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Thank you London Technology Club for curating 
these future perspectives on Formula One™ 
and taking us down a fascinating path of how 
this world could evolve. The sport has always 
been at the leading edge (and often bleeding 
edge) of technology, with the relentless and 
immovable deadlines of race days, the intense 
competition between teams and the sport’s 
unrelenting pursuit of speed, efficiency and 
agility acting as a fantastic platform and 
accelerator for R&D and technology advances. 
I share the club’s aim to always bring together 
experts and fast-growth companies to spark, 
fuel and add value to technology knowledge 
sharing and debate. We hope you enjoy these 
perspectives which paint a fascinating picture 
of how technology could shape the future of 
Formula One™.

The London Technology Club is a community of family 
offices, private and institutional investors, venture 
capital firms, technology experts and influencers. The 
club combines co-investment opportunities, education 
and relationship building opportunities in the tech 
sector under one umbrella and provides access to 
competitive VC funds with attractive returns. 
 
We organise events with leading technology 
visionaries, entrepreneurs and investors. A number of 
prominent international investors are members of our 
Advisory Board, such as Mikhail Fridman, Co-founder 
of Letter 1; June Felix, CEO of IG Group; Christ Rust, 
GP Clear Capital and ex-Partner at Sequoia Capital; 
and Izik Parnafes, General Partner of Battery Ventures. 

This year, in addition to events featuring specific 
projects or speakers, we will be holding a series of 
breakfasts and publishing thought leadership reports 
exploring the potential impact future technologies 
could have on our members’ interests, including Wine, 
Art, Philanthropy, Longevity/Wellness and Property. So 
welcome to the first of our series of six white papers: 
The Future Technology in Formula One™. Enjoy! 

Peter Brabeck-Letmathe 

London Technology Club Advisory Board Member
Simon Pavitt
London Technology Club Chief Operating Officer

Chairman emeritus of Nestle Group, board member of the 
World Economic Forum & former Chairman of Formula One™
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The Vision Summary

“Imagine if teams tokenised 
parts of their company and 
offered fractional ownership 
through a distributed ledger… 
fans could buy and trade a small 
piece of their favourite team.”

In our humble opinion, this future scenario 

for a Formula One™ race day experience, is 

not too far away: 

Imagine: I’m a huge Red Bull Racing fan. The 

team already knows this as it uses artificial 

intelligence and machine learning technology 

to identify people who follow the team based 

on the images they post on their social media 

channels. And, through blockchain and frac-

tional ownership – like in art, with ownership 

of some of the best paintings in the world 

divided up and sold through tokenisation – 

Red Bull Racing offers fans a small stake in 

the team. You’re able to store your stake or 

smart contract on a digital key kept safe in 

your digital vault. I’m hoping the team per-

forms strongly this season as the value of my 

token will increase. I’d then consider selling it 

on an exchange.

“ Imagine if teams tokenised parts of 
their company and offered fractional 

ownership through a distributed ledger… 
fans could buy and trade a small piece of 
their favourite team.”

I now live in the US but F1™ is available on 

video streaming service DAZN1, which bought 

the global rights after being acquired by Net-

flix. As a result, I can use my subscription to 

watch Formula One™ anywhere in the world, 

watching my personalised view on demand. 

While New York doesn’t have a huge number 

of F1™ fans, I use my VR headset to watch 

some races with my friends in our virtual 

sports bar. 

1 http://www.performgroup.com/our-divisions/dazn/
2 https://boomsupersonic.com/
3 https://simbasleep.com/
4 https://what3words.com/
5 https://roborace.com/

This means it’s still fun to sit and watch to-

gether.

“ I usually use my VR headset to watch 
races with my friends in our virtual 

sports bar.”

Today I’m excited as I am travelling to Silver-

stone to attend the race physically rather 

than virtually. Once I land at Heathrow after 

a supersonic flight on Boom2, I catch a ro-

bo-taxi to the circuit. My virtual AI assistant 

recognises via my Simba Sleep3 app that I 

didn’t get enough REM sleep on the flight so 

offers me the chance to sleep on the journey 

by configuring my seat, music, and heat and 

lighting settings to optimise my sleep. 

I arrange to meet a friend at the track by 

sending them my what3words4 to give her 

my exact location within 3x3 metres. 

It’s a great set of races today. First up is the 

Roborace5, the autonomous race champion-

ship. It’s a fantastic testing ground for the au-

tonomous vehicle industry, watching the rob-

ocar race is as thrilling as the human-driven 

cars.

1.1  |  A fan’s account of a race day experience in the future

F1™: A Vision 
For The Future?
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The Fans

I order an Impossible Burger6 via the De-

liveroo app7 (Impossible Foods is a global 

brand and an F1™ sponsor these days as 

no one eats real meat anymore), with the 

food prepared in a ‘dark kitchen’8 (a satel-

lite kitchen housed in a metal box) in the 

now hardly used car parks at the circuit.

Image recognition sees me enter the circuit 

and recognises I am not wearing a team cap 

or t-shirt so sends me a personalised dis-

counted offer to buy one via an iBeacon. My 

virtual assistant chooses a Red Bull cap and 

liaises with the store to ensure I get the right 

size. The stores won’t run out as Internet of 

Things (IoT) sensors and stock management 

software detects when the store is running 

low on items and the cen-

tral distribution centre 

responds to demand in 

all corners of the circuit. 

I opt to get it delivered 

by a delivery robot9. My 

supercopbot10 also tells 

me there is a Ferrari-Su-

preme limited edition drop so I race to pick 

it up from a secret location at the circuit as 

it’s a highly sought after limited edition Ferra-

ri top I can resell tomorrow for hundreds of 

pounds. 

Next up is the Formula E race. Since the per-

formance of the EV powertrains reached 

parity with internal combustion engine sys-

tems, Formula E is now the support series to 

Formula One™. Most people use AR to enjoy 

this race, enabling them to sit in the cockpit 

of any of the cars and view from the driver’s 

helmet cam.  

6 https://impossiblefoods.com/food/
7 https://deliveroo.co.uk/
8 https://www.theguardian.com/business/2017/oct/28/deliveroo-dark-kitchens-pop-up-feeding-the-city-london
9 https://www.starship.xyz/
10 https://supercopbot.com/

 

There are more crashes in Formula E, and 

you can instantly replay them on your head-

set and watch them from different angles.

 

I prefer to go old school and just watch the 

F1™ race via the live stream. I like to check 

the MR (mixed-reality) feed now and again 

during the race and choose to look at various 

race simulations to work out how I think the 

race will unfold.

Despite being in the ‘immersive era’, you still 

can’t beat overloading the senses with live 

action, although I do enjoy seeing the driver 

heart rates, hydration levels and core tem-

peratures via the F1™ app. We all still want 

F1™ to be visceral.  

I can’t believe how passively we used to 
watch F1™ – now we can be in it in real 
time, compete in it and truly experience it.

I’m already looking forward to getting home 

and recreating the race again so I can com-

pete against the drivers virtually. 

 

That reminds me, I need to make sure I in-

vest in Red Bull Racing next week – I’ve al-

ways wanted to own a fraction of my favour-

ite team.

01  |  The Vision Summary

“The next wave of technology 
will spearhead an evolution in 
our experience of Formula One™ 
that will bring unprecedented 
changes to the way we all 
connect with our favourite 
teams, drivers and fellow fans”
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02  |  The Fans

We are entering into a truly immersive era.

Jon Drakes, head of global strategy at Omni-

com Media Group Agency Fuse and author of 

its book Merge Sport, summarises what this 

means when he says:

“ The next wave of technology will 
spearhead an evolution in our 

experience of Formula One™ that will 
bring unprecedented changes to the way 
we all connect with our favourite teams, 
drivers and fellow fans. The result will 
be a breaking down of the barriers that 
currently exist between us and the sport. 
 
We will be able to chat with previously 
inaccessible drivers in the form of 
artificial avatars or catch a glimpse of 
the behind-the-scenes worlds of the 
best teams during race weekends. We 
will be able to instantaneously access 
any information about the unfolding race 
that we desire in an immersive way and 
we won’t be restricted to a single point of 
view when watching the action.”

Two technologies in particular will shape this 

environment for Formula One™.

 

•  Mixed Reality – augmented reality that 

can place virtual objects within physical 

space – will shape the way we consume F1™ 

content. We will no longer be constantly fo-

cused on a series of small screens, but will 

have information and content surrounding 

us and interacting with the real-world en-

vironment. This can revolutionise how we 

connect to the action and share that experi-

ence.  

•  Conversational AI – in the form of virtual 
personal assistants – is a communicative 

layer of AI that will become central to our 

lives over the next decade as the data in-

forming virtual assistants becomes more 

sophisticated. It’s likely they will manage 

much of our race experience, from content 

recommendations to ticket bookings. For 

passion categories such as sport, this is a 

phenomenal opportunity. An F1™ fan will 

be able to literally talk to the sport, for ex-

ample, asking Ferrari about tyre choice for 

a race or Lewis Hamilton about his racing 

line through Eau Rouge.

Together, these technologies will create an 

environment around F1™ 

that is richer than ever 

before, opening up a pre-

viously exclusive world to 

anyone with an interest 

in the fastest sport on the 

planet.

“By 2025 we won’t 
just watch F1™, we’ll 
experience it, even 
participate in it.”

“Excitement is of greater importance to fans than en-

gineering complexity,” according to McLaren’s recent 

Future Grand Prix1 report. This means we’re likely to 

see faster cars; longer, wider and more extreme cir-

cuits; and closer, more aggressive racing.

Immersive technologies such as virtual reality (VR), 

augmented reality (AR) and holography will deliver 

the best view of this supercharged future for Formu-

la One™. These technologies will create a closer con-

nection to the race than would have been thought 

possible a few years ago. We will see the uptake of 

these technologies accelerate significantly in F1™ 

over the next decade. 

AR will give fans the opportunity to overlay statistics, 

replays or even behind-the-scenes content and in-

teract with this content in new ways, such as pop-up 

messages from friends discussing the progress of a 

Grand Prix™. 

VR will allow fans to go even further, giving them the 

ability to watch a race from the driver’s seat or track 

the progress of a single car from a range of angles. 

Imagine sitting in the cockpit of Max Verstappen’s 

Red Bull as he approaches a corner, then transfer-

ring to a rival’s car to watch Verstappen as he com-

mits to an overtaking move. 

VR will also give fans a new way to connect to rac-

es in another part of the world. You could, perhaps, 

watch the US Grand Prix in Austin, Texas, from your 

living room in London, but alongside other fans in a 

virtual grandstand.

 

1 https://www.mclaren.com/appliedtechnologies/lab/future-
grand-prix/

“Immersiveness in the content means that, as 
opposed to just being in a sort of lean-back 
viewing mode, we think that fans will be really 
engaged with the content.” 

Paul Kandel, director of planning and strategy at 
Intel Sport.

Or you could visit the McLaren Technology Centre 

to virtually explore the trophy room and their ‘mis-

sion control’ race centre with fellow petrolheads. Giv-

en that F1™ has a higher proportion of solo viewing 

than many other major sports, VR could become an 

exciting way to attract new fans.

The commercial opportunity for F1™ is clear. Nathan 

Lindberg of Twitch2, which provides interactive en-

tertainment experiences, predicts fans will be able 

to buy tickets to any race around the world and wear 

a headset to watch alongside friends while sitting at 

home. This means millions of tickets could be sold, 

rather than just for the capacity of the circuit. 

But AR and VR will only be the start. By 2025, mixed 

reality will have taken centre stage. We’re seeing the 

beginnings of this now with Microsoft’s HoloLens3 

and similar devices from companies like Magic Leap4. 

These technologies don’t just superimpose a virtual 

world onto our own – they can understand our en-

vironment and create an experience that interacts 

with it.

This means you might be able to feel the rush of air 

as a car flies past, expand the field of view around 

the race by turning a 40-inch TV screen into a home 

cinema, or have Lewis Hamilton take a seat in your 

living room for his post-race interview. The GAN-

based ‘deep-fake’ tech5 would allow free-form con-

versation with the AI avatar, indistinguishable from 

the real person.

2 https://www.twitch.tv/
3 https://www.microsoft.com/en-us/hololens
4 https://www.magicleap.com/
5 https://en.wikipedia.org/wiki/Deepfake

2.1  |  Entering into the truly immersive era

Entering into the
truly immersive era
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Technology will also serve as the foundation 

to take part in sport. Esports is already big 

business and Formula One™ is at the fore-

front of bringing the real and virtual worlds 

of the sport together. But the future for F1™ 

gaming and participation may look very differ-

ent to how it looks today. 

Many millions of connected devices will en-

able the everyday fan to compete against 

the best sports people in the world. Formula 

One™ is, perhaps, better placed than any oth-

er sport to incorporate this trend. 

AI simulators are already very advanced in 

F1™ and these will only improve, to the point 

where fans can accurately race against the 

best drivers. More excitingly, as the MR tech-

nology progresses, we will not just experience 

the race in a richer, more immersive way, but 

compete in it.

Sensors on the cars will allow Esports athletes 

and casual gamers to compete against ava-

tars of professionals such as Lewis Hamilton, 

Sebastian Vettel and Max Verstappen in real 

time from the comfort of their own homes by 

controlling virtual cars with physical move-

ments. These personal races may even be 

monitored by F1™ themselves as a new way to 

identify fresh racing talent. 

The outcome of this is a world in which the 

boundaries between professional drivers and 

their fans are completely redrawn, as fans find 

ways to not just watch, but actively participate 

in a race.

Taking immersion to the 
next level: Participation

F1™ and Esports:
The 21st car on track

02  |  The Fans 2.1  |  Entering into the truly immersive era

There are four clear reasons why Formula One™ rec-

ognised Esports as the new frontier: 

 0 1 . The global Esports market will generate reve-

nues of $1.1 billion1 in 2019, a year-on-year growth 

of 27 per cent, with the worldwide audience grow-

ing to 453.8 million, a 15 per cent increase2. 

 0 2 . Gaming offers relevance to a younger audi-

ence and a gateway to draw more potential fans 

in, rather than look at F1™ as a way to use gaming 

with its existing audience. A recent survey3 found 

that 78 per cent of gamers are fans of motorsport 

because of gaming. 

 0 3 . Esports offer a new source for sponsorship 

and partnerships. Since the beginning of 2016, 

there have been over 600 Esports sponsorship 

agreements, according to Nielsen Market Intelli-

gence4. In addition, the highest-grossing individu-

al Esports revenue stream globally is sponsorship, 

generating $456.7 million in 2019. 

 0 4 . It is now accepted5 that Esports could be a 

breeding ground to find the next generation of 

driving talent. This was proven when the Nissan GT 

Academy6 took several PlayStation gamers to the 

podium at Le Mans by selecting them to drive for a 

professional GT team.

1 https://newzoo.com/insights/articles/newzoo-global-esports-economy-will-top-1-billion-for-the-first-time-in-2019/
2 https://newzoo.com/insights/trend-reports/global-esports-market-report-2018-light/
3 https://ideasandcars.com/
4 https://www.nielsen.com/uk/en/insights/news/2017/power-up-how-brands-are-getting-their-game-on-in-esports.html
5 https://www.wired.com/2015/08/best-way-spot-great-racing-drivers-videogames/
6 https://www.gran-turismo.com/gb/academy/

The Nissan GT Academy had nine consecutive years 

of growth, involvement from multiple brands, over 

four million players from 45 countries and over 100 

million viewers in 160 countries.

“ The exponential growth in Esports is a 
material fan engagement and commercial 

opportunity for us on myriad fronts and we plan 
to remain in the vanguard as we move into the 
2019 season.”  
 
Sean Bratches, managing director of 
commercial operations, Formula 1™.

The winner of the first World’s Fastest Gamer (WFG) 

competition, meanwhile, became an F1™ simulator 

driver for McLaren. The contest reached 34 million 

people, with more than 20 million watching the on-

line content. The project also reduced the average 

age of McLaren’s digital audience by 15 years. 

“This is a hugely exciting opportunity – not only 
within the gaming industry, but for everyone at 
McLaren and motorsport in general. We’ve long 
witnessed the growth of online sports gaming, 
and, right now, the parallels between the real and 
the virtual worlds have never been closer.” 
 
Zak Brown, CEO, McLaren Racing.

Now F1™ is getting in on the Esports act. Nine of 

the 10 F1™ teams currently have teams in the newly 

formed F1™ Esports Series, with just Ferrari missing 

from the 2018 championship. A total of 26 drivers 

representing 12 nationalities joined their teams to 

compete on F1™ 2018 for the $200,000 prize fund al-

located to teams based on their championship posi-

tions.

Motorsport gaming has been around for nearly three 

decades. For example, the Gran Turismo franchise is 25 

years old and has sold over 77 million copies, and the 

first official F1™ licensed game emerged in 1992. The 

F1™ 2017 game sold over 15 million copies and Forza 

Motorsport has sold over 30 million copies to date.

Until now, gaming and watching real-life motor racing 

have been two different worlds. However, the worlds are 

getting closer. While F1™ teams have a history of creat-

ing their own simulators to familiarise drivers with new 

tracks, test new aero parts or try out new strategies, only 

recently has F1™ really taken Esports seriously, with For-

mula One™ creating its own Esports Series. 

https://newzoo.com/insights/articles/newzoo-global-esports-economy-will-top-1-billion-for-the-first-time-in-2019/
https://newzoo.com/insights/trend-reports/global-esports-market-report-2018-light/
https://ideasandcars.com/
https://www.nielsen.com/uk/en/insights/news/2017/power-up-how-brands-are-getting-their-game-on-in-esports.html
https://www.nielsen.com/uk/en/insights/news/2017/power-up-how-brands-are-getting-their-game-on-in-esports.html
https://www.wired.com/2015/08/best-way-spot-great-racing-drivers-videogames/
https://www.gran-turismo.com/gb/academy/
https://www.gran-turismo.com/gb/academy/
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02  |  The Fans 2.2  |  The frictionless fan experience

Virtual reality and augment-

ed reality look set to play a 

greater role in Esports as the 

technology develops and the 

price point of devices drops. 

And the arrival of 5G will en-

able much more to happen 

on mobile.

 

“In the next five years, 
gamers won’t have to go 
to the track. They will be 
the twenty-first car on 
the F1™ grid. Via their 
phones. From their sofa.” 
 
Darren Cox, Millennial 
Esports Corporation.

Race data from a race will be 

uploaded overnight and the 

game released on the Mon-

day after the Grand Prix ™ . 

Players will be able to take 

part as the 21st car in the 

race that happened just 24 

hours before. The technol-

ogy is on the cusp of being 

implemented: France-based 

Eden Games1 has proved it 

can work in beta form.

1 http://www.edengames.com/

“ The biggest shift in the live 
experience for F1™ fans 

will be thanks to advances in 
how we communicate with AI-
powered assistants.”  
 
Jonathan Drakes, Fuse.

Through virtual personal assistants 

(VPAs) such as Amazon’s Alexa, 

Apple’s Siri, Microsoft’s Cortana 

or Google’s Assistant, AI is already 

enabling companies to build more 

conversational ways to interact 

with fans at sport venues. 

New York-based company Satis-

fi Labs1 builds AI powered ‘virtual 

concierges’ that fans can chat with 

online. The company has created 

a bot for the Atlanta Braves that 

can answer fan questions within 

the Major League Baseball Ballpark 

app. 

This technology is behind a grow-

ing number of so-called ‘chatbots’. 

Increasingly, users will interact 

with these bots through apps they 

1 https://www.satis.fi/
2 https://spothero.com/

already use, such as Facebook 

Messenger or WhatsApp. You’ll 

add a bot as a ‘friend’ in the app, 

then text it questions and receive 

responses. F1™ fans will use these 

systems to order food and drink, 

find a parking spot and get up-

dates on the progress of the race. 

As the technology develops, these 

AI services will become more so-

phisticated to the point where 

every element of your race day ex-

perience is planned for you. Your 

VPA will book your tickets without 

you having to ask, as it learns your 

patterns and preferences. VPAs will 

also recommend which train to get 

or arrange your parking spot (e.g. 

via SpotHero2) at the track, remind 

you when to leave, suggest a bar 

to visit before the race or ensure a 

drink is ready when you arrive. 

As you arrive at the race circuit, 

your VPA will connect to the venue 

to manage every aspect of the race 

day experience. It will provide up-

dates on queues at food stalls or 

The emerging 
technology is 
making more 
possible 

The frictionless fan experience

toilet facilities, enable merchandise 

to be delivered directly to your seat 

or share replays of a major mo-

ment in the race within seconds of 

it happening. 

For the famously data-hungry F1™ 

fan, these assistants will be able to 

reveal historical performance stats 

or live race information to add to 

the experience on the day. 

Thanks to blockchain, tickets will 

be entirely secure. Companies like 

EventChain3, which is working with 

event company iFlyer4, will verify 

the authenticity of every e-ticket 

bought, eliminating counterfeit-

ing and controlling touts. Distrib-

uted ledger technology may also 

remove intermediaries and ticket 

sellers, with fans dealing directly 

with race promotors.

“People expect answers, 
whether they’re walking up to 
the stadium or whether they are 
three days before they get to 
the stadium; they want answers 
immediately.” 
 
Rob Albarino, vice president 
and executive producer, San 
Francisco 49ers.

All of this is on the relatively near 

horizon. However, the next phase, 

beyond voice, will take us some-

where now seen only in sci-fi films. 

By 2025, these virtual assistants 

3 https://eventchain.io/home
4 https://iflyer.tv/en/
5 https://www.mclaren.com/appliedtechnologies/lab/future-grand-prix/

will have become visually and emo-

tionally responsive. Computer 

graphics and AI will come together 

to make these assistants appear as 

real people who react to our facial 

expressions and tone as well as the 

content of what we are saying. For 

F1™, this is truly exciting.

One of the insights from Mclaren’s 

2050 vision5 is that F1™ fans want 

to have greater communication 

with the drivers during a race. This 

will be easily delivered by these 

AI assistants, as they will come in 

the form of your favourite driver 

or team principal. Imagine asking 

Christian Horner directly about his 

thoughts on Red Bull’s race or Se-

bastien Vettel about his on-track 

tussle with Lewis Hamilton. 

These systems may even be able to 

connect to live biometric data from 

the drivers so a fan will be able to 

see changing heart rates on the 

most challenging corners or sense 

the exhilaration of the winner as 

they cross the finish line. Will Raik-

konen’s pulse be as calm as he por-

trays? Does Vettel make more mis-

takes when his heart rate is up? Vs 

Lewis who reaches his peak perfor-

mance when his blood is pumping? 

Not only will teams and drivers 

build a much more intimate and 

conversational relationship with 

fans to keep them hooked on the 

sport, but the data captured will 

enable a constant optimisation of 

the customer environment. 

“ VPAs will help organisations 
learn more about their 

customers and adapt their 
product offer, specifically [in 
areas such as] food and drink, 
to make sure they stock items 
that customers want and are 
most likely to buy, which could 
change race by race.”  
 
Don White, Satisfi Labs.

Some forward-thinking sports team 

owners are already making the 

most of this opportunity. Al Gui-

do, president of the San Francisco 

49ers, has said that in a 70,000-

seat stadium, the franchise a few 

years ago knew only about 18,000 

people. Now it knows “every single 

fan coming through our gates and 

what they want from their experi-

ence”. This will be embraced by F1.

Just think about the potential for 

the race promoters of the Brit-

ish Grand Prix at Silverstone and 

the 350,000 race fans who pour 

through the gates over the race 

weekend.

“Virtual assistants will be the 
holy grail for companies. They 
are the ultimate interface.” 
 
Dave Coplin, Chief Envisioning 
Officer, Microsoft UK.

http://www.edengames.com/
https://www.satis.fi/
https://www.satis.fi/
https://spothero.com/
https://eventchain.io/home
https://iflyer.tv/en/
https://www.mclaren.com/appliedtechnologies/lab/future-grand-prix/
https://www.mclaren.com/appliedtechnologies/lab/future-grand-prix/
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2.2  |  ‘Cord nevers’ and personalised content 2.3  |  Understanding the consumer better  

‘Cord-nevers’ – young people who have never 

paid for a traditional pay-TV package, instead 

adopting internet streaming from the get-go 

– will increasingly influence global content dis-

tribution.

Sports fans want their content to be tailored 

to their individual preferences, be that accord-

ing to device, time or view. This trend will be-

come more pronounced as the next genera-

tion of sports fans – who have grown up with 

Uber, Netflix, Spotify, Twitter and Amazon Al-

exa – become more influential. 

Many in the industry are watching DAZN move 

into global sports with the potential to be-

come the ‘Netflix of sport’. What started with 

live F1™ coverage in Japan now enables sub-

scribers to watch all sports in one place any-

where in the world, and at any time. 

More and more of our content will be identi-

fied, edited and delivered through artificially 

intelligent content engines powered by user 

data. These systems can already learn our 

preferences, such as an interest in a driver or 

team, and our desire to see certain dramatic 

moments from a race, sending it to us exactly 

where we want it. 

By 2025, we may not have to make any deci-

sions on how and what we watch. AI technol-

ogy and VPAs will provide a completely curat-

ed F1™ viewing experience. In addition, sport 

rights holders, brands and F1™ will gain ways 

of understanding the fans more deeply, find-

ing new ways of commercialising everything 

from live races to behind-the-scenes inter-

views.

Data and information now really fuel F1™. Machine 

learning helps this information to be gathered rapid-

ly, providing real-time insights at scale. As the below 

use cases show, machine learning supports a range 

of solutions.

“The future in promoting the sport to fans will 
be marketers particular focus on an automatic 
understanding of video, image, text and 
behavioural data.” 
 
Jagadeesh Gorla, founder and CEO, Jaggu. 

Building a fan-centred identity

Since 2018, F1™ has focused on building a new iden-

tity centred around its fans. Automation can play a 

key role in refining and personalising the F1™ cus-

tomer experience. AI platforms can measure how the 

F1™ brand is being perceived by consumers by gath-

ering and analysing the millions of user-generated 

images associated with the sport.

Each image is a digital footprint that can be read like 

a map, containing clues about the behaviour and de-

sires of the individual who posted it. Insights like the 

language used, the visual associations being made, 

the locations they focus on, the 

timings of the posts, the purpose 

behind them, and the emotions un-

derpinning them, are all identified 

and understood.

In the past, the work required to 

find insights at this scale – sifting 

through millions of images, image 

captions and videos – would be be-

yond the manual capacity of the 

F1™ marketing team. But AI tech-

nology can rapidly automate this 

process, looking at over 100,000 

relevant datasets in moments.

New fan experiences

Machine learning may also be able 

to more accurately predict the 

odds of any particular situation, 

giving fans even more insight and 

predictive power when watching a 

race. This could have large ramifi-

cations in things like betting. It will 

be interesting to see if one of the 

newest sponsors entering into the 

sport SportPesa1 are looking at this.

There is no reason why chatbots in 

the future can’t be used for com-

mentary that is indistinguishable 

from human commentary. Fans 

could tune into any aspect of the 

race in real time, in perfect English, 

with far better insight and informa-

tion.

Being able to analyse the race in 
motion

1 https://www.sportpesa.uk/

AI platforms such as Jaggu Video2 

have the power to automatically 

understand what’s taking place in 

live videos. The technology iden-

tifies not only different objects in 

the video but activities, patterns of 

movement, body language, behav-

iour, location, anomalies, demogra-

phy, logos, genders and colours.

This technology would enable For-

mula One™ to have a way to meas-

ure the levels of fan engagement at 

various points of the race. Sudden-

ly, insights such as how much time 

people spend watching the race 

versus socialising, or how many 

female audience members are in-

volved in the action, become meas-

urable and actionable.

All of this presents a unique oppor-

tunity for F1™ creatives to be part 

of conversations their consumers 

are having about races – a win-

dow into how to create the kind of 

event people want, in the way they 

want it (and being able to track it 

as it evolves).

All of these insights will allow F1™ 

to find out at speed who their con-

sumers actually are, how they feel, 

what they care about and how they 

are relating to the sport and influ-

encing others around it. Through 

image recognition, race promoters 

will be able to analyse the audience 

coming through the gates, analyse 

numerous data points and demo-

graphics e.g. look at the percent-

age of people without caps, num-

2 https://jaggu.com/ 

ber of fans under the age of 18 and 

tailor food and merchandise offer-

ings based on fast data analysis. 

With the rise of clothing brands like 

Supreme, who have redefined ex-

clusivity and scarcity through their 

‘drop’ system, F1 may soon catch 

on that having merchandise from a 

one off race is aspirational, imagine 

Ferrari releasing limited edition 

Supreme3 merchandise, collectors 

and fans will pay a huge premium 

for the exclusivity. With new sys-

tems also comes technologies look-

ing to hack those systems… the rise 

of Supercopbot4. Bots trawling the 

internet for Ferrari Supreme drop 

locations and information. Our AI 

personal assistants will be pro-

grammed to hunt down the loca-

tions and give us the first heads up 

on where the merchandise will be 

dropped.

AI and machine learning technol-

ogy will be the most accurate way 

F1™ can actually build a brand 

around its fans, empowering its 

content strategy and really under-

standing and learning from its au-

dience base. It could go as far as 

being able to optimise the track 

layouts themselves to facilitate bet-

ter racing for fans…

This fan-led data will become the 

inspiration for a marketing strate-

gy, driving product development in 

the right direction and saving valu-

able time.

3 https://www.supremenewyork.com/
4 https://supercopbot.com/ 

‘Cord-nevers’ and 
personalised content

Machine learning and F1™

https://www.sportpesa.uk/
https://jaggu.com/  
https://www.supremenewyork.com/
https://supercopbot.com/
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The Cars

The future of mobility and 
powertrain is changing and 
the focus globally is around 
electrification...”

03 “The future of mobility and powertrain is 
changing and the focus globally is around 
electrification, however hybridisation is the 
key stage between these two elements; both 
technologies have a part to play in the future 
mobility roadmap.” 
 
James Colgate, Group Strategy Director, 
Williams Grand Prix Engineering.

F1™ has used hybrid technology since 2009, 

and it is the R&D around battery management, 

control and design that have made the all-elec-

tric Formula E series possible. 

Williams Advanced Engineering, the technology 

and engineering services business connected 

to the F1™ team, took the IP from theirKERS (ki-

netic energy recovery systems) programme and 

transferred it into the batteries that powered 

the cars for the first four seasons of Formula E. 

In essence, it kickstarted EV racing. 

Petrol-powered vehicles are likely to be banned 

or phased in most western countries and core 

markets in the coming decades and carmakers 

(BMW, Daimler, VW, Mercedes, Tesla etc) are ac-

celerating the shift to EV. So much so, that sales 

of electric vehicles will overtake conventional-

ly powered ones in 2038, according to a recent 

Bloomberg report1.

 

1 https://www.bloomberg.com/news/articles/2017-07-06/
the-electric-car-revolution-is-accelerating

If the development of electric vehicle technolo-

gy continues to progress at the rate seen so far, 

it could soon achieve performance parity with 

internal combustion engines. This means there 

is a real possibility that Formula E will pose a 

serious threat to Formula One™ as the pinnacle 

of motorsport. Indeed, Formula E boss Alejan-

dro Agag recently stated2 he wouldn’t rule out a 

“long-term” merger with Formula One™.

2 http://grandprix.com/news/formula-e-boss-not-ruling-
out-f1-merger.html

Formula One™ is tethered to the automotive in-

dustry. In reality, car manufacturers make the 

sport viable. There are four key shifts in the au-

tomotive industry impacting F1™: 

•  Electrification 

•  Autonomous vehicles

•  Materials and additive manufacturing 

•  Supply chain efficiencies in production

3.1  |  Automotive industry electrification

Automotive industry 
electrification

https://www.bloomberg.com/news/articles/2017-07-06/the-electric-car-revolution-is-accelerating
http://grandprix.com/news/formula-e-boss-not-ruling-out-f1-merger.html
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It is impossible to look at technology in Formula 

One™ without looking at how the car industry is go-

ing to be disrupted. You will see more technology 

companies attracted to the sport for access to the 

big manufacturers and the opportunity for R&D. 

“The industry is poised for more change in the  
next five to 10 years than it’s seen in the past 50.”
 
Mary Barra, CEO and chairman, General Motors.

Machine learning will be more and more applied to 

both human-driven and autonomous vehicles. Com-

panies such as Deepscale1, which is using a tech-

nique to make an AI system use less resources, and 

Metawave2, which is using AI for high-precision radar, 

are accelerating autonomous vehicle technology. 

Roborace3, the world’s first competition for humans 

and machine teams, using both self-driving and man-

ually controlled cars, has attracted interest from ma-

jor players wanting to use it as a platform to show-

case R&D. 

According to a recent report from Barclays4, by 2025 

more than half of the transportation miles for indi-

viduals will be travelled by robo-taxis. And robo-tax-

is that take spectators to the racetrack will mean a 

60 per cent reduction in car parking space required. 

Carmakers and technology companies are looking to 

gain a foothold in these areas, e.g. GM with Cruise5, 

Intel with Mobileye6 and Ford with Argo7 and Saips8.

1 http://deepscale.ai/
2 https://www.metawave.co/
3 https://roborace.com/
4 https://www.yumpu.com/en/document/read/55088559/dis-
ruptive-mobility
5 https://getcruise.com/
6 https://www.mobileye.com/en-uk/
7 https://www.argo.ai/
8 https://www.saips.co.il/

Over the past decade, F1™ regulations have sought 

to reduce the material options open to teams, re-

moving the ‘unobtanium’-style materials that were 

under development, to try to cut costs. 

However, as a wider business, this is an area Wil-

liams Advanced Engineering has been exploring. 

New carbon-based technologies are a focus for the 

company as it seeks to unlock the potential of light-

weight but cost-effective and fast-manufacture mate-

rials for global auto and aerospace industries:

•  Pressed Composites – Williams Advanced Engi-

neering has a number of patents in this area. For 

example, utilising recycled carbon fibre to create 

‘pressed’ structures that can replace steel or alu-

minium parts with a comparable production time 

and cost. 

•  Nanomaterials – Williams Applied Engineering 

has a joint programme with the Royal Society sup-

porting a Royal Society Industry Fellowship linked 

to the University of Oxford to help bring emerging 

nanomaterials technologies and IP to market. 

 

The goal of an F1™ team’s operations is to be able to 

design, build and fit parts as quickly and efficiently 

as possible. Part of the bottleneck for manufactur-

ing has been machinery breaking down or not being 

able to predict failure of parts.

The teams are famous for holding seats on planes 

and employees flying out to racetracks during race 

weekends with parts hot off the production line. But 

now F1™ teams are starting to make use of 3D print-

ing to print parts on site during race weekends. Alfa 

1 https://www.additivemanufacturing.media/articles/additive-manufacturing-sparks-f1-cars-to-victory
2 https://www.3dprintingmedia.network/alfa-romeo-sauber-f1-team-adds-five-3d-systems-prox-800-sla-3d-printers/
3 https://www.3dprintingmedia.network/stratasys-3d-printed-f1-racecar-parts-going-help-mclaren-save-season/
4 http://www.renishaw.com/en/43506.aspx

Romeo Racing already 3D prints approximately 5,000 

parts1, while McLaren and Red Bull are believed to 

take 3D printers to races. In the future, this could 

evolve to a global network of partners to print parts 

in each location.

Supply chain efficiencies in production
It’s no surprise that F1™ teams are fostering close 

partnerships with additive manufacturing and 3D 

printing companies.

Alfa Romeo Racing has used additive manufactur-

ing to help reduce production lead time by 20-25 per 

cent. The team just purchased five new 3D printers2. 

McLaren has a partnership with Stratasys3, and Fer-

rari recently revealed4 that its racing department has 

two metal additive manufacturing systems for fast-

part production.

As additive manufacturing automation improves and 

hardware and material costs are driven down, imple-

mentation will increase. As Formula One™ provides 

the testing ground for rapid development, it is likely 

other sports (e.g. cycling, sailing, superbikes), and po-

tentially consumer cars, will follow suit.

It is not unfeasible that you could go into a car show-

room, choose functional design elements for vehicle 

styling and customisation and have it printed there 

and then. As with hybrid engines and KERS, F1™ will 

have been a key contributor in the advancement of 

additive solutions. 

Autonomous vehicles 
and racing

Materials and additive 
manufacturing

3.2  |  Autonomous vehicles and racing 3.3  |  Materials and additive manufacturing

http://deepscale.ai/
https://www.metawave.co/
https://roborace.com/
https://www.yumpu.com/en/document/read/55088559/disruptive-mobility
https://getcruise.com/
https://www.mobileye.com/en-uk/
https://www.argo.ai/
https://www.saips.co.il/
https://www.additivemanufacturing.media/articles/additive-manufacturing-sparks-f1-cars-to-victory
https://www.3dprintingmedia.network/alfa-romeo-sauber-f1-team-adds-five-3d-systems-prox-800-sla-3d-printers/
https://www.3dprintingmedia.network/stratasys-3d-printed-f1-racecar-parts-going-help-mclaren-save-season/
http://www.renishaw.com/en/43506.aspx
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The Teams

“AI on the pitwall is coming, we 
are already using it to support 
our team trackside, who 
knows you could automate the 
entire pitwall in the future!”

04

4.0  |  The Teams

F1™ is not only the 10 teams competing but 

the global platform it offers companies look-

ing to showcase or develop their products 

and services. There are more than 200 spon-

sors looking to partner with F1™ and the 

teams to exchange ideas and expertise and 

to help them push the boundaries of their 

own technology.

“More than 200 sponsors are available in 
F1™ to drive R&D forward.”

Williams, for example, was the first team 

to put biometrics on the pit crew, a project 

led by its technical partners Avanade1 and 

Microsoft Azure2. It is no surprise that Wil-

liams achieved the fastest-ever pit stop of 1.9 

seconds after capturing real-time data from 

individual team members that was processed 

by Microsoft data visualisation technology 

and displayed on Avanade’s Biometric Analyt-

ics Dashboard3. 

The pitwall and strategy 

Just as the FIA has had to step in to keep 

part of the sport ‘human’ with driver pitwall 

communications, the governing body may 

in the future need to step in to slow down 

the teams developing analytical systems that 

make race strategies less reliant on humans, 

leading to no errors, bias or simply the delay 

in pressing the enter button.

1 https://www.avanade.com/en-gb
2 https://azure.microsoft.com/en-gb/
3 https://www.avanade.com/en/media-center/press-releases/avanade-boost-performace-with-biometrics-en
4 https://newsroom.ibm.com/2019-01-08-IBM-Unveils-Worlds-First-Integrated-Quantum-Computing-System-for-Commer-
cial-Use

“ AI on the pitwall is coming, we 
are already using it to support our 

team trackside, who knows you could  
automate automate the entire pitwall  in 
the future!”  
 
James Colgate, Group Strategy Director, 
Williams Grand Prix Engineering .

 

It is expected there will be a point where 

computers can crunch race simulations in 

real time better than team engineers, as well 

as update, learn, interpret and adapt faster 

from previous races and laps, reducing the 

need for human decision making. 

One vision could be for F1™ to allow fans to 

have more access to meaningful data. Im-

agine IBM4 partnering with F1™ to give fans 

more data than the teams, enabling them to 

be better informed and see how team deci-

sion making impacts the racing. Imagine be-

ing able to see a driver’s heart rate, and for 

your race data assistant to predict whether a 

driver is more likely to make a mistake under 

pressure.

https://www.avanade.com/en-gb
https://azure.microsoft.com/en-gb/
https://www.avanade.com/en/media-center/press-releases/avanade-boost-performace-with-biometrics-en
https://www.avanade.com/en/media-center/press-releases/avanade-boost-performace-with-biometrics-en
https://newsroom.ibm.com/2019-01-08-IBM-Unveils-Worlds-First-Integrated-Quantum-Computing-System-for-Commercial-Use
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F1™ cars have been ‘connected’ since 

1979, with the first race-winning Wil-

liams car in that year having a 64k data 

logger from which it took 20 minutes 

to download one lap of data. In 2018, it 

has moved on a little:

300 sensors on the car, sampling 

1,000 channels of data per second.

Less than a third of a second 

to transfer race data between 

Australia and the UK.

Each weekend, Williams requires 

advanced analytics, pattern rec-

ognition and other techniques to 

help process 60-80GB of data.

A team of data scientists, both at 

the racetrack and at the factory, 

analyse the data in real time to en-

able the team’s chief strategist to 

make split-second decisions.

Used both to support data trans-

fer and to increase computing re-

sources in real time.

Data transfer/analysis 
and cloud computing

2019 sees the start of compulsory bi-

ometric sensors in driver gloves1. A 

single sensor sends medical crews in-

formation about the driver’s physical 

condition, such as oxygen levels, heart 

rate and motion. It was developed as 

a medical device to provide a better 

picture inside the cockpit after an acci-

dent.

The next stage could be in-ear biome-

trics, with a tender believed to be out 

from the FIA at the moment for such 

a supplier. This will allow unobtrusive 

miniature sensors to capture more 

data about the driver. 

One could see this data being mean-

ingful to fans who want to understand 

the driver’s condition during a race. 

1 https://www.nytimes.com/2018/08/31/sports/autoracing/safety-technology-formula-one.html

As in pro cycling, the sport’s govern-

ing bodies may face a demand from 

fans to see this data to enhance their 

viewing, but one would expect (like 

with cycling) the teams not wanting to 

publish such insights to the public and 

competitor teams. 

Technologies will pave the way for 

other healthtech companies able to 

read emotions and use sensor and 

movement technology to apply to For-

mula One™. 

Neuroscience 
and the drivers

4.1  |  Data transfer/analysis and cloud computing 4.2  |  Biometrics and the drivers
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https://www.nytimes.com/2018/08/31/sports/autoracing/safety-technology-formula-one.html
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F1™ Future Revenues 
Through Technology

05

F1™ is an ideal environment for incubating technol-

ogy, in terms of pace of work and being unafraid to 

fail. It could also show how agile methodology typi-

cally found in the software environment could be de-

ployed into the physical world.

Typically, F1™ is application-based engineering, 

meaning it is rarely raw tech. For example, Williams 

Hybrid Power (which has since been divested to GKN 

Plc) developed small-flywheel energy storage tech-

nology to as a potential ERS solution, this technolo-

gy found its way to Le Mans with Audi, then to mass 

transit on London buses, with GKN taking ownership 

to take the technology into the mass market.

Williams Technology 

Ventures has gone 

a stage further with 

a business unit fo-

cused on new tech-

nology, adding value 

and supporting de-

velopment.

The Foresight Williams Technology EIS Fund an-

nounced in November 2016 combines the Williams 

Advanced Engineering team’s expertise with Fore-

sight’s successful investment track record. It targets 

investment into companies where it is believed that 

expertise and services from Williams Advanced Engi-

neering can be harnessed alongside Foresight’s port-

folio management to assist the development of the 

businesses.

To date, the fund has raised over £30 million and 

made investments valued at more than £13 million 

with nine businesses, covering sectors as diverse as 

space, prosthetics and electric bicycles.

The NFL’s 32 Equity1, meanwhile, oversees strate-

gic investment activity of the 32 NFL clubs and is fo-

1 https://www.bizjournals.com/losangeles/news/2019/01/04/nfl-investing-more-in-venture-fund.html

cused on companies that can help grow the game 

of American football, create compelling content, im-

prove the fan experience and operate in large, scala-

ble markets. 

32 Equity is currently invested in several companies, 

including Appetize, Fanatics, On Location Experienc-

es, Stack Sports and STRIVR.

More recently, Manchester City owner City Football 

Group (CFG) was named as the anchor investor in 

Sapphire Sport, a new $115 million sport venture 

capital fund launched by Sapphire Ventures. The 

new fund will be similarly focused on technology and 

digital sports, and expects to make five or six invest-

ments each year of between $3 million and $7 mil-

lion.

Abu Dhabi-based CFG is joined by owners and inves-

tors from across the five major US sports leagues 

– the National Football League (NFL), Major League 

Baseball (MLB), the National Basketball Association 

(NBA), the National Hockey League (NHL) and Major 

League Soccer (MLS).

If F1™ is considered to be one of the ultimate breed-

ing grounds for new technologies, R&D and global 

brand exposure, it’s a natural progression for F1™ 

owner Liberty to look at its own venture fund along-

side the teams. 

Time for an F1™ VC fund?

5.1  |  Time for an F1™ VC fund?

https://www.bizjournals.com/losangeles/news/2019/01/04/nfl-investing-more-in-venture-fund.html
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Given the partisan following of some 

of F1™ teams, raising new capital in re-

turn for equity could be an attractive 

proposition.

New banking entrant Monzo recently 

raised £20 million1 from 36,000 Monzo 

community members via Crowdcube 

in just over two days. Inviting its cus-

tomers to take part made them more 

committed to the bank, as investors 

in its future. The same model could 

be used by a Formula One™ team to 

1 https://www.crowdcube.com/explore/crowdcube/monzo-raises-20m-in-a-record-breaking-round

raise capital from fans, giving them 

the chance to take a small stake in the 

team and even more of a reason to 

support the team. 

Another interesting area is fractional 

ownership. Fans could potentially buy 

a small piece of a Formula One™ team 

via blockchain and then trade it on an 

exchange. With a full trail in transac-

tions and assurances about authentic-

ity, this could be a future fundraising 

platform for F1™ teams.

Fractional ownership 
and equity crowdfunding
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