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RESEARCH

MILLENNIALS ARE...
...more likely to choose a brand that is socially aware

...more likely to choose a brand that is authentic 
...wanting to be rewarded with exclusitivity and unique experiences

...starting families or thinking about starting families
...consuming news and information digitally and from social media

... in contact with their parents more than all older generations

IN ORDER FOR A BRAND TO BE SUCCESSFUL 
IN MARKETING TO MILLENNIALS,  

THEY SHOULD COMMUNICATE A MORE 
MEANINGFUL MESSAGE AND PURPOSE.

• Not many car racing competitors       
in the US

• Already have the NASCAR             
Green program

• Part of the Green Sports Alliance
• Created by a family and continues to 

be family oriented 
• 4 out of 5 fans believe the earth is 

going through a period of climate 
change, thus are likely to follow 
NASCAR Green with future projects

• 3 out of 4 fans feel a personal 
responsibility to combat             
climate change     

• Personable racers
• Community
• Family
• NASCAR Green
• New sponsors

• NASCAR fans have a  
negative stereotype

• Races take on average around  
3 hours to complete

• Burns roughly 4 million pounds 
of emissions for each year, 
about 120,000 pounds during                         
one race weekend 

• Lack of awareness/knowledge      
about NASCAR Green

• Locations of the races force NASCAR 
to be somewhat localized in the 
south rather than nationwide

• Prime time sports: NFL, MLB,       
College Football, NBA

• Racing is still bad for                             
the environment

• Potential environmental laws/
actions could affect NASCAR                   
as a whole

• Not creating a lasting image
• Authenticity

STRENGTHS:

OPPORTUNITIES:

WEAKNESSES:

THREATS:

NASCAR GREEN HAS BEEN A PART OF NASCAR SINCE 2008, 
BUT PEOPLE ARE NOT AWARE OF ITS PRESENCE. THE GOAL OF 

NASCAR GREEN IS TO PROMOTE SUSTAINABILITY AND MINIMIZE 
NASCAR’S ENVIRONMENTAL IMPACT THROUGH CARBON OFFSETS, 

REFORESTATION, RECYCLING, SOLAR POWER, BIOFUELS AND MORE.
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OBJECTIVE TARGET 
MARKETThe goal is to rebrand NASCAR Green’s presence and to reposition the 

focus on family and tradition in order to appeal to the new casuals. The 
mission of NASCAR Green is to minimize NASCAR’s environmental 
impact, however, not many people know of its presence. Although 

NASCAR’s ideas are there, people lack awareness of NASCAR’s efforts in 
reducing its carbon footprint. NASCAR has been a sport that has gone 

through many generations, but one consistent theme has been the 
aspect of family. Thus, NASCAR Green should focus on creating a better 
environment for the next generation of NASCAR drivers and fans. Our 
audience cares about sustainability and are conscious of the brands 

they choose. 52% of Consumers are likely to show greater brand loyalty 
after seeing brands take a stand on social issues. 45% of Consumers 

believe that all brands should take a stand on environmental issues. A 
Nationwide survey by MIT Agelab found that 59.1% of millennials are 

concerned about protecting the environment, and 49.4% would say they 
protect the environment. Our audience falls underneath “the Drifters” 

category. Meaning, they will boycott companies with questionable 
environmental reputations. They can be avid recyclers, but might be 

hesitant to take further actions to reduce their carbon footprint. Drifters 
go back and forth, but camaraderie and a sense of belonging are what 

make Drifters want to be a part of the green lifestyle.

NASCAR CARES ABOUT THE 
FUTURE GENERATIONS OF FANS.

6

NASCAR’s target audience will be millennials ages 26 to 34 years old who are 
located within suburban areas and cities in the Northeast. These individuals 
may have a family, or are in the process of starting a family of their own. 
They are new casual fans who are familiar with NASCAR, but tend to stray 
away from the brand. Their individual annual income ranges from 50-70k, 
and the household income ranges from 100-120k. These fans care about the 
environment, and are willing to change their habits to decrease their carbon 
footprint. They also lean towards brands that are socially responsible.

These fans may be unaware of NASCAR Green or do not follow its involvement with the 
environment and community. In addition, these fans have lost a significant amount of 
interest in professional race car driving and in the NASCAR brand as a whole. When they 
do follow NASCAR, new casual fans are likely to have a favorite driver, and are proud to 
tell other individuals they are a NASCAR fan. They think NASCAR is affordable and plan to 
attend a race. For women, in particular, sharing NASCAR with the family is their favorite 
part of the experience.

Our audience cares about brands that are socially aware, authentic, family-orientated, and 
community-based. They expect brands to give back. NASCAR is already a family based brand 
and has various generations of drivers. 4 out of 5 NASCAR fans believe the earth is going 
through a period of climate change. 3 out of 4 fans feel a personal responsibility to combat it, 
therefore they are more likely to identify with NASCAR Green.

THEIR CURRENT PERCEPTIONS

SUPPORT FOR THE MESSAGE
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TARGET MARKET
THE NEW CASUALS

The Johnson family resides in suburb outside of Portland, Maine. The parents, Nick 
and Sarah, have an annual household income of about 110k. They are young parents 
at the ages of 28 and 30. They live comfortably with their two sons. Nick and Sarah 
are both familiar with NASCAR, but have strayed away from the sport. However, they 
are both avid sports fans, and enjoy watching them as a family. They are busy with 
work and taking care of their children. They enjoy playing sports with their sons and 
like to remain active outside as much as they can. Nick and Sarah do their best to be 
environmentally-conscious. In addition, both try and seek family-friendly events in the 
Portland area. Nick and Sarah also pay attention to the types of brands they use. They 
admire brands that take a stand on social issues, and are conscious of the ones that 
seem controversial.

Casual fan groups make up  
37% of NASCAR’s audience

Steady Casuals make up 23%
New Casuals make up 13% 

Who are the New Casuals?

22% live in the Northeast 48% live in suburban areas 37% live in urban areas

36% have kids52% male 48% female

The Johnson Family

8
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DIGITAL
CREATIVE EXECUTIONS:

SPOTIFY
WHAT WE’RE DOING

WHY IT WILL WORK

30-second audio advertisements paired with a visual banner ad including a link to 
the NASCAR Playoff schedule website where people can check race dates and find out 
locations. The ad will include the tagline “listen to the legacy” and will highlight the family 
origin and future of NASCAR. There will also be Spotify tents at the playoffs and other 
NASCAR sponsored events playing music and getting people excited for the races.

Spotify is a music streaming platform that reaches over 66 million people in the United 
States as of quarter 4 of 2018. In November of 2018, 38 million of those users were not 
subscribed to their premium streaming service meaning they heard or saw ads that were 
displayed in a banner while listening. Nearly one-third of Spotify users fall into our primary 
audience of individuals 26-34 years old. According to data provided by NASCAR, Spotify 
users are very receptive to ads; this matched with the abundance of users makes this a 
very practical channel to advertise through.

10
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GOOGLE
ADWORDS

WHAT WE’RE DOING

WHY IT WILL WORK

Google Adwords is an advertising platform used to generate traffic to websites using key 
words in order to make the business one of the top results in a Google search. We are 
targeting the following words to make NASCAR appear at the top of these search results:

Racing
We chose the term Racing because it is what fans expect from NASCAR and is what the sport is all about. This 
is the simple term that relates the most to the sport.

Family Sport
We chose the term of Family Sport because it is a fun environment for people of all ages to attend and pay 
attention to when it is broadcast on TV. Many parents might be Googling fun activities for their families to do 
or pay attention to and this will show families that it is a family friendly environment.

Sustainability
We chose the term Sustainability because it ties in to our whole focus for the campaign. It is important 
that fans see that NASCAR is putting effort towards becoming more sustainable, in order to engage the                 
new casuals.

Family Events
Similarly to the term Family Sport, Family Events will help parents see that NASCAR has a family 
environment. This Adword will also help promote the community events that are going to be hosted  
by NASCAR.

Google Adwords is a great tool to promote NASCAR and create more foot traffic to their 
website and social media platforms. These groups of words will show the different parts 
of NASCAR as a whole and help fans understand that there is more behind the sport than          
just racing.

YOUTUBE,
HULU, TV

13

WHAT WE’RE DOING

WHY IT WILL WORK

We plan on using video advertisements to promote the NASCAR Playoffs and as well as 
bringing NASCAR Green into the public eye.

TV, Hulu, and Youtube are all platforms that focus heavily on visual content. Major sporting 
networks like ESPN average upwards of 115 million viewers per month. Television reaches 
a huge number of people and even more in our target audience if the right networks are 
chosen. At the end of 2018, Hulu has over 25 million subscribers, 8 million more than the 
previous year. This growing network will also make for a great opportunity to advertise 
visually. Youtube reaches on average 8 of 10 people between the ages of 18-49 and nearly 
5 billion videos are watched every day. Youtube ads are received well and often times 
produce an uptick in site clicks.
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SOCIAL 
MEDIA

CREATIVE EXECUTIONS:

FACEBOOK
WHAT WE’RE DOING

WHY IT  
WILL WORK

Facebook will be used to increase exposure to the target market through interactive videos and 
reposts from other platforms. Developing a NASCAR Green page will educate the target market 
on the actions being taken towards sustainability. The goal is to get 500k likes by November.

Facebook is an 
important platform 
because our 
demographic, 26-34 
year olds, uses Facebook 
more than any other 
form of social media.

14
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INSTAGRAM
WHAT WE’RE DOING
Create a NASCAR Green Instagram page featuring 
racer profiles that give insights on what racers do 
in their community and reasons why they race. 
The current @nascar Instagram will promote  
@nascargreen in order to bring the new NASCAR 
Green account’s followers to at least half of the  
@nascar followers (goal 500K followers).

WHY IT WILL WORK
Instagram is quickly becoming a 
popular social media platform for 
families to share their lives with 
their followers. 64% of 18 to 29 
year olds, and 40% of 30 to 49 year 
olds use Instagram as their main 
form of social media  while 60% 
of millennials check Instagram 
at least once a day. Utilizing 
Instagram allows NASCAR to 
reach the target audience.

TWITTER
WHAT WE’RE DOING #IRACEFOR
NASCAR will begin their social media contest on Twitter during the middle of May to help 
create excitement for the Playoffs. The contest will encourage fans of NASCAR to tweet 
the reason why they race or the reason why they enjoy watching the sport. Fans will be 
encouraged to tweet with the hashtag, #IRaceFor. In order to qualify for the chance to win 
the weekly small prizes and the grand prize at the end, they must follow not only  
@NASCAR but also @NASCARgreen. Fans will have a chance to win a free limited edition 
Yeti water bottle if their tweet gets the most impressions for that week. One tweet will 
be selected at random to win the grand prize of going to a Playoff race and meeting their 
favorite driver. 

WHY IT WILL WORK
Millennials are motivated by rewards, especially when it is through the use of social 
media. The Twitter competition will create exposure of NASCAR’s social media presence to 
the target market. The prize of the Yeti water bottle will contribute to NASCAR’s focus on 
sustainability. A hashtag contest to find the best response will also motivate millennials 
to participate, especially if the hashtag is catchy and able to capture their attention. If the 
prize is effective enough, such as a limited edition product or opportunity, they will share 
the contest with their community and have more of an incentive to participate.

17



18 19

NON-
TRADITIONAL

CREATIVE EXECUTIONS:

YETI
WHAT WE’RE DOING

WHY IT WILL WORK

NASCAR will collaborate and help design a reusable YETI water bottle. The bottles will be 
sold during the playoffs from September to November and a percentage of each sale will go 
towards the NASCAR Green program. This will create an incentive to buy limited edition 
merchandise. We will also give these water bottles away at events hosted/sponsored by 
NASCAR Green. The special edition Yeti water bottle will also be given away on Twitter 
through a hashtag contest. In order to qualify, Twitter users will have to be following both 
NASCAR and NASCAR Green, and must respond to the hashtag #IRaceFor with a thoughtful 
and provoking message. Whoever has the most popular response, in terms of likes and 
retweets, will receive a free NASCAR x Yeti water bottle. 

Yeti is already one of NASCAR’s 
sponsors which makes this idea 
very plausible and will encourage 
people to reduce waste while 
promoting the NASCAR Brand. 
In addition, a social media 
contest will be beneficial with our 
audience because it’s an effective 
way to earn shares, engagement, 
and impressions. Millennials 
love a challenge, so an online 
contest will have a great appeal. 
Reusable water bottles are popular 
among millennials due to their 
convenience and their ability to 
reduce plastic waste.

18
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BIKE PIT STOPS CROSSWALKS
WHAT WE’RE DOING

WHAT WE’RE DOING

WHY IT WILL WORK WHY IT WILL WORK

NASCAR will sponsor an event 
featuring a “pit crew” for bike 
commuters and families. Bikers 
will come to the NASCAR Green 
pit crew station where their bikes 
can be serviced, they can learn 
about NASCAR Green, and recieve 
special edition NASCAR Green 
bike stickers. The event would also 
feature a Spotify tent with music 
and a Yeti tent selling the NASCAR 
themed water bottles. These 
events would take place in bike-
friendly cities such as Burlington, 
Vermont and Portland, Maine.

Prior to the playoffs a promotion 
will be done featuring decorative 
crosswalks with the slogan 
#IRaceFor. The crosswalks will 
be featured in cities across the 
Northeast such as Manhattan, 
Boston, Albany, Philadelphia, 
Pittsburgh, and Washington DC. 
Different variations of  the designs 
will relate to NASCAR through 
slogans or logos.

This would attract awareness to 
the NASCAR Green initiative by 
encouraging people to bike as well 
as be a fun activity for families and 
commuters to experience being 
serviced by a “pit crew.” 

This eye-catching installation will 
be effective to this demographic 
because millennials love to share 
interesting but unique things 
that they encounter during their 
everyday lives. 



22 23

COMMUNITY
WATCH PARTIES
WHAT WE’RE DOING

WHY IT WILL WORK

During playoff season, NASCAR will sponsor a live 
watch party on September 15th for the South Point 400 
in different parks across the Northeast. People can 
either make a donation of clothing or recyclable items 
or purchase a ticket. The purchased ticket funds will 
be donated to the U.S. National Park Service. The event 
will have games, music, and local food trucks along 
with a livestream of the playoffs.

Parks are a popular destination for families and a great way to get outdoors. This event is a 
way to engage participants in social media and encourage families to be part of NASCAR.

NON-TRADITIONAL
TARGET  
LOCATIONS

23
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PROMOTION 
CREATIVE EXECUTIONS:

BILLBOARD

LIGHT BANNERS

WHAT WE’RE DOING

WHAT WE’RE DOING

WHY IT WILL WORK

WHY IT WILL WORK
A billboard in Times Square 
highlighting NASCAR Green’s 
commitment to protecting 
the environment despite                 
NASCAR’s stereotype.

Banners promoting the playoff dates 
on lamp posts throughout major 
cities in the Northeast before and 
during the playoffs.

Our target market will see these 
banners and instantly be aware of 
the NASCAR Playoffs.

1.5 million people pass through NYC’s Times Square 
every day, making it an optimal place to provide 
exposure for the NASCAR and NASCAR Green brand. 
This location is optimal for our target audience residing 
in the Northeast that may see this ad as they are 
commuting or visiting the city.

24
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MEDIA
PLAN

DIGITAL
SPOTIFY
GOOGLE ADWORDS
YOUTUBE
HULU
TV

SOCIAL MEDIA
FACEBOOK
INSTAGRAM
TWITTER

NON-TRADITIONAL
YETI
BIKE PIT STOPS
CROSSWALKS
WATCH PARTIES

PROMOTIONAL
BILLBOARD
LIGHT BANNERS

MAR.     APRIL     MAY     JUNE     JULY     AUG.     SEPT.     OCT.     NOV.
PLAYOFFS

26 27

BUDGET
DIGITAL $3,600,000
SOCIAL $900,000
NON-TRADITIONAL $1,800,000
PROMOTION $2,700,000
TOTAL $9,000,000

THE AGENCY

TCP is a student-run 
advertising agency at 
the University of Oregon. 
We strive to advance the 
creative world through our 
transparency, curiosity, 
and passion.  

PAIGE BARA
ACCOUNT MANAGER

REGAN NELSON
ART DIRECTOR

MEGHAN JACINTO
STRATEGIST

BARRETT POE
PRODUCER

YIMING ZHANG
MEDIA PLANNER

MANDY POZO
SOCIAL MEDIA
STRATEGIST

DIGITAL 40%

SOCIAL 
10%

NON-
TRADITIONAL 

20%

PROMOTION 30%
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Main Objective: The goal of this campaign is to convert 7% of the current 
new casual fans into steady casual fans by the end of the playoffs. 

Digital 
Using digital platforms to expose our target market to the campaign will create millions of impressions 
every day. Spotify alone has 38 million active listeners in the US who don’t have a premium subscription. 
This campaign will have 25% of Spotify users hear the NASCAR ads which will create nearly 10 million 
impressions. Commercials that are shown on ESPN have 115 million impressions every month. There 
are 25 million subscribers on Hulu and this number continues to grow every year. Last year the Hulu 
subscription rate increased by 8 million. Youtube reaches an average of 8 in 10 people between the ages of 
18 to 49 years old. There are nearly 5 billion videos watched every day on Youtube. Many different online 
advertisements are never seen due to the use of ad blockers. Google Adwords is a guaranteed way for the 
advertisement to be seen by the customers. Also, Google is the leading search engine by 93%, beating out 
other browsers like Yahoo and Bing.

Social
Using social media and engaging with NASCAR fans, this campaign will increase the current Twitter 
followers on the NASCAR Green account from 5,293 to 200,000 followers by the end of November. When 
coming up with the percentage increase that NASCAR’s social accounts will achieve, a 5% increase for 
all social media accounts is our goal. This means that NASCAR Greens new Instagram followers will be 
5% of NASCAR’s Instagram following, 50,000. NASCAR Green’s Facebook page will gain 5% of NASCAR’s 
Facebook likes at 250,000 likes. These numbers were created by comparing the social media accounts 
from the Professional Golfers Association (PGA). Their PGA America account is focused on social 
responsibility around the sport and this account has 16% of the PGA’s main Twitter followers. 

Non-traditional
Yeti water bottles will be mainly used as giveaway prizes and sold for a limited time during the playoffs, 
this idea’s success is based off of the success from the Twitter competition. The NASCAR bike pit stops 
will be spread out over 3,764 bike trails in Burlington, VT and 3,337 bike trails in Portland, ME. By having 
these bike trail pit stops set up, the event will be exposed to the 6.3% of people who commute to work 
via bike. The community watch parties will have 300 people in attendance at the Portland, ME location 
and 500 in Baltimore, MD. These numbers were based off of a similar watch party event that was hosted 
by the Nashville Predators hockey team in 2017. Finally, the decorative crosswalks that will be put in 
multiple large cities will have millions of daily impressions from people passing by. The crosswalks will 
also accumulate 5,000 Instagram posts from people in our target market based off of a similar painted 
crosswalk, #Daviestreet in Vancouver, Canada.

Promotional
Over 1.5 million people pass through Time Square every day. The light banners and Time Square billboard 
will acquire 135 million impressions by the end of the NASCAR playoffs. 
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