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IndyCar is overshadowed in the USA by NASCAR. A decision must be made and delivered to IndyCar CEO Mark Miles on how to position the brand. 

Recommend brand positioning IndyCar should use going forward. Focus on the point of difference IndyCar possesses that would allow it to set apart the brand from the competition. Justify your decision by drawing support from the concepts of brand equity and brand positioning. 
Case Study: IndyCar
For IndyCar to set itself from the competition from NASCAR, it, therefore, needs to establish ways to enhance its brand equity and acquire a higher brand positioning (Heinberg et al., 2019). First, considering that NASCAR has outshined IndyCar in media sponsorship interest and creating star power, IndyCar should focus on gaining those two aspects. Creating star power will make the brand more popular and attract more viewers since it will enhance brand association by enhancing a quality that supporters wish to associate themselves with (Heinberg et al., 2019). Also, by acquiring star power, IndyCar will enhance the brand experience. The supporters will view it as superior to NASCAR and support IndyCar more, thus acquiring more media bargaining power. Now that IndyCar is aware of how NASCAR positions itself, they need to follow NASCAR’s steps to attract star power. Therefore, the IndyCar should field more racing circuits in the United States and focus on sponsoring young drivers. Doing so will attract the attention of both the supporters and the media. Considering that IndyCar has developed more from outside the United States, it is wise for them to organize inter-country racing so that their foreign superstar drivers can compete with NASCAR drivers. Doing so is a value-based move since fans and media will focus on IndyCar as perfect rivals to NASCAR and enhance the media support bargaining power. If no attempt seems progressive to ease the competition, IndyCar should seek a corporate partnership with NASCAR to end the competition, which will give the partnership a top position over other racing entities (Heinberg et al., 2019). IndyCar already has the cost advantage for fans to attend to their competition in addition to other privileges it provides the fans and being internationally recognizable. Therefore, it seems probable that NASCAR will give in to its partnership proposal. 


Reference
Heinberg, M., Katsikeas, C. S., Ozkaya, H. E., & Taube, M. (2019). How nostalgic brand positioning shapes brand equity: differences between emerging and developed markets. Journal of the Academy of marketing Science, 1-22. 


1


 


 


 


 


 


Case Study: IndyCar


 


 


 


 


Student’s Name


 


Institutional Affiliation


 


Course


 


Instructor’s Name


 


Date


 


 


 




1           Case Study: IndyCar         Student’s Name   Institutional Affiliation   Course   Instructor’s Name   Date      

