
Head office:

1 King’s Meadow

Osney Mead

Oxford 

OX2 1DP 

 +44 (0)1865 230105

Overseas offices:

Frankfurt +49 69 247 52890

Hong Kong +852 2690 5200

Sydney +61 2 8076 8803

Buenos Aires  +54 11 4311 5874

New York +1 646 430 7900

Dubai +971 4391 3098 

www.compelodata.com

doormat@compelodata.com

Infographics

P1

P2

P3

P4

P5

P6

P7

P8

P9

P10

P11

P12

P13

P14

P15

P16

P17

P18

P19

P20

P21

P22

1,746,000

FERRARI 630,000

1,847,000

1,576,000

787,000

546,000

521,000

435,000

390,000

288,000

0

HAMILTON

ALONSO

BUTTON

WEBBER

MALDONADO

PEREZ

MASSA

ROSBERG

DI RESTA

VETTEL

McLAREN 438,000

RED BULL 360,000

MERCEDES 325,000

LOTUS 310,000

WILLIAMS 168,000

SAUBER 156,000

MARUSSIA 151,000

FORCE INDIA 150,000

CATERHAM 146,000

TORO ROSSO

FERRARI

McLAREN

RED BULL

MERCEDES

LOTUS

WILLIAMS

SAUBER

MARUSSIA

FORCE INDIA

CATERHAM

TORO ROSSO

105,000

185,000

124,000

83,000

61,000

41,000

GROSJEAN

PIC

GUTIERREZ

BIANCHI

BOTTAS

189,000

131,000

90,000

64,000

54,000

9,000

HULKENBERG

RICCIARDO

VERGNE

CHILTON

VAN DER GARDE 

SUTIL

0RAIKKONEN

Although a little shy in 
terms of volume of 
Tweets, Toro Rosso earn 
themselves 84 new 
follows for every Tweet 
issued, 26% higher than 
their nearest rival

Authenticity is key: 
drivers engage three 
times more social 
media fans than teams

Fernando Alonso, Lewis Hamilton &
Jenson Button account for over 
50% of all driver Twitter followers but Formula 
One still falls far short of the 'klout' of Football's 
premier athletes. Cristiano Ronaldo has more 
than twice the number of followers than the 
entire F1 grid

The Sponsor’s Perspective
Not unsurprisingly, the sponsors & 
brands involved in Formula One™ that 
achieve the most from social media are 
those who hold title rights and their 
identity is central to hashtagging in 
posts. No surprise then that In�niti & 
Red Bull achieves 340% more value 
from Twitter than its nearest sponsor 
rival, but with drivers rather than teams 
owning the ‘authentic’ social media 
equity, the opportunity exists for this 
value to be commercialised by drivers 
in order that sponsors can bene�t from 
social media endorsement.

Kimi may be the narrative 
�re in Lotus’s social 
media, but not due to 
the man himself who 
does not tweet

Lotus F1 are the most proli�c microblogging 
team in the paddock and have cracked the 
knack of starting conversations with more 
mentions than any other team.

He may be aiming 
for a fourth world 
title, but in the social 
media race, 
Sebastian Vettel is at 
the back of the grid

What would the 2014 Formula One™ grid look like if race seats were allocated by 
social media rankings? Vivacity’s social media gurus have paired Twitter’s best 

performing race teams with Formula One’s most followed drivers.

THE VIVACITY 2014
SOCIAL MEDIA GRID

Vivacity & Social Media
Vivacity is a sponsorship agency that places digital understanding at the heart of building brand platforms. It blends its expertise with digital savvy to provide an 
unrivalled social media competence for sponsors, brands & rights holders engaged in sport and beyond. If you want to start a conversation, have a word with 
chris@vivaciousworld.com. If you just want a quiet peak, take a look at www.vivaciousworld.com

Fuelled by Compelo
Data courtesy of Compelo, a leading provider of sports performance data and editorially driven analytics. If you’d like to know how data can fuel your story, drop us a 
mail at doormat@compelo.co 
 
Methodology – We rank ordered Formula One™ teams by their number of Twitter followers, and then allocated the highest ranked team seats to the most followed 
drivers. Data sample date 10 October, 2013.  E&OE (it’s only a bit of fun….)
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INFOGRAPHICS

Summary

Compelo’s blend of analysts, journalists and an in-house 
studio gives us a unique ability to research, analyse and 
visualise information in an easy-to-understand format 
that generates a compelling narrative. With our depth of 
knowledge and rich experience of designing information, 
our infographics can form the backbone of simple editorial 
enquiry through to fully-fledged campaign collateral, 
intended to shift option.

Our infographics can be localised through our translation 
services to enable global deployment and the content can 
be formatted across all required media channels to ensure 
its maximum reach and engagement.

Technical Specification

Infographics can be optimised as page-ready for print 
application as Illustrator files, or optimised for online, 
including as interactive infographics, together with  
re-formatting to support mobile application or for  
seeding in social media contexts.


