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lished male drivers have had to go dialing
for dollars. For corporations targeting fe-
male consumers—there are estimates
that more than a third of auto racing fans
are women—St. James has opened a new
world of sponsorship possibilities.

And she is a unique spokesperson. Un-
til recently the president of the Women'’s
Sports Foundation, St. James has been a
guest at the White House five times. She
is an accomplished pianist and a pub-
lished author—she wrote Lyn St. James'’s
Car Owner’s Manual for Women in 1984.
She is a part of the management group at
Human Performance International, a
testing and training center based in Day-
tona Beach. She owned an auto-parts
company for 10 years, and she worked
with engineers to develop the 1993 Ford
Probe and Lincoln Mark VIII.

Despite these credentials, St. James’s
1993 Indy Car program never would have
left the garage had it not been for JCPen-
ney, 80% of whose customers are women.
Four months before last year’s Indy 500,
Carrie Rozelle (the wife of former
NFL commissioner Pete Rozelle) heard
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