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Strategic fit CM.com, 
Dutch GP & Circuit Zandvoort 
CM.com & F1 Dutch Grand Prix/ Circuit Zandvoort 

Strategic fit as:

1. Organizations: growth ambition, life phase, high quality brand, Dutch, EU-/ global-reach and

2. target audience CM.com vs (live-)audience Dutch Grand Prix/ Circuit Zandvoort (on site/ offline and online/ media)



Brand equity F1



F1 fans | profile 



F1 facts reach fanbase



Fans in Europe



Partnership CM.com – Dutch GP –
Circuit Zandvoort

1. Destination package

2. Namegiving partner

3. Main grandstand sponsor

4. Event supplier

Partnership CM.com – Dutch GP – Circuit Zandvoort 



Partnership
1. Destination package 

• Right to have brand CM.com displayed on TV visible physical signage package, comprising of:
• 500 sqm of TV visible physical signage (positioned by F1)
• Signage production cost at brand CM.com’s expense

• F1 to have final approval on any public messaging and/ or communications



1.  Dest inat ion package

Example Bahrain

• Drawing map circuit 

• Ground paintings

• Banners



1.  Dest inat ion package

Example Bahrain
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1.  Dest inat ion package

Example Bahrain



• CM.com Circuit Zandvoort 

• CM.com-corner (corner 9, 10 or 13)

• All formal publications

• Re-naming Circuit Zandvoort
• Owned media (website, on site, social

communities) 

Partnership
2. Namegiving partner Circuit Zandvoort 

Facts & figures Circuit Zandvoort 
- 600.000 visitors py
- 80.000 website visitors av. per month
- Social community 199.530 (Facebook 114K, 

IG 63K, LinkedIn 4,2K, Twitter 18,5K)

Media value
May 1st – august 5th € 240M



Adoption main grandstand

• Branding grandstand
• Roof grandstand 
• Rear inside grandstand
• 2 banners  bottom grandstand
• Grandstand seats (color/ logo) 

• Ticketsales
• Copy in ticketfunnel
• Mention on e-tickets
• Mention on event site map

• General 
• All formal publications

Partnership
3. CM.com main grandstand 



Roof grandstand 

• Visibility from the air (Google maps)

• PR value (!)  

Partnership
3. CM.com main grandstand 



Partnership
3. CM.com main grandstand 



Partnership
4. Event supplier

• Official Event Supplier Formula 1 Heineken Dutch Grand Prix Zandvoort

• Limited to only 6 companies

• Branche exclusivity

• Right to launch a corporate campaign (excluding ticket activation)

• Corporate logo on DGP online platform (website, ticketshop)

• Second tier non-televised visibility at the venue (venue dressing, cladding, flags)

• Right to embrace an event domain (festival – fanzone –energy etc)



Partnership
4. Event supplier

• 25 F1 Paddock Club passes per day (25/75)

• Paddock Club passes give access to highly exclusive F1 Paddock Club 

• 100 VIP tickets per day (100/300)

• VIP tickets includes access to main grandstand on home straight and access to private lounge 

• 100 General admission tickets per day (silver category) (100/300)

• Private lounge is including catering and staff, excluding decoration

• 10 VIP parking passes per day



Partnership package € 2.250.000 py

• 3 year commitment 

• Excluding production costs

• Subject to approval from FOM, partners & shareholders

Partnership
2020 - 2022



Appendices



Source: Nielsen Sports

The biggest increases in Reach have been seen in China, India and France

• The top 20 markets account for 86% of global reach.

• The trend is also more positive in our biggest markets – the top 20 markets have seen a 
combined increase of 14% yr-on-yr, compared to an 8% decrease in the rest of the world. 

Market insights

Brazil: Likely to have been affected by the absence of any Brazilian drivers on the grid this year.

China: 2018 reach was more than 3 times 2017 reach thanks to coverage featuring on CCTV.

USA: Another new broadcast deal, with ESPN (and ABC) coverage helping to grow reach beyond 
NBC in 2017.

Italy: With FTA coverage moving to TV8 and only the Italian GP on RAI, reach was predictably 
lower than in 2017.

UK: A small decrease in reach despite similar broadcasting arrangements and another Drivers’ 
Championship for Lewis Hamilton.

Germany: TV coverage was exclusively on RTL this year, and a small number of Sky Sports 
viewers from 2017 did not migrate across, leading to a 4% decrease in reach.

Pan India: Second biggest increase in reach of any market in 2018 (after China).

France: Boosted by 4 races being shown live on free channel TF1 in 2018.

Ra n k M a r k e t 2 0 17  r e a c h 2 0 18  r e a c h % c h a n g e

1 Br az il 12 1,79 7,0 0 0 115 ,2 2 5 ,5 0 0 -5 %
2 Ch in a 2 2 ,13 5 ,0 0 0 6 7,9 5 9 ,0 0 0 2 0 7%

3 U SA 2 8 ,5 2 7,0 0 0 3 4 ,2 17,0 0 0 2 0 %
4 It a ly 4 0 ,4 9 6 ,8 9 9 3 0 ,9 10 ,5 6 6 -2 4 %

5 U n it e d  K in g d o m 2 9 ,16 0 ,74 8 2 7,72 6 ,3 71 -5 %
6 Ge r m an y 2 8 ,5 3 7,8 8 2 2 7,4 6 7,72 1 -4 %
7 Pan  In d ia 9 ,3 4 6 ,8 2 3 17,4 3 3 ,9 8 7 8 7%

8 Fr an c e 9 ,8 8 8 ,0 0 0 14 ,9 5 0 ,0 0 0 5 1%
9 Ru ssia 10 ,8 71,2 0 0 13 ,76 9 ,0 0 0 2 7%

10 Pan  Ru ssia 13 ,0 4 4 ,9 5 8 13 ,12 7,78 8 1%
11 Pan  Lat in  A m e r ic a 9 ,3 19 ,9 8 1 10 ,6 9 5 ,2 4 9 15 %
12 Pan  A f r ic a 6 ,8 8 1,9 6 7 8 ,0 78 ,3 17 17%

13 M e x ic o 6 ,18 6 ,13 0 5 ,76 8 ,6 8 0 -7%
14 N e t h e r lan d s 5 ,70 5 ,0 0 0 5 ,4 4 1,0 0 0 -5 %

15 In d o n e s ia 4 ,6 9 4 ,73 8 5 ,4 0 9 ,2 5 5 15 %
16 Pan  M id d le  East 4 ,4 3 7,70 3 5 ,2 0 9 ,14 6 17%
17 A u st r a lia 5 ,9 0 6 ,3 0 8 5 ,0 5 4 ,0 6 4 -14 %

18 A u st r ia 4 ,8 3 0 ,70 0 4 ,9 3 3 ,2 0 0 2 %
19 Gr e e c e 4 ,4 8 3 ,10 5 4 ,5 5 9 ,9 5 3 2 %
2 0 Be lg iu m 4 ,0 8 7,9 6 1 4 ,3 2 3 ,0 8 6 6 %

T o p  2 0  m a r k e t s 3 7 0 ,3 3 9 ,10 3 4 2 2 ,2 5 8 ,8 8 2 14 %

Re st  o f  t h e  W o r ld 7 3 ,8 2 6 ,8 4 1 6 7 ,9 8 6 ,4 3 6 -8 %

T o t a l Re a c h 4 4 4 ,16 5 ,9 4 4 4 9 0 ,2 4 5 ,3 19 10 %

T V  r e a c h  (u n iq u e  v ie w e r s)  - t o p  2 0  m a r k e t s

*M in im u m  v ie w in g  o f  3  m in s
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CUMULATIVE AUDIENCE BY GP
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A strong European season was mitigated by a difficult start and end to the year

*No Malaysian GP in 2018 – in 2017 this race attracted a total cumulative audience of 72.711m

The audience for the Monaco 
GP was higher than any race 

in the 2017 calendar



Source: Nielsen Sports

TV audiences were generally stronger in our major markets, with the top 20 markets combined up 3% on 
2017

• The top 20 markets account for 90% of global viewing.

• The trend is again slightly more positive across our major markets – we are actually 3% up yr-on-yr in 
the top 20 markets alone. This markets also ended the year strongly, as they had only been 1% up 
after 15 races.

• Please note that cumulative audience trends do not always match reach trends, normally as this 
metric is more dependent on the amount of F1 programming over the course of the season.

Market insights

Brazil: Highest cumulative audience on record in Brazil (records go back 14 years), with Qualifying 
sessions during the World Cup boosted by delayed coverage sandwiched between World Cup matches on 
Globo.

Germany: RTL audiences actually up 2% on 2017, but the lack of Sky Sports coverage meant an overall 
drop in TV audiences.

Italy: Audiences on Sky channels up 26%, but lower audiences on TV8 (compared to RAI in 2017), meant a 
slight drop yr-on-yr. However, losses are mitigated to some extent by more F1 programming aired on the 
channel.

UK: Audience gains driven by Sky (+27% yr-on-yr), helped by more F1 programming, including a number 
of simulcasts on Sky 1.

Netherlands: A strong end to the season linked to Max Verstappen’s strong on track performances –
audiences had only been 3% up yr-on-yr after 15 races.

France: Best audiences in France since 2012, which was the previous season to feature coverage on TF1.

Austria: Again, these are the highest audiences on record in Austria, driven by a 28% increase in ORF 
audiences compared to 2017. These gains were mitigated by the loss of Sky Sports coverage (similar to 
Germany).

Ra n k M a rk e t 2 0 17 2 0 18 % ch a n g e
1 Braz il 4 0 7 ,9 6 3 ,0 0 0 4 8 7,9 8 5 ,0 0 0 2 0 %
2 Ge rm an y 3 12 ,6 4 5 ,0 0 0 2 5 8 ,8 2 1,0 0 0 -17%
3 It a ly 178 ,2 3 8 ,0 0 0 174 ,0 11,0 0 0 -2 %
4 UK 16 1,6 78 ,0 0 0 171,5 3 9 ,0 0 0 6 %
5 N e t h e r lan d s 6 1,8 2 1,0 0 0 6 5 ,6 0 8 ,0 0 0 6 %
6 Fran c e 4 4 ,4 8 8 ,0 0 0 6 2 ,3 4 1,0 0 0 4 0 %
7 A u s t r ia 5 3 ,0 5 6 ,0 0 0 5 8 ,2 9 0 ,0 0 0 10 %
8 Fin lan d 4 8 ,3 12 ,0 0 0 4 3 ,73 6 ,0 0 0 -9 %
9 Un it e d  St a t e s 4 0 ,4 0 3 ,0 0 0 3 4 ,16 6 ,0 0 0 -15 %

10 Tu rk e y 2 2 ,9 0 0 ,0 0 0 2 7,70 6 ,0 0 0 2 1%
11 Pan  La t in  A m e r ica 5 7 ,9 6 0 ,0 0 0 2 4 ,9 4 7,0 0 0 -5 7%
12 Sp a in 3 1,2 0 9 ,0 0 0 2 4 ,4 0 9 ,0 0 0 -2 2 %
13 A u s t ra lia 2 4 ,6 2 4 ,0 0 0 2 4 ,3 2 8 ,0 0 0 -1%
14 Can ad a 2 4 ,0 9 9 ,0 0 0 2 3 ,79 2 ,0 0 0 -1%
15 Hu n g ary 2 0 ,8 5 2 ,0 0 0 2 2 ,5 3 8 ,0 0 0 8 %
16 Ch in a 11,5 0 1,0 0 0 19 ,4 6 4 ,0 0 0 6 9 %
17 Ru s s ia 17 ,75 3 ,0 0 0 18 ,16 2 ,0 0 0 2 %
18 In d o n e s ia 13 ,6 3 7,0 0 0 16 ,9 8 1,0 0 0 2 5 %
19 Pan  M id d le  Eas t 14 ,78 4 ,0 0 0 16 ,16 0 ,0 0 0 9 %
2 0 De n m ark 13 ,6 5 3 ,0 0 0 15 ,79 0 ,0 0 0 16 %

T o p  2 0  m a rk e t s 1 ,5 5 0 ,3 6 4 ,0 0 0 1,5 9 0 ,7 7 4 ,0 0 0 +3 %
Re st  o f  t h e  W o rld 2 0 4 ,2 0 0 ,0 0 0 16 7 ,2 6 1 ,0 0 0 -18 %
Gra n d  T o t a l 1 ,7 5 4 ,5 6 4 ,0 0 0 1,7 5 8 ,0 3 5 ,0 0 0 0 %

T o p  2 0  m a rk e t s  - cu m u la t iv e  a u d ie n ce  a cro ss t h e  2 0 18  se a so n



Digital engagement was strong throughout the year, with users being more engaged than ever.
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2017 2018Race Digital Unique Users 16 vs 17 vs 18

YOY we are up 11.1% across our website and apps versus last year. This increase has 
largely come from increases in referrals from Social media channel posts.
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Race Digital Page Views on Web & Apps 2017 2018
YOY there have been a significant increase in Pageviews on web, driven by users 

consuming more editorial content than before. Up6% vs last year.

18.400.000 followers beating our target 2018 growth by +3.3% for the end 
of the season.
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Social Media Followers YOY Comparison 2018 Followers

2018 core target - 18 Million followers 



Aggregate attendance for 2018 ends the season comfortably up on last year

25

*Estimated figure – not official
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Aggregate race weekend attendance (000s)

2018 2017

-1% +2% Flat Flat-3%+32%

Total attendance for 2018 is 4.1m, up 8% compared to 2017
Average attendance per race is 195k, up 3% yr-on-yr

*

*

+28%N/A+11% -1% +6%N/A -6% -1% +1% Flat +20% +6%-1%+2% -8%


