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Board & Committee Structure

2012 Board of Directors

Thoroughbred Racing Associations:     Dyan Grealish (Hollywood Park)

                                                                       Greg Avioli (Santa Anita Park)

Thoroughbred Horsemen:     Lou Raffetto (TOC)

                                                      Billy Koch (TOC)

Live Racing & Satellite Fairs:     Christopher Korby (CARF)

                                                           Kelly Violini (Monterey County Fair)

State of California 
California Horse 

Racing Board

California Marketing 
Committee 

Board of Directors

Executive Director
Shannon McDonald

Product Enhancement
Racing Secretaries Group

Significant Player Rewards
Track Principals & CHRIMS

Branding & New Media
Bailey Gardiner Agency

Satellite Marketing
Satellite Supervisors GroupSub-Committee

California Marketing 
Committee 

Sub-Committee

 2012 Sub-Committee
Dyan Grealish (Hollywood Park) 

Dan Cirimele (Golden Gate Fields) 
Heather Haviland (CARF) 

Alan Balch (CTT) 
Mary Forney (TOC) 

Craig Dado (Del Mar) 
Chris Quinn (Santa Anita Park) 
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CMC 2012 Co-Chairs: Christopher Korby (CARF) and Dyan Grealish (Hollywood Park) 
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Dyan Grealish and Christopher Korby are the current CMC Co-Chairs.  

Programs currently funded by CMC include promotion of California Thoroughbred and Fair racing 
through the establishment and maintenance of an Internet Web site; marketing and promotion of our 
product using social media sites; enhancement of our racing product though recruitment efforts and 
purse incentives; promotional funding and support for new mini-satellites; the establishment and 
administration of players incentive programs for those who wager on Thoroughbred races; and 
promotional activities at satellite wagering facilities to increase their attendance and handle.  

The California Marketing Committee meets not less than four times per year.  A Subcommittee of CMC 
meets monthly and acts as a second, more informal forum to encourage further participation and 
seek input from key industry participants.  Subcommittee members currently include Dyan Grealish 
(Hollywood Park Marketing Department), Chris Quinn (Santa Anita Marketing Department), Craig 
Dado (Del Mar Marketing Department), Heather Haviland (CARF Director of Marketing), Mary Forney 
(TOC) , Alan Balch (CTT) and Dan Cirimele
(Golden Gate Feilds).

  

Overview & Structure

CMC SEES AS ITS PURPOSE 
THE ALLOCATION OF 
RESOURCES AT A STATEWIDE 
LEVEL TO COMPLEMENT AND 
SUPPLEMENT, NOT SUPPLANT, 
THE MARKETING EFFORTS 
UNDERTAKEN BY INDIVIDUAL 
RACE TRACKS AND FAIRS
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In addition, the CMC works collaboratively and 
in tandem with many additional industry 
groups and representatives to solicit and vet 
ideas and concepts that will promote California 
Thoroughbred racing and enhance our product.  
These groups and representatives include all 
Thoroughbred racing associations, California 
Authority of Racing Fairs, (CARF), Throughbred 
Owners of California (TOC), California Thor-
oughbred Trainers (CTT),  California Thorough-
bred Breeders’ Associations (CTBA), Racing 
Secretaries and facility marketing personnel, 
CHRIMS, SCOTWinc, NCOTWinc. and others.

The California Marketing Committee (CMC) is a statewide 
marketing organization formed to market and promote 
Thoroughbred horse racing pursuant to Business and Profes-
sions Code Section 19605.73.   Statute requires that CMC 
voting members include two representatives each from 
Thoroughbred racing associations, Thoroughbred horsemen 
and from Fairs.

The CMC Board currently consists of the following members:

   racing associations

   horsemen

7



HISTORICAL PERSPECTIVE

Since its inception in 1999, the CMC has served as an industry forum and funding source for a wide variety 
of statewide marketing initiatives and programs designed to promote and enhance Thoroughbred racing in 
California.  Many of these initiatives and programs would not have been possible to launch or maintain 
without the CMC.  Equally important the CMC has been a strategy incubator and catalyst for marketing and 
promoting our product.  The CMC has facilitated open communication and collaboration, across stake-
holder interests,  CMC has always worked to support and promote marketing initiatives and programs for 
the benefit of California Thoroughbred racing, whether conducted private associations or by Fairs.  CMC 
sees as its purpose the allocation of resources at a statewide level to complement and supplement, not 
supplant, the marketing efforts undertaken by individual race tracks and Fairs.  

In this context, it’s important to note that recent changes in legislation substantially reduced the funding 
available to CMC.  For example, in 2010, the CMC budgeted revenues of $3.4 million; the 2012 budget 
reflects projected revenues of $1.8 million. The reductions in funding and limited resources have made it 
increasingly important that CMC use available funds for targeted programs designed to have specific 
impacts.

Overview & Structure
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2011 Budget
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Same Description as 2012 budget.

BUDGET
PROJECTED
YEAR-END

Same Description as 2012 budget.  Incentive payments declined in 2011 leaving
a $350,000 budget surplus.  

SIGNIFICANT PLAYER PROGRAM

700,000 349,487.89

Analysis from the R&D phase will be leveraged to inform the marketing and 
branding efforts. Comparing perceptions from horsemen and the general public 
will enable Bailey Gardiner and CMC to further understand the insider vs. outsider 
differences in opinions about leading issues and potential solutions.  This will 
drive strategy in creating brand  positioning, identity, experience, and ongoing 
brand management for the creation of new Cal Racing campaign. The research 
and branding will guide the public relations program which will support  two 
goals. One will be to increase awareness with the consumer about Cal Racing and 
all the positive attributes attached to it. The other will be to monitor, participate 
and correct the critical and often negative conversation going on in the industry 
about Cal Racing.

PUBLIC RELATIONS & BRANDING CAMPAIGN

500,000 550,067.00

Same Description as 2012 budget.

SATELLITE MARKETING

250,000 250,000.00

To provide better service to our customers, a statewide free race results line was 
launched in 2007.  For 2010, on average, the line handles over 55,000 calls per 
week, with nearly 2.8 million in estimated total annual calls.  

RACE RESULTS LINE

200,000 192,619.55

Calracing.com appeals to owners, trainers and fans alike and provides a place to 
host free live video and free replays of California races.  Feedback regarding the 
website continues to be overwhelmingly positive from all segments of the indus-
try.  The site also continues to be a strong vehicle for posting positive stories on 
California racing to combat some negative stereotypes, such as medication issues 
and workers compensation concerns.  On average, there are 7,500 visits to the site 
each weekend day, with 5,800 on average per weekday. In the last eleven months, 
over 1.7 million visits to the site have been captured. 

CALRACING WEBSITE

88,500 106,888.75

Funding toward the creation of two mobile kiosks that will promote California 
racing.  One each will be placed in Northern and Southern California.  This is a 
collaborative project between the tracks and Local 280.  

RACING KIOSKS

10,000 15,061.80

TOTAL

FUND GENERATION - PROJECTED

(OVER) / UNDER

PRIOR YEAR ACCUMULATED SURPLUS

FUND BALANCE

1,908,500

1,846,529

(61,971)

315,415

253,444

2,452,254.05

1,952,695.00

(499,559.05)

315,415.18

(184,143.87)

ADMINISTRATION

160,000 188,129.06Directors and Officers insurance, accounting audit, office expenses, meeting 
expenses, business and legal expenses, staff salary and benefits.  

CAL-BRED PROGRAM ACCRUAL

             0 800,000.00CMC decided to include an accrual for Cal-bred stakes payable in 2012 and 2013.  
Please see page 12 for additional information.     
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2012 Budget
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Same Description as 2012 budget.

SIGNIFICANT PLAYER PROGRAM

BUDGET

SATELLITE MARKETING

BRANDING & NEW MEDIA

PRODUCT ENHANCEMENT

NEW MINI-SATELLITE SUPPORT

ADMINISTRATION

500,000.00

180,000.00

270,000.00

 29,000.00

500,000.00

175,000.00

TOTAL

FUND GENERATION - PROJECTED

(OVER) / UNDER

PRIOR YEAR ACCUMULATED SURPLUS

BALANCE

1,654,000.00

1,800,000.00

146,000.00

(182,910.46)

(36,910.46)*

Significant Player rewards is an incentive program for players who wager a minimum of $20,000 per month. 
Players receive a tiered reward based on their play - varying from 1% to 3%. Players participate under a variety of 
track frequent fan programs by using a designated club card to place their wagers. This program allows us to 
identify and stay connected with our most valuable players. The program, often in conjunction with local track 
programs, also helps attract players to our pools who may be wagering elsewhere.  Through Oct. 2011, over 72 
unique players participated and qualified under the program, wagering over 17 million in California handle.

Satellite Marketing allocation will be used for marketing efforts to promote the California Off-Track Satellite 
Network, a network of twenty-seven satellite facilities made up of Fairs, tribal casinos and mini-satellites through-
out the state.  Satellite Marketing programs include the following:  CalRacing Club, a card-based satellite 
customer retention program, which currently consists of 12,500 of California’s core horseplayers; statewide 
giveaways, coordinated closely with tracks; e-mail campaigns and collaborative promotions, such as the current 
Free Form Fridays during Hollywood Park’s Fall meeting. These programs are designed to reward existing 
customers while generating incremental increases on targeted days at a cost of less than $10,000 per facility.  In 
2010, these satellite facilities generated over $405 million in handle; from that $405 million in handle, $1.57 
million was distributed to the CMC Promotional Fund and over $20.7 million was distributed to purses.  

Branding and New Media allocation will support calracing.com, Public Relations and Social Media outreach and 
the Race Results Line.  Calracing.com appeals to owners, trainers and fans alike and provides a place to host free 
live video and free replays of California races. The site also continues to be a vehicle for posting positive stories 
on California racing to combat some negative stereotypes.  Public Relations outreach will focus on lifestyle 
events at the tracks while Social Media will continue to focus on Facebook and the ‘Inner Jockey’ micro site. Race 
Results Line support will continue in 2012 at a marked reduction in operating cost. The line will change from a 
toll free call to a caller paid call.  The objective will be to transition many of those patrons who do have internet 
access from the race results line to calracing.com for free replays. 

A new program designed to bolster two-year-old stakes races in both Northern and Southern California.  Since 
the Breeders’ Cup added several two-year-old championship season-end events, California was lacking in 
providing necessary preparatory events to support those new races.   CMC funding will be used to support 
existing two-year-old stakes sprints, as well as aid in the creation of several new two-year-old route turf stakes.  
This new program will encourage the breeding and importation of young horses to California. Additionally, 
some funding will be allocated to financially assist the importation of other horses to California.

A co-op budget, with funds derived from new mini-satellites, Sportech and CMC, has been established for 2012 
to advertise and promote new locations. Based on five startups, $75,000 would be earmarked for advertising 
and promotion of the new locations through print, outdoor, radio and direct mail media as well as database 
farming and localized promotions such as handicapping contests, betting vouchers and special events. In 
addition $20,000, funded by Sportech and CMC, has been earmarked for mini-satellite awareness advertising, 
reaching potential new locations primarily through targeted direct mail.  

Directors and Officers insurance, accounting audit, office expenses, meeting expenses, business and legal 
expenses, staff salary and benefits.  

*CMC Board approved $800,000 accrual on 11/18/2011 for 
Cal-Bred program disbursements in 

2012 ($400,000) and 2013 ($400,000).   
Please see page 12 for additional information.
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SIGNIFICANT PLAYER PROGRAM - Annual CMC Budget Allocation to Pre-Fund 
Potential Liabilities for Incentive Rewards

During the annual CMC budget preparation, CMC staff formulates projections of the potential financial 
liabilities that might be paid out for incentive rewards under that year’s Significant Player Program.  CMC 
has elected to use a conservative fiscal approach in its projection of potential liabilities in order to ensure 
that the Significant Player Program remains solvent.  In some years, when awards are paid at a lower 
amount than projected in the budget, this conservative approach results in an unpaid balance (“surplus 
accrual”) at the end of the year.  From time to time, and with formal approval from the Committee, this 
accrual is used to fund other CMC programs, such as the Cal-Bred Stakes Program described below.

CAL-BRED STAKES PROGRAM - 2011 $800,000 CMC Accrual for 2012 and 2013

Racing in California is highly dependent on Cal bred horses in that over time Cal breds have represented 
50% of the horses racing in California. From 2003 to 2011, the California foal crop has declined 53% from 
3,867 to an estimated 1,800. This decline must be blunted in order to preserve California racing.

In order to stimulate the breeding of Cal bred horses, the CMC and the CTBA jointly undertook the 
supplemental funding of purses for 18 Cal bred stakes races for two and three year olds in both 2012 and 
2013. Because horses will be nominated for these races early in 2012, yearlings purchased in 2011 and 
future breeding commitments made in reliance on the existence of these races in 2012 and 2013, the 
funding of these races had to be in place in 2011 even though their actual funding would be postponed 
until 2012 and 2013.

When the accrual was authorized, it was estimated the CMC at 2011 year end would have a surplus of 
$700,000 and it was recognized that any 2011 shortfall in revenue would have to be covered in 2012 
and/or 2013.  Section 19605.73 specifically contemplates revenue in a later year being available to cover 
a shortfall in an earlier year. The $800,000 accrual in 2011, as required by Section19605.73, will be 
formally disclosed in CMC's fourth quarter report to the Board. 

Miscellaneous Budget Notes
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Significant Player Program
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Keep big California players betting in California.

Significant Player Rewards provides an important marketing incen-
tive to keep California patrons wagering at California locations.  The 
program helps us identify and retain very large players keeping 
them wagering within our pools.  The program also helps attract 
new large players that may be currently wagering elsewhere.

Significant Player rewards is an incentive program for players who 
wager a minimum of $20,000 per month. Players receive a tiered 
reward based on their play - varying from 1% to 3%. Players partici-
pate under a variety of track frequent fan programs by using a 
designated club card to place their wagers. This program allows us 
to identify and stay connected with our most valuable players. The 
program, often in conjunction with local track programs, also helps 
attract players to our pools who may be wagering elsewhere.  
Through Oct. 2011, over 72 unique players participated and quali-
fied under the program, wagering over $17 million in California 
handle.

DMTC was able to attract a very large player using this program and 
local incentives combined.  This player was not previously wagering 
in pari-mutuel pools.  This new player has wagered more than $1.2 
million in CA handle in August/September.

 We are spending 1.72% to keep significant players wagering 
directly with California host tracks.  The distribution on these 
wagers contribute to all California pari-mutuel wagering funds.  If 
these wagers were made via an ADW rebate site, California would 
lose more than 12% of the takeout.  In most cases, California 
receives approximately 8% from out-of-state wagering ADW 
Providers.  We are therefore spending 1.72% to receive the benefits 
of the additional 12% takeout distributed to California stakehold-
ers.  [Figures provided by CHRIMS].

PROGRAM OBJECTIVE:

SYNOPSIS:

PROGRAM DETAILS:

SUCCESSES:

OBSERVATIONS:
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Satellite Marketing
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1) increase overall attendance and participation in the Cal Racing Club 
(frequent fan program);  and 2) increase California satellite handle on key 
days.

Satellite Marketing programs help retain and attract new fans to racing via 
a variety of marketing and promotional events at existing satellite loca-
tions, satellites in California tribal casinos and new mini satellites.  

2011 Satellite Marketing programs included giveaways for each major 
California race meet (Del Mar – T-Shirt, Golden Gate Fields – Fleece Blan-
ket, Hollywood Park – Sweatshirt, Santa Anita – Calendar). To pave the way 
for future e-promotions, the satellites conducted a month-long e-mail 
drive in November. Patrons were encouraged to provide a new or updated 
e-mail address to receive a CalRacing.com baseball cap (featuring the new 
CalRacing brand).  Fridays during the Hollywood Park fall meet are tradi-
tionally days when facilities can use extra help in attracting customers. To 
encourage participation on those six specific Fridays, satellites conducted 
a promotion called “Free Form Fridays,” giving CalRacing Club patrons a 
free Friday edition Daily Racing Form. Satellites also conducted handicap-
ping seminars and contests on an experimental level to determine a 
suitable statewide promotion for 2012.

John Bucalo (Barona supervisor) stated that Free Form Fridays was very 
well received by his guests.  After the first day of the promotion, a patron 
stated that he was dining at a San Diego restaurant and overhead some 
talking about the “free Forms” they received at the Barona OTB.

Lenny Prendusi, a longtime satellite patron and racing fan from Santa 
Rosa, has expressed his sincere gratitude that the satellite patrons are 
once again able to participate in track giveaways.  

CalRacing Club has 12,433 members (+12% since 2010, +42% since 2008).  
CalRacing Club members made 219,463 visits to CARF Fair satellites so far 
in 2011 (does not include casinos, minis or Surfside).  We have collected 
2,610 valid e-mail addresses (21% of database) through e-promotions.  
Satellites are currently tracking 27% of their daily attendance through the 
CalRacing Club.

PROGRAM OBJECTIVES:

SYNOPSIS:

PROGRAM DETAILS:

SUCCESSES:

OBSERVATIONS:
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Branding & New Media - 2012
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Use current technologies to reach out to the more casual fan. 

The Branding and New Media Program will continue to support, market 
and promote fan friendly initiatives such as calracing.com which high-
lights our unique statewide free replays and live video.  Public Relations 
and Social Media will also continue to be supported under this budget 
category.  Objectives are to continue using current technologies to reach 
out to the more casual fan who is often younger and more interested in 
the ‘lifestyle’ aspect of racing.  The Race Results Line program will be 
restructured at a substantial savings while still providing an important 
customer service for some of our core players who may not be computer 
users.

   lifestyle events at the tracks. 

   Luck series), photo shoots at the tracks, bigger brand story, etc) as 
   appropriate and as budget allow.

   work directly with the tracks to get information or to arrange media   
   visits.

PROGRAM OBJECTIVES:

PROGRAM DETAILS:

SUCCESSES:

2012 AGENCY
TACTICS:
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Branding & New Media - 2011 Results
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BRANDING

In 2011, the San Diego-based agency Bailey Gardiner was retained to conduct brand development 
workshops for CalRacing in order to develop a logo and tagline that would convey the attributes, 
aspirations and personality of the product.

The end result is a tip-the-cap to a former heyday in a modern, vibrant and progressive way.  An 
iconic snapshot in time capture this horse at the moment its feet are off the ground, and rider and 
horse are one.  The rich, bold color pays tribute to the California state flag.  The typeface suggests 
traditional hand painted signage.  
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Branding & New Media - 2011 Results
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Adver tising
The California Marketing Committee advertising campaign consists of a paid digital media strategy, 
which includes online interactive video and digital displays ads that target the younger audience. 

Additionally, the advertising efforts incorporate a campaign specific microsite (InnerJockey.com) 
and a collection of wild postings being spread throughout designated urban areas around the tracks 
such as Pasadena, Arcadia, Los Angeles, Berkeley and San Francisco. The campaign has performed 
very favorably and engagement rates have consistently outperformed industry averages.

‐ Total Impressions: 10,618,078
‐ Total Clicks: 29,198
‐ Average Click‐Through‐Rate: 0.52%
‐ Number of Wild Postings Banners: 9,500
‐ InnerJockey.com Visits: 3,718   
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Branding & New Media - 2011 Results
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Public Relations
Over the course of the year, BG has focused on pitching Cal Racing and each track’s main events to 
print and online lifestyle media as well as bloggers. BG coordinated media to attend the tracks to 
experience the fun first‐hand and posted all major events from each track to online calendars. To 
creatively insert horse racing into California’s lifestyle media, BG pitched fashion photo shoots, 
staged at the tracks and created the concept for an off‐the‐menu signature cocktail that can be 
purchased by showing a losing ticket.

Results:
-  Placements include: Los Angeles Times Travel Section, Forbes Life, 7X7.com, LAist.com, Urban   
   Daddy, The Feast and others
-  Multi‐page fashion photo shoot confirmed with GenLux Magazine to take place at Santa Anita
-  Media visits from Westways, Los Angeles Times, Thrillist, Benicia Herald, Examiner.com and 
-  Brentwood Media Group
-  45 online calendar placements for track events   
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Branding & New Media - 2011 Results
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Public Relations
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Branding & New Media - 2011 Results
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Public Relations
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Branding & New Media - 2011 Results
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Social Media
The social media landscape includes a Facebook Fan Page, Tumblr Blog (Microsite), Twitter handle 
and YouTube channel. All channels, which launched Sept. 15, effectively work together to bring Cal 
Racing to life as a brand, drive traffic to calracing.com and track websites, and to virally introduce the 
racetracks to a new audience and help to increase track attendance. 

Our Tumblr Blog (InnerJockey.com) is the first of its kind within the industry, and the space allows us 
to create unique engaging content to house key racetrack events, and portray the lifestyle of Cal 
Racing to fans and media.
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Branding & New Media - 2011/2012
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Race Results Line
In an effort to reduce operating costs in mid-January, 2012, the statewide race results line transitioned from a 
toll-free number to a regular toll number.  Since many of the historical calls to the line were made from 
cellular phones, we believe that the price impact to fans moving to a toll number will be minimal.
  
Racing fans were notified of the number change via program ads, in-house announcements and notification 
on calracing.com.  In addition, the line itself had a recorded message for several weeks announcing the 
change and the new number. The line currently has a recorded message letting fans know that free results 
and replays are available 24 hours-a-day on calracing.com.  It is hoped that telecommunications costs can be 
reduced in 2012 while still providing a service to those racing fans that do not have computer access.  Over 
the next several months, CMC will monitor and review the line usage statistics so that determinations can be 
made regarding the long term need for a statewide race results line. 

CalRacing.com has become California’s go-to site for free streaming video, race results and track information.  
In late January 2012, CalRacing.com launched with a completely re-designed site.

   

CalRacing.com
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Product Enhancement
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Increase California horse population and field size so as to enhance the 
racing product offered to our fans.
  
The Program adopts a three-part approach which will include the follow-
ing:  1) a statewide stakes program to enhance racing opportunities for 
two-year-olds; 2) recruitment of horses to California; and 3) a July horse sale 
in the paddock at Del Mar.  CMC has worked with Northern and Southern 
associations, Racing Secretaries and with TOC to formulate this program.

1)  In the past, California has lacked a significant turf stakes program for two 
year olds. This has put California at a disadvantage in attracting two year 
olds to run in our state, particularly in light of the programs now being 
offered by Kentucky, New York, and Woodbine. It is believed that California’s 
racing product will be enhanced by a CMC program to supplement the 
stakes program for two-year-olds in this state, particularly because the 
Breeder's Cup will be augmenting its racing program by several races for 
two year olds and the 2012 Breeder's Cup will be held at Santa Anita in 
November.  Consequently, CMC, working with Racing Secretaries and TOC, 
will introduce a new statewide two-year old stakes program designed to 
bolster two-year-old stakes races statewide.  CMC funding will be used to 
increase purses in existing two-year-old stakes, as well as aid in the creation 
of several new two-year-old route turf stakes.  This new program will 
encourage the breeding and importation of young horses to California, 
resulting in enhanced racing opportunities in these classifications which 
will build a greater interest in California racing.  The new stakes program 
will be named, promoted and marketed to so as to ensure its visibility, 
viability and hopeful success.

2)  This program will also provide allocations to fund programs for recruit-
ment of horses from other jurisdictions.  Building on the success of the 
California Authority of Racing Fairs long-standing recruitment program, the 
objective will be to increase horse population and field size by providing 
incentives and/or financial assistance for shipping horses to California. 
While the actual recruitment programs may vary from track-to-track  CMC 
will require clear program parameters and structure in order for any track’s 
recruitment efforts to be eligible for CMC reimbursement.  

PROGRAM OBJECTIVES:

SYNOPSIS:

PROGRAM DETAILS:
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3)  The final feature of the Product Enhancement Program will be the 
introduction of a Del Mar paddock sale (auction) after the races on 
Sunday, July 22.  The sale is intended to introduce and educate prospec-
tive new owners and racing fans to the age-old method of purchasing 
Thoroughbred race horses anywhere in the world. The goal will be to 
sell 30, race-ready Thoroughbreds. Racing Secretaries will work jointly 
with the Barretts sales team to secure out-of-state Thoroughbreds so as 
to increase to California horse inventory. CMC funding will allow ship-
ping stipends for these horses and help cover other costs and promo-
tions for the sale.  An event plan will be submitted, reviewed and 
discussed later this spring.  Our objective:  create a singular, exciting 
event that will simultaneously entertain and educate racing fans, appeal 
to horsemen and increase California horse population.
Please see below for a breakdown of program funding allocations, both 
by category (2 YO stakes; recruitment; Paddock Sale) and by region.

PRODUCT ENHANCEMENT PROGRAM
BUDGET ALLOCATION    $500,000

ALLOCATION BREAKDOWN
Funding for 2 YO Stakes    $ 280,000
Funding for Recruitment    $165,000
Paddock Sale & Promotion    $ 55,000

REGIONAL BALANCE OF ALLOCATIONS 
Paddock Sale      $55,000
Northern California     $140,000
Southern California     $305,000
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Mini-Satellite Support
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 Provide funding and other support to promote new mini-satellites 
in California.

Mini-Satellite support assists with an important new area of expansion for 
California Racing.  CMC will provide funding and other support to promote 
any new mini-satellites as they open.  CMC will work also with the industry 
on a variety of programs designated to stimulate new venue openings and to 
bolster attendance at existing mini satellites.

PROGRAM OBJECTIVES:

PROGRAM DETAILS:

SUCCESSES:
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IV.  Financials
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Includes financial information, both 
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All CMC revenues are generated at California brick-and-mortar satellite 
facilities.  This chart shows the CMC fund generation by category of 
originating sites.  Notes that tracks generate revenue to the CMC when 
they function as simulcast facilities.  

CMC FUND GENERATION

Southern Tracks
34%

Northern Fair
Simulcast Locations

15%

Northern Racing
Fairs Simulcast

9%

Northern Track
7%

Northern Simulcast
Locations

35%
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Supporting documentation and reports. 
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