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MAILING ADDRESS:
1670 Hall Road, Elma NY 14059 - PO Box 161,
174 E. Main Street, East Aurora, NY 14052

E-MAIL CONTACT:
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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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What'’s Your Plan? Do You Have One?

A Refresher on Emergency Preparedness and Event Responsi-
bility

As we navigate through an already eventful spring, it's become in-
creasingly clear that one question deserves to be asked by anyone
responsible for promoting or organizing racing events:

Do you have a plan?

Not just a race format or pit procedure—but a real, actionable plan
for emergency situations. Whether on the track or off, unexpected
moments are not a matter of if, but when.

And in today’s world of real-time scrutiny—where every incident
can be streamed, tweeted, and judged by thousands within min-
utes—having a response strategy in place is not optional. It's
essential.

Helpful Tools Now Available

To assist you, we've added three important documents to the “Re-
sources - Idea File” section of our website, designed specifically
for event operators, facility managers, and series officials.

These guides are not mandates, but customizable templates and
starting points for building or improving your emergency manage-
ment process:

Event Safety Guide (www.promotersnewsletter.com/downloads/
get.aspx?i=1092266)

Emergency Procedures (www.promotersnewsletter.com/down-
loads/get.aspx?i=1092267)

Emergency Communications (www.promotersnewsletter.com/
downloads/get.aspx?i=1092268)

These documents will help you, your staff, and your venue or
series stay prepared, protect your operation, and most important-
ly—support the people who trust you to run a safe event.

Assign a Point Person

One simple but often overlooked tactic: designate a point person.
One person on the scene and another for outward communica-
tions.

When a situation unfolds, this is the individual who can take com-
mand of communication, coordinate with emergency services, and

)
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keep leadership informed—allowing the rest of the team to stay
focused on the event.

For the Race of Champions Modified and “Family of Series,” this
role is performed by Michelle Holmes-Anderson. She serves as a
Series Official and office administrator, but in crisis moments, she
becomes a crisis manager and liaison.

“It is my job to manage the situation, provide updates to those
who need them, ask the right questions of management, and car-
ry enough responsibility to make or support critical decisions,”
Holmes-Anderson explains.

‘It might seem like extra work, but in today’s world, this role should
be considered mandatory for any serious event operation.”

Support Systems Matter

The Race of Champions Series also relies on the compassionate
presence of our Series Chaplain, Racing with Jesus Ministries,
during crisis situations. They've accompanied injured participants,
visited hospitals, and provided care and presence in times when
it's needed most.

Together, these roles represent more than just safety—they repre-
sent a commitment to humanity, leadership, and customer care.

Crisis Management is Customer Service

At the core, all of this boils down to one thing: customer service.
Planning for the worst—even if you never need it—is a form of
respect for your racers, your fans, your staff, and the reputation of
your organization.

In today’s industry, running a successful event requires more than
cars on the track. It requires foresight, preparedness, and a willing-
ness to lead in the moments that matter most.

In Closing

Yes, RPM is about putting fans in the seats and cars on the track—
but it's also about the smooth, professional operation and admin-
istration of your events.

We hope you’ll take the time to ask yourself the hard ques-
tion—and come up with your plan.

It’s never the moment we expect or desire, but we
are measured by how we react and handle the situation
at hand. Be ready for it. RPM has documents to help you
plan and map your way through undesirable situations.

PG 5



In late 2024 Adam Stewart, owner of Crate Racin’ USA asked if RPM would be interested in being
a part of his sanction’s promoter’s meeting. Josh Holt of MyRacePass was the conduit for the cre-
ation of this, which has now turned in to “Taste of RPM”, where RPM will help associations, tracks
and programs create a “no bells and whistles” session that gives promoters an opportunity to have a
brief RPM experience and encourage them to come one of the two shows in Reno or Daytona, or per-
haps even both. We will back with Stewart at his promoters meeting following the season for another
“Taste of RPM” session. Look for more information on these type of events coming in the near future.
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Click on the photo of the Silver Legacy at “The Row” in Reno, NV to be taken to the “Booking Link”
for December 2, 3 and 4, 2025 as part the 53rd annual RPM@Western Workshops or visit the link
here; 53rd RPM Promoters Workshops - Start your reservation book.passkey.com/event/51004127/
gvﬁgg%/‘;gm/home 2utm_campaign=296890355 Group Code: SRRPM5 https.//book.passkey.com/qgo/

)
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NOTICE SAVE THESE DATES
53rd Annual RPM@Reno
53rd Annual RPM@Daytona Workshops

RPM@RENO RPM@DAYTONA

WORKSHOPS WORKSHOPS

WED, DEC. 3 & MON, FEB 9 &
THURS, DEC. 4, 2025 TUES, FEB 10, 2026

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

TicketSpice

for Speedways

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.

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

BluePrink

[ = ——— MOTORSPORTS

ENGINES FOR
CIRCLE TRACK
COMPETITION.

Coming soon! Small Block Chevy compatible
circle track engines.




To increase event attendance, focus on a compelling event
concept, interactive experiences, and effective communi-
cation. Promote the event through various channels like social
media, email, and word-of-mouth, and consider incentives to
encourage participation. Personalized invitations, reminders,
and strategic partnerships can also boost attendance.

Here's a more detailed breakdown:

)

Compelling Event Concept:

Ensure the event offers value and benefits to potential
attendees, whether it's networking opportunities, educa-
tional content, or fun experiences.

Interactive & Engaging Experiences:

Make the event interactive and memorable by using tech-
nology, incorporating fun activations, and encouraging
engagement.

Effective Communication:
Promote the event widely through various channels, in-
cluding social media, email campaigns, and your website.

Personalized Invitations:
Send individual invitations, particularly to previous attend-
ees or those who have expressed interest.

Reminders & Follow-up:
Send reminders, including SMS text reminders, to ensure
attendees don't forget.

Strategic Partnerships:
Collaborate with sponsors and influencers who can help
promote the event to their audiences.

Incentives:
Consider offering early bird discounts, gift cards, or other
perks to encourage participation.

ISSUE 55.5

Hype & Word-of-Mouth:
Generate excitement and buzz around the event to create
a positive ripple effect.

Consider the Venue & Location:
Choose a location that is accessible and appealing to
your target audience.

Target Audience:
Understand your audience’s motivations and preferences
to tailor your messaging and event content.

Utilize Social Norms:
Emphasize the benefits of attending and highlight the
opportunity to connect with others.

Make it Easy to Register:
Simplify the registration process to reduce friction.

Engage with Attendees:
Encourage interaction and participation during the event
to build community and foster engagement.

Analyze Event Data:
Track attendance and feedback to identify areas for im-
provement and refine your event planning.

It has become more and more challenging
to fill grandstands in this manner, however,

with a little elbow grease, initiative and a
solid plan, it's possible.
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Building a Customer Experience Culture That Delivers

In today’s fast-moving world, it has become all too
easy to deliver a poor customer experience. If you lack
proper training, or if you don't truly understand what
your customers value, it's difficult to keep them coming
back. We've all experienced slow response times, indif-
ference, or low-quality products and services—each of
which can send us running to the competition.

So ask yourself: Are your customers doing the
same?

Focus on What Your Customers Truly Value

The key to delivering meaningful, “moments that mat-
ter” experiences is focusing on what your customers
value most. That could be:

¢ Reliable service

* Speedy responses

e Friendly, helpful employees
* Personalized attention

e Consistent quality

e [Fair pricing

But how will you know unless you ask? Collect custom-
er feedback regularly and talk to your frontline employ-
ees—they’re your best source of insight. Listening is
critical, but what matters even more is acting on that
feedback. Let your customers and employees see the
changes you make. That's where real trust is built.

Creating these moments takes intention and effort—but
with the right training and an understanding of what tru-
ly matters, your business will be equipped to stand out.

1. Listen to Your Employees

Your employees interact with customers daily. They
know what customers care about and where the pain

)
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points are. Yet 93% of businesses don’t engage
their employees when building a customer experience
culture.

Want to be in the 7% that does?

Start by asking questions, inviting feedback, and be-
ing open to hearing concerns. Create a culture where
your team feels safe to speak up, and they'll reward
you with insight that improves the business.

Beyond listening, empower employees to respond to
customer feedback. Give them access to the tools
they need to act fast—so they can turn negative expe-
riences into positive ones and build customer loyalty in
real time.

2. Evaluate the Entire Customer Journey

Customer experience isn't one moment—it's every
moment. From the first website click to post-purchase
support, each interaction shapes how customers feel
about your business.

* | ook at every touchpoint:

* \Website and social media

e Parking lots and signage

e Entryways and restrooms

e Product presentation and cleanliness

* Employee engagement and checkout speed
* Phone, text, email, and in-person service

Now ask: Which of these touchpoints are working?
Which need improvement? Improving even a few can
significantly elevate the experience.

3. Get Everyone Onboard

To truly deliver “moments that matter,” everyone in
your organization has to buy in. Here are some ways to
encourage that:

Recognize and Reward

Publicly celebrate employees mentioned in positive
reviews. When someone sees their name in a five-star
comment, it builds pride and ownership.

Incentivize Feedback Collection

Offer rewards—Ilike bonuses or a nice lunch—for em-
ployees who gather the most reviews or surveys. A little
competition goes a long way.

PGS
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Empower Employees to Resolve Issues
The higher a customer has to go to get a resolution,
the more frustrated they become. Instead, empower Contingency Connection

your frontline team to make things right—on the spot.
A S REWARDS
sy contingencyconnection.com
— —

— —
T e w— -

Example: At The Ritz-Carlton, employees are empow-
ered to spend up to $2,000 per guest, per incident

to resolve an issue. Why? Because immediate action
creates loyalty. Interestingly, employees are often more
conservative with resources than upper management—
yet often resolve issues more efficiently.

Jackie Ressa from Contingency Connec-

Set Clear Goals Together , tion recently reached out seeking a couple of
Bring your frontline staff into discussions about cus- participants in the Contingency Connection
tomer experience goals. Share real customer reviews, program for 2025. The program can be an
social posts, phone feedback, and survey results. Then excellent asset to your racing program. If you
ask: are seeking contact information, please reach

out to info@racingpromomonthly.com and we
e What do we want customers to say about us? will get you in touch with the right people.

* What impression do we want to leave?
* How can we make each interaction better?

This builds shared purpose and encourages account-
ability at every level.

In Closing: Small Moments, Big Impact
Customers may forget the product, the promotion, or
even the price—but they will never forget how you
made them feel.

Moments that matter don't just happen—they're creat-
ed by people who care, who are trained, and who are
empowered to act. If you haven't started building your
plan to deliver a better experience, now is the time.

Because when you get it right, they’ll keep coming
back.

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

SSUE 95.5 PG 10
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“I have learned more at the RPM Workshops and
Trade Shows then | do at any other Trade Show”,
Gregory Geibel, General Manager, Promoter, Lernerv-
ille Speedway

\

Promoters
B0 KSNOPS

A B,
oY o i SO

ERNERVILLE

—

SPEEDWAY -

52nd annual RPM@Reno Western Workshops En-
dorsement; “l was at Reno this past week. | person-
ally want to say the best one (Workshops) of the last
8 years. It was nice to hear from people that are cur-
rently involved up to date on the changing marketing
ideas. The social media stuff was awesome. Thank
you, Roy Bain”

TIRES DESIGNED'
FOR CHAMPION

hoosiertire.com

HOOSIER 574-784-3152
i,
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RACER

NETWORK

A CHANGE FOR MAVTV TO THE RACER NETWORK

The lead investors behind North America’s foremost mo-
torsports news and information source RACER announced
today that they have acquired MAVTV and will rename the
TV network — that’s available on 350 million devices — RAC-
ER to create the most followed and diverse motorsports
media platform in North America.

“We have been partners for many years, and over time the
parties realized this made complete sense,” said RACER
Chairman of the Board Chris Dyson.

“The combination makes RACER the central multi-me-
dia motorsports hub for fans and provides brands with
the most comprehensive array of marketing solutions to
activate their involvement in the sport and its adjacent
sectors.”

CJ Olivares, president of MAVTV and former executive of
FUEL TV, Street League Skateboarding and World Surf
League, will continue overseeing the network’s expansion
and will lead the brand transition of the network.

The combination will provide the Irvine, CA-based RACER
brand with a substantial additional base of operations in
another of the United States’ motorsports and automotive
centers, Indianapolis, where MAVTV is located. The com-
pany expects no changes to staffing or operations, ensur-
ing continuity in operations and production.

“This is an exciting day for motorsports media,” said Oliva-
res. “We are deeply grateful to the Lucas family and Lucas

)
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Oil Products, whose support and vision shaped MAVTV
into the success it is today. Now, under the RACER ban-
ner, we will redefine the way content for motorsports and

its adjacent sectors is delivered and experienced, and es-
tablish the largest, most comprehensive motorsports media
platform in North America.”

The TV network and recently-launched app will combine

to broadcast 300+ live races in 2025, along with race
highlight shows, racing talk shows and additional racing
programming, car collecting auction and build shows,
automotive documentaries and lifestyle series, which aligns
with RACER'’s expansion into the motorsports-adjacent
sectors of performance automotive, car culture, car collect-
ing and off-road.

“Since we completed our capital raise last September, our
business, our content offering, our marketing solutions and
our team have evolved rapidly. Additional signals of our
change and our future are literally days away, and we can't
wait to share those with the marketplace as well,” added
RACER founder and Chief Executive Officer Paul Pfanner.

“This acquisition fortifies two of the four strategic pillars
we're pursuing as a brand, pillars we call follow’ and
‘market’, which relate to amassing the largest motorsports
following in North America — the most important motor-
sports and automotive market in the world — and offering
our partners, customers and brands the tools they need to
succeed.”

The rebrand from MAVTV to RACER will take place pro-
gressively over the next few months, allowing for the

PG 12
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necessary television logistics and operational steps to be
executed seamlessly. However, some branding elements,
such as logos and digital assets, will change immediately
to reflect the new brand identity. This approach ensures
no disruption for viewers, partners, and stakeholders while
delivering an enhanced motorsports media experience.

“What started as grassroots grew into something much big-
ger: a home for motorsports fans, car lovers, gear heads,
people like us who live and breathe the culture. The net-
work’s expansion and evolution over the years will always
be one of our greatest success stories and a reflection of
our love for motorsports and its people,” said Morgan Lu-
cas, CEO of Lucas Oil, who added that Lucas Oil remains
deeply committed to motorsports, continuing to support
drivers, teams and racing series through sponsorships,
technical partnerships and unmatched product research
and development.

“We take immense pride in what MAVTV has become, srad 28 _
and we are excited for RACER to lead the network into its == N o | o saow
next chapter, building on its strong foundation to elevate S 4 : - VORKSHIP S
the standard of motorsports broadcasting for fans every- X iy

where.”

About Racer Media & Marketing

Founded in 1992, RACER is the premier motorsports media WWW.PROMOTERSNEWSLETTER.COM
brand in North America, delivering industry-leading content

across multiple platforms, including the newly-launched
RACER Creator Network and RACER Podcasts along with
motorsport culture-defining touchstones RACER.com and
RACER magazine. The company also operates a strate-
gic consulting, branding and marketing agency - RACER
Studio - and produces live streamed events. Its clients *
have included BMW, Dodge SRT, General Motors, Honda,

Hyundai, Mazda, Porsche, Toyota, IMSA, IndyCar, Laguna The Ole

Seca, SCCA, Trans-Am, Monster Energy, American Legion,

Lime Rock Park, Piloti and many others. o

About MAVTV (Now RACER Network) Ofgeatlng
RACER Network, formerly MAVTV, is the premier motor-
sports broadcast and digital platform dedicated exclusively
to delivering the most comprehensive motorsports and au-
tomotive enthusiast content across cable TV, FAST chan-
nels and streaming. With a passion for the culture at its
core, RACER Network offers an unparalleled lineup of live
racing, documentary series, news and analysis, and car

culture shows high-quality original programming to millions
of fans worldwide.
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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, Ken-
tucky

Region 3;

Canada - Ontario

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

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

PG 14
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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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Onondaga Dragway near Lansing, MI,
currently sits quiet as it has been ordered to
cease operations by a juage.

ONONDAGA DRAGWAY IN LANSING MICHIGAN
ORDERED TO CLOSE

These are not the type of stories that RPM wants to
report on, however they are reality. This story came to
light recently and needs to be a reminder to all of us.
Ingham County Circuit Court Judge Rosemarie E.
Aquilina has ordered operations of Sloan Onondaga
Dragway to cease immediately.

The order came down Thursday in a case against the
race track by Onondaga Township resident Rebecca
Lindsey.

In the lawsuit, Lindsey contends the track is a nui-
sance because of the amount of noise and vibrations
it generates. Aquilina agreed.

This is not the first nuisance lawsuit the 1/8 mile drag
strip has faced.

In January, Ingham County Circuit Court Judge James
Jamo ruled against township residents Mark and Su-
san Cooper. In that case, the couple argued the drag-
way violated Onondaga Township ordinances. Jamo
found otherwise and declined to issue an injunction in
a written decision issued Feb. 3, 2025.

This was not the first time Jamo had evaluated neigh-
bors’ concerns about the raceway.

Residents sued the former owners in 2013, claiming
the dragway was a nuisance. After a lengthy trial,
Jamo ruled the dragway was a nuisance. The Michi-
gan Court of Appeals upheld that decision. That case
was officially closed in 2020, a year before Woody
Sloan purchased the dragway.

)
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Sloan argues in court documents and a signed affida-
vit that he has changed the property to minimize the
sound. He argues a 6-foot tall soil berm addressed
the noise concerns by nearby residents by reducing
the noise coming from the track.

He also argues that his reduction in raced days also
minimized the noise in comparison to the previous
owners.

=)
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SPEEDWAY ILLUSTRATED CELEBRATES 2
YEARS OF OVAL-TRACK EXCELLENCE

Honoring the Magazine, Its Legacy, and the Passion
That Keeps It Alive

Speedway lllustrated, the only remaining print mag-
azine dedicated exclusively to American oval-track
racing, is proudly celebrating its 25th anniversary.

For a quarter-century, Speedway lllustrated has deliv-
ered in-depth coverage of grassroots racing across
the country. Produced by one of the most accom-
plished and award-winning teams in motorsports jour-
nalism, the magazine has built its reputation on trust-
ed, race-winning tech, DIY insight, and stories that
speak directly to racers—helping them race safer, go
faster, and spend smarter.

Single copies of the magazine remain available at
racetracks across the nation, a testament to its con-
tinued relevance and loyal following.

This milestone wouldn’t be possible without the pas-
sion and perseverance of Karl Fredrickson, who has
been at the heart of the publication since the days of
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Dr. Dick Berggren. Fredrickson’s leadership, editori-
al integrity, and deep-rooted love for the sport have
been instrumental in preserving the magazine’s lega-
cy—through the evolution of racing and the decline of
print media.

“Karl has always taken his craft to the next lev
el,” said one industry colleague.

“He’s not just producing a magazine—he’s
preserving a culture.”

Fredrickson, along with his wife Christine and their
dedicated team, has worked tirelessly to keep Speed-
way lllustrated alive and thriving. We extend our sin-
cere congratulations to them all and celebrate this
impressive achievement.

We also recognize Karl's continued influence beyond
the printed page. As a speaker and contributor to the
RPM Workshops over the years, his voice has helped
guide and inspire many in the industry.

Here’s to 25 more years of Speedway lllustrated—
and to the passion that makes it possible.

Karl Fredrickson, his wife Christine and
their family promoting Speedway lllustrated,
they’ve made it work for 25-years and we’re
hoping they can do it for it 25 more.

)
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Remembering Ace Lane Jr. - For our Northeast Friends
A Legacy Behind the Lens and a Friend to All

We are deeply saddened to share the news of the pass-
ing of longtime EMPA member Ace Lane Jr. On behalf of
everyone in the Eastern Motorsports Press Association,
we extend our most sincere condolences and prayers to
his son Tommy, and the entire Lane family.

It goes without saying: Ace was one of the best when it
came to motorsports photography. His remarkable eye and
passion for capturing the sport were passed down to him
by his legendary father, Ace Lane Sr., and in turn passed
on to his sons Tommy and JJ, who have continued the
family’s proud tradition with excellence.

If you've spent any time around racing, chances are you've
crossed paths with Ace. And once you did, you weren't just
an acquaintance—you were a friend for life. His generosi-
ty, warmth, and willingness to lend a hand were as legend-
ary as his work behind the camera.

It's impossible to count the number of racing moments Ace
captured over the years—but one thing is certain: every
shot was picture-perfect. His work not only preserved
history—it told the story of our sport.

Since 1972, the EMPA Photographer of the Year Award
has proudly carried the name of Ace Lane Sr., who was
the inaugural recipient. Ace Jr. went on to earn the award
twice, while Tommy and JJ have also received the honor—
proof of the Lane family’s lasting impact on their colleagues
and on motorsports media.

The annual EMPA convention simply won't be the same
without Ace. His presence lit up every room he entered, his
stories brought laughter, and his personality left a lasting
mark on everyone he met.

Ace Lane Jr. was more than a photographer. He was a sto-
ryteller, a mentor, a friend, and a cornerstone of our racing
family.

He will be deeply missed—but his legacy will live on in
every frame, every smile, and every turn of the track.
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Quick Notes from our Support team!

We've touched on the online registration feature of season
management before. However, | wanted to remind you about
the ability to attach documents to the email drivers receive
after they register with your organization. While this is com-
monly used to attach a W9 form for drivers to fill out and
bring to the track, there is a bigger opportunity here for you.

With this section, you now have the ability to attach market-
ing material that will be sent directly to drivers that register
for your events. Companies are always looking for ways

to get their promotional material in front of drivers and you
now have a way to offer this with ease. When talking with
potential marketing sponsors, let them know you can include
a PDF about their company or a special offer that will go
directly to any driver that registers for your season or single
event. Start to include this in packages you offer for Market-
ing Sponsors.

Some of you may have met me this past show season at
RPM, RTBC, or PRI, but for those that do not know me, my
name is Jim Sweener and | am the Director of Advertising
Sales for MyRacePass, overseeing the MRP Digital Ads Net-
work since the spring of 2021,

You may have noticed a number of new advertisers on the
platform as we closed out a record Q1 this year, adding
more new advertisers than any similar period in the past!
More advertisers means more revenue to share and we want
to make sure we are up-to-date on those disbursements. We
have several Publisher track or series websites due quarter-
ly revenue payments from the Digital Ads program, but we
CAN NOT send current (or future) funds if we do not have a
properly completed ACH on file.

As a reminder, for maximum efficiency and security, we only
disperse payments electronically. If you would be so kind as
to update your ACH Form here, we can submit payment to
you now and to that specified account going forward.

Have questions about the Digital Ads program and how it
can put your website to work earning you revenue? You can
email me at jim.sweener@mrpdigitalads.com or call 402-
817-4367 and | will be happy to discuss the program with
you.

)
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COMING SO0
VORKSHOPS

IONA 2023

WWW.PROMOTERSNEWSLETTER.COM

\

Promoters
Workshops

Mark Your Calendars - RPM Workshop Dates for
2025 & 2026

RPM@Reno Western Workshops will take place De-
cember 2, 3 and 4, 2025 at the Silver Legacy, part of
“The Row” in Reno, Nevada.

RPM@Daytona will take place February 8, 9 and 10,

2026 and will likely take place at The Shores in Day-
tona Beach Shores, Florida, provided things do not

change.
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STORY BY RPM WORKSHOPS

Paying attention to every detail will help
you when it comes to “Legal Fees” and this
month’s “Legal Update”

Understanding Negligence: A Cautionary Legal Reminder

In recent weeks, we've observed some concerning behaviors
and patterns across various settings. While we all operate un-
der demanding circumstances, it's important to take a moment
to revisit a serious legal concept that can have far-reaching
implications for individuals, organizations, and even the broader
industry: negligence.

This term is not just a legal technicality—it carries real weight.
Failing to recognize or address negligent behavior can jeopar-
dize businesses, reputations, and safety. It's not a label anyone
wants to be associated with, and it's certainly not one that
courts take lightly.

What is Negligence?

In legal terms, negligence is defined as the failure to exercise
the level of care that a reasonable person would in a similar sit-
uation, resulting in harm to another. It is a core principle of tort
law, especially in personal injury cases, and hinges on proving
several key elements.

The Five Elements of Negligence

1. Duty of Care

The defendant (person or entity being accused) must have
owed a legal duty of care to the plaintiff (the injured party). This
duty often arises from the nature of the relationship—such as
between an event organizer and participants—or by virtue of
being present in a space where one’s actions can affect others.

)
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2. Breach of Duty

This occurs when the defendant fails to meet the standard of
care. That could mean acting recklessly, making unreasonable
decisions, or failing to act when a reasonable person would
have. In our world, that might include ignoring safety protocol,
bypassing established procedures, or cutting corners that
compromise the wellbeing of others.

3. Causation (Actual Cause)

It must be shown that the defendant’s actions (or inaction)
directly caused the plaintiff's harm. Simply put, the injury or
damage would not have happened “but for” the defendant’s
conduct.

4. Causation (Proximate Cause)

The harm must have been a foreseeable consequence of
the breach. If the result was so remote or unexpected that
a reasonable person couldn’t have predicted it, the chain of
causation may be broken.

5. Damages

Finally, the plaintiff must have suffered a legally recognizable
harm. This can include physical injury, property damage, finan-
cial loss, or other tangible detriment.

Why This Matters in Our Industry

Negligence claims are more than legal hypotheticals—they

are real risks. Whether it's a poorly secured area, mishandled
equipment, lack of oversight, or deviation from basic operation-
al standards, lapses in judgment or care can quickly escalate
into liabilities.

Beyond the courtroom, negligent behavior erodes trust, cred-
ibility, and long-term sustainability. It's not just about avoiding
lawsuits—it's about protecting each other, our organizations,
and the communities we serve.

Final Thought

As we move forward, let this serve as a proactive reminder.
Each of us has a role to play in upholding the standard of care
in our professional environments. Taking shortcuts, ignoring red
flags, or tolerating unsafe practices doesn’t just put one person
at risk—it puts us all at risk.

Let’s remain vigilant. Let’s act responsibly. And above all, let’s
not allow negligence—by action or omission—to undermine
everything we've worked to build.

As a note, for direct legal advice, consult a professional.
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At a recent High Limit event, the “big
screen” was located behind the grand-
stands in the concession area. which
provided a nice watching and gathering
area for fans. The unit travels to each
Serigs race.

Concession lines are a good thing, provided your system
keeps customers moving. People are more likely to spend
additional money if they have a good experience at the
concessions without an extensive wait period.

CJERY RAREGHT
TTHE Hmm GATE

Do you have a “Kids Club ” program to engage the youngsters that attend your events? If

you have a “Kids Club” with your Series that travels, it could be a benefit and selling point
to tracks host your Series. It's something we all need to look at and with the right person,

the activities can be simple, fun and engage individuals that become friends for years.
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| BLING POLICY

ncluding but not limited to, drivers, team personnel, crew, officials and
are strictly prohibited from placing, soliciting or facilitating any bet or
c'tly or through a third-party proxy or surrogate on any class of-a
(WRG) event if: (i) they compete in any class of the same event, (i)
irect association or affiliation with the event (such as promotor, track
loyee), or (iii) they are aware of information regarding an event or its
ould give them an advantage in placing a wager. This applies to all
or operated by subsidiaries or affiliates of WRG. All WRG staff are
ing any wager on any WRG event.

plies to all Personnel, and includes but is not limited to, betting or

, race, or event outcomes, statistics, scores, individual performances
5 of bets and wagers. In addition, all Personnel are explicitly

iding “tips” or non-public information to third parties. This includes
Sclosure or suggestion of any information that the individual had
It of their position in the racing industry or other non-public
nation, that is used for the purpose of wagering would provide an

8 zero-tolerance gambling policy and WRG feserves the right to
plinary action regarding violations of this policy. All Personnel are
any actual or suspected violations of this policy without delay, and
be prompted or questioned on the matter. Violations of the WRG

I result in disciplinary action, including but not limkted to, fines, ©

rshlp revocation, race or evenfgorfeiture or disqualification and/or
or prohibition from WRG sanc joned events and properties where

We ran the release about the World Racing Group joining with an online
gambling outlet and at a recent event, we need noticed this signage em-
phasizing their gambling policy. We found it interesting.

SSUE 95.5
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Through the efforts of the Western New York Minority Media
Professionals Group and their expanding interest in motorsports,
we’ve been able to attend some of their events and become slight

part of their group. Chairperson, Dean Kroll, who is a former
racer has a passion for the sport and the industry itself as well as

creating educational initiatives to advance motorsports aware-
ness in the Western New York community.

Recently too many promoters and tracks have been faced with
scenes like this. We are hoping that things change on the weather

front for everyone who has been affected by the inclement weath-
er theme.

We will leave you with a picturesque sunset from Ohsweken Speed-
way in early May. Race track sunsets always “hit” a little differently.
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Perseverance is'not

~many_short races
one after the other.

“Do not judge me
by my success.
Judge me by how many
times I fell down and
oot back up again.”

)
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ADVERTISING & DESIGN

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.

IMAGE X GRAPHICS
WWW.FACEBOOK.COM/IMAGEXGRAPHICS
2375 STATE ROUTE 414, WATERLOO, NY
13165

Reliable source for printing, graphics, design
and promotional materials including custom
designs and banner work.

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.

AUDIO, VIDEO 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
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

BLUEPRINT ENGINES
WWW_BLUEPRINTENGINES.COM

2915 MARSHALL AVENUE, KEARNEY, NE
68847

308-236-1010 BluePrint Engines the
authority in Crate Engines. Providing
horsepower for street, strip and track use.

DECALS

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.
IMAGE X GRAPHICS
WWW.FACEBOOK.COM/IMAGEXGRAPHICS
%%g STATE ROUTE 414, WATERLOO, NY

5
Reliable source for printing, graphics, design
and promotional materials including custom
designs and banner work.

INSURANCE, RISK MANAGEMENT

K&K INSURANCE GROUP
WWW.KANDKINSURANCE.COM

1712 MAGNAVOX WAY, PO BOX 2338,
FT. WAYNE, IN 46801-2338 800-348-
1839

)

K&K INSURANCE GROUP
CANADA
WWW.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 INSURANGE, 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
\éV(\)lVI\XV.SPORTSINSURANCESPECIALISTS‘
14033 ILLINOIS ROAD, SUITE A, FORT
WAYNE, IN 46814, 855-969-0305 Sports
Insurance Specialists offers a complete
motorsports portfolio of participant and
spectator insurance. A proven industry leader.
“Let's kick some rlsk.”

LUBE, FUEL, ADDITIVES

SUNOCO RACE FUELS
WWW.SUNOCORACEFUELS.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.

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. Our “real-world” industry
experience and online advertising expertise
utilize the latest technologies to measure ad
performance and adjust every ad campaign to
maximize results.

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
providing a full streaming service led by
Chris Graner and Rivet.

PPEFF{{IFORMANCE RACING INDUSTRY

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
gach December in Indianapolis, Indiana.

SPEEDWAY ILLUSTRATED
WWW.SPEEDWAYILL USTRATED.COM

PO BOX 741, EPPING, NH 03042 877-
972-2362 Speedway lllustrated 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 onling as well as media
coverage.

MOTORSPORTS SAFETY

INTERNATIONAL COUNCIL OF
MOTORSPORTS SCIENCES (ICMS)
WWW.ICMSMOTORSPORTSSAFETY.ORG
9305 CRESTVIEW DR. DENTON, TG 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
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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.PRINTEDIMAGEQFBUFFALO.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.

IMAGE X GRAPHICS
WWW.FACEBOOK.COM/IMAGEXGRAPHICS
2375 STATE ROUTE 414, WATERLOO, NY
13165

Reliable source for printing, graphics, design
and promotional materials including custom
designs and banner work.

RACE TIRES

HOOSIER RACING TIRE
WWW.HOOSIERTIRE.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
15701,800-662-2168 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 COMMUNICA-
TIONS

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.FACEBOQOK.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.

MYLAPS SPORTS TIMING
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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.

RELIGIOUS SERVICES

RACING WITH JESUS MINISTRIES
WWW.RJWM.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

IWWW.IMCA.COM

1800 WEST D STREET, VINTON, 1A 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 ASSOCI-
ATION

WWW.WISSOTA.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 Horets. As a member
of WISSOTA, you vote on policies and rules
and help guide YOUR organization. Click on
Promoter Center at wissota.org.

TICKETS, TICKETING SYSTEMS

EVENT SPROUT
WWW.EVENTSPROUT.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.

TICKETSPICE

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

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
anr(]i'slafety 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
INFO@WESTHOLD.COM 5355 E. 38TH
AVE., DENVER, CQ 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
Bevglopment, Online Ticket Sales and Apparel
esign.
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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, INDIANA),

K8K INSURANCE (FORT WAYNE, INDIANA):
BLUEPRINT ENGINES (KEARNEY, NEBRASKA);
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.
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ENGINES

BluePrint Engines the authority in Crate Engines. Providing horsepower for street, strip and track use.

308-236-1010
2915 MARSHALL AVENUE, KEARNEY, NE 68847
WWW.BLUEPRINTENGINES.COM
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FIRETHOA
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DEVELOPER OF CUSTOM E-MAIL MARKETING
CAMPAIGNS AND CUSTOM WEBSITE DESIGN.
E-COMMERCE SPECIALISTS.

500 N. ESTRELLA PARKWAY, GOODYEAR AZ 85338

304-481-9807
WWW.FIRETHORNMARKETING.COM
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RACE FUELS
The largest refiner of racing gasoline. National distribution
of quality brands. SUNOCO, Turbo Blue, and Trick.
800-722-3421
PO BOX 1226, LINWOOD, PA 19061

WWW.SUNOCORACEFUELS.COM
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MOFFETT PRODUCTONS, INC.

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

www.moffett.com

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

CEIVER

Raceceiver is the world’s smallest radio receiver,
used for one-way communications to drivers.
Raceceiver Race Management System by
Westhold, transponder scoring for short tracks.
872 Main Street SW Ste D2., Gainesville, GA 30501
866-301-7223

Www.raceceiver.com

sprout

Live Event Ticketing Made Simple

Specializes in electronic ticketing of events. Easy setup
along with the sale of automated ticketing machines.

713-320-0809
Rana Ventures, LLC 2549 WAUKEGAN ROAD #782 DEERFIELD, I

WWW.EVENTSPROUT.COM

SPEED SPORT TV IS THE DIGITAL MEDIA BRAND FOR
SPEED SPORT, AMERICA’S MOTORSPORTS AUTHORITY.
From demolition derbies, truck and tractor pulls, figure 8 rac-

ing, flat track, ice oval racing to Legends, stock cars, midg-

ets, sprint cars, off-road trucks and anything in between,
SPEED SPORT TV delivers just about anything motorsports
fans want to see.

SPEED SPORT TV #FEEDYOURSPEED



