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A. Introduction and Description of  Main Event

Introduction: Kentucky Derby Festival/Kroger’s Fest-a-Ville/Chow Wagon

Description:  

The Kentucky Derby Festival is a not-for-profit organization which annually produces 

one of the world’s premier community celebrations in Louisville, Kentucky. Since 

1956, KDF has created fun, excitement, international recognition and a spirit that is 

unmatched anywhere. Each year in the spring, the Festival produces nearly 70 

events during the two weeks leading up to the Kentucky Derby horse race.  From 

Thunder Over Louisville, to the Marathon/miniMarathon, BeerFest, BalloonFest, and 

many, many more events, we bring the Louisville community together in celebration.  

The civic celebration attracts an estimated 1.5 million people to Louisville each year, 

while creating an economic impact of over $127 million. None of this could be done 

without the support of over 400 Corporate Sponsors and over 4,000 Volunteers. 

Kroger’s Fest-a-Ville/Chow Wagon is a 10 day event within the Festival.  We call it the 

“Festival within the Festival” and our ultimate entertainment venue.  Over the 

course of the 10 days, the event features two concert stages with over 60 acts, 100 

food and beverage vendors, host to 25 other Festival events including a Balloon 

Glimmer, a Bocce tournament, yoga, plus a Kid’s play area with inflatables and rides, 

and non-stop promotional activities targeting ages 0-85.  And all of this for a $7 

admission.  



B. Description of money-making idea

One of the primary revenue streams for Kroger’s Fest-a-Ville/Chow Wagon is the 
food and beverage program.  As part of the beverage program, the Kentucky 
Derby Festival works with our concessionaire on which products should be 
exclusively sold at this event, from beer, to wine, to spirits to soft drinks, water, 
etc.   The goal, engage partners that consumers will buy, while increasing 
beverage sales, and providing additional traffic driving promotions for these 
partners.  

As a way to increase the revenue from this program, this year we developed a 
new custom-built bar promotion to help increase beverage partners on the front 
end.  The objective was to get added revenue dollars from corporate partners 
prior to the event to help lock in revenue, create an onsite experience to 
increase onsite sales, and provide the consumer with a positive lasting 
impression of the product.  

In order to achieve all of these objectives, the Kentucky Derby Festival 
contracted with an Official Event Decorator to create custom-built bars 
throughout the venue.  We began by targeting specific brand ideas – Vodka, 
Rum, Bourbon, Wine, Beer and local restaurant partners.   We met with each 
category, pitched a  bar experience, included the opportunity to sell their 
product along with unique promotional opportunities.



C:  Target Audience (if applicable)

There were two key target audiences for this idea:

1. Businesses who have an interest in liquor, beer or 
wine consumption.

2. Consumers of drinking age, 21 and older. 



We had a total of six businesses that participated in the 
idea, they included:

- Tito’s Handmade Vodka (Tito’s Tavern)

- Blue Chair Bay Rum (Blue Chair Bay Rum Tiki Bar)

- Drake’s Restaurant (Drake’s by the River)

- Four Roses Bourbon (Drake’s by the River)

- Old 502 Winery (Old 502 Wine & Spirits Bar)

- Miller Lite (Miller Lite Beer Garden)

Total attendance for the 10 days was 188,000

D.  Attendance/number of participants (if applicable)



The custom-built bars were included in the overall 
promotion of “What’s New this year” with the Kentucky 
Derby Festival, along with the advertising campaign for 
Kroger’s Fest-a-Ville/Chow Wagon.  This included the 
following:

- Overall promotion on TV, Radio, Print, Outdoor, Web, 
Social Media

- Specific Promotion through Press Releases, TV Interviews, 
Event Collateral/Programs, Social Media

E. Mediums used to promote idea (if applicable)



The overall promotion was tied into Kroger’s Fest-a-Ville as a new 
feature at the event for attendees.  As the Kentucky Derby Festival 
continues to evolve the customer experience, we pride ourselves on 
creating new features each year.  While Kroger’s Fest-a-Ville appeals to 
all audiences, we specifically focus on growing the attendance of 21 
and over who enjoy drinking and music.  

In addition, as part of the Kentucky Derby Festival’s revenue goals, we 
have two key areas we are always working on for growth, Corporate 
Sponsorship and Food/Beverage Programs.  This new money-making 
idea supports both of those areas and provides opportunity for 
continued growth.

F.    Tie-in of promotion to main event/organization



Total Revenue:  $57,500

Total Expenses:  $6,500*

Total Net:  $51,000

*By contracting an “Official Event Decorator” for this overall 
event, we were able to build each bar for very minimal 
charges as it tied into the overall look and appeal of Kroger’s 
Fest-a-Ville/Chow Wagon. 

G.  Overall revenue and expense budget of specific idea



The idea was very well received by all parties involved, from the beverage 
partners, the concessionaire and the consumers.  Each location tied to each brand 
which catered to the vodka, wine, rum, bourbon or beer drinker.  It allowed the 
Festival and Concessionaire to customize cocktails and products for each bar which 
allowed customers the opportunity to enjoy their “preferred” cocktail.  

Each bar had everything from specialty cocktails, to menu boards, to spill trays and 
matts all tied to that particular brand.  The bars were built so the Festival would 
create an overall look and feel but the partners would have the opportunity to add 
elements like promotional give-aways, signage, games, lounge furniture, 
wearables, while providing an infrastructure for the concessionaire to operate 
seamlessly.  

H. Overall effectiveness/success of idea



During the creation of these ideas, the initial challenges discussed were: 
can we afford to create something custom-built, will the clients like this 
direction and who will store it?  With the support of our Official Event 
Decorator, we found that it was very affordable, created an infrastructure 
for many years to come and was stored by the decorator for future years. 

As we were in the fulfillment of the promotions, the primary challenges 
we faced were weather.  We know with outdoor events, weather will 
always be a concern so each bar was created to provide a shelter for 
patrons so they could still enjoy the event.  

I. Supporting Question: What challenges did you foresee/encounter 
in creating the program/activity/ideas and how did you handle 
them?



J.  Supporting Materials - Photos



J.  Supporting Materials - Photos



J.  Supporting Materials


