


Introduction
With the rise in social media this piece of work is looking at the opportunities and challenges afforded to their motorsport industry while using social media as a marketing tool. 
Using various scholarly articles, news reports and publications from both the motorsport and marketing worlds it looks at the ways motorsport teams have, in some cases embraced social media to drive up awareness and fan interaction of their sport and in some cases have been slower on the up take. The examples in this piece of work encompass motorsports from all over the world and some that travel all over the world, but generally only involve cars, such as NASCAR, Formula One and World Rally Championships. 



The emergence of social media websites, such as Facebook, LinkedIn and MySpace in the early 2000’s (2003 – 2004) began a change in the way a lot of traditional companies market their products or services. Realising how popular these sites were becoming and with the ever growing emergence of e-commerce, marketing in business slowly started to change it’s trend of aggressively-proactive outbound marketing to a more subtle, reactive inbound marketing strategy aimed at having a more positive impact on their customers lives which results in a positive impact on their business. There are some benefits of this new marketing strategy in that it saves time and money. A downside would be that not everybody is on social media. (King, 2019)
Uptake of this new platform has been so successful that in the last fifteen to sixteen years it has led to the uptake of over ninety percent of all marketing executives using social media accounts to interact directly with their customer base. This has led to an overall increase in customer satisfaction, with eighty three percent of customers who complain via Twitter and other social media site reporting they are satisfied with the responses they get. (King, 2019)
With over two billion people in the world online at any one time and twenty three percent of all online time spend browsing or interacting with social media sites it is easy to see why marketing has taken this direction. (King, 2019)
With the global reach of the internet and social media it would appear to be the perfect marketing tool not just for businesses with products or services to provide but also to the motorsport world, primarily an entertainment industry.
Sports marketing is a competitive area with several teams, brands, leagues and agencies are vying for the consumers attention and support. The same can be said about motorsports. Weather it’s their drivers using social media to promote themselves and the league, showcasing the sport or transforming the race day experience, each time is trying to bring in more new loyal fan and customer base. (Richert, 2017)
An example of a motorsport embracing social media can be taken from NASCAR. In an attempt to appeal to younger fans, the NASCAR social media team have started creating GIFs. To date there are several GIFs for almost all the drivers, allowing for a more interactive experience for fans. This is a great move by NASCAR because not only does it allow appeal to younger, or more tech savvy fans but when those fans use the GIFs it could potentially spread awareness of the sport to other people, who receive the GIF.  The only potential downside to this approach could be that because a lot of the GIFs show a sense of humour or poke fun at the drivers, some fans may think the sport isn’t taking itself seriously. (Richert, 2017)
In 2012 NASCAR formed one of the first official motorsport brand partnerships with Twitter. As a publicity stunt in relation to this new partnership and to try and reach out to a new demographic of potential fanbase the popular sporting franchise renamed one of it’s race events with a Hashtag, the device used in the Twitter application to highlight conversation topics. This had led to Twitter setting up a dedicated page on their site and applications specifically for NASCAR where fans could see all NASCAR Tweets in one place along with pitlane photos and videos. (Clavio, Walsh, Vooris, 2013)
However, this partnership worked both ways with Twitter marketing executives using a NASCAR race to stage their first television advert in June 2012. It featured Brad Keselowski, a NASCAR driver in his car in the pitlane taking a picture with his Iphone. The advert closes with the tagline ‘’see what he sees’’ and urges the viewer to visit the NASCAR dedicated Twitter page. This has advantages for NASCAR as well, in that it advertises the motorsport as well as Twitter. As does the dedicated NASCAR Twitter page. Keselowski’s number of Twitter followers more than tripled after he tweeted a picture during the 2012 Daytona 500. The picture shows a section of the race track on fire, burning with jet fuel. This led to Keselowski becoming the motorsports ‘’poster boy’’ (Clavio, Walsh, Vooris, 2013)
The way NASCAR embraced Twitter in 2012 saw an increase in their social media outreach. During the partnership with Twitter they had approximately 1.1 million followers. A significant amount more than the next most popular American motorsport IndyCar, which by comparison had one hundred thousand followers. (Clavio, Walsh, Vooris, 2013)
A new feature that NASCAR has started doing is race recaps in GIF form. Averaging approximately thirty GIFs per race, it allows for the major race incidents to be shown in a quick couple of seconds of action. With captions to explain the highlight. (Luvender, 2019)
In 2016 Formula One had a big drive to promote their different social media platforms. This included relaxing some rules about how teams could use the video footage from race weekends. Formula One also increased in the amount of video available to fans via their own social media accounts. With this promotional work Formula One saw a large increase in activity across their social media platforms. In 2017, there was an increase of over fifty four percent across all platforms. They reported an increase in minutes spent browsing their Facebook page by over one thousand six hundred percent and views of their Twitter videos increased by over one hundred and sixty five percent to sixty-four million views. This change of tactic with social media was inspired by the new Formula One boss, Ross Brawn, who set up a specialist team who’s focus is to help define the future of Formula One. They looked at the popularity of other sports and how they interact with fans on their own social media platforms. (Barreto and Newbold, 2018)
Between 2013 to 2016 Volkswagen’s World Rally Championship ran a media campaign that covered everything from their own website to several accounts spread across all social media. This campaign was unique in the sport because it was run completely independently of Volkswagen’s motorsport division. It was also done in a way never seen before in the motorsport. The campaign was called RallytheWorld and gave information direct to fans via it’s own website, Facebook, Twitter and YouTube. To link these platforms together, a new hub was created. The idea behind this hub was to create live events, run competitions, give opportunities to attend live events. These activities would then lead on to a social media buzz and keep fans interested enough to return for at least another twelve months. This coordinated use of their social media platforms and website gave Volkswagen World Rally Championship team fans an insight into the sport like never before. (Naes and Tickell, 2019)

The golden age of motorsport is generally considered to be the latter half of the twentieth century. Where there was a motto ‘’win on Sunday, sell on Monday’’ with most smaller championships like the British Touring Car Championships (BTCC) using cars closely related to their road going version generating sales through performance. However, since the turn of the century, the rising popularity of more economical and environmentally friendly cars started a trend that meant the fortunes of the race cars was not intrinsically link to their road going cousins anymore. The quick rise in popularity of the Formula E series show how the shift in demand for these ecological cars and vehicles has grown recently. Richard Taylor of Prodrive, one of the leading advanced engineering and motorsport manufacturing companies in the United Kingdom believes that if fans look to motorsports other than Formula One then there is the potential for motorsports to some of the most accessible sports available. A robust strategy is needed for this to be accomplished is needed. (Harrington, 2013)
Motorsport is data rich, the technology exists so that everything can be tracked, from the drivers vital statics, blood pressure, heart rate etc, right through to the cars performance, power output and cornering forces. With this information available to the teams, some have taken this and applied it to their social media networks, utilising three hundred and sixty degree videos, allowing their fans to be able to challenge any of the drivers virtually, with this being synchronised across all their social media platforms this can be done through a mobile smart phone, meaning the fan enjoying this service no longer has to do these things through a personal computer, giving much freedom and reaching a larger fanbase. (Harrington, 2013)
This predominantly free publicity can come at a cost. There is a darker side to social media. In the online community there is a section of people referred to as ‘’Trolls’’ who seem to take pleasure in aiming vitriol and online abuse at celebrities via social media networks such as Facebook and Twitter, which has descended into ‘’an anti-social hellscape’’ (Hannan, 2018)
Another issue that needs to be taken into account when managing social media accounts is the content that you are putting out and he audience that content is available to. Sites such as Facebook, Twitter and Instagram are now available to more and more age groups, where previously it was popular with teenagers, more and more younger children are now accessing these sites where they are able to view content that could not be suitable for their age groups, even online bullying, also known as cyber-bullying. Efforts have been taken across Europe to mitigate these issues, promote safer internet use by children and to educate parents on how to let their children safely use the internet and in some cases monitor that usage. 
It is imperative that the motorsport industry adhere to these standards as well by making sure that the content they share with their fans and followers is of a suitable content for ages, that it does not instigate upset or fear and that it helps foster a level of trust that implies these issues will not occur in the future. To do this, many companies, celebrities and sports team have a public relations team or company manage their accounts to be sure that nothing offensive is shared with their fans. (Armstrong & Kotler et al, 2009)
Conclusion
While there are many issues motorsport companies need to be wary of when utilising social media as a marketing tool, the advantages of these platforms wide ranging and many. The nature of the social media platforms mean that for the most part, it is free advertising. The engagement with their fans is far more interactive and at the same time more personal for the fans. Which will always enhance their experience and create a relationship that means the fan will continue to enjoy their particular motorsport. Providing the motorsport industry takes into account the potential downfalls that are presented in this way of marketing, such as some of their fans being minors,  then using the several social media platforms available to them should increase awareness of their motorsport and by increasing awareness they should increase revenue. Some teams and motorsports picked up on this much sooner than others, using NASCAR and Formula One as examples. NASCAR got into Twitter relatively early on and their partnership gave them a large online fanbase, whereas Formula One has only really began increasing their social media presence in recent years. 
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