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Abstract 
The digital age has ushered in a dramatic shift in human health habits. Many companies have begun to promote 

exercises to foster a healthy lifestyle, recognizing the value of healthy living. Virtual cycling has recently 

become one of the most popular virtual sports. One of the campaigns is #Festive500 by Rapha that has 

partnered with Strava. The effectiveness of the cycling competition campaign in fostering a healthy lifestyle is 

examined in this paper. Based on empirical studies, the goal of this study is to explain the strengths and 

challenges of a #Festive500 cycling campaign. Existing empirical investigations from online journals and news 

stories were subjected to document analysis. For the development of the future cycling campaign, some 

suggestions were made. 
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I. Introduction 
Cycling activities have increased because of the national cycling event, and the rise of cycling activities 

has increased the demand for active sportswear, such as cycling clothes (Venkatraman et al, 2013). Rapha 

cycling clothing brand understands this phenomenon and creates an annual marketing campaign called “Rapha 

Festive 500”. Rapha festive 500 was created in South England in 2009 and it has been an 11th-year annual 

social media campaign (Rapha.cc, 2021). Rapha Festive 500 has been a holiday tradition with thousands of 

cyclists participating from all over the world  (Cyclist.co.uk, 2020). Rapha is a British company and was 

founded in 2004 (Ferrero, 2018). Rapha was created to develop the most stylish and the best performing cycling 

clothes (Cox, 2011). This brand also uses garments that can provide breathability, comfort, and warmth 

(Venkatraman et al, 2013).  

 

Table 1. Social media presence of Rapha table 

Platform Followers Content types Number of post per months 

Instagram 582k photos, videos 10-12 

Twitter 94k photos, videos 10-12 

Facebook 326k photos, videos 5-7 

Youtube 104k videos 1-2 

Strava social media 159k photos 726 total posts 
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Figure 1. Rapha Festive 500 Campaign 

 

Rapha Festive 500 challenges cyclists to ride 500 km between Christmas and New Year (Barrat, 2017). 

This campaign encourages cyclists to ride their bikes for a total of 500 KM and synchronize the rides to Strava 

mobile application in eight days (Cyclist.co.uk, 2020). So the average is 62 KM per day. If they complete it, 

they will get many kudos or likes in Strava mobile applications from other cyclists  (Barrat, 2017). The Prizes 

included a special edition Canyon Ultimate featuring Festive 500 decals, Rapha on-bike luggage, a Wahoo 

Element Bolt bundle, and a Rapha Custom kit (Cycling.co.uk, 2020). The award includes the Best Story, Best 

Story Runner-Up, Best Group Entry, Most Epic Fail, and Most Adventurous Ride (Cycling.co.uk, 2020). The 

participant can share their ride content, pictures, and stories with hashtag #festive500 to win the prizes 

(bicycling.com, 2020).  

Rapha has sparked debate among cyclists by producing a high-quality but expensive cycling kit 

(Kiernan, 2017). Cycling fans that buy Rapha are sometimes perceived as a newbie to sports (Kiernan, 2017). In 

Berlin, novice riders who ride in high-end clothing are referred to as "Rapha boys” (Hoor, 2020). Rapha boys 

thus represent the stereotype of inexperienced and often inept riders who simply bought into the lifestyle 

without fully comprehending it (Hoor, 2020). Rapha then created the strategy which is the Rapha Festive 500 

campaign to encourage cyclists to put their commitment to long-distance cycling in a short period of time. 

Rapha wants to be perceived as a brand that can encourage cyclists to push themself to the limit, not just an 

expensive brand (Kiernan, 2017).  

 

II. Literature Review 
Social media marketing (SMM) is defined by Weinberg (2009) as an integrative process aimed at 

promoting goods and services using social media platforms, which has the potential to reach a far larger 

consumer base than traditional forms of marketing. Jara et al. (2014) define SMM as a new generation 

marketing tool that uses social media to encourage customers to pay more attention and participate more 

actively. In order to sell their products and services, companies need innovative and strategic marketing skills. 

Every organization in today's world is required to have an online presence. Social media marketing had a high 

influence on brand trust and brand awareness, which in turn had a strong influence on retention and customer 

acquisition, according to social media participation (Afolabi, Ojelabi, & Oyeyipo, 2018). Social media, 

according to Mangold and Faulds (2009), allows businesses to engage with their customers while 

simultaneously allowing customers to communicate with one another. 

 

III. Method 
The use of social media marketing campaign of #festive500 to promote a healthy lifestyle is described 

in this study. Meta-Analysis is research from primary data that provides systematic and empirical descriptive 

data. This study employed a qualitative document analysis or content analysis. The goal of this study is to look 

into the usage of social media marketing campaign of #festive500 to promote a healthy lifestyle on a more in-

depth level. Researchers gathered documents as data to be processed from articles or journals in this 
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investigation. Research journals, articles, and books are the focus of this data collection. The information was 

then classified according to the year of publication. 

 

IV. Result And Discussion 
This Rapha festive 500 goal is to promote exercise and health by encouraging cycling to cycle more 

(Vaghela, Patel, & Perry, 2017). The main objective of the campaign for Rapha is to encourage cyclists to cycle 

more and push themself to the limit as well to increase their sales to compete with other luxury cycling clothing 

brands such as Pas Normal Studios, Attaquer, Cafe du Cyclist, and MAAP.  

As their social media strategies and activities, community building has been the engine for Rapha‟s 

brand (Cantista & Sadaba, 2020).  Rapha has known since this product created a community called Rapha 

Cycling Club (Rooden, John, and Grit, 2016). Rapha cycling club was created in 2015 and has over 10,000 

members and makes them a sports tribe  (Cantista & Sadaba, 2020). By emphasizing the sense of community, 

Rapha experienced tremendous growth (Bernyte, 2018). Rapha festive 500 video campaign advertorial also 

shows communities that ride together and support others.  

Rapha‟s primary target audience segmentation is professional and amateurs as an urban cyclist who 

cares about the quality and style (Ferrero, 2018). In England, there is a connotation called MAMIL, or middle-

aged man in Lycra, which stands for a middle-aged man who likes road cycling using expensive cycling 

clothing (Ferrero, 2018). This term is used for men in mid-life crises who prefer to buy a bicycle instead of a 

fancy car (Williams, 2012). Rapha wanted to facilitate this growing community and provided the cycling 

community and provided the retail space with the Rapha collection, cafe, and bike workshop (Rooden, John, and 

Grit, 2016). The place and the community that Rapha provides bring opportunities as a meeting point, group 

rides, movie night, working opportunities, and sports event live stream (Hoor, 2020). This high-end brand store 

is like an Apple-like boutique store as an expression of contemporary cycling tribes (Volgger & Demetz, 2021). 

This Rapha Festive 500 social media campaign is also part of the cycling community activity. 

The media plan of Rapha is, Rapha Festive 500 social media activity is mainly on Instagram 

(Cycling.co.uk, 2020). Rapha created a video for Rapha Festive 500 and mainly spread it on that platform. 

Rapha also hosts five info sessions on Instagram live about Rapha Festive 500 with cycling athletes like Hannah 

Barnes and Maghalie Rochette (bicycling.com, 2020). Instagram has attracted more than 700 million active 

users (Constine, 2017). The popularity of Instagram, along with its ability to share media content, makes it an 

effective medium to promote Rapha Festive 500 which tells people to share photos and stories during the 

challenge. 

The Rapha Festive 500 social media campaign video duration is 50 seconds. Rapha gave out the 

message that if we are consistent, push the limit and support others, we can reach the goal. The video shows 

several people cycling on the road in the mountains, in winter. The end of the video shows „Sign up now‟ and a 

link to sign up for the challenge. Rapha also released the documentary of the challenge in an 18 minutes video 

on Youtube. 

For audience engagement strategies, Rapha Festive 500 is using Strava mobile application as a mobile 

application partner. Strava mobile application role for Rapha festive 500 is as proof to track the distance in GPS 

and as an issuer of the digital badge (Cycling.co.uk, 2020). This mobile application can connect users on social 

media and make them hanging out online and offline  (Spotswood, Shankar, and Piwek, 2020). Cyclists can 

easily share their feed to other social media platforms  (Spotswood, Shankar, and Piwek, 2020). Every finisher 

of Rapha festive 500 will get a complimentary woven badge and the best story submission will win prizes such 

as an expensive bicycle that is priced the same as a car (Cyclist.co.uk, 2020).  

Strava social media include game elements of gamification such as likes or „kudos‟ that trigger cyclist 

motivation (Creany, 2020). With this mobile application, cyclists also can share their achievements on other 

social media platforms easily (Spotswood, Shankar, and Piwek, 2020). Challenges and profile development help 

maintain engagement and activity  (Barrat, 2017).  Competition is a driving force for motivating users for 

activity in behavioral psychology (Williams, 2013). Competition can result in the productivity of participants 

(Williams, 2013).  Gamification refers to the use of game elements in non-game situations (Seaborn & Fels, 

2015). To make play more enjoyable, gamification uses several game mechanics such as rewards, points, a 

leaderboard, and a progress bar (Hamamari, Koivisto, & Sarsa, 2014).  

For content development, Rapha partnering with Strava as a platform and campaign strategies. Strava 

can connect athletes with social aspects and create an enjoyable environment for riders to challenge themselves 

(Williams, 2013). Strava offers social networking functions for athletes and amateurs who enjoy sports like 

cycling (Kissane, 2016). This mobile application provides the medium in which cyclists could compete 

virtually. Strava also uses the following other systems so the user can see each other's activity (Couture, 2020). 

This makes cyclists see their personal best and compare it with other cyclists (Olsson, 2017). With all of these 

aspects, Strava maintains a feeling of connection with cyclists who lack training buddies  (Couture, 2020). 
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Cyclists enjoyed getting virtual trophies and seeing their names on the leaderboard (Barrat, 2017). They also 

enjoyed sharing their stories and photos as content. 

However, there are some ethical considerations. The marketing effort of Rapha Festive 500 can create 

potential hazards during winter break (bournemounthcyclist.co.uk, 2017).  The participants of Rapha Festive 

500 face issues such as weather and availability of daylight hours  (Barrat, 2017). Thus, the challenge may 

encourage risky cycling behavior (Williams, 2013, Vaghela, Patel, & Perry, 2017). Furthermore, this challenge 

increases risk-taking behavior that could lead to injury (West, 2015).  William Kom Flint, the Strava cyclist died 

when obtaining a downhill segment by 10 miles per hour and his family filed a lawsuit against Strava (Williams, 

2013). Some other cyclists also overtrain when attempting to perform well in the challenge (Williams, 2013). 

Cyclists may also experience overexertion and risk-taking (Barrat, 2017).  

The campaign is perceived by some people as being between the celebration of cycling and commercial 

design to sell cycling jerseys (yellowjersey.co.uk, 2019). There is a movement called Festive F*ck all or a 

protest which urges cyclists to just stay at home responding to the Rapha Festive 500 campaign (Sportive.com, 

2020). This challenge could transform cyclists into egotists and care more about online leaderboards than road 

safety (Williams, 2013).  The participants of the campaign stated that they often rode more for the higher 

duration to complete Rapha Festive 500  (Barrat, 2017). Cyclists could also forget what a leisure bike ride feels 

like (West, 2015). The rivalry and the competition become unpleasant and can be an obsession rather than 

enjoyment  (Barrat, 2017). The reason why record cycling is popular is that it emphasizes competition (West, 

2015). With the mobile application, cyclists are able to see their time is taken and speed (West, 2015). Cyclists 

also can follow friends' activities and compare performance (West, 2015). This application also treats cyclists as 

athletes (Strelnivoka, 2017).  Therefore, gamification methods in marketing were found to bring addiction 

(Hyrynsalmi et al, 2017). Gamification also could turn players to engage in compulsive behavior (Eisingerich et 

al, 2019).  

 

Table 2. Campaign Performance Analysis Table 

Platform name Views Likes Dislikes Comments 

Youtube Rapha festive 500, 18 minutes 

video 179,943 3,2k 45 125 

Instagram Rapha festive 500, 50-second 
video 77,264 - - 450 

Rapha club on Strava social media 

152,630 cyclist 

member - - 24,264 all comments 

Twitter Rapha festive 500, 50-second video 

 11,8K 225 - 26 

 

But still, Rapha Festive 500 participants are increasing from time to time. When launched in 2009, the 

participants were just 84 cyclists (Cyclist.co.uk, 2020). In 2011, the participants were about 3030 cyclists 

(danielcarruthers.co, 2012). In 2014, the number of participants was 48,000 (uscyclingreport.com, 2015). In 

2016 it reached 82,000 participants (Cyclist.co.uk, 2020) cyclists  In 2018, the participant is 82,376 cyclists 

(yellowjersey.co.uk, 2019). In 2019, almost 120,000 people participated in Rapha Festive 500 

(Cyclingweekly.com, 2020). However, though thousands register, only half of the participants finish the 

challenge (Rudy, 2019). 

 

Implementation & Monitoring Analysis 
Many participants of Rapha Festive 500 said that they were enjoying the challenge and rode more 

frequently for bigger durations to complete the challenge (Barrat, 2017). To answer the safety issues, Rapha has 

done several strategies. In 2020, because of many local coronavirus lockdown restrictions and due to the cold 

weather, Rapha partnered with the Zwift platform, a virtual cycling game to make cyclists virtual distance in 

indoor training count (Cyclist.co.uk, 2020). Virtual cycling can be an option for cyclists who want to cycle in a 

safer place. Rapha has also used the route planning app Komoot as a tool to create training routes in major cities 

across the United States, Europe, and Southeast Asia (bicyclist, 2020). This will provide the guide for cyclists to 

choose which route is safer than other routes and Rapha can also monitor them.  

For tracking, measuring and evaluation, Rapha is using Strava social media. Strava is a mobile 

application that allows users to review their cycle rides, GPS records, connecting and competing with other 

users (Williams, 2013).  This mobile application provides maximum speed, average speed, and distance of user 

cycling activity (West, 2015). So it makes users want to record their data voluntarily (Rettberg, 2020). This 

allowed the company to gather data (Tovar, 2016) . With the ability to analyze cyclists, Rapha can 
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accommodate their marketing practices (Tovar, 2016). Despite several opinions, Rapha Festive 500 is a 

successful campaign and held each year as an annual celebration for cyclists around the world.  

 

 
Figure 2. Strava social media dashboard 
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Figure 3. Strava social media leaderboard 

 

User Generated Insight 
The campaign has positive and also negative opinions. Some people felt this campaign made them want to 

exercise more, and others felt that this campaign can potentially cause injury.  
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Figure 4. The positive testimony of Rapha Festive 500 

 

 

 
Figure 5. Negative testimony of Rapha Festive 500 
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V. Conclusion 
The gamification element in Rapha Festive 500 challenge provides cyclists to create new patterns of 

cycling and motivate them to improve their performance. Cyclists also appreciated and participated in this 

challenge. However, there are other opinions that this challenge could drive cyclists by obsession and 

unpleasantness rather than enjoyment and result in injury, risk-taking, and overtraining. There are 

recommendations from the author to improve campaign effectiveness, which is that Rapha should promote safe 

cycling in their campaign. This can be done in three ways: First is Rapha should encourage cyclists to cycle in 

the street surrounded by residential land or low volume of motor vehicles to make cycling safer (Sun et al, 

2017). Second, Rapha also can provide alternative challenges for newbie cyclists, for example, Rapha 

competitor, Pas Normal Studios, has released “Winter Resolution Challenge - The longest month”. The 

challenge, the distance, and the medium which is Strava are similar to Rapha Festive 500, but the duration is one 

month in January, instead of just eight days. Rapha also can encourage cyclists to focus on competing with 

themselves and cycling together with friends, rather than compete with friends that can lead to risk-taking 

behavior. An example is from Nike. Nike has Nike+ mobile app to engage sports enthusiasts to work out more 

often (Brown, 2021). This mobile application allows users to see their achievement to beat themselves so it 

encourages users to be a better self. 

 

References 
[1]. Barratt, P., 2017. Healthy competition: A qualitative study investigating persuasive technologies and the gamification of cycling. 

Health & place, 46, pp.328-336. 
 

[2]. Bernyte, S., 2018. Sustainability marketing communications based on consumer values and principles. Regional Formation and 

Development Studies, 26(3), pp.26-35. 
[3]. Bicycling.com, 2020. Rapha festive 500 challenge 2020. Viewed 3 May 2021, <https://www.bicycling.com/news/a34876517/rapha-

festive-500-challenge-2020/> 

[4]. Brown, Ben 2021, Gamify Website Increase Engagement, Bitcatcha, Australia viewed 3 May 2021,  
<https://www.bitcatcha.com/blog/gamify-website-increase-engagement/> 

[5]. Bournemounthcyclist.co.uk, 2017. Rapha festive 500. Viewed 3 May 2021, <https://bournemouthcyclist.co.uk/2017/12/30/rapha-

festive-500/> 
[6]. Cantista, I. and Sádaba, T., 2020. Understanding luxury fashion: origins and contemporary issues. In Understanding Luxury 

Fashion (pp. 3-12). Palgrave Macmillan, Cham. 

[7]. Cox, P., 2012. Cycling: Image and imaginary in the cultural turn: A review essay. Transfers, 2(1), pp.159-164. 
[8]. Creany, N.E., 2020. Kudos and KOM‟s: The Effect of Strava Use on Evaluations of Social and Managerial Conditions, Perceptions 

of Ecological Impacts, and Mountain Bike Spatial Behavior. All Graduate Theses and Dissertations. 7901. 

[9]. Constine, J. (2017). Instagram‟s growth speeds up as it hits 700 million users. Retrieved from 
https://techcrunch.com/2017/04/26/instagram-700-million-users/ - 26 April 2017.  

[10]. Couture, J., 2021. Reflections from the „Strava-sphere‟: Kudos, community, and (self-) surveillance on a social network for athletes. 

Qualitative Research in Sport, Exercise and Health, 13(1), pp.184-200. 
[11]. Cyclist.co.uk, 2020. Rapha festive 500 strava challenge this Christmas. Viewed 3 May 2021, 

<https://www.cyclist.co.uk/news/3737/rapha-festive-500-strava-challenge-this-christmas> 

[12]. Cyclingweekly.com, 2020. Five tips to nail the Rapha festive 500. Viewed 3 May 2021, 
<https://www.cyclingweekly.com/news/latest-news/five-tips-to-nail-the-rapha-festive-500-20295> 

[13]. Danielcarruthers.com, 2012. Rapha Festive a global challenge. Viewed 3 May 2021, 

<http://danielcarruthers.com/2012/01/02/rapha-festive-500-a-global-challenge/> 
[14]. Grit, A., Rooden, M., & de Jong, J. B. M. (2015). Moving towards explorative space as a strategy for survival.: a white paper. 

[15]. Ferrero-Regis, T., 2018. Twenty-first-century dandyism: fancy Lycra® on two wheels. Annals of leisure research, 21(1), pp.95-112. 

[16]. Hoor, M., 2020. The bicycle is a symbol of lifestyle, status, and distinction. A cultural studies analysis of urban cycling (sub) 
cultures in Berlin. Applied Mobilities, pp.1-18. 

[17]. Jara, A.J., Parra, M.C. and Skarmeta, A.F., 2014. Participative marketing: extending social media marketing through the 

identification and interaction capabilities from the Internet of things. Personal and Ubiquitous Computing, 18(4), pp.997-1011. 
[18]. Kiernan, P., 2017. Language, identity, and cycling in the new media age: Exploring interpersonal semiotics in multimodal media 

and online texts. Springer. 

[19]. Kissane, D., 2016. Twenty trends in digital marketing for 2016. URL: www. doz. com. 
[20]. Mangold, W.G. and Faulds, D.J., 2009. Social media: The new hybrid element of the promotion mix. Business horizons, 52(4), 

pp.357-365. 

[21]. Olsson, C.M., 2017, March. Engagement issues in self-tracking. In 2017 IEEE International Conference on Pervasive Computing 
and Communications Workshops (PerCom Workshops) (pp. 152-157). IEEE. 

[22]. Tovar, G.S., 2016. Big data and wearable technology: the impact on the health and fitness industries and their marketing strategies 
(Doctoral dissertation). 

[23]. Rapha.cc (2021). The #festive500, a challenge by half. Viewed 3 May 2021, <https://www.rapha.cc/no/en/stories/F500-a-challenge-

by-half> 
[24]. Rettberg, J.W., 2020. Situated data analysis: a new method for analyzing encoded power relationships in social media platforms and 

apps. Humanities and Social Sciences Communications, 7(1), pp.1-13. 

[25]. Rudy, Cj. 2019. Events the 2019 Rapha festive 500 day one. Viewed 3 May 2021, 
<http://www.creakybottombracket.com/home/2019/12/24/events-the-2019-rapha-festive-500-day-one> 

[26]. Grit, A., Rooden, M. and de Jong, J.B.M., 2015. Moving towards explorative space as a strategy for survival.: a white paper. 

[27]. Hamari, J., Koivisto, J., & Sarsa, H. (2014, January). Does gamification work?--a literature review of empirical studies on 
gamification. In 2014 47th Hawaii international conference on system sciences (pp. 3025-3034). Ieee. 

 

https://www.bicycling.com/news/a34876517/rapha-festive-500-challenge-2020/
https://www.bicycling.com/news/a34876517/rapha-festive-500-challenge-2020/
https://www.bitcatcha.com/blog/gamify-website-increase-engagement/Robbins
https://bournemouthcyclist.co.uk/2017/12/30/rapha-festive-500/
https://bournemouthcyclist.co.uk/2017/12/30/rapha-festive-500/
https://www.cyclist.co.uk/news/3737/rapha-festive-500-strava-challenge-this-christmas
https://www.cyclingweekly.com/news/latest-news/five-tips-to-nail-the-rapha-festive-500-202959
http://danielcarruthers.com/2012/01/02/rapha-festive-500-a-global-challenge/
https://www.rapha.cc/no/en/stories/F500-a-challenge-by-half
https://www.rapha.cc/no/en/stories/F500-a-challenge-by-half
http://www.creakybottombracket.com/home/2019/12/24/events-the-2019-rapha-festive-500-day-one


Rapha Cycling Clothing #Festive500 Social Media Campaign on Strava Social Network 

DOI: 10.9790/487X-2309073341                               www.iosrjournals.org                                              41 | Page 

[28]. Ojo, G.K., 2011. Effective marketing strategies and the Nigerian construction professionals. African Journal of Marketing 

Management, 3(12), pp.303-311. 
[29]. Seaborn, K., & Fels, D. I. (2015). Gamification in theory and action: A survey. International Journal of human-computer studies, 

74, 14-31. 

[30]. Spotswood, F., Shankar, A. and Piwek, L., 2020. Changing emotional engagement with running through communal self‐ tracking: 
the implications of „teleoaffective shaping for public health. Sociology of health & illness, 42(4), pp.772-788. 

[31]. Sportive.com, (2020). Rapha festive is back but would you rather ride the festive fk all. Viewed 3 may 2021, < 

https://www.sportive.com/cycling/540325/rapha-festive-500-is-back-but-would-you-rather-ride-the-festive-fk-all> 
[32]. Strelnikova, D., Paulus, F.P.D.G. and Hochmair, H., 2017. Comparing the suitability of strava and endomondo GPS tracking data 

for bicycle travel pattern analysis. 

[33]. Sun, Y., Du, Y., Wang, Y. and Zhuang, L., 2017. Examining associations of environmental characteristics with recreational cycling 
behavior by street-level Strava data. International journal of environmental research and public health, 14(6), p.644. 

[34]. UScyclingreport.com, 2020. Rapha festive 500. Viewed 3 May 2021, <http://www.uscyclingreport.com/content/index.php/news-

mainmenu-2/38-latest/11925-rapha-festive-500> 
[35]. West, L.R., 2015. Strava: challenge yourself to greater heights in physical activity/cycling and running. British journal of sports 

medicine, 49(15), pp.1024-1024. 

[36]. Vaghela, A., Patel, S. and Perry, M., 2017. Can health tracking apps spur risk-taking behavior? A 2-year retrospective review of 

strava related cycling injuries within northwest London. British Journal of Oral and Maxillofacial Surgery, 55(10), pp.e144-e145. 

[37]. Venkatraman, P.D., Tyler, D., Fergusson-Lee, L. and Bourke, A., 2013. Performance of compression garments for cyclists. 

[38]. Volgger, M. and Demetz, M., 2021. The Cycling Tourism Tribe. In Consumer Tribes in Tourism (pp. 177-187). Springer, 
Singapore. 

[39]. Weinberg, T., 2009. The new community rules: Marketing on the social web (pp. I-XVIII). Sebastopol, CA: O'Reilly. 

[40]. Williams, A.M., 2012. King of the Mountain: A Rapid Ethnography of Strava Cycling. 
[41]. Yellowjersey.co.uk, 2019. Rapha festive 500. Viewed 3 May 2021, <https://www.yellowjersey.co.uk/the-draft/rapha-festive-500/> 

 

 
 

 

Donafeby Widyani, et. al. “Rapha Cycling Clothing #Festive500 Social Media Campaign on Strava 

Social Network." IOSR Journal of Business and Management (IOSR-JBM), 23(9), 2021, pp. 33-41. 

 

 

 

 

 

 

https://www.sportive.com/cycling/540325/rapha-festive-500-is-back-but-would-you-rather-ride-the-festive-fk-all
http://www.uscyclingreport.com/content/index.php/news-mainmenu-2/38-latest/11925-rapha-festive-500
http://www.uscyclingreport.com/content/index.php/news-mainmenu-2/38-latest/11925-rapha-festive-500
https://www.yellowjersey.co.uk/the-draft/rapha-festive-500/

