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Brand Positioning Statement

For Sports Experience Seekers,

Michigan International Speedway

is 
The Great Escape .

Strategic Planning
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Brand Integration with Strategic Plan

1. Core Values

2. Vision and Mission

3. Strategic Priorities and Initiatives

Core Values

Core Values

Integrity 
• Conduct business honestly and ethically, expect and exemplify 

trust, respect, high character and teamwork

Results Focus
• Embrace a goal-oriented culture that drives profitability, growth, 

and shareholder value 

Customer Focus
• Place customer experience and value at the forefront of all 

activities 

Innovation • Develop and implement unique, cutting-edge concepts 

Employee Focus • Value the contributions and capabilities of all employees

Citizenship
• Represent ISC’s values in national and local communities and act 

as a steward of the motorsports industry to uphold the tradition
and advance the future of the sport 



Vision and Mission

VISION

To create lasting 
memories for every 
person, every time.

MISSION

Michigan International Speedway will present the 
highest quality event entertainment from door 
step to door step by:

Providing our guests with unique and 
memorable “Great Escape” experiences

Rewarding our partners with valuable and 
lasting relationships 

Leveraging our assets and competencies
efficiently and effectively 

Appreciating our team of employee 
contributions and values at all levels

Supporting the development and quality of 
our community and industry

Have fun!

What Are We Trying to Accomplish?

Simple Questions

1) Who are we to our customers and 
how do we continue giving our 
customers what they want?

2) How do we take who we are and 
convince other people to want to be 
our customers?

3) How can we efficiently expand on 
who we are to attract other kinds of 
customers?

4) How do we cultivate a workforce to 
accomplish the previous 
questions?

Simple Answers

Maintain and Grow the Core

Leverage the Core

Drive a Top Performing 
Organization



Strategic Priorities and Initiatives

Maintain and Grow the Core Leverage the Core
Drive a Top Performing 

Organization

• Improve our door-step-to-door-
step experience, both baseline 
and breakthrough, that meets or 
exceeds our guest’s expectations

• Continue to improve consumer 
marketing effectiveness 

• Continue to elevate fan focus

• Develop and maintain key 
stakeholder relationships (drivers, 
owner, media, NASCAR)

• Develop and maintain new 
corporate partners and maximize 
value for existing partners

• Drive NASCAR Cup sellout by 
maximizing price and facility size 
relationship

• Investigate economic 
development opportunities 
specific to automotive OEM and 
R&D firms that can use the road 
course and/or surrounding real 
estate for a tech park

• Build “green” initiatives that will 
create value, cut costs, increase 
revenues, build our brand, and 
reduce risk.

• Extend the fan experience beyond 
traditional motorsports events to 
grow revenues and improve the 
exposure to non-traditional 
audiences

• Establish an employee 
satisfaction culture to help recruit, 
train, reward, and retain

• Ensure MIS, ISC and other 
related business units, have 
aligned strategic objectives

• Improved communication 
throughout the organization

• Integrate MIS staff into community 
in both charitable and civic 
initiatives
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Brand Integration With Strategic Plan

MASTER PLANNING OVERVIEW

� Facility evaluation and improvements

• Information technology

• Utility mapping

• Race operations

• Grandstands, infield, fan amenities

� Strategic plan results are included in Master Planning process

• Marketing and business plans

• Existing fan experience

� Development opportunities

• Zoning

� Market analysis
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Brand Integration With Strategic Plan -
Evaluation

Ongoing evaluation includes:

� Annual planning for next season
• Starts before the current season is over

• Pricing

• Financial

• Marketing

� Budget process

� Capital planning

� Annual (sometimes semi-annual) strategic plan evaluation
• Progress

• Completion

• Additions

• What went well / what could have gone better

Brand Integration With Strategic Plan -
Evaluation

Strategic Plan Evaluation

Long-term Outlook

Evaluate Customer Feedback

Capital Spending Plan

Balance Scorecard

Baseline Financial Projections



Summary – Questions?

Our Strategic Plan is inextricably linked to Brandi ng, Hospitality 
and Guest Services

Regular evaluation of Brand, Strategic Plan and Mas ter Plan is 
essential to being able to not just respond to our customers, 
but to stay ahead of the curve

Standards:

Courtesy
Appearance
Safety
Efficiency



Guest Interaction Areas:

People
Place
Process

Staff and Guest Interaction

Safety

Courtesy

Appearance

Efficiency

People Place Process

Service Surprise Service Surprise

Guest Interaction Areas

S
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ds Non-negotiable Non-negotiable Non-negotiable

Service Surprise

Service Surprise Service Surprise

Headliners

Headliners Service Surprise

Headliners



Task vs. Purpose

Examples: Grandstand Clean-up, 
Usher, Concession Worker, Pit Road 
Security, Driving a Tram, Stubbing 
Tickets, etc.

Task:

Purpose:
To Creating lasting memories for every 
person, every time!

No task is without a PURPOSE!

The Question?

How do we transform our 
PURPOSE into GUIDELINES for 

every staff member and every guest?

By being  
R. A. C. E. Ready!



BE “RACE” READY:

R
RESPECT - Appreciate our guests. Each guest has chosen 
to visit MIS instead of every other thing they coul d be doing 
with their discretionary money and free time.  Have  an 
attitude of gratitude.

A ACTION - Be pro-active. Seek out guest contact. Have an 
attitude of assistance.

C COURTESY – Smile, welcome the guests. Thank the guests. 
Do your part to create a culture of courtesy at MIS.

E ENVIRONMENT – Create an environment that is safe, clean 
and organized.

Loyalty from a Guest Service Standpoint:

“A satisfied guest is not 
a loyal guest.”

Questions?



Where To Start

• Culture
• Vision / Mission
• Customer
• Brand
• Strategic Plan

Culture

Defines who you are – your core ideology.
Not just 401k, Christmas parties, training.

“We work hard and like to have fun too.”

It is your essence, your vision, your mission.
Built around the leader’s inner beliefs, not 

market requirements.
Build your team around your culture.



Vision and Mission

VISION

To create lasting 
memories for every 
person, every time.

MISSION

Michigan International Speedway will present the 
highest quality event entertainment from door 
step to door step by:

Providing our guests with unique and 
memorable “Great Escape” experiences

Rewarding our partners with valuable and 
lasting relationships 

Leveraging our assets and competencies
efficiently and effectively 

Appreciating our team of employee 
contributions and values at all levels

Supporting the development and quality of 
our community and industry

Have fun!

Customer

How important are they to you? 
No, seriously, how important are they to your 

success and how much are you willing to invest in 
your relationship with them?

What do THEY think of you, like, 
dislike, want?

VOC comes in many forms
Focus groups
Surveys
Social connections
Direct interactions
Our goal: Triangulation of Communication



Brand

Isn’t branding just witchcraft?

Quality & choice are commodities

Image and feel close to the deal via emotion

Buying & selling is an art form, not a process

Brand conveys relevance in your customers’
lives

Brand Magic

Can you make your brand have “magic?”
Places don’t throw parties, people do

Brand encompasses:
Core product

Guest Experience
Physical presentation

Goal is total immersion and relevance



Strategic Plan

Strategic plans and business practices change (Cult ure and 
Visions do not).

The “Cake Mix”
Team
Investment
Expenses
Creative guest outreach (marketing)
Diversification
Spices (the intangibles)

•Authentic
•Passion
•Inspirational
• Indomitable

You cannot afford to focus on just one!

Communication of the Brand
Umbrella



Communication of the Brand
Evolution

Positioning is…

…a universally accepted principle that, at its best, 
unifies, drives and differentiates an entire 
organization.  It is a standard upheld in everything a 
corporation does…from communications to product 
development to customer service.



The Aspiration

Ideal…
There are times in our lives when we long to escape the world that 

is our everyday lives.

And we look to enter a world where there is more to unite us than 
divide us, more to celebrate than to endure, more to thrill us 
than to bore us.

As sports enthusiasts, we have choices about how to spend our 
time and money.  There are events we can attend and places 
we can go to escape.  But we’re still searching for the IDEAL 
experience.

What We Heard

Surrounded by first class sports.
Professional (NBA, NFL, MLB, NHL) from Detroit NCAA

Located in beautiful Irish Hills – a resort area. 

Pride in the facility and Midwestern hospitality.

Fans who enjoy the camaraderie of a shared interest.

Sense of tradition and heritage.

Racing that is good, but undistinguished.

Uncoupled tickets.



The Promise

For sports experience seekers , Michigan 
International Speedway is the great escape .

Michigan Outdoors
• Vacation

• Camping

• Midwestern

• Irish Hills – beauty, 
reputation

• Friendly

• Reunion

World of NASCAR

• Thrilling, powerful 
racing

• Grand scale

• Every person belongs

• Sense of community

• Tradition and heritage

Sports Experience 
Seekers

• Enjoy sports

• Love the out of doors

• Look for more than 
racing

Previous Logos



Logo Development

Logo Development



Brand Immersion
Creative Ads

Brand Immersion
Facility - Signs



Brand Immersion
Staff

Brand Immersion
Partners



RACE Ready
30/20/10 – CRM Tool

30/20/10

CRM Tool

Timeline

Built in Flexibility

Right Message Right Person Right Time



Social

Facebook

twitter

MIS Live!

Podcasts

Website



Fan Feedback and FAB

“Another great experience! - Liked the changes in si gnage, parking 
and fly-by.  Keep up the good work!”

“I was pleasantly surprised with the new grandstand  seating in turn 
one. Great job!  VERY,VERY,VERY, NICE”

“Loved the upgrades in the Fan Zone area.  Shaded t ables and 
seating very much appreciated. Excellent facilities , exciting race 
track, we will be back.”

“MIS is great. The track is amazing. Great seating and sound system. 
The new scoreboard is a great addition.”

Fan Advisory Board
Fan input plays an important role at MIS and helps drive the integral 

part of our business.



Fan Appreciation

Michigan 200 Presented by the Fans

Community Involvement
MIS Cares

Some area organizations that have 
been or are being assisted by 
MIS include:

• Mott Children’s Hospital in Ann Arbor
• Boys and Girls Club of Lenawee County
• Hospice of Lenawee
• Boy Scouts Great Sauk Trail Council
• Allegiance Heart Center in Jackson
• Bixby Hospital in Adrian
• The Ryan Newman Foundation and The 

Conservation Fund through Racing for 
Wildlife



Corporate Partnerships Philosophy
Create Lasting Memories for Every Partner, Every Time

Focus on the partner/guest 
experience

Concept selling
Over-deliver

Flexible partnerships

Benefits not limited to inventory

Incorporating the MIS Brand into Partnerships
New Holland Agriculture Fan Plaza



Creating Partnership Opportunities
Save-A-Lot Food Stores, MIS Camping.com, R and D In itiatives

Green Initiatives and Expanding 
Partnerships

Our Brand Expands Partnerships:
CARFAX

MIS Camping.com
Coca Cola

MIS Green Zone



New Suite/Media Center Construction

Overall Design, Brand Challenges, Partner/Guest Experience

To create lasting memories for every
person, every time

Michigan International Speedway’s Mission:

Questions?


