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Introduction and Description of Main Event   
 

The McAllen Holiday Parade 2015, the largest illuminated holiday parade in Texas, is envisioned to be-

come one of the top 10 parades in America. Held on December 5, 2015 with a “Movies on Parade” 

theme, the event attracted over 240,000 people from Texas and Mexico, a 20 percent increase from the 

inaugural parade in 2014, and spanned 1.5 miles of McAllen streets. According to the University of Texas 

Rio Grande Valley, the event supported 230 jobs and had an economic impact of over $15 million. Addi-

tionally, the event fostered an awareness of McAllen as a premier travel destination and boosted civic 

pride. 

 

Guided by a mission of enhancing the quality of life of residents and visitors through a large-scale parade 

of lighted floats and Macy’s style balloons, the parade offered 50 illuminated floats, 36 giant helium filled 

balloons, 13 marching bands and an opening ceremony that included a concert by world renowned artist 

Enrique Iglesias. Created in 2014, the parade was a collective effort between City of McAllen depart-

ments, sponsors, and community volunteers to bring this uniquely memorable, holiday-themed celebra-

tion to Texas.   

 

The 2015 parade included nine school floats contributing to over 200 community volunteers. Despite the 

magnitude of the event, this involvement resulted in a uniquely hometown feel to individual floats as 

students and residents developed their own ideas and participated in building the floats themselves.  

 

The event attracted local residents from across the Rio Grande Valley, Texas, and Mexico. Event ele-

ments appealed to the entire family from children and teens to parents and grandparents, starting a new 

regional holiday tradition for generations to come. In addition to the audience of over 240,000 from Tex-

as and Mexico, an additional 1,000,000 people viewed the McAllen Holiday Parade from the comfort of 

their homes on television.  

 

American markets included the Rio Grande Valley, Laredo, and Corpus Christi while Mexican markets in-

cluded Monterrey, Nuevo Leon, Saltillo, and Coahuila. Local and regional network affiliates included ABC, 

CBS, FOX, Univision, Unimas, Televisa, and Telemundo. Additionally, Telemundo broadcast a one-hour 

Christmas Special of the McAllen Holiday Parade in the following markets with an estimated reach of 4.4 

million viewers: New York, Boston, Philadelphia, Miami, West Palm Beach, Chicago, Los Angeles, San 

Francisco, Fresno, Phoenix, Tuscan, Las Vegas, Denver, Dallas, Houston, San Antonio, and McAllen. Na-

tional mentions were featured on Jimmy Kimmel Live (ABC), Suelta la Sopa (Telemundo), and Televisa 

Espectaculos, which have been aired in Mexico and Latin America. 
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Name of Opportunity and Sponsor 
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Description and purpose of New Sponsorship Program 

 
 

In the interest of creating a new element 
that would attract new attendees and mo-
tivate previous attendees to return, the 
concept of an opening ceremony was 
born .  With a 13,000 seat capacity the 
newly renovated McAllen Veterans Memo-
rial Stadium proved to be the ideal setting.  
The organizing committee needed to ap-
peal to a wider demographic to be inclu-
sive of all potential parade attendees.  Be-
cause the Rio Grande Valley market sits on 
the international border between the U.S. 
and Mexico, the committee wanted a rec-
ognizable world renowned  entertainer  to 
headline the opening ceremonies that 
would appeal to all demographics. In addi-
tion to accomplishing this goal, the open-
ing ceremonies would also give the 
McAllen Holiday Parade nationwide  recog-
nition bringing the parade one step closer 
to being one of the top 10 parades in 
America. 
 
In 2015, the McAllen Holiday Parade added 
the opening ceremonies headlined by 
world renowned artist Enrique Iglesias.  The 
creation of the headlined performance be-
came appealing to many of our partners. H-E
-B and Kraft Heinz proved to be the ideal 
partners in executing this tremendous un-
dertaking. In conjunction with Kraft-Heinz, 
an H-E-B in store promotion was created 
where attendees would receive a free ticket 
to the opening ceremonies headlined by En-
rique Iglesias with purchase of three Kraft-
Heinz products.   
 
The  purpose of implementing this new sponsorship program along with the free ticket pre-event activation 
would not only create a new revenue stream for the event but would also guarantee a significant return on 
investment for our partners.   Bringing in Enrique Iglesias as a headliner not only gave the McAllen Holiday 
Parade  added exposure and publicity but also secured credibility with artist agencies and created a relation-
ship with Creative Artists Agency, the artist agent, which will help bring bigger artists in the future.  

41. Best Single New Sponsorship Opportunity 

In conjunction with Kraft-Heinz, an in store promotion was created 

where attendees would receive a free ticket to world renown artist 

Enrique Iglesias with purchase of three Kraft-Heinz products 

purchased at one of 37 border region HEB stores from Laredo to 

Port Isabel.  5,000 vouchers were redeemed contributing to over 

15,000 Kraft product sales in a two week period.  The value of this 

promotion was $625,000  

PRE EVENT ACTIVATION 



Description of the targeted sponsor for the program and why 

the sponsor was  targeted 

H-E-B is one of the largest independent food retailers in the nation. For more than 100 years, their commit-

ment and involvement in the community has been an important part of the way they do business.  

H-E-B was targeted as a sponsor of 

the McAllen Holiday Parade be-

cause of the following: 

 Involvement in the community 

 Brand core values 

 Target demographic 

 Brand recognition 

Overall effectiveness/success of the sponsorship 

Explain the synergy between the event and sponsor 

 

After the fulfillment report presentation, H-E-B signed on for a three year agreement for the McAllen Holiday 
Parade. 5,000 vouchers were redeemed contributing to over 15,000 Kraft product sales in a two week period.  
The value of this promotion was $625,000  

 

The success of the event was a direct reflection on how a brand and event can work together to provide 

an immeasurable experience for a fan or attendee.  The event provided a great opportunity for H-E-B, 

however the activation level provided by H-E-B made their sponsorship stand out over any other spon-

sor, resulting in 91% brand recall, which was even higher than our presenting sponsor.  
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    Supporting Questions 



Supporting Question 1  
 

What did you do to update / change this program from the year before?  Were your updates/ changes        

successful?  Please provide measurable results/ examples. 

 

In 2015, The McAllen Holiday Parade created the Headliner  Concert Partnership Program.  The partnership 

featured a headlining concert featuring performer Enrique Iglesias presented by H-E-B and The Kraft Heinz 

Company.    

This was a new program implemented in 2015, therefore we have answered supporting question 2 in further 

detail. 
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Supporting Question 2:  What challenges/ obstacles did you foresee/encounter in creating 

the program, and how did you handle them? 

Challenge:  How would Catalina voucher process function:  distribution and redemption 

Solution:  The Catalina vouchers are the vouchers printed at HEB to redeem coupons. This software was not 

compatible with our current ticketing software and the event had no way of scanning the tickets.  The event or-

ganizers decided that the vouchers must be redeemed at the box office prior to show day order to get a comp tick-

et into the event.  Catalina vouchers would be printed until supplies lasted at all border region HEB stores.  Only 

5,000 vouchers would be redeemed at the box office.  The day the event went on sale there was a constant queue 

at the box office for voucher redemption that spanned an average of 100 feet.  

Challenge: How to Make a High School stadium compatible with ticket master needs 

Solution: McAllen Veterans Memorial Stadium was not on Ticketmaster therefore the event had to be built into 

the system months before the planning process.  Ticketmaster and the City of McAllen’s IT department met sever-

al times six months before the event to troubleshoot connectivity, scanners, computers, printers, wifi and a con-

tingency plan.  The infrastructure had to be planned to power the box office with fiber optic connectivity.  

Challenge: Transition a high school stadium to a concert venue for 13,000 people capable of accommodating a 

worldwide recording artist 

Solution:  Production, staging, flooring, connectivity, box office, egress, ingress, security, backstage support, and 

catering were all things that had to be built specific to this event.  A touring stage was brought in from Montreal, 

Canada; lights were brought in from Austin, TX and Brownsville, TX; sound was brought in from San Antonio, Aus-

tin and Montreal; concert barricades were brought in from Houston,  armor deck was brought in from Florida.  

Even the smallest details had to be outsourced, such as microphones, in-ear monitors, backline, etc. The box office 

had to be transitioned completely and stripped of all equipment in order to install Ticketmaster. 

Challenge: How would the entry process be handled to accommodate the volume of attendees to be processed 

Solution: Points of entry had to be managed seamlessly to get 13,000 people through the gates in a timely 

matter.  By event organizers calculations, it would take two hours to properly manage entry and start the concert.  

The festival attendees however, did not make proper arrangements to arrive to the venue on time and 40% of 

event attendees showed up fifteen minutes prior to the event.  

Challenge: Transportation 

Solution: Logistics for the artist happened the night before the event. Event organizers worked hand-in-hand 

with the Enrique Iglesias tour to get the band and crew to fly in from Guadalajara, Mexico, where they had a sold 

out show the night before to arrive for load -n and production the morning of the event.  The challenge was that 

there were no direct flights from Guadalajara to McAllen and the tour had to charter a flight to make the event 

possible.  There were flight delays and obstacles along the way that were a threat to the event and would have 

caused an event cancellation if solutions and contingency plans would not been implemented.  
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Supporting Materials  



    Printed Materials (brochures/programs etc.) 
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Promotion/marketing/media materials 
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       Supporting Photographs 
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         Measurable Results 

The sponsorship was tailored to meet the following brand objectives as  discussed with H-E-B. 

 Major Retail Category Exclusivity 

 Parade Presence 

 Brand recognition/Brand recall 

 Brand Loyalty 

 Fan Engagement 

 Partner Hospitality   

Tangible results  

 The total attendee recall of sponsorship was the highest of any single sponsor  with 92% 

 Sending customers to H-E-B stores for the Enrique Iglesias promotion was a huge incentive to the   

partnership, generating store traffic of over 5,000    clients. 

 H-E-B name and logo was placed in over $1,072,000  in media value 

 The H-E-B brand was associated with over 770,000 social media impressions 

 H-E-B 20 X 20 was located in the area with the highest total traffic at event 

 A $15.8 Million in Economic Impact created by the McAllen Holiday Parade 

 230 Jobs Supported  

 240,000 attendees  

 4.4 Million TV Viewers  

  

Intangible results  

 H-E-B was able to connect with their target audience in a way that matters  to them: through gen-

uine and memorable experiences 

 H-E-B was granted category exclusivity, which set the brand apart from their competition.   

 H-E-B reinforced their image in the market 

 H-E-B print showcased community responsibility by being a part of this event geared toward pro-

moting civic pride and improving the quality of life in the  area 
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