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CHANGES BROUGHT ABOUT BY THE ULTRA EUROPE
FESTIVAL TO THE DESTINATION AND MARKETING
OF THE CITY OF SPLIT
Nowadays, youth and event tourism are new specific types of tourism that have been
given more attention in the academic literature. They are gaining in importance in the
tourism industry in Croatia. This thesis aims to analyse the importance and impact that is
brought by the Ultra Europe music festival to the city of Split, Croatia. The impact that is
brought to a destination by a music festival is observed through three areas of analysis;
(a) destination image, (b) creation of new products and services in a destination and (c)
segmentation of visitors. Through these three dimensions, this thesis aims to see whether
the “festivalisation” phenomena happened to the city of Split and how destination
management and marketing stakeholders observe changes and use them for their business
activities for the tourism market.
KEY WORDS: destination image, youth tourism, event tourism, marketing,
management, festivalisation

ULTRA EUROPE FESTIVAL IN Z NJIM POVEZANE
SPREMEMBE V MARKETINGU IN MENAGEMENTU
MESTA SPLIT
Danes sta mladinski turizem in turizem prireditev specifični obliki turizma, ki se jima v
strokovni literaturi posveča vedno več pozornosti. Vedno bolj pomembno vlogo imata
tudi v hrvaškem turizmu. S to tezo bo analizirana pomembnost in vpliv festivala Ultra
Europe na Split. Vpliv glasbenega festivala na to hrvaško mesto bo proučevan skozi: a)
podobo turistične destinacije, b) ponudbo novih produktov in dejavnosti in c) členitev
obiskovalcev. Skozi te segmente bo raziskano, ali se je v Splitu zgodil fenomen
festivalizacije, kako nosilci interesov v menedžmentu in oglaševanju gledajo na te
spremembe in kako jih uporabljajo v poslovnih procesih na področju turizma.
KLJUČNE BESEDE: podoba turistične destinacije, mladinski turizem, dogodkovni
turizem, oglaševanje, menedžment, festivalizacija

POVZETEK
Magistrska naloga se osredotoča na povezanost glasbenih festivalov in turizma. Različne
specifične oblike turizma so ustvarjene za različne ciljne trge in eden izmed njih je tudi
event turizem (prireditveni turizem). Prireditveni turizem je relativno nov fenomen, ki
postaja vse bolj popularen, saj obsega dve ogromni industriji – turizem in dogodke.
Posebno področje prireditvenega turizma, ki se je pojavilo v zadnjih 15-20 letih, so
festivali elektronske glasbe, ki so tudi osrednji poudarek te študije. S glasbenimi festivali
je pomembnost dodana mladini kot novem ciljnem trgu za destinacije.
Ta magistrska naloga želi približati določeno prireditev, ki se vsako leto dogaja v Splitu
na Hrvaškem. Festival Ultra Europe - del blagovne znamke Ultra iz Miamija – je od leta
2013 gostitelj v Splitu. Festival vsako leto privabi več kot 100.000 mladih obiskovalcev
iz vsega sveta, ki uživajo v tridnevnem festivalu v središču mesta. Mladi imajo priložnost
plesati, se zabavati in poslušati svoje najljubše DJ-e. Ta tema je bila odprta, da bi
ugotovili, kako lokalna podjetja za upravljanje destinacij in organizacije destinacijskega
marketinga sprejemajo Ultra Europe festival. Želimo si ogledati tudi spremembe v
destinacijski blagovni znamki in vsakdanjem poslovanju, ki jih je prinesel sam festival.
Tema je do zdaj ostala dokaj neraziskana, zato se osredotočimo na to, kako Ultra Europe
Festival vpliva na celotno sliko Splita s festivalskimi obiskovalci in kako lokalni DMC
in DMO te priložnosti uporabljajo za prilagajanje potrebam trga.
Naš cilj je analizirati spremembe v upravljanju s turističnimi destinacijami in
marketingom po uvedbi festivala, zlasti v: (a) poskusih ustvarjanja imidža s strani
organizacije Destinacijske marketinške organizacije, v tem primeru Turistične skupnosti
mesta Split in (b) vplivu festivala na poslovanje Destinacijskih managament organizacij,
ki oblikujejo ponudbo izdelke za obiskovalce.
Funkcija turistične skupnosti Split je spodbujati in sodelovati pri vzpostavitvi imidža
destinacije, katere cilj je privabiti potencialne obiskovalce, kot je na primer uvedba
festivala Ultra Europe. Za razjasnitev je pomembno raziskati, kako DMC in DMO vidijo
spremembe, ki se dogajajo v Splitu; kako te spremembe vplivajo na njihovo poslovanje;
in kaj mislijo o nedavni spremembi podobe Splita.
V tem delu predlagamo dve široki raziskovalni vprašanji za analizo razmer in prednosti
festivala Ultra Europe o vzpostavitvi popolnega imidža Splita s pomočjo turistične
skupnosti Split in lokalnih DMC-jev. Na te organizacije se osredotočamo kot na
ustvarjalce novih izdelkov in storitev za določene trge. Cilj je iz njihove perspektive
analizirati in se naučiti, kako se prilagajajo spremembam, ki jih je prinesel festival Ultra
Europe. Predvidevamo, da DMO in DMC poskušata festival uporabiti za promocijo
imidža, ki je bližji mladim. Zanima nas, kateri elementi se uporabljajo za vzpostavitev
destinacijskega imidža in s katerimi morebitnimi težavami in pastmi se srečujejo te
organizacije pri ustvarjanju blagovne znamke Splita kot destinacije.
Danes je splošno znano, da destinacije uporabljajo prireditveni turizem kot spodbudo za
razvoj in upravljanje z destinacijo. Različni dogodki pomagajo ustvariti ali razširiti ciljni
trg. Zadnjih 15 do 20 let lahko rečemo, da Split velja za družinsko ali kulturno destinacijo.
S prihodom festivala Ultra Europe se je ciljni trg

razširil in ga zdaj sestavljajo mladi obiskovalci. Poleg tega je funkcija dogodka podaljšati
bivanje turistov na destinaciji. Dogodki prispevajo k vsemu, od promocije in privabljanja
novih vlaganj do ponovnega strateškega znamčenja (brendinga) destinacij in
spreminjanja trženjskih aktivnosti. Za destinacije je pomembno, da zgradijo blagovno
znamko, da privabijo več obiskovalcev in pridobijo vrednost na svetovnem zemljevidu
znanih turističnih destinacij. Organi za upravljanje z destinacijami, kot so-organizatorji
potovanj in turistične organizacije, vidijo pomembnost uporabe različnih turističnih
strategij pri upravljanju z destinacijo.
Za namene magistrskega dela so bili izvedeni polstrukturirani poglobljeni intervjuji. Ta
vrsta intervjuja je bila izbrana, da bi pridobili širšo sliko destinacije skozi različne ideje,
mnenja in občutke anketirancev.
V tem delu smo obravnavali vpliv festivala Ultra Europe na mesto Split, tema, ki do sedaj
še ni bila raziskana v dovolj veliki meri. Nobena prejšnja študija ni preučila pomembnosti
destinacijskega upravljanja in marketinga za mesto Split glede na pomen uvedbe festivala
Ultra Europe za razvoj mesta. Cilj te raziskave je odpraviti pomanjkanje znanja o vlogi
DMC-ja in DMO mesta Split kot odziva na Ultra Music Festival. Do zdaj še niso bile
izvedene nikakršne študije, s katerimi bi ugotovili, kaj lokalni deležniki, DMC in DMO
menijo o prisotnosti festivalov v mestu in, ali vidijo pozitivne oziroma negativne
posledice.
Poleg tega želimo s to raziskavo ugotoviti, ali lokalni DMC ponujajo nove izdelke in
storitve, ustvarjene predvsem za mlade obiskovalce, ki prihajajo na Ultra Europe. Prav
tako poskušamo odgovoriti na vprašanje, ali mladi obiskovalci veljajo za novi ciljni trg
lokalnih DMC-jev in če da, ali uporabljajo to spremembo in kako ohranjajo svoje
poslovne dejavnosti v skladu s to spremembo.
Kot središče raziskovanja so predstavljene tri razsežnosti potencialne „festivalizacije“ v
dejavnostih podjetja za upravljanje z destinacijami - ustvarjanje imidža destinacije,
segmentacija obiskovalcev in ustvarjanje novih izdelkov in storitev. Te tri segmente smo
analizirali kot del koncepta "festivalizacije", za katerega velja, da je ukrep za oživitev
mest s pomočjo festivalov in prireditev. Cilj raziskave je identificirati mnenja, občutke,
ideje in predloge o prisotnosti in splošnem pomenu festivala za mesto Split skozi oči
lokalnih deležnikov - podjetij za upravljanje z destinacijami in turistične skupnosti Split
kot destinacijske marketinške organizacije.
Uporabili smo kvalitativne raziskave in za to delo je bil izbran polstrukturiran poglobljen
intervju. Za te intervjuje so značilna vprašanja odprtega tipa. Odgovori so lahko dolgi,
večinoma pa so odvisni od volje udeležencev, da podajo več podrobnosti, opažanj, mnenj
in občutkov. Prav tako je rezultat intervjuja odvisen od raziskovalca in tega, kako se bo
intervju vodil, in od sposobnosti raziskovalca, da ga uspešno izvede.
Za potrebe raziskave smo stopili v stik z vsemi 43 DMC-ji v mestu Split. Po končanem
intervjuju je bil narejen transkript intervjuja, s katerim smo je pripravilo gradivo za
naslednjo fazo raziskave. Metoda, ki smo jo uporabili, je bila "indeksiranje" ali
"kodiranje". Za to raziskavo so bili intervjuji indeksirani v kategorijah, ki so večinoma
povezane s tremi segmenti. Tako je bilo lažje najti

povezave med kategorijami in določiti prepričanja, opažanja in mnenja udeležencev. Za
boljše razumevanje rezultatov so tukaj ugotovitve razdeljene v tri kategorije. Lažje jih je
razumeti in je lažje najti povezave med posameznimi kategorijami. Za opis vseh podatkov
iz vsake kategorije je bila narejena deskriptivna analiza.
Pridobljeni rezultati so povezani s festivalizacijo. Na ta fenomen smo gledali skozi tri
segmente; destinacijski imidž, segmentacija obiskovalcev in ustvarjanje novih izdelkov.
Iz treh področij, ki smo si jih ogledali - ciljna slika, ustvarjanja novih izdelkov in storitev
ter segmentacija obiskovalcev – lahko potrdimo, da je sprememba na vsakem področju
vidna. Vpliv festivala lahko vidite na destinacijskem imidžu. Split je vse bolj priljubljen
in si je pridobil status "destinacije". Drugič, vidna je segmentacija novih obiskovalcev.
Kot je navedeno zgoraj, ko destinacija dobi festival, lahko zlahka prinese veliko novih
obiskovalcev in novo vzdušje. Skupno je Ultra Europe mestu Splitu prinesel novo
"življenje". Mladi obiskovalci so bolj prisotni kot pred 10 leti. Mesto se zdi bolj odprto
za raznolikost in multikulturalizem. V pogovorih so se vsi udeleženci strinjali, da je v
mestu prisotnih več mladih. Nenazadnje je očitno tudi ustvarjanje novih storitev in
izdelkov. Kljub rezultatom zadnje področje študije zahteva dodaten dostop do teme z
ločenim raziskovanjem fenomena.
KLJUČNE BESEDE: podoba turistične destinacije, mladinski turizem, dogodkovni
turizem, oglaševanje, menedžment, festivalizacija
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1 INTRODUCTION
1.1 Definition and description of the topic
The focus of this masters’ thesis is on the interconnection between music festivals and
tourism. Many believe that music is vital in life. It connects people and brings stories,
mindsets and different ways of life together. It reflects the lifestyles of many young people
and it is a strong motivator for travelling.
Research claims that millennials have grown up in the era of the MP3 single, which can
be downloaded digitally onto gadgets, and listened to on the go (Sparks & Honey with
PepsiCO’s Creator Team, 2016). Music is now consumed very differently compared to
how it was in the past, and it can be said that the social aspect of music has largely
deteriorated. However, the need for social music consumption and a connection through
music has not gone away. If anything, it has increased. Music and events still connect
people and there is a continuous increase in the number of music events and festivals
across the globe.
Different types of tourism have been created for different target markets, such as Event
Tourism. This is a relatively new phenomenon that is becoming increasingly popular, as
it encapsulates two vast industries — tourism, and events. A particular example of event
tourism that has emerged within the last 15–20 years is the electronic music festival,
which will be the main focus of this study.
As cited in Davis (2016, p. 49), European music festivals play a large role in the live
music industry. In 2013, over 1400 festivals generated revenue of £1.5 billion (Mintel,
2014). Furthermore, besides bringing visible economic gains and financial revenue,
music festivals bring promotion of tourism by maintaining local traditions (Felsenstein &
Fleischer, 2003); revitalisation of areas economically, socially, and culturally (Sorokina,
2015); promoting creativity in tourists and locals (Wilks, 2009); and encouraging
interaction and involvement across the entire industry (Smith & Richards, 2013).
Nowadays, young travellers are important target groups in the development of tourism
and music festivals. They may travel to a specific destination with the purpose of seeing
their favourite artists play at a music festival, but while they are there, they can explore a
whole new city, or even country. More and more cities organise annual youth music
festivals, creating ever-growing competition. Getz (2012) argues that there has been a big
improvement in the festival industry. As an example, he mentions the increased amount
of literature on that topic, and it is also noticeable that more people are seeking active
holidays, new experiences, and the chance to participate in cultural activities.
In recent years, the Croatian Tourist Board has been attempting to build an ideal image
that shows Croatia as a summer destination offering long beaches, attractive bars,
peacefulness, good prices and authentic gastronomy (Croatian National Tourist Board).
At the same time, youth tourism is on the rise. Among others, young visitors are attracted
by festivals that are organised every year in coastal cities and on islands. They range from
small boutique festivals to mass festivals such as the Ultra Europe festival in Split. The
number of festivals organised on the coast and the expansion of some of them prove that
event tourism is becoming an important element of the Croatian tourism market. The city
of Split faces rapid changes that have included the annual organisation of the Ultra Europe
1

festival which was first held in 2013 and attracted more than 100,000 visitors (24sata,
2013). Since then, the festival has grown, attracting more than 120,000 visitors in 2017
(Narodni list, 2017).
Destination image is an important motivator for incoming and future visitors, which is
also largely affected by the reaction of those who have already visited. The Destination
Marketing Organisation (DMO) and Destination Management Companies (DMCs) try to
engage with these two viewpoints in order to co-create one destination image. We
postulate that since 2013, the year when the first Ultra Europe festival was hosted in Split,
the city’s popularity among young people increased. Different tourism suppliers started
to use this to their advantage, offering new products and services. We are interested in
how the Ultra Europe festival is perceived by the local DMO and DMCs, and the changes
to their destination branding and everyday business that this has brought.
In Split, the local DMO is called the “Tourist Board of Split”, and it plays an important
role in the destination’s management and marketing activities. The Tourist Board takes
care of creating marketing materials such as videos and brochures, but is also responsible
for the presentation of the destination abroad. It is part of the Croatian Tourism Board
and it is a public body. Other bodies that affect the creation of Split’s destination image
are Destination Management Companies. These organisations take care of the creation of
services and products that are available in each destination. In order to have a clear picture
of how many DMCs their business has, we needed to contact the main office of Tourist
Board of Split. We got in contact with one of the employees who sent us a full list via
email of all the travel agencies and tour operators registered in Split in 2017. In the
document there are 43 DMCs operating in Split and they are highlighted in the document
received from the Tourist Board of Split. (Tina Ćurković, personal communication,
20.3.2018).

1.2 Aims and objectives of the thesis
This thesis aims to discuss a particular event that is held every year in Split, Croatia. The
Ultra Europe festival — part of the Ultra brand from Miami — has been hosted in Split
every year since 2013. Each year it brings more than 100,000 young visitors from all over
the world to enjoy a three-day festival in the heart of the city. Young people can dance,
have fun and listen to their favourite DJs. Furthermore, they also come to enjoy Split’s
natural and cultural attractions, sea and food scene. We are interested in how the Ultra
Europe festival is perceived by the local DMO and DMCs, and the changes to their
destination branding and everyday business that this has brought. The author has a
personal affinity to the festival since he attended the first four years of the festival out of
the six organised so far, and this was the reason why he wanted to investigate the festival
and its connection to tourism. Personal observation showed the importance of the festival
due to the fact that that every year, extra beds are wanted, the city is full of young people,
the shops are packed with customers, and photos of Split are shared worldwide by festival
organisers and attendees. Until now, the topic has been left relatively unexplored, and that
is why we are focusing on how the Ultra Europe festival affects the creation of the overall
image of Split with the festival’s visitors, and how the local DMO and DMCs use those
opportunities in adapting to market needs.
It is important to analyse the relationships between young people, events and the hosting
cities, in order to analyse the importance of organising such events. Furthermore, it is
2

important to analyse the creation of destination image with help of such festivals in order
to offer thoughts and ideas that can help with the future development of the destination.
For many young music lovers, certain European destinations are associated with certain
festivals. Budapest is associated with the Sziget festival (Slideshare, 2016.), Novi Sad
with the Exit festival (Exit.rs, 2016), Cluj-Napoca with the Untold festival (Irina Marica,
2016) and so on. These are just a few examples of destinations that are more recognised
and visible among the public after hosting the above-mentioned festivals.
Furthermore, these events have helped destinations to create a destination image aimed
at this niche group of travellers. Sometimes, travellers go to a destination because of a
particular festival, but a festival can also be an additional attraction to people already
visiting the city for another reason. According to Derret Ros (2008), who is dedicated to
the study of festivals and events: “organizing a festival allows a community to stay united,
to work together and to bloom”. Ros argues that the communities he refers to contain a
network of local people and different private and public stakeholders who have to
cooperate and support each other. They should bring ideas forward and work on them
together. Using the example of music festivals, they are usually carried out by private
stakeholders but they also need support from local government and public stakeholders
to bring to life the idea of organising a festival. With mutual cooperation, destinations can
“bloom” and make specific new products, attract new visitors and change or re-create
their destination image. Music festivals may help in shaping or changing the overall
image of a destination. The importance of such events can be seen in the changes they
bring to the place; these include making new tourist products, building new
accommodation capacities or changing the target market. Music festivals face the
potential problem of misjudging their importance to the local community, potential
visitors, and tourism in the destination. In the past, Split was only popular for its industrial
port, and not particularly attractive for young tourists. However, since 2013 when it
introduced the Ultra Europe festival, it has become more and more recognised as a youth
destination.
This thesis aims to analyse the changes in the tourism destination management and
marketing after the introduction of the festival, particularly in:
(a) attempts at building a destination image by the local city Destination Marketing
Organisation, in this case Tourist Board of Split.
(b) how it impacts on the business of local Destination Management Companies who
create products for incoming visitors.
The Destination Marketing Organisation’s function is to promote and participate in
building a destination image that will attract potential visitors, such as the introduction of
the Ultra Europe festival. To elaborate, it is important to investigate how DMO and DMCs
see the changes that happen in Split; how these changes impact their business; and what
they think about Split’s recent image change.
The qualitative methods used in this work were chosen with a view to collecting more
descriptive information from semi structured-interviews with the Tourist Board of Split
and local DMCs, in order to gain a more specific picture of the image of Split and how it
has become increasingly attractive.

3

1.3 Research questions
1. How does the Ultra Europe festival affect the destination management and
marketing activities of the local Destination Marketing Organisation, the Tourist
Board of Split?
2. How does hosting the Ultra Europe festival affect destination marketing and
management of local Destination Management Companies in Split?
Two broad research questions are proposed here, in order to analyse the situation and
strengths of the Ultra Europe festival on the (re-)creation of the overall destination image
of Split, with the help of the Tourist Board of Split and local DMCs. We focus on these
organisations as creators of new products and services for particular markets. The aim is
to analyse from their perspective, and learn how they adapt to the changes brought by the
Ultra Europe festival. We presuppose that DMO and DMCs try to use the festival to
promote a more youth-friendly image of the destination. We are interested in which
elements are used to create this image, and what potential problems and pitfalls these
organisations face with the (re-)creation of Split's brand as a destination.

1.4 Research assumptions and limitations
We assume that music festivals are important co-creators of destination image.
Furthermore, we assume that the Ultra Europe festival has changed the image of Split
since its launch in 2013 and that the method of qualitative interviews will be appropriate
and timely enough to identify these changes.
With qualitative research methods, there might be limitations in collecting information.
For instance, there might be problems in getting information from either the Tourist Board
of Split or local DMCs that are crucial for this research. Answers might be short and
lacking in necessary and relevant information. We can also suppose that because of the
volume of their business, some participants might not have the time for semi-structured
interview, or not answer all of the questions. In order to combat this, the interviews will
be conducted in low season in order to get more valuable answers and results.
Furthermore, participants will be chosen wisely since some employees might not have
enough experience to answer particular questions related to the topic.
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1.5 Research Methodology
According to Baxter and Jack (2008), “the qualitative case study is an approach to
research that facilitates exploration of a phenomenon within a specific context using a
variety of data sources”. For example, a commonly used tool of qualitative research is a
case study that selects a small geographical area or a very limited number of individuals
as the subjects of study (Baxter & Jack, 2008).
For this thesis, qualitative research methods were chosen in order to analyse one specific
segment of destination image creators. There is one Destination Marketing Organisation
named the Tourist Board of Split and 43 DMCs that at the same time represent local travel
agencies. For the research we intend to use semi-structured in-depth face-to-face
interviews. These interviews provide more descriptive information from each participant
but also provide enough flexibility for going into more depth with the topic or a particular
case.
In-depth interviews use the power of language and interpretation. According to
Hammersley and Atkinson, (1995) “the expressive power of language provides the most
important resource for accounts. A crucial feature of language is its capacity to present
descriptions, explanations, and evaluations of almost infinite variety about any aspect of
the world, including itself”.
Among 43 DMCs operating in Split we assume that at least 15 of them will be willing to
participate in the research. Semi-structured in-depth interviews will be conducted faceto-face via social media or personally at the location in Split. This will depend on the
availability of managers or other staff members who are able to answer the questions.
Interviews will consist of questions related to each business individually. Furthermore, it
will investigate how DMCs and DMO are connected to the festival. It is also necessary
to research how the rise of festivals affects their business, and how they can use the
existence of festivals in their city for better destination management and marketing
activities. It is crucial to get their opinions on how the city of Split benefits from the
festival itself, and how it can benefit even more in the future.
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2 THEORETICAL FRAMEWORK
2.1 Destination
2.1.1 Definition of Destination
In official tourism literature, the term “destination” is defined as a “physical space in
which a tourist spends at least one night” (Kuusik et al., 2014, p. 264). Furthermore, it is
important that a tourist does not spend more than one year in the destination, in order to
retain the status of “tourist”. A destination can be any place like a country, a region, a city
or a town that attracts people. Those places should be out of the domicile area which
means that tourists travel to places they usually don’t spend time in.
“Destination” is also characterised by some other attributes. It is a place that has one or
more attractions that are specific for that place, which are reasons to visit it. To be
recognised as good, a destination usually needs a combination of different services and
products offered to visitors such as accommodation, transportation, shops, information
points, etc. All those services make an important part in the destination management
processes. The purpose of managing a tourist destination is the creation of an appropriate
environment for tourism development in a destination. This means the planning of
development in an area, necessary human resources, and development of destination
products, technology and support systems. It is also important to emphasise that tourism
supply meets demand in the destination; environmental and cultural resources, attractions
and the hospitality industry are all located in the destination; the demand for tourism must
be met in the destination (Andergassen, Candela & Figini, 2014).
Every destination has its own attributes and strengths. As the tourism market is
worldwide, there is substantial competitiveness for any region. According to Sheldon and
Park (Bartoluci, 2013) “competitiveness of destination is the ability to increase tourist
consumption, to attract tourists on a larger scale and offer them an unforgettable
experience, all the while being profitable and benefiting future generations”. With
appropriate management, destinations are increasing their competitiveness on the market.
2.1.2 Destination Management & Marketing
Destination management can be defined as the process of creating, guiding and adjusting
factors that participate in the creation of a unique tourist product of a destination in which
individuals, by working together in groups, effectively achieve a set of socioeconomic
goals. Therefore, destination management represents the group of management staff or
experts on all levels who with their work and through the work of others achieve the basic
functions of management in the area of a destination (Geić, 2010). Destination
management is a collaborative process that requires destination management
organisations to bring together stakeholders’ interests and try to involve them in
destination policy-making processes (Sigala & Marinidis, 2010).
Destinations are managed by two types of bodies – Destination Management Company
(DMC) and Destination Marketing Organisation (DMO). Thus, it is important to elucidate
their importance for a destination and its managing. The importance of destination
management comes from different perspectives. Pearce and Schänzel (2013)
distinguished three different perceptions of what is important for a destination.
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Researchers have been divided in their thoughts. Some believe that a destination needs
management in order to develop its competitiveness and sustainability. Others say that a
destination needs appropriate structures and processes in order to be managed effectively.
Finally, stakeholders’ ability to manage the destination is also important.
Destinations can be considered as complex structures ruled by different stakeholders from
local authorities to local companies such as small souvenir shops, restaurants, etc. Modern
tourism demands from destinations not only acceptance of changes, but also the ability to
predict them, thus staying ahead of the competition (Bosnić, Tubić & Stanišić 2014).
Destinations are managed by two important types of public and private bodies. Private
ones are Destination Management Companies (short: DMC) while the public body that
represents a destination is a Destination Marketing Organisation (short: DMO). The two
terms are explained in the continuation.
DMCs are travel agencies or tour operators that manage inbound operations and trips in
a destination. Fyall (as cited in Wang & Pizam, 2011, p. 343) wrote that in many parts of
the world destination management companies (DMCs) are increasing in importance, in
part as a result of the exponential growth in the reliance on the service sector in many
developed and developing economies. DMCs are considered to be the main push for
maximising tourism benefits while minimising tourism costs (Gunn & Var, 2002). They
are keen to address the supply and demand of the destination with effective planning and
marketing (Wang, Xing & Kostopoulou, 2014). From the management perspective,
DMCs are meant to combine and coordinate different functions within the destination
particularly meaning on strategy and planning, product offering, marketing and
representation of interests (Schucan, 1998).
In fact, they are creators and sellers of destination products and services which are called
a package holiday. A package holiday is a final product of tour operators which is made
of different services in the destination. This can include: transfers, accommodation,
restaurants, tickets for some attractions, different types of visits, etc. These are offered
and sold to visitors as one package for a total set price. A package holiday needs to consist
of at least 2 services in order to be considered a “package” and these are created by experts
that work in DMCs. A DMC staff team is a combination of the experts in a destination.
They need to have enough knowledge about all of the attractions, activities, and additional
services that are available in the destination they are selling. Using their knowledge of
the destination, package holidays are made precisely with timings, prices and all the
important and interesting sights of the destination.
Furthermore, package holidays can be made for individuals or groups and can be made at
the client’s request with specific itineraries or made as a mass product that is then sold on
by multiple travel agencies.
On the other hand, Destination Marketing Organisations are mostly public bodies that
take care of marketing activities for a destination. The specific role of a DMO is generally
to promote tourism with an emphasis on both business and leisure segments (Getz &
Page, 2015). Tourist Destination Marketing used to be recognised as “market-orientated
strategic planning” with the main role of promotion. Nowadays, DMOs are recognised
not only as bodies using marketing in view of destination development but also as the
bodies that combine different sales and image-making tools and methods (Wang, Xing &
Kostopoulou, 2014). Destination marketing works closely with tourism policy makers
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and their acts should be coordinated with a regional development plan. Furthermore,
destination marketing activities should guide tourism impacts and maximise benefits that
manage and develop a region (Buhalis, 2000).
DMOs commonly act as public bodies and vary from local to national level. In Croatia,
all destinations have their own DMO that is in charge of marketing activities and
promotions inside of the country and abroad. Therefore, they use their capital and gain
leverage by using different and appropriate strategies. By “strategies”, we mean
marketing techniques for promotions that will develop a proper, successful, strong and
stand-out position in target markets. (Wang & Pizam, 2011) Thus, the National Board of
Tourism in Croatia creates different strategies for marketing activities. They create them
for different markets and in different languages, consisting of promo videos, brochures,
leaflets, flyers, presentations at tourism fairs like ITB in Berlin, etc.
As argued by Wang, Xing & Kostopoulou (2014) the purposes and challenges that both
DMCs and DMOs face are similar or mutual. Even though they are two different kinds
of bodies, some of their aims are the same or similar. The most important are:
1. Construction of the brand and image of the destination
2. Achieving long-term success of destination development
3. Improving destination competitiveness
The relationship between Destination Management Companies and Destination
Marketing Organisations need to be argued in order to understand the importance of how
both integrate and operate simultaneously in the tourism industry. One follows another
one or both complement each other. The figure below shows the relationship from both
sides.
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FIG 1: The Radar Figure of relations between DMC and DMO

Source: Kostopoulou, Wang & Xing, 2014, p. 3

a) Form – Content Relation
As argued by NEDO (1992) “The DMO helps targeted tourists (the actual and the
potential) to identify accessibly the high quality and inner implications of DMC, so that
they can spend less time in selecting a particular destination”.
b) Medium – Object Relation
DMOs use different methods to advertise the destination. They can use brochures,
websites, social media, etc. to share values and beliefs of a destination that is the main
attraction developed and improved by DMCs.
c) Tool – Aim Relation
Blumberg (2007) argued the importance and suitability of marketing methods of a tourist
destination for tourist destination management and development. Even though it is
unlikely to find evidence for correlation between them, he concluded that destination
marketing can play an important role in the management of a destination product.
d) Prelude – Extension Relation
According to Vajčnerová & Ryglova (2008) DMCs not only promote their services and
products in brochures but their work also includes a lot of teamwork abilities, effort,
cooperation and coordination. Buhalis (2000) argues that DMCs have much broader
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work. He thinks that they should operate a mechanism in order to facilitate tourism policy
in coordination with regional development strategic plans.
e) For Reputation – for Popularity Relation
DMOs tend to increase the popularity of the destination. They also use various methods
to create a better reputation of the destination in order to attract more visitors. They are
the main subject when we talk about brand and image creating.
f) On Tourist – On Destination relation
DMCs tend to make better destination management while DMOs pays more attention to
satisfying visitors’ needs.
g) Out Driving Force – Inner Driving Force Relation
DMOs use more tangible methods to improve the brand value of the destination while
DMCs' role is to develop and improve a destination from the inside.
h) Superficial Decoration – Fundamental Core Relation
As argued by Sussmann & Baker (1996) the increase of success in the tourism market
will depend on how the product is differentiated and attractive and this function is
connected with the job of DMCs.
i) Part – System Relation
Ritchie & Ritchie (1998) state that DMOs have been well established as a part of DMCs.
Proposed by Dwyer et al. (2009) DMCs can be classified in five aspects: sustainable
tourism development, climate change, target marketing, risk management and education
which means that DMCs are part of much wider and bigger system than just being a
private body selling and creating products and services with destination management
activities. From the side of sustainable tourism, Dwyer implies that consumers should be
educated to purchase tourism products which match environmental constraints.
Furthermore, the tourism industry should be mitigated and adapted in response to climate
change. Product and marketing development will be targeted and theme-based to a chosen
target market. With risk management, Dwyer tries to connect it with a current situation
in a destination like political stability. A good connection between education and tourism
management is important so that the work force becomes more innovative and creative
to achieve better destination competitiveness.
While there are visible relations between DMCs and DMOs, we have to specify and
explore some factors. Factors that affect destination and destination management are the
life cycle of the destination, attributes of the destination, a tourist’s characteristics and
development orientation (Kostopoulou, Wang & Xing, 2014, p. 4)
The easiest way to understand the life cycle of a destination is using the figure below.
Butler (1980) made and applied these 6 stages of life of a destination as follows:
exploration, involvement, development, consolidation, stagnation and rejuvenation. The
figure and graph below show those 6 stages from the perspectives of DMCs and DMOs.
NOTE: the abbreviation DMG stands for Destination Marketing Organisation while DMT
stands for Destination Management Company.
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FIG 2: The Life Cycle of a Destination on the DMG and DMT

Source: Kostopoulou, Wang & Xing, 2014, p. 4

The attributes of a destination are crucial for DMCs and DMOs. Their most important
aspects are the types and characteristics of the destination. Regarding the type of
destination, different methods and tools can be used to reach the market and to manage
and develop the destination.
Destinations depend on targeted people, in other words, visitors and whether the place is
attractive. What DMCs and DMOs do is understand the market and product placement
for different target groups of potential visitors. Thus, they have to understand the tourist’s
characteristics.
The final factor to be described is development orientation. Both DMCs and DMOs are
orientated to destination development which can be determined under the impacts from
life cycle, power structure of the community, development conditions of tourism,
development patterns of tourism, etc (Kostopoulou, Wang & Xing, 2014).
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2.2 Importance of Event Tourism for Destination Management
According to Remoaldo et al. (2014) “tourism has become the backbone of economic
progress in many countries”.
Event tourism is a widespread term and consists of many activities that are connected in
gathering people for a purpose. Festivals and special events include cultural activities,
sports, conferences and exhibitions, and religious activities, and the comprehension of
each kind of activity (Yuan & Chong 2007, p. 255). Tourism and organisation of events
is strongly interdependent. They fulfil and boost each other. Events also create intangible
effects stemming from residents’ perceptions of their place in the world (e.g., their
identity, place meanings and civic or national pride) (Getz & Page, 2015). In the context
of stakeholder and resource dependency theory, events must secure tangible resources
and political support to become sustainable, giving up a degree of independence in the
process and creating long-term value in the event transaction and offer (Getz & Page,
2015).
Throughout the whole destination management sector or industry, event tourism has been
considered as an important strategic approach. It has also been recognised as a key
tourism product (Todd et al., 2016). As an example – in the tourism strategy for 2017–
2022 made by the Tourism Board of Split (2017) it is claimed that events represent one
of the most important products for Split's tourism development. Indeed, with MICE and
cultural tourism, events are an important motivator for incoming visitors to Split.
Moreover, destinations have started using event tourism as a booster for development and
for destination management purposes. Events help in creating or spreading a destination
market. Split was previously considered either a family or a cultural destination, but since
the Ultra Europe festival, the destination market has broadened and now also consists of
young people. Furthermore, the function of event is also an extension of a tourist stay in
a destination. Events help in everything from promoting and attracting new investments
to re-branding of destinations and changing marketing activities. For destinations
building a brand of itself is important in order to attract more visitors and to get on the
world map of known tourist destinations (Trošt, Klarić & Ružič, 2012). Destination
management bodies such as tour operators and tourist boards see the importance of
implementing different event tourism strategies in their management.
From a management perspective event tourism is concerned with the production and
marketing of events along with the value of these events within the destination
management frame (Getz & Page, 2016). Events are also used for management functions
of a destination. Managers in destinations, such as DMOs and DMCs along with help of
event planners and producers, evaluate the effects and benefits of events on a destination.
They must be in a position to be able to define tangible and marketing impacts of events
with an attempt to understand an event's influence on destination image (Todd, Leask &
Ensor 2016, p. 494). Increasingly, as per Getz, Svensson, Peterssen & Gunenervall (2012)
such managers are therefore adopting approaches to drive event tourism, thus creating
unique selling points and differentiating their destinations from competitors.
The city of Split as the case discussed here is well-known event tourism city. According
to research conducted for the strategic plan for 2017–2022 for the Tourist Board of Split,
events are the most important aspect of the city life, both for local people and for visitors
coming from elsewhere. In Split, different types of events have been organised throughout
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the year. According to Pivčević et al. (2017), Split has different types of events that are
being organised but the most significant is the Ultra Europe festival. They emphasise that
Ultra, as a part of entertainment events, has the biggest role in attracting new and existing
visitors, bigger revenue, creation of destination image and remarkable marketing
purposes. Most of the events in Split are held during the high tourist season, mostly in
June and July, therefore these events are also a motivation for visitors coming to Split,
but perhaps not the main one (Pivčević et al., 2017).
In the strategic marketing plan of the city of Split, the importance of the Ultra Europe
festival is argued in a context of hallmark events. Split has only one hallmark event and
that is Ultra Europe, but since this festival is not going to stay forever in the city, the topic
of hallmark events can be taken with a degree of caution. The Ultra Europe festival came
to Split in 2013 and so far, the contract with the organisers, local government and Poljud
Stadium where the festival is held is signed until 2022. It is currently unknown whether
there will be any continuation.
When observing the Split’s event portfolio, Pivčević et al. (2017) discuss that the problem
or Split is the incomplete and unsystematic approach to event tourism and its importance
for further destination development and management. They are mostly concerned about
the lack of coordination and cooperation between stakeholders. Regarding the analysis,
they argue that most of the events in Split are take place during the high season, while no
events have periodic and strategic importance. Hallmark events are the main concern
because for a good destination hallmark events are the most important “developer”. The
importance of events lies in destination image development, marketing and promotional
activities, higher customer satisfaction and the quality of the products and services as well
as better quality of life of the local community and greater pride for their hometown
(Pivčević, Dragnić, Mikulić, Najev & Čačija, 2017).
2.2.1 Typology of Events
According to Bowdin et al. “events are a special rite, presentation, performance or
celebration which is continuously planned and created in order to mark special events
and/or to achieve special social, cultural or corporate aims and targets”. As one type of
events, festivals have grown and specialised more than any other segment of the special
event industry (Gibson & Connell, 2012). The number of festivals has risen in the last 20
years giving rise to the conclusion that today they are more popular than ever and
attracting millions of fans around the world.
According to Yuan & Chong (2007) festivals and special events include: cultural
activities, sports, conferences and exhibitions and religious activities. Furthermore, it also
encompasses any other comprehension of each kind of activity. They stated that festivals
and events have “non-daily characteristics presenting a relative centralism function to the
city in time and space”. Both argue that those events will break the tranquillity and same
dynamic of the place and will be catalysts of urban construction and development.
Furthermore, they define events as an important city image maker and mention Expo, the
World Cup and the Olympic Games as good examples of events that shape and change a
destination.
Planned events in tourism are created for a purpose, and what was once the realm of
individual and community initiatives has largely become the realm of professionals and
entrepreneurs. Fig. 3 provides a typology of the four main categories of planned events
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within an event-tourism context, including the main venues associated with each (Getz &
Page, 2015). Furthermore, for each type there are proposed places for events to be
organised.
FIG 3: Typology of planned events and venues: An Event-tourism Perspective

Source: Getz & Page 2015 p. 594

2.2.2 Portfolio approach to the typology of the events
Events can be distinguished by their size, attractiveness and other characteristics. Getz
(1997) provided an “Events Portfolio” model. Since trends are changing rapidly his
portfolio approach was revised in 2016 (Getz 2016). A 'portfolio' can be defined as “both
the container for a collection, and the assembled items themselves”. In other words, both
the process and contents of an event portfolio are of interest, including the goals and
strategies of organisations that produce and manage events, and the individual events.
Moreover, an event portfolio might be defined as consisting of all events within a
destination or city, or the events held by a private company — in all cases the events
might be managed or owned, permanent or one-time (Getz, 2016).
Furthermore, Getz made a portfolio approach to events as is described in the pyramid
below. That pyramid represents an easy way of describing different types of events
depending on tourist demand and event value.
Regional and local events are situated on the lower two levels. These are events of smaller
range and they represent events with lower tourist demand. This type of events is
organised often and could have more importance among residents or local people from
the region or place.
The other two levels of the pyramid, going to the top are important types of events for a
destination. Those are occasional mega events that take place from time to time. An
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example would be the Olympic Games which are held every four years and give a lot of
importance.
From other side, there are periodic hallmark mega events that are held on a regular time
basis, for example each year, each summer, every 3 months and so on. Many famous and
important festivals like Ultra and Ultra Europe are hallmark mega events. Getz (2005)
used the term “hallmark” as a way to specify more image making, place marketing and
destination branding. With the term ‘hallmark’ he describes “an event that possesses such
significance, in terms of tradition, attractiveness, quality, or publicity, that an event
provides the host venue, community, or a destination with a competitive advantage”. Hall
(1989, 1992) in his research about hallmark events states that these events are recognised
as valuable to destinations' managed event portfolios. He argues that hallmark events act
as significant tangible and symbolic contributors to event tourism. Hallmark events can
enable opportunities for their host destination to gain better competitiveness in the
tourism markets while making less or minimising negative impacts on the local
community.
FIG 4: A Portfolio of events by Type, Season, Target Markets, and Value

Source: Getz & Page 2015 p. 596

2.2.3 Festivals
Music festivals are closely connected with the evolution of the music. They started to be
more popular in the 60s, 70s and 80s of the last century. In those years, the first music
festivals such as Glastonbury or Woodstock that brought a whole new revolution were
held. They brought a different lifestyle to certain groups of people. Thousands of people
gathered to see the most famous artistes from that time, making a music festival both an
attraction and a reason to travel to a destination (Armitage, 2016). According to the
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Hungarian Festival Association in 2009, “a festival is an event, whose aim is to provide
joint entertaining or a leisure-time experience of a high quality for the audience, focusing
on one or more topics, being organized regularly at one or more scenes, with cultural, art,
gastronomical, sport or other programmes” (Jeles, 2016).
Festivals have a lot of different characteristics that help to understand them and
distinguish one from another. The characteristics of festivals as outlined in Getz’s (1991)
book Festivals, Special Events and Tourism can be seen in the figure below:
FIG 5: The main characteristics of a festival

Source: Getz 1991, p. 326, retrieved from Jeles 2016, p. 13

Festival Spirit stands for different values that a festival can reflect towards the visitors.
By satisfaction, Getz refers to the basic needs for a person. These can be physical,
interpersonal, social and psychological needs. If a festival aims to be sustainably
successful, it must provide a diversificated experience. It can consist of different food
options, different music styles or handicrafts workshops on a festival site. There are
numerous possibilities. Authenticity is closely connected with sustainable success. If a
festival has authenticity, it will probably be a sustainable one. Festival staff and hosts
should also be aware of a destination's tradition and habits. A festival is usually organised
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with a minimal structure. Therefore, a festival needs to be adaptable and offer an umbrella
with different activities. Hospitality of a host destination stands for a motivation of the
host for participation in the event. Tangibility of a festival means an experience that a
visitor can have with a local community and the festival's location during the festival
itself. Theming makes a festival unique. It is a set of tradition, authenticity and festival
spirit. Symbolism is when a part of a festival production or the whole can relate to cultural
values, political or economic objects. Affordability means that a festival can provide a
visitor with affordable activities, and social and cultural experiences. Convenience stands
for the access to leisure and social opportunities and activities (Getz, 1991).
Festivals started to be the main motivation for people to travel to a particular country or
a region. They are characterised according to Bowdin et al. (2006, as cited in Trošt et al.,
2012) “as a special rite, a presentation, a performance or a celebration which is
continuously planned and created in order to mark special events and/or to achieve a
special social, cultural or corporate aims and targets”. What makes the festivals unique
and different is that they usually take place annually and they mostly have social and
cultural aims rather than economic or political. The purpose is getting people together for
fun, entertainment and a shared sense of ‘camaraderie’ (mutual trust and friendship
among people who spend a lot of time together). Festivals can also be considered as a
“glue”, bringing together various stakeholders (Barišić, 2017).
Many countries live mainly off the tourism industry and touristic activities. Furthermore,
festivals have been used as one of the main motivators and development strategies of
these cities and countries. Budapest, the capital of Hungary has experienced fast
recognition. It is famous for its spa baths, long history, numerous museums and developed
nightlife. On the other hand, Budapest organises an annual music festival Sziget that
brings thousands of young people. In August, the city is full of people who come to enjoy
concerts of their favourite artists. The festival has hosted mega stars like Prince, P!nk,
Robbie Williams, Rita Ora, etc. In 2015, Jeles conducted a quantitative research on the
topic of how people see the city of Budapest, and what their ideas and first associations
of the city are. The first 3 associations that came up in the minds of the participants during
the surveys were the culture, the River Danube and the Sziget Festival. Moreover, the
purposes of the participants to visit the city were leisure, visiting friends and family and
festival tourism. Nearly half of the participants have visited the festival at least once in
their life. It can be assumed that the Sziget Festival creates a good festival atmosphere
and has labelled Budapest as a festival city (Jeles, 2016).
Another example is the island of Malta. It is a small Mediterranean island whose tourism
is mostly built on the 3S strategy – sun, sea, and sand. However, Malta is now trying to
attract different types of visitors by organising events and festivals. Predominantly in the
summer season, different kinds of parties and music festivals are being organised in order
to attract more visitors. Since 2008, Malta has hosted the annual music event “Isle of
MTV”, which is organised in collaboration with the MTV channel. In the qualitative
research conducted by Montebello in 2014 different motivators for festival tourism and
Maltese tourism were discussed in order to find out whether the Isle of MTV is a strong
motivator for young people to visit the island. According to the results and findings,
Montebello assumed that the young people who attended Isle of MTV festival did not
have the intention to visit Malta only because of the festival. Their visit duration was
longer than that of usual festival goers so it can be assumed that they came to the island
for a holiday but the festival was happening at the same time. Nevertheless, one of the
reasons she points out as a lower motivational factor of the festival is that the festival is
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free of charge. That allows the opportunity for everyone to visit it while on holiday.
Regarding the problem of 3S and seasonality, Montebello argues that the night life on the
island of Malta creates a big motivation or a reason for young people to visit. Even though
there were some limitations with this research, further research should be conducted on a
different kind of festival or a paid festival in Malta in order to compare those results
(Montebello, 2015).
Another research study about the reasons and motivations of people to attend a festival
and visit a destination was conducted in 2014 by Mohammad. Mohammad carried out a
study in order to see why visitors come to see the Al Janadriyah Festival. This festival is
held annually in Saudi Arabia, around a 40 km drive from Riyadh city centre. The Al
Janadriyah Festival spreads over a big area, 1.5 sq km, and its goal is to showcase the
traditions, culture, music, and food from each region of the country. Findings about
participation in this festival and the motivation to come to Janadriyah were interesting,
revealing that the biggest number of visitors went there to hang out with friends, to
experience something new, and to learn something new. All the reasons mentioned by the
visitors were segmented and organised into 3 factors, of which the most important was
quality time with family, followed by increasing knowledge and gaining new experiences.
These findings led to the conclusion that attending the festival is mostly connected with
being a good citizen and connected to family relations. Since this research was conducted
in Saudi Arabia, a conservative county, the results aren't surprising (Alhaj Mohammad,
2014).
Returning to Croatia, it can be stated that tourism is the most important industry for
boosting the economy and that it helps to cover the less efficient parts of the economy. In
2017, it was calculated by the Croatian Chamber of Economy that by the end of 2016,
tourism contributed 18.01% of the whole GDP (Gross Domestic Product) (Rihelj, 2017).
Recently, Croatia became not only a sea destination but also a festival destination. In the
same way as Budapest, Croatia put itself on the world’s festival map. Many new festivals
are organised every year on the Croatian coast in different months. The idea is to make
the season longer or just to boost the local economy and image, and attract new groups of
visitors. Indeed, in general not only Croatia, but also other urban communities, according
to Getz, have long used mega events, for example world fairs, expos, sporting occasions,
etc., as a method to improve their economy and infrastructure, and to develop their image
(Getz, 1991). In the last 10 years Croatia has become one of the main European festival
destinations. It is true that it was a tourist destination before that, but mainly for families
and individuals who wanted to relax near the beach and dive into the Adriatic Sea. In the
beginning of the 21st century, there was a significant rise in the number of festivals in the
whole country. Every year, the coast is filled with over 50 festivals, with some
destinations even having more than one in a season. As Croatia is a seasonal country
destination, most of the festivals take place during the high season – starting from June
and ending in the beginning of September. There is a significant number of festivals
because the local and/or the foreign event promoters, local authorities and communities
have realised the importance of creating a market for young travellers. A good reason to
boost the festival industry is because it brings many young people to attend a festival. On
the other hand, visitors have the opportunity to experience and discover a whole new
country and culture. In one of the papers Derret Ros dedicated to the study of festivals
and events, he opines that “organizing a festival allows a community to stay united, to
work together and to bloom” (Popescu & Corbos, 2012). Festivals are organised for the
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purpose of communicating with family or friends, in fact your company and promoting
local life and identity, culture, sport, economy, tourism, etc. (Kuusik et al., 2014).
A study has been conducted in order to find out how the Ultra Europe Festival is perceived
by the local community. The quantitative research was undertaken for the purpose of the
final thesis by Matković at the University of Zadar. Matković aimed to find out whether
the significance of the festival was important for the community and how the destination
was seen through local eyes. The research consisted of questionnaires answered by 105
residents of the city of Split. Most of the sample were young people aged up to 30 years.
Four statements that participants were asked were whether they agree that the festival
spreads the cultural perceptions of the local community, whether the festival brings better
prosperity to the local community, whether the festival gives additional or extra value to
the existing product offer of the city and whether the festival gives better international
recognition of the city of Split as a tourist destination. All four statements received a high
percentage on the scale from 1 to 5, 1 being “I do not agree at all” and 5 being “I
completely agree”. At least 75% percent of the responses were in categories 4 and 5. Most
of the participants agreed or completely agreed with the statements. Even though this
research was conducted on a smaller sample, there are some implications to be researched
more in the future and that makes a good start for a discussion (Matković, 2017).
Furthermore, festivals are very important for the country, but it depends on the local
community how they should be used in order to develop tourism in a destination.
Moreover, festivals are important in helping with the creation of a destination image. Not
many destinations are associated with different festivals that are organised each year and
attendees share their experiences using social media and word of mouth. According to
Barišić (2017) by organising a festival, a city jumps out from other cities as a tourist
destination in its own right. Furthermore, it develops and grows its destination image and
brand visibility, exhilarates urban development, and attracts more visitors and new
investments.
From the theoretical perspective, the popularity of event tourism can be seen through the
studies conducted on various topics. Furthermore, numerous scientific and other articles
have been written precisely with the purpose of emphasising the importance of this type
of tourism. One such example is the SCOPUS study that was conducted in order to
ascertain the number of articles and other literature from 2008–2014 on this topic with a
focus on interdisciplinarity. Based on a search for the period 2008 – October 2014, the
SCOPUS results report more than1000 articles using the search terms ‘event’ + ‘tourism’,
with an increasingly interdisciplinary focus within the literature (Getz & Page, 2015).
Event tourism has also been used recently or attracting new visitors and these events are
used as a main motivator for visiting a destination.
In the 1990s — the years when new and modern events were developed — events
comprised a key element of motivation in tourism as well as within the destination area,
and featured prominently in the development and marketing plans of most destinations
(Getz & Page, 2015).
However, the significance of events in a destination’s tourist offer is also important due
to their different functions like tourist, social and cultural but also their role in local and
regional development (Trošt et al., 2012).
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It has been shown that the quality of an event contributes to loyalty and willingness to
spend more. Thus, if the visitors are satisfied, they will spend more or maybe decide to
revisit the destination (Panfiluk, 2015).
Events attract tourists both for generic benefits and those appealing to special interests;
destination events attract people to a place they would not travel otherwise to (Getz &
Page, 2015).
Festivals and other cultural celebrations are less dependent on facilities and can use parks,
streets, theatres, concert halls and many other public or private venues (Getz & Page,
2015). Events can adapt to a place, an area or a venue and bring good results. One of the
main purposes of events is related to the short-term effects: attracting more new visitors
and generating direct cash flow. More long-term purposes are usually related to the
creation of the destination image and awareness (Kuusik et al., 2014).
2.2.4 Festivalisation
Cities and their suburbs or surroundings have become stages for many different events,
which lead eventually to the “festivalisation” of the city and the festival marketplaces
(Piva et al., 2017). From this perspective, cities have become the main festival
marketplace which brings many opportunities for a community. The term
“festivalisation” describes when an urban space becomes a place where many different
festivals happen (Ćulap, 2017). In the book “Festivalisierung der Stadtpolitik”,
Hausserman and Siebel (1993) described the term “festivalisation of urban politics”
thinking not only about periodical mega events, but also about all events taking place in
a destination. Festivalisation brings an experience economy, and with the experience
economy it brings to a city production of urban spaces and creative consumption. As a
process, festivalisation can be also considered as a part of the transformation of urban
spaces when a city’s cultural spaces are transformed as a lure to produce a positive picture
of a festivalised site (Ćulap, 2017). If a city aims for a revitalisation, as Zherdev (2014)
described in his work “Festivalization as a Creative City Strategy”, there are 3 aspects of
festivalisation that can be used for revitalisation of the city.
The first is the tendency for a rise of a festival movement in creative areas like cities,
districts and quarters. This means a higher number of festivals. Festivalisation is rather
described as a term when a city has more events taking place each year and not at the
same time (Ćulap, 2017).
Secondly, festivals usually penetrate into everyday life. Sometimes, as according to
Zherdev (2014), festivals are not no longer the spontaneous framed activities they used
to be for everyday life. Nowadays, festivals are interconnected into the everyday life of a
local community.
Looking at the continuous happening of a festival, Zherdev argues that instead of
disruption of everyday life, a festival rather changes the constitution of a space or an area
and brings a new identity to a city. On the one hand, these events are related to a specific
venue that can finally become well known because of the festival, and on the other hand,
the consumer has to be physically present at a venue. The correlation between everyday
life and the festival is visible, because the continuous festival phenomenon bonds the
experience production and consumption with a particular area and people tend to spend
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their time there. This can create significant brand identity and repositioning of a place
(Zherdev, 2014).
The last aspect of “festivalisation” is a matter of a mutual initiatives and cooperation. On
the one hand, this includes local government that draws up strategic plans and coordinates
the festival sites. As a part of local government, for the case of the Ultra Europe festival,
the Tourist Board of Split is interviewed. On the other hand, this includes ‘creative
actors’, such as local artists, public-private partnerships, networks and interdependencies
that bring together production and consumption of a festival experience. Stakeholders —
local Destination Management Companies of the area of the city of Split — are thus
chosen for interviews.
Zherdev (2014) states that the most important “creative actors” for creating cooperation
and a good “festivalisation” concept are local artists. They have two roles: to make a
creative production and to be a consumer of the experience. Their individual creativity is
important for the development of a festival and the city. They boost local creativity,
improve the image of the destination and attract more creative individuals and industries.
Every festival has its own creative atmosphere that is created by local artists. The
immediate presence of artists is visible and gives a festival a special appearance.
Besides the physical and symbolic transformation of a city, festivalisation can also have
negative or risky outcome. During the process of festivalisation, a city can get a new
image made by the festival organisers. As an outcome, the image of a city can become
more simplified and a city or a space can face a “banalizing urban experience” and
homogenisation of its spatial characteristics. Simply said, a city can face changes related
to its cultural authenticity and brand identity. Thus, the image of a city can be different
and risky for those visitors who seek an authentic experience (Zherdev, 2014).
“Festivalisation” as a concept is seen and described differently by scholars (e.g. Piva et
al. 2017, Zherdev, 2014, Fleischer et al., 2013). For the purpose of this thesis, we look at
“festivalisation” as a process of attempts at revitalisation of a city through increasing the
role of festivals via influencing destination image creation, targeting new segments of
consumers and creating new and creative products and services. We aim to see whether
a concept of “festivalisation” would be an appropriate description of marketing and
management activities and efforts of local stakeholders to their adjustments made for the
Ultra Europe festival.

2.3 Music festivals in Croatia
The use of music festivals in the frame of event tourism in Croatia is something new.
More specifically, Croatia started using music festivals for young people in the beginning
of the 2000s when music festivals were becoming more popular in the country and the
tourism market could see new business opportunities.
The first and well-known parties and festivals were organised on the island of Pag, on the
now famous Zrće Beach. These events are considered as the first attempts of local
stakeholders to give a new value to a destination and branding and marketing activities.
The first reasons for organising such events on Pag were simply to attract local people
from the island and from other parts of Croatia. Fortunately, good word of mouth helped
in the creation of something bigger than what were originally local and small parties.
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Today, Zrće Beach is one of the most famous party beaches in the world. In terms of
popularity it ranks alongside the island of Ibiza. Each summer Zrće Beach hosts famous
British, Italian and German music festivals like Hideout, Sonus, and Fresh Island, to
mention just a few. In each edition all these festivals attract approximately tens of
thousands of visitors. Festivals are being organised at famous clubs like Noa and Papaya.
Both clubs are annually recognised as among the best in the world, putting them on the
list of 100 Best Clubs in the world by DJ Mag, an electronic music magazine (Hibić,
2016).
After the rise of Zrće Beach, festivals started becoming a familiar part of the Croatian
touristic offer. Young people have recognised this type of tourism and have adopted it as
a standard way of travelling and type of holiday.
Moreover, other music festivals worth mentioning that attract young people from Croatia
but also visitors from abroad are the INmusic festival in Zagreb, Outlook and Dimensions
in Pula, boutique festivals in the Garden Resort (Tisno, Murter) and the Ultra Europe
Festival in Split.
These festivals are just a small selection of all the festivals that Croatia offers each
summer season, starting in May and finishing in September.

2.4 Destination Image
Destination image is a complex term that has different definitions defined by different
authors. The most common, the most understandable and the most used is by Kotler,
Haider & Rein (1993, as cited in Piva et. al., 2017) who said that “a destination image has
been defined as a dynamic construct, resulting from a set of beliefs, ideas, and impressions
that an individual has of a place”. A destination image is, indeed, mostly created by the
individual or specific groups of people. A city image is the public’s overall feeling and
comprehensive impression of a city, involving each aspect of the society, culture,
economy, environment and so on (Yuan & Chong 2007, p. 256).
2.4.1 Components of the image
According to Gartner (1994) a destination image is formed by a three distinctly different
but hierarchically interrelated components: cognitive, affective and conative. The
interrelationships between these components will determine a product pre-disposition.
Defined by Scott (1965, as cited in Gartner 1996, p. 193) “a cognitive image is a
component as an evaluation of the known attributes of the product or the understanding
of the product in an intellectual way”. Boulding (1956, as cited in Gartner, p. 193) in his
seminal work on the image describes the cognitive component as the images derived from
the fact. The cognitive component may be viewed as the sum of beliefs and attitudes of
an object leading to some internally accepted picture of its attributes. The number of
external stimuli received about an object is instrumental in forming a cognitive image.
According to Boulding (1956, as cited in Gartner 1994, p. 196) “the affective component
of an image is related to the motives one has for destination selection. Motives determine
what we wish to obtain from the object being considered thus affecting the object
valuation”.
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The third component according to Gartner (1994): “the conative image component is
analogous to a behaviour because it is the action component”. After all the internal and
external information is processed a decision is reached. One destination from the decision
set is selected. The conative component’s relationship to the other two components is
direct. It depends on the images developed during the cognitive stage and evaluated
during the affective stage.
As proposed by Gunn (1988) a destination image can be organic, induced and primary.
An organic is one defined by third-party sources such as media, education, views of the
family and friends while an induced image is made with the help of commercial sources
such as brochures, agents and guidebooks. Word of mouth is one of most important ways
to create an organic destination image. Positive WOM can create a favourable image
whereas negative WOM can have damaging effects on the destination image and the
intentions to visit (Madden, 2016). By spreading their image of a destination, visitors can
help other tourists to build their own image of the destination and can affect and
communicate positively or negatively about a destination to potential targets (Piva et al.,
2017).
However, for the last one, Gunn agrees with Phelps saying that “a primary image is
created by the destination visitation and is the most clear, realistic and specific one” (as
cited in Madden, 2016).
A set of beliefs can consist of thinking that in some destination there is a war, that a place
is not friendly to tourists or full of economic problems which might affect a visitor and
their decision to travel. Ideas are usually created from the other people’s words,
experiences and stories which, on the one hand, can be true if a person has visited a place,
or it can be simply created from the news in the media. Impressions are mainly made after
visiting, when the individual has already experienced something, has some knowledge
and can share those impressions to others. Certainly, there is no perfect destination image
nor one that is created with the help of just one side. Dichter (1985) compared an image
with “a musical symphony which is the sum total of the work of a music composer, a
conductor and various musicians playing various musical instruments” (as cited in
Madden 2016, p. 9). Definitely, many factors affect the creation of a destination image
among visitors.
A destination image can be also viewed from a point of view of an experience. It can also
be defined as the quality of experience, a view about a destination or a perception about
the destination attributes and an offer in a destination (Madden, 2016). A destination
image represents the quality of experience in the sense of how good or a bad the services
on the spot were in terms of quality. Moreover, how a visitor was welcomed to a
destination, whether the person felt comfortable and ‘at home’, or like a stranger. It means
how the local community took care of a visitor to make that person enjoy the place. It
comes from different kinds of facilities such as restaurant service, a local souvenir shop
or asking for directions from a random person on the street. All these factors affect overall
creation of the image of the place a person is visiting. A perception about destination
attributes represents how a visitor sees the main attributes, in this case, attractions which
are “must visit”. For example, the Dubrovnik walls are the city’s main attraction but there
are mixed opinions about it. Some people regard it as an overpriced attraction without
special value but, on the other hand, visitors come to the Dubrovnik walls to experience
the place where the “Game of Thrones” TV show was filmed. Attributes are seen and
perceived differently.
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In fact, city stakeholders often use every means possible and try their best to mould a
good city image. They transfer it to the target markets through any kind of media and to
make the image attractive to new investments and potential travellers (Yuan & Chong,
2007).
2.4.2 Connection between the destination image and the event tourism
Different attributes or different services, facilities and attractions boost the building of a
destination image. Recently, event tourism is becoming more involved in destination
image making. Nowadays, local authorities and communities see the importance of a
good destination image. Events may be used in order to: increase tourist flows, improve
the destination image and awareness of a place, boost tourist development, and reduce
the seasonal flow of visitors whilst extending the season. Furthermore, events act
positively on the economy. They can increase employment and build community pride.
Cultural events and festivals in particular have emerged as a means of improving the
image of cities, adding life to city streets and giving citizens renewed pride in their home
city (Piva et al., 2017). Furthermore, it is not only important to have a good image but
also an image that covers a wide spectrum. This means that a destination can be
recognised by more than one attribute or attraction. All these little pieces represent some
of the reasons why a tourist comes back and revisits a country. That person must be
attached to something in the destination or motivated by something it offers. Furthermore,
not only does the destination image play an important role in the decision of person to
travel, but it is also a key component in the decision to revisit or recommend the
destination to others (Piva et al., 2017). If a visitor later revisits the country, it suggests
that they either prefer it to other destinations, perhaps because of its better qualities,
meaning better services and products, or that they have made a ‘safe’ decision, preferring
a country of which they have at least some experience to a totally unknown country
(Kuusik et al., 2014).
Some people will revisit a country based on the destination image they created after the
first visit. Alternatively, people who have never travelled can see a destination image
from different sides. But the key question is how a destination image can be created.
Tocquer and Zins argue that a destination image has dimensions or categories. These are
stages in which visitors create their own destination image before, during and after a visit.
They point out that the image can be vague or unrealistic based on the different aspects
like an advertisement, information provided and word of mouth. Furthermore, the image
can be distorted due to the information collected while going on a vacation; a refined
image during a vacation and a different image created after coming back from a vacation
(Tocquer & Zins, 2004). Certainly, this statement can be a proposition since many
different sources can affect our thoughts about a destination and the motivation to visit.
It should be stressed that prior to marketing itself, a city’s local authorities should be sure
that the city does in fact have the abilities to supply the basic needs of visitors, like
services and infrastructure, rather than dealing with the image (Yuan & Chong, 2007).
Tourists usually have more than one motive when visiting a destination. It might be
natural attractions such as parks or gardens, or cultural attractions like museums, churches
or castles. They could be also attracted by wellness tourism or by the destination’s
gastronomy offer. But, certainly, there are many reasons and motives to visit a place.
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One of the growing groups of travellers are young people called millennials. They
represent one of the most promising groups of travellers today. They are attracted to a
destination because for various reasons. Usually, they travel to experience a new culture,
meet locals and have fun. Therefore, events and destination image are in tight correlation
with destination marketing as events are used for creating new products and services
particularly for the new and prospective groups of visitors.
Place marketing, often referred to as boosterism (where events are used to ‘boost’ visitor
numbers and appeal) has emerged as a key feature associated with events to develop a
unique selling proposition that differentiates the destination from the competition. (Getz,
Page 2015, p. 594). Indeed, events are used for making a destination more competitive
on the tourism market but also for the higher satisfaction of visitors. Pechlaner et al.
(2013) analysed the differences in a perceived destination image and event satisfaction,
concluding that destination image, event quality and customer satisfaction are highly
related (as cited in Getz & Page, 2015, p. 610).
A good example is the city of Split and the Ultra Europe festival who are now working
jointly to create new products and services for new groups of people. Because of the
festival, the city of Split might become more competitive against other similar
destinations that offer typical seasonal tourism on the Croatian coast. The Ultra Europe
festival might also affect the overall image of Split. Hence, the aim of this thesis to
reassess those beliefs and to set up new findings. In the context of destination marketing
it can also be claimed that visitors of events have the opportunity to experience the
qualities of a free sample – i.e. of the country in which the event is taking place – and on
this basis to form their opinions on the value of the country. (Kuusik, et al., 2014).
A strong city image based on events is perhaps now so important that this image “is
starting to dominate the natural or physical features in the identification of a city” (Burns
et al., 1986). Thus, it can be said that events provide a means of adding flexibility to the
fixed structures, supplying a spectacle which adds to the image value of a landmark
(Richard & Wilson, 2004).
Although the meaning of events and the motives of the organisers have become mixed,
showcasing a region and attracting tourists remains one of the most important functions
of events (Kuusik et al., 2014).
2.4.3 Challenges of maintaining a positive event image
There could be problems between festival organisers and a local community. Moreover,
there should be a local government and festival management that would decide on
whether organising a festival is good for a destination. Destinations must decide what
they want from the events (the benefits), and how they will measure their assets’ shortterm and accumulating value within the prevailing political economy of public funding
for such public sector interventions in a locality (Getz & Page, 2015).
Music festivals like Ultra Europe are often associated with drug use. Moreover, electronic
music festivals are also associated with young people who behave out of the norms of
normal behaviour. Unfortunately, accidents can sometimes happen. Due to the media’s
tendency to focus on negative news events, cities always receive more attention during
times of crisis than at other times, and a negative city image is likely to appear (Yuan &
Chong, 2007).
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More importantly, it is easier for a city to eliminate a negative image by holding a festival
or a special event, as the city’s society, economy and environment are improved
practically with the aid of the preparation of FSEs (abbreviation for festivals and special
events) and the propaganda of the media. Festivals and special events have a prominent
function to improve and reshape the image of a city, and even of a country (Yuan &
Chong, 2007). Furthermore, in the context of the rising popularity of social networking,
the importance of word of mouth becomes larger (Madden, 2016). Beside the danger of
media spreading a negative connotation of a music festival, word of mouth has a strong
influence. Festival attendees using word of mouth to share information that is real and an
unspoilt idea what a music festival is can be the generators for attracting new visitors.
Back in 2016, the Tourist Board of Split carried out a study attempting to find out more
about the motivation and reasons of people visiting the city of Split. The research was
based on a sample of 1150 participants from 40 countries around the world, from all the
continents. From all the questioned participants, 21% were questioned during the low
season, 43% during the high season and 36% during the post-season. The research had a
section related to the associations of visitors about the city of Split attempting to find out
what exactly most of the visitors, negatively or positively associate with the destination.
Interestingly, visitors in the low and the high season stated that the positive associations
about Split are history/culture, sea/beach/summer, climate/well-being/relaxation and
gastronomy. For the negative aspect, more than 30% of both categories of visitors
mention in first place parties, youthfulness and nightlife. It’s important to mention that
this study integrated all the age groups in order to get a clearer picture about Split.
Unfortunately, the negative connotations about the music festivals and youth tourism are
still at a higher percentage than they should be (Pivčević et al., 2017).
As mentioned before, destinations can range from small to large and have different
facilities from each other, but every destination has an overall image that it reflects to
visitors. Due to the rising competition among destinations and bigger markets, the need
to create an attractive and unique image to differentiate from the competition is more
important than ever before for destinations (Madden, 2016).

2.5 Ultra as a brand
According to the WTO (2009) “a destination brand represents a dynamic interaction
between the destination’s core assets and the way in which potential visitors perceive
them” (WTO, 2009). Successful brand needs to be immediately recognisable. A brand
should also play on the desire for comfort and certainty and provide a point of
identification for consumers in a crowded marketplace (Richards & Wilson, 2004).
Unique functional attributes as mentioned by Jenkins (1999) consist of the icons and
special events that form part of a destination image. In this case we can talk about the
main Ultra event that took place for the first time back in 1999. From year to year, Ultra
has been recognised as a brand just like any other in the world. The thing that is different
between Ultra and, for example, Coca Cola is that Ultra is a brand for a specific market.
It is not recognisable by all groups of people. Ultra as a brand has existed since 1999,
when the first edition of the festival was held at Miami Beach in Miami. After a couple
of years, the brand started expanding to other continents. Nowadays, Ultra is a brand that
has 4 different types of events. These are Ultra Music, Ultra Beach, Road to Ultra and
Resistance.
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The Ultra Music festival is organised each year in Miami (USA), Rio de Janeiro (Brazil),
Mexico City, South Africa (both Johannesburg and Cape Town), Singapore, Beijing and
Shanghai (China), Taiwan, South Korea, Japan and Australia.
Ultra Beach is a series of a smaller and shorter events under the Ultra brand. These events
are organised on the islands of Hvar (Croatia) and Bali (Indonesia).
Road to Ultra events aim to make more people aware of the brand and to increases its
visibility by organising shorter and smaller events around the world. Road to Ultra takes
place in Peru, Paraguay, Chile, Bolivia, India, Hong Kong, Thailand and the Philippines.
Resistance is the newest addition to the Ultra brand. It aims to promote alternative and
underground styles of music – from techno and house to trance and bass music. It comes
as a part of Ultra Music festivals as an extra stage, but also as an individual smaller and
shorter event. As an individual event it has been held in Ibiza, Mexico, Panama,
Colombia, Ecuador, Bolivia, Uruguay, Argentina, Chile and Paraguay (retrieved from
Ultra Music Festival Worldwide).
So far, Ultra Music has been organised on the European continent just in one country. It
has been in Croatia since 2013. The European edition brought, for the first time for the
Ultra brand, the Ultra Beach Event to the island of Hvar. The new concept of the
Resistance stage was presented to the public at both Ultra Miami and Ultra Europe,
bringing a more underground sound and less mainstream music styles. One of the most
famous techno DJs, Carl Cox has an annual residency with his DJ friends as guests at
both Resistance stages in Miami and Split.
2.5.1 Ultra Miami
Ultra Music is an annual event held in Miami, USA. For the last 20 years it has been held
in Miami and it brings thousands of festival attendees to listen to their favourite artists.
The story started in 1999, when a first edition for fewer than 10 thousand people was
organised in Collins Park on Miami Beach. For 2 years the festival was held there but
after that was moved to Bayfront Park because of its higher capacity. The festival started
to become very well known and more and more people wanted to attend it (Gonzalez &
Ruhi, 2018).
In the last few years Ultra Miami has been established as a weekend festival from Friday
– Sunday in March. There are 165,000 attendees every year and the festival tickets are
usually sold out a few months in advance. It is the biggest festival in the United States
and one of the most important for electronic music culture and the electronic music scene
(Vogelsanger, 2018)
What is important about Ultra Music is that it has shaped the whole city over the years.
Before Ultra, Miami was an unimportant and uninteresting coastal town with few
accommodation possibilities and some beaches. As the sea is not ideal for swimming
because of the waves and currents, Miami was not a favourite destination and a place for
visitors. Mostly, it is a new-build city and people have an impression of a big seaside
resort. Just two years after the inaugural edition of Ultra, in 2001, Bruce Braxton,
representative of Rival Entertainment, a sponsor of Ultra said: “The city of Miami has
been very gracious… It was due to go downtown – it was the natural progression”
(Gonzalez & Ruhi, 2018).
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Not only in the United States, –the festival has become known worldwide. People from
all over the world started talking about the festival and many fans have decided to have
this once-in-a-lifetime experience. One humorous quote was written by the Miami Herald
music writer Evelyn McDonnell, which epitomises how the festival is understood in the
whole world. She wrote: “When one Amsterdam club kid asks another, ‘are you going to
Miami?’ he’s not talking about the boat show. (Gonzalez & Ruhi, 2018). In an anecdotal
way, this quote indicates the importance of the festival for the destination by using word
of mouth.
2.5.2 Ultra Europe Festival
After 20 years of Ultra Miami, Ultra was a recognisable brand around the world. Visitors
from many different countries attend the festival every year. An awareness had been
created of the brand in its own right. People know what to expect from the brand and what
they can get from it. Most of the time, consumers prefer familiar to unfamiliar brands
(Kuusik et al., 2014). Events that have an established and recognisable brand can be used
as to enhance a destination’s brand identity (Piva et al., 2017). Ultra Miami has been
recognised as a sort of a tourist attraction and an image maker of Miami. According to
Getz & Page (2015) creating and marketing and promoting events as tourist attractions
and/or image makers requires of stakeholders orientation and a commitment to customers.
Destination events like Ultra Miami are intended to attract tourists and are positioned and
branded in such a way as to be attractive to people seeking benefits such as entertainment,
socialising and escapism (Getz & Page, 2015).
As Ultra Miami has become more and more popular and recognised around the world, it
isn’t a surprise that Ultra Europe has become popular too, even though it takes place on
another continent. The organisers did not need to make a big effort in creating a new
brand or rebranding. They had the “push effect” from Ultra Miami. All they needed was
good promotion, management skills and the will to keep going with their vision, and the
involvement of Croatian stakeholders in the whole project.
The first Ultra Europe festival was announced back in winter 2012, when a special press
conference was organised. The writer of this thesis participated himself in this conference
as a freelance journalist for a Croatian website. Before the conference, no one was aware
of the big project coming to Croatia. For the first time, Ultra was staging a European
edition. From 16 European countries that included popular summer destinations like
Malta and Spain, Croatia was chosen to host the first ever Ultra Europe festival (Barišić,
2017, p. 103).
Ultra Europe is supported by numerous institutions. The most important to mention are
the local government of the city of Split, the municipality of the city of Split and Dalmatia
with their local Tourist Boards and the main Tourist Board of Croatia. For the purpose of
the festival organisational and marketing activities and budget the Tourist Board of
Croatia ringfenced from their budget 1.5 million Croatian kuna (€200,000) for 2014 and
2015 (Hibić, 2016).
In the first year, the festival was visited by more than 100,000 visitors from 75 countries.
In 2014 and 2015, the festival gained even more attention. In 2015, the festival was
attended by 150,000 people from 45 countries which was 15% more than in 2014. Due to
Ultra, the number of tourist arrivals and nights spent in Split during July increased by
21%, and visitors spent approximately 66.7 million euros in the city (Dalmacija News,
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2015, as cited in Barišić, 2017, p. 103). According to the Croatian Tourism Board and the
Croatian Chamber of Economy, Ultra Europe has been described as the touristic event of
the year (Tourist Board of Split & Ultra Europe Festival Management, 2017).
Back in 2017, the Ultra Europe Management with help of the Tourist Board of Split
conducted research about the national importance of the festival for the destination.
Briefly, they summarised the main marketing impact of the festival on the destination
analysing different social media networks and values of the marketing activities. These
included videos, posts, and photographs as well as the numbers of visitors in each year of
the festival’s existence. They aimed to emphasise the significance of the festival for
Croatia and especially for the city of Split.
Ultra Europe has an important part of the destination marketing. The value of the festival
production is 3 million euros. Because of the festival, the municipality of the city of Split
and the Dalmatia region receives more visitors and higher revenue. There are more
overnight stays and bookings. As an extra event, as part of Ultra Europe there is Yacht
Week with more than 600 sailing boats. Split also sees more airlines flying to its airport.
Most of them are low-cost airlines but each year there are also more than 40 private jets
(Hibić, 2016).
The aftermovie of Ultra Europe 2014 has had more than 2.5 million YouTube views. The
organisers have calculated that the value of the marketing activities for Ultra Europe 2015
is around 20 million euros. In 2016, the festival had visitors from 143 different countries
and a marketing value around 22 million euros. The average number of passengers
travelling to and from Split International Airport is usually around 45,000, while during
the festival that number jumps to 90,000 (Tourist Board of Split & Ultra Europe Festival
Management, 2017). In 2016, the first Ultra Beach event was organised on the island of
Hvar at the pools of the famous Amfora Hotel. The Resistance stage had its own special
closing party on the island of Vis in the George Fortress.
The biggest number of visitors come from the United Kingdom, Spain and Australia.
Numerous visitors also come from the United States, Germany and Sweden (Tourist
Board of Split & Ultra Europe Festival Management, 2017).
The marketing impact of the festival can be partly judged from the aftermovies; besides
the festival scenes, the aftermovies also depict Croatian attractions, from the sunny
beaches to the mountains and national parks. As a part of the festival experience, Croatia
also gets a recognisable promotion of its beautiful scenery.
Furthermore, many well-known news websites have written about Croatia and the festival
itself, emphasising its importance. The Sun, a British news website wrote “Ultra Europe
Festival in Croatia is the greatest Electronic Dance Music gathering” (Lee Walpole,
2017). Furthermore, Thump UK wrote “...there's never any point in doing something halfhearted. If you're going to commit you need to go all in” (Ally Byers, 2014). Their article
titled “Croatia's EDM Festival, Ultra Europe Was Completely Nuts” had an estimated
value of €18,000 according to research conducted by representatives of the Tourist Board
of Split and Ultra Europe Festival Management. While these are just two examples of the
strength of the news media for the promotion of the destination, simply typing Ultra
Europe in the Google search engine fetches more than 11 million results. Typing the word
Croatia generates more than half a billion results (as at 11 April 2019). At least 15% of
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all results about Croatia are related to the festival (Tourist Board of Split & Ultra Europe
Festival Management, 2017).
Furthermore, the Ultra Europe Festival officially promotes Croatia as a destination but
the artistes also have a significant role in the activities. Before, during and after the
festival, the artistes who play there directly or indirectly promote the city of Split in the
frame of the festival and the festival destination. The artistes use different social media
networks like Facebook, Instagram and Twitter posting about their travelling to the
destination or about the beauty and the atmosphere in the city. The value of the marketing
activities through social media mentioned above has been estimated to be more than 4
million euros (Tourist Board of Split & Ultra Europe Festival Management, 2017).
Regarding YouTube, the Ultra Europe festival has its own channel where they post
various videos like the aftermovies or the live streams. Additionally, there are other
videos related to the festival and the destination that are worth mentioning. The “Wild &
Away” channel posted a video about backpacking through Croatia and attending the
festival. The “Backpacking Travel / Ultra Europe Boat Party Video” video was estimated
to have a value of €350,000 (Tourist Board of Split & Ultra Europe Festival Management,
2017). One of the most important artistes for Ultra Europe, Hardwell had the video of his
live set on YouTube watched more than 10 million times and the estimated value of the
video has grown to more than 1 million euros. The video “Made in Croatia – Summer of
Ultra Europe 2015” by YouTube channel “Bryanjameskwa” has been watched more than
170,000 times (as at 11 April 2019) and has an estimated value of €18,000. Over 4
minutes, this video briefly shows the holiday of a young person having fun in different
places in Croatia and ending the experience with Ultra Europe.
The official YouTube channel of Ultra brand “UMF TV” has more than 1.5 million
subscribers. It consists of all the official aftermovies and videos related to the Ultra brand.
In general, there are more than 1.5 million videos related to the Ultra Europe festival on
YouTube and many of them show scenes of Croatia.
The total estimated marketing value of all the videos is around 7 million euros (Tourist
Board of Split & Ultra Europe Festival Management, 2017).
Thus, Ultra Europe has already shown its impact and importance on the creation of the
image of Split. It is a push motivator for young people and it helps in development of the
event and youth tourism in Croatia. Furthermore, the festival has shown how social media
networks can have a big value, and the impact on the festival development in the eyes of
young people. This thesis connects to the previous research mentioned above and aims to
find out how local stakeholders such as Destination Management Companies and
Destination Marketing Organisation, in this case the Tourist Board of Split react to the
existence of the festival and how the festival impacts on their business. Additionally, it
considers whether the festival gives them more opportunity for better business and new
and creative products.
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3 RESEARCH METHOD
Qualitative and quantitative methods are two methods that a researcher can use in order
to obtain the required results. Qualitative research usually focuses on depth and on
relatively small samples. It can even be only one but it should be selected purposefully.
On the other hand, quantitative methods usually need larger samples selected randomly.
Not only are the ways of the sampling different, but each approach has a logic of its own
and the purpose of each strategy is different. For the purpose of this thesis, qualitative
research was chosen (Patton, 1990).
According to Denzin and Lincoln (2000) “Qualitative research is a situated activity that
locates the observer in the world. It consists of a set of interpretive, material practices that
makes the world visible. These practices ... turn the world into a series of representations
including fieldnotes, interviews, conversations, photographs, recordings and memos to
the self. At this level, qualitative research involves an interpretive, naturalistic approach
to the world. This means that qualitative researchers study things in their natural settings,
attempting to make sense of, or to interpret, phenomena in terms of the meanings people
bring to them”. According to Strauss and Corbin, qualitative research is any research that
produces findings not arrived by any statistical method (Strauss & Corbin, 1998).
For the purpose of the research for this thesis, semi-structured in-depth interviews were
conducted. We discuss the impact of the Ultra Europe festival on the city of Split, a topic
on which there has not been any previous research. Previous studies conducted on the
topic of Ultra Europe included the social aspect, in which it was attempted to find out
how visitors see the city of Split (Matković, 2017). Another study is the one conducted
by the Tourist Board of Split and organisers of the festival itself. That study was carried
out as a presentation of the marketing value of various marketing methods that are used
to promote Ultra Europe and the city of Split (Tourist Board of Split & Ultra Europe
Festival Management, 2017).
No previous studies have covered the importance of destination management and
marketing of the city of Split in correlation with the importance of the Ultra Europe
Festival for the city’s development. The aim here is to address the gap in knowledge on
the role of DMCs and the DMO of the city of Split in response to Ultra Music. No studies
have been carried out to see what local stakeholders, DMCs and the DMO think about the
presence of the festival in the city and whether they see positive or negative consequences.
Furthermore, with this research we aim to find out whether local DMCs offer new
products and services, created in the first place for young visitors coming to Ultra Europe.
We also attempt to get answers to the question of whether young visitors are now
perceived more as a new target market for local DMCs, and, if so, whether they use this
perk and how they maintain their business activities according to that change.
Three dimensions of potential “festivalisation” in DMO activities — destination image
creation, segmentation of visitors and creation of new products and services — are
analysed as a part of the concept of “festivalisation”, which is argued to be a measure
used for revitalisation of cities with help of festivals and events. The goal of the research
is to identify opinions, emotions, ideas and proposals about the presence and overall
importance of the festival for the city of Split through the eyes of local stakeholders –
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Destination Management Companies and the Tourist Board of Split as the Destination
Marketing Organisation.
The qualitative research method used for this thesis is semi-structured in-depth
interviewing. These interviews have the characteristics of open answer questions.
Answers can be long and mostly depend on the will of the participant to give more details,
observations, opinions and feelings. It also depends on the researcher how the interview
will be held and the researcher’s capability to carry it out successfully. According to
Hammersley and Atkinson (1995) “the expressive power of language provides the most
important resource for the accounts. A crucial feature of language is its capacity to present
descriptions, explanations, and evaluations of almost infinite variety about any aspect of
the world, including itself.”
Semi-structured in-depth interviews can be performed face to face (easy to record), by
telephone (hard to record), online through Skype or the other conference calls like
Whatsapp, Messenger or FaceTime (hard to record), using emails and chatrooms (no need
to record) and finally, by means of online interviews. The interviews can be made in real
time so that the answers come spontaneously and the question is answered immediately.
Otherwise, some interviews can have delayed answers if the interview is conducted
through e-mail.
There are 5 key features of in-depth interviews described by Legard, Keegan and Ward
(2003). The first key feature of the in-depth interview is that it combines structure with
flexibility meaning that even in unstructured interviews the researcher is familiar with the
topic of the research. The second key feature is that the interview is interactive. The
material comes from the answers given in an interaction between the researcher and the
participant. The researcher asks an initial question and gives space for the participant to
talk freely about the topic or the issue. The next question is then determined by the
participant’s previous answer. Thirdly, the researcher uses all the skills and the techniques
in order to get more detailed answer from the participant in terms of penetration,
exploration and explanation. The researcher will use follow-up questions to better
understand the participant’s answers or to encourage him/her to answer more in detail.
The researcher will try to find reasons, opinions, beliefs, etc. Fourthly, in-depth
interviews are generative because the new knowledge, the thoughts or the opinions are
likely to be created during the interview. The level of this depends on the researcher and
what kind of questions participants are asked. Finally, the last feature is that in-depth
interviews are always conducted face to face (Ritchie & Lewis, 2003).
Regarding the sampling, semi-structured in-depth interviews usually have a small sample
because the main focus is depth. The sample is chosen according to the needs of the
research.
In this particular case, for this thesis, semi-structured in-depth interviews were conducted
between the writer and DMCs in the area of the city of Split and the Destination
Marketing Organisation under the name Tourist Board of Split. The in-depth interviews
were conducted on the spot, face to face.
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3.1 Sample
The qualitative method chosen for this research is the semi-structured in-depth interview.
Earlier, upon request, we were given a full list of travel agencies that operate in the area
of the city of Split. The list that was provided back in February 2018 by the Tourist Board
of Split contains 43 Destination Management Companies in the area of the city of Split.
The list contains all registered DMCs in the area of city of Split for the year 2017 and
their contact information, street address, main e-mail address, phone number and main
contact person in charge of communication between the company and the Tourist Board
of Split.
For the purpose of the research we contacted all 43 DMCs in Split. Moreover, in the
research process we also contacted the official tourism body of the city of Split, which
operates under the name Tourist Board of Split. The public body is the official Destination
Marketing Organisation. However, having a total of 44 potential candidates for interview,
we assumed that not everybody would be willing to cooperate for some reason.
Initially, they were made aware of the main aim and objectives of the research and were
asked for their collaboration. Contact was made either face to face, by the telephone or
via e-mail, depending on the day, working hours and the amount of time they had
available. Since it was a busy period for most of the companies, some of them politely
asked us to conduct the interview by telephone. We ensured maximum flexibility towards
them.
Unfortunately, some DMCs were unable to participate in the interview due to their
company profile. Some of them asserted that they don’t work with young people and with
Ultra Europe visitors. Therefore, they weren’t willing to participate because they weren’t
able to talk about the topic. They weren’t sure how they could help us. At the same time,
there were also DMCs who declined to cooperate. They claimed that the reason was lack
of time. Additionally, we couldn’t reach some DMCs. First, we tried to do so by going to
their office. We were told to send an e-mail. After sending numerous e-mails and making
phone calls, they didn’t answer at all.
In total, 12 DMCs were willing to participate. All of them who took part in the interview
preferred to stay anonymous. They were happy to cooperate and give support. The quality
of the answers that were collected depended on the respondent’s position in the company,
their previous knowledge and attitude towards the festival and young visitors. Participants
belonged to different age groups. However, all of them were keen to participate and talk
about the festival and their experience with it. Interviews were conducted individually
with each participant.

3.2 Data Analysis
After explaining the protocol of the interview, the participant was encouraged to start
talking about the topic in a relaxed way. The reason for this was to see in which direction
the participant’s answer would go and how we would conduct the next stages of the
interview.
Afterwards, we proceeded with the interview in such a way to get information on the three
segments that we are looking at: destination image creation, segmentation of visitors and
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creation of new products and services. Generally, participants understood the questions.
For some answers we needed further clarifications. Each interview lasted approximately
between 15 and 25 minutes.
After the completion of the interview, a transcript of each recording was made in order to
prepare materials for the next stage of the research process. The method that was used
was “indexing” or “coding”. According to Richie & Lewis (2003) indexing is a method
of labelling or tagging the original data to recognise a topic or a concept that it is related
to. This is the first stage of analysing the data. The method is used for transcripts of indepth interviews in order to make categories of answers. Categories are made by a
researcher and the data is classified. Data is classified in a logical way and in such a way
that the researcher can make connections within each category. In this way, a researcher
can understand classified data and make connections between them. Categories are used
for better understanding of what a participant said and how this can relate to similar or
the same answers of another participant. The categories that we used to help us in
indexing were destination image creation, segmentation of visitors and creation of new
products and services. Within those three segments we aimed to connect and correlate
data to find out whether we can talk about the term “festivalisation” which is used for
revitalisation of the cities by means of different events.
Thus, for this research, interviews were indexed in categories mostly related to three
segments. In this way, it was easier to find connections between categories and establish
the beliefs, observations and opinions of participants. For better understanding of the
results, findings are divided here into three categories. It is easier to understand them and
easier to find connections between each category. A descriptive analysis was made in
order to connect all the pieces of data from each category.
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4 RESEARCH RESULTS AND DISCUSSION
4.1 Destination Image changes
To recap, the first Ultra Europe festival was organised in Split in 2013. According to the
participants, since then there is evidence that the image of the city of Split is going through
tremendous changes. The city’s destination image has been perceived differently over the
years and depending on the individual being asked about it. Thanks to various events that
have occurred in the last decade, however, Croatia as a tourist country has a good overall
reputation. Among important events that were mentioned by participants are the film
locations for Game of Thrones on the coast, the Ultra Europe festival and the victory of
the Croatian national football team in 2018 at the World Cup. Croatia was, and is still
growing in popularity with the help of these and similar events. When talking about the
city of Split, it can be said that the city only recently gained its reputation as tourist city.
Usually, the first tourist city recognised by foreign visitors was Dubrovnik. In the last
decade the situation has been changing for Split in a more positive way. Nevertheless,
Ultra Europe caused a change. One participant argues that “Dubrovnik was always a
must-visit destination, but after Ultra Europe came to Split, the city itself became a
Destination”.
The coming of a big music festival affected the whole of Split in both positive and
negative ways. The image of the city has been recreated over the years since Ultra arrived.
According to one participant “the impact of Ultra Europe is visible in different segments
that include destination image, but good and/or bad sides of it are differently perceived
by visitors, organisers and the local community.”
Regarding festival visitors, local stakeholders mention positive and negative
consequences for the image that came from the festival itself.
Positive consequences are connected to the visibility of the city as a proper tourist
destination. “During the last 10 to 20 years, Split has overcome the status of transit city
due to some good quality events that have occurred and which have put the city on the
world tourist map.” one participant says with a positive attitude. He also stresses that in
the past Split was only a port and the ships didn’t have specific a timetable. During the
weekends, commercial ferries only left the port when the last place was taken and the
next ship would come in its place and so on. Nowadays, visitors stay longer in the city
after or before the festival and are given different possibilities to discover the city or
nearby islands. One participant highlights “… they don’t have a bad image of the city,
they have a place to rest and attractions to fill their time for a few days”.
Moreover, Ultra Europe has brought many young visitors and made Split “the capital of
electronic music in Europe.” The city has become a target destination for young people,
one participant explains “…by young visitors I mean those up to 40 years old.“ They think
that image of the city has changed remarkably. In the first two years, the image of the city
“changed qualitatively and made Split a default destination for electronic music lovers”.
Split has been perceived as a “…city of good entertainment, that has great importance on
the international competitive market of music festivals.”
The first editions (2013 and 2014) of Ultra Europe took place in a period when Electronic
Dance Music (abbreviation: EDM) was at peak of its rise among listeners. Famous DJs
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from around the globe were all playing in Split and made an impact on promotional and
other activities. The first years of Ultra Europe were significant in the music industry and
globally. As one participant highlights ”In the first years of Ultra Europe, it wasn't
possible to buy any ticket at all twenty days before the festival” Young visitors were
coming from all over the world and they changed the overall perception of the city in the
news and media. Participants mention this and explain it like this: ” Nowadays, Split is
regarded as a destination that is open and multicultural and that supports the idea of
cultural differences and exchange.” We also observed that local stakeholders recognise
a slight change in the type of visitors coming to the festival. These visitors try to be more
polite and careful in the city. Visitors of Ultra Europe tend to share their memories online
using different social media and are good catalyser of information. They share their
experience in the city and at the festival, creating overall image, attitudes and beliefs. One
participant commented on this saying: ”Satisfied guests will gladly share their
impressions with friends and on the internet, and in this way make the best advertisement
for a destination.”
There is also good cooperation between the City and the local community in reducing the
problems. The organizer is in contact with the City in order to communicate all possible
problems. “I believe that the perception of the city image is improved thanks to the
cooperation between the festival organiser and the City. We aim to alleviate certain
negative outputs like noise, deviant behaviour of visitors and traffic jams that are
disastrous for the image of the city.”
However, not only positive consequences were brought by the festival itself. Most
negative points are classified as visible outward details that can be important for the
construction of an image of a place. From the negative point of view, one participant
claims that the city image has changed as drunk young visitors sleep on the streets, walk
naked in the city centre and leave rubbish wherever they can. “This whole situation,
throwing rubbish on the ground, sleeping in the streets or on the seafront, they can do it
because no one says anything. It seems that they perceive Croatia as a third-world
country.” was one participant’s concern about the safety and image of the whole country.
Moreover, festivalgoers do not try to be careful about noise and the imprint they leave.
One participant shows concerns and points out that a visitor can have a distorted image
of the city “... I am not really sure that they perceive it as an old city, rather as a village
that gives them a lot of fun.” Noise problems were also mentioned that affect one part of
a local community, although the problem isn't the music itself, but drunken festival
visitors. Many visitors are far too drunk and don't behave in a good manner. “The local
community that aren’t involved in the tourism sector show their dissatisfaction with
certain aspects of the festival like noise made by drunk people and streets overcrowded
with cars.” Moreover, during the festival, the city is full of rubbish at some points and
those matters aren’t regulated well. At the same time, even though they don’t agree with
having a festival ‘in front of their house’ locals are aware of its positive outcomes.
The problem also comes from the perception of the city rules. Many festival visitors
disobey the rules of the dress code in public places. By law it is illegal to walk in public
spaces half naked or just in a swimsuit. During the festival, many visitors disobey the
rules and don’t take them seriously. Some participants show concerns about the issue“…
a security guy goes up to a person when he/she sees someone walking around half naked
and just pats their shoulder and asks them to put their clothes on, rather than issuing a
fine. Me personally, I wouldn't take that kind of city too seriously.” It was stressed that
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the problem is disobeying the rules, rather than following and making a safe space for
everyone.

4.2 Creation of new products and services
Ultra Europe is a festival that attracts mostly young people. With this study we aimed to
see what kind of changes have happened in Split in terms of the creation of new products
and services. As mentioned earlier, Split used to be transit city. Moreover, it used to be a
city without activities for young visitors, rather giving the 3S to families who would stay
for a couple of days and continue their holiday on the nearby islands of Hvar, Brač or
Korčula. In the last ten years, there have been some changes that we have identified with
this research. Since 2013, when the first Ultra Europe festival was organised, local people
have felt that change. They feel that something new is happening in the city with more
visitors or more services and activities that are provided to visitors as a tourist product.
One participant explains it in this way “we all feel that tail wind that came with that first
year through greater numbers of visitors to the city and bigger consumption of tourist
products”.
The findings related to the creation of new services and products were interesting. If we
observe the participants as a group, they claimed that the Ultra Europe festival brought
new types of visitors and also more visitors. At the same time, they claimed that Ultra
indirectly affected their business rather than directly. This means that Ultra did not affect
them in such a way as to create new products or services. Most of them say that they don't
have direct cooperation with the festival in order to create products or services, but they
feel and see the change more generally in business and promotional activities through the
whole city. We also observed that participants talk about the changes from a positive
perspective and see the festival as something helpful for the business environment in the
city.
Ultra Europe has helped in the creation of link between regular tourist products and the
whole experience that a visitor expects. Marketing activities have been adjusted, the
tourist product is no longer only sun, sea and sand, and visitors have more opportunities
to explore the city.
“Marketing activities (social media campaigns, study visits of journalists and influencers,
tourism fairs) aim to present a wide range of products that the city of Split can offer and
which are offered to markets that the most Ultra visitors come from (USA, UK, Australia,
Sweden, Norway, France, Spain)” one participant argues. Nevertheless, Ultra has created
a “push” effect for local stakeholders in the creation of linkage between already available
products or services and at the same time has also brought new entrepreneurial ideas. A
participant claims that “this and similar festivals positively affect entrepreneurial activity
in the local area.” Participants have observed a bigger number of travel agencies selling
short excursions. They also see more restaurants of different types and categories opening
in the city. However, they did not claim that Ultra Europe has brought changes in the
creation of new products and services by their company. Other participants mention
similar observations that confirm more business activities in the area of Split. There are
more enquiries for tourist products from young visitors. A higher number are coming
from countries that didn’t usually visit Croatia in such big numbers, such as the UK, Spain
and other overseas countries. A higher number of enquiries has come for the whole region
of Split including the cities of Omiš and Trogir.
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Since 2013, a number of entrepreneurs have spotted an opportunity to make some money.
There were differences between those who aimed to make “fast money” and those who
looked at the situation more wisely. As one participant mentions, new hotels and other
accommodation capacities were created It is important to mention is that 4* and 5* hotels
were opened. Moreover, old hotels were renovated in order to gain higher class
categorisation. Split was on the rise as a luxury destination. “Meanwhile...hotels were
constructed or renovated...thanks to that, the city of Split generally got on the value.
International business agents started recognising Split and recommending it as a
excellent destination for congress meetings.”
There are not only increased accommodation capacities. At the same time, a higher
frequency of flights is visible at Split International Airport. New airlines have agreed
contracts and existing ones have intensified their existing flight schedules. Low-cost
airlines realised the opportunity and now they operate every summer season. Split
International Airport needed a new and bigger terminal in order to have enough capacity
for the increased number of visitors.
There is also better sea connectivity. Cruise companies no longer only dock in Dubrovnik.
They don't want to skip Split and they usually have Split on their itineraries. “There is a
better connection of air traffic, but also of cruises that come in higher numbers for a oneday excursion. Like anyone else, we notice the increased accommodation capacities and
cruise visits, and the higher number of restaurants and other additional services directed
at experiences.”
From the local business perspective, local stakeholders that were questioned mention the
greater volume of work that they deal with. They claim that the festival impacts their
business because more visitors come to the city during the festival and for the period of
around 7 days. Therefore, they have more clients willing to try their one-day excursions.
“The volume of work has definitely risen with the help of the popularisation of Croatia as
a destination. An obvious example is the Ultra Europe festival.” A local DMC that sells
one-day and half-day excursions to Plitvice Lakes National Park and Krka National Park
says that they didn't previously face any problems in their operations, but they definitely
see the change in the volume of work since the first edition of the festival.
As the Ultra Europe festival brings approximately 100,000 visitors each year, there are
visitors who come before or stay after the festival to enjoy the city's cultural or
entertainment activities. “The adjustment is really visible among local stakeholders. They
think about any possible opportunity for gaining new capital” one participant mentions a
connection between new tourist products that are offered in the city, such as one-day
excursions to the nearby islands of Vis or Šolta. “When the main programme of the Ultra
Music festival is finished, some 1-day cruise companies offer transportation to the island
of Vis or other tours. Visitors drink on the boat and have fun while sailing to the island
for 3 hours.”
At the same time, visitors who come to Split like to combine pure enjoyment of the
festival with city sightseeing and new experiences. In Split, they can find cultural
attractions, nightlife and beaches. There is a visible change of products on the market for
Split. A local stakeholder in charge of promotional activities claims that in the last 10 to
15 years this change is clearly visible. They claim that cooperation between local
stakeholders in the public, private and civic sectors has brought a wide range of tourist
products for some stakeholders. These products and services weren’t created by the
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DMCs and the DMO that we talked with. However, they mention that it is obvious that
some local stakeholders and entrepreneurs have brought new experiences such as oneday excursions or pub crawl tours to what the city has to offer. These and similar products
are differentiated and can vary from culture and gastronomy, to sports and recreational or
musical. All of them can be found on the market of the city of Split. The tourist product
known as a package holiday no longer provides only sun and sea. Today, one can find a
package holiday that includes food experiences, cultural routes, music activities, and
adventure activities that are authentic for the city. “It can be noticed that young visitors
prefer music activities and sport/adventure-related activities and excursions.”
Furthermore, new travel agencies have opened to provide such excursions and holidays
to visitors. Small entrepreneurs have bought boats to offer different excursions for people
who stay longer than the three days of festival.
On the other hand, we observed that some of the participants show concern regarding the
quality of the products and services offered in the last few years. They confirm a positive
impact and imprint of the festival on entrepreneurial activities in first two to three years.
However, after more years, they express a fear that Split will lower its standards because
different visitors are coming. In the first years, most of the visitors that came to the festival
were wealthy visitors staying in high category accommodation and eating in restaurants.
Moreover, they spent a lot and stayed longer in the destination.
As a concern, one participant mentions the quality of the festival that seems to be getting
lower than it was in the first 2–3 years. It seems that fewer famous DJs are playing and
fewer wealthy people are coming. Besides the artistes, he points out that in the last few
years, there has been less importance placed on good restaurants and high-category
accommodation. Today, Split has a “smell of a fryer full of old oil”. He adds to the
statement the fact that with the festival many fast-food restaurants and shops opened. He
thinks that the quality of products has been lowering over the last few years and expresses
his fear of losing the festival as it was in the beginning – the best DJs from around the
world, high profile visitors, high-category accommodation and the opening of new
restaurants.
With new tourist products like excursions, visitors have shown an interest in the city of
Split and have at least one more reason to visit the city. Ultra Europe takes place for 3
days, but since new products and services are offered on the market, visitors often stay
longer.

4.3 Segmentation of the visitors
Regarding the segmentation of visitors, all interview participants agree on one thing –
Ultra has brought many young visitors. “Maybe 5 years ago, or even a bit more, there
was change” a participant states. Another participant explains the situation, describing
the arrival of more young visitors, up to 35 years old. They like to stay in nice hotels, eat
good local food in restaurants and stay from 5 to 7 days. This is mentioned for first and
second year. Unfortunately, according to one participant's words, the quality of the
festival becoming lower and it brings also guests who stay fewer days and spend less
money in the destination.
At the same time, we observed different statements from other participants. They seem
to be more positive and have a bigger perspective. They rather say that in general there
39

are more young visitors in the city. “There is definitely a higher number of young visitors,
we can see that in the monthly statistics from the Tourist Board of Split” one argues.
Another says: “Thanks to the Festival, the change of segmentation is visible due to a
bigger number of incoming visitors, young people up to 30 years (not only during the
festival period but also throughout the year).” They seem to be really positive about the
economic imprint that come with young visitors. “Young visitors that come to Ultra
Europe stay up to 7 days; therefore, we consider these visitors valuable and welcomed
because of their consumption of tourist products.” They believe that from year to year
the change is apparent. Young people have more things to do and experience in the city.
“Young people seem to have more things to do here and that's why they like to come and
revisit. They can find cultural attractions, architecture, history. During the day they have
all of this, they can swim in the Adriatic Sea and at night have fun in the clubs and bars.”
To understand the phenomena and the change in segmentation, we attempted to ask them
to make a comparison of the tourist period in Split of 10 to 20 years ago and the period
from 2013 when Ultra came. They tend to be positive in talking about the segmentation
of the visitors. Furthermore, they seem to be more satisfied with the current situation. One
of the participants says “Young guests are more grateful, usually speak English, most of
them. Because they are young, it is easier to communicate with them. It is generally easier
to work with them.”
From the social aspect, some of the participants also tend to be more ‘cheerful’, while
talking about the young visitors that come to Ultra. From their perspective, they see them
as positive people coming to have fun for a couple of days and not harming others. They
like to enjoy the music a lot but also have intentions to explore the city. “People who
come to Ultra are full of love, they look at everything from a positive perspective, really
easy-going with a smile on their face. While they walk through Marmont Street to the
festival site they are hugged, carrying their national flags, and it's really interesting.”
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5 CONCLUSIONS AND FURTHER RESEARCH
From the research that aimed to look at three different segments, it is clear that hosting
the Ultra Europe festival has had an impact on the city. Moreover, from the destination
image perspective, participants were clear with their statements that the festival has
changed the overall city image. They share different opinions about external and visible
details that can be helpful for the construction of the overall image. However, in general,
participants look on the change of the image very positively. They claim that the image
change can correlate with other segments of change in the city. The change of the image
of Split indirectly has an impact on greater numbers of visitors to the city. With a higher
number of visits, there is more demand on the market. This situation is well taken by local
stakeholders who see the changes and adapt to them. They argue that more services and
products are offered to visitors. They also see bigger revenue and tourist product
consumption. At the same time, the visitors who come to Split are young people. This
situation, participants think, changed after the first edition of Ultra Europe. According to
them, there has been a change in the segmentation of visitors. With a different
segmentation, we can interconnect the creation of new products and services that has
happened in Split, for example new accommodation capacities or new one-day
excursions.
At the same time, the Ultra Europe festival is an event that is held for three days in Split.
Many young visitors stay longer. However, according to the research it is not clear how
big this change is. Moreover, from the research it is hard to clarify whether and in what
volume the festival has made an impact and been the catalyst for changes. Changes have
definitely been brought by the festival, but in this case, it is hard to measure the real
change. A suggestion for further research that could be carried out is a study among
festival visitors about their perception of the city itself, where more information related
to the topic of destination image can be brought out. Furthermore, helpful research could
be conducted among local stakeholders such as travel agencies, rental companies and
hospitality providers in order to see how the festival impacts their business activities.
From the three areas that we looked at — destination image, creation of new products and
services and segmentation of visitors — we can confirm that the change in each area is
visible. There is an impact on the destination image brought by the festival. Split is
becoming more popular and has gained the status of a “destination”. After the festival,
the city gains more attention in the media and among new potential visitors. Thus, its
image is more competitive. On the other hand, as discussed in the literature review, events
can bring some negative consequences. Since Split has received more visitors, the city
itself seems to have problems with infrastructure and the external look of the city has
sometimes changed. Negative outcomes can also affect the overall image of a destination.
However, in the case of Split, positive consequences have played a bigger part and the
negatives aren’t considered as too big. Secondly, the segmentation of new visitors is
visible. As argued earlier, when the festival comes to a destination it can bring many new
visitors and a new atmosphere. Overall, Ultra Europe has brought new “life” to the city
of Split. Young visitors are more present than 10 years ago. The city seems more open to
diversity and multiculturality. In the interviews, all the participants agreed that a higher
number of young people are present in the city.
Finally, the creation of new services and products is also visible. However, the last area
of the study needs an additional approach to the topic with a separate exploration of the
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phenomenon. All the examinees agreed with the statement that the festival has brought
changes to the creation of products and services. At the same time, they are not directly
connected either to the festival or to the festival visitors. They argue that the products
created after the festival’s appearance aren't created only for festival visitors, but rather
for a whole new segment of young visitors who visit the city every year. It is hard to
distinguish whether the festival has brought new products or services and if so, which
ones.
Looking back to the theoretical framework made earlier, we can definitely agree on the
statements about music festivals as something important that can bring many benefits to
a destination. It was mentioned that a destination can flourish with the help of a music
festival. Music festivals, if organised accordingly, can upgrade a destination to a new
level of recognition. For example, a destination can be more known in the media.
Moreover, we confirmed the fact that an event such as the Ultra Europe festival can bring
a totally new side of youth tourism that has been receiving more attention. Young people
are more welcomed, good tourist consumers and appreciated customers.
Furthermore, music festivals are given more importance as a tool for tourism industry
development. Music festivals can help in the development of infrastructure, attracting
more visitors and segmentation, and can help local stakeholders to adjust their business
activities for the creation of new or re-recreation of existing products and services. With
the help of music festivals, cities can become more multicultural and more creative.
Therefore, they get more attention, and greater importance and value in comparison with
their similar competitors.
On the other hand, for some destinations it is hard to know whether a music festival
brought all those positive changes. This can be argued from two different perspectives.
On the one hand, a destination is completely new and unknown to potential visitors. In
this case, a music festival can bring some changes. On the other hand, a destination can
already have the status of popular destination but with help of a music festival it can gain
even better recognition among potential visitors.
Regarding the term “festivalisation” that we looked at through three different segments
mentioned above, it is rather hard to say whether the phenomenon happened to Split. As
discussed in the literature review, “festivalisation” is used to revitalise cities using a series
or number of events that are usually organised throughout the year. In this case, Split did
not pass through a period of festivalisation. Split did not use Ultra Europe as a main tourist
product to attract more visitors. The city already had visitors coming each year. In this
case, Ultra Europe is something that happened to Split which is seen as an additional new
product that is offered to visitors. The festival has not been strictly used for the purpose
of revitalisation but more for visitor segmentation and development of different
infrastructural facilities. Moreover, the festival visitors are used as potential customers of
products that are newly created, like one-day excursions or pub crawl tours. Nevertheless,
we can agree that the city of Split went through a sort of revitalisation. This change
happened as a change of the segmentation of visitors and re-creation of the destination
image. The revitalisation that is brought by the Ultra Europe festival is visible through
the image re-recreation and development.
Destination image is a complex part of a tourist destination that needs a lot of attention.
Destination image helps potential visitors choosing a destination or deciding to re-visit.
In the case of music festivals, from what we can see in this case and with the comparison
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of the theoretical framework, we can argue that each case of a destination that holds a
music festival is different. Moreover, it is hard to generalise whether a music festival
brings positive change to a destination’s image or not. On the other hand, it is easier to
say that a music festival can bring positive or negative, or both positive and negative
changes to the destination’s image.
Speaking about the creation of new products and services, there is a visible change on the
market. We talked about the perception that more accommodation capacities were opened
or renovated, and that more travel agencies were opened to meet the demand of young
visitors for one-day excursions. However, revitalisation of the city in terms of new
products and services is a matter for additional research that should be conducted in order
to see whether the change happened because of the festival. Further research should aim
for more clarification as to who the local stakeholders are that experienced changes in
their business activities that were impacted by the festival itself. Moreover, as a
suggestion, research may aim for more empirical and visible results in order to classify
the real impact of the festival on changes of products and services on the market of the
city.
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APPENDIX 1
Protocol of the in-depth interview
Pitanja za DMO

1. Koja su vaša iskustva s Ultra Europe Festivalom? Kada su započela i kako se to
dogodilo?

2. Kao krovna organizacija za razvoj grada Splita, možete li reći da li je Ultra Europe
utjecala na vaše aktivnosti vezane za destinacijski marketing i razvoj
destinacijskog imidža? Koje aktivnosti, zašto? Po čemu se može vidjeti utjecaj?

3. Smatrate li da je Ultra Europe festival utjecao na to kako lokalni stanovnici, ali i
strani i domaći posjetitelji percipiraju Split kao destinaciju?

POTPITANJE
Kako i na koji način je festival utjecao na image destinacije? Mislite li da je njihova
percepcija loša ili bolja za grad Split?
4. Ako je vidljiv utjecaj festivala na grad Split, da li se mogu razaznati loše i dobre strane
tog utjecaja? Ako da, koje su loše a koje dobre strane? Koji su vaši osjećaji i mišljenja
prema samom festivalu?
5. U odnosu na 10 -20 godina unatrag, da li je vidljiva promjena segmentacije gostiju koji
dolaze u Split? Da li su to sada pretežito mladi zbog Ultre? Smatrate li takve posjetitelje
jednako vrijednima i poželjnim gostima?
POTPITANJE
Kako su usmjerene vaše promocijske aktivnosti?
6 . Da li primjetna promjena proizvoda na tržištu za grad Split, u vidu ponude turističkih
aranžmana i svih popratnih sadržaja i usluga? Što ste opazili?
Pitanja za DMCs
1. Koja su vaša iskustva s Ultra Europe Festivalom? Kada su započela i kako se to
dogodilo?

2. Smatrate li da je Ultra Europe festival utjecao na to kako lokalni stanovnici, ali i
strani i domaći posjetitelji percipiraju Split kao destinaciju?
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POTPITANJE
Kako i na koji način je festival utjecao na image destinacije? Mislite li da je njihova
percepcija loša ili bolja za grad Split?
3. Kao turoperator i destinacijska management kompanija, da li možete reći da je Ultra
Europe festival utjecao na vaše aktivnosti vezane za destinacijski management i razvoj
destinacijskog imidža?
Ako da, koje aktivnosti i zašto?
Po čemu se može vidjeti taj utjecaj?
POTPITANJE
S obzirom da kreirate različite proizvode za posjetitelje koji dolaze u Split, da li je Ultra
festival utjecao na obujam vašeg posla?
Imate li više upita za aranžmane, proizvode i usluge vezano za posjet festivalu? Imate li
upite za tailor-made proizvode striktno za posjet festivalu?
POTPITANJE
U odnosu na 10 -20 godina unatrag, da li je vidljiva promjena segmentacije gostiju koji
dolaze u Split? Da li su to sada pretežito mladi zbog Ultre?
4. Ako je razvidan utjecaj festivala na grad Split, da li se mogu razaznati loše i dobre
strane tog utjecaja? Ako da, koje su loše a koje dobre strane? Koji su vaši osjećaji i
mišljenja prema samom festivalu?
5 . Da li primjetna promjena proizvoda na tržištu za grad Split, u vidu ponude turističkih
aranžmana i svih popratnih sadržaja i usluga? Što ste opazili?
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