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This article presents the opinions of mountain bike event organisers on the marketing 

mix generated by the different events, which will help us to detect areas of opportunity 

in the preparation of the sporting challenges. The analysis was carried out using a 

survey of twelve organisers from different municipalities in the state of Michoacán, 

where the minimum selection requirements were to have held the event for at least 5 

consecutive years, to ensure continuity, and to have at least 400 participants in each 

one of the events, to subsequently analyse the answers through the experton theory, 

giving as a result what each of the questions asked represents for them, one of the 

findings was that the price is an important factor in the decision to participate in the 

events, while, in the same vein, the organisers are not satisfied with what is offered at 

the events. 
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1. INTRODUCTION

The present study was carried out using the fuzzy logic 

technique called "experton", which takes into account the 

opinions of various organisers of mountain biking events in 

the state of Michoacán, Mexico, since the treatment of 

uncertain data from the subjective knowledge of experts is 

now an important field [1], it is thanks to the process of expert 

aggregation based on this technique that we will obtain reliable 

information so that the values given are as close to reality as 

possible [2], where the most common way to reduce the 

entropy of an experton can be obtained by calculating the 

mathematical expectation of the probability set [3]. 

The globalization of sports has brought opportunities to 

destinations and in the quest to try to diminish the negative 

impact of the main reason reported by tourists for not visiting 

Mexico, insecurity problems, by using sports as part of the 

marketing mix [4], in our case, trying to promote mountain 

biking events in the State of Michoacán, analysing which of 

the indicators of the marketing mix should be reinforced to 

attract new participants according to their organizers. 

In many ways, entrepreneurs sell an event as part of a place 

experience [5], since as each rider navigates the trail and its 

location, they are able to develop their own practice, while 

demonstrating to others the places visited with the mountain 

bike [6], in many occasions using different APPs such as 

Strava, Ciclogreen or MapMyRide, among many others, this 

is of vital importance since when traveling, cyclists choose 

places that particularly interest them [7]. 

Throughout history, companies have applied marketing in 

different ways, depending on the company's objectives and the 

situation and environment [8], for the various mountain bike 

event entrepreneurs, being able to offer an adventure 

experience, the scenery and the location are not only intrinsic 

to their business offer, but are part of their very identity [5], 

requiring that advertising for the destination be incorporated 

into the event [9] and taking into account the general state of 

the economy, for its influence on the willingness of 

participants to attend [10], as the main motivation of the 

organisers is sport lifestyle oriented [11].  

It is for these reasons that market research is necessary, 

since it is unavoidable to consider the resources and strategies 

of product, price, place and promotion, given that the main 

premise of marketing is: Know your customer [12], and the 

use of the marketing mix creates competitive advantage [13], 

each of the "ingredients" of the marketing mix must be 

considered, where no one single element can be considered in 

isolation, and this is the key to make events a success [14]. 

2. THEORETICAL AND CONCEPTUAL 

FRAMEWORK

Market research is the gathering, recording and analysis of 

all facts about problems related to the activities of individuals, 

companies and institutions in general [12], where each 

programme consists of two elements: a target market(s) and a 

marketing mix [13], it is the marketer's primary responsibility 

to achieve and maintain a marketing mix that provides the 

market with greater satisfaction than that offered by 

competitors [15], denoting that an effective marketing 

programme combines all elements of the marketing mix into a 
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coordinated programme, designed to achieve marketing 

objectives by delivering value to consumers [16].  

The marketing mix is a classic tool that helps plan what to 

offer and how to offer customers [17], marketing mix models 

analyse information from a range of sources in order to 

accurately understand the effects of different marketing 

activities [18], being McCarthy and Perreault [19] those who 

classified the various marketing activities into marketing-mix 

tools by giving four main types, which they called the four Ps 

of marketing: product, price, place and promotion. These four 

instruments of the strategy must be integrated and coordinated 

in such a way as to achieve the organisation's objectives [20], 

as each function presents different opportunities, risks and 

requirements, events should be strategically incorporated into 

the destination's marketing plan [9].  

Some of the main activities that can be developed with the 

4 Ps are the following: Adapting the physical characteristics of 

the service to the market served, identifying and differentiating 

the brand, forming a portfolio of products and services, 

adjusting the price to the conditions of demand, among many 

others [21]. Certain actions defined in relation to the marketing 

mix will contribute to an increase in profits [22]. The 

simplicity that characterized all forms of sports practice a few 

decades ago contrasts with the sophistication and 

extraordinary relevance of sport in today's society [23], and 

one of the sports activities that communities are taking 

advantage of to attract tourists is cycling, because it is a 

thriving and growing tourism market [23]. 

Cycling is often seen as a useful means of reducing urban 

congestion and improving people's health, where its 

contribution to social and environmental outcomes is 

undeniable [24], this is why groups of entrepreneurs seeking 

to develop a business case for financing mountain bike tourism 

development are currently hampered by an incoherent body of 

empirical knowledge to competently articulate the size and 

economic value of the mountain bike tourism market [25] and 

as is often the case in surveys of outdoor recreation visitors, 

these visitors to forests and nature sites were primarily looking 

for the opportunity to be outdoors in a relaxing natural 

environment, escaping from their general routine [26], this is 

why the questions listed below in Table 1 were formulated. 

 

Table 1. Instrument 

 
Nomenclature Question 

pe1 
For participants Is price a factor in deciding to 

attend an event? 

pe2 
Are the prices of the events appropriate to what 

is offered to the participant? 

po1 
Do you consider that the sporting events promote 

tourism in the locality visited? 

po2 Are the events well organised? 

pl1 
Do you consider that the infrastructure for the 

various sporting events is adequate? 

pl2 
Are the access routes (roads) to the various 

events safe? 

pr1 
Is there adequate promotion of the sports events 

by the organisers? 

pr2 
Is the advertising of the events carried out with 

sufficient time? 

pr3 Is the advertising of the events attractive? 
Source: Own elaboration 

 

In recent years, mountain tourism has been increasing its 

position among the preferences of tourists at international 

level, one of the main reasons being the strong relationship that 

man has developed with nature and precisely with the 

mountains [27], one of the main concerns of event organisers 

is how events can be leveraged for repeat visits to the 

destination and to the event [28], In this way a city can achieve 

with its resources an influx of sport tourists distributed over 

time, transforming it into a flow of new money for the city [29]. 

 

 

3. METHOD 

 

The mountain bike event organisers surveyed were selected 

from the different municipalities of the State of Michoacán, 

where the selection criteria were to meet two requirements: to 

have organised an event for at least 5 years to ensure continuity 

and to have had a minimum of 400 participants, obtaining 12 

responses to the questionnaire, which was designed in google 

forms and sent electronically through a link in WhatsApp, all 

the experts selected were willing to participate in the survey, 

thus demonstrating the relevance and importance of the topic 

[30]. By using expertons in group decision-making problems, 

the information becomes more robust because it is evaluated 

by several experts and the analysis usually leads to better 

decisions [31], this methodology can facilitate decision 

making by obtaining qualitative data from a dialogue with 

various stakeholders [32]. 

The questions were made using an endecadary scale, it is 

worth mentioning that all the experts had the same weight in 

the evaluation [33], the content validity of the questionnaire 

was determined through the Cronbach's alpha coefficient of 

the univariate analysis of the SPSS 25 statistical programme, 

giving us a result of 0.794, taking as a starting point the lower 

number of the confidence intervals of the survey; given that 

the result is higher than the recommended minimum of 0.7 [34, 

35], we will take it as valid. As can be seen in Table 2, there is 

no significant variation if any of the survey items are removed 

from the survey, so all items are left in the research. 

 

Table 2. Total element statistics 

 

 Cronbach's Alpha If the Item 

Has Been Removed 
pe1 .801 

pe2 .731 

po1 .721 

po2 .826 

pl1 .762 

pl2 .798 

pr1 .731 

pr2 .794 

pr3 .766 
Source: Own elaboration in SPSS 25 

 

Table 3. Endecadary scale 

 
Degree Meaning 

0 Totally disagree 

.1 Almost disagree 

.2 Nearly disagree 

.3 Rather disagree 

.4 More disagree than agree 

.5 Neither agree nor disagree 

.6 More agree than disagree 

.7 Rather agree 

.8 Nearly agree 

.9 Almost agree 

1 Totally agree 
Source: Adapted from Kaufmann [36] 
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Table 4. Relative frequencies 
 

Scale 
Price Product Place Promotion 

pe1 pe2 po1 po2 pl1 pl2 pr1 pr2 pr3 

0 .08 .08 .08 .08 .08 .08 0 0 .08 .08 .08 .08 .08 .08 0 0 .08 .08 

.10 0 0 .08 0 0 0 0 0 .08 0 .08 0 0 0 0 0 0 0 

.20 0 0 0 .08 0 0 0 0 0 .08 .17 .08 0 0 0 0 .08 0 

.30 0 0 0 0 .08 0 0 0 .08 0 0 .17 .08 0 .08 0 .08 .08 

.40 0 0 .08 0 0 .08 0 0 .25 .08 .25 0 0 .08 0 .08 0 .08 

.50 0 0 .08 .17 .08 0 .25 0 .17 .42 .33 .50 .08 .08 .08 .08 .17 0 

.60 0 0 .17 0 0 .08 .08 .25 0 0 0 .08 .25 0 0 0 0 .17 

.70 .25 0 .25 .17 0 0 .17 .08 .25 0 .08 0 .17 .25 .08 0 .33 0 

.80 .08 .25 .17 .25 .17 0 .33 .25 .08 .25 0 .08 .08 .17 .42 .08 .17 .33 

.90 .08 .08 0 .17 .08 .17 0 .25 0 .08 0 0 .08 .08 .08 .42 0 .17 

1 .50 .58 .08 .08 .50 .58 .17 .17 0 0 0 0 .17 .25 .25 .33 .08 .08 
Source: Adapted from Kaufmann [36] 

 

The first step in constructing an experton is to provide an 

eleven-point semantic scale, as shown in Table 3, for rating a 

statement or assertion, including the lower and upper limits of 

the range [37-39], where "0" corresponded to strongly disagree 

and "10" to strongly agree, as the opinions obtained are usually 

elaborated on this scale [40], the expertons were elaborated 

with the help of an Excel spreadsheet. 
 

 

4. RESULTS 
 

The criteria of the experts involved in the process were 

transformed into values on a scale of 0 to 1, in decimal places, 

and then the first step in the calculation of the experts was to 

determine the frequencies of the ratings [41], where the 

absolute frequency tables are made in order to subsequently 

calculate the relative frequencies as shown in Table 4. 

Table 5 shows the dimensions of the marketing mix, where 

we find that price is an important factor in participants' 

decision whether or not to attend an event pe1 [0.82;0.86], this 

is relevant since the monetary price is significantly associated 

with the loyalty to the destination of the sports participants 

[42]. However, there is a considerable decrease in what is 

offered to the participant for event registration pe2 [0.58;0.65], 

with these results obtained it is more interesting to observe the 

α~cuts of the experton and the results obtained in each one, as 

an example, in the α~cut (1.00) only 8% are totally satisfied 

with what was offered in the events, being until the α~cut (0.70) 

where we observe an increase in the satisfaction of the 

participant, who considers being slightly in agreement 

[0.50;0.67].  

In mountain biking events, the aim is to promote tourism in 

the visited area, since the sport plays an important role in the 

formation of the image of a place [43], organizers consider that 

the events do indeed promote tourism, as shown by the results 

obtained in po1 [0.78;0.82], being the opportunity to 

emphasise the physical aspects of the city [44], in relation to 

the organisation of the event po2 [0.73;0.80], we can mention 

that the organisers consider that the various sports events are 

well organised, so it is important that the sports events sector 

has guidelines and empirical knowledge about the 

characteristics of the events that can determine their 

performance [45]. 

In many ways, entrepreneurs sell an event as part of a place 

experience [5], in which moments and characteristics of the 

event are identified and related to the development of the place 

[46], as we can observe, regarding the infrastructure available 

for holding events pl1 [0.46;0.53], we found that the opinion 

of the organizers is that they do not have the necessary 

resources, either in facilities or services, to offer a higher 

quality event, in addition to the perception that the accesses or 

roads to the different events are unsafe, as can be seen in pl2 

[0.37;0.43], which reflects the feeling of insecurity when 

traveling to the different destinations  

In terms of event promotion, the use of advertising is known 

to be an important strategic element due to its intentional 

exposure effect on a potential consumer [47], mountain 

tourism is integrated for exchange through advertising, which 

appeals to people's desires [48], this can be observed in pr1 

[0.64;0.71] and according to this result it is necessary to 

increase the way to promote participation in events, where 

advertising mountain bike challenges and destinations 

together, create the shaping of the destination image and travel 

intentions [49], as well as making advertising more attractive 

pr3 [0.58;0.66], integrating the event into destination 

communications and working with organizers to include the 

destination in advertisements and publicity [9], as there is 

sufficient time to do so pr2 [0.78;0.85]. 
 

Table 5. Cumulative complementary frequencies 
 

Scale 
Price Product Place Promotion 

pe1 pe2 po1 po2 pl1 pl2 pr1 pr2 pr3 

0 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 

.10 .92 .92 .92 .92 .92 .92 1 1 .92 .92 .92 .92 .92 .92 1 1 .92 .92 

.20 .92 .92 .83 .92 .92 .92 1 1 .83 .92 .83 .92 .92 .92 1 1 .92 .92 

.30 .92 .92 .83 .83 .92 .92 1 1 .83 .83 .67 .83 .92 .92 1 1 .83 .92 

.40 .92 .92 .83 .83 .83 .92 1 1 .75 .83 .67 .67 .83 .92 .92 1 .75 .83 

.50 .92 .92 .75 .83 .83 .83 1 1 .50 .75 .42 .67 .83 .83 .92 .92 .75 .75 

.60 .92 .92 .67 .67 .75 .83 .75 1 .33 .33 .08 .17 .75 .75 .83 .83 .58 .75 

.70 .92 .92 .50 .67 .75 .75 .67 .75 .33 .33 .08 .08 .50 .75 .83 .83 .58 .58 

.80 .67 .92 .25 .50 .75 .75 .50 .67 .08 .33 .00 .08 .33 .50 .75 .83 .25 .58 

.90 .58 .67 .08 .25 .58 .75 .17 .42 0 .08 .00 0 .25 .33 .33 .75 .08 .25 

1 .50 .58 .08 .08 .50 .58 .17 .17 0 .00 .00 0 .17 .25 .25 .33 .08 .08 

Sum 8.2 8.6 5.8 6.5 7.8 8.2 7.3 8.0 4.6 5.3 3.7 4.3 6.4 7.1 7.8 8.5 5.8 6.6 

M.E. .82 .86 .58 .65 .78 .82 .73 .80 .46 .53 .37 .43 .64 .71 .78 .85 .58 .66 
Source: Own elaboration based on Gil Lafuente [49] 
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5. CONCLUSIONS 

 

To date, scholars have made little effort to establish a 

descriptive understanding of the demand side of this market 

[50], this study has provided descriptive information on the 

views of mountain biking event organizers, where this 

information may be of paramount importance to policy makers, 

who should strive to be inclusive, integrative and holistic when 

developing and implementing a place branding strategy 

together with stakeholders [51], in this case with event 

organizers. 

In marketing, the set of the 4 Ps is also known as the 

marketing mix, which is the complete offer that the organiser 

makes to its participants: a Product with its Price, its Place and 

its Promotion [15]. The marketing mix consists of everything 

the event organiser is able to do to influence demand for their 

product, combining all the elements of the marketing mix into 

a coordinated programme designed to achieve the objectives 

by delivering value to consumers [16], where event 

entrepreneurs must determine how best to shape their 

marketing mix to meet the needs of their participants [10]. 

When the four P ś of the marketing mix are optimally designed, 

selling becomes less difficult as customers are attracted to the 

value propositions [17]. 

Among the results obtained, we found that price is an 

important factor in the decision to participate in the events, 

while, in the same vein, the organisers are not satisfied with 

what is offered at the events, quality issues (what is offered to 

the participant) with the absence of marketing activities and 

price issues can have a strong influence on the participants' 

decision-making process [52], where some tourist attractions 

or, as in our case, MTB events, try to reduce ticket prices to 

attract more customers, but soon realize that this is an 

unsuccessful strategy [53], all since the higher the expected 

satisfaction, the higher the price that can be charged [54] and 

consequently the profits obtained by the organization of the 

event. It is for the same reason that destinations should develop 

mountain bike tourism products with prices adapted to the 

income of the different age categories [50], taking special care 

in what is offered to participants, to ensure their loyalty to 

events held in the State of Michoacán.  

The development of mountain bike tourism provides an 

opportunity to reflect on the role of long-term 

entrepreneurship [55], and with positive results in terms of the 

product, which most of them consider well organised, where 

many cyclists are likely to be highly involved and novelty 

seekers, making it clear that loyalty (repeat visits) can also be 

strong [56], and that tourism is promoted in the different 

venues where these events are held, opportunities to 

participate in other activities, along with access to restaurants 

and breweries, are decisive factors in mountain bikers' choice 

of destination [50]. 

In contrast with the results obtained in the variable Place, 

since the organisers disagree more than agree with the fact that 

there is adequate infrastructure for the holding of events, 

where more involved MTB event participants choose more 

events based on the attractiveness of the destination and not 

just their interest in its specific attributes [56], with 

landowners often being beneficiaries of the tourism generated 

by these events, as many of them run various businesses, 

resulting in a recognition and understanding of the benefits of 

expanding existing mountain biking infrastructure as well [30], 

as disagreeing with the safety of the access roads, the problem 

is that in a risk society immersed in a culture of fear and 

insecurity in the face of hidden danger, people tend to turn to 

risk-free market events rather than try to go it alone on their 

own [57]. 

With an important point of improvement related to the 

attractiveness of the promotion, where the advertising of the 

destination includes mentions or images of the event, also 

suggesting attributes or advantages of the destination [9], since 

according to their answers, this is done adequately and with 

enough time for the participant to find out about it. 

As this study was conducted in Mexico, with organisers of 

mountain biking events in Michoacán based on their 

perceptions, its conclusions cannot be generalised. Future 

research should investigate further in other destinations and 

different types of sports events [43], to demonstrate the 

adaptability of these methods using different contexts and 

events, as it is one of the first studies to use the "expertons" 

method for mountain bike event organisers on the marketing 

mix of the events they develop. 

 

 

ACKNOWLEDGMENT 

 

We would like to thank the Doctorate studies in 

Administration, Saint Nicholas and Hidalgo Michoacán State 

University (UMSNH), and the National Quality Postgraduate 

Program of the National Council of Science and Technology 

(CONACyT) in México, is gratefully acknowledged. 

 

 

REFERENCES 

 

[1] Kaufmann, A. (1988). Theory of expertons and fuzzy 

logic. Fuzzy Sets and Systems, 28(3): 295-304. 

https://doi.org/10.1016/0165-0114(88)90036-X 

[2] Gil Lafuente, J. (2010). Marketing, Finanzas y Gestión 

del Deporte. Barcelona. 

[3] Alfaro-Garcia, V.G., Gil-Lafuente, A.M., Calderón, 

G.G.A. (2017). A fuzzy methodology for innovation 

management measurement. Kybernetes, 46(1): 50-66. 

https://doi.org/10.1108/K-06-2016-0153 

[4] Puente-Díaz, R. (2018). Using international sport events 

as part of a brand construction strategy: The case of the 

destination brand Mexico. International Journal of Sports 

Marketing and Sponsorship, 19(2): 147-159. 

https://doi.org/10.1108/IJSMS-08-2017-0088 

[5] Dobson, S., McLuskie, P. (2020). Performative 

entrepreneurship: identity, behaviour and place in 

adventure sports Enterprise. International 

Entrepreneurship and Management Journal, 16: 879-895. 

https://doi.org/10.1007/s11365-020-00661-2 

[6] Hagen, S., Boyes, M. (2016). Affective ride experiences 

on mountain bike terrain. Journal of Outdoor Recreation 

and Tourism, 15: 89-98. 

https://doi.org/10.1016/j.jort.2016.07.006 

[7] Uesugi, A., Kudo, Y. (2020). The relationship between 

outdoor sport participants’ place attachment and pro-

environment behaviour in natural areas of Japan for 

developing sustainable outdoor sport tourism. European 

Journal for Sport and Society, 17(2): 162-179. 

https://doi.org/10.1080/16138171.2020.1737424 

[8] Martínez, A., Ruíz, C., Escrivá, J. (2014). Marketing en 

la actividad comercial, 1a ed. Madrid: McGraw Hill. 

[9] Chalip, L., Costa, C.A. (2005). Sport event tourism and 

the destination brand: Towards a general theory. Sport in 

17



 

Society, 8(2): 218-237. 

https://doi.org/10.1080/17430430500108579 

[10] Malhotra, N.K. (2008). Investigación de mercados, 

Quinta ed. Mexico: Pearson Prentice Hall. 

[11] González-Serrano, M.H., Hervás, J.C., Valantine, I., 

Dos-Santos, M.A., Moreno, F.C. (2020). Impact of 

lifestyle oriented-motivation and corporate social 

responsibility on multiadventure sports firms  ́

performance. International Entrepreneurship and 

Management Journal, 16: 935-959. 

https://doi.org/10.1007/s11365-019-00611-7 

[12] Benassini, M. (2009). Introducción a la Investigación de 

Mercados. Enfoque para Ameríca Latina. 

[13] Hartline, M.D., Ferrell, O.C. (2014). Estrategia de 

marketing, Sexta. México. 

[14] Cim, T. (2005). Marketing and the 7Ps: A brief summary 

of marketing and how it work. London: The Chartered 

Institute of Marketing London. 

[15] Santoyo, A.R.R. (2014). Fundamentos de Mercadotecnia. 

[16] Kotler, P., Armstrong, G. (2013). Estrategias de 

marketing impulsadas por el cliente. P. Kotler, & G. 

Armstrong, Fundamentos de marketing. 

[17] Kotler, P., Kartajaya, H., Setiawan, I. (2016). Marketing 

4.0: Moving from Traditional to Digital. John Wiley & 

Sons. 

[18] Kotler, P., Keller, K.L. (2012). Dirección de marketing. 

14th ed. México: Prentice Hall. 

[19] McCarthy, E.J., Perreault, W.D. (2012). Basic marketing: 

A managerial approach. 14th ed. Homewood, Il. 

[20] Santesmases, M., Sánchez, A., Valderrey, F. (2014). 

Fundamentos de mercadotecnia, Primera. México: 

Grupo Editorial Patria. 

[21] Fischer, L., Espejo, J. (2011). Mercadotecnia, Cuarta. 

Mexico: McGraw Hill. 

[22] Reier Forradellas, R., Náñez Alonso, S.L., Jorge-

Vázquez, J., Echarte Fernández, M.Á., Vidal Miró, N. 

(2021). Entrepreneurship, sport, sustainability and 

integration: A business model in the low-season tourism 

sector. Social Sciences, 10(4): 117. 

https://doi.org/10.3390/socsci10040117 

[23] Buning, R.J., Cole, Z.D., McNamee, J.B. (2016). Visitor 

expenditure within a mountain bike event portfolio: 

Determinants, outcomes, and variations. Journal of Sport 

& Tourism, 20(2): 103-122. 

https://doi.org/10.1080/14775085.2016.1239547 

[24] Yeh, C.C., Lin, C.J.Y., Hsiao, J.P.H., Huang, C.H. 

(2021). Landscape damage effect impacts on natural 

environment and recreational benefits in bikeway. 

Diversity, 13(2): 52. https://doi.org/10.3390/d13020052 

[25] Buning, R.J., Lamont, M. (2021). Mountain bike tourism 

economic impacts: A critical analysis of academic and 

practitioner studies. Tourism Economics, 27(3): 500-509. 

https://doi.org/10.1177/1354816620901955 

[26] Graefe, A., Mueller, J.T., Taff, B.D., Wimpey, J. (2019). 

A comprehensive method for evaluating the impacts of 

race events on protected lands. Society & Natural 

Resources, 32(10): 1155-1170. 

https://doi.org/10.1080/08941920.2019.1583396 

[27] Río-Rama, M., Maldonado-Erazo, C., Durán-Sánchez, 

A., Álvarez-García, J. (2019). Mountain tourism research. 

A review. European Journal of Tourism Research, 

22(2019): 130-150. 

[28] Newland, B.L., Yoo, J.J.E. (2021). Active sport event 

participants’ behavioural intentions: Leveraging 

outcomes for future attendance and visitation. Journal of 

Vacation Marketing, 27(1): 32-44. 

https://doi.org/10.1177/1356766720948249 

[29] Salgado-Barandela, J., Barajas, A., Sanchez-Fernandez, 

P. (2021). Sports event portfolios: an innovative tool and 

a new management paradigm. International Journal of 

Sports Marketing and Sponsorship, 23(5): 920-933. 

https://doi.org/10.1108/IJSMS-02-2021-0024 

[30] Pröbstl-Haider, U., Lund-Durlacher, D., Antonschmidt, 

H., Hödl, C. (2018). Mountain bike tourism in Austria 

and the Alpine region–towards a sustainable model for 

multi-stakeholder product development. Journal of 

Sustainable Tourism, 26(4): 567-582. 

https://doi.org/10.1080/09669582.2017.1361428 

[31] Merigó, J.M., Casanovas, M., Yang, J.B. (2014). Group 

decision making with expertons and uncertain 

generalized probabilistic weighted aggregation operators. 

European Journal of Operational Research, 235(1): 215-

224. https://doi.org/10.1016/j.ejor.2013.10.011 

[32] Lafuente, A.M.G., Paula, L.B. (2010). The expertons 

method applied in the dialogue with stakeholders. 

CSEDU 2010 - 2nd Int. Conf. Comput. Support. Educ. 

Proc., 1: 402–406. 

[33] Flores-Romero, M.B., Pérez-Romero, M.E., Álvarez-

García, J., del Río-Rama, M.D.L.C. (2021). Fuzzy 

techniques applied to the analysis of the causes and 

effects of tourism competitiveness. Mathematics, 9(7): 

777. https://doi.org/10.3390/math9070777 

[34] García, J.Á., Brea, J.A.F., Del Río, M.D.L.C. (2013). 

Implantación de un sistema de gestión de la calidad: 

beneficios percibidos. Revista Venezolana de Gerencia, 

18(63): 379-407. 

[35] del Río, M.D.L.C., Álvarez-García, J., Simonetti, B. 

(2017). Quality, key tool in tourist destinations. 

Implementation in rural accommodation. Revista 

Portuguesa De Estudos Regionais, (44): 23-37. 

[36] Kaufmann, A.J. (1990). Expert appraisements and 

counter-appraisements with experton processes. In [1990] 

Proceedings. First International Symposium on 

Uncertainty Modeling and Analysis, pp. 619-624. 

https://doi.org/10.1109/ISUMA.1990.151326 

[37] López, C., Linares-Mustarós, S., Vinas, J. (2020). The 

use of fuzzy mathematical tools for local public services 

outsourcing according to typology. Journal of Intelligent 

& Fuzzy Systems, 38(5): 5379-5389. 

https://doi.org/10.3233/JIFS-179631 

[38] Yepes-Baldó, M., Romeo, M., Bòria-Reverter, S., Perez, 

F.J., Guàrdia-Olmos, J. (2016). Uncertain averaging 

operators: a new way to study the psychosocial 

organizational phenomena. Quality & Quantity, 50: 

2725-2739. https://doi.org/10.1007/s11135-015-0286-x 

[39] Ferrer-Comalat, J.C., Linares-Mustarós, S., Rigall-

Torrent, R. (2021). Incorporating fuzzy logic in Harrod’s 

economic growth model. Mathematics, 9(18): 2194. 

https://doi.org/10.3390/math9182194 

[40] Alarcón, C.N., Caques, A.G., Lafuente, J.G. (2014). 

Propuestas para el desarrollo de indicadores éticos 

difusos en marketing. Rect@: Revista Electrónica de 

Comunicaciones y Trabajos de ASEPUMA, 15(1): 1-12. 

[41] Gil-Lafuente, A.M., Garcia, I., Souto, L., Blanco, B.E., 

Ortíz, M., Zamora, T. (2017). La gestión y toma de 

decisiones en el sistema empresarial cubano. Barcelona: 

Real Academia de Ciencias Económicas y Financieras. 

18



 

[42] Sato, S., Gipson, C., Todd, S., Harada, M. (2018). The 

relationship between sport tourists’ perceived value and 

destination loyalty: An experience-use history 

segmentation approach. Journal of Sport & Tourism, 

22(2): 173-186. 

https://doi.org/10.1080/14775085.2017.1348967 

[43] Taberner, I., Juncà, A. (2021). Small-scale sport events 

as place branding platforms: A content analysis of 

Osona’s projected destination image through event-

related pictures on Instagram. Sustainability, 13(21): 

12255. https://doi.org/10.3390/su132112255 

[44] Nešić, M., Šošić-Radenković, B., Zubanov, V. (2021). 

Sports events in the function of city branding as tourist 

destinations. Emc Review-Economy and Market 

Communication Review, 22(2): 446-461. 

https://doi.org/10.7251/EMC2102446N 

[45] Hugaerts, I., Scheerder, J., Helsen, K., Corthouts, J., 

Thibaut, E., Könecke, T. (2021). Sustainability in 

participatory sports events: The development of a 

research instrument and empirical insights. 

Sustainability, 13(11): 6034. 

https://doi.org/10.3390/su13116034 

[46] Jæger, K. (2020). Event start-ups as catalysts for place, 

sport and tourism development: Moment scapes and 

geographical considerations. Sport in Society, 23(1): 40-

55. https://doi.org/10.1080/17430437.2018.1555218 

[47] Camilleri, M.A. (2018). Travel marketing, tourism 

economics and the airline product: An introduction to 

theory and practice. Springer International Publishing. 

[48] Beedie, P., Hudson, S. (2003). Emergence of mountain-

based adventure tourism. Annals of Tourism Research, 

30(3): 625-643. https://doi.org/10.1016/S0160-

7383(03)00043-4 

[49] Kaplanidou, K., Gibson, H.J. (2010). Predicting 

behavioral intentions of active event sport tourists: The 

case of a small-scale recurring sports event. Journal of 

Sport & Tourism, 15(2): 163-179. 

https://doi.org/10.1080/14775085.2010.498261 

[50] Buning, R.J., Cole, Z., Lamont, M. (2019). A case study 

of the US mountain bike tourism market. Journal of 

Vacation Marketing, 25(4): 515-527. 

https://doi.org/10.1177/1356766719842321 

[51] Richelieu, A. (2018). A sport-oriented place branding 

strategy for cities, regions and countries. Sport, Business 

and Management: An International Journal, 8(4): 354-

374. https://doi.org/10.1108/SBM-02-2018-0010 

[52] Papatheodorou, A., Pappas, N. (2017). Economic 

recession, job vulnerability, and tourism decision making: 

A qualitative comparative analysis. Journal of Travel 

Research, 56(5): 663-677. 

https://doi.org/10.1177/0047287516651334 

[53] Yang, J.J., Lo, H.W., Chao, C.S., Shen, C.C., Yang, C.C. 

(2020). Establishing a sustainable sports tourism 

evaluation framework with a hybrid multi-criteria 

decision-making model to explore potential sports 

tourism attractions in Taiwan. Sustainability, 12(4): 1673. 

https://doi.org/10.3390/su12041673 

[54] Silva, G., Correia, A., Rachão, S., Nunes, A., Vieira, E., 

Santos, S., Fernandes, P.O. (2021). A methodology for 

the identification and assessment of the conditions for the 

practice of outdoor and sport tourism-related activities: 

The case of Northern Portugal. Sustainability, 13(13): 

7343. https://doi.org/10.3390/su13137343 

[55] Taylor, P., Frost, W., Laing, J. (2019). Exploring how 

entrepreneurial actors shape tourism development: The 

case of mountain bike tourism at Rotorua. Tourism 

Recreation Research, 44(4): 479-491. 

https://doi.org/10.1080/02508281.2019.1615769 

[56] Getz, D., McConnell, A. (2014). Comparing trail runners 

and mountain bikers: Motivation, involvement, 

portfolios, and event-tourist careers. In Journal of 

Convention & Event Tourism, 15(1): 69-100. 

https://doi.org/10.1080/15470148.2013.834807 

[57] Varley, P. (2006). Confecting adventure and playing with 

meaning: The adventure commodification continuum. 

Journal of Sport & Tourism, 11(2): 173-194. 

https://doi.org/10.1080/14775080601155217

 

 

 

19




