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While the importance and positive impact of small-scale sports
events for the tourism of host regions has been well researched,
the possibilities of branding such events under a common
denominator have not been fully explored. This paper attempts to
provide an approach for using the concepts of brand personality
and umbrella brand for the purpose of small-scale sports event
analysis and promotion recommendations. Gorski Kotar, an
underdeveloped region in Croatia, was chosen as the research
area. The research target was small-scale sports events organ-
ised in this area. The aim was to build a general recommen-
dation of an overall umbrella brand for all examined events,
developed from the brand personality traits of each event (sub-
-brands). Using desk research along with workshops and inter-
views with organisers, three characteristics for each of the 81
small-scale sports events were extracted. The existing framework
of five brand-personality dimensions by Aaker (1997) was used
for the purpose of coding characteristics into traits and later link-
ing with factors. An overall brand personality profile of all events
was created and results imply the necessity of introducing a new
factor called Nature (nature-oriented) info the existing framework.
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INTRODUCTION
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Belonging to the group of so-called new states (post-1989) and
being one of the independent countries created after the dis-
solution of Yugoslavia, Croatia has developed significantly in
the past 25 years. Regarding tourism, after a "lost decade" in
the 1990s (due to the war between former Yugoslav countries),
Croatia started a significant recovery, in terms of renovating
and promoting its tourist facilities and tourist destinations in
the new millennium. In 2015, tourism revenue amounted to
almost 8 billion euro, accounting for 18.1% of GDP (Ministry
of Tourism, 2016a). Also, in recent years the number of tourists
and overnights in Croatia has exceeded the numbers record-
ed in the most successful pre-war years (1987/88), but many
problems still characterise the industry. Croatia is an example
of a mature tourist destination that is dominated by a few pro-
ducts ("the sun and the sea", nautical tourism, business tour-
ism and cultural tourism) with a highly seasonal business peri-
od (Ministry of Tourism, 2015). Since there is insufficient dif-
ferentiation and lack of innovative and high-quality products
and services for visitors, there are few reasons to travel to or visit
Croatia outside the high summer season. However, national
tourism authorities have recognised these undesirable charac-
teristics and have stipulated that the vision for tourism devel-
opment by 2020 should be based, among other things, on the
principles of "beyond the sun and the sea" and "tourism across
the country" (Government of the Republic of Croatia, 2013).
This means it is necessary to develop and commercialise a new,
internationally competitive system of activities that has the
highest chances of success with regard to an area's existing and
potential resources and attractions. For instance, cycling tour-
ism, adventure and sports tourism, health tourism, eco-tour-
ism, and rural and mountain tourism have been identified as
products with visible growth potential (Government of the Re-
public of Croatia, 2013). What's more, diversity and preserved
environment are among the key identity and value charac-
teristics of the central identity of Croatia's branding. These
guidelines provide less-developed continental destinations
the opportunity to use their resources in designing and brand-
ing new tourism products and services.

Gorski Kotar is an example of such a less-developed con-
tinental mountain destination in Croatia. It is a part of Pri-
morje-Gorski Kotar (PGK) County, one of the most developed
counties in Croatia. PGK County accounted for 18.2% of the
total 71.6 million overnights in Croatia in 2015 (Ministry of
Tourism, 2016b) and its tourism relies heavily on "the sun and the
sea" product. However, because of its geographical position,
Gorski Kotar cannot count on this predominant product. Ac-
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counting for only a modest share of about 1% of the County's
accommodation capacity, arrivals and overnights in recent
years, Gorski Kotar is not "visible" enough under the auspices
of PGK County. The challenges involved in branding Gorski
Kotar, a wooded and mostly rural region, as a tourist destina-
tion include the creation of a distinctive and innovative brand
concept, attractive to the national as well as international mar-
ket. A previously conducted analysis of the potential of Gor-
ski Kotar (Peri¢, Skori¢, & Jurcevié, 2016) revealed that the re-
gion has a significant number and variety of existing small-
-scale sports events that could be improved to ensure greater
appeal for participants and visitors, but which require prior
branding for the purpose of joint promotion. The concept of
umbrella branding using the emergent brand personality of
existing small-scale tourist events could be helpful in devel-
oping an innovative approach to a specific tourism product.
The aim of this paper is to create a proposal for an um-
brella brand for the existing small-scale sports events of Gor-
ski Kotar, based on key common characteristics categorised
using personality brand analysis. Since no previous research
has used brand personality for creating an umbrella brand,
this paper presents an innovative inductive methodology
approach to unify the small-scale sports events and opens up
new lines of research not just in the field of marketing, but
also within management studies because of important um-
brella brand implementation possibilities for event organisers.
The first section of this paper provides a brief literature
overview of small-scale sports events as a specific part of the
tourism offering and an overview of the concepts of brand,
umbrella brand and brand personality. The second section des-
cribes the methodology and provides regional context, while
the third section details and discusses the results obtained and
provides some recommendations for sport event organisers
in Gorski Kotar. The paper finishes with concluding remarks,
limitations and future research recommendations.

LITERATURE REVIEW

Tourism and small-scale sports events

563

Active or passive participation in sports is a frequent motiva-
tion for travelling to tourist destinations. It provides a good
foundation for the development of sports tourism and much
attention has been given to this phenomenon (Buning & Gib-
son, 2015; Cho, Ramshaw, & Norman, 2014; De Knop & Van
Hoecke, 2003; Downward, 2005; Gozalova, Shchikanov, Ver-
nigor, & Bagdasarian, 2014; Roche, Spake, & Joseph, 2013;
Weed & Bull, 2009). Most often, sports tourism is defined as
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specific travel outside the customer's usual environment for
either passive or active involvement in sport where sport is
the prime motivational reason for travel (World Tourism Organi-
zation, 2010). However, following a wider approach estab-
lished by the British Tourist Authority (1981) and Standeven
and Tomlinson (1994), sport trips and day visits could also be
treated as a part of sports tourism (Peri¢, 2015; Weed & Bull,
2009).

Certainly, sports tourism is multi-faceted and exists un-
der a variety of forms and names (see Bartoluci, 1995; Gam-
mon & Robinson, 1997; Gibson, 1998; Glyptis, 1982; Weed &
Bull, 2009), based on whether sport is the primary or sec-
ondary motive for travel, and whether the aim is to participate
as an active or passive participant. Put simply, participants
travel to take part in sports, to watch sports, and to visit sports-
-related attractions (e.g. famous stadiums, halls of fame). In
his meta-review of sports tourism research, Weed (2009) stat-
ed that event tourism is probably the most widely researched
area that obviously overlaps with sports tourism. Indeed, tak-
ing part or watching sports or visiting attractions are clearly
related to sports events and people often plan holidays around
the world based on a sport event (Ratten, 2011). Weed (2009)
actually concluded that "event sports tourism is the highest
profile product within sports tourism" (p. 621). Whereas Gib-
son (1998) equates events with spectating, according to Weed
and Bull (2009) event sports tourism involves both active par-
ticipants (competitors) and spectators, although visitor types
may vary, as some sports events are more spectator-driven
than others (Gozalova et al., 2014).

There are many types of sports events and destinations
which feature a number of sports facilities that make growing
efforts to bid for sports events of different sizes. As a unique
combination of people and activities within a particular spa-
tial-temporal dimension (Getz, 2008; Weed & Bull, 2009), sports
events can be part of a tourism product portfolio generating
many implications. Sports events that attract business and
residents in the area may be an impetus for increased trade
and revenue, addressing seasonal fluctuations, and destination
image creations or improvements (Chalip, 2004; Cheung, Mak,
& Dixon, 2016; Dixon, Henry, & Martinez, 2013; Getz, 2008;
Khodr, 2012; O'Brien, 2007; Smith, 2006). Since larger interna-
tional events, sometimes called mega events or hallmark events,
seem to possess higher attractiveness than small-scale events,
scholars have put more effort in examining large events while
neglecting small-scale events. According to Higham (1999),
small-scale sports events refer to regularly occurring sports
contests, domestic competitions, and/or international sports
competitions with a smaller global appeal. They are general-
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ly smaller in size, scale, scope and reach than their larger
counterparts. Small-scale sports events typically operate with-
in existing infrastructures and necessitate minimal invest-
ments of public funds, while crowding and infrastructural
congestion are less likely (Higham, 1999). Therefore, if man-
aged properly, regular small-scale sports events may have
more positive impacts for communities and destinations than
one-off major events (Gibson, Kaplanidou, & Kang, 2012;
Gibson, Willming, & Holdnak, 2003; Higham, 1999).

These characteristics of small-scale sports events are re-
cognised widely and destinations are making additional ef-
forts to attract such events. Despite the fact that sports events
of all sizes are important for promoting a positive destination
image (Hallmann & Breuer, 2011; Smith, 2006; Weed, 2009),
the image and the brand of the sport event itself are also im-
portant. Small-scale sports events held throughout the year
can be grouped to facilitate the implementation of joint event
strategies and achieve a synergic effect. This event portfolio
approach (Chalip, 2004; Jago, Chalip, Brown, Mules, & Ali, 2003;
Pereira, Mascarenhas, Flores, & Pires, 2015; Ziakas, 2014) re-
quires a joint branding strategy to create a distinctive product.

Sport event organisers need to be aware of the factors that
influence the brand creation process. Although researchers
have identified numerous benefits associated with sport
brands, insufficient attention has been devoted to brand build-
ers (Ulrich & Smallwood, 2007), especially in a sport-event
tourism context. Parent and Séguin (2008) studied brand cre-
ation for one-off international sports events, distinguishing
the internal and external stakeholder communication paths
on the case of MONTREAL 2005. They also analysed the brand
creation and its related factors, where the leadership group
was the most important aspect for brand creation. Parent, Es-
kerud, and Hanstad (2012) researched the branding process
of smaller international recurring sports events, testing the
model for brand creation of one-off large-scale recurring sports
events. Both studies deal with branding of solely one inter-
national event in developed countries, but there is a lack of
research on the umbrella brand creation process for small-scale
sports events in less-developed areas.

Brand, umbrella brand and brand personality

565

A brand is defined as "a name, term, sign, symbol or design, or
a combination of them" (Keller, 1993), used to identify a prod-
uct or service and distinguish it from the competition (Bergh
& Katz, 1999), and to establish a competitive advantage (Kot-
ler & Keller, 2006). A strong brand can have a positive differ-
ential marketing effect, because it attracts more favourable
attributes and overall preferences, so customers can react in a
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more positive way (Hoeffler & Keller, 2003). According to Kel-
ler (2003), broad criteria are used for choosing and designing
brand elements: memorability, meaningfulness, aesthetic ap-
peal, transferability, adaptability and flexibility over time, and
legal and competitive protectability and defensibility. The
characteristic of transferability is considered both within and
across product categories through elements of awareness, at-
tributes, benefits, images, thoughts, feelings, attitudes and ex-
periences (Keller, 2003; Singh, 2013).

Brand personality is the set of human characteristics asso-
ciated with a brand (Aaker, 1997) and represents the basis for
the customer-brand relationship because it assures the con-
nection between emotional brand benefits (Aaker, 1996). Azo-
ulay and Kapferer (2003) give a stricter definition: "Brand per-
sonality is the set of human personality traits that are both ap-
plicable to and relevant for brands". According to the self-con-
gruity theory, people are more likely to purchase or recom-
mend brands whose personality traits match their own self-
-concept (Usakli & Baloglu, 2011). Brand personality provides
a connection between the brand's emotional and self-expres-
sive benefits, where success depends on the extent to which
the brand interacts with the target audience on the emotion-
al and rational level (De Chernatony, 2009), providing an ele-
ment of differentiation when product attributes are very sim-
ilar for competing brands.

According to Aaker (1997), brand personality is multidi-
mensional and consists of five dimensions: sincerity, excite-
ment, competence, sophistication and ruggedness. Sincerity
has attributes such as down-to-earth, real, sincere and honest.
Excitement is represented by the following traits: daring, ex-
citing, imaginative and contemporary. Competence is illus-
trated by attributes like intelligent, reliable, secure and confi-
dent. Sophistication is characterised by traits such as glam-
orous, upper class, charming and feminine while ruggedness
has attributes such as outdoorsy, masculine, tough and rug-
ged. Various authors have tested brand personality dimen-
sions in Japan and Spain (Aaker, Benet-Martinez, & Garolera,
2001), and in Russia (Supphellen & Grenhaug, 2003), with the
overall conclusion that the Aaker (1997) brand personality
scale is cross-culturally robust, proving that it remains "the most
stable, reliable, and comprehensive measure to gauge brand/
product personality” (Hosany, Ekinci, & Uysal, 2006).

Brand personality has been adapted from product cate-
gories and applied to tourist destinations where it is central to
destination branding (Morgan, Pritchard, & Pride, 2004; Mur-
phy, Moscardo, & Beckendorff, 2007). Various authors have
focused on brand personality in the sphere of marketing and
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sports management (Azoulay & Kapferer, 2003; Braunstein &
Ross, 2010; Carlson & Donovan, 2013; Heere, 2010; Lee &
Cho, 2009). Azoulay and Kapferer (2003) have challenged the
conceptual validity of Aaker's brand personality scale ana-
lysing the definition of brand personality and the comparison
of personality traits to elements of the five-factor model in psy-
chology. Lee and Cho (2009) measured five dimensions of
sport event personality in the context of sponsorship. Starting
from Aaker's (1997) personality traits and implying the impor-
tance of sporting events as a promotional communication tool,
they developed personality dimensions for sponsoring brands
of sponsoring events: diligence, uninhibitedness, fit, tradition
and amusement. Braunstein and Ross (2010) re-examined the
general brand personality dimensions with regard to the unique
sphere of sport, but their model did not produce dimensions
that demonstrated discriminant validity. They tested their adapt-
ed scale for brand personality created from Aaker's instru-
ment for use in sport, and the final survey instrument includ-
ed a total of 84 descriptor items with these factors: Success,
Sophistication, Sincerity, Rugged, Community-driven and
Classic. Céslavova and Petrackova (2011) evaluated the re-
sults for particular brands of big sports events according to
Aaker's basic five factors. They described each brand (FIFA
World Cup, Tour de France, Olympic Summer Games) by all
the five brand personality dimensions and they provided the
results for each event separately. The importance of their re-
search is in the usage of the brand personality for forming a
communication strategy for mega sports events. However, no
research yet applied the brand personality traits on small-scale
sports events, nor were they used for creating an umbrella
brand.

The umbrella brand can be characterised by the concept of
brand architecture showing a hierarchical level of brand with
different strategies for multiple targets group (Braun & Zen-
ker, 2010). It can be used with two strategies, the first rela-
tively liberal towards products and subsidiaries, the other exer-
cising real control (Kapferer, 2012). A larger product portfolio
with a well-established umbrella brand helps an organisation
strengthen its brand positioning and increase its marketing
efficiency (Liu & Hu, 2011). The architecture of a brand can be
managed by a double level, including mother brands and
daughter brands, where each daughter brand is named de-
scriptively, and thus represents a statement of the brand's val-
ues, collecting benefit of all products under the umbrella brand
(Kapferer, 2012). In the literature, different views have been
proposed about the impacts of adding products under the
same umbrella brand: the increased size may serve as a positive
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strength of the umbrella brand or, on the other hand, it can
weaken the products because of their link if one product fails
(Liu & Hu, 2011; Petty & Krosnick, 1994). Other authors
recognise the product failure of one product under the um-
brella brand as a customer's softer punishment because of
loyalty to the seller (Cabral, 2009) and that an umbrella brand
benefits from the advertising of any product, due to increased
marketing efficiency (Balachander & Ghose, 2003). This re-
search is based on the above assumption and represents the
inductive method of creating an umbrella brand, which is
supposed to summarise and describe all the brand personali-
ty traits of all events included.

To provide context for the choice of methodology and inter-
pretation of results, Gorski Kotar, the research region chosen,
is described in detail. This is followed by a description of the
qualitative methodology used for this research.

Gorski Kotar, a wooded mountainous area in PGK County;, is
one of the most protected areas in Croatia, with Risnjak Na-
tional Park covering most of the region. It is divided between
three towns and six municipalities. It should be noted that
according to geographical and natural characteristics, two neigh-
bouring areas, Platak and Bjelolasica also belong to Gorski
Kotar. Because of the region's favourable geo-strategic posi-
tion, one of Europe's most important routes passes through
Gorski Kotar, linking Central Europe with the Adriatic Sea. It
therefore has good traffic links with three nearby major
towns, Rijeka, Zagreb and Karlovac. Other important infra-
structure, such as railways, storage lakes, oil pipelines, etc.,
are also located in Gorski Kotar. Vast forests and an abun-
dance of water are the reason that forestry and wood proces-
sing were established as the traditionally major economic ac-
tivities. However, in the last twenty years many firms have
gone bankrupt and young educated people are leaving the
region. Today, with only 23,011 inhabitants in an area of 1,275.05
km?, the whole region is suffering from depopulation.

In terms of tourism, Gorski Kotar is still underdeveloped.
Although tourism has existed in the region for a long time
and each town and municipality has established a local tourism
board, results are not satisfactory. A share of only 1% of the
total PGK County accommodation capacity (1,616 beds, of
which only 120 in hotels), 1.16% of arrivals (28,607), and 0.6%
of overnights (80,754) in 2015 confirms the fact that Gorski
Kotar is not sufficiently distinctive on the tourist market. This
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is not a new problem and all recent strategies (FTHM, 2012;
FTHM, 2013; Government of the Republic of Croatia, 2013)
have highlighted the need to distinguish Gorski Kotar from
the coastal area of PGK County. The most important tourism
products of Gorski Kotar are nature-based and include activ-
ities such as sports tourism (mountaineering and hiking, cy-
cling, sport fishing, skiing, and other winter/snow activities),
health tourism, rural tourism, eco-tourism and gastro tour-
ism. Natural resources in combination with a typically moun-
tainous climate, a long tradition of local sports clubs and asso-
ciations (especially in winter sports), and a network of local
sport facilities (e.g. cycling and hiking trails, ski and sledding
slopes, Nordic and biathlon centres) enable many outdoor
sport and recreational activities during the year. These are
certainly the reasons why sports events are among the most
numerous events in Gorski Kotar (see Peri¢ et al., 2016, and
the official site of Gorski Kotar for a calendar of events:
http://www.gorskikotar.hr).

Qualitative research

569

The research design consisted of two steps. In the first step,
the idea was to identify the number and type of sports events
organised in Gorski Kotar and to establish their key charac-
teristics (three per each event). In order to identify the num-
ber and characteristics of these events, desk research on web
sources related to Gorski Kotar and its tourist offering were
conducted. The official websites of local tourism organisa-
tions, sports associations and private companies as event
organisers were chosen as key sources. Lundmark and Muller
(2010) implemented a similar approach in their survey of the
supply of nature-based tourism activities in Sweden. A justi-
fication for this approach is the growing importance of the
Internet in the tourist's search for information and bookings
(Buhalis & Laws, 2001). Data was gathered from the area of
Gorski Kotar (nine administrative units), but also from two
geographically adjacent areas: Platak and Bjelolasica. This
stage of research lasted from June 2015 to January 2016 and
two problems occurred: an insufficient number of available
websites (only one third of 101 sports clubs and associations
in Gorski Kotar have an active website) and the poor quality
of information on some events presented via the Internet
(many websites provide only scanty information about an
event, mostly just its date and venue). Therefore, additional
activities focused on gathering primary data on sports events
were carried out: first, a research workshop was organised
and all those sport event organisers without (or with poor)
website information were invited to participate. The research
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workshop gathered 30 stakeholders (six local tourist board
directors, seven presidents of local sports associations, and 17
public and civil sector representatives linked to Gorski Kotar
sport life). Second, in-person and telephone interviews were
conducted with 20 other important stakeholders who did not
participate at the workshop (three local tourist board direc-
tors, 12 presidents of local sports associations, and five public
and civil sector representatives). The main topic of both the
workshop and interviews was identifying sports tourism
events and determining their main characteristics, the ap-
proximate number of active participants and spectators, addi-
tional services provided, etc. Stakeholders were explicitly
asked to list three main features of the sports events they
organise (each organiser individually). In order not to affect
the stakeholders, no prior ideas/solutions related to events'
features were anticipated or suggested. The final analysis in-
cluded 81 small-scale sports events in the Gorski Kotar area,
of which 57 and 24 are summer and winter events, respec-
tively. The great majority of events are held outdoors (75),
and only six are held indoors.

The second step of the methodology involved the imple-
mentation of grounded theory in analysing identified key
characteristics of each event (three per event) and transform-
ing them into brand personality traits. The methodology of
Aaker (1997) was used to code "raw" characteristics to the per-
sonality traits, in particular her five dimensions and the set of
personality traits norms provided in the brand personality
scale (Aaker, 1997, p. 354). This methodology was selected due
to its wide usage and important influence in the field of
branding (as elaborated in the Literature review section). Some
of the characteristics were repeating for different events, so
the final result was a total of 101 personality traits out of 243
characteristics. In order to maintain the informational value
of gathered event characteristics, we grouped only extremely
similar characteristics (e.g. "technology" and "technology-ori-
ented"). Matches between the events' characteristics and per-
sonality traits could not always be found immediately. The
authors conducted parallel and independent coding, and dif-
ferences between the matches in the coding process were then
discussed and resolved by the opinion of the third author.

Table 1 presents the event characteristics associated to person-
ality traits set by Aaker (1997), together with the frequencies
of the facet names summarised. By implementing Aaker's meth-
odology (Traits-Facet-Factor approach) and her framework of
five dimensions for studying each brand personality, the fol-
lowing results were obtained.
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Event

characteristics ~ Frequency

Facet Name Factor Name

Socialising 19
Family-oriented 10
Recreational 7
Traditional

Small-town

(O8]

[

= NN WU R =

Fun
Party-oriented
Enjoyment

Fun atmosphere
Sentimental
Enthusiastic

Original

Down-to-earth (40)  SINCERITY (75)

Cheerful (27)

Original (8)
Honest (0)

Leisurely
Patience
Relaxation
Cool

Serious
Peaceful
Youthful
Spirited

Calm

Quiet

Young people
Adrenalin
Exciting
Adventure
Vibrant
Taking responsibility
Trendy
Well-known
Sensational

Imaginative
Dreamy
Innovative
Unique
Different
Alternative
Mysterious
Spiritual
Modern
Intuitive

el e e S N SR N R I N S O SR NS R NN N

Spirited (24) EXCITEMENT (55)

Daring (20)

Imaginative (8)

Up-to-date (3)

Challenging,
extreme challenge
Active

Masculine

Not for everyone

Competitive
Rivalry

[ e I S RN |

Outdoorsy (11) RUGGEDNESS (45)

Tough (34)

(continued)
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Event

characteristics ~ Frequency

Facet Name Factor Name

Tough
Dynamic
Dangerous
Speed
Energetic
Thrilling
Fight
Demanding
Excessive
Passionate

e L S SN

Enjoying nature
Nature
Beautiful surroundings

Attractive ("white") scenery

Enjoying green/nature
Attractive scenery
Many colours

Respecting nature
Ecology

Enjoying clear water
Fresh air

Become part of nature
Feeling of freedom
Healthy
Overwhelmed
Refreshing

True nature

[ N S I XU OR SRV RN« NN |

e e e

Nature-oriented (22) NATURE (34)

Ecologically aware (6)

Immersed in nature (6)

Hard-working
Reliable

Precision

Great skill

High concentration
High cooperation
Intelligent

Skillful

Technology,
technology-oriented
Mental challenge
Education

Focused

Versatile

NN W W Wk =

_ e N

Reliable (2) COMPETENCE (25)

Intelligent (23)

Sophisticated
Upper-class
Senior citizens
Aesthetic
Feminine
Smooth

Upper-class (7) SOPHISTICATION (9)

Charming (2)
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The adjectives emerging from the qualitative research re-
present a total of 101 personality traits, 54 of which appeared
only once, with "socialising" being the most common event
characteristic (19). The personality traits of the multidimen-
sional brand personality construct for all events are predom-
inantly characterized as "down-to-earth" (40), and "cheerful"
(27). The sports events, as pillars of the region's sports activi-
ties, are mostly focused on the creation of family-oriented
socialising activities which produce fun and joy. On the other
hand, due to the specificity of events included in this research
which are mostly outdoor sports events, the connected per-
sonalities of "tough" (34) and "daring" (20) seem justifiable. The
events were described as competitive (8), rivalry (8), adrena-
lin (8) and challenging (7) with tough and dynamic elements.

During the coding process, all authors noticed that many
characteristics could not be matched with the personality traits
foreseen by the framework. These 16 adjectives were separat-
ed and, due to their internal logical connection, categorised
into the new dimension called Nature. The main facets asso-
ciated with this dimension are nature-oriented, ecologically
aware and immersed in nature. This intervention in the orig-
inal Aaker framework is supported by the recent literature
which stresses the importance of the awareness of environ-
mental issues and green orientation in brand creation (Croc-
kett, Wood, 2002; Peloza & Shang, 2011) and event develop-
ment (Collins & Flynn, 2008; Durkin, Dadi¢, & Medaric, 2015).
This new Nature group is best described by the "nature-ori-
ented" facet, and the number and recurrence of these event
characteristics illustrate the importance of enjoying (preserved)
natural surroundings, where the aesthetic component of nature
can enhance the complete visitor experience and nature im-
mersion.

DISCUSSION AND CONCLUSIONS
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This research emphasises that the emotional appeal in brand
messages makes it easier for tourists and visitors to recognise
a destination's offering and events. Despite being a less-de-
veloped and indistinctive tourist destination in Croatia, Gor-
ski Kotar may have the impetus needed to bring about trans-
formative tourism development based on existing small-scale
sports events as the region's competitive and comparative
advantages. Because of its fragmented but rich event offering
which is not distinctive and is poorly visited, Gorski Kotar re-
quires an umbrella brand. Results obtained through person-
ality traits coding and analysis provide a useful basis for rec-
ommendations on an overall umbrella brand for all sports
events in Gorski Kotar. The overall brand personality profile
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can be projected as fun, socialising, tough and nature-orient-
ed. These elements should be included when developing the
umbrella brand architecture, in order to offer a comprehen-
sive experience easily recognised by the client and the visitor.
Endless green and white colours in combination with the
blue of clear skies should be used in association with the un-
polluted environment derived from the dimension of Nature.
Together with energy, challenges and adrenaline derived
from competitiveness in sports, emotions that are evoked
should include simplicity, cheerfulness, friendship and joy. In
this way, the umbrella brand brings together diverse domi-
nant elements of sports events, unifying them into an easily
recognised brand with a wide variety and large number of
events capable of attracting visitors. Hence, the umbrella brand
emerging from the dimensions of brand personality should
be operationalised to facilitate the identification and continu-
ity of the tourism offer through events. In this way it could
become an important driving force in creating a tourism val-
ue chain in less-developed regions.

While umbrella brand creation can be seen as a way of
boosting weak events, the events themselves must be per-
ceived as having a reputation of quality and appeal in the
field of interest (Wernerfelt, 1988; Erdem, 1998). Bringing an
event under the wing of an umbrella name or brand is not an
end in itself, because, according to Kapferer (2012), brands are
created to generate added value for customers and visitors. In
the case of Gorski Kotar and other similarly less-developed
and indistinctive regions, the application of a flexible umbrel-
la-type strategy is important. It is especially important to en-
sure freedom in identifying emerging personality traits,
which do not necessarily have to be coherent with the image
of the overall tourist destination but which should be focused
on the target market.

Braun & Zenker (2010) confirmed umbrella brand creation
as the first stage in establishing mother and daughter brands.
This research, however, had the challenging motivation of en-
gaging in an inductive and reverse process. Such an approach
has enabled the identification and proposal of a new dimen-
sion of brand personality (Nature), which could be used in
future research and branding of outdoor sports events. It has
also confirmed that Aaker's (1997) framework of brand person-
ality attributes is a robust and justified method of gathering
key determinants and identifying brands.

In terms of implications for practitioners, the develop-
ment and implementation of an umbrella brand requires a
new level of mutual cooperation among event organisers,
together with long-term planning of promotional and other
activities, in order to maximise the benefits of common brand
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strategy and to reach specific target groups. Achieving a syn-
ergic effect from new management and marketing strategies
is a special challenge, as well as being an inevitable precondi-
tion to the successful tourism development of less-distinctive
regions.

This study presents an input of brand factors and dimen-
sions for small-scale sports events that, in the right combina-
tion and weight, can result in a distinctive and creative um-
brella brand. This brand relies on the creativity and commu-
nication ability of each brand manager. Cooperation in brand-
ing different small-scale events under a unified and distinc-
tive umbrella brand could significantly increase overall tourism
income (through larger participant and spectator numbers),
without the need for excessive investment requirements.

LIMITATIONS AND FURTHER RESEARCH
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The creation of an emerging umbrella brand derived from the
brand personality dimensions can be useful in understanding
the complexity of the tourism destination. Because it has sym-
bolic values and is easy to recognise, the brand helps to unify
the tourism offering. However, additional (quantitative as well
as qualitative) studies are needed to determine the reliability
and validity of the proposed new dimension (Nature), with
emphasis on its extension to other facets, depending on the type
of events analysed. Contextual restraints of region, events and
authors themselves need to be taken into consideration in any
future attempts to generalise the results of this research. Also,
the fact that part of the characteristics used for analysis were
taken from websites, while others were directly gathered from
organisers (via the workshop and interviews) has to be taken
into consideration. Without disregarding the fact that the case
study method bears certain limitations in terms of replication
of research results, Gorski Kotar could be an example for future
comparison with research results in similar less-developed
regions possessing natural beauties and various offerings of
small-scale sports events. Some of the new lines of research
arising from this paper include the possibility of bringing
together under an umbrella brand sports events from differ-
ent regions or creating a comparative study on brand person-
ality profiles of small-scale sports events in several regions of
"new states". Furthermore, even though this paper proposes
umbrella brand elements based on the personality brand pro-
file of various sports events, future research could use the
same approach in assessing existing music or gastro events
with the purpose of making further theoretical contributions
as well as tangible recommendations in favour of future tour-
ism development.
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Uloga karakteristika osobnosti brenda
u stvaranju krovnoga brenda za
sportske dogadaje malih razmijera:
primjer Gorskoga kotara u Hrvatskoj

Marko PERIC, Ana CUIC TANKOVIC, Jelena DURKIN
Fakultet za menadZment u turizmu i ugostiteljstvu, Opatija

Vaznost i pozitivni uinci sportskih dogadaja malih razmjera
(eng. small-scale sports events) za turizam regija u kojima se
odvijaju jesu relativno dobro istrazena pojava, no moguéno-
sti brendiranja tih dogadaja specifi¢nim zajedni¢kim naziv-
nikom nisu do kraja istrazene. Ovaj ¢lanak koristi se kon-
ceptima osobnosti brenda (eng. brand personality) i
krovnoga brenda (eng. umbrella brand) u svrhu davanija
preporuka za analizu i promociju malih sportskih dogadaja.
Kao podruéje istrazivanja odabrana je Hrvatska, preciznije —
Gorski kotar, kao jedna od manje razvijenih regija.
Istrazivanjem su obuhvaéeni sportski dogadaji malih
razmjera koji se odvijaju na tom podruéju, s konaénim ciljem
stvaranja generalnih preporuka za zajedni¢ki krovni brend
koji bi se temeljio na analizi zajedni¢kih svojstava svih
istraZivanih dogadaja. Primjenom metoda istraZivanja za
stolom, radionica te intervjua s organizatorima dogadaja
odredene su po tri karakteristike za svaki od 81
promatranoga sportskog dogadaija. Istrazivagki okvir
sastavljen od 5 dimenzija osobnosti brenda (Aaker, 1997)
uzet je za kodiranje karakteristika u svojstva i njihova
kasnijega povezivanija s pripadaju¢im dimenzijama. Stvoren
je ukupni profil osobnosti brenda svih dogadaja, a rezultati
su pokazali potrebu dodavanja nove dimenzije pod nazivom
priroda (usmjeren prema prirodi) u postojeéi okvir.

Kljuéne rijedi: osobnost brenda, krovni brend, sportski
dogadaji malih razmjera, turizam
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