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Annotation. This article examines the
impact of hosting Formula 1 races on Azer-
baijan’s international image. It highlights how
the event has bolstered the international image,
tourism, and economic growth while also
showcasing its modernity and hospitality, con-
tributing significantly to Azerbaijan’s global
branding and reputation.
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1. Introduction. Azerbaijan, a nation
straddling Eastern Europe and Western Asia,
has embarked on a journey of transforming its
international image through strategic global
events. Among these, hosting the Formula 1
Azerbaijan Grand Prix stands out as a signi-
ficant milestone. This prestigious motorsport
event, held annually in the capital city of Baku
since 2016, has played a pivotal role in eleva-
ting Azerbaijan’s profile on the world stage.
The impact of such a high-profile event ex-
tends beyond the racetrack, influencing va-
rious facets of the country’s international per-
ception, from tourism and economic develop-
ment to cultural diplomacy and national bran-
ding. The allure of Formula 1, with its global
fanbase and extensive media coverage, offers a
unique platform for host countries to showcase
their capabilities and attractiveness. For Azer-
baijan, this event has provided an opportunity
to present itself as a modern, dynamic, and
hospitable nation. The carefully crafted urban
circuit in Baku, which winds through the city’s
historic and contemporary landmarks, serves
as a visual narrative of Azerbaijan’s blend of
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tradition and progress. This juxtaposition is
crucial for a country seeking to redefine its
image from one primarily associated with its
Soviet past and regional conflicts to one of
economic vitality and cultural richness. The
economic impact of hosting Formula 1 cannot
be understated. The influx of international vi-
sitors, media, and corporate investments du-
ring the race period injects substantial revenue
into the local economy. Hotels, restaurants,
and various service industries benefit directly
from the increased demand. Moreover, the
event stimulates long-term investments in in-
frastructure and urban development, contribu-
ting to the overall economic growth and mo-
dernization of Baku.

2. Country mmage and features. Each
country has become identified with different
icons along with its historical culture, and the
country’s image has been formed by branding.
Many studies conducted so far have revealed
that country image is a very important factor in
the consumer’s purchasing decision in the
global market. Image is defined as “the image
formed as a result of a series of information
processes”. More clearly, it is the evaluation of
information and data obtained from various
channels to advertisements, from advertise-
ments to natural relationships, from the cul-
tural climate in which we live, to the preju-
dices we hold. The image formed by informa-
tion and messages received from different
channels is a dynamic concept that can change
over time with new information and expe-
riences. It can be said that the image of any
product, brand or country in the human mind
is influential and even decisive on people’s
attitudes and behaviors. In cases where there is
no basic experience with the product, consu-
mers often determine the quality of the product


mailto:javidan.ahmadli2022@sport.edu.az

-
a Scientific News of Sports Academy
N

Sport Science Journal
vol. 6, Ne 3, 2024.

based on features such as price, brand image,
manufacturer image, sales location image or
country of origin.

It is natural that people’s perceptions of
the country where the goods are produced are
reflected in the goods. For example, while
Russian consumers perceive products produ-
ced in Japan and Germany as superior quality
compared to American and British products;
Japanese consumers also think that Japanese
products are superior to those produced in
Europe and America. In this context, busines-
ses face a difficult task of trying to improve
not only the image of their products but also
the image of their country. Because erasing the
effects of previously formed perceptions re-
quires intense marketing efforts. Every country
should be able to manage its own image well
in the international arena, which will directly
affect the perception of the products produced
in that country [1].

Each country has its own special image
and associated brand value. Countries are now
considered as brands, just like products, and
they are making efforts towards branding. Of
course, there will be differences between the
branding of a concrete product and the bran-
ding of countries with a more complex, broa-
der and heterogeneous structure. Ensuring that
a country is perceived as a quality brand on
international platforms is directly related to the
quality of the product as well as comprehen-
sive communication activities. As a matter of
fact, it would not be realistic for a technolo-
gically undeveloped country to state that it is
assertive in technological products and to try
to have such an image. Country image is the
overall quality that the consumer perceives for
products made in any country. Country image
is a very important and determining factor in
the purchasing decision. The country’s image
is formed by personal experiences and current
knowledge about the country’s people, social,
political and economic situation. While USA
and “made in USA” mean individual freedom
and wealth to the outside world, BMW and
Mercedes are driven by the reliability of
German engineering. One of the important is-
sues that should draw our attention here is that
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the way these countries are perceived affects
the image of their infrastructures, which are
directly related to the developments over a
long period of time. Some countries have quite
impressive reputations for certain products.
For example, Japan has a well-deserved repu-
tation for automobiles and electronic goods,
America for high-tech innovations, soft drinks,
toys, cigarettes and jeans, and France for wine,
perfumes and luxury consumer goods. A more
impressive and preferable country image means
that the country’s origin is featured more pro-
minently on the label and in the promotion of
the brand [2].

Rather than where the products are pro-
duced, the country in which a brand is per-
ceived to belong most in the minds of consu-
mers is considered the country of origin. A
country’s image is a function of various in-
fluences. Some of the impacts are economic.
Such as per capita national income, export and
import types and levels. However, many in-
fluences that are not related to the level of de-
velopment affect a country’s image and brand
value. Such as political and military hostility,
nationalist attitudes, local customs, music,
food, costumes and tourist attractions. Adverti-
sing, newspapers, television, cinema, and cul-
tural perceptions help outsiders create a mental
map of the country. For example, England has
a country image that is classy and well-estab-
lished, France is based on quality life and
ethics, Italy is style and attractiveness, Germa-
ny is quality, reliable and solid, Switzerland is
sensitive and honest, and Japan is based on
functionality and technology. These features
determine the prominent products and product
groups of these countries in the global market.
Countries’ awareness of their image will be
directly reflected in the marketing strategies of
that country’s products.

It is clear that both product and country
images directly interact with each other.
However, while country image enhances pro-
duct image for developed countries, it may
negatively affect product image outside these
countries. Especially in cases where uncertain-
ty is high, the country’s image comes to the
fore, and the price element plays a decisive
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role in international purchases where uncer-
tainty is low and there is no risk. One of the
issues touched upon in many studies is the
existence of a hierarchy of countries in terms
of brand value. This hierarchical order is given
below.

On the other hand, the prominent featu-
res of some countries add a certain meaning to
the product [4]:

» Countries preferred by buyers to reduce
risk due to their historical handcraft, craft-
smanship and special design skills (Per-
sian carpet, Belgian hand embroidery-lace,
Scandinavian furniture, French and Italian
garment design, etc.).

» Countries that obtain and process quali-
fied raw materials due to geographical,
geological and climatic factors (Colom-
bian coffee, Canadian fur, French wine,
South African precious stones, etc.).

» Countries that stand out according to their
technology and knowledge levels (USA in
computer software and defense industry,
Canada in biogenetic applications in agri-
culture, France in high-speed transporta-
tion systems, Japan in electronic goods,
etc.).

The country of origin of a product may
or may not have a positive or negative impact
on potential customers. For example, many
buyers around the world may prefer clothing
items bearing the “Made in Italy” label, and
they find Japanese-made automobiles and elec-
tronic goods to be of higher quality and relia-
bility. At the other extreme, a car stereo pro-
duced in Ghana may not be of interest or pre-
ferred. Between these two extremes, there are
products where the country’s origin does not
affect the image much (raw materials and
natural resources such as oil from Nigeria or
rubber from Canada). The image of a country
reflected in its products is also related to the
features of that product or products. What
Kotler mentions here is that the impact of the
country images reflected on those products
will change depending on the product features

[5].
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3. International 1mage of Azerbaijan.
Azerbaijan, a nation situated at the crossroads
of Eastern Europe and Western Asia, has been
diligently working to reshape its international
image. Historically known for its rich cultural
heritage and strategic geopolitical position,
Azerbaijan is now leveraging modern avenues
to establish itself as a dynamic and progressive
nation on the global stage. This transformation
is driven by strategic initiatives in tourism,
cultural diplomacy, and hosting international
events. Azerbaijan’s international image has
been significantly enhanced through its role as
a host for major global events. The Formula 1
Azerbaijan Grand Prix, held in Baku since
2016, exemplifies this strategy. The race not
only attracts a global audience but also provi-
des a platform for Azerbaijan to showcase its
modern infrastructure, hospitality, and scenic
urban landscapes. The streets of Baku, where
the race takes place, offer a striking blend of
historical architecture and contemporary deve-
lopment, symbolizing Azerbaijan’s journey
from its storied past to a promising future. The
Eurovision Song Contest 2012, another notab-
le event hosted by Azerbaijan, played a crucial
role in boosting the nation’s visibility and cul-
tural appeal. By presenting its music, tradi-
tions, and modern achievements to millions of
viewers worldwide, Azerbaijan successfully
portrayed itself as a culturally vibrant and
welcoming country. These events are more
than mere spectacles; they are strategic tools
for nation branding and soft power, helping to
shape international perceptions. Tourism is
another vital component of Azerbaijan’s ef-
forts to enhance its international image. The
country boasts a diverse landscape, from the
Caspian Sea’s shores to the Caucasus Moun-
tains, offering a range of attractions for tou-
rists. Baku, with its modern Flame Towers
juxtaposed against the medieval Old City, en-
capsulates the essence of Azerbaijan’s charm.
By investing in tourism infrastructure and
promoting its unique attractions, Azerbaijan
aims to become a preferred destination for
international travelers. Cultural diplomacy
plays a pivotal role in Azerbaijan’s interna-
tional strategy. Through various cultural ex-
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chan-ges, festivals, and exhibitions, Azerbai-
jan highlights its rich heritage and contem-
porary culture. These efforts foster mutual un-
derstanding and build bridges with other na-
tions, enhancing Azerbaijan’s global standing

[2].

A key aspect of Azerbaijan’s strategy to
enhance its international image involves eco-
nomic diversification and innovation. Histori-
cally dependent on oil and gas, Azerbaijan has
recognized the need to diversify its economy
to ensure sustainable growth and resilience. By
investing in sectors such as information tech-
nology, renewable energy, and logistics, Azer-
baijan aims to present itself as a forward-thin-
king and innovative nation. The development
of the Alat Free Economic Zone and initiatives
to foster a startup ecosystem are examples of
efforts to attract foreign investment and stimu-
late domestic entrepreneurship. These econo-
mic advancements contribute to a perception
of Azerbaijan as a country that is not only rich
in natural resources but also rich in human
potential and creativity. Moreover, Azerbai-
jan’s international image is bolstered by its
active participation in global diplomacy and
multilateral organizations. As a member of the
United Nations, the Organization for Security
and Co-operation in Europe (OSCE), and the
Non-Aligned Movement, Azerbaijan engages
in international dialogue and collaboration on
critical issues such as security, peacekeeping,
and sustainable development. Its role as a me-
diator in regional conflicts and its contribu-
tions to international peacekeeping missions
highlight Azerbaijan’s commitment to global
stability and cooperation. This diplomatic en-
gagement enhances its reputation as a respon-
sible and proactive member of the internatio-
nal community. Educational and cultural ex-
change programs further solidify Azerbaijan’s
positive international image. By establishing
partnerships with leading global universities
and promoting academic exchanges, Azerbai-
jan ensures that its young population is global-
ly aware and well-educated. These programs
not only benefit Azerbaijan’s citizens but also
foster a positive image abroad, showcasing the
country’s commitment to education and cultu-
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ral exchange. Additionally, Azerbaijan’s em-
phasis on preserving and promoting its cultural
heritage adds another layer to its international
image. The inclusion of sites like the Gobustan
Rock Art Cultural Landscape and the Walled
City of Baku in the UNESCO World Heritage
list underscores the country’s rich historical
legacy. These sites attract scholars, historians,
and tourists alike, offering a window into
Azerbaijan’s ancient history and cultural
depth. In the realm of sports, aside from the
Formula 1 Grand Prix, Azerbaijan has hosted
various international sporting events such as
the European Games in 2015 and the UEFA
Europa League final in 2019. These events not
only highlight Azerbaijan’s capacity to host
large-scale international events but also foster
a spirit of global camaraderie and sportsman-
ship [3].

4. A brief overview of the history of
the formula 1 race held in Azerbaijan. For-
mula 1 is known as the competition with the
most viewers in world sports history. The com-
petition, which has been held in different cities
since the first years it was organized in 1950,
has long ceased to belong only to Western
countries and has begun to include Asian
countries as well. In 2009, the F1 racing ca-
lendar replaced the 7 Grand Prix (6 in Europe
and 1 in the USA) as in the 1950s with 17 ra-
ces, less than 50% of which are held in Euro-
pe. Formula 1’s strategy regarding the cities
where it is held has changed gradually. In the
first years of the competition, between 1950
and 1961, F1 was generally held in small and
medium cities. In these times, the competition
was organized for sports purposes rather than
to promote the countries or create their image.
80% of the races took place in 15 cities in
Europe. The races were held in the same way,
mainly in Europe, between 1962 and 1980. To
a lesser extent, Formula 1 was also held in
other metropolises such as Mexico City, Rio
de Janeiro and San Paulo [2].

But after 1981-1998, Formula 1 opened
up to new urban economies. Countries such as
Brazil, Japan, Canada and Australia have been
included in the F1 competition calendar. These
countries were the first to see F1 racing as a
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tool for their urban and tourist economies. This
period shows that Formula 1 racing has ente-
red the globalization phase. The period bet-
ween 1999 and 2009 is the period when For-
mula 1 racing became completely global and
more than half of the competitions took place
outside Europe, generally in Asian and Central
Asia countries. Formula 1, hosted by America
in 2012, was the most attended competition
day with 117,429 spectators after the British
Grand Prix. The country has made great profits
from the races. However, developing countries
such as Azerbaijan aim to make themselves
known to everyone on the world map by using
the fame of the races rather than earning
income, and to transfer the strong image of the
sport to the country. Azerbaijan hosted For-
mula 1 races for the first time on 17-19 June
2016, and the second on 23-25 June 2017.
Within the scope of Azerbaijan’s 10-year agre-
ement with the Formula 1 European Grand
Prix, Baku will host the races next year in
April 2018. The race track of the competition,
which has a total distance of 6 kilometers, was
designed by the famous architect Hermann Til-
ke. Azerbaijan did not build a separate track
for the competition, but built the track through
the central streets of the city and the Caspian
coast, surrounding the historical and touristic
places. In this way, more people will know the
city and want to visit it.

During the competition, open-air con-
certs with famous singers such as Mariah
Carey, Pharrell Williams, Chris Brown, Enri-
que Iglesias and various other festivals were
organized in the city. Fernando Alonso, one of
the famous names of Formula 1, was the pro-
motional ambassador of the competition. Al-
though data such as the country’s earnings
from ticket sales and hosting expenses during
the races have not yet been clearly calculated,
according to the statement of the Azerbaijani
Ministry of Youth and Sports, the competition
expenses in the first stage were around 100
million dollars. More than 25,000 people from
47 countries came to Baku in June 2016, the
first year of the competition. It is estimated
that 2.6 million dollars of revenue was gene-
rated from the tickets sold. According to the
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statement made by the press spokesperson of
Azerbaijan Formula 1 races, twice as many
tickets were sold to foreign spectators in the
2017 races compared to 2016.

According to statistics, nearly 1.7 mil-
lion tourists came to Azerbaijan during the 9
months of 2016. This figure is 11% more than
the number of tourists on the same dates in
2015. Considering that the income from sour-
ces such as broadcasting and advertising du-
ring the competition goes only to the Formula
1 organizers and not to the host country, it is
not possible for Azerbaijan to cover its expen-
ses only with the income from tickets. Howe-
ver, Azerbaijan’s primary purpose in hosting
these races is not revenue, but image. In this
respect, making the country known and visited
by more masses is prioritized over economic
purposes for now [5].

5. Analysis of the mmpact of motor
sports competitions on the nternational
mmage of Azerbaijan. Azerbaijan, a nation
nestled between Europe and Asia, has made
significant strides in enhancing its interna-
tional image through various means. One such
avenue is motor sports competitions. This
essay aims to delve into the impact of motor
sports events, notably the Formula 1 Grand
Prix, on Azerbaijan's international image. Mo-
tor sports events, particularly Formula 1 races,
wield substantial socio-economic influence on
host countries. For Azerbaijan, hosting the
Formula 1 Grand Prix in Baku since 2016 has
provided a platform to showcase its infras-
tructural development and economic prowess.
The influx of tourists, media coverage, and in-
vestments associated with such events bolster
the country's economy. Moreover, the cons-
truction of state-of-the-art racing circuits and
associated facilities contributes to job creation
and stimulates sectors like hospitality, tourism,
and transportation. The Formula 1 race in Ba-
ku serves as a catalyst for urban development,
transforming the cityscape and enhancing its
attractiveness to international visitors. The
spectacle of high-speed racing against the
backdrop of Baku's modern architecture por-
trays Azerbaijan as a dynamic, cosmopolitan
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destination, thereby fostering positive percep-
tions among global audiences.

Motor sports transcend mere entertain-
ment; they embody a cultural phenomenon that
resonates with audiences worldwide. Azerbai-
jan's hosting of the Formula 1 Grand Prix of-
fers a platform to showcase its rich cultural
heritage and hospitality. The integration of lo-
cal elements, such as traditional music, dance,
and cuisine, into the race festivities provides a
unique cultural experience for spectators and
participants alike. Furthermore, motor sports
events serve as a means of cultural exchange,
fostering connections between Azerbaijan and
the global community. Through interactions
with international visitors, participants, and
media, Azerbaijan has the opportunity to pro-
mote its cultural diversity and heritage on a
global scale, thereby enriching its international
image as a vibrant and culturally rich nation.
The hosting of motor sports competitions can
also have political ramifications, shaping per-
ceptions of host countries on the global stage.
For Azerbaijan, the successful organization of
the Formula 1 Grand Prix symbolizes its abi-
lity to project soft power and present itself as a
modern, progressive nation. By showcasing its
capacity to host world-class events and adhere
to international standards of organization and
safety, Azerbaijan enhances its diplomatic stan-
ding and fosters positive relations with other
nations. Moreover, motor sports events offer
Azerbaijan a platform to engage with the inter-
national community and promote its geopoliti-
cal interests. Through strategic partnerships
with Formula 1 and other stakeholders, Azer-
baijan can leverage its hosting status to en-
hance diplomatic ties, attract foreign invest-
ment, and bolster its geopolitical influence.
Despite the benefits associated with hosting
motor sports competitions, Azerbaijan also fa-
ces challenges and criticisms. Concerns regar-
ding human rights, political freedom, and trans-
parency have been raised by international or-
ganizations and advocacy groups. The govern-
ment's utilization of such events for political
purposes, as well as allegations of forced evic-
tions and exploitation of labor, have sparked
controversy and tarnished Azerbaijan's image
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in some circles. Furthermore, the environmen-
tal impact of motor sports, including air and
noise pollution, raises questions about susta-
inability and responsible stewardship of natu-
ral resources. As Azerbaijan seeks to balance
the economic benefits of hosting motor sports
with environmental conservation efforts, ad-
dressing these concerns is crucial to maintai-
ning its international reputation and credibility.

6. Conclusion. In conclusion, motor
sports competitions, particularly the Formula 1
Grand Prix, play a significant role in shaping
the international image of Azerbaijan. Through
the socio-economic, cultural, and political di-
mensions analyzed in this essay, it is evident
that these events have far-reaching implica-
tions for Azerbaijan's global standing. While
they offer opportunities for economic growth,
cultural exchange, and diplomatic engagement,
they also pose challenges and criticisms that
must be addressed. By navigating these com-
plexities with transparency, accountability, and
a commitment to sustainability, Azerbaijan can
maximize the positive impact of motor sports
on its international image while mitigating po-
tential drawbacks. Ultimately, the successful
hosting of such events underscores Azerbai-
jan's aspirations for modernization, progress,
and integration into the global community.
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