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SUSTAINABILITY PLAN FOR FORMULA ONE:
REFLECTING ON FORMULA ONE’S SUSTAINABILITY PLAN

Section 1: Introduction
This assignment intents to describe a reflective reaction to Formula One’s current levels of sustainability  as well as the sustainability plan prepared to outline Formula One’s path to achieving sustainability as set out in their 2019 Sustainability Strategy (FIA, 2019). For the purpose of this assignment, will be referring to Formula One is the company as I am employed by the organisation. The first section provides a reflection on my journey conducting research assessing the current status of sustainability. Research skills are a key competency of a sustainability manager. The second section reflects on the sustainability plan. The third and fourth sections deal with the role of frontline employees and the need for organisational change to achieve sustainability. The last two sections look at the nature as a stakeholder in achieving sustainability and the extent to which the company can see itself as a sustainability leader.



Section 2: Reflections on conducting research on company

It is imperative to access first-hand information directly from the company’s official sources, namely the company website as well as the FIA’s website. The latter is the governing body of the company and other motorsport codes including  (Maher, 2023). The company’s website offers adequate information on their sustainability goals including progress to date on various sustainability aspects. I was aware that this information could possibly be one-sided, creating a subjective view of the situation. To counter this, I would need to cast the net wider and look for information from external sources.
Reading secondary sources such as media articles revealed more information and external opinions about company’s sustainability journey. Most of views were positive and expressed that the company was heading the right direction. To date, the company had showed its commitment by delivering on modern, fuel-efficient racing cars and moving its cargo to lighter, fuel-efficient air and road transportation (DHL, 2023). The negative views stem from the company’s increase of the number of race events held annually. In 2023, the company’s race calendar was a record-breaking twenty-four races across twenty-one countries (Chowdhury, 2024); up from twenty-one. The additional races will result in additional transportation of people, cargo, energy usage, more waste created and so on. Some race drivers have also raised concerns about this demanding schedule (Chowdhury, 2024).

Section 3: Reflections on development of a sustainability plan for company

With the sustainability strategy in place as of 2019 (PWC, 2023), the company set in motion its plans to become sustainable through specific targets for 2025 and 2030. The strategy aims to address sustainability in three operational areas of the company, namely: at the main office, at racing tracks and within its logistics. In addition, the company analysed its carbon footprint to establish a baseline and a springboard towards a sustainable path. The data revealed numbers that took me by surprise. As a fan of Formula One and other motorsports such as USA’s Nascar Championship and Australia’s Supercars Championship, one assumes that it is the actual racing, typically characterised by fast and loud cars, that have the high environmental impact. The data revealed the opposite as cars contribute less than 10%, with the highest contributor being transport logistics. As a fan, I was aware for the company’s previous efforts to transition from the old generation of race cars (loud gas- guzzlers) to modern hybrid engines fitting with heat and energy recovery systems (PlanetF1, 2022). It did not surprise me that logistic operations have a substantial environmental impact. This is because, at the back on mind, I imagined that all the cars, makeshift garages, tools, spares, tyres, sponsor banners and billboards, and personnel had to be moved from race to race. This is a gigantic effort, which is achieved through road, air and transport. 
Back to the sustainability strategy. In my research, I did not come across a clear implementation plan, broken down year by year, for all the identified initiatives. What is provided are the following broad targets, which are guided by the principles of responsible sourcing, transport and reporting, environmental compliance and health and wellbeing (F1, 2019):
· Ensure that every race meets sustainable by 2025 through:
· The use of sustainable materials
· Recycle, reuse or compose all waste
· Fans to travel to race venues via greener means
· Caring for the wellbeing of fans and the local biodiversity
· Achieve Net Zero by 2023: 
· Race cars will be powered by net zero fuel sources 
· Move cargo and people between races in an efficient way (efficient and low carbon)
· 100% renewable for team factories, facilities and offices
· Make use of CO2 sequestration programs
· Providing opportunities for local communities and causes (this is part the company’s 'We Race as One' campaign that promotes diversify and ensures that the costly race events are within reach to locals) (Yeomans, 2021)
In late 2022, the company provided an update (Haldenby, 2023) on the progress on its sustainability. These included the decrease of broadcasting cargo by introducing remote broadcasting centre and the recruiting of sustainability professionals.
In an effort to add the lacking detail to the identified initiatives, I prepared Assignment No. 2 with two goals in mind. At first, I make a decision to focus my efforts on tackling the one area of the company’s business that had a highest carbon footprint, namely: transport and logistics. The rationale for this choice is that by addressing this piece of the pie, it will result in the biggest gains in sustainability. By breaking down the components of cargo and how they are transported, it will make it easier to tackle the problem in bit sizes. The scheduling of the race venues across the year plays a crucial role in achieving the reduction of environmental emissions. Every kilometre of travel and every kilogram of cargo helps the company to make gains in achieving sustainability. By unpacking the rationale for each initiative as well as allocating roles and responsibilities, budget, data requirements, timeframes and possible performance indicators, it will assist with both implementation and tracking. The assessment plan for the planned initiatives could have been developed in more detail such as risks and planned measures to address these.

Section 4: The role of the front-end office and other departments

The role played by frontline employees is more important than it is realised (Grossmann, 2022). The front office employees are the face of the company. On a daily basis, they interact with customers, visitors, existing and potential investors, and the local community. The manner is which engage with these stakeholders  is a direct reflection of the company. They are brand ambassadors (Stefanski, 2023). 
The challenge, as Polman and Bhattacharya (2016) point out, is figuring out how to make the connection between the daily work of employees and the operations of the company in achieving sustainability. This misalignment tends to create a lack of personal responsibility and disconnect between management, who represent the employer, and the rest of the employees. Polman and Bhattacharya (2016) propose that to resolve this challenge, both employee’s values and company’s values need to move closer to each other. Workplace-specific actions such as the use of renewable or alternative energy, waste reduction or recycling, user of greener transport, sourcing of sustainable goods, greening of the office and so on should be agreed to between employees and management Steinmaan et al (2023). It is about finding a common purpose, a shared vision. This will create a sense of ownership.
Unfortunately, I did not consider frontline employees when the sustainability plan was formulated. This is a significant omission as it is the employees of the company that will give life to the strategy Steinmaan et al (2023). Actions that could improve employee engagement and help to achieve lasting results could include:
· Continuous engagement with front-office employees in the establishment of sustainability objections
· Provide ongoing training on sustainability e.g. waste recycling at home
· Invite employees to participate in international and local sustainability events e.g. international beach cleanup, World Environmental Day
· Appoint sustainability champions per department
· Have regular conversations or check-ins with employees about sustainability 




Section 5: The role of change management in achieving sustainability

From time to time, changes are introduced in the workplace for many reasons including reorganisation, downsizing, repositioning, to comply with new best-practices or legislation or pressure from stakeholders (investors, customers and so on) including climate lobby groups to transform to greener practices (Ganoorkar, 2024). Change is therefore a constant in life and can originate from inside or outside the company. It can be planned or unplanned (the latter is usually unexpected and external in nature) (Domaleski, 2023). It is often said that embracing change in any company is easier to say than to do (Stack, 2013). To develop lasting change, companies should seek buy-in from its employees (Olson, 2022). Sometimes change is inevitable and those who refuse to adapt to new ways will soon find themselves in financial deep waters, merged or still exist in some other form (Satell, 2016, Brooke, 2023 and Goh, 2017). In order to remain float, the company will need to embrace change or pressure and extensively engage with its troops on how to respond to the change. Adapting to change at our own pace, whilst cognisant of the urgency of the change, ensures that the company does not over-react (Schroeder, 2020). As mentioned in section 4 above, employees not only assist in the implementation of change, but they also sustain the change because they see meaning in it.
Section 6: Mother nature as a stakeholder in sustainability management
The idea of considering our natural environment as a key party in the development of sustainability strategy may seem bizarre at first because, unlike humans, nature does not voice back or rationalise in the same manner as humans. Laine (2010) observes that part of problem arises from the traditional definition of a stakeholder, where a stakeholder is defined as “any group or individual who can affect or is affected by the achievement of the organization’s objectives” and usually such groups or an individual tend to have “legitimate claim” to the company e.g. the board of directors. This view of stakeholders excludes nature and relegates nature to an externality (Willard, 2019). The matter of fact is that nature does talk and it is up for Formula One industry to either listen and respond or ignore the signals. It is now well known that the climate is changing and, as a result, the weather patters as we know them are changing. 
Therefore, developing plans to tackle pollution and produce greener energy cannot ignore this current crisis. It is essential to understand the baseline or status quo of the natural environmental and work forward to improve the situation to  improve the quality of water and air, avoid the use of natural resources, promote the reuse or upcycling of waste and so on. Al-Olaimy (2020) points out that all stakeholders including nature deserve to be heard and provided with feedback. The one way to achieve this, as recommended by Willard (2019), is that companies should nominate an employee to represent mother nature and their role is to frame their views via ecosystem services i.e. elements of nature that are of benefit to humans (food, fuel, shelter, climate control and so on).

Section 7: Becoming a Sustainability Leader within the motorsports industry

The company’s journey to sustainability is on the right path. It is doing all the right things to bring everyone involved together. Not all changes are going to be straight-forward and without many hurdles or cynicism. The key is to keep going, keep stakeholders engaged with the end goal in mind. Innovation, the ability to pivot and adopting a solutions-driven mindset with our partners will provide the drive needed to reach our goals. Formula One as sport and company will emerge as one of leaders in the pursuit of sustainability. The examples we have already set have created excitement and a positive energy.


Section 8: Conclusion
This reflective assignment challenged me to think about the quality and quantity of the work that I had put in the previous two assignments. It was indeed a steep learning curve in learning about the sustainability strategy and some of the achievements to date. I am fortunate to literally walk into a situation where the sustainability strategy was established by senior management in 2019. In the absence of a strategy, one would first need to prepare one before giving a thought to the short-, medium- and long-term initiatives. In this journey, it is imperative to consider nature as a key partner, Similarly, the frontline team of the company is an important cog in the wheels of motion towards achieving sustainability. 
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