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Introduction
As a CEO of Formula One there are many ups and downs to this ever-growing sport. With its competitive nature year after year with the chances of making it estimated around only 0.8% over a 10-year period (PlanetF1 2024). You must be on top of your game in all aspects of the sport including strategic direction, dedication and commitment, technological innovation, sustainable growth and global engagement. 
In this case study report the focus areas that will be highlighted are competitive performance, financial and commercial growth and strategic visions for the future. The methodologies I will be using for this PESTLE, KPI’s Alignments this could include the race results, the revenue growth of the merchandise, sponsorships, attendees, the budget compliances with the FIA regulations for example the budget cap this limits how much each team can spend to make it fair. In 2023 the budget cap was set to $135 million per team per season and in 2026 it is set to increase to $215 million. (FIA 2023) and fan engagements for example the social media growth and the demographics of that. Both PESTLE and SWOT analyses are valuable to put into a case study, however. PESTLE goes more into detail and helps with broadening focus on the external factors. Also, with the ever-changing trends in the motorsport industry these teams need to understand them fully to be able to make informed decisions about things such as investments, sponsorships and new ways to expand Formula One as a whole. By using PESTLE and KPI’s Alignments this can provide insights that can be used to shape the new direction for example entering new markets and adapting new technologies. PESTLE will provide a structured approach and help analyse the environment it helps organisations and identify the potential threats and different opportunities. It can help make informed decisions and will enhance the competitiveness of the market. (Omar Ahmed 2024) 
[bookmark: _Int_ATiSRLdN]Formula One faces has faced and still does a lot of strategic challenges as well as opportunities. Some strategic challenges being regulatory and political landscapes. This could include every changing regulations made by the FIA with meetings happening at least three times a year as well as having a major switch up every few years (FIA 2023). The sustainability pressures. Formula One has never been that sustainable in terms of how many tyres they go through in a weekend. Each driver goes through 13 sets of tyres, there’s two drivers in each time, 20 teams on the grid which means in a race weekend Formula One will go through 520 sets in a race weekend and 12,480 sets in a season. (Seymour 2023) As well as everyone's carbon footprint. ‘Private aviation contributes at least 15.6 Mt CO2 in direct emissions in 2023 or about 3.6 t CO2 per flight’ (Gossling 2024) and fan engagement tailoring the experiences to the diverse markets for example the US, Middle East and Asia and economic vulnerabilities that might arise.
Some of the strategic opportunities that Formula One has is high end technology this can help with the performance analytics. The global market expansion, Formula One has always been primarily in Europe then they slowly introduced different markets such as Africa, Southeast Asia. In 2017 the sport began to gain tractor in the USA. One of the main catalysts of this being the launch of the Netflix’s Drive to Survive where it shows the insights of the season antics and race performances (Jogia 2024). 2023 also saw the year that the Las Vegas strip became an iconic race destination. Not necessarily a traditional racetrack but an iconic one. Lewis Hamilton mentioning “it will have a positive impact as it’s huge market and it helps with diversity such a F1 Academy” which was started by Susie Wolff in 2023 advocating for women in motorsport with all girls' teams. (Barlow 2023) and collaborations with stakeholders this could be with sponsors that focus on Formula One’s eco goals. Governments and collaborating with them to help with the infrastructures this could not only benefit Formula One but also the local economies and with the fans with taking on the fan input this helps in terms of having loyalty towards both parties and having positive engagement. Zahra Bahrololoumi (2023) the CEO of Salesforce a partnership of Formula One that helps with marketing campaigns describes that “with over 99% of F1 fans tuning in remotely, the online experience we create with Formula One has never been more important that it is today”.

Findings - PESTLE Analysis

The political factors are important when it comes to Formula One as in the race calendar. Each race is in a different part of the world ‘to create a better geographical flow and to reduce the environmental impact of the championship’ (Cleeren 2023). One of the biggest political factors is the FIA regulations, it imposes strict rules on the cars this could include the budget gap, the cars livery and race regulations. These political negotiations that happen between the FIA and the teams impacts the way in which the sport is heading especially if it is negative. For example, giving different drivers harsher penalties for the same thing. An example of this is last week's Qatar race when Lando Norris was penalised for failing to lift off the throttle in his Mclaren while double yellow flags were being waved. Other drivers also did the same thing as the yellow flags weren't clearly signposted and only Lando received a 10 second stop go penalty which means he had to go into the pitlane to serve his penalty. (Cooper 2024) Also, some geopolitical races such as Saudi Arabia, Qatar etc have strict rules in their country for example, after every race there will be a top three ceremony with a champagne pop due to Saudi/Qatar being a dry country the ‘champagne bottles’ were filled with sprite. Lastly, trade agreements can also influence the transportation of equipment and with only a certain budget each year for each team Formula One need to take this logistics into consideration. The average cost being around $8 million per season (Formula One 2024) 

The Economic factors being revenue sources this comes from sponsorships, tickets sales, merch, broadcasting abilities. In Formula One the pot is made up of ‘50% commercial rights revenue, race hosting fees and sponsorship deals and TV revenue. In 2023, F1 reported a revenue of $3.2b with an estimated prize pot of $1.6b’ (Kisby 2024) Other economic factors include the budget cap, prize money distribution, sponsorship dependence. Teams that don’t get a chance to win the championships heavily rely on sponsorships for example Williams being one of them. There was period where Williams had to pay their employees minimal amount of money due to the lack of funding. The Williams boss James Vowles believes that the new signing for Carlos Sainz coming from Ferrari will increase Williams’ sponsors. (Lawerence 2024)

In terms of the social factors the fan demographic is constantly changing with more fans watching the race on the TV and interacting on social media it’s important to keep that alive to create a repeal with them and make them feel welcome to continue to support and buy merch and things that the boys advertise with their sponsorship. Also, sometimes the sport faces scrutiny with inclusivity and diversity to combate this racer such as Lewis Hamilton and Sebastian Vettel use campaigns such as ‘We Race as One’ and supporting the all-girls F1 academy and LGBTQ+ community showing the inclusivity and diversity (Smith 2021) Many of the teams use their YouTube channels and News blogs to create public interest on fitness and mental health and keep up with trends on TikTok for example to keep up with the fast growing audience. Formula One also invite celebrity influencers to the races to generate hype and they can show their audience however, there is a lot of controversy over this as fan project that they are taking a place from a fan and that all they care about it the ‘hot drivers’ not necessarily the sport. (Ormrod 2023) 

Technological factors are a crucial and ever-growing part of Formula One. It’s the backbone of Formula One. Some include the car designs the teams constantly invest millions in achieving and getting the best for performance gains. Also, the strategists looking at data ad analytics before the race during the race and reviewing the performance. Using things like AR, VR and on board with drivers on the app so you can see how your favourite driver is doing throughout the race. Formula One plans to use sustainable technologies to use sustainable fuels for example. In 2026 Formula One plans to use 100% sustainable fuel it will come from food biomass and renewable feedstock; the fuel will also meet greenhouses gas emissions restrictions. They've started to make progress already with over 75% of promotors used renewable energy sources in their event. (Greenfleet 2024). With the increase of social media Formula One must make sure that the sensitive data is paramount. 

Another element of PESTLE is legal this is important in Formula One as there is a lot of money involved and logistics. The FIA being arguable one of the most important ones with them being involved in the penalties, disqualification but also if FIA start giving out unfair penalties it causes a reputational damage to the driver's career. Also making sure they adhere to employing a diverse group of people and making sure they follow the labour laws and making sure workers safety is paramount. Managing drivers' contracts. These are multi million dollars and they need to make sure they are all right. There was an example of this with current driver Oscar Piastri. Oscar was an Alpine development driver for a few years. Alpine thought they have a binded agreement with Oscar after a ‘terms sheet’ was outlined in November 202. It was announced without Oscar’s knowledge that he was a full-time driver for 2023. The Contract Recognition Board (CRB) ruled that only the Mclaren contract was valid and not with Alpine. (Barretto 2022).

The last element to PESTLE analysis is the environmental factors Formula One is trying to achieve being carbon neutral by 2030 (Formula One 2019) Having a race event footprint meaning that by hosting races in diverse locations that involves a lot of traveling making sure that Formula One make sustainable initiatives and do more charter flights rather than private jets. Also, teams reducing their waste and energy consumption and making sure they have an increased awareness oof climate change make sure they put these in practise to maintain their reputation and increase their fan base. 

Conclusions and Recommendations

Formula One operates a wide variety of different environments with challenges and opportunities across different political, economic, social, technological, legal and environmental aspects. To make sure you keep up with the growth, complexity and growth you need to focus on these strategies to improve and make Formula One a whole perfect in all aspects. 

Politically, Formula One could strengthen relationships with governments and make sure they have contingency plans in place to minimise the effects of these risks Economically they can also create more diverse streams of revenue through social media to create USP’s and competitiveness. 

In regards to the social side Formula One can enhance the fan engagement making the experience more personalised and making sure that everything throughout Formula One is fair, diverse and inclusive this could include more drivers advocating for different communities and pushing for it for there to be a more easy and accessible way for women to make their way to Formula One. Without the current racers of support of F1 academy current fans for F1 aren't influenced as much to watch F1 academy meaning it's not getting the coverage it deserves. 

In response to the technology side, investing in sustainable fuels making sure cybersecurity is paramount and legally making sure they have close collaboration with FIA and an open communication with regards to the contracts of the racers. 

Environmentally, Formula One must be showcasing eco-innovation and communicating with the fans about striving towards being carbon neutral by 2030 and driving more sustainable. 

By addressing these factors Formula One can be the best in the business in all aspects and position themselves as a leader in global motorsport in this evolving world. 
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