USTCC is the new battle ground for today’s sport compact cars

Engines:
\ Mildly modified engines putting out 200-
250hp.

Suspension: Springs, shocks, sway
bars, and bushings may be changed.
Suspension locating points may not be
changed.

Brakes: Racing pads with optional big brake
rotors and calipers.




Tentative 2005 Schedule

March 12-13
California Speedway, Fontana, CA August 13-14
Road Atlanta, Braselton, GA
April 2-3
Mid Ohio, Lexington, OH September 3-4
BeaveRun Motorsports Complex, Big
April 9-10 Beaver Borough, PA

Infineon Raceway, Sonoma, CA

September 17-18
April 9-10 Hallett Motor Racing Circuit, Hallett, OK
Road America, Elkhart Lake, WI

October 8-9
May 7-8 Infineon Raceway, Sonoma, CA
Portland Int'l Raceway, Portland, OR

June 4-5
Autobahn Raceway, Joilet, IL

June 11-12
Buttonwillow Raceway, Buttonwillow, CA

July 16-17
Summit Point Raceway, Summit Pt, WV

July 29-30
San Jose Grand Prix, San Jose, CA
(with Champ Car)




NASA AUDIENCE

The NASA demographics provide a great target audience for
virtually any company, whether it is auto related or not
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Investment Rewards

Investing in the US Touring Car Championship is full of rewards for
your employees and your firm.

®Cars and transport trucks serve as moving billboards for the investors
and their firm’s name and logo.

®Driver and team uniforms can carry the investor’s name and logo.

®The investor gains exposure through magazine, TV and radio coverage.
®Easy access to the drivers and teams at the track builds an intense loyal-
ty to the products used by the racers.

Other rewards can include:

®Mandatory product use by the teams

®Company logo on every car

®Booth at every race

®Rights to the name of the series (i.e. Joe’s Pizza US Touring Car)
®Displaying your company’s logo at the event
®Displaying your products at the event (unmanned booth)
®Free ad in USTCC website for entire season

® Advertising your company’s name and logo

®Free race tickets to the races for company VIP

®Rides in race cars for selected company staff
®Displaying your company’s logo on the official pace cars




Media Coverage

The US Touring Car Championship is supported by a comprehensive variety
of print and broadcast media. Last year’s season featured the new technolo-
gy of an all digital internet TV program similar to bmwfilms.com. USTCC is
proud to be associated with HyperFest in 2005 which consists of an import car
show, drifting contest, bikini contest, burnout contest, live bands, radio con-
trolled car racing and many other functions. These events are sponsored by
Pep Boys, 76 gas, Grassroots Motorsports magazine and Super Street maga-
zine. There are radio, TV and print ads planned to promote the HyperFest
events. See www.hyper-fest.com for more details.

BROADCAST

The new season should expand on the digital internet TV as well as a special
show on Speed Channel as well as a season wrap up on the Outdoor Life
Network (OLN).

The USTCC television show is shown on the Internet similar to bmwfilms.com
and will be available on several magazines’ websites such as Sport Compact
Car, Grassroots Motorsports and Tuner Performance Reports.

PRINT

The USTCC has built a strong media support among various automotive mag-
azines and newspapers. Magazines and newspapers such as Car and Driver,
Sport Compact Car, Super Street, Grassroots Motorsports, Motoracing,
European Car, Honda Tuning, Tuner Performance Reports, and Speednews
support the series with features and articles.




Media Coverage

NASA and USTCC have traditionally attracted the younger and more high-
tech audience. The Internet is a very important part of that equation.

The US Touring Car Championship’s own website (www.ustcc.com) is
always updated with the latest results, pictures, videos, and stories.

Many racing oriented as well as marque specific car club websites cover
stories of the USTCC. These sites include:

www.speedoptions.com
www.speedarena.com
www.ten-tenths.com
www.asianscene.com
www.motorsport.com
wWww.racing.com
Www.rpmnet.com
www.totalmotorsport.com
www.touringcartimes.com
www.theracesite.com
www.overboost.com
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Compact Performance
Industry Update

The compact performance phenomenon had
its visible beginnings in the late 1980s in
California. Since then, it has spread across
the U.S., and is noticeable in Europe. For
many in the automotive industry, compact
performance has been a breath of fresh air.
You only have to realize that in the U.S. we
had nearly a whole generation become driv-
ers without catching the "car bug."

In the mid '70s through the '80s, there were
gas shortages and vehicle designs on the
whole were less than inspiring. As a result,
the young people learning to drive came to
view cars as just transportation. Fortunately
for all us car nuts, the compact performance
trend ushered in a new wave of passion for
things automotive.

As we look at the U.S. market there are sev-
eral aspects that are of interest; consumers,
vehicles, products and market growth.

Consumers

Much like the first hot-rod trend, the young
people involved are very competitive and
passionate about their cars. The typical
enthusiast found in the compact performance
market is 18 to 25 years old. SEMA's studies
find that as much as 74 percent of market
consumers fit within this age bracket. The
variations show up as you move from one
region of the country to another.

One very noticeable difference from the first
hot-rod trend is female participation. Today,
young ladies make up nearly 18 percent of

the car customizers and drivers we find in the
market.

In the early stages of development of the
compact performance market, the dominant
ethnicity of participants was Asian American.
But, over the past couple years as the phe-
nomenon has spread from California across
the country, the ethnic background of enthu-
siasts has shifted.

Compact Performance Enthusiast
Ethnicity

African American 8.0%

Asian American 28.5%

Hispanic American 16.2%
Caucasian American 42.2%

Other 3.8%

Vehicles

The most significant potential change in this
market is not going to be in the consumer
demographics, but in the vehicle makes that
enthusiasts choose. Historically, Honda has
dominated the market with as much as 45.2
percent of the cars chosen by young people.
Today, depending on the region of the coun-
try, Honda's market share has dropped into
the 30 percent range.

A number of the other vehicle manufacturers
have recognized this market and have start-
ed to produce and market cars that are
designed to grab the attention of these con-
sumers. By incorporating some of the fea-
tures that made Honda popular, re-emphasiz-

ing their vehicles attributes or target market-
ing, Honda's competitors are beginning to
threaten Honda's lead.

Reasons Compact Performance Vehicle
Selected

Good looks 49.8%

Overall performance 46.5%

Price 44.9%

Quality 37.9%

Brand name 33.9%

Handling 25.6%

Powerful/fast engine 24.3%

Number of available aftermarket parts 24.6%

Approximately, two-thirds of all compact per-
formance consumers purchase their car
used. For the new models to really have a
significant affect in this market, several years
will have to pass so that the off-lease vehi-
cles and trade-ins will find their way to con-
sumers.

How Compact Performance Vehicle Was
Acquired

Used 65.5%

New 27.7%

Gift 6.7%

Products

We define the compact performance niche as
the products that are used to modify small,
medium and some sports cars with small dis-
placement engines (typically less than 3.0




Compact Performance
Industry Update

liters and more commonly 4-cylinders). The
products that compose this market include
engine dress-up kits, turbo or superchargers,
cams, nitrous, wheels and tires, suspension,
paint, graphics, body kits, roll cages, gauges,
seat belt pads and race pedals to name just
a few.

Expenditures Modifying Compact
Performance Vehicles

Amount in 2002/2001
$0 to $1,000

$1,001 to $3,000
$3,001 to $5000
$5,001 and up

33.8% / 42.8%
24.8% / 34.3%
14.4% / 12.8%
27.0% / 6.7%

We group these products into one of three
major categories: exterior modifications,
engine modifications or interior modifications.

Exterior Modifications

Exterior modifications are the largest product
category in this market. Consumer modifica-
tions in this segment compromise approxi-
mately 48 percent of the total retail sales.
Products that would fit into this category
include clear taillights, paint, graphics, body
kits, spoilers/wings, suspension modifications
and wheels and tires.

Have Plans to Modify Exterior
Custom wheels 34.2%
Performance tires 39.5%
Suspension 28.6%
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Custom lights 27.2%
Ground effects 19.6%
Graphics 16.3%

Custom exhaust tip 17.3%
Neon 17.6%

Custom paint 14.7%

Engine Modifications
At 32 percent of the total market, engine

modifications are the second largest segment
in this niche. The products that compose this
segment include ignition coils, sparkplug
wires, turbos and superchargers, cold-air
intakes, nitrous, headers, cat-back exhaust
systems as well as engine hose kits. Also
included into this category are internal engine
modifications such as cylinder sleeve skirts,
rods and pistons.

Have Plans to Modify Engine
Cold air intake 43.8%

Exhaust 38.2%

Headers 25.6%

Turbocharger 27.6%

Nitrous oxide 20.3%
Supercharger 17.3%

Interior Modifications

Being the smallest of the three segments,
interior modifications make up 20 percent of
the total market.

Have Plans to Modify Interior
Custom speakers 37.9%
Audio amplifiers 34.6%

Radio/tape deck 34.6%
Custom pedals 26.2%
Gauges 25.9%

Custom shift knob 23.6%
Custom seats 10.7%
Roll bar 4.0%

Market Growth

SEMA began in-depth research of this market
in 1997 and found that the size of the retail
market was $295 million dollars and the man-
ufacturer level was $100 million. By 2000,
this market had grown more than 300 per-
cent to $1.2 billion at the retail level, and
manufacturer level sales increased to $405
million dollars. From year-to-year, sales have
grown on average of more than 52 percent.

Compact Performance Market Sales Trend
Percent
Retail / Change

1997. $295 million / n/a
1998. $438 million / 48.5%
1999. $756 million / 72.6%
2000. $1,200 million / 58.7%
2001. $1,518 million / 26.5%
2002. $2,367 million / 55.9%

Currently, we do not see anything on the
horizon that would diminish this market's
growth in the near future.

Report furnished by Specialty Equipment
Market Association




