TheElite Training Group track club

Expanding the area of what is possible
In Track & Field Distance Running & Competent Self-Care in medicine and psychology

TheETG track & field
promotions project
TheETG Training Packets
Mission: Expand the area of what is possible for human performance in distance running. One of TheETG methods of achieving that is to proliferate
applied science based information by way of –free– packets containing plain language info for “the average joe” seeking to move themselves or others
forward
As you continue to acquire and apply more information you continue to expand the area of what is possible.
The functioning of brain cells, muscle cells, blood cells, -all cells- are governed by the laws of nature. The laws of nature -are- the underlying
mechanisms of how everything works. The laws of nature that control human cellular function are -not- governed by your chosen belief system or the
dogma you have been indoctrinated into, or the dogma you refuse to set aside.
“Nature, to be commanded, must be obeyed.” —[Francis Bacon]
Data-less conclusions founded upon faulty assumptions are the mother of all screw-ups. They lead to human belief systems that quickly get set
in stone insuring that new information gets shouted down as pride, ego, and resistance to change supplant data, logic and reason. Put data ahead of
dogma. Follow the data -not- the crowd.
“In God we trust…Everyone else must bring data.” —[W.Edwards Deming]
To be a good track coach one must -first- be a good physiologist.
To be a good medical doctor one must -first- be a good physiologist..
To be a good physiologist one must -first- be willing to…………
— put data ahead of dogma, follow the data -not- the crowd
— put science ahead of indoctrinated tradition
— put logic and reason ahead of faulty assumptions
— put mechanisms ahead of correlations and “risk factors”
— put critical thinking and clinical reasoning ahead of a memorized set of “if–then” statements
— read and apply large amounts of published research
— accept outcomes as the judge and jury of your work
You may copy any and all contents of this packet, with exception and exclusion of using such copies for purposes of producing revenue, profit, or any direct or
indirect compensation.

Sport Promotions Outcome Goals
--- increase the number of butts in the seats at major
track meets
--- increase quality of TV coverage of major track meets
--- increase viewership of major track meets

Mechanisms Of Goal Achievement
--- visibility of the sport
--- visibility of athletes
--- performance level at major track meets
--- presentation of major track meets

Track Meet Business Strategy for Professional Track & Field Athletes
We need to make certain that we provide a product that creates some significant level of value for the consumer.
Your performance level at a track meet is a product you provide.
Thinking broader.....the track meet is a product our sport provides.
Consumers of our product are broadcast companies.
Consumers of our product are fans at a stadium.
Consumers of our product are fans watching on TV or other screens.
We need to make certain that we provide a product that creates some significant level of value for the consumer.
Saying that again.....we need to make certain that we provide a product that creates some significant level of
value for the consumer.
Our product doesn't have to be perfect.
What we need is when consumers commit to airing our product on TV or other screens; when consumers
commit to putting their butts in the seats at a stadium; when consumers commit to putting their eyes on their TV's
and other screens.....we need to make certain that we provide a product that creates some significant level of
value for the consumer.
The consumers are the TV broadcast companies. Our objective, especially in the U.S., is for them to be willing to
pay meet directors and/or USA Track & Field, and/or World Athletics for the rights to broadcast our product
because it creates value for them. Overtime the objective is for them to be willing to pay more for that product
because the product is of significant value to them.
The consumers are the fans in the stadium. Our objective, especially on U.S. soil, is for them to be willing to pay
to experience the product, and overtime for them to be willing to pay more to experience the product because
the product is of significant value to them.
Financially, the better the product, the better things will go for everybody, yourself included. The consumer's
experience with our track meets will impact your wallet, purse, bank account.
We have the ability to move our sport forward.
From other sports, NFL, NBA, NHL that have long ago navigated their way through this same growth period that
we have entered into.....we have examples of what to do and what not to do.
Lets move our sport forward.
Lets improve our product.
Lets grow our consumer base.
Lets grow our revenues.
Lets increase the wealth for our meet directors, athletes, and track meet officials.
Choose the meets you will pursue competing in.....with an eye towards the future.
If you are an NFL fan sitting in great seats in the stadium during a game, would it be odd to observe that all
activities of kickers and punters, all field goals, all punts, and all kickoffs take place outside the stadium at a
nearby venue.
Its in your financial long term best interest to care about events other than your own.
Especiallly for Americans competing on U.S. soil.....looking back at the end of some of your outdoor seasons,
what percentage of the track meets on your schedule conducted the throwing events outside of the stadium?
Choose the meets you will pursue competing in.....with an eye towards the future.
What percentage of the track meets on your schedule each outdoor season last more than 4 hours.
What percentage last 10 hours per day for more than 1 day. To what degree are you creating value for the

consumer in producing a high level performance at a track meet where you are one of 5000 - 10,000 other
athletes.
What percentage provide the consumer with the equivalent of an NFL game where all field goals, punts, and
kickoffs take place at a different venue than the stadium where the consumers have gathered to experience the
product.
Choose the meets you will pursue competing in.....with an eye towards the future.
What percentage of the track meets on your schedule each outdoor season take place at stadiums where the
seating for the consumer is only on one side of the track.
If the percentage is high for any of the above mentioned issues, you can utilize your elevated level of awareness
of these issues to reduce that percentage and/or encourage the meet directors to consider improving their
product by addressing these issues. Choose the meets you will pursue competing in.....with an eye towards the
future.
If the sport moves forward professionally on your watch, you and everyone else at the professional level will
benefit. Thus its in your financial long term best interest to care about events other than your own. Its in your
interest to care about the consumer's experience. The level of value we create for the consumer.
That's the broadcaster to TV's and other screens. That's the consumer in the seats at the stadium. That's the
consumers at home watching on TV and other screens.
Know your numbers, do the math.......
We want more money in the sport, and we want to know a good target to pursue. We want to have metrics to
measure our progression towards the target and movement beyond it.
Know your numbers, do the math. This matters because many pro track athletes believe there should be more
money in the sport but stop there in their thinking on this subject. So putting first things first in knowing your
numbers.....how many events for men & women are there at an outdoor USA Track & Field Championships.
Know your numbers, do the math. How many events are there or should there be, how many total athletes are
we talking about for a track meet director if prize money, appearance money goes 8 to 9 people deep for both
women and men in each event.
Know your numbers, do the math.
What's the big picture, ballpark dollar amount for a track meet director if the prize money structure goes
$100,000 for 1rst on down to $10,000 for 8th or 9th.
Know your numbers, do the math. What's the big picture, ballpark dollar amount for a track meet director if the
prize money structure goes $1 million for 1rst on down to $100,000 for 8th or 9th.
Know your numbers, do the math so that we know what level of value we need to create for our consumers.
And by the way. Your endorsement clients.
Do you view them as customers.
Do you treat them as customers.
Do you pursue creating value for them.
Or do you view these businesses as entities that owe you something simply because you exist.
An entity to criticize when they drop you because your value to them is less than the cost of the check and/or
gear they've been giving you.
Its in your financial interest to pay attention. To create value. To contribute to moving the sport forward.

TheETG Track & Field promotions project
-- Direct Mail [every April-May, mailout to targeted addresses in Austin]
-- TheETG booth at Expos in Austin [Austin Marathon, Cap 10k]
-- TheETG annual media tour
-- TheETG TV Commercial [This Is Track & Field]

Basics Of Track & Field Sport Promotions
-- contribute to the visibility of Track & Field inside the United States
-- seek and promote track meets that serve track fans.....track meets that serve track fans
cultivate a track community by creating effective channels of access to the sport
-- contribute a high performance level, something for people to see when they watch a track
meet in person or on TV......which helps put on track meets that serve track fans
-- promote the sport by using political campaign types of tactics. Give away sport identity and
affilitation stuff for free [buttons, bumper stickers, t-shirts, key chains].
-- There exists no way to promote Track & Field in the United States by racing in Europe if
those meets are -not- aired on widely available, mainstream TV channels on U.S. televisions.
-- Create and maintain expectations, familiarity, and recognizability.....thus, no constant
changing of track meet schedules, no constant changing of colors or designs of uniforms
each year, no sunglasses or anything that covers one's face during races.
-- print media drives television media. Get fans to track meets....then, get the track meets on
television.
-- focus all efforts -first- within our circle of influence [people that are already within the
sport]....then, focus on expanding that circle of influence.
-- create a consistent message. Never change it. One message repeated often, gets heard.

TheETG Promotions Position Statement
In the sport of Track & Field, our choir has stopped coming to
church.
People that have participated competitively in our sport at
some point in their lives, people who have been at some point
relatively hardcore track fans, have stopped coming to our
meets and stopped watching on television.
There is no logic to investing large amounts of money, time,
and energy into getting your sermon [major U.S. track meets]
on television when there are so many empty seats in the pews
[stadium seats] and even the choir [athletes, coaches,
hardcore fans, etc] have stopped coming to your church.
As a sport we must set a strategy that has as its first priority,
to simply get the choir back in the pews before we venture out
to bring in new church members. There are several million
members of the choir out there to get back in the pews. Lets
win them back. That in-and-of itself will move our sport most of
the way to "butts in the seats" and TV viewer levels that put
our sport in the ballpark of the numbers produced by the major
sports in the United States.
Lets preach to the choir -first- to keep our energy focussed
within our circle of influence. We need to focus all energy on
doing better for those who are already in the pews now.
Perfect that specific message [put on track meets that serve
track fans] that results in getting all prior members of the choir
back in the pews. Once we've done that, then we can look to
expand the size of the congregation.

Track & Field in the United States…….
Our choir has stopped coming to church.
People who have participated competitively in our sport at
some point in their lives, people who have been at some
point relatively hardcore track fans, have stopped coming
to our meets and stopped watching on television.
As a sport, the first priority should be to simply get the
choir back in the pews before we venture out to seeking
new church members.
The time has come for us to do real sport promotions.
Clinics for kids isn’t real sport promotions. Hosting track
meets for kids isn’t real sport promotions. We’ve been
there and done that. No plan that involves kids counts as
real sport promotions.
Lets get on with the work of getting our choir and church
members back in the pews.

Promote growth in spectatorship of U.S track and field
As a sport we've gone many years seeking ways to improve track meet presentation, the number of track meets on television, and
the number and dollar amount of sponsorships. To some degree we've put the cart before the horse.
As a sport we should --first-- set some targets to shoot for in the growth in spectatorship at our sport's major [non-relay] invitational
and championship track meets and some targets to shoot for in the television ratings for those meets. The targets we set will drive
the types of ideas and strategies we develop and implement to achieve improved track meet presentation, the number of track
meets on television, and the number and dollar amount of sponsorships. Achieving the targets we set will increase the number and
dollar amount of sponsorships, increase the number of track meets on television, and drive demand for further improved track meet
presentation.
Getting our sport into the same broad "ballpark" as the top tier sports in the United States, should be a goal. And with that in mind,
we will need to set targets at levels similar to what those sports achieve.
The NBA and NHL average about 20,000 "butts in the seats" per game.
Professional Golf averages 20,000 - 30,000 for on its major courses.
Track & Field is currently between 5000 - 10,000 for our major [non-relay] invitational and championship track meets.
We conduct our major outdoor [non-relay] invitational and championship track meets in venues close to the same size in seat
availability as these indoor venues. Given where our sport is today, it is reasonable and realistic for us to set and work to achieve a
target of getting 15,000 "butts in the seats" for our sport's major [non-relay] invitational and championship track meets. And we
should start moving in the direction of holding such meets at slightly larger venues [such as Univ. of Texas 25,000 seat track only
facility]. That gets us in the same broad "ballpark" as the NBA, NHL, and Professional Golf.
The television ratings for NFL games average about 15 - 18 million viewers.
The television ratings for NBA Championships average about 10 - 15 million viewers.
The television ratings for Major League Baseball Championships average about 8 - 10 million viewers.
The television ratings for PGA final day of major tournaments average about 5 - 10 million viewers.
Track & Field is currently at 1 - 4 million.
It is reasonable and realistic for us to set and work to achieve a target of getting 5 - 10 million viewers for each of our sport's major
[non-relay] invitational and championship track meets. That gets us in the same broad "ballpark" as the NFL, NBA, Major League
Baseball, and Professional Golf.
A part of the mission of 'The ETG track club is to "Promote growth in spectatorship of U.S track and field". Toward that end, we are
today setting the following goals.......
--- 15,000 "butts in the seats" at our sport's major [non-relay] invitational track meets.
--- 15,000 "butts in the seats" at each of the final 2 days of the NCAA and USA Track & Field National Championships.
--- 5 - 10 million viewers of our sport's major [non-relay] invitational track meets.
--- 5 - 10 million viewers of each of the final 2 days of the NCAA and USA Track & Field National Championships.
In the sport of Track & Field, our choir has stopped coming to church. People who have participated competitively in our sport at
some point in their lives, people who have been at some point relatively hardcore track fans, have stopped coming to our meets and
stopped watching on television. As a sport, lets set a strategy that has as its first priority, to simply get the choir back in the pews
before we venture out to bring in new church members. There are several million members of the choir out there to get back in the
pews. Lets win them back. That in and of itself can move our sport most of the way to the "butts in the seats" and TV viewer targets,
putting our sport in the broad "ballpark" of the major sports in the United States.

Track & Field coverage on TV.
It is always appreciated by track fans when
TV networks decide to abandon the 2 to 3
decades long approach of..."appeal to the
average viewer" that has been kicking our
sport in the crotch in TV coverage for so
many years.
People will watch if there's something to
watch.
When you try to appeal to everybody you
endup being appealing to nobody.
When you direct your coverage towards
the fan, as is done with the NFL, NBA,
Major League Baseball, NHL, things tend to
go way better as Premiere League soccer
is also demonstrating in their broadcasts
into the United States.
Don't wait for vision-less people to say its
possible. Make it happen and drive a big
bandwagon.

Format of major championship track & field meets
NCAA Championship, USA Championship, World Championship
Track meet presentation. The in-person experience and the televised product. Improving and
simplifying the presentation of our sport, particularly at the championship level is necessary
over the long term as our sport continues to grow in quality and depth at the professional
level. Over the long term, as much as we've resisted in the past, at some point we're gonna
have to move to a format for our major championship track & field meets where we place the
qualifying rounds together as a group as if they're part of a separate track meet, held earlier in
the week. That, being followed by the finals on a Saturday and/or Sunday, held as if its a
separate, stand alone track meet.
I'm proposing a quarter-final, semi-final, and final type of format where 1 or 2 days is
designated for finals only. The quarter-final and semi-finals placed for all events in a Monday
thru Thursday structure. Finals-only events such as the race walk, 10,000 meters and
marathon could be spread across the weekend. Switching to a "finals-day" format provides
opportunities for broadcasters to expand and deepen their coverage. And switching to this
type of format inherently provides our sport with an opportunity to conduct our championship
semi-final rounds as if they are a track meet unto themselves. Set apart on their own day[s]
earlier in the week, providing our sport with an additional high value product to sell for tickets,
television rights, in-stadium advertising, etc. And obviously in this day and age the rights to
the quarter-final rounds can be sold to TV or online broadcasters.
Switching to the separate day format for qualifying rounds, semi-final, and finals provides for a
better track fan experience, particularly for ticket purchasers. The track fans that purchase
tickets will have a far better understanding of the product they are buying. Those that
purchase tickets for finals will know that they don't have to sit through qualifying rounds of
some events, waiting to get to see the finals they are really there to see. Low budget fans can
more easily choose a "semi-finals day" ticket and know that they're still getting to see a high
value product.
This format provides athletes and coaches an easier way to plan ahead for championship
meets in every area from budgets, to tapering, to race day event prep. This format also allows
athletes that are participating in more than one non-relay event to have days where they don't
have a final of one event followed by the opening round of another. They can get all the
qualifying rounds out of the way, have a day off, then focus solely on their event finals.
High schools and colleges in the United States should also consider moving to this type of
format.
In short, at some point its gonna be necessary for us as a sport to move away from the
current model that scatters finals and qualifying rounds across several days to 2 weeks,
forcing fans, TV viewers, and broadcasters to be experts at schedule reading to know which
finals are happening on any given day. We have an opportunity present our sport in a more
logical, easier to follow manner. We should fully embrace that opportunity.

Competition For Track & Field TV Commentators
Track & Field in the United States fell into oblivion in the 1970's as the NFL, NBA, and
MLB discovered sport promotions and sport marketing while we missed that boat and
had the amateurism rules of the Olympics hanging like a ball and chain around our
neck. We have over the last few years regained enough of our footing such that its now
time for us to begin asserting greater influence and control over how our meets are
presented on TV in the United States. The objective in that area is improvement in the
TV broadcasts of our track meets in the United States.
To get that, we first need to see competition among the commentators on TV
broadcasts of track meets in the United States.
For the past 10 - 20 years with few exceptions, regardless of what channel you turn on
to watch a track meet or road race you've pretty much seen the same 3 - 5
commentators. There has been little or no competition in that area. They don't have to
compete with people from Europe or Asia, and the number of people in the U.S.
looking to get on air for track meets is highly limited.
As a sport we need to grow, encourage, and cultivate a much larger pool of people.
We need commentators that can add ever increasing levels of depth to the broadcasts
of our track meets. Commentators that can create a model for others to aspire to. In
many business sectors competition drives improved performance of the participants.
The broadcasts of track meets is not immune to that. We need competition to drive
improvement.

Sponsorships.....
----- "....caution sponsors against the common practice of overemphasizing
maximum exposure as the main, if not the only, objective of sponsorship. That
is, sponsors that gain maximum exposure may not be sponsors that benefit the
most from a sponsorship relationship."
----- "Improved consumer awareness can be beneficial to a sponsor. Still,
this outcome may not automatically be converted by consumers into
managerially meaningful affective and behavioral outcomes without
accompanying strategies (by the sponsor) that help to better ensure a stronger
linkage between sponsorship predictors and desirable outcomes."
----- "....exposure is important, small and less visible entities should not be
disregarded as viable sponsorship opportunities due to their modest exposure
potential. In many smaller-scale sponsorships, despite the natural
disadvantages in exposure, the strengths in other sponsorship effectiveness
factors can outweigh the weaknesses. In such cases, smaller entities may even
offer a more desirable sponsorship alternative because they are typically less
expensive to sponsors and may provide an improved opportunity to achieve
outcomes that exceed the benefits of only improving consumer awareness
levels."
----- "....significance of fit and motive in terms of their ability to influence
sponsorship performance outcomes.......results from our meta-analysis confirm
that these factors are the most powerful drivers of sponsorship effectiveness.
Y.Kim, et al.
Factors Influencing Sponsorship Effectiveness: A Meta-Analytic Review and Research Synthesis
Journal Of Sports Management.......Volume 29 #4, July 2015.....page 408

So called "performance enhancing drugs" are prescription drugs.
Some examples of the effectiveness of prescription drugs
in sport...........
"The drug erythropoietin, often called EPO......a new systemic review of existing research reveals that there is no scientific evidence that
it does enhance performance, but there is evidence that using it in sport could place a user's health and life at risk."
EPO [erythropoietin] doping in elite cycling: No evidence of benefit, but risk of harm
Science Daily......December 5, 2012.
"....there is no scientific basis from which to conclude that rHuEPO has performance-enhancing properties in elite cyclists.""The
use of rHuEPO in cycling is rife but scientifically unsupported by evidence, and its use in sports is medical malpractice."
J.A.Heuberger, et al
Erythropoietin doping in cycling: lack of evidence for efficacy and a negative risk-benefit.
British Journal Of Clinical Pharmacology......Volume 75 #6....June 2013...page 1406
"The over-exaggeration of the effects of growth hormone in muscle building is effectively promoting its abuse...."
"....there is the question of disinformation on rhGH....Part of this problem may, paradoxically, derive from the anti-doping authorities
themselves. By ignoring the evidence the rhGH does not work in normal healthy subjects, the athletic establishment could be accused of
effectively promoting its use."
"We must tell athletes the truth: growth hormone does not 'work' or at least not as they think it does and that its is associatedwith all
kinds of immediate and long term hazards-----everything from decreased performance to cancer."
"....none of us scientists, doctors, coaches, or sports bodies should continue to suggest that this dangerous doping practice works."
M.J. Rennie
British Journal Of Sports Medicine.....Volume 37 #2....April 2003....pages 100-103
"Testosterone prohormones such as androstenedione, androstenediol, and dehydroepiandrosterone (DHEA) have been heavily
marketed as testosterone-enhancing and muscle-building nutritional supplements for the past decade."
"Contrary to marketing claims, research to date indicates that the use of prohormone nutritional supplements (DHEA, androstenedione,
androstenediol, and other steroid hormone supplements) does not produce either anabolic or ergogenic effects in men. Moreover, the
use of prohormone nutritional supplements may raise the risk for negative health consequences."
G.A.Brown, et al
Testosterone Prohormone Supplements.
Medicine & Science in Sports & Exercise.....Volume 38 #8....August 2006.....pg 1367-1537

So called "performance enhancing drugs" are prescription drugs.
Some examples of the effectiveness of prescription drugs
in American medicine & health care..........
"Most drugs are only effective for a small percentage of people who take them."
Michael Leavitt [U.S. Secretary of Health & Human Services 2005 - 2009]
"......the benefits that US health care currently deliver may not outweigh the aggregate health harm it imparts."
Journal Of The American Medical Association...Volume 302 #1..July 1, 2009...page 89 - 91
"It is estimated that more than 700,000 individuals are seen in hospital emergency departments for adverse drug events each year in the
United States."
[Centers For Disease Control....2015]
"106,000 deaths/year from non-error, adverse effects of medications"
B. Starfield
Is US Health Really the Best in the World
Journal of The American Medical Association.....Volume 284 #4....July 26, 2000....page 483 - 485
"......1.5 million U.S. residents are harmed or killed each year because of medication errors, according to an Institute of Medicine report."
Nature Medicine....Volume 12 #9....September 2006.....pg 984 - 985....News In Brief

Pursue becoming a

Master Of
Sport

