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The greatest motor-sporting event in the world

M U R R AY  W A L K E R  O B E



There are very few sporting events in the world with the tradition, heritage, 

and prestige of the Isle of Man TT Races. Both Formula 1 and MotoGP can 

trace their origins to this small island in the centre of the British Isles as first 

cars, in 1905, and then bikes, in 1907, were raced around the its public roads. 

Despite being the world’s oldest continuous motorsports event, the TT 

remains, however, as fascinating and relevant today - continuously inspiring 

new generations of riders to come and race the Mountain Course. 

LARGELY UNCHANGED since 1911, the 37¾ miles of public roads simply capture 

the imagination like no other motorcycling venue can. The TT Course, whilst 

difficult to learn, is even harder to master - requiring immense levels of skill and 

concentration as speeds nudge an incredible 200mph.

The TT is no longer all about the racing though. Each June, the Island becomes 

a mecca for motorcyclists with its country lanes handed over to leather-clad 

tourists and its seaside resorts handed over to stunt shows, rock bands and 

fairgrounds. The island’s residents have proudly welcomed the annual influx of 

fans for over a century now and, together, they have created a very special event 

that, over 100 years on, not only remains part of the Island’s DNA, but continues 

to reverberate around the globe. 

Fiercely proud and deeply loyal, TT fans often turn their first visit to the famous 

races into a lifetime of annual pilgrimage. TT fans also like to meet other TT fans. 

They love nothing more than to share their tales and knowledge of a unique event 

gained through years of unquestionable dedication and invested emotion. Most 

of all, they are bound by their mutual love of a spectacularly dangerous sport 

and their continuing admiration for those who display such skill and bravery in 

pursuit of glory.

BEACON
INSPIRATION
LEGEND

I SLE  OF MAN TT RACES  |  STRATEGY |  VERS ION O103



The TT Races are owned and organised by the Isle of Man Government’s 
Department for Enterprise, through its Motorsport Team. The Team work in 
collaboration with partners across Government as well as within the private 
and voluntary sectors to successfully deliver the TT annually.

ORGANISING AND PROMOTING the TT has been carried out against an often-

turbulent backdrop in recent years. The event has grown quickly following its 

Centenary in 2007 and combined with an absence of defined strategy, this has 

created a number of challenges and currently unanswered questions. 

This period has brought the event to a unique crossroads. The TT has not yet 

reached its full potential, yet it has reached a critical point in its product life cycle. 

Whilst many exciting opportunities lie ahead, promising even greater reward, 

focus must rest equally on the numerous challenges that face the event, as 

behaviours, perceptions and expectations change faster than ever before.

The TT requires a long-term strategy to maximise these opportunities and 

effectively navigate a path through the challenges. This strategy aims to deliver 

this outcome by growing our brand, building our audience, managing our risks 

and creating a healthier, more robust organisation to oversee the island’s most 

widely known asset. 

MOVING
FORWARD
WITH STRATEGY
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ISLE OF MAN GOVERNMENT     OWN

THE DEPARTMENT (MINISTER AND MEMBERS)  ENDORSE

THE CHIEF EXECUTIVE     SPONSOR

THE DIRECTOR OF MOTORSPORT    LEAD

THE MOTORSPORT TEAM     DELIVER

OUR
STRATEGIC
ROLES
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O U R  M I S S I O N

Our mission is to deliver a sustainable world-class TT that increases economic benefit to the Isle of Man. 



O U R  V I S I O N

The Isle of Man TT is a world-class entertainment brand based around the world’s most accessible and visceral 

motorsport event engaging a loyal and passionate international fan base. 



WORLD-CLASS
adjective: (of a person, thing, or activity) of or among the best in the world

This is where our ambition lies. The TT is well known around the world for its spectacular racing, 

but little else can be described as world-class with true integrity. It is our aim to elevate the TT to 

the next level to be a globally recognised brand of high repute.

ENTERTAINMENT
noun: an event, performance, or activity designed to entertain others

Similar to all the leading global sports properties today, we will reposition the TT as a media and 

entertainment brand to ensure sustainability, longevity and legacy.

BRAND
noun: a product, service, or concept that is publicly distinguished from other products

Your brand is how other people feel about your product or service. Brand can be defined in two 

ways: brand power and brand value. We aim to increase both the power and value of brand TT. 

ACCESSIBLE
adjective: (of a place) able to be reached or entered, (of a person) friendly and approachable

Audience growth, global engagement, trust, loyalty, media interest and inward investment all 

stem from accessibility. We will increase accessibility for our customers both on-event and 

year-round via our platforms and media channels. Showing what the TT feels like through the 

eyes of its fans is key and mirrors the strategy adopted by leading brands such as Formula 1.

DEFINING
OUR VISION
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VISCERAL
adjective: relating to deep inward feelings

In this digital age, humanising your brand is essential to grow and retain audience. Authenticity is 

everything. The TT is in an enviable position where the sport is spectacular and the protagonists are 

authentic, each displaying a raw, undiluted quality that make for effective storytelling content that 

is perfect for our times. Finding these storytelling opportunities is key to growing our audience and 

the word visceral is here to help guide our thinking when it comes to audience engagement.

ENGAGING 
adjective: attracting (or occupying) interest, attention, participation and involvement

Engagement is the gateway to success. We will use it to grow our audience and customer base, 

nurturing trust, loyalty and advocacy to ensure sustainability, longevity and legacy.

LOYAL 
adjective: giving or showing firm and constant support or allegiance

Loyalty for the TT means sustainability. We understand that loyalty is earned. We will put 

our customers first, placing a firm focus on audience engagement, as well as the delivery of 

improved customer experience and customer service.

PASSIONATE 
adjective: having, showing, or caused by strong feelings or beliefs 

We are passionate about the TT and its success. We will continuously communicate this passion 

to constantly inspire our customers. Like a mirror; what you put in, is what you get back.

INTERNATIONAL 
adjective: existing, occurring, or carried on between nations 

We will have an international outlook, building strategic partnerships around the world and 

gaining global advocacy at an increasing rate, whether through travel companies, media outlets, 

journalists, sports-people or passionate fans.
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PURPOSEFUL
Our purpose is to generate and service customers. This purpose drives our decision-making. 

We put our customers first, placing a firm focus on customer experience and customer service. 

We listen and we learn.

PASSIONATE
We are passionate about the TT and its success. We continuously communicate this passion to 

constantly inspire our customers, our colleagues and our partners.

AMBITIOUS
We are driven and ambitious. We are determined to fulfil our potential. We persevere.

ENTERPRISING
We believe in innovation, evolution, enterprise and opportunity. We believe in an environment 

that allows for creative ideas, that allows us to push the boundaries in search of greater reward 

and allows us to learn from any mis-steps.

HONEST
We act with integrity. We are open, honest and transparent. We adhere to strong moral and ethical 

principles. We act responsibly, committed to doing what’s best for our customers and our Island.

EXEMPLARY 
We work collaboratively with our partners whilst embodying the qualities of good leadership. 

We serve as an example to each other as well as those who partner and support us, illustrating 

and communicating the behaviours and standards we expect. These relationships are grounded 

in respect, cooperation and shared ambition. We exemplify all the values listed herein.

OUR VALUES
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1   Building on a Brand P A G E  1 3

2 Growing our Audience P A G E  1 4

3 Putting Customers First P A G E  1 5

4 Driving Commerce and Governance P A G E  1 6

5 Driving Safety Performance P A G E  1 7

6 Establishing a Culture of Equality, Diversity, Accessibility and Sustainability P A G E  1 8

7 Empowering our people P A G E  1 9

STRATEGIC
PILLARS FOR
SUCCESS
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OUR CUSTOMERS
Those for whom we provide a service, including but not limited to: fans, visitors, teams, riders, 

sponsors, licensees and local residents.

OUR PEOPLE
Those responsible for delivering aspects of the TT, including but not limited to: IOM Government 

staff, race officials, volunteers, marshals, contractors and service providers.

KEY PERSON
An individual who has a unique level of experience or contribution, who currently does not have 

a deputy capable of replacing them.

 
BRAND
Your brand is how other people feel about your product or service. Brand can be defined in two 

ways: brand power and brand value.

BRAND POWER
People choose products based on perceived value, rather than actual value. This is called brand 

power, and brand power has greater influence than brand value. Brand power can transform an 

otherwise ordinary product into an economic entity worth many times more than a competitor’s.

BRAND VALUE
Like the value of anything, this is what other people are prepared to pay for products and services. 

Combining brand power and brand value determines the overall ability of your brand to attract a 

percentage share of its particular market.

DEFINITIONS
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BUILDING ON A BRAND
WE WILL

• BUILD a sports and entertainment brand of international repute, 
synonymous with excellence

• CREATE a globally recognised visual identity, which is both sustainable 
and consistent in its application

• SECURE and protect our Intellectual Property Rights (IPR)

• INCREASE both the power and value of the brand

• STRATEGICALLY align with partners that can add further brand power 
and brand value

• INCREASE brand advocacy in a sustainable way, earning trust and loyalty 
by providing value and service

• GUARD against reputational damage

TACTICS DESIRED OUTCOMES

• Robust, resilient, strategic organisation

• Greater protection from reputational damage

• Greater sustainability

• Increase in the power and value of brand TT

• Robust, resilient, strategic organisation

• Increased efficiency and output

• Greater sustainability

• Commercial readiness

• Commercial readiness

• Protected IPR

• Increase in the power of brand TT

• Increase in the value of brand TT

• Delivery of improved value-for-money

• Sustainable income streams that support our strategic pillars

• Increase in the power and value of brand TT

• Greater sustainability

• Improved guidance for partners

• Increase in global recognition

• Increase in the power of brand TT

• Increase in the value of brand TT

• Robust, resilient, strategic organisation

• Greater protection from reputational damage

• Increased efficiency and output

• Increase in the power of brand TT

We will develop a strategy for the TT, which 
prioritises brand in our thinking and in our 
culture. 

We will review all of our organisational 
structure, roles and responsibilities in order 
to manage brand TT and help achieve our 
strategic objectives.

We will update the TT’s Visual Identity for 
the modern marketplace, ensuring greater 
consistency in use and application.

We will produce a Brand Kit for the TT, 
ensuring greater consistency in use 
and application.

We will produce new Brand Guidelines for 
the TT, ensuring greater consistency in use 
and application.

We will communicate our strategic vision 
to key stakeholders, promoting the notion 
of working from brand and communicating 
the importance of brand.

PILLARS FOR SUCCESS #1
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TACTICS DESIRED OUTCOMES

GROWING OUR AUDIENCE
WE WILL

• INCREASE global interest and advocacy by reaching the widest audience 
possible

• USE all relevant media platforms to help us maximize the reach and 
influence of brand TT

• GROW our audience in a sustainable way, earning trust and loyalty by 
providing value and service

• GAIN access to new audiences through creative storytelling, popular 
culture and influencing partnerships

• HUMANISE our brand, utilising the natural reach of our assets, advocates 
and influencers

• BUILD lasting relationships with our customers, remaining open, 
approachable and accessible at all times

• Increased global interest and advocacy

• Sustainable audience growth and audience retention

• Increase in the power of brand TT

• Increase in the value of brand TT

• Increased global interest and advocacy

• Sustainable audience growth and audience retention

• Increase in the power of brand TT

• Increase in the value of brand TT

• Increased global interest and advocacy

• Sustainable audience growth and audience retention

• Increase in the power of brand TT

• Increase in the value of brand TT

• Increased global interest and advocacy

• Sustainable audience growth and audience retention

• Increase in the power of brand TT

• Increase in the value of brand TT

• Increased global interest and advocacy

• Sustainable audience growth and audience retention

• Increase in the power of brand TT

• Increase in the value of brand TT

• Increased global interest and advocacy

• Sustainable audience growth and audience retention

• Increase in the power of brand TT

• Increase in the value of brand TT

• Increased global interest and advocacy

• Sustainable audience growth and audience retention

• Increase in the power of brand TT

• Increase in the value of brand TT

• Increased global interest and advocacy

• Sustainable audience growth and audience retention

• Increase in the power of brand TT

• Increase in the value of brand TT

We will create a comprehensive 
marketing plan to drive and guide all our 
content, communications and audience 
engagement.

We will review and audit all of our 
marketing activities to help focus resources, 
drive reward on investment, and help 
achieve our strategic objectives.

We will develop an all platform broadcast 
plan, increasing the reach of the TT and 
growing global knowledge, interest and 
advocacy.

We will create a development plan for 
e-Sports, engaging the next generation of 
TT fans and reaching new audiences in a 
sustainable way.

We will develop an all platform content plan 
in support of our marketing activities. 

We will create a comprehensive PR plan in 
support of our marketing activities. 

We will identify and collaborate with 
ambassadors and influencers to create 
engagement and advocacy.

We will identify opportunities to grow 
our customer database through greater 
engagement and content delivery.

PILLARS FOR SUCCESS #2

14
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TACTICS DESIRED OUTCOMES

PUTTING CUSTOMERS FIRST
WE WILL

• PROVIDE an exceptional visitor experience

• NURTURE global interest and advocacy through world class content and 
brand activation

• KEEP our audience continuously engaged, entertained and educated via 
year-round content

• CONTINUALLY review, innovate and evolve our products to achieve our 
strategic aims

• PRO-ACTIVELY collaborate with partners and organisations who 
contribute to customer experience

• REDEFINE key tenders, elevating brand and ensuring continuous 
alignment with our vision

• FULLY understand our customers and their needs as the event evolves

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Greater protection from reputational damage

• Improved operational clarity throughout our people

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Improved operational clarity throughout our people

• Greater sustainability

• Greater customer satisfaction and audience advocacy

• Greater protection from reputational damage

• Improved operational clarity throughout our people

• Greater sustainability

• Continued interest and advocacy from the industry / media

• Greater customer satisfaction and audience advocacy

• Increase in the power and value of brand TT

• Greater sustainability

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Increase in the power and value of brand TT

• Greater sustainability

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Increase in the power and value of brand TT

• Greater sustainability

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Improved planning and resource management

• Greater sustainability

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Increase in the power and value of brand TT

• Greater sustainability

We will develop a customer care policy to 
ensure greater sustainability and share this 
vision with all of our people.

We will continuously reach out to our 
customers and stakeholders to gain greater 
feedback.

We will engage the best teams and riders 
to compete in the TT, ensuring industry 
relevance and audience advocacy.

We will provide TT-branded entertainment 
of high repute to further engage and 
entertain our visitors.

We will create a working group to help 
develop and manage TT travel and 
accommodation.

We will develop a facilities plan to identify 
and secure the facilities and infrastructure 
needed to drive value for money and to 
ensure a better customer experience.

We will continuously review the TT 
schedule to ensure best sporting narrative, 
engagement and entertainment.

We will continuously review the TT 
schedule to best compliment travel and 
accommodation capacity and provision.

PILLARS FOR SUCCESS #3
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DRIVING COMMERCE AND
GOVERNANCE
WE WILL

• IMPROVE our commercial position by building long term financial 
sustainability

• ESTABLISH more sustainable income streams that are better received 
and supported by our customers 

• OFFER our customers excellent value for money for the products, 
services and experiences we deliver

• IMPLEMENT robust financial review and control processes, continuously 
scrutinising costs and ROI

• ESTABLISH a culture of shared responsibility for financial performance 
among our people

• CAREFULLY consider the sentiments and needs of our customers in all 
of our commercial activities

PILLARS FOR SUCCESS #4

TACTICS DESIRED OUTCOMES

• Sustainable income streams that support our strategic pillars

• Improved customer experience

• Increased global interest and advocacy

• Increase in the power and value of brand TT

• Sustainable income streams that support our strategic pillars

• Improved customer experience

• Increased global interest and advocacy

• Increase in the power and value of brand TT 

• Sustainable income streams that support our strategic pillars

• Improved customer experience

• Increased global interest and advocacy

• Increase in the power and value of brand TT 

• Sustainable income streams that support our strategic pillars

• Improved customer experience

• Increased global interest and advocacy

• Increase in the power and value of brand TT 

• Sustainable income streams that support our strategic pillars

• Improved customer experience

• Increased global interest and advocacy

• Increase in the power and value of brand TT 

We will refine our sponsorship portfolio, 
seeking partners that align with our values 
and who can help us achieve our vision 
through an activation first approach. 

We will refine our license portfolio, seeking 
partners that align with our values and who 
can help us achieve our vision through an 
activation first approach. 

We will manage key commercial 
tenders, elevating brand throughout the 
procurement process. 

We will adopt a ‘Customer First’ approach 
to ticketed activity through delivery, sales, 
marketing and fulfilment.

We will continuously review our 
commercial activities against customer 
feedback, ensuring best balance between 
business, sport and entertainment.

• Financial resilience

• Organisational trust

• Managed risks

• Long term planning

We will comply with the Isle of Man 
Government’s Financial Regulations in all of 
our financial actions.
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DRIVING
SAFETY  PERFORMANCE
WE WILL

• OPERATE to a defensible level of safety

• TAKE a proactive approach to risk management

• ESTABLISH a culture of shared responsibility for event safety among our people 

• ENGAGE best-in-class partners to drive safety performance

• ENSURE our people deliver against our expectations of ‘highest safety 
standards’

• GUARD against reputational damage and consider brand in our approach to 
risk management

• HELP to establish a positive perception around the Isle of Man’s major event 
capabilities

TACTICS DESIRED OUTCOMES

• Delivery of improved value-for-money

• Continued interest and advocacy from the industry / media

• Increase in the power and value of brand TT

• Greater sustainability

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Increase in the power and value of brand TT

• Greater sustainability

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Increase in the power and value of brand TT

• Greater sustainability

• Delivery of improved value-for-money

• Sustainable income streams that support our strategic pillars

• Increase in the power and value of brand TT

• Greater sustainability

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Increase in the power and value of brand TT

• Greater sustainability

• Delivery of improved value-for-money

• Greater customer satisfaction and audience advocacy

• Increase in the power and value of brand TT

• Greater sustainability

We will establish and maintain a clearly 
articulated safety management system for 
both on and off-track activities.

We will establish and maintain a safety 
policy that is realistic, practicable and 
supported at the highest level of Isle of Man 
Government.

We will produce event safety management 
plans, which clearly explain our intent and 
focus on running a TT to the highest level of 
safety performance.

We will use event safety management best 
practice to produce quality documentation 
that can be practically used to guide our 
actions.

We will ensure that we continually strive for 
the highest standards of safety by creating a 
safety performance review structure.

We will communicate our vision of highest 
safety standards to all personnel within our 
event management. 

PILLARS FOR SUCCESS #5
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ESTABLISHING A CULTURE 
OF EQUALITY, DIVERSITY, 
ACCESSIBILITY AND 
SUSTAINABILITY
WE WILL

• ESTABLISH a culture of diversity, creating an inclusive environment across 
all facets of the TT

• ENSURE the TT is accessible to all

• BE environmentally sympathetic, driving sustainable solutions and reducing 
our carbon footprint

• PROMOTE waste reduction and recycling through our event delivery

• PROMOTE the notion of shared responsibility for the care of our island 
environment

TACTICS DESIRED OUTCOMES

• Increased diversity across all facets of event

• Improved credibility and integrity for brand TT

• Increase in the power of brand TT

• Greater sustainability

• Improved customer satisfaction

• Improved credibility and integrity for brand TT

• Increase in the power of brand TT

• Greater sustainability

• Improved credibility and integrity for brand TT

• Increase in the power of brand TT

• Greater protection from reputational damage

• Greater sustainability

• Improved credibility and integrity for brand TT

• Increase in the power of brand TT

• Greater protection from reputational damage

• Greater sustainability

• Improved credibility and integrity for brand TT

• Increase in the power of brand TT

• Greater protection from reputational damage

• Greater sustainability

We will support, prioritise and promote 
equality and diversity in our thinking, in our 
culture and in our operational planning.

We will prioritise accessibility in our facilities 
development plan to meet the expectations 
of our customers with additional needs.

We will create a plan that allows us to work 
towards attaining the ISO 20121 standard 
for sustainable events.

We will protect the natural environment of 
the Isle of Man TT Course by educating our 
customers on acceptable behaviours.

We will showcase our approach to equality, 
diversity, accessibility and sustainability 
through our marketing activities.

PILLARS FOR SUCCESS #6
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EMPOWERING OUR PEOPLE 
WE WILL

• EMPOWER our staff to ensure the delivery of this strategy

• ESTABLISH a culture of professionalism, enhancing the skills and capabilities 
of our people

• ESTABLISH a culture of trust, bestowing responsibility and gifting ownership

• PROVIDE our people with leadership, guidance and vision

• PROVIDE our people with support and resources

• MINIMISE staff and volunteer turnover, retaining organisational IP and 
knowledge

• MINIMISE key person dependencies and prioritise succession planning 
throughout our organisation

PILLARS FOR SUCCESS #7

TACTICS DESIRED OUTCOMES

• Robust, resilient, strategic organisation

• Improved guidance for our people

• Managed risks

• Increase in the power of brand TT

• Greater sustainability

• Robust, resilient, strategic organisation

• Improved guidance for our people

• Managed risks

• Increase in the power of brand TT

• Greater sustainability

• Robust, resilient, strategic organisation

• Improved guidance for our people

• Managed risks

• Increase in the power of brand TT

• Greater sustainability

• Robust, resilient, strategic organisation

• Improved guidance for our people

• Managed risks

• Increase in the power of brand TT

• Greater sustainability

• Robust, resilient, strategic organisation

• Improved guidance for our people

• Managed risks

• Increase in the power of brand TT

• Greater sustainability

We will conduct a root and branch review 
of our organisational structures in order to 
effectively deliver our strategy.

We will create and install an organisational 
communications plan that encompasses all 
levels of the operational delivery. 

We will develop a plan for training needs 
covering all areas of the organisation to 
ensure our people are properly equipped  
at all levels. 

We will create a third sector engagement 
and management plan using best practice, 
modern initiatives developed at other 
major events.

We will develop a coordinated and 
consistent operational planning approach. 

• Robust, resilient, strategic organisation

• Improved guidance for our people

• Managed risks

• Increase in the power of brand TT

• Greater sustainability

We will develop and nurture a culture 
of professionalism built around our six 
values: Purposeful, Passionate, Ambitious, 
Enterprising, Honest and Exemplary.
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This strategy will be delivered by the Department for Enterprise Motorsport Team, working 
collaboratively with all TT stakeholders.

The tactics detailed in this strategy will be delivered though the production and implementation 

of operational plans. These operational plans will provide the framework for the day-to-day 

delivery of the TT set against the strategic aims outlined in this document.

The operational plans will mostly cover periods of one year or a period of time up to and 

including the next iteration of the event. However some of the more long-term tactics may 

require operational plans that cover multiple years.

The strategy is a ‘live’ document and subject to constant review in line with prevailing conditions 

surrounding the event. The operational plans will be subject to regular amendment and 

evolution as part of the delivery process and in order to achieve the best outcomes.

KPI’s for the outcomes identified will be set through the operational planning process, and 

agreed at Departmental level on a case by case basis.

OPERATIONAL  PLANNING
STRATEGIC DELIVERY
OUTCOMES
KPIs
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TIMELINE FOR SUCCESS

REPOSITION

• Roll out new Strategy

• Review organisational structures

• Create new Marketing Plan

• Create new Broadcast Media Plan

• Create new Safety System

• Create Facilities Plan

•

 

Launch TT 2022 (June)

2021
RELAUNCH

• TT Returns

 •

 

New regulations (new classes and bikes)

•

 

Fan Park

•

 

Always on / 365 media content

•

 

Live broadcast

•

 

 

Facilities upgraded

REINFORCE

• 

Strengthen brand visual identity

•

 

•

 International Tour Agency network

•

 

•

 E-Sports proposition developed

•
 ISO20121 attained

2022 2023

OUTCOMES

• Robust, resilient, strategic organisation

• Long term planning

• Audience re-engagement

• Audience anticipation

• Facilities improved

OUTCOMES

• Increased global interest and advocacy

• Greater customer satisfaction

• Improved value for money

• Managed risks

OUTCOMES

• Visitor growth

• Growing audience across all platforms

• Increased brand power

• Increased brand values

• Greater sustainability

• Sustainable income streams

• Improved credibility and integrity

• Improved safety response

STRATEGIC
INTERVENTION

•
New schedule (two weekends of racing)



111 Years on, it remains the world’s most fascinating race - the world’s greatest race

B B C  T O P  G E A R



END VERSION O1 (JANUARY 2021)
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