
NORTHERN RACING LTD 

Operational Excellence 

Segmentation of the Fixture List and major raceday critical paths 



Objectives 

• To ensure the best possible customer experience is delivered at our courses in a cost and resource efficient 

manner 

• To direct our resources in the areas most likely to achieve results 

• ensure operational delivery of initiatives at course level 

• To capitalise and build on RFC learning 

• To aid as a financial and resource planning tool, and help all the great ideas had at planning stage, actually 

make it to the customer 
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Delivery 

• All our x racedays across 9 courses have been segmented into 3 groups.  

• Tier 1 - Customer Friendly and racing festivals 

• Tier 2 - Shoulder meeting – potential to grow 

• Tier 3 - Non customer friendly 

• A guideline of what we would expect as a minimum customer offering was created for each segment under the 

headings of, showmanship, Pre and post customer communication, orientation and food & beverage. 

• This allows us to ensure our resource is focused to best effect and that initiatives are filtered through to the 

customer. 

• All tier one fixtures have an additional planning tool of a major raceday critical path document, again 

featuring initiatives under the main headings, with the nuts and bolts of who is doing what by when, allowing 

the team to ensure their ideas are brought to life on the day, avoiding ‘the innovation gap’. 

• See next slide for examples of paperwork 
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MAJOR RACEDAY CRITICAL PATH 

 
RACECOURSE:  

 

 

RACEDAY: e.g. Fighting Fifth, 26th November 2011 

 

RACEDAY PLAN:  

 

VISION: 

What is the vision for the this raceday in the short, medium and long term 

 

COMMERCIAL ACTIVITY (Outside of Communications Plan) 

KEY LINE 
 

PLANNED ACTIVITY BY WHEN/WHO NEXT STEPS 

ADMISSIONS 
£plan 

For each income line below detail any 
offers, product innovations and 
partnerships you are planning to have 
in place for the event. 

  

SPONSORSHIP 
£plan 
 

As above   

HOSPITALITY 
£plan 
 

As above   

COMMISIONS 
£plan 
 

Detail any initiatives in place with your 
catering and betting partners. 

  

 

RACING 

INITIATIVE 
 

BY WHEN/WHO NEXT STEPS 

e.g. encouraging runners into the major race via a 
series of stable visits 

  

e.g. extending the owners and trainers facility 
through use of a marquee. 

  

e.g. trialling new award for winning owners of 
presentation case of Newcastle Brown Ale 

  

Add rows as required 
 

  

 

 

  

OPERATIONS 

INIATIVE 
 

BY WHEN/WHO NEXT STEPS 

e.g. wet weather parking contingency   

e.g. piped band at entrance to Brandling House   

Add rows as required   

 

MARKETING/COMMUNICATIONS PLAN 

MEDIA/CHANNEL ACTIVITY 
 

BY WHEN/WHO NEXT STEPS 

Website 
 

   

E-marketing 
 

   

Direct Mail / 
Leaflet Drops 
 

   

PR 
 

   

Press 
 

   

Radio 
 

   

Other 
 

   

 

RACEDAY EXPERIENCE 

INITATIVE ACTIVITY 
 

BY WHEN/WHO NEXT STEPS 

Pre/Post 
Raceday 
Communications 

   

Orientations 
 

e.g. racecard/signage initiatives   

Showmanship 
 

   

Retail/Catering 
 

   

Betting 
 

   

 



Results/Anticipated Results 

• For year one as a marketing and campaign planning tool we have had far more confidence in allocating, 

cutting or growing our budget as appropriate. This is also equally important in ensuring the teams time is 

focussed to best effect. 

• With regard to the old quote – ‘half of my marketing doesn’t work, I just don’t know which half’ we believe we 

are getting closer to allocating activity to achieve results. 

• Delivery of our initiatives has improved at course level with the teams understanding what is important to the 

customer. 

• Our customer satisfaction surveys carried out following our tier one fixtures shows over 90% of people rating 

their day out as very good or excellent – we also have verbatim comments that will help us improve further, 

or save a disappointed customer. 

• New initiatives trialled this year e.g.: Meet the racehorse may become a ‘must do’ in tier one fixtures ensuring 

that suitable budget and planning can take place well ahead of time. 
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