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Planica is a valley inside Triglav National Park in Slovenia where the best ski jumpers
have been to compete on the biggest ski jumping hill in the world meeting every
year for more than 40 years. Partly financed by the Fund of the European Union, the
Nordic Center Planica has recently been renovated, and the fis World Cup ski jump
finals took place there in 2015 for the first time since its renovation. To understand
visitors’ satisfaction and future expectation, research with a self-administered ques-
tionnaire inwhich 618 visitors were surveyed has been conducted. Respondents were
asked to evaluate their expectations and satisfaction about different elements of the
event. The main hypothesis claimed that respondents’ expectations about the event
affect their satisfaction with it. The hypothesis was tested using regression analysis.
Themain results confirmed the research hypothesis supporting the fact that visitors’
expectations about the major sporting event influence their satisfaction with the it.
With theNordic Center reconstruction, Planica had a second chance to redevelop its
image. Therefore, it is highly recommended that the organizer continue to monitor
the visitors’ expectations and satisfaction levels to be able to offer the optimal service
experience.
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Introduction
Planica is a small valley in Slovenia where the best ski
jumpers meet every year to compete on the biggest ski
jumping hill in theworld. The first ski jumping hill was
constructed before 1930, and the ‘Bloudek Giant’ was
added in 1934. In 1968, the Slovenian Gorišek broth-
ers constructed the ski jumping hill called ‘Letalnica,’
where the first ski flying world championships took
place in 1972.

Many renovations and reconstructions have taken
place in Planica since then, in order to facilitate long

jumps and gain popularity worldwide. However, Plan-
ica is not only well known for sport tourism events. Its
reputation has suffered from a wealth of unfortunately
negative situations and complications, mainly arising
from hundreds of landowners in and around the val-
ley.

Although Planica has always been a ‘Slovenian
identity,’ changes were needed to halt the decline in the
number of visitors starting in 2005. The Government
of the Republic of Slovenia established the Public In-
stitute for Sport Planica in 2009. The institute’s vision
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andmission are the construction of the PlanicaNordic
Center based on two phases: first, the Center for Ski
Jumps and Ski Flying with €24.3 million of invest-
ment; second, the Center for Cross-Country Skiing
with €15.3 million of investment (www.nc-planica.si).
Both projects are partly financed by the European Re-
gionalDevelopment Fundof the EuropeanUnion. The
first phase was completed as scheduled (31 December,
2014) and a new era for Planica began in 2015, as the
newly established center organized its first ‘fis World
Cup Ski Jump Finals – Planica 2015.’ The organizers
also had high expectations for both the number of
visitors and the establishment of extreme jumps with
record results.

The World Cup Finals organized on a newly reno-
vated Planica ski flying hill between 19 and 22 March
2015 was, as such, the perfect sport event to investi-
gate the opinion of visitors to understand their ex-
pectations and satisfaction with the event. Satisfaction
of visitors at sporting events is a consequence of per-
ceived value and different elements of quality.

The research problem of this paper is to examine
the relationship between expectations and satisfaction
of ‘fis World Cup Ski Jump Finals – Planica 2015’ vis-
itors. Thus, the purpose of this research is to first un-
derstand their expectations and satisfaction in order to
follow directions for the future organization and better
quality of the sporting event. In addition, the aim was
to develop an empirical model derived from the data
on visitors’ expectations and satisfaction to provide a
conceptual understanding of the significant predictors
of event attendance at the Planica 2015 fis World Cup
ski jump finals.

Literature Review
Nowadays, organized sport generates events, which
can evolve from local to international in attractive-
ness. If they are planned strategically, these events can
become a significant generator and a determining fac-
tor in attracting tourist arrivals to destinations (Getz,
2012). Sport events are, therefore, an important com-
ponent of the tourism industry. They also have the
power to ‘stimulate the development of the ameni-
ties in a place, to promote the place’s marketing im-
age, to increase the number of visitors and to reduce

the tourism seasonality’ (Gelders & Van Zuilen, 2013;
Wäsche, Dickson, & Woll, 2013; Hinch & Higham,
2011; Chalip & McGuirty, 2004). Sport-related major
events are becoming an increasingly important moti-
vator of tourism, attracting not only national, regional
and local but also global audiences.Major sport events
play an important factor for many worldwide destina-
tions (Fourie & Santana-Gallego, 2011; Getz, 2008).
They also greatly contribute to the tourism promo-
tion of a destination, opening new tourism markets
and, consequently, attracting new tourists whosemain
motive is the attendance of a major sporting event
(Dimanche, 2003). In addition to being significant
tourism generators and promotional tools, sporting
events are also one of the most widely studied areas of
sports tourism (Getz & Page, 2015) and represent the
largest component of the event tourism sector.

For Slovenia and its residents, the fis World Cup
Ski Jumping Finals in Planica is more than just one of
the regular yearly events, but is, as described by Kreft
(2010, p. 17) more of a ‘national sport.’ This is not be-
cause of the number of jumpers who come to com-
pete in the event but because the nation has identi-
fied itself with this sport and their competitions for
more than 80 years, including Planica flying, which
represents a massive, annual festival of national iden-
tity, featuring a continuous ambition to break records.
High attendance sporting events attract sponsor rev-
enue and thus an empirical understanding of the fac-
tors that influence sports attendance is essential to the
long-term viability of these events (Hall, O’Mahony, &
Vieceli, 2010). After its renovation, the Nordic Center
Planica started a new erawith high hopes and expecta-
tions for the future, which needs special attention from
the organizers in understanding the visitor’s needs. It
is certain that sporting events would not be the same
without the sport visitors who are ready to pay high
prices for tickets experience emotions of highly mem-
orable sport events (Emery, Kerr, & Crabtree, 2013).

Currently, visitor satisfaction with the organiza-
tion of sporting events correlates with numerous pos-
itive business and social outcomes. Therefore, sport
event organizers recognize a vital goal in satisfying
their customers. To be able to satisfy the sport visitors
at various events, the organizers need to know their
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expectations. Sport visitors’ satisfaction experience in
association with a sporting event is based on the ‘com-
parison of their perceptions on predictive expecta-
tions for the event service experience and perceptions
of what actual service experience is consumed’ (Kelley
& Turley, 2001). Gnoth (1997) suggested that tourist
expectation is constructed by their needs and motiva-
tions. Furthermore ‘specific expectations are tentative
representations of future events and can both refer to
a specific situation and an unknown or abstract situ-
ation’ (Gnoth, 1997, p. 298). Expectations depend on
the individual’s personal traits and desires (Shahin,
Jamkhaneh, & Cheryani, 2014). Additionally, Higham
and Hinch (2002) discovered that expectations and
desired outcomes are the functions of many factors in-
cluding individual identity, attitude, and personality.
For Forinash (2003), the expectation is ‘an assumption
of the inevitable’ and the affirmation that the desired
outcome will occur.

Satisfaction, in contrast, is a response to expecta-
tions. Oliver (2010, p. 8) defines satisfaction as ‘the
consumer fulfillment response with a judgment that
the product/service feature or the product or service
itself provided (or is providing) a pleasurable level
of consumption-related fulfillment including levels
of under- or over-fulfillment.’ Shonk and Chelladu-
rai (2008) investigated the aspect of service quality
in the sport tourism industry and explain satisfaction
as the comparison between expectations and percep-
tions of service quality on the part of the consumer.
Satisfaction could also be understood as a ‘pleasurable
reaction to a good or service in an act of consump-
tion’ (Oliver, 2010, p. 8). Yoshida and James (2010, p.
340) explain that ‘customer satisfaction is defined as
a customer’s pleasurable, fulfillment response to the
entertainment of sport competition and/or ancillary
services provided during a game and the service sat-
isfaction is a customer’s overall satisfaction with the
services experienced at a sporting event.’ The outcome
dimension of service quality measured by player per-
formance, opponent characteristics and game atmo-
sphere (Yoshida & James, 2010) is what the sport event
visitors receive in the process of the competition. Ac-
cording to Gronroos (1984) the facility in the stadium,
the supporting service, the design, the accessibility,

the security, the space/functions, and interaction be-
tween employees are all elements of functional quality
that are somehow related to the service quality. The
satisfaction of the sport visitors additionally presents
a crucial point for sport event organizers since it has
consequences on the service quality, which are a man-
ageable factor of the future organization of the sport-
ing event. The satisfaction of the sport event visitors is
not solely dependent on the achievements of profes-
sional athletes.

The sport event organizers and sport event visitors
each bear significant responsibility in the total satisfac-
tion of the sporting event. The sport event organizers
have the ongoing task to produce friendly and smooth
services to the sport event visitors and treat them as
individual customers with unique needs. Sport event
visitors themselves also play a major role in ensur-
ing complete satisfaction for other visitors. This may
be achieved by choosing to engage in conversation
with other visitors and giving their personal opinions
on the sporting event. When the sport event visitors
are cheering, clapping, and singing, this can also con-
tribute to uplifting the social environment (Cant &
Wiid, 2012).

Sport event visitors’ satisfaction is high only when
the sport event organizers have ensured that the vis-
itors have received a ‘value-for-the-money’ experi-
ence. Moreover, the service experience is also con-
nected to the ‘servicescape’ which explains the phys-
ical surroundings to facilitate the service offering to
consumers (Cant & Wiid, 2012). The ‘servicescape’ of
sport events organization includes the importance of
tangible elements, such as the event area infrastruc-
ture, and intangible elements, such as the tempera-
ture or the sound, that might influence the overall
service experience (Hoffman & Turley, 2002). Bitner
(1992) discovered that a ‘servicescape’ has three basic
dimensions: (1) ambient conditions, (2) spatial layout
and functionality and (3) signs, symbols, and artifacts
(Cant & Wiid, 2012). Ambient conditions of a sport
event affect perceptions of visitor’s responses to the
sport event environment. Generally, they affect the five
senses, such as temperature, lighting, noise,music, and
scent. The dimension connected to spatial layout and
functionality refers to the ways in which seats, aisles,
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food service lines, security, toilets, entrances, and ex-
its are designed and arranged in the sport event area.
The aspect of aesthetic appeal is connected to factors
such as the surrounding environment, cleanliness, sig-
nage, and other elements. Based on the perception of
these dimensions of factors, sport event visitors will
have set thoughts and feelings that lead them to ei-
ther approach or avoid the sporting event (Wakefield
& Blodgett, 1994; Cant & Wiid, 2012). Additionally,
sport event visitors need to feel safe in the sporting
environment to fully enjoy the event. The safe atmo-
sphere dimension relates to safety issues inside and
around the sport event area (Westerbeek & Shilbury,
2003). The sport event organizers nowadays need to
pay particular attention to the safety and security of
sport event visitors due to many terrorist attacks and
violence situations around sporting events infrastruc-
ture where masses of people gather to enjoy different
sporting events.

We can conclude that there are various factors in-
fluencing sport event visitors’ satisfaction that need to
be investigated. All those factors play a major role in
constructing the visitors’ satisfaction with the event
and potential revisiting of organized sport events.
Based on the literature review, not much research
directly connected particularly on sport event vis-
itors has been conducted (Van Leeuwen, Quick, &
Daniel, 2002; Yoon & Uysal, 2005). Two of the most
critical studies of sport visitors’ satisfaction are those
by Madrigal (1995) who tested the affective determi-
nants of fan satisfaction with a sport event and Wake-
field and Blodgett (1994, 1996) with the examination
of the effects of quality perceptions of the sport fa-
cility on customer satisfaction and re-patronage in-
tentions. In the literature review of sport event ser-
vice quality, two perspectives of research in which re-
searchers analyze the perceptions of sport event vis-
itors can be found. Some studies (McDonald, Sut-
ton, & Milne, 1995; Theodorakis, Kambitsis, & Laios,
2001) have adopted the measurement model based
on the servqual model (Parasuraman, Zeithmal, &
Berry, 1988) but others developed specific measure-
ment scales for analyzing the perceptions and satisfac-
tion of sport event visitors (Jin, Lee, & Lee, 2013; Ko,
Zhang, Cattani, & Pastore 2011).

Table 1 Gender and Country of Residence of Respondents

Category f f

Gender Male  .

Female  .

Country of residence Norway  .

Poland  .

Germany  .

Czech Republic  .

England  .

Austria  .

Bosnia and Herz.  .

Croatia  .

Canada  .

Slovenia  .

ResearchMethodology
For data collection of this study, a face-to-face ques-
tionnaire was used. The questionnaire was developed
using the findings from the literature review suggest-
ing that the quality of service (Gronross, 1984; Yoshida
& James, 2010) is an important aspect of a sporting
event, and that it should be taken into consideration
by organizers and researchers to evaluate the sporting
event. Visitors’ satisfaction has a major role in deter-
mining service quality. Satisfaction with the event was
measured according to the elements that Bitner (1992)
pointed out as being crucial in measuring the satisfac-
tion of sporting event visitors.

Visitors to the fis World Cup ski jumping finals
2015 were the target population. The event was held
between the 20th and 22nd of March 2015 in Planica,
Slovenia. The face-to-face interviews were conducted
at the event by specially instructed interviewers in or-
der to collect the data. The questionnaire consisted of
different sections: demographic characteristics, prior
travel organization to attend the event, motives for at-
tending the event, the influence of promotion of the
event, expectations, and satisfaction with the event.
The final database consists of 618 valid units.

According to the theoretical background, we have
formulated the following research hypothesis: ‘Visi-
tors expectations about the Planica 2015 event influ-
ence their satisfaction with the event.’
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Table 2 Descriptive Statistics of Expectations about the Event

Item () () () () () () () ()

The atmosphere at event  . . –. . . . .

Time with friends/relatives  . . –. . . . .

The excitement of the event  . . –. . . . .

Weather on the day of the event  . . –. . . . .

The security at event  . . –. . . . .

Care for the environment  . . –. . –. . .

Information on the big screen  . . –. . –. . .

The sanitary conditions (wc)  . . –. . –. . .

Big screen  . . –. . –. . .

Food & Drink  . . –. . –. . .

Entertainment at the event  . . –. . –. . .

Culture of the event  . . –. . –. . .

Speaker at event  . . –. . –. . .

Music at event  . . –. . –. . .

No crowd/queue at the event  . . –. . –. . .

Warm tents  . . –. . –. . .

Famous people at the event  . . . . –. . .

The possibility to buy clothes and souvenirs  . . . . –. . .

Notes Column headings are as follows: (1) number of responses, (2) mean, (3) standard deviation, (4) skewness – statistics,
(5) skewness – standard error, (6) kurtosis – statistics, (7) kurtosis – standard error, (8) coefficient of variation. Valid N
(listwise) = 528.

Statistical analyses used for the purpose of this re-
search are as follows: frequencies, descriptive statistics,
and distribution of the variables, and linear regression.

First, we present the sample. Table 1 presents the
gender and nationality of respondents. There were
55.4 male and 44.6 female respondents in our sur-
vey.

Most of the respondents came from Slovenia (73.
8); 12.1 of respondents came from Poland, 10.9
fromNorway, 1.3 fromAustria, 0.8 fromGermany,
0.3 from Croatia and Canada each, while 0.2 of
respondents were from the Czech Republic, England,
and Bosnia and Herzegovina each.

The average age of respondentswas 32.33 years. The
youngest respondent was 12 years old, while the oldest
was 79 years old.

Expectations about the Event
We asked respondents about their expectations for the
event: ‘To which degree are the following expectations

about Planica 2015 important for you?’ Respondents
were asked to mark the importance of the following
factors using a 5-point Likert-type scale (‘1’ meaning
very unimportant, ‘5’ meaning very important): Care
for the environment, Music at event, Speaker at event,
The security at event, The atmosphere at event, Time
with friends/relatives, The possibility to buy clothes
and souvenirs, Culture of the event, Entertainment at
the event, No crowd/queue at the event, Weather on
the day of the event, Food & Drink, Big screen, In-
formation on the big screen, The sanitary conditions
(wc), Warm tents, Famous people at the event, and
The excitement of the event.

In Table 2, the results of the descriptive statistics
are presented. The most important factor was the ex-
pectation about the atmosphere at the event. The av-
erage was 4.66 showing that this was a very important
expectation for respondents. We can see that expecta-
tions about spending time with friends and relatives
were also very important (average 4.58).
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Table 3 Descriptive Statistics of Satisfaction with the Event

Item () () () () () () () ()

The atmosphere at event  . . –. . . . .

Time with friends/relatives  . . –. . . . .

The excitement of the event  . . –. . . . .

Weather on the day of the event  . . –. . . . .

The security at event  . . –. . . . .

Food & Drink  . . –. . –. . .

Culture of the event  . . –. . . . .

Care for the environment  . . –. . . . .

Big screen  . . –. . –. . .

Entertainment at the event  . . –. . –. . .

Speaker at event  . . –. . –. . .

Information on the big screen  . . –. . –. . .

Music at event  . . –. . –. . .

No crowd/queue at the event  . . –. . –. . .

The sanitary conditions (wc)  . . –. . –. . .

Warm tents  . . –. . –. . .

The possibility to buy clothes and souvenirs  . . –. . –. . .

Famous people at the event  . . –. . –. . .

Notes Column headings are as follows: (1) number of responses, (2) mean, (3) standard deviation, (4) skewness – statistics,
(5) skewness – standard error, (6) kurtosis – statistics, (7) kurtosis – standard error, (8) coefficient of variation. Valid N
(listwise) = 492.

Expectations that were important (but not very
important) for respondents included the excitement
of the event (average 4.35), the weather on the day
of the event (4.29), the security at the event (4.05),
care for the environment (3.86), information on the
big screen (3.78), the sanitary conditions (3.77), big
screen (3.75), food and drink (3.71), entertainment at
the event (3.69), culture of the event (3.67), the speaker
at the event (3.57), and the music at the event (3.55).

The following expectations were considered as nei-
ther important neither nor important by respondents
were no crowd at the event (average being 3.46), warm
tents (3.17), famous people at the event (2.91) and the
possibility to buy clothes and souvenirs (2.77).

The coefficient of variation (cv) is lower than 1 for
all indicators, suggesting a goodmodel fit (‘faq:What
is the Coefficient of Variation?’ 2007).

Skewness and kurtosis showed a distribution close
to the normal one for almost all the factors of expec-
tations about the event, except for the atmosphere at

the event and spending time with relatives and friends
where both coefficients were too high (above |2|) and
showing a distribution being not normal. In this case,
we decided to omit these two factors of expectations
about the event from further statistical analysis.

Satisfaction with the Event
In the following, we asked the respondents the next
question: ‘To which degree are you satisfied with the
following factors about Planica 2015.’ Respondents
were asked to report their satisfaction using a 5-point
Likert-type scale (1meaningnot satisfied at all, 5mean-
ing completely satisfied) for the following factors: Care
for the environment, Music at event, Speaker at event,
The security at event, The atmosphere at event, Time
with friends/relatives, The possibility to buy clothes
and souvenirs, Culture of the event, Entertainment at
the event, No crowd/queue at the event, Weather on
the day of the event, Food & Drink, Big screen, In-
formation on the big screen, The sanitary conditions
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Table 4 Regression Coefficients among (Pairs of Indicators) Expectations and Satisfaction at the Event

Indicator R2 F β

() () () ()

Care for the environment . . . . .

Music at event . . . . .

Speaker at event . . . . .

The security at event . . . . .

The possibility to buy clothes and souvenirs . . . . .

Culture of the event . . . . .

Entertainment at the event . . . . .

No crowd/queue at the event . . . . .

Weather on the day of the event . . . . .

Food & Drink . . . . .

Big screen . . . . .

Information on the big screen . . . . .

The sanitary conditions (wc) . . . . .

Warm tents . . . . .

Famous people at the event . . . . .

The excitement of the event . . . . .

Notes Column headings are as follows: (1) statistics, (2) significance.

(wc), Warm tents, Famous people at the event and
The excitement of the event. The descriptive statistics
can be found in Table 3.

Respondents reported being very satisfiedwith two
factors, the atmosphere at the event (average 4.64) and
spending time with friends and relatives (4.61). Re-
spondents were satisfied (but not very satisfied) on av-
erage with the following factors: the excitement at the
event (average 4.37), the weather on the day of the
event (4.34), the security at the event (4.12), food and
drink offer (3.96), the culture of the event (3.91), care
for the environment (3.91), big screen (3.88), entertain-
ment at the event (3.85), speaker at the event (3.85),
information on the big screen (3.82), the music at the
event (3.73), no crowd at the event (3.63), and the san-
itary conditions (3.59).

Respondents were neither satisfied nor dissatisfied
on average with the following: warm tents (3.35), the
possibility to buy clothes and souvenirs (3.33) and the
presence of famous people at the event (3.14).

The coefficient of variation (cv) is lower than 1 for
all indicators suggesting a good model fit (‘faq: What

is the Coefficient of Variation?’ 2007). Skewness and
kurtosis showed a distribution close to the normal one
for almost all the factors of satisfaction with the event,
except for the atmosphere at the event and spending
time with relatives and friends where both coefficients
were too high (above |2|) and showing a not normal
distribution. In this case, we decided to omit these two
factors of satisfaction with the event from further sta-
tistical analysis.

Research Findings
The research hypothesis was tested using linear regres-
sion analysis (enter method), comparing the expec-
tation and satisfaction with the same factor about the
Planica 2015 event. The results are presented inTable 4.
The coefficients that are statistically significant at the
0.05 level are marked in bold.

From Table 4 (R square), it can be seen that be-
tween 10.9 and 37.9 of the total variance can be ex-
plained by regressionmodels when considering the in-
fluence of the expectations on the satisfaction with the
Planica 2015 event. All the regression models are sta-
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tistically significant at the 0.01 level. We can conclude
the regression models are appropriate.

All the Beta coefficients among the pairs of the
same factors show statistically significant correlations
at the 0.01 level of expectations and satisfaction about
the Planica 2015 event. Thus, we can accept our re-
search hypothesis that expectations about the event
influence the satisfaction with it. Respondents who
had higher expectations about the event were more
satisfied with it in comparison to respondents who
had lower expectations about it.

Discussion and Conclusions
The aim of the study was to understand how the ex-
pectations of visitors attending a sport event influence
their satisfaction with it. To test the research hypothe-
sis, a questionnaire was constructed, and face-to-face
interviewswere completed during the Planica 2015 fis
World Cup ski jumping finals in Slovenia. The results
revealed that the visitors to the event had very high ex-
pectations regarding the atmosphere at the event and
the time spent with their family and friends. The same
two factors came in the first two places while asking
about their satisfaction with the event. An assumption
of the theory of the service quality in connection with
expectations and satisfaction is that providing high-
quality goods/services will enable organizers of major
sport events to satisfy sport event visitors and to sur-
vive in a competitive market of other similar events
(Dobholkar, Thorpe, & Rentz, 2000). The results of
the survey confirmed the reviewed literature findings,
suggesting there is a connection between the expec-
tations and the satisfaction of visitors at the Planica
2015 fis World Cup ski jumping finals. Since the ser-
vice quality of the major sporting event is an indirect
measure of the connection between the expectations
and the satisfaction with the event, we can conclude
that the organization of the event was of high quality,
as perceived by the visitors.

The research hypothesis was tested using the linear
regression analysis. The relationship between several
(16) different aspects (service quality) of expectations
and satisfaction were analysed. There were 16 differ-
ent linear regression analyses used, each one checking
for the influence of an expectation to the same as-

pect of satisfaction. The results of the regression anal-
yses confirmed the main research hypothesis, show-
ing there is a strong, statistically significant, influence
of visitors’ expectations on their satisfaction with the
Planica 2015 fis World Cup. Thus, it can be seen that
visitors with higher expectations about the event were
more satisfied with the event in comparison to those
who had lower expectations about it. Since visitors
were very satisfied with the event, they will come with
even higher expectations of it in the coming season(s).
Thus, it is crucial for the organizers to focus on re-
searching the expectations and satisfaction with the
event to be able to prevent lowering the expectations
and the satisfaction with it in the future.

The contribution of the study is that the research
of the expectation and satisfaction of the major sport-
ing events needs to be interdisciplinary and including
both the factors of atmosphere of the major sporting
event with various background characteristics (noise,
scent, sound, crowd, lighting and music) and the ser-
vice quality of the components of the major sport-
ing event such as security, food & drinks, sanitary
conditions, stadium characteristics, speakers, official
souvenirs, etc. Therefore, major sport event organiz-
ers have to produce friendly and smooth services to
achieve great atmosphere to satisfy the visitors with
unique individual needs. In future research, the rela-
tionships between the atmosphere of the major sport-
ing event, supplementary services, and also other ac-
tivities (entertainment) should be examined (Yoshida
& James, 2010).

The goal of major sport event organizers is also
to attract as many visitors as they can so as to cover
their expenses that arose during the organization and
promotion of the event. Every organizer of a major
sporting event is interested in acquiring a certain level
of service quality that will lead to satisfied visitors. If
the major sporting event is a part of a series of events
that happens every year or several times per year at
the same destination, then the organizers like to fo-
cus even more on the satisfaction of visitors since this
will lead to a greater percentage of repeat visitors. If
the promotion of the destination is done simultane-
ously with the promotion of the event, the organizers
will not have just obtained higher revenue from visi-
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tors, but they will promote the destination itself, lead-
ing to visitors who will come back to the destination
as tourists.

Any visitor that comes to a major sporting event is
full of expectations about it. Those expectations arise
from the promotion of the event, the experience that
he/she already had when attending similar events, the
experience he/she was told about by friends or rela-
tives, and other factors. From previous research (Jin et
al., 2013; Ko et al., 2011), it can be found that the experi-
ences of the visitors of sporting events influence their
satisfactionwith it. Thus, it is paramount that the orga-
nizers of the events be able to research the expectations
and the satisfaction of the visitors. The current study
offers an attempt to measure visitor expectation and
satisfaction at the specific major sporting event of the
Planica 2015 fis World Cup ski jumping finals. The
results will be a good start for better quality service of
the organization of future events in Planica.

Limitations of the Study
Several limitations may have influenced the study’s
results. The limitations of the survey are mainly con-
nected to the data collection. The greatest concern is
the fact that there is no full database containing the
sample frame with their contacts. Visitors to a sport-
ing event do not need to register themselves, or they
can buy tickets for a group of people leading to the
first limitation: it is difficult to prepare a sampling
procedure that will enable probability sampling that
leads to the representativeness of the data. The sec-
ond limitation of data collection during the sporting
events comes from the fact that visitors come to see
the competition; thus they are focused on the event
itself and do not want to be disturbed by interview-
ers asking them questions about the event. The third
limitation is because visitors tend to report higher sat-
isfaction because they are still under the influence of
the ambiance and the atmosphere of the event. The
fourth limitation is caused by the fact that if we ask
visitors opinions during the event, it is not over yet,
so there are things happening that could affect their
opinions.

Suggestions for future research include reconsider-
ation of data-collecting techniques for the purpose of

researching the expectation and satisfaction of thema-
jor sporting events.
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