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SOCIAL MEDIA & MARKETING PLAN

Blackout Racing consists of a group of three team members. Although 
we all contribute to promoting the team and the competition, one of 
our team members has a designated role for social media and          
marketing. This provides the team with an advantage when gathering 
sponsors and maintaining a healthy partnership with them. This is also 
useful when keeping active on social media to develop a fan base, 
sponsors and potential sponsors.

  SPONSORSHIP

Initially the team researched companies that would be an asset to 
Blackout Racing.  The Engineering Team looked at companies which 
might be able to offer high-quality materials and assets which would 
enable the team to perform well. The list was split into two separate 
groups; monetary and materialistic. In the short term this worked fairly 
well and we managed to cover our costs at regionals. We realised after 
regionals that we would need to target the companies in different ways, 
so we decided in a 3 part targeting system.

Target Group 1 – Existing partners
This group consisted of companies and organisation that Sprowston 
Community Academy already had partnerships with. This ranged from 
local contractors to larger national organisations like SIMs & Doddle. 
Within this group we knew that the school already had a working             
relationships and contacts that might be able to help engage this 
target group.

Target Group 2 – Small Local Businesses
The team consciously decided to target smaller local businesses              
that would either be able to provide a service for us or make a small 
monetary contribution to the team. We aimed to recruit at least 10 small 
sponsors each providing around £100.

Target Group 3 – Main Sponsors
This group consists of your bigger companies with bigger media              
budgets. The idea is that they would require a larger return on                 
investment in return for more exposure. This group would be harder to 
engage but the rewards would be larger and worth the effort.

Once we had identified the companies in each group we decided to 
build an enticing offer to encourage to companies to get in touch. Part 
of this was the production of our Sponsorship Prospectus which clearly 
outlined our intentions, team ethos, possible sponsorship packages and 
return on investment. For further information this can be down loaded 
from our website. 

Our sponsorship packages were designed to link with target groups 2 & 
3 outlined above, with the Vettel package aimed at the smaller local 
business and the Schumacher targeting larger companies, whilst            
ensuring that each company had the flexibility to give what they can. 
Each package, with return on investment, is outlined on the next page.



OUR MAIN
SPONSORS

 SCHUMACHER PACKAGE - £750 +
 

• Presentation regarding our partnership to your staff &/or clients
• Company logo placed on car & prominent on pit display
• Company marketing materials displayed/handed out at pit display
• Company logo on all team uniforms & on all booklets/pamphlets
• Company referred to as 'Major Sponsor'
• Company featured on all social media and website
• Company logo displayed at the enterance of the SCA D&T Building
• Certificate of appreciation

 HAMILTON PACKAGE - £350 +
• Company logo on pit display
• Company business cards displayed on pit display
• Company logo on primary team uniforms & on all booklets/pamphlets
• Company featured on all social media and website
• Company logo displayed at the enterance of the SCA D&T Building
• Certificate of appreciation

 VETTEL PACKAGE - £100 +
• Company logo on pit display
• Company logo on primary team uniforms
• Company logo on all booklets/pamphlets
• Company featured on all social media and website
• Certificate of appreciation

The team has highlighted different ways of possible communication 
with the companies that had been identified; email, phone call, 
meeting in person, business pitches and social media. Emails were 
the primary point of contact with potential sponsors.  A set                     
template was created for consistency, which comprises of different 
tiered packages; this is covered in the ROI section. The email was 
adjusted depending on who it was being sent to (monetary or 
materialistic). If there was no reply within 5 working days the team’s 
marketing officer would telephone the company & ask to peak to 
the relevant person.
 
If potential sponsors showed even a vague interest in the               
competition, they were encouraged into the team’s work place.  
The potential sponsor was invited to come and meet the team, 
given a tour of the workshop and given further insight into the     
competition.  They were shown the portfolios & cars used to                     
compete in the Regional finals.  This opportunity can be used to 
promote the team & F1 in Schools further, with the guest seeing the 
passion & potential of the team within this competition. hopefully 
resulting in new sponsorship. However, most companies that 
responded preferred to visit our website and read the Sponsorship 
Prospectus.

Social media provided a good source of exposure &gave us          
exposure to companies/ organisations that we didn’t know even 
existed. Posting on local business pages like Sprowston Businesses 
Each package, with return on investment, is outlined below;
on Facebook exposed us to a range of people who shared our post 
and extended our reach. This probably provided us with more            
sponsors than the other contacts as it allowed interested parties to 
contact us.



SOCIAL MEDIA STRATEGY

Social media has been an integral part of marketing plan. Morson 
Blackout used social media to get the team name and brand out into 
the world. When doing this there was a simple plan of how to maintain 
and increase the number of followers.  It was ensured there were at 
least two or three updates a week going onto the social media, this 
benefitting the team by keeping interactive with the community and 
obtaining new followers, but without over saturation and annoying 
existing followers. It was found that using pictures resulted in more likes 
and interaction with the public, probably because pictures tend to be 
much more interesting than just a written text over twitter for example. 

To ensure we hit the correct balance of posts we decided to split the 
social media strategy into two target market groups; fans and sponsors. 
Although both sets of target markets will be exposed to all posts we felt 
it was important to cover the needs of both groups on a regular basis. 
This required us to create a list of needs for each group. 

The main difference between the two groups is ensuring that Sponsors 
receive the exposure and return on investment that they have paid for. 
In order to do this we have ensured that all sponsors are shared on our 
social media accounts and continually thanked, using their social 
media handles, to maintain a high profile. Our Supporters consist of 
students at SCA, family members and members of the local community. 
We have been trying to engage other teams to follow us and share 
progress/ experiences during the preparation for the national finals.

As mentioned earlier, we specifically target social media groups, like 
Facebook’s Sprowston Businesses, as a way of exposing our brand and 
raising sponsorship. We decided to post in these groups about the 
competition and ask if people would share the post or contact us if they 
would like to sponsor us. This has proven very successful and a number 
of companies are willing to support us either with immediate sponsorship 
or with support if we get through to world the World finals.

Initially we selected to use the obvious social media (Facebook,            
Instagram & Twitter) as we had experience with these platforms &        
existing followers. When asking for advice and feedback from Price Baily 
(one of our sponsors), they suggested using LinkedIn as it’s a platform 
designed for networking and promotion of your organisation. As a result 
we decided to launch our LinkedIn account as it will be a platform 
specifically designed for our sponsors & therefore can have a more 
professional look & content. Currently it’s in its infancy and we are   
building our network, however we believe this will be a better way of 
increasing our presence within the business community and will allow us 
to reach more companies that could potentially support us.

   SUPPORTERS
• Car progress update
• Testing and evaluation
• Merchandise availability
• Competition progress
• Event Participation

   SPONSORS
• Car progress update
• Testing and evaluation
• Merchandise availability
• Competition progress
• Participation with the team
• Exposure of their own brand
• Networking with other sponsors
• Return on their investment

Web:
blackout-racing.com

Instagram:
morson_blackout

Twitter:
@RacingBlackout

Facebook:
blackoutracingspr



All of our social media is linked to our website. The website was 
created to feature all the key details about the competition and the 
team along with picture, sponsorship packages and contact details. 
The website has been a key component of our social media              
strategy as it has the capacity to provide viewers with more detailed 
information than we can share on social media platforms.

ACTIVITIES

The team believed that the best way to improve our fan base and 
promote the F1 in Schools competition was by creating a large 
outreach program to all types of audiences from old to young. 
Undertaking regular activities such as radio interviews, business 
pitches and being in the local newspaper ensured a lot of coverage 
over the age ranges. This led to a bigger fan base and more support 
of the public which resulted in a bigger outreach.

LOCAL MEDIA (Eastern Daily Press/BBC RADIO NORFOLK)
The team were featured in the local paper twice after winning the 
regional finals. This initiated a major boost within the community, as 
the older generations and younger generations read the article 
could take interest in the competition, which was good to promote 
F1 in schools and the team brand. 

Contact was made with the local radio station BBC Norfolk and a 
6-minute interview at peak time was secured. This had around six to 
seven thousand listeners and was a huge moment for the team. 
Whilst on air the team publicised social media pages and had an 
instant fluctuation in interactions on the pages. This was again good 
for the reaching possible sponsors that might take interest and make 
investment. There was no extra sponsorship gained from this but the 
interactions on social media went up drastically, and the local 
target audience were reached. 

BUSINESS PITCH
A business pitch was presented to the directors at Hethel                 
Engineering Centre, which is situated in Norfolk. The company were 
targeted with the prospects of picking up a couple of new sponsors. 
The team also hoped to get some constructive criticism on            
presentation techniques to improve these skills for the presentation 
at the national final competition. One potential sponsor was 
secured and an offer for work experience for the team manager 
within CAD and CAM industry.   
  
FUTURE PLANS
If we are successful at the national finals we intend to build on our 
marketing and social media strategy by possibly creating the  
following events or publicity…
• Present work at the Norwich Science Festival.
• Drop Flyers around North Norwich to raise awareness and increase   
   potential sponsorship.
• Contact local MPs to lobby for more support.
• Link with local Universities to improve our skills base.
• Develop brand and connections on LinkedIn




