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Executive Summary


Gateway International Raceway serves as the host of NASCAR’s Busch Silver Celebration 250 on July 28, 2008. This particular race is a celebration of the track’s 10th season and the 25th Anniversary of Busch Beer’s support of NASCAR. Gateway is located in Madison, Illinois, a city near St. Louis, Missouri. Since the track has a close proximity to five major cities in the mid-west region of the United States, Gateway is an opportune location for a population of 7.7 million to either attend the race or watch it on local television.  
In the past few months NASCAR has experienced low-ratings and vacant seats at the race track. This raises a concern for its television sponsors and partners; however, the implementation of a new marketing plan proposal provides Gateway International Raceway an opportunity to increase sales despite external threats.

The utilization of traditional and non-traditional marketing media is strongly suggested. The implementation of a trivia contest poses as a great opportunity to create traffic on Gateway’s website as well as give viewers an incentive to hinder the fast forwarding of commercials. As a result, television ratings will increase and NASCAR partners will continue to sponsor events. Non-traditional advertising, such as text messaging, should also be utilized to allow Gateway to market directly to their target market. 

The implementation of these additional strategies will potentially increase sales 20%, and attract reputable drivers 10% by August 2009. The estimated revenue in 2008 totals $8.16 million at the estimated expense of $2.476 million.
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Situation Analysis 
According to Nielson, NASCAR is currently experiencing low television ratings, and future contracts with television sponsors and partners are being questioned. The rise in gas and energy prices is preventing race car fans from traveling to the races; as a result, tickets are not being sold out and a significant number of seats are vacant. Through the implementation of a marketing plan proposal, Gateway International Raceway has the ability to increase revenue despite external factors and threats.

Market Summary 
Gateway International Raceway utilizes marketing research to identify its target markets and formulate appropriate strategies in an attempt to increase sales and maintain customer loyalty. Further research will help Gateway to better understand race car fans through recognition of their needs and past purchasing behavior. 
Target Markets
· 75 million race car fans internationally

· Approximately 7.7 million citizens in the following cities surrounding Gateway International Raceway:
· St. Louis, Missouri 

· Madison, Illinois and cities within a 60 mile radius

· Chicago, Illinois
· Indianapolis, Indiana
· Memphis, Tennessee
· Kansas City, Kansas
· Local sponsors and corporations

· Nationwide sponsors

Market Demographics
The profile for the typical NASCAR customer is comprised of the following geographic, demographic and behavior factors:
Geographics

· The total targeted population is 75 million race car fans in over 150 countries. 

· The total population in the 7 surrounding cities of St. Louis and Madison, Illinois is 7.7 million.

· Fans between the ages 25 – 54 generate 70% of the race car fan population. 

· More Fortune 500 companies participate in NASCAR than any other sport.
· NASCAR does not have a particular target area due to its international network of fans and corporate sponsors; however, the specific target area of Gateway International Raceway includes St. Louis, Chicago, Indianapolis, Memphis and Kansas City. Through the use of extensive internet marketing, leverage of race car fan customer loyalty, and effective advertising efforts, the marketing team of Gateway will have the ability to target television viewers and fans attending the race.

Demographics

· Gender:
· 46,500,000 Males: 62%
· 28,500,000 Females: 38%
· Age
· Under 18: 3%
· 15 – 24: 15%

· 25-34: 29%

· 35 – 44: 25%

· 45 – 54: 16%

· 55 + : 12%

· Marital Status
· Married: 64%

· Single: 22%

· Divorced/Widowed: 14%

· Education

· Some high school or less: 12%

· High school graduate: 88%

· Some college, college graduate: 37%

· Employment Status

· Full Time: 72%

· Part Time: 10%

· Retired/Unemployed: 18%

· Occupation

· Professional/Managerial: 27%

· Sales: 21%

· Craft precision: 13%

· Unskilled Labor: 10%

· Retired/Unemployed: 12%

· Other: 17%
Behavior Factors

· Sponsors more likely to buy air time when they know viewers are going to be watching, especially the commercials.
· Sponsors are also more likely to buy air time when they know their audience. 
· Race fans are more likely to buy merchandise when it is limited edition and is unique to a particular event.
· Race fans will have parties to watch the race with friends and family. As a result, they can be referred to as a consumer community or reference group because they will be influencing each other’s purchasing decisions.
· Consumers spent over $2 billion in annual licensed product sales and are the most brand loyal consumers of all sports. 
Market Needs

Gateway International Raceway must strive to keep its customers and sponsors satisfied with their experience before, during and after the race. The experience must also extend far beyond the weekend of the race so as to maintain customer loyalty and the future sponsorship.

The following benefits are important to NASCAR Fans:

1. Quality entertainment before, during and after the race.
2. Reputable drivers.
3. Accommodations made easy.
The following benefits are important to Corporate Sponsors:

1. The number of consumers watching the race and viewing their advertisements 
2. A chance to build a relationship with fans and acquire or maintain customer loyalty.
The following benefits are important to Drivers competing in the race:

1. Well-endowed purse given to the winner and runner-ups.

2. A significant number of points awarded upon winning the race.

Market Trends 

NASCAR is the second largest spectator sport, following closely behind the National Football League (NFL), and the number of fans continues to steadily increase. When a race car fan purchases tickets to a particular race, he or she also wants to participate in the sponsored events surrounding the stadium. As a result, NASCAR provides events such as concerts, autograph signings and car museums to entertain fans throughout the entire weekend of the race. Race car fans also enjoy tailgating and camping in their recreational vehicles (RV). Tim Buckman, spokesman for Fox Sports, states that the fastest growing segment of the television audience for the 2004 Nextel Cup Series on Fox is women 18-34. NASCAR strives to produce merchandise that appeals more to women.
  

SWOT Analysis 
Strengths

· NASCAR is the no. 1 spectator sport, holding 17 of the top attending sporting events in the US.

· NASCAR is also the 2nd rated regular-season sport on TV with broadcasts in over 150 countries.

Weaknesses

· Races lasting longer than 3.5 hours are too long for some fans.

· The prices of gasoline and tickets are significantly higher than they were five years ago, and a number of race tracks have had trouble filling their grandstands.
Threats

· Television ratings are not as strong as last year, and a recent wave of negative publicity is alarming NASCAR’s television partners and sponsors. 

· The long-running furor over NASCAR’s controversial car of tomorrow is causing complaints from both drivers and crew chiefs.

Opportunities 

· The location of the race track provides many opportunities to target race fans in the cities of St. Louis, Kansas City, Chicago, Indianapolis, and Memphis.
· The number of women interested in the sport is rapidly increasing. 
Competition
The sport of NASCAR is different than any other sport and the competition in NASCAR lies within the individual race track themselves. Sponsors and fans must choose which race they want to sponsor and participate in. Location is a key factor for fans, and sponsors are looking for the highest number of fans that will see their advertisements.
Keys to Success

The keys to success are successfully implementing strategies needed to promote the race, attract drivers and sponsors, and persuade fans to purchase tickets and merchandise as well as participate in sponsored events. Gateway must strive to differentiate itself from other tracks through the endorsement of its favorable location and target fans in the five surrounding cities. Gateway must also strive to maintain customer satisfaction and encourage future business transactions with both local and national sponsors. 
Marketing Strategy

The primary key to the marketing strategy is to promote Gateway International Raceway, attract drivers and sponsors, and persuade race fans in the cities of Chicago, St. Louis, Indianapolis, Kansas City and Memphis to participate in the race and its related events. 
Marketing Objectives

· Implement new non-traditional promotion and advertising methods to increase sales 20% by August 2008.

· Attract more reputable drivers and sponsors by 10% over the next 2 years.

· Achieve a steady growth of market penetration.

· Maintain customer satisfaction and loyalty by creating a memorable experience before, during and after the race. 

Financial Objectives

· Maintain a positive and steady growth in sales and the number of consumers during the next 5 races.

· Increase sales 20% by August 2008 through the utilization of tradition and non-traditional promotion and advertising methods. 
Positioning 

Gateway International Raceway is the premier race track in the mid-west region of the United States. Race car fans are offered numerous opportunities to purchase NASCAR merchandise, meet the drivers, and attend concerts during the weekend of the Silver Celebration 250 race. 
Strategies 

The following strategies are based on both marketing and financial objectives. The main goal is to achieve a steady growth in sales through the use of traditional and non-traditional advertising mediums.

NASCAR Trivia Contest
Through the use of television recording devices, such as TiVo, consumers have the ability to fast forward through commercials. Marketers relying on television advertisements are having difficulty achieving the reach and frequency they need to promote their product. NASCAR is currently experiencing problems with low-ratings and concern from their television sponsors and partners.

The marketing team of Gateway International Raceway must give race car fans an incentive to watch the commercials. One suggested strategy includes the use of a trivia contest. Throughout the duration of the race, 10 trivia questions about NASCAR history and current events will be asked and viewers will have to provide all 10 correct answers on the Gateway website. These questions will not be shown in any particular order, and may be revealed in the middle of a commercial segment. Viewers with correct answers will be randomly chosen to receive a variety of prizes:

· Recreational Vehicle (Grand Prize)

· Gas Cards valued at $10 each

· Various merchandise such as t-shirts and coolers

Website 

A secondary goal of the trivia contest is to create traffic on the Gateway website. As a result, the website should be updated for this particular use. Since race car fans will be at home watching the race, they should be able to view additional race location and times, sponsored events, merchandise, NASCAR news, etc. Sponsors of this race will also be encouraged to promote their websites because many race car fans will be using the internet for the trivia contest. Internet marketing is a significant marketing medium, and should be efficiently utilized throughout the weekend of the race.

Text Message Advertisement
Text Message Advertising is a new and inexpensive marketing medium that marketers are using to directly promote their product or service. Marketers acquire cell phones numbers though sign-up sheets located in retail stores. Gateway International Raceway should partner with NASCAR to distribute promotion sign-up sheets to surrounding area retail stores that sell NASCAR merchandise. These sign-up sheets will be located in the stores one month before race. Gateway should devise a contract with the retail stores so as to ensure the sign-up sheets will be visible and encouraged to use. 

After a database of eager race car fans and cell phones is generated, Gateway marketers should text message users twice during the week before the big race. Since these retail stores are located in close proximity to the race, sponsored events should also be advertised.

Monetary Bonus for Race Winner
In an attempt to attract reputable race car drivers, Gateway International Raceway is encouraged to provide a monetary bonus for the race winner on behalf of the anniversary of Gateway’s 10th season. Starting in 2008, winning will be more important than in the past due to current policy changes in NASCAR. An extra incentive to earn points and additional money will encourage drivers from around the country to participate in the race.
Please see Appendix I for Financial Projections of Strategies. 

Marketing Mix

Gateway’s marketing mix is comprised of the following approaches to pricing, distribution, advertising and promotion, and customer service.
Pricing 
Pricing will be based on supply and demand of each individual product.
Distribution

Distribution of products will be through NASCAR sponsored merchandise trailers. 
Advertising and Promotion

The proposed strategies will utilize both traditional and non-traditional marketing mediums in an attempt to increase the reach and frequency of the promoted race.
Customer Service
Gateway will strive to acquire and maintain excellent customer service and customer loyalty. 
Implementation Controls

The objective of Gateway International Raceway’s marketing plan is to serve as a guide for the race track. The following areas will be monitored before and after the race to ensure efficient implementation:

· Customer Service

· Ticket Sales

· The number of television viewers

· Sources of Revenue

· Sources of Expenses
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