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Introduction 
 
Many non-profit organizations spend a great deal of time conceptualizing and implementing sporting events to help 
raise funds for their causes. Often these events have limited support in both monetary investment as well as 
volunteer support. With the ultimate goal of raising funds for their causes, event organizers need to better 
understand their consumers’ perceptions of their events. The purpose of this study is to examine the struggles of 
non-profit organizations hosting sporting events, while also better understanding how participants perceive events 
like bike rides. Specific attention is shown by examining the role perceptions of price play in overall consumer 
satisfaction and behavior. 
 
Literature Review 
 
This study reviewed consumer perceptions and evaluations of price as it relates to a non-profit local bike ride. One 
of the areas of interest included price fairness. Much of the price fairness literature if founded in equity theory 
(Greenwell et al., 2008; Haws & Bearden, 2006; Park et al., 2010; Xia et al., 2004). Beyond the literature in price 
fairness, it is also important to understand the impact perceived value has on a consumer purchase (Han & Kwon, 
2009; Kwon et al., 2007; Parasuraman & Grewal, 2000; Petrick, 2002). Another way to determine how a consumer 
values a good or service is by determining their willingness-to-pay (Donaldson et al., 1997; Homburg et al., 2005; 
Theysohn, 2006; Voelckner, 2006). Furthermore, to better understand future behaviors, examining a consumers 
repurchase intentions is important to event promoters (Ajzen, 1991; Cronin et al., 2000; Wakefield & Barnes, 1996). 
The research questions that guided this study were developed based on the extant literature. These research 
questions were: a) what are the perceptions (overall satisfaction, satisfaction with ride elements, price fairness, price 
sensitivity, perceived value, repurchase intentions, and willingness-to-pay) of a road bike ride when hosted by a non-
profit, non-sport organization, and b) how perceptions impact future purchase decisions, as well as future event 
organizer decisions. If this paper is selected for presentation a greater explanation of the literature and how it 
formed the research questions will be presented. 
 
Methodology 
 
The authors partnered with a bike ride in a rural part of the southeast United State to collect data related to pricing 
and consumer perceptions of the ride. This event was in its second year of operation and was run by a non-profit 
organization benefiting projects in the surrounding community. 
 
Data was collected through an online questionnaire tool. A total of 31.5% of bike riders (N=41) participated in the 
post event questionnaire. The questions asked of participants included their perceptions of event satisfaction (overall 
and with individual event elements), price fairness, price sensitivity, willingness-to-pay, perceived value, and 
repurchase intentions. It also included an evaluation of the economic impact of the event. Data analyses included 
evaluation of mean scores, analysis of variance, and regression analysis. 
 
The riders that participated in the questionnaire were primarily male (61.0%), white (80.5%), well educated (68.3% 
with a college degree or higher), with 51.2% having a high household income of $75,000 or more, and an average 
age of 48.37.  
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According to Hair et al. (1998), Cronbach’s alpha scores of .70 or higher are deemed acceptable. Therefore, results 
related to the aforementioned variables revealed there were no issues of internal consistency (α ≥ .823 on all 
variables). 
 
Results & Discussion 
 
Event Satisfaction 
 
Overall, the riders were satisfied with the event (M = 5.93, SD = 1.06). When examining the riders’ satisfaction with 
the individual elements of the event, almost all of the elements were rated high. The lowest rated elements point 
toward a potential issue for event promoters. In this case, the location where the riders began and finished the race 
were rated the lowest in satisfaction. While these are likely not considered detrimental to the success of the event 
(pre-race activities, M = 5.88, SD = 1.36; finish line activities, M = 5.78, SD = 1.46), they are likely something this 
event promoter will examine for future events. If this paper is selected for presentation a greater examination and 
implication analysis will be presented. 
 
Consumer Perceptions of Price 
 
When examining the mean scores for price fairness (M = 5.87, SD = 1.13), willingness-to-pay (M = $56, SD = 
$16.19), and value (M = 5.74, SD = 1.19), we find that the riders generally rated these variables relatively high. In 
addition, when examining the mean scores for price sensitivity, it was found that these riders were less price 
sensitive (M = 3.78, SD = 1.46), meaning they are less like to make purchase decisions based on the price of the bike 
ride (e.g. only buy when the entry fee is the lowest priced event). When coupled with a high evaluation of the 
registration process, these results would indicate a discussion of the impact transactional costs have on the overall 
evaluation of the purchase process for an event like this. If this paper is selected for presentation a greater 
examination and implication analysis of transactional costs will be presented. 
 
Knowledge & Support of the Non-Profit  
 
By simply looking at the overall mean scores of the riders’ knowledge and support of the local non-profit event 
organizers (M = 4.56, SD = 1.31), one might suggest that many of these riders decided to participate in the event 
simply because they saw marketing communications about the event and decided they wanted to ride in it. However, 
by taking a closer look at the location these riders come from and their rating of knowledge and support, it suggests 
that there are significant difference between those that were from the local area (M = 5.15, SD = 1.19) and those 
that were not (M = 4.16, SD = 1.26), F (1,37) = 6.07, p = .019, partial η2 = .141.  
Through regression, the results suggest that the knowledge and support of the local non-profit did not lead to 
greater levels of satisfaction for the event (β = .091, p = .581). In addition, there was no effect of knowledge and 
support on a rider’s willingness-to-pay (β = .109, p = .511). 
 
Limitations & Future Research 
 
The primary limitations to this study is the context in which it examines as well as the limited sample size (N = 41). 
While the response rate to the questionnaire was not bad (31.5%), having a larger sample size from a variety of non-
profit bike rides could strengthen the results.  
Future research should investigate consumer perceptions of price and satisfaction with sporting events, such as bike 
rides, that benefit local non-profit organizations. 
 
 
Reference 
Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human  
Decision Processes, 50, 179-211. 
 
Cronin, J.J., Brady, M.K., Hult, G.T.M. (2000). Assessing the effects of quality, value,  



2017 Sport Marketing Association Conference (SMA XV) 

Boston, MA November 1-3, 2017 

  

 

and customer satisfaction on consumer behavioral intentions in service environments. Journal of Retailing, 76(2), 193-
218. 
 
Donaldson, C., Thomas, R., & Torgerson, D.J. (1997). Validity of open-ended and  
payment scale approaches to eliciting willingness to pay. Applied Economics, 29, 79-84. 
 
Herrmann, A., Xia, L., Monroe, K, & Huber, F. (2007). The influence of price fairness on  
customer satisfaction: An empirical test in the context of automobile purchases. Journal of Product & Brand 
Management, 16(1), 49-58. 
 
Greenwell, T.C., Brownlee, E., Jordan, J.S., & Popp, N. (2008). Service fairness in  
spectator sport: The importance of voice and choice on customer satisfaction. Sport Marketing Quarterly, 17, 71-78. 
 
Han, J. & Kwon, H.H. (2009). The mediating effect of perceived quality between  
extrinsic cues and perceived value in ski products. International Journal of Sports Marketing & Sponsorship, 10(4), 287-
301. 
 
Homburg, C., Koshate, N., & Hoyer, W.D. (2005). Do satisfied customers really pay  
more? A study of the relationship between customer satisfaction and willingness to pay. Journal of Marketing, 69, 84-
96. 
 
Kwon, H.H., Trail, G., & James, J.D. (2007). The mediating role of perceived value:  
Team identification and purchase intention of team-licensed apparel. Journal of Sport Management, 21, 540-554. 
 
Lichtenstein, D.R., Bloch, P.H., & Black, W.C. (1988). Correlates of price acceptability.  
Journal of Consumer Research, 15, 243-252. 
 
Parasuraman, A. & Grewal, D. (2000). The impact of technology on the quality-value- 
loyalty chain: A research agenda. Journal of Academy of Marketing Science, 28(1), 168-174. 
 
Park, J., Ellis, G.D., Kim, S.S., & Prideaux, B. (2010). An investigation of perceptions  
of social equity and price acceptability judgments for campers in the U.S. national forest. Tourism Management, 31, 
202-212. 
 
Petrick, J.F. (2002). Development of a multi-dimensional scale for measuring the  
perceived value of a service. Journal of Leisure Research, 34(2), 119-134. 
 
Theysohn, S. (2006). Willingness to pay for soccer reports on the internet. International  
Journal of Sports Marketing & Sponsorship, 8(1), 16-33. 
 
Voelckner, F. (2006). An empirical comparison of methods for measuring consumers’  
willingness to pay. Marketing Letters, 17, 137-149. 
 
Wakefield, K.L. & Barnes, J.H. (1996). Retailing hedonic consumption: A model of  
sales promotion of leisure service. Journal of Retailing, 72(4), 409-28. 
 
Xia, L., Monroe, K.B., & Cox, J.L. (2004). The price is unfair! A conceptual framework  
of price fairness perceptions. Journal of Marketing, 68, 1-15. 
 
Zeithaml, V.A., Berry, L.L., & Parasuraman, A. (1996). The behavioral consequences of  
service quality. Journal of Marketing, 60, 31-46. 
 


