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Abstract

The business of sport is experiencing dramatic aydledriven by changes in technology,
consumer behavior, and general economic trendse\Whese developments have opened
new avenues for growth, they have also upendetlestad business models, forcing owners
to adjust their marketing and monetization straego account for disruptions to traditional
revenue streams. This paper examines how a relagweomer to the motorsport industry,
the Red Bull Air Race World Championship, reinvehits product after a three-year hiatus,
and compares Red Bull's approach to the re-branstiegegies adopted byFormula One, the
world’s most prestigious racing series. Drawingvast industry experience, the author
considersobstacles and opportunities for rightddrsl and charts a course for navigating
future industry turmoil.
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INTRODUCTION

In 2003, Red Bull GmbH, an Austrian energy drinkanenfacturer, officially launched the
Red Bull Air Race World Championship with eventdleltweg, Austria, and Budapest,
Hungary. The goal was to create “one of the mosiilaating motorsport series on the
planet” (Red Bull Air Race, 2017a). Essentiallyrarid-building exercise (Gorse et al., 2010),
the Air Race was not an immediate commercial sgcdadlowing a training accidentin 2010,
the series was suspended in an effort “to reviserthin organization and commercial areas to
realize the full potential of the sport” (Kropiethi, 2016).Three years later, improved safety
concepts and an overhauled commercial model |#uetgeries’ reinstatement.

Today, the Air Race has exceeded original expectstiand is among the company’s
numerous boundary-pushing endeavors into sporte@hip and marketing. In 2017, eight
Air Races were held on three continents, drawirgpmbined 1.28 million spectators (Red
Bull Air Race, 2017b).Eight races wereheld in 2QR8&d Bull Air Race, 2018a), and another
eight are planned for 2019.
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The timing of the Air Race’s return to viability imost remarkable giventhat its revival
followed a period of turmoil in the sports busin®gC, 2018). Like many sectors of the
global economy, sports have been dramatically edtdry the ubiquity of Internet-enabled
mobile devices and the growth and penetration o€iabmedia platforms (PwC,
2018),including some that emergedduring the Aird&adiatus. These technological shifts
did more than alterfans’viewing experiences; théso seroded traditionalrevenue streams,
forcing rightsholders of all sports to innovate.

How dorights holders monetize their sport and geosledicated fanbase in adigitally-shifting,
hyper-competitive marketplace? This paper will exsrhow one relative newcomer to the
motorsportindustry,the Red Bull Air Race(RBAR) WhbriChampionship,overhauled its
business model in a bid for long-term profitabilidnd it will compare RBAR’smarketing
and monetization strategies to changes implemdntdlde new owners of Formula One (F1),
the world’'s most prestigiousracing car series. Dngwon author insightsdeveloped during
two decades working in the industry,this compagmmtiassessment will consider
howmotorsports’ rights holders are re-fashioningticentent offerings to meet the shifting
expectations of fans and advertisers.

The first section of this paper, a review of relgvliterature, surveys the theoretical and
practical trends that are shaping sports marketimdy monetization strategies in general, and
within the motorsport sector in particular. Thistsen is followed by a brief overview of the
paper’s research methodology. Section three presesummary of the top marketing and
monetization approachesimplemented by RBARand &d,e;mds with a discussion on what
worked,what did not, and how sports’ rights holdensuld position for future success. The
final section offers brief concluding observations.

1 LITERATURE REVIEW AND TREND ANALYSIS

The business of sport has been the focus of acaddisiourse for decades (Beech and
Chadwick, 2004; Smith and Stewart, 1999), and tpdlag industry’'sapproach to growth
iscontested. As Conrad notes (2006), sports makkeiften invokes pejorative terms like
“monopoly” and “cartel.” But Conradconcedes that thdustry is complex and intricate; in
such a competitive environment, building strongnbisa and sustainable business models
requires market savvy and constant innovation.

One of the biggest challenges for sports’ rightdad isadapting tochanges in fan
consumption habits, particularly the move from &ndV to digital media (Kropielnicki,
2016). According to the research firmMoffettNatham@018), 24 of the world's 25
largesttelevision networks suffered viewership ihed between 2014 and 2018; a majority of
the networks lost at least 20% of their reach. $bke exception was NBC Sports, which
experienceda 12% increase in reach.Overall, thiegeges have been costly to broadcasters,
and devasting for those reliant on television gdimnd licensing to power sports-related
revenue.

Even for fans who engage deeply with traditionairsp technologyhas reshaped how sports
are experienced. Today, fans are consuming vidpe ahd event summaries at a faster rate
than ever before, and they are doing so oftereindif watching the actual competition. On the
YouTube video platform, for example, views of spdrighlights increased 80% between 2016
and 2017 (Gesenhues, 2018). This trend is unlikelyeverse. According to Yao (2018),
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“highlight clips of goals, near-misses, VIP plagad other key moments, all packaged nicely
without the interruption of commercial breaks,” yide fans with the necessary “cultural
capital” to share in the sporting experience “withbaving to sit through a whole game.”

Not all of the news is bad for rights holders. Thwccess of subscription-only direct-to-
consumer sports video streaming services — sutlKdsased DAZN — demonstrates that it is
possible to replace lost income (Biddiscombe, 2@&xa personalization at an individual
level has also made it possible to communicatectiyravith consumers, and in turn, create
morerewarding B2C experiences. With geo-targetimdjlzehavioral data analysis, companies
can gather individual fan data and turn findingoimnsights to help inform company
decision-making. Even athletes and stadium ownesscashing in on innovation, using
technology to improve their performance and faneeigmce. Still, technology is upending
consumption patterns, forcing sports’ rights hadder be creative as they compete for market
share. What follows is an overview of the key stygs used to navigate this constantly
evolving landscape.

1.1 Sponsorship

Branded events and sponsorship deals are stillek@yents of sports’ revenue; what has
changed is sponsors’ expectations. For examples E@immercial partnerships include a
roster of 40 Fortune 500 companies — more tharo#mgr sport — with combined revenues of
over $3.3 trillion. Sponsors derive great valuenfrbrand association, unique activations,
engaging content, TV exposure, and hospitality retevorking opportunities. But to maintain
lucrative sponsorships in a hyper-competitive indusports’ rights holders have been forced
to do more to keep sponsors satisfied, with miesallts (Sylt, 2018Db).

1.2 Going “Green” with Hosting Fees

Hosting and licensing fees, anothercommon sourggoofs industry revenue, are increasingly
tied to event outcomes. Host cities require spagtets holders to fulfil economic impact
criteria, and to produce events that are ecoldgicalistainable in terms ofsupplies,
transportation, and venders. While these requirésnan be burdensome, some rights holders
have sought to take advantage by branding theirt g0 “green.” For example,SailGP, a
sailing racing league of supercharged F50 catamstivan launched in 2018, has been
designed to be fan-centric and sustainable (SailGE3).

1.3 Growth in E-Sports

E-sports are perceived to have the highest glehanue growth potential among new sports
disciplines(PwC,2018).Today, the global E-sportsrkeiais worthan estimated $1 billion
(PwC, 2018), revenue generated primarily from atilsiag, broadcasting rights, and league
expansion. The bullishness around E-sports explaimns70.5% of sports leaders consider it
critical for traditional sports teams to develoorts strategies of their own (PwC, 2018). It
is also one area where F1 is taking the lead amutgrsport competitors (Nielsen Company,
2017a).

1.4 Direct-to-Consumer Business Models

Despite declining television audiences, some spigiiss holders have continued to invest in
TV by selling content directly to their customeR®ecent high-profile examples include
Formula One’s F1 TV Pro, which launched in May 20L8entus FC’s Juventus TV; and
Borussia Dortmund’s relaunch of BVB-TV in assom@atwith Sportradar.
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1.5 Social Media

Saturation of the social-media landscape is nowia@ity for both sports’rights holders and
athletes (Witkemper et al., 2012).While there arewmkides to hyper-engagement
(Witkemper et al., 2012), the marketingpotentialsotial media cannot be underestimated.
Sports brands and properties have recognized tbe toelink sponsorship to fan activations,
which requires a higher level of creativity and sw@ament (Nelson, 2018). As Simon
Meehan, co-founder of the Footbolé entertainmentpgany, notes, “The currency of social
media is attention and the winners, from clubs l@agues to brands and advertisers, will be
those that can capture that attention and actrestenues around it” (PwC, 2018).

1.6 Blockchain and Cryptocurrencies

Finally, blockchain and distributed ledger techgyidDLT) are giving sports’rights holders
new tools to controlticket resales(Deloitte, 2018hile cryptocurrencies are being used as
inducements in league and sports loyalty prograkaeswith many of the new technologies in
play, the goal of these programsis to protect regestreams while increasing fan loyalty and
connectivity.

I will now briefly outline my methodological apprda to this comparative study before
turning attention to themonetization strategieRBAR and F1, respectively.

2 RESEARCH METHODOLOGY

Assumptions of the RBAR and F1 business modeldased on publicly-available sources
and personal experience. Direct economic impactrég for RBAR eventswere derived from
data collected via in-person and online surveysack attendees. Indirecteconomic effects
were calculatedusing astandard economic multibiesed on average disposable income and
estimated household consumption of host cities.

3 RESULTSAND DISCUSSION

The sports industry, like all consumer-driven etaiement, is experiencing dramatic and
rapid changes in audience behavior. But whilef@kts’ rights holders face similarchallenges
to retaining and growing their fanbase, adaptasiwategies differgreatly, even within sports
genres. To illustrate the highly individualized eggch to adaptation within the motorsport
industry, | will now compare and contrast the maatton and growth strategiesimplemented
by RBARbetween 2014 and 2018, andthe ongoing inmm&in F1.

3.1 Reviving the Red Bull Air Race

On28 February 2014, the Red Bull Air RaceWorld Chemship was relaunched following a
three-yearsabbatical. The Air Race’s original bessnmodel had proven unsustainable, and
owners endeavored to create a “self-sustaining etittgn” (Kropielnicki, 2016). To achieve
that, races were reconceptualized to make them ereztaining, safer, and faster(Red Bull
Air Race, 2018b). Planes were standardized withtida powerplants (engines, propeller, and
exhaust) and horsepower, which, along with updeded rules, led to tighter competition. A
second racing tier was also created to serve esrang class for pilots aspiring to reach the
World Championship(Red Bull Air Race, 2018b). Thesgmort-specific adjustments were
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paired with commercial changes, such as overhawsticity engagements;new sponsorship,
ownership, and mediarules; ticket sale prioritmati and digital innovation(Kropielnicki,
2016).

Host city engagemertware that global interest in hostingbig sportengents was declining
(Goldblatt, 2016; Klimko,2017), RBAR developed arksing strategy to highlight the
beauty and splendor of race locations. Data from 2817 Porto Air Race demonstrates
thesuccess of this approach. With total attendastenated at 850,000, the racegenerated
more than 30 million EUR in direct and indirect s@mg. Moreover, the race had a lasting
effect on the city’s marketing appeal; accordingtt@ndee surveys, 93% of visitors said they
would visit Porto again, while 87% said they welikely” to recommend a future Air Race to
friends and family.

Ownership andsponsorshipTo distribute financial risk and increase the rspo
credibility,emphasis was placed on transitioningspert to a team ownership format. The
goal was to empower teams to market themselveseagdge beyond the Red Bull brand,
thereby instilling long-term viability and lastingevenue generation. To support this
transition,Red Bull changed its own branding styaten race planes; after the series restart in
2014, only two of the 14 planes were branded withanergy drink’s logo, a move designed
to free up advertising space for other sponsorgtietoicki, 2016).

Ticket sales, hospitality, and merchand3&ing the first iteration of the World
Championship (2003-2010),insufficient attention waaid to ticket sales and race-day
experiences. Following the re-launch, series omgariplaced a greater emphasis on ticketed
entry in an attempt to grow revenue and fan loyaiynilarly, RBAR expanded its suite of
partner offerings, includingsponsor lounges, premiwexperiences, and race-related
networking and travelprograms (Schoettle, 2016).

Digital innovation In a bid toattract and retain youngerfans, resegiwvere also allocatedto
improving social and digital technologies. To leaageg so-called “second screen”experiences,
aircraft were equipped with livecamera feeds arliyiit telemetry, putting spectators in the
cockpit as pilots navigate speeds of 370kmhandcefoup to 12G (Red Bull Air Race, 2018b).
RBARalso developed a mobile video game that has deenloaded more than 12.5 million
times (Red Bull Air Race, 2017b). Finally, virtuaklity (VR) was engineered togive at-home
viewers unprecedented access to racedata, whileavigraphicswere created to helpthe
television viewerstrackthe “ghost plane” — techiggldhat virtually turns the single-plane
time-trial format into head-to-head action (Trotma@18).

3.2 Reimagining Formula One

Unlike RBAR, which fights for market share with ethmotorsports promoters — such as
MotoGP and the World Rally Championship— Flis wydelcognized as the world’s premier
motorsports series. Nielsen Sports estimates glabareness of F1 is as high as 80% in
many markets, while “interest” in the sport is apectable 50% (Nielsen Company, 2017b).
But like RBAR, F1 is also engaged in an overhauit®itontent and monetization strategies
amid slumping revenue (Cooper, 2018b) and an isorghy fickle fanbase (Walker, 2015). In
2016, US-based Liberty Media Corporation announpdads to acquire Formula One Group’s
parent company, Delta Topco, for $4.4 billion (LilyeMedia, 2016). As new CEO Chase
Carey has explained, Liberty’'s goal is to transfdfth from a motorsports company to a
global entertainment brand (Turk, 2018). It is dpgo by deploying some of the same tactics
as RBAR, but also by following its own script.
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Host city engageme®imilar to the NFL’s Super Bowl strategy, F1 hasgd to turn Grand
Prix races into multiday events designed to in@edlse economic impact on host
locations(Turk, 2018). Additionally, F1 has beemadh of the curve in bringing its product to
emerging markets in search of new funding; racese iest held in China and the Middle
East in 2004, while Russia’s debut came in 201d,Arerbaijan staged its first Grand Prix in
2017 (Nielsen Company, 2017a). F1 is also lookm@xpand to more cities in the United
States, where fan support is growing (Nielsen Comp2018Db).

Ownership and sponsorshipl operates under a classic team ownershipmadhljicensing
rights heavily controlled by the sport’s owners ayaverning body. But this model is being
tested amidfrustration over unfair revenue shaaggeements.For instance, in 2014, the top
F1 team, Mercedes, had 1,300 employees and ana¢stiroudget of $499 million, while the
lowest ranked team, Carterham, employed 200 peapkk operated on a comparative
shoestring of $89 million.

Media and television rightd.iberty media’s acquisition of F1 was “ultimately anvestment

in content and intellectual property” (Nielsen Canp, 2017a), which helps explain F1’s
recent decision to move the racing series to méVision in some key markets (Sylt, 2018a).
According to Nielsen’s motorsport trends analydise most successful rights holders will be
those who achieve the right balance of contentildigion via free-to-air broadcast, pay TV
broadcast, their own digital platforms and socia@dm” (Nielsen Company, 2017a). At the
moment, however, F1 is struggling to achieve thaisice (Sylt, 2018a).

Social responsibilitySimilar to SailGP’s approach, F1 has used socraponsible business
practicesto burnish its brand. In 2014, the radeges introduced rule changes to promote
“green” engine technology (Benson 2014), while @1@, F1 launched an anti-drunk driving
partnership with the Heineken beer company(Hein&v). Increasingly, F1's owners, like
other motorsport rights holders, have recognized ‘tetting a good example” is essential to
building brand loyalty (Nielsen Company, 2017a).

Digital and “live” innovations Upending the previous ownership era, which wdsee by
centralized control of media content, the sporés/rowners have embraced social media and
viral video in attempts to extend the sport’'s cfarebase (Walker, 2017). To that end, social
media restrictions have been relaxed, and teamaawveencouraged to produce Snapchats,
Facebook Live feeds, and Instagram stories to as&rdhe sport’s accessibility and appeal
(Walker, 2017). F1 has also invested in new expedse for race attendees, television
viewers, and casual fans(Nielsen Company, 2018ajuly 2017, the sport’'s new owners
staged a one-day roadshow in London’s Trafalgara&gand Whitehall designed to bring
fans “closer to the action” (Edelman 2017). Finalt has led the motorsport industry in the
gaming space; the companyattracted over 60,000 rgatadts inaugural E-sports series in
2017 (Nielsen Company, 2018a).

3.3 Comparative Assessment: Lessonsfrom Above, anelew

As theprecedingexamplesillustrate, although RBARI &iface similar monetization and
marketing challenges andhave access to similatisogy rights holders have chosen different
innovation approaches. Perhaps not surprisingly,iths produced measurable benefits — and
clear weaknesses — for both sports.
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Efforts to market and monetize RBAR atfter its relelu have been mixed (Red Bull Air Race,
2017b). While awareness of the series increased®®¥h in November 2013 to 39% in May
2017 (Nielsen Company, 2017b), the series remaulsevable to long-term financial
instability. Among the key challenges has beerfdiiere to increase race frequency, which is
essential for building audience and economic supfespite an organizational interest in
hosting 15 races annually (Kropielnicki, 2016), #egies has yet to grow beyond the current
eight-race format. By comparison, F1 held 21 rac&18.

The Air Race also suffers from its own brandingliemges, including the perception that it is

more of a show than a sport. Moreover, anecdotdéene suggests many gamers do not
realize the World Championship is evenreal. Thik laf brand awareness has pushed RBAR
to refocus efforts on activatingthe sport’'s young#smographic. Future innovations might

include electric or solar planes, enabling linksateation and technology, a connection that
other motorsports, including our comparative medEl — have capitalized on.

For its part, F1 was slowto embrace social andaligudience-engagement strategies buthas
since been catching up (Turk, 2018). For starteiss fanbase dwarfs every other global
motorsport competition. In 2014, F1's online audeertopped 67 million unique visitors,
while the series’ television audience was an egétha25 million, more than any other
professional sport on earth. Today, its fanbasstsnated at more than 500 million (Cooper,
2018a). And yet, F1's annual audience figures hedied by more than 175 million in the
decade before Liberty’'s purchase. While F1 remaofgpble — it made $1.8 billion in
revenue in 2018 (Sylt, 2018b) — its market shaebeeen steadily eroding.While the sport’s
new owners have sought to diversify revenue strela@ysnd thetraditional baskets of race
hosting fees, broadcast contracts, advertisinggenémg, and merchandise,the pace of
innovation has been slower than its competitors.

In sum, both racing series have implemented omeralti and organizational changes
intendedto capitalize on shifting market demandsweéler, despite facing many of the same
challenges, owners have approached the problenfsredifly. More than anything, this
suggests that the best path to profitability in apgrt, but especially in the hyper-competitive
motorsport industry,is to stayopen to lessons keifrom rivals.

4CONCLUSIONS

There is no probability ratio that can determineatvbport has a higher ability to adapt to
rapidly-changing consumer behavior. This is truerefor sports’ rights holders competing
for market share within the same sector. While mesp®rts may exhibit more flexibility to
change thanlegacy sports, the rapid pace of tecbmall upheaval has forced everyone in the
sports business to reconsider how they market amuketize their products. In other words,
there is no tutorial guide to sports 2.0; the lhstindustry can do is work with qualified
information based on insights and predictive treadd continue innovating with fan- and
sponsor-centric marketing and monetization stragegi

REFERENCES

Beech, J., & Chadwick, S. (Eds.). (2004). The Bessnof Sport Management. Harlow,
England: Prentice Hall.
Beech, J., & Chadwick, S. (Eds.). (2007). The Markeof Sport. Pearson Education.



E-Leader Brno 2019

Benson, A. (2014). F1 2014: All Aboard the ‘Poweaiih’ — New Rules Explaine®BC
Sport January 24, 2014. Retrieved from
https://www.bbc.com/sport/formulal/25158104

Biddiscombe, R. (2018). DAZN: The Netflix of SpaH8C.org. November 7,
2018.Retrieved January 25, 2019, from https://wbevarg/delivery/dazn-the-netflix-
of-sports/3431.article

Conrad, M. (2006). The Business of Sports: A Prifoedournalists. Mahwah, NJ: Lawrence
Erlbaum Associates, Inc.

Cooper, A. (2018a). Formula 1 Believes Five Millisans Could Take Up New TV Service.
Autosport.comMarch 1, 2018. Retrieved February 10, 2019, from
https://www.autosport.com/f1/news/134598/f1-warnme-million-fans-for-new-tv-
service

Cooper, A. (2018b). Teams to Share $23m Drop iorimeas F1 Revenue Falls.
Autosport.comAugust 8, 2018. Retrieved February 9, 2019, from
https://www.autosport.com/f1/news/137924/teams-mearops-23m-as-f1-revenue-
falls

Deloitte. (2018). Internet of Things (IoT) in SparBringing IoT to Sports Analytics, Player
Safety, and Fan Engagement.

Edelman. (2017). F1: Getting Fans Closer to theoAicRetrieved February 9, 2019, from
https://www.edelman.co.uk/work/f1-live-london/

Gesenhues, A. (2018). YouTube Sees 80% Lift in leadjatching Sports Highlight Videos
During the Last Year. Retrieved January 24, 2008, f
https://marketingland.com/youtube-sees-80-lift-deepatching-sports-highlight-
videos-last-year-233674

Goldblatt, D. (2016). Nobody Wants to Host the QlyerGames Anymore. Can You Blame
Them?Quartz August 4, 2016.

Gorse, A., Chadwick, C., & Burton, N. (2010). Eptreneurship Through Sports Marketing: A
Case Analysis of Red Bull in Sport, 3(4), 348-357.

Heineken (2017). Heineken Focussed on Gettinga®tittom of Drink & Drive Issue.
Heineken Holding NV. September 4, 2017. Retrievebr&rary 9, 2019 from
https://www.theheinekencompany.com/Media/Feature Bt EKEN-focussed-on-
getting-to-the-bottom-of-Drink-Drive-issue

Klimko, P. (2017). The Economic Impact of Mega Spd@ventsEconomic Reviewt6(2),
149-159.



E-Leader Brno 2019

KPMG. (2018). The Changing Landscape of Disruplieehnologies. Retrieved January 24,
2019, from https://assets.kpmg/content/dam/kpmgdp2018/06/pl-The-Changing-
Landscape-of-Disruptive-Technologies-2018.pdf

Kropielnicki, K. (2016). Red Bull Race Eyes Expamsto 15 EventsSportcal September 1,
2016. Retrieved February 7, 2019, from
https://www.sportcal.com/News/Search/105978

Liberty Media. (2016). Liberty Media Corporation #sgs to Acquire Formula One. September
7, 2016. Retrieved February 8, 2019, from httpliBertymedia.com/news-
releases/news-release-details/liberty-media-cotiporagrees-acquire-formula-one

MoffettNathanson. (2018). U.S. Advertising: Whatggans if TV Reach Dies?

Nelson, K. (2018). 2019 Will See a Change in Howr8pare Processed Over Social Media.
Adweek December 24, 2018.

Nielsen Company. (2017a). Commercial Trends in gmort, 2017. Nielsen Sports Report.
https://www.nielsen.com/content/dam/nielsenglohgtiecs/reports/motorsport-
commercial-trends-2017.pdf

Nielsen Company. (2017b). Nielsen Sports DNA 2017.

Nielsen Company. (2018a). Top 5 Global Sports Itrigiisrends, 2018. Nielsen Sports Report.
http://nielsensports.com/wp-content/uploads/2014@8en-top-5-commercial-
sports-trends-2018.pdf

Nielsen Company. (2018b). Formula 1 Fandom is Amedihg in the U.SNielsen.com
October 17, 2018. Retrieved February 9, 2019, from
https://www.nielsen.com/us/en/insights/news/20T&fda-1-fandom-is-accelerating-
in-the-us.html

PwC. (2018). Sports industry: Lost in Transition®@s Sports Survey 2018.

Red Bull Air Race. (2017a). History: All you neexdknow about the history of the Red Bull
Air Race World Championship. http://airrace.redlmalin/en_AT/article/history.

Red Bull Air Race. (2017b). 2017 End of Season Repo

Red Bull Air Race. (2018a). Infographic: 2018 SeasoNumbers. Retrieved January 24,
2019, from https://www.redbullcontentpool.com/reliiiorace/AP-1MK6UN3GS2111

Red Bull Air Race. (2018b). Premium Magazine.

Sandy, R., Sloane, P., Rosentraub, M. (200w .Economics of Sport: An International
Perspectivd_ondon: Palgrave McMillan



E-Leader Brno 2019

Schoettle, A. (2016). $2M Ad Campaign Helps Drivek&t Sales for Debut Air Race at IMS.
Indianapolis Business Journgbeptember 17, 2016. Retrieved February 7, 2066 f
https://www.ibj.com/articles/60385-lofty-expectat®

Smith, A., & Stewart, B. (1999). Sports ManageménGuide to Professional Practice.
Sydney, Australia: Allen & Unwin.

Sylt, C. (2018a). F1 Audience Crashes 5% on SviddPay TV.Forbes.comNovember 9,
2018. Retrieved February 8, 2019, from
https://www.forbes.com/sites/csylt/2018/11/09/fdamce-crashes-5-on-switch-to-
pay-tv/#dc9124e48172

Sylt, C. (2018b). F1 Sponsorship Growth Crashd®tgear LowForbes.comAugust 13,
2018. Retrieved February 8, 2019, from
https://www.forbes.com/sites/csylt/2018/08/13/fbisporship-growth-slows-
down/#494a60731598

Trotman, A. (2018). REWIND'’s High-Flying Work witklicrosoft HoloLensMicrosoft News
Centre UK June 18, 2018. Retrieved February 7, 2019, from
https://news.microsoft.com/en-gb/features/is-thisteal-life-is-this-just-fantasy/

Turk, V. (2018). New Cars, New Cameras, New CEGidia F1's Race to Reinvent Itself.
August 23, 2018Wired Retrieved February 9, 2019, from
https://www.wired.co.uk/article/formula-one-libentyedia-chase-carey-bernie-
ecclestone

Walker, K. (2015). Analysis: Why F1 is Falling Shon Fan Engagemerilotorsport.com
July 15, 2015. Retrieved from https://www.motorgmam/f1/news/analysis-why-f1-
is-falling-short-on-fan-engagement/615664/

Walker, K. (2017). Analysis: Unlocking the SecreGrowing F1’s Fanbas®&lotorsport.com
July 23, 2017. Retrieved February 9, 2019, from
https://www.motorsport.com/fl/news/market-researeisen-boost-appeal-london-
933529/933529/

Witkemper, C., Hoon Lim, C., & Waldburger, A. (2013ocial Media and Sports Marketing:
Examining the Motivations and Constraints of Twiltksers.Sports Marketing
Quarterly, 21, 170-183.

Yao (2018). The Unravelling of Live Sports TV: Umgkéng the Contributing Factors and How
Brands Can Responiledium Retrieved January 25, 2019, from
https://medium.com/ipg-media-lab/the-unravelingieé-sports-tv-ddac5cadOfef

10



