
have access to them. 
“Research suggested people are 

intimidated by information in the 
racing program,” said Kathy Wade-
Vlaar, industry marketing manager at 

Standardbred Canada. “There needed 
to be a program in place at tracks to 
engage people.”

Wannabet Customer Service Repre-
sentatives, or CSRs, set up kiosks at the 

tracks and roam around in distinctive, 
bright-red polo shirts. Mostly young 
people with backgrounds in the industry, 
CSRs distribute educational materials, 
answer questions and provide direction. 
Before races start, they display signs that 
include digestible facts to aid new fans in 
their understanding of the game.

Wade-Vlaar, who spent 13 years as 
director of publicity and promotions 
for the Harness Racing Division of the 
Ontario Jockey Club, also understands 
that even comprehensive, industry-wide 
programs rely on the kind of quality, 
one-on-one customer service Nash so 
passionately advocates at Saratoga.  

“Our customers are our bread and 
butter,” said Wade-Vlaar. “We have to 
care about their perceptions and what 
they think.”

Caitlin Barnett is a freelance writer living in 
Ohio. To comment on this article, e-mail us at 
readerforum@ustrotting.com.

SUPPORT 
STAFF: 
Members 
of Canada’s 
Wannabet 
team roam 
racetrack 
aprons in 
bright red 
polo shirts 
and help 
new bettors 
read the 
program and 
place bets.
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