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Abstract: This is a pilot study for a planned multi-year customer relationship 
management marketing research project designed to profile and compare the 
fan base of Watkins Glen International (WGI) at three separate weekends in 
three major motorsports series. WGI is a road course racetrack on the National 
Association for Stock Car Auto Racing’s (NASCAR) Sprint Cup and 
Nationwide Series, the IndyCar Series and the Grand American Road Racing 
Association’s (Grand-Am) Rolex Series. Through live, onsite surveys 
administered and compiled during race weekends in each series, it is the goal of 
this study to first profile and then compare the customer demographics and 
behaviour patterns in each series. Quantitative data was collected via  
20-question written onsite surveys given in-person to fans at each race 
weekend. 
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1 Introduction, background and literature review 

Much of the research published on motorsports facilities centres around economic impact 
studies. A published track-specific customer relationship management study could not be 
found. Although many tracks, including WGI, have surveyed its customers before, a 
comprehensive study that profiles and compares customers over a period of time has not 
been published. Pieces of track-specific information are out there, such as New 
Hampshire International Speedway’s (NHIS) fan origin demographics published by the 
Sports Business Journal in 2007 (Table 1). Fan origin information from a 2004 study by 
Bernthal and Regan at Darlington Raceway is shown in Table 2. Fan origin via zip code 
response was one of the data collection categories for our study. However, a comparable 
study with several demographic and behavioural factors has not been published. Our 
study will both profile and compare 17 demographic and behavioural categories. 
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Table 1 New Hampshire International Speedway Fan Origin 

Where NHIS fans come from 

New Hampshire 23.5% 
Massachusetts 21.8% 
Maine 14.5% 
Connecticut 13.3% 
Vermont 9.5% 
New York 6.8% 
Rhode Island 5.8% 
Other states 4.8% 

Source: NHIS/SportsBusiness Journal 

Table 2 Darlington Raceway Fan Origin 

Area of origin Percent of fans 

South Carolina 47.9 
North Carolina 13.5 
Ohio 4.8 
Virginia 4.3 
Florida 3.7 
Pennsylvania 3.2 
New York 2.8 
Georgia 2.8 
Other states (24) 17.0 
Total 100.0 

Source: Berenthal and Regan (2004) 

Unlike the limited seasons and markets in baseball, basketball, and football, motorsports 
facilities play host to events throughout most of each year. Major events are held almost 
weekly throughout the year in the USA, Europe, and other areas of the world. 
Motorsports is truly international in scope and stature, and racing attracts millions of fans 
to areas widely recognised for their involvement in the sport. Some facts about the sport 
include the following (Gnuschke, 2004): 

1 Auto racing is the world’s most popular sport, with over two billion tickets sold 
worldwide and with 50 billion televised impressions in 2002. 

2 Auto racing has the highest number of live spectators of any sport in the USA. Over 
13 million tickets were sold in 2002, and that is more than those sold by the NBA, 
the NFL, and major league baseball combined. 

3 Auto racing is far less seasonal than other sports, and most racing series operate from 
8–10 months per year. 

4 Race tracks are spread all across USA, and the local and national fan bases are 
enormous. 

5 Media coverage of motorsports events is up 1,000% in the last ten years. 
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Gnuschke also confirmed that motorsports events are major economic engines for their 
regions in completing an economic impact study on Memphis Motorsports Park. 
Economic impact studies in recent years also confirmed the tremendous impact that 
racing facilities have on their communities. In 1999, Rosentraub found that the 
Indianapolis Motor Speedway had an annual impact of $727 million on the Indiana 
economy. International Speedway Corporation (ISC)-owned Michigan International 
Speedway has an approximate $303 million direct annual impact on the region 
surrounding the track. Phoenix International Raceway, another ISC-owned facility, was 
estimated by the University of Arizona to contribute approximately $290 million 
annually to the community. Dover Motorsports found that each NASCAR Nextel Cup 
race that was held in Dover, Delaware, contributed approximately $45 million to the local 
economy. 

Motorsports, in particular races sponsored by NASCAR, are fast-growing sports that 
have brought about a recent boom in track construction. There are 39 NASCAR, IRL, 
and other large tracks across the country, with a typical track covering 400 acres and 
some sitting on more than 1,000 acres. Since 1998, six new speedways have been built at 
a typical cost of $150 to $220 million (Johnson, 2002). 

NASCAR, the most popular motorsport in the USA, also boasts the highest brand 
loyalty of any major sport in the USA (Edgar et al., 2002). Founded in the late 1940s, 
NASCAR has undergone tremendous growth in recent years. This growth has been 
fueled by major television contracts and Fortune 500 corporate sponsorship. NASCAR 
has three major series: Sprint Cup, Nationwide and Craftsman Truck. The Sprint Cup and 
Nationwide Series race at WGI. Between 1998 and 2002, NASCAR’s fan base increased 
from 63 million to 75 million; total sponsorship exposure value for the NASCAR 
Winston Cup Series, now known as the Sprint Cup Series, increased 208% from $1.2 
billion to $3.7 billion. The organisation’s licensed product sales grew from $950 million 
to over $2 billion. Though it trails the NFL in television ratings, NASCAR is squarely in 
second place with almost twice the network ratings as Major League Baseball and the 
National Basketball Association. (Sonia and T, 2004). Whatever the reason, NASCAR 
has become part of USA culture and its once predominately male, blue collar, rural 
audience has changed dramatically in recent years. NASCAR is attracting a more affluent 
crowd whose gender mix is more equal and taking a chunk of media ratings in major 
metropolitan markets from sea to shining sea (Swanwick, 2003). 

The IndyCar Series, on the other hand, is not as popular. For example, the first 
NASCAR Craftsman Truck Series race that aired on Speed in the 2004 season drew as 
large an audience (980,000) as the first IndyCar Series race that aired on ABC (975,000), 
even though the latter is seen in about 40 million more homes (King, 2004). 

Although track-specific customer demographic information is scarce in published 
academic journals and trade magazines, there is a sizeable amount of information on 
NASCAR, the largest of the three motorsports series examined at WGI. According to an 
ESPN Sports Poll in 2004 (Table 3), 60% of NASCAR fans are male and 40% are 
female, showing that the series is gender-neutral and a fit for the entire family. The age 
and income distributions show NASCAR fans on average are younger than the US 
population, but are middle-class and just as affluent as the US population. There are 75 
million NASCAR fans, equal to one in three US adults. 37% of NASCAR fans have 
children under the age of 18. Demographics of IndyCar and Grand-Am customers were 
not readily available. 
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Table 3 2004 ESPN sports poll – NASCAR 

Gender distribution 

ƒ NASCAR is gender neutral, a fit for the entire family 

Gender NASCAR fans 

Male 60% 
Female 40% 

Age distribution 

ƒ NASCAR fans are younger than the US population 
ƒ 34% of NASCAR fans are between the ages of 18–34 (106 index vs. US population) 
ƒ 54% of NASCAR fans are between the ages of 18–44 (108 index vs. US population) 

Age US population NASCAR fans Index NASCAR fans vs. US population 

18–24 13% 14% 108 
25–34 19% 20% 105 
35–44 18% 20% 111 
45–54 20% 21% 105 
55–64  13% 12% 92 
65+  17% 13% 76 
18–34  32% 34% 106 
18–44  50% 54% 108 

Income distribution 

ƒ NASCAR fans are middle class and just as affluent as the US population 
ƒ 41% of NASCAR fans earn $50,000+ per year (100 index vs. US population) 
ƒ 46% of NASCAR fans earn $30,000–$70,000 (107 index vs. US population) 
ƒ 12% of NASCAR fans earn $70,000–$100,000 (100 index vs. US population) 

Income US population NASCAR fans Index NASCAR fans vs. US population 

Under $30,000 34% 32% 94 
$30,000-$50,000 25% 27% 108 
$50,000-$70,000 18% 19% 106 
$70,000-$100,000 12% 12% 100 
$100,000+ 11% 10% 91 
$50,000+ 41% 41% 100 

Family affair 

ƒ NASCAR is a sport the whole family can enjoy 
ƒ 37% of NASCAR fans have kids under the age of 18 (109 index vs. US population) 

Children US population NASCAR fans Index NASCAR fans vs. US population 

% of families 
with kids under 
the age of 18 

34% 37% 109 

Source: ESPN Sports Poll (18+) 2004 
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Between 1990–99, attendance at NASCAR Cup Series races increased by 97%, from 3.3 
million to 6.5 million, outpacing growth in every other sport, according to figures from 
NASCAR. In recent years, attendance growth, although still very strong, has leveled off 
(Ryan, 2006). With the attendance boom apparently over, it is increasingly important for 
facilities to learn as much as they can about the demographics and behavioural patterns of 
their fans in order to develop sales and marketing strategies to maximise revenues. 

The IndyCar Series, which is the top open-wheel series sanctioned by the Indy Racing 
League (IRL), has not seen the overall success and growth that NASCAR has enjoyed. 
The IRL started racing in 1996 after a split with Championship Auto Racing Teams 
(CART), which is now called ChampCar. An unfortunate effect of the split was a divided 
fan base. Both leagues have struggled with track attendance and television ratings over 
the last decade. The revenue problem became evident in fall 2007 when the IRL 
announced a revenue-sharing plan modelled after that of Major League Baseball. The 
plan will guarantee at least $1.2 million per car to full-time IndyCar Series participants in 
2008. The traditional policy of paying competitors from event purses will no longer exist, 
with the exception of the Indianapolis 500 (Autoweek.com., 2007). The arrival of Danica 
Patrick to the IndyCar Series in 2005 gave the series a boost, but the series still lags far 
behind NASCAR as the most popular motorsport in the USA. The effect of Patrick 
caused television ratings to improve 53% from 2004 to 2005, attendance to increase 9%, 
merchandise sales to go up 75% and web traffic on the series’ site to rise 162%. 
According to Joyce Julius and Associates, an independent Ann Arbor, Michigan-based 
media research firm, sponsors received 57% more exposure during 2005 IRL telecasts 
than in 2004. The popularity of Patrick was seen first hand during this study. The line of 
people waiting to receive an autograph from her during a scheduled autograph session 
was easily longer that all of the other drivers combined. 

The Grand American Road Racing Association was established in 1999 to return 
stability to major league sports car road racing in North America. The organisation 
completed its eighth season of competition in 2007, and Grand-Am is universally 
regarded as one of the world’s most competitive road racing organisations  
(Grand-Am.com, 2007). The Grand-Am’s top-tier Rolex Series races at WGI during its 
own weekend in June. The series has two classes of cars, the GT and the Daytona 
Prototype, both of which are on the track during a race. The Grand-Am has another 
series, the Koni Series, which was not part of the Rolex Series weekend studied. 
Although attendance figures are not as high as NASCAR and IndyCar, Grand-Am does 
have a loyal following of fans. There are signs of recent increased attendance at  
Grand-Am races, including WGI. Although the majority of Grand-Am promoters do not 
release actual attendance numbers, several significant percentage increases in admissions 
have been reported. Seven of the year’s first eight races have held steady or posted 
double-digit percentage increases at the gate. Among the highlights are growth at the 
Rolex 24 (11%), Autodromo Hermanos Rodriguez in Mexico City (10%), the Grand Prix 
of Miami at Homestead-Miami Speedway (10%), the Sahlen’s Six Hours of The Glen 
(26%) and the VIR 400 at Virginia International Raceway (33%) (Grand-Am.com, 2007). 

2 Watkins Glen International 

The venue for this study, WGI, is a unique and historic road course facility that was first 
built in 1956. Racing actually started in Watkins Glen in 1948 on a course that 
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encompassed asphalt, cement and dirt roads in and around the village of Watkins  
Glen (Watkins Glen International, 2007). WGI is located just outside of Watkins Glen, 
which is located at the southern tip of Seneca Lake, the largest of the five Finger Lakes  
in the Finger Lakes Region of New York State. Watkins Glen’s location allows  
access to several metropolitan markets including Buffalo, Syracuse, Rochester and 
Binghamton. WGI sits on a 2,000 acre parcel of land that has both 2.45 mile and  
3.4 mile road courses. In 1997, WGI was purchased by International Speedway 
Corporation (ISC), a motorsports company with strong NASCAR ties that also owns 
and/or operates 13 of the nation’s major motorsports entertainment facilities, including 
Daytona International Speedway in Florida (home of the Daytona 500); Talladega 
Superspeedway in Alabama; Michigan International Speedway located outside Detroit; 
Richmond International Raceway in Virginia; California Speedway near Los Angeles; 
Kansas Speedway in Kansas City, Kansas; Phoenix International Raceway in Arizona; 
Chicagoland Speedway and Route 66 Raceway near Chicago, Illinois; Homestead-Miami 
Speedway in Florida; Martinsville Speedway in Virginia and Darlington Raceway in 
South Carolina. 

Since its inception, WGI has been host to nearly all of the major motorsports racing 
series in USA. Formula 1, the major European-based open-wheel racing series, also raced 
at WGI from 1961–1980. The three series used for this study, NASCAR (Nextel Cup and 
Busch), IndyCar and Grand-Am, all have a history and established tradition at the track, 
with legions of dedicated fans. NASCAR began racing at WGI in 1957. Its current top 
stock car series, now called the Sprint Cup Series, has visited WGI since 1986 as the 
Winston Cup (1986–2002) and Nextel Cup (2003–2007) Series. The NASCAR Busch 
Series (second-tier stock car series that is now called the Nationwide Series) and 
Craftsman Truck Series (top truck series) have also raced at WGI over the years. The 
IndyCar Series brought open-wheel racing back to WGI in 2005 after a 24-year absence. 
The Grand-Am Series has been visiting WGI since 2000, but sports cars have been racing 
at WGI in various series since the track was built. The Six Hour sports car race at WGI 
has been run 27 times (Watkins Glen International, 2007). 

3 Purpose 

Although WGI has surveyed its customer base in previous years, there was a need that 
existed to expand the organisation’s knowledge of its customer’s demographic and 
behavioural makeup. Using customer relationship management principles, WGI hopes to 
use this continuing study and its results to further enhance the effectiveness of its 
marketing and sales strategic plan. Knowing who its customers are and what their desires 
are paramount in any sales and marketing strategy. With the IndyCar Series being so new 
to the facility (2005), there was a particular need to collect information about this series. 
One of the most compelling reasons to engage in this study is to use the data gathered to 
compare the three series to each other at this specific facility. Factors which might 
provide insight into how each series is marketed and how attendance can be increased 
among the fan bases will be extremely valuable. 

Customers attending races are the main sources of revenue for motorsports facilities, 
especially at NASCAR races. Seventeen of the 20 biggest spectator events in sports are 
NASCAR races. The average attendance is 125,000 and the average ticket price is $88. 
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NASCAR facilities earned approximately $1.07 billion in revenue in 2004 (Ryan, 2005). 
The breakdown is as follows: $662 million in merchandise, tickets and food; $318 
million in television and media; $94 million in sponsorships. The importance of customer 
relationship management, including knowing the demographics and behavioural patterns 
of customers, has been vitally important in the sport industry to increase revenues. For 
example, the NBA’s Miami Heat recently implemented a customer relationship 
management strategy that uses databases to manage information it collects about its 
customers. (Migala, 2005). With the help of a database partner company, Heat officials 
segment the information into detailed categories, including ZIP code, age, income, 
spending habits and preferences, website click-through rates and redemption activity on 
various contests and promotions. As dollars continue to grow in the sport industry, there 
is a trend toward market segmentation and market research, according to Joyce Julius & 
Associates. 

Knowing the demographics and behaviour patterns of customers is especially vital as 
motorsports facilities move toward becoming year-round fan destinations. Cordish and 
ISC recently said they have formed a 50–50 partnership to create Daytona Live!, a $250 
million mixed-use development on 71 acres across from the speedway. It will include 
everything from condominiums and townhomes to 200,000 square feet of retail and 
dining, a 2,500-seat multi-screen theater and a 160-room hotel. NASCAR and ISC offices 
also are expected to go in the development, which is expected to open in 2009 (Smith, 
2007). Daytona Live! is the latest example of how racetracks are luring development. 
Concord Mills, a 1.4 million-square-foot mall, opened in 1999 just a couple of miles from 
Lowe’s Motor Speedway in Concord, N.C., and with it has come additional retail, hotel 
and resort development on Speedway Boulevard. Village West at Kansas Speedway 
offers more than one million square feet of retail space. Ground will break soon for a 
water park and another 500,000 square feet of retail space. 

Berenthal and Regan (2004) completed an economic impact study at Darlington 
Raceway in Darlington, South Carolina. They found the impact to be $46 million at the 
NASCAR-affiliated track during seven events over six paid attendance days in a 
predominantly rural region. Included in the study was the collection of fan demographic 
and satisfaction data. One of the conclusions the study drew was that customer data, in 
this case economic impact data is extremely valuable as a marketing tool to traditional 
markets as NASCAR expands into other markets. Despite a strong economic impact by 
Darlington Raceway on the local area, the facility lost one of its two NASCAR Cup 
Series dates to California Speedway, which is located in a much larger market. 
Rockingham, a long-time NASCAR-sanctioned motorsports facility in North Carolina, 
also lost its Cup Series date due to greener pastures in western states.  
NASCAR-sanctioned tracks, especially older ones in rural markets such as WGI, need to 
be aware of not only the demographics and behaviours of its fans, but also the economic 
impact it makes on its surrounding region in order to keep revenues high and garner 
community support in the face of NASCAR expansion. 

4 Hypothesis 

Edgar, Dunn and Company’s NASCAR Brand Study in 2002 provided a baseline for 
NASCAR fan demographics and a 2004 ESPN Sports Poll (Table 3) is a further example 
of literature and data published on NASCAR. However, our study is facility-specific and 
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also involves the IndyCar and Grand-Am weekends. A baseline of published research on 
IndyCar and Grand-Am fan demographics does not exist. However, based on both the 
formal and informal surveys given at WGI in previous years and interviews with WGI 
administration, the authors of this study suspected that the customers attending each of 
the three race weekends would, for the most part, have different demographics and 
behaviour patterns. The data from previous years was not published and considered  
in-house proprietary information, so it could not be cited in this study. It was also not 
statistically compared between the three series, and there was very little data on the 
IndyCar Series because of its recent addition to WGI. Nonetheless, it was also the 
prediction of the authors that there would be some previously undiscovered similarities 
due to the lack of overall data in all series, especially IndyCar. In addition, it was 
expected that the WGI NASCAR demographic data would parallel the NASCAR 
demographics exhibited in Edgar, Dunn and Company’s Brand Study in 2002 and the 
2004 ESPN Sports Poll. 

5 Method 

The data collection process involved a team of faculty and students who randomly 
handed out live surveys to fans at locations throughout the facility during race weekends. 
A brief explanation of the research was verbally administered, and participants were 
asked to fill out a brief questionnaire related to their profile and experience at the facility. 
Personal information was given out voluntarily by participants only if they wished to be 
considered for a prise drawing. Researchers verbally indicated to the participants that the 
personal information given was not be used for any other purpose. During each of the 
2007 series weekends, surveys were administered on both Saturday and Sunday during 
the hours of 8 am to 8 pm 115 surveys were completed during Grand-Am Rolex Series 
weekend on June 9–10, 211 during the IndyCar Series weekend on July 7–8 and 262 
during the NASCAR Busch and Nextel Cup Series weekend on August 11–12. To ensure 
randomness of the survey, the WGI facility was broken down into four zones, each 
designated on a map by a letter and a colour for recognition. Researchers were instructed 
to spend equal amounts of time administering surveys in each of the zones. The zones 
were: N (camping boot), L (front stretch grandstands), G (infield) and E (infield 
camping). The Boot is the extended area of the track that is used for the 3.4 mile races. 
See Figure 1 for details. 

The methodology used to compare the results (Section 2) was to build a maximum 
margin of error based on the number of people sampled on the assumption that they are 
random representations of a very large population. So, you can say with at least 95% 
certainty that the true percentage of the population lies within the error margin of the 
sample result and that there is a significant difference if the error margins built around the 
sample number do not overlap. This is a very straightforward, conservative approach. 
The maximum margin of error is: NASCAR: ± 3%, IndyCar: ± 3%, Grand-Am: ± 5%. 

The definition of the areas within New York State used in the fan origin results are 
the New York City combined statistical area, the Buffalo-Niagara, Rochester and 
Syracuse metropolitan statistical area, and the Finger Lakes Region.1 
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Figure 1 Watkins Glen International survey zone map (see online version for colours) 

 

6 Results 

The results of this study are broken down by two research questions: 

1 What are the demographics and behaviour patterns of WGI customers? 

2 What can be learned from the demographic and behavioural comparisons between 
customers attending the NASCAR, Indy Car and Grand-Am series race weekends at 
WGI? 

7 Section 1 results: demographics and behaviour patterns of WGI 
Customers 

Section 1 shows the results of the 17 questions that were common to each of the three 
surveys. Data categories 1–5 and 17 resulted from questions that generated demographic 
information. They are gender, age, household income, marital status and length of time 
living in current region. Data categories 6–16 resulted from questions that generated 
behavioural information. These data categories will be the genesis of the comparative 
results in Section 2. The remaining questions on the three surveys dealt with specific 
information related to that series weekend. Although important, they are not significant 
for comparison purposes. Data tables for each of the 17 sections are included at the end 
of this section. 
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7.1 Grand-Am series weekend results 

Based on the demographic results of the Grand-Am Series surveys, customers were 
predominantly married (57.1%) and males (89.1%) between the ages of 40–64 (62.6%). 
Just under two-thirds (66.1%) of the respondents reported a household income of $50,000 
or higher and just under one-quarter (23.5%) of them had a household income of 
$100,000 or greater. 76.5% of respondents lived in their current region ten years or 
longer. 

In examining the behavioural results for the Grand-Am surveys, it was shown that 
just over half (51.3%) travel to Watkins Glen or the Finger Lakes Region for reasons 
besides racing. The number one reason was for leisure purposes (41.7%). Of those that 
responded, 56.6% said they travelled to the region at least 2+ times per year. Most Grand-
Am customers (22.6%) responded that they receive their racing news via the internet, and 
a large percentage of them (81.7%) have visited the Watkins Glen website. Over half 
(56.5%) of the Grand-Am customers said they did not attend another Grand-Am race 
during the season. Of those that attended the Grand-Am race at Watkins Glen the greatest 
percentage (38.3%) indicated they attended with friends, although 26.1% said they went 
with both family and friends. Half (50.4%) said they attended or would attend the 
Saturday night concert, and just over half (53.9%) camped for the race weekend. Of those 
who camped, about two-thirds (66%) thought that the quiet hours for the campground 
should be at 11 pm. The greatest number of people (44.3%) stayed at the racetrack three 
hours after the end of the race. When asked to rate their overall experience during the 
race weekend, 63% said ‘excellent’, 34% said ‘good’, three% said ‘satisfactory’ and only 
1% said ‘poor’. For the purposes of this study, the overall satisfaction percentage is 
defined as the total percentage of respondents who answered ‘excellent’ or ‘good’ to the 
overall experience category. Thus the overall satisfaction percentage for the Grand-Am 
race was 97%. 

7.2 IndyCar series weekend results 

Just under two-thirds of customers in the IndyCar Series were married (64.9%). Just 
under two-thirds were males (63.5%) and 57.3% were between the ages of 40–64. 61.6% 
of the respondents reported a household income of $50,000 or higher and just under one-
quarter (24.1%) of them had a household income of $100,000 or greater. 76.3% of 
respondents lived in their current region ten years or longer. 

In examining the behavioural results for the IndyCar Series surveys, it was shown that 
just under two-thirds (65.6%) travel to Watkins Glen or the Finger Lakes Region for 
reasons besides racing. The number one reason was for leisure purposes (56.9%). Of 
those that responded, 41.3% said they travelled to the region at least three times per year. 
Most IndyCar customers (22.6%) responded that they receive their racing news via 
television, and just under two-thirds of them (65.9%) have visited the Watkins Glen 
Website. Only 7.1% indicated that they did not find what they were looking for on the 
site. 78.7% of the IndyCar customers said they did not attend another Indy Car race 
during the season. Of those that attended the IndyCar weekend at Watkins Glen, the 
greatest percentage (28.0%) indicated they attended with family, although 26.1% said 
they went with friends. 41.2% said they attended or would attend the Saturday night 
festivities and 26.5% attended the Friday Night Block Party. Of the 56 people who rated 
the Friday Night Block Party, 53.6% gave it either an excellent, very good or good rating. 
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43.1% camped for the race weekend. Of those who camped, 45.1% said that quiet hours 
for the camping areas should be at midnight. Most people (53.5%) either left after the 
checkered flag or stayed one hour after the race. When asked to rate their overall 
experience during the race weekend, 48% said ‘excellent’, 40% said ‘good’, 10% said 
‘satisfactory’ and only 1% said ‘poor’. For the purposes of this study, the overall 
satisfaction percentage is defined as the total percentage of respondents who answered 
‘excellent’ or ‘good’ to the overall experience category. Thus the overall satisfaction 
percentage for the IndyCar weekend was 88%. 

7.3 NASCAR weekend results 

61.8% of NASCAR weekend customers were married. Just over three-out-of-five were 
males (61.1%) and 46.6% were between the ages of 40–64. 53.3% of the respondents 
reported a household income of $50,000 or higher and just under one-fifth (19.8%) of 
them had a household income of $100,000 or greater. 73.3% of respondents lived in their 
current region 10 years or longer. 

In examining the behavioural results for the NASCAR surveys, it was shown that just 
over half (53.1%) travel to Watkins Glen or the Finger Lakes Region for reasons besides 
racing. The number one reason was for leisure purposes (48.1%). Of those that 
responded, 23.7% said they travelled to the region at least twice or more times per year 
and 61.1% visit other area attractions. Most NASCAR customers (16.8%) responded that 
they receive their racing news via television, but the internet was a close second at 
16.0%. 69.1% have visited the Watkins Glen website. Over half (50.4%) indicated that 
they did not find what they were looking for on the site. 44.3% of the NASCAR 
customers said they did not attend another NASCAR race during the season. Of those 
that attended the NASCAR weekend at Watkins Glen, the greatest percentage (30.5%) 
indicated they attended with family, although 28.6% said they went with family and 
friends. 51.1% said they attended or would attend the Saturday night festivities and 
77.1% attended the Family Zone. 43.1% camped for the race weekend. Of those who 
camped, 61.5% said that quiet hours for the camping areas should be at midnight. Most 
people (35.9%) stayed three hours after the race. 81.3% of NASCAR customers did not 
attend the IndyCar weekend in July. When asked to rate their overall experience during 
the race weekend, 46% said ‘excellent’, 42% said ‘good’, 10% said ‘satisfactory’ and 
only 2% said ‘very poor’. For the purposes of this study, the overall satisfaction 
percentage is defined as the total percentage of respondents who answered ‘excellent’ or 
‘good’ to the overall experience category. Thus the overall satisfaction percentage for the 
NASCAR weekend was 88%. Of the geographic areas identified by zip code in the 
Grand-Am Series, 28% of customers came from the Finger Lakes and Rochester areas 
(the closest to WGI). The largest single group of fans came from Pennsylvania (21%). In 
the Indy Car Series, 45% of customers came from the Finger Lakes and Rochester areas, 
and the largest geographical demographic was from the Finger Lakes Region alone. In 
NASCAR, 35% of customers came from the Finger Lakes and Rochester areas. The 
largest single group of fans came from states and other areas outside of New York and 
Pennsylvania (40%). 

Tables for Section 1 results 

The following tables show the results for each category by percentage. 
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Table 4 Watkins Glen International survey results 

 Grand-Am IndyCar NASCAR 

Category 1 Gender    

Female 19.1 35.1 38.9 
Male 80.9 63.5 61.1 
No Answer 0.0 1.4 0.0 

Category 2 Age    

20–39 27.8 31.8 37.0 
40–64 62.6 57.3 46.6 
N/A 0.0 0.9 6.5 
Under 20 2.6 5.3 8.4 
65+ 7.0 4.7 1.5 

Category 3 Household income    

100K+ 23.5 24.2 19.8 
25-49K 18.3 23.7 24.0 
50-74K 21.7 19.9 26.3 
75-99K 20.9 17.5 17.2 
No answer 6.1 5.7 2.7 
Under 25K 9.6 9.0 9.9 

Category 4 Marital status    

Married 57.4 64.9 61.8 
Other (divorced, widowed) 8.7 0.9 1.5 
Single 33.9 34.1 36.6 

Category 5 How long lived in current region?   

Less than one year 1.7 0.9 4.2 
1–5 years  8.7 10.4 9.9 
5–10 years 13.0 11.4 12.6 
10 years+ 76.5 76.3 73.3 

Category 6 Travel to Watkins Glen/Finger Lakes Region for reasons besides racing? 

Yes 48.7 65.9 53.1 
No 51.3 32.2 42.0 
No answer 0.0 1.9 5.0 

Category 7 Reasons for travelling to Watkins Glen/Finger Lakes Region 

Business  3.5 4.7 4.6 
Business/leisure 6.1 5.2 5.0 
Leisure 41.7 56.9 48.1 
No answer 48.7 33.2 42.4 
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Table 4 Watkins Glen International survey results (continued) 

 Grand-Am IndyCar NASCAR 

Category 8 How often travel to Watkins Glen/Finger Lakes Region? 

2+ times/year 20.9 28.0 23.7 
3-5 times/year 18.3 15.2 17.6 
5+ times/year 17.4 26.1 13.0 
No answer 43.5 30.8 45.8 

Category 9 How receive racing news?    

Internet 22.6 14.7 16.0 
Internet/magazine 3.5 1.9 1.1 
Internet/newspaper 0.9 2.8 0.0 
Internet/television  17.4 10.9 11.8 
No answer 4.3 3.3 3.8 
Internet/television/magazine 10.4 2.8 0.0 
Internet/television/newspaper/magazine 16.5 9.5 2.3 
Magazine 3.5 1.9 0.0 
Newspaper 1.7 4.3 3.8 
Television  8.7 20.4 16.8 
Television/newspaper 3.5 7.1 6.5 
Television/magazine 5.2 1.9 0.8 
Television/newspaper/magazine 1.7 4.3 1.1 
Internet/television/newspaper  0.0 12.3 6.1 
Radio 0.0 0.5 1.1 
Mail 0.0 0.5 0.0 

Category 10 Visited the Watkins Glen website?   

Yes 81.7 65.9 69.1 
No 18.3 32.2 30.9 
No answer 0.0 1.9 0.0 

Category 11 Attend other series events during the season and how many? 

No answer 2.6 3.8 0.8 
No 56.5 78.7 44.3 
Yes/no answer for frequency 19.1 0.9 22.9 
Yes/1 time 7.0 5.7 5.3 
Yes/2–3 times 11.3 8.5 17.9 
Yes/3–5 times 1.7 1.9 6.5 
Yes/ 5–8 times 1.7 0.5 2.3 
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Table 4 Watkins Glen International survey results (continued) 

 Grand-Am IndyCar NASCAR 

Category 12 Who attended race weekend with you?   

Family  22.6 28.0 30.5 
Family/friends 26.1 22.7 28.6 
Family/friends/solo  0.9 0.0 0.8 
Family/friends/significant other 0.0 3.3 3.8 
Friends/significant other 0.0 0.0 3.1 
Family/solo 0.0 0.0 0.4 
Family/significant other 0.0 2.8 0.8 
Friends  38.3 26.1 21.8 
No answer 0.9 0.5 1.5 
Significant other 3.5 11.8 6.9 
Solo 7.8 1.9 1.9 

Category 13 Attend Saturday night concert/festivities?  

Yes 47.8 41.2 33.2 
No 50.4 43.6 51.1 
No answer 1.7 15.2 15.6 

Category 14 Did You camp at the track and when should quiet hours be? 
No 36.5 55.5 53.4 
Yes/10:00 pm 7.0 2.4 2.7 
Yes/11:00 pm 30.4 17.5 14.9 
Yes/12:00 am 13.9 19.4 28.6 
Yes/N/A 12.2 3.8 0.0 
Yes/2:00 am 0.0 0.0 0.4 
No answer 0.0 1.4 0.0 

Category 15 How long stay after race?    

1 hour 17.4 27.0 16.8 
2 hours 20.0 20.4 22.9 
3 hours 44.3 24.2 35.9 
After the checkered flag 14.8 26.5 22.1 
No answer 2.6 1.9 2.3 

Category 16 Overall customer experience rating   

Excellent 62.6 48.3 46.2 
Good 33.9 39.8 42.4 
Satisfactory 2.6 10.4 9.5 
Poor 0.9 0.9 0.4 
Very poor 0.0 0.5 1.5 
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Table 4 Watkins Glen International survey results (continued) 

 Grand-Am IndyCar NASCAR 

Category 17 Fan origin by zip code location   

Pennsylvania 21 12 8 
Rochester area 17 16 16 
New York City area 15 5 6 
Finger Lakes Region 11 29 19 
States other than NY and PA 20 12 16 
Other 16 14 24 
Syracuse 0 6 6 
Buffalo 0 6 5 

8 Section 2 results: demographic and behavioural comparisons between 
customers attending the NASCAR, IndyCar and Grand-Am Series Race 
Weekends at WGI 

Summarised below are the clearly statistically significant differences in the results in 
examining the Grand-Am, IndyCar and NASCAR data. 

• Grand-Am draws a significantly greater percentage of men than NASCAR and 
IndyCar. There is no significant difference in the gender make-up of the NASCAR 
and IndyCar customers. 

• The age of NASCAR attendees skews significantly younger than IndyCar and 
Grand-Am. There is not a significant difference between IndyCar and Grand-Am. 

• IndyCar fans are more likely to come to the Watkins Glen/Finger Lakes area for 
other reasons. NASCAR and Grand-Am customers are more likely to come only for 
the events. 

• IndyCar customers have a significantly higher, though slightly higher, percentage of 
fans that come to the Finger Lakes for leisure when compared to the NASCAR and 
Grand-Am customers. 

• A significantly higher percentage of the IndyCar customers visit the Watkins 
Glen/Finger Lakes area more than five times per year compared to the NASCAR and 
Grand-Am fans. 

• A significantly higher percentage of the Grand-Am fans visited the WGI website. 

• The Grand-Am customers are more likely to come with friends or alone than the 
IndyCar and NASCAR customers. 

• The NASCAR customer was significantly less likely to attend the Saturday night 
concert/festivities. 

• The NASCAR customers show a significant preference for a midnight, rather than 
earlier quiet hours compared to IndyCar and Grand-Am customers. 



   

 

   

   
 

   

   

 

   

   46 D. DePerno et al.    
 

    
 
 

   

   
 

   

   

 

   

       
 

• There is a significant difference between each group’s behaviour after and leaving 
the event: IndyCar customers like to leave earliest, more NASCAR fans like to hang 
around longer, even more Grand-Am fans like to hang around longer. 

• A significantly higher percentage of Grand-Am fans rated their experience as 
‘excellent’. 

8.1 Origin of fans summary 

Grand-Am drew a significantly higher percentage (and a significant percentage) of fans 
from New York City, Pennsylvania, and other non-NY/PA states. 41% of the Grand-Am 
respondents were from out-of-state and only 11% were from the Finger Lakes (± 5% 
margin of error). 

IndyCar drew a significantly higher percentage of fans from the Finger Lakes 
compared to the other races with 29% (± 3% margin of error). 

Generally, the NASCAR customers appear to come from a broader area within New 
York State and the USA in general. The data implies the NASCAR event drew from 
more counties within NY and more states within the USA. 

Fans, generally, are coming from Rochester, the Finger Lakes and Pennsylvania (no 
particular region within PA). Those three areas account for 49% of the Grand-Am 
respondents, 57% of the IndyCar respondents and 43% of the NASCAR respondents. It 
can be said with at least 95% certainty that the true percentage is between 44–54% for 
Grand-Am, 54–60% for IndyCar and 40–46% for NASCAR. 

9 Limitations 

Since this study is only a pilot study in its first year, the obvious limitations lie in the 
comparative data between years and over a series of years. In collecting and analysing 
data from different years, trends can be established that can significantly impact both the 
event and marketing plans for WGI. Another limitation lies in the questions themselves, 
especially the behavioural questions. Although this study was an excellent start to profile 
and compare the customer base at WGI, more specific questions should be incorporated 
into future studies that examine the reasons for certain behaviours. For example, instead 
of just asking customers to rate the event, querying them on the reasons for their answer 
will be of equal importance. There also should be more in-depth questions related to 
customers and fans of one series tendencies to attend events in other series at WGI. The 
age ranges for the age category should also be adjusted and narrowed for more accurate 
demographic information. After administering the surveys, a few people responded that 
40–64 was too large of a range. The ranges will be adjusted for future studies. Upon 
reflection, another demographic category that would have been beneficial to add would 
be ethnic background. Knowing information about the ethnic background would be a 
very valuable marketing tool. Although this was a customer relationship management 
study, an economic impact study could be activated with a series of questions related to 
spending behaviours that could easily be inserted as part of the survey at each race. 
Examining the results of future survey-based studies would then be even more beneficial 
for WGI as it develops its marketing and sales strategies. 
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10 Summary 

Using a live survey method at three major motorsports weekends at Watkins Glen 
International, this customer relationship management study profiled and compared the 
customers at this historic road course track located in the southern Finger Lakes Region 
of New York State. The study was significant because there is a lack of track-specific 
comparison data available to allow facilities to strategically plan their marketing and 
sales initiatives to maximise revenues through attendance during prime race weekends. 
The three series weekends profiled, NASCAR (Cup and Busch), IndyCar and Grand-Am 
are very different in popularity both at the track and in the media. The results of the study 
clearly profiled the customers in all series in 17 demographic and behavioural categories. 
The basic demographic profile of fans in all three series was predictable. Grand-Am, 
IndyCar and NASCAR fans were shown to be predominantly married males between the 
ages of 40–64 who make $50,000 or more a year in household income. The comparative 
analysis of the three series shows both predictable and less-predictable results. A 
significantly high percentage of Grand-Am customers came from out of the Finger Lakes 
Region, but close by in areas such as New York City and Pennsylvania. The Grand-Am 
race also drew a significantly higher percentage of men and customers were more likely 
to visit the WGI website than those in the other two series weekends. Grand-Am 
customers were also the most satisfied, with a significantly higher percentage of them 
responding ‘excellent’ to the ‘rate your overall satisfaction question’. Customers 
attending the Grand-Am weekend were also more likely to attend alone or with friends 
than either of the other series, meaning the Grand-Am weekend is less of a family event 
than the IndyCar or NASCAR weekends. A significant percentage of IndyCar customers 
came from the Finger Lakes region than the other series. IndyCar customers were also 
more likely to come to the Watkins Glen/Finger Lakes Region five or more times per 
year and for the purposes of leisure compared to the other series. A significant percentage 
of IndyCar customers also liked to leave the track the earliest after the race. NASCAR 
fans were shown to be significantly younger than IndyCar or Grand-Am customers. In 
addition, a significantly higher percentage of NASCAR fans indicated that they preferred 
later ‘quiet hours’ on the campgrounds (midnight) despite being significantly less likely 
to attend the Saturday concert at the track. Not surprisingly, a significant percentage of 
NASCAR fans came from a wider range of geographical areas across New York State 
and the entire country. 

In its pilot year, this study has collected and analysed a significant amount of 
customer demographic and behavioural data that WGI can hopefully use to learn more 
about its fan base across its three major race weekends and develop sales and marketing 
initiatives to exploit the underlying potential for increased revenue generation. Future 
studies will be slightly modified to include more specific customer behaviour responses 
and possible economic impact data collection. 
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