
With $500 and a desire to spice up the Washington’s Birthday Celebration, the New Generation Com-

mittee started the Jalapeño Festival more than 30 years ago.  The festival was born in 1978 as the Jala-

peño Street Festival and held at San Agustin Plaza.  It all stared when Velia Uribe encouraged some local 

college graduates to start a committee.  “To this day, no one really knows if it was great vision on her 

behalf, or just a way to keep eager, young board members out of her hair,” said Nando Zuñiga, former 

committee member.  The New Generation Committee gave way to a president and bard or directors, but 

the original members of that committee- Zuñiga, David Killam, Tim Herring, Richard Powell and Hand 

Sames-continued to assist the festival in a variety of ways.  The basic structure of the festival itself re-

mained intact.  And although some of the events changed, the mainstays, such as the adult tricycle rac-

es, were repeated year after year.  But over the years, the festival grew deeply connected to the WBCA.  

After it grew too large to be contained at San Agustin Plaza, the festival was moved to Jarvis Plaza, even-

tually spreading across the international bridge with a small celebration in Mexico.  A reporter from the 

Wall Street Journal wrote an article about the festival, and it also garnered the interest of British Broad 

casting Corp. documentary filmmakers.  In fact, one of them, a soap opera star from England, entered 

the Jalapeño Eating Contest.  He placed third.  In a moment of pride, the participant declared:  “You 

know what, the jalapeño peppers here aren’t even as hot as the ones I got at the local deli in Britain.”  It 

ended up on a documentary the BBC assembled about strange foods.  The 1990s saw a shift in the festi-

val’s leadership.  It moved away from the WBCA umbrella, and stood on its own feet under the manage-

ment of the Jalapeño Festival Association.  The festival prospered, and before long, big-name performers 

were appearing at the Laredo International Fair and Exposition grounds, where the festival was held at 

the time.  Performers included Selena Quintanilla, Intocable and Tricia Yearwood.  After the turn of the 

century, the festival began to struggle financially, and its future was questioned.  Thanks to Patti Guajar-

do, the festival was resurrected, and brought back under the umbrella of the WBCA in 2006. Ever since 

then, the Festival has gotten bigger and better and new ideas and events have become a staple of the 

Celebration.  



-Description and Purpose: 

The Jalapeño Festival had always featured two nights of concerts, with Tejano on Saturday being the more pop-

ular day. The big expense came with the Saturday headliner and the opening acts. Friday was viewed as a tune-

up day with a variety of music genres tried throughout the years. The turnout discrepancy was pretty staggering, 

therefore WBCA invested more money in order to bring another headliner and opening acts for Friday.  

In an effort to lighten the burden on the wallet the two-day pre-sale pass was created. Normally the tickets ran 

from $15 pre-sale on Saturday and $20 at the door and $10 pre-sale on Friday and $15 at the door. So, even 

though the caliber of the bands for both days was top notch, we tried our best to cater to our audience.  

We ran the pre-sale until two-days before the door opened and concentrated our marketing efforts on inform-

ing people on the savings.  



-New Promotion: 

This was the first time that we have changed the pricing policy for the Jalapeño Festival and the first time 

that we had two major tejano headliners on both nights. In an effort to make both nights a success the two-

day pass was born. People used to only come to Saturday or Friday, but rarely both nights. We wanted to 

change this mentality and get a great turnout on both nights. 

 



- Audience & purchase locations 

As of the 2010 Laredo has 236,091 inhabitants in the city. 

According to the 2010 Census, the vast majority of Laredo's population is ethnically of Hispanic (of any 

race) origin, with 95.6%.  

Who did we cater to? Tejano Lovers!! Intocable and Duelo are arguably the two top bands in the South Tex-

as music scene today. 

The Two-Day pass was launched in November along with the announcement of our new title sponsor in Uni-

Trade. Our press event, featured a Radio Remote that announced the sale of the two-day pass in a special 35 

hour sale, in honor of the 35th year of the Jalapeño Festival. We offered signed Intocable t-shirts for the 

people that bought their ticket during the promotion. 

SAVINGS: The regular ticket prices at the door were $20 on Friday and $20 on Saturday. The Two-Day pass 

saved you a total of $15.  

 We initially sold physical tickets the day of the press announcement in November, but after the initial 35 

hour promotion the tickets were only available online until the local Stripes stores began selling tickets in 

January. 

 We also added a kiosk at the mall that begin in February for ticket sales. The two-day promotion ended 

two days before the festival, but we had an additional day on Friday, the day off the festival. We had a 

Duelo autograph session scheduled for that day and paired it with a radio remote to invite people to not 

only get your autograph, but buy the two-day pass for only $25. 



Online tickets Sold Comparison 

2012 Online Tickets Sales for Jalapeño Festival 

103 online tickets for the Jalapeño Festival, of which 24 were purchased outside of Laredo. 

2013 Online Tickets Sales for Jalapeño Festival 

1,101 online tickets for the Jalapeño Festival Sponsored by Uni-Trade, of which 170 were purchased 

outside of Laredo. 

Stripes Locations 
There were 3,742 tickets sold at all the local Stripes stores. 

 

Kiosk tickets 
1,440 tickets were sold at the Mall Del Norte ticket kiosk 

 

Duelo Signing 
272 tickets were sold in our two-hour autograph session 

 

 



Supporting Question: 
We knew coming in that Laredo is a “day of” society. People tend to wait until the day off the event in or-

der to purchase tickets. We have seen this firsthand for years now and we took steps in trying to sway this 

mental predisposition by offering tickets online for two years. 

Last year the result was lukewarm at best with our online efforts, which faces other problems. People have 

to trust online purchases, have printers at home, understand how the whole process works.  

Our physical tickets always saw a surge the week before the Celebration. 

We really wanted to emphasize the savings that the two-day pass offered. We started the campaign in No-

vember, advertised in any and all mediums available. Had radio remotes specially made for the two-day 

pass. 

We can’t say that it was completely embraced, but we did manage to make a little headway and are hope-

ful that people will slowly come around to purchasing tickets early. We saw significant spikes in pre-sale 

tickets, but the majority of the tickets were still purchased the day of the event. We had over 20,000 peo-

ple on Friday and over 30,000 on Saturday. 



Marketing Materials 

Bus Ad & Billboard 1 

MX Billboard 2 (Vinyl & Electronic) 

 



Marketing Materials 

Mobile Marketing 



Marketing Materials 


