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Positive Highlights

• 76% of the respondents were visitors to the area in which the event was taking

place, of which 62% were overnight visitors.

• The average length of stay was 3.5 nights, while 78% stayed for 3 nights or more.

• 73% of the respondents attended the event without any influence from traditional

advertising means – i.e. they had attended previously and were influenced by

‘Word-of-Mouth’

• 93% of the respondents were satisfied with the information provided about the

event

• 89% of the respondents indicated that they will be attending the event again in

the future.

• 92% of the respondents said that they would recommend the South Coast as a

tourism destination to their friends and family.



Methodology

– Face to face survey with a probability sample of 200 respondents 

during the 4 days of the event, i.e. 28th of April to the 1st of May 2016.

– Secondary data has also obtained from Ugu South Coast Tourism.



Methodology (cont’d.)

Representative Sampling

A small quantity of something such as customers, data, people, products, or materials,

whose characteristics represent (as accurately as possible) the entire batch, lot,

population, or universe.

Two advantages

1. Saves time (not enough time to interview 1 000 people during an event)

2. Saves money (fieldworkers are paid per survey/questionnaire –

E.g. 1 000 surveys @ R25 = R25 000)

National Department of Tourism: Accepted Standards

10 people in a room – interview all 10.

100 people in a room – safe with 40-50 surveys.

1 000 people in a room – safe with 100 surveys.

10 000 people in a room – safe with 150-200 surveys.

i.e. If the sample size grows to more than 400 (in relation to the population), any addition

to the sample size becomes statistically irrelevant.



Nature of Respondents

It is extremely positive to note that 76% of the respondents were visitors to the area in which the event

was taking place. This should have positive implications for the overall economic impact of the event.

24%

76%

Local Resident

Visitor



Nature of Respondents (cont’d.)

Following on from the previous slide, it is evident that the majority of the visitors were ‘Overnight

Visitors’ (62%) while 14% of all visitors were considered as ‘Day Visitors’. This is also a positive

finding, as overnight visitors tend to have a higher spend.



Nature of Respondents: Breakdown

The table outlines the breakdown of the estimated numbers that attended

the event. The breakdown of the numbers is based on the proportion of

local residents and visitors, which has been obtained from the surveys.

*The total attendance was estimated to be 20 000. This figure was

estimated based on data that was provided by Ugu South Coast Tourism.

2016 Sample % Total Attendance*

Local Residents 44 24 4 800

Day Visitors 26 14 2 800

Overnight Visitors 115 62 12 400

TOTAL 185 100 20 000



Province of Origin: All Respondents

In terms of all respondents (including locals), the majority came from KZN (48%), while 16% came

from Gauteng and 10% from the Western Cape. These numbers suggest that even though there

was a large number from KZN, many of them had stayed overnight. The data above shows a very

good spread of respondents



Province of Origin: Visitors Only

Following on from the previous slide, it is evident that a high number of the visitors originated

from KZN (31%) while 21% of all visitors were from Gauteng and 14% were from the Western

Cape. There were also 3% of the visitors who came from other countries such as Zimbabwe and

Botswana. Therefore, it is evident that the visitors originated from a wide variety of destinations,

indicating the strong and widespread appeal of this event.



Purpose of Visit

It is evident that the most of the respondents (74%) were in the area of the event, for the primary

purpose of attending the event itself. The data also shows that 17% of the respondents were on

holiday in the area and decided to attend the event as a secondary activity.



Coincide with Event?

It is positive to note that 60% of the respondents, who did not plan their visit to coincide with the

event, actually ended up attending the event in any case. This means that there were a certain

number of people, already in the area of the event, who were not actually visiting for the sole

purpose of the event.



Length of Stay: Overnight Visitors

It is evident from the graph above that the majority of the respondents (64%) stayed for either 3

nights or 4 nights night (i.e. the course of the event). This also backs up the figure for the average

length of stay – 3.5 nights. In addition to this, 14% of the respondents stayed for more than 4

nights. This should would obviously have a positive effect on the overall economic impact of the

event.

Average Stay: 3.5 Nights



Transport to Event: Visitors Only

The majority of the respondents (visitors only) travelled to the area of the event in ‘Private Vehicles’

(49%) and this was followed by 24% who travelled by ‘Motorbike’ – which is not surprising

considering the nature of the event. Following this, was 14% of the respondents who travelled using a

‘Rental Vehicle’. It would be interesting to determine who arrived in the private vehicles – for

example, it could be a support crew or family members of the ‘bikers’.



Influence to Attend

It is positive to note that 44% of the respondents were influenced to attend the event due to their

previous attendance. In addition to this, 29% of the respondents attended the event due to ‘Word-of-

Mouth’. That means 73% of the respondents attended the event without any influence from any

traditional advertising means and thus, the event’s reputation was enough to influence people to attend.

This could also be boosted by further marketing, perhaps.



Days Attended

It is evident that the majority of the respondents attended the event on the Saturday (37%), while only

15% (the least amount) attended the event on Sunday – which is understandable as this is the day upon

which the event ends, and most people would be leaving on this day.



Days Attended (cont’d.)

Following on from the previous slide, it is evident that the majority (34%) of the respondents attended a

total of 3 days at the event. This was followed by 27% of the respondents who attended only 1 day. The

segment is the red block is considered to be very important, especially if these respondents stayed in

paid accommodation.



Information Satisfaction 

It is extremely positive to note that 93% of the respondents were satisfied with the information that

was provided regarding the event. Thus, this suggests that the overall organisation of the event was

deemed to be very good.

93%

7%

Yes

No



Marketing Improvement Suggestions 

It must be noted that the majority of the respondents indicated that the event was

already well marketed.

However, the following suggestions were made by the respondents:

– Increased social media and internet marketing/presence

– Advertise on billboards and posters

– More adverts in magazines and newspapers coverage

– Increased radio coverage



Future Attendance

It is positive to note that 89% of the respondents said that they will attend the event again in the future.

This is a positive aspect in terms of the overall growth of the event. It is also possible that a further 11%

may attend the event in the future.



Previous Attendance

Approximately 16% of the respondents indicated that they had NOT attended the event before. That

means that the number of new participants was ±3 200. Once again, this is very important in terms of

the general growth of the event.



Future Attendance (by Previous Attendance)

When considering those respondents who said that they had NOT attended the event before – 83%

of these indicated that they plan to attend the event again in the future. In addition to this, a further

17% could possibly add to this figure. This is extremely positive for the growth of the event.



Experience Rating

Approximately 83% of all the respondents had either an ‘excellent’ (29%) or ‘good’ (54%) experience

at the event. However, 15% of the respondents had a ‘fair’ experience at the event which is

considered to be marginally high when considering other events.



Experienced Problems?

It is positive to note that 87% of the respondents did NOT experience any problems at the event.

However, the problems that were experienced by 13% of the respondents are listed on the next slide.



Problems Experienced

Some of the problems listed by the respondents included:

– Parking issues, such as minimal areas to park

– Drunk and disorderly people

– Poor security and petty crime 

– Registration, mainly online registration

– Poor service by the locals, such as at the petrol stations (this can be 

resolved by introducing awareness programmes)



Recommend the Event 
to Family & Friends?

When asked if they would recommend the event to family and friends, 90% of the respondents said

that they would. This is a positive sign as it shows that ‘Word-of-Mouth’ will likely continue to be a

common influence for people to attend the event.



Reasons for Recommending the Event

Respondents cited the following reasons for recommending the event:

– A fun and exciting event

– Suitable for the whole family

– Good to get outdoors

– Enjoyable, social event

– Good atmosphere and experience

– Set in a beautiful area with many things to do



Event Improvement Suggestions

The respondents have noted the following suggestions in terms of improving

the event in the future:

– Increase the number of ablution facilities

– Provide more entertainment, such as concerts or music

– Improve the safety and security at the event

– Increase the number of parking areas and facilities

– The staff need to receive more training on service delivery



Recommend KZN as a 
Tourist Destination?

It is positive to note that 93% of the respondents said that they would recommend KZN as a tourist

destination to their friends and family.



Reasons for Recommending 
KZN as a Tourist Destination

The respondents listed the following reasons for recommending KZN:

– Excellent weather/climate

– The beaches

– Friendly people

– Beautiful scenery/landscapes

– Many things to do

– A great holiday destination

– Natural beauty 



Recommend South Coast 
as a Tourist Destination?

It is positive to note that 92% of the respondents said that they would recommend the South Coast as a

tourist destination to their friends and family.



Reasons for Recommending 
South Coast as a Tourist Destination

Respondents listed the following reasons for recommending the South Coast:

– Excellent weather/climate

– Stunning beaches

– Beautiful scenery/landscapes

– ‘Blue Flag Beaches’

– Excellent holiday destination

– Relaxing and peaceful

– Many activities



Familiar with Zulu Kingdom Slogan?

Only 40% of the respondents had noted that they were familiar with TKZN’s slogan, “Zulu

Kingdom. Exceptional” – meaning that 60% were unfamiliar with the slogan. This is a negative

finding in terms of TKZN’s brand awareness.



‘Zulu Kingdom Slogan’: Associations

It is clear that the majority (25%) of the respondents associated the slogan with ‘Zulu

History/Heritage/Culture/King Shaka’. Following this, 18% of the respondents associated the slogan with

‘KZN’ - meaning that they know that the province is the ‘Zulu Kingdom’. It is positive to note that the

(tied) third highest association was ‘Tourism/Holidays’, meaning that 16% of the respondents associated

KZN and the slogan with their holiday decision-making processes.



Noted Zulu Kingdom Logo?

It is evident from the graph that the majority (55%) of the respondents had noted the TKZN logo before.

This is a positive finding as it means that there is an awareness of TKZN’s branding.



Where Zulu Kingdom 

Logo Noted? (Top 10)

It is evident that most of the respondents noted the logo on a billboard, poster or banner (15%), in a

magazine (14%), on brochures or pamphlets (13%), at the airport (12%) or on an internet or social

media site (12%). This shows that the traditional forms of media are where the logo is most noted.

Used to be 

only 1%



Spend Breakdown: Local vs Visitor

Local Resident 2016

Items Amount 

Accommodation

Food & Beverage R284

Transport R186

Entertainment R271

Souvenirs/Other R39

Total Average Spend R860

It is evident visitors are very important for the overall economic impact of the event due to their higher

average spend at the event. It is also evident that the local residents have a smaller average spend so it

is therefore recommended to continue to increase the number of visitors, especially the overnight ones, at

the event.

*Overnight visitors only

All Visitors 2016

Items Amount 

Accommodation* R2 613

Food & Beverage R1 105

Transport R1 277

Entertainment R500

Souvenirs/Other R250

Total Average Spend R7 057



Spend Breakdown: All Respondents

In following on from the previous slide, the average spend of an overnight visitor was much greater than that

of the day visitors and the local residents. Therefore, it is crucial to grow the number of overnight visitors

who attend the event as this would have positive implications on the economic impact.

Accommodation Food & 
Beverage

Transport Entertainment Souvenirs/Other Avg. Total 
Spend

Local Resident R284 R186 R271 R39 R860

Day Visitor R1 016 R830 R180 - R2 440

Overnight 
Visitor

R2 613 R1 124 R1 375 R570 R301 R8 061

Avg. Spend
(All)

R808 R2 391 R340 R113 R3 787



Estimated Economic Impact: 

Participants & Spectators

2016

Overnight Visitors Day Visitors Local Residents

Number 12 400 2 800 4 800

*Low Estimate
R 75 788 800 R 3 407 600 R 3 868 800

**Middle Estimate

R 99 956 400 R 6 272 000 R 6 528 000

***High Estimate
R 124 124 000 R 9 136 400 R 9 187 200

*Low estimate of 

margin of error of 

mean at 95% 

confidence level

**No Margin of 

Error

***High estimate 

of margin of error 

of mean at 95% 

confidence level

Note: 

1) The total estimated overall attendance was 20 000. This figure was

obtained by diving the total attendance over the 4 days (i.e. 50 000) by

the average number of days (i.e. 2,5)

It is evident from the table that the overnight visitors are crucial in terms of their direct economic impact.



Total Estimated Economic Impact: 

Visitors Only

*This is an estimate based on the direct spend of

visitors only. Thus, local residents are excluded

from this figure (‘recycled money’).

**This is also referred to as the Indirect

Economic Impact as it refers to the increased

spend by locals from revenue generated through

the event.

2016*

Direct Spend Multiplier of 2,0**

Low Estimate
R 79 196 400 R 158 392 800

High Estimate
R 133 260 400 R 266 520 800

The value of Africa Bike Week 2016 was estimated to be between: 

R158,4 million and R266,5 million



Demographics: Gender

The majority of the respondents were Male (60%) while 40% were female.



Demographics: Age Groups

The majority of the respondents were between the ages 30-39 (34%) while 26% of the respondents

were between the ages 18-29. This was then followed by 22% of the respondents who were in the

40-49 age group.



Demographics: Occupation

The majority of the respondents were either ‘Self-Employed’ (21%) or in ‘Sales/Marketing’ (13%). A

very small percentage of the respondents were ‘Home Executives’ (2%) or ‘Other’ professions (4%).



Demographics: Income Level

It is evident that 66% of the respondents earn between R1000 and R20 000 on a monthly basis

proving that many of them sit in a relatively middle-to-low income bracket. However, many of the

respondents are quite young so they are not at the top end of their earning potential as yet.



1) In terms of the nature of the respondents, it was positive to note that 76% of the

respondents were visitors (i.e. day visitors – 14% and overnight visitors – 62%), while

24% of the respondents were local residents. This factor has had a positive influence

on the economic impact of the event.

2) The majority of the respondents were from KZN (48%) while 16% were from Gauteng

and 10% from the Western Cape. When considering only the visitors, the majority of

the respondents were still from KZN (31%) while 21% were from Gauteng and 14%

were from the Western Cape.

3) It was noted that 74% of the respondents were in the area of the event for the primary

purpose of attending it. It is important that the majority of the respondents were

attending the event as a primary purpose has they will give a clearer perception about

the event. Furthermore, 14% of the respondents had noted that they were in the area

of the event as part of their holiday.

4) In terms of the respondents who did not plan their visit to the area to coincide with the

event, 60% of these respondents ended up attending the event in any case.

Findings



5) It was noted that the majority of the respondents attended the event on the Saturday

(37%) and the Friday (28%). Furthermore, 34% of the respondents had attended 3

days of the event.

6) On average, the overnight respondents stayed for 3.5 nights in the area during the

event. Therefore, it is not surprising that 33% of the respondents stayed for 3 nights

while 31% stayed for 4 nights. A total of 78% of the respondents stayed for 3 nights or

more – which shows that most respondents stayed for most of the event.

7) It was positive to note that 73% of the respondents were influenced to attend the event

by non-traditional advertising means. In other words, 44% of the respondents were

influenced to attend by their previous attendance and 29% were influenced by ‘Word-

of-Mouth’.

8) A total of 93% of the respondents were satisfied with the information provided

regarding the event. This indicated that the respondents were satisfied with the

general organisation of the event.

Findings (cont’d.)



9) Although the majority of the respondents felt that the event was well marketed, a few

of them indicated that there should be more digital or social media marketing for the

event and that there should be more advertising in magazines and newspapers.

10) A total of 89% of the respondents indicated that they wish to attend the event again,

while 11% said that they were ‘unsure’ if they would.

11) Approximately 16% of the respondents indicated that they were attending the event for

the first time. Of these respondents, 83% said that they wish to attend the event again

in the future, with a further 17% stating that they were ‘unsure’ if they would.

12) Approximately 83% of the respondents had either an ‘excellent’ (29%) or ‘good’ (54%)

experience at the event. However, 15% of the respondents had a ‘fair’ experience at

the event which is considered to be marginally high when considering other events.

Findings (cont’d.)



13) A total of 87% of the respondents did NOT experience any problems at the event. For

the 13% who did experience problems, they were as follows:

• Parking problems

• Security and petty theft

• Local service delivery

14) It was positive to note that 90% of the respondents said that they would recommend

the event to their family and friends. Some of the reasons cited were:

• Fun and exciting

• Great for the whole family

• Great atmosphere

15) The respondents have also cited a number of suggestions for improving the event in

the future such as increasing the amount of entertainment, improving the ablution

facilities, increasing the amount of areas for parking – amongst others.

Findings (cont’d.)



16) When the respondents were asked if they were familiar with the TKZN slogan, “Zulu

Kingdom. Exceptional.”, only 40% said that they were familiar with it. The majority of

these respondents associated the slogan with aspects such as ‘Zulu

History/Heritage/Culture/King Shaka’, general aspects of ‘KZN’, and

‘Tourism/Holidays’.

18) When the respondents were asked if they had seen the TKZN logo, 60% of the

respondents had noted the logo before. For those who had seen the logo, they noted

seeing it on a billboard, poster or banner, in a magazine, on brochures or pamphlets,

at the airport or on an internet or social media site.

19) The event was estimated to be worth between R63,4 and R106,6 million in terms of

the direct spend of visitors.

Findings (cont’d.)



20) In terms of the demographics of the respondents, the following can be said:

a) 60% of the respondents were male while 40% were female;

b) 60% of the respondents were between 18 and 39;

c) The majority of the respondents were either ‘Self-Employed’ (21%) or in

‘Sales/Marketing’ (14%).

d) The majority of the respondents (60%) earned between R1 000 and R20 000 per

month.

Findings (cont’d.)



Recommendations

It is important that the issues raised by the respondents are addressed. This will help in

sustaining and increasing the satisfaction levels of those who attended. Increased satisfaction

will result in continuous attendance and create positive awareness about the event. In this

regard, the following recommendations for the organizers were made by TKZN:

1) In order to resolve the parking issues, one recommendation would be to develop a type of

‘Park n Ride’ system whereby people can park their vehicles in a large field/lot and are

then shuttled across to the main areas of the event.

2) It is recommended that the general safety and security of the event be improved as it is

important that the visitors, and even local residents, feel safe during the event. The reason

being is that when a visitor feels comfortable in their surroundings (i.e. the destination) they

will tend to stay for longer periods, have a higher spend, return for another trip, and also be

more inclined to recommend the destination to their friends and family. Also, the

destination would be at risk of getting a bad image.

3) The staff or personnel who are both directly and indirectly employed for the event should

be trained or motivated to provide a good service to all visitors. For example, if someone

who is employed to help with the registration is ‘grumpy’ and unfriendly then they will then

influence the visitor’s experience in a negative way.



Recommendations

Continued…

4) In terms of the marketing/advertising of the event it is recommended that the digital and

social media be exploited more as well as advertising through billboards and posters.

These are explained in more detail below:

a) Firstly, digital and social media is inexpensive and allow a wide scope of creativity.

The most important thing about this form of media is that it will enhance the visitor’s

experience due to the sharing of photos, videos and other key events.

b) Secondly, the use of billboards and posters could be used in a way that would create

a ‘hype’ for all participants travelling to the event. In other words, billboards and

posters could be used along the major routes that lead into KZN and the South Coast.

For example, there could be posters with “150km to Africa Bike Week 2017” on them.

This way, people who did not know about the event could possibly be influence to

attend as well.



Recommendations (contd.)

The following recommendations have been selected for TKZN:

1) TKZN should assist in providing information to the local municipality and motivate the need

for a cleaner and safer region, especially on the weekend of the event, as it will give the

region and province a better reputation and image. In other words, if people stop

participating in the event because of the litter and crime, the visitor numbers will therefore

decrease along with the economic impact of the event. A destination’s image is crucial in

terms of promoting tourism and patriotism of the local residents.

2) TKZN should, once again, look into monitoring the brand awareness of the both the slogan

and the logo as the numbers do not reveal any positive signs.

3) TKZN should partner with the organisers of the race and the accommodation

establishments in order to determine the occupancy rates in the city during the event. This

information would be useful in terms of providing additional data on the overall impact of

the event.


