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TIRES DESIGNED FOR CHAMPIONS©

1.HOOSIER  
TIRE EAST

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

2.HOOSIER TIRE  
MID-ATLANTIC

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

3.HOOSIER TIRE 
MID-ATLANTIC 

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

4.HOOSIER TIRE 
OHIO VALLEY

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

5.HOOSIER TIRE  
MIDWEST

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

6.HOOSIER TIRE  
MIDWEST

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

7.HOOSIER  
TIRE MIDWEST

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

8.HOOSIER  
TIRE NORTH

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

9.HOOSIER  
TIRE SOUTH

ASPHALT 
P.O. Box 537 
Welcome, NC 27374 
Phone: (336) 731-6100 
Email: hoosierasp@lexcominc.net

10.HOOSIER  
TIRE SOUTH

DIRT OVAL 
P.O. Box 1437 
Clinton, TN 37717 
Phone: (865) 457-9888 
Email: hoosierdavid@bellsouth.net

11.HOOSIER  
TIRE SOUTH

ROAD & DRAG 
P.O. Box 6080 
Maryville, TN 37802 
Phone: (865) 984-3232 
Email: road&drag@hoosiertiresouth.com

12.HOOSIER TIRE 
GREAT PLAINS

3801 W. Pawnee, Suite 200  
Wichita, KS 67213 
Phone: (316) 945-4000 
Email: sales@hoosiertiregp.com  
www.hoosiertiregp.com 

13.HOOSIER TIRE 
GREAT PLAINS

NEBRASKA
12252 N 153rd Circle  
Bennington, NE 68007
Phone: (402) 281-9700
sales@hoosiertiregp.com 
www.hoosiertiregp.com

14.HOOSIER TIRE 
SOUTHWEST

103 Gross Road, Bldg. A  
Mesquite, TX 75149 
Phone: (972) 289-RACE (7223) 
Email: tom@smileysracing.com www.
smileysracing.com

15.HOOSIER  
TIRE WEST

2608 E. California 
Fresno, CA 93721 
Phone: (559) 485-4512 
Email: racing@hoosiertirewest.com www.
hoosiertirewest.com

16.HOOSIER TIRE  
CANADA

117-119 Cushman Road 
St. Catherines, Ontario,  
Canada L2M 6S9 
Phone: (905) 685-3184 
Email: ronmckay@bic  
knellracingproducts.com  
www.hoosiertirecanada.com

17.HOOSIER TIRE  
CANADA-NY

1733 Maryland Avenue 
Niagara Falls, NY 14305 
Phone: (716) 285-7502 
Email: usasales@ 
bicknellracingproducts.com 
www.bicknellracingproducts.com

18.HOOSIER  
TIRE  

WESTERN CANADA
5601-45 ST Leduc, 
Alberta, Canada T9E 7B1 
Phone: (780) 986-7223 
Email: parts@geeandgeeracing.com
www.geeandgeeracing.com

www.hoosiertire.com
65465 SR 931, Lakeville, IN 46536 (574) 784-3152
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MAKING NEWS STORY BY RPM WORKSHOPS

The 52nd Annual RPM@RENO Workshops will take place 
once again at the Silver Legacy Resort & Casino part of “The 
Row” in Reno, Nevada. Tuesday, December 3rd will see RPM 
& MyRacePass once again host “The Green Flag” reception 
at Novi in the Silver Legacy, a popular gathering for industry 
insiders and Workshop attendees. The Workshops will take 
place once again in the Silver Legacy on Wednesday, Decem-
ber 4th and Thursday, December 5th. Booking links will be 
released shortly.
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everyone of you that there’s place to help you with your busi-
ness of promotion and we hope that you will join us in Reno or 
Florida. 
 
We aren’t just the organizers of the Workshops, we are attend-
ees and believers as well because we know they work. See 
you in Reno or Daytona, we’re looking forward to it.

MAKING NEWS STORY BY RPM WORKSHOPS

Common Things, Thoughts, Hard Work and Failures. 
 
As all of you very well know, this business takes a lot of work. 
It’s a grind and when it doesn’t go so well it can be a real kick 
in the pants. There aren’t any of us that would be doing “all of 
this” if it wasn’t our passion. 
 
We - our Race of Champions program - recently went through 
one of those times. You pour your heart and soul into this and 
when the crowd doesn’t turn out on a perfect weather week-
end it stings, almost a burn. Every emotion you can imagine. 
 
We managed all of the promotion, got it out there and in the 
most common terms failed in grandstand attendance when 
the on track product was well supported with competitive 
racing and a good presentation. 
 
The second guessing never ends and sure there are those sit-
ting on their couch or in their “Mom’s basement” who can tell 
you how to make it better. None of them ever will, but “wow” 
can they make a keyboard go on social media. 
 
Then there is what is going on in your own head. What could 
you have done differently? Answers are never solid, many are 
“maybe...” or “what if?” but they will never sell another ticket 
and you’ve got to pick up the pieces, sweep up the garbage 
and move forward. 
 
It’s cold, it’s hard and difficult to comprehend, however, if you 
plan on being successful in this business, it is absolutely what 
you do. I’ve had a lot of people who have educated me in that 
regard along the way. 
 
This is where the Workshops become critical in all of our de-
velopment. Whether you’re new at this or a seasoned veteran 
there are so many things to be learned. Whether it’s directly 
from a presentation, a session or networking in the halls in 
and around the Workshops themselves. 
 
Of course I’m going to be a Workshop cheerleader, it’s easy 
from my seat, however there are many people who would 
endorse the importance of our gatherings from attendees to 
vendors. The thing with them is it requires people and open-
ness to make them successful. 
 
The more we are willing to share, the further we push the 
business forward. 
 
As we head into the 2024 RPM Workshop season and ramp 
up for some great presentations, sessions, solutions and 
networking, we thought this would be a good place to remind 

An interesting business and investment 
fact that we thought was worth sharing, 
BlackRock, StateStreet and Vanguard have 
a stranglehold on the world’s investments. 
Above is just BlackRock’s Equity holdings. 
Between the three companies they hold $20 
Trillion in assets. BlackRock alone managed 
40% of the GDP of the United States in 2021. 
Categorize this under things that will make 
you think.
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MAKING NEWS STORY BY RPM WORKSHOPS

Several folks have asked and details will start to flow out. The 52nd Annual 
RPM@Reno Workshops will take place at the Silver Legacy as part of the “The Row” 
in Reno, Nevada on Tuesday, December 3; Wednesday, December 4 and Thursday, 
December 5. The RPM@Daytona Workshops will take place Sunday, February 9; 
Monday, February 10 and Tuesday, February 11, 2025 at The Shores Resort & Spa.
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LEGAL UPDATE STORY BY RPM WORKSHOPS

Contracts, Proof Reading and Rights... 
 
As we head toward the off season, negotiations, new con-
tracts, renewals, we thought it would be a good time to review 
some of the things that are critical in making things right. 
 
Who is proof reading your contracts? Are you? Are you 
making sure every base is covered. Proof reading and having 
an expert (typically legal counsel) proof read and help build 
your contract is solid legal advice. We speak from previous 
experience. 
 
Proofreading is incredibly important? Proofreading is essen-
tial. Proofreading can also define what can be gained (or lost) 
based on whether written work is adequately proofread. 
 
It is the last chance to find and fix errors before a document is 
presented to readers or for execution. Proofreading eliminates 
mistakes in grammar, punctuation, capitalization, spelling, 
formatting and potential contractual changes that are unin-
tended. 
 
Final copy proofreading lets our audience focus on our mes-
sage, not our mistakes (Editor’s Note: We miss many things 
and completely understand this message). Overlooked errors 
can be distracting and take away from the message. 
 
Writing should aim to inform and even to fascinate, but never 
to frustrate. 
 
Proper proofread documents with proper presentation en-
hances authority and protects reputations. Text riddled 
with errors can quickly bring credibility questioning. Having 
well-written content will boost authority and protect the reputa-
tion of the author. 
 
Ensuring proper punctuation ensures the proper message. 
Punctuation has the power to change the meaning of sen-
tence which can alter the meaning of your document. 
 
Interestingly, proofreading, while time consuming can poten-
tially save money. Errors in documents that have meaning can 
prove costly. Everyone of us deal with documents that affect 
expense and income, so there should be a greater awareness 
to this. 
 
Proper documents also will help in instances of closing a 
sponsorship deal or landing a job or a contract. Influential 
decision makers want to see and work with the best, so this 
is always a consideration as they review documents to help 
make their decisions. 

 
While we may not think in this regard, proofreading has an 
impact in every area of our life. Professionals, Medical Fields, 
Students at every level, Translators, Content Creators. The 
need for proper proofreading is everywhere. It can even affect 
earning potential. 
 
Listed below are just a few examples of critical items that we 
use every day that require proper proofreading; 
•website copy 
• proposals 
• reports 
• product descriptions 
• user manuals 
• letters 
• emails 
• memos 
• brochures 
• social media posts
 
While we may have become sidetracked with the everyday 
need to proofreading, it is imperative that you your contracts 
proofread. Yourself, outside sources and legal counsel all 
provide strong resources for proofreading. 
 
Remember, if you are proofreading a document which you 
created, it is always positive to have another set of eyes on 
that document. There is a good chance, that you will see the 
document differently than someone else, which changes the 
intent or omits verbiage that is required to create the right 
document. 
 
When it comes to legal counsel. Proofreading in their regard 
enables a document to be created that is free of misunder-
standings and misinterpretations, covering all of the details 
which becomes incredibly important if there is a dispute, 
especially in the form of payment. The day of the “handshake” 
deal has fallen by the wayside in most instances. 
 
Proofreading is like vehicle maintenance and similar to the 
famous words of those now gone Purolator Filter commer-
cials, “You can pay me now, or pay me later...” Finding time 
to proofread or contracting someone to do the job for you is 
something we can no longer do without. 
 
It has always been a part of life, often overlooked due to time 
restraints, but vital in all lines of our written communication. If 
it wasn’t for Joe Tripp at Speed Sport, stating, “I wonder how 
many people even proofread their contracts”, this article would 
not have appeared. That’s how easy it is to overlook this im-
portant step in our process. 
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LEGAL UPDATE STORY BY RPM WORKSHOPS
Rights, Who Owns Them? Do We Have Any? All Great 
Questions... 
 
Broadcasting & Media Rights in Sport 
 
As we all examine “streaming” our products, many of us do 
not look into the legal perception of the “rights” to the sport 
and on track production that produces what it is turned into 
the streaming content. 
 
Advances in communications technologies have revolu-
tionized broadcast sports coverage and enabled billions of 
people around the world to take part in the spectacle and 
excitement of major sporting events. 
 
Copyright and related rights, particularly those relating to 
broadcasting organizations, underpin the relationship between 
sport and television and other media. Television and media 
organizations pay money for the exclusive right to broadcast 
top sporting events live.   
 
For some sports organizations, the sale of broadcasting and 
media rights is now a major source of revenue, generating 
the funds needed to finance major sporting events, refurbish 
stadiums, tracks and arenas, contributing to the development 
of sport at grassroots level. The royalties that broadcasters 
earn from selling their exclusive footage to other media outlets 
enable them to invest in the costly organizational and tech-
nical infrastructure involved in broadcasting sports events to 
millions of fans all over the world.  
 
Broadcasters’ rights: 
 
• safeguard costly investments in televising sporting events 
• recognize and reward the entrepreneurial efforts of broad-
casting organizations 
• recognize and reward their contribution to diffusion of infor-
mation and culture
 
Under the International Convention for the Protection of 
Performers, Producers of Phonograms and Broadcasting 
Organizations (Rome Convetnion) of 1961, broadcasters have 
exclusive rights for 20 years to authorize rebroadcasting, 
“fixation” (recording), reproduction and communication to the 
public of their broadcasts. However, there is wide agreement 
that the protection of broadcasters’ rights needs updating to 
accommodate the digital communications revolution. Ongo-
ing negotiations at WIPO aim to create an international legal 
framework that adequately and efficiently protects against the 
piracy of broadcast signals. 
 

Competitive sport has become a global billion-dollar industry 
due in large part to intellectual property rights and ever closer 
cooperation between the media, sponsors and sports author-
ities. However, more sophisticated communications technolo-
gies, accessible to a wide public, have not only enabled fans 
to follow live sports wherever they may be, but have opened 
new possibilities for signal theft. Live sports broadcasts have 
been a particular target for unauthorized retransmission on the 
internet. Streaming with fees (subscription or event based) has 
eliminated some of those challenges, but many social media 
platforms provide easy access to piracy. 
 
Signal piracy not only threatens the advertising and sales rev-
enues of the broadcasters that have paid for exclusive rights 
to show live coverage of sports events, but also risks reducing 
the value of those rights and hence the revenues of sports 
organizations. While national laws provide various options for 
tackling signal piracy, including shutting down illegal websites, 
broadcasting organizations have pressed for better legal pro-
tection at international level. At the same time, broadcasters 
and sports organizations are using digital media to reach out 
to and engage their audiences, especially younger viewers, 
by offering sports coverage in a variety of formats.  
 
Looking at Social Media Rights; 
 
Who Owns the Photos and Videos You and Your events Post-
ed on Facebook, Instagram or Twitter?
 
Well, it depends on what you mean by “own.”  Under copy-
right law, unless there is an agreement to the contrary or the 
photograph or video is shot as part of your job, a copyright to 
a photograph generally belongs to the creator.  As the 
copyright owner, you own the exclusive rights to display, copy, 
use, produce, distribute and perform your creation as you see 
fit and approve.  As the subject of the photograph, you have a 
right to publicity, which allows you to get paid for the commer-
cial use of your name, likeness or voice. 
 
But what happens when you decide to post that picture on the 
Internet — perhaps on Facebook or Twitter (using Twitpic), or 
some other social network or photo-sharing site? 
 
You may be shocked to learn once you post on these sites, 
although you still “own” the photograph you grant the social 
media sites a license to use your photograph anyway they see 
fit for free AND you grant them the right to let others use you 
picture as well. This means that not only can Twitter, Twitpic 
and Facebook make money from the photograph or video 
(otherwise, a copyright violation), but these sites are mak-
ing commercial gain by licensing these images, which 
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LEGAL UPDATE STORY BY RPM WORKSHOPS
contains the likeness of the person in the photo or video 
(otherwise, a violation of their “rights of publicity”). This is the 
exact reason “watermarks” or different identifying factors are 
placed in many photos, to prevent the reuse of them. 
 
Facebook 
 
Under Facebook’s current terms (which can change at 
anytime), by posting your pictures and videos you grant 
Facebook “a non-exclusive, transferable, sub-licensable, 
royalty-free, worldwide license to use any [IP] content that you 
post on or in connection with Facebook (“IP License”). This IP 
License ends when you delete your IP content or your ac-
count unless your content has been shared with others and 
they have not deleted it.  Beware of the words “transferable, 
sub-licensable, royalty-free, worldwide license.”  This means 
that Facebook can license your content to others for 
free without obtaining any other approval from you!  You 
should be aware that once your photos or videos are shared 
on Facebook it could be impossible to delete them from 
Facebook, even if you delete the content or cancel your 
account (the content still remains on Facebook servers and 
they can keep backups)!  So, although you may be able to 
withdraw your consent to the use of photos on Facebook, you 
should also keep in mind that if you share your photos and 
videos with Facebook applications, those applications may 
have their own terms and conditions regarding how they 
use your creation!  You should read the fine print to make sure 
you are not agreeing to something that you don’t want to have 
happen. 
 
Twitter 
 
Twitter’s photo sharing service, Twitpic, continues to up-
date their terms of Service(which, of course, can and will be 
updated at any time).  By uploading content using Twitpic, you 
are giving “Twitpic permission to use or distribute your content 
on Twitpic.com or affiliated sites.”  You are also granting 
“Twitpic a worldwide, non-exclusive, royalty-free, sublicense-
able and transferable license to use, reproduce, distrib-
ute, prepare derivative works of, display, and perform the 
Content in connection with the Service and Twitpic’s (and its 
successors’ and affiliates’) business, including without 
limitation for promoting and redistributing part or all of the 
Service (and derivative works thereof) in any media formats 
and through any media channels.” 
 
The terms go on to state that you also grant “each user of the 
Service a non-exclusive license to access your Content 
through the Service, and to use, reproduce, distribute, 
display and perform such Content as permitted through the 

functionality of the Service and under these Terms of Service.  
The above licenses granted by you in media Content you 
submit to the Service terminate within a commercially reason-
able time after you remove or delete your media from the 
Service provided that any sub-license by Twitpic to use, 
reproduce or distribute the Content prior to such termina-
tion may be perpetual and irrevocable.” 
 
First, there is no definition of “Service” on their site (they need 
to find a more detailed oriented internet attorney to draft their 
terms), so your photo could be used throughout the Internet.  
More troubling is that your photos and videos may be reprint-
ed and used in anything without your getting paid a 
dime.  Books, magazines, movies, TV shows, billboards — 
you get the picture! 
 
Second, Twitter can create derivative works from your cre-
ations.  A derivative work is anything that is built upon your 
work (like adding your video to a TV show, putting your photo 
in a montage, etc.). 
 
Third, even after you delete your photos from Twitpic, Twitter 
and Twitpic can still use your creations for a “reasonable” 
amount of time afterwards.  So what would be a reasonable 
amount of time to continue using your photo after you termi-
nate the “license” if your photo or video is incorporated by 
Twitter or Twitpic in a larger work? Perhaps forever if it would 
cost them money to remove! 
 
Lastly, since Twitter/Twitpic can grant others to use your 
photos (and make money from it without paying you; remem-
ber the nasty word “royalty-free”), even if you terminate your 
Twitter/Twitpic account, the rights they grant to others can 
never be terminated! Twitter has a deal with World Entertain-
ment News Network permitting them to sell Twitpic content 
with no money to you. 
 
Celebrities and celebrities-to-be, beware! Your right to 
publicity (e.g. your right to get paid when others use your 
name, likeness, or voice for commercial gain like product or 
sports endorsements) is stripped away each and every time 
you post on Twitter!  You or your intellectual property attor-
neys should read the fine print before you post your photos or 
videos on Twitter or Facebook. 
 
Instagram 
 
Well Facebook was at it again (changing their terms of service 
for their latest acquisition, Instagram).  The proposed changes 
are to take place on January 16, 2013.  Basically, Instagram 
had a brilliant idea to generate money off the backs of their 
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members.  The proposed terms of service explicitly state “To help us deliver interesting paid or sponsored content or promo-
tions, you agree that a business or other entity may pay us to display your username, likeness, photos (along with any 
associated metadata), and/or actions you take, in connection with paid or sponsored content or promotions, without any 
compensation to you. If you are under the age of eighteen (18), or under any other applicable age of majority, you represent 
that at least one of your parents or legal guardians has also agreed to this provision (and the use of your name, likeness, 
username, and/or photos (along with any associated metadata)) on your behalf.” 
 
This means that Instagram can make money from advertisers that want to use your face or pictures of your loved ones on any 
advertising (TV, web, magazines, newspapers, etc.) and never pay you a penny. If you are under 18 (which means you don’t 
have the legal capacity to enter into a contract) you are making a contractual agreement that you have asked your parents 
permission to agree to the Instagram terms.  This not only is an egregious position (see discussion above about rights of 
publicity) but defies logic — Instagram acknowledges that minors can’t enter into a contract, but nevertheless for the under-18 
force them to agree by (unenforceable) contract that they have permission anyway.   
 
Instagram announced that it was backing off of its proposed T&C’s to be able to sell content without paying the members.  But 
a closer look of their replacement terms of use are; “Instagram does not claim ownership of any Content that you post on or 
through the Service. Instead, you hereby grant to Instagram a non-exclusive, fully paid and royalty-free, transferable, 
sub-licensable, worldwide license to use the Content that you post on or through the Service, subject to the Service’s 
Privacy Policy. . .”  This means that Instagram can still sublicense your photos to any company for a fee (without paying 
the member!  For instance, let’s say a posted photo is of a celebrity.  Instagram then licenses that picture to an advertiser.  But 
then the advertiser gets sued by the celebrity for violation of their right of privacy (who in turn sues Instagram).  You the poster 
would have to indemnify Instagram because in section 4(iii) of the terms, “(iii) you agree to pay for all royalties, fees, and any 
other monies owed by reason of Content you post on or through the Service.”  Bottom line – Instagram still gets to sell your 
pictures without paying you and you can be liable in the event they have to return that money to the advertiser.
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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.

WWW.TICKETSPICE.COM

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

NOTICE SAVE THESE DATES 
52nd Annual RPM@Reno 

52nd Annual RPM@Daytona Workshops 

RPM@DAYTONA 
WORKSHOPS  

MON, FEB 10 & 
TUES, FEB 11, 2025

RPM@RENO  
WORKSHOPS  
WED, DEC. 4 &  

THURS, DEC. 5, 2024
RPM@RENO - SILVER LEGACY, RENO, NV

RPM@DAYTONA- THE SHORES RESORT, DAYTONA BEACH, FL
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SELLING TICKETS

Keep those Tickets Selling...
 
With the big season events happening each weekend and in the 
competitive world of event marketing, selling tickets effectively can 
make or break your event. To ensure your event is a success, you 
need a well-thought-out ticket sales strategy. Here are ten of the 
best tips to help you sell more tickets and optimize your event’s 
success. 
 
Pre-Sale - Pre-Registration
Pre-registration is a powerful tool that serves multiple functions: 
it measures interest, builds anticipation, and collects valuable 
attendee data. Adding a pre-registration form to your website can 
encourage potential attendees to sign up early, giving you access 
to a pool of data that you can use to tweak your marketing strate-
gies.  
 
Targeted Marketing
Gathering customer data is crucial for any ticket sales campaign. 
Use the data collected from your ticket shop, pre-registration form 
or past events to create targeted marketing efforts. PersonaliZed 
email campaigns and targeted ads can significantly boost engage-
ment and conversion rates. 
 
Offer Tiered Pricing
Implement a tiered pricing strategy such as the Early/Regular/Late 
approach. Reward early supporters with discounted tickets and in-
crease prices as the event date approaches. This creates urgency 
and incentivizes early purchases.   
 
Ticket Shop / Ticketing Site
Your event’s ticket shop should be user-friendly, mobile-optimized, 
and collect all necessary information. To reduce drop-offs and 
increase conversions, make the ticket purchasing process as 
smooth as possible. For that reason, don’t ask for any information 
that is not strictly necessary.
 
Choose the Correct Sales Timing 
Timing is everything when launching ticket sales. Data suggests 
that Mondays and Wednesdays, during late mornings (10:00 - 

12:00 AM) and post-work hours (17:00 - 19:00 PM), are the best 
times to launch ticket sales. These times align with potential buy-
ers’ schedules, making them more likely to engage and purchase. 
 
Maintain continuous Engagement 
Keep your audience engaged throughout the ticket sales period. 
Use teaser campaigns, regular updates, and interactive content 
to maintain interest. Consistent communication helps keep your 
event top-of-mind and encourages ticket sales. 
 
Implement Scarcity Tactics
Creating a sense of scarcity can drive faster purchasing deci-
sions. Limited-time offers, countdowns, and highlighting low-ticket 
availability can create urgency and encourage buyers to act 
quickly. FOMO is real! 
 
Utilize Social Media Effectively
Social media is a powerful tool for promoting your event and 
selling tickets. Use targeted ads, influencer partnerships, and 
engaging content to reach a broader audience. Ensure your social 
media strategy aligns with your overall ticket sales goals. 
 
Offer Group Discounts
Encourage group purchases by offering discounts for bulk ticket 
purchases. Group discounts can increase overall ticket sales and 
bring more attendees to your event. 
 
Analyse and Adjust your Strategy
Continuously monitor your ticket sales and marketing efforts. Use 
analytics to identify what’s working and what’s not. Adjust your 
strategies based on data insights to improve your ticket sales 
performance. 
 
All in all, selling more tickets requires a strategic approach that 
combines data-driven marketing, effective engagement tactics, 
and optimal timing. By implementing these ten essential tips, event 
organisers can boost ticket sales, enhance audience engage-
ment, and ensure the success of their events. Remember, the key 
is to continuously engage with your audience, use data to guide 
your efforts, and remain adaptable to changing circumstances.

Successful nights at the track like this one have 
a good advertising plan, a great event and a little 
blessing from Mother Nature to help you sell tickets.
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CREDIT CARD PAYMENTS

How to Accept Credit Card Payments 
 
While many of us accept credit cards, there are a great deal of 
facilities that remain cash only and we thought it would be a great 
time to look at the process of being able to accept a credit card for 
a form of payment. It can be intimidating but one you’ve done the 
work and you’re able to accept the card, you won’t leave as much 
as money on the table and potentially increase profits. 
Accepting credit cards helps small businesses increase revenue 
and attract more customers. This step-by-step guide explores 
ways to take payments online, in person, and over the phone. 
 
Aside from fees, it’s hard to argue against the benefits of ac-
cepting credit cards. Electronic payment options are convenient, 
support multichannel sales, and boost revenue. The flexibility and 
simplicity of modern payment systems allow businesses of all siz-
es, from the freelancer with occasional one-off transactions to the 
e-commerce retailer with high-volume sales, to accept credit card 
payments from any location or platform. 
 
Once you find the right payment service provider (PSP), setting up 
your account is straightforward. Learn how to accept credit card 
payments as a small business and see solutions to jump-start your 
research. 
 
How to accept credit card payments for a small business 
 
An account with a payment processor is the minimum requirement 
for an individual or business to receive card payments. You may 
need to take additional steps or purchase hardware, depending on 
your situation. 
 
What every business needs for credit card processing 
 
Electronic payments, including mobile wallets like Apple Pay and 
credit and debit cards, use sophisticated infrastructure to connect 
to the customers’ bank and credit card networks. The merchant 
account provider or credit card processor is the go-between that 
facilitates these transactions. 
 
It isn’t feasible for a small business to build and maintain the 

technologies necessary to accept credit cards, so you must 
partner with a third-party payment processor like Helcim, Stripe or 
ProMerchant. However, payment acceptance tools and functional-
ity vary among providers. Understanding how credit card process-
ing works and how vendors differ can inform your decision-making 
process. 
 
Understanding how your business processes transactions and the 
volume can help you compare vendors and find the best rates. 
 
Steps to accepting business credit card payments 
Before processing credit cards over the phone or online, you must 
find a processing provider, establish an account, and set up your 
services. Many options exist, offering affordable processing fees 
and various payment terminals. 
 
1. Assess your credit card processing requirements 
Credit Card Processing Fees vary between providers and payment 
methods. Understanding how your business processes transac-
tions and the volume can help you compare vendors and find the 
best rates. 
 
For instance, two providers may offer nearly identical online pro-
cessing fees, but one may charge a much higher rate for invoicing. 
A small business that collects most of its credit card payments 
through invoices should look for a processor with lower invoice 
rates, preferably one that integrate with existing software or that 
has better invoicing tools. 
 
Consider the following questions before beginning your search for 
a credit card processing provider: 
 
•Where do you process the most transactions (in-person, online, or 
over the phone)? 
•What is the average dollar amount of your transactions? 
•Do you want to accept all major credit cards (Visa, Mastercard, 
Discover, American Express)? What about mobile payments like 
Google Pay? 
•Will your payment service integrate with your existing website, or 
do you want vendor-provided checkout services? 
•Do you have a point of sale (POS) system that you need to inte-
grate with payment terminals or card readers? 
•What type of hardware does your business require to process 
payments? 
•Will you implement a surcharge or cash discount program? 
Is your business considered high risk? These industries may 
include cannabis, telemarketing, and credit repair. 
•Do you want mobile payment apps to manage your merchant 
account services or for payment processing? 
•Would you like to accept international payments or local curren-
cies in the near future? 
•Do you anticipate having $10,000 or more in monthly credit card 
sales?
 
2. Compare payment processors and pricing 
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First, many credit card processors have similar rates, especially 
those that charge flat fees. However, even slight differences can 
affect companies with different pricing models. 
 
Suppose your business has a high transaction volume, but most 
sales are less than $25. In this case, a vendor offering a slightly 
higher percentage rate but a lower cents per transaction fee could 
be the better deal. On the other hand, when your average ticket 
is over $100, but you have fewer total transactions, the opposite 
could be true. 
 
A great way to compare credit card processors is to create a 
mock-up of your sales and calculate your fees for each provider. 
But as noted above, costs are only one part of the picture. Find 
information from the processor’s website and check out online 
reviews to get an idea of what to expect. Then, schedule a consul-
tation with the vendor. 
 
Have a list of questions ready so you can get a quote, learn about 
payment processing times, and understand how their company 
supports your business and integrates with your site and systems. 
 
3. Choose a credit card processor and open an account
 
Once you’ve compared vendors to find the best credit card pro-
cessing provider for your small business, it’s time to apply. Many 
services offer online applications and quick approval times. 
 
However, you need a business bank account to get paid. Although 
the funding process differs between processors, ultimately, pay-
ments transfer from the customer’s account to a merchant account 
and then to your business bank account. 
 
4. Set up your payment processing systems
 
To begin accepting credit card payments online, over the phone, 
or in person, you must configure your account and any hardware. 
Providers like ProMerchantt may offer free, preconfigured EMV and 
near-field communication terminals. If you go with an all-in-one 
service like Cloverr, you will have a more extensive set-up process 
involving a POS system. 
 
The process is straightforward for small businesses using a smart-
phone to take payments. It involves downloading the payment app 
and completing the signup process. Tap to Pay works on Apple 
devices, and you can add mobile card readers to accept credit 
cards through a contactless tap, swipe, or inserted chip card. 
 
E-commerce configurations can be more complex, depending 
on your website, processor, and online payment gateway. Your 
provider should offer technical support, and your e-commerce soft-
ware may also have tutorials. 
 
Ways to accept credit cards 
 
Now that you’ve met the prerequisites for accepting credit card 

payments at your small business, it’s time to process them and get 
paid. Most customers are familiar with these checkout methods. 
 
A 2023 Federal Reserve study showed that 60% of all payments 
were made by debit and credit cards (31% credit and 29% debit). 
Follow these steps to take payments from your customers. 
 
Process in-person payments
 
To accept card payments in a restaurant, retail store, or food truck, 
you can use a stand-alone credit card machine or a POS with an 
integrated payment terminal. For portability there are several com-
panies that offer hand-held terminals with built-in receipt printers. 
 
The process varies slightly, depending on the hardware and POS 
features, but cashiers typically follow these steps: 
 
•Calculate the sales total and select the payment method. 
•Ask the customer to insert, swipe, or tap their credit card. 
•Customers may finalize the transaction by signing a paper receipt 
or on-screen display. 

Use your mobile device to take payments 
 
For many startups and freelancers, mobile payment processing is 
the easiest way to accept credit cards. Several vendors, including 
several services that, offer free applications known as mobile POS 
apps. Some also provide card readers that connect to Android and 
iOS devices through Bluetooth, a headphone jack, or a Lightning 
connector. 
 
Take payments from customers with your phone with the following 
steps: 
 
•Open the mobile app, and then enter the buyer’s total, or select 
the products or services from inventory. 
•Swipe or insert the customer’s card, or ask them to tap to pay if 
your hardware supports contactless payments, 
•If necessary, shoppers can sign the screen to complete the pay-
ment and request a receipt through email or text. 

Accept a credit card payment online
 
Although small businesses don’t need hardware to take online 
payments, they require payment gateways, which transmit card 
data to credit card processors. Most PSPs offer online payment 
services; some integrate with e-commerce platforms that are web 
based in design. 
 
Alternatively, you can select a payment processor that provides 
website tools for building online stores and checkout pages. There 
are others that have solutions for small businesses without an exist-
ing e-commerce presence. 
 
Take payments over the phone
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“I have learned more at the RPM Workshops 
and Trade Shows then I do at any other 
Trade Show”, Gregory Geibel, General Man-
ager, Promoter, Lernerville Speedway

When customers want to pay over the phone, you can process 
transactions through a virtual terminal, mobile app, or onsite hard-
ware. Card-not-present (CNP) payments cost more than in-person 
transactions but help small businesses collect past-due bills and 
prepayments for delivery orders. 
 
Accept CNP credit card payments over the phone by completing 
the following steps: 
 
•Generate a sale through a virtual terminal or POS system. 
•Follow the on-screen instructions to request customer information. 
•Verify that the information and sales total are correct before sub-
mitting. 
•Finalize the sale and tell the buyer how they will receive their 
receipt.
 
Alternative payment acceptance methods
 
Secure payment systems come in all shapes and forms, giving 
merchants the flexibility to receive funds when, how, and where 
they want. 
 
Review these guides to learn how to process credit cards: 
 
•SMS Payments: Send customers a text message to request mon-
ey. When they click to pay, they land on a payment page where 
they can complete the transaction. 
•QR Code: Create a code for shoppers to scan using a quick 
response (QR) code generator. 
•Recurring payments: Streamline subscription and membership 
payments with an automated payment processing tool. 

Cost of accepting credit card payments
 
When a business processes credit cards, it pays fees to the card 
networks (Visa, Mastercard, American Express, and Discover) and 
the merchant account provider or PSP. The total per transaction 
can range from 1.5% to over 3.5% plus 10 to 40 cents. The cheap-
est way to take credit card payments is to use an EMV card reader 
and manually enter the card details. 
 
Vendors may charge for virtual terminals, payment gateways, and 
other services in addition to transaction fees. Review the terms of 
service, understand common terminology before signing any con-
tracts, and look over your monthly statements to catch any hidden 
charges. 
 
Credit card payment solutions 
 
While Square, PayPal, and Stripe are well-known flat-rate pro-
cessing services, small businesses should consider alternatives 
before settling on a provider. They may offer similar or better rates, 
support, and hardware with more long-term scalability. 
 
Before making any business decision, you should consult a profes-
sional who can advise you based on your individual situation.
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The RPM Newsletter and Workshops was once again part 
of the TOPS H.Q. Workroom and Lounge which provides 
meeting space for Track Operators, Promoters and Sanc-
tioning Bodies, along with hosting the popular “BS & 
Brews” which gives industry folks the opportunity to net-
work and let their hair down in casual conversation.
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Keeping Tabs on the IMCA Super Nationals - Car Count 
Hits 1,032
 
Another IMCA Speedway Motors Super Nationals fueled 
by Casey’s, another record number of cars. With Modi-
fieds and Stock Cars beginning qualifying today at Boone 
Speedway, car count for the 42nd annual Super Nationals 
is at 1,032, up from 1,017 last year, 1,000 in 2022 and 909 
in 2021.  
 
“We’re just going to keep building on what makes IMCA 
racers want to race here,” said IMCA President Brett Root. 
“This place hits the mark on everything drivers want, start-
ing with a really racy track and all the other details that go 
with it, like the format and pit parking.” “Boone is a very, 
very competitive track. We added more dirt this year and 
continue to put the focus on where it needs to be,” he em-
phasized. “The event staff that makes up Super Nationals 
has been doing this a long time and really helps make the 
entire week America’s Racing Vacation.”  
 
Three divisional records have been established this year 
with 264 Stock Cars, 168 Hobby Stocks and 78 STARS 
Mod Lites. Also seeing action over the course of the Sept. 
2-7 Super Nationals at Iowa’s Action Track will be 223 Mod-
ifieds, 176 Northern SportMods, 84 Sport Compacts and 39 
Late Models. Those cars come from 30 states, equaling the 
mark set last year, two Canadian provinces and Australia. 

Ultimate Motorsports Park - formerly known as Friend-
ship Motor Speedway reopened  
 
Ultimate Motorsports Park - formerly known as Friendship 
Motor Speedway — hosted its grand reopening on Satur-
day, Aug. 26. The Elkin, NC, track—shuttered for almost 
a year—is now owned by Bobby and Jessica Koehler of 
Mount Airy. 
 
The Koehlers own the Koehler Motorsports team, which 
fields Dirt Late Model entries for their sons Jordan Koehler 
and Evan Koehler along with racing veteran Jimmy Owens. 
 
“The opportunity to purchase Friendship Motor Speedway 
was presented to me, and I’m passionate about keeping 
racing going in our area, so it seemed like a natural fit,” 
Bobby Koehler said. 
“We’ve got a lot of big plans for the facility. I have a vision 
of making this place look like a ‘smaller dirt track at Char-
lotte’ and our crews are starting to work immediately. It’s 
obviously going to take time to get everything the way we 
want it, but I couldn’t be more excited about the future for 
the facility.” 
 
The facility will operate under the direction of Wayne 
Quesinberry of Mount Airy, who has been involved in 
various facets of racing since he was 16 years old and has 
multiple feature wins in late models. 
 
Among the planned improvements for the facility are the 
removal of the asphalt under the existing surface, the 
placement of a new red clay surface, construction of a 
complete onsite campground, relocation of the infield pits 
to the outside of the track, and more. 
 
After more than 30 years of hosting races, the speedway 
announced it was canceling the remainder of its races in 
August 2022. The decision was reached due to a group 
boycott of the track, non-compliance with safety standards 
by fans, littering and vandalism, among other reasons stat-
ed by track officials.

Super Late Models roar around Ultimate 
Motorsports Park - formerly Friendship Mo-
tor Speedway - in Elkin, NC - as the speed-
way became another “good news” story and 
reopened this past August.
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Most teams were pleased with the system, which is essentially a 
franchise tag that gives team owners something of value beyond 
cars, parts and pieces. 
 
“It is incredibly challenging to get a large group of owners to 
agree on something, and certainly there was some give and take 
but, in the end, I believe this is a path that is beneficial for all of 
the owners and for IndyCar, while also maintaining the availabil-
ity for open competition,” said Larry Foyt, president of A.J. Foyt 
Enterprises. 
 
But the system does little to move the needle for Arrow McLaren 
Racing chief executive officer Zak Brown, who wasn’t sure what 
the team actually gained in the charter agreement. 
 
“I have found that there’s nothing material in there that drives 
for us any substantial incremental value. So if the hype was this 
is going to be a big thing and be great for the foundation of an 
IndyCar team, I haven’t seen those benefits,” Brown said. “It’s not 
bad. I think it’s good that it’s a first step. But there’s no revenue 
sharing model. Indy, I don’t have a guaranteed spot. 
 
“It really only helps, from my perspective, helps in an event if a 
race is oversubscribed. If we had a (crash) in qualifying ... and 
couldn’t qualify, I’m protected to make the race. From what I can 
see, that’s what I’m getting.” 
 
But rival Ganassi ranked the arrival of charters in IndyCar impor-
tance behind only the merger of the defunt CART Series with the 
IRL that create America’s current open-wheel series, and Roger 
Penske’s 2020 purchase of the series and Indianapolis Motor 
Speedway. 
 
“When you look back in the modern era of IndyCar racing, you 
will look at a few important moments,” Ganassi said. “I truly be-
lieve the charter system will be the third.” 
 
IndyCar did sign a new television deal with Fox Sports that 
begins next year, and team owner Ed Carpenter indicated the 
TV package and charter agreement paved the way for upcoming 
organizational announcements. Presumably, Carpenter needed 
the charter system finalized and the Leader’s Circle bonuses for 
his two cars to be able to sign his 2025 lineup.

GET IN THE KNOW
IndyCar goes to Charter System - The system doesn’t guar-
antee starting position in the Indianapolis 500
 
IndyCar has finalized a charter system for 25 entrants that pales 
in comparison to the contentious deal reached between NASCAR 
and its teams but does give 10 open wheel organizations some 
guarantees 
 
IndyCar on Monday finalized a charter system for 25 entrants 
that, while it pales in comparison to the contentious deal reached 
between NASCAR and its teams over their revenue sharing mod-
el, does give 10 open wheel organizations some guarantees. 
The initial agreement runs through the 2031 season and ensures 
the 25 chartered cars a starting spot in all IndyCar races except 
the Indianapolis 500. Teams will still have to qualify on speed for 
the Indy 500’s 33-car field, and that was one of the biggest ele-
ments of negotiations as opinions were divided among tradition-
alists and those seeking greater value for their teams. 
 
Chartered entries are also the only cars eligible for the Leaders 
Circle program, which is a monetary bonus awarded by IndyCar 
to the top 22 finishers at the end of each season. That bonus 
money covers significant portions of some teams’ annual bud-
gets. 
 
“This is an important development that demonstrates an aligned 
and optimistic vision for the future of our sport,” said Mark 
Miles, president and CEO of Penske Entertainment Corp. “We’re 
pleased to have a system in place that provides greater value for 
our ownership and the entries they field.” 
 
Charters were extended to team owners based on full time 
entries over the previous two seasons and capped at three per 
team. The cap most affected Chip Ganassi Racing, which fielded 
five cars this year. 
 
But Ganassi has created an alliance with Meyer Shank Racing 
and Marcus Armstrong will move to MSR after two seasons with 
Ganassi. It is not clear what will happen to the fourth car at Ga-
nassi, who also fielded entries for six-time champion Scott Dixon, 
three-time champion Alex Palou, and rookies Linus Lundqvist 
and Kyffin Simpson. 
 
Lundqvist had indicated at last week’s season finale that he 
would be the odd man out with no plans for 2025. 
 
Andretti Global, Arrow McLaren, Ganassi, Rahal Letterman 
Lanigan and Team Penske all received three charters. AJ Foyt 
Enterprises, Dale Coyne Racing, Ed Carpenter Racing, Juncos 
Hollinger Racing and MSR received two charters each. 
 
Prema Racing, which is entering IndyCar next year with two cars, 
did not receive any charters. The team announced last week 
Callum Ilott as the first of its two drivers. 
 

The new IndyCar charter agreement still 
leaves qualifying on the table for the greatest 
spectacle in racing, the Indianapolis 500. 
Good news for old school racing enthusiasts.



PG 20RACING PROMOTION MONTHLY • ISSUE 54.9

GET IN THE KNOW
MyRacePass Updates 
 
Fall is here, and there has been a lot of good racing so far in 
September. It seems like every time we open social media 
or turn on a PPV there are just really good races happening 
across the country.  
 
Let’s start with sharing the 1099 video again. This has proven 
helpful for many, many tracks in the past so I want to make 
sure everyone has a chance to see it!
 
Working with 1099 Forms in MyRacePass 
 
Season Passes are most certainly a thing here at MyRace-
Pass. Now is a great time to reach out to the MRP Team to 
learn about how you can get 2025 Season Passes available to 
your fans which would make a great Christmas Gift! 
 
Manually adjusting lineups can be necessary for many as you 
run new and unique formats that might not be built into MRP 
at this time. Here is an article for manually adjusting lineups 
here
 
Manually adjusting lineups article 
 
We get a lot of questions from fans and tracks alike 
about Ticket Refunds. Here are 3 different articles showing 
how they work for promoters to see. 
 
Issuing Refunds for Rainouts/Cancellations
 
Refunding an individual ticket
 
Migrating tickets from one event to a new event 
 
A reminder! Make sure to confirm or refund your paid registra-
tions! 
 
It can be a good idea for your end-of-the-year banquets to 
have tickets available. It not only helps to get a head count, 
but also alleviates the lines to get into your banquet halls. 
 
If you are interested in a ticket map for your grandstands, pits, 
campgrounds, or anything else in 2025, now is the time to get 
the process started! Please reach out with any questions you 
might have! 
 
The same holds true for announcer audio in the MyRacePass 
app! If you have questions about connecting for your fall spe-
cials or for 2025, please reach out!

Mark Your Calendars - RPM Workshop Dates for 2024 
and 2025 
 
The RPM Workshops dates for next year following RPM@
Daytona in 2024 will be as follows: 
 
RPM Western Workshops will take place on December 3, 4 
and 5, 2024. 
 
RPM@Daytona will take place February 9, 10 and 11, 2025 
and will likely take place at The Shores in Daytona Beach 
Shores, Florida, provided things do not change.



PG 21RACING PROMOTION MONTHLY • ISSUE 54.9

GET IN THE KNOW

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
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Following an interesting meeting at PRI that happened 
quite by chance, we have chose to add Australia and New 
Zealand into our voting. Australia and New Zealand have 
a hotbed of racing. In addition to this we have adjusted 
the regions to include our neighbors to the North. As RPM 
continues to seek growth, we feel this is a positive move for 
the organization. 
 
Region 1; 
 
Canada - Nova Scotia, Quebec, Prince Edward Island, New 
Brunswick, Newfoundland 
 
United States – Maine, Vermont, New Hampshire, Con-
necticut, New York, 
Massachusetts, Rhode Island, Pennsylvania, New Jersey, 
Delaware, 
Maryland 
 
Region 2; 
 
United States – Virginia, Tennessee, North Carolina, South 
Carolina, 
Georgia, Florida, Alabama, Mississippi, Louisiana, Kentucky 
 
Region 3; 
 
Canada – Ontario 
 
United States – Michigan, Ohio, Indiana, Illinois, 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, Iowa 
 
Region 6; 
 
Canada – Alberta, British Columbia, Northwest Territories, 
Yukon 
 
United States – Idaho, Washington, Oregon, California, 
Nevada, New 
Mexico, Arizona, Utah, Alaska, Hawaii 
 
Region 7; 
 
Australia, New Zealand
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Left-to-Right; The Internattional Classic is still alive and well at the Oswego (NY) Speed-
way. Once guided by former ARPY, Dick O’Brien, the race still has all of the pomp-and-cir-
cumstance (top) along with an exciting and different race for the unique machines. Does 
the unique event still matter? (below). This is a great question for promoters who are 
hosting traditional events from coast-to-coast.

Above; We just thought this was a unique 
billboard and it also shows money will 
come from anywhere for advertising. The 
company has a product and with taste it 
was placed on a billboard. Congratulations 
for making this look the way it does.

Above & to the Right; Glenn Styres and 
his staff att Ohsweken Speedway in 
Central Ontario have done a marvelous 
job with their facility. The paved, concrete 
areas well marked in the pits for pedes-
trians is great. Also the signs remind you 
where you are and help to keep you from 
being hit by a wayward racecar.
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Styres built a massive facility for holding his track prep equipment. The 
track equipment produces wide multi-groove race track for racers.

Above; RPM friend Sean Gibbs submitted this 
photo of Delaware Speedway near London, 
Ontario, which has seen a reviaval in recent 
years as many improvements have been made 
to the facility which was once owned by Tony 
Novotny, who also owned CASCAR.  The 
United Racing Series currently operates and 
promotes the Speedway. The track is Canada’s 
longest running asphalt speedway.

A photo of the track at Hum-
berstone Speedway near Port 
Colborne, Ontario, where 
the last weekend of racing is 
rapidly approaching on October 
4th and 5th. After the event 
on the 5th the track will cease 
operations, which will see one 
of the longest running tracks in 
Canada close its doors.
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Left: While we like to joke in regard to trailers at the race track, recently in a 
feature division race this trailer hauled the winning car of Jessie Kent to the track. 
The racecar photos really don’t matter. The Kent family has been a fixture in 
Northeast racing and doesn’t have a lot to spend on their effort so they spend it 
wisely without flash and pretentious purchases.

Left; For those of you 
that donate, “Thank 
You” this brick sets 
just outside the main 
entrance to the Roswell 
Park Institute campus. 
We sincerely appreciate 
your consideration 
and hope that you will 
continue to support 
our fight against such a 
terrible disease.

Above; Have a major event? Always take a class photo. Michelle Holmes-An-
derson, an official and office manager with Race of Champions demands it. The 
photos are great keepsakes, could boast souvenir or program sales and if you 
have a 74-year old trophy it’s great to gather everyone around it.
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WEST VIRGINIA MOTOR SPEEDWAY HAS BEEN PLACED ON THE MARKET 
FOR SALE.

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

HERMISTON RACEWAY IN OREGON IS NOW AVAILABLE FOR SALE

STATELINE SPEEDWAY  
IN BUSTI, NY FOR SALE

77 acre property, with a ranch home, in addition to the stock car track is 
a gokart track. The facility, in the Southern Tier of New York is very near the 
Pennsylvania border, with pride and upkeep being a focus on the facility, this 
track is ready for the right owners. 
 
More information can be found here; 4150 Kortwright Rd, Jamestown, NY 
14701 | MLS #R1453778 | www.loopnet.com/Listing/4150-Kortwright-Rd-
Jamestown-NY/27671334/ 
 
Note that there has been a significant price reduction for this facility and from 
an RPM perspective, it is worth it.

This 25.47 acres of industrial land offered at 2,000,000 USD in Hermiston, Oregon at 81242 N Highway 395. The sale is subject to a least that will expire 
September 30, 2024. 
 
More information can be found here; www.loopnet.com/Listing/81242-N-Highway-395-Hermiston-OR/31063623/
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2914 E. BATTLEFIED ST., SPRINGFIELD, MO 65804 
417-553-9105 Navigating each client with the precision 
and skill derived from 40 years of full-service experience. 
Taking the specifics of your identity as an idea or program 
and route your campaign in the most-effective manner 
possible driving results you can see.

MEDIA & STREAMING SERVICES 
SPEED SPORT, SPEED SPORT TV,  
TURN 3 MEDIA
WWW.SPEEDSPORT.COM 
WWW.SPEEDSPORT.TV 
142 F SOUTH CARDIGAN WAY, MOORESVILLE, N.C. 
28117 704-790-0136 Media provider, formerly National 
Speed Sport Newss owned by Chris Economaki, Speed 
Sport has become a multifaceted media company offering 
publicity platforms for all forms of motorsports in addition 
to providing a full streaming service led by Chris Graner 
and Rivet.

PERFORMANCE RACING INDUSTRY (PRI)
WWW.PERFORMANCERACING.COM 
1256 MAIN ST, 
SPEEDWAY, IN 46224 317-717-0867 
Since it’s inception in 1986, Performance Racing Industry 
(PRI) has served the motorsports as key source for trends, 
merchandising, new products, business strategies and more. 
PRI is also the developer of the world’s premier auto racing 
trade show, held each December in Indianapolis, Indiana.

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

RACING AMERICA 
WWW.RACINGAMERICA.COM  
7188 WEDDINGTON ROAD, UNIT 144, CONCORD, NC 
28027 705-534-0161
Racing America continues to provide short track racing 
coverage throughout North America, streaming online as 
well as media coverage.

MOTORSPORTS SAFETY

INTERNATIONAL COUNCIL OF 
MOTORSPORTS SCIENCES (ICMS) 
WWW.ICMSMOTORSPORTSSAFETY.ORG 
9305 CRESTVIEW DR. DENTON, TC 76207 940-262-
3481 An organization of passionate professionals 
dedicated to advancing the scientific, medical, 
and educational aspects of the human element in 
motorsport. The mission is: through rigorous research 
and collaborative discussions, to bring forth the latest 
innovations and initiatives in motorsport safety. 
 
THE JOIE OF SEATING 
WWW.THEJOIEOFSEATING.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.PRINTEDIMAGEOFBUFFALO.COM 
1906 CLINTON STREET, BUFFALO, NY 14206 
716-821-1880 Y
our one stop source for printing, graphics, design and 
promotional materials for the all of your print house needs.

RACE TIRES 
HOOSIER RACING TIRE 
WWW.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-

ADVOCACY 
UNITED STATES MOTORSPORTS  
ASSOCIATION 
UNITEDSTATESMOTORSPORTS.COM
E-MAIL: info@unitedstatesmotorsports.com
166 CRYSTAL CIRCLE, MOORESVILLE, NC 28117 
704-325-8003 Formed in 2015 by a coalition of industry 
businesses who recognized the need for greater organization, 
data and state/local advocacy for racing. Working every day 
all day as America’s Grassroots Racing Advocate.

ADVERTISING & DESIGN
SIMES GRAPHIC DESIGNS 
WWW.SIMESGRAPHICDESIGNS.COM 
414 MAIN ST., MANDAN, ND 58554  
888-457-4637 Simes Graphic is full-service art studio that 
services short track racing. They design and print all types 
of brochures, posters, promotional materials.

PRINTED IMAGE OF BUFFALO
WWW.PRINTEDIMAGEOFBUFFALO.COM 
1906 CLINTON ST, BUFFALO, NY, 14206 
Your one stop source for printing, graphics, design & 
promotional materials for the racing industry.

APPAREL, SOUVENIRS, NOVELTIES 
RACE TRACK WHOLESALE 
WWW.RACETRACKWHOLESALE.COM 
817 DELAWARE, INDEPENDENCE, MO 64050, 
816-718-2231 FAX: 866-365-2231 
Wholesale distributor of racing souvenirs, imprinted 
promotional items, apparel, and track supplies. Serving 
short track racing since 2008.

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

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 - GRAND 
FORMAT PRINTING 
WWW.GCI-DIGITAL.COM 
5031 WINTON RD. CINCINNATI, OH 45232 
513-521-7446 Professional production for the fast and 
seamless way to produce your Grand Format Printing.

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

DECALS
RACECALS
WWW.RACECALS.COM 
E-MAIL: info@racecals.com
24215 SE GREEN VALLEY RD, AUBURN, WA 98092 
1-888-928-8322 Printing quality decals for the 
Motorsports industry, coast-to-coast and every genre of 
motorsports you’ll RaceCals work. Die Cutting; Digital 
Printing; Banners and Designing are all things you can 
count on RaceCals for.

INSURANCE, RISK MANAGEMENT 
K&K INSURANCE GROUP 
WWW.KANDKINSURANCE.COM 
1712 MAGNAVOX WAY, PO BOX 2338,  
FT. WAYNE, IN 46801-2338 800-348-1839

K&K INSURANCE GROUP CANADA 
WWW.KANDKCANADA.COM 
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#101-5800 EXPLORER DRIVE,  
MISSISSAUGA, ON, L4W 5K9, 800-753-2632 
The industry’s largest provider of racing insurance. 
More than 60 years of underwriting and risk 
management experience. Motorsport’s most 
experienced in-house claims staff. International 
service capability.

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

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

SAFEHOLD 
WWW.SAFEHOLD.COM/INSURANCE-PROGRAMS/
MOTORSPORTS/ 
2050 WEST SAM HOUSTON PARKWAY SOUTH, SUITE 
1500, HOUSTON, TX 77042
Decades of risk management experience in motorsports, 
Safehold understands the industry’s unique exposures. 
Offerings of participant primary and excess medical 
coverage, as well as other benefits for drivers, crews, and 
other participants.

SPORTS INSURANCE SPECIALISTS 
WWW.SPORTSINSURANCESPECIALISTS.COM 
14033 ILLINOIS ROAD, SUITE A, FORT WAYNE, IN 
46814, 855-969-0305 Sports Insurance Specialists 
offers a complete motorsports portfolio of participant and 
spectator insurance. A proven industry leader. “Let’s kick 
some rIsk.”

LUBE, FUEL, ADDITIVES

AMP LIVE EVENTS,MONSTER TRUCK 
NITRO TOUR 
WWW.MONSTERTRUCKTOUR.COM 
429 MONROE ST., OCONTO, WI 54153 
920-819-2023 Producers and provides of Live Monster 
Truck events.

LUBE, FUEL, ADDITIVES 
SUNOCO RACE FUELS 
WWW.RACEGAS.COM 
PO BOX 1226, LINWOOD, PA 19061 800-722-3427 
The largest refiner of racing gasoline. National distribution 
of quality brands. SUNOCO, Turbo Blue, and Trick.

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

FUEL FACTORY USA
WWW.FUELFACTORYUSA.COM 
E-MAIL: info@fuelfactoryusa
4431 WILLIAM PENN HWY., SUITE 6, 
MURRYSVILLE, PA 15668 1-412-404-3329 
Performance-driven, built for racers by racers. Focused 
on race fuel, plain and simple A desire to go fast and 
win, with the same goal for you. Fuel Factory, building a 
culture, built for speed.

MARKETING
DIGITAL THROTTLE, LLC
WWW.DIGITALTHROTTLE.COM 
E-MAIL: INFO@DIGITALTHROTTLE.COM  
774 MAYS BLVD #10-45, INCLINE VILLAGE, NV 89451 
800-314-4702 Founded in 2009, we specialize in 
managing digital advertising for clients in automotive, 
powersports & motorsports markets. Working across all 
platforms: Social, Video, Display, Search & eCommerce. 
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.

VIETTI MARKETING GROUP
WWW.VIETTIMARKETING.COM 

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

T3 – TIRE TRACKING APPLICATION 
2180 N PAYNE RD LAKE RD, MIDDLEVILLE, MI 49333, 
269-348-1347 E-Mail: buddy@t3tireapp.com 
The “Mobile Application” that is changing the tire tracking 
and inspection game. Easy to use mobile tire scanning 
application for us at the trackside tire inventory tracking.

RADIOS, COMMUNICATIONS 
RACECEIVER RACE COMMUNICATIONS 
WWW.RACECEIVER.COM 
872 MAIN ST. SW, UNIT D2, GAINESVILLE, GA 30501, 
866-301-7223 Raceceiver one-way radios and race 
communications.

WADDELL COMMUNICATIONS 
WWW.FACEBOOK.COM/WADDELL-COMMUNICATIONS 
12 NOB RD., PLAINVILLE, CT 86062, 860-573-8821 
Racing Electronics Authorized Dealer with a focus on 
successful communication plan for competitors, officials, 
track and series applications.
 
TRACK TUNE  
WWW.TRACKTUNE.LIVE 
11528 197 ST. SE SNOHOMISH, WA 98296 425-766-
3440 Providing a mobile application so fans may hear 
your announcers utilizing the application through their 
mobiile device and speaker system.

 RELIGIOUS SERVICES 
RACING WITH JESUS MINISTRIES 
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-INTERNATIONAL MOTOR CONTEST ASSOC. 
WWW.IMCA.COM 
1800 WEST D STREET, VINTON, IA 52349  
319-472-2201 The nation’s oldest, largest, and leading 
sanctioning body. We focus on affordable divisions to 
assist the profitability of our sanctioned facilities and 
events.

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

WISSOTA PROMOTERS ASSOCIATION 
WWW.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 Hornets. 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.

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

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.
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TRACKSIDE APP 
WWW.TRACKSIDEAPP.COM 
1321 DAVIS ST. SW., CANTON, OHIO 44706 330-754-
3364 Trackside has been refined to provide seamless 
event management, marketing and ticketing that makes 
events better for event organizers.

TIMING, SCORING, DISPLAYS

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

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

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

WESTHOLD CORPORATION 
WWW.WESTHOLD.COM
E-MAIL: INFO@WESTHOLD.COM 
5355 E. 38TH AVE., DENVER, CO 80207 408-533-0050 
Westhold is a leading seller and manufacturer of race 
timing and scoring systems, scoreboards, message 
centers, video displays, and software.

WEATHER INSURANCE 
VORTEX INSURANCE AGENCY 
WWW.VORTEXINSURANCE.COM 
7400 W. 132 ND ST., SUITE 260, OVERLAND PARK, KS 
66213, 913-253-1210 Vortex Insurance offers weather 
insurance policies to mitigate the financial risk adverse 
weather presents in business.

WEBSITES & E-COMMERCE 
FIRETHORN MARKETING 
WWW.FIRETHORNMARKETING.COM
E-Mail: clint@firethornmarketing.com 
500 NORTH ESTRELLA PARKWAY, GOODYEAR, AX 85338  
304-481-2464 - Firethorn Marketing offers develops 
incredibly easy to manage and fully responsive websites.

MYRACEPASS 
WWW.MYRACEPASS.COM 
PO BOX 81666, LINCOLN, NE 68501 402-302-2464 
MyRacePass is a leader in the software development in 
motorsports specializing in a Race Management System, 
Website Development, Online Ticket Sales and Apparel Design.
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A SINCERE RPM “THANK YOU” GOES OUT  
TO THE FOLLOWING GROUP OF EXHIBITING  

COMPANIES WHO HELPED MAKE THE  
50TH 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);

K&K INSURANCE (FORT WAYNE, INDIANA);`

CHEVROLET PERFORMANCE PARTS (GRANDE BLANC, MICHIGAN);

TICKETSPICE (SACREMENTO, CALIFORNIA);```

MYRACEPASS (LINCOLN, NEBRASKA);

FIRETHORN MARKETING (GOODYEAR, ARIZONA);

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

IMCA RACING (BOONE, IOWA)

NASCAR (DAYTONA BEACH, FLORIDA);

RACE TRACK WHOLESALE (INDEPENDENCE, MISSOURI);

PIT PAY (CHARLOTTE, NORTH CAROLINA);

SIMES GRAPHIC DESIGN (MANDAN, N.D.);

RACECEIVER (GAINESVILLE, GEORGIA);

MYLAPS TIMING & SCORING (AMB) (ATLANTA, GEORGIA);

SPORTS INSURANCE SPECIALTIES (FORT WAYNE, INDIANA);

JONES BIRDSONG (CHANHASSEN, MINNESOTA);

VORTEX INSURANCE AGENCY (OVERLAND PARK, KANSAS);

WISSOTA (ST. CLOUD, MINNESOTA);

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) (SPEEDWAY, INDIANA);

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, NEVADA);

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.


