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Abstract

Orientation: To broaden the literature, identify markets and determine the motives of these markets within South Africa

Research purpose: The aim was to compare male and female motorcyclists’ socio-demographic and behavioural characteristics at a motorcycle festival in South Africa.

Motivation of the study: There has been an increase in motorcycle sales and events and therefore motorcycle tourism, especially in South Africa. While from an international perspective, the socio-demographic and behavioural aspects of motorcyclists are well documented, what is lacking is literature on the behavioural aspects of motorcyclists and the differences between men and women.

Research design, approach and method: The study was descriptive, and data were primarily collected through self-administered questionnaires. Independent t-tests and cross-tabulation analyses were used.

Main findings: Four key motives were identified for attending the South Africa Bike Festival. The findings also confirmed that male and female motorcyclists differ from both socio-demographic and behavioural aspects and should be viewed as two distinctive segments. In addition, the research confirmed the importance of the age at which motorcyclists were exposed to motorcycling.

Practical managerial implications: Marketing campaigns should focus on both segments and should appeal to all motivational factors that have been identified.

Contribution: The study contributes to the motorcycle literature and provides a greater understanding of motorcyclists’ behaviour and what motivates them to attend a motorcycle festival. The research provides guidelines to event organisers to effectively market such an event. The research also identifies different segments to this event, which provides more indications on what the motorcyclist looks like.
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Introduction

Events play an integral part in the tourism industry and therefore a country’s economy (Fenich, Herman & Hashimoto 2012). South Africa is no exception when it comes to the promotion and hosting of events. One area or type of event that has experienced growth is motorcycle events, and this fact has led to the establishment of motorcycle tourism (Kruger, Viljoen & Saayman 2014). Motorcycle tourism implies travel, in which the main motive is to experience any form of motorcycling, whether as a rider, passenger or spectator. Hooper-Greenhill (1994) explains that the reasons for mounting and creating special events such as motorcycle festivals are to attract and increase visitors, which ultimately contribute to the economic impact of the hosting community (Frey & Busenhart 1996). It is crucial for policy makers, managers and marketing analysts to identify markets in order to assist them in planning and developing strategies (D’Urso et al. 2013; Swanson, Davis & Zhao 2008) that will lead them to the answer, namely why motorcycle tourists attend these events (Kruger & Saayman 2015). This knowledge is crucial for effective marketing (Fodess 1994).

Event organisers also host these events for specific causes such as riding for cancer, social implications and social responsibility; in addition, these events have an economic impact on the host area. For example, Rolling Thunder attracts up to 7500 motorcyclists, Laconia Motorcycle Week attracts 300 000 to 400 000 motorcyclists, Daytona Bike Week attracts almost 500 000 motorcyclists and Sturgis Motorcycle Rally attracts between 450 000 and 800 000 motorcyclists. The size of this event is significant compared to some of the events in South Africa; for example, The Africa Bike Week that is held in Margate, KwaZulu-Natal, South Africa, attracts approximately 25 000 riders and spectators, and in 2013, it generated R110 million based on visitor spending alone (Scholtz et al. 2013). These events provide excellent opportunities to participate and observe aspects of the subculture of motorcyclists (Allen et al. 2003; McIntosh 2013). Even though many motorcycle events are held every year, little research has been conducted at these events, and even less is known about the gender differences, needs and behaviour of motorcyclists.

According to Natalier (2001) and Thompson (2009), female motorcyclists have different perceptions compared to male motorcyclists, but men and women describe the experience with similar terms and language, and both gender groups refer to their motorcycling experience as a cooperative experience between rider and the machine (Natalier 2001; Veno & Winterhalder 2009). Veno and Winterhalder also state that although men and women have some similarities, each gender group has different expectations that are gender specific. This raises the question as to how men and women motorcyclists differ, what motivates them and what is their motorcycle behaviour? It is, therefore, the purpose of this article to compare male and female motorcyclists’ socio-demographic aspects and behaviour by using one of South Africa’s latest bike events, the South Africa Bike Festival, which was held at the newly revamped Kyalami Grand Prix Circuit in Johannesburg, South Africa. The South Africa Bike Festival is the first-ever motorcycle festival that has been organised in the country. This event took place from 27 to 29 May 2016 at the newly renovated Kyalami Grand Prix Circuit in Johannesburg in conjunction with Discovery Channel. The festival provided entertainment for everyone, ranging from Michelin Superbike School Circuit Test Rides, an extreme showcase by Le Rich Brothers, the BMW Motorrad Enduro Track for the adventure enthusiasts, a custom-bike competition, presentation of classic motorcycles by their proud owners and a charity run on Sunday (TREES 2016). Attendance of the event was very good with more than 24 000 visitors, 124 industry-based exhibitors and 16 motorcycle manufacturers.

To identify who is likely to attend events such as those mentioned above, and in order to sustain such events by increasing the number of male and female riders, relevant marketing and information are needed, and hence this study (Kruger & Saayman 2010).

Literature review

At the end of the 19th century, numerous inventors turned to the gasoline-powered vehicle, but one man, Charles Metz, manufactured a racing bicycle, which led to the establishment of the motorcycle. In 1900, the first race was recorded in the United States, and this led to two well-known brands of motorcycles that we know today, namely the Indian and Harley-Davidson motorcycles (founded in 1903). Although the Harley-Davidson Motor Company experienced greater success, supplying the military (First World War and Second World War) and police with motorcycles (McIntosh 2013), a ‘bad boy’ image was associated with riders of these bikes. Motorcyclists in the 1970s were seen as deviants and involved in crime, drugs and violence (Natalier 2001).

Within the motorcycle culture, female motorcyclists were seen as inferior to men and were often the sole financial providers, whereas men could spend their time courting or performing club duties (Quinn 1987). According to Quinn, all documented research claims that women’s subcultural role in motorcycling was characterised by patriarchal submission (as some scholars focus on women’s autonomy and personal agency). Glamser (2003), though, reports that women learned about bikes from men. It was not until 1960 that Honda launched an advertisement with the slogan, ‘You meet the nicest person on a Honda’, featuring housewives and young couples, which evidently led to a respectable image of motorcyclists (McIntosh 2013). These changes and the public image are therefore more than just metal, plastic and rubber (Blankenship 2013).

While research conducted on motorcycling is available, it covers a wide range of topics, for example the ethnographic aspects (Conner 2009; Levingston & Zimmerman 2003; Schouten & McAlexander 1995), environmental aspects (Leong, Muttamara & Laortanakul 2002), safety (Elliott et al. 2003; Weinzimmer et al. 2014), cultural significance (Maynard 2008; Packer & Coffey 2004), charity runs (Rabinowitz 2007), adventure motorcycling (Price-Davies 2011), spirituality (Litton 2008), spending analysis (Kruger, Viljoen & Saayman 2015) and motivation (Garber 2002; Hagen, Pardo & Valente 2016; Kruger et al. 2014; Thompson & Thompson 2014). Authors of studies on gender aspects of motorcycling include Cockburn and Ormond (1993); Hopper and Moore (1990); Kelkar and Nathan (2002); Martin, Schouten and McAlexander (2006); Mellström (2004); Meyer (2009); Oyesiku and Odufuwa (2002); Roster (2007); Thompson (2012); and Veno and Winterhalder (2009). Although the latter mentioned studies focus on gender, none of them compares the profile of a male and female rider. For a long time, motorcycling has predominantly been a male activity, but for women, it has been more of a socialisation activity with men (Martin et al. 2006). Today, motorcycling is both a transport and recreational activity (Huth, Fussl & Risser 2014). Oyesiku and Odufuwa (2002) looked briefly at the gender perspectives in travel behaviour in Nigeria, with an emphasis on the mode of transport. Hanson and Hanson (1980) found that Swedish women, in contrast to their spouses, use scooters or small motorcycles more for shopping and domestic trips and less for social and recreational travel.

Over decades, there has been a dramatic change in transportation and thought. In general, very little research on the gender dimension exists in developing countries. In many developing countries in Asia and Africa, scooters are the main form of transport. They are easily manoeuvrable in big cities, they are economical and more women than men make use of them (Pinch & Reimer 2012). These characteristics also work in tandem with the socio-economic (income, for example) and demographic characteristics of households (Hanson 1982; Stead et al. 2000; Steiner 1994).

Because of the economic situation in many countries, it has become the trend among parents to buy a scooter rather than a car for their children, as they are less expensive and easier to park. Another benefit is that in South Africa, one only needs to be 16 to obtain a motorcycle licence. Girls, especially rural girls, grow up with motorcycles, typically dirt bikes, to ride for sheer fun (Martin et al. 2006), as opposed to women, who slowly become interested in the motorcycles of their partners (who encourage and support them) and then even become riders. Moving from the pillion seat to the front has resulted in a quantum leap for women. Therefore, social-demographic and behavioural aspects have an influence on the motives of one’s decision to attend events, which evidently have different outcomes (Figure 1), as every event differs from one to the next (Kruger & Saayman 2015; Saayman & Saayman 2015).
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Levy (1959) refers to findings of previous research, claiming that consumer behaviour is rife with gender symbolism (Iyer & Debevec 1989), a salient feature (Gould 1996) of gender identity, influencing consumer behaviour (Patterson & Hogg 2004). Bristor and Ficher (1993) mention that one sometimes falls into a trap when trying to recognise the way in which consumer research is gendered. Riding a motorcycle might be characterised as gender tourism for women (Martin et al. 2006; Moore 1988).

Although many motorcyclists who were once rebellious settle down, marry and have families and careers, their love for motorcycles never goes away and more leisure time is spent enjoying this hobby. The demographic profile has changed from rebellious people to successful doctors, bankers and lawyers, to name but a few. They are also known as rich urban motorcyclists (RUBs), also known as Rubbies, which include women of all ages – even grandmothers (McIntosh 2013). The author further states that almost a quarter of the riders in the USA are women, with one in every 10 women owning a motorcycle. Today, women are the fastest growing segment among motorcycle riders (Knol 2010).

Research method

This section will describe the design and questionnaire, sampling and statistical analysis.

Design and questionnaire

A structured self-completion questionnaire was designed to explore the objective of this study. The questionnaire was divided into two sections. Section A captured demographic details (e.g. gender, home language, age, education, home province, income and the level of education) and spending behaviour (e.g. the number of persons paid for, the number of tickets purchased, the length of stay and expenditure). Section B captured motivational and behavioural factors, measuring 18 items on a five-point Likert scale, where 1 = not important at all, 2 = less important, 3 = important, 4 = very important and 5 = extremely important. This section also requested information specific to bike behaviour and interest. Questions included bike interest, type of bike owned and travel companions, tourist attractions visited, media consumption and whether they travelled to other similar events and rallies, and questions relating to the bike festival.

These questions were derived from similar festival research that was conducted previously and are therefore based on research conducted by various authors (Kruger, Viljoen & Saayman 2013; Manners 2011; Saayman & Saayman 2004).

Sampling

A convenience sampling method was used. Trained fieldworkers distributed the questionnaire to willing visitors at the festival, and they were briefed about the goal of the survey and the questionnaire. One hundred and eighty questionnaires were distributed daily over a 3-day period, as collecting data progressively allows for a more representative sample. To get an even number of questionnaires, 500 questionnaires were distributed over the 3 days, and 484 questionnaires were usable for this study. Israel (2009) explains that in a population of 24 000 (N), 484 respondents (n) are seen as a representative sample with an error rate of 7%. To limit bias, a simple random sampling method was used within a stratified method where the fieldworkers followed specific guidelines to distribute questionnaires to visitors of different non-homogeneous age and gender groups. The questionnaires received back were, therefore, more than adequate and were therefore included in further analysis. According to Yeh and Lawrence (1996), a sample size of more than 200 respondents enhances reliability significance (Pallant 2016).

Statistical analysis

Data were captured using Microsoft Excel spreadsheets. Further analysis was done by means of Statistical Package for Social Science (SPSS) software (SPSS Inc. 2012) to determine the motivational factors, after which the data were analysed in three steps.

Firstly, a general profile of the visitors to the South Africa Bike Festival was compiled. Secondly, by using factor analysis to identify the motivational factors, the Keiser-Meyer-Olkin measure of sampling was applied to the 18 motivational factors. The purpose was to determine whether the covariance matrix was suitable for factor analysis. Factors greater than 0.6 were considered (Steyn 2000), and a reliability coefficient was computed for each factor to estimate the consistency (Cronbach’s alpha); all factors’ reliability coefficients above 0.3 were considered as acceptable in this study. The average inter-item correlations were also computed as another measure of reliability and had to lie between 0.15 and 0.55 (Clark & Watson 1995).

Lastly, independent t-tests, two-way frequency tables and a chi-square test were used to investigate any significant difference between men and women. Demographic and behavioural variables were used to examine whether there were statistically significant differences between the two gender groups. The results of the statistical analysis are discussed in the next section.

Results

Profile of the respondents

The majority of respondents who visited the festival were men (67%), between the ages of 35 and 49 (35%) years old and English speaking (52%). These visitors were mainly from the provinces of Gauteng (78%) and KwaZulu-Natal (5%), bought Saturday passes (31%) and were accompanied by their specific groups of friends (42%). They travelled in groups of two persons and spent an average of R2000 per group. The visitors indicated that they attend rallies or other motorcycle events twice a year. The largest groups of respondents (27% each) indicated that they either ride a bike once a day or (at least) once a week, their preferred brand is BMW (20%), and 41% of respondents indicated that they own at least one motorcycle. Of the respondents, 47% were exposed to motorcycles by their parents while they were between 0 and 10 years of age. Road bikes (50%), sports (43%), adventure (35%), cruisers (25%) and classic (23%) are the categories that best describe respondents’ interests. The largest group of respondents heard about the South Africa Bike Festival through word of mouth (39%), followed by 27% who heard about it on Discovery Channel.

The Kaiser-Meyer-Olkin measure of sampling adequacy of 0.89 indicated that patterns of correlation are relatively compact and yield distinctive and reliable factors (Field 2005). The pattern matrix identified four factors (Table 1). These factors were labelled according to similar characteristics and explained 63% of the total variance. Factors were calculated as the average of all the items contributing to a specific factor to interpret them on the original five-point Likert scale of measurement in which 1 indicated not at all important, 2 slightly important, 3 important, 4 very important and 5 extremely important.
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Factor scores have calculated the average of all items contributing to specific factors to be interpreted on a five-point Likert scale. Table 1 shows the following motives: Factor 1, lifestyle enthusiast, had the lowest mean value of 0.455. This factor included statements such as being a motorcycle enthusiast; being part of a unique and exciting event; experiencing attributes (shows, performances, etc.) at the South Africa Bike Festival that form part of the motorcyclist’s lifestyle; visiting the new, revamped Kyalami Grand Prix Circuit; having the opportunity to test drive motorcycles; seeing the largest selection of motorcycle brands; and this being the perfect occasion to discover and purchase new or the latest gear and gadgets.

Factor 2, event participant, received the second highest mean value (0.521). This factor included taking part in the custom-built championships, taking part in the charity ride, seeing an international celebrity and exposing one’s children to motorcycling events. Factor 3, escapist, revealed the highest mean value of 0.560. This factor consists of the following aspects: relaxation, spending time with family/partners/spouses and friends, and getting away from one’s daily routine. Lastly, Factor 4, socialiser, received the second lowest mean value of 0.516. This factor consists of meeting new people with similar interests, taking part in the pride owners’ classic bike display and it being a sociable event.

Results from the independent t-tests

Independent t-tests were performed to determine whether significant differences existed between men and women in terms of socio-demographic and behavioural variables, including the motives. With regard to socio-demographic and behavioural aspects, Table 2 indicates that men and women differed significantly based on age (p = 0.032), income (p = 0.000), having children younger than 12 years old (p = 0.026), having children between 12 and 18 years old (p = 0.008), number of motorcycles owned (p = 0.001) and age at which motorcyclists were exposed to motorcycles (p = 0.002).
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The results revealed that men were older (m = 40.2), had a greater income (m = 5.25), had more children between 12 and 18 years old (m = 0.49), owned a greater number of motorcycles (m = 2.5) and were exposed to motorcycles at a younger age (m = 11.35) compared to women. Men also had a significantly higher average of spending in the spending category. Men spent almost double on gear and merchandise (R696.10) compared to women (R359.63).

Cross tabulations and chi-square test results

From the information shown in Table 3, it is clear that men and women were statistics-wise significantly different in terms of travelling individually (p = 0.000) and with a partner (p = 0.000), buying a Sunday pass (p = 0.005), being a motorcycle collector (p = 0.005), riding a motorcycle every day (p = 0.002), being exposed to motorcycles by family (p = 0.004), having a motorcycle interest in a café racer (p = 0.001), quad (p = 0.000) and classic (p = 0.007), and hearing about the festival through Discovery Channel on television (p = 0.001) and in magazines (p = 0.011).
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Findings and implications

Based on the results, this research revealed the following findings and implications: the first finding reveals four key motives for attending the South Africa Bike Festival. This combination of motives has not been found in the literature before. Escapist has the highest mean value and confirms the findings in the literature that this motive is the most common motive in the festival and tourism literature (Kim, Lee & Klenosky 2003; Kruger & Saayman 2010; Saayman & Saayman 2009). Crowther (2007), Kruger et al. (2014) and Price-Davies (2011) have also identified escape as a motive and emphasise that the marketing approach should consider the differences when developing the message for different segments (Kruger & Saayman 2015). The marketing campaign should not focus on only one of the segments (motivational factors), but should rather focus on all of them, namely relaxation, escape, having fun with friends and family, and event-specific features.

The second finding concerns the profiles of the visitors to the South Africa Bike Festival and furthermore confirms the findings by Broughton (2007) and Miller (2012), namely that there is indeed a difference between male and female motorcyclists and that they should be viewed as two distinct segments, both with different motives and different outcomes, as indicated in Figure 1. Motorcyclists include people from all socio-economic strata, cultural backgrounds and social positions; the diversity in demographics is greater than it has ever been before. Event organisers should market these types of events among motorcyclists with broad economic, racial and political backgrounds. As the main differences between men and women are based on socio-demographic and behavioural characteristics, one cannot assume that these types of motorcycle events are homogeneous (Broughton 2007). Event organisers should keep this in mind when promoting to men and women, as women are the fastest growing demographic participants in male-dominated domains (Little 2002; Nisbet 1988; Warren 1996).

With regard to the results of the socio-demographic aspects of age, income and dependants, it has been shown that the average age of male visitors is 40 years. Broughton (2007) and Miller (2012) found that visitors attending motorcycle events are more mature and between 40 and 50 years old, as opposed to the visitors at the South Africa Bike Festival, who are between 37 and 40 years old (women and men, respectively). Research has shown that both men and women are still young; this is also known as the new motorcyclist culture (Austin 2009; Gagne & Austin 2002; Murphy & Patterson 2011; Thompson 2009). Men spend more money on gear and gadgets than women, which supports the findings of Mehmetoglu (2007) and Pouta, Neuvonen and Sievänen (2006); however, Graggs and Schofield (2009) contradict this finding.

Furthermore, research has shown that both men and women are educated (Box 2007), being well-established doctors, lawyers, bankers and blue-collar workers, also known as RUBs (McIntosh 2013). Van Vlerah and Lea (2013) add that motorcycling needs to keep up with the changing clientele; the authors add that as the economic landscape of motorcycling continues to change, attracting new riders, the culture shift is inevitable. By using this information, a more focused marketing campaign can be created to exploit the market attending these types of events.

Regarding behavioural differences, the following factors were the most significant differences between men and women: motorcycles owned, age exposed to motorcycles, travelling behaviour, entrance package bought, whether the motorcyclists were motorcycle collectors or not, frequency of riding, who exposed them to motorcycles, motorcycle interest and where they heard about the festival.

It was found that the majority of men travelled alone to the event as opposed to the women, who travelled with partners. The reason for this may be that most women attending the festival were passengers. This confirms the statement by Jackson and Henderson (1995) that somehow women only participate as passengers because they have to deal with specific constraints, a lack of skill, the cost of participation and family responsibility. Thompson’s (2012) study revealed that although most women had started out riding in groups of two or more, they eventually made the transition to riding alone. Although motorcycling is seen as a male-dominated field, women feel the same sense of belonging, being loved, freedom and independence that gives them escape from the everyday routine and responsibility. The message to these women should portray motorcycling as a fulfilment of these needs that are so desired by them with an emphasis or focus on the thrill, relaxation, escape, fun and adventure.

Studies have indicated that both men and women were exposed to motorcycles in their teens; this is confirmed by studies of Auster (2001), Glamser (2003) and Roster (2007). Women, though, were exposed to motorcycles by friends as opposed to men, who were exposed to motorcycles by their parents. Glamser’s (2003) study shows that out of 53 women participating in the survey, 49 identified spouses, boyfriends or fathers as the persons who initiated them to the culture of motorcycling. This finding highlights the importance of exposure to motorcycle events to promote the lifestyle and culture associated with attending these types of events. As mentioned before, marketers need to include activities for families when planning events such as these in order to promote the motorcycling culture among young adults and children. More motorcycling events facilitate more exposure and a greater appreciation of motorcycling among the youth. To expand and exploit this market, children should therefore be exposed to these types of events to a greater extent.

With regard to the source from where participants heard about the festival, Discovery Channel (a British channel broadcasting on DSTV [Digital Satellite Television]) and magazines were the most significant sources of information. This finding contradicts the findings in the literature that the majority of the festivalgoers heard about the event by word of mouth (Kruger & Saayman 2015; Kruger et al. 2013). Managers and marketers need to keep this in mind when advertising and should focus on a twofold strategy, one to attract men and the other to attract women by means of television and printed media, as this is the preferred media source for men and women attending the festival. If the event is a great success, the motorcycling market will also grow.

Conclusions

The purpose of this research was to determine the differences between men and women in the socio-demographic and behavioural characteristics at a motorcycling festival in South Africa, which have proved to be significant. It was the first time that motorcyclists at a motorcycling festival were analysed according to gender, thereby helping to fill the gap in motorcycling literature regarding the behaviour of male and female riders. The findings imply that for organisers, event planners and marketers, the marketing message should be developed according to the different segments.

The study contributes to the motorcycling literature and provides a greater understanding of especially female motorcyclists’ behaviour. This information can be used to broaden motorcycling tourism in order to attract more young persons and women to these types of events.

Travelling to the destination may be far more important than the destination itself, as this is the case for those whose leisure pursuit is motorcycling, because these riders have a reasonable disposable income, are social and move around in groups.

Lastly, the results of this research can be used to expand motorcycle tourism in South Africa. For example, as the majority of motorcyclists are exposed to motorcycles at a young age, this fact is worth exploiting in order to know what their perceptions of motorcycling are. Second-hand motorcycling shops can also focus on portraying the marketing message to appeal to the younger market. This is necessary in order to obtain a greater understanding of the economics of motorcycling. The results can also be used to research strategies for growing motorcycling tourism. More studies on motorcycle events and motorcyclists are recommended to expand the existing literature on this topic in order to enhance motorcycle tourism in South Africa, both regionally and nationally. This emphasises that more research on motorcyclists’ travel behaviour is required in order to understand where they travel to and how long they stay at different destinations.
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TABLE 3: Cross tabulations of socio-demographic characteristics.

Characteristics Gender cluster Chi-square value Df sig level Phi-value
Men (%) Women (%)

Home language - - 1.967 2 0374 0.066
Afrikaans 433 443 - - - -
English 53.4 49.7 - - - -
Other (specify) 34 6.0 - - - -

Travelling
Individually 238 73 18.439 1 0.000* 0.202
With a club 26 132 1356 1 0.244 0.055
With a group of friends 441 377 1686 1 0.194 0.061
With a partner 136 311 19.652 1 0.000* 0.209
With a spouse 136 17.9 1427 1 0232 056

Entrance package bought
Family package 45 82 2537 il 0.111 0.076
Three-day pass 45 6.2 0.586 il 0.444 0.037
Friday pass 27.8 26 1380 1 0.240 0.056
Saturday pass 27.8 363 3278 1 0.070%+* 0.087
Sunday pass 206 329 7.852 1 0.005* 0.134
VIP pit-roof village 244 15.1 5.052 il 0.025* 0.108

ighest level of qualification : : - 5 0.645 0.087
Scholar 17 14 - - - -
Matric 248 29.1 - - - :
Diploma, degree 45 482 - - - -
Postgraduate 141 9.2 - - - .

Professional 111 85 - - - -
Other (specify) 34 25 - - - -

Province - - 7.822 9 0552 0.131
Gauteng 77.9 77.3 - - - -
Free State 29 2 - - - -
North West 13 4 - - - -
Kwazulu-Natal 49 53 - - - -
Eastern Cape 1 13 - - - -
Mpumalanga 29 47 - - - -
Northern Cape 13 - - - -
Western Cape 29 2 - - - -
Limpopo 16 07 - - - -

Other 33 27 - - - -

Motorcycle collector 307 18.1 7.886 1 0.005* 0.135

Events attended per year - - 30.778 24 0.160 0256

Ride your bike
Everyday 312 16.2 9312 1 0.002* 0.156
At least once a week 26.7 256 0.046 1 0.830 0011
Afew times a week 14 111 0.600 1 0439 0.040
Weekends 17 19.7 0.398 1 0528 0.032
Monthly 117 19.7 4.237 1 0.040%+ 0.105

Who exposed you to motorcycles?

Parents 44 39 0.949 1 0330 047
Siblings 1 9.2 0317 1 0573 0.027
Family members 199 326 8372 il 0.004* 0.141
Friends 376 397 0.180 1 0671 0.021
Media 1 7.1 1634 1 0.201 0.062
Ride outside South Africa 317 19.7 6.298 1 0.012 0.126

Motorcycle interest
Scooters and mopeds 72 83 0.138 1 0710 0.018
Sports 45 383 1638 1 0.201 0.062
Speciality and custom 152 15.8 0.027 1 0.870 0.008
Café racer 24.1 2.8 11.928 1 0.001* 0.168
Off-road trails 193 17.4 0212 1 0.645 0.022
Cruisers 255 226 0431 1 0511 032
Quads 93 22 12.631 1 0.000* 0173
Side by side 31 38 0.123 1 0.726 017
Road bikes 486 474 0.057 1 0811 0.012
Adventure 35.9 30.1 1.360 1 0.244 057
Classic 26.9 15 7.204 1 0.007* 0.131

Heard about the festival through
Discovery Channel 27.3 122 11683 1 0.001* 0.169
Television (other) 147 84 3237 1 072 0.089
Radio 126 107 0306 1 0580 0.027
Website 173 122 1.759 1 0.185 0.066
Email 112 695 1.849 1 0.174 0.067
Magazines 201 10 6.486 1 0.011* 0.126
Newspaper 72 53 0495 1 0482 0.035
Social media (e.g. Facebook, Twitter) 253 282 0.406 1 0524 0.032
Word of mouth 345 35.9 0071 1 0.790 0013

Would you visit the festival again?

Yes 9.8 97.1 0.035 1 0.852 0.009

* Phi: 0.1 = small; **, 0.3 = medium; ***, 0.5 large.
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TABLE 2: Independent /-tests.

Variables Cluster 1: Men Cluster 2: Women F Sig p-value Effect size
Mean Std dev Mean Std dev
Age 40.10 TEL2E 37.21 12.24 2.093 0.032* 0.22
Income 5.25 2,57 3.29 20.60 8.195 0.000* 0.76*
Group size 4.20 4.08 471 4.03 -1.273 0.202 0.13
Paying for children: 2.15 1.92 2.19 159 -0.221 0.825 0.02
Younger than 12 0.60 0.80 1.05 111 -2.276 0.026* 0.41
12-18 years old 0.49 0.77 0.18 0.45 2.708 0.008* 0.40
Above 18 years old 0.94 1.70 1.05 1.88 -0.294 0.769 0.06
Days 123 0.56 il 0.54 0.280 0.780 0.03
Package 479.32 671.73 425.54 582.18 0.723 0.471 0.08
Ticket 31.85 141.72 40.46 17291 -0.453 0.651 0.05
Accommodation 14335 650.37 167.76 719.28 -0.299 0.765 0.03
Transport 130.73 443.66 140.43 480.76 -0.177 0.860 0.02
Food and beverages 261.20 413.95 312.48 454.21 -0.994 0.322 0.11
Gear 696.10 2268.91 359.63 1614.50 1.567 0.118 0.15
Clothes or merchandise 290.82 226.39 226.39 582.75 0.858 0.391 0.08
Try, test rides 61.88 189.59 32.78 110.66 1.781 0.076 0.15
Circuit test rides 31.67 127.74 24.40 119.03 0.514 0.608 0.06
Sunday charity ride 7.06 40.55 6.24 25.05 0.228 0.820 0.02
Number of motorcycles owned 2.50 4.05 145 2.03 3.363 0.001* 0.26
Age exposed 11.38 6.82 14.31 93.51 -3.190 0.002* 031
Motive 1 3.58 0.90 3.43 1.08 1.429 0.154 0.14
Motive 2 2.42 122 2.34 118 0.628 0.531 0.07
Motive 3 3.60 113 3.74 0.98 -1.277 0.203 0.12
Motive 4 2.96 i3 2.85 114 0.831 0.407 0.09
Spending 1834.50 2977.38 1500.30 2729.20 1.092 0.267 0.11

*, indicated which factors loaded as significant.
Std dev, standard deviation is a measure of how spread out numbers are.
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TABLE 1: Motivational factors.

Motivational factors and items Factor 1 Factor 2 Factor 3 Factor 4
Factor 1: Lifestyle enthusiast
Because | am a motorcycle enthusiast 0.841 - - -
To be part of this unique and exciting event 0.760 - - -
To experience the South Africa Bike Festival attributes (shows and performances, etc.) 0710 - - -
Because attending bike events forms part of my lifestyle 0672 - - -
To visit the new, revamped Kyalami Grand Prix Circuit 0.668 - - -
Because the festival provides an opportunity for me to test drive motorcycles 0.600 - - -
To see the largest selection of motorcycle brands 0530 - - -
Because it is the perfect occasion to discover and purchase new/the latest gear/gadgets 0512 - - -
Factor 2: Event participant
To take part in the custom-built championships - 0757 < -
To take part in the charity ride - 0738 - -
To see an international celebrity - 0735 : -
To expose my children to motorcycling events - 0733 : -
Factor 3: Escapist
To relax - - 0.829 -
To spend time with my family/partner/spouse and friends - - 0.809 -
To get away from my daily routine - - 079 -
Factor 4: Socialiser
To meet new people with similar interests - : - -0.686
To take part in the pride owners’ classic bike display - - - 0611
Because it is a sociable event - : - -0.59%
Total variance explained
Mean value 0455 0521 0560 0516
Reliability coefficient 0.870 0813 0792 0762
Average inter-item correlation 0379 0277 0257 0.186

0.2-0.:

= small effect; 0.5-0.8 = medium effect; > 0.8 = large effect.
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FIGURE 1: Outcome-based analysis of motorcyclists.
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