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How do teams build a unique brand within motorsports and manage relationships with
sponsors branding needs.
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Introduction

This research project will focus on branding and motorsport, primarily Formula 1. I will
be researching how teams create effective and iconic branding and how they integrate
sponsorship brands onto their car and how they design the car to fit both the wants and
needs of both brands.

Once my research is complete, | will be moving on to creating the complete branding
package for the new F1 team Cadillac, this will be in semester 2.

A brief history of branding in F1

Branding in F1 has gone a long way, in the 1950s when the sport first started, teams
would race with their national colour; British teams were green, German teams were
white and Italian teams were red, in the 60s, we saw the first bit of branding on a car
when Lotus was sponsored by Gold Leaf cigarettes.



The 70s gave us some iconic liveries, like the black and gold John Player special livery
which has become an iconic part of the Lotus brand. This era of the sport was
dominated by tobacco sponsorship, with most of the cars having some sort of tobacco
sponsor on it, this changed when health concerns grew and led to stricter regulations
when it came to sponsors in the sport.

In recent years, Formula 1 has been through a re-branding, putting more of a focus on
reaching a younger audience and a more modern image, this led to a change in
sponsorship strategies with the focus shifting to luxury brands, tech companies and
financial institutions. The sport also integrated social media and digital platforms to
connect with fans around the world.

The project

The research for this project will be using both qualitative and quantitative data
collection using surveys and interviews with experts and fans, along with motorsport
journals and articles. Methods will include analysing how motorsport teams build unique
and memorable brands along with integrating sponsorship brands and enhancing fan-
engagement.

The findings from this research proposal seeks to develop a cohesive understanding of
brand to brand relations, tailored to contemporary motorsports. The proposal will
address how sponsorship brands coming into the sport with a team can get their unique
branding onto a team’s car while keeping the team’s unique branding which they would
like to keep.

Moving forward, | will be creating a full brand for the new Cadillac F1 team which will be
joining the grid in 2026, this will involve creating a unique brand for the car (livery, race
suits, merchandise and any other forms of branding) while also including the wants and
needs of their primary sponsor. | will also be looking into how they would create an
interactive social media page, taking fan engagement into consideration as well.

My research has drawn on a number of motorsport journals and articles which focus on
building powerful motorsports branding, brand partnerships and relations, fan
engagement and social media. Along with a case study on the recent Jaguar re-brand
compared to the 2021 KIA re-brand.

The findings from these articles and motorsport journals highlight the importance of
building a unique motorsports brand, how they manage sponsors and how they foster a
loyal fan base.



Literature review

This literature review will examine the strategic use of motorsport, mainly Formula 1, by
car manufacturers to enhance their brand image, increase consumer demand, and
ultimately, boost sales and success in the showroom. The study will also dive into the
specific tactics employed by corporate brands to leverage the global platform of
Formula 1 to create iconic brands, become synonymous with F1 teams and foster brand
loyalty with fans around the world, and how they might manage the wants of the team in
terms of their unique branding and the needs of the sponsor with their branding.

Motorsport has played a vital role in shaping the identity and culture of iconic brands like
Ferrari. The link between Ferrari and its iconic own swatch colour, Rosso Corsa, or
Racing Red in Italian, is deeply ingrained in automotive culture. As Rees (2018)
highlights, this colour is synonymous with Italian racing heritage. It represents the very
essence and culture of Ferrari. This strong brand association has significantly
contributed to Ferrari's success in the automotive industry, as evidenced by the
powerful mental image of a red sports car invoking the Ferrari brand. This clearly
demonstrates the immense impact of motorsport, particularly Formula 1, on a brand's
reputation and commercial success, enabling Ferrari to establish itself as a global icon,
thanks to motorsport.

This is backed up by what Mercedes-AMG (2019) said “F1 car liveries are instantly
recognisable. Iconic, in some cases. They're the focus of a team's identity and brand
image”

Similarly, the iconic British manufacturer Aston Martin has achieved significant
commercial success due to its involvement in Formula 1. Rocket Yard Sports (2023)
reported that a substantial 70% of the company's annual sales, totalling $1.75 billion,
can be linked to its participation in Formula 1.

In conclusion, the influence of motorsport, particularly Formula 1, has on the automotive
industry is considerable. Iconic brands such as Ferrari and Aston Martin have leveraged
their involvement in the sport to build themselves a strong brand identity, increase
consumer perception, and ultimately drive sales. The association with high-
performance, innovation, and prestige, as embodied by the sport, has allowed these
brands to solidify their positions as global luxury icons. As demonstrated by the success
of Ferrari and Aston Martin, motorsport continues to be a powerful tool for
manufacturers to differentiate themselves in a competitive market.

In recent years, Formula 1 has become an appealing platform for corporate brands
looking to market themselves to a global audience of passionate, devoted and loyal



motorsport fans. Many prominent and iconic brands, such as Ray-Ban, a well-known
American fashion brand, have strategically leveraged the sport to create synergistic
brand partnerships. As Hallet (2021) notes, Ray-Ban's collaboration with Ferrari in F1
aimed to align their brand’s image with the prestige and excitement associated with the
prestigious lItalian team.

A relatively recent brand which has used Formula 1 to increase its brand identity and
image is ROKIT, Hallet (2021) writes that “when ROKIT sponsored Williams Racing,
very few people had heard of their name before they entered F1. So, when they were
negotiating their agreement, there was perhaps a bigger emphasis on using their
sponsorship as a tool to help increase the awareness of the ROKIT brand.” This shows
how newer companies, like ROKIT, utilised the brand awareness that F1 brings. Hallet
(2021) explains that ROKIiTs sponsorship deal with Williams Racing aimed to increase
the visibility and recognition of their brand, which at the time was unknown to most
people. With this deal, Williams was known as ROKIT Williams Racing for the 2020
season, until ROKIT left the next year.

This leads to the concept of a brand web. By becoming affiliated with Ferrari, Ray Bans
is becoming a part of the Ferrari brand web. This is the same for Williams and ROKIT.
As Kahuni and Rowley put it when discussing Toyota “By becoming a sponsor, the
organization is not just associating its corporate brand with the Toyota brand, but also
with, in particular, other corporate brands involved in sponsoring Toyota F1 racing
team.” Kahuni and Rowley (2013)

In conclusion, Formula 1 has become a powerful tool for corporate brands to enhance
their brand visibility and reach a global audience of millions. Established brands like
Ray-Ban have effectively used the sport to create synergistic partnerships with the
iconic team Scuderia Ferrari, aligning themselves with the excitement, prestige, and
luxury that is associated with Formula 1. Conversely, newer brands like ROKIT have
utilised the sport to help increase their brand awareness and recognition, taking
advantage of the high visibility and global reach of the sport. As the popularity of
Formula 1 continues to increase, it is likely that more and more brands will recognise
the benefits of investing money into the sport to achieve their marketing objectives.

Literature review findings

This research examines how motorsport teams and manufacturers build their brand and
how it becomes integral to that team's identity outside of the sport, it also has a focus on
how teams manage their sponsors and how sponsors use the sport to grow their brand.



Some of the re-accruing things that | noticed when doing my research is how motorsport
is used by large brands like Ferrari and Aston Martin to grow their brand, and how
having an iconic brand identity in motorsport can carry over to having showroom
success, there was also re-accruing information about how sponsorship brands utilise
the sport and how they impact the team they are joining with, this is in the case of Ray-
Ban and ROKIT.

Based on these insights, my project moving forward aims to propose a sponsorship and
branding framework, that can help to balance sponsor visibility with a sponsor's logo
and colours, while also preserving the team’s brand identity.

| am a firm believer that F1 cars and teams are very fast moving billboards which are
plastered with sponsors, | believe that teams should keep and preserve their heritage
that they have in the sport and not completely sell out for sponsorships, but at the same
time this is an integral part of the sport and a part that | find quite interesting.

This approach not only ensures that teams have money and can keep competing in the
team but also keeps the emotional connection that fans might have with a team’s brand.

This reflective process helps to highlight the importance of the needs of stakeholders,
which will become the groundwork for my proposed branding and sponsorship strategy
in Formula 1.

Case study

This case study will focus on how a re-brand can have the opposite effect on a brand. In
this instance, | will be reviewing the recent re-branding of the British auto manufacturer
Jaguar car brand, and how it has affected them in terms of the connection that they had
built up with their consumers. | will also be covering a successful re-brand of an auto
manufacturer, in this case, | will be covering KIA and how their re-brand changed the
perception of their cars and their overall image.

Jaguar is a famous British auto manufacturer, with a rich and strong history.

It started in 1922 as the Swallow Sidecar company, founded by William Lyons and
William Walmsley. The company adopted the name Jaguar after the Second World
War, when the term “SS” had become synonymous with the Nazi regime in Germany.

The manufacturer became an auto icon, in the post war period. They created the fastest
car in the world at the time, the Jaguar XK, which was the poster car for the 1950s
decade.

They also had a motorsport presence by competing in the 24 Hours of Le Man race,
winning it on numerous occasions. This wasn’t without controversy. At the 1955 24



Hours of Le Man race, Jaguar caused a crash that ended up killing Mercedes driver
Pierre Levegh, along with 83 spectators. Jaguar left the sport for a few decades after
this disaster and only returned to endurance racing in the 1980s, winning the Le Man in
1988 and again in 1994. This gave the brand a reputable status, showing that their cars
could go fast and stay fast for 24 hours.

Jaguar also made an appearance in Formula 1 in 2000 after taking over the Stewart
team in 1999. They were only in the sport for four years, but in that time, they had a
very popular livery on their car, which has become a favourite with fans around the
world.

The Jaguar brand at this time was very unique compared to other auto brands, they
branded themselves as being the “bad guys”. In many films and in their own advertising
Jaguar cars were often driven by villains. There was also the perception of Jaguar
owners being very self-centred and above everyone else, helped by the iconic Jeremy
Clarkson (2009) “I have a Jaaag” quote which has become a part of the brand ever
since.

To sum up the Jaguar brand was one of class, victory, power, precision and engineering
prowess.

The 2024 re-brand (November 2024) was very unpopular with the automotive
community, who saw it as a watering-down of a much-loved British car manufacturer,
"Many people are up in arms, acting like parent company JLR has smashed a kitten
with a sledgehammer.” James Morris (2024). But some marketing analysts have
described the re-brand as genius. Roy Sutherland (2024) commented: “Jaguar cannot
survive on a group of people who love the brand but don’t buy the cars”. As Martin
Brundle (2024) commented, “l have no idea what this is all about, but it's genius.
Everyone is talking about Jaguar in a moment of time where they’re not actually making
cars”. Fans of the car brand saw it as a failure, whereas critics and people in the
industry see it as a clever marketing strategy, to pull people’s emotions and to get the
world talking about their new line of electric cars.

Jaguar has not been profitable for a while, and it is uncertain if this will change its
fortunes at all.

The main strength of this rebrand is that it has people talking about it. the downside is
that Jaguar has up-set its core fan base, but maybe that is what they were trying to do.

On the other hand, there is KIA, a large South Korean auto manufacturer.

KIA was founded in 1944 in Soul by Kim Cheol-Ho.

They originally started off by making bicycles, and later moved onto making three
wheeled pick-up trucks. They then went on to make cheap and cheerful cars that were



affordable, and mass produced. In 2021 (the same year as their re-brand), KIA was
bought by Hyundai, another massive South Korean manufacturer, which makes
practical and innovative cars, which include hatchbacks, off road cars and electric
hybrid vehicles, they also have a motorsport presence with their Touring Car team and
championship winning Rally team.

the brand was thought of as a provider of cheap cars by the automotive community, but
in 2021, KIA re-branded itself to be more of a luxurious, electric and sustainable car
company.

The rebranding for KIA started with a new logo, which was supposed to represent the
‘company's symmetry, rhythm and confidence”, Atkins (2023). At first, this was not fully
noticed by people, with Google search spike for “KA Cars”, rather than “KIA Cars”.

The logo came with a new strapline, “Movement that inspires”, which helped to
represent KIA’s new aims and broader vision. Their old tagline was “Power to surprise”.
At the launch for the new branding, KIA broke a Guiness world record with a massive
drone display, helping to get more eyes on the car manufacturer.

Along with the rebrand, in a similar way to Jaguar, the overall designs of the cars
changed, making a switch from affordable family vehcles to sleek and innovative electric
cars.

The economic effects of the re-brand were soon obvious. In 2023, KIA became the 7t
biggest global brand when ranked by the number of units sold, putting them above
Mercedes-Benz and BYD, according to EFTM (2023)

In that year, KIA (2023) reported they sold 3.1 million cars worldwide, beating the 2.9
million sold the previous year. The company also achieved significant financial growth
after the re-brand. In 2020, revenues were 59,168 billion Korean won, in 2021 rising to
69,862 billion won (the year of the re-brand). By 2023 revenues had climbed to 99,808
billion won, an increase of 69% in just three years. (See appendix 10)

Both companies have different goals when re-branding. Jaguar is targeting EV
dominance, competing with Porsche and BMW, while KIA was repositioning for a
broader market and to improve their overall image.

It's difficult to compare the financial impacts of both brands, seeing how the Jaguar re-
brand only happened last month and has not sold any new cars yet.

What worked for Jaguar is that it got people talking about them again. The negative was
that it has divided the political landscape and disenfranchised a lot of their older fans. In
the case of KIA, the success came from the new image and the improved reputation
that the brand got from the re-launch and the financial impact that it has had on the



company. The only downside was the initial reaction to the logo, with people misreading
it.

Methodology

For my research | used qualitative data through a survey questionnaire | sent out.

For the qualitative | made a survey with 10 questions, some being yes or no, and some
being short text fields. The questions were based around branding of teams, and how
sponsors use the teams to grow their brand.

| sent this survey to several motorsport groups via different forms of social media,
mainly Instagram. | kept the survey open for a week to allow a good number of people
to answer. | also asked people who are not interested in motorsport, these people were
found in a similar way, via social media.

Doing this allows me to get a wider range of understanding of how people see brands
within motorsport from the perspective of people that are devoted to it, and people
outside of the sport.

If I did not get many responses from this survey, | planned to upload it to some
motorsport Reddit groups as a contingency.

The data from this survey is analysed in Google Forms, where | made the survey and
sent it out to these groups. In the data, | looked for similarities in people's responses, for
this, | will be using ChatGPT to find the similarities in their responses.

For the overall research project, | gave myself as much time as possible to complete all
this work in good time, starting with my research early on into the semester and allowing
myself plenty of time to complete the surveys and case studies to a point where | was
satisfied with the outcomes.

Results and analysis of data

| conducted a survey questionnaire based on the topic of branding in motorsports, the
people | asked it to where around the ages of 18 to 22 and had different feelings and
connections with motorsport, this allowed me to have the views of people who are
passionate about the sport and people who do not know much about it, and how they view
the branding of the sport, events and teams. (See questions and responses in appendix 13)

To find similarities between the different responses, | used ChatGPT. | sent this survey to a
few group chats and individuals but only received around 8 responses. This was not as
many as | would have liked, but it still gave me a good idea of how motorsports fans, both



devoted and faithless fans. The questions asked revolved around their experiences with
motorsport events and the branding of teams and drivers in the sport.

What has been evident in my survey is that 75% of fans decide who they will support based
on how their car is branded, this makes sense when a new fan is watching a race for the
first time, they will see more of the cars and less of the driver.

Another question | asked was around merchandise, from the answers | got, most people
buy team merchandise if the team has a good car design, as one person said, “l liked the
designs of the car and race suits which matched the shirt that | got”. This was backed up by
the next question, which asked whether having stylish merchandise and visually exciting
race events matter to the fans, where | got a 100% yes. This also went into the next
question about having a sense of community with other wearing team merchandise and it
was also 100% saying yes.

The next four questions were the most interesting for me; these were all based on the
branding of drivers and what connection they might have.

Six out of eight responses associate Max Verstappen with Red Bull, and | got a similar
response, with two out of eight having the same feeling about Fernando Alonso and the
BOSS brand. This can also be seen in response to another question where people said that
they recognise brands like Shell, DHL, FedEx and Heineken as “motorsport brands” and, in
the case of Heineken, the affiliation it has with Max Verstappen.

Another area was the iconic colours of motorsport teams, six out of eight mentioned
Ferrari and theiriconic red colour and the emotion that they have with that colour, other
teams and colours mentioned were Aston Martin and British racing green, Mercedes with
their silver/ black and McLaren moving to their new orange colour for their brand.



Catagory Percentage of respones

Max Verstappen and Red Bull 75%
Ferrari (colour/logo) 75%
Red Bull (general recognition) 50%
Other motorsport logos and colours 50%
Mercedes sponsors (Petronas and TH) 37.50%
Legacy brands (Martini & GULF 37.50%
Marlboro-McLaren livery 12.50%
Aston Martin and Alonso (BOSS) 37.50%

Currentindustry practices: the use of social media

Social media is an effective strategy to reach a large amount of people around the
world. Formula 1 used this to its advantage in 2017-18, when it was re-brand after the
business was purchased by Liberty Media. the re-brand saw the sport get a new and
more modern logo, along with modern on-screen graphics for the televised events,
allowing fans to get a better understanding of what was happening during a race.

They also started an Instagram page, which has allowed fans from around the world to
keep up with what is happening in the sport. In 2020, a report from F1s official site
revealed that F1 had become the second fastest-growing major sport on the four most
influential social media sites (Instagram, Twitter, YouTube and Facebook). The follower
counts for these platforms saw a rise of 36%, reaching a total of 35 million accounts.
Video views went up by 47%, which was around 4.9 billion total views. The total
engagement on these pages was up by 99%. Medium (2021)

Another important aspect of the re-brand was a 10-part Netflix documentary show called
“Formula 1: Drive to Survive”. The series premiered in 2019 and covered the previous
Formula 1 season (2018). The show introduced new fans to how the sport works, the
different teams and some of the key personalities, with the driver Daniel Ricciardo and
team principal Gunther Steiner becoming icons of the sport to new fans.

The effect this show had on the sport was immense. The 2018 season had cumulative
viewing figures of 1.76 billion, around 83.7 million per race. In 2019, after the Netflix
show, viewing figures rose to 1.92 billion, and an average of 91.5 million per race.
Formula 1 press release/ Motorsport broadcast analysis.



The effect this had on the teams was significant, manufacturers and sponsors that take
part in the sport was also significant. Brands such as Red Bull noticed the benefits of
the spotlight that the series bought them, Datapowa tracked the impact that the show
had on the teams 29 sponsors across each of the ten episodes. the expected media
value was at $19.4 million which was almost double that of the value of Ferrari ($11.3
million) and Mercedes ($10.6 million) Paul Bullock (2023) Datapowa: Drive to Survive:
Red Bull generates best value from fifth season.

Similar racing series such as NASCAR and IndyCar, both massive racing
championships located in North America, have also gone down a similar route.
NASCAR had its own show on Netflix (NASCAR: Full Speed). This show had a positive
effect by bringing in a new audience of people from around the world, showing how
effective social media is at attracting new fans and viewers.

Neilson data found that 88% of first-week “Full Speed” fans did not watch races in the
previous season, meaning that they were all new fans of the sport, SBJ (2024).

SDG 4

SDG 4 (Sustainable Development Goal 4) focuses on ensuring inclusive and equitable
education and promoting lifelong learning opportunities for all, | believe that from this
project | have gained valuable skills when it comes to researching and analysing my
findings, along with giving me a good idea of how | would like my future career path to

go.
It has also given me the insights of how this industry works and operates which is vital
for me in the future, hoping to get into this field after my studies are completed.

Time management

Next semester, | plan to give myself enough time to complete this project, to do this, | will
be making my start point in early January before the second semester begins. | have set
myself self-determined deadlines that | plan to meet next semester, such as completing
initial designs and acquainting myself with design programs that | will need to use. These
deadlines are designed to keep the project on track and allow me to evaluate the work |
have done.

I have also set myself some contingency plans should anything go wrong. For example, if |
am having issues with Adobe platforms, | will have alternative tools ready, such as Figma.

I will be focusing on the smaller stuff first (logo design and branding) so that | have plenty of
time for the bigger parts of the project (livery design and race suit design).



Word count- 4,241

Appendices

Link to website portfolio- https://rbsportfolio.com/
Link to live CV- https://www.rbsportfolio.com/blank-1

Appendix 1- Time management graph for semester 2 (red) and semester 1 (green)
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| plan to start as early as possible and | belive that with this time that | have given myself | will be able to complete the project, and with the time left until
| have to submit is enough time to write about the project and review the work that | have done and make any changes.
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This graph shows how | planned for my research phase of the project was going to go, | somewhat kept to this schedule apart for a few bits that changed.
(I left the survey open for a few weeks to allow as many people to answer it)



Appendix 2- Brand analysis of the BWT Alpine F1 Tea

@ BWI' BWT Alpine F1 team is a french car manufacturer who is owned by
french auto manufacturing giant Renault. Their tital sponsor is BWT (Best
A LP 1IN E Wwater Technology), they joined the sport in 2021 as a re brand of the
F1" TEAM Renault F1 team.

The main colour for Alpine as a manufacturer is
blue, the blue is called “Alpine blue” and is one
that they created.

The F1 team ran this blue for a livery up until
2024 when they switched to the black and pink.

Over all though, Alpines brand is built around
this shade of blue.

This blue is prominent on Alpine cars in oth-
er racing series, in the WEC (World Endur-
nace Championship), both the Alpine cars are
dawned in the Alpine blue colours with some
red and white to make up the French tricolour.

In the opinion of motorsport fans, there was

less of a posotive reseption to the F1 design to

the WEC design showing that fans had some

sort of connection to the blue and original brand

design of the Alpine cars before 2024. The colours and branding of the team is primar-
ily the main sponsor, BWT, whos main colours
are pink and blue. The similarites of these

A LPINE brands allow the design to work, along with the

fact that Alpine Blue and pink are colours that
look quite nice together.
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Mercedes-AMG is one of the most successful
manufacturers in the sport. They joined the
sport in the 50s, left in 1955 after the Le Man
desaster and then returned as a full team in
2010.

In F1 they were refered to as “the silver arrows”
this was due to their cars being silver in the 50s
when they started racing, when they returned in
2010 they returned with a silver livery, and the
brand for the team was built around that.

In 2020, the team re branded and ditched the
silver/ white branding and moved to a black and
blue brand identity. In 2024 they started to com-
bine the silver with the back, but the brand now
is centered around the black and blue.

The primary sponsor for the team is Malasian
oil company Petronas, their brand colour is
this turquoise, it plays a prominant part of the
car and is intergrated beautifly onto the car. A
simple stripe down the front of the car and a few
spots on the mirrios and rear wing.

This colour also goes very well with the colours
that the team use, it stands out enough but
doesn't take all the spot light on the car. The 4
colours of the teams car work extremely well
together and create a livery which has a refer-
ence to its heritage, current brand and benifits
the sponsors.

PETRONAS

Appendix 3- Brand analysis of the Mercedes-AMG Petronas F1 Team

The 2024 Mercedes F1 livery is a masterful
blend of heritage and modernity. The return of
the iconic silver, coupled with sleek black ac-
cents, pays homage to the team’s illustrious
past while exuding a sense of refined power.
The integration of sponsor logos is seamless,
with subtle placements that enhance the overall
aesthetic without overwhelming the car’s de-
sign. This livery not only embodies Mercedes’
brand identity but also creates a visually striking
and cohesive representation of the team and its
partners.

For the Singapore GP they made a special
livery for Petronas, replacing the silver with the
Petronas turquoise.




Appendix 4- Brand analysis of the Ferrari HP F1 Team

Ferrari is the most iconic team in the sport,
racing sinse 1950, they have built a legendary
brand identity thanks to F1. They have become
known for their iconic red “Rosso Corsa”. They
have used this branding ever since the start.
The colours they usually use are white, black
and in some cases green... until 2024.

The Ferrari brand is iconic in the world of mo-
torsport and in car culture in general, itis a
prime example of how a manufacturer can build
a successful brand through the sport.

They used the sport to reach a global audience,
show off their engineering performance and
prestige, it has also allowed them to create a
very powerful connection with fans, people say
that Italy have two religions, Christianity and
Ferrari.

Being in F1 has shown how brands can use the
sport to become a global icon.

At the 2024 Miami GP, Ferrari announced that
they had a new titel sponsor, being the tech
giant HP (Hewlett-Packard), fans were scepticle
of the new partnership, on one hand, fans were
expecting a special blue livery which would
resemble the North American Ferrari blue livery
from the 1960s, but instead, we were treated to
an ugly blue HP logo on what was a beautiful
red, white and yellow car.

The HP logo looks very out of place, due to the
blue clashing with the iconic red and the rest of
the colours being used on the car up until the
Miami GP and onwards.

The brand has been carried over and pre-
served since Ferrari joined F1 in the 1950s, it
has come got to a point where if you see a red
sports car, people think of Ferrari.

Ferrari has also used motorsport to show how
good their cars are, they have recentley won
the 24 hours of Le Man, where they race for 24
hours non stop, winning the event shows how
well made their cars are, due to the fact they
can race at high speeds for a whole day. Once
again showing how Ferrari has used motor-
sports to build an iconic brand.




Appendix 5- Research of Cadillacs racing team and brand

Cadillac is one of Americas largest auto manufacturers, they are owned
by General Motors and have recently declaired that they will be the 11th
team on the Formula 1 grid in 2026. They do not have much of a racing
background, only recently have they started a motorsport division, they
primarily race in endurance racing the America and in the WEC (World
Endurance Championship). They also have a GT3 sports car which
raced for a few years from 2014 to 2017 in the Pirelle World Challenge.
This was the brands first step into motor racing.

The most likely sponsor for the team when they
join will be the company that owns Cadillac, be-
ing General Motors. Their colour is blue, which
matches one of the main colours of Cadillac, it
is also a colour that works well with yellow and
has been seen as a combo in the past in F1

general motors

After doing some more research | found that a
U.S racing team called Andretti will be a part of
the team as well, they race in a similar series to
F1 called Indycar. One of their main sponsors
in that series is GainBridge, who is a digital life
insurance company. The link between Andretti
and the likley hood that they will bring Gain-
Bridge with them to the Cadillac team is expect-
ed.

This is something that could work quite well, as
GainBridges colour is yellow which would stand
out with any colour that Cadillac could choose.
(Yellow, red, blue or black)

> GAINBRIDGE

Unlike other auto manufacturers, Cadillac
doesn't really have a brand colour, Ferrari is
red, Aston Martin is green, Mercedes is silver/
white, Lamborghini has moved towards a light
green/ yellow and BMW has a blue, red and
white scheme.

In motorsport is it difficult to stand out, in F1 it
is even more difficult. On the current grid 4/10
teams are prodomently blue, 2/10 are green
and the rest is either red, orange, black or black
and white, to stand out in this sport | would use
the yellow for Cadillac. It is also a colour that is
also know to them by fans through their hyper-
car creating a fan connection to the brand.

Overall, the posibilities for the branding for this
F1 team are endless, but at the same time,
there can be a clear vision for the branding that
they can use. It can also allow them to spread
their brand around the world, a lot like what
Ferrari did.

CADILLAC
RACING



Appendix 6- Breakdown of the Cadillac brand

——amw CADILLAC

l - AR —

RACING

The Cadillac logo represents “The
Standard of the World” and is based on
the coat of arms of Antoine de la Mothe
Cadillac, the founder of Detroit.

These are the Cadillac V series Rs that
race in endurance racing, each of the
cars has one of the three Cadillac col-
ours, in the eyes of fans the yellow is by
far the most popular and is seen as the
colour of Cadillac.

gddf%&
CADILLAC

Cadillac, a hallmark of luxury under
General Motors, has consistently used
typography to reinforce its brand iden-
tity. In the early 20th century, Cadillac
employed ornate script fonts in its logo,

- characterized by flowing, cursive designs

that exuded elegance and sophistication.
Advertisements from this era often fea-
tured traditional serif fonts, underscoring
the brand’s prestige and reliability. As the
mid-20th century embraced modernism,
Cadillac adapted its typography to reflect

' contemporary aesthetics, incorporating

streamlined sans-serif and geometric
fonts in advertising to emphasize innova-
tion and progress. By the 1970s through
the 1990s, Cadillac maintained its iconic
script logo while pairing it with transition-
al serif fonts in its marketing materials,
balancing timeless sophistication with

a sense of modernity. Each evolution in
typography has mirrored Cadillac’s com-
mitment to luxury, technology, and refine-
ment.



Appendix 7- Breakdown and analysis of all 10 F1 team logos

Here | will be looking at the logos of the 10 teams on the 2024
F1 grid, | will be looking for similarities on how they create their

logo and intergrate their titel sponsor (if they have one)
From my findings from this | will create my own logo for the new
Cadillac team, with either GM (General Motors) as their sponsor

or with Gainbridge.

' aramca

FORMULA ONE TEAM

MoneyGram

9HAAS F1 TEAM

Y/ @

ORACLE
Red Bull & ax

V /o | g | =
PETRONAS
FORMULA ONE TEAM

T

DBW],

ALPINE

R A C

WILLIAMS  _scrLaren”

RACING

2

Cash App

VISA

]
FORMULA ONE TEAM

Also a lot of the sponsors use their own fonts
and colours, again in the case of Red Bull the
ORACLE font is different to what Red Bull uses,
this is the same with Haas as well with Money-
Gram.

Alot of the time, the sponsor has an effect on
the livery design of the car, for example the

HP for Ferrari is seen on the car with their blue
logo, Petronas have their emrald green as a
prominant part of the Mercedes branding, being
used as their team colour and having a pre-
cense on the cars livery.

From this | am able to understand how | should
design my logo and what goes into it and also
how important the sponsor on the logo is and
how much of an influence they have on the car
and overall branding of the car and team.

FI" TEAM

take

F1' TEAM
KICK | SAUBER

The main thung that | have noticed with the
teams is that they have their logo being the big-
gest and most prominent part of the logo.

I N

G

FORMULA 1 TEAM

In some cases, the sponsor logo comes first like
In Alpine and ORACLE, with both teams being
called “BWT Alpine” and “ORACLE Red Bull
Racing”

From this | now know that if a team names itself
with the sponsor first, the sponsor comes first in
the logo.

Instances where the team comes first is Aston
Martin Aramco F1 Team, and Scuderia Ferrari
HP for example.

For my Cadillac F1 team brand, | believe the
best name will be Cadillac GM Formula One
Team, Cadillac GM Foruma One Team and Ca-
dillac Gainbridge Formula One Team, | believe
that this sounds better than having GM Cadillac
F1 team.




Appendix 8- Logos that | have made for the Cadillac F1 team integrating the primary
sponsor.

\'—\—E'J{ QM| general motors

= — -
-—— -
— -

=— | > GAINBRIDGE

Formula One Team

1

Formula One Team Formula One Team

Appendix 9- Graphs from KIA showing revenue, operating profit and net profit after 2021
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Appendix 10- The change in KIA car design after the re-branding



Appendix 11- The change in Jaguars branding after the November 2024 re-brand.



Appendix 12- The work load | have set myself for 2025, including all the work | need to do.

2025 Work load

Logos /
Colours &
branding
Social media
Website

Car livery
Race suits
Team wear
Race helmets
Merchandise
Track-side
sponsoring

Key

| = complete CADILLAC



Appendix 13- Questions and responses in full from my survey

Has the branding of a team's car (colours and design) influenced you decision to IO Copy chart
support that team?

8 responses

@® Yes
® No

Can you remember the first time you watched a motorsport event? What aspects of the event made
an impression on you?

8 responses

The build up for the event is what got me, made me feel very excited for the race

Honestly 2021 Jeddah. My friend got me into the sport and we watched the race together. Safe to say a
good time to get into Formula 1

The amount of big brands that were plastered around the event and on the cars
The suspense of the start
The excitement of seeing all the cars at the start of the race and just now exiting it was

The 2008 formula one season. My parents watched F1 and | joined them. The 2008 season was amazing,
as it was the last year refueling was allowed and Hamilton took the title in the very last corner. That's when
| started rooting for McLaren and | still do today, 16 years later.

The amount of brands present

With my bf, like last year. Colors of the cars and Adam Driver attending the race



Do you own any motorsport merchandise, like clothing or collectibles? What I_D Copy chart
made you want to buy it?

8 responses

1 (12.5%) 1 (12.5%) 1 (12.5%) 1 (12.5%)

| buy McLaren merchandise ev... | liked the design of the teams... No Yes, | bought it...
| do, | own a few shirts from my... | own a few model cars from so... Yes | own a couple of pieces. I...

Do you think that having visually exiting race events (such as colourful cars and IO Copy chart
stylish merchandise) helps motorsports to attract more fans?

8 responses

® Yes

® No
Does seeing others wear team colours or logos make you feel a sense of I_D Copy chart
belonging or connection as a fan?
8 responses

® Yes

® No




If a team or driver changed their colours or logo, do you think it would affect your IO Copy chart
connection to them?

8 responses

@® Yes
@® No

Is there a specific race, car design, or team color scheme that you think is particularly memorable
or iconic? What makes it stand out?

8 responses

Ferrari red, McLaren orange and Aston Martin green

It has to be McLaren Marlboro. Probably the most iconic livery in motorsports. Just the clean red and white
was perfection.

| like the more simple designs of cars, so | am a big fan of how Aston looked in F1 this year, | liked the
Ferrari design until the HP thing.

Red bull's F1 livery has always been attractive to me, the colour scheme compliments itself while staying
consistent to the branding.

Ferrari red and Aston Martin green are iconic in my eyes

The McLaren papaya orange. | think the most iconic one is the Ferrari red. Everyone knows it's a Ferrari
when they see a red formula one car.

The red of ferrari

No



Do you associate any brands with certain teams or drivers? How do you feel about those brands?

Max with Red Bull and Boss with Alonso

BOSS with Aston Martin mainly because | am a supporter of Aston. Helps with the team's luxurious design and feel of the environme!
Red Bull and Max Vertsappen, Mercedes with Lewis Hamilton, OKX with McLaren, MoneyGran with Haas and Petronas with Mercedes

It sounds obvious, but | associate Red Bull with Max Vertsappen, but | also associate Heineken with him as he was in that one advert with them. | feel indifferent towards the beer
but am more inclined to feel positive towards it.

When | see a Red Bull in the shops | think of Max Vertsappen, when | see a FedEx truck go by | think of Denny Hamlin in NASCAR

| know Tommy Hilfiger has a deal w e Mercedes F1team. | wear lots of TH because | like their brand. For me that cooperation makes me feel like TH is pretty good stuff
because a Formula One team wears i

The old Marlboro liveries for McLaren in the 80s and 90s

Red Bull, DHL, Shell

When you think of motorsports, are there any specific colours, logos, or brands that you feel are iconic to the sport?

The Ferrari logo is iconic with motorsports, i always see the Porsche logo as a symbol of motorsport as well. But the colours | think of are red, green, orange and blue.
Obviously Ferrari and their red car. The only team to have been in F1 since the beginning and always with the deep red

My mind goes to Ferrari and their red colour and Mercedes having the blue stripe because of Petronas, but when | think of other motorsports, | think of the GOLF liveries in
endurance, along with the Yellow Cadillac hyper-car in America (I play too much Forza) and the colours that Valentino Rossi used in MotoGP.

Green, due to old British Motorsport and red as Ferrari has delivered a dominant and lasting impression on almost every series of Motorsport. Red Bull has also consistently
sponsored multiple series in the last 20 years.

The Ferrari logo is iconic, the liveries of the old Martini cars are iconic as well.
Ferrari = Red, Mercedes = Silver
Ferrari, McLaren and Red Bull

Red Bull (blue, red, yellow), Ferrari (red, black, yellow) turquoise/green (Aston Martin)

Appendix 14- Ethics form 3



Winchester University: Ethics Form 3

=mys) JNIVERSITY OF

WINCHESTER

ETHICS FORM 3

FACULTY REVIEW

GUIDELINES
This form is for staff and doctoral students. It will help you set out the ethical aspects of your project that
need to be reviewed. Before completing it, you need to:
1. Read The University Research Ethics Policy.
2. |If you are a student, discuss the ethical aspects of your project with your supervisor.

It is your responsibility to follow the University’s Policy on the ethical conduct of research and to follow any
relevant academic guidelines or professional codes of practice pertaining to your study when answering
these questions. This includes providing appropriate information sheets and consent forms and ensuring con-
fidentiality in the storage and use of data.

The questions in this proforma are intended to guide your reflection on the ethical implications of your re-
search. Explanatory notes and further details can be found in the Policy document.

If any aspect of your project changes during the course of the research, you must notify the Chair of UREC.
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Winchester University: Ethics Form 3

SECTION 1
YOUR DETAILS
Your name: Robert Berrisford-Smith
Your department: School of Media and Film
Your Faculty: Faculty of education and arts

Your status: Undergraduate student

Undergraduate Student Staff (Professional Services)
Taught Master Staff (Academic)
Research Degree Student Other (please specify below)

Your university email address: r.berri:

inimail.winchester.ac.uk

Your telephone number: +44 07813 398247

For | nts only:

Your degree programme:

Your supervisor’s name:

Your supervisor’s department:

Your supervisor’s email:

Revised September 2022
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Winchester University: Ethics Form 3

SECTION 2
YOUR PROJECT
2.1. Project title: How do teams build a unique brand within motorsports and manage
relationships with sponsors branding needs.
2.2. Start date: 19 October 2024
23. Expected completion date: 18th December 2024
24. Expected location of data collection:
(e.g. school, workplace, public place, University premises etc.)
2.5. Has funding been sought for this research?
[ ves | no. /11
2.6. If so, where have you applied for funding?
2.7. Has the funding been granted?
I Yes No. //// | Pending
2.8. Is the research collaborative?
(e.g. co-investigators from another institution, at or with her or isation or colle in
another department)
Yes No. //I/
If yes, which?
2.9. Is Disclosure and Barring Service clearance required for your study?
It is your responsibility to contact the Disclosure and Barring Service (DBS) to confirm whether or
not clearance is needed prior to commencing recruitment or data collection. More information
here
I Yes I No.  ////
2.10. Is a risk assessment required?
It is your responsibility to contact the Health and Safety Office at the University to confirm
whether or not a risk assessment is required prior to commencing recruitment or data collection.
Yes No. //// Pending
2.11. Will your research be informed by guidelines from a professional association or specific, agreed
standards of practice?
Yes No. //I/
If yes, which?
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h University: Ethics Form 3
PROJECT DESCRIPTION

Please provide a brief description of your project in non-technical language (between 500-1000 words).
This should include details of the research rationale, aim(s), research question(s), context (linking to
some relevant literature), and methods (including details of participants, data collection (including
examples /descriptions of any audio or visual stimuli to be presented to participants), data analysis) to
be used. You should state any ethical issues that you have identified and how these will be dealt with.
This overview should contain sufficient information to acquaint the reader with the principal features of
the proposal. A copy of the full proposal may be requested if further information is deemed necessary.

Please use this section to list documentation that may be relevant to your application and append it to
the submission (e.g. consent forms, information sheets, questionnaires etc.).

For this research project, | aim to dive into how the branding of motorsports and the teams within has allowed it to grow to
one of the most viewed sports in the world. | will be looking at how the branding of it has changed over the decades, how
teams have shaped their visual J fan and their cultural impact.

The target audience for this project is branding specialists within the sport, graphic designers and marketing specialists all
within different forms of motorsports.

For my primary research | plan to reach out to these people via email or LinkedIn, once | have their attention | plan to conduct
an interview, this could be done via email, Microsoft teams or an in person meeting. | also plan to do secondary research, this
will be done by reading articles and books, watching documentaries and conducting a survey.

The questions | would ask for my primary research would be...

- How would you describe the core elements of a successful brand identity in motorsports?
- What branding strategies do you consider most effective for engaging new fans versus retaining loyal followers?

- How does the branding of individual teams differ from the branding of motorsport events or leagues, and how do
these identities complement each other?

- How do car liveries and team colours impact fan loyalty and recognition, and what goes into designing a memorable
livery?

- What role does visual design play in creating a brand that stands out, especially in an industry where there are

multiple competitors on the same track?

- How have motorsports branding aesthetics evolved over the years, and what trends are currently influencing design
choices?

- In what ways do branding and marketing efforts target fan engagement outside of race day, especially through digital
channels?

- How do social media and content marketing strategies enhance the connection between fans and motorsports
brands?

- How has the rise of esports and digital simulations impacted the branding strategies for motorsports?

- What are some unique in branding ts to other sports or industries?

- How do you see motorsports branding evolving over the next decade, particularly with changes in technology and fan
expectations?

- Are there any upcoming trends or innovations in branding that you think could further boost the popularity of
motorsports?

The questions that | would put into my survey would be mostly short yes or no answers with a few short paragraph answers
being there as well, | plan to send this survey to motorsport fans.
The questions will be...

- Has the branding of a team’s car influenced your decision to support that team?

- Can you remember the first time you watched a motorsport event? What aspects of the event made an impression
on you?

- Do you own any t mere like clothing or ? What made you want to buy it?

- Do you think that having visually exciting race events (such as colourful cars and stylish merchandise) helps
motorsports to attract more fans?

- Does seeing others wear team colours or logos make you feel a sense of belonging or connection as a fan?

- If a team or driver changed their colours or logo, do you think it would affect your connection to them?

- Is there a specific race, car design, or team colour scheme that you think is particularly memorable or iconic? What
makes it stand out?

- Do you associate any brands with certain teams or drivers? How do you feel about those brands?

- When you think of motorsports, are there any specific colours, logos, or designs that you feel are iconic to the sport?
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Winchester University: Ethics Form 3
SECTION 4

REFINING THE LEVEL OF ETHICS REVIEW REQUIRED

Please mark with an as appropriate YES NO

Does the research involve members of the public in a research capacity as co-re-

1 |searchers? (l.e. as in participant research where involvement extends beyond data Y/
collection)

2 Is there a risk of over-disclosure that may put the participants at risk or cause them "
any anxiety?
Will tissue samples (including blood) be obtained from participants?

3 1

s Will the study require the co-operation of a gatekeeper for initial access to parti- nm
cipants? (E.g. to students at school, to members of self-help group.)
Is the right to withdraw from the study withheld at any time, or not made explicit?

5 1
Is there any reason participants may feel obliged to participate in the study against

6 ir will? 1
their will?

s Will the research involve administrative or secure data that requires permission from 1
the appropriate authorities before use?

10 Will financial inducements (other than reasonable expenses and compensation for "
time) be offered to participants?

1 Are there payments to researchers /participants that may have an impact on the ob- nm
jectivity of the research?

12 Is there any cause for uncertainty as to whether the research will fully comply with I
the requirements of the General Data Protection Regulation (GDPR) (2018)?

13 Does any part of the project breach any codes of practice for ethics in place within I
the organisation in which the research is taking place?
Are drugs, placebos or other substances (e.g. food substances, vitamins) to be ad-

14 ministered to the study participants? Please note: for fast track review, it is expected 1
that the study will not involve invasive, intrusive or potentially harmful procedures of
any kind.
Is pain or more than mild discomfort likely to result from the study?

15 1
Could the study induce psychological stress or anxiety or cause harm or negative

16 | consequences beyond the risks encountered in normal life? (E.g. involve prolonged /11
or repetitive testing.)

17 Does the project pose any potential or actual conflict(s) of interest for the researcher "
and /or stakeholders?

If you answer YES to any of these questions, please use the next section to indicate which ques-
tion you have said yes to, describe the ethical issue in the context of your study and how you will
address it. If you have d NO to all questi | ion 6.

SECTION 5
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Winchester University: Ethics Form 3

SECTION 6

DECLARATION

| have read and understood the University of Winchester Research Ethics Policy and confirm that ad-
equate safeguards in relation to the ethical issues raised by this research can and will be put in place. |am
aware of and understand University procedures regarding Health and Safety. | understand that the ethical
aspects of this project may be monitored by the University Research Ethics Committee.

| understand my responsibilities as a researcher as described in the University of Winchester Research
Ethics Policy.

| declare that the answers above accurately describe the research as presently designed and that a new
application will be submitted should the research design change in a way which would alter any responses
given in Form 1 or here.

| confirm that if a Risk Assessment is required | will complete it and have it co-signed by my Supervisor or
Head of Department before data collection takes place. ////

| confirm that, if DBS clearance is required for my project, then | will seek it before the start of my pro-

ject. /111

| confirm that my research does not include risks that might cause it to be excluded from coverage by the
University’s insurers. ////

| confirm that | have appropriate insurance for this research. ////

Researcher’s signature: Roé Boviaford- Smick | Date: 6/10/2024

In addition, for students (research):

The student has the skills to carry out the proposed research. | undertake to monitor the student’s ad-
herence to the relevant research guidelines and codes of practice.

b i Date: 04-11-2024

Supervisor’s signature:

Please submit this form along with Form 1 to your nominated Ethics Lead.

Please remember to append any forms or documents that may be relevant to your application (e.g. consent
form, information sheet, questionnaire(s) etc.). Your form cannot be considered unless it is submitted with the
required supporting documentation. Omitting to do so will delay the ethics review process.
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Appendix 15- Ethics form 1

Winchester University: Ethics Form 1
UNIVERSITY OF

WINCHESTER

ETHICS FORM 1

WHAT LEVEL OF REVIEW DO | NEED?

GUIDELINES

This form is for staff and doctoral students. It will help you identify the level of review needed for your
project. Before completing it, you need to:

1. Read The University Research Ethics Policy.
2. If you are a student, discuss the ethical aspects of your project with your supervisor.

It is your responsibility to follow the University’s Policy on the ethical conduct of research and to follow any
relevant academic guidelines or professional codes of practice pertaining to your study when answering these
questions.

The questions and checklist in this proforma are intended to guide your reflection on the ethical implications
of your research. Explanatory notes and further details can be found in the Policy document.
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Winchester University: Ethics Form 1

SECTION 1

DETERMINING WHETHER YOU REQUIRE ETHICS REVIEW

YOUR PROJECT

Project title: How do teams build a unique brand within motorsports and manage relationships
with sponsors branding needs.

Your name: Robert Berrisford-Smith

Is the proposed activity classified as Research or Audit /Service Evaluation or similar?

Research Y1/ Audit or Service Evaluation

Use the Policy to help you answer this question. If the proposed activity meets the definition of research (see
the policy), CONTINUE.

If the activity is an audit or a service evaluation, STOP. You do not need to seek ethics approval, but you do
need to formally register your project with UREC, along with a project outline. To do this complete Form 2.

If you are unclear what type of activity you are undertaking, please refer to the Policy for additional types.

Does the research involve living human participants, human samples or data derived from indi-
viduals who may be identifiable through the data collected?

Yes No V/4

Use the Policy to help you answer this question.
If you answer NO, SKIP to QUESTION 6 and CONTINUE.
If you answer YES, CONTINUE.

Is the research being conducted for a medicinal purpose?

Yes No i

Use the Policy to help you answer this question. See Appendix 2 - FAQs and definitions.

If you answer YES, and think your research comes under the definition of ‘for a medicinal purpose,” it will
need to be scrutinised by the Committee. Please email the Committee Chair (ethics@winchester.ac.uk) for
further guidance on what to do.

If you answer NO, CONTINUE.

Does your research require external ethics approval or review?

Yes No it
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Winchester University: Ethics Form 1

For example, from the NHS or another overseeing body. Use the Policy to help you answer this question.
If you answer NO, CONTINUE.

If you answer YES, you need to formally register your project with UREC, along with the relevant external eth-
ics approval. To do this complete Form 2.

Is the project underway and, the researcher or Pl, has moved institution to Winchester?

Yes No "

If you answer YES, please read the following:

If the research began when the Pl was d at another institution but has sub fy moved to Win-
chester, and the project has previously been subjected to ethics scrutiny at that institution, then it need not

go through ethics review again. The outcome of ethics review by that institution should be c icated to
UREC for formal recording. To do this complete Form 2 and include evidence of the previous ethics approval.

HOWEVER, if there have been significant changes to the original research design which have ethical implica-
tions or recruitment of a cohort of participants will be undertaken through Winchester, then the project will
require ethics review and you should apply for approval, CONTINUE.

If you answer NO, CONTINUE.

Is the research collaborative?

Yes No it

If you answer YES:

« where the Principal Investigator (Pl) of the research is located at another institution, it is their re-
sponsibility to seek ethics approval, including partner research sites. The outcome of ethics review by
that institution should be icated to UREC for formal recording. To do this complete Form 2
and include evidence of the previous ethics approval.

*  where the Pl is located at Winchester, then the project will undergo scrutiny as per Winchester’s Eth-
ics Policy, CONTINUE.

If you answer NO, CONTINUE.

Is the research being conducted in another country?

Yes No i

If you answer YES, please read the following:

Where a project is conducted in another country, the researcher should consider if it is possible to obtain eth-
ics review by a local research ethics committee or other relevant body. The outcome of such a review by that

should be c i d to UREC for formal recording, along with a project outline. To do this
complete Form 2.

If this is not possible, the project should be reviewed by the University of Winchester, either at Faculty level or
Committee depending on the nature of the proposed work, so CONTINUE.

Does the research involve the use of di Y ial(s) for analysis - for ple artifacts,
papers, historical records, literary works or documents in a public or private archive?
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Yes No i

Note: Documentary material does not include academic papers or other ‘building block’ literature in the pub-
lic /academic domain which is used to inform the research context or rationale for the study. Instead, the
documentary material would be the ‘data’ for the study, therefore literature reviews or literature critiques
are not considered documentary research.

If you answer YES, you need to formally register your project with UREC, along with a project description. To
do this complete Form 2. Where materials are in a private archive or closed collection, please include details
of the nature of the private archive /closed collection and provide evidence of permission to use this material
for research purposes. Please also consider if there may be outcome ethical implications e.g. the subject mat-
ter may have a negative impact on those still connected to the materials.

Does the research i live ver

Yes No i

If you answer NO, CONTINUE.

If you answer YES, you need to formally register your project with UREC, along with a copy of the relevant
licence (if required). To do this complete Form 5.

Does the research invol i | inter ions?

Yes No it

If you answer NO, CONTINUE.

If you answer YES, you need to formally register your project with UREC, along with a copy of the relevant
licence (if appropriate). To do this complete Form 2

Does the project pose any potential or actual conflict(s) of interest for the researcher and /or
stakeholders?

Yes No "

If you answer YES, please ensure you provide information on the form you complete.

Does the data you will collect contain any information that could be linked back to participants
or that might identify them (e.g. name, address, photo, voice, email)?

Yes No i

If you answer YES, you need to formally register your project with UREC. To do this complete Form 2.
if you answer NO, CONTINUE.
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= Reaching the end of these questions, either you will have been directed to complete a specific additional
form or you should continue to section 2.

If you are still unsure whether you need ethics review or not, please re-read The Policy and email your query
to ethics@winchester.ac.uk with details of your project.
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SECTION 2

DETERMINING THE LEVEL OF ETHICS REVIEW REQUIRED

Please mark with an as appropriate YES | NO

Does the research involve individuals who might be considered vulnerable?
1
For example: vulnerable children, over-researched groups, people with learning difficulties,
people with mental health problems, young offenders, people in care facilities, including pris-
ons. For a note on research with children, see Appendix 2 of the Policy.

Does the research involve individuals in unequal relationships e.g. your own students?

Please note: m

1. students recruited via SONA are not considered ‘your own students.” If you intend to recruit
widely across the University or your Faculty (e.g. through snowball sampling or a mail shot)
you do not need to consider such students as your own, even if some participants may be
students you are directly involved with. Only tick “yes” if you are targeting your own stu-
dents specifically.

2. if you are an undergraduate or postgraduate student carrying out research with children
in either a school or early years setting, these DO NOT come under the category of your
‘own students.’

Will it be necessary for participants to take part in the study without their knowledge and
consent at the time? i

For example: covert observation of people in non-public places, use of deception. See Appendix
2 of the Policy.

Will the study involve discussion of sensitive or personal topics?
1
For example: (but not limited to) participants’ relationship ions, sexual behaviour, expe-
rience of violence, mental health, gender, race / ethnicity status or experience, political or reli-
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