


Due to the amount of floats, over 800 community volunteers contrib-

uted to the 2016 Holiday Parade. 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 par-

ticipated in building the floats themselves.  

The event attracted local residents from across the Rio Grande Val-

ley, Texas, and Mexico. Event elements 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 250,000 from Texas and Mexico, an addition-

al 1,000,000 people viewed the McAllen Holiday Parade from the 

comfort of their homes on television. The event was aired on 3Ameri-

can markets and 4 Mexican markets, including local and regional net-

work affiliates, with an estimated reach of 4.4 million viewers 

The McAllen Holiday Parade 2016, the largest illuminat-

ed and helium balloon holiday parade in Texas, is envi-

sioned to become one of the top 10 parades in America. 

Held on December 3, 2016 with a “Entertainment on Pa-

rade” theme, the event attracted over 250,000 people 

from Texas and Mexico,  and spanned 1.5 miles of 

McAllen streets. According to the University of Texas Rio 

Grande Valley, the event has had an average economic 

impact of $13.7 million over the past 3 years of im-

mediate and identifiable benefits to the region. Addition-

ally, 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, 

34 giant helium filled balloons, 17 marching bands and fea-

tured appearances by major athletes, television stars, and the 

world renowned Fightin’ Texas Aggie Band.   Created in 2014, 

the parade was a collective effort between City of McAllen de-

partments, sponsors, and community volunteers to bring this 

uniquely memorable, holiday-themed celebration to Texas.   



44. Best Sponsorship Program for Individual Sponsor 

1b.  Name of Program and Sponsor 



1c.  Description and Purpose of event/program being sponsored 

 

For the second year, Kraft and H-E-B partnered together to create a unique sponsorship 
for the third year of the 2016 McAllen Holiday Parade.  Creating awareness of Kraft and 

H-E-B’s sponsorship of the McAllen Holiday Parade, as well as driving sales of Kraft prod-
ucts, driving traffic to area H-E-B stores, and promoting reserved stadium seating ticket 

sales for the McAllen Holiday Parade was the objective of the promotion. 
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H-E-B is one of the largest independent food retailers in the nation. For more than 100 years, their commitment 

and involvement in the community has been an important part of the way they do business. H-E-B  was the ex-

clusive retail sponsor for the McAllen Holiday Parade.  Their participation in the McAllen Holiday Parade was 

more than a sponsorship, it was a true partnership.  The impact that the brand had on the event was apparent 

in every element that attendees experienced.  From in-store activations in all South Texas stores, to a flawless 

execution of on site branding,  the strength of the partnership was  apparent and accomplished all brand and 

engagement goals. The sponsorship was tailored to meet these six very important brand objectives: Major Re-

tail Category Exclusivity, Parade Presence, Brand recognition/Brand recall, Brand Loyalty, Fan Engagement, and 

Partner Hospitality.  

 Pre Event Activation  

Customers at any H-E-B store located throughout the Rio Grande Valley and Laredo (43 stores total) who would 
purchase any three Kraft products would take their receipt to the McAllen Convention Center box office and 
receive one free reserved VIP ticket at the McAllen Veterans Memorial Stadium, where the 2016 McAllen Holi-
day Parade would begin.  The promotion had a value of $30.  This promotion merges the nationally known fami-
ly food product brand – Kraft – with a well-known Texas grocery store brand – H-E-B – together to highlight 
their sponsorship of the McAllen Holiday Parade, a spectacular event that appeals to the young and the young 
at heart, by driving traffic and sales to H-E-B for Kraft products, to help drive ticket sales for the parade.  
 Onsite Activation  

 H-E-B title sponsor of main gate  

 H-E-B received 1,200 sq.ft. tent space on-site, allowing for community engagement throughout the event  

 H.E.B. received  approved banners along parade route.  

 H.E.B. received public address announcements at the stadium as well as commercials on LED screen 

 Media Value  

H-E-B name and logo was  featured in a T.V., print, and social media campaign worth over $1,000,000.  

 Hospitality  

H.E.B. received meet and greet tickets and tickets to stadium festivities for their partners.  

 

1d.  Description of sponsor; level of Sponsorship (cash/in-kind); 

details of benefit package and length of sponsorship/partnership 



1e.  Overall effectiveness / success of the program 

The Kraft/H-E-B promotion was a huge success.  In the 

span of 20 days, the promotion was able to generate 
enough excitement, awareness and more importantly, call 

to action to get 5,000 reserved VIP stadium seat tickets 
into the hands of parade attendees.  Additionally, the 

goals set forth by both Kraft and H-E-B for their parade 

sponsorship included:  category exclusivity; parade 
presence; brand recognition/brand recall; brand loyalty; 

fan engagement; hospitality.  All of these goals were met, 
both before the parade and during the parade, with Kraft 

receiving a 72 percent brand recall and H-E-B receiving an 

84 percent recall in a parade follow-up survey. 
 

The campaign was extremely successful on social media as 
well. The McAllen Cable Network social media team carried 

the H-E-B/Kraft press conference live on Facebook and 

reached more than 5,700 viewers. To date, the reach is 
more than 12k with 56 shares. The City of McAllen’s social 

media platforms boast more than 85,000 followers making 
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           2. Supporting Questions 



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

changes successful? Please provide measureable results/ examples.  

One change that was introduced in 2016, is that we shifted our focus from entertain-

ment celebrities to athletes. Knowing that H-E-B and Kraft have been successful in the 
Dallas market, Dallas cowboy players would greatly impact our outreach efforts. The 

perfect example of this is the social media post in which players were announced, had 
an astounding reach of 244,000 impressions.  

In addition, during the previous years we encountered that customers assumed from 
the point-of-sale material that only the items pictured in the advertising were accepta-

ble or would count towards the promotion.  To address this issue, w e implemented 
different strategies. We stressed in social media posts, interviews and other outlets 

that ANY Kraft product was acceptable to count towards the promotion. We continued 
to reiterate that multiple groups of three Kraft products on one receipt were accepta-

ble, meaning that one receipt could have many groups of three Kraft products and 
each trio qualified for its own ticket.  

H-E-B representatives also played a vital role in insuring that partners were knowl-
edgeable about the promotion.  

Supporting Question 2 
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            3. Supporting Materials  



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 84% 

 Sending customers to H-E-B stores for the promotion was a huge incentive to the partnership, gen-

erating store traffic of over 5,000   clients. 

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

 The H-E-B brand was associated with over 910,000 social media impressions 

 H-E-B 30 X 40 was located in the area with the highest total traffic at event 

 255,000 attendees  

 4.4 Million TV Viewers  

 The initial KRAFT/H-E-B post which revealed the promotion and the Dallas Cowboys in attend-

ance garnered the biggest reach of 248,000 organically and had over 2,000 shares.    

  

Intangible results  

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

genuine 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 

 

Measurable Results 
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