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CONCRETE AND WATER. SEARCHING FOR NEW POSSIBILITIES OF THE TOURIST
FUNCTION DEVELOPMENT IN TRICITY

For many years sandy beaches and cultural heritegee almost guaranteed an unending stream of tiswisiting Gdask,
Gdynia, Sopot and their close neighborhood. Nowadayse obvious attractions that are “given” to Titicare not enough for lots
of tourists who expect something more. Even an geeparticipant in mass tourism has turned to ex@ees and more sophisti-
cated forms of spending his or her free time — athihg and traditional sightseeing are not enougtattract more tourists to Tric-
ity. The cities therefore need to develop a cléamtsgy regarding the way they want to develop tearig order to create a com-
petitive tourist product Tricity’s authorities titp look for some opportunities of developing theriiti function. It is also a result of
the anticipated increased competition between ttiescdf Tricity [12]. This paper presents two extrdinary examples of involving
the private sector in the process of creation eftthurist product of two cities: Gdynia and Sopot.
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Knayodia Hosuubka, Mazoanena Kmumxoecoka. BETOH I BOJA. Y ITOIIIYKAX HOBHX MOJKJIHBOCTEH PO3-
BHTKY TYPHCTHYHOI ® VHKIII B TPYHMACTI. I[Ipomszom 6azambox poxie niwani nisyci i Kyionypra craoujuna matirce
2apaHmyeany HecKinueHHutl NOMmix mypucmie, saxi 8i0gioysanu I 0anvcwvk, I ounio, Conom ma ix nanoaudxcuux cycioig. B danuii uac yi
0YeBUOHT BUBHAYHI NAM'AMKU, AKi «OaHi» Tpyiimacmy, Hedocmamui 014 8eaUKoi KiIbKOCMI MypUcmia, AKi po3paxoeyoms Ha WocCh
binvue. Hagims cepeoniil yuacHuK y Macogomy mypusmi umazae 00CKOHANIMUX | CKAAOHIMUX QOPM NPOBEOEHHS BibHO20 HACY —
3a20pAHHA | MPAOUYILIHUX eKCKYPCill He0ocmamubo, wob npusepHymu bitvue mypucmis 0o Tpyimacma. Tomy micma nosunni pos-
pobumu uimky cmpamezeiio 8iOHOCHO WIAXI@ MO20, K 6OHU XOUYMb PO3GUEAMU MYPU3M. s mo2o wjob cmeopumu KOHKYPEeHmOoc-
NPOMOJICHUTE MYypUcmudnul npooykm, eiada Tpyiumsacma HamMacaemves wiyKamu [HWL MOJICAUGOCTE PO3GUMKY MYPUCTIUYHOT
Gynxyii. Lle maxooc € pezyromamom o4iKyeanoi 3pocmaiouoi Koukypenyii mide micmamu Tpyimscma [12]. [a cmamms
npeocmasnae 08a ACKPABO BUPAICEHUX NPUKTAOU 3ATYYEHHS NPUBAMHO20 CEKMOpa 00 npoyecy CMEOPeHHs MypUCmuyHo20 npooyK-
my 0ox micm: I'ouni i Conoma.

Knwuogi cnosa. mypucmuuna @ynkyis, mypucmuynuii npooykm, Tpyiimacmo.

Knayoua Hoeuuyxaa, Mazoanena Kmumroseckaa. BETOH H BO/IA. B IOUCKAX HOBbIX BO3MOJKHOCTEH PA3-
BHTHA TYPHCTHYECKOH ®YHKIIHH B TPYHMACTE. Ha npomsoicenuu MHOZUX Jem necuanvie NIadicu U KYIbMypHOe
Hacieoue NOYMU 2apanmuposanu 6eckoHeyHvlli NHomok mypucmos, nocewarowux I oanvck, I'ovino, Conom u ux daudicauuux coce-
Oetl. B nacmosuwyee epems smu oueguoHvle 00CMONPUMEYamenbHOCnu, Komopbule «oauvr» Tpyiimsacmy, Hedocmamourwvl 05 OOIbULO-
20 KOAU4ecmea mypucmos, paccuumul8aowux Ha Heumo bonvuiee. Jlasice cpeoHull y4acmuux @ Maccogom mypusme mpebyem 6oaee
co6epuLeHHbIX U DOJIee CLONCHBIX (YOPM NPOGedeHUss C60OO00HO20 8PeMEeHI — 3A20PAHUS U MPAOUYUOHHBIX IKCKYPCULL HEOOCMAMOYHO,
umobsl npueneysb Gonvute mypucmos 6 Tpyiimacmo. Ilosmomy 2opoda dondichvl pazpabomams 4emKyl0 CMpameuio KacamensHo
nymei moeo, Kak OHu XOmaAm pasgueams mypusm. [ns mozo umobvl co30ams KOHKYPEHMOCHOCOOHBI MYyPUCMUYECKULl NPOOYKM,
enacmu Tpylimacma neimaiomesa uckams opyue 803MOMCHOCIU PAZBUMUSL. MYPUCMUYECKOU QYHKYUU. DMo makice A6aemcs pe-
3PALMAMOM 0HCUOACMOT 803PACMAIOUfCll KOHKYpeHyuu Mexcdy 2opodamu Tpyimscma [12]. Dma cmamws npedcmasnsem 06a spko
BbIPAIICEHHBIX NPUMEPA NPUBTEHEHUs YACHHO20 CEKMOPA 8 NPOYecc CO30aHUs. MypUCMU4ecko2o NpoOyKma 08yx 2opooos. I ovinu u
Conoma.

Kniouesvie cnosa: mypucmuyeckasn Qyukyus, mypucmuyeckui npooykm, Tpyimsacmo.

Searching for uniquenessTo create something and scientific potential; conference centres; ¢mae
brand new and extraordinary, what will meet theeas- neurship development; malls and shopping centsss; |
ingly demanding tourists’ expectations, modernesiti  sure, sports and gastronomical objects and commaunic
need not only great ideas, but also money, thexetfoe tion junctions [4].
authorities has started to acquire the necessargisfu There are lots of forms of tourism but most of
from private investors. The merge of business and-t  them are connected with a cognitive motivation. asrb
ism seems to be the key to create an integratedand  tourism is visible in many conventional (heritageirt
cessful tourism product that will attract more pleop ism, cultural tourism, trade tourism, business ity
This kind of cooperation can be beneficial to bp#r- etc.) and some unconventional forms like for exampl
ties, but still there are some crucial issues cotaakwith clubbing. Cities give so many different opportusstito
it that have to be solved in order to establisiolal sand everyone, no matter their financial status or egés [9].
long-lasting cooperation. One of the most frequentl During the last decades urban tourism has become of
asked question is which social group will derivedfits increasing importance for city authorities andsitnow
of it — tourists, citizens or maybe somebody else? considered as a crucial factor of socio-economiete

Urban tourism is a very complicated system con- opment. The tourist function of a city can be cdastd
sisting of many varied determinants and all aspetts in many aspects, such as: social, cultural, econospia-
tourist activities in urban space. The city whistaides-  tial and psychological. Its complexity is the remsehy
tination of a tour is considered as cultural hgetand an it is so difficult to develop tourism in a sustditea way.

indivisible element of tourism space [10]. There sev- The literature on the subject shows that therenaaay
eral basic groups of urban tourist destinationshiéec- diverse advantages of developing tourism in cities:
ture and urban layout of a city, including histafiand « improving the citizens’ quality of life;
modern districts; cultural icons and sacred objeetis- « revaluation of historic heritage;
nic districts; festivals; atmosphere of a city; demic « local economy activation;

« revaluation of urban space;
© NowickaK., SzmytkowskaM., 2014 « improving a city’s image [7].
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Despite all of the above-mentioned benefits, massthey can include infrastructure that serves bosidents

tourism and the tourist function often collide withe
other functions of cities or their districts, eigdustrial
or residential functions. The sustainable urbarrisou
could be a possible solution to this imbalance. Alow
days, urban tourism policy of Gk and Sopot focuses
mainly on promoting their tourist products and issue
on preparing the cities to be a tourist destinaisooften
neglected. The sustainable tourism is generallpcss
ated with ecotourism and rural tourism as it isreared
mainly with the natural environment and its preaéon,
but if we consider a city as a kind of “natural gau-
ment” for its citizens we could introduce the idefathe
sustainable tourism into cities. Taking the above-
mentioned into consideration, the sustainable twty-
ism shall be friendly to citizens, urban space emltural
heritage. The sustainable urban tourism shall limbé
the future and create tourist products bearingimdrthe
welfare of the next generations. There are thresicba
components of the sustainable urban tourism: ptiotec
of natural and cultural resources, welfare of Ismtiety
and tourists’ extraordinary experiences. As M. kKure
[10] says, the sustainable urban tourism comprides
wide range of activities, tourism management ancgttHe
opment that preserve natural, economic and satiedy
rity and guarantee preserving cultural and natueal
sources for the next generations. The first stejmpde-
menting the idea of the sustainable city tourisrastab-
lishing communication between the authorities,zeitis
and investors. Those three parties are the mosiriamut
actors on the stage of the “urban tourism thea#md
they need to take part in an open dialog in order¢ate
a balanced tourist product that will be benefidal all

of them.

The way of creating tourist products, the product
life cycle [1] and practical experiences of mantiesi
have proved that the essential impulse neededoepd
from the stage when a given tourist product isoihticed
into the market to the stage of the product’'s ghoand
maturity [6] is the development of service-orientefila-
structure. Even a city located in the most uniqud a
extraordinary natural environment cannot develop th
tourist function. That is why R. Davidson [2] defin
tourist investments as expenditures aimed at #ticac
tourists and expanding the supply of domestic aitet-
national tourist product. The investment may relgte

products and services that include accommodation,

transport, natural landscapes, exhibitions, infdioma
centres and many others. Some of them may be oéla d
or multi-purpose nature, serving both tourism and-n
tourism markets [3]. Three categories which have in
vestment potential have been identified by the $Jarid
Tourism and Transport Forum [15]. They are:

and tourists.

Although tourist products are not created only in
a tourist destination, but also during the jourriself
and even in the place of tourists’ residence, thstida-
tion is the most important. Its attractions anddsfruc-
ture are driving causes of the phenomenon calledr-t
ism”. They create the recreation zones which anme pe
ceived as one of the most essential factors dynagiz
tourism space development [8]. As B. Wiodarczyk][16
says “tourism spacés that part of geographical space
where tourism occurs. The necessary and sufficdent
dition for classifying a part of geographical spaae
tourism space is tourism, regardless of its voluand
character. An additional condition for delimitingurism
space is the occurrence of tourist infrastructurose
volume and character allow us to define the typwof-
ism space.” There are several types of tourism espac
listed by S. Liszewski [11]: tourist exploration ase,
space of penetration, space of assimilation, spEce
colonization, space of urbanization. Each of thevab
mentioned type of space has its own unique natude a
there is an explicit type of investment projectattban
be implemented there in order to keep the landsbape
ance.

The space of urbanization is the most complex
and diverse of all mentioned above what makesrtie i
plementation of the investment projects very diffic
not only in a physical dimension. Citizens shouftt a
prove new tourist infrastructure and attractionstteey
are created in the place of their residence — @airth
“home”. That is why all investment decisions sHad
made on the basis on deep environmental, econamdic a
social analysis. In Tricity social participationttse idea
that is becoming more and more popular. The citizen
start to pay close attention to each and everyatiie
taken up in their space. They want to take advantdg
new infrastructure and attractions. Gdynia and $ap®
two different examples of projects co-funded bywate
entities. One of them was completed in 2009, tloe e
is still in the initial phase. They are both aimadin-
creasing the cities’ attractiveness. The first méSea
Towers” — the second tallest residential buildingPio-
land located in the Prestige Zone of Gdynia. Themisd
is an artificial island which is to be created inp8t.
Both projects are located in the tourism businésisicts
(TBD) [5], in the areas where natural and anthrogil
cal attractions co-exist and complement each agher
ing an opportunity to create a complex tourist picid
(fig. 1).

Sea Towers — lost tourist spacé&Sea Towers is a
mixed-use_skyscraperomplex built by Invest Comfort
SA (fig. 2). It was designed in 2002 by Andrzej Ki&p

» short-term accommodation (e.g. hotels, guestcik Architecture Studiofrom Vienna.Its construction

houses and motels);
« tourism facilities (entertainment, recreation, cul-
tural activities);

« other ancillary services (food and beverage, re-

tail, commercial and other integrated services usgd
visitors and residents alike).

As it was mentioned above, investment in tourism
can be undertaken by both public and private estind
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commenced on fOMay 2006 and was completed on
28" February 2009. It is a complex of two towers joint
by a special passage. The higher tower togethér itsit
flagpole is 141 meters high and it has 38 storéys,
lower one has 28 storeys. There are 265 apartragicks
business premises for many different types of mssin
activity in the buildings [13]. According to the tal
Urban Development Plan it was assumed that thel-deve
oper shall fulfil the following condition: buildingn ob-
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servation platform or/and a business premises ¢afg)
which will be accessible to the citizens and tdsrisho
do not live in the building so they could also adbirthe
wide panorama of the city and the bay.

lent modernist architecture of the city centre wasy
controversial from the very beginning. What is mdhe
towers were to be used for residential purposetheis
primary function. That is why the developer haddpee

The idea of constructing such a building in a rela- to create some kind of tourism space there.

tively small city, in the immediate vicinity of thexcel-

3

area where

|0 ISOOm

the artificial island
is planned to be built

SOPOT

T |0 Iﬁﬂﬂm

Fig. 1. Localization of the area where the artif@liisland is planned to be built in Sopot and Seawiers in Gdynia
Source: own work on the basis of the Spatial Deoralent Plan of Sopot, 2010

S
s

Fig. 2. Sea Towers in Gdynia — a photo placed onddficial website of Sea Towers
Source: http://www.seatowers.pl

Finally, when the construction was completed in continuity of the previously existing waterfrontshaeen

2009 it turned out that the observation platfornd aa-
fes are reserved only for the residents of thedingl and
there is no such thing like a social space thgergerally
open and accessible to people. In fact, what thested
is an empty, grey and concrete square (fig. 3js hot
used neither by the residents of the towers noatoy
other citizens of Gdynia or tourists. What is maites
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interrupted. The experience with Invest Comfort has
shown that all designers’ and investors’ obligasichall
be in writing.

Sea Towers and their neighbourhood were sup-
posed to be a visible sign of “prestige” — in fécts a
lost space.
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Fig. 3. Sea Towers and their vicinity four yearstaf the buildings’ completion
Source: own photos

Artificial island — gained tourist space?The ar-
tificial island is an ambitious project aimed atating a
mirage of the second Dubai in Sopot. So far thgepto
is still in the initial phase of implementation aabinost
everything that is known about it comes from digita
visualizations and media coverage. The plan isgend
astonishing — a 20 ha island is planned to be éacap-
proximately 500 meters from the shore (fig. 1)naldhe
line between the building of “Ergo-Hestia” and the-
cors Hotel. There will be a marina for 320 yaclsesy-
eral hotels, discos, pubs, restaurants, an extibitall, a

and 20 coaches and two helicopter landing sitesatWgh
more, the island will have a 500 meters long pér,
promenade and an observation tower in the centre.

The project seems to be very enterprising and
there are some opinions that it is only a promationi-
tiative. However, the spokesman of Sopot City Hall
claims that the project is so widely promoted, diging
the International Real Estate andivestment Fair in
Cannes, because it is planned to be financed Bnitiyea
private investor. In order to confirm the projeatésality
the city ordered a model research of the sea i 20@

cinema, a bowling centre, a playground and an aquar the construction project of the island was updater

ium. The island will be linked with the main land
through a double-decker road and air-trains (fjg.The
object will be capable of accommodate about 6080 vi
tors at a time. There will also be car parks fo® t2ars

PROJEKT. Arch.TOMASZ BOSIACKI

that. Professor B. Mazurkiewicz from Gdansk Uniitgrs
of Technology claims that from a technical pointvafw
it is technically possible to build such an island.

Fig. 4. The visualization of the Tomasz Bosiackpsoject of the artificial island in Sopot
Source: Sopot — Oficjalny Serwis Miejski, 2012
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When considering the future directions of the only the rich will be able to exploit luxurious fhtes of
city’s development it must be said that Sopot hatsgot the island.
many areas where any new projects could be imple- Conclusions. People — tourists, citizens, inves-
mented in the future. That is why this sea-oriemtieec- tors, leaders — they all have to coexist in theanrgpace.
tion is quite understandable. What is more, thgeggto = Mass tourist movements in cities generates a tegél |
gained a very high social acceptance (80%) durireg t of income and that is why cities’ leaders try taadt as
public debate organized in 2008. many tourists as they can and sometimes they seem t

An estimated cost of the project’s implementation forget that there are also citizens who try to leador-
is approximately 1,5 milliard PLN and the authortioé mal life there. Trying to create an extraordinaoyrist
project — an architect T. Bosiacki claims that island product, as those two described in this papegsiiten
has already attracted some investors. To makeeih ev establish a cooperation with private investors. Eosv,
more attractive, the project have been includedhi this cooperation shall involve also the third partyhe
Spatial Development Plan of Sopot published in 2010  citizens. As it was said before, those three parteed to

The idea of creating the island is an answer to take part in an open dialog in order to createlarttad
searching new directions for the city developmantay tourist product that will be beneficial for all tfem. The
of promoting sailing and other water sports in Sopbe example of Sea Towers shows that the lack of connmun
island along with the Sports and Entertainment Hall cation between the authorities, investors and editz
cated at the border of Sopot and @slashall be a com- leads to creating empty and lifeless places whickact,
positional axis for a new recreation area locatiethg do not serve anybody. Maybe the project of thdicigl
the south border of the city. However, we cannosine island which has gained such social acceptancebeitu
if this area will be accessible for everybodydéms that  positive example of situation when everybody beaefi
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Summary

Klaudia Nowicka, Magdalena Szmytkowska. CONCRETE AND WATER. SEARCHING FOR NEW
POSSIBILITIES OF THE TOURIST FUNCTION DEVELOPMENT | N TRICITY.

For many years sandy beaches and cultural heffitage almost guaranteed an unending stream of tewigst-
ing Gdaisk, Gdynia, Sopot and their close neighborhoodwatays those obvious attractions that are “givenTric-
ity are not enough for lots of tourists who expsainething more. Even an average participant irsrt@sism has
turned to experiences and more sophisticated fofrspending his or her free time — sunbathing aaditional sight-
seeing are not enough to attract more touristsiwtyl. The cities therefore need to develop a ckeategy regarding
the way they want to develop tourism. In orderreate a competitive tourist product Tricity’s autties try to look for
some opportunities of developing the tourist fumetilt is also a result of the anticipated increlasempetition between
the cities of Tricity [12]. This paper presents textraordinary examples of involving the privatetse in the process
of creation of the tourist product of two citiesdy®ia and Sopot.

Keywords: tourist function, tourist product, Tricity.
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