


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Published by: 

ANZMAC  

c/o Social Marketing @ Griffith 

Griffith Business School  

Griffith University 

170 Kessels Road, Nathan  

Brisbane, QLD 4111  

 

Telephone: +61 (07) 373 56446 

Facsimile: +61 (07) 373 57126 

Email: s.rundle-thiele@griffith.edu.au 

 

2014 ANZMAC Conference  

Editors: Sharyn Rundle-Thiele, Krzysztof Kubacki and Denni Arli 

 

© 1 - 3 December 2014  

 

All rights reserved. No part of this publication may be reproduced, stored in a retrieval 

system or transmitted in any form or by any means, electronic or mechanical, photocopying, 

recording or otherwise without the prior permission of the copyright owner. Copyright rests 

with the authors.  

 

ISBN: 1447-3275          



Road Wars? The Role of Language in Perceptions of Bikes and Cars Sharing the Road: 

Possible Implications for Social Marketing Interventions. 

 

*Prof Alan Tapp, University of the West of England, alan.tapp@uwe.ac.uk  

Renata Anibaldi, Griffith University, r.anibaldi@griffith.edu.au  

Professor Sharyn Rundle-Thiele, Griffith University, s.rundle-thiele@griffith.edu.au   

Amy Beardmore, University of the West of England, Amy2.Beardmore@uwe.ac.uk  

Stella Warren, University of the West of England, Stella.Warren@uwe.ac.uk  

 

Abstract 

 

Cycling has experienced increased popularity as a viable form of everyday transport 

and as a leisure or sporting activity. In the absence of segregated infrastructure, road 

sharing, however, has become a controversial issue. (Exaggerated) media reports 

describe altercations between cyclists and motorists as road wars. Rhetorical battles 

may only serve to feed existing perceptions. To avoid this outcome, social marketers can 

design interventions to increase harmony between road users and a first step is to 

understand the rhetorical context of the problem. The aim of the current study is to 

critically analyse the on-line and media rhetoric surrounding ‘road wars’, using Braun 

and Clarke’s five step thematic analysis approach.  Insights are offered based on the 

combination of ‘bottom-up’ coding using a grounded approach, and analyses within the 

frameworks of social representation theory, and theories of in/out group 

representations, stereotyping, prejudice and discrimination. 
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