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Family focus s key!

Increase Market Share
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Quick overview of NASCAR case

» 100 race tracks

» Expensive media coverage

» 2nd in popularity to NFL

» France family; owner

- Early corp. sponsors: Ford, GM,
Chrysler

+ R.J. Reynolds Tobacco

+ 75 million fans

» Broadcasts in 150 countries, 30+
languages




2. CONNECT PROBLEM TO

Economic Issues

+ lower viewership = less st

1. PROBLEM DEFINITION:

s SITUATION ANALYSIS

Extermal Environment
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_'ﬁ Customer Focus Extentions

Fae R How NASCAR Uses Segmentation:

Sponsors

Product Differentiation

59% of consumers believe the NASCAR name
on a product alludes to guality
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POTENTIRL?
Awareness to ethnic groups s ITu n I ‘
and women...

Hispanic market in US and Mexico I“te-
CURRENT '
Demographics (Nielson) Curre
+ 2524 years old 20% Audience: {Canelis ol * S
i ot RELATIONSHIP WITH NRSCAR PRODUCTS
» 64% married : ling?
= B8% high school graduates what is NASCAR se lﬂg.
« 37% have been in college . ,
o ST Empjﬁypﬁ 57% of NASCAR fans trust licensed NASCAR products more
= 27% are in a Professional/Managerial position, 21% work in Sales NASCAR ”C{]mlel'lil}"”
$h. 75 million fans 40% women?L... _ consumers spend about $2 billion on licensed products
* A Women spending $250 million on NASCAR-licenced products
- 2nd highest in female viewership
-

loyal to the brand!
Fra
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Hispanic market in US and
CURRENT

Demographics (Nielson)

. 25-34 years old 29% Audience:

- 64% married

« 88% high school graduates

- 37% have been in college :
« 72% are full time employees )
- 27% are in a Professional/Managerial position, 21% work in Sales

-
=

Women spending $250 million on NASCAR-licenced product:
' T 2nd highest in female viewership

a‘ﬁiﬂ;ﬁg 75 million fans 40% women?!...
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POTENTIAL?

Awareness to ethnic groups
and women...

Hispanic market in US and Mexico

Andience: —
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RELATIONSHIP WITH NASCAR PRODUCTS

what is NASCAR selhng‘?

57% of NASCAR fans trust licensed NASCAR products more
NASCAR "community"

. consumers spend about $2 billion on licensed products
1CLS

loyal to the brand!

Fran



Entertainment.
Sources of revenue: Race Tickets, Apparel, Toys,
Video games...
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RELATIONSHIP WITH NASCAR PRODUCTS

what is NASCAR selhng‘?

57% of NASCAR fans trust licensed NASCAR products more
NASCAR "community"

. consumers spend about $2 billion on licensed products
1CLS

loyal to the brand!
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1. PROBLEM D

UATION ANALYSIS

Internal Environment:

Current objective: Keep people attending races

- Strategy: reduce ticket cost to 40%

TS
ing? NASCAR partners with other companies: Co-Branding

i s » pressure for the driver to get sponsored

- % Is too much co-branding good or bad?
%4 V)

1sed products

Human relation aspect to advertising with drivers

France family... tyrants of NASCAR

ATION AND TARGETING
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1 DEFINITTION:

External Environment:
Economy... not working to NASCAR's advantage

Increasing Environmental conciousness
5 FORCES OF INDUSTRY PROFITRBILITY

« Competitor intensity?

s dprratia

- Threat to new entrants?
+ Buyer power?
« Substitutes?

« Suppliers?



Increasing Environmel
5 FORCES OF INDUSTRY PROFITRBILITY

» Competitor intensity?

« Threat to new entrants?

->

« Buyer power?
« Substitutes?

e Suppliers?
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&&@ Suppliers:
@ - Co-branders

« Television Networks



1. PROBLEM DEFINITION:
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NASCAR is losing TV viewers as well as live viewers
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Strengths swnTWeaknesses

» 2nd largest spectator spo @ lnng races
- Highest attendance f& - price of gasoline
- Official co-branding @g . ticket cost

« Human relatmn a

Oppog@ﬁltles Threats

. fem int rested in NASCAR - television ratings decreasing
. ”31 valt - compromise partnerships with co-branders
%ﬂ s » economic downturn

@ fleEfSl[}’ . - environmental concern
« “car ol tomorrow « "car of tomorrow"
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COMPETENCIES:

)BLEM TO POSSIBLE ROOT CAUSE -
ADVERTISIN

Issties - On ¢



'WHERE
EXPERIENCE

- Unpredictable
- Dangerous



ADVERTISING IS EVERYWHERE

« On the Drivers

» On the Cars EXPE
5 ‘:‘l Clutter is not
- ;;@;2% = percieved as a e 1

emem 10 d thing

e |
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CORE COMPETENCIES

2. CONNECT PROBLEM TO POSSIBLE ROOT CAUSE ADVi

Economic Issues

- lower viewership = less sponsorship - &

1 DEFINITION:

External Environment:
Economy... not working to NASCAR's advantage

Tl



There are 75 Million fans of NASCAR

602 of consumers are male
40 are femalpe

This meayns thar 30 Millen @2 e lemdle

45 vears ol age and older make up 43%: of e ol NASCAR market

1 in 3 Americans is a NASCAR fan

A% ol WS AR Fanx kave kds inder B ape of 132
man isdex ol 11

Sorly - 280

NASCAR BY REGION et
SOOWING MARKETS: ETHKIC DiVERSITY Wikt . 19%

102 of MASCAR viewers are Hispanic

HO% arg A rbcan Americam m
3
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MAIN TARGET

» The average fan is a caucasian male or female (77%)
» With an income of around $68,000 a year Becaurse of mea?

« They are parenis
« Either white-collar or blue-colla
« Have attended college

Creati

Drivers, pit crews, ¢

Family values and a

"All Ameri

Aflac -- Official Supplementa
Bank of America == Official
Camping World — Official O
Canteen Vending Services =



There are 75 Million fans of NASCAR

60% of consumers are male
40% are female

This means that 30 Million fans are female .-
45 years of age and older make up 43% of the total NASCAR market é
1 in 3 Americans is a NASCAR fan é

4% of NASCAR fans have kids under the age of 18
at an index of 111

GROWING MARKETS: ETHNIC DIVERSITY
10.2% of NASCAR viewers are Hispanic
8% are African American

o -
| |
Since 2001 these numbers have risen 8271% for Hispanle wiewers
o

a1l

GRESE tor Alvican American viswers

- .'_ i | A
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at an index of 111

GROWING MARKETS: ETHNIC DIVERSITY
10.2% of NASCAR viewers are Hispanic

8% are African American

Since 2001 these numbers have risen 821% for Hispanic viewers

and

686% for African American viewers
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Extentions
‘How NASCAR Uses Segmentation:

(We know better segmentation leads to better targeting)

TH

Focus on Families

) lllty to Chan ge Sl o

acks built in Mexico Eco-focus
. ) Carnd muorrme & Hylhirids
Nerican IjE'l"-.-'E"f'S

B 02

Targeting Younger Generations
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10.2% of NASCAR viewers are Hispanic
8% are Adrican American

Wi e b Foror il 00% b g v Ferrs m
WM he

fall . it

fom iremiiee e
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MAIN TARGET

» The average fan is a caucasian male or female (77%)

- With an income of around 568,000 a year Because of men?
» They are parents

« Either white-collar or blue-coliar
- Have attended college

Hnw does NASCAR earn your entertainment dD]lar?'
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~ Customer Focus

Creating Relationships H

et eadh Drivers, pit crews, officials and executives are available to interact with at races

Family values and a feeling of belonging to a community

"All American" Branding Abll

Christian Fittipaldi sill hopebally
A Fl s FAFE at nl Chasmemlesas mpndm] Tesms vmess e



Family values and a feeling of belonging to a community

"All American" Branding

Aflac -- Official Supplemental Insurance

Bank of America -- Official Bank

Camping World -- Official Outdoor and RV Retail Partner
Canteen Vending Services -- Official Partner
Chevrolet -- An Official Passenger Car

Cintas -- The Preferred Uniform Supplier
Coca-Cola -- Official Non-Alcoholic Beverage
Coors Light -- Official Beer
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ation leads to better targeting)

Focus on Families

Drivers seen as honest with values

Targeting Younger (Generations



Targeting Younger Generations

(11 Tube,



= = Substilutes? i
on aspect to advertising with drivers - Sppliars?

s of NASCAR

) TARGETING

Sponsors
ntation:

Product Differentiation

89% of consumers believe the NASCAR name
on a product alludes to quality
82% believe it is a good value

66% will pay more for a NASCAR product

N eaknesses
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STRATEGIC ALTERNATIVES

Cost Reduction Strategy

» lower ticket prices to increase
» work with community to lower

+ lay off workers




Which levers should NASCAR pull?

ELOPED RE



Which levers should NASCAR pull? s I n |

3. DEVELOPED RESPONSES
Market Growth Strategy

Increase the number of fans in underserved markets

» racial minorities « women

- innovative co-branding
« youth we.

Who do you think NASCAR's competitors are?






IC ALTERNATIVES

Cost Reduction Strategy

» lower ticket prices to increase attendance at live events
- work with community to lower hotel prices for traveling fans

- lay off workers
* lower costs for sponsors

What are the etfects .an the piher levers?

TIVE ADVANTAGE







What are the effects on the other levers?
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- lay offt workers
- lower costs for sponsors

What are the effects on the other levers?

COMPETITIVE ADVANTAGE

Brand Image

» Drivers &
= Wd




O\\ What are some of N




Who do'y

- F1, Indy Racing League (CART)
- Other professional sports.
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Brand Image

« Drivers

regular guys, regular physiques, role models



Brand Loyalty

« Extremely loyal community of fans
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RECOMMENDRATIONS

Keep focus on emerging ethnic markets SPDHSDT ['ElCiIlg events with other lEElngES

| .

Product Differentiation

of consumers believe the NASCAR name
roduct alfudes tw quality
b baf e 0 s 3 good viine

EET talll fury e [k a MASCAR pieadia

Family focus is key!

Increase Market Share
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