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ABSTRACT

South Africa is a fast growing and developing sport tourism destination and has hosted
various international sport tourism events. With specific reference to the 2006 Old Mutual
Two Oceans Marathon (OMTOM), which is considered one the most beautiful marathons in
the world, this study focuses on different stakeholders’ perceptions conceming the

management and socio-economic impacts of sport tourism events.

Questionnaire surveys for spectators (n=200), participants (n=200) and residents (n=400), as
well as key informant interviews for established businesses (n=20), stallholders/exhibitors
(n=20), sponsaors (n=4), the event organiser (n=1) and the destination marketing organisation
(n=1), were designed specifically for this study, Spatially-based random sampling for
spectators and participants, was implemented, while purposive sampling for residents,
stallholders/exhibitors, established businesses, sponsors, the event organiser and CTRU,
were adopted to collect data. Volume counts were undertaken to estimate the number of
spectators, while the number of participants was provided by the event organisers.

The direct economic impact of the total of the event’s contribution to the local economy was
ascertained by ufilising spending pattems of the spectators and participants. The
contribution of the event to the local economy is estimated at R44.7 million, which is relatively
significant. The event is diverse in terms of spectators and participants. The stakeholders
were generally satisfied with the event organisation. Engendering community pride, utilising
a sport tourism event as a regional showcase and providing economic opportunities for focal
businesses in terms of leveraging opportunities, were key benefits for local businesses and
residents in close proximity to the race route. However, problems such as traffic congestion
and insufficient parking were raised by all stakeholders and there is still room for improvement

in this area as well as the management on the day of the event.

The study reveals that there is a greater need to consider altendees’ motivations, spending
patiemns, perceptions and attitudes, demographic profiles, the dire need for community
involvement, as well as current and possible event leveraging opportunities for local
businesses to enhance the management and positive impacts of sport tourism events.
Furthermore, this study also provides holistic information to manage sport tourism events and
to retain standard service quality, fulfil! customer satisfaction and generate more economic,
socio-cultural benefits for the tourist destination in a sustainable manner. Stakeholders can
share information, which would improve relevant performance problems in the sport tourism
event industry, moreover, effectively make management decisions and assess the
socio-economic impacts of sport tourism events.
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CHAPTER ONE

INTRODUCTION

1.1 Introduction

In recent years, tourism events have become one of the fastest growing types of tourism
aftractions within a destination, particularly sport tourism events, which increases visitation
(Ritchie, 1984), reduces the seasonality of tourist flow (Higham & Hinch, 2002), improves a
destination’s position within the market (Brown, Chalip, Jago & Mules, 2002) and fosters
destination development (Bramwell, 1997). In order to maximise the impacts of sport
tourism events for host destinations, it is important to investigate and understand the
influential factors for successful management and the impacts of sport tourism events,
particularly socio-economic impacts. Therefore, strategies that were generated from the
research, can be used for an improved performance of sport tourism events.

The 2006 OMTOM is the chosen case study because of its popularity and worldwide
reputation, which provides opportunities to investigate the management and socio-economic
impacts of sport tourism events. It is also part of a broader study funded by the National
Research Foundation (NRF), which focuses on a comparative analysis of the management
and impacts of sport tourism events in the Western Cape and KwaZulu Natal.

This chapter provides a brief introduction of this study, which includes clarification of key
terms and concepts mentioned in the study, the problem identification, the background,
research questions and research aims of this study, the research methodology for this study,

the expecied outcomes, as well as a study outline.
1.2 Clarification of key terms and concepts

1.2.1 Tourism

The World Tourism Organisation (WTQ) (2003) defines tourism as “... comprises the activities
of persons travelling to and outside their usual environment for not more than one consecutive
year for ieisure, business and other purposes not related to the exercise of an activity

remunerated from within the place visited”.

1.2.2 Sport tourism

Sport tourism inciudes travel to and participation in or attendance at predetermined sport
activity (Turco, Riley & Swart, 2002:3). The sport activily can include competition and travel
for recreation, entertainment, business, education and/or socialising (Turco ef al., 2002:3).



1.2.3 Special events

Special events describe specific rituals, presentations, performances or celebrations that are
consciously planned and created to mark special occasions andfor to achieve particular
social, cuiltural or corporate goals and objectives (Bowdin, McDonnell, Allen & O'Toole,
1999:15).

1.2.4 Mega-events

Mega-events are events that are expressly targeted at the international tourism market and
may be suitably described as ‘mega’ by virtue of their size in terms of attendance, target
market, level of public financial involvement, political effects, extent of television coverage,
construction of facilities and impact on the economic and social fabric of the host community
(Hall, 1997:5) such as the Olympic Games and the Fédération Internationale de Football
Association (FIFA) World Cup.

1.2.5 Hallmark events

Ritchie (1984:2) defines hallmark events as: “Major one time or recurring events of limited
duration, developed primarily to enhance awareness, appeal and profitability of a tourism
destination in the short ferm or long term. Such events rely for their success on unigueness,

status, or timely significance to create interest and atiract attention™.

1.2.6 Major events

Major events are events that, by their scale and media interest, are capable of attracting
significant visitor numbers, media coverage and economic benefits (Bowdin et al, 1999:18)
such as the Wimbledon Championship, and Formula One Motor Racing.

1.2.7 Sport tourism events

Sport tourism events comptise those events in which the primary purpose for travel is
participating in or viewing of sport {Turco et al., 2002:74).

1.2.8 Ultra marathons

An ultra marathon is any running event, which is longer than the traditional marathon length of
42.195 kilometres, however, it typically begins at 50 kilometres and can extend to enormous

distances (Blaikie, n.d.).

1.2.9 Half marathons

It is haif of the distance of a traditional marathon, which is 21.1km and is usually run on road
surfaces (Hauman, 2006).



1.2.10 Event marketing

Hall (1997:136) provides the following definition of marketing in the context of events:
“Marketing is that function of event management that can keep in touch with the event's
participants and visitors (consumers), read their needs and motivations, develop products that
meet these needs and build a communication programme, which express the event’s

purpose and objectives”.

1.2.11 Sponsors

Bowdin et al. (1999:156) define sponsorship as a commercial contract in which the event
promises to deliver certain benefits and rights to the sponsor in return for cash or goods and
services in kind, which is known as in-kind sponsorship.

1.212 Service

A service is an aclivity or series of activities of a more or less intangible nature that normally,
but not necessarily, takes place in interactions between the customer and service employees
and/or systems of the service provider, which are provided as solutions for customer
problems {(Gronroos, 1990:27).

1.2.13 Economic impacts of sport tourism events

Economic impact is defined as the net change in a host economy, which is directly attributed
to a sporting event or operation (Turco et al., 2002:53).

1.2.14 Leveraging

‘Leveraging’ can be defined as the processes through which the benefits of investments are
maximised (Boulton, Libert & Samek, 2000; Slywotzkey & Shaprio, 1993 cited in Chalip,
2004)".

1.3 Problem identification

Since the 1994 elections, the tourism industry has created numerous opportunities for South
Africa. Sport tourism, in {erms of various sport activities and sport tourism events, is a fast
developing tourism segment that has huge potential to generate positive benefits for the
country. The OMTOM, with its unique atmosphere, continues to attract tourists from all over
the world to Cape Town and South Africa. However, several performance problems such as
insufficient sport tourism event marketing, sport tourism event organisation and a lack of

communication among various stakeholders (for example, participants, spectators, local

' Stywotzky, A.J. & Shapiro, B.P. 1993, Leveraging to beat the odds: the new marketing mind-set.
Harvard Business Review, 71(5):97-107.



residents, local businesses, events sponsors, the event organiser and the public sector), face
the sport tourism industry in South Africa, which has limited the industry from reaching its
potential. Moreover, the management and socio-economic impacts of the OMTOM have not
been full investigated. As a result, event organisers and stakeholders do not have ready
access to adequate or relevant information with which to effectively make management
decisions. This research has attempted to provide holistic information for sport tourism
events with specific reference to the 2006 OMTOM in order to assist the event organisers to
retain standard service quality, fuifill customer satisfaction and generaie more economic,

socio-cultural and environmental benefits for the tourist destination, in a sustainable manner.

1.4 Background to the research problem

South Africa has experienced hosting huge events such as the 1995 Rugby World Cup, the
2003 Cricket World Cup and the 2003 Presidents Golf Cup and will host the FIFA World Cup
in 2010. Sport tourism events receive massive media exposure internationally, which not
only provide reports on the event, but also projects a positive image of South Africa and its
people {Anon, 1999).

In order to qualify to host mega events, different areas should be upgraded and improved
such as stadia, infrastructure, accessibility, transportation, facilities, services, entertainment
and safety and security. [n addition to improving infrastructure and sporting facilities, several
management issues that influence each other, should also be ascertained. For example,
event attendance is essential for a sport tourism event. It is influenced by a consumer's
background, motives as a participant and motives for travel. The challenge for event
marketing is to identify the means to capitalise on motives and background in order to
optimise event interest, while minimising the perception of constraints and then fo convert
event interest into travel and attendance (Kim & Chalip, 2004). Furthermore, sponsorship,
as an important component of a sport tourism event is not always obtained cheaply. With
many events and causes seeking sponsors, the cost of research, preparing proposals,
administering contracts and serving sponsors (including accountability reports), can be
substantial. Insufficient event marketing, poor attendance and/or service quality and a lack
of safety and security, to name a few, could lead to event failure and might reflect badly on the
image of the event organisation and even the host communities. All these factors can affect
new and/or repeat attendance and sponsorship for the future.

With regard to the impacts of sport tourism events, economic, socio-cultural and
environmental impacts, should be addressed. Sport tourism evenis create numerous
benefits in terms of creating opportunities for cultural exchange, revitalising local traditions,
increasing the quality of life and improving the image of the community, as well as increasing

the quality of life of the community (Besculides, Lee & McCoarmic, 2002). Getz (1993) adds
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that the success of sport tourism events not only depends on natural or built attractions at the
destination, but also on the enthusiasm of the local community, participants, spectators and
event organisers. Sport tourism events also provide incentives for businesses to become
involved in the community because they provide promotional oppartunities for businesses
(Gursoy, Kim & Uysal, 2004:173). However, a sport tourism event may also cause negative
social impacts on the community such as community alienation, negative community image
with regard to safety and security issues, substance abuse and loss of amenities (McDonnell,
Allen & OToole, 1999). Other costs include increases in the prices of goods and services,
an increased level of crowding in shops and streets, traffic congestion and parking problems
(Jeong & Faulkner, 1996). Swart and Bob (2005) point out that in South Africa, the value of
residents’ perceptions is not fully recognised by event organisers and the scope of social
impact data is limited. It is important to consider the social implications of events in a
community context and it is imperative for event organisersftourism planners to consider
ways, which would enhance community participation at events to ensure ongoing support
{Swart & Bob, 2005).

Gursoy et al. (2004) stress that the development of sport tourism events reveals a series of
research questions regarding the economic, socio-cultural and environmental impacts of sport
tourism events on local communities, the dynamics of local community and sport tourism
event organisers’ relations, the operations of organisers and community partnerships, the
changing relations between key stakeholders, as well as the scope of community involvement
and so forth.

The OMTOM is one of the biggest races in South Africa and is also part of the event
marketing strategy for Cape Town and the Westem Cape. The OMTOM has contributed to
the tourism value and image of a destination over the years, however, the socio-economic
impacts and the perceptions of key stakeholders, which are involved in the event, have not
been holistically investigated to date. Ascertaining this kind of information can assist with
addressing problems that are related to the event. In addition, co-operation among key
stakeholders, can be developed.

1.5 Research aims

The aim of this study is to investigate the management and socio-economic impacts of the
2006 OMTOM.

The specific research objectives of this study are to:

® |dentify spectators’ and participants’ motivations, spending pattems and demographic
profiles in order to understand who are the target markets. Furthermore, to ascertain their
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perceptions, attitudes and level of awareness regarding sport tourism imperatives
concerning the 2006 OMTOM.

Assess the contribution of spectators’ and participants’ direct economic impact for local
ecaonomies at the 2006 OMTOM.

Examine to what exent the key informants (established businesses,
stallholders/exhibitors/sponsors, event organisers and the destination marketing
organisation) support and benefits from the 2006 OMTOM, as well as to ascertain their
perceptions, attitudes and level of awareness of the event.

investigate current pattemns and frends in ferms of sponseorship and sponsor perceptions
in relation to the OMTOM.

Ascertain how residents who are in close proximity to the race route respond to and
perceive the 2006 OMTOM.

Make recommendations in relation to improving the management of the event in order to
ensure that benefits are generated to the host destination.

1.6 Research questions

In order to assess the management and socio-economic impacts of the 2006 OMTOM, the

following research questions have guided the case study:

What are spectators’ and participants’ motivations, spending patterns, demographic
profiles, perceptions, attitudes and level of awareness regarding sport tourism
imperatives concerning the 2006 OMTOM?

What is the contribution of spectators’ and participants’ direct economic impact for the
local economies at the 2006 OMTOM?

In what ways do key informants {(established businesses, stallholders/exhibitors/
sponsors, event organisers and the destination marketing organisation} support and
benefit from the 2006 OMTOM and what are their perceptions, attitudes and level of
awareness of the event?

What are the current pattemns and frends in terms of sponsorship and sponsor
perceptions in relation to the 2006 OMTOM?

How do residents who are in close proximity to the race route respond to and perceive the
2006 OMTOM?

How can the management of the event be enhanced to ensure that benefits are
generated to the host destination?



1.7 Research design and methodology

Both standard quantitative methods and qualitative methods were utilised to collect data in
order to meet the research objectives. This was done through primary and secandary data

sources, which are presented next.

1.7.1  Primary data sources

Primary data sources that were used for this study include questionnaire surveys, key
informant interviews, volume counts to estimate the total number of spectators at the event
and economic impact calculations in terms of the contribution of spectators and participants to

the local economies at the 2006 OMTOM. Details are presented as follows:

1.7.1.1 Questionnaire survey

Structured questionnaire surveys were conducted with spectators, participants and residents

to gather information that formed part of the analysis.

1.7.1.2 Key informant interviews

Semi-structured key-informant interviews for established businesses, stallholders/exhibitors,
sponsors, the event organiser and the destination marketing organisation were conducted in
order to gain their views on sport tourism event initiatives including planning, management,

implementation and sacio-economic impacts.

1.7.1.3 Volume counts

Volume counts were utilised in order to estimate crowds and attendance amongst spectators,
which was limited {o entrance and exit counts at the Expo, as well as at the start or end of the
race venues at which the crowd was more controlled than along the route, since the race

entries were used to estimate the number of participants.

1.7.1.4 Economic impact calculations

The contribution of spectators and participants on the direct economic impact for the local
economies at the 2006 OMTOM, were also ascertained.

1.7.2 Secondary data sources

The research methods that were chosen for this topic comprised of literature reviews as well
as other existing information, correspondence with stakeholders and communication with

research bodies that are active in the sport tourism management sphere.



Systems theory was utilised in order to recognise the reasons for current research problems.
Information was extracted from books, journals, articles, as well as reports from international
tourism organisations, publications by the public sector and various private sector
organisations and local tourism offices, which were obtained through Intermnet sources and

local libraries with regard to sport event tourism initiatives locally and worldwide.

1.7.3 Selection of the sample

The target population in this study included spectators, participants, residents, established
businesses, staltholders/exhibitors, sponsors, event organisers and the destination marketing
organisation. Different sampling methods were used. A detailed methodology and
sampling approach of the key stakeholders is presented in the methodology chapter (Chapter
Five).

1.7.4 Data analysis

The computer software package, Statistical Packages for Social Sciences (SPSS for
Windows), was used to input and analyse the quantitative data. The key findings and

recommendations of the study were generated through this analysis of the data.

1.8 Expected outcomes

With specific reference to the 2006 OMTOM, the recommendations that are based on the
analysis of the collected information, were made to identify areas that require attention and to
generate strategies, which would limit the negative impacts and maximise the positive
socio-economic benefits through sport tourism events. It is also expected that the
above-mentioned stakeholders can share information, which would improve relevant
performance problems in the sport tourism event industry, moreover, effectively make
management decisions and assess the socio-economic impacts of sport tourism events.

1.9 Study outline
This dissertation comprises the following seven chapters:

Chapter One of the dissertation comprises the aims and objectives, as well as the scope of

the study.

Chapter Two discusses the conceptual framework within which sport tourism and sport
tourism events are discussed and researched, as well as previous research that has been
conducted by scholars in the fields of sport tourism and sport tourism events. Chapter Two
also attempts to locate the sport tourisr event sector within a giobal and national, provincial
and local level within South Africa. In addition, it provides a summary of the history,
background and unique features of the OMTOM.
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Chapter Three presenis a literature of sport tourism event management in terms of sport
tourists’ motivations, sport tourism events marketing, sponsorship, management and
evaluation.

Chapter Four discusses destination branding, the economic, socio-cultural and environmental

impacis of sport tourism events, as well as event leveraging.

Chapter Five outlines the research methodologies and procedures, which were utilised during
the research process.

Chapter Six comprises the presentation, analysis and interpretation of the data that was
collected from various stakeholders at the OMTOM.

Chapter Seven, which is the final chapter, summarises the key findings of the research study,
proposes recommendations, outlines the limitations of the study and proposes room for future
research,

mw w R E ST R AW pe e e



CHAPTER TWO

OVERVIEW OF SPORT TOURISM EVENTS AND BACKGROUND OF THE OLD
MUTUAL TWO OCEANS MARATHON

2.1 Introduction

Sport tourism is regarded as a niche sector for the tourism industry (Commonwealth
Department of Industry, Science and Resources, 2000). The WTO and International
Olympic Committee (IOC) represented a defining moment in the recognition of the
relationship between sport and tourism by the leading international organisations for sport and
tourism at a major international conference, namely, “World Conference on Sport and
Tourism™ in February 2001 in Barcelona, Spain. Here they expanded upon tourists who seek
sport experiences, the expanding industry’s response to demands, as well as the increasing
body of academic research and publications in the field of sport tourism (Hinch & Higham,
2003:3). South Africa, with its unique geographical features and cultural diversity, attracts
both international and domestic tourists. Sport tourism events have become an important
component of tourism and has the potential to generate social-economic benefits for South
Africa. However, there is not much literature, which analyse specific links between sport and
tourism, as well as socio-economic impacts and management issues (Ritchie & Adair,
2002:1).

The OMTOM, which is an annual sport tourism event that is held in Cape Town, is recognised
as one of the most beautiful marathons in the world. [t has its own unique features and
characteristics and, therefore, provides an ideal case study on the management of sport
tourism events, as well as the socio-economic impacts on a tourism destination. Perceptions
of different role players that are involved in sport tourism events, are crucial to the success of
this industry. An evaluation of the case study will also provide evidence to generate
strategies that are concemed with an improvement of sport tourism events in the future.

i is important to have a basic understanding of the background of the sport tourism events
industry globally and nationally, so that the benefits to the country can be maximised. This
chapter presents an overview of sport tourism and sport tourism events from an interational,

national and local perspective, while the background of the OMTOM is provided.

2.2 Overview of global sport tourism and sport tourism events industry

According to Gibson (1998b:50), travelling, in order to take part in sport or to watch sporting
events, is not a new phenomenon. It can be traced back to 900 BC when the Greeks had
travelled to participate in and to watch the Ancient Greek Games (Gibson, 1998b:50).
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However, Gibson (1998b:58) points out that placing the concepts of tourism and sporting
events together and calling this sport tourism events, is relatively new, while limited research

has focused on the economic impact of such events.

In order to understand sport tourism events, holistically, from a management and impacts
perspectives, it is important to understand the definitions of sport, tourism, as well as sport
tourism and their relationships. According to Standeven and De Knop (1999:7), sport is an
experience of physical activity. Although there is no universally accepted definition of sport,
sport is often thought of as being highly competitive and organised. On the other hand,
Coakley (1990} points out that in North America, non-competitive activities are considered as
recreation. Therefore, sport may be defined differently according to different socio-cultural
backgrounds and criteria. For example, in North America, characteristics of sport require a
complexity of physical skills and vigorous physical exertion; it involves some form of
ruie-governed competition; and has organised and structured relations, while it maintains a
sense of freedom and spontaneity (Coakley, 1990). According to the Council of Europe
(1992:1), sport is defined as all forms of physical activity through casual or organised
participation, which is aimed at improving physical fitness and mental wellbeing, forms social
relationships, or obtains resuits in competitions at all levels. Furthermore, sporting events
often involve tourism numbers in the form of spectators, participants’ family and friends,
media personnel and officials {Burgan & Mules, 1992:701). Tourists may not know about the
events in advance, but are gravitated to areas where attractions, services and events are
concentrated (Getz, 1997).

The WTO (2003) defines tourism as “... comprises the activities of persons travelling to and
outside their usual environment for not more than one consecutive year for leisure, business
and other purposes not related to the exercise of an activity remunerated from within the place
visited”. Bennett (1995:6) summarises the elements of tourism as, namely activities that are
concemed solely with aspects of daily life outside the normal routines of work and social
commitments; fravel and transportation to and from the destination; activities engaged in
during the stay at the destination; and facilities that are provided to cater for the needs of
tourists. Tourism is a complex process, which requires the cooperation and coordination of
different sectors in order to contribute to tourists’ experiences. Standeven and De Knop
{1999:7) conclude that tourism involves an experience of travel and place. Since sporthasa
huge worldwide market, which aftracts fourists, tourism authorities are also eager to use
sporting events as part of their promotion as a tourist destination. For example, according to
Burgan and Mules (1992:701), Australia embarked upon a programme of “theme years” to
promote its tourism, and had proclaimed 1983 as its year of sport.

"



Sport tourism is @ component of tourism, which involves both sport and tourism. However, it
is not a simple combination of sport and tourism, since definitions of sport tourism and sport
tourists may vary owing to their characteristics, complexity and different perspectives. The

definitions of sport tourism and sport tourists are presented in the following text.

2.2.1 Definitions and categories of sport tourism

According to Gammon and Robinson (1997:10), a hard definition of sport tourism is sport
tourists who travel outside their usual environment for the primary purpose of active
participation, either as a participant, organiser or official, or in the form of passive engagement
in the form of a supporter or spectators, at a competitive sport event. On the other hand,
they define a soft definition as sport tourists who travel outside their usual environment for the
primary purpose of active engagement in a recreational sport in the form of participant or

spectator.

There is an intemnational divide in the field of sport tourism, which comprises two distinct
perspectives: active or participatory sport tourism and event-based sport tourism (Gibson,
1998b). Standeven and De Knop (1999:12) define sport tourism as “all forms of active and
passive involvement in sporting activity, participated in casually or in an organised way for
non-commercial or business/commercial reasons that necessitate travel away from home and
work locality”. There may be a third form of sport tourism, namely celebratory sport tourism,
which centres on sport halls of fame, stadia, cruises and themed eating and drinking places
(Gibson, 1998a).

Chalip and McGuirty (2004:268) point out that the event destination provides attractions that
bring visitors to an event and that attract event visitors to stay beyond the period of the event.
The extension of sport tourists’ stay can be achieved through visiting alternative attractions,
for example, famous scenery spots at the destination, prior to or after the events. According
to Hinch and Higham (2003:25), sport tourism could be one of three categories of attractions,
which are primary attractions, secondary attractions and tertiary attractions. They further
explain that primary attractions have the power to influence a visitor's decision to travel to a
destination, based solely on that atiraction. For example, as primary attractions, event
participants visit the host destination primarily for the event. Secondary attractions are
known to a person prior to their visit and, therefore, plays a critical role in decisions
conceming their travel itinerary. In these circumstances, travellers know about the sport
activities or sporting events before they arrive at a destination, however, their interests are
more focused on other attractions, such as physical or cultural attractions. Lastly, Leiper
(1990) defines tertiary attractions as those that are unknown to travellers prior to their visit but,

which may serve as centres for entertainment or activity once the visitor is at the destination.
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Travellers might not be aware of the sport tourism attraction prior to their visit, however, when
they arrive at a tourist destination, they may become involved in the event, incidentally,
without pre-arrangement and, therefore, also want to participate in the events. Hinch and
Higham (2003:28) suggest that targeted promotions can, therefore, be used to correspond to
primary, secondary and tertiary levels of the attraction hierarchy in order to successfully

market destinations as opposed to a more traditional approach.

According to Weed and Bull (2004:123-125), categories of sport tourism are defined as
“tourism with sport content, sport participation tourism, sport training, sport events and luxury
sport tourism”™. Similar to the three categories of attractions summarised by Hinch and
Higham, the categories of sport tourism are highlighted by Weed and Bull (2004:123-125)

below:

® Tourism with sport content

Within this context, sport is not the primary purpose of the trip. Tourism involves sport as an
incidental activity rather than the primary purpoese of the trip.  This can often be sport tourism
at its simplest and most unorganised form (Weed & Bull, 2004:124). As discussed
previously, in this scenario, sport fourism could be considered as tertiary attractions.

® Sport participation tourism

According to Weed and Bult (2004:127), sport participation tourism essentially refers to sport
holidays and encompasses the remainder of multi-sport or single-sport participation tourism
and only a few providers in this section tend to be drawn from the commercial sector. Sport
tourism is likely to be the primary attraction in this circumstance.

@ Sport training

Weed and Bull (2004:130) explain that sport tourism trips where the primary purpose is sport
instruction or training and provision can be made by both the commercial and public sectors,
with public sector provision often being for elite athletes. Sport training ranges from a
weekend instruction course for beginners, to an elite fraining camp at altitude for a nationa!
athletics squad (Weed, 2001). Similar to sport participation tourism, sporting training can

also be considered as the primary attraction.

® Sport events
Weed and Bull (2004:131) note that provision may be by the commercial or public sector or by
a partnership of the two and, in most cases, sport organisations are involved, so there can be

voluntary sector involvement. This definition will be further explained in the next section.
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222 Sporttourism events and sport tourism event market

According to Turco et al. (2002:6), sport tourism events are contests and activities that sport
tourists visit to participate in, organise, officiate at or observe. These are the most common
types of sporting activities for sport tourists. In addition, sporting events can be the celebration
or commiseration of an event, which is won or lost (Turco et al, 2002:6). The primary
purpose of the trip is to participate in sport events, either as a participant or a spectator. The
size of sport events range from mega-events to small-scale events, but they all attract both

participants and spectatars.

As discussed previously, a sport tourism event is an important category of sport tourism. Watt
(2003:2002) asserts that sport events can have a significant effect on the local economy by
promoting “sport tourism™. Therefore, it is essential to understand the concept and potential
of this market. Hinch and Higham (2003:44) state that, “Event sport tourism includes
non-elite competitor events, where the number of competitors may be large and the number
of spectators negligible or non-existent”. They add that, in some instances, elite and
non-elite competitors are accommodated in a single event that creates elite athletes,
spectators and non-elite compedfitors. A separate analysis of sport tourism events, such as
marathon races, of the markets, promaotional possibilities, infrastructure requirements, tourist
behaviours, travel pattems and associated tourist experiences of each of these, should be
justified and contrasted.

Sport tourism markets differ from one event to another. With regard to elite sport tourism
events, it is important to understand the travel motivations and pre-and post-event itineraries
of sport tourists; at the same time, the sport and tourism product at the destination, the supply
and demand for sports facilities and services, as well as tourism experiences before, during
and after the event should also be investigated (Hinch & Higham, 2003:46). Hinch and
Higham (2003:46) further suggest that for some destinations, which are unable to host
large-scale sporting events owing to capacity constraints, they may consider attracting
non-elite support tourism, where tourists may participate in less competitive sport events, but
are more likely to take advantage of opportunities, which engage in tourist activities at a
destination. Carmichael and Murphy (1996) suggest that sport event tourists should be
differentiated on the basis of spectatorship and participation including athletes, officials and
coaches in order to distinguish between tourists who attend elite sport events and those who
participate in non-elite sporting competitions in terms of having insights of visitor origins, their
length of stay, expenditure patiterns, number of friends and relatives accompanying
participants and their intentions to retumn to the host destination.

Special events of all kinds have increased in number, size, and diversity worldwide (Getz,

1997). The sport tourism event market is another indication of the significance of the
14



increasing proliferation of new international events. Getz {1998) further notes that factors
that influence this trend include the desire of media to cover new, exciling events, the
investment of sponsors who utilise sponsorship to reach their consumers, and competition
among destinations to attract events. Haosting and bidding for events have become integral
components of the overall tourism product of many countries. Organisations such as Event
Corporations and Sport Commissions have been established whose sole mandate it is to
develop and manage event strategies on behalf of the city or region (South Africa, 2002).

2.2.3 Sustainable sport tourism

Hinch and Higham (2003:58) point out that “the achievement of sustainable sport tourism
requires a balan