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Abstract: 

This paper aims to analyze the main business model elements of event sport tourism from the perspective of 

active event participants. Based on a survey among active participants of four sport fishing events in Croatia, 

this study conducts a relevance-determinance analysis (RDA) on business model elements. It reveals that many 

sport event business model elements have rather balanced levels of importance for both choice and experience, 

while several others show significant asymmetries. By increasing the knowledge on business models in the 

context of event sport tourism, the findings could help managers in planning and delivering sport events. 
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Introduction 

 
Sport tourism represents an important part of the overall tourism industry, and event sport tourism is the highest 

profile product within sport tourism (Deery, Jago, & Fredline, 2004; Weed, 2009. While many features of event 

sport tourism have been examined in the last few decades, business models (BMs) that describe how value is 

created and delivered to tourists in general and to event sport tourists in particular remain under-researched and 

relatively scarce (Perić, Vitezić, & Mekinc, 2016; Runfola, Rosati, & Guercini, 2013; Souto, 2015). Therefore, 

this paper aims to analyze the main BM elements of sport events from the perspective of active participants 

within a specific niche market such as sport fishing events. More precisely, it aims first to uncover which sport 

event BM elements are the most important when choosing an event and, second, to see which sport event BM 

elements are actually the most decisive for the on-site sport experience. 

 
The paper starts with a literature review examining a range of perspectives regarding the BMs in sport tourism 

and recreational sport fishing. The second section looks at the research methods used. The third section presents 

research results that are followed by detailed discussion. The final section offers concluding remarks, 

highlighting some further theoretical and managerial implications. 

 

 

Literature review  
 

Business models in sport tourism 

 

A BM is a conceptual tool that explains how firms work, that is, it describes a firm’s core business logic in 

creating, delivering and capturing value (Abdelkafi & Täuscher, 2016; Magretta, 2002; Osterwalder, Pigneur, & 

Tucci, 2005; Roome & Louche, 2016; Shafer, Smith, & Linder, 2005; Zott, Amit, & Massa, 2011). Indeed, value 

for the customer and the firm is central, when it comes to BMs. Today, value for the customer is shifting towards 

experiences, with consumers playing an active role in value co-creation (Binkhorst & Den Dekker, 2009; 

Prahalad & Ramaswamy, 2004). This is especially true for tourism as a traditional experience sector.  

 

Studies on BMs in tourism have focused mainly on e-tourism (Corigliano & Baggio, 2004; Joo, 2002; Kabir et 

al., 2012; Runfola et al., 2013), travel agencies (Mosleh, Nosratabadi, & Bahrami, 2015; Rayman-Bacchus & 

Molina, 2001), BM innovation of a hotel and tourism company (Souto, 2015) and the importance of 

environmental costs for value creation in small- and medium-sized tourism enterprises (Coles et al., 2016). Only 

recently has sport tourism been integrated with the BM concept. In this regard, Perić and Wise (2015) compared 

the BMs of two hospitality firms in sport tourism and found that the BMs, although different, delivered similar 

tennis experiences. An important study on BMs in sport tourism, relevant to the context of this paper, was 

conducted by Perić, Vitezić and Mekinc (2016). They categorized 27 different BM elements, of which five 

(experience, safety, security, environment, and environmental protection) were new for the conceptualization of 

BMs, within four broader BM categories. The first category, called value proposition, gives an overall view of 
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benefits delivered to targeted customers. The second category, key resources, encompasses the assets that will be 

transformed into specific customer benefits. The third category, key processes, focuses on the process of 

transformation. The last category, value capture, explains how an organization generates value (i.e. profit, in 

most cases) for itself. 

 

When it comes to sport events, they are the most obvious manifestation of sport tourism (Deery at al., 2004; 

Weed, 2009) and a part of a tourism product portfolio. However, direct examination of BMs within sport tourism 

in general and event sport tourism in particular is an under-researched area (Perić, Vitezić, & Mekinc, 2016). 

Yet, a broader perspective, focusing on how sport event experiences as the ultimate consumer value are 

generated, could also be applied. A sport event experience is a subjective interpretation of the organizational, 

infrastructure, environmental and other event attributes within the context of sport tourism (Chang & Horng, 

2010; Harrison-Hill & Chalip, 2005; Kaplanidou & Vogt, 2010). It has often been examined in relation to 

notions of consumer choice, service quality, event preferences, event satisfaction and intention to revisit (see 

Buning & Gibson, 2016; Chang & Horng, 2010; Du, Jordan, & Funk, 2015; Getz & McConnell, 2011; Ko et al., 

2011; Yoshida & James, 2010). A consumer’s choice to participate in a particular event and her/his satisfaction 

with the event will depend upon preferences for distinctive event attributes and the level to which consumer 

expectations are met. Thereby, event attributes can be considered as being the building blocks of an event’s BM, 

which contribute to value creation and delivery. Further studies, however, need to provide more in-depth 

analysis on this topic. 

 

Sport fishing and tournaments 

 

A recent study found that 10.52% of the total population across the 27 industrialized countries in Europe, North 

America and Oceania fishes for recreation (Arlinghaus, Tillner, & Bork, 2015). Sport fishing is indeed a big 

business with tens of thousands of fishing tournaments, across a wide range of target species in both fresh and 

salt waters, held annually in the world (Curtis et al., 2017; Lew & Larson, 2012). As a common feature in 

recreational fishing, fishing tournaments are organized for a number of purposes. Some events work as 

commercial enterprises, some are organized to raise funds for angling clubs, some to improve participants’ skill 

levels (Curtis et al., 2017). In addition, recreational fishing is an important component of the tourism industry 

and can contribute to regional economies around the world (Zwirn, Pinsky, & Rahr, 2005). Since fishing events 

are confined to geographically small areas and usually last for only a small number of days (from one to several 

days), they can trigger economically significant activity in the local area (Curtis et al., 2017; Zwirn et al., 2005). 

For this reason, economic values and angling-related expenditures have been regularly studied among academics 

and practitioners (Curtis et al., 2017; Driscoll & Myers, 2014; Lew & Larson, 2012; Schuhbauer & Koch, 2013). 

Other prevalent research topics include anglers’ attitudes, motivations and satisfaction (Beardmore et al., 2011; 

Beardmore et al., 2015; Haworth, 1983; Hutt & Bettoli, 2007; Kyle et al., 2016). A few studies have also focused 

on the provision of sport fishing resources (mainly rivers) and environmental attributes as well as on associated 

facilities and services from the perspective of sport fishing tourists (Hayes & Lovelock, 2017; Solon & Brunt, 

2006; Teirney & Richardson, 1992). Still, such research is sparse and a significant gap exists in understanding 

anglers and event attributes.  

 

 

Methodology  
 

Sport fishing in Croatia is entirely based on small-scale tournaments, and the intention of the empirical study 

was to examine only the best practice events in various sport fishing disciplines in fresh water, excluding the 

national league tournaments. Two eminent sport fishing experts identified the four tournaments as best practices 

(Table 1). Despite sport fishing being a popular recreational activity in Croatia with large tourism potential 

(Perić, Škorić, & Jurčević, 2016), no similar research exists.  

 

Questionnaire  

 

Research was conducted using a self-administered questionnaire. The questionnaire consisted of eight parts 

altogether, only two of which are the focus of this study: Part 3 determined the perceived importance of and 

satisfaction with event BM elements, while Part 8 captured socio-economic and demographic details. The 

individual BM elements were developed through a two-stage procedure. First, a review of existing research on 

sport events and BMs in sport tourism (Buning & Gibson, 2016; Getz & McConnell, 2011; Ko et al., 2011; 

Perić, Vitezić, & Mekinc, 2016) extracted an initial pool of BM elements (39 in total) related to participant 

satisfaction and sport event choice. Since studies on BMs in event sport tourism are scant, the second stage 

involved two focus groups with academics (experts in management, sport and/or tourism) and representatives of 
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the event organizers. Both groups were asked to refine the initial set of items and to suggest new ones if 

appropriate. Eventually, 28 items were identified as ‘important’ BM elements for sport event choice and the 

event experience. Participants answered two series of questions regarding BM elements. The first series 

encompassed questions about the general importance of 28 event BM elements for event choice while the second 

series encompassed the participant’s actual experience with regard to the same BM elements and an assessment 

of the overall sport event experience. The importance of BM elements and the participant’s experience were 

operationalized with 5-point direct rating scales ranging from ‘1-not important at all’ to ‘5-the most important’ 

(for importance) and from ‘1-not at all satisfied’ to ‘5-extremelly satisfied’ (for satisfaction). 

 

Data collection 

 

A survey was conducted from September 2016 to April 2017 in Croatia. Respondents were active participants of 

four sport fishing events (see again Table 1). Since all the events were planned to be international and involved 

mainly participants from Croatia and Slovenia, the questionnaire was prepared in printed version in both 

languages (Croatian and Slovenian). Sampling was based on the willingness and the availability of participants 

to complete the questionnaires. The author approached participants at the end of the competition and asked them 

if they were willing to complete the questionnaire. Those who indicated their willingness were then given a 

questionnaire which they completed during the joint lunch. The same procedure was implemented at each of the 

events. In order to ensure that the information gathered was sufficient, 91 questionnaires were collected in total. 

To ensure a complete data set, only respondents who answered all questions relating to BM elements and socio-

economic and demographic data were included in the further analysis. According to this criterion, the final 

number of respondents acceptable for this study was 80. 

 

Table 1: Event sampling 

Events 3rd Sakura UL 

Cup 

Pike Masters II 3rd Prologic 

Carp Challenge 

Mrežnica 2016 

Golden Trout 

2017 

Number of participants 40 40 (20 teams) 20 (10 teams) 42 

Questionnaires handed out 29 28 17 27 

Questionnaires returned 26 24 17 24 

Valid questionnaires  23 21 16 20 

Date and place of survey 18 Sept. 2016, 

Mrzla vodica 

29 Oct. 2016, 

Orešje 

25-27 Nov. 2016, 

Duga Resa 

23 April 2017, 

Čabar 

 

Data analysis 
 

Descriptive analysis was applied to explore the sample profile of the study. Further, this study conducted a 

relevance-determinance analysis (RDA) (Mikulić & Prebežac, 2011; Mikulić et al., 2016, 2017) on BM 

elements. The RDA acknowledges and accounts for the multidimensional nature of the importance construct and 

is therefore a superior alternative to the importance-performance analysis (IPA), which has been a popular tool in 

tourism research for a long time. According to Mikulić et al. (2016), the fact that something is relevant to a 

tourist does not necessarily mean that it is also determinant in driving the tourist’s actual experience. Therefore, 

the RDA distinguishes between four general categories of attributes (Figure 1). ‘Higher-impact core attributes’ in 

the first quadrant are perceived as generally more important when making choices (high relevance), and have a 

relatively stronger impact on the tourist’s overall experience (high determinance). ‘Lower-impact core attributes’ 

in the second quadrant are perceived as relatively more important in choice decisions, but their impact in 

consumption experiences is relatively low. ‘Lower-importance attributes’ in the third quadrant are perceived as 

relatively less important in choice and have relatively less influence on the customer's overall consumption 

experience. ‘Higher-impact secondary attributes’ in the fourth quadrant are perceived as relatively less important 

when making decisions but they have a strong influence on the consumption experience. 

 

 

Results and analysis 
 

Sample profile 

 

Descriptive analysis showed that sport fishing is a male dominated (100%) sporting activity, with the average 

age of participants being 39. Similar results were found at the international level where more than 80% of 

participants were male in their early 40s (Curtis et al., 2017; Kyle et al., 2016). The majority of participants are 
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married (58.75%), possess secondary school education (72.5%) and have a monthly net income between 500 and 

1,500 euro (78.75%), which is standard for Croatian and Slovenian circumstances but significantly lower than at 

the international level (Curtis et al., 2017; Kyle et al., 2016). Three quarters of the respondents were non-locals, 

meaning they traveled to spend at least one day in the destination thus confirming the great tourism potential of 

sport fishing (Zwirn et al., 2005). 

 

Figure 1: Relevance-determinance matrix 

 
Source: Mikulić et al. (2017) 

 

Relevance-determinance analysis 

 

Table 2 presents the input data for the RDA. Indicators of relevance are calculated as the arithmetic means of 

BM-element importance ratings. Indicators of performance are calculated as the arithmetic means of BM-

element satisfaction ratings. Indicators of determinance were obtained through Spearman rank-order correlation 

between experience ratings at the BM-element level, on the one hand, and the participants' global sport 

experience rating, on the other hand. Respective standard deviations for both relevance and performance are 

presented in parentheses. 

 
Table 2: Input data for the relevance-determinance analysis 

BM element Relevance Performance Determinance 

1.Event safety 3.99 (0.803) 4.03 (0.780) 0.169 

2.Course safety 4.04 (0.863) 3.99 (0.803) 0.183 

3. Participants receive prizes and gifts (money, medals, 

shirts, etc.) 4.01 (0.974) 4.03 (0.871) 0.214 

4.A party atmosphere surrounding the event 4.46 (0.655) 4.40 (0.686) 0.045 

5.The reputation and prestige of the event 4.03 (0.927) 4.06 (0.891) 0.140 

6.Skilled and competitive participants 3.69 (0.936) 3.94 (0.847) 0.208 

7.The larger the event, the better (many participants) 3.81 (0.956) 3.89 (0.981) 0.205 

8.Small and intimate event (few participants) 3.23 (1.113) 3.26 (1.122) 0.064 

9.Components of social sustainability are included in 

event organization (local community involvement, 

proceeds go to a “good cause”…) 3.76 (0.860) 3.83 (1.016) 0.182 

10.Low entry/registration fee 3.48 (1.043) 3.54 (1.102) 0.134 

11.A challenging course 3.63 (0.973) 3.78 (1.006) 0.263* 

12.A scenic and interesting course 4.01 (0.934) 4.11 (0.981) 0.195 

13.A course that makes it easy to get a good result 3.95 (1.090) 4.01 (1.131) 0.183 

14.Up-to-date information about the event 4.05 (0.855) 4.13 (0.848) 0.105 

15.Skilled staff 4.16 (0.834) 4.18 (0.823) 0.175 

16.Quality of food and beverages (F&B) at the event 3.99 (0.987) 4.13 (0.93) 0.294** 

17.Supporting services such as toilet facilities, etc. 4.00 (1.019) 4.04 (0.849) 0.056 

18.Available parking area 4.15 (0.943) 4.14 (0.910) 0.159 

19.Involvement of major corporate sponsor(s) 3.98 (0.981) 4.03 (1.018) 0.224* 

20.Proper implementation of security measures 3.84 (0.892) 3.93 (0.911) 0.063 

21.Proper implementation of environmental protection 

measures 4.25 (0.755) 4.20 (0.818) 0.196 

22.Proper implementation of crowd control measures 3.64 (0.958) 3.79 (0.924) 0.092 
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23.All event-related information is communicated 

through web/social media 4.04 (0.920) 4.13 (0.933) 0.207 

24.Signs help me to find my way around the event 4.04 (0.754) 4.05 (0.840) -0.016 

25.Staff give prompt answer/service to my demands 3.93 (0.839) 4.04 (0.770) 0.168 

26.The event gets media coverage 3.75 (0.948) 3.68 (0.965) 0.186 

27.Sport equipment and other merchandise available for 

purchase at the event 3.49 (1.006) 3.39 (1.025) 0.192 

28.Efficient communication with organiser prior to the 

event 3.99 (0.893) 4.15 (0.813) 0.325** 

Grand mean 3.91 3.96 0.165 

** and * denote significance at the 1 and 5 percent level. 

 

The RDA reveals that ‘4-A party atmosphere surrounding the event’ (mean score 4.46) and ‘21-Proper 

implementation of environmental protection measures’ (4.25) have been rated the most relevant BM elements. 

Participants were also the most satisfied with these two BM elements, although a small negative gap does exist. 

On the other hand, it seems that participants did not prefer overly small events with only a few participants (‘8-

Small and intimate event’; 3.23) and that ‘27-Sport equipment and other merchandise available for purchase’ 

(3.49) and ‘10-Low entry/registration fee’ (3.48) are not relevant when choosing an event. Further, there appears 

to be a weak or very weak positive correlation between the satisfaction at the BM-element level and overall 

satisfaction, except for one BM element where the correlation is negative (‘24-Signs’). In addition, there is 

strong evidence to believe there is a weak positive monotonic correlation between the experience ratings of four 

BM elements, namely ‘28-Efficient communication with organizer’, ‘16-Quality of F&B, ‘11-A challenging 

course’ and ‘19-Involvement of major corporate sponsor(s)’, and the participants’ overall experience ratings. 

 

Figure 2 provides a graphical presentation of RDA results. The four quadrants are determined using grand-mean 

values of respective importance and determinance scores. The BM elements were further explained using pluses 

(+) and minuses (–), depending on whether they perform above or below average in performance (satisfaction) 

scores. 

 

Figure 2: Relevance-determinance matrix for sport fishing event business model elements 

 
 

 

The largest number of BM elements (12 in total) are located in the first quadrant of the RDA matrix. These 

higher-impact core BM elements are: ‘28-Efficient communication with organiser prior to the event’, ‘16-

Quality of F&B’, ‘19-Involvement of major corporate sponsor(s)’, ‘3-Prizes and gifts’, ‘23-Web/social media’, 

‘21-Implementation of environmental protection measures’, ‘12-A scenic and interesting course’, ‘2-Course 

safety’, ‘13-A course that makes it easy to get a good result’, ‘15-Skilled staff’, ‘1-Event safety’, and ‘25-Staff 

give prompt answer/service’. According to Perić, Vitezić and Mekinc (2016), they represent key BM processes 

(e.g. communication, web/social media, environmental protection measures) and resources (e.g. quality of F&B, 

corporate sponsor, scenic and interesting course, skilled staff) as well as BM value proposition (prizes and gifts, 

course and event safety). These BM elements, in particular three of them which have statistically significant 

influence on the overall experience (communication with organizers, food and beverages, and corporate 

sponsor), are crucial for strengthening an event market position. However, in this particular case study, they all 
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have an above average level of performance (all are marked with pluses), meaning they don’t require critical 

attention from the event organizers. 

 

Six lower-impact core BM elements (second quadrant) are as follows: ‘18-Available parking area’, ‘5-The 

reputation and prestige of the event’, ‘14-Up-to-date information about the event’, ‘17-Supporting services’, ‘4-

A party atmosphere’, and ‘24-Signs’. The levels of relevance of these factors are comparable to those of the 

higher-impact core BM elements, but their determinance is lower (and statistically not significant). It is 

interesting to note that party atmosphere, as a BM element (i.e. value proposition) with the highest relevance and 

performance scores, seems to affect the overall experience only sporadically. 

 

Four lower-importance BM elements are located in the third quadrant, that is, ‘10-Low entry/registration fee’, 

‘22-Proper implementation of crowd control measures’, ‘8-Few participants’, and ‘20-Proper implementation of 

security measures’. All four BM elements are relatively less important elements for choice and have below-

average performance. In addition, the correlation between these four BM elements and the overall event 

experience indicates a random relationship (i.e. statistically not significant). In other words, the anglers’ 

readiness to pay even higher fees to participate at the event could redefine the value that will be generated for the 

event (i.e. value capture). The fact that security and crowd control measures are found to be BM processes less 

relevant for choice and not decisive for the overall experience could be explained by the participants’ prior 

positive experience regarding safety and crowding. If everything went fine at other events they participated in, in 

the past, the respondents reasoned there should be no problems with safety and crowding issues at the surveyed 

events. 

 

Finally, six BM elements are recognised as higher-impact secondary attributes (fourth quadrant). These are: ‘11-

A challenging course’, ‘6-Skilled and competitive participants’ and ‘7-Many participants’ as BM resources; ‘27-

Sport equipment and other merchandise available for purchase’ and ‘26-Media coverage’ as BM processes; and 

‘9-Social sustainability’ as value proposition. According to Mikulić and Prebežac (2011), these attributes provide 

good opportunities for differentiating the analyzed events from competitive events but, since they perform at 

below-average levels, managers should, accordingly, focus on enhancing performance. This is especially the 

case with ‘11-A challenging course’, the only BM element in this quadrant that has a statistically significant 

influence on the overall event experience. 

 

 

Conclusion 
 

This study reveals that a few sport fishing event BM elements have rather balanced levels of importance for both 

choice and experience, while several others show significant asymmetries. In particular, the participants consider 

a party atmosphere surrounding the event and the proper implementation of environmental protection measures 

as the most relevant BM elements, and they are also the most satisfied with the performance of these two BM 

elements. On the other hand, weak correlations between the satisfaction at the BM-element level and overall 

satisfaction do not answer which event BM elements are the most decisive for the on-site sport experience. 

However, it seems that efficient communication with organizers prior to the event (as one of the key BM 

processes) and the quality of food and beverages at the event and involvement of major corporate sponsor(s) (as 

the key BM resources) have a little bit stronger influence on the participant’s overall experience than other BM 

elements. In addition, although not emerging as a key-driver of event choice, another BM element forming the 

core event product, that is, a challenging course, appears to significantly influence the on-site experience.  

 

This study contributes to management theory by increasing the knowledge on BMs in the context of event sport 

tourism. It also focuses on one, in terms of Croatian circumstances, promising but still relatively unknown 

sporting and recreational activity – sport fishing. In addition, by using RDA, this study included the 

multidimensional nature of the importance construct, thus preventing possible managerial misconceptions on 

classifying and prioritizing distinctive BM elements. Finally, the results from this study would be of particular 

interest to the managers of such sport events, especially in planning, decision-making and promoting their events 

towards this specific tourist segment. Such efforts could further raise the overall quality of the events in the 

future. 

 

There are several limitations in this study. The first limitation stems from a relatively small sample from a single 

sporting activity. Therefore, future studies using larger samples and introducing new sports could deliver results 

that would increase the generalizability of overall conclusions. The same would apply if the focus was on large-

scale sporting events. Also, the event sport tourism industry has other features within a BM context that only 

organizers are familiar with. Expanding the scope of BM elements and including the organizers in future 
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research could provide more profound insights into event BMs.  

 

This work has been supported in part by the Croatian Science Foundation under the project UIP-2014-09-1214. 
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