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Formula 1 Social Media Campaign Proposal
Amelia Wilkins
Introduction 
Formula 1 (F1) is the world’s premier motorsport organization. To break it down, it is a single-seat race “car” regulated by the Fédération Internationale de I’Automobile (FIA). It’s the highest form of motorsport, with a series of high-speed races called Grands Prix held worldwide on circuits (racetracks). The “formula” in the name Formula 1 refers to the detailed set of rules and regulations that all participating cars and teams must follow. Not only does this global sport combine speed and technology, but also entertainment. The sport is ever-growing with new fans every day and even has its own Netflix docuseries Formula 1: Drive to Survive. With a fan base that spans every continent, F1 has built a powerful media presence that goes far beyond the racetrack. They have a combined following of 107.6 million across all social media platforms, including 13.1 million on YouTube, 11.4 million on X (Twitter), and 12.2 million on TikTok. F1 posts frequently across all platforms, sharing daily race-week updates, behind-the-scenes paddock content, driver interviews, and short-form clips made for Reels and TikTok. These posts allow the organization to engage with fans continuously, even outside race weekends.
Client Report 
Formula 1 is a global sports and entertainment organization that manages the FIA Formula 1 World Championship. The organization’s mission is to give the most exciting, competitive, and innovative racing experience in the world, as well as inspire people who not only follow F1 but also anyone with a passion for technology and teamwork. Its vision emphasizes sustainability, diversity, and expanding its global fan base- goals that will help 1 remain an international leader in sports entertainment. Founded in 1950, Formula 1 began in Europe as a series of Grand Prix races. Today, it has grown into a worldwide phenomenon with more than 20 races each season held across five continents. Beyond live racing, F1 operates within a large media and content environment, offering global broadcasting rights, digital streaming through F1 TV, branded merchandise, and fan experiences through premium ticket packages.
While F1 attracts a wide-ranging international audience, the target consumer group most important to its recent growth is young, tech-engaged urban professionals around the ages of 18-34. Demographically, this group includes high school/ college students, early career workers, young adults living in metropolitan areas, and those who have moderate to high disposable income. They are active on social media, engage heavily with digital entertainment, and are accustomed to consuming sports through streaming rather than traditional cable. Gender among this group is mixed, with growing female viewership driven by online content and F1 Academy (an all-female racing series created by F1). 
Psychographically, this audience values innovation, global culture, and cutting-edge technology. They tend to be people who appreciate cutting-edge technology and align their interests with F1’s emphasis on engineering excellence. This group would likely choose F1 over other racing series, because F1 offers a more international, tech-forward, and visual appealing experience. F1’s global circuits, diverse driver lineup, and strong social media presence on all social platforms cater to an audience who prefers high-production storytelling and an international atmosphere rather than a regionally focused motorsport culture. As a result, Formula 1 continues to create its media content strategy toward this demographic, strengthening its spot as both a sport and global entertainment brand.

Social Media Analysis 
Formula 1’s official Instagram account, @f1, serves as one of the organization’s most powerful tools for global fan engagement. F1 posts multiple times per day, and uses reels, photos, and memes to capture the excitement of the sport in real time. Its official Instagram account is @f1, has over 30 million followers and is a key platform for them to connect with fans through race highlights, behind the scenes content, and driver storytelling. Posts typically combine super eye-catching visual images with catchy captions, emojis, and strategic hashtags such as #F1, #Formula1, and #F1RaceWeek, which increase discoverability on the discover page and make it easy for fan participation.
F1’s overall Instagram strategy emphasizes using storytelling, visual energy, and emotion. The account usually posts a lot of highlight reels after each race weekend, driver celebrations, team moments, and short funny videos/ interviews of the athletes, that show the audience more of their personality. Its most successful content is the short videos, especially Reels, which consistently earn higher engagement than the images. These are some of F1’s top-performing posts from the past month, illustrating what drives fan engagement and how these insights can inform future content strategies.
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3M likes/ 86.5k comments 
December 7th, 2025
· Lando Norris, as the 2025 world champion, earned strong engagement because it was relevant, timely, and emotionally powerful. Shared within hours of the championship results, the celebratory all-caps caption, trophy emoji, and a well-done graphic featuring multiple images of Norris created a hype-driven shareable moment. Expressions captured the fan's excitement. Although it lacked an explicit call to action, the post encouraged comments and shares naturally. Its success shows the value of real-time posting, bold visuals, storytelling, and concise, high-energy captions.


[image: ]772k likes/ 697 comments
December 7th, 2025
· This Instagram Reel performed strongly because it commanded humor, timeliness, and a relatable driver moment. Posted during the Abu Dhabi GP weekend, highlights a playful joke about Arthur Leclerc being called “Junior”, supported by the meme-like font text overlays and emojis. The reel format boosts visibility, and the design style makes it highly shareable. Hashtags such as #F1 and #AbuDhabiGP increase reach, while Arthur Leclerc’s own comment drives further engagement. Its success shows that fans love personality-driven content, family dynamics, and enhanced reels to maximize engagement. 
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December 1st, 2025
· This post performed strongly because it highlights the high-stakes championship battle with a bold graphic showing the top three contenders. Posted one race before the final, it taps into fan excitement and anticipation. The clean layout, all-caps “ONE TO GO” headline, and color-split portraits make the image dramatic and highly shareable. Hashtags like #F1 and #Formula1 increase reach, while the eye-emoji adds suspense. Although it lacks direct CTA, fans naturally respond with predictions and debates in the comments, driving engagement. The post shows how data-driven visuals and simple, hype-focused captions can effectively fuel conversation ahead of major events. 
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840K likes/ 6K comments
November 22nd, 2025
· This post generated strong engagement because it features major celebrities- Beyoncé, Jay-Z, Travis Scott, and Michael Ruban- alongside Lewis Hamilton during the Las Vegas Grand Prix. Star power makes the content instantly shareable and appeals to both F1 fans and broader pop-culture audiences. Posted during race week, tap into the entertainment-focused branding of the Vegas event. The simple caption with emojis adds hype, while the carousel format encourages users to swipe through multiple photos. Although the celebrities aren't tagged, the exclusivity and candid energy of the images drive comments, likes, and shares, making it one of the week’s most impactful posts. 
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1.1M/ 760 comments
November 9th, 2025 
· This post earned exceptionally high engagement because it humorously edits the Las Vegas Sphere to look like it is “making fun of” Charles Leclerc, combining F1’s high-quality photography with viral meme culture. Posted during the Las Vegas Grand Prix, it taps into both race-week excitement and the internet’s fascination with the Sphere. The clean, simple hashtags, and carousel format help the joke stand out visually, while the contrasts between Charles’ serious pose and face have comedic impact. With major likes and major brands joining the comments, this post shows how humor and timely cultural references drive engagement. 


Social Media Campaign
Platform: Instagram
Client Goal: Increase F1 TV Subscriptions 
Goal: The goal of this campaign is to increase subscriptions to F1 TV, Formula 1’s official streaming service. As F1 continues to expand globally, the demand for exclusive, high-quality race coverage and behind the scenes access has become more important to maintaining fan engagement. Selling more F1 TV subscriptions. It is important because it strengthens long-term viewer loyalty, creates a consistent revenue stream, and shifts fans from casual social media to committed, paying supporters. This goal also aligns with F1’s digital-first focus by prioritizing premium content over race highlight-only consumption on social platforms.
Objective: The objective of this one-month Instagram campaign is to increase F1 TV subscriptions by 20% from the previous month by the final campaign date. This objective is specific, measurable, and tied directly to performance analytics from F1’s subscription dashboard. By driving Instagram users toward a paid subscription, this objective directly supports the overall goal of revenue growth and deeper engagement. The one-month timeline creates urgency, making followers more responsive to limited-time messaging, exclusive features, and promo codes that push users to purchase within the campaign period. 
Strategy: The main strategy of this Instagram campaign is to leverage storytelling, humor, and exclusive content to persuade fans that F1 TV is the only place to get full access to the sport. F1’s top performing Instagram content features: behind-the-scenes clips, humorous moments, driver personality highlights, race drama previews, and visually captivating graphics. This campaign uses those insights to target existing F1 fans on Instagram aged 16-34, especially those who follow drives, share posts, and frequently engage with reels. 
The campaign message is: “Don’t just watch highlights- experience every angle.” The tone will be energetic, playful, and hype-driven, to play off F1’s most viral content. The campaign will target fans and persuade them to shift from free Instagram consumption to paid, immersive viewing.
Posts will be shared: 
· Wednesday-Sunday, when engagement is highest. 
· Leading into race weekends, when fan interest spikes.
Instagram will be the primary platform, using cohesive branded graphics, driver quotes, short teaser clips, and carousel previews of F1 TV-only content. Each post emphasizes what fans miss without F1 TV-teams' radios, full onboard cameras, race replays, archives, and exclusive interviews. 
The campaign motivates engagement through interactive elements: countdown stickers, poll questions (“Which driver cam would you choose?”), humorous reels, and sneak-peek footage found only on F1 TV. 
Tactics: (Tactic #1) This tactic is a weekly series of short reels offering micro-previews of content available exclusively on F1 TV. Each reel highlights a specific premium feature- team radios, multi-camera views, pit-wall conversations, full race replays, or archive footage. The target audience is Gen Z and young millennials who already follow F1 on Instagram and regularly engage with driver-related or meme content. 
Each reel begins with a hook such as: 
“Here’s the moment you didn't see on broadcast”
“Team radio you won't believe what actually happened”
“POV: You’re inside the garage seconds before lights out”
Then the reel transitions into a 5-9 second preview clip, with blurred edges or a “locked content” overlay to show that full access requires F1 TV. Design elements will include the F1 TV red color palette, subtle glitch animations, and bold text emphasizing exclusivity (“Only on F1 TV”).
Call-to-action: “Subscribe to F1 TV to watch the full moment. Link in bio.” The CTA will appear on-screen, in the caption, and as a final frame. 
To increase shareability and save-ability, reels incorporate:
· Caption hashtags (#F1TV, F1Rewind, #Teamradio)
· Trending audio from F1 broadcasts
· Driver name tags to reach fanbase clusters 
· Emojis (🔥👀🚨🏎️) for hype appeal
· Poll sticker in stories (“Should we drop the full radio?”) 
This tactic supports the campaign objective by pushing users from Instagram consumption to paid viewing through fear of missing out (FOMO) and curious messaging. The more exclusive the clip feels, the more likely fans are to switch.
(Tactic #2): This tactic is a multi-post carousel that allows users to “test-drive” F1 TV’S multi-camera feature. Each slide presents a different driver’s onboard POV, turning Instagram into a preview of the F1 TV features. The target audience is med-level fans who enjoy race-day hype content but do not currently pay for access. 
To boost motivation, this tactic includes a giveaway for one free month of F1 TV.
Users enter by: 
1. Liking the post
2. Commenting which driver cam they’d watch first 
3. Sharing the post to their story
4. Tagging @F1 to track participation
This CTA is a behavior focused: “Comment + share to enter. “Subscribe anytime via link in bio.”
The tactic engages users by tapping F1’s strongest Instagram content, debating drivers, comparing race styles, and posting predictions. It also uses visual design elements that reflect standard F1 graphics. Hashtags (#F1TV, OnboardCam, #F1Giveaway), driver tags, and eye-catching emojis increase reach. This tactic aligns with the objective by showcasing F1 TV’s value while boosting engagement signals that push the post into the Instagram algorithm, helping switch users into paid subscribers.
Mockups
Tactic #1
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Tactic #2
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Evaluations
Evaluation 1: This evaluation method directly measures whether tactic 1 contributed to increasing F1Q subscriptions by analyzing engagement and conversion rates. The primary evaluation will take place at 3 points during the month: at launch (Week 1), midpoint (Week 3), and at the end of the campaign (Week 4). These checkpoints allow us to monitor whether post- interaction metrics are trending upwards and whether consumers are effectively guided to the subscription link. 
Effectiveness will be measured using Instagram Insights and third-party social media analytics such as Hootsuite Analytics or SocialBakers. Key metrics will include engagement rate (likes, shares, saves, comments), carousel completion rate, click-throughs, profile link clicks, and the number of different users reaching the F1 TV landing page. Along with these metrics, the evaluation will also measure saves and shares, which will indicate strong content relevance.
Evaluation 2: This evaluation focuses on whether real-time, high-energy video content effectively pushes users closer to purchasing an F1 TV subscription. By leveraging F1’s race weekend excitement, Reels and Stories will be evaluated at four points. 24 Hours after posting (Day 1), 72 hours after (Day 3), at the midpoint of the campaign (Week 3), and during the final race weekend (Week 4). This evaluation schedule allows for better tracking of how race proximity impacts user motivation.
Effectiveness will be measured using Instagram Insights for reels and stories, and third-party tools for engagement tracking. Key metrics include views, replays, watch time, viewer retention, and link clicks that direct users to the F1 TV landing page. Because this tactic is built around urgency, it is vital to evaluate link clicks.

Calander
	Week
	Day 
	Platform
	Time
	Post Description

	Week 1
	Monday
	Instagram
	12 PM
	Graphic for F1 tv Exclusive race

	
	Friday
	TikTok
	6 PM
	High energy edits with text “See every angle on F1 TV.”

	
	Saturday
	Instagram Reels
	1PM
	Multi View Mode graphic

	Week 2
	Tuesday
	Instagram Feed
	6 PM
	Multi-View mode graphic explaining how fans can watch multiple views

	
	Thursday
	X 
	9 AM
	Thread highlighting all that F1 TV has to offer.

	
	Saturday
	Instagram Stories
	12 PM
	Side by side comparison of broadcast vs, F1 TV

	Week 3 
	Monday
	Instagram Feed
	11 AM
	Limited promo for F1 TV subscriptions

	
	Wednesday
	TikTok
	8 PM
	Fan reaction edits to dramatic team radios

	
	Friday
	Instagram reels
	7 PM
	Countdown to race weekend hype clip

	Week 4
	Tuesday
	Instagram story
	7 PM
	Subscriber reviews 

	
	Thursday
	X 
	10 AM
	Reminder thread listing exclusive upcoming F1 TV features

	
	Saturday
	Instagram Reels
	12 PM
	Top moments you missed without F1 TV (Final Conversion push)



Conclusion
[bookmark: _Int_X3iaGfYT]This one-month Instagram campaign provides Formula 1 with a focused, research-driven strategy to significantly increase F1 TV subscriptions while strengthening long-term digital engagement. By grounding the campaign insights from the Social Media audit, the plan for the exact content formats consistently earns the highest engagement on F1’s Instagram. The strategy is clear, targeted, and behavior-focused. The goal is to convert casual Instagram followers into committed F1 TV subscribers by showing them what they miss without premium access. With this plan, you are not just gaining a campaign-you are gaining a partner committed to helping F1 lead the future of sports entertainment.
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