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Newbury Racecourse | Exceptional Raceday Delivery (8,000+)
The Coral Gold Cup

Newbury’s most comprehensive raceday activity & entertainment ever – powered by partnerships & collaboration
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Objectives

Why Focus On Coral Gold Cup?

The Coral Gold Cup is Newbury’s flagship jumps meeting but 
one for which attendance has been in decline (2023’s 
attendance was 34% down on 2019) and for which the 
recent raceday experience scores have been static.

The Coral Gold Cup is delivered in collaboration with long-
standing partner Entain and there would be significant value 
in re-energising the raceday.

Ambition

The aim was to utilise the most varied range of raceday 
activity and entertainment in the raceday’s history to drive 
overall raceday experience.

This varied range of activity and entertainment would be 
partner-powered with collaboration and partnership working 
at the heart of the raceday delivery.

The programme of activity designed to deliver an exceptional 
raceday was geared to re-engage a declining audience and 
would be used as a hook to drive attendance with a view to 
increased attendance leading to improved atmosphere given 
the relatively linear relationship between the two; with 
atmosphere being a key contributor to overall experience.

The raceday would be arranged and delivered to maximise 
opportunities to grow secondary spend while the breadth of the 
raceday offering was hoped to gain traction amongst younger 
audiences with the early confirmation and announcement of raceday 
entertainment and activation intended to drive earlier purchase.

The most varied range of activity and entertainment in the raceday’s 
history would be delivered courtesy of a host of new and improved 
partnerships and used as a way of better engaging attendance and 
buy-in from Newbury Members.

The Coral Gold Cup takes place in late November/early December 
each year and the exhaustive raceday delivery – and subsequent 
hoped improved attendance and experience outcomes – would be 
used as a springboard to drive continued growth.

Quantitative Objectives
• Overall raceday experience score increased by 0.3
• Overall raceday net promoter score increased by +10
• Raceday atmosphere up by 0.3
• Raceday attendance up by 10%, young racegoer attendance up 

by 50%, average purchase date pulled forward by 15%
• Raceday secondary spend up by 15%
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Delivery
The delivery of 2024’s Coral Gold Cup was underpinned by:
• Use of historic insight & racegoer feedback to design the 

programme of activity and entertainment
• Closer working with Coral and the management of a joint-venture 

budget to allow for economies of scale and better ROI
• Collaboration with more industry partners than ever before
• A cross-departmental working group to realise the ambitious plans
Plans were then brought to life on raceday across different 
areas:
Pre-event
• Complementary pre-raceday events were hosted (Coral Gold Cup 

Gallops Morning and Coral Gold Cup Preview Evening) so as to 
extend the narrative and build engagement ahead of raceday

Warmth of welcome
• Racegoers were met with a smile upon arrival with additional 

welcoming staff deployed
More racing-related activity & entertainment than ever (All free)
• Trips to the jump – opportunity to watch horses up close at jumps
• Behind the scenes tours – peek behind the curtain at the 

Racecourse
• Retired racehorse – meet a retired racehorse courtesy of 

partnership with Greatwood Charity
• Retraining of Racehorses parade – parade of former racing stars 

courtesy of partnership with RoR
• Punters’ panel – get tips from expert tipsters

• Jockeys’ signings – meet leading jockeys for autographs 
courtesy of partnership with Professional Jockeys’ 
Association 

Wide range of partner-powered non-racing activity (All free)
• Funfair – take a trip on The Coral Gold Cup Ferris Wheel
• Live Music – live music courtesy of roaming bands
• Coral’s Darts Experience – partner-led interactive darts 

game
• 2024 Olympic Equestrian Team – members of the team on-

site for a trophy presentation 
Food & beverage (A key contributor to overall experience)
• New food & beverage offerings were available including a 

Guinness Zone and complimentary Red Bull sampling 
alongside a wide range of food concessions

Extending the raceday (All free)
• The Coral Gold Cup marquee hosted a post-racing 

afterparty 
for those keen to extend the day’s celebrations

• The Coral Gold Cup Sale was hosted in the pre-parade ring 
after racing with thoroughbreds up for auction courtesy of a 
partnership with Goffs – offering a unique spectacle for 
racegoers

A big goodbye
• Racecourse staff joined stewarding and safety teams to say 

goodbye and wish racegoers a safe journey home
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Results

Newbury were delighted with the outcomes of partner-powered 
delivery:
Raceday experience scores reached a record high:
• Coral Gold Cup’s raceday experience score increased to its 

highest level on record – 8.8 (up from 8.5 in 2023)
• Raceday net promoter score increased to +66 (up from +53 in 

2023)
Record experience was fuelled by improved satisfaction 
metrics:
• Atmosphere increased to 8.7 (up from 8.5 in 2023)
• Warmth of welcome increased to 8.5 (up from 8.4 in 2023)
• Access increased to 8.4 (up from 8.3 in 2023)
• Speed of queues increased to 7.5 (up from 7.2 in 2023)
• Pre-event communications increased to 8.6 (up from 8.3 in 

2023)
Experience increases correlated with increased attendance:
• Overall attendance increased 12% year-on year – the first 

year-on-year increase for the Coral Gold Cup since COVID
• Attendance among young racegoers (U18s) increased 85% 

year-on-year
• Member attendance increased by 51% year-on-year
Attendees spent disproportionately more during the raceday:
Secondary spend increased by 23% year-on-year

And attendees purchased tickets earlier than ever before:
Average ticket purchase lead time for 2024’s Coral Gold Cup was 
brought forward by 28% year-on-year
Social engagement & media traction increased significantly:
2024 Coral Gold Cup-related social engagement outperformed the 
2024 average by 31%
And was 118% up on the equivalent social engagement in 2023
Press & media buy-in was significantly up year-on-year with the 
PJA-partnered activity gaining particularly strong traction

The experience resonated with attendees & they came back:
20% more 2024 Coral Gold Cup attendees returned for 2024’s 
Coral Challow Hurdle (a raceday hosted a month later) than did so 
in 2023

And attendees have wasted little time in purchasing tickets 
for this year:
Ticket sales for 2025’s Coral Gold Cup are 17% up year-to-date vs 
2024’s Coral Gold Cup
In summary:
Newbury’s partner-powered Coral Gold Cup delivered a record 
racegoer experience, to a significantly increased crowd, who spent 
more on raceday, came back sooner and have secured their spot 
for 2025 earlier than ever before.
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Supporting Information 

Click Here For Video

Activity 
Summary 

https://www.youtube.com/watch?v=KQbUSumpF4c
https://www.youtube.com/watch?v=KQbUSumpF4c
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Supporting Information 

https://www.youtube.com/watch?v=vqEHA73PDSA
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