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A Comparison of Spectators’ 
and Participants’ Profi les and 
Perceptions of the 2006 Old 

Mutual Two Oceans Marathon

This article compares the profi les of 
spectators and participants at the 2006 Old 

Mutual Two Oceans Marathon in terms of 
identifying spectators’ and participants’ 

motivations, travel behaviour and 
demographic profi les. The results refl ect 
a diverse audience at the event. Budget 

accommodation, in terms of visiting friends 
and relatives and staying at family hotels, 

were the most popular accommodation 
spending patterns. Overall, the average 

expenditure of participants was higher than 
that of spectators. Also, more participants 

than spectators were involved in secondary 
activities prior to or after the event. 
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Introduction

South Africa is a fast growing sport tourism 
destination and has hosted various internation-
al sport events such as the 1995 Rugby World 
Cup, the 2003 Cricket World Cup and the 2003 
Presidents Golf Cup. Presently, owing to South 
Africa’s geographic and cultural uniqueness, it 
attracts both domestic and international tour-
ists. Sport tourism events receive massive me-
dia exposure internationally, which not only 
provide reports on the event, but also projects 
a positive image of the host destination and 
its people.2 Furthermore, sport events have the 
potential to contribute positively towards tour-
ism growth and the economy of South Africa.3 
Tourism is widely recognised as a major growth 
sector internationally and it is estimated that 
30% of all tourism comprises sport tourism.4 A 
survey conducted by Standard Bank found that 
tourism outstripped gold earnings as a revenue 
generator for South Africa.5 

As the 2010 Fédération Internationale de 
Football Association (FIFA) World Cup nears, 
there will be tremendous economic and socio-
cultural opportunities and challenges that face 
South Africa. In order to maximise tourism ben-
efi ts from sport tourism events, it is important 
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to examine sport tourist segments, profi le sport 
tourists and understand the target markets. 

The Old Mutual Two Oceans Marathon 
(hereafter referred to as the Two Oceans) was 
selected as the case study owing to its unique 
characteristics. The Two Oceans is recognised 
as one of the most beautiful marathons in the 
world.6 It comprises two marathons, namely the 
ultra marathon (56 km) and half marathon (21.1 
km).7 It occurs annually towards the end of the 
high tourist season of the Western Cape (Easter 
weekend) and attracts more than 15 000 par-
ticipants.8 The 2006 marathon was the 37th 
consecutive running of the race. Associated 
with the Two Oceans are other activities, such 
as the Expo, Comedy Festival, fun runs and so 
forth, for participants, local residents and tour-
ists.9 The Two Oceans is extremely popular with 
advance booking of accommodation in Cape 
Town during the weekend of the event being 
essential.10 

Sport Tourism

Sport tourism is increasingly being regarded 
as a niche sector for the tourism industry.11 
The World Tourism Organisation (WTO) and 
International Olympic Committee (IOC) em-
phasised the relationship between sport and 
tourism at the ‘World Conference on Sport and 
Tourism’ in February 2001 in Barcelona, Spain, 
by highlighting the increase in the number of 
tourists who seek sport experiences, the ex-
panding industry’s response to demands, as 
well as the increasing body of academic re-
search and publications in the fi eld of sport 
tourism.12 

In recent years, tourism events have become 
one of the fastest growing types of tourism at-
tractions within a destination, particularly sport 
tourism events, which increases visitation, 

reduces the seasonality of tourist fl ow, im-
proves a destination’s position within the mar-
ket and fosters destination development.13 Sport 
tourists are individuals and/or groups of people 
who actively or passively participate in com-
petitive or recreational sport, while travelling 
to and/or staying in places outside their usual 
environment, with sport as the primary motiva-
tion of travel.14 Due to differences in the length 
of stay and spending patterns it is important to 
separate sport tourists into two groups, namely 
spectators and participants.15 

Profi ling sport tourists that attend sport 
events can provide insights into market 
segments that have a tourism potential.16 
Specifi cally, understanding consumption pat-
terns, socio-economic characteristics and de-
sired activities relating to tourists are impor-
tant to ensure appropriate and effective tourism 
marketing, planning and development.17 
However, little research has been undertaken 
to examine the profi le of sport tourist mar-
ket segments and their potential as a tourism 
market.18 Hence, in order to maximise tourism 
benefi ts from sport tourism events, it is impor-
tant fi rstly to examine sport tourist segments, 
profi le sport tourists and then target high yield 
segments.19 It is also important to highlight that 
specifi c sport events attract visitors to the host 
location. The visitors comprise both spectators 
and participants. Very few studies compare 
spectators’ and participants’ profi les, spending 
patterns, interests and perceptions. This article 
addresses this gap in the research. 

Events are affected by consumers’ back-
ground, motives as participants and motives for 
travel.20 The challenge for event marketing is 
to identify the means to capitalise on motives 
and background in order to optimise event in-
terest, while minimising the perception of con-
straints and then to convert event interest into 
travel and attendance.21 It is also important to 
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understand event attendees’ motivations to at-
tend the events and limit the barriers. The so-
cial barriers are stimulus factors and personal 
factors which are likely to prevent tourists from 
attending events.22 Moreover, Mohr, Backman, 
Gahan and Backman studied a hot air balloon 
festival and concluded that motivations were 
found to be a function of visitor types.23 They 
further identify that there are signifi cant dif-
ferences, which exist between fi rst-time and 
repeat visitors with respect to the motivation 
dimensions of ‘excitement’ and ‘event novelty’, 
as well as their corresponding satisfaction lev-
els.24 First-time visitors are far more likely to be 
motivated by ‘curiosity’ than repeat visitors.25

Methodology

Sport events occur either once-off (such as the 
Olympic Games) or annually (such as the Two 
Oceans) and their activities are confi ned to 
a relatively short period of time and within a 
designated area. In some instances, such as the 
Two Oceans, the event occurs in open, public 
spaces. The nature of these events poses unique 
research challenges which include diffi culties 
related to sampling and surveying attendees.26 
The discussion below summarises the method-
ological approach adopted for this study. 

In order to ensure quality research measure-
ment, it is necessary to pay special attention 
to two technical considerations: reliability and 
validity.27 The formats of questionnaire surveys 
were adopted from previous sport tourism event 
studies in South Africa, since this study was 
part of a broader study funded by the National 
Research Foundation (NRF), which focused on 
a comparative analysis of the management and 
impact of sport tourism events in the Western 
Cape and KwaZulu-Natal. The attendees sur-
vey was adopted because it remains the most 

commonly adopted tool for tourism and event 
research that generally focuses on collecting 
data pertaining to visitor profi les, marketing 
and motivation, activities and spending, and 
economic impacts.28 Surveys are also increas-
ingly used to examine perceptions and atti-
tudes of visitors (especially in relation to satis-
faction levels). 

Face-to-face interviews were held with 
spectators and participants who attended the 
2006 Two Oceans event by trained fi eldworkers 
from the Centre for Tourism Research in Africa 
(CETRA). Only those attendees who were over 
18 years of age and who were willing to partici-
pate in the study were approached – the on-site 
intercept method was therefore adopted. The 
spectators’ survey consisted of six sections, 
which included questions covering residence 
of respondents, economic aspects, attendance, 
sponsorship, secondary activities, experience/
perceptions towards the event and event desti-
nation, as well as demographic profi les of re-
spondents. Using a spatially-based purposive 
sampling approach, 200 spectators were inter-
viewed on the day that the event was held (15 
April 2006) at the starting point of the ultra and 
half marathon in Main Road, Newlands and the 
fi nishing point at the University of Cape Town’s 
Upper Campus (Jameson Plaza). Spectators 
were approached at different locations at the 
targeted areas and during different times of the 
day to ensure a representative sample. 

The same questionnaire surveys were ap-
plied to both spectators and participants with 
a few additional questions pertaining to moti-
vations to participate in the event directed at 
participants. In total, 200 participants were 
interviewed using a spatially-based systematic 
sampling approach during the Expo. Most par-
ticipants attended the Expo which was held at 
the Good Hope Centre between 12 and 14 April 
2006. The participants also registered at the 
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Expo venue and this provided an ideal opportu-
nity to interview respondents. 

Discussion

This section summarises the key fi ndings of 
the comparison of spectators’ and participants’ 
perceptions of the 2006 Two Oceans. The main 
aspects under examination are demographic 
profi le of the attendees, types of attendees in 
relation to place of residence, travel behaviour 
and spending patterns, factors infl uencing de-
cision to attend event, past and future event 
attendance, and motivational factors to partici-
pate in the event.

Demographic Profi les
Demographic profi les of event attendees are 
likely to infl uence event attendees’ spending 
patterns, behaviour, attitudes and perceptions. 
Therefore, it is necessary to ascertain whether 
demographic profi les have impacted the above-
mentioned aspects. 

Table 1 Age of Respondents (in %)

Age in 
years

Spectators 
(N=200)

Participants 
(N=200)

<20 6 4

21–30 34 21

31–40 31 39

41–50 17 28.5

51–60 10 6.5

61–70 2 1

Average 34.9 years 36.7 years

According to Table 1, the majority of the re-
spondents were young (20–30 years: 34% among 

spectators and 21% among participants) or mid-
dle aged (30–50 years: 48% among spectators 
and 67.5% among participants). Regarding the 
ages of the participant respondents, the aver-
age age of participant respondents was 36.7 
years and this was slightly higher than the av-
erage age of the spectator respondents, which 
was 34.9 years. 

The main occupational categories among 
the spectator respondents were professionals 
(21.5%), student/scholar (14.5%), self-employed 
(14%) and administrator/manager (13.5%). The 
main occupational categories of the partici-
pant respondents were professionals (28.5%), 
followed by administrator/manager (15%) and 
sales/marketing (11%). The occupational catego-
ries indicate diversity in terms of respondents. 

This was also refl ected in the results per-
taining to the monthly income of respondents 
which indicate that a range of income groups 
was attracted to this event. The results reveal, 
for example, that 48.5% of the spectators and 
58.5% of the participants interviewed earned 
less than R10 000 per month while 22% and 
25.5% respectively earned more than R10 000 
per month. The rest of the respondents stated 
that they either did not have an income (mainly 
students attending the event) or that their in-
come was confi dential. Those who earned more 
than R10 000 per month went up to R50 000 
among the participants and R35 000 among 
the spectators. This indicates that while a sig-
nifi cant proportion of the respondents are from 
middle or upper income groups, indicating some 
level of disposable income, the range of income 
differs considerably. 

This suggests that marketing and the plan-
ning of activities should be used to attract dif-
ferent groups and respond to the interests and 
income levels of the variety of attendees.29 It is 
also important to understand income differen-
tiation owing to its refl ection of the need for 
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different types of accommodation options and 
activities which are available at sport tourism 
events.30 Regarding the highest level of educa-
tion attained among the respondents, over 90% 
of both spectators and participants interviewed 
completed matriculation or had a higher educa-
tion certifi cate, diploma or degree.

Table 2 Gender of Respondents (in %)

Gender
Spectators 
(N=200)

Participants 
(N=200)

Male 57.5 72.5

Female 42.5 27.5

Table 2 presents the gender of the respondents. 
Of the spectator respondents, 57.5% were male 
and 42.5% were female. This may be due to wom-
en’s increased interest in sport activities in terms 
of supporting this sport or their families and/
or friends who are participants. In comparison 
to the spectator responses, the majority of the 
participant respondents (72.5%) were male with 
only 27.5% female participant respondents. This 

largely refl ects the nature of the event with the 
majority of participants being male. However, 
when interpreting results pertaining to the gen-
der of respondents it is important to consider 
Turco et al’s assertion that gender of respondents 
is often more refl ective of who answers the ques-
tions rather than the gender profi le of people at-
tending the event.31 They argue that it is typical 
that when a couple, family or group is approached 
to respond to a questionnaire, adult males usu-
ally assume the role of the respondent. 

Historical racial categories remain important 
components in terms of understanding tourism 
patterns, as well as monitoring transformation 
in South Africa in relation to sport participation 
and spectatorship. Figure 1 illustrates that near-
ly half (45.5%) of the spectator respondents were 
Whites, followed by Coloured (27%) and Africans 
(23%). The remaining spectator respondents were 
Indians (4%) and Asians (0.5%). The responses 
are not refl ective of the population patterns in 
South Africa. Based on the 2006 South Africa 
mid-year population estimates, Africans com-
prise 79.5% of the entire population, followed 

Figure 1 Historical Racial Category of Respondents (in %)
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by Whites (9.2%), Coloureds (8.9%) and Indian/
Asian (2.5%).32 Among the participants, the ma-
jority (40%) were Africans followed by Whites 
(32%), Coloureds (20.5%) and Indians (7.5%). The 
dominance of black participants is not surpris-
ing since black athletes dominate long-distance 
running events in South Africa.33 

Types of Attendees at the Event
Sport tourism events spectators may not merely 
be local residents. Similar to a tourist profi le, 
there are three customer profi les for sport tour-
ism event spectators, which are overnight visi-
tors (stay at the event destination for 24 hours 
or more), the day-tripper profi le (stay at the 
event destination for less than 24 hours) and 
the local profi le (local residents).34 Types of vis-
itors could result in different spending patterns, 
for example, there could be no accommodation 
spending that may be required for day-trippers 
and local residents in comparison to overnight 
visitors. The types of attendees at the 2006 Two 
Oceans are illustrated in Table 3.

Table 3 Type of Attendee (in %)

Type
Spectators 
(N=200)

Participants 
(N=200)

Overnight tourists 30% 40%

Day tripper 0.5% -

Local resident 69.5% 60%

Table 3 illustrates that the majority of specta-
tor respondents in this event were local resi-
dents (69.6%), followed by overnight visitors 
(30%) and day-trippers (0.5%). Similarly, among 
participant respondents, there were only local 
residents (60%) and overnight visitors (40%). 
Among the overnight tourists (30% spectators 
and 40% participants), there were few over-
seas spectators and participants (4% and 4.5%, 

respectively). These respondents were mainly 
from Europe, North America, New Zealand and 
Asia. This shows that international participant 
and spectator respondents were mainly from 
developed countries that are outside the African 
continent. It also refl ects that Cape Town has 
an opportunity to increase the international 
profi le of the event and the destination since 
there is an international interest in the event. 

Regarding domestic overnight visitors (26% 
spectators and 35.5% participants), a relative-
ly large proportion of respondents were from 
Gauteng Province (14.5% spectators and 19% par-
ticipants) and KwaZulu-Natal (4.5% spectators 
and 6.5% participants). The above results are 
similar to the geographic distribution of sport 
industry spectators and participants, while the 
top two provinces were Gauteng Province (17%) 
and KwaZulu-Natal (17%).35 The results show 
that the event, which is held on Easter week-
end, attracts domestic visitors. This implies that 
there is a domestic sport tourism market linked 
to marathon events. People have time to travel 
and particularly those visitors from the afore-
mentioned two provinces possibly have more 
disposable income that allows them to travel. 
It is also important to note that KwaZulu-Natal 
hosts the largest annual ultramarathon in South 
Africa aside from the Two Oceans and there is 
an enthusiastic marathon running community 
in Gauteng. Additionally, Gauteng and KwaZulu-
Natal are the main sources of origin for domes-
tic tourist outside the Western Cape province. 
Clearly, the marketing of the Two Oceans event 
needs to target Gauteng and KwaZulu-Natal. 
Furthermore, tour packages should be devel-
oped for these target markets. 

Travel Behaviour and Spending Patterns
The spending patterns of different sport at-
tendees are unique and may vary between and 
among spectators and participants. The following 
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subsection presents the results regarding eco-
nomic aspects at the 2006 Two Oceans event.

The results show that both spectator and 
participant respondents preferred to choose 
relatively low-cost accommodation such as 
family hotels, bed and breakfast establish-
ments and staying with friends and relatives. 
In connection with the chosen types of accom-
modation, the results may be linked to the fact 
that this event attracts middle-income tourists. 
According to Table 4, the average fi gures of par-
ticipant respondents’ nights of stay, number of 
persons per accommodation unit and number 
of people per immediate group are higher than 
those of the spectators. However, regarding ac-
commodation costs per night of participant re-
spondents, the average daily cost per night was 
R393.86, which is relatively lower than the av-
erage cost for spectators (R535.63).

Attendees may not merely stay for the event. 
An extension of an event visitor’s length of stay 
could increase the immediate economic impact 
on local communities.36 Visitors who were spec-
tators stayed on average for 1.3 days while par-
ticipants stayed for 2.3 days. When one consid-
ers that this is a day event with a 3-day Expo 
prior to the event, the results reveal that very 
few visitors extend their stay in the area with 
most attending the main event and part of the 
Expo. This indicates that the event organisers 
could consider marketing the event with appro-
priate tourism packages to extend the stay of 
visitors in the area.

 The average number of persons staying in 
accommodation units was 3.4 for spectators and 
4 for participants and the overnight visitors. 
This result was similar to the average number 
of persons per immediate group for all respond-
ents. In terms of the composition of the group, 
the results show that the majority of the spec-
tators (82.5%) interviewed indicated that their 
groups comprised of families and/or friends 
at the event. Single persons comprised 11.5%, 
mainly among participants. This shows that 
this event is a family event and includes enter-
tainment opportunities which cater for friends 
and/or family groups, many of whom come to 
the event to support friends or family members 
who are participants. Various activities such 
as the comedy festival, the Expo and the fun 
runs associated with the main event could be 
contributing to attracting groups of family and 
friends to the event. The results show that par-
ticipant respondents who attended this event 
were relatively self-organised, since only a few 
participant respondents travelled with school 
(0.5%) or tour groups (0.5%). The majority of par-
ticipant respondents (70.5%) attended the event 
with friends (32%), family (32.5%), and family or 
friends (16%). The results again reinforce that 
participants’ family members and/or friends ac-
companied them to show their support.

Clearly, the results show that the Two 
Oceans is regarded as a social event – attracting 
middle-aged family groups. However, the event 
generally lacked family-orientated (including 

Table 4 Average Accommodation Figures

Type Spectators (N=200) Participants (N=200)

Average length of stay (in days) 1.3 2.3

Average daily cost per night R535.63 R393.86

Average number of persons per accommodation unit 3.4 4

Average number of people per immediate group 3.6 4
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children’s) activities. Future event planning 
needs to consider this aspect. 

Regarding spectator and participant respond-
ents’ immediate group purchases on the day of 
the event, the majority of spectators (76%) and 
participants (84%) interviewed spent money at 
the event. Furthermore, in order to investigate 
spectators’ and participants’ general spending 
patterns during the event, spending categories 
in terms of money spent on food, entertainment, 
gifts/souvenirs, sport equipment/gear or other 
items were ascertained. Overall, the average ex-
penditure of participant respondents amounted 
to R273.32, which was nearly three times higher 
than that of spectator respondents (R97.72). 

There were apparent differences between 
the spectator respondents’ and participant re-
spondents’ average expenditure on food, enter-
tainment, gifts, sport equipment, other items, 
as well as overall expenditure. Figure 2 shows 
that with the exception of money spent on food, 
participant respondents’ spending on the above-
mentioned categories were relatively more than 

the spectator respondents. The main category of 
spending among the spectators interviewed was 
food. On the other hand, the highest category of 
spend among the participants interviewed was 
entertainment. However, a signifi cant proportion 
of spending was also on gifts, sport equipment 
and others. The results reveal that spectators and 
participants have different spending patterns 
that need to be considered when planning the 
event, especially to leverage positive economic 
impacts in relation to spending at the event. 

An attempt was made to conduct additional 
analysis through the use of cross-tabulations 
for demographic profi le and spectator and par-
ticipant respondents’ spending patterns at the 
event. The results revealed there were no sig-
nifi cant categories emerging in terms of demo-
graphic profi le. 

The results indicate that a large proportion of 
spectator respondents (73.5%) were not involved 
in secondary activities while 75.5% of the par-
ticipant respondents were involved, as shown in 
Table 5. The main activities were sightseeing/

Figure 2: Respondents’ Average Spending Patterns at the Event (in Rands)
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visiting specifi c tourist destinations (43%), visit-
ing friends and relatives (39%), shopping (39%) 
and entertainment (25%). Eight percent of the 
participants interviewed also stated that they 
were involved in training and preparing for the 
race prior to the race-day. The results could 
be infl uenced by spectators’ and participants’ 
length of stay during the event period. As dis-
cussed previously, participant respondents’ av-
erage length of stay was slightly longer than 
the spectator respondents, hence the partici-
pants may have had more time to be involved 

in secondary activities. In addition, participant 
respondents have higher income levels and may 
therefore have more disposable money to spend 
on the secondary activities.

Factors Infl uencing Decision to Attend the Event
Effective sport tourism marketing is quite dif-
fi cult, and so an understanding of how to raise 
awareness, advertise, promote, improve an 
image or maintain the event’s impact in the 
media would help the event marketers.37 The 
knowledge gained from evaluating infl uencing 

Table 5 Secondary Activities Participated In (in %) 

Secondary Activity Spectators (N=200) Participants (N=200)

None 73.5 24.5

Sight seeing/visiting specifi c tourist attractions 16 43

Visiting friends and relatives 12 39

Shopping 11.5 31

Entertainment 9.5 25

Training and preparing for the race - 8

Table 6 Factors Infl uencing Respondent’s Decision to Attend this Event (in %)

Infl uential Factors Spectators (N=200) Participants (N=200)

Word-of-mouth 37.5 37.5

Newspaper 27.5 22

Television advertisement 18.5 18

Sport association/club 10 30

Known about it 7.5 4.5

Radio 5.5 8.5

Internet 4.5 5.5

Posters/banners/fl yers 2.5 3

Business - 1.5

Tourism brochure - 0.5
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factors should enable improvements or changes 
to be made for the future in relation to market-
ing the event. 

The majority of the spectator and partici-
pant respondents were satisfi ed with the mar-
keting at the event. As indicated in Table 6, 
word-of-mouth (37.5% for both spectators and 
participants), newspaper (27.5% spectators and 
22% participants) and television advertisements 
(10.5% spectators and 18% participants) were 
the major factors infl uencing respondents’ deci-
sion to attend this event. Furthermore, 30% of 
the participant respondents were infl uenced by 
sport associations/clubs. Other infl uencing fac-
tors identifi ed were that it was a known event, 
radio, internet and posters/banners/fl yers. The 
results indicate that it would be necessary to 
utilise a range of traditional promotional tech-
niques (such as word-of-mouth, sport asso-
ciations, newspapers and television advertise-
ments), as well as other techniques such as 
tourism brochures, posters/banners/fl yers and 
the internet as potential promotional tools for 
this event to reach new markets. 

Past and Future Event Attendance
In terms of event attendance, most of the spec-
tators (53.5%) and participants (88.5%) inter-
viewed attended last year’s event. Furthermore, 
62% of the spectators and 86% of the participants 

interviewed stated that they would like to attend 
the event next year. This indicates that the event 
has a signifi cant following, especially among 
participants, which alludes to the sustainability 
of the event. However, due to uncertain factors, 
such as time constraints and health conditions, a 
proportion of the spectator (9.5%) and participant 
(11.5%) respondents indicated that they were not 
sure if they would attend the event next year.

Motivational Factors to Participate in Event
As mentioned previously, motivational factors to 
participate in this event only applied to partici-
pants. Their responses are presented in Table 7.

The top three reasons for participating in the 
event were ‘to improve my physical fi tness’ (67%), 
‘I enjoy the challenge’ (65.5%) and ‘to compete’ 
(62.5%). Some respondents (29.5%) stated ‘to have 
fun’ and other respondents (1.5%) indicated ‘to 
see the location where the event is held.’ The re-
sults show that the main reason for participants’ 
involvement in the event were to improve their 
physical fi tness in competitive surroundings. 

Conclusion

This article set out to identify spectators’ and 
participants’ motivations, spending patterns and 
demographic profi les at the 2006 Two Oceans. 

Table 7 Identifi cation of the Top Three Reasons for Participating (in %) 

Reason Total (N=200)

No response 10.5

To improve my physical fi tness 67

I enjoy the challenge 65.5

To compete 62.5

To have fun 29.5

To see the location where the event is being held 1.5
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As discussed previously, there were apparent dif-
ferences in terms of spectator respondents’ and 
participant respondents’ demographic profi les 
and the number of tourists among spectator and 
participant respondents attending the event. The 
majority of the spectators and participants were 
Whites, followed by Coloureds, Africans, Indians 
and Asians, which refl ected a diverse audience. 
Three market segments were identifi ed in this 
study, namely day-trippers, overnight visitors 
and local residents. Local residents were in a rel-
atively large proportion among both spectators 
and participants, followed by overnight visitors 
and day-trippers. For overnight visitors, budget 
accommodation in terms of visiting friends and 
relatives (VFR) and staying at family hotels were 
the most popular spending patterns of specta-
tors and participants for accommodation. Hence, 
in future events, event organisers and tourism 
companies should focus on family and VFR mar-
kets in order to increase event attendance. 

However, with regard to travel behaviour, 
participant respondents’ average accommoda-
tion cost per night was relatively lower than 
the average cost for spectators. Overall, the av-
erage expenditure of participant respondents 
at the event was higher than that of spectator 
respondents. Similar results applied to money 
spent on food, entertainment, gifts/souvenirs, 
sport equipment/gear or other items with par-
ticipant respondents spending more money 
than spectator respondents, except on food. 
Therefore, it is important for event organisers 

to encourage spectators to spend more money 
at the event in terms of adding more diverse 
activities, such as bringing in more food stalls 
and entertainment facilities/activities. 

The results also show that more participants 
than spectators were involved in secondary ac-
tivities prior or after the event in the area or in 
close proximity to the event location. Regarding 
the participation of secondary activities dur-
ing the event period, the result was similar to 
Nogawa et al’s fi ndings that sport tourists are 
more likely to engage in other behaviours such 
as sightseeing and shopping than day-trip-
pers.38 However, in future events, it is neces-
sary to promote more diverse secondary activi-
ties before and after the event to attract more 
spectators and participants. Given that almost 
two-thirds of the participant respondents stat-
ed that they are motivated to attend the event 
to compete and maintain their physical fi tness, 
other sport related activities should be planned 
and marketed to extend the stay of the partici-
pants. There is also a need for sport and tour-
ism organisations to cooperate to leverage the 
sport tourism opportunities hence reduce the 
marketing costs and increase the event atten-
dance and supporter base while boosting tour-
ism during the non-peak season.39 In future, 
similar studies can be conducted nationwide 
in order to compare, as advocated by Ritchie et 
al,40 results across cities and across sport tour-
ism events and explore the relationships be-
tween sport and tourism behaviour.
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