
National Thoroughbred Racing Association

Presentation

to the

National HBPA
July 22, 2010



Using Technology to Engage Fans and Industry Participants 

Background—In 2008, we set a course to engage 

existing and target fans through emerging 

technologies

Research led to five strategic principles:

1.  Core fans are passionate

2.  Many embrace new media

3.  Willing to help

4.  Millennials are attractive target

5.  Lots of Internet discussion among fans with little 

industry engagement



Web 2.0 

Three goals:

1.  Communicate openly

2.  Listen directly

3.  Ask for more



Web 2.0 

Tactics:

1.  Map the online racing community

2.  Create a structure to engage audience

3.  Introduce and test new programs

4.  Measure results



CEO Blog – ‖Straight Up‖

 Over 750,000 Total Page Views

 Over 800 Comments on ―Safety 
First‖ post in 2008.

 Average ―Straight Up‖ reader 
spends 7:26 on NTRA.com, much 

longer than the average site 

visitor.

 Efforts have led to Thoroughbred 

racing being called ―the most 
blogger friendly sport going.‖ 



Facebook and Twitter Presence 

 The NTRA maintains a Facebook 

page with over 5,000 members.

 Fans are active – with many 

posts getting over 100 ―Likes‖ 
and ―Comments‖

 Older Demographics are fastest 

growing, particularly those over 

45

 The NTRA’s Twitter handle 
(@NTRA) has over 3,000 

followers and has been effectively 

used for crisis communication.



Industry Facebook and Twitter Presences 

 The industry’s presence is 
spreading on Facebook as well:

 Keeneland and Kentucky Derby 

Each have over 50,000 Fans of 

their Facebook pages.

 Del Mar, Breeders’ Cup, NYRA, 
Monmouth Park, Sam Houston 

Race Park and many others have 

5,000 fans or more as well.



Facebook 

World Population:

China 1.3 billion 

India 1.1 billion

Facebook 500 million (as of July 21, 2010)

United States 309 million



NTRA Co-op Program

 Six tracks participated in the 

NTRA Co-op program, with the 
most active participants seeing 

significant results.

 Monmouth Park had just over 400 

Facebook fans when they 

undertook the initiative and now 

have almost 6,966.

 Canterbury Park saw its 

weeknight attendance and handle 

increase in 2009, something they 

credit to reaching out to young 

fans on Facebook and other 
Social media sites.



The New NTRA.com

 NTRA.com was re-launched in 

the Spring of 2010.

 The re-launch aimed at bringing 

more social features into the site 

as well as updating the look and 
feel and putting the focus of the 

site on horseplayers and fans –
not just ―Industry Insiders.‖

 The re-launch has been a multi-

step process that will be 

completed in July. 



NTRA Live!

 Cutting edge, broadcast quality 

webcasts featuring original 
content.

 Shows are 30-45 minutes in 

length, hosted by ESPN and NFL 
Network anchor Randy Moss

 Unique elements:

 Interactive chat

 Free pps and data from DRF

 One click access to ADWs



NTRA Virtual Horse Racing

 Launched in the Spring, NTRA 

Virtual Horse Racing offers fans 
the opportunity to breed, race, 

and train horses and build a 

virtual stable.

 The game has the goal of 

educating new fans on many of 

the intricacies of Thoroughbred 

racing, 



Summary

 Using cutting edge Web 2.0 and social media tools, 

industry leaders have the ability – and the 

responsibility – to communicate openly with fans 

like they never have before.


