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Summary

Lionheart is a Craft Cider Company that 
entered the market in July of 2014. 

This year Lionheart has decided to focus 
its expansion efforts on integrating into 
the St. Cloud market. 

Our objective is to increase brand 
recgonition, sales, and help them to 
successfully expand into the St. Cloud 
market. 



Situational Analysis 
Company Analysis:

Lionheart originated in an entrepreneurship program at the 
University of Minnesota in the fall of 2014. A group of 
individuals got together and took their passion for 
European Cider and crafted it into their class project where 
they received seed funding to create a startup business.  
After the project, they continued working on Lionheart Cider 
and launched it to market on July 14, 2015. Today they 
currently are located in the Twin Cities, Winona, and 
Mankato. They are located in 280 restaurants and liquor 
stores. They are currently entering into the Saint Cloud 
Market. Within the Saint Cloud market, they are struggling 
with brand awareness and the lack of loyalty that college 
students are to alcoholic beverages.

Primary Research & Consumer analysis:

We created one paper survey as well as conducted many 
verbal surveys in order to collect our research. The paper 
surveys were distributed at in-store tasting events all over 
St. Cloud on Saturday, March 5th and through those we only 
collected 20 paper responses. However, the verbal feedback 
proved to provide us with an ample amount of information 
about the Lionheart Cider Company. From this we conclude 
that Lionheart should focus on collecting feedback in a verbal 
manner in order to accurately report data on their
consumer’s preferences. 



Results
Survey Respondents

20 Respondents
21-25: 31%
26-31: 33%
32-37: 21%
38+: 15%
Male: 11

Female: 9
75% Have not heard of 

Lionheart Cider Co.
62% Purchase Craft 
Beer 1-3 per month

Verbal Respondents

Respond well to the 
“Story” Behind the 

product.

Enjoyed the Product: 
82%

Male: 25%
Female: 75%

Target Market:

Through our research, we consider our target market to be 
men and women ages ages 25-40 that are also craft beer 
and wine drinkers. Hard cider is considered seasonal product 
and sells best in the fall and summer time. We also consider 
hard cider to be a casual drink and not consumed in excess. 
Typically, our ideal consumers are not price sensitive, college 
educated, and have the excess funds to purchase hard 
ciders. Our ideal consumers are purchasing hard cider for 
their own events such as barbeques, bonfires, parties and 
other social events. Hard cider consumers tend to be 
adventurous, experience oriented, and enjoy being outdoors 
and participating in activities such as camping, paddle 
boarding and hiking.



SWOT
Strengths

- Unique

- Higher Alcohol Content

- Story behind the brand

- Dryer than tradition brands

Weaknesses

- Not well known

- Brand confusion: 
Lionheart vs Lion Heart

- Seasonal product

- Not made locally

Opportunities Threats

- Mixed drink parings

- Sold in-store by mixers

- Rebranding

- Catch pharses, taglines, 
hashtags

- Social media 

- Competitors

- Craft beer

- Relatively easy to make

- Price changes



- Sugar Content In Grams

12 O.Z 16 O.Z
Crispin

Strongbow
Loon Juice

Woodchuck

Angry Orchard

Lionheart

Competitive Analysis
Positioning Statement:

There are over 100 different craft and 
hard ciders on the market. However, there 
are only a small handful that are 
recognized nation wide. We chose to 
bring Lionheart up against a few of the top 
competitors recognized nationwide as well 
as a few of their close competitors that 
are recognized across Minnesota. 

We chose to relate the ciders in the terms 
of sugar content (in grams) versus size 
(in ounces). Many craft ciders are brewed 
in 12-16oz cans or bottles. However, the 
competitors products were all branded in 
12oz cans and bottles whereas Lionheart 
is currently only being served up in 16oz 
cans. In comparison to Lionheart’s top 
competitors, we discovered that they are 
hitting their mark of being a “dry cider” on 
the market. They are roughly the second 
most dry cider on the market with only 14 
grams of sugar per 16oz serving size. 

We believe that in the marketplace, 
Lionheart should put emphasis on the fact 
that they are a dryer cider than their 
competitors. This gives them the 
advantage of being a product that is 
sweet, but not too sweet that it gives its 
consumers an upset stomach after 
having too many. We believe that this is 
what Lionheart’s potential consumers will 
be looking for.

+ Sugar Content In 



Distribution
Currently, Lionheart’s distribution strategy is to 
always be available for their accounts. Their 
product is manufactured in Washington, however 
they are looking to bring it home to Minnesota 
in the year to come. Their product demand from 
Washington distributors is based on the demand 
of individual accounts. If the accounts sell out 
and find it necessary to order more Lionheart 
they can order more at any time. However, 
accounts usually order products roughly once a 
week. As the seasons change, so does their 
demand and the demand for Lionheart does 
spike during peak seasons such as Summer and 
Fall when people are barbequing and visiting 
apple orchards. They are having trouble selling/ 
distributing products in winter times but are in 
the process of developing strategies that will 
create more distribution and demand during their 
slow periods.

They are currently in 280 restaurants and liquor 
stores in the Twin Cities area as well as 15 
locations in the St.Cloud area. Currently they 
are in the process of purchasing their own cidery 
in the Twin Cities area in an effort to bring their 
distribution home. As their product popularity 
increases they are hoping to expand into other 
states and eventually nationwide. 



Liquor Store 
Recommendations

When selling Lionheart in liquor 
stores, location is key. Working with 
the owner directly can help ensure 
that Lionheart is placed 
appropriately with other ciders and 
craft beers. However, we 
recommend that Lionheart make a 
special effort to encourage that their 
cider can be paired with other 
alcohols offered throughout the 
store. For example, Lionheart can 
place a little sign next to Fireball 
Whiskey and Jack Daniels: 
Tennessee Fire that encourages 
consumers to visit the cider isle and 
make their pairing. 

For in-store samplings we highly 
recommend that Lionheart get a 
branded table cloth they can lay 
their samples and offerings on. In 
addition, it would be beneficial to 
offer consumers a branded recipe 
card that can influence consumer 
purchase as well as give additional 
information about the brand and link 
them to Lionheart’s social media. 

To encourage sales in the winter 
time (when cider sales are 
typically slow) and around the 
holidays, Lionheart could have 
special gift packages that come with 
two cans of Lionheart and a 
Collector’s Edition Lionheart glass 
engraved with the year to 
encourage individuals to collect 
them. The glasses could feature two 
different designs each year. This 
can be a fun promotional idea that 
is fairly cheap and sparks sales in 
slow times.

Our final suggestion is, that the 
Lionheart posters displayed in-store 
are seasonal and feature a different 
cocktail that inspires consumers to 
drink more cider around the 
holidays, etc. 



Pub Crawl 
Recommendations

We recommend that Lionheart 
prepares pub crawls at least a 
month and a half in advance.  

First, we recommend staking out 
locations to find the ideal bars that 
contain our ideal target market. 
After you determined the bars 
you’re going to work well with it’s 
important to meet with the owners 
and staff to find out what food would 
go well with Lionheart and what 
type of cocktails that can be made 
specifically for each bar.  

During this time we also 
recommend that employees are
encouraged to participate in word-
of-mouth marketing to spead 
awareness of the events as well. 

Employees should be encouraged 
to sample Lionheart before the 
event so they can provide 
consumers feedback on the 
product. 

In addition, we recommend that 
Lionheart has it’s participants 
pre-register for the event that way 
they can get a group of individuals 
who are committed to the event. 

Charging a $10 fee would get 
participants a Lionheart t-shirt as 
well as guarantee they will be 
involved in the event. 

Another suggestion is, having one 
event that is the highlight of the 
entire night. This could be a 
signature drink for that occasion 
only (ex. Lionheart Buffalo), 
apromotional giveaway, or a grand 
finale at a special bar. 

We also recommend that they 
promote events heavily on social 
media weeks in advance and get 
the bars they’re crawling through to 
promote the event on their social 
media pages as well.



Additional 
Recommendations

Restaurant:

By pairing Lionheart with food items 
and creating a featured product or 
menu suggestions, this would 
increase liquor and food sales for 
the restaurant and thus encourage 
the restaurant to promote Lionheart 
and keep it on the menu. 

Suburban Marketing:

In addition, we want to target 
suburban areas. These areas are 
populated heavily by our target 
market but are hard to reach with 
the strategies previously mentioned 
for lack of bar presence. 

We hope to build a presence in the 
community. We can accomplish this 
by finding local events in these 
suburbs and attend them. For 
example if a parade is happening in 
a local town, Lionheart can partner 
with a local bar and sponsor that 
bar along the parade route. 

An example in St. Cloud would be 
Summertime by Lake George.
Lionheart could have a booth up 
here with samples of Lionheart.



Media Strategy 

We suggest Lionheart establish and formalize a 
social media content, imaging and messaging 
hierarchy that prioritizes the mission of the brand 
with the type of content disseminated to the 
public. 

Content may include but may not be limited to 
event promotion, event experiences, product 
movement and promotion, product facts (with an 
emphasis on strengths when considering the target 
market, and special offers/contests that get 
consumers more involved in the brand.) 

For the sake of consistency, this includes but isn’t 
limited to tying in all messaging and imaging 
between posters and social media content. 

Content should reflect the spirit of experiences and 
exploration and perhaps, from a regional platform, 
work in iconic local imagery to reinforce a sense of 
familiarity and pride to those associating with 
Lionheart. Content may include but not be limited 
to promotional video, design, stock and organic 
photography.



Media Strategy 



Facebook

Our suggestion for Lionheart’s Facebook page is to continue sharing events that 
include: dates, times, locations and details in one solid facebook post that other 
Facebook users can then share to gain awareness of and participation in the event. 
Exploiting Facebook is a useful way for Lionheart to find new potential consumers 
while also spreading the word about their brand. 

In times where there are no events taking place, We suggest they update their 
Facebook status at least two or three times a week. In the off times, we suggest 
Lionheart promote and push product, reinforcing brand awareness and brand 
strengths. 

Social media content outside of event promotion could include social media driven ad 
campaigns, contests and fun facts about Lionheart that set it apart from competitors in 
an appeal to push product. 

Additionally, Facebook posts can feature interactive messaging and promotional 
activities offering discounts and prizes. Those can become opportunites for consumers 
to be involved and invested in Lionheart’s Facebook page. 



Facebook Ads



Instagram
Lionheart has found most of its success on 
Instagram, which comes as little surprise 
when you consider our identified target 

market spends a much more consistent time 
on Instagram seeking precisely what 

Lionheart looks to offer; experiences and 
exploration. 

Lionheart is on the right track on instagram. 
They’re using the right tags and content. We 
simply encourage more links back to other 
content on other sites and cleaning up the 

Instagram feed to reinforce the primary 
imaging and messaging 
objectives and hierarchy.



Media Strategy
Our suggestion for Lionheart’s online webpage is that they 

create different tabs one of which will become a Recipe tab that 
holds all the ideas and pairings that feature Lionheart. 

Having a recipe tab right on their webpage will be a convenient 
way for consumers to get drink ideas and will spark more 

purchases as consumers delve into the brand pairings and 
cocktail recipes in an effort to try them all. 

Also, as the seasons change, they can highlight a featured 
recipe on their homepage with a link to more details. This may 

help them in off times such as Winter when ciders are not 
heavily consumed. 



Media Strategy
In addition, Lionheart tying their brand to the seasons and 
offering drink pairings and solutions to the weather changes 
can help spark consumers to consume the brand in 
nontraditional times. 

This strategy also brings brand switchers/craft beer 
consumers back to the product countless times through their 
process of “exploration”. 

To provide a sense of interactivity Lionheart’s website can link 
recipes to Pinterest and share them back to the website and 
also on Twitter. When a new short series of recipes is launched 
post them to Facebook. 

We also suggest making the website more interactive by 
adjusting the initial background image into a slideshow that 
provides visitors with a small handful of examples of the 
Lionheart experience in an attempt to feel more flexible as 
a brand. Additionally, incorporating the #CraftAnAdventure 
hashtag into the social media portion of the homepage will 
further reinforce the spirit of the brand while calling out action 
from consumers about their Lionheart experience.



Measuring Performance
We suggest that tracking be done after each 
sampling and each event attend. As we have 
mentioned earlier, once a bar or market is 
chosen sales need to be tracked for that location 
and market. We first recommend beginning to 
track the re-buy sales. We want to see an 
increase from the initial order (before the 
campaign) compared to the results after the 
campaign. 

However, we don’t just want to measure sales. 
Another important factor is exposure. We want to 
know how top-of-mind Lionheart is. This is where 
we would use social media and website traffic to 
help us get a better understanding of how well 
an event did. 

For example if we have a pub-crawl coming up 
we will track and record all the website traffic 
and social media data for the day before the 
event, the day of the event, and the day after the 
event. As a general rule of thumb we will assume 
that 80% of all recorded data is 
attributed to the efforts in that zone. This will 
allow us to track each zone and combined with 
the data from each zone take a look at the 
success of any marketing efforts.
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