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The World Junior Short Track Speed Skating Championships 2018
in Tomaszow Mazowiecki: A sports geography perspective

The sports event sector has increased over the past decades, becoming a profitable
part of the leisure and tourism industry. While there is no shortage of knowledge sur-
rounding the legacies of large-scale sports events, little is known about the smaller
competitions. The authors seek to fill this gap by establishing a profile of the specta-
tors attending the 2018 World Junior Short Track Speed Skating Championships,
hosted in Tomaszéw Mazowiecki (Poland). The results were gathered from 349 inter-
cept survey questionnaires. Over half of the respondents were from the host city or the
region. The majority were women. The event attractiveness, uniqueness and novelty,
including the venue were the main reasons for attendance. The respondents' willing-
ness to attend a similar event in the future was another key finding. The conclusion
and recommendations focus on the need for further research into the motives of those
attending small-scale indoor, international age-group winter sports events.

Key words: Sporting events, sports geography, visitor profile, visitors’ motivations,
Tomaszéw Mazowiecki, Poland

INTRODUCTION

The size and scale of the international sports event management sector has in-
creased significantly over the past two decades, becoming a very profitable part of
the leisure and tourism industry (Shipway and Kirkup 2011, McGillivray et al.
2015, Getz and Page 2016, Frawley 2017 and Wright 2019). Sporting events not
only generate tourism activity (Getz 2008) but also have a significant impact on the
leisure habits and hobbies of those living within host cities (Dionigi 2001, Cudny
2016 and Wright 2019).

Multifaceted events impacts encompass economic (Dwyer et al. 2006) and so-
cio-cultural development (Schlenker et al. 2005) image-related legacies (Preuss and
Alfs 2011), increasing physical activity, health, sports participation and community
regeneration (Rogerson 2016 and Grix 2018). Moreover, impacts on urban space
and landscape should be included as events legacies (Brown et al. 2015).

Thanks to their positive impacts events create unique development opportunities
for places, regions and countries. Events draw from regional attractions, built upon
local heritage and culture and create development opportunities for host regions
and places. These opportunities include societal and economic development and
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many non-tangible impacts like the aforementioned creation of a positive place or
region brand (Wise and Harris 2019). The influence of events on spaces and places
is often described as festivalisation or eventification and include multidimensional
impacts on a different geographical scale (Cudny 2016).

The multifaceted impacts that sport-related activities (e.g. sporting events) have
on host places and regions are also extremely important (Bale 2002). The relation-
ship between sport and geography resulted in the creation of a separate research
direction combining the aforementioned elements known as sports geography
(Wise and Kohe 2020). Some important research issues in sports geography in-
clude among others socio-economic impacts of events on host places and regions
(see: Smith 2012, Richards et al. 2013, Wise and Harris 2017 and Aquilino et al.
2020) and image related results of sports activities including place narratives and
regional brand creation (see Wise and Harris 2010 and 2017).

According to Li and Petrick (2005), the most important event related research
issues include event impacts, event attendees profiling, spectator pre-event expec-
tations (perceptions) and on-site experiences (satisfaction). Moreover, there is also
a plethora of studies that explore the spectators’ willingness to attend the same or a
similar event in the future (McDonald et al. 2002, Saayman and Uys 2003, Lee et
al. 2007 and 2008 and Scholtz et al. 2015). What differentiates this case study from
the existing body of knowledge is the focus on the movements and motivations of
the local residents, the intra-regional attendees/visitors and the inter-regional
“domestic” sports event tourists. To date, much of the sports event management
literature has looked at larger major/mega-events hosted in large urban centres and/
or the motivations of the international sports events tourist (Wright 2019).

Undertaking event-focused market segmentation and sports event spectator pro-
filing is very important from both a theoretical and practical point of view (Ritchie
et al. 2002 and Kruger and Saayman 2016). In sum, having a clear picture of your
target audience makes it possible to plan events more efficiently, satisfy the view-
ers' needs better and run more effective marketing campaigns (Saayman and Uys
2003 and Scholtz et al. 2015). It also helps to estimate the impacts of event tourism
and the geographical range of an event. Moreover, knowing the wants and needs of
the market also provides the local authorities with crucial information regarding the
quality of the events within their portfolio and the development of future event
tourism opportunities (Li and Petrick 2005 and Shipway and Kirkup 2011). The
article main aim is to present a detailed profile of the spectators attending the 2018
World Junior Short Track Speed Skating Championships in Tomaszow Ma-
zowiecki (Fig. 1), to analyse their main motivations for event attendance and assess
the event impacts on the host city.

The aim of the article also encompassed the assessment of the event impact on
the tourist traffic and the perception of Tomaszéw Mazowiecki in the eyes of event
participants. The problem of the impact of events on space in its socio-economic
dimension (including the generation of tourist traffic) and the image of a host desti-
nation is a geographical issue as it concerns an analysis of various aspects of the
geographical space distinguished by Thrift (2003). These impacts include among
others the influence of events on Thrift’s (2003) space of social and economic con-
nections (i.e. unblocking space), image space and place space (Cudny 2014).

Moreover, the analysis reveals spectators pre-event motivations and post-event
satisfaction levels, including the likelihood of return visitation to the event and host
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region. In addition, the paper also reveals local attendee perceptions around the
sports event tourism generated within the host city.
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Fig. 1. Tomaszéw Mazowiecki: spatial context

The paper is divided into six parts. Following the introduction, the authors pre-
sent the theoretical framework, a review of the relevant academic literature and an
overview of the case study. The final sections present the research results of the
data collection and analysis process, a discussion that links these results back to the
literature and a conclusion that offers a series of recommendations for future re-
search and for practitioners situated within the event industry.

THEORETICAL FRAMEWORK

According to Preuss (2007), sports events generate a number of planned and
unplanned, negative and positive, tangible and intangible legacies for the host com-
munity. These legacies can take a number of different forms and arise are various
different times during the event planning and production process. The most com-
mon examples located within an ever-expanding library of sports event manage-
ment literature focus upon urban development and regeneration (Varrel and Kenne-
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dy 2011), infrastructural development (Baade and Matheson 2011), destination
image (Chalip and Costa 2005 and Taks et al. 2015), city marketing and brand
(Pike 2005 and Smith 2012), tourism (Deery et al. 2004, Hudson 2012 and Getz
and Page 2016), employment and business opportunities (Preuss 2007 and Frawley
2017), social cooperation (Wright 2019), and creation of values and community
spirit (O’Brien and Chalip 2007).

All events are spatiotemporal phenomena that can be divided up into those that
are unplanned (occasional, incidental gatherings of people) and those that are
planned (Getz 2008 and Getz and Page 2016). Getz (2008, p. 407) divided planned
events into occasional mega-events (high tourist demand and value), periodic hall-
mark events (high tourist demand and value), regional events (medium tourist de-
mand), and local events (low demand and value). Getz (2008) also distinguished
recreational events (with sports activities or games for fun) and sports competi-
tions, including amateur/professional and spectator/participant events. Large scale
events are more likely to attract attendees from outside the host region (Solberg
and Preuss 2007, Smith 2012). Those who travel to actively participate/compete in
sporting events are typically classified as being “active sports tourism” (Gibson
1998, Gibson et al. 2003 and Wright 2019).

Sports tourism has been conceptualised and (re)defined on many occasions
(Wright 2019). Weed and Bull (2004, p. 37) offer one of the broadest definitions,
referring to it as “a social, economic and cultural phenomenon arising from the
unique interaction of activity, people and place”. According to Ritchie and Adair
(2004, p. 8) sports tourism incorporates “all forms of active and passive involve-
ment in a sporting activity, participated in casually or in an organised way for non-
commercial or business/commercial reasons, that necessitate the travel away from
home and work locality”. Weed (2008) 51mp11ﬁed the existing definitions even fur-
ther, claiming sports tourism incorporates all forms of active and passive involve-
ment in a sporting activity, participated in casually or in an organised way for non-
commercial or business/commercial reasons, that necessitate the travel away from
home and work locality.

The next significant issue concerns the sports event spectators’ motivations
(McDonald et al. 2002, Lee et al. 2004, Funk et al. 2009, Wang et al. 2013 and
Scholtz et al. 2015). Based on the publication by Lee et al. (2004), Cudny and
Ogorek (2014) distinguished seven groups of visitors’ motivations, which are fre-
quently mentioned in event studies publications. They include event novelty and
excitement; escape from everyday routine; social motivations (socialisation with
other people, family togetherness); cultural exploration; relaxation and leisure; na-
ture appreciation; entertainment. According to Osti et al. (2012) there are three
main groups of visitors’ motivations distinguished in event studies. The first group
includes motivations related to an escape from the tiresome everyday routine (see:
Uysal et al. 1993, Scott 1996, Schneider and Backman 1996 and Lee 2000). In the
case of sport event tourists, this group of motivations can be included among push
factors (Gibson 1998 and Kim and Lee 2002).

The next group of motivations, according to Osti et al. (2012) includes several
elements attracting visitors, such as event novelty, curiosity, desire for adventure
and excitement (see: Uysal et al. 1993, Backman et al. 1995 and Lee 2000). This
group of motivations may be included among pull factors according to Iso-Ahola
(1982), i.e. elements which attract tourists to a given destination (see: Uysal and
Jurowski 1994). Events are attractions which draw tourists with their otherness,
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interesting program, unusual atmosphere, presence of famous people (e.g. sports
celebrities), the possibility of personal participation in the experience offered by
the event. Developed societies have mostly satisfied their basic everyday needs and
they are looking for experiences that will let them satisfy their growing higher
needs (Schulze 2005). The development of this kind of social needs favours the
growth of tourism (Stasiak 2019), including event tourism and sports tourism based
on events (Cudny 2016).

The third group of motivations mentioned by Osti et al. (2012) refer to sociali-
zation and a desire to meet new people (see: Backman et al. 1995, Schneider and
Backman 1996, Crompton and McKay 1997 and Lee 2000). Socialization involves
spending more time with friends and family, as well as meeting new people. Events
are usually places where people of similar interests meet; they are also an oppor-
tunity to relax and make new acquaintances (Cudny 2016).

THE HOST CITY, VENUE AND THE EVENT

Tomaszow Mazowiecki is a post-industrial town of 63,000 inhabitants (in
2019), situated in the lowlands of £.6dz Province, located in the middle of Poland.
The size and economic status of the city declined during the early 1990s as a direct
consequence of the fall of communism (Cudny 2006). Only after Poland had joined
the European Union (2004), did a more profound economic restructuring take
place. This included the development of new infrastructure, an influx of new in-
vestments and an urban transformation that decreased unemployment and im-
proved local living conditions (Cudny 2019a). In terms of sport and recreation op-
portunities, for locals and visitors, Tomaszow Mazowiecki lies on the Pilica River
and is surrounded by forests. Spata, located 11 km east of the city, is one of the
most important Polish sports centres, where athletes prepare for the Olympic
Games. In 2014, the local authorities decided to increase the city's investment and
involvement in the development of sport, recreation and tourism (Cudny 2019a).

Tomaszo6w Mazowiecki is also known for its skating traditions. The “Pilica”
sports club has a speed skating section that has been functioning since 1967 and, in
1971, the first naturally frozen skating rink was opened. In the following years,
there were continuous attempts made to build an artificially frozen skating rink,
which was successfully completed in 1984 (https://www .kspilica.pl/historia). After
some years, it was suggested that it should be renovated, but finally, a decision was
made to build a new Ice Arena. The idea was supported by the city authorities and
the Ministry of Sport and Tourism. The undertaking cost 47.5 million PLN (ca. $
13 million) and it was financed by the Ministry and from the local funds. The facil-
ity was officially open in December 2017 and, at the time of writing, the Ice Arena
was the only all-year-round, indoor skating facility in Poland. It takes up about 1.7
hectares and it can accommodate up to 10,000 spectators.

Tomaszé6w Mazowiecki’s Ice Arena is an element of the sports, recreation and,
in part, tourist infrastructure, which is very important for the development of the
city and the whole region. The Ice Hall is a training facility for the skating section
of the local Pilica sports club and the Polish national skating team. Moreover, the
Ice Arena offers the possibility of organizing speed skating sports competitions,
regardless of the weather. In addition to the 400 m long skating track and ice rink,
Tomaszéw Mazowiecki’ Ice Arena is also home to volleyball and basketball
courts, a tartan running track and a tennis court. It can also be turned into a concert
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or exhibition venue. There are plans to build a hotel with gastronomic, recreational,
conference infrastructure and a parking lot nearby.

The Tomaszéw Mazowiecki Ice Arena hosted 16 large events within its first 18
months of operation, 13 of which were sporting events, including four international
ones (Tab. 1).

Tab. 1. Major mass events at the Ice Arena in Tomaszéw Mazowiecki (2017-2019)

Event Date Range Type of event
World .Tunlor‘ Short Track Speed Skating 2 —4 March 2018 International Sporting event
Championships

Polish Speed Skating Championships 16 — 17 December 2017 National Sporting event
BAJM band 40th Anniversary 13 April 2018 National Concert
BE ACTIVE TOUR 1 July 2018 National Sporting event

with Ewa Chodakowska
Love Polish Jazz Festival 21— 23 September 2018 National Festival
XXXIII Polish Senior and Neo-Senior Speed

Skating Championships 26 — 28 October 2018 National Sporting event
Junior Speed Skating World Cup 24 — 25 November 2018 International Sporting event
Senior Speed Skating World Cup 7 — 9 December 2018 International Sporting event
XXXVIII Polish Sprint Speed Skating 22 — 23 December 2018 National Sporting event
Championships

E?S;Sh Junior Speed Skating Champions- 9 — 10 February 2019 National Sporting event
Eﬁi;sl}; Skating Cup (Grand Prix) - 2 —3 March 2019 National Sporting event
Polish Masters Speed Skating 16 — 17 March 2019 National Sporting event
Championships

Polish Speed SkatingChampioships 16 — 17 March 2019 National Sporting event
Polish Short Track Championships 15— 17 March 2019 National Sporting event
Ist Wedding Fairs at the Ice Arena 28 April 2019 National Fairs
International Open Skating Competition 18 August 2019 International Sporting event

Source: Author’s elaboration, based on: https://arenalodowa.pl/

The first major sports event was a three-day event held in March 2018. It was
the 25th edition of the annual World Junior Short Track Speed Skating Champion-
ships (further referred to as the Championships). The Championships were orga-
nized under the auspices of the International Skating Union (ISU) and the Polish
Speed Skating Association (PSSA). The ISU is one of the world's oldest sports or-
ganizations, propagating skating and organizing international events for figure
skating, synchronized skating, speed skating, and short track speed skating (https://
www.isu.org/inside-isu). The PSSA is one of the major Polish skating organiza-
tions, responsible for gathering competitors, coaches and activists involved in
Polish speed skating (https://pzls.pl/). ‘Short track’ is an Olympic speed ice-skating
category that takes place on a short (111 m), oval rink. There are four competitors
who start the race simultaneously and do not have tracks assigned to them (http://
sport.tvp.pl/1304664/short-track-poznaj-dyscypline). Tomaszéw Mazowiecki be-
came only the second Polish city to host the Championships, following Warsaw,
which hosted the 2001 and 2013 events respectively.

According to Dawid Brilowski (spokeperson of Polish Speed Skating Associa-
tion) The 2018 Championships were attended by 197 ice skaters from 39 countries.
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Organizing the competition engaged many people, including 50 volunteers. 1627
tickets were sold across the two days of racing, which took place over the first
weekend in March (864 tickets on the Saturday and 763 tickets on the Sunday).

METHODS

The research methods utilised for this study included participant observation
and a questionnaire-based survey. Participant observation is when the researcher
becomes a participant in the social process or event being studied (Veal 2006, p.
202). The authors’ participation in the event allowed them to observe the behaviour
of the organizers, volunteers and spectators over the entire duration of the event.

Survey research in social, economic and behavioural sciences encompasses the
data collection from human respondents with the use of a standardised question-
naire. The questionnaire is a list of questions printed or distributed in other forms
(e.g. online) devoted to a specified research problem which the research seeks to
answer (Saris and Gallhofer 2014). According to Veal (2006, p. 100), questionnaire
-based surveys are among the most commonly used techniques in leisure and tour-
ism research. The questionnaire-based survey may take two basic formats a face to
face or telephone survey where the interviewer reads the questions to the respond-
ent and record answers or respondent — completed format where the respondent
reads questions and write answers. A questionnaire-based survey may be used to
obtain quantified information about respondents’ opinions about behaviour and
attitudes towards specified phenomena.

There are different types of questionnaire surveys including the site or user sur-
vey involving the distribution of questionnaires among the users of a specified
tourism or leisure site. This type of questionnaire-based survey is often referred to
as an intercept survey because respondents are intercepted at or near the tourism
destination, site or attraction. Survey data analysis and types of research may take
several forms including descriptive analysis. This type of analysis involves the
presentation of research with the use of frequencies and mean values describing the
respondents' answers regarding their opinions and behaviours (Veal 2006).

The collection of data was conducted exclusively at the Arena, across both days
of racing, and the survey contained a mix of (open and closed) questions, divided
into several sections (Brinkmann 2013 and Anderson 2015). The first allowed the
researcher to capture the respondents’ demographics (age, gender, education, place
of residence and information about their trip — e.g. company, length of stay, etc.).
The second section included detailed questions regarding the motivations behind
their decisions to attend the event. The third section included questions on the spec-
tators’ activity during the Championships, plus an assessment of different elements
of the event experience and their willingness to attend similar events at the same
venue.

The researchers conducted 370 questionnaires and 349 correctly filled-in forms
were chosen for further analysis. The study was carried out by 20 specially trained
students of the University of £6dz. The respondents were intercepted randomly and
the questioners tried to obtain an answer from every fifth event participant they
met. Persons who had already taken part in the study were excluded in order not to
duplicate the results (for method see: Veal 2006 and Kruger and Saayman 2016).
A simple descriptive analysis process was adopted to ensure the data collected
could be widely distributed to the events key stakeholders. The results of the sur-
vey are shared within the following section.
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RESULTS

Spectator Profile

The observation revealed that the event was professionally prepared and per-
formed. The safety measures were accordingly applied, entrance gates were nume-
rous thus the ticket control went very smooth. A separate zone was established for
the players and sports teams. A press centre was also created within the facility.
Distinguishing of these spaces increased the safety during the event and helped in
its smooth realisation. Moreover, the spectators were provided with catering ser-
vices inside the sports hall. The placement of additional toilets outside the facility
was an important organisational mistake. This was mentioned as an important
problem by the respondents participating in the survey conducted during the event.

The questionnaire-based survey included 52.4% of women and 47.6% of men.
The respondent’s level of education varied. The most numerous were people who
had completed university (35.0%) and secondary (33.8%) education. They were
followed by those with vocational (15.2%), secondary postgraduate (8.3%), junior
secondary (6%) and primary (1.7%) education. As regards the age structure, the
majority of the respondents (59.9%) were young people, aged 13-35. With regard
to individual age groups, the largest one included people aged 25-35 (31.8%), 36-
45 (23.8%), 18-24 (23.2%) and 46-55 (9.5%). Other age groups did not make up
more than 5% (13-17 — 4.9%; 56-64 — 4.3%; 66 and over — 2.5%).

Almost one half (48.7%) of the respondents came from Tomaszoéw Mazowiecki
and 7.4% from the Tomaszéw powiat, directly surrounding the city (local visitors).
20.6% arrived from the L6dz Province region (the main administrative region of
Tomaszoéw) (regional visitors). 21.5% came from areas outside 1.0dz Province
(domestic visitors) and 1.8% were respondents from abroad (foreign visitors).
81.6% of the visitors from outside the city came to Tomaszow to participate in the
event, 18.4% — for other purposes (e.g. to visit family or friends) and took part in
the event “by the way”. Referring to the definition of visitors presented by the
UNWTO, a person who arrived in Tomaszéw Mazowiecki from outside the city
can be included in this category as a traveller “taking a trip to the main destination
outside his/her usual environment, for less than a year, for any main purpose
(business, leisure or other personal purposes) other than to be employed by a resi-
dent entity in the country or place visited” (https://www.unwto.org/glossary-
tourism-terms).

In the next question, the respondents were asked whether they had arrived alone
or in someone's company. 35.5% responded that they had come with the family,
33.8% — with friends, 21.0% — alone, 8.2% with colleagues (e.g. members of the
sports teams participating in the competition), and 1.5% — with friends and family.

Only 14.3% of the respondents who came for the event stayed in Tomaszow,
usually for two (28.0%), one (18.9%) or three (16.0%) nights. Using UNWTO ter-
minology, 14.3% of the respondents who stayed overnight can be classified as
tourists, because they had left their permanent place of residence, arrived in the
visited destination to participate in a sporting event and stayed there overnight (see:
https://www.unwto.org/glossary-tourism-terms).

Regarding the question about the activity during the visit, 90.5% of the respond-
ents described themselves as spectators watching the competition, 3.7% — as mem-
bers of the team accompanying the competitor, 0.9% as journalists reporting the
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event for the media, and 4.9% chose a different answer (e.g. voluntary work, medi-
cal service, security guards).

Visitors’ motivations

According to Iso-Ahola (1982, p. 230) “a motive is an internal factor that arous-
es, directs, and integrates a person’s behaviour”. The questionnaire used in the
study included questions regarding motivations to participate in the event under
research. Based on the review of event motivations, presented by Lee et al. (2004),
the study encompassed five main groups of motivations, subdivided into smaller
types. The main groups of motivations included those related to: a) sport; b) novel-
ty, curiosity and attractiveness of the event (including the desire to gain new expe-
rience); ¢) an escape from the everyday life routine; d) related to the attractiveness
of the event; and e) social contacts during the event (Tab. 2). These motivations
match those listed by Osti et al. (2012), referring to participation in sporting events:

— event novelty, curiosity, desire for adventure and excitement,
— socialization and desire to meet new people,
— escape from the daily routine.

Each subgroup was evaluated with respect to its significance to the respondents,
on a 1-5 scale (1 — insignificant, 2 — fairly insignificant, 3 — quite significant, 4 —
significant, 5 — very significant). The significance of individual motivations was
established based on a mean value calculated from the number of points allocated
to individual motivations by the respondents.

The results show that the most important motivations were those related to the
distinctiveness and novelty of the event, as well as its attractiveness (in both cases,
the mean index value was 3.9) and sport (3.8). The motivations related to socializ-
ing (3.7) and an escape from the everyday life routine (3.6) were less important
(Tab. 2.).

As for the subgroups of motivations, the spectators were more strongly motivat-
ed by the desire to gain new experience (mean index value 4.0), curiosity (4.0), the
desire to gain new experience by participating in an international sporting event
(4.0) and the desire to learn new, interesting things (4.0). Thus, the highest-rated
subgroups of motivations were those which might be related to the attractiveness of
the visited place and the event, i.e. those belonging to the group of pull factors,
connected first of all with curiosity, novelty and interesting experiences. It is be-
cause the Championships in question were the first international sporting event
held in Tomaszow Mazowiecki and its region. Moreover, it was only the third
event of this type organized in Poland so far.

Some differences in the significance of motivations can be observed when we
compare respondents from Tomaszow Mazowiecki to those from outside the city.
The motivations related to the attractiveness of the event are slightly more im-
portant to the local residents (index 4.0) than the visitors (3.9). It may arise from
the fact that the former have smaller access to large sporting events, which had
been lacking in the city before. On the other hand, the visitors from outside the city
came from large urban centres (L6dz or Warsaw, both of which are inhabited by
over 500,000 people), where large sporting events are organized much more often.
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Tab. 2. Motivations to participate in the event

Related to sport 3.8 3.7 3.9
To have contact with the world of sport 3.8 38 39
To increase knowledge of winter sports 3.7 37 3.7
To experience a new event - an international sporting event 4.0 4.0 4.1
Related to novelty, curiosity and attractiveness of the event 3.9 3.9 3.9
To gain new experience 4.0 4.1 39
To have a kind of adventure with sport 39 38 39
Out of curiosity 4.0 4.0 4.1
Looking for benefits, experiences enriching me 3.6 35 3.7
Related to escape from everyday life 3.6 3.8 3.6
To escape from the tiresome everyday routine (school, family) 3.6 3.7 3.5
To unwind 3.7 3.7 3.6
To slow down the everyday pace of life 3.6 3.6 3.6
Related to the attractiveness of the event 3.9 4.0 3.9
To experience the unique atmosphere of a sports competition 3.8 39 3.8
To see new, interesting things 4.0 4.0 39
To see the Ice Arena where the Championships take place 39 39 39
Related to social contacts 3.7 35 3.7
To meet new, interesting people 3.6 3.6 3.6
To contact people with similar interests to mine 3.5 3.5 3.5
To spend time with friends/colleagues 3.9 39 3.9

Source: Author's elaboration, based on research.

Motivations related to the sport are more important to the visitors (3.9) than to
the residents (3.7). It can be assumed that the visitors who put a lot of effort into
travelling to another city came due to their interest in skating and a specific sport-
ing event. The residents see this motivation as less important than curiosity, the
desire to live an adventure and participate in a new, interesting event (regardless of
its theme). An escape from the everyday routine is a more important motivation for
the residents (3.8) than for the visitors (3.6). It has been confirmed that Tomaszow
inhabitants have smaller access to various attractions, so they treat the event as an
opportunity to escape the everyday routine. In turn, social contacts are a more sig-
nificant motivation for the visitors (3.7) than the host city residents (3.5) — Tab. 2.

In the next question, the respondents were asked whether visiting the World
Junior Short Track Speed Skating Championships was a unique experience for
them. 75.4% gave an affirmative answer, which confirms that it is the attractive-
ness of the event and the new experience of visiting a large international sports
competition that stands behind its appeal. Modern societies are looking for unique
experiences which make their lives more attractive. Schultze (2005) described this
phenomenon in his work on experience society. The event sector takes advantage
of these tendencies to create events providing entertainment and unique experienc-
es. Festivals and sporting events are a magnet attracting the inhabitants of the host
cities and tourists just because that they offer an unusual chance for entertainment
and relaxation, so different from ordinary life (Richards 2001).
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Sources of knowledge about the event and its assessment

One of the aims of the questionnaire was also to establish the sources of
knowledge about the event. One third (33.3%) of the respondents indicated social
media as the main source (mainly Facebook). A sizeable number (9.6%) found in-
formation about the Championships on the Internet (mostly PSSA and naszto-
maszow websites). Only 8.8% pointed to the radio (mainly local Radio FaMa), and
5.6% — to press (mainly the local TIT daily paper). However, most respondents
(42.7%) indicated other sources. They could quote here which source (previously
unspecified) provided them with information about the event. The answers varied
but mostly pointed to friends, family (word of mouth) and the posters put up
around the city.

The next two questions regarded the event evaluation. The respondents were to
indicate its weaknesses and strengths. First, they were asked to allocate points, on a
scale from 1 (the lowest) to 5 (the highest), to elements such as information, organ-
ization, and venue. The information provided during the event (e.g. regarding
smaller events organized during the competition, transport options, etc.) was rated
the lowest — at 3.8 points, on average. The respondents evaluated the host venue
(Ice Ring) very high at 4.3 points on average. They emphasized that the venue was
new, impressive and they liked it. The organization of the event, including the
competition schedule, security, sanitary conveniences and gastronomy, were also
rated high (4.1 pt).

In the next question, the respondents were asked to briefly assess the event in
short words. Up to 92.0% of the comments were positive, mostly stating that the
Championships were a good or very good and successful event, an interesting, new
experience, a nice performance, a superb, pleasant, great event, good promotion of
the city, etc. Only 8.0% of the respondents expressed a negative opinion, mostly
complaining about the poor organization, insufficient information, and the poor or
average quality of the event. The next question regarded potential changes to be
introduced in the event. Only 176 answers were collected, the remaining respond-
ents had no opinion. It was usually indicated that the information provided during
the event should be improved (24.4%), similar to the availability and standard of
toilets (11.9%). Other frequently mentioned drawbacks included music and poor
quality sound system (6.3%), as well as the scarcity of parking places (5.7%).

In the last question, the respondents were asked whether they would be willing
to participate in a similar sporting event in Tomaszoéw Mazowiecki in the future. It
was a testing question to check if the event was perceived in a positive way and
worth repeating as an experience. Most answers indicate the respondents’ willing-
ness to visit a similar event again. Only 46.1% (61.1% of Tomaszéw residents and
41.2% of non-residents visitors) said they would come for the next event and
39.5% (38.9% of the city residents and 49.3% of the non-residents visitors) — that
they would probably come. Considerably fewer answers indicated that the respond-
ents would probably not come (6.3%) or would definitely not come (1.4%). About
6.7% chose the “I don’t know” option.

DISCUSSION AND COLCLUSIONS

The descriptive analysis presented in this article provides an accurate profile of
the spectators who purchased tickets to attend the 2018 World Junior Short Track
Speed Skating Championships, held in Tomaszow Mazowiecki (Poland), on 2-4th
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March 2018. The questionnaire-based intercept survey included 349 respondents.
The majority of them were women (52.4%) and young people aged 13-35 (59.9%).
Most respondents were people with the university (35.0%) and secondary (33.8%)
education. A significant factor was the respondents’ place of residence because it
was the basis for classifying them as visitors and tourists. Due to the clear domi-
nance of local and regional visitors, according to Getz’s (2008) division of events,
the Championships can be defined as a regional event with medium tourist de-
mand. The next element that was analysed was the motivations of the spectators
included in the study. Following the concept developed by Lee et al. (2004), the
study was based on groups of motivations related to the sport as well as novelty,
curiosity and event attractiveness (the desire for new experiences), social contacts
during the event, as well as an escape from the everyday routine. They correspond-
ed to the groups of motivations listed by Osti et al. (2012), referring to participa-
tion in sports competitions.

The results show that the most important motivations were those related to the
distinctiveness and novelty of the event (curiosity, new experiences), as well as its
attractiveness and sport (experience of a new international sporting event, to have
contact with sport). In the case of visitors attending the event, these motivations are
part of the group of pull factors attracting tourists to a destination distinguished by
Iso-Ahola (1982).

The motivations related to socializing and an escape from the everyday life rou-
tine were less important. Similar results were obtained by Funk et al. (2009) who
highlighted the role of excitement, enjoyment of live performances in sports event
attendance motivations together with lower importance of socializing motives.
Sholtz et al. (2015) emphasized the role of event novelty and memorable event ex-
perience as important motives for participation in sports events. Moreover, the role
of novelty and extraordinary experiences as an important motive for event and fes-
tival attendance was also pointed out in other scientific publications regarding tour-
ism, event studies (see: Backman et al. 1995, Li and Petrick 2005, Kim 2010, Geus
et al. 2016, Mitas and Bastiaansen 2018 and Skavronskaya et al. 2020) and sports
events attendance motivations (see: Getz and Andersson 2020 and Jeong et al.
2020).

The event provided new, interesting experiences to the respondents. This was
confirmed as important visitors’ motivation (see Tab. 2). Moreover, the important
role of experiences was presented in the answers to the question of whether the
event was a unique experience for the spectators. The core role of extraordinary
experiences for event creation, promotion, and event-goers satisfaction was con-
firmed in the literature (Richards 2001 and Cudny 2016). This is in line with the
growing role of interesting unique experiences in contemporary societies (Schulze
2005) and with the important role of experiences creation in the current economy
(Pine and Gilmore 2011).

Respondents mostly learned about the event (venue, program, etc.) from social
media, websites and radio, as well as family and friends (by word of mouth). These
results find confirmation in the literature. Social media are essential communica-
tion platforms and marketing tools for events (Lee et al. 2012), including sports
events (Leask et al. 2011 and Abeza et al. 2013). The role of word of mouth com-
munication as an important element of event promotion and marketing was also
confirmed in the literature (see: Wang et al. 2013).

230



GEOGRAFICKY CASOPIS / GEOGRAPHICAL JOURNAL 73 (2021) 3, 219-237

The event was rated very highly, with 92% of positive comments. The greatest
strength was the venue (Ice Arena) and organization of the event, while infor-
mation about the event was rated lower. The respondents indicated the need to im-
prove the system of information, the standard of toilets, music and sound system,
as well as the availability of parking space. Most respondents would attend or
would probably attend a similar sporting event organized in Tomaszéw Ma-
zowiecki again. The role of a positive evaluation of a host destination (attractions,
services) in revisit intention is highlighted in the literature. Visitors with positive
experience and evaluation are more likely to visit the site again (Chen and Funk
2010). This is also confirmed in the research related to sports events (Brown et al.
2016) and festivals (Cole and Illum 2006).

The research results show that the World Junior Short Track Speed Skating
Championships held in 2018, in Tomaszéw Mazowiecki, may be regarded as a suc-
cess if we consider the evaluation of the event and its tourism-generating effect.
The percentage of tourists (14.3% — if the people staying in the city overnight are
regarded as tourists) is considerable for a niche sporting event and matched the pre-
event expectations. As indicated in the research literature small scale and regional
events attract fever visitors than large scale events. However small events also cre-
ate important economic outcomes for the host city and require less investment than
hallmark or mega-events. Moreover, small events (local end regional scale) gener-
ate less problems for host places (fewer traffic congestions, lower criminality rate,
waste, pollution etc.) — Daniels and Norman (2003), Agha and Taks (2015) and
Kwiatkowski et al. (2018) and thus could be destination’s chance for the develop-
ment of sustainable event tourism (Gibson et al. 2012, Duglio and Beltramo 2017
and Malchrowicz-Mosko and Poczta 2018). An advantage of small and regional
sports events is that they more under the control of local and regional authorities
and the influence of large scale international organisations is limited. Small events
also create destination awareness among visitors and in the media and thus they
contribute to destination promotion and brand creation (Giampiccoli et al. 2015 and
Cudny 2019b and 2021).

The main motivations mentioned by the residents and visitors alike were related
to the attractiveness and novelty of the event. Thus, it was a significant asset at-
tracting spectators. Moreover, in all the groups, positive evaluation of the Champi-
onships prevails and is confirmed by the respondents’ willingness to attend a simi-
lar event in the future.

The results presented in this article have a number of limitations that should be
considered when interpreting them. There are a small number of articles devoted to
niche indoor winter sporting events such as Junior Short Track Speed Skating
Championships. Therefore it is difficult to compare the results presented in the arti-
cle with other publications on similar-scale events and to draw more general con-
clusions. Another limitation is the list of motivations considered in this article. In
future research additional motives could be considered including being a fan of a
specific sport discipline or a specific sports team.

Further comparative research should be undertaken regarding the profile and
motivations of spectators of such events. In addition, such research should be inter-
national in nature and ought to include sporting events representing different disci-
plines. In addition, further research should include an analysis of the long-term im-
pacts of small sporting events on host cities and local residents. The analysis of
various types of event legacies like economic, social and leisure legacies is very
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important for event organizers, sponsors and authorities of host cities (see Brown et
al. 2015, Rogerson 2016 and Grix 2018).

Determination of the impact of events on space (geographical, urban, etc.) in its
various dimensions (socio-economic, physical, image) is an issue closely related to
geography (Cudny 2014). In particular, it is linked to sports geography (Wise and
Kohe 2020). The scientific literature provides examples of geographical studies
devoted to the structure and motivation of event-goers (Cudny and Ogorek 2014),
events impacts on society (Janiskee 1991 and 1994, Gibson and Davidson 2004,
Waitt 2008 and Richards et al. 2013), culture (Aldskogious 1993 and De Bres and
Davis 2001), economy (Richards and Wilson 2004, Smith 2012, Lorentzen 2013
and Sundbo 2013), place image (Wise and Harris 2010 and 2017) and on geogra-
phical space in its physical dimension (Cudny 2016). Festivals and sporting events
create legacies that change different dimensions of geographical space. For exam-
ple, Cudny (2014), referring to the geographical space division developed by Thrift
(2003), noted that events affect various aspects of geographic space including
space of empirical constructions, space of social and economic connections (i.e.
unblocking space), image space and place space in host areas.

Concluding the study presented in this article can be considered as research
connected with sports geography. The World Junior Short Track Speed Skating
Championships 2018 influenced different aspects of the host city space. The event
was an interesting experience attracting goers due to its distinctiveness, novelty,
attractiveness and connection with sport. Therefore the event attracted spectators
from the city and the region as well as a significant amount of tourists. Therefore it
may be treated as a regional event with medium tourist demand. We may presume
that the event impacted the space of economic and social connections (i.e. geo-
graphical unblocking space as presented by Thrift 2003). The event was very well
assessed by the spectators and thus it must also have a positive impact on the image
space of Tomaszoéw Mazowiecki as the host city and tourist destination.
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MAJSTROVSTVA SVETA JUNIOROV V RYCHLOKORCULOVANI
NA KRATKEJ DRAHE 2018, TOMASZOW MAZOWIECKI:
PERSPEKTIiVA GEOGRAFIE SPORTU

Tento ¢lanok prezentuje detailny profil divakov, ktori navstivili Majstrovstva
sveta juniorov v rychlokor¢ul'ovani na kratkej drahe, ktoré sa konali v pol'skom
meste Tomaszow Mazowiecki v roku 2018. Odhal'uje motivacie ich i¢asti na pod-
ujati a uroven spokojnosti po jeho navsteve, vratane pravdepodobnosti ich opétov-
nej navstevy takéhoto podujatia a hostitel'ského regionu. Okrem toho prispevok
odhal’uje, ako vnimaju navstevnici podujatia pochadzajtici z hostitel'ského mesta
vplyv tejto Sportovej udalosti na tamojsi cestovny ruch.

Clanok je rozdeleny na Sest’ &asti. Po uvode autori predstavuju teoreticky ramec,
prehl’ad dolezitej odbornej literatiry a charakterizuju pripadovt Studiu. Nasledne
prezentuju vysledky vyskumu vyplyvajice zo ziskanych udajov a ich analyz, dis-
kusiu, ktora konfrontuje vysledky s literatirou, a zaver, ktory ponuka sériu odporu-
¢ani pre d’alsi vyskum a pre odbornikov podiel’ajiicich sa na organizacii podobnych
podujati.

Vysledky vyskumu ukazuju, Ze Majstrovstva sveta juniorov v rychlokorculova-
ni na kratkej drahe 2018 moZeme povazovat’ za uspe$né z hladiska hodnotenia
podujatia a jeho vplyvu na rozvoj cestovného ruchu. Vysledky poukazuju na sku-
tocnost’, Ze najdolezitejSie dovody na navstevu tohto podujatia saviseli s jeho oso-
bitost'ou a novost'ou (zaujimavostou a novymi zazitkami), ako aj s jeho atraktiv-
nost'ou a Sportom ako takym (skusenost’ s novou $portovou udalostou, moznost’
byt v kontakte so $portom).

Podujatie poskytlo respondentom nové, zaujimavé skusenosti, ktoré, ako sa po-
tvrdilo, predstavovali aj doleziti motivaciu pre navstevnikov. O udalosti (mieste
konania, programe, atd’.) sa vdcSinou dozvedeli zo socidlnych médii, webovych
stranok a radia, ako aj od rodinnych prislusnikov a priatelov (istnym podanim).
Podujatie bolo vel'mi vysoko hodnotené, ked’ze ziskalo az 92 % pozitivnych ko-
mentarov. Pri tomto hodnoteni najviac zavazilo miesto podujatia (Ice Arena)
a samotnd jeho organizacia, zatial' ¢o informacie o podujati boli hodnotené horsie.
Vigsina respondentov by navstivila alebo by pravdepodobne navstivila podobné
§portové podujatie organizované v meste Tomaszow Mazowiecki znova.
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