
International Motor Sport In India - Market Analysis 

Q. Make a brief sports market analysis in India regarding foreign teams and sports 

(football/basketball/rugby). Assess what would be the potential of development for each and, as 

an Indian consultant, what kind of advice can you provide in terms of: 

 

• Brand awareness 

• Adaptability in the Indian culture/market 

• Market share capture 

• Type of revenues 

• Brand development 

 

The sport I have chosen for this assignment is motorsport (Formula 1 or MotoGP). The primary 

reason behind this is because I’m a motorsport fan myself and would like to see the sport develop 

in India. Another, arguably more important reason, is that motorsport is one of the most watched 

and highest earning sports worldwide.  

 

Potential for development in India: Motorsport has existed in India for more than six decades. 

Indian automobile manufacturers have been steadily investing into the sport. The Federation of 

Motor Sports Clubs of India (FMSCI) was established in the 1970s and paved the way for 

motorsport to be available to the masses and not just the affluent. 

There is a positive outlook towards two-wheeler racing is a welcome change. The Bajaj Rally has 

put India on the global map. There is also the fairly recent introduction of scooter racing (Gulf 

Monsoon Scooter Rally). 

 

Formula 1 did enter the Indian market in 2011. India was on the F1 calendar from 2011-2013 and 

was discontinued thereafter due to the organiser (Jaypee) facing significant financial problems 

coupled with a few hurdles because of the government regulations. But despite the issues posed by 

the government and the mistakes by the organiser, interest in F1 and motorsport in general has 

continued to grow. F1 viewership has increased by 87% in 2018.   

 

In India, the motorsport landscape is dominated by JK Tyres. But even they have recognised and 

admitted that for the sport to grow and develop in the country, there needs to be competition and 

more players in the market. This is basically an invitation for brands/manufacturers to enter the 

Indian market.  

 

Brand awareness: The motorsport brand entering the Indian market will face its biggest hurdle 

here. In a country dominated by cricket and football, carving out a space and letting the people 

know about the brand is of great importance. With the increasing use of the internet, digital media 

might be a very good option to increase brand awareness. The MotoGP reported 380 million 

engagements in 2018 on its digital platforms and has provided the benchmark for other motorsport 

events like the Formula 1 and the Formula E. The teams should also look to partner with local 

sponsors, companies and personalities to increase their visibility. Advertising on TV and automobile 

magazines will also play a huge part. 

 

Adaptability in the Indian culture/market: Religion and emotion plays a big part in the Indian 

market. This will mean that the brands will have to schedule their races in India in and around big 

festivals in order to increase their chances of being successful. Celebrity tie ups will also play a big 

part in increasing visibility. Film stars, big industrialists and prominent Indian sports personalities 

have a lot of clout and following in India. People gravitate towards a brand that their favourite 

celebrity associates with. 

 



Market share capture: The biggest players in the market are JK Tyres, TVS Racing and Maruti 

Suzuki. In order to establish as a major player in the market, the brand needs to also focus seriously 

developing the sport in India. One of the methods could be by forming a partnership with one of 

the existing and established brands. This gets them a new audience and introduces their audience 

to the Indian market as well. 

 

Types of revenues: The organiser gives teams a set amount to begin with. Thereafter, the amount 

received is dictated by the position finished in the previous season. Merchandise and ticket sales 

and race day earnings will be the other major avenues of earnings. Sponsorships and media deals 

will vary depending on the size of the event. 

 

Brand development: Building a brand from early on is the key to find long term success. 

Motorsports and marketability go hand in hand and the brand is the most marketable asset 

available. Having a visual identity is very important to become a recognised brand. The colour, the 

number and the “story” of the company need to be depicted and conveyed. Having an emotional 

message and a social cause will also attract a significant audience. Investing in the grassroots level 

will also create a bond between the various levels and age groups. 

Pricing of the tickets and the merchandise needs to be relatively inexpensive. The brand also needs 

to build on trust. Most of the top brands who have found success in India have got to the top 

because of the need to build on trust. The brand also needs to be sold differently in different 

regions. Understanding the culture can make or break a brand in a country as diverse as India. 

 

 


