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To what extent does digital activity influence global audience 

engagement in Formula 1?

How does media presence amplify the effect of digital 

communication strategies?

Can econometric models be used to forecast future 

engagement scenarios based on digital activity patterns?



The dataset includes:

Independent variables:

social media engagement rate,  posting frequency, follower growth, 

media coverage intensity.

Dependent variable:

Global Audience Engagement Index, constructed from:

interactions across platforms, content reach, audience growth.

Control variables include race performance and season effects.



FORMULA

Engagement_it = β0 + β1 DigitalActivity_it + β2 

MediaPresence_it + β3 Performance_it + μ_i + λ_t + ε_it

Where: i represents the team, t represents time, μ_i captures team-specific effects, λ_t 

captures season-specific effects.



Media visibility 

significantly amplifies 

the impact of digital 
communication

Engagement growth is 

particularly sensitive to 

content formats such as 

short video and behind-

the-scenes storytelling

Digital activity has a 

statistically significant 

positive effect on 

audience engagement



Three scenarios were simulated:

Baseline scenario

Moderate digital growth.

Accelerated digital strategy

Increased investment in content and digital platforms.

Digital stagnation

Minimal changes in communication strategy.



Scuderia Ferrari
A legacy-driven brand 

with exceptional 

symbolic capital and a 

historically loyal fan base;

Red Bull Racing
A digitally dynamic and 

media-intensive brand 

with strong appeal to 

younger global 

audiences.

Mercedes
A performance-centered 

premium brand 

associated with sustained 

sporting success and 

institutional prestige.





In conclusion, this research shows that digital activity and media 

visibility are key determinants of global audience engagement in 

Formula 1.

Using econometric modeling and scenario forecasting, the study 

demonstrates that strategic digital communication can significantly 

expand the global reach of sports brands.

As the sports industry continues to digitalize, understanding these 

dynamics will become increasingly important for both researchers and 

practitioners.



Thank you for 

your attention. 

I look forward 

to your questions 

and comments.


