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Abstract 
Africa Bike Week, considered South Africa’s premier biking event, attracts large numbers of bikers, 
especially Harley-Davidson bikers, and bike enthusiasts from across the country. This study 
investigated these visitors and their spending behaviour. As background to the study, we provide a 
broad survey of the literature on socio-demographic and behavioural determinants of spending. 
Motorcycle tourism has received international research attention, especially in the US, but to date 
has been neglected in South Africa. Our study helps to fill this gap, particularly as regards biker and 
spectator characteristics. We found that more behavioural than socio-demographic variables 
influenced spending at this event. Visitors’ motorcycle behaviour and group composition had a 
significant effect on higher spending. The analysis identified three new determinants of spending: the 
travel motives lifestyle, event attractiveness and event novelty. Event organisers can use this 
information to increase spending and enhance the economic impact of motorcycle tourism in South 
Africa. 
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1. INTRODUCTION 

Motorcycling is rarely mentioned in the tourism literature, but motorcycle tourism is a large and 
growing market with considerable economic value (Sykes & Kelly, 2012; Scholtz, Kruger, 
Saayman & Saayman, 2013). This type of tourism takes various forms, from individuals or groups 
arranging their own biking holiday to tours organised by clubs or professional companies. It 
implies travel where the main motive is to experience any form of motorcycling, whether as a 
participant or a spectator. It includes the three major categories of motorcycles used for 
touring, namely cruisers, touring bikes and short tourers (Sykes & Kelly, 2012), and can involve 
group tours or solo bikers, whether organised by businesses or independently (Motorcycle 
Tourism Strategy, 2013-2016). Motorcycling trips may include participation in sporting events or 
attendance at events organised for commercial gain and/or charity, or independently organised 
motorcycling (adapted by Sykes and Kelly, 2012, from Lamont’s definition of bicycle tourism, 
2010).  

Motorcycling is a popular leisure activity, with over 360 000 registered motorcycles recorded in 
South Africa in 2009 (Road Traffic Management Corporation, 2009). According to the Arrive Alive 
campaign (2006), the number of motorcycles increased by 23.73% from 2005 to 2006. However, 
the official updated record is unknown. In 2011, South Africans bought 34 112 motorcycles, 
which does not account for all off-road bikes, quad bikes and all-terrain vehicles, as these 
motorcycles are registered only with the Department of Transport (Venter, 2012). One of the 
outcomes of the increased interest in motorcycles has been the organisation of large motorcycle 
rallies and events, which bring motorcyclists and motorcycling enthusiasts together for a 
specific cause and to share their culture, lifestyle and love of bikes. These events can be 
leveraged to attract more bikers to a destination and encourage them to stay on for a touring 
holiday (Motorcycle Tourism Strategy, 2013-2016).  

The DJ Run was one of the first motorcycling events held in South Africa. This world-famous 
motorcycle race between Durban and Johannesburg started in 1913, with the main goal being to 
win the coveted Schlesinger Vase – a large silver trophy. Numerous motorcycle events are now 
held annually, attracting bikers from across the country. A well-known one is the Buffalo Rally, 
first held in 1969 at Bathurst in the Eastern Cape, which covers a broad spectrum of local, 
provincial and national events. Some others are the Rhino Rally, Impala Rally and Paradise 
Rally. Africa Bike Week, held annually at Margate during the month of April, is considered South 
Africa’s premier biking event. Its primary focus is to attract as many bikers, especially Harley-
Davidson bikers, and bike enthusiasts as possible from across South Africa (Harley-Davidson 
Africa, 2013). Each year it attracts approximately 25 000 visitors and bikers and its economic 
value in 2013 was R110 million, based on visitors’ spending alone (Scholtz et al., 2013). 

Realising the size and economic potential of this lucrative market, many destination marketing 
organisations and agencies are seeking to attract bikers, with some targeting motorcyclists 
exclusively (Walker, 2011). However, as with any other market segment, to target this segment 
effectively and increase their spending it is necessary to understand who they are, what their 
needs are and how these needs can be fulfilled, especially since little research presently exists 
(Walker, 2011; Sykes & Kelly, 2012). The total economic impact of an event is a function of both 
the direct and indirect expenditures of visitors (Lee, Lee, Lee & Babin, 2008) and it is therefore 
important to understand their spending behaviour at the event and the determinants of such 
behaviour (Mok & Iverson, 2000). Saayman and Saayman (2011) advise that understanding 
these determinants will give organisers more comprehensive information about the variables 
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that influence visitor spending, which they can use for various purposes, including planning and 
marketing.  

The aim of this research was therefore to investigate the socio-demographic and behavioural 
determinants that influence visitor expenditure at Africa Bike Week in South Africa. There is 
currently, to the authors’ knowledge, no existing literature on motorcycle tourism in South 
Africa. This research, the first to analyse a South African motorcycling event of this magnitude in 
terms of visitor expenditure, therefore helps to fill a gap in the current literature. It provides 
answers to questions such as: 

 Who is the Africa Bike Week visitor? 
 What motivates visitors to attend the event? 
 What are the influential socio-demographic, behavioural and travel motive determinants of 

visitor spending at the event? 
 Are there more significant socio-demographic than behavioural determinants? 

These findings will give event organisers a more comprehensive view of the variables that 
influence visitor spending at a motorcycle event. They can use the information to increase 
visitor spending and ultimately increase the economic impact of South Africa’s motorcycle 
tourism and motorcycling events.  

2. LITERATURE REVIEW 

Events play an integral part in the South African tourism industry and economy (Fenich, 
Hermann & Hashimoto, 2012). The economic impact of events is a well-researched field; 
however, South Africa’s niche event sector has received limited attention (Tassiopoulos & 
Haydam, 2008). Page and Connell (2009) define a niche market as an identifiable group of 
consumers with particular characteristics, needs or desires. Niche markets are targeted by 
designing products and services to appeal to their special interests. The interest in motorcycles 
has increased over the past 20 years, broadening this specialised market (Way & Robertson, 
2013). Motorcycle events can be regarded as niche events attracting a niche market with an 
interest in either riding or admiring motorcycles. Motorcycle events and rallies can vary in size, 
from minor events attracting less than one hundred people to major events attracting thousands 
of visitors with significant spending power (Walker, 2011).  

The desire to understand the spending behaviour of visitors to events has thus been a long-
standing goal for marketers and organisers (Stewart, Smith & Nicholson, 2003). Some of the 
main concerns include how much is spent, where that expenditure is directed to, where it is 
sourced from and what determinants influence this spending behaviour (Pearce, 2011). 
According to Craggs and Schofield (2006), a wide range of socio-demographic and behavioural 
factors influence visitor spending and can be used to identify the important determinants of this 
spending. However, since events differ according to type, location, theme, duration, target 
market and so on, the same factors may not be applicable or significant for all visitors. As shown 
in FIGURE 1, the success of a motorcycle event is determined by aspects such as the motorcyclist 
(socio-demographic profile, club affiliation, group composition, type of motorcycle owned, 
etc.), the type of event (rally, mass ride, breakfast run, social and charity event, club event, 
etc.) and the spending of the visitors attending the event.  
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FIGURE 1: Outcome based analysis of motorcycle events 

Source: Authors’ illustration based on available literature  

The success of a motorcycle event may be seen as the outcomes that the event needs to achieve. 
These outcomes all have a spending implication, with visitors making the highest contribution. 
By investigating the motorcyclists’ socio-demographic and behavioural characteristics and 
their motives for attending the event, as well as the theme, duration and location of the 
particular event, we can identify the variables that most influence their spending, i.e. the 
determinants of that spending. Visitor spending is greatly influenced by, for example, the 
duration of stay during the event, the group size and the number of people paid for (Saayman & 
Saayman, 1997). These spending behaviours are responsible for the monetary success of the 
event, as spending has a multiplier effect, for example by creating jobs (Saayman, Saayman & 
Du Plessis, 2005). Visitor spending is therefore one of the first input variables to consider when 
determining the economic impact of an event.  

Tables 1 and 2 present a summary of existing research on individual visitor expenditure levels. It 
is clear from these studies that this expenditure has been seen as dependent on either socio-
demographic or behavioural variables, depending on the type of tourism activity or event 
attended. It is also clear that different socio-demographic and behavioural variables influence 
visitor spending on different tourism products, attractions and events. The influential 
determinants of visitor expenditure at motorcycling events have, however, to date received only 
limited attention. Studies on motorcycling in the US dominate the literature and topics include: 
aspects of safety (Elliott, Baughan, Broughton, Chinn, Grayson, Knowles, Smith, & Simpson, 
2003), environmental aspects of motorcycles (Leong, Muttamara & Laortanakul, 2002), 
ethnographic aspects (Schouten & McAlexander, 1995), cultural significance (Packer & Coffey, 
2004), escape to rurality (Jachimiak, 2006), gender consumer behaviour (Martin, Schouten & 
McAlexander (2006), value of charity runs (Rabinowitz, 2007), spirituality (Litton, 2008), and 
adventure motorcycling (Price-Davies, 2011). Miller (2012) profiled Chinese Harley-Davidson 
bikers and found that they are successful entrepreneurs between the ages of 35 and 55 who 
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share similar personality traits and often lease or own at least one luxury car. Miller (2012:42) 
observes that ‘Globally, Harley-Davidson customers typically have strong character traits and a 
strong desire for success and to express their personalities’. 

With regard to bikers’ motives for attending motorcycle rallies or events, Price-Davies (2011) 
found that bikers take part in the Kudu Expeditions for the sense of adventure, determination to 
be part of an epic adventure, personal challenge, to test their capabilities, for self-discovery, to 
break away from their daily routine, and to socialise and meet new people. Rabinowitz (2007) 
found that bikers in a South African charity run were motivated by adventure, charitable 
generosity, the desire to make people aware of these events, and group affiliation. Crowther 
(2007) found that bikers in the Isle of Man TT Races were motivated by competitiveness, the 
cultural experience, the love of motorcycle riding, the sense of freedom and escape from their 
daily routine. Their motives for attending or taking part in motorcycle events were therefore 
influenced by the type of event. In one of the few studies of the economic implications of 
motorcycling events, Nale, Rauch and Barr (2003) found that Harley-Davidson owners were 
mostly male with a fairly high disposable income and consequently high spenders at the event. 
These results are consistent with findings by Broughton (2007) and Way, Roberts and Turner 
(2010), who also found that motorcyclists are generally sociable and often travel in groups, are 
aged 50 and older, affluent, predominately male (although the proportion of female 
motorcyclists is increasing) and in professional occupations. Motorcyclists’ spending habits 
include not only spending on their bike, but also on consumables (for example fuel and oil), 
accommodation on biking trips, and biking events (for example rallies, bike shows and races). 
They are not a homogeneous group but vary considerably in profile and their spending can be 
linked to demographics (Broughton, 2007; Walker, 2011). Young bikers (under the age of 40) 
spend considerably more on events and accommodation than older bikers, while high-earning 
professionals spend more on consumables, accommodation and motorcycle events (Broughton, 
2007).  

The lack of current literature on South African motorcycling events necessitates research in this 
field. Our investigation of the determinants of visitor spending at a major South African 
motorcycling event, Africa Bike Week, will have benefits for overall event success. Benefits of 
visitor spending at events have been researched by Vaughn, Farr and Slee (2000), Stanley, 
Rogers, Smeltzer and Perron (2000), Frochot and Morrison (2001), Szymanski (2002), Chalip and 
McGuirty (2004), Petrick (2004), Preuss (2005), Frechtling (2006), Wilton and Nickerson (2006), 
Fredman (2008), Visser and Hoogendoorn (2011), and Van der Merwe, Slabbert and Saayman 
(2011), to name but a few. The benefits include:  

 identifying the niche market segment for these types of events, 
 attracting the higher-spending visitors,  
 setting up more specialised marketing campaigns,  
 developing cost-effective branding and image creation,  
 creating individual, group or club packages to increase length of stay,  
 improving the management of event ‘extras’ such as shows and music,  
 diversifying available products by attracting more exhibiters,  
 increasing the variety and contribution of sponsors’ expenditure,  
 encouraging the cooperation of the local community, 
 developing sustainable infrastructure for the area,  
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 creating more temporary jobs, and 
 fostering relationships with existing tourism attractions. 

TABLE 1: Survey of the literature on socio-demographic determinants of visitor spending 

Spending 
determinant 

Finding(s) Author(s) 

Nationality  Influence of nationality on higher spending is 
inconclusive.  

Svensson et al. (2011) 

 German tourists tend to be lower spenders; 
tourists from Great Britain tend to be higher 
spenders. 

Alegre et al. (2011), Barquet et al. 
(2011) 

 Tourists from Great Britain, the Netherlands, 
Germany and elsewhere in Europe spend more than 
Swedish, Danish and Finnish tourists.  

Trane & Farstad (2012) 

Age Role of age is inconclusive. Cai et al. (1995), Lee (2001), 
Streicher & Saaman (2009) 

 Positive correlation between age and total 
expenditure levels. 

Mak et al. (1977), Perez & Sampol 
(2000), Saayman & Saayman (2006), 
Kastenholz (2005), Thrane (2002), 
Saayman & Saayman (2011) 

 Older visitors tend to spend less than younger 
visitors. 

Mudambi & Baum (1997), 
Mehmetoglu (2007), Pouta et al. 
(2006), Kruger et al. (2010), Barquet 
et al. (2011) 

 Younger visitors spend less on accommodation 
and transport. 

Marcussen (2011) 

Gender  Male visitors spent more than females. Thrane (2002), Kruger et al. (2011), 
Saayman and Saayman (2011), 
Marcussen (2011), Svensson et al. 
(2011) 

 Female visitors tend to spend more. Craggs & Schofield (2006), Letho et 
al. (2004), Saayman and Saayman 
(2011) 

Language  English-speaking spectators at Two Oceans 
Marathon* and Argus Cycle Tour* tend to spend 
more than Afrikaans-speaking spectators. 

Kruger et al. (2012), Saayman & 
Saayman (2011) 

Income  Spending behaviour positively associated with 
higher household income. 

Fish & Waggle (1996), Cannon & Ford 
(2002), Crouch (1994), Legohérel 
(1998), Mak et al. (1977), 
Mehmetoglu (2007), Taylor et al. 
(1993), Thrane (2002), Kruger (2009), 
Kruger et al. (2010), Marcussen 
(2011), Alegre et al. (2011), Barquet 
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Spending 
determinant 

Finding(s) Author(s) 

et al. (2011) 

Occupation  Self-employed visitors tend to be higher spenders; 
being unemployed reduces probability of high 
spending. 

Alegre et al. (2011) 

Marital status Effect of marital status on expenditure is 
inconclusive. 

Saayman et al. (2007) 

 Married visitors stay fewer days and spend 
significantly less per person per day than non-
marrieds. 

Married participants in Midmar Mile* tend to 
spend less per person than non-marrieds. 

Mak et al. (1977) 

Saayman & Saayman (2011) 

 Married participants in Argus Cycle Tour* spend 
more on average than non-marrieds. 

Streicher & Saayman (2009) 

Level of 
education 

Higher-educated visitors do not stay significantly 
longer, and spend less per day on average than 
less educated visitors.  

Gokovali et al. (2007), Mak et al. 
(1977) 

 Argus Cycle Tour* and Midmar Mile* participants 
with postgraduate and professional education 
spend significantly more than participants with 
only school education. 

Saayman & Saayman (2011) 

Place of 
residence /  

Distance 
travelled 

Spending by visitors increases for visitors from out 
of state. 

Cannon & Ford (2002) 

Province of origin (location) plays important role 
in visitor spending at arts festivals, national parks 
and sports events in South Africa; visitors from 
richer provinces, e.g. Gauteng and Western Cape, 
spend most. 

Saayman & Saayman (2008), 
Saayman et al. (2007), Slabbert et al. 
(2008), Kruger (2009), Streicher & 
Saayman (2009) 

Spectators from Western Cape spend less than 
spectators from other provinces. 

Kruger et al. (2012) 

 Gauteng participants in Two Oceans Marathon* 
spend more per person than those from Western 
Cape. 

Saayman & Saayman (2011) 

 Gauteng participants in Midmar Mile* spend more 
than participants from other provinces. 

Saayman & Saayman (2011) 

 Distance travelled to visit tourist attractions 
affects expenditure positively. 

Lee (2001), Long & Perdue (1990), 
Saayman et al. (2007), Marcussen 
(2011) 

* Full names of these South African events: Old Mutual Two Oceans Marathon, Telkom Midmar Mile, 
Pick n Pay Cape Argus Cycle Tour (currently known as the Cape Town Cycle Tour). 
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TABLE 2: Survey of the literature on behavioural determinants of visitor spending 

Spending 
determinant 

Finding(s) Author(s) 

Children in travel 
party 

Inclusion of children in travel party results in 
decreased spending per day. 

Cannon & Ford (2002), Cai et al. 
(1995), Saayman and Saayman 
(2006), Alegre et al. (2011) 

 Presence of children has no significant effect on 
expenditure. 

Lee (2001) 

Group size  Larger group size positively correlated with 
overall expenditure levels. 

Seiler et al. (2002), Lee (2001), 
Marcussen (2011), Thrane & 
Farstad (2011) 

 Increase in number of people in travel party 
leads to decrease in spending per person. 

Saayman & Saayman (2008), 
Kruger et al. (2012), Saayman & 
Saayman (2011), Svensson et al. 
(2011), Alegre et al. (2011), 
Barquet et al.  (2011) 

Financial 
responsibility  

(no. of people paid 
for) 

Visitors paying for fewer people at Aardklop 
National Arts Festival tend to spend more per 
person. 

Kruger et al. (2010) 

Travel season Visitors tend to stay longer and spend more 
during peak holiday seasons. 

Marcussen (2011) 

Travel purpose Business travellers exhibit highest spending 
patterns and most expensive travel style. 

Mok & Iverson (2000), Letho et al. 
(2004), Marcussen (2011) 

Travel behaviour  Visitors travelling mainly to attend arts festival 
in South Africa spend more than those attending 
it for other travel. 

Thrane (2002), Kruger (2009), 
Saayman et al. (2009), Kruger & 
Saayman (2009) 

 Visitors who have attended other festivals in 
South Africa more likely to be high spenders. 

Saayman & Saayman (2006), 
Kruger (2009) 

Travel motives Specific leisure travel motives (nature, culture, 
sun and beach tourism, etc.) or benefits sought 
have rarely been studied in this context and, 
generally, no relevant impact on expenditure 
levels has been found. 

Downward & Lumsdon (2003), Uysal 
et al. (1994), Beh & Bruyere (2007), 
Saayman & Saayman (2008), Lee et 
al. (2004), Schneider & Backman 
(1996), De Guzman et al. (2006)  

 Visitors interested in culture and art spend 
significantly more. 

Marcussen (2011) 

 Visitors motivated by cultural and sports events, 
business meetings and conferences spend more. 

Svensson et al. (2011) 

 Two Oceans Marathon* participants motivated 
to explore the area tend to be higher spenders. 

Saayman & Saayman (2011) 

 Argus Cycle Tour* participants attending as 
family outing or to visit and tour area tend to 
spend more per person. 

Saayman & Saayman (2011) 
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Spending 
determinant 

Finding(s) Author(s) 

 Midmar Mile* participants who have personal 
motives such as achievement tend to be higher 
spenders. 

Saayman & Saayman (2011) 

Length of stay Longer stay positively correlated with overall 
expenditure levels. 

Saayman et al. (2007), Streicher & 
Saayman (2009), Seiler et al. 
(2002), Saayman & Saayman 
(2011), Marcussen (2011) 

 Decreased spending per day related to longer 
stay. 

Downward & Lumsdon (2003), 
Cannon & Ford (2002), Mehmetoglu 
(2007), Svensson et al. (2011), 
Alegre et al. (2011)  

Preferred 
accommodation 

Visitors with more elaborate catering needs and 
who prefer combination of self-catering and 
other types of catering tend to spend more. 

Saayman et al. (2007) 

 Cyclists using paid accommodation (e.g. hotels, 
B&Bs and guesthouses) spend more. 

Streicher & Saayman (2009) 

 Visitors staying in hotels tend to spend more. Marcussen (2011), Svensson et al. 
(2011), Alegre et al. (2011) 

Number of visits Repeat visitors tend to spend more than first-
time visitors. 

Gyte & Phelps (1989), Long & 
Perdue (1990), Marcussen (2011) 

 Repeat visitors stay longer than first-time 
visitors, but do not spend significantly more or 
less. 

Mak et al. (1977), Svensson et al. 
(2011) 

 First-time visitors spend more than repeat 
visitors despite shorter stay. 

Jang et al. (2004), Oppermann 
(1997), Alegre & Juaneda (2006), 
Petrick (2004), Pouta et al. (2006), 
Barquet et al. (2011) 

Mode of transport Visitors using air travel tend to be higher 
spenders. 

Marcussen (2011) 

 Visitors using car or motorbike tend to be higher 
spenders. 

Visitors using bus, train or ship tend to be lower 
spenders. 

Svensson et al. (2011)  

Information sources Use of internet as source of information 
positively influences higher spending. 

Marcussen (2011), Svensson et al. 
(2011) 

 Visitors who hear about event/destination by 
word of mouth tend to be lower spenders. 

Svensson et al. (2011)  

Initiator/organiser 
of trip/ 

attendance 

High spenders usually plan and organise trip 
themselves. 

Use of travel agents decreases spending. 

Svensson et al. (2011) 

 Involvement of travel agents leads to higher Marcussen (2011) 
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Spending 
determinant 

Finding(s) Author(s) 

spending per person. 

Travel package Tourists who book all-inclusive holiday package 
tend to be lower spenders. 

Tourists who only book transport and 
accommodation tend to be higher spenders. 

Alegre et al. (2011) 

* Full names of these South African events: Old Mutual Two Oceans Marathon, Telkom Midmar Mile, 
Pick n Pay Cape Argus Cycle Tour (currently known as the Cape Town Cycle Tour). 

3. METHOD OF RESEARCH 

As this was a quantitative study, a structured questionnaire was used to collect the data. This 
section describes the questionnaire, the sampling method, the survey and the statistical 
analysis. 

3.1 The questionnaire 
The questionnaire used in the survey was divided into three sections. Section A determined the 
socio-demographic details of visitors to Africa Bike Week (gender, age, home language, annual 
gross income, group size, number of people financially responsible for, province of origin, 
spending, level of education, marital status, mode of transport and number of previous 
attendances). Section B determined their motives for attending the event, measuring 30 
motivational aspects on a 5-point Likert scale where 1 indicated not at all important, 2 slightly 
important, 3 important, 4 very important and 5 extremely important. The aspects included in this 
question were based on the works of Walker (2011), Rabinowitz (2007), Price-Davies (2011) and 
Crowther (2007) and adapted for Africa Bike Week. This section also determined the number of 
rallies and other motorcycling events the visitors had attended, who they were travelling with, 
how they had heard about Africa Bike Week, whether they visited tourist attractions and what 
other events they were planning to attend during 2013. Section 3 determined their motorcycling 
preferences in terms of brand, size, club affiliation, age first exposed to motorcycles and who 
exposed them to motorcycles.  

3.2 Sampling method and survey applied at Africa Bike Week 
A survey was conducted at Africa Bike Week in Margate from 26 to 29 April 2013. Attendees were 
approached by trained fieldworkers who asked the attendees to complete the questionnaires. 
One hundred and fifty questionnaires were distributed every day over a three-day period. A total 
of 474 completed questionnaires were obtained out of a possible 500, resulting in a 95% return 
rate. According to Israel (2009:6), in a population of 100 000 (N), 398 respondents (n) are seen 
as representative. The organisers say that approximately 25 000 visitors attended Africa Bike 
Week, so the total number of completed questionnaires was more than adequate. The dependent 
variables are total spending and spending per person and only questionnaires with responses 
that had complete spending information could be included in further analysis. This resulted in a 
total of 419 usable questionnaires. 
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3.3 Statistical analysis 
Microsoft Excel was used to capture the data and SPSS (SPSS Inc, 2013) to analyse it. The 
analysis was performed in five stages. First, a general profile of the visitors to Africa Bike Week 
was compiled. Second, a principal axis factor analysis, using an Oblimin rotation with Kaiser 
normalisation, was performed on the 30 motivation items to explain the variance-covariance 
structure of a set of variables through a few linear combinations of these variables. The Kaiser-
Meyer-Olkin measure of sampling adequacy was also used to determine whether the covariance 
matrix was suitable for factor analysis. Kaiser’s criteria for the extraction of all the factors with 
eigenvalues larger than one were used because they were considered to explain a significant 
number of variations in the data. In addition, all items with a factor loading above 0.3 were 
considered as contributing to a factor, and all with loadings lower than 0.3 as not correlating 
significantly with this factor (Steyn, 2000). In addition, any item that cross-loaded on two 
factors with factor loadings greater than 0.3 was categorised in the factor where interpretability 
was best. A reliability coefficient (Cronbach’s alpha) was computed to estimate the internal 
consistency of each factor. All factors with a reliability coefficient above 0.6 were considered to 
be acceptable in this study. The average inter-item correlations were also computed as another 
measure of reliability - these, according to Clark and Watson (1995), should lie between 0.15 
and 0.55. 

Third, the dependent (predicted) variables are total spending and spending per person, which 
were calculated by summing the respondent’s spending on the various components. This yielded 
the total spending, which was then divided by the number of people for whom the respondent 
was paying during the trip, to calculate the spending per person. The dummy variables (socio-
demographic, behavioural variables and motives) were coded 1 and 0 to be included in the 
regression analyses. Fourth, Spearman’s rank correlation coefficient (rho) was used to explore 
the relationship between the independent variables and the dependent variables (total 
spending and spending per person). According to Pallant (2010:134), a value of 0 indicates no 
relationship, a value of 1.0 indicates a perfect positive correlation, and a value of -1.0 indicates 
a perfect negative correlation. Cohen (1988:79) suggests the following guidelines to interpret 
the values between 0 and 1: small effect: r=0.1 medium effect: r=0.3 and a large effect: r=0.5.  

Fifth, backward regression analyses were performed to identify the determinants of visitor 
spending. In the regression analysis, R2 gives the proportion of variance in spending that is 
explained by the predictors included in the model. An R2 of 0.25 or larger can be considered as 
practically significant (Ellis & Steyn, 2003:53). The adjusted R2 indicates how much variance in 
the outcome would be accounted for if the model had been derived from the population from 
which the sample was taken and also takes into account the number of explanatory variables in 
the model (Field, 2005:723). The adjusted R2 therefore gives an idea of how well the regression 
model generalises and, ideally, its value needs to be the same or very close to the value of R2 
(Field, 2005:188). The results from the statistical analyses are discussed in the next section. 
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4. RESULTS 

This section provides an overview of the profile of the respondents, discusses the results of the 
factor analysis (motives) and presents the results of the backward regression analyses (total 
spending and spending per person). 

4.1 Profile of respondents 
The Africa Bike Week respondents were mostly Afrikaans-speaking (61%) married persons (64%) 
in their mid-forties (average age of 44 years) from Gauteng (46%) and KwaZulu-Natal (27%). 
They had matric as their highest level of education (50%) and earned between R20 001 and 
R140 000 (21%) per annum or more than R552 001 (18%) per annum, while the remaining 
respondents (61%) indicated a medium to high earning per annum. Most were accompanied, 
either by their friends (42%) or their club (27%). Half of them were affiliated to clubs and half 
of these clubs were located in Gauteng. Some had first been exposed to motorcycles by friends 
(38%) and some by parents (25%). Well over half (59%) stated that they would visit other 
tourist attractions in the area. Word of mouth was the main source of information for most of 
them (63%), while nearly a third relied on magazines (27%).  

The typical respondent in our sample took part in five rallies per annum and rode a Harley-
Davidson or Suzuki motorcycle, had been exposed to motorcycles at the age of 17 and now 
owned two motorcycles, was attending Africa Bike Week for the second time, and was paying for 
three persons and travelling in a group of seven to eight persons, with five bikes, who stayed five 
nights in the area of Margate and spent R8 380 as a group. 

4.2 Results from the factor analysis 
The pattern matrix of the principal axis factor analysis using an Oblimin rotation with Kaiser 
normalisation identified five motivational factors, which were labelled according to similar 
characteristics (TABLE 3). These factors accounted for 64% of the total variance. All had 
relatively high reliability coefficients, ranging from 0.74 to 0.93. The average inter-item 
correlation coefficients, with values between 0.48 and 0.93, implied internal consistency for all 
the factors. All items loaded on a factor with a loading greater than 0.3 and the relatively high 
factor loadings indicated a reasonably high correlation between the factors and their 
component items (Steyn, 2000). The Kaiser-Meyer-Olkin measure of sampling adequacy of 0.95 
indicated that the patterns of correlation were relatively compact and yielded distinct and 
reliable factors (Field, 2005:640). Barlett’s test of sphericity reached statistical significance (p 
< .001) in both cases, supporting the factorability of the correlation matrix (Pallant, 2007:197). 

Factor scores were calculated as the average of all items contributing to a specific factor (mean 
value) in order to interpret them on the original 5-point Likert scale. As TABLE 3 shows, the 
following motives for attending the Africa Bike Week were identified: adventure (Factor 1), event 
novelty (Factor 2), escape and socialisation (Factor 3), lifestyle (Factor 4) and event 
attractiveness (Factor 5). With a mean value of 4.23, adventure was the most important motive, 
followed closely by escape and socialisation (4.21), event attractiveness (4.13) and lifestyle 
(3.71), and event novelty (3.45) the least important. 
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TABLE 3: Motives for attending Africa Bike Week 

Motives for attending Africa Bike Week     1 2 3 4 5 

Factor 1: Adventure          

For the adventure of it 0.78         

Because of the feeling of freedom associated with the ride 0.76         

Because of the thrill of the experience 0.73         

To have fun 0.68         

To be part of this unique and exciting event 0.51         

For a chance to be with people who are enjoying themselves 0.38         

Factor 2: Event novelty           

To support the vendors   0.86      

To purchase motorcycle merchandise   0.79       

To take part in the Ride-in-Bike show and Mass Ride   0.70       

To gain colours/patches   0.64       

Because 2013 marks Harley-Davidson’s 110th year   0.63       

Because of the thrill and rebellious culture associated with 
motorcycling 

  0.53       

Because I am a Harley-Davidson enthusiast   0.52       

Because it is a club event to foster relations with other bikers   0.50       

Because of the social status associated with motorcycling   0.50       

To share group identity with other bikers   0.48       

To meet new people with similar interests   0.46       

For nostalgic reasons/memories   0.46       

To see a variety of motorcycles up-close   0.35       

It is a sociable event   0.26       

Factor 3: Escape and socialisation            

To relax     0.92     

To get away from my daily routine     0.61     

To spend time with family/partners/spouse and friends     0.59     

Factor 4: Lifestyle           

It is part of my lifestyle       0.36   

Factor 5: Event attractiveness           

I attend it annually         0.70 

The atmosphere of Africa Bike Week         0.57 

Africa Bike Week is one of South Africa’s premier motorcycle 
events 

        0.43 

Because I am a motorcycle enthusiast         0.41 
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Motives for attending Africa Bike Week     1 2 3 4 5 

To experience the Africa Bike Week attributes (shows, 
performances, etc.) 

        0.36 

Because the event is well organised           0.33 

Total variance explained       64%     

Average inter-item correlation     0.62 0.48 0.50 - 0.51 

Reliability coefficient       0.91 0.93 0.74 - 0.85 

Mean value       4.23 3.45 4.21 3.71 4.13 

Source: Authors’ analysis 

4.3 Results from the correlation analysis and Spearman’s rho 
The questions had multiple-choice responses or were answered on a 5-point Likert scale and the 
dummy variables were coded 1 and 0 as shown in TABLE 4. These variables were included in the 
regression analyses to determine which had the greatest influence on total spending and 
spending per person at Africa Bike Week. The relationships between the variables indicated in 
TABLE 4 and total spending and spending per person were investigated by using Spearman’s rho. 

The following variables had a small or medium relationship with total spending at the event: 

 Socio-demographic variables: The province KwaZulu-Natal (rho = -.39, n = 467, p = .001) 
had a medium, negative correlation, indicating that local residents tended to spend less. 
Gauteng province (rho = .15, n = 467, p = .001) and marital status (rho = .12, n = 446, p = 
.013) had small, positive correlations, indicating that visitors from this province and 
married visitors tended to spend more. 

 Behavioural variables: Six variables had small, positive correlations: number of bikes in the 
travelling group (rho = .17, n = 405, p = .001), group size (rho = .14, n = 390, p = .005), 
number of people paid for (rho = .22, n = 424, p = .000), length of stay (rho = .29, n = 408, p = 
.000), number of previous attendances (rho = .14, n = 436, p = .003) and number of other 
rallies or events attended per year (rho = .18, n = 405, p = .000), indicating that visitors who 
travelled in larger groups (of people and motorcycles), were financially responsible for 
more people during the event, spent more nights in the area, had previously attended Africa 
Bike Week more times, and attended more rallies and similar events per year tended to 
spend more. Travelling in one’s own car (rho = -.13, n = 438, p = .005) had a small, negative 
correlation, indicating that visitors who travelled by car rather than by motorcycle tended 
to spend less. 

 Preferred type of media: Newspapers had a small, negative correlation (rho = -.14, n = 439, 
p = .004), indicating that visitors who were informed about the event through this 
marketing medium tended to spend less. 

 Motorcycle behaviour and preferences: Three variables had small, positive correlations: 
Harley-Davidson ownership (rho = .14, n = 313, p = .014), size of the motorcycle (rho = .19, 
n = 334, p = .001) and number of motorcycles owned (rho = .21, n = 368, p = .000), indicating 
that visitors who owned a Harley-Davidson, had a larger motorcycle and owned more 
motorcycles tended to spend more. 
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 Exposure to motorcycles: Exposure to motorcycles by friends (rho = -.10, n = 474, p = .183) 
had a small, negative correlation, indicating that visitors who were first exposed to 
motorcycles by their friends tended to spend less.  

 Travel motives: Three variables had small, positive correlations: adventure (rho = .11, n = 
446, p = .016), lifestyle (rho = .13, n = 421, p = .006) and event novelty (rho = .15, n = 453, p 
= .000), indicating that visitors who attended the event for these reasons tended to spend 
more. 

The following variables had a small, medium or large relationship with spending per person at 
the event: 

 Socio-demographic variables: The province KwaZulu-Natal (rho = -.34, n = 405, p = .000) 
had a medium, negative correlation, indicating that local residents tended to spend less. 
Gauteng province (rho = .15, n = 405, p = .003) and marital status (rho = .13, n = 390, p = 
.011) had small, positive correlations, indicating that visitors from this province and 
married visitors tended to spend more. 

 Behavioural variables: Number of people paid for (rho = -.35, n = 409, p = .000) had a 
medium, negative correlation, indicating that visitors who were financially responsible for 
more people tended to spend less. Two other variables, length of stay (rho = .19, n = 362, p = 
.000) and travelling with friends (rho = .15, n = 398, p = .004), had small, positive 
correlations, indicating that visitors who spent more nights in the area of Margate and 
travelled with friends tended to spend more. 

 Preferred type of media: Similar to the results obtained for total spending, newspapers had 
a small, negative correlation (rho = -.13, n = 386, p = .008), indicating that visitors who 
were informed about the event through this marketing medium tended to spend less. 

 Motorcycle behaviour and preferences: Three variables had small, positive correlations: 
Harley-Davidson as preferred motorcycle (rho = .22, n = 283, p = .000), size of the 
motorcycle (rho = .14, n = 303, p = .013) and number of motorcycles owned (rho = .15, n = 
329, p = .007), indicating that visitors who preferred Harley-Davidson motorcycles, had a 
larger motorcycle and owned more motorcycles tended to spend more. 

 Exposure to motorcycles: Exposure to motorcycles by friends (rho = -.11, n = 409, p = .028) 
had a small, negative correlation, indicating that visitors who were first exposed to 
motorcycles by their friends tended to spend less.  

4.4 Results from the backward linear regression analyses 
Backward regressions were performed to assess the impact of a number of variables on the 
likelihood that our Africa Bike Week sample’s total spending and per-person spending would 
increase. The model contained the independent variables indicated in TABLE 4 that were dummy 
coded as 1 and 0. In the backward linear regression the significant variables for the visitors 
explained 23% and 19% of the variance for total spending and per-person spending respectively. 
The significant results are discussed below. 

4.5 Backward linear regression: Determinants of total spending 
In the case of visitors’ total spending, as indicated in TABLE 5, group size (bikes and people), 
people paid for, KwaZulu-Natal, length of stay and times attended were the only significant 
variables, F(6, 150) = 7.574, p < .000. The signs of the beta coefficients indicate that visitors who 
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travelled with more motorcycles in their groups (beta=0.50, p = .038), who were financially 
responsible for more people during the event (beta=0.23, p = .003), who spent more nights in the 
area of Margate (beta=0.22, p = .004) and who had previously attended the event more times 
(beta=0.06, p= .045) tended to be higher spenders. Visitors who travelled with more people in 
their group (beta= -0.53, p = .030) and who were from KwaZulu-Natal (beta= -0.17, p = .028) 
spent less at the event.  

TABLE 5: Results from the backward regression analysis: Total spending 

Model 
Unstandardised  

coefficients 

Standardised 

coefficients 
t Sig. 

 B 
Std. 

error 
Beta   

(Constant) 3014.585 1563.510  1.928 .056 

GROUP SIZE_BIKES 649.918 309.746 .504 2.098 .038 

GROUP SIZE_PEOPLE -474.194 215.993 -.530 -2.195 .030 

PEOPLE PAID FOR 639.138 212.076 .230 3.014 .003 

PROVINCE_KWAZULU-NATAL -3690.187 1664.380 -.168 -2.217 .028 

LENGTH OF STAY 518.584 178.674 .220 2.902 .004 

TIMES ATTENDED 1122.460 553.958 .156 2.026 .045 

Source: Authors’ analysis 

4.6 Backward linear regression: Determinants of spending per person 
In the case of spending per person, as indicated in TABLE 6, people paid for, length of stay, 
Harley-Davidson as favourite motorcycle brand and KwaZulu-Natal as province of origin were 
the significant variables, F(4, 247) = 16.670, p < .000. Visitors who spent more nights in the area 
of Margate (beta=0.21, p = .001) and who indicated that Harley-Davidson was their favourite 
motorcycle brand (beta=0.16, p = .011) tended to spend more per person at the event. Visitors 
who were financially responsible for more people during the event (beta= -0.39, p = .000) and 
who were local residents from KwaZulu-Natal (beta= -0.15, p = .020) tended to be lower 
spenders.  

5. FINDINGS, IMPLICATIONS AND RECOMMENDATIONS 

The first finding helps to answer our first question, about who the Africa Bike Week visitor is. The 
profile of the Africa Bike Week visitor in our study is consistent with findings by Broughton 
(2007), Way et al. (2010) and Miller (2012), who found that visitors attending motorcycle events 
are more mature and are mostly categorised as 40- to 50-year-olds.  

The second finding answers the question about what motivates this visitor to attend. Of the five 
motives we found, three were identified for the first time in this study. Motives for attending or 
taking part in motorcycling events that have been identified in the literature include adventure 
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(Price-Davies, 2011; Rabinowitz, 2007), escape (to break away from daily routine) (Crowther, 
2007; Price-Davies, 2011) and socialisation (Price-Davies, 2011). 

TABLE 6: Results from the backward regression analysis: Spending per person 

Model 

Unstandardised 

coefficients 

Standardised 

coefficients 
t Sig. 

B 
Std. 

error 
Beta 

 (Constant) 3712.177 468.347   7.926 .000 

PEOPLE PAID FOR -411.885 76.925 -.328 -5.354 .000 

LENGTH OF STAY 196.691 58.102 .211 3.385 .001 

MOTORCYCLE BRAND_HARLEY-DAVIDSON 1101.632 429.432 .156 2.565 .011 

PROVINCE_KWAZULU-NATAL -1385.513 590.205 -.147 -2.348 .020 

Source: Authors’ analysis 

Lifestyle, event attractiveness and event novelty are therefore new to this field. Interesting to 
note is that the motives with the highest mean values are intrinsic to the bikers and these are 
still more important than the event-specific motives, implying that these events are primarily a 
means to fulfil a more important need. This finding therefore supports the sport literature on 
this topic, although this is not a sport event. 

The regression analyses produced the third finding, which is that more behavioural determinants 
(group size, length of stay, number of people paid for, times attended, preferred motorcycle 
brand and motorcycle behaviour) than socio-demographic determinants (province of origin and 
marital status) influenced visitor spending at the event.  

The following behavioural variables were significant determinants of spending. Matching the 
findings of Seiler, Seiler, Hsieh and Hsieh (2002), Saayman, Krugell and Van der Merwe (2007), 
Streicher and Saayman (2010) and Saayman and Saayman (2011), length of stay was found to 
exert a significant influence on visitor spending (both total spending and spending per person). 
Visitors who stayed more nights in the area where the event was held tended to be higher 
spenders. This contradicts the finding by Downward and Lumsdon (2003), Cannon and Ford 
(2002), Sun and Stynes (2006) and Mehmetoglu (2007) that decreasing spending per day was 
related to longer duration of stay (in these studies, cost sharing may have played a part). Group 
size had an effect: paying for a higher number of people led to higher total spending, but lower 
spending per person. This finding for spending per person supports the finding by Kruger, 
Saayman and Ellis (2010) that visitors who pay for fewer people during an arts festival tend to 
spend more. Visitors in larger travel parties tended to spend less, which is consistent with 
findings by Saayman and Saayman (2008), Kruger, Saayman and Ellis (2012), Saayman and 
Saayman (2012), Svensson, Moreno and Martin (2011), Alegre, Cladera and Sard (2011) and 
Barquet, Brida, Osti and Schubert (2011). However, the opposite was found by Seiler et al. 
(2002), Lee (2001), Marcussen (2011) and Thrane and Farstad (2011). Travelling with more bikes 
in the group led to higher spending at the event, which supports findings by Broughton (2007) 
and Way et al. (2010). However, as mentioned in the literature review above, the influence of the 
number of bikes in motorcyclists’ travel parties on expenditure levels is a new finding. Repeat 
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visitors, i.e. those who had attended Africa Bike Week previously, spent more than first-timers, 
which is consistent with the findings by Gyte and Phelps (1989), Long and Perdue (1990) and 
Marcussen (2011). Use of the newspaper for information about the event was associated with 
lower total spending and spending per person. The influence of printed media on visitor spending 
has not previously been found (see TABLE 1). Attending more rallies and similar events during 
the year led to higher spending. Saayman and Saayman (2006) and Kruger (2009) also found 
that visitors who attend similar events tended to be higher spenders, and Broughton (2007) and 
Way et al. (2010) found that motorcyclists spend considerable sums to attend biking events. 
Travelling with friends to the event was associated with higher spending. The influence of group 
composition on spending has not previously been found. None of the travel motives had an 
effect on spending per person, but the travel motives lifestyle, event attractiveness and event 
novelty were associated with higher total spending. These motives and their influence on visitor 
spending are new to this research field. 

Certain motorcycle behaviour variables were significant determinants of spending. Visitors who 
owned a Harley-Davidson motorcycle tended to be higher spenders at the event, which supports 
findings by Nale et al. (2003). As Harley-Davidsons are such a prestigious brand, and 
consequently expensive, the owners can usually be classified as affluent consumers, with a high 
disposable income. Although visitors who owned a larger motorcycle and those who owned a 
higher number of motorcycles showed positive correlations, the results of the regression 
analyses indicated that these variables had no significant influence on higher spending. These 
variables have not previously been found as determinants of spending. 

Several socio-demographic variables were significant determinants of spending. Local residents 
(originating from KwaZulu-Natal) tended to be lower spenders at the event, which supports 
similar findings in South Africa by Kruger (2009), Saayman et al. (2007), Slabbert, Saayman, 
Saayman and Viviers (2008) and Saayman and Saayman (2008), associating province of origin 
(location) with spending levels. Gauteng province and marital status correlated with total 
spending and spending per person, and these findings support those of Cannon and Ford (2002), 
Lee (2001), Long and Perdue (1990), Saayman et al. (2007) and Marcussen (2007), who found 
that visitor spending increases with travel distance, i.e. that non-local visitors spend more, and 
those of Streicher and Saayman (2010), who found that married visitors tend to spend more. 

A finding related to the methodology is that the determinants varied depending on the 
dependent variable used. More variables were identified for total spending than for spending per 
person. Researchers should take this into consideration when conducting this type of research: 
the approach will depend on whether the main aim of their research is to help organisers 
increase overall visitor spending or spending per individual. The latter seems to be the better 
approach.  

On the basis of our results and findings, we offer the following recommendations for increasing 
visitor spending at Africa Bike Week. First, the results indicated that visitors to this event are 
affluent, mostly male, in a professional occupation, and prefer to travel in groups. This implies 
that cities or destinations should not hesitate to host these events, since these visitors are 
likely to be big spenders.  

Second, since an increase in length of stay is positively associated with higher spending, special 
packages should be considered that include accommodation and discounts on, for example, 
local tourist attractions, restaurants and bars and merchandise. These could encourage visitors 
to stay longer and explore the surrounding area and thus contribute to the local tourism 
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industry. Packages could also encourage visitors from further away to travel to attend the 
event.  

Third, since larger travel parties with more bikes tend to be bigger spenders, incentives should be 
offered for travelling in larger groups; for example, new clubs could be started, and prizes, such 
as discounts or vouchers for merchandise or biking gear or an amount sponsored to a charity of 
their choice, could be offered for the largest club representation at the event. Fourth, since 
repeat visitors tend to be higher spenders at the event, the above recommendations could also 
encourage current and prospective visitors to return, which will influence the sustainability of 
the event. Fifth, since visitors who attend other rallies and similar events during the year tend to 
be higher spenders and attending these types of events appears to be part of their way of life 
(which is supported by the motive lifestyle that was found in this study), organisers and 
marketers could use this to their advantage and market Africa Bike Week at motorcycle clubs 
and at various motorcycle events and rallies held throughout the year. This could prove to be a 
cost-effective way to attract newcomers and more visitors from surrounding provinces, which 
should become a priority, since non-local visitors tend to be higher spenders. Marketing 
messages should emphasise the relaxation, escape, fun and adventure associated with riding in 
a group to the event as well as the special features of the event for example Harley-Davidson 
and motorcycle merchandise, entertainment and the mass ride.  

Sixth, since visitors who own Harley-Davidsons tend to be affluent higher spenders loyal to the 
brand, Africa Bike Week should strongly promote their affiliation with and sponsorship of the 
brand to encourage more Harley-Davidson visitors to attend the event. Other motorcycle brands 
should be approached to display their products, as to attract the non-Harley-Davidson bikers, 
and potentially increase their spending at the event. This will also ensure more sponsorship for 
the event, attracting more visitors and expanding the event.  

Lastly, the results of this research can be used to expand motorcycle tourism in the country. For 
example, since most of our sample travelled from distant locations, in particular Gauteng, en 
route rest stops should be set up. Apart from being a safety precaution, these will enable bikers 
to experience the scenery and tourist attractions on the way and increase the multiplier effect 
of biker spending. These rest stops and tourism attractions along the routes should be marketed 
online as well as to the clubs. On a larger scale, motorcycle tours exploring South Africa’s 
biodiversity and cultural heritage should become part of the national tourism development 
agenda, whereby a variety of motorcycle routes can be developed, contributing to the thrill and 
experience associated with the motorcycle tourism sector. 

6. CONCLUSION 

The purpose of this research was to identify the determinants of visitor spending at Africa Bike 
Week, a major motorcycle event in South Africa. This was the first time that the determinants of 
visitor spending at a motorcycle event in South Africa were identified, thereby helping to fill a 
gap in the motorcycle tourism literature regarding the profile, motives and spending behaviour 
of bikers and bike enthusiasts. The results indicated that the nature of the visitor and the event 
had a significant influence on the determinants that influence higher spending, with more 
behavioural than socio-demographic variables influencing spending. Particularly significant 
behavioural variables identified were the visitors’ motorcycle behaviour and group composition. 
The study identified three new determinants of spending: the travel motives lifestyle, event 
attractiveness and event novelty. More research in these areas is recommended. Answering the 
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question posed in the title of this paper, our study showed that the big spender is typically a 
biker who travels with a group with a large number of bikes, spends several nights in the area, 
has attended the event several times and is a Harley-Davidson fan. We recommend that similar 
research be conducted at other motorcycling events and rallies in the country, to enrich the 
literature on the niche market of motorcycle tourism in South Africa.  

Acknowledgements 

The authors gratefully acknowledge the NRF (National Research Foundation) for their 
financial support for the survey done in South Africa. The authors would also like to 
thank Mr Michael Bertram from Africa Bike Week for allowing the research to be 
conducted as well as all the fieldworkers and respondents who participated in the 
survey.  

LIST OF REFERENCES 

Alegre, J. & Juaneda, C. (2006). Destination loyalty: consumers’ economic behaviour. Annals of 
Tourism Research, 33(3), pp. 684-706. 

Alegre, J., Cladera, M. & Sard, M. (2011). Analysing the influence of tourist motivations on tourist 
expenditure at a sun-and-sea destination. Tourism Economics, 17(4,), pp.813-832. 

Arrive Alive. (2006). Number of registered vehicles at the end of the month. Available: 
www.arrivealive.co.za/document/Nov_PDFS/Nov2006_RegVehs_LicPrDP_Fuel_Dist.pdf (Accessed 10 
August 2013).  

Barquet, A., Brida, J.G., Osti, L. & Schubert, S. (2011). An analysis of tourist expenditure on winter 
sports events through the Tobit censored model. Tourism Economics, 17(6), pp. 1197-1217. 

Beh, A. & Bruyere, B.L. (2007). Segmentation by visitor motivation in three Kenyan national reserves. 
Tourism Management, 28, pp. 1464-1471. 

Broughton, P.S. (2007). Risk and enjoyment in powered two wheeler use. Unpublished thesis. 
Transport Research Institute, Napier University, Edinburgh.  

Cai, L.A., Hong, G. & Morrison, A.M. (1995). Household expenditure patterns for tourism products and 
services. Journal of Travel and Tourism Marketing, 4(4), pp. 15-40.  

Cannon, T.F. & Ford, J. (2002). Relationship of demographic and trip characteristics to visitor 
spending: an analysis of sports travel across time. Tourism Economics, 8(3), pp. 263-271. 

Chalip, L. & McGuirty, J. (2004). Bundling sport events with the host destination. Journal of Sport & 
Tourism, 9(3), pp. 267-282. 

Clark, L.A. & Watson, D. (1995). Constructing validity: basic issues in objective scale development. 
Psychological Assessment, 7(3), pp. 309-319. 

Cohen, J. (1988). Statistical power analysis for the behavioral sciences, 2nd edition. Hillsdale, NJ: 
Erlbaum. 

Craggs, R. & Schofield, P. (2006). Expenditure-based segmentation and visitor profiling at the Quays 
in Salford, UK. Tourism Economics, 15(1), pp. 243-260. 

http://www.sciencedirect.com/science?_ob=ArticleURL&_udi=B6V9R-49H118W-4&_user=4050432&_coverDate=06%2F30%2F2004&_rdoc=1&_fmt=high&_orig=search&_sort=d&_docanchor=&view=c&_searchStrId=1259805691&_rerunOrigin=scholar.google&_acct=C000062150&_version=1&_urlVersion=0&_userid=4050432&md5=2044a4f88a25078beb1b0b129247204d#bbib4


WHO ARE THE BIG SPENDERS AT A MOTORCYCLE EVENT? 

Journal of Economic and Financial Sciences | JEF | July 2015 8(2), pp. 327-353 349 

Crouch, G.I. (1994). The study of international tourism demand: a review of findings. Journal of Travel 
Research, 33(1), pp. 12-23. 

Crowther, G. (2007). Embodied experiences of motorcycling at the Isle of Man TT Races. International 
Journal of Motorcycle Studies. Available: 
http://ijms.nova.edu/November2007TT/IJMS_Artcl.Crowther.html (Accessed 7 October 2013). 

De Guzman, A.B., Leones, J.D., Tapia, K.K.L., Wong, W.G. & De Castro, B.V. (2006). Segmenting 
motivation. Annals of Tourism Research, 33(3), pp. 863-867. 

Downward, P. & Lumsdon, L. (2003). Tourism transport and visitor spending: a study in the North York 
Moors National Park, UK. Journal of Travel Research, 42(4), pp. 415-420. 

Elliott, M.A., Baughan, C.J., Broughton, J., Chinn, B., Grayson, G.B., Knowles, J., Smith, L.R. & Simpson, 
H. (2003). Motorcycle safety: a scoping study. TRL Report 581, Crowthorne: Transport Research 
Laboratory. 

Ellis, S.M. & Steyn, H.S. (2003). Practical significance (effect sizes) versus or in combination with 
statistical significance (p values). Management Dynamics, 12(1), pp. 51-53. 

Fenich, G.G., Hermann, U.P. & Hashimoto, K. (2012). Toward a Framework for Development of 
Qualifications in Meetings, Expositions, Events, and Conventions in South Africa. Journal of 
Convention & Event Tourism, 13:1, pp. 39-47.  

Field, A. (2005). Discovering statistics using SPSS, 2nd edition. London; Thousand Oaks: SAGE.  

Fish, M. & Waggle, D. (1996). Current Income versus Total Expenditure Measures in Regression Models 
of Vacation and Pleasure Travel. Journal of Travel Research, 35(2), pp. 70-74. 

Frechtling, D. C. (2006). An assessment of visitor expenditure methods and models. Journal of Travel 
Research, 45(1), pp. 26-35. 

Fredman, P. (2008). Determinants of visitor expenditures in mountain tourism. Tourism Economics, 
14(2), pp. 297-311. 

Frochot, I., & Morrison, A. M. (2001). Benefit segmentation: A review of its applications to travel and 
tourism research. Journal of Travel & Tourism Marketing, 9(4), pp. 21-45. 

Gokovali, U., Bahar, O. & Kozak, M. (2007). Determinants of length of stay: A practical use of survival 
analysis. Tourism Management, 28, pp. 736-746. 

Gyte, D.M. & Phelps, A. (1989). Patterns of destination repeat business: British tourists in Mallorca, 
Spain. Journal of Travel Research, 28(1), pp. 24-28. 

Harley-Davidson Africa. (2013). Africa Bike Week 2013 - Join us as we celebrate 110 years of 
freedom! Available: www.africabikeweek.co.za/content/africa-bike-week-2011 (Accessed 14 March 
2013). 

Israel, G.D. (2009). Determining sample size. Available: 
www.edis.ifas.ufl.edu/pdffiles/pd/pd00600.pdf (Accessed 12 July 2010). 

Jachimiak, P.H. (2006). Lambrettas down leafy lanes: The scooterist as ruralist. International Journal 
of Motorcycle Studies. Available: http://ijms.nova.edu/November2006/IJMS_Artcl.Jachimiak.html 
(Accessed 7 October 2013). 

Jang, S., Bai, B., Hong, G. & O’Leary, J.T. (2004). Understanding travel expenditure patterns, a study of 
Japanese pleasure travellers to the United States by income level. Tourism Management, 25(3), pp. 
331-341. 



Kruger, Viljoen & Saayman 

350 Journal of Economic and Financial Sciences | JEF | July 2015 8(2), pp. 327-353 

Kastenholz, E. (2005). Analysing determinants of visitor spending for the rural tourist market in North 
Portugal’, Tourism Economics, 11(4), pp. 555-569. 

Kruger, M. (2009). Spending behaviour of visitors to the Klein Karoo National Arts Festival. 
Unpublished Masters Dissertation. Potchefstroom: North West University.  

Kruger, M., Saayman, M. & Ellis, S.M. (2012). Determinants of visitor spending at the Two Oceans 
Marathon. Tourism Economics, 18(6), pp. 1203-1227 

Kruger, M., Saayman, M. & Ellis, S.M. (2010). Determinants of visitor expenditure at the Aardklop 
National Arts Festival. Event Management, 14(2), pp. 137-148.  

Kruger, M., Saayman, M. & Ellis, S.M. (2012). Determinants of visitor spending at the Two Oceans 
Marathon. Tourism Economics, 18(6), pp. 1203-1227. 

Kruger, M., Saayman, M., Wait, R. & Manners, M. (2011). A marketing analysis and economic impact of 
the Neil Diamond concerts: A case of four cities. Tourism Research in Economic Environs and Society 
(TREES): Potchefstroom. 

Lamont, M. (2010). Reinventing the Wheel: A Definitional Discussion of Bicycle Tourism. Journal of 
Sport & Tourism. 14(1), pp. 5-23. 

Lee, H. (2001). Determinants of recreational boater expenditures on trips. Tourism Management, 
22(1), pp. 659-667. 

Lee, Y., Lee, C., Lee, S. & Babin, B.J. (2008). Festivalscapes and patrons’ emotions, satisfaction and 
loyalty. Journal of Business Research, 61(1), pp. 656-664. 

Legohérel, P. (1998). Toward a Market Segmentation of the Tourism Trade: Expenditure Levels and 
Consumer Behaviour Instability. Journal of Travel and Tourism Marketing, 7(3), pp. 19-39. 

Leong, S.T., Muttamara, S. & Laortanakul, P. (2002). Influence of benzene emission from motorcycle 
on Bangkok air quality. Atmospheric Environment, 36(4), pp. 651-661. 

Letho, X.Y., O’Leary, J.T. & Morrison, A.M. (2004). Do psychographics influence vacation destination 
choices? A comparison of British travellers to North America, Asia and Oceania. Journal of Vacation 
Marketing, 8(2) pp. 109-125. 

Litton, A. (2008). Finding the Zen in Motorcycling. International Journal of Motorcycle Studies, 4(2). 
Available: http://ijms.nova.edu/Fall2008/IJMS_Artcl.Litton.html (Accessed 1 October 2013). 

Long, P.T. & Perdue, R.R. (1990). The economic impact of rural festivals and special events: Assessing 
the spatial distribution of expenditures. Journal of Travel Research, 39(4), pp. 10-14. 

Mak, J., Moncur, J. & Yonamine, D. (1977). Determinants of Visitors Expenditures and Visitor Lengths 
of Stay: A Cross-section Analysis of U.S. visitors to Hawaii. Journal of Travel Research, 15(3), pp. 5-8. 

Marcussen, C.H. (2011). Determinants of tourist spending in cross-sectional studies and at Danish 
destinations. Tourism Economics, 17(4), pp. 833-855. 

Martin, D.M., Schouten, J.W. & McAlexander, J.H. (2006). Claiming the Throttle: Multiple Femininities in 
a Hyper‐Masculine Subculture. Consumption Markets & Culture, 9(3), pp. 171-205.  

Mehmetoglu, M. (2007). Nature-based tourists: The relationship between their trip expenditures and 
activities. Journal of Sustainable Tourism, 15(2), pp. 200-215. 

Miller, P.M. (2012). Harley-Davidson in China. An American icon revs up its fan base and sales in 
China. Available: www.chinabusinessreview.com/harley-davidson-in-china/ (Accessed 3 October 
2013). 



WHO ARE THE BIG SPENDERS AT A MOTORCYCLE EVENT? 

Journal of Economic and Financial Sciences | JEF | July 2015 8(2), pp. 327-353 351 

Mok, C. & Iverson, T.J. (2000). Expenditure-based segmentation: Taiwanese tourists to Guam. Tourism 
Management, 21(3), pp. 299-305. 

Motorcycle Tourism Strategy. (2013-2016). Victoria Tourism Motorcycle Tourism Strategy. Available: 
www.tourism.vic.gov.au/images/stories/TV_Motocycle-Tourism-Strategy.pdf (Accessed 22 August 
2013). 

Mudambi, R. & Baum, T. (1997). Strategic segmentation: An empirical analysis of tourist expenditure 
in Turkey. Journal of Travel Research, 36(1), pp. 29-34. 

Nale, R.D., Rauch, D.A. & Barr. P.B. (2003). A Note on the Economic Implications of a Focused Tourism 
Event: Bikers in Myrtle Beach. The Coastal Business Journal, 2(1), pp. 38-44. 

Oppermann, M. (1997). First-time and repeat tourists to New Zealand. Tourism Management, 18(3), 
pp.177-181. 

Packer. J. & Coffey. M.K. (2004). Hogging the road: Cultural governance and the citizen cyclist. Journal 
of Cultural Studies, 18(5), pp. 641-674. 

Page. S.J. & Connell. J. (2009). Tourism: a modern synthesis, 2nd edition. London: Thomson Learning. 

Pallant, J. (2007). SPSS Survival manual: a step-by-step guide to data analysis using SPSS version 15, 
3rd edition. New York: McGraw-Hill.  

Pallant, J. (2010). SPSS Survival manual: a step-by-step guide to data analysis using SPSS version 16, 
4th edition. New York: McGraw-Hill.  

Pearce, P.L. (2011). Tourist Behaviour and the Contemporary World. Bristol: Channel View.  

Perez, E.A. & Sampol, J.C. (2000). Tourist expenditure for mass tourism markets. Annals of Tourism 
Research, 27(3), pp. 624-637. 

Petrick, J.F. (2004). Are loyal visitors the desired visitors? Tourism Management, 25(4), pp. 463-470. 

Pouta, E., Neuvonen, M. & Sievänen, T. (2006). Determinants of nature trip expenditures in southern 
Finland - Implications for Nature tourism development. Scandinavian Journal of Hospitality and 
Tourism, 6(2), pp. 118-135. 

Preuss, H. (2005). The economic impact of visitors at major multi-sport events. European Sport 
Management Quarterly, 5(3), pp. 281-301. 

Price-Davies. E. (2011). Adventure Motorcycling: The Tourist Gaze. International Journal of 
Motorcycle Studies. 7(1), pp. 1-7. 

Rabinowitz, I. (2007). A Generous Imaginary: Contingencies of Value in the South African Charity Run. 
International Journal of Motorcycle Studies. Available: 
http://ijms.nova.edu/March2007/IJMS_Artcl.Rabinowitz.html (Accessed 3 October 2013). 

Road Traffic Management Corporation. (2009). Website driver population. Available: 
www.rtmc.co.za/index.php/reports/traffic-reports (Accessed 10 August 2013). 

Saayman, A. & Saayman, M. (1997). The economic impact of tourism on the South African economy. 
South African Journal for Economic and Management Science, 21(1), pp. 162-174. 

Saayman, M., Saayman, A. & Du Plessis, C. (2005). Analysis of spending patterns of visitors of three 
World Cup Cricket matches in Potchefstroom, South Africa. Journal of Sport Tourism, 10(3), pp. 211-
221.  



Kruger, Viljoen & Saayman 

352 Journal of Economic and Financial Sciences | JEF | July 2015 8(2), pp. 327-353 

Saayman, A. & Saayman, M. (2006). Socio-demographics and visiting patterns of arts festivals in 
South Africa. Event Management, 9(4), pp. 211-222. 

Saayman, A. & Saayman, M. (2011). Determinants of spending at three major sporting events in South 
Africa. International Journal for Tourism Research. (In review). 

Saayman, M. & Saayman, A. (2008). Why travel motivations and socio-demographics matter in 
managing a National Park. Koedoe, 51(1), pp. 381-388. 

Saayman, M., Krugell, W. & Van Der Merwe, P. (2007). The determinants of spending by biltong 
hunters. South African Journal of Economics and Management Science, 10(2), pp. 184-194. 

Schneider, I.E. & Backman, S.J. (1996). Cross cultural equivalence of festival motivations: a study of 
Jordan. Festival Management and Event Tourism, 4(3/4), pp. 59-71. 

Scholtz, M., Kruger, M., Saayman, M. & Saayman, A. (2013). A marketing analysis and economic 
impact of the Africa Bike Week. Unpublished Research Report. Potchefstroom: Tourism Research in 
Economic Environs and Society, North-West University.  

Schouten, J.W. & McAlexander, J.H. (1995). Subcultures of consumptions: An ethnography of the new 
bikers. Journal of Consumer Research: an Interdisciplinary Quarterly, 22(1), pp. 43-61. 

Seiler, V.L., Seiler, M.J., Hsieh, C. & Hsieh, S. (2002). Modeling travel expenditures for Taiwanese 
tourism, Journal of Travel and Tourism Marketing, 13(4), pp. 47-59. 

Slabbert, E., Saayman, M., Saayman, A. & Viviers, P. (2008). Die socio-ekonomiese impak van 
besoekers aan die KKNK. Instituut vir Toerisme en Vryetydstudies, Potchefstroom.  

SPSS. (2013). SPSS® 17.0 for Windows, Release 16.0.0, Copyright© by SPSS inc., Chicago, Illinois. 
www.spss.com 

Stanley, D., Rogers, J., Smeltzer, S., & Perron, L. (2000). Win, place or show: Gauging the economic 
success of the Renoir and Barnes art exhibits. Journal of Cultural Economics, 24(3), pp. 243-255. 

Statistical Package for the Social Sciences see SPSS. 

Stewart, B., Smith, C.T. & Nicholson, M. (2003). Sport consumer typologies: a critical review. Sport 
Marketing Quarterly, 12(2), pp. 206-216. 

Steyn, H.S. (2000). Practical significance of the difference in means. South African Journal of 
Industrial Psychology, 26(3), pp. 1-3.  

Streicher, H. & Saayman, M. (2010). The determinants of spending of participants in the Cape Argus 
Cycle Tour. Journal for Sport, Physical Education and Recreation, 32(1), pp. 121-131.   

Sun, Y. & Stynes. D.J. (2006). A note on estimating visitor spending on a per-day/night basis. Tourism 
Management, 27, pp. 721-725 

Svensson, B., Moreno, P. & Martin, D. (2011). Understanding travel expenditure by means of market 
segmentation. The Service Industries Journal, 31(10), pp. 1683-1698. 

Sykes, D.M. & Kelly, K.G. (2012). Mapping the Study of Motorcycle Tourism: Impacts and 
Opportunities. Proceedings of International Conference on Tourism and Events: Opportunities, 
Impacts and Change, 20-22 June 2012, Belfast.   

Szymanski, S. (2002). The economic impact of the World Cup. World Economics, 3(1), pp. 169-177. 

Tassiopoulos, D. & Haydam, N. (2008). Golf tourists in South Africa: A demand-side study of a niche 
market in sports tourism. Tourism Management, 28(1), pp. 870-882.  

http://www.spss.com/


WHO ARE THE BIG SPENDERS AT A MOTORCYCLE EVENT? 

Journal of Economic and Financial Sciences | JEF | July 2015 8(2), pp. 327-353 353 

Taylor, D.T., Fletcher, R.R. & Clabaugh, T. (1993). A comparison of characteristics, regional 
expenditures, and economic impact of visitors to historical sites and other recreational visitors. 
Journal of Travel Research, 32(5), pp. 30-35.  

Thrane, C. (2002). Jazz Festival visitors and their expenditures: Linking spending patterns to musical 
interest. Journal of Travel Research, 40(3), pp. 281-286. 

Thrane, C. & Farstad, E. (2011). Domestic tourism expenditures: The non-linear effects of length of 
stay and travel party size. Tourism Management, 32(1), pp. 46-52. 

Uysal, Y., McDonald, C.D. & Martin, B.S. (1994). Australian visitors to US National Parks and natural 
areas. International Journal of Contemporary Hospitality Management, 6(3), pp. 18-24. 

Van der Merwe, P., Slabbert, E., & Saayman, M. (2011). Travel motivations of tourists to selected 
marine destinations. International Journal of Tourism Research, 13(5), pp. 457-467. 

Vaughan, D., Farr, H., & Slee, D. R. (2000). Estimating and interpreting the local economic benefits of 
visitor spending: An explanation. Leisure Studies, 19(2), pp. 95-118. 

Venter, I. (2012). SA motorcycle market begins to show signs of life again. Available: 
www.engineeringnews.co.za/article/motorcycles-2012-07-06 (Accessed 10 August 2013). 

Visser, G., & Hoogendoorn, G. (2011). Current paths in South African tourism research. Tourism Review 
International, 15(1-2), pp. 5-20. 

Walker, L. (2011). Tourism and leisure motorcycle riding. In: Pideaux, B. and Carson, D. (eds.) Drive 
Tourism. Trends and emerging markets. London and New York: Routledge Taylor & Francis Group, 
pp.146-158. 

Way, K.A. & Robertson, L.J. (2013). Shopping and tourism patterns of attendees of the Bikes, Blues & 
BBQ Festival. Journal of Hospitality Marketing and Management, 22(1), pp. 116-133. 

Wilton, J.J., & Nickerson, N.P. (2006). Collecting and using visitor spending data. Journal of Travel 
Research, 45(1), pp. 17-25. 


	Editorial Board
	Editorial Team
	CONTENTS
	EDITORIAL
	Who are the big spenders  at a motorcycle event?
	1. INTRODUCTION
	2. LITERATURE REVIEW
	FIGURE 1: Outcome based analysis of motorcycle events
	TABLE 1: Survey of the literature on socio-demographic determinants of visitor spending
	TABLE 2: Survey of the literature on behavioural determinants of visitor spending

	3. METHOD OF RESEARCH
	3.1 The questionnaire
	3.2 Sampling method and survey applied at Africa Bike Week
	3.3 Statistical analysis

	4. RESULTS
	4.1 Profile of respondents
	4.2 Results from the factor analysis
	TABLE 3: Motives for attending Africa Bike Week
	4.3 Results from the correlation analysis and Spearman’s rho

	The questions had multiple-choice responses or were answered on a 5-point Likert scale and the dummy variables were coded 1 and 0 as shown in TABLE 4. These variables were included in the regression analyses to determine which had the greatest influen...
	The following variables had a small or medium relationship with total spending at the event:
	 Socio-demographic variables: The province KwaZulu-Natal (rho = -.39, n = 467, p = .001) had a medium, negative correlation, indicating that local residents tended to spend less. Gauteng province (rho = .15, n = 467, p = .001) and marital status (rho...
	 Behavioural variables: Six variables had small, positive correlations: number of bikes in the travelling group (rho = .17, n = 405, p = .001), group size (rho = .14, n = 390, p = .005), number of people paid for (rho = .22, n = 424, p = .000), lengt...
	 Preferred type of media: Newspapers had a small, negative correlation (rho = -.14, n = 439, p = .004), indicating that visitors who were informed about the event through this marketing medium tended to spend less.
	 Motorcycle behaviour and preferences: Three variables had small, positive correlations: Harley-Davidson ownership (rho = .14, n = 313, p = .014), size of the motorcycle (rho = .19, n = 334, p = .001) and number of motorcycles owned (rho = .21, n = 3...
	 Exposure to motorcycles: Exposure to motorcycles by friends (rho = -.10, n = 474, p = .183) had a small, negative correlation, indicating that visitors who were first exposed to motorcycles by their friends tended to spend less.
	 Travel motives: Three variables had small, positive correlations: adventure (rho = .11, n = 446, p = .016), lifestyle (rho = .13, n = 421, p = .006) and event novelty (rho = .15, n = 453, p = .000), indicating that visitors who attended the event fo...
	The following variables had a small, medium or large relationship with spending per person at the event:
	 Socio-demographic variables: The province KwaZulu-Natal (rho = -.34, n = 405, p = .000) had a medium, negative correlation, indicating that local residents tended to spend less. Gauteng province (rho = .15, n = 405, p = .003) and marital status (rho...
	 Behavioural variables: Number of people paid for (rho = -.35, n = 409, p = .000) had a medium, negative correlation, indicating that visitors who were financially responsible for more people tended to spend less. Two other variables, length of stay ...
	 Preferred type of media: Similar to the results obtained for total spending, newspapers had a small, negative correlation (rho = -.13, n = 386, p = .008), indicating that visitors who were informed about the event through this marketing medium tende...
	 Motorcycle behaviour and preferences: Three variables had small, positive correlations: Harley-Davidson as preferred motorcycle (rho = .22, n = 283, p = .000), size of the motorcycle (rho = .14, n = 303, p = .013) and number of motorcycles owned (rh...
	4.4 Results from the backward linear regression analyses
	4.5 Backward linear regression: Determinants of total spending

	In the case of visitors’ total spending, as indicated in TABLE 5, group size (bikes and people), people paid for, KwaZulu-Natal, length of stay and times attended were the only significant variables, F(6, 150) = 7.574, p < .000. The signs of the beta ...
	TABLE 5: Results from the backward regression analysis: Total spending
	4.6 Backward linear regression: Determinants of spending per person

	5. FINDINGS, IMPLICATIONS AND RECOMMENDATIONS
	TABLE 6: Results from the backward regression analysis: Spending per person

	6. CONCLUSION
	Steyn, H.S. (2000). Practical significance of the difference in means. South African Journal of Industrial Psychology, 26(3), pp. 1-3.

	SAICA’s Academic Traineeship Programme: Would guidelines facilitate focused skills development?
	1. INTRODUCTION
	2. RESEARCH QUESTIONS AND RESEARCH CONTRIBUTION
	2.1 Research questions
	2.2 Research contribution

	3. LITERATURE REVIEW
	3.1 Changes made to the CA training programme
	3.2 The increased focus on research in the academic environment
	3.3 Evaluating the ATP within the context of the current academic environment
	3.4 Regulations currently applicable to the ATP
	3.5 The development of training programmes

	4. RESEARCH METHODOLGY
	4.1 Main research design
	4.2 Questionnaire presented to academic trainees
	4.3 Evaluating the needs of SAICA and the profession
	4.3.1 The population
	4.3.2 Questionnaire design

	TABLE 1: Comparison of academic activities

	5. RESULTS OF THE QUESTIONNAIRE PRESENTED TO ACADEMIC TRAINEES
	TABLE 2: Response analysis
	5.1 Research question 1: How are academic trainees currently spending their time?
	TABLE 3: Actual time spent on academic activities (percentage of total time)
	5.2 Research question 2: Do academic trainees believe SAICA should develop guidelines?
	TABLE 4: Guidelines in the ATP

	6. RESEARCH QUESTION 3: DEVELOPING GUIDELINES FOR THE ATP
	6.1 All stakeholder approach
	6.2 How academic trainees would like to spend their time
	TABLE 5:  Ideal time spent on academic activities (percentage of total time)
	TABLE 6:  Comparison between actual time and ideal time spent on academic activities (percentage of total time)
	6.3 Developing guidelines based on skills development requirement set by SAICA Competency Framework
	TABLE 7: Three-dimensional guideline measure
	FIGURE 1: Plotting the current ATP structure to the proposed guidelines

	7. CONCLUSION AND RECOMMENDATIONS
	7.1 Conclusion
	7.2 Recommendations

	Declining labour share of income in South Africa: The Kalman Filter Approach
	1. Introduction
	2. Theoretical perspectives on unemployment and labour share of income
	3. South African literature review
	4. Cobb-Douglas production function
	5. Data and methodology
	6. Results and discussion
	7. Policy suggestions and conclusion
	Coyle, D. (2012). The Economics of Enough. Princeton: Princeton University Press.
	Dias, R. & Posel, D. (2007). Unemployment, Education and Skills Constraints in Post-Apartheid South Africa. (Working Paper Series by the Development Policy Research Unit, March 2007 (pp. 1-38).
	Appendix
	Investigating board diversity in South Africa
	1. INTRODUCTION
	2. PROBLEM STATEMENT AND RESEARCH OBJECTIVES
	3. LITERATURE REVIEW
	3.1 Board diversity in terms of gender
	3.2 Board diversity in terms of race
	3.3 Measuring financial performance
	3.4 The relationship between board diversity and financial performance

	4. RESEARCH DESIGN AND METHODOLOGY
	5. EMPIRICAL FINDINGS
	5.1 Descriptive statistics: female directors
	5.2 Descriptive statistics: black directors
	5.3 Descriptive statistics: board diversity score
	5.4 Board diversity across industries
	5.5 Hypothesis testing

	6. CONCLUSIONS AND RECOMMENDATIONS
	Merchant cash advances: investigating the taxation consequences in South Africa
	1. Introduction
	2. Research objective, research method AND value of THE research
	3. Comparison between MCA agreements and debt factoring
	3.1 Sale of debt
	3.2 The transfer of a sum of money
	3.3 Collection of debt

	4. Comparison between MCA agreements and loans
	4.1 Something is borrowed
	4.2 Interest

	5. Income tax consequences
	5.1 Amounts received or earned by the merchant
	5.1.1 Initial advance
	5.1.2 Subsequent sale of goods or rendering of a service

	5.2 Expenditure incurred by the merchant
	5.2.1 Processing fee
	5.2.2 Discount

	5.3 Amounts received or earned by the MCA service provider
	5.3.1 Processing fee
	5.3.2 Discount

	5.4 Expenditure incurred by the MCA service provider
	5.4.1 Initial advance


	6. Value-added tax consequences
	6.1 Initial advance
	6.2 Discount
	6.3 Processing fee
	6.4 Subsequent sale of goods or rendering of service

	7. Conclusion
	Agriculture and Local Economic Development:  a case study of uMshwathi
	1. INTRODUCTION
	2. LITERATURE REVIEW
	2.1 Local Economic Development
	2.2 Agriculture

	3. RESEARCH METHODOLOGY
	4. THE CASE STUDY OF THE UMSHWATHI LOCAL MUNICIPALITY (ULM)
	4.1 Introduction
	4.2 Review of the uMshwathi Local Municipality
	4.2.1 ULM: Overview and Situational Analysis
	4.2.2 Demographics, Social Assistance and Basic Service Delivery
	4.2.3 Locality as a Competitive Advantage
	4.2.4 The Value of Agriculture in uMshwathi
	4.2.5.  The Role of the Dube TradePort Corporation (DTPC)
	4.2.6 Political Milieu, Traditional Authority and Related Land Issues

	4.3 Provincial Economic Outlook
	4.4 uMshwathi Local Municipality: A Recommendation to Strategically Prioritise Agriculture

	5. CONCLUSION
	Using collaborative learning exercises to transfer pervasive skills: Some South African evidence
	1. Introduction
	2. Objective and limitations of the study
	3. LITERATURE REVIEW
	3.1 The nature of collaborative learning exercises
	3.2 Summary of the pervasive skills that can be developed by employing collaborative learning exercises

	4. RESEARCH METHOD
	5. EMPIRICAL FINDINGS
	5.1 Academics’ views on the use collaborative learning exercises during their academic programmes
	5.2 Academics’ views on the use of collaborative learning exercises to develop categories IA, IB and IC of the pervasive skills
	5.3  Academics’ views on other factors impacting the development of pervasive skills

	6. Conclusions, recommendations and further research
	Appendix
	List of abbreviations and acronyms
	Investigating financial literacy to improve financial behaviour among Black consumers
	1. INTRODUCTION
	2. PROBLEM STATEMENT
	3. OBJECTIVES OF THE STUDY
	4. LITERATURE OVERVIEW
	4.1 Financial education
	4.2 Financial literacy through knowledge, skills and attitudes
	4.3 Financial inclusion and financial behaviour
	4.5 The impact of financial education on financial behaviour

	5. RESEARCH HYPOTHESES
	6. RESEARCH METHODOLOGY
	6.1 Population and sampling method
	6.2 Measuring instrument for data collection and data analysis

	7. EMPIRICAL RESULTS
	7.1 Questionnaire responses and descriptive statistics
	7.2 Validity and reliability results
	7.3 Relationship results - Pearson’s r and multiple regression analysis

	8. CONCLUSIONS AND RECOMMENDATIONS
	9. LIMITATIONS AND FUTURE RESEARCH
	ANNEXURE: Exploratory factor analysis tables

