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The purpose of this research is the study of entrepreneurship and local development in tourist destinations where 

sports tourism is developed. Specifically, the case study of formula 1 is studied. The importance of place 

branding in tourism, the entrepreneurship in sports tourism as well as the development of entrepreneurship in 

formula 1 is studied. Then, the destination guides of the FIA are analyzed which refer to the destinations where 

the Grand Prix are hosted and finally this research is analyzed on some specific Grand Prix that have been made. 

The importance of the contribution of the local people as an extra help to a Grand Prix as well as the quality 

services offered to tourists seem to be an important element for the business success of a Grand Prix. In addition, 

the connection of a Grand Prix with a unique feature in the Formula 1 calendar can add value to such a sporting 

mega event. 
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1. INTRODUCTION 
This specific research recorded procedures that have been carried out to record findings regarding 

entrepreneurship and local development of a tourist destination offered by Formula 1 events. The Formula 1 

events, the so-called Grand Prix, belong to the category of mega events and affect both the tourist destination 

where the Grand Prix is organized, but also the development of entrepreneurship by entrepreneurs. Through this 

study, the purpose is to record the positive and negative characteristics of already existing events, so as to record 

what an organizer should emphasize and what he should pay attention to for his event to triumph. 

 

2. PLACE BRANDING AND TOURISM 
In order for a place to develop as a tourist destination, it should be follow a tourism plan. When organize a mega 

event, the aim is to maintain but also develop the image and brand of a city, so that this improvement can be 

used in tourism in general [1]. Some large cities, through mega events, try to reposition themselves in the tourist 

market with a different profile, especially when the previous tourism model has failed. In order to be a positive 

result in this process, the ideal marketing strategies should be applied with absolute precision depending on the 

case [2]. The ultimate goal in differentiating place branding from the previous way of positioning in the market 

is through mega events to create a footprint, a point of reference, where the tourist will associate a destination 

with some characteristic of the mega event where it was organized [3]. 

 

3. ENTREPRENEURSHIP IN SPORTS TOURISM 
Sport through sports tourism has escaped the traditional perspective of a purely sporting contribution to society 

and has become commoditized [4]. Through sports tourism, there is the possibility to enhance the image of a 

place and therefore place a destination dynamically on the tourist map [5]. This is a feature which favors the 

increase of income through tourism [6] [7] [8] [9] [10]. For this reason mega events are usually financed by 

governments as they offer multiple benefits to a tourist destination but also the possibility of increasing 

entrepreneurship [11]. In addition, it should not be forgotten that especially in the case of a developing country 

with limited natural resources, there is the possibility of developing the destination into a destination with a 

large influx of tourists where the main reference will be made for holding a mega event related to sports [12]. 

For the successful use of sports tourism, an important element is the pleasure through the event of the local 

population [13]. If the local population cannot be convinced of the profits they get from the event, they are 

likely to treat sports tourists with suspicion and therefore not offer high levels of hospitality to tourists.  
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Specifically, some positive benefits offered to tourists are the reduction of taxation, improvement of 

infrastructure in the tourist destination and improvement of public transport. On the contrary, there should also 

be a reference to what it has to do with the negative characteristics. Some of them are pollution [14]. 

 

4. ENTREPRENEURSHIP IN FORMULA 1 
State governments are trying to acquire the rights to hold a Grand Prix which will be placed on the Formula 1 

calendar. By placing it there, a city which may be generally unknown can become known and connect its name 

with motor sport [15]. The association of a destination with Formula 1 also seems to impart characteristics of 

civic pride to the local population, which will act as a catalyst for the grant from governments [16]. 

 

Another feature that is offered to the local population is that regardless of the profits of the entrepreneurs who 

participate in the mega event, there are also tax profits. This means that the money collected by governments 

can be redeployed in the form of infrastructure investment and in this way the destination and its business 

become more competitive in the future tourism [17]. A good strategy for long-term participation of the local 

population is to ensure the long-term sustainability of the events. This ensures that entrepreneurship can be 

developed more easily and more securely than otherwise [17]. 

 

However, not all parts of the local population have the same opinion about events related to Formula 1. It seems 

that the more involved the local population is with entrepreneurship related to the Formula 1 sporting event, the 

better positive evidence finds in this event [18]. Another characteristic that affects local population is the local 

population's interest in the event. It seems that when the local population has high rates of involvement in motor 

sports, the more likely it is that there will be sympathy of the permanent residents of the destination for the mega 

event [19]. On the other hand, the feelings about the event were different from those residents who do not 

engage in motor sports [20]. 

 

Formula 1 has a lot in common with other events that belong to the category of sports mega events, such as the 

Olympic Games, the World Cup of Football, etc. Formula 1 during its evolution followed a neoliberal 

development model. The purpose of the organization is to create a product that will be addressed worldwide and 

will have a tourist as well as a television audience [21]. The truth is, of course, that the television viewing of the 

sport is reduced compared to previous years because the subscription channels that buy the exclusive rights are 

constantly increasing [22]. 

 

5. DESTINATION GUIDES IN FORMULA 1 WEBSITE 

At most Grand Prix events, FIA dedicates a page on the Formula 1 website to mention a few words about the 

destination hosting the Grand Prix. In this way, the tourist destinations - organizers of the Sports event - are also 

advertised. At the Bahrain Grand Prix, the emphasis is on the weather. In particular, the destination guide states 

that if you are a tourist who loves the sun, sand and sea, then Bahrain is the ideal destination. In addition, there 

is mention of the capital of Bahrain, that it is very close to the circuit and that you can combine your trip with a 

stay there. Finally, special mention is made of the many events related to motor sports there. 

 

Destination Guide's approach to the Barcelona Grand Prix is different. Here Spain is taking advantage of two-

time world champion Fernando Alonso to showcase the tourist destination of Barcelona. Special mention is 

made here that this tourist destination is among the largest in the world and tourists flock from all over the world 

regardless of the mega event of Formula 1. There is a great emphasis on the architecture of the city as well as on 

the long coastline that Barcelona has. 

 

The Destination Guide of Monaco emphasizes more in the importance of this particular Grand Prix for Formula 

1 and that it associates its name with the word "Glamour". In addition, the cars are quite close to the protective 

wall, which makes the experience for the tourist more impressive. The presentation of the destination is carried 

out by a permanent resident of the area, who used to be a racing driver. 

 

Azerbaijan's Destination Guide emphasizes in the old city of Baku, which is a UNESCO World Heritage Site. 

This is also the main attraction of the area. 

 

In Great Britain's Destination Guide, great emphasis is placed on the track's historicity as it is the oldest formula 

1 track among the tracks on the calendar. In addition, special mention is made of great drivers coming from 

Great Britain as well as being home to most of the Formula 1 teams. 
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The Destnation Guide for the Austrian Grand Prix emphasizes in the beautiful landscapes and the contact with 

nature that the tourist will feel. It is mentioned about the specific province where the Grand Prix is hosted and 

that it is largely made up of forests. 

 

The Destination Guide for the French Grand Prix is mainly concerned with the location of the track. Specifically, 

it advertises the Mediterranean Sea. In addition, he mentions that because France has a tradition of wine, the 

tourist can taste wine or visit wineries. 

 

The Destination Guide of the Hungarian Grand Prix follows a similar strategy as that of Azerbaijan. It advertises 

the capital Budapest, which is the largest tourist destination in central Europe, while an extensive reference is 

made to the sights of the capital. 

 

The Belgian Grand Prix Destination Guide emphasizes in the beauty of the natural landscape, as in the case of 

Austria, as well as the thermal springs that have existed there since ancient times. In addition, the beauty of this 

track is mentioned and how watching it is a unique experience for a tourist. 

 

The Destination Guide for the destination of Italy mentions Milan, a city which is located near the Monza circuit. 

In addition, the destination is presented by a former Italian racing driver. The tourist guide also makes a special 

reference to the large number of Italian drivers who have participated in this particular Grand Prix over the years. 

The USA Grand Prix Destination Guide puts more emphasis on the food that can be consumed, while in the case 

of the Mexico Destination Guide, Sergio Perez is chosen to present the destination, as a Mexican active racing 

driver. The guide places great emphasis on the different culture that will be found in this country as well as on 

the particularity of the spicy food that is common in Mexico. 

 

The Brazil Destination Guide also emphasizes in the multi-culture that will be found in Brazil. The destination 

here is presented by a veteran formula 1 driver. 

 

Finally, the Destination Guide of Abu Dhabi emphasizes the high quality of services offered at the destination as 

well as the glamorous offer of services to tourists. 

 

6. HUNGARIAN GRAND PRIX 
In a study conducted by David et al. [23] remarkable data on the Hungarian Grand Prix were recorded. 

Specifically, the profits of the Hungarian Grand Prix seem to become less and less profitable every year. This is 

explained through this particular survey by the large fees for participation in the FIA Championship, which are 

increasing at a steady pace. But apart from reducing the revenue of the event, there are other benefits from the 

continued action of the event. Specifically, performing a mega event for motor sport helps to promote and 

evolve tourism in Hungary. The destination becomes more known and is chosen by tourists more often. 

 

When performing a mega event, it is important to record tourist's observations so that the product is constantly 

upgraded. Specifically, the Hungarian Grand Prix does not have high -level benefits compared to other 

corresponding events in other countries. Some of the reports recorded are the lack of parking spaces for 

spectators and higher levels of hygiene. Specifically, in a Grand Prix of other countries it seems that the toilets 

are clearer and also in a better condition. In addition, it seems that there is a problem with spectator’s positions, 

which do not meet the demands of viewers and need improvement. In addition, the Hungarian Grand Prix also 

meets the disadvantage of the few video walls. Viewers because of this problem are not able to watch what is 

happening throughout the track all the time. 

 

Something that would help to get more interest from the local population lies in the fact that if there was a 

Hungarian pilot in Formula 1, the interest will be significant higher. But it is not always so easy to enter a pilot 

into Formula 1. The participation of a veteran Hungarian athlete-pilot as an Ambassador would help to increase 

the interest of the local population in the Hungarian Grand Prix. 

 

A study conducted by Remenyik and Molnar [24] shows that the entry of the Hungarian Grand Prix in FIA, 

increase the number of tourists they visit Hungary. Specifically, 2 million tourists visited Hungary until 2017 to 

watch Formula 1. Through studies that have been carried out, motorist’s tourists have a higher tourist 

expenditure than the average cost of tourists in the Hungarian state. So it seems that there is a great motivation 

from local authorities to keep those tourists. It is very important to use the race track in other events beyond 

Formula 1. This will increase revenue and maintain tourism for motor sport in the region. 
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The great disadvantages found in the Hungarian Grand Prix are that the track is relatively slow compared to 

other Formula 1 Grand Prix and in addition the overtaking are not favored. This leads to having a smaller 

motivation on the viewer's side to visit this particular track and not another. In the Formula 1 calendar there are 

other tracks that are not famous for their speed. Specifically, the Monaco Grand Prix is a good example. But 

Monaco has linked its Grand Prix to its unique feature that spectators from all over the world are flocking to 

their yaghts to watch this event. Unique features are also found in other events. Specifically, in Singapore's 

Grand Prix is observed the Grand Prix by night in the Formula 1 calendar while on Belgium and the Spa track, 

the largest straight line in Formula 1. The Hungarian Grand Prix has not managed to acquire such a competitive 

kind of advantage. 

 

As far as tourists are concerned, from 2000 to 2013, there was an increasing course in the influx of tourists. In 

2013, 247,000 spectators were recorded. However, then a declining course was followed in the viewers. One 

explanation given is that in addition to the problems analyzed above, the Austrian Grand Prix was included to 

the Formula 1 calendar. This enabled tourists where they wanted to visit a track within a year to be able to 

choose. These two are tracks in Central Europe, so they are targeted the same tourist. 

 

In a study in the Hungarian Grand Prix about tourists, it seems that 22% of tourists came from Poland, 21% 

from the United Kingdom, 15% from Germany, 7% from Austria and 10% from Skadinavian countries. All of 

the above are European states. Thus, the tourists split into two Grand Prix when the Austrian Grand Prix was 

placed in the Formula 1 calendar. 

 

As for ages that prefer to visit a Formula 1 track, the ages between 30-39 are 32% and in the first place, the ages 

between 21-29 follow at 29% and then the ages 40-49 with 20% , over 50 years with 13% and under 21 to 6%. 

 

The important elements to be recorded are that by organizing a Grand Prix of Formula 1, a country is placed on 

the tourist sports map and thus increases the tourist interest about the destination. After all, it should not be 

forgotten to mention that after the summer Olympics, Formula 1 is the event with most tourists. 

 

7. THE SINGAPORE GRAND PRIX 
Henderson et al. [25] studied Singapore's Grand Prix, which is a Grand Prix by night in Formula 1. In their 

research, they give particular importance to the importance of financial support by the government because the 

operating costs to commit such an event is at a high level, starting with the entry fee paid to the FIA. But the 

profits for a country are multiple and therefore governments are funding sport events as they consider them 

attractive. 

 

The researchers report the importance of the local population to operate with a positivity in this type of event. 

This is also a key to a successful event. In addition to, tourists who will choose to visit the destination for the 

sports event, the friendly local population and its promotion will give the motivation to tourists for another trip 

in the future. Through a sports event it is easy to promote local culture and sights of a destination. 

 

A characteristic that has worked positively at the Grand Prix in Singapore is the placement of various activities 

for tourists where it is related to the reason of the event. This upgrades the benefits offered to tourists and 

improves the tourist’s image of the destination. 

 

In Singapore, revenue recorded on average amount to $ 229 million and therefore efforts are made by local 

agencies to maintain that event. 

 

Singapore had to deal with some problems when the Grand Prix was committed. Specifically, because there is a 

tropical climate in Singapore, the race during the day would be more difficult. That is why it was decided that 

the event was took place at night. This is a fact that has also helped the European broadcast of the race as it is a 

more prior time for spectators. It is worth noting that Singapore's Grand Prix was the first Grand Prix of Asian 

city. 

 

In a study of the view of local population on this event, the positive characteristics were recorded by local pride, 

and in terms of tourists, Singapore's re -insignificance in the future, as well as the overall success of the 

organizers, were recorded. Researchers Cheng and Jarvis [26], however, recorded the negative features of 

Singapore's Grand Prix for permanent residents. Specifically, the excessive noise was recorded during the event, 

the increased traffic in the city as well as the large number of people, far larger than the Grand Prix city can 

afford. In terms of increased traffic, it was recorded the difficulty of reaching the racing circuit.  
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The proposal of these researchers is to close the roads near the circuit in a shorter way to help spectators and 

residents in the area to do their jobs with better circumstances. If this is not done it will be difficult for the 

organizers to have the local population as an ally and by their side, as beyond noise and movement, 

environmental problems are created by pollutants and also sustainability problems. Finally, a more affordable 

ticket pricing for the residents of the destination would help the local population watch more positively the sport 

event. 

8. MALAYSIAN GRAND PRIX 
Malaysia's Grand Prix is an event that is no longer take place by the FIA. The reason where a Grand Prix is no 

longer take place is because there is a lot of competition between countries and the seats are especially few to 

ease all. Researchers Mapjabil et al. [27] studied the Grand Prix held in Malaysia. In their research they 

recorded the importance of these events for the local population as they make significant profits from tourists, 

especially entrepreneurs. In addition, because these sports events are broadcast in television globally, 

sponsorships on the track are particularly profitable for the organizer. Sponsors are looking for a view from the 

F1 Grand Prix as 580 million viewers seem to be watching Formula 1 on television. But, in addition to 

television spectators, tourists are leaving profits to the destination. Prior to the construction of a race track, it is 

important that the organizer has managed to secure a relatively long time collaboration between FIA and the 

Grand Prix as there are many expenses for the creation of infrastructure. 

 

9. GRAND PRIX IN THE USA AND CHINA 

Researchers Zhang et al. [28] studied the Grand Prix in the USA and China. Through their research they 

concluded that through a successful event, trust relationships between sports tourists and event appear to be 

developing. In addition, there is a positive correlation between the event and tourist's confidence in the 

destination but it seems that the image of the event is more affected by the destination. What is worth noting is 

that although local businesses are trying to satisfy the motor sport tourists, sports tourists choose activities that 

are mainly related to the event and not so much to the destination. 

 

10. CONCLUSION 

The important conclusions of this research would include the importance of developing entrepreneurship in a 

destination which a neighboring destination has not developed a similar type of entrepreneurship such as 

Hungary and Austria. An important feature to maintain sports tourists is to keep them happy and offer them as 

much as possible. The problems that were recorded at the Hungarian Grand Prix facilities discourage sports 

tourists to visit the destination another time in near future especially if they specifically have the possibility of 

an alternative solution nearby. In addition, it was also recorded that the tracks that have a unique feature, such as 

Monaco with Marina, Belgium with high speed straights, and Singapore with the Grand Prix by night, acquire a 

competitive advantage and it can cover other weaknesses such as a slow track or a track difficult in overtaking. 

The government's support seems to be particularly important as the commitment of such an event has a lot of 

expenses. But if a long cooperation is secured with the FIA, the revenue will exceed these expenses. 

 

Another important element is the participation of the local population. With the local population on its side, not 

only an event can thrive, but also the tourist destination is advertised at the same time. That is why the negative 

elements of an event in motor sport such as noise and difficult movement by local residents should be attempted 

to roll out. 

 

The ages that seem to be interested to visit a Grand Prix of Formula 1are the ages between 30-39, followed by 

the ages 21-29. These are the ages where the sports event must target in order to make more profit. In addition, 

it appears that neighboring countries offering the most tourists when a country performing a Grand Prix. A 

typical example is the Hungarian Grand Prix. 

 

Finally, through the creation of trust relationships between sports tourists and the event, trust relationships are 

likely to develop as well with the tourist destination of the event. However, they do not seem to develop 

relationships of trust in the same degree. Future research can also study other Grand Prix to make more secure 

results with a larger research sample. 
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