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Introduction
During this assignment I will be discussing the challenges that have been presented to the Motorsport industry due to the growth and emergence of Social Networking. Social Networking has become a major factor in many industries today and can be advantageous and problematic within these industries. Within this assignment I will be discussing the pros and cons of Social Networking within the motorsport industry and will analyse the areas it has been advantageous and the areas that have been problematic. Social networking is the use of numerous platforms in order to interact with the public, so for example platforms such as Facebook, Twitter, Instagram and Snapchat etc. These Social network platforms are being exploited more and more by numerous businesses and can be very advantages when it comes to sales or raising awareness of a product. These applications have grown in the last 5-7 years massively to the point where almost everyone is using them and people spend massive amounts of time on their phones because of them, therefore it is a great opportunity for businesses to exploit these sources to benefit their own cause. (AdWeek)
The Growth Of Social Networking In Recent Years
There have been many forms of social media over the years but it really kicked off and started when Mark Zucherburg created Facebook on February 4th 2004. (Independant) Since then there have been numerous social media platforms created such as Twitter, Instagram and Snapchat etc. Social media has changed the way we live our lives and interact with one another and along with the rise in smartphone technology since the first iPhone was released we now spend the majority of our days looking at our smartphones and or tablets. The younger generation on average spend up to nine hours a day on social media platforms, 60% of the time is spent surfing social media via the use of a mobile device. Statistics state that the average person will spend up to 5 years on social media by the time they die. Social media platforms are constantly competing for the share of the market and in doing so keep audiences interested by bringing out new features all the time like live streaming and 360 degree photos/videos. With social media platforms growing everyday there is no telling how much time we will be spending on them a day in the future, it is a growing culture. To break the total time spent a day you have to go into each platform for the average person, YouTube leads the way consuming over 40 minutes of a person’s day. Facebook comes in next with users spending an average of 35 minutes a day, Snapchat and Instagram come in next with 25 minutes use on Snapchat and 15 minutes spent per day on Instagram. These are the average figures and in my opinion after studying these figures I feel the younger generation spend at least double the time on the these type of applications per day which is a worrying statistic but I believe that this is the world we have grown up in and live in now and the use of smart phones and social media have changed the way we live as humans. (SocialMediaToday)


4 P’s
I will begin by talking about how the growth in Social Networking has affected the 4 p’s within motorsport. The 4 p’s are categories in which one would break down the view of goods or services, these categories include product, price, place and promotion. All these have an impact on motorsport as motorsport companies are trying to sell or market goods or products all the time, this is how the industry works, the purchase and sale of goods. I will now break these down and discuss how social networking has affected these areas within motorsport. (Quora)
Product - Within motorsport there are a number of things that could be classed as the product trying to be sold, for example merchandise, parts and of course the cars themselves. A formula 1 car can be classed as the product being marketed by the team to gain sponsorship money so they are selling the space on their car within their livery for a logo or branding of some kind. Companies pay the teams to put their logo on their car as Formula 1 is the leading form of motorsport around the world and is televised for the world to see. Therefore the companies that invest in putting their logo on the formula 1 car get plenty of advertisement on a global scale. Motorsport therefore thrives on the money that comes in to fund their racing, without sponsorship from big companies trying to advertise their business many teams would be unable to produce a car to race and spend money developing their cars and getting to all the races around the world. (Forbes) Social networking has helped the advertisement side to the product in this particular case as social media has created a massive platform for cars to be photographed and put all over social media. Businesses have therefore another incentive to get their logo on a Formula 1 car of some kind as it is not just the television that will be advertising their business every time they go by but teams can now how Instagram pages and Twitter/Facebook accounts that they can upload numerous pictures of their cars showing off their sponsors and therefore providing a larger advertisement opportunity and adding value to their stock (car). (Motorsport.com) However social networking of the race car can also be a problem in some cases, for example when a team is under scrutiny for rule breaking or something major like a bad crash that causes a fatality it is not good for a company or a brand sponsoring the team to be a part of because it links them to the problem or situation. It is also a problem for sponsors when they see the team/car they are sponsoring running in dead last, having terrible results and having an awful season as it makes their product undesirable to the public. This is why many teams go into administration if they are not getting results because sponsors pull out in order to not look bad, they win no money for getting points and have less television coverage as they are running at the back hence giving investors/sponsors no reason to fund the team. I believe with every pro there is a con to social networking. (The Telegraph)
Price – Price is the money required to purchase the product and although you may think this has nothing to do with social networking you would be surprised. As I mentioned during the product section of the four P’s, Social media platforms increase the amount the car/team is advertised and therefore adds value to the space on the car for advertisement as there is more demand. Social media is used by teams to give a more interactive experience for the fans to feel more connected to their favourite teams and social media like daily Instagram pictures of the car during past races is a way to do this. This means the car is seen more and more all over the world and this means companies and organisations will want their logo on the car so invest more money in order to make sure their logo is on it over other companies. However again being a team at the back that is struggling to score points and acquire good results means the car gets less television coverage as all the good action and interesting race is up the front end of the field so means less advertisement opportunity for the team having a tough season which means less sponsor interest resulting in no money being invested. However with the advancements in Social media the small team that’s struggling for advertisement can still get their cars out there and the little sponsors they have some advertisement opportunity with an Instagram page or a Twitter/Facebook account giving some incentive for sponsors to invest some money in the team. (SportsPro)
Place – Place is a difficult one to associate with social networking in terms of motorsport but there are some things relatable. Social media platforms have helped advertisement of tracks around the world and has helped show motorsport fans the different sites and beautiful settings that there are out there. When the fans see the areas and countries the F1 calendar travel to it gives them the incentive to travel to the watch the Grand Prix live in person the year after. Pictures on social media are the reason for this and F1 then brings in a lot more tourism to the countries they travel too. For example Brazil is a LEDC (Less Economically Developed Country) and quite a poor part of the world so when the Formula 1 comes around to Sau Pualo every year, the tourism brings a good injection of wealth to the area which is very much needed in a part of the world like Brazil. (Formula 1 )
Promotion – Social networking has helped promotion the most and has brought promotion to a completely different level to what it was. This is because of all the advertising opportunities social media has created due to platforms such as Instagram, Twitter, Facebook and Snapchat etc. Before all promotion was restricted to billboards, banners and television adverts which were really expensive, but now due to these social media platforms there is this whole new free and hugely interactive form of promotion. Billboards would be seen by a small number of people and the advertisement would go as far as a town/area so this was an affective form of promotion however it was limited in its capabilities. Banners were exactly the same unless they were used at a big sporting event where there were thousands of people and the event was televised like Formula 1 and these would prove affective and are still affective now. Television adverts are good for being seen by a large amount of people but are extremely expensive to run and therefore can sometimes not be worth the money that it costs to produce them and put them on the television. This is where social networking has really changed the way motorsport teams and organisations promote their cars and endeavours. It has changed because social networking has taken the main role in promotion due to these new social media platforms being able to reach and interact with more people anywhere in the world and mainly because it’s a free form of advertisement. This gives teams the opportunity to promote and advertise their cars for their sponsors all over the world because anyone with the means to a smart phone or electronic device can follow the team and see what they are posting. Promotion in the means of social media can be seen by more people, it’s free and there are no restrictions to how much promotion they can do. This form of promotion is used by every Formula 1 team on the grid and most motorsport teams around the world, the team that utilizes it the most is probably Redbull and they promote every country they go to by taking part in a culture or sport that relates to that particular country, they also post heavily before and after the race. This is brilliant for their sponsors and for interacting with the fans. In this particular area social media has been very advantageous for motorsport and will continue to be for the foreseeable future. (SportsPro)
How Formula 1 Has Opened up To the Use of Social Media within the Sport
As I have discussed in the earlier parts of my essay Formula 1 teams now all use social media platforms to advertise their racing livelihood and interact further with their fans which has benefitted them all greatly however it never used to be this way. During September 2016 Liberty Media bought a majority share in Formula 1 taken over most of Bernie Ecclestones shares. Before this date Bernie Ecclestone who made formula 1 what it is today by making the sport televised had control over the sport and had a rule over what could and couldn’t be shared with the outside world in terms of pictures and video clips of cars so that other teams wouldn’t try and steal each others designs. However when Liberty media took over they relaxed some of these rules and made it possible for the teams to be more active on social media platforms. This has had a dramatic effect on the sport and Formula 1 is now the fastest growing brand on social media beating the likes of the premier league and NFL, here are some of the social media statistics;
· Impressions up by 124%
· Video views up by 283%
· +1090% increase in minutes visited
· F1 followers eclipsed 10 million
· Increase of followers by 56% from 2016
· Growth in Instagram followers by 104%
· Growth in YouTube subscribers by 178%
As you can see social media has made the sport more accessible and more popular around the world.  (Motorsport.com)


Conclusion
In conclusion I believe that the growth in social networking has presented more opportunities than challenges and has been advantageous to motorsport on the whole. Advertisement and promotion is the biggest area it has helped and it has also made the sport more interactive. 
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