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przedstawiono w tabeli 1. 

Tabela 1.  

 Kobiety  Suma 

N 24 40 64 

Miejsce zamieszkania miasto  Suma 

N 48 16 64 

Wiek do 18 l. 18 26 l. 27 35 l. pow. 35 l. Suma 

N 5 35 20 4 64 
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Characteristics of the wakeboarding offer of the Summer Wake 
 case study 

Abstract 

using that kind of services by visitors. Research material was collected by using two techniques  
categorized interview carried out with the owners of the company and questionnaires filled out by 
receivers of the product (N = 64) during the tourist season (2017). Respondents using the wake-
board lift also u  Stand Up 
Paddling, beach volleyball, swimming). The frequency of using wakeboard lift by the visitors in-
dicates that it is an attractive and emotionally involving sport discipline. Functioning of ventures 
providing high-risk sports services is  directed to the young people who are looking for thrills, 
have limited funds to spend on entertainment and are susceptible to multimedia marketing adver-
tisements. Tourist and sports-and-recreation companies should follow the changing market trends, 
bearing in mind the fact that their generic structure will multiply in accordance with market needs. 

Keywords: tourist company, wakeboarding, market experiences. 


