
KEEPING PACE 
WITH A
SPORT ON
THE RISE
Speedway Motorsports, LLC is one of the leading marketers, promotors, and sponsors of 
motorsports entertainment in the United States. They own and operate eight racing facilities across 
the country. On top of racing, the company manufactures and distributes modified racing car parts 
through its U.S Legend Cars International subsidiary. They also produce and broadcast motorsports 
programming to radio stations nationwide through its Performance Racing Network subsidiary.

Speedway Motorsports, LLC came to Tattoo Projects because NASCAR was a growing sport, and 
they needed messaging that could match the energy of the sport itself.
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After thorough research, we found that NASCAR’s demographic was 
evolving. What was once known as a sport for white men, was now 
being enjoyed by African Americans and Hispanics, both men and 
women. What was thought to be a sport predominantly enjoyed in the 
Southeast turned out to be a sport that was being celebrated all over 
the country, especially in the Northeast and West Coast.
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BRAND STICK E R PACK

In order to tap into this new demographic, we needed to embrace 
NASCAR’s diverse range of enthusiasts, and make them feel 
welcome to the sport that they love.

Letting fans take racing with them, wherever they are. We built off 
of the insight that this was a market for everybody, everywhere. 
That presented a new series of problems that we had to address 
from a creative angle. How could we make something that could 
be seen by everybody, no matter where they were?

So, we thought about the one unifying force among every group of 
consumers: Their phones, and the obsession with social media that 
comes with their phones.

We created a collection of branded stickers for Speedway 
Motorsports, LLC, so that fans could show their love no matter 
where they were on social media. 



In the late winter of 2020, the world pretty much shut down due to the global COVID-19 
pandemic. By Spring, NASCAR was starting up again, and the first race back was in Charlotte, 
North Carolina, for the Coca Cola 600.

This was a monumental moment, for not just racing, but for the sports world. No other sport 
had resumed at the time. The Coca Cola 600 was the first taste of the competitive, American 
spirit that fans had in several long months. This time, it was a sprint.
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In a two-week, all hands-on deck effort, we built a campaign for the upcoming Coca Cola 600 which featured a 
thirty-second TV spot, a digital campaign, and a social campaign. We built a campaign that said what everyone 
in the country was thinking.        WE’RE READY.

‘We’re ready’ was an anthemic campaign, read like a manifesto voice-over, over stock footage (we were in a 
pandemic, after all) that highlighted how ready we were for sports to come back, and how ready to have a 
reason to be excited after months of being cooped up inside we were.

“READY TO RAC E”
Scan to Watch

“THIS  ONE’S
FOR THE FANS”
Scan to Watch

“WE ARE”
Scan to Watch

TV & DIGITAL SPOTS



Increase in Overall 
Impressions

234%%
Increase in YOY
Engagement

276%%

64%% INCREASE
In Facebook Engagement

35% INCREASE
In Instagram Engagement

FAST
RESULTS Ticket Sales 

Retention Through 
Pandemic
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