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PONUDA SPORTSKOG TURIZMA U GORSKOM KOTARU (HRVATSKA)
— ANALIZA 1 MOGUCE PREPORUKE ZA PRUZATELJE USLUGA

SPORT TOURISM SUPPLY IN GORSKI KOTAR (CROATIA)
— ANALYSIS AND POSSIBLE RECOMMENDATIONS FOR PROVIDERS

SAZETAK: Cilj je ovog rada utvrditi i ocijeniti trenutani raspon ponude sportskog turizma u
Gorskom kotaru, jednoj od manje razvijenih turistickih destinacija u Primorsko-goranskoj Zupaniji
i Hrvatskoj te iznijeti neke preporuke za njegov buduci razvoj. Ponuda je ocijenjena na regionalnoj
razini, osvréuéi se na broj dogadanja i aktivnosti putem ispitivanja na mreznim stranicama lokalnih
turistickih organizacija i sportskih udruZenja. Dodatne informacije o znacajkama ponude prikupljene
su u okviru istrazivacke radionice s klju¢nim turistickim dionicima. Ponuda je analizirana u kontekstu
nekoliko kriterija medu kojima najvazniji predstavlja razliCite vrste sportskog turizma i dozivljaja.
Istrazivanjem je utvrdeno da se tijekom jedne godine provodi 41 razliCita sportska aktivnost te se
organizira 83 dogadanja. Medutim, razliCite vrste sportskog turizma i razliciti doZivljaji nisu jednako
zastupljeni.
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SUMMARY: The aim of this paper is to identify and assess the current range of sport tourism sup-
ply in Gorski kotar, one of the less-developed tourist destinations in the Primorje-Gorski kotar County
and Croatia, and outline some recommendations for its future development. Supply was assessed on a
regional level, addressing the number of events and activities through a survey of the web sites of local
tourism organisations and sports associations. Additional information on the characteristics of supply
was gathered within a research workshop with key tourism stakeholders. Supply was analysed within
the context of several criteria, the most important being the different types of sport tourism and expe-
riences. The research identified 41 different sport activities practised and 83 events organised during
the course of a year. However, the different types of sport tourism and different experiences were not
equally represented.
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1. UVOD

Slicnost funkcija sporta i turizma po-
tjee od Cinjenice da u pravilu obje pojave
obuhvacaju iste subjekte: ljude, odnosno
turiste (Bartoluci, 2003). Vaznost ljudi
su, medu ostalim, prepoznali Weed i Bull
(2009) koji su tvrdili da mjesta, aktivnosti i
ljudi u interakciji stvaraju sportsko-turistic-
ke doZivljaje. Zaista, kad je rije¢ o turizmu
i sportu, doZivljaji su ono §to je zaista vaz-
no (Prahalad i Ramaswamy, 2004; Quan i
Wang, 2004; Kurtzman, 2005; Hallmann et
al., 2012; Sheng i Chen, 2013; Mykletun i
Rumba, 2014). Ono $to u modernom turizmu
razlikuje jedno mjesto, odnosno destinaciju
od drugog jest vrsta i kvaliteta dozivljaja koji
se nude, a ne vrsta i kvaliteta usluge koja se
pruza. Kako bi postale i ostale konkurentne,
turisticke destinacije trebaju stvoriti novi(e)
proizvod(e) — skup(ove) jedinstvenih vrijed-
nosti i nezaboravne doZivljaje koje turisti
mogu sa sobom ,,ponijeti ku¢i” (Pine i Gil-
more, 1998; Kim, 2014). Jednako je i u sport-
skom turizmu — vrste sportskih aktivnosti
i jedinstveni doZzivljaji koji se u destinaciji
ocekuju izravno utjecu na odluke koje turisti
donose (Weed i Bull, 2009).

Zemlje Cija se gospodarstva oslanjaju na
turisticke aktivnosti trebaju prepoznati vaz-
nost sportskih doZivljaja. To se posebice od-
nosi na manje razvijene zemlje i destinacije
kao Sto je Gorski kotar u Primorsko-goran-
skoj zupaniji u Hrvatskoj. Nazalost, kad je ri-
jec o sportskom turizmu u Primorsko-goran-
skoj Zupaniji opCenito i tocnije u Gorskom
kotaru, ne postoje sveobuhvatne informacije
o ponudi. To je ponajviSe zbog malog raz-
mjera (npr. u Primorsko-goranskoj Zupaniji
sport i razonoda predstavljaju motivaciju za
samo 5,1% turista; Institut za turizam, 2015)
i loSeg organizacijskog stanja u sektoru. Sto-
ga je cilj ovog rada utvrditi i ocijeniti aspekt
ponude sportskog turizma (dogadanja i ak-
tivnosti) u Gorskom kotaru, planinskoj de-
stinaciji u Hrvatskoj. Klju¢no pitanje koje

1. INTRODUCTION

The similarity of the functions of sport and
tourism originates from the fact that both phe-
nomena, as a rule, involve the same subjects:
people, i.e. tourists (Bartoluci, 2003). The im-
portance of people was inter alia recognized
by Weed and Bull (2009) who claimed that
places, activities and people interact to create
sport tourism experiences. Indeed, when it
comes to tourism and sport tourism, experi-
ences are what really matters (Prahalad and
Ramaswamy, 2004; Quan and Wang, 2004,
Kurtzman, 2005; Hallmann et al., 2012;
Sheng and Chen, 2013; Mykletun and Rumba,
2014). In modern tourism, what differentiates
one place, i.e. destination, from another is the
type and quality of experiences offered rather
than the type and quality of services provided.
In order to become and stay competitive, tour-
ist destinations have to create new product(s)
— set(s) of unique values and memorable ex-
periences which tourists can take home (Pine
and Gilmore, 1998: Kim, 2014). The same is
true of sport tourism where the types of sports
activities and the unique sets of experiences
expected from these activities in a destination
directly influence the choices that tourists
make (Weed and Bull, 2009).

Countries whose economies rely on tour-
ism activities need to recognize the impor-
tance of sport experiences. This in particular
applies to less-developed countries and des-
tinations such as Gorski kotar in the Primor-
je-Gorski kotar County in Croatia. Unfor-
tunately, when it comes to sport tourism in
the Primorje-Gorski kotar County in general
and Gorski kotar in particular, no compre-
hensive information on supply is available.
This is mainly due to the small scale (e.g.
in the Primorje-Gorski kotar County sport
and recreation is a motivation for only 5.1%
tourists; Institute of Tourism, 2015) and poor
organisational status of the sector. Therefore,
the aim of this paper is to identify and assess
the supply side of sport tourism (events and
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se postavlja jest koja sportska dogadanja i
aktivnosti postoje u Gorskom kotaru? Osim
toga, na temelju rezultata analize ponude u
ovom e se radu iznijeti odredene preporuke
za buduci razvoj ponude sportskog turizma u
Gorskom kotaru i opCeniti potencijal gospo-
darskog razvoja manje razvijenih podrucja.

2. PREGLED LITERATURE

IstraZivanje aspekta ponude u sportskom
turizmu prikladno je zapoceti objaSnjava-
njem posebnog odnosa i interakcije izmedu
sporta i turizma. Taj je odnos dobro poznat
jos od 1948. godine (Hunziker i Krapf) te je
od onda predmet istrazivanja mnogih autora
(Anthony, 1966; Glyptis, 1982; Hall, 1992;
Gibson, 1998, 2002, 2003; Standeven i De
Knop, 1999; Hinch i Higham, 2001; Turco,
Riley i Swart, 2002; De Knop i Van Hoec-
ke, 2003; Bartoluci, 2003; Downward, 2005;
Sobry, 2011; Radicchi, 2013; Roche, Spake
i Joseph, 2013). Te analize ukazuju na to da
su turizam i sport dvije srodne i blisko me-
dusobno povezane drustvene pojave. Stovi-
Se, sudjelovanje u sportskim dogadanjima i
aktivnostima predstavlja Cestu motivaciju za
putovanje u odredene turisticke destinacije
te pruza dobru osnovu za razvoj posebnog
oblika turizma — sportski turizam. Svjetska
turisticka organizacija (UNWTO, 2010) de-
finira sportski turizam kao posebno putova-
nje izvan potroSacevog uobicajenog okruze-
nja radi pasivnog ili aktivnog sudjelovanja u
sportu, pri cemu je sport primarni motivacij-
ski razlog putovanja.

Tijekom godina razvilo se i priznato je
mnoStvo razliCitih aspekata sportskog tu-
rizma. Dva su kljucna koncepta temelj kla-
sifikacije autorice Glyptis (1982). Prvim se
konceptom razlikuje sport kao primarnu
motivaciju za putovanje ili kao tek usputni
sadrzaj boravka. Drugi se odnosi na aktivnu/
pasivau dimenziju sportskog turizma koja
obuhvaca i natjecatelje (kao aktivne sudi-
onike) i gledatelje (kao pasivne sudionike).
Na temelju tih argumenata, Glyptis (1982) je

activities) in Gorski kotar, a mountain desti-
nation in Croatia. The key question addressed
is, which sport events and activities exist in
Gorski kotar? In addition, based on the results
of the supply analysis this paper will outline
some recommendations for the future devel-
opment of sport tourism supply in Gorski
kotar and the potential of economic develop-
ment of less-developed areas in general.

2. LITERATURE REVIEW

It is suitable to start the examination of the
supply side of sport tourism by explaining the
specific relationship and interaction between
sport and tourism. This relationship was well
known as early as 1948 (Hunziker and Krapf)
and has been the subject of research of many
authors ever since (Anthony, 1966; Glyptis,
1982; Hall, 1992; Gibson, 1998; 2002; 2003;
Standeven and De Knop, 1999; Hinch and
Higham, 2001; Turco, Riley and Swart, 2002;
De Knop and Van Hoecke, 2003; Bartoluci,
2003; Downward, 2005; Sobry, 2011; Radic-
chi, 2013; Roche, Spake and Joseph, 2013).
These analyses indicate that tourism and
sport are two cognates and closely interrelat-
ed social phenomena. Moreover, participation
in sport events and activities represents a fre-
quent motivation for travelling to a certain
tourist destination and provides a good foun-
dation for the development of a specific form
of tourism — sport tourism. The World Tour-
ism Organization (2010) defines sport tourism
as specific travel outside the customer’s usual
environment for either passive or active in-
volvement in sport where sport is the prime
motivational reason for travel.

A variety of different aspects of sport
tourism have evolved and been recognised
over the years. Two key concepts under-
lie Glyptis’s (1982) classification. The first
concept distinguishes between sport as a
primary motivation for travel or just a casu-
al content of stay. The second refers to the
active/passive dimension of sport tourism
covering both competitors (as active par-
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sportski turizam Kklasificirala kao: (1) opce-
niti odmor sa sportskim prilikama (odnosno,
slu¢ajno sudjelovanje), (2) aktivni odmor, (3)
sportsko treniranje, (4) promatranje sporta u
svojstvu gledatelja i (5) prestizni sportski od-
mor. Takva je klasifikacija izazvala odredenu
kritiku. Suvremena analiza radije spominje tu-
rizam umjesto odmora, djelomicno kako bi se
omogucilo obuhvacanje dnevnih posjeta koje
ukljuCuje vecina suvremenih definicija turiz-
ma (Weed i Bull, 2009). Takoder, Glyptisina
klasifikacija obuhvaca samo pasivni aspekt
sportskih dogadanja (odnosno, promatranje
sporta u svojstvu gledatelja), time zanemaru-
juci aktivni aspekt (odnosno, sportase).

Bartoluci (1995, 2003) je analizirao sport
kao primarnu motivaciju za putovanje te ra-
zlikuje tri vrste sportskog turizma. Natjeca-
teljski sportski turizam obuhvaca svaku vr-
stu putovanja radi sudjelovanja (aktivno i/ili
pasivno) u sportskim natjecanjima, i doma-
¢im i medunarodnim. Zimski sportsko-re-
kreacijski turizam odvija se prvenstveno u
planinskim skijaSkim odmaraliStima koja
pruzaju brojne sportske i rekreacijske ak-
tivnosti. Naposljetku, ljetni sportsko-rekre-
acijski turizam takoder pruZa brojne sport-
ske i rekreacijske aktivnosti, ali se odvija
pored mora, planina, rijeka, jezera i drugih
prirodnih resursa. Slicno tomu, Gammon i
Robinson (1997) svoju klasifikaciju temelje
isklju¢ivo na motivaciji. Razlikuju profesio-
nalni i rekreativni sportski turizam, pri cemu
je sport primarna motivacija za putovanje, te
daju stroze i opSirnije definicije turistickog
sporta, pri ¢emu je sport tek sekundarna mo-
tivacija za putovanje. Gibson (1998, 2003)
takoder razlikuje aktivno sudjelovanje (engl.
Active Sport Tourism), pri kojem sudionici
putuju kako bi sudjelovali u sportu, te pro-
matranje u svojstvu gledatelja (engl. Event
Sport Tourism), pri kojem sudionici putuju
kako bi gledali sport. Medutim, njezinim je
inovativnim pristupom utvrden i tre¢i oblik
iskustva sportskog turizma, tzv. ,,nostalgija”.
U slucaju nostalgi¢nog sportskog turizma su-
dionici posjeCuju razne sportske i sa sportom
povezane atrakcije, kao §to su poznati stadi-

ticipants) and spectators (as passive partic-
ipants). Based on these arguments, Glyptis
(1982) classified sport tourism as (1) general
holidays with sports opportunities (i.e. inci-
dental participation), (2) activity holidays, (3)
sports training, (4) sports spectating and (5)
up-market sports holidays. Such a classifica-
tion provoked some criticism. Contemporary
analysis tends to refer to tourism rather than
to holidays in part to allow the inclusion of
day-visits, which the vast majority of tour-
ism definitions now include (Weed and Bull,
2009). Also, the Glyptis classification covers
only the passive aspect of sporting events
(i.e. sports spectating), thus neglecting the
active aspect (i.e. athletes).

Bartoluci (1995, 2003) analysed sport as
the primary motivation for travel and distin-
guished between three types of sport tourism.
Competitive sport tourism includes all travel
to participate (actively and/or passively) in
sport competitions, both domestic and inter-
national. Winter sports-recreational tourism
takes place primarily in mountain ski resorts
that provide numerous sports and recreation
activities. Finally, summer sports-recreation-
al tourism also provides numerous sports and
recreation activities but has a broader basis
as it takes place at the sea, mountains, rivers,
lakes and other natural resources. Similarly,
Gammon and Robinson (1997) based their
classification on motivation only. They dis-
tinguish between hard and soft sport tourism
where sport is a primary motivation for trav-
el, and hard and soft definitions of tourism
sport where sport is only a secondary mo-
tivation for travel. Gibson (1998; 2003) also
distinguishes between active participation
(Active Sport Tourism) where participants
travel to participate in sport, and spectating
(Event Sport Tourism) where participants
travel to watch sport. However, her innova-
tive approach also identified a third form of
sport tourist experience, so-called “nostal-
gia”. In Nostalgia Sport Tourism, partici-
pants visit various sports and sports-related
attractions such as famous stadiums or mu-
seums (e.g. Hall of Fame) paying homage
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oni ili muzeji (npr. Dvorana slavnih), kako
bi odali pocast poznatim sportasima ili odi-
granim utakmicama, prizivajuéi sjecanja iz
proslosti. Klasifikacija autora Harrison-Hill
1 Chalip (2005) sli¢na je Gibsoninoj (1998).
Osim promatranja sporta u svojstvu gledate-
lja i sudjelovanja (ponovno se razlikuje ak-
tivna i pasivna dimenzija), dodali su i trecu
vrstu, Stovanje sportskih lokacija, Sto je u
odredenoj mjeri sli¢no Gibsoninoj nostalgiji.

Weed i Bull (2009) svoje su istrazivanje
temeljili na spoznajama mnogih prethodnika
(npr. Glyptis, 1982; Gibson, 1998), ali pri-
mjenjujuci Siru perspektivu. Prva genericka
modifikacija bila je zamjena u kategorijama
rijeci ,,odmor” rije¢ju ,,turizam” tamo gdje je
to bilo potrebno. Takoder su uvaZzili aktivno
sudjelovanje u dogadanjima i u skladu s tim
predlozili pet proizvoda sportskog turizma.
Prvo, dodatni sportski turizam najSire je ra-
sprostranjena vrsta proizvoda sportskog tu-
rizma koja obuhvaca najsiri skup aktivnosti,
ali 1 najSiri raspon pruZzatelja usluga. To je
oblik u kojem sportski turizam nije organi-
zirani dio odmora u kojem sadrzaji ili prilike
za sportski turizam nemaju nikakvu ulogu
pri izboru destinacije i koji se Cesto odvija
spontano, umjesto unaprijed planirano (npr.
posjet lokalnom bazenu, posjet hokejaskoj
utakmici kao alternativha veCernja aktiv-
nost). Turizam sudjelovanja u sportu u osnovi
se odnosi na ,,sportski odmor” koji predstav-
lja ono na $to bi vecina ljudi pomislila kad se
susretne s pojmom ,,sportski turizam”. Od-
nosi se na sudjelovanje u sportu s visSestru-
kim ili pojedinacnim aktivnostima te su, uz
samo nekoliko iznimaka, pruzatelji usluga u
toj domeni najceSce iz komercijalnog sekto-
ra. TreCe, turizam sportskog treniranja obu-
hvaca sportski turizam Cija je primarna svr-
ha poducavanje ili treniranje. Usluge moze
pruZzati i komercijalni i javni sektor, pri cemu
su usluge javnog sektora Cesto namijenjene
elitnim sportasima. Turizam sportskih doga-
danja odnosi se na omogucavanje prilika za
turizam sportskih dogadanja, i za sudionike
iza gledatelje. Usluge moZe pruzati komerci-
jalni ili javni sektor, ili oba sektora zajedno

to famous athletes or matches and evoking
past memories. Harrison-Hill and Chalip’s
(2005) classification is similar to Gibson’s
(1998). Besides spectating and participating
(again the distinction is made between active
and passive dimensions), they added a third
type, venerating sport sites, to some extent
similar to Gibson’s nostalgia.

Weed and Bull (2009) based their re-
search on many predecessors (e.g. Glyptis,
1982; Gibson, 1998) but with a broader per-
spective. The first generic modification was
the replacement in categories of the word
“holidays” with “tourism” where it was nec-
essary. Also, they acknowledged active in-
volvement in events and proposed five sport
tourism products accordingly. First, supple-
mentary sport tourism is the broadest of the
sport tourism product types, including not
only the widest range of activities, but also
the widest range of providers. It is a form
where sport tourism is not an organized part
of the holiday, where sport tourism facilities
or opportunities do not play any part in the
choice of destination and which would often
take place spontaneously rather than being
pre-planned (e.g. a trip to a local swimming
pool, a trip to watch an ice hockey match
as an alternative evening activity). Sports
participation tourism essentially refers to
“sports holiday” which is what most people
would think of when they encounter the term
“sport tourism”. It refers to multi-activity or
single-activity sports participation tourism
and, with only a few exceptions, providers in
this section tend to be drawn from the com-
mercial sector. Third, sports training tour-
ism comprises sport tourism trips where the
prime purpose is instruction or training. Pro-
vision can be made by both the commercial
and public sectors — the latter often being
provided for the elite athletes. Event sports
tourism refers to the provision of event sports
tourism opportunities, both for participants
and spectators. Provision may be made by
the commercial or public sector, or by a part-
nership of the two, and, in most cases, sports
organizations which indicates the involve-
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te su u vecini slucajeva ukljucene i sportske
organizacije pa moze postojati dobrovoljno
sektorsko sudjelovanje. Naposljetku, luksu-
zni sportski turizam ne definira se u odnosu
na prirodu aktivnosti sportskog turizma koje
su povezane s putovanjem ve¢ s kvalitetom
sadrzaja i luksuznom prirodom smjestaja te
popratnih sadrzaja i usluga. Priroda pruzanja
usluga na tom trzistu iskljucivo je komerci-
jalne naravi.

Nadalje, mogu se definirati i primijeniti
i neke druge klasifikacije sportskog turizma.
Na primjer, sportski turizam cesto se razma-
tra u kontekstu avanturistickog sporta, sporta
na otvorenom 1i/ili ekstremnog sporta (npr.
Klaus i Maklan, 2011; Buckley, 2012; Mykle-
tun i Rumba, 2014). Takoder, moZze se tvrditi
da se razliCiti sportovi, kada se njima bavi ti-
jekom putovanja, mogu smatrati zasebnom
vrstom sportskog turizma. Te su tvrdnje pot-
puno opravdane i dokazane u praksi (npr. golf
turizam, skijaski turizam itd.). Te sportske ak-
tivnosti, odnosno proizvodi sportskog turizma,
zasigurno mogu pruZiti izvanredne doZivljaje.

Medutim, ono §to je bitno navesti jest da
su sportski dozivljaji stvoreni i strukturirani
kao osobit dio turistiCkog dozivljaja (Kurtz-
man, 2005) proizlazeci iz jedinstvene inte-
rakcije aktivnog ili pasivnog sudjelovanja
ljudi u aktivnostima povezanima sa sportom,
sportskim resursima i lokacijama (vidi Weed
i Bull, 2009). Sa stajaliSta menadZzera, doZiv-
ljaji predstavljaju zavrs$ni korak u napredo-
vanju prema ekonomskoj vrijednosti (Pine
i Gilmore, 1998) te prakticari revno nastoje
stvoriti tu razli¢itu ekonomsku ponudu koja
¢e zadovoljiti potrebe njihovih klijenata.
S teoretskog stajaliSta dozivljaji su postali
jedno od omiljenih akademskih tema (Pra-
halad i Ramaswamy, 2004; Quan i Wang,
2004; Sheng i Chen, 2013). Na primjer, Pine
1 Gilmour (1998) predlazu zasnivanje do-
zivljaja na dvije dimenzije: (1) sudjelovanje
klijenata (aktivno ili pasivno) i (2) odnos s
okruZzenjem (apsorpcija ili imerzija). Iz ovog
su modela nastala Cetiri Siroka podrucja. U
dozivljajima zabave (E1) sudionici su uglav-
nom pasivni te je njihova veza s dogadanjem

ment of the voluntary sector. Finally, luxury
sports tourism is not defined by reference to
the character of the sport tourism activity in-
volved in the trip but rather by the quality of
the facilities and the luxurious character of
the accommodation and attendant facilities
and services. The type of provision in this
market is exclusively commercial.

In addition, some other classifications
of sport tourism can be defined and applied
too. For instance, sport tourism is often
considered within the context of adventure,
outdoor and/or extreme sports (e.g. Klaus
and Maklan, 2011; Buckley, 2012; Mykletun
and Rumba, 2014). Also, one can argue that
different sports when practiced during trav-
el could be considered as separate types of
sport tourism. These claims are completely
eligible and proved in practice (e.g. golf sport
tourism, skiing sport tourism, etc.). Certain-
ly, these sporting activities, i.e. sport tourism
products, can provide tourists with extraordi-
nary experiences.

However, what is essential to say is that
sports experiences have been created and
structured as a particular type of tourist ex-
perience (Kurtzman, 2005) resulting from
unique interaction of people’s active or pas-
sive participation in sport-related activities,
sports resources and places (see Weed and
Bull, 2009). From a manager’s perspective,
experiences represent the final step in the pro-
gression of economic value (Pine and Gilm-
ore, 1998) and practitioners eagerly strive to
create this distinct economic offer that will
satisfy their customers’ demands. From a
theoretical perspective, experiences have be-
come one of the most popular academic top-
ics (Prahalad and Ramaswamy, 2004; Quan
and Wang, 2004; Sheng and Chen, 2013). For
instance, Pine and Gilmour (1998) suggested
that experiences are based on two dimen-
sions: (1) customer participation (active or
passive) and (2) the environmental relation-
ship (absorption or immersion). Four broad
realms have emerged from this model. In en-
tertainment experiences (E1) participants are
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vjerojatnije apsorpcija negoli imerzija. Edu-
kativni dozivljaji (E2) obi¢no podrazumije-
vaju aktivnije sudjelovanje, ali sudionici su
i dalje viSe izvan dogadaja negoli uklopljeni
u radnju. Eskapisti¢ki dozivljaji (E3) mogu
poducavati ili zabavljati jednako dobro kao i
edukativna ili zabavna dogadanja, ali podra-
zumijevaju ve€u razinu imerzije sudionika.
Naposljetku, estetski doZivljaji (E4) obi¢no
umanjuju aktivno sudjelovanje i, iako su su-
dionici ,,uronjeni“ u neku aktivnost ili okru-
Zenje, imaju mali ili gotovo nikakav ucinak
na nju. Nasuprot tome, Schmitt (1999) razli-
kuje pet razlicitih vrsta dozivljaja koji se od-
nose na senzorne doZzivljaje (osjet), afektivne
dozivljaje (osjecaj), kreativne kognitivne
doZivljaje (razmiSljanje), fizicke doZivlja-
je, ponasanje i stilovi zivota (djelovanje) te
doZivljaje druStvenog identiteta povezane s
referentnom skupinom ili kulturom (poisto-
vjecivanje). Getz (2007) klasificira dozivlja-
je na temelju njihova intenziteta u osnovna,
nezaboravna i preobrazavajuca iskustva
koja mogu promijeniti postojece vrijednosti
i stavove ljudi. Quan i Wang (2004) iznose
konceptualni pregled povezan s turizmom,
predlaZzuc¢i dvodimenzionalni okvir turistic-
kog dozivljaja u kojem se prva dimenzija
odnosi na ,vrhunac turistickog doZzivljaja”
(predstavljajuci atrakcije koje Cine vecinu
motivacija u turizmu), a druga ne ,,podu-
piru¢i dozivljaj” (predstavljaju¢i osnovne
potrebe potrosaca na putovanju). Objedinja-
vanjem prethodno navedenih razmotrenih
stajaliSta, Sheng i Chen (2013) ukazuju na
to da bi se dozivljaji turista mogli razlikova-
ti po ocekivanjima jednostavnosti i zabave,
kulturnog provoda, osobnog identificiranja,
povijesnih reminiscencija i eskapizma. Pret-
hodno spomenuti okvir moze se bez potes-
koca u potpunosti ili djelomi¢no primijeniti
na sportski turizam.

Kad je rije¢ o doZzivljajima sportskog tu-
rizma, moglo bi se navesti da razliciti sektori
sportskog turizma pruZaju razlicite vrste sport-
sko-turistickih doZzivljaja (npr. doZzivljaj aktiv-
nog sporta, dozivljaj sportskog dogadanja,
dozivljaj nostalgije). Jednako se moze tvrditi

mostly passive and their connection with the
event is more likely one of absorption than
of immersion. Educational experiences (E2)
tend to involve more active participation, but
participants are still more outside the event
than immersed in the action. Escapist experi-
ences (E3) can teach or amuse just as well as
educational or entertainment events but they
involve greater participant immersion. Final-
ly, aesthetic experiences (E4) tend to mini-
mize active participation and although par-
ticipants are immersed in the activity or the
environment, but they themselves have little
or no impact on it. Alternatively, Schmitt
(1999) distinguished five different types of
experiences which refer to sensory experi-
ences (sense), affective experiences (feel),
creative cognitive experiences (think), phys-
ical experiences, behaviours and lifestyles
(act) and social-identity experiences linked
to a reference group or culture (relate). Getz
(2007) classifies experiences based on their
intensity, into basic, memorable, and trans-
forming experiences which can change peo-
ple’s existing values and attitudes. Quan and
Wang (2004) offer a conceptual overview
linked to tourism, suggesting a two-dimen-
sional tourist experience framework, with the
first dimension addressing the “peak tourist
experience” (representing the attractions that
constitute the major motivations to tourism)
and the second, the “supporting consumer
experience” (representing the basic consum-
er needs on the journey). Bringing the above
observed perspectives together, Sheng and
Chen (2013) suggest that tourists’ experi-
ences could vary between the expectations
of easiness and fun, cultural entertainment,
personal identification, historical reminis-
cences, and escapism. The above mentioned
frameworks could easily be applied to sport
tourism, either in full or partly.

As far as sport tourism experiences are
concerned, it could be said that different sec-
tors of sport tourism provide different types
of sport tourism experiences (e.g. active
sport experience, sporting event experience,
nostalgia experience). The same could also
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za razlicite sportske aktivnosti (npr. dozivljaji
ronjenja ili voznje biciklom) ili grupe aktiv-
nosti (npr. dozivljaji zimskog sporta). Brojne
studije bavile su se dimenzijama sportsko-tu-
ristickog dozivljaja. Na primjer, Hallmann et
al. (2012) otkrivaju Cetiri dimenzije dozivljaja
zimskog sporta: sigurnost, udobnost, hedoni-
zam i opu$tanje. Klaus i Maklan (2011) do-
takli su se hedonistickog uZivanja, osobnog
napredovanja, nadrealnog osjecaja, drustvene
interakcije i djelotvornosti kao klju¢nih di-
menzija korisnickog dozivljaja sportskog tu-
rizma u kontekstu ekstremnog sporta. Osim
toga, sportska dogadanja kao vrsta dozivljaja u
sredistu su aktivnih i pasivnih sportskih turi-
sta, pa su Kaplanidou i Vogt (2010) ustanovili
da aktivni sportski turisti pripisuju znacenja
povezana s organizacijskim, ekoloSkim, fizi¢-
kim, drustvenim i emocionalnim aspektima
dozivljaja sportskog dogadanja. Kao $to je vec
navedeno, mogu se iznijeti i druge klasifikaci-
je sportsko-turistickih doZivljaja, posebice ako
se vrsta sportske aktivnosti primjenjuje kao
kriterij podjele. Na taj se nacin popis razliCitih
vrsta sportsko-turistickih dozivljaja moZze be-
skona¢no prosirivati. Medutim, dodatni pre-
gled tih koncepata ne uklapa se niti prostorno
niti u opseg razmatranja ovog rada.

Uzimaju¢i u obzir iznesenu definiciju
(UNWTO, 2010), pojam ,,sportski turizam” u
ovom radu podrazumijeva sve sportske aktiv-
nosti i dogadanja, ukljucujuci putovanja i dnev-
ne posjete. Takav Siri, sveobuhvatniji pristup,
umjesto iskljucivog, prihvatljiv je u skladu s
Britanskom turistickom zajednicom (engl. Bri-
tish Tourist Authority) (1981) te Standevenom
i Tomlinsonom (1994). Pojam se takoder od-
nosi na pojmove koje autori definiraju, kao $to
je ,.sportski turizam” (Redmond, 1991; Weed
i Bull, 2009), ,turizam u sportu” i ,turizam
povezan sa sportom” (Jackson i Glyptis, 1992).

3. SITUACIJSKA ANALIZA

Kako bi poticale svoj gospodarski ra-
zvitak, zemlje Cija se gospodarstva oslanjaju
na turisticke aktivnosti trebale bi razmotriti

be said for different sporting activities (e.g.
diving or cycling experiences) or a group of
activities (e.g. winter sport experience). Nu-
merous studies have covered the dimensions
of sport tourism experiences. For instance,
Hallmann et al. (2012) found four dimen-
sions of the winter sport experience: safety,
comfort, hedonism and relaxation. Klaus and
Maklan (2011) addressed hedonic enjoyment,
personal progression, surreal feeling, social
interaction and efficiency as key dimensions
of sport tourism customer experience in the
context of extreme sport. Moreover, event
experiences are also central to both active
and passive sport tourists, and Kaplanidou
and Vogt (2010) found active sport tourists
attribute meanings related to organisational,
environmental, physical, social and emotion-
al aspects of the sport event experience. As
already stated, other classifications of sport
tourism experiences could also be defined,
especially if the type of sporting activity is
applied as the criterion for division. In this
way, the list of different types of sport tour-
ism experiences could be expanded endless-
ly. An additional overview of those concepts,
however, does not fit the space and scope
considerations of this paper.

Taking into account the given definition
(UNWTO, 2010), the term “sport tourism”
in this paper implies all sport activities and
events, including trips and day visits. Such a
wider, more inclusive rather than exclusive,
approach is acceptable according to the Brit-
ish Tourist Authority (1981) and Standeven
and Tomlinson (1994). The term also refers
to terms defined by authors, such as “sports
tourism” (Redmond, 1991; Weed and Bull,
2009), “sports-tourism” and ‘“‘sport-related
tourism” (Jackson and Glyptis, 1992).

3. SITUATIONAL ANALYSIS

To foster their economic development,
countries whose economies rely on tourism
activities should consider planning and mon-
itoring the activities of tourism and its spe-
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planiranje i nadziranje aktivnosti turizma i
njegovih posebnih oblika. Hrvatska je dobar
primjer zemlje koja ovisi o turizmu: njezini
su prihodi od turizma u 2014. godini iznosili
7.4 milijardi eura, §to je Cinilo 17,2% BDP-a
(Ministarstvo turizma, 2015). Primorsko-go-
ranska Zupanija jedna je od najrazvijenijih Zu-
panija u Hrvatskoj, ¢ija no¢enja u 2014. godini
¢ine 18,4% ukupnog broja od 66,5 milijuna
nocenja te 18,2% od ukupnih 71,6 milijuna
nocenja u 2015. godini (Ministarstvo turizma,
2016). Medutim, nisu sve podregije Primor-
sko-goranske Zupanije jednako razvijene.

Gorski kotar nije samo manje razvijena
turisticka destinacija u Primorsko-goranskoj
Zupaniji ve€ je i medu gospodarski najnera-
zvijenijim regijama Hrvatske. To je planin-
sko ruralno podrucje s 23 011 stanovnika na
podrucju od 1 275,05 km? (35,46% kopnene
povrsine Zupanije). SmjeSten na najuzem di-
jelu planine Dinare, izmedu panonskog dijela
1 Jadranskog mora, Gorski kotar je s vreme-
nom postao jedno od najzasti¢enijih podruc-
jau Hrvatskoj (tamo je smjeSten i Nacionalni
park Risnjak) te jedna od najvaznijih europ-
skih geostrateskih ruta koja povezuje sredis-
nju Europu s Jadranskim morem. Smjesten je
u blizini triju ve¢ih gradova, Rijeke, Zagreba
i Karlovca, ali je cijelo podrucje pogodeno
depopulacijom. S prosje¢cnom nadmorskom
visinom od 700 — 900 metara, klima je ti-
pi¢na planinska sa svjeZim ljetima i hladnim
zimama. Vazna infrastruktura presijeca to
podrucje: autoceste, Zeljeznica, strujni dale-
kovodi, naftovod, akumulacijska jezera itd.
Najvrjedniji prirodni resurs Gorskog kotara
njegove su prostrane Sume i obilje vode, oso-
bito podzemne.

Podru¢je Gorskog kotara administra-
tivno obuhvaca tri grada (Delnice, Cabar
i Vrbovsko) te Sest oplina (Brod Moravi-
ce, FuZine, Lokve, Mrkopalj, Ravna Gora i
Skrad). U tom podrucju postoje mnogi sport-
ski sadrZaji, veCinom za sport na otvorenom
i rekreacijske aktivnosti. Najvazniji sportski
sadrzaji su Visenamjenska dvorana i klizali-
$te u Delnicama, staze za skijanje i sanjkanje

cific forms. Croatia is a good example of a
tourism-dependent country: in 2014 its tour-
ism revenue amounted to 7.4 billion euro,
accounting for 17.2% of GDP (Ministry of
Tourism, 2015). The Primorje-Gorski kotar
County is one of the most developed counties
in Croatia, accounting for 18.4% of the total
of 66.5 million overnights in 2014 and 18.2%
of the total 71.6 million overnights in 2015
(Ministry of Tourism, 2016).

However, not all sub regions within the
Primorje-Gorski kotar County are equal-
ly developed. Gorski kotar is not only a
less-developed tourist destination within the
Primorje-Gorski kotar County but it is also
among the least economically developed re-
gions in Croatia. It is a mountain rural area
comprising 23,011 inhabitants on the territo-
ry of 1,275.05 km? (35.46% of the County’s
land area). Located at the narrowest part of
the Dinara mountain, between the Panno-
nian part and the Adriatic Sea, Gorski kotar
with the Risnjak National Park has become
over time one of the most protected areas in
Croatia as well as one of Europe’s most im-
portant geo-strategic routes linking Central
Europe with the Adriatic Sea. It is located
near three major towns, Rijeka, Zagreb and
Karlovac, but the area as a whole is suffer-
ing from depopulation. With an average alti-
tude 700-900 meters, the climate is typically
mountainous with fresh summers and cold
winters. Important infrastructure is located
in this area — highways, railways, electrici-
ty power lines, oil pipelines, dam lakes etc.
The most valuable natural resources of Gor-
ski kotar are its vast forests and water abun-
dance, especially groundwater.

The area of Gorski kotar administra-
tively includes three towns (Delnice, Cabar,
and Vrbovsko) and six municipalities (Brod
Moravice, FuZzine, Lokve, Mrkopalj, Ravna
Gora, and Skrad). There are many sports
facilities in the area, mainly for outdoor
sports and recreational activities. The most
important sports facilities are the multifunc-
tional sports hall and a skating ring in Del-
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Celimbasa (Mrkopalj), Petehovac (Delnice) i
Rudnik (Cabar, nije u funkciji), skijaski cen-
tar Begovo Razdolje sa skijaskim spustom
Klobucarev vrh te nordijski i biatlon centar
Vrbovska poljana (Mrkopalj), nordijski i
biatlon centar Zagmajna (Mrkopalj), sport-
ska dvorana i bazen (Delnice), te Regionalni
sportsko-turisticki centar Platak. Takoder
postoji nekoliko nogometnih terena, zatvore-
nih objekata (ve¢inom Skolskih dvorana) koji
su prikladni za nogomet, koSarku, odbojku i
sl. na zatvorenom, te nekoliko kuglana i te-
niskih terena. Mnoge se aktivnosti odvijaju
u prirodi, medu njima je sportski ribolov na
rijekama 1 jezerima, paragliding, trekking,
trail, orijentacijsko tr¢anje itd.

Kad je rije¢ o turizmu, svaki grad i op-
¢ina ima svoju turisticku zajednicu zaduze-
nu za organiziranje turistickih dogadanja i
promicanje destinacije. Medutim, turisticki
rezultati nisu zadovoljavajuci. Gorski kotar
je u 2015. godini ostvario samo 1% udjela
(1616 lezajeva) od ukupnih smjestajnih kapa-
citeta, 1,16% dolazaka (28607) i 0,6% noce-
nja (80754) u Primorsko-goranskoj Zupaniji.
Obiteljski smjeStaj (uglavnom apartmani)
¢ini 41% svih smjestajnih kapaciteta u Gor-
skom kotaru, dok postoje samo tri hotela sa
sveukupno 120 kreveta. Medutim, te brojke
predstavljaju povecanje broja dolazaka i broja
nocenja u usporedbi s prethodnim godinama
(tj. porast od vise od 30% u broju dolazaka
i nocenja u usporedbi s 2010. godinom). Jo§
jedna Cinjenica koja ide u prilog turizmu kao
mogucoj aktivnosti u Gorskom kotaru jest
da, iako samo 4% zaposlenika radi u ugosti-
teljstvu, ta aktivnost ostvaruje 9% ukupnog
prihoda u Gorskom kotaru (FTHM, 2013.).
Uzimajuc¢i u obzir njegove prirodne, kulturne
i sportske resurse i najnovije turisticke rezul-
tate, ¢ini se da Gorski kotar postaje zanimlji-
va turisticka destinacija s rastu¢im brojem
poduzetnickih ideja.

nice, skiing and sledding slopes Celimbasa
(Mrkopalj), Petehovac (Delnice), and Rudnik
(Cabar; not in function), Begovo Razdolje ski
centre with the Klobuc€arev vrh skiing slope
and the nordic and biathlon centre Vrbovs-
ka poljana (Mrkopalj), nordic and biathlon
centre Zagmajna (Mrkopalj), sports hall and
pool (Delnice), and the Platak regional sport
and tourist centre. There are also several
football pitches, indoor facilities (mainly
schools halls) suitable for indoor football,
basketball, volleyball, etc., as well as bowl-
ing alleys and tennis courts. Many activities
take place outdoors such as sport fishing on
rivers and lakes, paragliding, trekking, trail,
orienteering, etc.

Regarding tourism, each town and mu-
nicipality has its own tourist board respon-
sible for organising tourism events and pro-
moting the destination. However, the tourism
results are not satisfactory. In 2015 Gorski
kotar represented a mere 1% share (1,616
beds) of the total accommodation capacity,
1.16% of arrivals (28,607) and 0.6% of over-
nights (80,754) in the Primorje-Gorski ko-
tar County. Family accommodation (mostly
apartments) makes 41% of all accommoda-
tion capacities in Gorski kotar while there
are only three hotels with 120 beds in to-
tal. However, these figures represent an in-
crease in both the number of arrivals and
the number of overnight stays compared to
previous years (i.e. more than 30% increase
in arrivals and overnights, relative to 2010).
Another fact that speaks in favour of tour-
ism as a potential activity in Gorski kotar is
that although only 4% of employees work
in hospitality, this activity generates 9% of
the total revenue in Gorski kotar (FTHM,
2013). Considering its natural, cultural and
sports resources and latest tourism results,
it appears that Gorski kotar is becoming an
interesting tourist destination with a growing
number of entrepreneurial ideas.
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4. TERENSKO ISTRAZIVANJE
Metodologija

Sportska dogadanja i doZivljaji kao orga-
nizirani oblik turisticke ponude te sportske
aktivnosti kao neorganizirani oblik turisti¢-
ke ponude kljucni su i za aktivne i pasivne
sportske turiste. Ponuda sportskog turizma
ocijenjena je 2015. godine na regionalnoj ra-
zini, odnosno na podrucju Gorskoga kotara u
Hrvatskoj, osvréuci se na koli¢inu i obiljeZja
dogadanja i aktivnosti putem ispitivanja na
mreznim stranicama lokalnih turistickih or-
ganizacija i sportskih udruZzenja. Lundmark i
Muller (2010) primijenili su sli¢an pristup u
svojem ispitivanju ponude turistickih aktivno-
sti u Svedskoj koje se odvijaju u prirodi. Taj
je pristup opravdan sve veCom zastupljenoscu
pretrazivanja interneta kada turisti traze in-
formacije i rade rezervacije (Buhalis i Laws,
2001). Analizom su prikupljeni podaci s po-
drucja Gorskog kotara. Osim toga, podrucje
istrazivanja proSireno je kako bi obuhvatilo
Platak, dio Opcine Jelenje u Primorsko-go-
ranskoj Zupaniji, te Bjelolasicu, podrucje koje
okruzuje grad Ogulin koji je dio Karlovacke
Zupanije. Vazno je uzeti u obzir te dvije iznim-
ke pri analiziranju ponude sportskog turizma
u Gorskom kotaru jer na temelju zemljopisnih
i prirodnih obiljezja ta dva podrucja zajedno
s Gorskim kotarom Cine prostornu cjelinu.
Analizirano je deset mreznih stranica lokal-
nih turistickih zajednica (Delnice, Cabar, Vi-
bovsko, Brod Moravice, Fuzine, Lokve, Mr-
kopalj, Ravna Gora, Skrad i Ogulin). Mrezna
stranica Goranskog sportskog centra d.o.o.,
drustva koje upravlja cijelom sportskom in-
frastrukturom na podrucju Platka, takoder je
upotrijebljena kao izvor informacija. U trenut-
ku provodenja istrazivanja u Gorskom kotaru
je postojao 101 sportski klub i udruZenje, ali
medu njima je samo jedna trecina imala ak-
tivnu mreznu stranicu koja se mogla posjetiti.
Istrazivanje je provedeno u razdoblju od lipnja
2015. do sijecnja 2016.

Buducdi da su mreZni portali regionalnih
i lokalnih turistickih organizacija te sport-

4. FIELD RESEARCH
Methodology

Event sport tourism and experiences as
an organized form of tourist supply and sport
activities as a non-organized form of tourist
supply are central to both active and passive
sport tourists. Sport tourism supply in 2015
was assessed on a regional level, i.e. in the
area of Gorski kotar in Croatia, by address-
ing the quantity and characteristics of events
and activities through a survey of the web
sites of local tourism organisations and sports
associations. Lundmark and Muller (2010)
implemented a similar approach in their sur-
vey of the supply of nature-based tourism
activities in Sweden. A justification for this
approach is the growing importance of the
Internet in the tourist’s search for informa-
tion and bookings (Buhalis and Laws, 2001).
The analysis includes the data from the area
of Gorski kotar. In addition, the research area
was expanded to include Platak, a part of the
Municipality of Jelenje in the Primorje-Gor-
ski kotar County, and Bjelolasica, an area sur-
rounding the town of Ogulin that belongs to
the Karlovac County. These two exceptions
are important to take into consideration when
analysing sport tourism supply in Gorski ko-
tar because, according to geographical and
natural features, these two areas constitute a
spatial entity together with Gorski kotar. The
web sites of ten local tourist boards (Delnice,
Cabar, Vrbovsko, Brod Moravice, FuZine,
Lokve, Mrkopalj, Ravna gora, Skrad and
Ogulin) were analysed. For the Platak area,
the web site of Goranski sportski centar ltd.
(the company that manages the entire sporting
infrastructure of the Platak area) was used as
the source of information. Out of 101 sports
clubs and associations registered in Gorski
kotar at the time of research only one third
had active web sites that could be reached.
This survey was conducted during the period
of June 2015 to January 2016.

Since web portals of regional and local
tourism organisations and sports clubs and
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skih klubova i udruZzenja sadrzavali samo
odredeni dio ukupne ponude sportskog
turizma u Gorskom kotaru te ne bi pred-
stavljali stvarno stanje ponude, bile su po-
trebne dodatne radnje. Stoga su tijekom tog
razdoblja organizirani posjeti u svih deset
lokalnih turistickih zajednica i u Goranski
sportski centar d.o.0., a u rujnu 2015. godi-
ne odrzana je i istrazivacka radionica s 30
klju¢nih turistickih dionika (predstavnika
lokalnih vlasti, turisti¢kih zajednica i pru-
Zatelja usluga u privatnom sektoru). Svrha
posjeta i radionice bila je prikupiti neke
dodatne informacije o znacajkama ponude,
kao $to je broj aktivnih sudionika i gleda-
telja, vrsta organizatora/pruzatelja usluga,
postojanje dodatnih usluga itd. Od dionika
je tijekom radionice takoder zatrazeno da
iznesu svoje misljenje o tome koja sportska
aktivnost ima najveCi potencijal za buduéi
razvoj u tom podrucju.

Utvrdena sportska dogadanja i aktivnosti

u ovom radu analizirane su u kontekstu:

a) razli¢itih vrsta sportskog turizma i

b) razlicitih dozivljaja za koja se pretposta-
vlja da su ih turisti ocekivali.

Tako se sportski turizam moze klasifici-
rati na razlicite nacine (Glyptis, 1982; Bar-
toluci, 1995, 2003; Gammon i Robinson,
1997; Gibson, 1998; Harrison-Hill i Chalip,
2005), okvir koji ¢e se u ovom radu upo-
trebljavati jest onaj autora Weeda i Bulla
(2009). Njihova je klasifikacija utvrdena na-
jukljucivijom (vidi Peri¢, 2015), razlikujuéi
pet vrsta sportskog turizma: dodatni sport-
ski turizam, turizam sudjelovanja u sportu,
turizam sportskog treniranja, turizam sport-
skih dogadanja i luksuzni sportski turizam.
Drugi okvir koji je u ovom radu upotrije-
bljen za analizu ponude sportskog turizma
jest onaj koji se odnosi na Cetiri podrucja
doZivljaja autora Pinea i Gilmorea (1998)
(zabavni, edukativni, eskapisticki i estetski
dozivljaji). Utvrdeno je da je taj okvir pri-
mjenjiv na sportski turizam (npr. Hallmann
et al. 2012; Mykletun i Rumba, 2014; Peric,
2010; Peri¢ i Wise, 2015).

associations contained only fractions of the
total sport tourism supply in Gorski kotar
and hence would not represent a real state of
the supply, additional activities were needed.
Therefore, visits to all ten local tourist boards
and Goranski sportski centar ltd. were also
organized in that period, as well as a research
workshop with 30 key tourism stakeholders
(representatives of local authorities, tourist
boards and private sector providers) in Sep-
tember 2015. The purpose of the visits and
the workshop was to gather some additional
information on the characteristics of the sup-
ply, such as the number of active participants
and spectators, the type of organizers/provid-
ers, the existence of additional services, etc.
During the workshop, the stakeholders were
also asked to share their opinions about which
sport activity had the highest potential for fu-
ture development in the area.

The identified sport events and activities
in this paper were analysed within the con-
text of:

a) different types of sport tourism, and

b) different experiences that are presumed
to have been expected by the tourists.

Although sport tourism can be classified
in different ways (Glyptis, 1982; Bartoluci,
1995; 2003; Gammon and Robinson, 1997,
Gibson, 1998; Harrison-Hill and Chalip,
2005), the framework that will be used
in this paper is the one by Weed and Bull
(2009). Their classification is found to be the
most inclusive (see Peri¢, 2015), distinguish-
ing between five types of sport tourism: sup-
plementary sports tourism, sports participa-
tion tourism, sports training tourism, event
sports tourism, and luxury sports tourism.
The second framework for the analysis of
the sport tourism supply that was used in this
paper is the one that refers to Pine and Gilm-
ore’s (1998) four realms of experience (enter-
tainment, educational, escapist and aesthetic
experiences). This framework is found to be
applicable to sport tourism (e.g. Hallmann et
al., 2012; Mykletun and Rumba, 2014; Peric,
2010; Peri¢ and Wise, 2015).
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Osim te dvije klasifikacije, ponuda sport-
skog turizma analizirana je i s pomocu nekih
drugih kriterija, kao §to su sezonalnost i vrsta
organizatora te nekih organizacijskih pita-
nja, kao $to su postojanje troskova kotizacije
i pratee usluge. Kad je rije¢ o sezonalnom
karakteru, pojam ,,ljeto”” odnosi se na mjesece
od ozujka do rujna, dok ,,zima” podrazumi-
jeva ostale mjesece. Ako se neko dogadanje/
aktivnost odrzava tijekom viSe od 6 mjeseci
godisnje, tada se treba smatrati dogadanjem/
aktivnoScu koja traje Citavu godinu.

Rezultati i analiza

Analizom je pokazano da u Gorskom
kotaru postoje 83 razlicita sportska dogada-
nja svrstana u 29 sportskih aktivnosti, medu
kojima su najvise zastupljene rekreativne ak-
tivnosti i aktivnosti koje se odvijaju u prirodi
na otvorenom. Tijekom istraZivanja otkrive-
no je 12 drugih sportskih aktivnosti koje se
provode u Gorskom kotaru, ali nemaju oblik
organiziran u skladu s ponudom sportskog
turizma, odnosno dogadanja.

Vecina od 83 dogadanja (55) temelji se
na sedam najpopularnijih aktivnosti: brdski

In addition to these two classifications,
the sport tourism supply was also analysed
according to some other criteria like season-
ality and type of organizers, and some or-
ganizational issues such as the existence of
registration fee and supporting services. As
for the seasonal character, the term “sum-
mer” refers to the months from March to
September, while “winter” relates to the oth-
er months. If some event/activity is held for
over 6 months a year, then it is to be consid-
ered a yearlong event/activity.

Results and analysis

The analysis has shown that there are 83
different sport events in Gorski kotar, grouped
into 29 sport activities, the most of which
are outdoors recreational and nature-based.
During the research, 12 other sport activities
were discovered that are practised in Gorski
kotar but without an organized form of sport
tourism supply, i.e. event.

The majority of the 83 events (55) are
based on seven most popular activities:
mountain biking (16 events), sport fishing
(14), sledding (10), hiking (5), cross/running

Slika 1: Uéestalost sportskih dogadanja prema vrstama aktivnosti | Figure 1: Sport
events frequency according to activities
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biciklizam (16 dogadanja), sportski ribolov
(14), sanjkanje (10), planinarsko pjeSacenje
(5), kros-tr¢anje (4), trail tréanje (3) i skijanje
(3) (Slika 1). Ostalih 28 dogadanja kategori-
zirano je u 22 druge sportske aktivnosti.

Ta dogadanja obuhvacaju otprilike
11 000 aktivnih i 9 000 pasivnih sudionika.
Aktivnosti, medutim, obuhvacaju samo ak-
tivne sudionike (otprilike 41 000). Razlog
tomu jest ¢injenica da potonje pojedinacne
sportaSe ili skupine okuplja na neorganizira-
ni na¢in. Od 41 sportske aktivnosti u Gor-
skom kotaru, deset je cjelogodiSnje prirode,
24 se odvija tijekom ljeta i sedam tijekom
zime (Slika 2). Vecina dogadanja (57) odvi-
ja se tijekom ljeta, dok se jedna trecina (26)
zbiva tijekom zime. Nijedno dogadanje se ne
odvija tijekom cijele godine jer je veina do-
gadanja jednodnevna.

(4), trail running (3) and skiing (3) (Figure 1).
The rest of the 28 events are categorized into
22 other sport activities.

These events involve around 11,000 ac-
tive and 9,000 passive participants. Activ-
ities, however, involve only active partici-
pants (approximately 41,000). The reason for
this is the fact that the latter brings together
individual athletes or groups in a non-or-
ganized manner. Out of 41 sport activities
in Gorski kotar, 10 are year-round, 24 take
place during summer and 7, during winter
(Figure 2). Most events (57) take place in
summer, while only one-third (26) happen
in winter. Not one event takes place during
the whole year and the majority of them are
one-day-based.

Slika 2: Sezonalnost sportskih dogadanja i aktivnosti | Figure 2: Seasonality of sport
events and activities
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Svaka je od 11 odabranih lokacija mje-
sto odrzavanja barem dvaju dogadanja (Sli-
ka 3). Vecina ponude sportskog turizma u
Gorskom kotaru koncentrirana je u Delni-
cama gdje se godisnje odrzava 18 dogada-
nja. Najmanji broj dogadanja odvija se u
Mrkoplju (2).

Each of 11 chosen destinations is a venue
for at least two events (Figure 3). The most
of the sport tourism supply in Gorski kotar
is concentrated in Delnice where 18 events
are held per year. The least number of events
take place in Mrkopalj (2).
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Slika 3: Ucestalost sportskih dogadanja u Gorskom kotaru |/ Figure 3: Frequency of
sport events in Gorski kotar

Cijeli aspekt ponude sportskog trzista Gor-
skoga kotara — sportska dogadanja i aktivnosti
— moZe se svrstati u tri kategorije sportskog
turizma po definiciji autora Weeda i Bulla
(2009). Buduc¢i da u ovoj fazi istrazivanja nije
ispitana motivacija sudionika za sudjelovanje
u sportskim dogadanjima i aktivnostima, nije
bilo moguce razluciti je li njihovo sudjelova-
nje bilo unaprijed planirano (primarni motiv)
ili spontano (sekundarni motiv). Stoga, uz
premisu da je svo sudjelovanje bilo namjerno,
nije bilo dogadanja ili aktivnosti koja je ka-
tegorizirana kao ,,dodatni sportski turizam”.
Posljedicno, sva 83 dogadanja oCito pripadaju
skupini ,,sportski turizam dogadanja”. Medu-
tim, s obzirom na Cinjenicu da jedno dogada-
nje (Dje¢ji ljetni nogometni kamp u Ravnoj
Gori) okuplja aktivne sudionike koji Zele po-
boljSati svoje sportske vjestine, to je dogada-
nje kategorizirano kao ,,sportsko treniranje”.

The entire supply side of the Gorski kotar
sport market — sport events and activities —
can be grouped into the three categories of
sports tourism as defined by Weed and Bull
(2009). Since the participants’ motivation for
taking part in sport events and activities was
not examined in this phase of the research,
it was not possible to discern whether their
participation was pre-planned (primary mo-
tive) or spontaneous (secondary motive).
Therefore, with a premise that all partic-
ipation was intentional, there was no event
or activity categorised as “supplementary
sports tourism”. Consequently, all 83 events
obviously belong to the group “event sports
tourism”. However, given the fact that one
event (Children’s Summer Football Camp
in Ravna gora) attracts active participants
who seek to improve their sporting skills
this event is categorised as “sports training”.
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Nadalje, sve aktivnosti — aktivnosti povezane
s dogadanjima, ali i one pri kojima nema do-
gadanja — pripadaju vrsti ,,turizma sportskog
sudjelovanja”. Razlog nepostojanja ,,luksu-
znog sportskog turizma” u Gorskom kotaru
mogao bi se objasniti nedostatkom sportskih
sadrzaja i popratnih usluga visoke kvalitete,
kao Sto su luksuzni smjeStaj, restorani, trgo-
vacki centri itd.

Organizatori, odnosno pruZzatelji usluga
na tim dogadanjima su iz javnog ili privatnog
sektora, sportskih udruZenja ili klubova, ili
je rije€ o kombinaciji najmanje dvaju navede-
nih sektora. Javni sektor obuhvaca turisticke
zajednice, gradove i opCine, dok se privatni
sektor odnosi na poduzeéa. U vecini slucaje-
va (ukupno 50, $to Cini 60 %), sportska udru-
Zenja 1 klubovi jedini su organizatori doga-
danja u Gorskom kotaru (Tablica 1).

Furthermore, all activities — the ones relat-
ed to events and the ones unrelated to them
— belong to the “sports participation tour-
ism” type. The reason for the nonexistence
of “luxury sport tourism” in Gorski kotar
could be explained by the lack of high-qual-
ity sport facilities and the accompanying
amenities such as luxurious accommodation,
restaurants, shopping malls, etc.

The organizers, i.e. providers of these
events, come from the public or private sec-
tor, sports associations and clubs, or a com-
bination of at least two of them. The public
sector includes tourist boards, cities and mu-
nicipalities, while the private sector refers
to enterprises. In most cases (50 in total or
60%), sports associations and clubs are the
only organizers of events in Gorski kotar
(Table 1).

Tablica 1: Organizatori sportskih dogadanja

Javni Privatni Ostali (sportski Zajednicka
sektor sektor savezi, klubovi) organizacija
Broj sportskih dogadaja 2 3 50 28

Table 1: Sport events providers

Public . Others (sports . .
Private sector .. Joint organization
sector associations, clubs)
Number of events 2 3 50 28

Sportska dogadanja i aktivnosti u Gor-
skom kotaru te aktivni i pasivni sudionici
na tim dogadanjima i aktivnostima mogu se
uklopiti u Cetiri podrucja autora Pinea i Gil-
moura (1998) (Slika 4). Kad je rije¢ o aktiv-
nim sudionicima, sva su dogadanja dio eska-
pistickog podrucja. S druge strane, kad je rije¢
o pasivnim sudionicima, odnosno gledatelji-
ma, sva su dogadanja dio zabavnog podrucja.
Jedina je iznimka Ljetni nogometni kamp koji
je prethodno spomenut, koji je zaista eduka-
tivno dogadanje te okuplja samo 120 aktivnih
sudionika. Ostala su 82 dogadanja s gotovo
11 000 aktivnih sudionika stoga eskapistic-

Sport events and activities in Gorski
kotar, as well as active and passive partici-
pation in these events and activities, can be
integrated within the four realms of Pine
and Gilmour (1998) (Figure 4). When active
participants are concerned, all events belong
to the escapist realm. On the other hand, for
passive participants, i.e. spectators, all events
belong to the entertainment realm. The only
exemption is the Summer Football Camp
which is actually an educational event and in-
volves 120 active participants only. The oth-
er 82 events with almost 11,000 active partic-
ipants are therefore escapist-based. The most
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ki obiljezena. Najpopularnija su dogadanja
Novogodi$nje planinarenje (1000 sudionika),
Croatia Open 2015 u orijentacijskom tréanju
(535) i Festival sportske rekreacije (500). Dio
eskapisticke kategorije takoder je 41 sport-
ska aktivnost. Broj aktivnih sudionika u tim
sportskim aktivnostima premasuje 41 000,
medu kojima je njih 27 000 privuceno dvje-
ma aktivnostima: skijanje na Platku (15 000)
i planinarsko pjeSacenje (12 000). U skladu s
tim, svi pasivni sudionici u 82 dogadanja —
8 675 njih — dio su ,,zabavne” skupine. Manje
od jedne ¢etvrtine navedene skupine sudjeluje
u tim dogadanjima tijekom zimskog razdoblja.
Jos je jedna zanimljiva Cinjenica da samo je-
dan dogadaj, Medunarodna brdska auto utrka
u Cabru, privuce otprilike 4000 sudionika.
Kada se izuzme to zasebno dogadanje i broj
njegovih gledatelja, prosjecan broj posjeta po
dogadanju (105) znatno opada (do 58). Manja
je vjerojatnost postojanja estetskih doZivljaja,
koji su po definiciji pasivni, u Gorskom kota-
ru kao regiji koja nema renomiranih sportskih
sadrZaja ni vecih sportskih dogadanja.

popular events are New Year’s Hiking (1,000
participants), Croatia Open 2015 in orien-
teering (535) and Recreation Sports Festival
(500). The 41 sport activities also belong to
the escapist category. The number of active
participants in these sport activities exceeds
41,000, out of which 27,000 are attracted
by two activities: skiing on Platak (15,000)
and hiking (12,000). Accordingly, all passive
participants of the 82 events — 8,675 of them
— belong to the “entertainment” group. Less
than one quarter of this group participates in
these events during the winter time. Another
interesting fact is that only one event, the In-
ternational Mountain Car Race in Cabar, at-
tracts around 4,000 participants. When this
single event and the number of its spectators
are excluded, the average number of visits
per event (105) drops significantly (down to
58). Aesthetic experiences, which are passive
by definition, are less likely to exist in Gorski
kotar as the region has no renowned sporting
facilities or major sport events.

Slika 4: Sustav doZivljaja | Figure 4: System of experiences
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S obzirom na kotizaciju, pruzatelji uslu-
ga na 61 sportskom dogadanju u Gorskom
kotaru naplacuju ulaznu naknadu za sudjelo-
vanje, dok je sudjelovanje besplatno u ostala
22 dogadanja. U vecini sportskih aktivnosti
u Gorskom kotaru sudjelovanje je takoder
besplatno, osim u nekim dijelovima, kao $to
je Nacionalni park Risnjak. Dodatne usluge
pruzaju se u okviru ve¢ine dogadanja i aktiv-
nosti, ali se ve¢inom odnose na usluge cate-
ringa (hrane i pic¢a). Te usluge ve¢inom pru-
Zaju treCe strane (mala privatna poduzeca) u
dogovoru s organizatorima dogadanja. Samo
je nekoliko dogadanja na kojima je moguca
kupnja sportske opreme i drugih proizvoda.
Ukljucenost velikih korporativnih sponzora
vise je iznimka negoli pravilo, iako doga-
danja obi¢no dobiju odredenu medijsku po-
zornost (prvenstveno od mreznih medija te
lokalnih radijskih postaja i novina).

Analizom miSljenja dionika prikupljenih
na organiziranoj lokalnoj radionici pokazalo
se da su najperspektivnije sportske aktiv-
nosti u Gorskom kotaru: brdski biciklizam,
planinarsko pjeSacenje, sportski ribolov, ski-
jaSko tr¢anje, sanjkanje i tr€anje u prirodi.
Brdski biciklizam uvjerljivo je istaknut kao
najizglednija aktivnost; prvo mu je mjesto
dodijelilo viSe od polovice sudionika radio-
nice (55%). Skijasko tranje i sanjkanje ima-
ju prednost pred skijanjem zbog manje po-
trebne organizacije i financijskih zahtjeva za
pripremanje dogadanja. Zbog nepredvidivog
trajanja skijaske sezone, koja uvelike ovisi
o vremenskim uvjetima (snjezne padaline i
temperatura), Cak je i postojeca skijaska in-
frastruktura jedva financijski odrZiva.

5. PREPORUKE ZA PRUZATELJE
USLUGA

Rezultati ukazuju na to da razliCite vrste
sportskog turizma i razliciti dozivljaji nisu
jednako zastupljeni. Sva dogadanja predstav-
ljaju ,,sportski turizam dogadanja”, odnosno
aktivnosti predstavljaju ,turizam sportskog
sudjelovanja”. Tako je Gorski kotar domacin

Regarding registration fee, the providers
of 61 sport events in Gorski kotar charge ad-
mission fee for participation, while admission
is free of charge in the other 22 events. Par-
ticipation in most sport activities in Gorski
kotar is free of charge as well, except in some
areas like the Risnjak National Park. Addi-
tional services are offered in the majority of
sport events and activities, but are mainly as-
sociated with the catering services (food and
beverage). These services are usually provid-
ed by third parties (small private companies)
in agreement with the event organisers. There
are only a few events in which sport equip-
ment and other merchandise are available for
purchase. The involvement of major corporate
sponsors is more an exemption than a rule,
although events usually receive some media
attention (primarily from online media and
local radio and newspapers).

An analysis of stakeholders’ opinions
gathered at the local workshops organized
showed that the most promising sport activ-
ities in Gorski kotar are: mountain biking,
hiking, sport fishing, cross-country skiing,
sledding and trail running. Mountain biking
was convincingly highlighted as the most
promising; it was ranked first by more than
half (55%) of the workshop participants.
Cross-country skiing and sledding have an
advantage over skiing because of the much
smaller organizational and financial require-
ments for the preparation of events. Due to
the unpredictable length of the ski season,
which largely depends on weather conditions
(snowfall and temperature), even the existing
ski infrastructure is barely financially viable.

S. RECOMMENDATIONS FOR
PROVIDERS

The findings suggest that different types
of sport tourism and different experiences are
not equally represented. All events and ac-
tivities represent “event sports tourism” and
“sports participation tourism”, respectively.
Although Gorski kotar hosts training camps
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trening kampova za nekoliko sportskih klu-

bova i udruZzenja, ta je vrsta sportskog turiz-

ma manje razvijena, osobito kad se kampovi

organiziraju za Siru publiku. Kad je rije¢ o

turistickim dozivljajima, aktivni sudionici

sportskih dogadanja dio su eskapistickog
podrucja, a pasivni su sudionici dio zabav-
nog podrucja. Ponovno je jedina iznimka
trening kamp koji je dio edukativnog pod-
rucja. S obzirom na to da ne postoje odgo-
varajuci sportski objekti ni popratne usluge,
luksuzni sportski turizam i estetski dozivljaji

(koji se temelje na sli¢nim preduvjetima) ne

postoje u Gorskom kotaru. Mnoga su medu

organiziranim dogadanjima lokalnog karak-
tera, organiziraju ih lokalni sportski klubovi

i udruZenja u suradnji s lokalnim vlastima

1 turistickim zajednicama. Medutim, anali-

zom broja dogadanja po pojedinacnim spor-

tovima i po miSljenjima dionika dolazi se
do zakljucka da brdski biciklizam, sportski
ribolov, skijako trCanje, sanjkanje i trail tr-
¢anje imaju najveci razvojni potencijal.

Kako bi postali konkurentniji i privukli
viSe sudionika, pruZatelji usluga na dogada-
njima trebali bi:

- osmisliti nova dogadanja u okviru sport-
skih aktivnosti koje su dokazano najper-
spektivnije;

- povecati broj dogadanja na otvorenom
koja okupljaju veliki broj sudionika (kao
§to su automobilske utrke ili festivali
rekreacijskog sporta), istodobno osigura-
vajuci provedbu mjera zastite okoliSa;

- razviti viSe edukativnih dogadanja i tre-
ning kampova, osobito za mladeZ;

- suradivati s drugim dionicima (i priva-
tnim i javnim, ukljuCujuéi sponzore i
medije) u destinaciji kako bi se dobile
nove ideje, renovirala postojeca i razvila
nova sportska infrastruktura, zajednicki
organizirala dogadanja, pruZile dodatne
usluge na dogadanju, kao S$to su hrana i
pice, smjestaj i proizvodi povezani s do-
gadanjem, osiguralo bolje Sirenje infor-
macija o dogadanju itd.

for several sports clubs and associations, this
type of sport tourism is less developed, espe-
cially when the camps are organised for the
broader public. Regarding tourist experienc-
es, active sport event participants belong to
the escapist realm and passive participants,
to the entertainment realm. Once again, the
only exemption is a training camp belong-
ing to the educational realm. Since there are
no appropriate sporting facilities and atten-
dant services, luxurious sport tourism and
aesthetic experiences (which are based on
similar preconditions) do not exist in Gorski
kotar. Many of the analysed events are of lo-
cal character, organised by local sports clubs
and associations in cooperation with local
authorities and tourist boards. However, the
analysis of the number of events by individ-
ual sports and by stakeholders’ opinions in-
dicates that mountain biking, hiking, sport
fishing, cross-country skiing, sledding and
trail running have the highest developmental
potential.

To become more competitive and attract
more participants, event providers should:

- develop new events in the sport activities
that were shown to be the most promi-
sing;

- increase the number of outdoor events
that gather large numbers of participants
(such as car races or recreational sport fe-
stivals), while ensuring that environmen-
tal protection measures are implemented;

- develop more educational events and trai-
ning camps, especially for youngsters;

- cooperate with other stakeholders (both
private and public, including sponsors
and media) in the destination to get new
ideas, renovate existing and develop new
sport infrastructure, organise events
jointly, provide additional event services
like food and beverage, accommodation
and event merchandise, ensure better dis-
semination of event information, etc.

Since no one-size-fits-all solution ex-
ists, most providers will use a combination
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Kako ne postoji jedinstveno rjeSenje, ve-
¢ina pruZatelja usluga koristit ¢e se odrede-
nom kombinacijom predloZenih preporuka
kako bi uspostavili poslovni model koji ¢e
odgovarati njihovim strategijama. Medutim,
kad se primjene na niz pruzatelja usluga (po-
sebice sportske klubove i udruzenja te turi-
sticke zajednice koji prevladavaju u toj vrsti
ponude), te bi jednostavne preporuke mogle
imati rastu¢i uCinak na prepoznatljivost i
konkurentnost destinacije u cjelini.

6. ZAKLJUCAK

Rezultati provedenog istrazivanja pruzaju
uvid u ponudu sportskog turizma Gorskoga
kotara, manje razvijene planinske destinacije
u Hrvatskoj. Istrazivanjem je utvrdeno da se
tijekom jedne godine provodi viSe od 41 ra-
zli¢ita sportska aktivnost te se organizira 83
dogadanja. Dogadanja i aktivnosti potom su
analizirani u odabranim okvirima sportskog
turizma i dozivljaja, ali i drugih organizacij-
skih kriterija.

Uvazavanjem glavnih saznanja ovog
istraZivanja (tj. nerazmjernost ponude odre-
denih vrsta sportskog turizma i dozivljaja,
posebnih organizacijskih obiljezja sport-
skih dogadanja i sportskih aktivnosti koje su
utvrdene kao najperspektivnije), pruZatelji
usluga sportskog turizma u Gorskom kota-
ru trebali bi viSe medusobno suradivati te
s drugim dionicima kako bi povecali broj i
raznovrsnost sportskih dogadanja. Spoznaje
i preporuke navedene u ovom radu mogle bi
imati veliki znacaj pri osmiSljavanju strategi-
ja menadZmenta i promidzbe koje bi pojedi-
nacnim organizatorima i destinaciji u cjelini
omogucile privuci vec¢i broj turista. Bolji
turisticki rezultati zasigurno bi pridonijeli
gospodarskom rastu i regionalnom razvoju
te percepciji dobrobiti lokalnog stanovniStva.

Unato€ naSim naporima da strogo i objek-
tivno analiziramo aspekt ponude sportskog
turizma u Gorskom kotaru, ovaj rad ima ne-
koliko ogranicenja. Prvo, Gorski kotar je
planinska destinacija te se zaklju¢ak moze

of proposed recommendations to arrive at
business models that will fit their strate-
gies. However, when applied to a number of
providers (particularly the sports clubs and
associations and tourist boards which pre-
dominate in this type of offer), these simple
recommendations could have an incremental
effect on the distinctiveness and competitive-
ness of the destination as a whole.

6. CONCLUSIONS

The results of research conducted
provide an insight into the sport tourism
supply of Gorski kotar, a less-developed
mountain destination in Croatia. The re-
search identified more than 41 different
sport activities practised and 83 events or-
ganised during the course of a year. The
events and activities were then analysed
within the selected frameworks of sport
tourism and experiences and other organi-
sational criteria as well.

By acknowledging the main findings of
this research (i.e. discrepancy between the
supply of certain types of sport tourism and
experiences, specific organisational features
of sporting events and sport activities iden-
tified as being the most promising), sport
tourism providers in Gorski kotar should
cooperate more with each other and with
other stakeholders in order to increase the
number and variety of sporting events. The
findings and recommendations mentioned in
this paper could be of great interest for the
design of management and marketing strate-
gies that would enable individual organisers
and the destination as a whole to attract more
tourists. Better tourism results will certainly
contribute to economic growth and regional
development, and to the perceived wellbeing
of local residents.

Despite our attempts to rigorously and
objectively analyse the supply side of sport
tourism in Gorski kotar, this paper comes
with several limitations. First, Gorski kotar
is a mountain destination and the conclusions
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odnositi samo na slicne destinacije. Osim
toga, takoder je manje razvijena turisticka de-
stinacija. U skladu s tim, pruZateljima usluga
u sportskom turizmu u drugim vrstama desti-
nacija (npr. razvijenije obalne destinacije s to-
plom klimom) te bi preporuke mogle biti ko-
risne samo na ograni¢en nacin. Nadalje, ovo
je istraZivanje bilo usmjereno samo na aspekt
ponude u sportskom turizmu te su obuhvace-
ne tri razli¢ite metode prikupljanja podataka.
Tako se te metode medusobno nadopunjuju,
istrazivanje nije obuhvatilo sve dionike. Do-
datnim naporima za ukljucivanjem relevan-
tnijih dionika zasigurno bi poboljSali kvalitetu
1 opseg analize. S obzirom na to da se u ovom
radu nije usredotocilo na aspekt potraznje u
sportskom turizmu, zakljucci o ocekivanim
dozivljajima sportskog turizma uglavnom su
spekulativni. Dodatno istraZivanje usredoto-
¢eno na turiste i njihove dozivljaje te prefe-
rencije o destinacijama svakako bi omogucilo
usporedbu sveukupnih zakljucaka.
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