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Motorsport is an exciting field of human activity. It combines
technology, competition, business, the environment, and human
desire to continuously improve. Motorsport has a variety of
competitive disciplines, from simple hobby activities to large global
businesses, from everyman classes to Formula 1.

This handbook originates from LUT Business School at LUT
University in Finland and is based on a motorsport management
course. Co-created from student group manuscripts, it provides
practical tools to help motorsport teams improve their organization
and decision-making. Although developed primarily for university
teams, its insights are applicable across motorsport disciplines and
levels.

Special thanks for making this course possibly go to the Finnish
Motor Sports Federation (AKK Motorsport), the Finnish Motorcycling
Federation (Moottoriliitto), the Fédération Internationale de
Motocyclisme (FIM), and the Fédération Internationale de
I'Automobile (FIA). Without the support and contribution of these
organisations, together with many distinguished figures from the
motorsport community, the course would not be possible.

“This is not a quiet introduction. This is the moment before the visor
drops.”

G LUt
D University

As with motorsport in
general, this handbook
will continue to evolve
in the future. The
following CCIM
courses will continue to
work on developing
this handbook to be
more comprehensive,
accurate, and better.

We believe it is
important not only to
know the basics but
also to understand the
underlying reasons
behind decisions,
actions, and outcomes.

"The helmet has a
special meaning for
many drivers. How
important is it to you?"

"It protects my head."
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MOTORSPORT AS A SPECIFIC ARENA OF MANAGEMENT

This handbook is aimed at translating the real-world insights shared by industry professionals into a practical
management guide. The topic is particularly relevant now as motorsport undergoes a period of accelerated
transformation marked by electrification, sustainability goals, increasing global mobility and an increasing
professionalisation even at entry-level categories. Understanding management in this context is essential because it
all depends on coherent processes and a cohesive working culture. The world is changing, and this must also be
considered in motorsport.

Motorsport operates in a demanding environment where success depends on balancing speed, safety, and effective
teamwork under intense pressure.

Motorsport is any regulated competitive activity involving motor-driven vehicles,
conducted under defined technical and sporting rules.

Global Rules and Regulations

Motorsport teams do not operate in a vacuum; they sit inside a multilayered governance system that starts with
international federations (FIA/FIM), passes through national federations and promoters, and finally reaches local
clubs and event organizers. These organizations have been born and shaped throughout history in close
collaboration between the reality of motorsports and the various stakeholders involved. Even in student series,
where local rules may differ, the structure is often inspired by FIA/FIM frameworks, especially safety and
sustainability.

The Fédération Internationale de I'Automobile (FIA) and the Fédération Internationale de Motocyclisme (FIM) stand
at the top of the pyramid. Their primary role is twofold: safety standardization and sporting fairness. They maintain
distinct regulations—sporting rules for event procedures, technical rules for vehicle specifications, and
homologation standards to validate machinery—ensuring a level playing field. In emerging disciplines like electric
racing, the FIM’s role expands to mandating critical safety protocols, such as high-voltage isolation monitoring and
data loggers, without which the technological risks would make racing unsustainable. (https://www.fim-
moto.com/en/; https://www.fia.com/)

NATIONAL FEDERATIONS

Below the international level, national federations translate global regulations into local practice. Their
responsibilities typically include issuing competition and official licenses for drivers, riders, marshals, and scrutineers,
as well as approving and supervising events in terms of calendars, permits, safety, and sustainability. In addition,
they train coaches, officials, and volunteers, and run youth development programmes. They also promote
participation and diversity through initiatives such as Girls on Track and women'’s networking programmes.
Furthermore, national federations act as the local interface to the FIA and FIM in strategic matters, including
sustainability, electrification, inclusivity, and esports. For student and university teams, the national federation may
not directly manage their series; however, it remains an important partner, for example in licensing, stewarding
standards, safety training, and access to events and conferences, such as sustainability seminars held alongside WRC
rounds.
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AKK Motorsport in Finland, as an example, is the official autosport federation and a member of the National Olympic
Committee and FIA, partly funded by the Ministry of Education and Culture. It manages around 18 disciplines, over
300 events per year, approximately 8,500 competition licenses, and 3,000 licensed officials.
(https://www.autourheilu.fi/)

LICENCES, ENTRIES, SCRUTINEERING, ENVIRONMENTAL GUIDELINES

Decisions made at the top level provide the framework for the implementation of motorsport. And these rules apply
to all teams and race organizers practicing the sports managed by these organizations. For a single team, this for
example means that they need to master the administrative "race before the race."

These processes include:

Licensing & Entries: This requires foresight. International licenses often require medical clearances and approvals
from national bodies months in advance.

Scrutineering: This is the ultimate audit of a team's engineering quality. Teams must view scrutineering not as a test
to "cheat" through, but as a validation of safety compliance.

Sustainability Accreditation: Modern governance requires environmental responsibility. Events like Secto Rally
Finland require high-level environmental accreditation (ISO 14001 standards), forcing teams to manage waste, fluids,
and logistics with sustainability in mind.

Motorsport and the Future

For the future, the more successful series will try to become even more global and tap into even more markets
globally. The largest market share currently is in Europe with 45% followed by North America. This is mostly due to
series like Formula 1 and NASCAR that have a significant number of fans since the majority of the races are in Europe
or North America. However there has been subtantial growth in the Asia-Pacific region over the past few years and it
can be a key focus area for the industry in the future. Latin America as well as the Middle East have also experienced
growth over the past few years and especially the Middle East is a great opportunity for series to receive financial
investing towards the industry (Market Data Forecast Itd, 2024).

Global Motorsport Market Forecast (2025-2033)
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Figure 1. Global Motorsport Market CAGR 2025-2033

Successfully and steadily expanding into new markets and remaining a strong fan base in already existing markets,
the industry can experience growth and more financial investment (Market Data Forecast Itd, 2024).
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The future of the industry is heavily influenced by technological advancements, sustainability demands, and the
power of the media. Technological advancements such as electrification of different series and the integration of Al
will keep redefining teams and series and their competitive performance of the industry. These innovations will need
to be leveraged to improve the current product but also used in the creation of new series and new formats for the
fans. While fostering innovation through technology, the industry needs to make sure they operate within
sustainable demands set by the regulators and the fans. The industry must ensure a smooth and continuous
transition towards a more sustainable product by successfully integrating sustainability into governance, technology
and fan engagement. The rising power of the media is a big factor in future sponsorship deals and ensuring growing
fan engagement. The industry will need to use media to attract new younger fans, attract global reach and secure
long-standing sponsorships. By successfully combining these three main factors, the industry will secure their future
for years to come.

SUSTAINABILITY

The future of motorsport is linked to environmental responsibility, driven by both global climate goals and
manufacturer R&D needs. This manifests in two streams: electrification and sustainable liquid fuels. While series like
MotoE and Formula E push battery technology, traditional disciplines argue that combustion still has a future
through 100% renewable fuels or hydrogen, particularly in rallying where the sound of the engine is a critical safety
factor for spectators. However, this transition introduces new management challenges, such as the high cost of
hybrid units—which WRC had to scale back—and the need for specialized safety protocols for high-voltage systems.

An important aspect to include is the importance of diversity in motorsport. This can be divided into two different
sections — one of them being the technical diversity considering combustion-engine and electric cars, four-wheel
and two-wheel vehicles, racetrack, street track and offroad or amateur and professional drivers. The other one
considers diversity in a cultural sense with different ethnicities, identities, and historical backgrounds.

ARTIFICIAL INTELLIGENCE

The rise of Artificial Intelligence (Al) has a big part in shaping the future of the motorsport industry. Fast developing
Al is already used for vehicle improvement to analyze areas such as aerodynamics and vehicle designs. Al has also
become a big part of data analysis and creating race strategies. Al can analyze the drivers' and cars' performance
during races and serve as a “personal coach” for teams and drivers. By finding weak points from their own and the
competitors' performance, teams can leverage this data to improve their competitiveness.

By analysing the performance of vehicles, tire degradation, and changes in weather conditions, Al can be used to
create and analyze different race strategies which can lead to more optimal pit stops that can determine the
outcome of races. The future points towards even heavier involvement of Al. As Al is becoming more developed
every day it is likely that the future of motorsports will have a Human-Al partnership where humans make most of
the decisions based on the data that Al provides (Mansell, 2025).

TECHNICAL DIVERSITY

What different technology categories of motorsport have in common is that technical innovations find their
applications in road vehicles sooner or later and thus, have a big impact in improving safety and environmental
issues. Additionally, establishing new racing series in general enables the world of motorsport to rethink old
concepts and come up with new, experimental ideas that potentially end up as an enrichment for all fans of
motorsport.




ELECTRIC MOTORSPORTS

Electric motorsports cover a lot of new fields influencing driving/riding and thus the dynamic on the track and in the
race vehicle. For one thing, regenerative braking is a completely new discipline for engineers and drivers. But things
like torque vectoring also enable a completely new type of vehicle movement that needs to be mastered. Also, in
terms of safety, the transition to electric vehicles introduces a new set of challenges that need to be managed
carefully by teams and officials alike. As Nicolas Therouin (International Technical Commission Coordinator, FIM)
mentioned in his CCIM 25 lecture, it is important to develop standards to teach drivers, mechanics and personnel on
track how to deal with these new types of risks. For example, LED indicators could inform you about the safety status
of the vehicle. And, in case of emergency, special extraction equipment might be necessary. Electric racing should
also focus on its advantages in the field of new technologies. Sparking interest in technical innovations could be the
key factor to effective marketing. This was once the big appeal of combustion-car motorsports, but this is no longer
the case. Yes, traditional racing is still much more popular, but the important novelties come from electric racing.
One main factor might also be the futuristic image.

Nicolas Therouin compared the amounts of energy needed for a pole position lap of MotoGP Le Mans and MotoE
Le Mans and illustrated the main advantage of electric racing: the energy saving aspect. Since both series have their
advantages and disadvantages in their own fields, there should be no comparison between fuel-powered and
electric racing. On the contrary, it should be considered as a complement, and this should be communicated like
that.

Also, electric motorsport probably has the potential to get people more involved with racing again since some
categories of motorsport almost got too far from the audience due to high costs. Electric racing series in general try
to get closer to the audience (in terms of street circuits but also in terms of marketing) simply because they need to
gain a fan base. Combustion-engine series could learn from them.

RACETRACKS

Considering the field of racetracks, there is also a lot of variety. With electric series like Formula E more street
circuits are explored — with the clear intention of bringing racing closer to the audience. However, also established
series like Formula 1 are enlarging their calendar with new racetracks or old tracks being rediscovered like
Zandvoort. Of course, globalization has an impact on motorsport as well. This natural adaptation to new audiences
will keep the world of motorsports interesting and ever-changing. Geographic location and the global reach created
by digital communications combine in an interesting and constantly evolving way.

INCLUSIVENESS

Even though some categories of motorsport got almost too far from the audience due to their high society image
and really big budgets, new series with lower amounts of budgets involved might have the potential to get people
more involved with racing again. Democratizing access is essential for sport’s survival. The traditional financial
barrier is being lowered by the "convergence" of simulation and reality; as seen in amateur racing, high-fidelity
simulators allow drivers to develop professional-grade skills and track knowledge without the prohibitive costs of
physical testing. New opportunities might also include virtual world Sim Racing which is on the rise and could open
the world of motorsport to a wider range of people. It could also present a new way of driver recruitment or an
additional option for driver training. This could blur the lines between professionals and amateurs.

Simultaneously, organizations are actively restructuring to correct different ethnicities, identities and historical
backgrounds imbalances. National federations like AKK Motorsport focuses on social responsibility
( ) and support initiatives like "Girls on Track,"

(0]
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which offer hands-on mechanical and driving experiences to encourage women to enter the sport not just as
drivers/riders but starting their career in many different fields in motorsport, such as leaders and engineers. This
opens new opportunities for finding talented people while challenging society.

Also, the image of motorsport shifted massively from young white men as drivers and old white men surrounding
them to seeing different ethnicities and identities finding their place in this sport and showing their talent. Different
historical backgrounds and nationalities are embraced to create a more colorful and including picture of motorsport.
Increased awareness on topics like mental health — both for drivers and for people working in the motorsport
industry- as seen in recent years, could improve working conditions massively and have a big impact on society as
well.

ENGAGING NEW GENERATIONS

The modern motorsport audience consumes content differently, shifting from passive viewership to active
engagement with personalities. For team managers, this means the "product" is no longer just the race's result but
the narrative; sponsors now demand social media metrics and behind-the-scenes access rather than just stickers on
a car. To capture younger demographics, teams must embrace digital immediacy—streaming, short-form video, and
driver-focused storytelling—because, as Kai Tarkiainen (Clerk of the Course, Secto Rally Finland) observes in his CCIM
2025 lecture, "stories of people sell the papers," not just the machinery.

OPPORTUNITIES FOR UNIVERSITY STUDENTS

The above-mentioned trends are general and affect everyone. Motorsport is changing with the times and some of
the changes require new ways of thinking and unlearning. The changes are related to the environment, technology,
and human behavior; things that universities are by nature interested in. At a time when motorsport is transforming,
balancing safety with spectacle, heritage with innovation, and commercial pressure with sustainability.
Understanding how these leaders think and operate is more important than ever. Universities offer well-founded
views of the future and offer opportunities to acquire new types of skills. International mindset, language skills,
communication and networking, technology, and social media are the specific strengths of university students.
International motorsport and university students have a lot to offer to each other.




MOTORSPORT EVENT MANAGEMENT

Motorsport events, typically organised as race weekends, form the centre of all motorsport activity. They provide a
setting in which event organisers, teams, governing bodies, media representatives, sponsors, officials, volunteers,
and spectators come together and operate according to a common set of rules, procedures, and cultural practices.
Understanding how these events are planned, delivered, and evaluated is essential for anyone seeking to work in the
motorsport industry.

Motorsport events vary considerably in size, format, and duration. They can range from local club competitions to
international championships such as the FIA World Rally Championship (WRC) or Formula One. Despite these
differences, all events require careful planning, effective coordination, and skilled personnel across a wide range of
functions. As a result, motorsport events create numerous career opportunities in operations, safety, logistics,
media, marketing, engineering, and event management.

The Motorsport Event Life Cycle

The management of a motorsport event follows a structured life cycle consisting of four key stages:
1. Planning
2. Preparation
3. Event Delivery
4. Post-Event Evaluation

Planning

The planning phase establishes the foundation for a successful event. During this stage, organizers define the event
calendar, develop budgets, secure funding, negotiate agreements with circuits or venues, and obtain the necessary
permits from relevant authorities. Key stakeholders, including governing bodies, emergency services, sponsors, and
local communities, are also identified and engaged.

Preparation

Once planning has been completed, the focus shifts to event preparation. This stage involves building and testing the
infrastructure required to conduct the event safely and efficiently. Preparations may include constructing temporary
facilities, preparing spectator areas, installing technical equipment, assessing safety zones, and ensuring compliance
with sporting regulations. Teams, officials, volunteers, and service providers are coordinated to ensure that all
operational requirements are met before the event begins.

Event Delivery

The event delivery phase is the public-facing stage of the event. During this period, organisers are responsible for
managing schedules, overseeing competition operations, maintaining safety standards, and responding to any
incidents that may arise. Effective communication and cooperation between organisers, teams, officials, authorities,
and emergency services are critical to ensure the smooth operation of the event.

Post-Event Evaluation

Following the event, organisers conduct a comprehensive review of operational, financial, and safety performance.
This evaluation helps identify strengths, weaknesses, and areas for improvement. Financial outcomes are analysed,
stakeholder feedback is collected, and safety reports are reviewed to support the continuous improvement of future
events.

-
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RESPONSIBILITIES IN MOTORSPORT EVENT MANAGEMENT

Organizing a motorsport event involves managing a wide range of responsibilities and variables. Whether delivering
a major international championship round or a smaller regional competition, event managers must balance safety,
logistics, stakeholder expectations, and operational efficiency.

A successful event requires effective coordination between event organizers, teams, governing bodies, emergency
services, volunteers, sponsors, media organisations, and venue operators. Responsibilities are often shared among
three principal groups:

e Event organisers, who oversee planning and operational delivery;
e Teams and competitors, who participate within the established sporting and technical regulations; and

e National and international governing bodies, which establish rules, monitor compliance, and ensure the
safe conduct of the sport.

Risk management plays a particularly important role in motorsport event management. Organisers must identify
potential hazards, implement appropriate control measures, and establish clear procedures for incident response.
The safety and well-being of competitors, officials, volunteers, and spectators must remain a priority throughout the
event life cycle.

MARKETING AND FAN EXPERIENCE

Motorsport events must also be commercially viable. Effective budgeting and resource planning are therefore
essential. Event organisers need to secure sufficient revenue through ticket sales, sponsorship, media rights,
hospitality programmes, and commercial partnerships.

Marketing is a key component of event management. Organisers must communicate the value of the event to
potential spectators and create compelling experiences that justify ticket prices. Modern fans expect more than
simply watching a race; they seek entertainment, accessibility, engagement with teams and drivers, and memorable
experiences both on-site and through digital channels.

SUSTAINABILITY IN MOTORSPORT EVENTS

Sustainability has become an increasingly important consideration in motorsport event management. Event
organisers are expected to minimise environmental impacts, use resources responsibly, and contribute positively to
local communities.

Sustainability initiatives may include reducing waste, improving recycling practices, lowering emissions, promoting
sustainable transportation options, and engaging with local stakeholders. Research suggests that sustainability
initiatives can also strengthen the reputation of an event and enhance its attractiveness to spectators, sponsors, and
partners. Consequently, sustainability should be viewed not only as a responsibility but also as a strategic
opportunity for motorsport organisations.

REGULATORY APPROVALS AND STAGE PLANNING

The most significant factors that distinguish motorsport events from other sports events are the strict safety
requirements and the regulatory environment. Effective project and risk management are central to the success of
these events (Parent & Smith-Swan, 2012). Motorsport has become safer in recent decades, but the events still
require a lot of planning to protect both competitors and spectators. Safety depends on track conditions and key
aspects of safety management plan are volunteers and protocols (Tarkiainen, CCIM 2025 lecture). Barrier systemsmm




and controlled environments are very important in preventing accidents (Kempema, 2024). Competition rules,
vehicle requirements, sustainability regulations, and safety standards are a big part of event management.

The Safety Guidelines usually include standards for drivers' equipment, such as testing requirements for helmets and
driving suits. The Safety Delegate monitors that these standards are met in competitions . The rise of electric
vehicles has brought new risks to motorsports. They require special safety measures, such as emergency circuit
breakers and special training for officials. In addition, the fire safety of batteries is a key challenge. The silence of
electric vehicles also brings operational risks, as officials must learn to identify whether the vehicle is still in
operation even if the engine noise is not heard (Therouin, CCIM 2025 lecture).

Clear communication with different stakeholders is a must. You need to inform everyone what is happening since
everyone needs to be aware of what to do and when. All the responsibilities with different stakeholders need to be
clear. For example, local fire department handles different safety requirements and many volunteers and local
authorities help the organization with different tasks (Tarkiainen, CCIM 2025 lecture). In motorsport events such as
the WRC, the itinerary needs to be planned by making choices to choose which one of the stages is raced at the
event’s time span. Internally, there is a lot of planning for the locations and scouting for new stages. In addition,
negotiations are being carried out with road owners, authorities, subcontractors, and facilities. When the itinerary is
ready and the organizers have accepted the stages, the itinerary is proposed to the FIA.

FIA-sanctioned motorsport events are guided by using an international framework from FIA, such as sporting
regulations, safety regulations, technical regulations, and FIA court cases for sporting related disagreements
(Tarkiainen, CCIM 2025 lecture). The FIA's role as Circuit Inspector is to ensure that the track meets all international
safety standards. The inspector assesses the safety zones, track surface and safety equipment, and reports on
potential risks and makes recommendations for their elimination. After approval, local legislation needs to be taken
into account to ensure that road closing orders are applied. Affecting environmental grounds such as waste
management and noise control are assessed. Emergency services are aware of public safety arrangements and
situations with chemicals involved. Also, police are involved in organizing public gatherings, closing the roads, and
nominating marshals and traffic controllers to keep the areas and stages clear and safe. (Tarkiainen, CCIM 2025
lecture)

Managing Resources

Managing a motorsport event comes with a lot of responsibilities, and to prevent unwanted incidents from
happening, all the resources need to be managed with a clear structure. From a technical standpoint, critical
communication is assured for staff and emergency people. Emergency service crews are set for stages, also
ambulances, and in some cases emergency helicopters are on standby. (Tarkiainen, CCIM 2025 lecture)

Every motorsport event is built upon a solid organizational structure. This structure defines roles, responsibilities,
and communication channels, allowing each area to operate in a coordinated manner before, during, and after the
competition.

Organizing Committee includes the event director and the heads of logistics, safety, communications, competition,
marketing, and external relations.

e Designing the overall concept of the event

e Managing administrative permits

e Coordinating budget, funding, and sponsorships

e Ensuring compliance with FIA, FIM, or national governing body regulations

e Overseeing all key areas
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Race Director / Clerk of the Course is responsible for the overall management of the race and the implementation of
safety protocols (FIA, 2021). Tasks include:

® Supervising the sporting development of the event

e Ensuring compliance with the regulations

e Authorizing the start and end of sessions

e Coordinating emergency interventions

e Resolving incidents and applying penalties They make critical decisions during the competition in coordination
with safety teams, marshals, timing, and sporting stewards.

Officials, Scrutineers, and Marshals take care of the functioning of the event:
e Scrutineers verify that vehicles comply with the technical regulations.

e Marshals manage track safety, incidents, and flags.

e Sporting Stewards enforce regulations and issue penalties.

e Medical and rescue teams intervene in accidents or emergencies.

Safety Delegate develops and monitors the implementation of safety rules during events by evaluating the safety
plans of the events and ensuring their accurate implementation.

The Race Director and Safety Delegate emphasize the importance of identifying and managing risks in changing
situations. Their role is to ensure that predefined protocols are used in various emergencies, such as driver
evacuation and coordination by authorities. The motorsport event’s key locations must be clearly defined and
planned in advance. This helps the spectators navigate safely by providing clear routes to parking areas, spectator
areas, and information services. Headquarters is the control area for the management team, where they can
monitor results and other operational information in real time. (Tarkiainen, CCIM 2025 lecture)

Volunteers also play a crucial role when organizing motorsport events. Volunteer marshals are key factors in key
aspects of the events and without them, most of the events can’t be organized due to financial reasons (Tarkiainen,
2025). Academic research also supports this and notes that motorsport has historically depended on volunteers to
do the essential operational tasks (Hassan and Harding, 2018). Since these volunteers can work in high-risk areas,
event organizers are required to ensure they receive the necessary training and guidance. Their contribution forms
the foundation to the events safety system and enables the events to happen in the first place due to financial
reasons.

Financial resources and thus, commercial income are important factors for the motorsport event to succeed and
have visibility. Championship motorsport events are often promoted by commercial partners that have commercial
rights, such as media, sponsorship, and TV production rights. Sponsorships and institutional partners can also help to
cover the financial costs of the event, allowing organizers to hire staff and other services needed, for example,
places and locations that cannot normally be bought. More traditional ways are entry fees from the drivers and
teams, and one of the main incomes is ticket sales. (Tarkiainen, CCIM 2025 lecture)

Audience behaviour is also another important factor in organizing motorsport events. Tarkiainen had for instance
mentioned a trend in spectators that they usually buy the tickets later than before. This is because the spectators
want to wait for the weather forecast before committing to the events (Tarkiainen, CCIM 2025 lecture). This creates
challenges for planning since late ticket sales make it harder to estimate what resources are required for the event.
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Perspectives on Schedule Planning

Organization begins months in advance and includes

e Applying for municipal and environmental permits

e Designing stages or the circuit layout

e Drafting the safety plan

e Coordinating with police, fire services, and health authorities

e Defining schedules, access routes, and spectator areas

e Hiring external services (electricity, transport, catering)

Rigorous planning reduces risks and prevents improvisation during the event.

Motorsports event management also requires understanding of the attendees. Whether they are long-distance
travellers or locals, it makes a significant difference from a financial standpoint, since they bring other expenses to
the area such as having to rent accommodation or visiting restaurants in the local area. Also, if the event advertises
sustainable or less sustainable products, it has an impact on people who are attending and how much they might be
spending on events. According to Bachman’s (2020) study, the research points out that people with a worse
environmental worldview tend to spend more per day. It is said that since the perspective is based on an
evolutionary and progress point of view, motorsport events should not take their focus off the current standard of
marketing. Therefore, event organizers should avoid assuming that one message or set of service fits all attendees,
since the expectations evolve around the effectiveness of sustainability. Event management should try to profile the
attendees and update it over time to have a clearer view and better understanding of them, because this type of
study affects decision making between different countries and different events.

Research on motorsport events also shows that the quality of the event, its services, and the overall experience have
a strong impact on spectator engagement and their intention to return. When organisers understand the motives
that draw spectators to motorsport events, they are better equipped to design services and event structures that
enhance customer experience and encourage repeat attendance.

Large motorsport events such as WRC rally in Finland are influenced by external factors that the organizers cannot
fully control. Tarkiainen explained that in recent years, Kalle Rovanpera has helped a lot with the ticket sales but with
him being absent in the upcoming race, spectators have lower interest and forces organizers to adjust their
budgeting (Tarkiainen, CCIM 2025 lecture). Other external factors such as economic conditions, competing events,
or sudden calendar changes also affect attendance. All these factors require organizers to remain flexible and
prepared to make changes to the events if needed.

Marketing and communication also play an important role in maintaining interest in motorsport events. With many
spectators deciding late whether to attend or not, organizers must use different marketing techniques to encourage
to buy the tickets earlier (Tarkiainen, CCIM 2025 lecture). Research has also shown that modern media and digital
platforms influence how fans engage with events. It was also noted that interactive social media content deepens
audiences’ involvement (Finn, 2021). However, these approaches may not reach all spectator groups equally, which
requires the organizers to have a balanced mix of traditional communication and marketing methods to keep
attendance stable.

The events are shaped by the wider need to meet more societal expectations. Sustainability and responsibility are
becoming increasingly important. Research has shown motorsport events being viewed as a wider part of event
tourism, which requires organizers to consider the sustainability of the events (Bachman, 2020).

Both organisers and governing bodies are developing tools for measuring carbon footprints, improving waste and
energy practices, and creating stakeholder programmes that are integrated into event management. These efforts
also influence how well motorsport is accepted within local communities (Jaaskeldinen, 2024).
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MANAGING A MOTORSPORT TEAM

No matter how big or small a team is, management includes a huge amount of responsibility. The main goal is — of
course —managing a team so that it can win. Managing a motorsport team today requires far more than technical
excellence: it demands structured leadership, coordinated operations and the ability to make decisions under
pressure in highly demanding environments. To achieve the goal, there is a need to stay organized, create a
functioning team, and keep motivation high. A lot of communication is involved within the team and with external
partners like sponsors or media.

There is an extensive body of literature on management and leadership. Although general management models and
principles apply to motorsport, we will not seek to develop a motorsport-specific version of those, as this would
create an entire encyclopedia series. Instead, we will focus on the issues and perspectives that emerged during CCIM
course. The discussions during the course often focused on the management of motorsports student teams in terms
of information needs. However, we hope and believe that our compilation will also be useful to other motorsports
practitioners.

Governance in motorsport provides the essential framework for safety, fairness, and commercial viability. For
student and semi-professional teams, understanding this ecosystem is the first step toward professionalization.
Regardless of scale, every motorsport team is built on four functional pillars: Management secures the budget and
strategic direction, Engineering optimizes vehicle performance within regulations, Operations manages the complex
logistics of travel and setup, and Communications handles the public narrative.

Michael Laverty (MLAV Racing Team Principal) described in his CCIM 2025 lecture the Team Principal’s role as the
"puppet master" ensuring financial stability and staffing, while Technical Directors and Crew Chiefs translate rider
feedback into mechanical speed. In large organizations like Toyota Gazoo Racing, operations expand to coordinating
hundreds of staff and massive freight movements across continents, while communications officers manage the
intense media demands placed on drivers.

At student level, roles are often combined, but responsibilities remain identical: a small leadership group,
subsystem-based engineering, a logistics lead, and marketing/social media team. Semi-pro teams add dedicated
logistics and commercial personnel. At professional scale, teams mirror Toyota’s model with separate Rally1l/Rally2
departments: “the strategy is different... Rallyl target is to make the winning car... Rally2 is limited by budget”.
Structure grows, but the logic stays constant. (Jari-Matti Latvala, CCIM 2025 lecture)

Motorsport is a whole, an ecosystem that includes e.g. competitors, the public, technology providers, and media.
Nothing can be done alone, so do remember the importance of networking.

It is important to recognize that people have different roles.
Some focus on ensuring quality in continuous, forward-looking processes,
while others must concentrate on making decisions and performing within split seconds.

Jari-Matti Latvala, CCIM 2025 lecture
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Strategic Planning

Maximum attack!

We might state that the primary objective of motorsport is straightforward—to achieve success in races—yet the
competitive environment makes this objective inherently complex. Similarly, strategy is not uniform; it varies
depending on factors such as the racing series, the specific competitions, and the broader context in which teams
operate. Strategic planning is therefore a central element of motorsport management; from season-long
development programs to the execution of a single race weekend, effective planning enables teams to coordinate
resources, manage risks, and respond to uncertainty within a highly demanding competitive environment.

At this point, it may be good to review some of the key strategy principles in business administration. We can start
with the question What is strategy? Henry Mintzberg's famous list of the five Ps (1987) provides us with good
perspectives, and useful rules of thumb. The most common interpretation of strategy is that it means a plan, and the
idea here is that we are making meaningful, intentional, and planned efforts towards a chosen goal. Mintzberg says
that what happened can also be a strategy. The plan is important, but what happened, the pattern, is also crucial. It
is important to know what comes naturally to us and how we really operate. Strategy can also be a ploy, a deliberate
way to beat a competitor. For example, pit strategy, fake tactical signals to competitors, or the use of tire choices to
gain competitive advantage. Strategy can be a position that determines a team's position in the competitive field.
Questions here are: which competition series, which technology, what kind of expertise the staff have, what kind of
publicity, what kind of networks. In addition to this, strategy can be a perspective, the way things are seen in a team,
how things are reacted to and how things are done. Because people make everything happen in a team, values,
culture and ways of working are very important. It is about understanding and leading people.

It may be also useful for us to familiarize ourselves with the basic ideas of the teleological strategy process (Van de
Ven & Poole, 1995). We don't just react to what happened in the past, but strive towards our own goal in the future,
towards our vision. However, this vision is not a flimsy wish but is based on a careful analysis of our own
organization, our operating environment, and, importantly, the development of our operating environment by the
time of our vision. If we can anticipate and react to changes in the environment and the competitive landscape, we
can change our organization to take advantage of the opportunities offered by that environmental change. So, it's
about developing our organization based on forecasting and accurate analysis- and that we notice immediately if
development is not moving towards the future we expect and adjust plans accordingly.

Michael Porter is the most well-known proponent of this teleological mindset in his concept of competitive strategy
(1980). In analyzing the environment, he emphasizes noticing and analyzing success factors. Competing teams may
appear similar in their nature and methods of operation, but some of them do win.

Long-term planning requires extended research, cross-department coordination, and a strategic vision that reaches
well beyond the current season. Therefore, teams must learn to operate on multiple time horizons simultaneously.
This creates a model of parallel planning, in which the team manages the ongoing main project (current vehicle,
current championship goals) while simultaneously preparing the foundations for the next cycle. Aerodynamic
concepts, powertrain architectures, structural philosophies, and organizational improvements often need to be
defined months—or even years—before they reach the track. Long-term planning ensures these decisions are not
rushed or reactive but guided by data, trends, and clear performance targets. Ultimately, long-term planning is not
separate from daily operations—it coexists with them. By blending immediate execution with forward-looking
strategy, teams create continuity, resilience, and a development pathway that keeps them competitive year after
year

To highlight the specific features of motorsport, a dedicated Business Model Canvas was created for CCIM course.
Like other canvas tools, the goal here is to capture the most important things and the connections between them in
one picture. At the same time, it is good to remember the time limitation of canvas descriptions, that is, it doesn" e
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tell much about the processes behind but is a "photograph" of a certain moment. Therefore, one needs to
remember to develop it correspondingly as situations change.

Business Model Canvas for Motorsport

Recourse Partners

» Outside partners
involved in key activities
and key resources

Key Activities

= Racing

= Practicing

= Technology building and
maintenance

= Logistics

= Communication,
marketing, PR

= Events

= gtc.

Key Resources

= Technology

= Means of conveyance

* Premises

= The team

= Skills and competences
= efc.

Elements of interest

= Publicity

= Visibility

* Technology
development and testing

= Racing

= Success

= Stories

= Images

* People

= Brands

= Goodwill

= etc.

Publicity Partners

= Sponsors
= Advertisers
* Media

= glc.

Publicity Channels

= channels through which
Case XXX can be
viewed

* Races

* Media

= Social media
= Events

* PR events

= glc.

Audience

= Wide audience

= Sport fans

= Spectators

= Case XXX fans
= Businesspeople
= elc.

Costs

= Add business costs here

Revenue stream from publicity

= List revenue streams here

Figure 2. Business Model Canvas for Motorsport

Season Planning

Season planning uses structured timelines to map out objectives, deadlines, and iteration cycles across a full
championship. This section introduces tools to visualise tasks, align departments, and coordinate long-term

development so that teams stay on schedule and maintain performance throughout the season.

This section outlines key tools such as PERT charts, Gantt timelines, and critical path analysis, explaining how they

support scheduling and decision-making. Short case stories will illustrate how these methods are applied in real
scenarios, including logistics preparation, component development, and unexpected operational challenges.

Together, these concepts offer a practical framework for turning strategy into consistent execution both on and off

track.
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TECHNICAL DEVELOPMENT TIMELINE

Technical development includes, for example, R&D cycles, prototype iteration and testing roadmaps. In many
engineering disciplines, axioms are used and applied constantly, often unconsciously, but project management and

project control do not work this way. There are guides that offer techniques, advice, and even standards such as

PMBOK, but every project is different from the one before. There are several aspects to consider when creating an
initial plan. First, we need to understand our objectives and ambitions, as well as the resources available to us and,
of course, the date of our first race or competition. Once this is defined, we can begin drafting a Gantt chart. A Gantt
chart is a visual project-planning tool that displays tasks along a timeline. It shows when each task starts and ends,

how long it will take, and how different tasks overlap or depend on one another. This helps teams organise work,

track progress, and ensure deadlines are met.

ACTIVITY

MANAGEMENT

Season review & debrief

Objectives & budget

Mid-season review
COMMERCIAL

Sponsor acquisition & renewals

Livery & season launch

Sponsor activation & reporting
PEOPLE

Driver selection & contracts

Crew recruitment & onboarding

Licences & series entry
TECHNICAL

Concept & design

Manufacturing & build

Shakedown & pre-season testing

In-season development
OPERATIONS

Logistics & travel planning

Pit-stop & procedure training
COMPETITION

Race season (R1-R8)

A
B

@

Year 1 Year 2 Season opener Summer break
PERT Oct Nov  Dec Jan Feb Mar Apn:' May Jun Jul Aug Sep
- ;
] |
I ;
I i
| :
L
| i
I
* 6 6 & o ¢ o
Ongoing in season <> Milestone @ Race weekend Summer break

Il Critical path B Activity with slack
Week 0 = 1 October. Letters refer to the activities in the PERT network.

Figure 3. Example annual planning cycle of a motorsport team competing in a summer championship. Commercial, people, technical
and operational activities run in parallel from the end of one season to the start of the next; the critical path to the season opener (red)
runs through technical development. Letters refer to the PERT network in Figure 4.

Something crucial from the very first moment is making decisions and setting deadlines in a coherent, coordinated
way, considering all departments, the resources available at each stage, and how their needs evolve over time. Let’s

imagine the design of the sidepods for a single seater. The aerodynamics department responsible for them might
need two weeks, but the cooling department requires three weeks to size the radiators. Until this second task is

completed, the first can only begin in a very limited way (not entirely true, but the idea is clear). Therefore, the total
duration of the sidepod design process would be five weeks.

It is common to have a general Gantt chart for the entire project, and then for each department or work group to
have their own. Both should, of course, be visible to all team members. In this way, the general Gantt provides a

broad, overall view of the project and its status, while the departmental charts are more detailed, allowing a
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complete breakdown of tasks, subtasks, and milestones without overloading the main chart with information that
isn’t immediately relevant.

PROJECT EXECUTION TIMELINE

This timeline planning includes, for example, different deadlines, integration of new parts and resource allocation. A
PERT (Program Evaluation and Review Technique) is a project-management tool used to analyse tasks, estimate their
duration, and identify dependencies between them. It breaks a project into individual activities, connects them
through a network diagram, and calculates the minimum time needed to complete the entire process. By
highlighting the critical path— the chain of tasks that directly determines the total project duration—PERT charts
help managers anticipate bottlenecks, allocate resources effectively, and understand how delays in one area can
affect the whole project.

D 18 wk L 3wk

Sponsor acquisition > Livery & season
& renewals launch

B 4 wk

ES7 slack1 EF25
Objectives & budget J

ES 25 slack1 EF 28

4 wk
ES3 slack1 EF7 Logistics & travel

planning
ES7 slack18 EF 11 SEASON OPENER
G 8 wk week 29
c 8 wk c iment & late April
Season review & Driver selection & revovr:sg;ur:jingn
debrief contracts

ES7 slack10 EF 15

ESO slack0 EF3 ‘ES3 slack 14 EF 11

H 4 wk

Licences & series
entry

Shakedown &
pre-season testing

ES 25 slack 0 EF 29

ES 11 slack 14 EF 15

Manufacturing &
build

Concept & design

ES3 slack 0 EF 15

ES 15 slack 0 EF 25

= Critical path A—E-F-I: 29 weeks to the season opener. Sponsor chain A—-B-D-L has one week of slack.
ES | EF earliest start / finish in weeks from 1 October. Slack weeks an activity can slip without delaying the season opener.

Figure 4. PERT network of the pre-season activities in Figure 3. Each box shows the activity's duration and its earliest start (ES),
earliest finish (EF) and slack in weeks from 1 October. The critical path A-E-F-I sets the season opener at week 29. Sponsor
acquisition and the season launch have only one week of slack, so a late sponsor agreement would delay the start of the
season.

A very common approach is to combine Gantt and PERT charts (“you ultimately derive the PERT from the Gantt”). In
addition, detailed PERT diagrams are usually created for specific tasks or phases where there are many
dependencies between different areas, subtasks, or teams, allowing the workflow to be represented graphically. The
critical path allows us to identify the tasks that need closer supervision and review to prevent both immediate and
future delays. For this reason, it is also a valuable tool for allocating resources efficiently and intelligently.
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Budgeting and Resource Control

When managing projects, the tools we rely on are essential, both for guiding the project and for always being aware
of its status, as well as for making cost, time, and impact estimates. In motorsport, financial planning is most
effective when it is directly linked to the team’s performance objectives. This means budgeting and allocating
resources in a way that supports technical development, testing programs, race operations, and strategic priorities.
By connecting expenditures to measurable outcomes—such as lap-time improvements, reliability targets, or
championship points—teams ensure that every dollar spent contributes to competitive performance. This alignment
also allows managers to make informed trade-offs: for example, deciding whether to invest more in aerodynamics,
reliability upgrades, or additional testing. When financial planning and performance goals are integrated, the team
can optimize resource use, maintain cost control, and increase the likelihood of achieving both sporting and
organizational targets.

Having a “dimensionless” measure that allows the entire team to understand how much a real improvement affects
a specific part or component of the car not only helps with better budget and resource management but also
contributes to team motivation and clarifies design and testing objectives.

In motorsport, budgets are under constant pressure due to tight development schedules, high-cost components,
and unpredictable events such as technical failures or weather disruptions. Budget monitoring involves tracking
actual expenditures against planned costs for every department—engineering, logistics, operations, and
marketing—to ensure the project stays within financial limits. Tools like cost tracking software, spreadsheets, and
regular financial reviews allow teams to spot deviations early. By balancing the three mentioned constraints,
motorsport teams can make informed decisions, optimise spending, and maintain competitive performance without
exceeding budget limits. This iterative process of monitoring and adjustment is critical in high-pressure
environments where financial, technical, and sporting objectives are tightly intertwined.

The problem, most of the time, is that due to the nature of the discipline, we cannot dedicate the initial time
required to build a system for this methodology to work properly—especially when factors such as sponsors
providing services or parts directly, rather than cash, come into play.

Building the team

Thinking about a team and how to put it together is a multifaceted challenge, affected by numerous
different things. One well-known mantra in organizational research is: structures, processes, and
resources. This means that in an organization, not only its structure, e.g. expressed in an
organizational chart, is important, but also the things that are done, i.e. processes, with the notion of
the necessary and available resources.

The team structure is influenced by the competition type, the technology used, the goals and basic
idea of participation, and of course the budget available. We will not go through all possible options,
e.g. options for selecting team members, in more detail here. The following is a table of different set-
up options made by CCIM 2025 group 1.
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Table 1. Example of a table of responsibilities

Role Student-level teams Semi-professional teams Professional teams

Full responsibility for

Coordinates overall project Leads multi-department

) o strategy
Ensures deadlines coordination

L . Contracts
Team principal / manager Manages basic budget Oversees budget Logist
ogistics
Handles federation Aligns technical & strategic & .
. Partner relations

compliance plans

Operational performance

Manages engineerin Directs complete technical
Oversees subsystem leads q & & & P
Technical director / Chief Validates designs roadmap o programme' i
) ) o . Ensures reliability Interfaces with suppliers,
engineer Coordinates initial testing .
Oversees full development regulatory bodies and
processes )
cycles performance units
_ ) Runs all event operations,
Schedule§ workshops Coordln?tes travel, freight global logistics, resource
Operations / Logistics lead Manages |nventor_y and service park / paddock allocation, and compliance
Books transportation & setup across regions
accommodation Ensures safety compliance

o Designs full
. . Maintains brand o
Manages social media ) communication strategy
consistency

Communications / Marketing Produces content ) Handles press relations
o Manages media channels .
lead Supports sponsor visibility Activates global
Prepares sponsor -
and events ) partnerships and
reporting )
campaigns
Leads full performance
Supports driver / rider Conducts structured P
) rogramme
feedback coaching Es fholo ical, physical and
Driver / Rider performance lead Basic video analysis Telemetry-based yenological, prvel
. technical optimization
Encourages physical development ) ) )
; L . including high-level
preparation Communication training

debriefing structures

Team culture & Leadership

A strong team culture is the foundation of high-performance motorsport organisations. Across the sessions of the
CCIM course, both managers and riders repeatedly highlighted that unity, clarity and emotional stability under
pressure are the elements that prevent mistakes, accelerate learning and maintain trust during intense competition
cycles. This chapter synthesises these insights into four practical dimensions: cohesion, leadership behaviours,
debriefing structures and sustainable performance.

COHESION AND UNITY

Cohesion in motorsport teams is not merely a social attribute but a performance determinant. High-pressure
environments amplify communication frictions, amplify hierarchies and increase the risk of “role fragmentation,” a

phenomenon identified in motorsport psychology literature (Miles, Coffee & Lavalle, 2021). A unified team iy




minimises these frictions by maintaining shared goals, consistent information flow and stable relational structures.
This subsection explores the mechanisms that preserve unity—preventing subgroup formation, reinforcing
transversal communication, and using targeted team-building to stabilise collective identity under pressure.

AVOIDING SUBGROUPS AND INTERNAL HIERARCHIES

Maintaining team cohesion requires preventing the formation of internal subgroups, which fragment
communication and weaken collective focus. Ensuring that all members share the same spaces, information flow,
and sense of purpose helps preserve a single, aligned working culture. Latvala emphasises that even subtle divisions
can undermine unity:

“I don’t want to see two or three small camps... once you split the people like that, you lose the team feeling.”

Jari-Matti Latvala, CCIM 2025 lecture

ENCOURAGING TRANSVERSAL COMMUNICATION

Beyond preventing internal silos, cohesive teams depend on a communication style that cuts across roles and
seniority levels. Laverty stresses creating a space where every member feels safe to speak openly, noting that:

“Communication has been something I've learned... taking them to the office in the truck and let them get whatever
is on their chest off.”

Michael Laverty, CCIM 2025 lecture

This transversal openness strengthens trust pathways and prevents misalignments from escalating during high-
pressure weekends.

Team building initiatives serve as structured moments to reinforce trust, mutual understanding, and shared
purpose across roles. Focused activities such as briefing-day warm-ups, cross-role problem-solving sessions, or
informal team resets during long events help maintain psychological safety and a sense of collective responsibility.
The goal is not entertainment but creating a team environment resilient under pressure. “If the weakest link fails,
you don’t have success. So, there is no crew chief, no manager, no tire guy who is most important.” (Barbara J.
Stanford — The Seven Ps of Workplace Expertise. International Journal of Motorsport Management Volume 10

TEAM MEMBER ACQUISITION

Building unity starts with selecting individuals who fit the team’s values as much as its technical needs. Motorsport
managers consistently emphasise that recruitment is about strengthening the collective, not just adding talent. This
perspective reinforces the idea that new members must enhance overall cohesion, share responsibility, and align
with the team's collaborative mindset.
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Leadership

Hafsari (2025) has conducted a case study of Toto Wolff’s management in F1 and reflected Wolff’s leadership on the
following leadership frameworks and concepts: Transformational leadership by Bass in 1985, Situational leadership
by Hersey and Blanchard, and psychological safety by Edmonson in 1999. According to Hafsari, transformational
leadership is visible in the way Wolff reinforces long-term goals even after failures in the short-term, while
situational leadership has been visible, for example, during the time of rivalry between Hamilton and Rosberg.
Psychological safety, on the other hand, is visible in the culture Wolff has built in the team. (Hafsari, 2025)

Trust is the foundation of teamwork: it creates a sense of safety and belonging within a work community. Jari-Matti
Latvala in his CCIM 2025 lecture emphasizes the importance of trust in his work as a team principal, stating that the
“key people you can trust” are truly significant to him and to the entire team. Trust enables the team to develop in
the bigger picture. Trust does not only mean believing in someone’s skills, but also in their character and motives.
When people feel that leadership trusts them, they dare to take on more responsibility and become more
committed to their work. Leaders can build trust by gathering feedback from team members, leading by example,
creating a safe space for open communication, and recognizing team members for their success. It is also important
to address any conflicts within the team in a constructive manner (Botwin, 2024).

While the goal is to win, it is important for the development of the team to be able to learn from losses. This is
evident in the way James Barclay, the Jaguar TCS Racing Team Principal has spoken about viewing every loss as a
learning opportunity (Shah, 2025), and the way Toto Wolff, Mercedes-AMG Petronas Formula 1 team principal leads
his team —with a combination of empathy and perfectionism, analyzing problems without looking for blame in
people but rather in the problem itself (Mercedes AMG, n.d.). Similarly, Barclay highlighted that it is important to
foster a culture that is not about blame, but about how to improve (Shah, 2025).

While managing a motorsport team requires the ability to make decisions, it also requires the ability to listen. With
many experts, like strategists or technical directors, one must be able to listen to them to utilize their expertise in
decision making (Hafsari, 2025). Additionally, having all the skilled individuals at hand, it is important to see the big
picture and know what and when to delegate (Motorsport.com, 2025).

To have the right people in the team is understandably critical for success, and it is the team principal’s responsibility
to ensure that. Therefore, the team principal decides who to hire or fire, to develop the team in the right direction
(Formulal.com, 2023). While the team principals have the power to show people the door during tough times and
high-pressure situations, James Barclay has highlighted that creating stability in the team is key (Shah, 2025), which
brings us back to creating an environment that revolves around learning and getting better instead of blame.

While creating a winning culture, especially inside the team is essential for success, that is not all that is required for
success. The team principal must also manage external stakeholders to gain resources and represent the interests of
the team when participating in different meetings.

Individualised Guidance

Effective leadership in motorsport requires adapting guidance to each team member, recognizing that performance
grows when individuals feel understood and supported. Team managers should also understand the psychological
side of this business. It is important to observe if riders are having difficulties in certain situations/areas and try to
support and solve these issues. (Laverty, CCIM 2025 lecture).

A great example from Jari-Matti Latvala where he mentioned that being a WRC team manager requires three
aspects: needs to keep the team spirit on, manage drivers and ensure they have the best feeling when they are
driving and keep good and open communication together with media. People do not respond to pressure the same
way, so this approach ensures that everyone can operate at the highest level. N
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“You must guide each person differently, because what motivates one can overwhelm another.”

Jari-Matti Latvala, CCIM 2025 lecture

Jari-Matti also mentioned that as a team manager, you need to be reachable all the time even when you are off.
Many things happen while you are off and as a team manager you need to know about different changes (Lecture of
Jari-Matti Latvala, 2025). People do not respond to pressure the same way so this approach ensures that everyone
can operate at their highest level:

Emotional intelligence is essential in motorsport leadership, where rapid performance swings create constant
psychological pressure. Effective managers stabilise the group by modelling calm behaviour, recognising emotional
shifts, and preventing stress contagion. “Situational awareness and emotional steadiness enable expert teams to
function under severe time pressure and rapidly changing scenarios.” (Stanford,2024)

Internal tensions are inevitable in high-pressure motorsport environments, but effective managers prevent them
from escalating by acting early, listening individually, and restoring shared focus. Conflict management is not about
suppression, but about rapid clarification, empathy, and re-anchoring the team around its collective goals.

“You must keep everyone working towards the same direction ensuring that competitive emotions do not fragment
the group.”

Jari-Matti Latvala, CCIM 2025 lecture

High-pressure environments amplify the consequences of unclear communication, making precision essential to
avoid technical errors and strategic misalignment. Effective team leaders simplify messages, confirm understanding,
and maintain composure even when decisions must be taken within seconds.

Debriefings and Continuous Improvement

Debriefing is the primary mechanism through which motorsport teams convert track activity into organisational
learning. Beyond technical refinement, high-functioning teams use debriefs to evaluate behavioural patterns,
decision-making quality and communication effectiveness. Literature on expert performance emphasises that
continuous improvement emerges from iterative reflection and shared meaning-making rather than from purely
technical correction. This subsection analyses how structured technical debriefs, behavioural reviews and a learning-
oriented mindset create a self-correcting team culture.

Effective technical debriefs are the backbone of continuous improvement: riders translate sensations into actionable
feedback, engineers convert that feedback into data-driven adjustments, and management aligns decisions with
strategic objectives. High-performance motorsport teams rely on debriefs that are structured, concise, and
emotionally neutral, ensuring that information flows upward without distortion. “Physical and cognitive
collaboration converge under time pressure.” (Stanford, 2024)

Behavioural debriefs focus on how team members interact under pressure, not just what they technically delivered.
These sessions help identify communication breakdowns, stress responses, collaboration issues, or decision-making
patterns that influenced performance. By openly addressing behaviour in a non-judgmental setting, teams can
reinforce desired attitudes, correct counterproductive habits, and strengthen trust.
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Continuous-learning mindset is important. High-performing teams treat every session as a learning opportunity,
reinforcing habits of curiosity, reflection, and incremental refinement. This mindset normalises constructive critique
and reduces defensiveness, allowing members to adapt quickly across changing conditions. “Expert teams maintain
performance by continuously updating what they know and how they work.” (Barbara J. Stanford — The Seven Ps of
Workplace Expertise. International Journal of Motorsport Management Volume 10)

Wellbeing and Sustainable Performance

Sustainable performance in motorsport depends on managing the human load as carefully as the mechanical one.
Fatigue, emotional carryover and stress accumulation degrade judgement and technical execution, particularly
during competition peaks. Leadership therefore must actively shape recovery windows, communication expectations
and workload distribution to protect long-term functioning. This subsection outlines how controlled disconnection,
strategic workload management and psychological pacing enable teams to maintain clarity and operational quality
across an entire season.

Controlled disconnection is a very useful concept. Sustained performance requires moments of deliberate mental
recovery, even in environments where complete disconnection is impossible. Team managers must protect short
recovery windows while keeping communication lines open for essential updates

“You must still find small moments to reset, otherwise you can’t lead the team properly.”

Jari-Matti Latvala, CCIM 2025 lecture

Managing workload peaks is one the most important tasks of a team principal. Motorsport teams experience
inevitable workload spikes during testing cycles, pre-event preparation, and race-week execution. Effective managers
stabilise performance by distributing responsibilities early, protecting recovery windows, and preventing silent
overwork.

“You must protect your people from going over the limit—otherwise small mistakes start to grow into big ones.”

Jari-Matti Latvala, CCIM 2025 lecture

This principle reinforces that sustainable performance is achieved not by pushing harder, but by managing capacity
intelligently.
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Case: MOTOSPIRIT- resilience, unity and leadership under extreme

pressure

A powerful real-world example of team cohesion and leadership under extreme adversity is the experience of
MotoSpirit team, which takes part in MotoStudent Competition. After losing their entire workshop and prototype in
a major fire just weeks before the competition, the team was forced to restart from scratch — technically,
organizationally, and emotionally. What stands out is not the incident itself, but the psychological management that
followed: transparent communication, collective emotional support, and a leadership approach centred on
protecting motivation rather than denying stress.

“We lost everything, but we never lost the team. Nobody stepped back — that’s what kept the project alive.”

Lluisa Garcia — MotoSpirit Team Leader

Their response became a practical demonstration of transversal communication, behavioural unity and collective
problem-solving under stress. In only 27 days, the team rebuilt a complete racing motorcycle from scratch,
ultimately achieving successful participation and highly praised performance at the event. An outcome that
exemplifies how strong team culture, guided motivation and resilient leadership can turn a crisis into exceptional
performance

MARKETING AND BRAND MANAGEMENT

Motorsport and Publicity

Motorsport is interesting, and one could say that this interest creates the business core of motorsport. People find
speed, cutting-edge technology, the excitement and drama of racing, and the heroism of drivers and riders
interesting. People's own experience with vehicles creates a feeling of closeness and the opportunity to identify with
certain brands and drivers. For vehicle manufacturers and other related actors, motorsport is an important
marketing channel, but also a testing ground for new technology. Technical solutions developed in motorsport often
become available to consumers- of which the seat belt is one of the best-known examples.

Based on the remarks above, we can conclude that from a business perspective, publicity is an important product of
motorsports. Publicity can be turned into financial resources.

Another important thing to remember is that a motorsport is an ecosystem. Drivers/riders and racing teams need
racing partners, technology, race organizers, technology, media representatives, spectators and fans, a functioning
infrastructure, and the rules and refereeing of the competition. In addition to competing, you also need to know
how to network and collaborate.

“Human interaction! Partnerships and brand activation do not happen behind the screen; you need to be at events,
at races, meeting people, and building relationships. Phone calls, face-to-face discussions, and real engagements
drive effective partnerships.”

Martin Z’Graggen (Marketing coordinator, FIM), CCIM 2025 lecture
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Brand Identity: Why It Matters

In addition to visibility, you need distinctiveness- things that set you apart from others. Effective communication is
needed alongside racing success. Brand identity is the set of visual, verbal, and behavioural elements that define
how a motorsport organisation presents itself to sponsors, fans, and media. In a discipline where visibility is constant
and global, identity becomes a strategic asset: it shapes perception, builds trust, and directly influences commercial
value. MotoGP’s recent rebranding by Pentagram illustrates this challenge well. As Creative Boom summarises: “The
design had to stand out against the visually crowded motorsport sector while being adaptable for digital and physical
contexts.” (Bamford 2025). This reflects the reality of the industry: a brand must be instantly recognizable in an
environment overloaded with liveries, sponsors, and high-speed visuals, while remaining functional across all
touchpoints.

Identity consistency is essential in motorsport, where a team'’s image is exposed across dozens of platforms: cars,
suits, pit boxes, timekeeping graphics, and social media. Any deviation, mismatched logos, improvised color palettes,
inconsistent typography, weakens recognition and reduces credibility. Consistency reassures sponsors, supports fan
loyalty, and signals organizational maturity.

Values, tone, visual logic, sportsmanship are to be remembered. A solid brand identity integrates its foundational
values, the tone in which it communicates, a coherent visual logic, and a clear expression of sportsmanship. Values
such as performance, integrity, and innovation shape how a team behaves and how it communicates under
pressure. The tone should reflect these same principles, confident but responsible, ambitious yet disciplined. Visual
logic provides structural coherence across liveries, digital content, and printed assets, ensuring adaptability without
losing recognizability. Finally, sportsmanship remains a core pillar in motorsport identity: respect for competition, for
safety, and for the community reinforces credibility and long-term goodwill.

Values are not just a list of nice adjectives, but rather things that are considered important. This influences what is
done in a team and how it is done.

Protecting the brand during crises is a matter where leadership is tested. Crises, safety incidents, reputational risks,
organizational conflict, test the resilience of a brand. Protection begins with values: a team that has consistently
communicated responsibility and transparency can respond credibly when under scrutiny. Crisis communication
should follow the established tone and visual identity to avoid appearing improvised or defensive. Over time, a
strong brand identity becomes a buffer: if stakeholders trust the organization before the crisis, they are more likely
to trust its responses during it, reducing long-term damage.

Sponsorship Fundamentals

“Successful relationship marketing requires relationship commitment and trust”
(Morgan & Shelby, 1994)

In motorsport, a sponsor is a corporate or institutional partner that provides financial resources, products, services,
or technical capabilities to a team in exchange for measurable value: visibility, association with performance, access
to audiences, or business to business opportunities. Unlike simple advertising, sponsorship is a strategic exchange
built on mutual benefit and long-term compatibility. As master’s-level sport management literature notes:

“Sponsorship is a business partnership in which both parties pursue marketing value through a shared platform”
(Cornwell, 2020).
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In motorsports, this platform is uniquely attractive: high visibility, technology-oriented audiences, and a competitive
environment strongly associated with excellence, engineering, risk management, and innovation. For many
companies, motorsport sponsorship is not only branding but also R&D exposure, hospitality assets, and business
networking.

SPONSORSHIP ACQUISITION

Acquisition begins with understanding what the team can realistically offer. Motorsport teams — especially student
or semi-professional structures — must articulate a value proposition anchored in credibility: technical expertise,
social media reach, engineering ecosystem, and the professional behaviors of the organization.

Acquisition is not about “asking for money,” but about identifying companies whose strategic goals align with the
motorsport platform. Effective acquisition usually follows three principles:

e Alignment (shared values, compatible audiences, relevant industry domain).
e Specificity (clear deliverables: branding areas, hospitality, technical collaboration).
e Professionalism (structured proposals, measurable performance indicators, and consistent follow-up).

Teams should map their environment locally and internationally, identify sectors that benefit from engineering
exposure (automotive, manufacturing, energy, software, tooling), and build tailored sponsorship decks. Cold
outreach works only when supported by high-quality materials and a coherent brand identity.

RELATIONSHIP MANAGEMENT

Once a sponsor joins, maintaining the partnership becomes as important as securing it. Strong relationships rely on
predictable communication and transparent delivery of all promised benefits. Regular reporting, clear
documentation, and timely updates reinforce the team’s reliability. Inviting partners to workshops, sharing
engineering milestones, or creating content they can use internally and externally helps demonstrate ongoing value.
In practice, sponsors tend to renew with teams that behave professionally and communicate consistently, even
when on-track results fluctuate.

ACTIVATION & VALUE CREATION

Sponsorship creates impact only when it is actively used. Activation extends the partnership beyond logo placement
by turning it into an experience, a story, or a technical collaboration. Teams can enable activation by producing high-
quality media assets, offering behind-the-scenes access, integrating sponsor products into the engineering process,
or enabling direct interaction with students and engineers. These initiatives help the sponsor extract value and often
generate more visibility than the team’s competition results alone. As Meenaghan (2013) highlights, “activation, not
exposure, is the key predictor of sponsorship return on investment.” No wonder that sponsorship is often regarded
as relational exchange.
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Communication strategy

Effective communication is at the core of any motorsport organization. Teams operate in a high-visibility
environment where both fans and commercial partners expect timely, relevant, and professional messaging. A clear
communication strategy ensures that internal stakeholders are aligned, external audiences are engaged, and the
organization maintains a consistent voice across all platforms.

Internal communication ensures that riders, engineers, management, and support staff share the same goals,
understand key priorities, and act in accordance with the team’s identity. This includes briefing sessions, newsletters,
and digital platforms for updates on schedules, technical developments, or sponsor obligations. Transparency and
clarity reduce errors, increase efficiency during events, and foster a sense of shared responsibility and culture. When
internal stakeholders are fully informed, the team functions more cohesively, which directly impacts performance
and reputation.

External communication addresses fans, media, and sponsors. Its purpose is to present a coherent narrative about
the team’s performance, values, and technical expertise. Press releases, interviews, and official statements must be
professional, consistent with the brand tone, and tailored to the audience. Motorsport organizations like FIM or
MotoGP demonstrate how storytelling, combining results, rider profiles, and technical innovation, can build
engagement while supporting commercial objectives. Consistency in messaging ensures that each external
interaction reinforces the team’s reputation and sponsor visibility.

Social media and digital platforms have become the primary channel for fan interaction and sponsor activation.
Teams should deliver content that balances professionalism with approachability: behind-the-scenes footage,
interviews, technical insights, and fan engagement initiatives. Platforms like Instagram, YouTube, TikTok, and team
OTT channels provide opportunities to reach global audiences instantly. The key is maintaining quality and
coherence, ensuring that all content aligns with the team’s visual identity and brand tone. Digital presence is no
longer optional; it is a measurable asset that contributes directly to sponsor return on investment and fan loyalty.

Talent Acquisition is communication. and it is also vital for attracting new talent. Clear and professional messaging
signals that the team is serious, well organized, and growth oriented. Showcasing technical achievements,
operational sophistication, and a positive work culture on digital channels or through press coverage can attract
skilled engineers, mechanics, and young riders. In motorsport, where technical competence is critical, a strong
communication strategy can differentiate teams in highly competitive recruitment markets.

Next-Generation Marketing Strategy is an emerging challenge. Motorsports marketing has evolved into a complex
ecosystem in which brand strategy, technology, and fan engagement intersect at high speed. It begins with
foundational strategy and brand building, which establishes the core identity, values, and positioning of a team,
driver, or series. This foundation supports comprehensive brand identity management, ensuring that visual
elements, messaging, and fan-facing experiences remain consistent across every touchpoint.

To amplify reach, motorsports brands leverage media partnerships, gaining access to broader distribution, credibility,
and storytelling platforms. The digital ecosystem further expands possibilities: digital and data-driven engagement
helps marketers understand fan behaviors, while data-driven social media marketing optimizes content performance
in real time. With continuous analytics and optimization, campaigns become adaptive systems that adjust as quickly
as the sport itself. Even paid advertising (traditional and digital)

remains vital, especially when integrated with these analytical insights. Increasingly, Al tools enhance fan experience
and marketing, predictive engagement, immersive content, and automated personalization

Relationship-based strategies also play a central role. Relationship and influence marketing fosters loyalty by
nurturing long-term fan connections, while influencer, creator, and ambassador partnerships extend brand reach
into new communities. Meanwhile, PR and media relations shape public perception and build credibility, and
product testimonials and sponsorship signaling demonstrate performance validation through trusted affiliations.
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Finally, motorsport thrives on excitement and participation, which makes experiential and direct engagement
indispensable. In a hybrid world, “phygital” marketing combines digital tools with on-site activations to create
immersive, interactive experiences (e.g. Sim racing and Esports). Contests and giveaways add another layer of
excitement, rewarding engagement and deepening community involvement. Together, these interconnected
strategies form the modern motorsport marketing engine, combining emotion, data and innovation to build strong
brands and unforgettable fan experiences.

“For student teams, | recommend focusing on authentic storytelling and meaningful digital activations rather than
just traditional sponsorship visibility.”

Martin Z’Graggen, CCIM 2025 lecture

LONG-TERM VALUE MANAGEMENT

In motorsport, maintaining relevance over time is as critical as winning races. Teams must manage both sporting and
commercial assets to ensure long-term sustainability. The value of a team is not just in its results but also in its brand
perception, sponsor relationships, fan engagement, and operational professionalism.

Teams maintain relevance through consistent performance, clear brand identity, and engagement with stakeholders.
Sporting success provides visibility, but operational excellence, innovation, and storytelling reinforce credibility. As
seen in FIM’s approach, investing in media content, live broadcasts, and social media campaigns allows even second-
tier championships to remain visible and valuable to sponsors. The creation of FIMMoto.tv illustrates how controlling
content distribution provides a direct channel to audiences and sponsors. Engagement with fans and communities is
equally important. Events like the Six Days of Enduro or the FIM Awards show that interactive experiences, meet-
and-greets, live content, contests, and behind-the-scenes access, strengthen emotional connections and enhance
sponsor RO, increasing the likelihood of long-term support. Finally, professional management of partnerships and
internal operations safeguards relevance. Clear governance, timely delivery of sponsor benefits, and structured
internal communication reinforce reliability. In motorsport, where reputations travel faster than results, a
professional, visible, and engaged team sustains value, attracting both talent and sponsorship over time.

Risk Management

Risk management is a fundamental pillar of motorsport operations, where tight deadlines, complex engineering, and
unpredictable environments create constant exposure to uncertainty. The goal is not to eliminate risk—an
impossible task—but to identify, assess, and control it before it affects performance or safety. Several practical tools
support this process.

e A SWOT analysis (Strengths, Weaknesses, Opportunities, Threats) helps teams understand their internal
capabilities and external pressures, shaping realistic strategies for both development and competition.

 Checklists provide a structured way to avoid oversight in repetitive or high-stakes tasks, ensuring that critical
steps—from pre-event inspections to software updates— are never skipped.

e Probability and Impact Matrix allow teams to classify risks according to how likely they are to occur and how
severe their consequences would be, helping prioritise mitigation efforts.
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However, the most effective form of risk management is often simpler: robust planning and rigorous control. Clear
timelines, well-defined processes, and disciplined monitoring prevent many issues before they arise. When
supported by tools like Gantt charts, PERT diagrams, and regular review points, planning becomes a proactive
defence against uncertainty. In essence, motorsport risk management combines analytical tools with operational
discipline. By anticipating problems and structuring the workflow to minimise their impact, teams protect
performance, safety, and reliability throughout the season.

Anticipating failure points

“The probability of Plan A succeeding is directly proportional to the robustness of Plan B.”
Jacobo Porteiro — UVigo Motorsport faculty advisor

This principle highlights that contingency planning is not a secondary task but a fundamental enabler of primary
success. When backup strategies are well-designed, tested, and resourced, the main plan can be executed with
greater confidence, flexibility, and resilience — especially in a high-pressure, variable environment like motorsport.
Anticipation starts by recognising that every phase of the project—from concept design to race-day operations—is
vulnerable to technical, organisational, and environmental uncertainties.

Planning is the first layer of prevention, but it is also important to have and use historical failure mapping. This tool is
based on analysing past seasons, test sessions, or competitor failures to identify recurring patterns. Motorsport is
highly dynamic, but many causes of failure— communication gaps, cooling problems, overambitious timelines—tend
to repeat.

Anticipating failure is not about slowing progress — it is about enabling reliable, repeatable performance. By
combining structured tools with disciplined planning and open communication, motorsport teams can identify weak
points early, mitigate risks effectively, and build systems that withstand the high-pressure environment of racing.

Technical Coordination

Technical coordination is a cornerstone of successful motorsport operations, bridging the gap between engineering
innovation and effective team management. It ensures that ideas and developments conceived in the engineering
department are communicated clearly, understood by all stakeholders, and implemented efficiently across the team.
By integrating clear communication with rigorous testing, technical coordination enables teams to optimise
performance, manage risks, and maintain competitive advantage throughout the season.

ENGINEERING-MANAGEMENT COMMUNICATION

Drivers are a crucial source of qualitative information, but their feedback is not always fully accurate on its own. A
driver may sense a problem—instability under braking, lack of traction, a vague front end—but the cause they
attribute to it is not necessarily the real one. In high-performance motorsport, perception is invaluable, but
interpretation requires engineering support. This is where telemetry becomes essential. Data provides the objective
layer that confirms, contextualises, or redirects the driver’s impressions. The combination of felt behaviour and
measured behaviour forms the foundation for effective problem-solving. However, turning feedback into action is
not simply about proving the driver right or wrong; it is about maintaining trust and ensuring clarity. Engineers must
be able to explain why something is happening, connecting the driver’s experience with physical evidence. When
the team transparently communicates the reasoning behind setup decisions or development choices, the driver

becomes a true partner in the decision-making process




Effective decision flows are essential to keep complex projects aligned, efficient, and performance-driven. The
nature of the decision-making process changes significantly depending on whether the team is designing from
scratch or iterating and improving an existing concept. A clean-sheet design requires broader exploratory thinking,
higher uncertainty, and more interdepartmental debate. In contrast, iterative development relies heavily on
established performance references, past data, and well-defined constraints Teams must recognise which mode they
are operating in, as the structure and speed of decision flows will differ accordingly.

Regardless of the development stage, decisions must consistently follow the performance guidelines, ensuring that
every choice—big or small—supports the overarching performance targets. These guidelines act as a common
language across aerodynamics, vehicle dynamics, powertrain, electronics, manufacturing, and other areas, making
sure that a term like “stiffness,” “drag,” or “margin” means the same thing to everyone involved. Using shared
terminology avoids misinterpretations and reduces inefficiencies that often arise when technical vocabulary drifts
between departments.

For decision flows to work, supervision is not optional — it is imperative. Someone must oversee that the process is
being followed, that communication moves smoothly between teams, and that decisions do not contradict one
another. This supervision ensures that no department works in isolation or makes choices that inadvertently
compromise another area.

Finally, decision flows must remain compatible with the project’s planning structure, particularly the Gantt and PERT
charts established at the beginning of the season or project phase. A decision that arrives too late—or jumps ahead
of its planned stage—can disrupt dependencies, push the critical path, and create significant delays downstream.
Conversely, adhering to the planning tools ensures that decisions are taken at the correct moment, with the right
information, and with full awareness of their impact on the broader timeline.

In summary, robust decision flows connect design logic, performance strategy, communication clarity, supervision,
and project planning into one coherent framework. When managed correctly, they accelerate development, reduce
risk, and ensure that every department moves forward with aligned priorities and a shared understanding of the
path to performance.

UNIVERSITY MOTORSPORT TEAMS

University motorsport teams are generally student-led engineering and project organisations that design, build and
compete with vehicles they have built themselves. The work resembles the operations of a small technology
company and includes, for example, technical design (chassis, aerodynamics, powertrain, electronics),
manufacturing and testing, project management and budgeting, securing sponsorship, marketing and
communications and participation in competitions.

Adapting professional motorsport principles to a university team requires recognizing the

similarities in organization and leadership, but also the limitations inherent to an educational environment. Despite
working with limited resources and varying levels of experience, student teams must apply methodologies inspired
by professional organizations to ensure efficient operation.

Parallels with professional teams:

Many of the elements discussed in this handbook—clear structure, defined roles, and
coordinated decision-making. University teams reproduce, on a smaller

scale, the same hierarchy:

e Team Leader / Project Manager acting as the equivalent of a Team Principal.

@ Specialized departments led by a Coordinator or Department Leader: powertrain,
mechanics, electronics, marketing, and management.

e Subteams that divide each department into more specific areas, e.g.,

Mechanical - Aerodynamics & Cooling, Drivetrain, Chassis.
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e Real delegation of responsibilities, allowing each subteam to operate as a “mini-department.”
e Continuous improvement processes (Kaizen): periodic reviews, debriefings, and

technical validations.

e Safety as a central pillar, especially in high-voltage battery packs and electric traction
systems.

e Open communication.

e Emotional management and internal cohesion, fundamental for maintaining

Performance.

The most widespread form of student motorsports is Formula Student (known as Formula SAE in the US), in which
students build a single-seater racing car whilst also presenting their technical design, cost calculations and business
plan. Formula Student has grown into a global competition involving hundreds of universities from different
countries. The competitions assess both the car’s performance and the team’s engineering and business skills. The
competitions currently feature categories for combustion engine cars, electric cars and autonomous (driverless)
vehicles.

MotoStudent is an international competition in which university teams design, develop, manufacture, test, and race
a prototype motorcycle over approximately three academic semesters. The competition culminates at the
MotorLand Aragdn FIM circuit in Spain. It is promoted by the Moto Engineering Foundation (MEF) and TechnoPark
MotorlLand. It has a strong emphasis on building a complete racing motorcycle prototype and competing with it on
track. It has become one of the world's leading university-level motorcycle engineering competitions.

Although these competitions take place in an academic environment, the operations resemble professional
motorsport in many ways: structures, regulatory compliance, tight deadlines, operational pressure, and safety
requirements. On the other hand, Formula Student and MotoStudent, differ from professional motorsport in several
fundamental aspects. Their purpose is primarily educational, which means that teams are composed of students in a
learning process rather than full-time professionals.

The regulations, although very strict in terms of safety, offer greater freedom in design and manufacturing—similar
to what historically existed in motorsport before modern standardization—establishing only limits on dimensions,
power, and certain technical parameters. In addition, the project operates with an extremely short development
cycle, fully or almost fully redesigning the new vehicle each year. This forces teams to combine advanced
engineering, efficient time management, and highly demanding regulatory compliance while integrating students in
training into all processes.

University motorsport teams combine theory and hands-on experience exceptionally effectively. Students learn
about multidisciplinary collaboration, managing large-scale projects, product development from start to finish, and
the international competitive environment. Many employers place a very high value on Formula Student and
MotoStudent experience when recruiting for technical roles. For students, taking part can be a direct route to
careers in the automotive, energy and technology industries.

A student team operates under several structural constraints that shape its management and organizational
practices. First, the budget is inherently variable, which requires the team to develop and maintain strong
sponsorship strategies. Second, the annual turnover of members leads to a continuous loss of knowledge, making
knowledge retention a persistent challenge. Third, time limitations arise from the fact that students must balance

their involvement in the team with coursework and internships.

Given these constraints, it becomes essential for teams to adopt effective organizational practices. These include
developing rigorous yet accessible documentation to preserve knowledge, establishing realistic timelines that reflect

members’ limited availability, and defining clear divisions of tasks to ensure efficiency and accountability. Ultimately,
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the importance of effective leadership and a positive team culture cannot be overstated, as they enable the team to

navigate these challenges effectively and sustain performance over time.

How to Manage a Student Motorsport Team

University Student Motorsport Team must face three structural constraints:
1. Variable budget: requires strong sponsorship strategies.

2. Annual member turnover: leads to constant loss of knowledge.

3. Time limitations: students must balance coursework and internships.

These constraints require efficient overall organisation: drawing up a schedule, procuring the necessary tools and
ensuring that everyone knows how to carry out their own tasks.

Also, regulations shape team operations and compliance and actively dictate team workflows. Successful teams align
their internal culture with external governance. Fighting regulations usually leads to penalties or disqualification.
Instead, high-performing teams designate specific personnel to interpret regulations and maintain relationships with
officials. Teams that adapt quickly to regulatory changes—such as the shift to sustainable fuels or hybrid systems in
WRC—gain a competitive edge over those that resist the transition. For a student team, “adapting to the ecosystem”
starts with respecting organisers and rulemakers as partners. Clear communication, punctual paperwork and
genuine engagement with safety/environmental expectations build a reputation that will follow you into your future
career.

Technical Constraints: Teams must design to the rulebook. For example, in Moto3, strict controls on ECUs and
engines mean teams cannot engineer their way out of a problem with raw power; they must focus on setup and
rider coaching.

Operational Compliance: Teams must integrate regulatory checkpoints into their schedule. This includes
scrutineering windows, administrative checks, and mandatory briefings.

Fairness Monitoring: In electric series, governance involves data logging to prevent power overshoots. Teams must
operate transparently, knowing that governing bodies analyze energy deployment post-race to ensure balance of
performance.

THE IMPORTANCE OF TEAM CULTURE

In a university team, students have very diverse levels of experience. Their motivation fluctuates throughout the
academic year, and since there is no financial compensation, so motivation is intrinsic. The diversity of profiles
(engineers, designers, marketing specialists) requires sensitivity and an integrative vision from the team leader.
Leadership based on clear communication, approachability, and conflict resolution is essential to prevent team
fragmentation and to ensure continuous progress of the project.

Consistent communication ensures that no critical information is lost. Using organized channels with clear topics
keeps discussions structured. Important decisions or updates should be summarized in writing to prevent
misunderstandings. Strong communication culture prevents delays and maintains unity within a fast-paced
environment.

Meetings should be planned with a clear purpose, agenda, and time limit. A short summary afterward ensures
everyone understands the decisions made and the next steps. Daily standups can be used during intense build
periods, while weekly meetings provide structure during the design and preparation phases.

Technical documentation should be updated continuously as designs evolve, tests are completed, and changes are
made to the car. CAD models, drawings, wiring diagrams, simulations, manufacturing files, and setup sheets mustEad




stored in a structured, accessible format. Consistent naming conventions and version control ensure that everyone
works with the correct and most up-to-date information.

Knowledge transfer ensures that critical expertise is shared openly rather than held by individual members. Regular
documentation, mentoring, and cross-department collaboration help spread information throughout the team.
Sharing rationale behind design choices and failures is essential to maintain technical continuity.

Celebrating achievements, encouraging supportive communication, and recognizing individual contributions helps to
create a positive atmosphere. Managing workloads, promoting healthy teamwork, and addressing conflicts early
prevents burnout and ensures the team stays motivated throughout the season.

RECRUITMENT IN STUDENT TEAMS

University teams usually have Team Leader / Project Manager acting as the equivalent of a Team Principal and
specialized departments e.g. powertrain, mechanical, and marketing. They could also include subteams that divide
each department into more specific areas, e.g., Mechanical - Aerodynamics & Cooling, Drivetrain, Chassis.

As working in a team and studying to achieve good grades can be extremely demanding, it is not unusual for up to
half of new members to drop out. Since mentoring them and the recruitment process itself take up the team'’s
resources, it is important that new members remain in the team.

It is advisable to interview applicants to the team in order to gauge their level of motivation and commitment.
Furthermore, it is a good idea to organise training sessions for new members and to give them interesting and
meaningful tasks that are, however, in line with their abilities.

Onboarding should introduce new members to the team’s structure, expectations, tools, and culture. Clear
introductory materials, tutorials, and guided tasks help new members start contributing early. A well-planned
onboarding process reduces confusion, improves retention, and sets up a strong foundation for long-term
involvement.

Role continuity is achieved by preparing successors before experienced members graduate or move on. Each role
should include handover documents, tutorials, and shadowing periods. This minimizes disruptions during the
transition to a new season and ensures that established practices and knowledge remain intact.

Testing and Validation

Claude Rouelle, president of OptimumG (a leading company in vehicle dynamics software), states that the time
devoted to testing and car setup should be at least equal to the time spent designing the car itself. This clearly
highlights something we must take as a fundamental truth: all available testing time is limited and extremely
valuable. Below, we will outline ways to make the most of it, as well as a basic and generic procedure to follow.

Testing importance and procedure
“The best designed and constructed chassis, suspensions and tyres won’t do you a bit of good unless they are
precisely and correctly aligned.” (Carrol Smith — Motorsport engineer)

To focus on a proper testing structure and workflow, we must first distinguish the stage of vehicle testing we are in.
The first test—where the engine is started for the very first time and the car completes its initial laps—is entirely
different from the final test just before a competition. A very good breakdown and explanation of these stages can
be found in Derek Seward’s Race Car Design (Chapter 11: Testing and Set-Up), which is highly recommended reading.

Setting aside the technical aspects and focusing on management, several factors must be considered, such as:
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e Having an optimal location available (ideally a circuit).

e Having a sufficient number of team members, not only for carrying out the test itself but also for loading,
unloading, and other support tasks.

e Choosing dates that fit the calendar and even external factors such as weather conditions.

e Ensuring food, water, accommodation, and any other necessities for drivers, engineers, mechanics, and the rest of
the team.

Using data is the foundation of modern motorsport refinement. Whether the goal is to validate a design or to extract
additional performance, structured data analysis allows teams to move beyond intuition and base decisions on
measurable evidence. Every run—on track or in simulation—produces information that, when properly analysed,
helps close the gap between expected behaviour and actual performance. Teams rely on specialised software tools
such as OptimumLap, OptimumDynamics, MoTeC, ATLAS, or custom Python/MATLAB scripts to process telemetry,
sensor data, thermal behaviour, suspension travel, or aerodynamic loads. These tools enable engineers to detect
patterns, identify inefficiencies, and confirm whether a modification has achieved its intended effect.

Data-driven refinement typically follows two main purposes:

1. Validation - ensuring that components, setups, and systems behave according to design assumptions. This
includes confirming structural margins, aerodynamic targets, temperature envelopes, or predicted lap-time gains.

2. Performance Optimisation- extracting additional speed by analysing driving techniques, tyre usage, aero balance,
power delivery, or damping behaviour. Small data-backed adjustments can yield significant improvements when
accumulated over a full testing programme.

Ultimately, using data for refinement transforms raw information into actionable insight. By combining
measurement, interpretation, and iteration, teams can systematically reduce uncertainty, verify engineering
decisions, and push the car closer to its performance limits.

Scrutineering and Reliability Mindset

Scrutineering is an inspection carried out by technical officials to ensure that the vehicle is safe, complies with the
competition’s regulations, and meets all related or derived requirements. The importance of having a vehicle that
complies with the regulations is absolute, and therefore the design process must begin from the very first moment
with the rulebook in hand. It is essential to understand that a car or motorcycle in a regulated category is built
around the regulations—not the other way around. You could have a vehicle half a second per lap faster than the
rest, but if it doesn’t meet the rules, it instantly becomes the slowest. These are some key practices for managing
this aspect more effectively:

Design for margin, not for the limit: avoid designing exactly at regulatory limits (e.g., minimum weight, maximum
dimensions). Tolerances, wear, manufacturing deviations, or measurement tools can render a borderline design
illegal.

Documentation and traceability: keep structured documentation (drawings, materials certificates, analysis reports)
ready for scrutineers. Well-documented designs ease approval and avoid disputes.

Early communication with officials (if allowed): when a regulation is ambiguous, teams may request clarification
from scrutineers or governing bodies to avoid assumptions that can invalidate a design later.
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Technical compliance is one of the foundational pillars of motorsport engineering. No matter how innovative,
fast, or resource-efficient a vehicle may be, it becomes useless the moment it fails to meet the regulations. For that
reason, compliance cannot be treated as a final check but must instead become a continuous design philosophy,
present from the earliest sketches to the last assembly inspections. A key component of this philosophy is the
concept of the rules box, the conceptual bounding box defined by the regulations. Most competitions specify
dimensional volumes, mass limits, safety envelopes, or aerodynamic restrictions that fundamentally shape the
feasible design space. Working within this “regulatory space” ensures that development begins from a realistic
foundation. Far from being a constraint that limits creativity, the rules box becomes a framework that directs
innovation toward solutions that are both legal and effective. The alternative—designing outside or at the edge of
ambiguity—inevitably leads to costly redesigns or disqualification.

Understanding the rules themselves is a complex task. Regulations are rarely as straightforward as they seem at first
reading; they contain nuances, interdependencies, and intentions that must be correctly interpreted. Effective teams
therefore treat the rules as a technical document to be studied, discussed, and debated. They review historical
precedents, examine grey areas, compare interpretations among departments, and—when possible— seek
clarifications from officials. This collaborative interpretation is essential, because it is common for different areas of
the vehicle to comply individually yet violate the rules when considered together. A disciplined process of studying
and interpreting the rules helps maintain coherence across the entire design.

A useful analogy for this continuous validation comes from software engineering: the CI/CD (Continuous Integration
/ Continuous Deployment) model. In software, every new code commit is automatically tested to ensure
compatibility before being merged, and each deployment triggers further checks. Motorsport teams can adopt a
similar mindset. Every design update, CAD revision, or subsystem proposal should automatically pass through a
compliance check before moving forward. In this sense, technical compliance becomes a recurring “build test”
inside the development pipeline rather than a bottleneck saved for the end of the project. This approach drastically
reduces last-minute surprises and improves the reliability of the design process.

To further minimize risk, many teams perform scrutineering simulations throughout the season. These virtual or
physical rehearsals replicate the checks that officials will conduct at the event. From CAD-based templates and
digital rule-measuring tools to validation of safety-related simulations, extraction procedures, sensor placement,
electrical isolation, or even mock-ups of official measuring rigs, these internal tests ensure that the real scrutineering
session becomes a confirmation rather than a discovery. When integrated into the workflow, they function like
automated quality gates that provide continuous assurance for the team that the vehicle remains inside the
boundaries set by the rulebook.

Ultimately, technical compliance is not merely a requirement but a philosophy that safeguards the team’s work.
Designing within the rules box, interpreting the regulations collectively, validating every iteration as if it were a
software commit, and simulating scrutineering long before arriving at the event all contribute to reducing
uncertainty and eliminating avoidable risks. A compliant vehicle is not only legal; it is an expression of disciplined
engineering, efficient organisation, and respect for the competitive framework in which motorsport operates.

“We win together and we lose together — that’s the way we operate.”
Christian Horner, Team Principal of Red Bull Racing, 2025
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