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At the start of the season, we asked you, our F1 
compatriots for your opinion on life, the universe 
and everything. The results were overwhelming. 
Hundreds of respondents took the opportunity 
to share their thoughts and musings on the sport, 
their role within and how it might evolve over the 
next few years.

Thank you for taking the time to shape what we hope will be the first in an 
annual appointment with the F1 world; we are delighted to share the results 
today. Our intention is to share the report each year, free-of-charge, to help 
us all continually improve the offer and commercial appeal of the sport. 

In any capacity, participating in a year-round sporting spectacle requires 
brave, confident people yet as the results of our survey show, this is not 
simply blind optimism on the parts of our respondents but rather a 
considered review of where we are in comparison with where we’ve been, 
with key learnings about getting to where we want to be.

Since the new owners arrived, Formula 1 has been in a period of renewal 
and the result of this is overwhelmingly positive in terms of what has been 
achieved in the past five years; four out of five respondents say that the sport 
is in better health today than it was in 2016.

The pandemic has clearly made its impact felt but as the sponsorship 
industry approaches a re-start, three clear topics standout: 
n  An overwhelming desire to see better track action
n  The pressure on F1 to keep stressing its commitment to the ‘sustainability’ 

and diversity topics 
n  The desire from the media to see better access to people and stories

Where those respondents also agree is that individually and collectively, we need 
to make the most of the opportunities that F1 is creating for itself. As F1 unveiled 
a prototype of its 2022 car in the same week Lewis Hamilton’s commission 
published its report, Accelerating Change: Improving Representation of Black 
People in UK Motorsport, it is clear the sport is moving the right way.

Not everyone is involved for the same reasons and not everyone is working 
towards the same outcomes, but the methods by which success can be 
more easily attained are common to all.

A foreword
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It is overwhelmingly a positive 
place to work. The vibe is 
driven by new focus on the 
environment and positivity 
about the sport’s governance.

There is considerable alignment 
to be found between all the 
stakeholders – media, brands 
and teams.

The focal point of concern 
across all respondents is that of 
increasing understanding and 
awareness of what Formula 1 is 
and does beyond the business 
of racing itself. 

Brands want to focus their 
activation within the paddock and 
hospitality areas, but they need 
to build clear parameters within 
which to measure success if their 
investment is to be rewarded. 

25% of respondents stated it 
a priority to address diversity 
within the sport, whilst 40%  
of respondents expressed it  
a priority to address 
sustainability as a topic.

Greater engagement with the 
accredited media will bring huge 
rewards within our immediate 
sphere of influence. 

What have we learned from this inaugural 
survey within the F1 paddock? 

Key 
learnings
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Formula 1 is a sport that traditionally draws crowds 
in excess of a quarter of a million people to its best-
supported events, at which on-event activation in 
terms of VIP hospitality, vending area presence, 
celebrity guests and experiential displays are vital 
tools of the trade.

Barely any of that has happened since the end of the 2019 season. When 
racing restarted in July 2020, it was behind closed doors to all but essential 
staff. Limited numbers of media have been permitted to attend events, but 
they were, until recently, ‘bubbled’ outside the inner paddock with none of 
the direct access to teams and drivers upon which their audiences depend.

These drawbacks were inevitable due to the nature of the pandemic, but the 
response made by the travelling Formula 1 circus to working in such difficult 
conditions has been incredible. From restarting Silverstone in 2020 to the 
Spanish Grand Prix in Catalunya this year, the F1 travellers have recorded 
95,000 COVID tests, of which just 93 were positive.

Limited numbers of fans have attended races since the 2021 Spanish Grand 
Prix, and more are due this summer, but the impact of having performed for 
so long to empty grandstands is still to be felt.

The impact of 
Coronavirus
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Not at all understanding

Not very understanding

Fairly understanding

Very understanding

How have partners responded to the challenges 
posed by COVID-19 in the past 12 months?

%
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We have endured so much – not only in Formula 1 but across the spectrum of 
motorsport globally – and we have gone to extraordinary lengths to ensure 
that racing can resume in as safe an environment as possible.

It is clear that we are now on a path to recovery, but even so, one third of 
respondents believe that the commercial recovery from COVID will only begin 
to be seen in 2022, and a further 44% believe that it will take until 2023 for our 
commercial world to start feeling ‘normal’ by pre-COVID standards.

So we are still in effect 21 months away from normality. The races will 
occur, and they will be broadcast to a growing TV audience. There will be 
disruption but let us not forget that there will also be a continual flow of new 
and engaging supporting content in the form of social media, broadcast 
appearances and the year-round presence of F1’s reality TV series ‘Drive to 
Survive’ on Netflix.

The biggest question marks stand over how much interaction we can 
see between the teams and media and how soon the associated brand 
activation supporting those events that are key to the brands in the sport can 
be restarted.

Collectively the paddock is working, racing and entertaining (albeit 
remotely), and it is doing so in safety. Now is the time to harness that 
positivity and to make sure that the sport continues to deliver for its 
commercial investors of every size.

0 10 20 30 40 50 60 70 80 90 100

It never will

Later than 2023

2023

2022

2021

How long do you think it will take the commercial side of 
the sport to recover to pre-COVID-19 levels or better?

%

We are still in effect 21 months 
away from potential normality in F1.
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How many millions of dollars does the Formula 1 
paddock collectively spend on communicating? 
Between the series rights holder, the individual 
race promoters, the broadcasters seeking to grow 
their audiences, the motor manufacturers, the 
sponsors and partners, the teams and the drivers, 
the number is astronomic.

This means that the number one concern of our respondents, when looking 
at where Formula 1 is winning and losing in 2021, is a scary one: not enough 
people understand what Formula 1 is about.

Almost two-thirds of our respondents all believe that the sport as a whole 
is still doing a poor job of communicating the benefits that the hybrid 
powertrain technology have brought since 2014. 

Two. Thirds.

Formula 1 powerplants represent the pinnacle of automotive & hybrid 
technology. Historically they are the halo over the entire automotive industry 
and a piece of engineering over which the layperson can be astounded.

Not enough public 
understanding
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Other

More F1 track time

More free-to-air TV coverage

More F1 Paddock access

Better track action

What would you most like to see change in F1

%
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In the 1980s, everyone with even a passing interest in F1 knew about 
turbochargers and huge power output. In the 1990s and 2000s, the normally 
aspirated engines gave a clarion call that left nobody in any doubt that 
special things were happening.

The current generation of powerplants is infinitely more clever, reaping 
enormous gains in terms of the efficiency and sustainability of the sport. 
It is not just the engines, of course. Formula 1 is in a process of continuous 
evolution and perpetual innovation. Every element of all 20 cars is driving 
forward not only the sport but also the development of better and more 
efficient consumer products.

Yet the view of two-thirds of the people who live with, work on and invest in 
that technology is that we, as an industry, do not communicate the value of 
our most valuable asset effectively.

There are several factors holding us back. In Europe, it is an uphill battle for 
traction when the messaging from governments, lobby groups and media 
institutions is that internal combustion in any form is a negative. 

The mobility conversation has become focused squarely upon zero tailpipe 
emissions as the only desirable technology, without any discussion about 
embedded CO2 in the production of such vehicles or the relative gains in 
efficiency that Formula 1 has spearheaded to benefit the cars that 99% of us 
still drive every day.

In your opinion, what could F1 as a sport do to 
secure more sponsorship from brands?

Harness the audiences more through data targeting and proper CRM – don't rely on just branding metrics from TV.

Fan friendlier

Expand the fan base in Latin America

Develop an even more prestigious/exclusive/aspirational image

Speak about F1 to road/transport sector vehicle innovations

1

2

3

4

5

Fewer races, with say, 16-17 Grands Prix, 
every single one would be an ‘event’ – not 
just another race. Think of the average fan 
at the start of the year: Can you tell the 
family that you will be in front of the TV for 
23 of the 52 weekends?
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Be more open with information about 
other aspects of the sport rather than 
what happens at the track. More behind 
the scenes would make fans understand 
the sport better.
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Nevertheless, that preoccupation with tailpipe emissions is significantly less 
of a cultural factor in the Americas, Russia, Asia and the Middle East, where 
the majority of races are held in non-COVID calendar seasons. These are 
markets that have invested heavily in bringing F1 to their audiences and are 
craving reasons to believe.

Equally, if we have a strong, positive story to share with European media, 
it will gain traction. These are stories that need not be restricted to the 
specialist media in attendance at the events but which can be hosted at the 
factories, where the depth of data and understanding that lies behind these 
figures can be superbly illustrated.

The bottom line: the technological prowess of an F1 car is unquestionably 
a story for our times and, while appealing for pretty much every market 
in the world, still lies untapped.

F1 is doing a good job

F1 isn't doing a good job

Is the sport as a whole doing a good job of communicating the benefits 
that the hybrid powertrain technology have brought since 2014

 
F1 is doing a good job

F1 isn't doing a good job

Is the sport as a whole doing a good job of communicating the benefits 
that the hybrid powertrain technology have brought since 2014
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Much has changed in the culture of F1, including 
the profile of its accredited media. Where once it 
was a badge of honour to attend every event on 
the calendar, today, all the media respondents in 
our poll attend more than half of the races.

Travel has never been cheaper than it was in pre-COVID times, but in an 
increasingly freelance world where time is money, F1 specialists are in a 
minority. Prudence dictates that if F1 stories aren’t going to be used, then that 
time and expense is going to be better spent elsewhere.

The media’s  
view
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I don't like to be contacted

By telephone

Written press release

By email

How do you like to be contacted by brands?

%

Be honest and inclusive and try to engage 
with media for deeper reasons than just 
getting them to mention your brand. Give 
them a decent reason to want to do that, 
and I don’t mean by unsubtle bribes!
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Around 70% of media find the cost of travel and accommodation to be 
a limiting factor of their race attendance, and this translates to an almost 
identical number of journalists who would be interested in participating in a 
charter flight system.

Clearly, the reduction in year-round attendance is a concern within the Media 
Centre, as more journalists believe that there could be more press in attendance 
(23%) than those who think there are already too many (17%).

Domination of one team in 2000-04, 2009-13 and 2014-21 has made F1 less 
of a priority in the eyes of non-specialist national sports editors for whom 
editorial inches for motorsport were traditionally supported by advertising 
spend from sponsors and motor manufacturers.

That spend is not as much of a factor as it was, and with F1 increasingly 
behind a paywall, the World Championship is no longer playing out in front 
of the casual viewers who form the majority of their readerships. 

Without a significant headline-generating rivalry of the Prost-Senna-Mansell-
Piquet variety to help gee editors along, journalists have to fight uphill to 
win every inch in the non-specialist press that helps to cover their travel and 
accommodation costs.

The specialist press is a different story, and 65% of them have not felt any 
change to their working life through the migration to primarily online media 
outlets. Reporting on every track session and keeping up with paddock news 
remains their core activities.

32
of respondents believe their 
audience understands more 
about F1 than five years ago.

70
of media find the cost of 
travel and accommodation 
to be a hard limit on their 
race attendances.

Be aware that sponsors are not the main 
interest of media, unless they find a  
way to make it interesting.
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The biggest difference is that F1 is proactively seeking to embrace new ways 
to engage with potential fans and grow its own audience. From thisonly 32% 
of the media respondents is that the audience understands more about F1 
today than they did five years ago. 

Yet while F1 and the teams go out of their way to push their own content, 
independent media outlets believe that their own lives could be made a lot 
easier in telling the stories that F1 generates if they could gain better access. 

Members of the media receive on average ten press releases a day from 
teams, brands and promoters, but 30% feel that it is difficult to get the 
information that they actually want from these press releases and content 
(rather than that which the stakeholders wish to feed them), and 50% find 
access to teams to be a problem.

Traditional independent media across print, online and broadcast exist in a 
changing world, but the break in contact forced by the pandemic offers a new 
opportunity to review how F1’s paddock stakeholders interact in future.

Treating news as content to be protected and presented as assets for 
marketing and social media, without independent editorial value, can only be 
viewed as a contributor to the perceived lack of understanding about F1 in its 
audiences, specifically that 49% of the paddock insiders who believe that F1 has 
been ineffective in communicating sustainable technology.

Creating the opportunities to engage traditional media that lead to 
valuable independent content is an attainable goal to be setting as we 
reset in the post-pandemic world.

Is F1 part of the national conversation, 
in the way football is? More free-to-
air coverage would help maintain the 
sport’s status as a must-cover story.
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At an operational level, the teams and drivers 
would, of course, very happily live without the 
intrusion, but for the brands who invest in their 
endeavours, it would seem to be a curious choice. 

True, there is a degree of value that comes from owning the raw content 
and presenting it through one’s own channels – be that pay-per-view in 
terms of the rights holder or as social content for the brands – but is that 
the entire story?

Twice as many brands are involved in F1 for brand exposure (67%) than 
they are for any other reason. In fact, media relations, B2B networking in 
hospitality and the practical development of technology for consumer 
products are all tied on 11% each.

Within 67% who put exposure as their highest priority, a staggering 83% rely 
solely on mentions and images as their metric for gauging success compared 
with genuinely measurable sales leads and networking contacts, media 
coverage value or sentiment or social media following.

Brand  
objectives
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Other

PR value (or equivalent)

B2B success – connections

B2B success – sales

Brand exposure

Which of these are your primary F1 measurement metrics?

%
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Given the level of financial investment of the initial property and the 
consumption of time by both in-house employees and agencies to leverage 
them, simple ‘brand exposure’ seems a rather nebulous aim with few clear 
metrics by which to gauge failure or success.

Indeed, just one-third of the brands which responded to our survey find it 
easy to measure the effectiveness of their programmes at all. And yet 83% 
believe that opportunities to spread their brand’s message are as good or 
better than five years ago.

The brands in question registered a priority on sourcing better evaluation 
of their campaigns and a premium on more accurate data acquisition from 
audiences rather than relying upon the metrics that the sport provides.

Perhaps this in itself is a contributor to the less defined goals of each brand 
campaign. Being on ‘home turf’ and standing shoulder-to-shoulder with 
their OEM partners is, in some cases, rationalisation enough for the spend. 
Indeed, only 50% of brands spend more than half as much on activating their 
partnerships than they do on buying the rights.
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Other

More media accredited

More access to F1 paddock

More races in Asia

More races in the US

Better track action

More races in total

More driver access

Access to race footage

Which of these would you say would most help attract more 
brands to the sport of F1? (three chosen)

%
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Very di�cult

Di�cult

Neither easy nor di�cult

Easy

Very easy

How easy do you find it to measure the 
success of your brand’s involvement in F1?

%
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Even a cursory glance over the cars confirms that the days of ‘pure’ 
sponsorship in the form of tobacco, finance, fashion or FMCG brands simply 
splashing their brands in front of the F1 audience as a means of building 
association have gone. 

In their stead, the marketplace is dominated by OEM and B2B partnerships 
for the motor manufacturers. 

For the increasing numbers of brands wanting to tell a B2B story in 
an industry that is predicated upon offering brand exposure, this 
is a recipe for disappointment. The solution is found by putting an 
emphasis on the intelligent activation and communications
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Other

Driving days

Simulator access

Factory access

Team management

Media relations

Driver access

Social and content

Hospitality

What area(s) do you find partners most use in their rights portfolio?

%

Embrace opportunities to create 
dynamic, engaging, viral content 
where they don’t need the brand to be 
front and centre to achieve fame.
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Hospitality is a significant component of the programme as a result, even 
if the outcomes in terms of business leads or networking contacts are 
not a perceived priority. On average, in non-COVID-19 years, the brands 
responding to the survey host 469 guests per season, 50% in Paddock Club 
with the other 50% in lower tiers.

And yet, while only 11% of brands may claim to place a priority on 
earned media coverage (which ties in with how the media perceive their 
relationships in the paddock), fully 83% of the brands in F1 would like to 
increase that coverage.

The independent media is clearly receptive to overtures that are made 
in their direction in order to tell good stories, with 100% of brands finding 
placing stories with accredited media to be achievable.

Interestingly (and correlating again with the feedback from the media 
themselves), winning that all-important non-specialist coverage in outlets that 
do not focus purely on F1 or motorsport is considerably harder to achieve.

From our survey, 100% of brand representatives find that non-accredited 
media will accept story pitches, although only 17% follow up with eagerness 
for F1 content.

So, to conclude, the brands have set fairly vague goals in terms of their 
expectations from investing in F1 but are keen to find a greater measure of 
clarity on what they are achieving. 

The principal rationale for investing in the sport is still founded in 
awareness, but only 50% invest significantly in activation, of which the 
majority of the spend is focused on race day hospitality.

469
average number of guests 
hosted at F1 races by 
brands each year

17



At the apex of all the work done to engage 
audiences are the teams and drivers, the stars of 
the show, who are unanimous in their opinion that 
F1 is in a better place now than it was five years ago. 
The only discord appears to be in how much better 
it is, with only 25% believing it is much healthier.

That is only to be expected given the changes in the sport’s governance in 
that period, the more equitable distribution of F1 revenues and the growth in 
interest for the sport in key markets such as the USA and Asia.

It is not all good news, however, and one of the most striking statistics of 
relevance to this survey is that 75% of teams who responded do not feel that 
their sponsors and partners leverage their involvement very well. 

In total 50% believe that it is more difficult to attract new partners and 
sponsors now than it was five years ago, and no teams believe that it is easier 
despite all the many positive strides they feel the sport has made.

Much of this assessment, is of course, down to financial conditions outside 
the paddock and compounded by the pandemic. 

Nevertheless, the biggest blocker to new sponsors was considered to be the 
audience profile (75%), followed by cost of entry (50%) and the absence of 
strong, credible sustainability messaging, whether real or perceived (50%).

Interestingly, every F1 team believes that their partnership offerings are 
sufficiently differentiated from the others in the paddock so as to make a 
difference to potential partners.

Competitors’  
view
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The biggest blocker to new sponsors was considered to be:

50
believe that it is more 
difficult to attract new 
partners and sponsors now 
than it was five years ago 
and no teams believe that it 
is easier despite all the many 
positive strides that they feel 
the sport has made.

100 of teams who responded 
think increased access to 
the F1 paddock would make 
it easier to sell sponsorships.

1st
the audience 
profile

2nd
cost of entry

3rd 
absence of strong, 
credible sustainability 
messaging, whether 
real or perceived
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Yet while each commercial partner may have a bespoke profile, the ways in 
which they leverage their investment were felt to be in complete alignment. 
Fully 100% of teams say that the priorities of their sponsors and partners are  
1) Hospitality, 2) Capturing social media content, and 3) Driver appearances 
for their guests and social feeds.

This translates into the belief shared by 100% of teams who responded in our 
survey that increased access to the F1 paddock would make it easier to sell 
sponsorships, with the quality of the racing and an increase in F1’s presence in 
the USA joint second at 75%.

When it comes to generating earned media coverage in external media 
outlets, only 25% of teams believe that media relations are a core element of 
their partners’ and sponsors’ programmes. 

To underline this point, according to their data, 43% of media guests hosted 
are influencers rather than journalists.

Marketeers and social gurus are big believers in influencers as the ideal 
vehicle for our times, although in general, it tends to cost more to get an 
Instagram photo with the correct branding and hashtags than it does to sit 
down with a journalist and make a case for the products and services that 
you are associating with the sport.

This is something that the teams themselves are keen to address. 

Only 25% of teams believe that their sponsors and partners want to see more 
media accredited at each race, yet the prevailing view that they would be 
happy to support more earned coverage for their endeavours – particularly 
in those areas which underline the relevance of the technology of F1 and the 
steps being taken in sustainability and diversity.

The really positive aspect to take from this is just how engaged the teams 
are with seeking to drive the true value of the assets their brand partners are 
investing in, and to build greater value into the offering simply by using what 
is already at the sponsors’ and partners’ disposal in more effective ways.

43
of media guests hosted 
are influencers rather than 
journalists.
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Open the paddock to students and 
kids on Thursdays or Fridays. Drivers 
and teams should then be mandated 
to participate in programmes to 
entertain/engage/educate ‘x’ many 
times per year.
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Crunch approached more than 1,000 F1 paddock 
insiders across three clear segments of the travelling 
F1 circus to produce this report, these being:

1) Teams
2) Media
3) Brands partnered with or sponsoring teams and events

From across these groups, one thing was very clear – we are a community 
of F1 fans who are lucky enough to enjoy our passion as our way of earning 
a living. In total 84% of respondents confirmed that they remain passionate 
fans at heart – and this in itself tells a story.

On the question of how long people have worked in the paddock, 84% of 
people said more than five years. The correlation between passion for the 
sport and duration of career has seldom been clearer and never more so 
than in the communications supporting the series, as PRs, marketeers and 
even journalists no longer arrive having cut their teeth in domestic racing and 
often view F1 as a springboard to the sport of their choice.

Among those respondents of all ages and experience, there was one clear 
priority in terms of the sport itself upon which all our fortunes are hinged: 
67% want to see F1 more competitive with better on-track action.

That is, of course, the priority that lay behind the creation of the new 
technical regulations for the sport that are due to be rolled out in 2022.  
Let’s hope that the general level of optimism is amplified by the results.

Who did we 
talk to?

67
want to see F1 become 
more competitive.
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Champion sustainable 
combustion fuel to help change 
the narrative and persistent 
drive to electrification.

No one looks to F1 to change the 
world....just race and do the best 
they can to be environmentally 
friendly and more inclusive on 
and off the track.

To continue being the inspiration 
of the new generations.

Be open to change, self-critical, 
not be such a bubble sometimes 
in its approach.

Prove that their sustainability 
efforts is working and not just 
provide lip service.

Broaden the calendar to include 
less wealthy, developed 
countries while using its  
platform to inspire the next 
generation whether through 
technology, engineering 
excellence, or entertainment.

Use its global reach and fan  
base to positively promote the 
big questions that surround us; 
race discrimination, gender bias 
and climate.

F1’s number one priority is to 
entertain fans (which is why 
there’s so much resting on the 
2022 rule change). If the sport 
can entertain people while 
encouraging tolerance, diversity 
and opening people’s minds to 
new, greener technology, then 
it’s doing its bit to change the 
world for the better.

No way, F1 is a mirror of the 
world. F1 will follow the path only 
but never change it.

Keep racing :-)

The respondent’s 
views

24



© Crunch Communications Limited 2021
All information contained within this document remains the property of Crunch Communications Limited and any activity 
detailed within may not be undertaken in any manner without prior written consent of Crunch Communications Limited. 25


