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NASCAR: Still the Stereotypical Southern Sport or Has It Gone Mainstream?

Abstract
This study explored NASCAR’s regional expansion and the potentially increased

awareness of NASCAR among media consumers. Data was collected using a survey of
college students from the state of Pennsylvania, a key demographic in NASCAR regional
expansion in a state located outside of the traditional South. This study looked to support
that NASCAR’s regional expansion has increased women and minorities who self-
identify themselves as NASCAR fans and that local media consumption has increased the
awareness of NASCAR drivers, sponsors, and its associated stereotype among
Pennsylvania residents. This study adds to the little research that has been done on the

subject of NASCAR and to serve as a model for further research.

Introduction

When automobile racing became an organized sport with the formation of the
National Association of Stock Car Auto Racing in 1948, it was viewed as a southern
man’s sport enjoyed by the “moonshiners” and southern rebels. The good old southern
boys in NASCAR were considered to be sweet tea and fried chicken loving, cheap
domestic beer drinking, drivers of only American-made-cars who enjoyed listening to old
country music and waving the Confederate flag (Marcoplos, 34). The growth of stock car
racing in the 1950s and 1960s primarily took place in the South and not other areas with a
strong racing presence. “It was in this second stage of development that the sport
emerged as a uniquely southern institution” (Adlerman, Mitchell, Webb, and Hanak,

241). In recent years, the NASCAR sanctioning body has fought to break away from its
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southern roots to become a well respected, mainstream sport in the eyes of media
consumers.

Beginning in the late 1960s and early 1970s, the sanctioning body began
expanding the racing schedule to include tracks outside the traditional southern states of
Alabama, Florida, Georgia, North Carolina, South Carolina, Tennessee, and Virginia
(Alderman, Mitchell, Webb, and Hanak, 241). By 2001, NASCAR’s three top divisions
were racing at tracks in big markets such as Las Vegas, Texas, Phoenix, California, and
Kansas City, Kansas. Of the 2001 thirty-six race schedule, 47% of the races run were on
tracks located outside of the traditional southern states (Alderman, Mitchell, Webb, and
Hanak, 241).

NASCAR’s modern era began in 1971 with the renaming of its top division to the
Winston Cup Series when R.J. Reynolds Tobacco Company purchased the rights to be its
title sponsor (Alderman, Mitchell, Webb, and Hanak, 241). It was during the 1970s that
NASCAR’s regional expansion began amongst its drivers. The forty-three-car field was
now not just full of drivers from the South, but from many different parts of the country.
NASCAR is no longer

a largely southern phenomenon. Over the pasi decade, it has grown well
beyond its cultural and geographic roots. There are more drivers today
from California than from the Carolinas, and the 38-race schedule takes its
top division, the Sprint Cup Series, from rural New Hampshire to the
rarefied confine of northern California’s wine country (Yost, D7).
Throwback driver Tony Stewart criticized fellow competitor Jimmie Johnson for being

“the glad-handling, charity-golf-event hosting, Eddie Haskell-acting, California-born
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suck-up;” a far cry from the good old southern boys such as NASCAR greats Richard
Petty, Cale Yarbourgh, Darrell Waltrip, and Dale Earnhardt (Guy, 54-60).

NASCAR is also looking to expand its demographics, and in order for the sport to
grow its seventy-five million person fan base it is going to have to expand its driver
demographics, which are mainly white males (Yost, D7). In an effort to expand its fan
base, NASCAR implemented its Drive for Diversity program in 2004 with the sole
purpose of attracting more female and minority drivers (Yost, D7). Thus far, NASCAR
has three minority driver, Juan Pablo Montoya, Patrick Carpentier, and Chrissy Wallace,
competing in its top three divisions. Their additions have helped to increase NASCAR
awareness among its growing 40% female fan base and what were once dismal Hispanic
and Canadian fan bases (Yost, D7).

NASCAR has also teamed with Virginia State University, which has a large
African American student population, “to expose the nation’s number one spectator sport
to a broader audience to increase awareness” (Diversity In). As NASCAR continues to
expand its regional imagery, the sport continues to rise in popularity. “Although the sport
has long been popular with southern working-class men, crowds it stock car races are
increasingly affluent and diverse. A significant number of women, college graduates, and
nonsoutherners now identify themselves as fans” (Alderman, Mitchell, Webb, and Hanak,
238).

In recent years, NASCAR has attempted to broaden its fan base by using the
media to increase the awareness among media consumers. With the signing of a six-year
television contract with major television networks FOX, TNT, and NBC worth $2.8

billion in 2000, the NASCAR season, was for the first time, being broadcast fully and had
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the opportunity to reach wider audiences that cable television contracts were able to offer
(Alderman, Mitchell, Webb, and Hanak, 238). The signing of this contract and the
subsequent 2005 contract, worth $4.8 billion with the FOX/Speed, TNT, and ABC/ESPN
television networks, has made NASCAR the second highest rated television sporting
series, second only to the NFL (Bernstein, D4). Canada has also introduced a new sports
channel, TSN2, “that will offer live and exclusive coverage” of NASCAR races (Binning,
1).

The large television contracts have attracted business groups looking to increase
their presence in sports, including Fenway Sports Group. Owned by the Boston Red Sox
baseball team majority owner, John Henry, Fenway Sports Group, in association with
Roush Racing, has begun marketing NASCAR to fans in the New England area
(Abelson, Al). Roush Fenway Racing holds an annual “Roush Fenway Racing Day at
Fenway Park™ that attracts a crowd of about 100,000 fans to raise awareness of NASCAR
among fans that are outside of the 16% of the total NASCAR fan base in the northeast
region (Abelson, Al).

To increase its awareness among consumers, NASCAR hgs used the media to
reach a society that is dependent upon receiving their inforiation from media sources.
The signing of two major television contracts has exposed the sport to many different
demographics in regions far removed from its scuthern roots (Alderman, Mitchell, Webb,
and Hanak, 238). Drivers Tony Stewart and Dale Earnhardt Jr. have radio shows on Sirus
Satellite Radio that reach the many subscribers of the radio frequency (Ryan, 10C). The
Sports Museum of America in Manhattan has a display devoted to three-time defending

Sprint Cup Champion Jimmie Johnson, alongside displays highlighting Olympic
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medalists and boxer Muhammad Ali (Kelley, 58). In a recent survey, the European
Interactive Advertising Association found that sports fans are more likely to use both
television and the Internet in combination. (Sports fans, 11). NASCAR now offers
TrackPass on its website to keep track of a specific driver that may not be a feature on the
television broadcast.

By reaching out to different forms of media outside of the southern area,
NASCAR used media dependency of consumers to raise awareness that the sport is far
different from the southern workingman’s sport it once was. By developing a message to
show consumers that drivers are no longer just “good old southern boys” and much of the
racing takes place on tracks outside the traditional South, NASCAR framed the sport as
mainstream in hopes the media would report more on what the sport represents today
than what it represented at its inception.

This study was designed to research how NASCAR, through its regional
expansion, has increased its awareness among media consumers. Using a survey of
college students throughout Pennsylvania, this study examined how successful
NASCAR’s efforts in expanding beyond its southern roots have been in a state outside of
the traditional South. College students are a highly informee public because they are such
large media consumers. The survey examined their awareness of NASCAR drivers,
sponsors, tracks, and sports stereotypes, as well‘as their media consumption and

demographics.
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Literature Review

Introduction

For the past several years, NASCAR’s sanctioning body has been trying to
transcend the sport to be nationally recognized and respected through regional expansion
and the delivery of the message that NASCAR racing is no longer just the southern man’s
sport. This study aims to show that NASCAR’s regional expansion has raised awareness
for the sport among media consumers. A discussion of NASCAR’s efforts for regional
expansion along with its connection to agenda setting, agenda melding, and framing
theories, its use of the media, its attempts at creating a fan base beyond the stereotypical
southern working man, and how a broader range of sponsorships have helped show it is a
national sport is necessary for readers to understand the significance of this study.

Regional Expansion

Since the late 1980s, NASCAR has expanded it schedule to include several
racetracks outside of the traditional South. In his study examining the geographic
expansion and regional identity in NASCAR, Douglas Hurt found that during the 1960s
and 1970s, 72% and 75% respectively, of the tracks visited by NASCAR were located in
the southeastern region of the United States (123). In their ¢conomic study on the benefits
of the North Carolina motorsports industry, John Confiaughton and Ronald Madsen found
that “The southeastern part of the United States Hias traditionally been viewed as the
cradle of stock car racing. During the past decade, NASCAR has expanded out of its
traditional geographic region” (185). Hurt also found that in the 1990s and early 2000s,
the number of southeastern tracks on the NASCAR schedule fell to 47% with the addition

of tracks in Phoenix; Sonoma and Fontana, California; New Hampshire; Indianapolis;
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Dallas-Fort Worth; Las Vegas; Homestead-Miami; Chicago; and Kansas City, Kansas to
the NASCAR schedule (125). The additions of these new racetracks have taken race
dates away from traditional southern tracks with a long-standing history in the sport of
NASCAR in favor of tracks with access to larger markets that are able to reach a more
diversified fan base.
An important track subtraction occurred after the 1996 season when
NASCAR removed North Wilkesboro, North Carolina from racing after
45 years of hosting Nextel Cup (now Sprint Cup) events. Deleting races
from tracks like North Wilkesboro allows NASCAR to place dates in
northern and western markets that NASCAR abandoned in the 1950s and
1960s. It is clear the organization hopes to create a dispersed pattern of
track location in order to reach new markets and potential fans,
particularly those is western states (Hurt, 125).
Other already established tracks are also campaigning for a date on the limited 36-race
NASCAR Sprint Cup schedule. Tracks in Illinois, Kentucky, and Tennessee that host
races in NASCAR’s lower divisions are actively campaigning for a race on the schedule
that is now re-evaluated and reconfigured every year (Hurt; 125).

In addition to adding races to already establistied tracks, NASCAR has proposed
several new racetrack construction projects innajor cities throughout the country.
Several “tracks are proposed or under construction in Mississippi, Texas, Pennsylvania,
West Virginia, New York/New Jersey, Connecticut, Colorado, and Washington” (Hurt,
125). According to Hurt, although the NASCAR schedule has not seen a significant track

change since 2001 with the addition of tracks in Chicago and Kansas City, the
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sanctioning body continues to receive proposals regarding the construction of new tracks
in several key market areas (125). Dennis Coates and David Gearhart found that as of
February 2008, NASCAR was still seriously considering the proposals of racetrack
construction in Seattle, Washington; Staten Island, New York; and Denver, Colorado
(42). If these tracks were to be completed or given the endorsement of NASCAR, their
addition to the schedule would likely come at the expense of already established tracks
that do not offer the same big markets as the areas in which the new tracks would be
built, as has been the precedence set by the addition of newer tracks to the schedule.

Not only have NASCAR track venues diverged from the South, but its stable of
drivers has as well. In their study describing NASCAR’s transcultural move that
expanded upon NASCAR research they considered outdated, Alderman, Mitchell, Webb,
and Hanak found that 69% of the drivers that competed in the 2001 NASCAR season
were from states outside the traditional South as compared to only 28% in the 1970
season (241). Although North Carolina native Dale Earnhardt, Jr. is celebrated as
NASCAR’s most popular driver, the current three-time defending Sprint Cup champion
Jimmie Johnson calls California home. “States that have significantly increased their
contribution of racing talent include California, Kentucky.Missouri, New York, Indiana,
and Wisconsin. California has surpassed North Carolina as the top source of [Sprint] Cup
driving talent” (Alderman, Mitchell, Webb, and ilanak, 242). According to Douglas
Hurt’s study of NASCAR’s geographical expansion, “Drivers from the traditional stock
car core of South Carolina, Georgia, and Florida have dropped off precipitously” (130).
The high numbers from certain states may be in part because of the high number of

familial relations following in predecessor’s footsteps. According to Peter Groothuis’
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2005 study on familial relations in NASCAR that tried to find support for his idea of
nepotism in NASCAR, 23 of the 73 drivers in NASCAR had familial relations to another
driver (250). With such a high number of relations, several drivers may come from one
state due to family ties.

Connection to Theory

NASCAR’s attempt to bring its message of being a national sport to the general
public through the use of the media can be explored through the agenda setting and
agenda melding theories. “Agenda setting describes the process by which the mass media
select and concentrate on certain issues, leading people to perceive those issues as more
important than others” (Coleman and McCombs, 496). The media picked up on
NASCAR’s reinvented image in the 1990s when then president Bill France, Jr. made the
decision to expand the sport into different markets and reduce its strong link to the
American South, which helped media consumers see NASCAR’s new image (Alderman,
Mitchell, Webb, and Hanak, 242; Hurt, 122). According to Donald Shaw, Maxwell
McCombs, David Weaver, and Bradley Hamm there are two levels of mass media agenda
setting. Media consumers learn the broad issues in level one of agenda setting and they
adopt those broad topics and the way the issues are framed in level two (13-14).
NASCAR’s rise to the second most watched spectatot’sport has put the sport on the radar
of the mass media (Alderman, Mitchell, Webbh; Hanak, 238). With the increased coverage
by the mass media, NASCAR’s redefined message that it is no longer just the sport of the
South was brought into the public’s focus. NASCAR’s surging popularity showed the

media that it was a story worth covering, and by including it in their coverage of
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important issues, increased the perception of the public that NASCAR is an important
national sport.

NASCAR provided its new message to the mass media, but it was the function of
media to frame their angles on the story. Shaw, McCombs, Weaver, and Hamm define
framing as the way in which the media take an organization’s message and present it to
the public(13-14). They also believe that audiences take in that angle and entwine it into
their thinking.

Audiences also absorb the attributes of news - the frames and slants in the
way the news is presented - and this suggests that while the mass media do
not tell us what to think, the mass media do have considerable power to
tell us how to think about topics with implications for social policy (Shaw,
McCombs, Weaver, and Hamm, 2).
The media could have angled the story to suggest something different from the national
expansion message NASCAR was trying to promote, but the media angled the story to
reflect NASCAR s original message that it is more than a southern sport. Theoretically,
the public would take in the framed idea from the media that NASCAR is a national sport
and incorporate that idea into their thinking.

NASCAR continues to distance itself from its‘southern roots by adding new
racetracks to its schedule, finding driving talent‘from states outside of the South, and
accepting sponsorship from companies all over the United States (Adlerman, Mitchell,
Webb, and Hanak, 247). They have stuck to the message they wanted the media to pick
up and the media has reported the national image of the sport. The media has framed the

image of NASCAR to be that of a national sport, presenting that image to a media
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dependent society that theoretically would have them adopt the idea of NASCAR as a
national sport.

Media Use and Creating a Diverse Fan Base

NASCAR has helped to increase awareness with the signing of two substantial
television contracts. “National coverage began in the late 1970s with televised races”
being aired on cable stations such as ESPN and TNN (Hurt, 122; Alderman, Mitchell,
Webb, and Hanak, 242). However, it was not until the early 2000s when NASCAR
signed a multibillion-dollar television contract with several reputable stations. In 2000,
NASCAR signed a six-year, $2.8 billion television contract with FOX, TNT, and NBC
stations putting NASCAR on network television for its entire season (Alderman,
Mitchell, Webb, and Hanak, 238). NASCAR’s current television contract has its races
aired on FOX, TNT, ABC, and ESPN. Its increased television exposure has made
NASCAR “second only to the National Football League (NFL) in television ratings”
(Alderman, Mitchell, Webb, and Hanak, 238). M. Graham Spann projects in his study on
NASCAR fans that “most of us have seen sports news reports of Jeff Gordon winning a
race” (356). Alderman, Mitchell, Webb, and Hanak found that fans are increasingly
attracted to NASCAR because of expanding television coverage” (242).

The death of popular NASCAR driver Dale Earnihardt Sr. in 2001 brought
unprecedented media attention to the sport. “Media sources showed fans gathered at
racetracks, churches, and other memorial services where they prayed, cried, and talked to
each other about what Earnhardt meant to them personally, and to the quality of their
lives” (Spann, 352). In addition, his birthday was declared Dale Earnhardt Day in North

Carolina and the governor of South Carolina declared the week of March 13, 2001, Dale



Wolfinger 12

Earnhardt Memorial Week (Spann, 352). Daniel Wann and Paula Waddill’s study on the
importance of identification with NASCAR drivers found that fans that highly identified
with another driver were just as likely to list painful responses to the death of Dale
Earnhardt as fans that highly identified themselves as Earnhardt fans (100-101). They had
predicted that fans that identified with other drivers would not list painful responses to
Earnhardt’s death (Wann and Waddill, 96). Hurt found that NASCAR fans believed
Earnhardt was one of them (133). The media attention surrounding the death of one of the
most popular NASCAR drivers catapulted the sport into the mainstream and “brought
unprecedented media attention to NASCAR fans” (Spann, 352).

NASCAR fans have been stereotyped to be the southern, working-class, white
male, but NASCAR has been working using different forms of media to diversify its fan
base. According to Spann, “One popular myth about NASCAR fans is that they are all
white, working-class males. Concomitantly, some assume that racism and sexism also
flourish among these males given that the confederate flag is a widely displayed symbol
at race venues (Spann, 353). Alderman, Mitchell, Webb, and Hanak report that “a
significant number of women, college graduates, and nonsoutheriicrs now identify
themselves as fans” (238). According to Spann, nearly 13%5f NASCAR fans have
household incomes of $75,000 or higher, women 18 a@d older account for 40% of the
total fan base, and 40% of the entire NASCAR :fan base has attended college (354-355).
These newer and diversified fans hold NASCAR to be a nationally recognized sport and
do not have the attachment to the southern roots NASCAR has most closely been

associated with. Hurt found that “to newer fans outside the South, NASCAR holds
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national significance as an exciting, fastgrowing, American sport with personable and
accessible stars™ (133).

National Sponsorship

NASCAR helped redefine its national image by breaking ties with its traditional
southern sponsors in favor of more nationally recognized sponsors. In 2004, NASCAR
switched title sponsors for its highest division from the traditional southern sponsor R.J.
Reynolds Tobacco Company to Nextel Communications after a 33-year partnership
(Alderman, Mitchell, Webb, and Hanak, 242). Lucas Marcoplos noted in his study about
attending an actual NASCAR event as someone who knew nothing about the sport that
“the sponsors were diverse. The most visible was the Reese’s car painted bright orange.
Other cars were sponsored by Gunbroker.com, Navy, Coast Guard, Marines, Clorox,
Dollar General, and McDonalds” (39). He also noted that “in a brilliant advertising feat,
Advil had managed to sponsor a car” (Marcoplos, 39). Nonautomotive sponsors have
become vast in NASCAR, including sponsorships by Tide, Coca-Cola, DuPont, Sprint,
Kellogg’s, and Viagra (Alderman, Mitchell, Webb, Hanak, 242). These companies help
to promote NASCAR and its drivers as, according to Joanne Mackellar’s study of
fanatics, fans can find their favorite driver on just about anything (17). Tom Regan and
Taylor Damonte believe that NASCAR markets are géoeconomically beneficial (296). In
their study of the South Carolina NASCAR market, they recount the loss of two highly
traditional and historical southern races sponsorevd by Mountain Dew and TransSouth that
were replaced on the schedule in favor of larger market tracks sponsored by nationally

recognized companies (Regan and Damonte, 297). NASCAR has diversified its
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sponsorship of its series, its races, and its cars to fit its new image as a nationally
recognized sport.
Because there has been little research done on NASCAR’s regional expansion and
its effects on media consumers, this study looks to show that
H1: Women in the state of Pennsylvania self-identify as NASCAR fans more than
men.
H2: More minorities in the state of Pennsylvania self-identify as NASCAR fans
than Caucasians.
H3: NASCAR Sprint Cup Series driver recognition is related to media
consumption.
H4: NASCAR Sprint Cup Series sponsor recognition is related to media
consumption.
H5: NASCAR'’s stereotype of being a southern white man’s sport is indirectly
related to media consumption.
H6: NASCAR'’s stereotype of being a boring sport is indirectly related to media

consumption.

Method

To measure the awareness of NASCAR racing among media consumers, 300
college students were recruited with a 32% response rate. The survey gauged the
awareness of NASCAR racing among a key demographic the sport is looking to reach in
its regional expansion. A survey was the most appropriate method of inquiry because it
measured the cognitive beliefs and perceptions about a phenomenon. Daniel Wann and

Paula Waddill used a survey to measure people’s reactions and responses to the fatal
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crash that killed NASCAR driver Dale Earnhardt, Sr. in their study on the importance of
identification with NASCAR drivers (97). A survey allowed me to ask respondents the
extent to which they believed certain claims about NASCAR to be true or accurate and
the extent to which they agreed or disagreed with certain statements regarding NASCAR
racing. A survey permitted me to inquire about the respondent’s behavior from the past,
present, and future in reference to their media use. I was able to ask many questions on
one particular topic, giving me flexibility in my analysis (Baxter and Babbie, 199). Wann
and Waddill asked several questions in specific categories of sports fandom, reactions to
the fatal crash, and responses to the crash (97). A survey also allowed me to ask
demographic questions such as age, race, home state, college or university, and their year
in college.

College students are generally very busy with classes, work, and extra curricular
activities. When dealing with a demographic that is generally busy, the most convenient
and time effective method yields the best results for a researcher. A survey was the most
appropriate method of inquiry in relations to college students because it is a convenient
and easy method that took little time for them to complete. It was-also self-administered,
which made getting a large sample feasible (Baxter and Babbie, 199).

Participants

Survey participants were college student attending a college or university in the
state of Pennsylvania. It was important for my study to use a state outside of the
traditional South to measure the awareness of NASCAR after its efforts to regionally
expand and become a nationally recognized sport. The 150 participants had to be at least

18 years of age to participate in the survey. Choosing Pennsylvania is purposive sampling
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because it is my choice of one state to represent many. Choosing college students is both
convenience sampling because college students are easily accessible to me, and snowball
sampling because I reached out to students at other colleges asking them to participate
and forward the survey to other students at their college.

Throughout this study and survey there were many unconventional terms used
that readers would benefit from having defined. The two main terms in regards to my
study are regional expansion and media consumers. NASCAR’s regional expansion is its
push to become a nationally recognized sport by expanding its schedule to include tracks
outside of the traditional South and by creating a fan base in addition to the white,
southern workingman. A media consumer is someone who actively engages in using at
least one form of media per day. Also needing further explanation for survey participants
was the term sports fan. As defined in my survey a sports fan is an enthusiastic devotee of
a sport who follows games regularly and knows the names and statistics of key players.
Defining these key terms helped readers and participants of this study understand exactly
what I was looking for in response to the questions posed.

The unit of analysis for my survey is media consumers. My research is focused on
finding the awareness of NASCAR racing among media consumers. Therefore, media
consumers are my unit of analysis.

Materials

My survey was a questionnaire broken down into different sections with relatable
questions. The first section of the survey asked about a participant’s feelings toward
different sports stereotypes. The questions asked the extent to which participants agree or

disagree with certain stereotypes associated with different sports. Section two asked



Wolfinger 17

participants to rank their local media coverage in newspapers, on television, and on the
radio of several different sports. The third section asked the participants which sports
they consider themselves to be fans of. The fourth section asked participants their
knowledge of different sports. Section five of the survey asked participants about their
media use and which forms of media they get their sports information from. The final two
main sections of the survey asked the participants about their attendance at different
sporting events and finally their knowledge of NASCAR racing. The survey ended by
asking relevant demographic information.

There are many variables that needed to be taken into consideration as the data
from the survey was analyzed. The most important variable was a participant’s level of
media consumption. A participant’s level of media consumption may have affected their
awareness of NASCAR racing, their ability to recognize NASCAR drivers and sponsors
through cued recall, the stereotype associated with NASCAR racing, and their self-
identification as a NASCAR fan. Those participants who actively consume media on a
regular basis may have been more likely to have a higher awareness of NASCAR racing,
its drivers and sponsors, and its stereotype. If the participants did®ot use media, their
answers were analyzed separately from those who use media to identify different
relationships between media use and awareness. If a paiticipant self-identified
himself/herself as a NASCAR fan, his/her awareness of NASCAR, its drivers and
sponsors, and its stereotype could also be higher.

Procedures
The survey was conducted using Survey Monkey. After systematically choosing

350 Albright students from the student directory, an e-mail was sent with the link to the
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survey and asked for their participation. I also sent an e-mail to students I know from
other Pennsylvania colleges asking for their participation and to send it to other students
at their colleges asking for their participation. The survey was open on Survey Monkey
for two months and ended on February 28, 2009. I sent three additional reminder e-mails
asking for student participation.

Once 97 surveys had been recorded I began my analysis of the data. I used
quantitative data analysis, which is the process of converting data into numerical form
(Baxter and Babbie, 257). I designed a codebook where all of the possible answers to the
survey questions were given a numerical value. I then performed a normalcy test to
determine whether each of the variables were considered normal to determine which tests
would be performed to find the statistics I would use.

To test the extent to which two variables are associated with, or related to, one
another I used statistics of association. My hypotheses predicted that media consumption
is positively correlated to awareness of NASCAR, its drivers and sponsors, and its
stereotype. To measure how local media consumption effects NASCAR racing
awareness, its drivers and sponsors, and its stereotype, I used the Pearson and Spearman’s
correlations. This helped to determine if the variables are positively or negatively related
to one another. To find if women and minorities selfidentify as NASCAR fans more than
men and Caucasians respectively, I will use the Chi-square test.

Findings

The 97 participants are representative in terms of gender, but were not a

representative sample of the number of minorities or the total population of college and

university students. College student enrollment has gradually increased over many years.
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Between 1995 and 2005 college enrollment increased by 17.5 million with female
enrollment increased by 27% or 10,032 students and male enrollment increased by 18%
or 7,456 students (nces.ed.gov). In 2005, 65.7% of college students were Caucasian while
12.7% were African American, 10.8% were Hispanic, 6.5% were Asian/Pacific Islanders,
1% were American Indian/Alaskan Natives, and 3.3% were non resident aliens
(nces.ed.gov). In 2008, there were 434 Pennsylvania colleges and universities with
approximately 713,048 students’ enrolled (educationbug.org).

Hypothesis 3- NASCAR Sprint Cup Series driver recognition is related to media
consumption- was tested using the variables of total media consumption and recognition
of NASCAR drivers and was supported and statistically significant. The questions
“Below is a list of names. Please check ALL the names you recognize as NASCAR
Sprint Cup Series drivers.” and “Indicate how often you use each form of media to watch
or receive sports information.” were used to measure the relationship between the two
variables. This hypothesis was tested using three different levels of NASCAR Sprint Cup
Series drivers. A level drivers are those who are covered most often by several different
media outlets. A level drivers included Dale Earnhardt, Jr.; Tony Stewart ; and Jeff
Gordon. B level drivers are those who are covered less ofteir by several different media
outlets. B level drivers included David Ragan, Ellioti‘Sadler, and Clint Bowyer. Athletes
who were not NASCAR drivers were also inclugded to see whether participants were able
to choose only those who were NASCAR Sprint Cup Series drivers. Athletes who are not
NASCAR drivers that were included were Patrick Kane; Davis Love, III; Adam

Morrison; and Alex Smith.
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The relationship between total media consumption and recognition of only A
level NASCAR Sprint Cup drivers was investigated using Spearman’s rho correlation.
Preliminary analyses were performed for all variables to ensure no violation of the
assumptions of normality, linearity, and homoscedasticity. There was a moderate,
positive correlation between the two variables, rho=.41, n=90, p< .01 with levels of
media consumption associated with levels of A level driver recognition. The recognition
of A level NASCAR drivers increased with higher levels of media consumption.

The relationship between total media consumption and recognition of only B level
NASCAR Sprint Cup drivers was investigated using Spearman’s rho correlation. There
was a weak, positive correlation between the two variables, rho= .28, n=90, p< .01 with
levels of media consumption and recognition of B level NASCAR drivers. The
recognition of B level NASCAR drivers increased with higher levels of media
consumption.

The relationship between total media consumption and recognition of people who
were not NASCAR drivers was investigated using Spearman’s rho correlation. There
was a weak, positive correlation that was not statistically significant and did not meet an
acceptable level of error between the two variables, rho=.05; n=90, p< .64, with media
consumption associated with recognition of people wio were not NASCAR drivers. This
means that few participants erroneously identified athletes who were not NASCAR
Sprint Cup Series drivers. This means that the more media participants consumes, the less
likely they were to erroneously identify athletes who were not NASCAR drivers.

The relationship between media consumption and A level drivers was stronger

than the relationship between B level drivers and media consumption. This would
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suggest that media consumption is related to level of knowledge of NASCAR drivers,
given that A level drivers are more intensely covered than B level drivers.

Hypothesis 4- NASCAR Sprint Cup Series sponsor recognition is related to media
consumption- was tested using the variables of media consumption and recognition of
NASCAR Sprint Cup Series Sponsors and found to be supported and significant. The
questions “Indicate how often you use each form of media to watch or receive sports
information in a week.” and “Below are a list of sponsors. Please check all of the sponsor
names you recognize as being associated with NASCAR racing.” were used to measure
the relationship between the two variables. This hypothesis was tested using three
different levels of NASCAR Sprint Cup Series sponsors. A level sponsors are those who
are seen most often in media coverage. A level sponsors included AAA, Budweiser, and
The Home Depot. B level sponsors are those who are seen less often in media coverage.
B level sponsors included Pedigree Dog Food, Bass Pro Shops, and Adidas. Companies
who were not NASCAR sponsors were also included to see whether participants were
able to choose only those who were NASCAR Sprint Cup Series sponsors. Companies
who are not NASCAR Sprint Cup Series sponsors that were included are Wal-Mart,
Wendy’s, the Marines, Mercedes, and Apple.

The relationship between total media consumtion and recognition of all
NASCAR Sprint Cup Series sponsors was inveéstigated using Spearman’s rho
correlation. There was a moderate, positive correlation between the two variables,
rho=.47, n=90, p< .01, with media consumption associated with recognition of all
NASCAR Sprint Cup Series sponsors. The recognition of all NASCAR sponsors

increased with higher levels of media consumption.
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The relationship between total media consumption and recognition of A level
NASCAR Sprint Cup Series sponsors was investigated using Spearman’s rho
correlation. There was a moderate, positive correlation between the two variables,
rho=.43, n=90, p< .01, with media consumption associated with recognition of A level
NASCAR Sprint Cup Series sponsors. The recognition of A level NASCAR sponsors
increased with higher levels of media consumption.

The relationship between total media consumption and recognition of B level
NASCAR Sprint Cup Series sponsors was investigated using Spearman’s product-
moment correlation coefficient. There was a moderate, positive correlation between the
two variables, rho=.38, n=90, p< .01, with media consumption associated with
recognition of B level NASCAR Sprint Cup Series sponsors. The recognition of B level
NASCAR sponsors increased with higher levels of media consumption.

The relationship between total media consumption and recognition of companies
who are not NASCAR Sprint Cup Series sponsors was investigated using Spearman’s
rho correlation. There was a moderate, positive correlation between the two variables,
rho=.32, n=90, p< .01, with media consumption associated with iccognition of all
NASCAR Sprint Cup Series sponsors. This means that sevéral participants erroneously
identified companies that are not NASCAR Sprint Ciip Series sponsors. This means that
the more media participants consumes, the more’likely they were to erroneously identify
companies who were not NASCAR sponsors.

Again, higher levels of NASCAR sponsor knowledge was associated with higher

levels of media assumption, with the relationship between media consumption and A
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level sponsors being the strongest relationship. Thus, increased media attention combined
with high levels of media consumption are related to an increase in NASCAR knowledge.

Hypothesis 6- NASCAR’s stereotype of being a boring sport is indirectly related
to media consumption- was tested using the variable of media consumption and whether
participants believed NASCAR racing was boring. The results indicated a relationship
but was not statistically significant. The questions “Most sports fans think racing is
boring.” and “Indicate how often you use each form of media to watch or receive sports
information in a week.” were used to measure the relationship between the two variables.

The relationship between total media consumption and the belief that most sports
fans think NASCAR is boring was investigated using Spearman’s rho correlation. There
was a weak, negative correlation that was not statistically significant between the two
variables, rho=-.03, n=90, p> .81, with media consumption not associated with most
sports fans thinking NASCAR is boring.
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