs Better Opportunities for
Single Soldiers

(BOSS) Program

U.S. Army World Class Army Birthday Ball
Athlete Program (WCAP)

Customizable Activations

* DMDC “Active Duty End Strength Profile” Set — June 2016 On/ine Promoﬁons (AFRC Great Getaways)

No U.S. Army endorsement of Sponsors/Advertisers implied.






In addition to events,
we also offer our sponsors the
opportunity to proudly display

their logo around
post at various locations
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