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NASCAR was growing rapidly in 2006. Very rapidly. Its 
popularity was at an all-time high with fans, ranking as 
America’s second most popular sport on television. 
NASCAR converted that popularity into a 40% increase in 
television rights and will earn an average of $54.2 million 
annually in television rights through 2014. NASCAR was 
also enjoying an incredible upswing in corporate 
partners – working with one in �ve Fortune 500 compa-
nies. 

Despite its top-tier standing, NASCAR was looking for 
more. NASCAR executives undertook a strategic initiative 
to further capitalize on exploding fan interest. Speci�-
cally, they wanted to connect with fans around statistics 
just as their counterparts with the NFL, MLB and NBA 
had done through the use of meaningful data and 
analysis. The goal was to �nd a way to better connect 
fans to the intricacies of racing and create new perfor-
mance metrics. Enter STATS.

During a meeting with the team at STATS, NASCAR 

presented a blueprint demonstrating its far-reaching 
concept and goals. To ful�ll this mission, NASCAR 
needed a partner who could take the project from 
inception to the �nish line, provide a comprehensive 
back-end solution and broaden the concept in a way 
that would satisfy a key constituency, the media, to 
reach its fans.

STATS was perfectly positioned for the task with fully 
integrated capabilities to bring the story of NASCAR 
racing to life through numbers and analysis. In 1981 - 
STATS created the high-tech sports information 
industry by developing sophisticated data gathering 
networks to deliver the most in-depth, innovative 
sports data services in the world. Throughout its 
history, STATS has applied sports information and 
technology to explain and enhance sports contests in 
a deeper, more meaningful way.

NASCAR employed STATS to create and analyze 
statistics in an entertaining fashion that would 

educate media members 
and fans around the world. 
Each week STATS leverages 
NASCAR’s “Loop Data” to 
help provide a more 

STATS created the Driver Rating 
to provide a more complete 
measurement of driver 
performance and skill utilizing
 various Loop Data points; the 
system is akin to the passer rating
 in football.       
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“Along with knowing who won a race, fans and media will know how the race was
won . . .  The new Loop Data provided to NASCAR by STATS will help fans identify
which drivers and teams excel in certain race situations.”  

 

Ramsey Poston, NASCAR Managing Director of Corporate Communications 

complete picture of the exciting action that occurs during every lap. With multiple loops placed at various locations 
throughout each track, NASCAR has deep, rich information available for analysis. Included is the �rst-ever “NASCAR 
Box Score” created by STATS. This box score provides an expanded look at each race in the four prominent catego-
ries of Performance, Position, Passes and Laps.

“Along with knowing who won a race, fans and media will know how the race was won,” said NASCAR Managing 
Director of Corporate Communications Ramsey Poston. “The new Loop Data provided to NASCAR by STATS will help 
fans identify which drivers and teams excel in certain race situations.” 

Among the numerous new statistics, STATS’ reports analyze driver speeds and the number of cars passed in the 
straight-aways and corners. Other categories of interest include “quality passes” – the number of cars in the top 15 a 
driver passes -  and “closers” - the number of positions a driver picks up at the end of the race. Each week STATS 
o�ers a pre-race report that provides a glimpse into past performance at the upcoming track, a post-race report 

that analyzes each race soon after 
its conclusion, and a season-to-
date report showing which drivers 
have excelled in each statistical 
category. 

NASCAR fans now �nd themselves 
at the center of the universe with a 
new suite of racing information, 
enabling them to understand “the 
race within the race.” As modern 
technologies increase interactive 
capabilities, eliminate barriers, and 
provide a seemingly endless sea of 
dynamic entertainment options, 
content such as NASCAR’s Loop 
Data has become the ultra-critical 
component in capturing 
audiences. 
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Toyota became a marquee NASCAR sponsor in 2007, assembling a pool of top 
drivers including 18-year-old sensation Joey Lagano. As a company new to 
the racing scene, Toyota needed to establish an identity both within the 
sport’s consumer base and internally with employees at all levels of the 
company. 

Toyota recognized that to fully maximize this high pro�le investment it was 
critical to foster a positive connection with NASCAR fans inside its 
dealerships. To do this, Toyota needed a way to provide employees a stronger 
and deeper association with racing while increasing awareness of the national 
NASCAR sponsorship. This was particularly important to those employees on 
the sales �oor, who had direct contact with customers.

STATS o�ered the perfect solution by creating a NASCAR fantasy game 
exclusively for Toyota employees. The internal fantasy game provides a fun 

-- 

Over the past several years, the way sports content and 
information have been deployed has changed dramati-
cally. Technological advancements have put sports 
consumers in position to receive NASCAR content in a 
variety of new ways. The diversity of STATS’ business 
allows it to support every platform, including wireless 
and internet, the print media and televised sports broad-
cast production.

“We’re very proud to be recognized as a partner that can 
disseminate its statistical information to a world wide fan 
base,” said STATS CEO Gary Walrath. “Modern technologies 
are making the sports world small, and STATS is ideally 
positioned to deliver sports information from continent 
to continent on a common technology platform.”

Mr. Poston and NASCAR take a long-term view of their 
product and believe in-depth racing statistics will grow to become a bigger part of the sport in time. “We have a 
30-year view of statistics. The �rst two-and-a-half years with STATS and the loop data have been a great success, but 
it’s just the tip of the iceberg as far as using objective metrics to plan and evaluate performance,” says Poston. 

way for employees to immerse themselves into NASCAR and learn the sport. Today, over 2,000 Toyota employees play the game. The 
vested interest created by selecting a team of drivers each week generated a sense of community, passion and energy around the 
sponsorship, which ultimately leads to the increased possibility of a sale.

The mass popularity of fantasy sports has helped grow businesses, connecting them to a sport and its fans. This blossoming fan 
connection comes at a time when demand for consumer loyalty is at an all-time high. Toyota’s decision to leverage the fantasy model 

NASCAR Fantasy Game 
Revs Toyota’s Engines


