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1 HOOSIER

nTIRE EAST
56-H Loomis Street
Manchester, CT 06042
Phone: (860) 646-9646
Email: rob@hoosiertireeast.com

2 HOOSIER TIRE

= MID-ATLANTIC
BALTIMORE
2931 Industrial Park Drive
Finksburg, MD 21048
Phone: (410) 833-2061
Email: sales@hoosiermidatlantic.com
www.hoosiermidatlantic.com

3 HOOSIER TIRE

n MID-ATLANTIC
PITTSBURGH
110 South Pike Road, #207
Sarver, PA 16055
Phone: (724) 360-8000
Email: sales@hoosiermidatlantic.com
www.hoosiermidatlantic.com

4 HOOSIER TIRE

nOHIO VALLEY
1933 Staunton Turnpike
Parkersburg, WV 26104
Phone: (304) 428-5000
Email: todd@poske.com
www.poske.com

5 HOOSIER TIRE

sMIDWEST
SPRINGFIELD
3886 E. State Route 54
Springfield, IL 62707
Phone: (217) 522-1955
Email: jessica@racetires.com
www.racetires.com
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HOOSIER TIRE

s MIDWEST
INDIANAPOLIS
4155 N. 1000 E., Ste A,
Wally Parks Dr.
Brownsburg, IN 46112
Phone: (317) 858-1234
Email: hoosiertiregiri@gmail.com
www.racetires.com

7 HOOSIER
n

TIRE MIDWEST
PLYMOUTH
1801 Jim Neu DHrive
Plymouth, IN 46563
Phone: (574) 936-8344
Email: hoosiertireply@aim.com
www.racetires.com

8 HOOSIER

nTIRE NORTH
21601 John Deere Lane
Rogers, MN 55374
Phone: (763) 428-8780
Email: htnrace@aol.com
www.hoosiertirenorth.com

9 HOOSIER

aTIRE SOUTH
ASPHALT
P.0O. Box 537
Welcome, NC 27374
Phone: (336) 731-6100
Email: hoosierasp@lexcominc.net
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10 HOOSIER
nTIRE SOUTH
DIRT OVAL

P.0. Box 1437

Clinton, TN 37717
Phone: (865) 457-9888
Email: hoosierdavid@bellsouth.net

1 1 HOOSIER
nTIRE SOUTH

ROAD & DRAG

P.O. Box 6080

Maryville, TN 37802
Phone: (865) 984-3232
Email: road&drag@hoosiertiresouth.com

12 HOOSIER TIRE
nGREAT PLAINS
3801 W. Pawnee, Suite 200
Wichita, KS 67213

Phone: (316) 945-4000

Email: sales@hoosiertiregp.com
www.hoosiertiregp.com

1 3 HOOSIER TIRE
nGREAT PLAINS

NEBRASKA

12252 N 153rd Circle

Bennington, NE 68007

Phone: (402) 2819700

sales@hoosiertiregp.com
www.hoosiertiregp.com

www.hoosiertire.com
65465 SR 931, Lakeville, IN 46536 (574) 784-3152
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1 4 HOOSIER TIRE
s SOUTHWEST

103 Gross Road, Bldg. A

Mesquite, TX 75149

Phone: (972) 289-RACE (7223)

Email: tom@smileysracing.com www.
smileysracing.com

1 5 HOOSIER
nTIRE WEST

2608 E. California

Fresno, CA 93721

Phone: (559) 485-4512

Email: racing@hoosiertirewest.com www.
hoosiertirewest.com

1 6 HOOSIER TIRE
nCANADA

117-119 Cushman Road

St. Catherines, Ontario,

Canada L2M 6S9

Phone: (905) 685-3184

Email: ronmckay@bic

knellracingproducts.com
www.hoosiertirecanada.com

17 HOOSIER TIRE
nCANADA-NY
1733 Maryland Avenue
Niagara Falls, NY 14305
Phone: (716) 285-7502

Email: usasales@

bicknellracingproducts.com
www.bicknellracingproducts.com

1 8 HOOSIER

nTIRE
WESTERN CANADA
5601-45 ST Leduc,
Alberta, Canada T9E 7B1
Phone: (780) 986-7223

Email: parts@geeandgeeracing.com
www.geeandgeeracing.com
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STARTS WITH K&K

Other insurance providers may come and go but with more than 70
years of experience in the motorsports industry, you can depend on
the staying power of K&K Insurance. As a recognized and trusted
motorsports insurance provider, you can choose K&K with confidence
for competitive coverage designed for your needs. Work with an
expert and call K&K Insurance today.

Racing Teams
Owners & Sponsors
Facilities & Events
Products Liability
Racing Service &
Repair Shops

* Competitive rates and coverage
* Extensive specialty insurance
and claims knowledge

* & @ @

® Secure market with over
70 years of experience

800-348-1839

www kandkinsurance.com

KsK78-

K&K Insurance Group, Inc. is a
licensed insurance producer in all

—  states (TX license #13924); operating
in CA, NY and Ml as K&K Insurance
Agency (CA license #0334819)
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Kids’ night set for Friday,
July 12 at Spencer Speedway

One of the most anticipated race some good luck, have a positive run ing local food trucks and tastes from
nights of the year is rapidly approach- and celebrate the end of the night in the area will also make its return with
some unique additions. In addition to
son, NY with the annual "Kid's Night"" The Race of Champions Late Model  standard fare from the Ontario Vol-
at the track on Friday, July 12, 2024. Series will join the card in their only unteer Fire Department, there will be

"Kid's Night" has become one of the  appearance of the season at Spen- BBQ truck joining us as well as an lce
great traditions at the half-mile track. ~cer. Jacob Gustafson of Webster, NY, Cream truck along with the William-
"Kid's RoC" kid's club will have plenty  claimed the first Race of Champions son Apple Blossom Festival selling
of activities in addition to a "bike ride"  Late Model Series race of the season fried dough and more, along with the
around the track along with some great  when he won at Holland (NY) Speed-  new addition of a popcorn truck
Advanced discount tickets will be
tainment at Spencer. The Race of Champions Super Stock  available online at MyRacePass on the

Race of Champions Sportsman will run a full program. The Rocket Rucc ofChmnplnns website; Www.roc-

ing at Spencer Speedway in William-  victory lane."

racing to fill out a full night of enter- way in early June.

Modified Series racer, Kevin Timmer- P 602 Modified

man of Ontario, NY, always looks for-  Series will compete in double-features, purchasing tickets online.
2 running the makeup feature from Fri- All Race of Champions events will
'Kid's Night is always a lot of fun. day, June 14. The Wilbert's U-Pull It be streamed on RoCModificdSeries,
It is a great family night at the races,! Four Cylinder and Wilbert's U-Pull It TV powered by Racing America. For
more information visit; offer.racin-
gamerica.com/race- of-chnmpmns/

ward to this night at the races.

explained Timmerman. "We are also  Super Six Series will join the card and
looking forward to getting back into  run features only.
competition and hopefully we can find The "Food Truck Frenzy" featur-

July 7, 2024 Page B1
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By Ryan A. Berenz

1. Who recorded more sacks!

in his rookie season: Joey
Bosa with the 2016 Los N'\—
geles Chargers or his broth-
er Nick with the 2019 San
Francisco 49ers?

2. What tennis player did
actor Jamie Foxx serenade
with "Can | Be Your Ten-
nis Ball?" at the 2003 ESPY
Awards?

3. Name the driver from
New Zealand who won the
inaugural Cup Series Chica-
go street race in his NASCAR
debut in 2023, ’

4. On May 30, 2019, Mau-
rice Allen became the first
to successfully hit a golf ball
across what international
landmark?

S. What cycling road race,

held each spring in Norkhern
France, is known as *A Sun-

day in Hell" and "The Hell of
the North*?

6. What team did Cheryl
Reeve coach to four WNBA

c;\amplonshlps from 2011-

7. In March 2023, Czech V

free-diver David Vencl set a
new world record for deep-

In many parts of North America and where short tracks are
located traditional media, newspapers, sports reporters, eftc...,
have become overlooked, however, where many of our tracks
our located in suburban and rural areas, the local county

newspaper and Pennysaver type outlets give us an excellent
opportunity to reach our constituents. County and community
news outlets are still read and looked upon for information
and details. Here is a perfect example that traditional media
still works.

Tried-and-True Methods Can get the Job Done...

In the June edition of the RPM Newsletter, Dennis Gage talked about the state of

weekly racing. The piece drew positive reviews from around North America.

For the July edition, we have reached one of our busiest times of the year with

racing book-ending many weekends and weeknights as we head toward “the big
events” that traditionally close out the season.

We wanted to stop and take a look at the “tried and true” things that remain a

positive factor in promoting your events. We seem to gravitate directions and get

locked in to different directions. For some it may be specifically digital, others

streaming and we often lose site of the traditional methods that work for much of

our specific demographics.

)
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Many of our paying customers still like the
feel of a newspaper in their hand and that
doesn’t just go for people who reaching up
in age, there are younger people who also
read actual printed newspapers.

There are also individuals, who actually
watch the local news, so work on getting a
spot, a driver interview.

Recently, we encountered several of these
opportunities and were able to capitalize
on them while also using social media and
digital marketing and planning to promote
events.

We have devised a system for events from
big-to-small with somewhat manageable
budgets to keep things in line and bal-
anced rather than throw good money after
bad. It has taken a lot of experimenting to
determine what worked and what didn't.

We would be happy to share those meth-
ods with anyone that asks. The challenge
is that it may or may not work in your region
because not everything is a guarantee.

Geographic location has an incredible
amount of impact of what may work for
your facility just as much as what type of
event your are trying to promote. We adjust
for tracks that are just a couple of hours
apart due to who we are reaching and
what we are trying to accomplish.

Itis all unique. It all takes work, but don't
forget those “Tried and True” methods of
promoting your event to create success.
Newspapers, local news, yard signs, flyers
and local business visits all work, you just
have to be willing to put the time and effort
in.

We hope you are all enjoying a successful
season filled with great promotions and we
look forward to hearing your stories at the
upcoming Workshops in Reno and Dayto-
nal
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An Interesting Share from J.A. Ackley and the Outside
Groove

Recently, former racing promoter, Joe Callavini, who promoted
Mountain Speedway in St. Johns, Pa., (now Evergreen Race-
way) recently passed away at the age of 85. Callavini promot-
ed the track for 14 seasons (2000-2013), which has been one
of the longest tenures of promoters at the track.

Callavini had his fair share of critics, some with valid points,
but Joe must have done something right. You don't stay in this
business that long by doing the wrong things. If you did, the
racing community will send you packing, and in a hurry.

During his time at Mountain, Callavini gave the young Ackley
some lessons which we wanted to share here for promoter’s
to see.

1. Stay Thrifty, Spend Wisely

Callavini was the type to ask for the rubber bands back from
the bank after making a deposit from a race night. While
some might view this as extreme, it exemplified his penchant
for saving money wherever he could. However, he used
those savings to spend where it mattered. Examples includ-
ed bigger purses, and, early in his time at Mountain, capital
improvements. Many misunderstood Joe’s frugalness. Let me
put it another way. How many of us spend money on a cup of
coffee when we could make it at home for far cheaper? That's
the mentality he had — and it kept him in the racing business
for more than a decade.

2. Adopt Technology

When Callavini started promoting, he was in his 60s. Yet,
Mountain Speedway was one of the first to have computerized
scoring, a modern website for the time, and an embracing of
social media when it arose. The computerized scoring allowed
the track to rent out transponders and charge for scoring,
which obviously made it some money. Using the internet al-
lowed the speedway to directly communicate with its fans and
racers. These elements may seem like commonplace nowa-
days, but that was cutting edge for a short track back in 2000.
Racetracks must evolve or they will go extinct.

3. Stay Open-Minded

Some might not believe it, but he was fairly open-minded. Got
a new series? Let’s give it a try. Got a good idea for a rule?
Let’s hear it. Think you can do this or that at the track? Go

)
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for it. Joe gave many people a chance when it came to them
offering an idea. If it didn’t work, however, he never tried it
again. But, if it did work, he cheered you on ... because your
success was his, too.

4, Answer Your Phone

How often do you call, email, or message a track to only get a
prerecorded message? Too often, right? If you called Moun-
tain Speedway, you got Joe Callavini. He answered every
time. Why? You never know when opportunity might come
calling. Editor's Note; This is a challenge at times, even elec-
tronically, but find the time to get back to people.

5. Know Your Weaknesses

| feel he knew he was best served as being the guy behind
the scenes running the business part of track. For example,
he often placed likeable people as the face between the
track and the public. Joe put top-notch people in roles such
as tech, race directing and announcing. He knew how to run
a business, he did so for decades at D&B Towing and Truck
Service. That was his strength, he stuck with it, and had oth-
ers fill in for his weaknesses.

6. Be Kind, but Don’t Be Afraid to Send Them Away

Many people remember him for the latter rather than the
former. Certainly, if you were trouble, he had no problem
kicking you out. Trouble breeds trouble. However, he did have
a heart of gold and had a special spot in his heart for the little
guy trying their all to make it to a race. Joe appreciated those
people, because he, too, was a little guy once, who built a
business out of nothing but hard work.

In one instance, he offered his shop to a traveling racer so
he could make the next night's race. That racer never forgot
it. Others experienced the same hospitality, but never said
anything.

Callavini allowed Ackley to promote a race in memory of a
friend that competed at the speedway. Ackley with no promo-
tional experience.

The memorial race was a success, which in turn brought Ack-
ley back to do more races, however Ackley only did it for one
year, but it launched his career in motorsports.

Without Callavini offering Ackley the opportunity, that doesn’t
happen. Ackley will forever being grateful for that to Callavini.

PG 6
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There are a couple things to take from this. As stewards of the sport, we all have a responsibility to
make sure that we leave something for future generations to continue on the traditions we have built.
It's an uphill battle, but when someone takes interest engage them, see where it leads and if possible
cultivate the relationship. It's important, it's our future.

Folks like Joe Callavini will be missed greatly. It's not the gruff personality or the late night stories, but
the things people like him brought to the table in making sure the sport continued forward. A message
for all of us.

RCONO FOOTI

| crArTsMA

E‘

Top-to-Bottom; Joe Callavini was the promoter of
Mountain Speedway (now Evergreen Raceway) in St.
Johns, Pa., and recently passed at the age of 85. J.A.
Ackley, in his only event at “Promoter” hands Todd
Hoddick of Cheektowaga, N.Y., the checkered flag.

SSUE 54.7
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A Refresher Course...

Preventing Slips, Trips, and Falls
What are Slips, Trips, and Falls?

Slips, trips, and falls are among the most common hazards

in the workplace and at events. They put many individuals

at risk of sprains, strains, cuts, bruises, fractures, and other
injuries. At worst, they can also lead to death, especially in
high-risk occupations such as construction. But with adequate
training and safety practices, companies can keep their per-
sonnel safe from these hazards.

Slips

Slips occur when there is little to no traction between the foot-
wear and the walking surface. Since the friction is too small to
hold the feet on the ground, a person can lose their balance.
For example, if a supermarket staff member runs on a wet
produce aisle, they will most likely slip on the floor.

Trips

On the other hand, tripping happens when a person’s foot hits
an object or steps down to a lower, uneven surface. Any of the
two can disrupt a person’s balance and make them lose their
footing. For example, an electrical engineer can trip on tan-
gled cables lying on the floor. A fan can trip on cables going
to audio or visual equipment in a midway. It can happen when
things are overlooked.

Falls

Falls are the number one cause of fatalities among construc-
tion workers. They can happen to anyone if they stumble and
fall too far off their center balance. For example, an electrician
can from a ladder while fixing a light bulb. There are people
who fall through grandstands or down stairs.

The Occupational Safety and Health Administration
(OSHA,) classifies them into two types:

oFall at the same level—occurs on the same working surface
e[all to a lower level—takes place below a person’s working
surface, common for those working at heights.

Slips, Trips, and Falls in Numbers
The US Bureau of Labor Statistics (BLS) reports alarming

rates of slip, trip, and fall incidents in 2022. Their most recent
data show that slips, trips, and falls are among the top causes

)
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of fatal and non-fatal injuries in the workplace.

This section contains key data points from the Census of Fatal
Occupational Injuries (CFOI) and Survey of Occupational
Injuries and lliness (SOII).

Some of the statistics are dated
Fatal Injuries

*Slips, trips, and falls have garnered about 850 cases in 2021.
*This makes them the second leading cause of fatalities in the
workplace next to transportation incidents.

eThe construction industry accounts for over 46.2 percent of
these cases.

*A whopping 80 percent of the total cases come from falling
to lower levels.

Non-Fatal Injuries

*Slips, trips, and falls accounted for over 211,640 cases in
2020.

eThey are one of the top three causes of non-fatal work inju-
ries involving days away from work.

eMore than half of these cases result from floors, walkways,
and ground surfaces.

*A substantial amount of these incidents are caused by falling
on the same level.

Note: Detailed nonfatal data for 2021 is not currently available
since BLS transitioning from an annual to a biennial publica-
tion schedule.

Industries at Risk

The National Safety Council lists the following industries as
those that have the highest risk of slip, trip, and fall incidents:

e[ransportation and material moving occupation
eConstruction and extraction

e|nstallation, maintenance, and repair

*Building, grounds cleaning, and maintenance

Common Causes and Risk Factors

Slips, trips, and falls can happen due to many reasons—from
uneven working or walking surfaces to unsafe ladder posi-
tions. Knowing the causes can help managers assess risk
factors and devise ways to prevent them.

This section lists the causes and risk factors for each type of

PG 8
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hazard.
Slips

*\Wet spills (e.g., water, mud, grease, oil, food, blood, etc.)
*Dry product spills (e.g., powder, dust, wood chips, granules,
plastic wraps)

*Weather hazards (e.g., ice, snow)

*| 0ose, unanchored mats and rugs

eConcrete, ceramic tile, or marble floors

*Newly waxed floors

*Sloped or uneven walking surfaces

e\Wet, muddy, greasy shoes

*Ramps or planks without skid- or slip-resistant surfaces
e\Metal surfaces

*Climbing ladders

Trips

*Clutter on the floor

*Obstructed view

*Poor lighting

eMisshapen, wrinkled carpets or mats
eUncovered cables, wires, hoses, and extension cords
*Open drawers, cabinets, doors, etc.
eUneven walkways

eUnmarked steps or ramps

*Missing floor tiles and bricks

*Damaged steps

e|rregular, improper, or non-uniform steps

Falls

*\Weak or damaged ladders

| edges without proper railing

eCarrying heavy objects

eFailure to use guardrails on scaffolding

eUnprotected edges

eUnsafely positioned ladders

*Misused fall protection and height access equipment.

Slips, Trips, and Falls Hazards

Slips, trips, and falls can result in severe and life-changing
injuries, and unfortunately, they can even be fatal. To give you
a comprehensive idea, here is a list of the most frequently oc-
curring injuries associated with slips, trips, and falls hazards:

eSprains and strains — When a person slips or trips and
tries to catch themselves or regain balance, they may twist

)
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or stretch their muscles or ligaments, leading to sprains or
strains. This commonly occurs in the ankles, wrists, or knees.

eFractures and broken bones — Falling from a height or land-
ing forcefully on a hard surface can cause fractures or breaks
in bones. The wrists, hips, and ankles are particularly vulnera-
ble to fractures during falls.

*Contusions and bruises — Impacts with the ground or objects
during a fall can cause contusions, commonly known as bruis-
es. These result from damaged blood vessels beneath the
skin, leading to discoloration, pain, and swelling.

*Head injuries — Falls that involve striking the head on a hard
surface can cause traumatic brain injuries (TBIs). These inju-
ries can range from mild concussions to more severe cases
that result in brain damage, loss of consciousness, or long-
term cognitive impairments.

*Cuts and lacerations - Falls may involve contact with sharp
or rough objects, leading to cuts and lacerations. These inju-
ries can vary in severity and may require stitches or medical
attention.

*Back and spinal cord injuries (SCI) - Falls that involve
landing on the back or experiencing a jarring impact can
cause damage to the spine, such as herniated discs, spinal
fractures, or spinal cord injuries. These injuries can result in
long-term disabilities or paralysis.

*Neck injuries — Related to the previous item, neck injuries are
sometimes a result of spinal injuries or damage to the mus-
cles, ligaments, or tendons in the neck.

OSHA Regulations

The Occupational Safety and Health Standards 1910 Subpart
D (Walking-Working Suraces) provides general standards

for walking-working surfaces. These surfaces include pas-
sageways, storage rooms, service rooms, working areas, and
more.

The 1910.22 Regulations outline several points for safe work-
ing surfaces as follows:

*Keep workroom floors clean, orderly, and dry.

eMaintain a functional drainage system if working on wet
surfaces.

eKeep surfaces free of hazards such as sharp objects, loose
boards, corrosions, leaks, spills, snow, and ice.

PGS
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*Ensure that the working surface can support the maximum intended load.
*Provide safe means of entering and exiting from walking surfaces.
e|nspect the working surface to keep it in good condition.

*Repair hazardous floors as soon as possible.

While many things here apply to employment, they apply to race fans, participants, anyone walking through or working at your
facility and may be able to help you look at things a bit differently when you're walking around your facility trying to prevent your
next “situation” from happening.

? Preventing s, Trips & Fals

Overview Wet Surfaces Trailing Cables Obstacles in Walkways -

T i ol aEtamiion Cabind Paoull b Emited WhareEr STy LTINS Bk 8 ol biggage cane
. o PR PO | S ——

e Y
42%’ of workplace injuries are
caused by slips and trips

tbaril g

Faults in Flooring

ot bor daempged terlican Koo Mev A3Erge holm

Exterral whirn iah ot feoos mads of tienl thowid be kel wiik
B antdalip werdsa n aliow Benar grig.

|

“I have learned more at the RPM Workshops and Trade
Shows then | do at any other Trade Show”, Gregory Geibel,
General Manager, Promoter, Lernerville Speedway

s 94
i". pON MARTIN.¢ "'l

L ERNERVILL

J —_ SPEEDWAY .
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NOTICE SAVE THESE DATES
52nd Annual RPM@Reno
52nd Annual RPM@Daytona Workshops

RPM@RENO RPM@DAYTONA
WORKSHOPS WORKSHOPS
WED, DEC. 4 & MON. FEB 10 &

THURS, DEC. 5, 2024 TUES, FEB 11, 2025

RPM@RENO - SILVER LEGACY, RENO, NV
RPM@DAYTONA- THE SHORES RESORT, DAYTONA BEACH, FL

TicketSpice

TicketSpice brings a specialized ticketing experience to the promoter and the customers to provide effortless online event

management and ticket sales, marketing and ticketing that helps event organizers increase their bottomline.

amm O TARTS WITH K&K

Other insurance providers may come and go but with more than 70
years of experience in the motorsports industry, you can depend on
the staying power of K&K Insurance. As a recognized and trusted
motorsports insurance provider, you can choose K&K with confidence
for competitive coverage designed for your needs. Work with an
expert and call K&K Insurance today.

9142 D STREET, SACRAMENTO, CA 95814 888-798-9569

* Racing Teams * Competitive rates and coverage
* Owners & Sponsars » Extensive specialty insurance

* Facilities & Events
* Products Liability
* Racing Service &

and claims knowledge
® Secure market with over

Repair Shops 70 years of experience
i - 800-348-1839
— - www.kandkinsurance.com
If.
K&K Insurance Group, Inc. is a th
licensed insurance producer in all &
- =" states (TX license #13924); operating " I
o inCA, NYand Ml as K&K Insurance ’-‘

Agency (CA license #0334819)

) SSUE 54.7 PG 11



\
Promoters

Workshops

=/
=

[
¥ &
L

Several folks have asked and details will start to
flow out. The 52nd Annual RPM@Reno Workshops
will take place at the Silver Legacy as part of the “The
Row” in Reno, Nevada on Tuesaday, December 3;

Wednesday, December 4 and Thursaay, December 5.
The RPM@Daytona Workshops will take place Sun-
day, February 9; Monaday, February 10 and Tuesaay,
February 11, 2025 at The Shores Resort & Spa.
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3 Ways To Continue To Be Successful In Your Business Today!

Fear or staying complacent is not a strategy. Many business
owners are worried about their businesses and how they can
continue to grow and be profitable. Challenges like social media,
Al, the economy, politics, online sales, more competition and the
list can go on. But just because these issues are creating scary
market indicators doesn’t mean businesses, business owners and
managers like you should be running scared. Even success can
be a challenge. Being complacent, not adapting to change, or just
putting your business on autopilot and not looking at how you can
continue being successful can be just as bad for a business. What
your competition is doing?

The real question you need to ask right now is, “How can | take
advantage of the challenges happening today?”

There are many ways to do it. Three things to focus on in your busi-
ness today and every day in order to continue to strengthen your
business, keep your current customers, one up your competition
and set yourself up for massive success.

1.) Improve Your Customer Experience

It's time to reevaluate your entire customer experience journey,
starting with every customer touchpoint in your business. What is
your team doing to build relationships with each customer during
the journey? How are you emotionally connecting and engaging
with your customers? These are extremely important but often
times overlooked.

Too many businesses focus solely on bringing in new customers
and don’t develop personal relationships with the people who have
already proven willing to pull out their wallets and buy your product
and use your services. It is much cheaper to upsell and resell to
the clients you have right now than to find new customers, espe-
cially in this economy. So, what are you waiting for? Start learning,
communicating and relationship building right now. Don’t be one of
those businesses that are just average.

Businesses with a superior customer experience brings in 6X more
revenue than competitors who have just average experiences.

2.) Find and Smooth Out and Friction Points
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Friction points in your business and customer experience will

lead to increased customer turnover and unhappy employees.
Two issues that won't help you be successful. To prevent future
problems, look for areas in your business, hiring, team culture
and customer journey that frustrates your employees, annoys your
customers or are just overly complicated.

What do your customers complain about? What does your team
gripe about? The biggest issues are your friction points. Remem-
ber that for every complaint that comes in, there are three people
who remain silent by keeping their mouths shut.

Maybe you get a lot of complaints from customers about support,
follow up, hard to do business with, not caring or empathizing,
being treated like a number or product satisfaction. Maybe your
team struggles with not having the right tools, overworked, lack of
recognition, no feedback or even your technology. Figure out what
is causing these challenges, revise policies and remove those
friction points.

3.) Cut The Fat Out Of Your Business

Businesses tend to get sloppy when sales are rolling in and money
is easy. You might be shelling out money on Facebook marketing
campaigns right now that haven't done anything for your bottom
line. Maybe you are sending out emails with the wrong content or
message, letting a third of your leads to fall through the cracks.
Are you wasting money on the wrong type of employee recognition
programs, office supplies and new shiny objects and business
toys?

Now is the time to sit down with your staff and team, look at the
money going out and the systems you have in place. Is there a lot
of unnecessary expenses and policies in place. It is time to clean
things up. Don’t knock the basics or keeping things simple.

This type of advise is given all the time, but business owner’s don'’t
always listen or act. Often, they fall victim to these challenges and
issues. They either wait too long to get started or they let their

ego get in the way and refuse to get the help they need to make

it happen. Don't be one of those people! Instead follow the wise
words of Warren Buffett: “Be fearful when others are greedy and
greedy when others are fearful. | believe many of your competi-
tors are fearful. They're laying off staff, compromising customer
experiences, dealing with employee turnover and slacking off. It's
time for you to be greedy! Make those investments in yourself and
your business. Learn to work right not just smarter or harder in your
business. If you do that, your business will come out on top no
matter how tough the economy gets.

“It takes 20 years to build a

reputation and 5 minutes to
ruin it. If you think about tha
you'll do things differently. *

~ Warren Buffet
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“Tried and True” Continued, “The Mailer, does it Still Work?”
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15 Direct Mail Templates & Ideas That Work

Despite the advent of marketing technology and social media,
however, a classic marketing strategy remains more relevant than
ever: mailers. These tangible letters facilitate a level of communica-
tion that resonates with members of your community, giving them
a tried-and-true option to purchase a ticket and attend an event,
where there are many potential leads.

In the following sections, we'll walk marketers through various
mailer templates and concepts, each designed to help maximize
outreach efforts. We'll cover everything from eye-catching post-
card designs to heartfelt handwritten letters. Discover the power
of real estate mailers and learn everything there is to know about
these physical letters, including:

What Are Mailers?

Mailers are carefully crafted pieces of communication designed to
resonate and spur potential customers into action. These phys-
ical letters can come in all sorts of shapes and sizes, including
postcards, letters, and brochures. Their primary function is to drive
potential customers into spending money, potentially reaching
your untapped ticket purchasing community. The intent is to greet
on a personal level, bypassing digital clutter to deliver a message
directly to the recipient’s doorstep.

Mailers are integral to today's most comprehensive marketing
strategies. Among the various methods, mailers have earned their
place as a timeless and effective engagement means. With a sim-
ple call to action, there’s no reason a direct mail postcard can't get
the job done. In a landscape teeming with advanced technologies,
the effectiveness of mailers is a testament to their relevance and
impact.

While the digital age has ushered in new methods of communi-
cation, mailers have persevered, proving perfectly capable of
capturing leads and fostering genuine connections.

Do Mailers Still Work?

Yes, mailers still work and can generate valuable marketing
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production within an affordable pricing model—all thanks to the
United States Postal Service (USPS). To be clear, there’s no need
to use first-class options; basic mail services will do.

In a rapidly evolving world where technology has reshaped the
marketing landscape, in fact, mailers can be more relevant than
ever. While technology has introduced innovative ways to reach
potential customers, there’s an irreplaceable charm to mailers that
continues to resonate with potential customers.

Mailers are a personal medium within an increasingly impersonal
marketing sphere. These tangible communications offer a human
connection that technology, for all its sophistication, cannot rep-
licate. Mailers’ lack of technological advancements works to their
advantage, offering recipients a moment to consider the personal
attention to detail they show.

While mailers remain viable, they should not be the only marketing
strategy deployed. Instead, they are a valuable complement to a
comprehensive approach. When integrated into a broader market-
ing strategy, mailers can amplify efforts, increasing the likelihood
of securing new potential customers and even potential partners,
who may have not known your business existed. So, while tech-
nology transforms the way we connect, mailers continue to carve
a distinctive niche in the world, proving that some old-fashioned
methods still hold relevance.

The 15 Best Real Mailer Ideas & Templates

Here are 15 mailer ideas and templates into a single list, each
designed to resonate with potential customers, boost engagement,
and enhance the chances of securing new customers:

. Handwritten Note With A Mailer

. “New Event” Mailer

. "Have you Checked Out Our Improvements” Postcard

. Mailers With A Calendar

. Safety Tips with a Schedule

. Postcards With Special Events

. Brand Reputation Mailers

. Postcards For Fence-Sitters — “Come Out and Check Us Out”
9. Free “Concession Item with Purchase of Two (2) General Admis-
sion Tickets” Mailers

10. Mailers For Campers

11. Easy-To-Make Recipe Postcards

12. “Fireworks” Night Mailers

13. “First-Time Visitor” Mailers

14. Funny & Humorous Mailers

15. Seasonal Cleaning Checklist

O N O WD —

Handwritten Note With A Mailer

A handwritten note alongside a mailer is a personalized marketing
approach that combines the effectiveness of a direct mail cam-
paign with the heartfelt touch of a handwritten letter. This unique
idea stands out by conveying genuine care and attention to poten-
tial leads, setting it apart from digital marketing communications.
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A handwritten note evokes a sense of authenticity and connection
that resonates with recipients, making them more likely to engage
and respond, thus creating a powerful avenue for generating busi-
ness. The “handwritten letter” can be generated in an electronic
manner for multiple copies.

“New Event” Mailer

A “new event” mailer is a marketing tactic that notifies recipients
about “new events” that may have not happened before and can
also list “upcoming” events. By showcasing these things, it can
tap into the curiosity of potential customers, making “new event”
postcards an effective lead-generation tool.

“Have you Checked Out Our New Improvements” Postcard

A “Have you Checked Out Our New Improvements” mailer is a
promotional method that gives recipients an update about recent
improvements on your facility. Check out our new concessions and
lights... better parking, etc... identify any specific area.

This approach leverages the investment and the story that goes
with it to pique the interest of potential customers actively seeking
entertainment opportunities. The “Have you Checked Out Our New
Improvements” mailer’s ability to spotlight recent improvements
creates credibility, making it an effective tool for lead generation.

Mailers With A Calendar

A mailer with a calendar including your events is a creative promo-
tional strategy that combines property information with a functional
event calendar. This unique approach offers recipients a practical
tool while showcasing all of your events throughout the season.
Including a calendar serves as a helpful resource and keeps your
events visible to the potential customer throughout the year.

By providing valuable content event details, this mailer has the po-
tential to attract potential customers, making it an effective tool that
can remain at the top of mind year-round and increase the odds of
a new ticket sale.

Safety Tips

A mailer with the addition of “safety” tips of any variety is a dis-
tinctive approach that blends insights with valuable advice and

a caring community approach, giving your business recognition.
This unique idea provides recipients with useful information and
positions your business as a knowledgeable and helpful resource.
This mailer establishes trust and engagement by offering practical
tips on a variety of information. The inclusion of these types of tips
not only attracts potential customers, but also appeals to prospec-
tive customers seeking value.

Marketing Postcards With Special Events
A postcard featuring a special events calendar is a creative and
engaging strategy to capture new and potential customers as well
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as advise traditional customers to “mark their calendars”. This
mailer adds value beyond traditional offerings by incorporating
your big events. The dates grabs the recipients’ attention and posi-
tions those events as a community-oriented experience.
Prospective customers are enticed by the prospect of staying in-
formed about your events, making them more likely to engage with
the mailer’s content.

Brand Reputation Mailers

A brand reputation mailer is a method used for generating interest
by enhancing brand exposure. This mailer showcases positive
reviews, testimonials, and success stories, demonstrating credibil-
ity and expertise.

Highlighting a solid track record and satisfied clients instills trust
and confidence in potential customers. The unique focus on brand
reputation and adding business cards captures attention and
attracts those seeking reliable and reputable professionals. As
potential customers continue to see positive reviews, they are more
inclined to engage and explore new entertainment opportunities.

Postcards For Fence-Sitters — “Come Check Us Out”

A postcard designed for “fence-sitters” is a clever approach to
get potential customers to “Come Check Us Out”, see what we do
at our venue. This mailer addresses the concerns or hesitations
that potential customers may have, offering solutions, opportuni-
ties, and expert advice to help them make informed decisions. By
catering to the needs of those on the fence, this strategy captures
their attention and positions it can help entice potential customers
to spend money with you. The focus on addressing uncertainties
creates a unique opportunity to engage future transactions, ulti-
mately converting them into active fans.

Free “Concession ltem with Purchase of Two (2) General Ad-
mission Tickets”

A free concession item is far less valuable than an empty seat and
it is far better than a “Free Ticket” that tells the entrant “there is no
value” to attending the venue. Offering a complimentary conces-
sion item is a great way to say “we appreciate you giving us a
try...". This approach appeals to potential customers who needed
something to push them into attendance.

By providing valuable mailing services, you create credibility and
initiates a connection with the potential customers who are already
interested in the venue but haven't attended.

Mailers For Campers

Give people a reason to attend. Sending out a mailer that says
“Free Camping” may pique a potential customers interest because
they are getting “added value” to the price of their admission. It
also taps into the potential of customers who may not have attend-
ed because they have other plans to go elsewhere where “Free
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Camping” is part of the package.

Even if it is just “Free Parking or Free Overnight Parking” there is

a tremendous value to this based on the current culture of events,
where parking for many other types of events is looked at as a spe-
cific revenue stream.

Easy-To-Make Recipes

Incorporating easy-to-make recipes into a mailer allows you to
connect with potential customers. Including recipes that appeal to
a broad audience makes the mailer a valuable resource that recipi-
ents will likely keep, ensuring your contact and event information
remains easily accessible (like a QR code that leads to a phone
number).

This approach positions you as a thoughtful and helpful profes-
sional. It creates a lasting impression, increasing the likelihood
that recipients will turn to you when ready to explore getting out for
entertainment opportunities.

“Fireworks” Night Mailers

There is always someone seeking a night out and many of us host
“fireworks” programs several times a season, which is an eye
catching introduction to potential customers. Tell them about in

a simple and effective manner giving yourself the opportunity to
attract new customers through a “tried and true” selling method
with fireworks as a bonus to the show.

This service captures their attention and encourages them to con-
template attendance because of a “bonus” to your show.

“First-Time Visitor” Mailers

Promoting an upcoming event is great, however, extend a special
invitation to that “First-Time Visitor”. It will create goodwill amongst
new and potential customers with an incentive to get them there

if they bring their “Mailer” and receive a discount or a discount at
the concession stand. It shows that you are willing to engage new
customers. The mailer will help create anticipation, drawing the
attention of potential new customers within the local market. This
approach highlights active involvement in the community.

By showcasing the directive at the “First-Time Visitor” it may tap
into the natural curiosity of individuals interested in exploring the
venue.

Funny & Humorous Mailers

Injecting humor into a mailer creates a memorable and relatable
connection with recipients, sparking their interest and encouraging
them to engage further. By eliciting a positive emotional response,
promoters can capture the attention of potential customers, making
your mailer stand out in their minds.

The element of humor entertains and establishes a sense of ap-
proachability and authenticity, increasing the likelihood of recip-
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ients considering the promoter’s services for their entertainment
needs.

Seasonal Cleaning Checklist

Providing recipients with a practical and valuable resource like a
cleaning list showcases a promoter's commitment to their custom-
ers needs and establishes them as knowledgeable and helpful
professionals.

This unique approach combines relevant home care tips with your
marketing efforts, creating a positive association with your brand.

The 10 Best Mailer Services & Websites

If the process of developing a mailer strategy is too overwhelm-
ing, consider enlisting the help of professional mailer services
and websites. For the most trusted mailer services, contact these
companies:

e PsPrint

e Overnight Prints
¢ PostcardMania

e Canva

¢ Modern Postcard
* ProspectsPLUS!
e \/istaPrint

¢ Corefact

e Quantum Digital
e Addressable

Final Thoughts

The effectiveness of mailers remains undeniable, whether originat-
ing from a single entrepreneur’s small business or from a bustling
corporation. These tried-and-true marketing tools offer a personal
touch that resonates with recipients in a way technology cannot
replicate. Aspiring promoters should consider all of the “every
door direct mail (EDDM)” ideas listed above to boost their potential
engagement with new customers.

GET HEALTHY, GET FIT-YOUR WAY!

The health club with choices 000

Indoor/Outdoor Tennis Courts | Indoor/Outdoor Pools | Full Gym | Classes & Training | Basketball

Get a FREE month-with zEro enroliment fee!*

*See back for details.

1-800-628-1804 | www.website.com

1234 Main Street + City, ST 12345

{ LOGO

ABC COMPANY

A sample of a postcard for a health club
getting it's message out.
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Advances in Technology continue to happen...

The short track racing world is in a constant state of flux
and it isn’t just from the technology involved with the race-
car.

2024 has seen Lincoln Speedway in Pennsylvania go to a
“‘remote” flagman on their flagstand.

The development Of GPS and diﬁerent ||ght|ng Systems PERFORMANCE RACING INDUSTRY / THE BUSINESS OF RACING
continue from companies like Flagtronics, who has primar-
ily been a road course operation company; RACEceiver,
run by long time promoter of the Workshops, Joe Vinson,
MyLaps and their AMB brand led by folks like Balton Aulls,
who believe in short track racing as well as Julian Lin and
his Westhold brand.

There are more, but these folks have spearheaded devel-
opments that just a few decades ago were unthinkable at
many of our race tracks. They have made them a reality
and will continue do so for years to come.

Recently Joe Vinson from RACEceiver shared a photo (be-
low) of his new remote lighting system. Another incredible
development for utilization in making our events better.

We just thought they were all deserving of “a plug” for all of
the effort they put into the sport.

For more information visit the following; 4 ‘

y
WWW.raceceiver.com To Ps Ho
www.westhold.com - (o -
www.flagtronics.com TRACK OPERATORS, PROMOTERS & SANCTIONING BODIES HEADQUARTERS

www.mylaps.com

The RPM Newsletter and Workshops was once again part
of the TOPS H.Q. Workroom and Lounge which provides
meeting space for Track Operators, Promoters and Sanc-
tioning Bodies, along with hosting the popular “BS &
Brews” which gives industry folks the opportunity to net-
work and let their hair down in casual conversation.

The new remote controlled track light
from RACEceiver. Bright, effective and simple
seemed to be Vinson's goals in his design.
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Reno-Fernley Speedway, Once the Field Dreams is Coming Back to Life...

There are many challenging stories about tracks falling by the wayside, however one good news story is that Reno-Fern-
ley Speedway is being brought to life after sitting dormant since 2020, with plans to reopen in 2024.

Once built with a “field of dreams” mentality, build it and they will come, developer Dan Shore, has taken over and ex-
panded on the plans of the sprawling 630-acre motorsports complex that includes a dirt track.

“The dirt oval has been missed,” said Shore. “For years, it had full grandstands every weekend. We will get it back to
that.”

Shore has reconstructed the 1960s wooden grandstand with aluminum seating at the dirt oval, which holds 2,000 fans.
The other two grandstands increase that capacity to a total of 3,000 seats. That's just the tip of the iceberg for the chang-
es.

“We changed the dirt track back to a true 3/8-mile clay oval,” Shore said. “We're adding total LED lighting. Concessions
and restrooms are being updated as we speak.”

Reno Fernley Raceway will run under the IMCA banner on Saturday nights. Rattlesnake Raceway in Fallon, also runs an
IMCA program and is located less than an hour away.

Reno Fernley Raceway makes up a 630-acre motorsports park that offers opportunities for road racing, motocross, sand
drags, drag racing, drifting and more.

Locals have been supportive of the track, especially the municipalities. Lyon County and the city of Fernley have been
supportive. The community has a goal of utilizing the facility to keep kids off the highways and involve them in organized
racing rather than the alternative.

Reno-Fernley Speedway is coming back to
life now under the new leadership Dan Stone
and is reopening this season.

High School Racing Association, a Great Idea...

Many high school students dream of representing their schools under the lights on athletic fields across the country. In
Wisconsin and lllinois, students can also represent their schools under the lights of their local short track.

The High School Racing Association (HSRA) formed in 2020, racing at La Crosse Speedway and Madison International
Speedway. Now, the series has nine member tracks at both dirt and pavement facilities in Wisconsin and lllinois where
students can compete affordably.

“The High School Racing Association was started between LaCrosse Speedway in West Salem, Wisconsin and Madison
International Speedway in Oregon, Wisconsin,” explained HSRA Director Jonathan Eckelberg. “It started in 2020 between
those two racetracks as a way to get younger talent into the sport.

“Car counts were dwindling, especially in those lower-level divisions. You and | know some of the biggest hurdles to get
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into the sport is cost. Cost is a huge barrier to entry and

knowledge, knowing how to get started. HSRA was start-
ed with those goals in mind, getting young talent into the
sport, new fans in the stands and new cars on the track.”

Naturally, the biggest hurdle to getting these students on
track is the cost of racing. The HSRA works to resolve this
in several ways, starting with a $25 annual pit pass that
applies for all HSRA-member tracks.

“One big thing that we've done with HSRA is all racers
pay a $25 pit pass at the beginning of the season,” said
Eckelberg. “That gets them into every single HSRA race
at all HSRA tracks for the rest of the season. It costs them
$25 at the beginning of the season, and they don’t have to
buy another pit pass.

“At a lot of the tracks, it's $25 to $40 a week for a pit pass,
even if you're racing and competing, so that saves them

a lot of money. They get an HSRA membership card, and
they can race just at their local track or they can go around
to all of the other HSRA tracks, travel and race and not
have to pay another pit pass.”

HSRA has also worked with several sponsors to provide
discounts for student participants to help alleviate the
costs of racing. Whether it’s gift certificates to Kwik Trip,
meal vouchers to local restaurants or discounts at local
NAPA Auto Parts stores, these partners help keep HSRA
racers on track.

There are even scholarships available for the top per-
formers in HSRA, helping them prepare for life after high
school.

“One of our new partnerships this season has been the
Wisconsin Automobile and Truck Dealers’ Association,”
said Eckelberg. “They're offering up to $3,000 in scholar-
ships for the Wisconsin State Champion. Snap On Tools
and Wehrs Machine in Bangor, Wisconsin has offered a
scholarship the last couple of years for the Wisconsin State
Champion.”

High schools in the state are also buying into the HSRA.
Several schools have started offering athletic letters to
HSRA racers, just like the athletes who compete in “tradi-
tional” sports.

“In 2022, Melrose-Mindoro High School here in Wisconsin
became the first high school in the country to make racing
a letterable sport,” Eckelberg said. “They had four high
school students racing in HSRA from Melrose-Mindoro.
| had a conversation with them and they said, yes, why
would we not want to recognize our students competing in

)

SSUE 54.7

these non-traditional sports?

“Two years later, we're up to six or seven schools between
Wisconsin and lllinois that are offering athletic letters or
athletic pins that are participating in racing through HSRA.
That's how a lot of the schools have been able to recognize
the students as athletes in their schools.”

HSRA has already celebrated several “success stories” of
participants who continued racing even after graduating
high school, or gaining interest in the motorsports and
automotive industries as a result of the series.

“‘Jayden Dahlberg was racing at Madison International
Speedway. He started with HSRA and made the jump to
Late Models after he was done with high school. He was
Rookie of the Year his rookie year in Late Models down
at Madison andn continues to race Late Models and has
done really well.

“One of our past HSRA champions is racing Sportsman at
LaCrosse Speedway, and a handful of them have moved
up to the Six-Shooter division. If we can get a lot of these
kids to stay in the sport, that’s a huge goal for us, growing
the sport from the ground up.

“If they aren’t moving on to continue racing, going into a
motorsports career or deciding they really want to work on
cars and deciding they’ll go to school for auto mechanics
or for welding. We've seen some of those, too, and that's
a big part of what we exist to do, too. Not only grow the
sport of racing, but grow the motorsports industry and the
automotive industry, t00.”

Those interested in learning more about HSRA can visit
highschoolracing.org, or follow the HSRA on Facebook and
Instagram.

“If anyone has questions or schools want to get involved

or students want to know how to get into HSRA racing,
reach out to us,” said Eckelberg. “We'd love to have these
interested people at the racetracks this season and expose
them to what it is we're doing.”

Shared from Racing America.

~HORA

HIGH SCHOOL RACING ASSOCIATION
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Mark Your Calendars - RPM Workshop Dates for 2024
and 2025

The RPM Workshops dates for next year following RPM@
Daytona in 2024 will be as follows:

RPM Western Workshops will take place on December 3, 4
and 5, 2024.

RPM@Daytona will take place February 9, 10 and 11, 2025
and will likely take place at The Shores in Daytona Beach
Shores, Florida, provided things do not change.

RACING

aa
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Tips from MyRacePass (MRP)

Welcome to July! The year really seems like it's flying by. |
have a couple reminders this time around for everyone.

| know you hear this from us constantly, but | really want to
recommend that you add online tickets in some way to your
events. At minimum your major events. Our data and records
show such an elevated level of success with online tickets this
year. The younger generation of fans are much more accus-
tomed to purchasing tickets online in advance.

¢| have a list of help center articles showing how to add tick-
ets, and many other related things.
eUse this link to find all of the articles related to online tickets.

| also want to remind you of the value of Push Notifica-

tions from the app going directly to your fans. When your fans
favorite your track or series in the MyRacePass app, they get
push notifications on their devices with updates from your
facility.

*\\Ve have a link to a PDF that works great for sharing on so-
cial media showing fans how to do so!

*Push notifications for things like when you release a news
article, when you “go live” with MRP Live, when fantasy picks
open up, or when you have a rain out/cancellation.

We have created a little guide to help promote an MRP Fan-

tasy Leaderboard. It's been really cool to see so many of you
really embrace the MRP Fantasy Racing features of the app,
and have you really engage your fans in creative ways!

eHere is that PDF Link

| also want to highlight Announcer Audio in the MyRacePass
app! This is now turned on for all tracks and series in your
dashboard. If you have any questions on setup, reachout

to Support@MyRacePass.com

*\\/e have an article for that too!
QUICK NOTES!

*Our YouTube page is being updated weekly! View help vid-
eos by visiting our Youtube Page.

eFacebook support group - Join our group here. Please Re-
member to answer the questions, or you won't be allowed in!
*The MRP Help Center was completely re-written in the last
few months, and you can find it HERE!

*Best way to contact us is our support inbox | Email Us - sup-
port@myracepass.com
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> TicketSpice

for Speedways

TicketSpice

Speedways 1, R flolel

with TicketSpice 1d i

T — Leading Speedways are switching to TicketSpice to save
Tired of outdated ticketing Murfreesboro, TN time, increase revenue, and elevate their visitor experience.
companies doing the bare
minimum and over charging?

AllSt
Race b &3 Flexible Ticketing [5] Single Page Ticketing

May 23-25
258 Reserved Seating Save with Fraud Protection

Eﬂm Book a call to Upper Deck ] i~ Mass Cancelation Refunds @ Free Marketing Website

learn more about e
Lower Deck o +» Dynamic Add-Ons & 17 Mobile Merchandise &

Tlcketsplce $125 Upgrades Concession Sales

Parking Pass

Scan and Schedule for the Promotion!

TicketSpice was started in 2008 and has worked with 60,000 organizations, processing over $1 Billion per year. Birthed
from the ethusiast motorsports industry, we know what it feels like to be overcharged for solutions that overpromise and
underdeliver. More at www.ticketspice.com/speedways

> TicketSpice

for Speedways
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w= IAKE NOTE - ARPY REGIONS GHANGING FOR 2024
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Following an interesting meeting at PRI that happened
quite by chance, we have chose to add Australia and New
Zealand into our voting. Australia and New Zealand have

a hotbed of racing. In addition to this we have adjusted

the regions to include our neighbors to the North. As RPM
continues to seek growth, we feel this is a positive move for
the organization.

Region 1;

Canada - Nova Scotia, Quebec, Prince Edward Island, New
Brunswick, Newfoundland

United States — Maine, Vermont, New Hampshire, Con-
necticut, New York,

Massachusetts, Rhode Island, Pennsylvania, New Jersey,
Delaware,

Maryland

Region 2;

United States — Virginia, Tennessee, North Carolina, South
Carolina,

Georgia, Florida, Alabama, Mississippi, Louisiana, Kentucky
Region 3;

Canada — Ontario

United States — Michigan, Ohio, Indiana, lllinois, West
Virginia

7o RAGING PROMOTION MONTHLY  ISSUE 54.7

Region 4;

Canada — Manitoba, Saskatchewan, Nunavut

United States — Wisconsin, Minnesota, North Dakota, South
Dakota,

Wyoming, Montana

Region 5;

United States — Missouri, Nebraska, Colorado, Texas, Okla-
homa, Kansas,

Arkansas, lowa

Region 6;

Canada — Alberta, British Columbia, Northwest Territories,
Yukon

United States — Idaho, Washington, Oregon, California,
Nevada, New

Mexico, Arizona, Utah, Alaska, Hawaii

Region 7;

Australia, New Zealand
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s GET IN THE KNOW

DO NOT FEAR MISTAKES.
THERE ARE NONE

LIFE IS INHERENTLY RISKY.
THERE IS ONLY ONE BIG RISK
YOU SHOULD AVOID AT ALL
COSTS, AND THAT IS THE RISK
OF DOING NOTHING
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Left-To-Right; Jefferson Speedway in Cambridge, Wisconsin drew an outstanding crowd
for their Orange Blossom Special honoring the career of Jerry Eckhardt. Events like this are
happening more and more across the nation. There are many folks who are “buying local”
staying close to home and doing things within their means. It is up to us as industry to
capitalize on those events when they are in front of us.

Left-To-Right; In Quebec, each year for the past 50-years, the province in a unique manner takes time off for a “Construction Holiday”
where much of the province goes on “vacation” for two-weeks during the “dog-days” of Summer. This year, nearly 200,000 construction
workers go on “Holiday” from July 21 until August 3. It is an interesting concept as the construction workers receive more than $347
million in vacation pay, 28% of Quebec’s population takes time off during this time. More than half of that 28% spend their time off and
money in the province. The above photos are from the Super DIRTcar Series Big Block Modified Series two-night stand at Autodrome
Drummond in Drummonaville, Quebec - between Montreal and Quebec city where race fans came out in droves on back-to-back nights to
watch the popular Modified serigs.
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Top-to-Bottom; Holland Speedway, owned by RPM legal presenter, Ron Bennett, Sr., is now being operated by his son, Ron Bennett, Jr,
and his wife Julie. They have had to make a serious commitment to the facility in an effort to rebuild items after a former “lease-holder”
wasn't the best tenant, costing the Bennett family thousanas. Their efforts are paying off with a scenic and modern venue in the Southern
Tier of Western New York. The concessions caught our during a recent event. They were busy, yet organized and broke down into a “Cash
Only” line along with a “Cash & Credit” purchase ability. There are tracks that are still accepting “Cash Only” throughout North America.

If you are not accepting credit cards, despite the fees, you are leaving money on the table. We have been come an “electronic currency”
society.

) SSUE 54.7 PG 20



REGENTLY TNT SPEEDWAY LOCATED IN NORTHERN WISCONSIN LISTED

“Itis with great sadness that we share this link and announce the track is for sale or lease. Current cir-
cumstances, prior commitments and work loads do not allow us to dedicate the time and effort into bringing
our dreams for TNT Speedway to fruition,” this was posted and taken from the tracks Facebook page.

The track was previously sold in 2021 via auction. Zabel-Ackerman in Fond du Lac, Wisconsin is
handling the listing. Various record may be found on the facility.

zacommercial.com/Search.html#/property/63062206e207a5000751b2e7/63062503ba895e000718b

-

WEST VIRGINIA MOTOR SPEEDWAY HAS BEEN
PLAGED ON THE MARKET FOR SALE.

West Virginia Motor Speedway and it's facilities recently re-
ceived an entire renovation with all brand new finishings inside the
buildings. West Virginia Motor Speedway is known for its beautiful
valley views and its unique terraced seating on the front straight
hillside. More information can be found here; www.loopnet.com/
Listing/1-Matheny-Dr-Mineral-Wells-WV/29717599/

HISTORIC FRIENDSHIP MOTOR
SPEEDWAY IS NOW AVAILABLE

This 40.84+/- Acre property features a 3/8
Mile Oval Dirt over Asphalt Track, Multiple
Concession Stands, 9 Vender Booths, Restroom
Facilities that have all been recently updated in
2021. In addition to recent updates, the owners
have installed new Whelen Track Safety Lights,
New Scoreboard, New Westhold Timing & Scoring
Loop System, Updated Concession Stand Equip-
ment, New 8'X12’ Platform Scales. The grandstand
has seating for 4000 people, 97 Trackside Tailgat-
ing Spots. Additional fill dirt is being delivered,
compacted and seeded by January 1, 2023.

More information can be found here;
www.loopnet.com/Listing/11420-NC-268-Elkin-
NC/27089397/

STATELINE SPEEDWAY
I BUSTI, NY FOR SALE

77 acre property, with a ranch home, in
addition to the stock car track is a gokart track.
The facility, in the Southern Tier of New York is

very near the Pennsylvania border, with pride and
upkeep being a focus on the facility, this track is
ready for the right owners.

GREENVILLE-PICKENS SPEEDWAY IN
SOUTH CARDLINA IS LISTED FOR SALE

The historic Greenville-Pickens Speedway in
Easley, just west of Greenville, was recently listed
on a real estate website.

According to the listing from RealtyLink, a
real estate development company, ground lease
or “puilt to suit” opportunities are available for
the 305-acre property at 3800 Calhoun Memorial
Highway.

Starting as a dirt track in 1940, the Green-

ville-Pickens Speedway hosted the first-ever,
start-to-finish live-televised NASCAR race in 1971
after being paved in 1970.

The race track also holds events like the
Upstate Holiday Lights Show and the Upper SC
State fair.
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ADVOCACY

UNITED STATES MOTORSPORTS
ASSOCIATION
UNITEDSTATESMOTORSPORTS.COM

E-MAIL: info@unitedstatesmotorsports.com

166 CRYSTAL CIRCLE, MOORESVILLE, NC 28117
704-325-8003 Formed in 2015 by a coalition of industry
businesses who recognized the need for greater organization,
(ata and state/local advocacy for racing. Working every day
all day as America’s Grassroots Racing Advocate.

ADVERTISING & DESIGN

SIMES GRAPHIC DESIGNS
WWW.SIMESGRAPHICDESIGNS.COM

414 MAIN ST, MANDAN, ND 58554

888-457-4637 Simes Graphic is full-service art studio that
services short track racing. They design and print all types
of brochures, posters, promotional materials.

PRINTED IMAGE OF BUFFALO
WWW.PRINTEDIMAGEQFBUFFALO.COM

1906 CLINTON ST, BUFFALO, NY, 14206

Your one stop source for printing, graphics, design &
promotional materials for the racing industry.

APPAREL, SOUVENIRS, NOVELTIES

RACE TRACK WHOLESALE
WWW.RACETRACKWHOLESALE.COM

817 DELAWARE, INDEPENDENCE, MO 64050,
816-718-2231 FAX: 866-365-2231

Wholesale distributor of racing souvenirs, imprinted
promotional items, apparel, and track supplies. Serving
short track racing since 2008.

VELOCITA USA

WWW.VELOCITA-USA.COM

7987 OLD US HIGHWAY 52, LEXINGTON, NC 27295
336-764-8502 Retailer of fire suits; safety crew suits;
officials shirts, custom awards and jackefs.

AUDIO, VIDEQ PRODUCTION

MOFFETT PRODUCTIONS
WWW.MOFFETT.COM

509 CLARENCE STREET, TOMBALL, TX 77375,
281-440-0044 Professional audio production. Radio
spots, TV ads, Tracks Trax race track audio CDs. Great
creative, fast service, reasonable prices.

BANNER PRODUCTION

GCI DIGITAL IMAGING - GRAND
FORMAT PRINTING
WWW.GCI-DIGITAL.COM

5031 WINTON RD. CINCINNATI, OH 45232
513-521-7446 Professional production for the fast and
seamless way to produce your Grand Format Printing.

CRATE RACING ENGINES

GHEVROLET PERFORMANCE PARTS
WWW.CHEVROLET.COM/PERFORMANCE,
CRATEENGINES
6200 GRAND POINTE DR., GRAND BLANC, MI 48349
810-606-3655 Circle track crate engines. Engine, chassis
and other racing/high-performance accessories available
i}l your local GM dealer. For information, contact Bill
artens.

DECALS

RACECALS

WWW.RACECALS.COM

E-MAIL: info@racecals.com

24215 SE GREEN VALLEY RD, AUBURN, WA 98092
1-888-928-8322 Printing quality decals for the
Motorsports industry, coast-to-coast and every genre of
motorsports you'll RaceCals work. Die Cutting; Digital
Printing; Banners and Designing are all things you can
count on RaceCals for.

INSURANCE, RISK MANAGEMENT

K&K INSURANCE GROUP
WWW KANDKINSURANCE COM

1712 MAGNAVOX WAY. PO BOX 2338,

FT. WAYNE, IN 468012338 800-348-1839

K&K INSURANCE GROUP CANADA
WWWW KANDKCANADA.COM

)

#101-5800 EXPLORER DRIVE,

MISSISSAUGA, ON, L4W 5K9, 800-753-2632
The industry’s largest provider of racing insurance.
More than 60 years of underwriting and risk
management experience. Motorsport’s most
experienced in-house claims staff. International
service capability.

JONES BIRDSONG

MOTORSPORT INSURANCE
WWW.JONESBIRDSONG.COM

125 W. LAKE, STE 200, WAYZATA, MN 55391,
952-467-6111 Jones Birdsong Motorsports offers the
widest range of products designed to protect motorsports
associations, facilities, teams, and special events.

NAUGHTON INSURANCE, INC.
WWW.NAUGHTONINSURANCE.COM

1365 WAMPANOAG TRAIL, EAST PROVIDENCE, RI
02915, 401-433-4000 Motorsports insurance programs
for race tracks, teams, sanctioning groups, and drivers
since 1947. Programs available in all 50 states.

SAFEHOLD

WWW .SAFEHOLD.COM/INSURANCE-PROGRAMS,
MOTORSPORTS/

2050 WEST SAM HOUSTON PARKWAY SOUTH, SUITE
1500, HOUSTON, TX 77042

Decades of risk management experience in motorsports,
Safehold understands the industry’s unique exposures.
(Offerings of participant primary and excess medical
coverage, as well as other benefits for drivers, crews, and
other participants.

SPORTS INSURANCE SPECIALISTS
WWW.SPORTSINSURANCESPECIALISTS.COM

14033 ILLINOIS ROAD, SUITE A, FORT WAYNE, IN
46814, 855-969-0305 Sports Insurance Specialists
offers a complete motorsports portfolio of participant and
spectatlork insurance. A proven industry leader. “Let’s kick
some rlsk.”

LUBE, FUEL, ADDITIVES

AMP LIVE EVENTS,MONSTER TRUCK
NITRO TOUR
WWW.MONSTERTRUCKTOUR.COM

429 MONROE ST., OCONTO, W1 54153

920-819-2023 Producers and provides of Live Monster
Truck events.

LUBE, FUEL, ADDITIVES

SUNOCO RACE FUELS

WWW.RACEGAS.COM

PO BOX 1226, LINWOQD, PA 19061 800-722-3427

The largest refiner of racing gasoline. National distribution
of quality brands. SUNOCO, Turbo Blue, and Trick.

VP RACING FUELS
WWW.VPRACINGFUELS.COM

204 EAST RHAPSODY DR., SAN ANTONIO, TX 78216,
210-635-7744 VIP Racing Fuels is known as the world
leader in racing fuel technology and the official fuel of 60
plus series.

FUEL FACTORY USA
WWW.FUELFACTORYUSA.COM

E-MAIL: info@fuelfactoryusa

4431 WILLIAM PENN HWY., SUITE 6,

MURRYSVILLE, PA 15668 1-412-404-3329
Performance-driven, built for racers by racers. Focused
on race fuel, plain and simple A desire to go fast and
win, with the same goal for you. Fuel Factory, building a
culture, built for speed.

MARKETING

DIGITAL THROTTLE, LLC
WWW.DIGITALTHROTTLE.COM

E-MAIL; INFO@DIGITALTHROTTLE.COM

774 MAYS BLVD #10-45, INCLINE VILLAGE, NV 89451
800-314-4702 Founded in 2009, we specialize in
managing digital advertising for clients in automotive,
powersports & motorsports markets. Working across all
platforms: Social, Video, Display, Search & eCommerce.
QOur “real-world” industry experience and online
advertising expertise utilize the latest technologies to
measure ad performance and adjust every ad campaign to
maximize results.

VIETTI MARKETING GROUP
WWWVIETTIMARKETING.COM

2914 E. BATTLEFIED ST., SPRINGFIELD, MO 65804
417-553-9105 Navigating each client with the precision
and skill derived from 40 years of full-service experience.
Taking the specifics of your identity as an idea or program
and route your campaign in the most-effective manner
possible driving results you can see.

MEDIA & STREAMING SERVICES

SPEED SPORT, SPEED SPORT TV,
TURN 3 MEDIA

WWW.SPEEDSPORT.COM

WWW.SPEEDSPORT.TV

142 F SOUTH CARDIGAN WAY, MOORESVILLE, N.C.
28117 704-790-0136 Media provider, formerly National
Speed Sport Newss owned by Chris Economaki, Speed
Sport has become a multifaceted media company offering
publicity platforms for all forms of motorsports in addition
to grgv'\ding afull streaming service led by Chris Graner
and Rivet.

PERFORMANCE RACING INDUSTRY (PRI)
WWW.PERFORMANCERACING.COM

27081 ALISO CREEK RD., STE 150 ALISO

VIEJO, CA. 92656 949-499-5413

Since it's inception in 1986, Performance Racing Industry
(PRI) has served the motorsports as key source for trends,
merchandising, new products, business strategies and more
PRI is also the developer of the world's premier auto racing
trade show, held each December in Indianapolis, Indiana.

SPEEDWAY ILLUSTRATED
WWW.SPEEDWAYILLUSTRATED.COM

PO BOX 741, EPPING, NH 03042 877-972-2362
Speedway Illustrated is a print magazine devoted to oval-
track racing in America. Produced for over 20 years by the
most accomplished, award-winning, and longstanding
team of journalists in motorsports, you can enjoy the best
coverage and do-it-yourself race-winning tech to race
safer, be faster, and spend wiser.

RACING AMERICA
WWW.RACINGAMERICA.COM

7188 WEDDINGTON ROAD, UNIT 144, CONCORD, NC
28027 705-534-0161

Racing America continues to provide short track racing
coverage throughout North America, streaming online as
well as media coverage.

MOTORSPORTS SAFETY

INTERNATIONAL COUNCIL OF
MOTORSPORTS SCIENCES (ICMS)
WWW.ICMSMOTORSPORTSSAFETY.0RG

9305 CRESTVIEW DR. DENTON, TC 76207 940-262-
3481 An organization of passionate professionals
dedicated to advancing the scientific, medical,

and educational aspects of the human element in
motorsport. The mission is: through rigorous research
and collaborative discussions, to bring forth the latest
innovations and initiatives in motorsport safety.

THE JOIE OF SEATING
WWW.THEJOIEQFSEATING.COM

4537 ORPHANAGE RD, CONCORD, NC 28027 704-
795-7474 In addition to producing seats of various
safety compliances, The Joie of Seating, led by founder
and NASCAR Champion, Randy LaJoie is the founder
of “The Safer Racer” program, pushing safety initiatives
throughout the entire sport.

PRINTING SPECIALISTS

PRINTED IMAGE OF BUFFALO
WWW.PRINTEDIMAGEQFBUFFALQ.COM

1906 CLINTON STREET, BUFFALO, NY 14206
716-821-1880 Y

our one stop source for printing, graphics, design and
promotional materials for the all of your print house needs.

RACE TIRES

HOOSIER RACING TIRE
WWW.HOOQSIERTIRE.COM

65465 STATE ROUTE 931, LAKEVILLE, IN 46536
574-784-3152 Complete line of custom-manufactured
Spec racing tires for oval tracks, drag racing and road
racing. The only company exclusively manufacturing
racing tires.

AMERICAN RACER RACE TIRES
WWW AMERICANRACERONLINE.COM
1545 WASHINGTON ST, INDIANA, PA 15701,800-

SSUE 54.7

662-2168 Race tires forged in the highlands of Western
Pennsylvania for racing around the world.

T3 - TIRE TRACKING APPLICATION
2180 N PAYNE RD LAKE RD, MIDDLEVILLE, MI 49333,
269-348-1347 E-Mail: buddy@t3tireapp.com

The “Mobile Application” that is changing the tire tracking
and inspection game. Easy to use mobile tire scanning
application for us at the trackside tire inventory tracking.

RADIOS, COMMUNICATIONS

RACECEIVER RACE COMMUNICATIONS
WWW.RACECEIVER.COM

872 MAIN ST. SW, UNIT D2, GAINESVILLE, GA 30501,
866-301-7223 Raceceiver one-way radios and race
communications.

WADDELL COMMUNICATIONS
WWW.FACEBOOK.COM/WADDELL-COMMUNICATIONS
12 NOB RD., PLAINVILLE, CT 86062, 860-573-8821
Racing Electronics Authorized Dealer with a focus on
successful communication plan for competitors, officials,
track and series applications.

TRACK TUNE

WWW.TRACKTUNE LIVE

11528 197 ST. SE SNOHOMISH, WA 98296 425-766-
3440 Providing a mobile application so fans may hear
your announcers utilizing the application through their
mobiile device and speaker system.

RELIGIOUS SERVICES

RACING WITH JESUS MINISTRIES
WWWRJWM.COM

PO BOX 586, TOLLAND, CT 06084, 860-202-3598
Established in 1980, is known as the Racer's Church.
Ministering to the racing community through established
sanctioning bodies, regional touring Series and local
tracks, seeking to provide opportunities for those we reach
to fulfill the Great Commission in their lives.

SANCTIONING GROUPS

IMCA-INTERNATIONAL MOTOR CONTEST ASSQC.
WWW.IMCA.COM

1800 WEST D STREET, VINTON, IA 52349
319-472-2201 The nation’s oldest, largest, and leading
sanctioning body. We focus on affordable divisions to
assist the profitability of our sanctioned facilities and
events.

NASCAR

WWW.NASCAR.COM

ONE DAYTONA BLVD., DAYTONA BEACH, FL 32114,
386-310-6272 The NASCAR Home Tracks Program offers
sanctioning opportunities for weekly racing and touring
series events across North America and Europe.

WISSOTA PROMOTERS ASSOCIATION
WWW.WISSQTA.ORG

24707 CTY. RD. 75, ST. AUGUSTA, MN 56301
320-251-1360 A member-driven sanction in the Upper
Midwest featuring eight divisions of race cars: Late Models,
Modifieds, Super Stocks, Midwest Modifieds, Street Stocks,
Mod Fours, Pure Stocks and Hornets. As a member of
WISSQTA, you vote on policies and rules and help guide
YOUR organization. Click on Promoter Center at wissota.org.

TICKETS, TICKETING SYSTEMS

EVENT SPROUT

WWW.EVENTSPRQUT.COM

Rana Ventures, LLC 2549 WAUKEGAN ROAD #782
DEERFIELD, ILL 60015 713-320-0809 specializes in
electronic ticketing of events. Easy setup along with the
sale of automated ticketing machines.

SAFFIRE

WWW.SAFFIRE.COM

248 ADDIE ROY ROAD, SUITE B-106, AUSTIN, TX 78746
provided an integrated experience between ticketing and
websites, helping you increase your automated sales.

TICKETSPICGE

WWW.TICKETSPICE.COM

9142 D STREET, SACRAMENTO, CA 95814 888-798-
9569 TicketSpice brings a specialized ticketing experience
to the promoter and the customers to provide effortiess
onling event management and ticket sales, marketing

and ticketing that helps event organizers increase their
bottomline.
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TRACKSIDE APP

WWW.TRACKSIDEAPP.COM
1321 DAVIS ST. SW., CANTON, OHIO 44706 330-754-
3364 Trackside has been refined to provide seamless

event management, marketing and ticketing that makes
events better for event organizers.

TIMING, SCORING, DISPLAYS

FLAGTRONICS

WWW.FLAGTRONICS.COM

8052 ELM DRIVE, STE G, MECHANICSVILLE, VA 23111
804-8157201 providing track wide lighting, safety and
other options to assist in race management and safety
awareness inside and outside the vehicle.

MYLAPS SPORTS TIMING
WWW.MYLAPS.COM

2030 POWERS FERRY RD SE, STE.110, ATLANTA, GA
30339 678-816-4000 MyLaps offers the best in class
sports timing systems to measure, publish, and analyze
race and participant results for all sports and specifically
auto racing.

RACECEIVER RACE MANAGEMENT
WWW.RACECEIVER.COM

872 MAIN ST. SW, UNIT D2, GAINESVILLE, GA 30501
866-301-7223 Raceceiver race communications.
Raceceiver race management timing and scoring system.

WESTHOLD CORPORATION
WWW.WESTHOLD.COM

E-MAIL: INFO@WESTHOLD.COM

5355 E. 38TH AVE., DENVER, C0 80207 408-533-0050
Westhold is a leading seller and manufacturer of race
timing and scoring systems, scoreboards, message
centers, video displays, and software.

WEATHER INSURANCE

VORTEX INSURANCE AGENCY
WWW VORTEXINSURANCE.COM

7400 W. 132 ND ST, SUITE 260, OVERLAND PARK, KS
66213, 913-253-1210 Vortex Insurance offers weather

insurance policies to mitigate the financial risk adverse
weather presents in business.

WEBSITES & E-COMMERCE

FIRETHORN MARKETING
WWW FIRETHORNMARKETING.COM

E-Mail: clint@firethornmarketing.com

500 NORTH ESTRELLA PARKWAY, GOODYEAR, AX 85338
304-481-2464 - Firethorn Marketing offers develops
incredibly easy to manage and fully responsive websites.

MYRACEPASS

WWW.MYRACEPASS.COM

PO BOX 81666, LINCOLN, NE 68501 402-302-2464
MyRacePass is a leader in the Software development in
motorsports specializing in a Race Management System,
Website Development, Online Ticket Sales and Apparel Design.

)
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A SINCERE RPM “THANK YOU” GOES OUT
T0 THE FOLLOWING GROUP OF EXHIBITING
COMPANIES WHO HELPED MAKE THE
90TH ANNUAL RPM WORKSHOPS AT THE
SHORES RESORT & SPA IN DAYTONA
BEACH SHORES A TRULY SPECIAL EDITION

OF OUR ANNUAL EAST COAST GATHERING;
HOOSIER RACING TIRE (LAKEVILLE, INDIANAY;

K8K INSURANCE (FORT WAYNE, INDIANA):
CHEVROLET PERFORMANCE PARTS (GRANDE BLANC, MICHIGAN);
TICKETSPICE (SACREMENTO, CALIFORNIA), ™
MYRACEPASS (LINCOLN, NEBRASKA)

FIRETHORN MARKETING (GOODYEAR, ARIZONA);

SPEED SPORT / SPEED SPORT TV / TURN 3 MEDIA (MOORESVILLE,
NORTH CAROLINA);

IMCA RACING (BOONE, IOWA)
NASCAR (DAYTONA BEACH, FLORIDA),
RACE TRACK WHOLESALE (INDEPENDENCE, MISSOURI);
PIT PAY (CHARLOTTE, NORTH CAROLINA);
SIMES GRAPHIC DESIGN (MANDAN, N.D.);
RACECEIVER (GAINESVILLE, GEORGIA);

MYLAPS TIMING & SCORING (AMB) (ATLANTA, GEORGIA);
SPORTS INSURANCE SPECIALTIES (FORT WAYNE, INDIANA);
JONES BIRDSONG (CHANHASSEN, MINNESOTAY;
VORTEX INSURANCE AGENCY (OVERLAND PARK, KANSAS);

WISSOTA (ST. CLOUD, MINNESOTAY;
VP RACING FUELS (SAN ANTONIO, TEXAS),

SUNOCO RACING FUELS (MARCUS HOOK, PA);
AMERICAN RACER TIRE (INDIANA, PENNSYLVANIA);
EVENT SPROUT (DEERFIELD, ILLINOIS);

WESTHOLD (SANTA CLARA, CALIFORNIA);

MERCURY MARINE / QUIKSILVER (FOND DU LAC, WISCONSIN)

PERFORMANCE RACIN G INDUSTRY (PRI) (LONG BEACH, CALIFORNIA):

UNITED STATES MOTORSPORTS ASSOCIATION (USMA)
(MOORESVILLE, NORTH CAROLINA);

SPEEDWAY ILLUSTRATED (EPPING, NEW HAMPSHIRE);
RACECALS (AUBURN, WASHINGOTN);

SPECTRUM WEATHER INSURANCE (LIBERTY, MISSOURI);
FUEL FACTORY (MURRYSVILLE, PENNSYLVANIA);
DIGITAL THROTTLE (INCLINE VILLAGE, NEVADAY);

VIETTI MARKETING GROUP (SPRINGFIELD, MISSOURI);
FLOSPORTS / FLORACING (AUSTIN, TEXAS);
T3 TIRE TRACKING APPLICATION (MIDDLEVILLE, MICHIGAN);
RACING WITH JESUS MINISTRIES (TOLLAND, CONNECTICUT);

RPM PROVIDES A UNIQUE UP CLOSE & PERSONAL
OPPORTUNITY TO MEET WITH REPRESENTATIVES
OF THE BUSINESS. THE FOLKS WITH THESE
COMPANIES TOOK THE TIME TO RECOGNIZE HOW
IMPORTANT YOU ARE BY BEING IN ATTENDANCE
AT RPM TO CREATE NETWORKING, MEETINGS
AND ONE-ON-ONE DISCUSSION, ALL IN THE
BUSINESS WHEN IT COMES TO RPM AND THE
ANNUAL RPM@RENO WESTERN & RPM@DAYTONA
WORKSHOPS. COMES TO RPM AND THE ANNUAL

RPM@RENO WESTERN & RPM@DAYTONA WORKSHOPS.

L 7 | Performance
Vehicles / Parts/ Racing

CHEVROLET
CIRCLE TRACK CRATE ENGINES, ENGINE, CHASSIS
AND OTHER RACING/HIGH PERFORMANCE ACCESSORIES AVAILABLE AT YOUR LOCAL GM DEALER

For more information, contact Bill Martens: bill.martens@gm.com

6200 Grand Pointe Drive, Grand Blanc, Ml 48349
800-GM USE US (468-7387)

www.cheroletperformance.comy/circletrack/

MyRacePass is a valuable tool for any driver, track,
association, or team owner! It brings all motor sports
media into one central location. This makes the
management of that media simple and less time
consuming for everyone involved.

Www.myracepass.com
Fi ‘A{ o @
I ME:[EI:IQ Raceceiver is the world’s smallest radio receiver,
== used for one-way communications to drivers.
Raceceiver Race Management System by
DEVELOPER OF CUSTOM E-MAIL MARKETING :
CAMPAIGNS AND CUSTOM WEBSITE DESIGN. Westhold, transponder scoring for short tracks.
E-COMMERCE SPECIALISTS. 872 Main Street SW Ste D2., Gainesville, GA 30501
500 N. ESTRELLA PARKWAY, GOODYEAR AZ 85338 866-301-7223
www.raceceiver.com

304-481-9807
WWW.FIRETHORNMARKETING.COM

SUl) SIMES CIRAPRI; DESIGNS

For over 25 years, Simes Graphic Designs has been
working with the short track racing community creating
the most innovative designs for all types of marketing

VP RACING FUELS IS KNOWN AS THE WORLD materials used in industry.
LEADER IN RACING FUEL TECHNOLOGY AND THE “Excellenc_es is hard-work driven
OFFICIAL FUEL OF 60 PLUS SERIES. by passion for what you do.”
204 EAST RHAPSODY DR., SAN ANTONIO, TX 78216, WE HAVE A PASSION FOR GRAPHIC DESIGN AND
210-635-7744 VP MOTORSPORTS... THAT MAKES WHO WE ARE!
WWW.SIMESGRAPHICDESIGNS.COM

WWW.VPRACINGFUELS.COM

moiieiit—

MOFFETT PRODUCTONS, INC.

Professional audio production. Radio spots, SPEED SPORT TV IS THE DIGITAL MEDIA BRAND FOR
TV ads, Tracks Trax race track audio CDs. SPEED SPORT, AMERICA’S MOTORSPORTS AUTHORITY.
Great creative, fast service, reasonable prices. Fromftliemolitii(on derbislzs, truck ar;-d trac(;or pU”Sk, figure 8drac-
ing, flat track, ice oval racing to Legends, stock cars, midg-
281-440-0044 » 509 CLARENCE ST., ets, sprint cars, off-road trucks and anything in between,
SPEED SPORT TV delivers just about anything motorsports
fans want to see.

TOMBALL-HOUSTON, TX 77375
SPEED SPORT TV #FEEDYOURSPEED

www.moffett.com



