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SOLICITATION PROPOSAL

ver the years BorderFest has transformed into a 

totally global event that celebrates a different 

country or culture each year.  Entertainment and 

exhibits from these countries provide greater experiences 

and educational opportunities as the borders are expan-

ded and BorderFest raises its bar of excellence.  In keeping 

with BorderFest’s mission of cultural enrichment, arts, edu-

cation, and heritage preservation, the festival’s goal is to 

bring the community together in a fun, clean, and safe 

family environment while at the same time educating its 

guests about another culture.  A state accepted curriculum 

written by local teachers is provided to more than 12,000 

students in six school districts to enhance their experience 

and the culture of the country celebrated each year.

 This year, BorderFest “Celebrating Argentina”, with 

twenty tented stage and entertainment areas fi lled with 

more than 100 performing groups is for all ages and tas-

tes, for families, for young people and for seniors. Everyo-

ne had a great time with singing, dancing, arts & crafts, 

four parades (one daytime and three nightly illuminated 

parades), kids’ activities, a sea of food of all kinds, a full 

carnival and continuous family fun - all the things that 

makes the Rio Grande Valley such a special place, and 

BorderFest such a memorable experience.
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BEST  TARGETED SPONSOR

A. INTRODUCTION & DESCRIPTION OF MAIN EVENT



B. SPONSOR
NAME

KRAFT



One of the most important parts of our sponsors-
hip program’s success is the solicitation package. 
We use it to tell prospective sponsors who we are, 
what we do, what we have to offer, how we can be-
nefi t their brand and further their marketing goals 
and objectives, outline possible ideas for accom-
plishing that, and begin discussion on the metrics 
that should be used for post-event evaluation of ROI. 
Each package is custom-made for each sponsor - no 
two are ever remotely alike, here is our approach:

*Research the company to de-
termine core values, brand 
promise, target demo, marke-
ting initiatives, company fo-
cus, and any event / experien-
tial marketing history for the 
company and its competitors.

*Base fi ndings and prelimi-
nary understanding of the 
company and its assets, de-
velop a multi-platform mar-
keting strategy utilizing the 
festival’s assets and relations-
hips to accomplish the percei-
ved objectives of the company.

*Meet with client (in per-
son or by phone) for fact fi n-
ding and to determine the 
“feel” of the company and the decision-maker, 
ensuring that our proposal is in keeping with 
that spirit and that the strategy is on target.

*Present initial proposal, adding any new ideas or mo-
difi cations to the plan as discussed, incorporating any 
feedback into a revised version of the proposal, inclu-
ding the metrics for evaluation of the sponsor’s ROI.

*The festival’s sponsorship procurement team 
stays abreast of news and trends related to the 
sponsor by monitoring their industry trade maga-
zines, e-newsletters, websites and journals to in-
corporate any new and relevant ideas as needed.

*Seek out synergistic partnerships with other festival 
sponsors and create as many win-win relationships 
that yield positive, measurable results as possible.

EFFECTIVENESS AND SUCCESS OF THE SOLICITATION PACKAGE:

Prior to the festival we created an in-store sweepstakes at H-E-B 
grocery stores (a dedicated media campaign promoting a trip 
to the BorderFest host country of the year , in this case Buenos 
Aires, Argentina). The registration process could only be fulfi lled 
by visiting an H-E-B store and fi lling out a form. We took this 
project a step further by creating a competition between all the 
Rio Grande Valley locations in which employees would build 
an Argentine Landmark of KRAFT products (tying it back to our 
host country), this was incredibly benefi cial for both parties as it 
induced our H-E-B partners to get involved with the offer and be 
incentivized for their efforts.  This campaign was also supported 
by POS materials (pole wraps) at every cash register. This in-
store promotion ran for 2 weeks.

For KRAFT, whose target market is Hispanic women 18-54 (a key 
BorderFest demo), we offered a proposal that included various 
platforms.  Our efforts proved to be effi cient by helping Kraft 

reach incredible brand awareness, as calcula-
ted by our studies. To elaborate the best plan 
we provided KRAFT with presenting sponsor 
rights to our festival by featuring KRAFT in 
every single BorderFest mention, tying in the 
slogan BorderFest 2014 “Proudly Presented by 
KRAFT”. Presence within the festival was of ut-
most importance to the benefi t of our sponsor 
so we provided KRAFT with signage at the two 
main entrances of the festival as well as all 
throughout the BorderFest grounds.

Featured inside “La Mujer y su Familia” (Mother 
& Family) tent we presented “Cocina Kraft”. 
This consisted of four days of cooking demons-
trations by chefs and nutritionists featuring 
KRAFT products. South Texas College (STC) 
participated in this area as well offering their 
Culinary School students an opportunity to go 
head-to-head in an Argentine cook-off cha-
llenge.

Sample opportunities built exposure and increased brand 
awareness among key demographic in “Placita Kraft” where 
over hundreds of samples were given away each hour. Some of 
these included items in the Kraft line such as Lunchables, Kraft 
Cheddar Cheese - grilled cheese sandwiches, Maxwell House 
Coffee, Jello and even recipes to some delicious dishes using 
Kraft Products. The prime state location proved to be extremely 
successful for KRAFT’s efforts. 

One of the best features is our BorderFest Parade and our three 
Illuminated Evening Parades where KRAFT was included on a 
beautifully arranged fl oat featuring their logo.

Another addition to KRAFT’S promotional package was the 
presence of the Oscar Mayer Weinermobile.  This was a fun and 
exciting addition to our festival as guests had the opportunity to 
enter the vehicle, take pictures around it and receive coupons for 
special Oscar Mayer offers.

KRAFT
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BorderFest Solicitation Package Process:

BorderFest is always innovating and impro-
ving. We realize the need in fl exibility and 
practicality when presenting to our sponsors. 
To save resources and preserve our festival 
green we use Prezi®, an online presentation 
program which allows for easier presenting 
from cross platforms and even through remote 
access anywhere in the world.

In section “Supporting Materials” you will fi nd 
each Prezi® slide outlined to better appreciate 
how the sponsor would see it on their com-
puter screens. Prezi® navigates through the 
presentation  how Power Point would but this 
tools gives us the portable ability to present 
anywhere for anyone. 
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