
Consumers in the developed world are increasingly aware of the environmental impacts of their lifestyles. Using examples from the logistics and motorsport industries to support your argument discuss the role of Corporate Social Responsibility as a means of promoting sustainable products and services (2750 (+/- 10%)


One of the most prominent current aspects of Corporate Social Responsibility (CSR) is the impact that companies have on the environment. A 2019 study by Futerra found that 88% of consumers would like brands to be more environmentally friendly. This shows how important consumers now feel the choices they make are for the good of the environment. Studies like this show that if a company isn’t making efforts to reduce the negative impact it is having on the environment then it risks alienating its customers (Futerra, 2020).

Consumers globally are increasingly aware of the environmental impacts of how they live their lives, how they shop, where they holiday, what car they drive and the brands that they support. This is also true of sport and has seen an increasing pressure for Formula One and racing teams alike, to act within social responsibility and to start to make changes to lessen their environmental impacts. The need to reduce the impact of Formula One has on global warming and the environment within its heavy dependency on fossil fuels (Benson, 2010) to enforce such changes has come from a significant increase in consumer awareness, as people are more readily supporting brands that are seen to be more environmentally sustainable. Through the advancement of technology, in particular social media, people now have a worldwide platform to voice their opinions on sustainability issues that wasn’t a viable option for them several decades ago. Additional pressure has as come from certain high profiled environmental activists’ groups such as Greenpeace who have expressed their distaste of the excessive amount of harmful emissions produced by Formula One and have conducted a series of protests to disrupt events such one held most recently at the Belgian Grand prix (Miller, 2016).Figures addressed in a recent online article by Thomas Maher highlight that Formula One is culpable for more than 256,000 tonnes of CO2 emissions per year (Maher, 2019). Alarmingly, it has been brought to the fore that Formula One’s logistic provider DHL is the main contributor for such an astounding figure accounting for 45% of total emissions annually. As a result, Formula One has embraced the need to change the way they operate by making improvements to their level of “travel efficiency through the process and volume optimisation and by using the least CO2 intensive transport available” (Campelli, 2019).In addition, Formula One will be investing in tree planting and upgrading carbon recapture technology as a means to offset the emissions produced within Formula One racing, these initiatives will be a very effective tool for Formula One to raise its perception to consumers surrounding environmental issues . As a counteractive measure, and as a means to elevate the issue of carbon emissions, Formula One has orchestrated and revealed an avid sustainability plan which was created in partnership with the Fédération Internationale de l’Automobile (FIA) to meet their target of having all Grand Prix events fully sustainable by 2025 and have a zero-net carbon footprint by 2030 (Richards, 2019a).

By primarily focusing on the car itself, Formula One teams have been able to come up with revolutionary and initiative ways to positively mitigate against carbon emissions, by incorporating a series of new ground breaking technologies into certain component parts of the car, such as the introduction of a Kinetic Energy Recovery System (KERS).The system converts all the wasted energy that is applied to the braking system into a battery pack which  can be used to improve the cars overall performance. Moreover, from an environmental stance, the integration of a KERS system can also be seen as means to significantly reduce the amount of fuel consumption of the vehicle by up to 30% as stipulated in an article written recently by Taylore Jacques (Jacques, 2016). Furthermore, a second measure to underpin the need for sustainability stems from the input of materials which are used in the manufacture of Formula One tyres. Pirelli, the sole provider of formula one tyres, has addressed the issue head on as a means of disparaging the environmental impact. The raw materials that Pirelli select undergo a series of systematic testing to assess that the chemicals being used to produce the tyre are of an environmentally friendly nature. In addition, through the advancement in tyre design, Pirelli have been able to make positive inroads in cutting down the rolling distance of the tyre by as much as 20% which helps them to salvage up to four percent in regard to fuel consumption and harmful emissions (Pirelli, 2020).Moreover, Formula One companies have been able to exercise their acknowledgement of how effective aerodynamic profiling can be utilised to reduce their effects on environmental sustainability. By relentlessly working in conjunction with manufacturing companies who use the best composite materials to produce lightweight and aero based products. 








The advancement of the latest hybrid Formula one engines is playing a vital role in reducing carbon emissions when compared to their gas guzzling counterparts of the 1950’s. The deduction in engine size from 2.6 litres to 1.6 is one key factor as highlighted in new FIA regulations.(citation) A series of controlled testing carried out by formula one teams on their hybrid engine capabilities have made for unprecedented results in terms of both overall performance and a vast growth in thermal efficiency by as much as 50%  of which contribute in lowering toxic emissions. Working in conjunction with improving engine performance, the development of different forms of fuels have helped to promote and reinforce Formula One’s drive towards greener sustainability. Formula Ones CEO Chase Josey has stated that, “they are aggressively looking at introducing fossil synthetic fuels more readily as a way of moving away from the reliance of fossil fuels”(Fans, 2020).New regulations have addressed the need to reduce the harmful additives and high octane levels that are contained within current Formula One fuel, and introduce a percentage of biofuel as a more sustainable alternative (International, 2020).Research conducted by Total fuel in collaboration with Formula One concluded that biofuel contributes to aiding clean combustion within the car’s engine thus improving efficiency, fuel consumption and CO2 emissions (Collins, 2020).

By committing to greener sustainability practices through car innovation, Formula One is able to create a better brand image which is an effective tool to gauge interest from a wider array of companies and audiences who have the same eco-friendly vision. They have been able to achieve success with their marketing efforts by conducting public demonstrations, which gives potential sponsors and fans an up close and personal account of the car and its performance. Additional effective marketing methods Formula One deploy come from television advertisements (Wilson, 2011).The publicity that is generated from using such marketing tactics subsequently brings in additional revenue and an increase in sales.  As of 2025, Formula One wants to establish a level of sustainability at all its events. Sustainability is not simply addressed in Formula One as a means of minimising just the effects of emissions that they produce. Formula One have drawn upon the need to employ a greater level of social responsibility to the millions of fans regarding their welfare and wellbeing. In present times, the need for addressing the welfare of its fans has been poorly projected through sponsorship deals and branding from large tobacco companies. This has created a bad CSR image for Formula One due to receiving a considerable amount of bad publicity from the World Health Organisation who are insisting that global governments should introduce laws to ban all tobacco advertisement, promotion and sponsorship (Impey, 2019).In addition, Formula One plans to drastically improve the spectator facilities particularly located within hot spectator areas .In addition, they also address the need to ensure that a proportion of event tickets are available to the disadvantaged members of the community across are range of age groups that usually would be unable to afford to go (Renken, 2019). 

Formula One has come under stiff competition from its electric counterparts Formula E in recent years to reconfigure its approach regarding CSR. Formula E is very much a new discipline within the world of motorsport and prides itself as being fully electric. This has set alarm bells ringing for Formula One who have to make it their mission to make their products more sustainable as a means to stay competitive and show that they are as equally sustainable. A problem that is posed for Formula One is by the way that Formula E is trying to position itself within the motorsport market, rather than Formula E trying to actively seek to compete for the attention of Formula One the company is concentrating its efforts on captivating a modern audience of younger fans as a way of breaking down the stereotype that motor sport racing is for the older generation which has been made evident through formula Ones figures showing that just “14% of its viewers are under the age of 25”(Sylt, 2020). Formula One has tried to suppress this issue by bringing about new initiatives to appeal to the younger generation through their own social media platforms by providing live feeds of races and launching marketing campaigns which feature a younger fanbase. In contrast, Formula E has also used marketing campaigns to demonstrate the effectiveness of their electronic vehicles’, a recent trip to the ice caps of Greenland was carried out as a means to raise awareness of global warming. Formula E entrusted the help of DHL to formulate a series of shipping methods and arrange them in a particular way to minimise the size of the projects carbon footprint. In addition, the project also conducted a stunt in a Formula E racing car on the icy caps to be used “as a metaphor to highlight the importance of the adoption of electric vehicles to preserve the environment”(DHL, 2020).The trip was a very successful for Formula E, as it helped to generate greater publicity and raise the brand image over a wider audience and allowed them to capture a sponsorship deals with other environmentally conscious companies such as the Prince Albert of Monaco foundation(Palle, 2020) .Formula E’s approach to sustainability focuses on three fundamental areas covering events, the cities that the events are held in and applying measures to reduce their impact upon air pollution. Formula E want to ensure that each of their events can be used as a way of promoting their awareness of waste reduction and recycling, by actively working in collaboration with Umicore they able to successfully recycle their used lithium ion batteries. 


As well as reducing the severity of the carbon emissions that Formula One emits from excessive international traveling and on the track-based activities. Certain Formula One racing teams have applied important changes to their off the track activities too, this has been the case with McLaren that decided to take it one stage further by displaying their awareness of sustainability through the construction of their technology centre headquarters located in Woking. The technology centre was designed and constructed to be as environmentally friendly as possible. This was achieved through careful execution during the design and planning phase of the project. McLaren came up with numerous ways that they could reduce their carbon footprint, one such innovative way was to capture the heat that was the by-product of the electricity used to power the facility and use it within different areas of the building. Secondly, they implemented a carefully constructed roofing drainage system as a means of collecting rain water which was then fed directly back into a pond nearby (McLaren, 2014).Moreover, Ferrari has actively engaged in a number of initiatives off the track to raise their awareness of environment sustainability by continuously communicating with a number of their stakeholders through organised workshops which helps them to come up with different strategic plans to minimise their environmental impacts . (Ferrari, 2018).The company has also adopted a greener approach to its factory environment, through the installation of a cogeneration power station which is extremely effective by burning gas to generate electricity and producing hot water from the exhaust all of these processes make Ferrari almost completely sufficient in energy production and has prompted a reduction in CO2 emissions by 40% which equates to a total of 40,000 tonnes (Alter, 2012).Moreover, many of the Formula One teams have adopted a philanthropic approach to environmental issues as they have a lot of resources at their disposal that can use to help a country to regenerate itself it projects a level . Mercedes Benz is fully aware of the harsh implications that they are inflicting upon the environment, so have introduced a series of regeneration projects on a worldwide scale, such as helping to actively restore a degraded forest land in India by helping to re-establish more than 30,000 trees. Furthermore, Mercedes Benz also combined forces with the Government of Maharashtra on a state level mission in assembling and rectifying water conservation structures located in 8 villages that encourages groundwater recharge in severely drought hit regions of Khed and Ambegaon taluka (Benz, 2020).The series of off track and overseas based projects conducted by Formula One and its teams is an effective approach on non-profit marketing which helps them to portray a level of empathy 

To summarise, Formula One has undertaken pivotal and positive changes in their application of CSR strategies, to successfully promote their sustainable products and services. However, Formula One must not be complacent or act too cautiously or too slowly on their approach to making such decisions as they run the risk of being left behind by their competitors, loosing sponsorship deals or more importantly a significant loss in sales. 



Bits I am unsure where to add these in

Paragraph 4 - at the end

Once the Formula One car is fully constructed with is aero parts applied, it is then taken to a test facility to be tested within a wind tunnel. Companies could use the gathered test data to make subtle and intricate adjustments to the aerodynamic parts to make the car yet more aerodynamic thus being able to minimise fuel consumption but not hinder the all-round performance (Lopez, 2019).


Paragraph 7 

Formula E’s sustainability directly works alongside the European directive of phasing out all diesel and petrol cars to a fully electric transportation system by 2040.  




A number of the leading drivers within formula one Lewis Hamilton and Sebastian Vettel have constantly reiterated their concerns about the impact that the sport is having on the environment. When recently quizzed at the end of the Abu Dhabi Grand Prix about the future of the sport in the next 10 years Mercedes Lewis Hamilton feels that the world is to slow on the uptake to make change and believes it could take fifty years for the environmental concerns to be properly acted upon. Hamilton is also perplexed as to why Formula One is not  making more drastic changes sooner.(Larkham, 2020).Ferrari’s Sebastian Vettel has stated that the sport should  be acting more hastily as change is very much needed and although it is “an ambitious target he would like to see some of the goals achieved sooner”(Richards, 2019b).
 

As 2025, F1 wants to establish a level of sustainability at all its events. Sustainability is not simply addressed in Formula One as a means of minimising just the effects of emissions that they produce. F1 have drawn upon the need to employ a greater level of  social responsibility to the millions of fans regarding their welfare and wellbeing.F1 plans to drastically improve the spectator facilities particularly located within hot spectator areas .In addition, they also addressed the need to ensure that a proportion of event tickets are available to the disadvantaged members of the community across are range of age groups that usually would be unable to afford to go.



They believe that they can achieve this by implementing the use of sustainable materials stamping out the need to use single use plastics. They have also addressed how that all waste from the events will be disposed of in the correct manner either it will be reused, recycled or composted.
















































