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Abstract. The aim of this article is to indicate internal factors which affect the enhancement of tourist en-

terprises innovativeness. The Author attempts to identify the main factors nased on the literature, subse-

quently verifying the theoretical assumptions in the empirical studies. There are present results of two con-

ducted surveys: the survey performed on a group of 215 different tourist enterprises, and amoug them 98 

travel agencies, and the survey performed on a group of 42 innovative touroperators. In order to achieve the 

objective, the questionnaire and rakk methods were used. The study showed the following - the owner play 

a major role but the importance of individual factors in innovative enterprises is much higher than in the 

average tourist enterprises. 
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1. Introduction 

Having been ignored for a long time, innovation in 

services is now the object of surveys at the regional, 

national and international levels. Despite the fact 

that the share of the service sector in the economy 

of the Member States of the European Union signif-

icantly exceeds 50% of their GDP and is thus 

greater than that of industry, and mainly agriculture, 

the issues of innovativeness in this sector have not 

been sufficiently discerned in social-economic pol-

icy (Usługi [Services] 2008: 3). Appreciable mar-

ginalisation of these issues is even more intense in 

the theoretical area and mainly occurs in economic 

sciences, as many contemporary economists have 

noted (Gallouj 2002; Rogoziński 2008; Gault 2010; 

Chang et al. 2012; Szymańska 2013). In the last 

decade, attempts to fill in the existing gap were un-

dertaken, as evidenced by the research, to mention 

only the most significant studies, by the Eurostat, 

OECD and the University of Maastricht (UNU 

MERIT). 

Researchers do not agree, either, on how inno-

vation should be defined; therefore, different defini-

tions can be found in the literature (cf. Szymańska 

2013: 62–67). The Author adopts here the classical 

definition of innovation which was proposed in the 

early 20th century by Joseph Schumpeter, called the 

father of innovation theory. According to him, inno-

vation is (Schumpeter 1960: 4): 

− the launch of the production of new prod-

ucts or the improvement of existing ones, 

− the introduction of a new or improved pro-

duction technology, 

− the use of a new manner of sales or pur-

chase, 

− the opening of a new market, 

− the use of new resources or intermediate 

products, 

− the introduction of changes in the organisa-

tion of production. 

The innovation thus understood mainly relates 

to production enterprises. 

Since the research on service innovation is in 

statu nascendi and the lack of a comprehensive ap-

proach can be discerned the Author tries to fill in 

this gap. The research problem which the Author 

undertakes to address in this paper is the innovative-

ness of service enterprises and, in particular, the fac-

tors which drive it. The aim of this study is to indi-

cate internal factors which affect the enhancement 

of corporate innovativeness, based on tourism enter-

prises. 

The article is divided into two basic parts: the 

theoretical and the empirical. The first part consists 

of the considerations of the main factors of corpo-

rate innovativeness and ends with the presentation 

of a model which reflects the division of internal 

factors. The second part presents the results of two 
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conducted surveys; specifically: the Author’s sur-

vey performed on a group of 215 enterprises carried 

out in years 2006–2008 and the survey performed 

on a group of 42 innovative tour operators carried 

out in 2011–2012. The research covered tourism en-

terprises from all over Poland. Tourism services 

have been the fastest developing sector of the econ-

omies of the majority of industrialised countries 

over the last few decades in the area of services 

(Global tourism 2005: 7). This is the main reason 

why the Author has chosen tourism enterprises for 

her survey. 

The article ends with conclusions from the re-

search, recommendations for innovation strategy 

and an indication of subjects for a further discussion 

on these important issues. The study presents the 

original results with implications for both research 

and practice. A novelty in the scope of theory is the 

identification of the internal factors affecting the in-

novativeness of enterprises which provide tourism 

services. A novelty for economic practice is the pos-

sibility of applying the research results in innova-

tion strategy of service enterprises. 

2. Conceptual background and literature review  

There are many descriptions of innovations in man-

ufacturing companies in the literature (Aw et al. 

2011; Ejdys, Krawczyk-Dembicka 2012) but rela-

tively little on the innovation of service enterprises. 

Researchers note (Metcalfe, Miles 2012) that ser-

vice enterprises can be innovative in their own right, 

even though the process of innovation and the kinds 

of innovation may be different from those tradition-

ally associated with manufacturing and other pri-

mary activities (Gallouj 2002; Tether 2005). This 

difference ensues from three major reasons (Gallouj 

2002: 15). Firstly, services are a process. Secondly, 

services are interactive. Thirdly, the service sector 

is one of extreme diversity. Moreover, in production 

enterprises innovativeness primarily depends on 

R&D outlays and the application of modern tech-

nologies (Aw et al. 2011). Wide research on the fac-

tors affecting service enterprises was carried out by 

Gallouj and Savona (2009), Gault (2010), Urban 

(2014), Panfiluk (2015), and Szymańska (2009, 

2013). The direction of the research was set out by 

the publications of the OECD and Eurostat, which 

appeared in the series called Frascati Family. The 

Oslo manual (2005) should be considered a mile-

stone in research on service innovation. 

In contrast to production enterprises, research-

ers consider the following exogenous factors affect-

ing the innovativeness of service enterprises (inno-

vation determinants) to be the most important: 

customer dialogue (Chesbrough 2010), clusters 

(Hollenstein 2003), innovation policy (Szymańska 

2012), the membership in a network (Frenz, Letto-

Gillies 2009), the cooperation with different institu-

tions (Tether, Tajar 2008). 

Anne-Mette Hjalager (1994) should be consid-

ered the precursor of research on innovation in the 

tourism industry. In her publications, the researcher 

addressed many important issues related to the in-

novation. She presented her research on the innova-

tion patterns in sustainable tourism (1997), cultural 

tourism innovation systems (2009) and innovation 

in tourism in a welfare state perspective (2005). The 

OECD also explored innovation and growth drivers 

in tourism (Edited byWeiermair 2006) and laid 

down the foundations for the research on innovation 

in the economy. The comparability of the data col-

lected, in accordance with the recommendations of 

the Oslo manual (2005: 25) that the surveys should 

be carried out on samples for which units should be 

selected in a random manner (Oslo 2005: 124); 

moreover, questionnaire survey and the interview 

method are suggested. Both methods were used in 

preparing the present publication.  

It is recommended that the length of the period 

covered by observations related to innovation re-

search should not be longer than three years and 

should not be shorter than a year (Oslo 2005: 136); 

therefore, the Author’s survey covered a three-year 

period, in accordance with the definition that an in-

novative enterprise is such that has introduced at 

least one innovation in three years (Oslo 2005: 61).  

A group of tourism enterprises doing business 

as tour operators and characterised by innovative-

ness was selected for a successive survey. The se-

lection of these enterprises in Round II of the sur-

veys was not random and it was based on the 

following premises:  

− the need for the survey to address a selected 

group of economic operators, given the 

large heterogeneity of the sector; 

− the dynamic development of the tourism 

sector in the last fifty years which was much 

faster than in the other sectors, as confirmed 

by the statistical data, which indicate that 

the number of travels from 1950 to 2012 

grew by a factor of almost 40, continues to 

grow and was over one billion (UNWTO 

2013); 

− the Author’s good knowledge of the princi-

ples of the tourist market, especially opera-

tions of travel agencies, ensuing from the 

long-term management of her own travel 

agency (in 1991–2007), which makes it 

possible for her to avoid many inaccuracies 
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and acquire a better understanding of the is-

sues surveyed;  

− the relatively poor exploration of innova-

tion processes in the tourism sector; in par-

ticular, on the part of travel agencies, de-

spite their large potential and significant 

role in economic growth. 

Comprehensive research on the innovativeness 

of tourism enterprises was carried out for the first 

time in Poland (Szymańska 2009). This made it pos-

sible to indicate the following types of innovation: 

those related to the product, process, organization 

and technology. In addition, the contemporary liter-

ature also identified marketing innovation (Oslo 

manual 2005 and later, Szymańska 2013) and social 

innovation (Horizon 2020). 

3. Methods and the research procedure 

The research on the internal factors affecting the in-

novativeness of service enterprises was carried out 

in two rounds. The first round was performed in 

2006–2008 and covered 215 enterprises, among 

which 3 layers were distinguished, i.e. travel agen-

cies, hotels and passenger transport enterprises. 

The second round of research, which was car-

ried out in 2011–2012, was limited to most innova-

tive tour operators (42 firms).  

In Round I of the surveys, the respondents were 

able to repeatedly choose answers from among 4 in-

ternal variables. A binary scale (yes-no) was used in 

the questions contained in the survey questionnaire 

and during a telephone interview. 

The survey on the basis of which the innova-

tion process model was verified concerned the inno-

vations introduced in 2009–2011. In its qualitative 

part, the survey was based on 42 in-depth inter-

views, to which, in the period from September 2011 

to March 2012, requests by e-mail for their consent 

to participate in the survey and survey question-

naires were sent; alternatively, the questionnaires 

were handed out directly to the respondents. As a 

total, 62 survey questionnaires were collected from 

innovative firms with which an in-depth interview 

was carried out. The firms were selected for the sur-

vey on the basis of the following criteria:  

− the implementation of a radical innovation, 

defined in the survey questionnaire as an in-

novation at the minimum national level, in 

a specific three-year period (2009–2011); 

− the Author’s verification of the reliability of 

information about the importance of an in-

novation through its analysis and compari-

son of information available on the websites 

of the tour operators active in Poland, in or-

der to confirm the novel nature of an inno-

vation on the minimum domestic market 

level; 

− the respondent’s indication of a positive fi-

nancial result achieved due to a given inno-

vation. 

After verification, 42 tour operators which met 

all the above-mentioned criteria at the same time, 

were qualified for the survey. The purpose of the 

questionnaire used in the survey was to identify and 

evaluate internal variables which drove innovation 

at the enterprises surveyed. The choice options were 

arranged in an order of growing importance, pat-

terned on a 5-point Likert scale, from 0 – nonexist-

ent, 1 – unimportant, 2 – little importance, to 5 – of 

key significance for the implementation of innova-

tions. The point of departure were 4 variables used 

in the Round I survey. They were set in a table in 

the form of a semi-open cafeteria, with the possibil-

ity of proposing additional variables. 

There was a basic difference between the sam-

ples selected in the two rounds. The difference was 

that in the course of the Round I survey innovative 

firms were identified from among the respondents 

which participated in it. The sample was representa-

tive of the population of tourism enterprises in Po-

land. In turn, in Round II all the respondents were 

assessed as innovative firms and this was the condi-

tion for their participation in the survey. Round I of 

the surveys was indispensable to enable the imple-

mentation of Round II, since in its course the types 

of innovation occurring on the tourism market were 

identified (Szymańska 2009). In consequence, on 

the basis of the results obtained it was possible to 

compare the average service (tourist) firm with an 

innovative firm from the same sector. The order of 

the research investigations is shown in Figure 1. 

It shows (Fig. 1) the successive stages of the 

research. On the basis of the relevant literature, in 

particular the Oslo manual (2005), a theoretical 

model was elaborated to present the exogenous fac-

tors affecting the competitiveness of service enter-

prises. The model was subsequently verified by em-

pirical studies on selected service enterprises. The 

conclusions drawn in the course of the research are 

followed by a discussion on the results obtained. 

The last stage shown in Figure 1 is the sugges-

tion of the direction of the further research on the 

issue of innovativeness of service enterprises and 

the recommendations for innovation strategy in 

tourist companies. 
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Fig. 1. The research procedure (Source: own elaborated) 

4. The internal factors affecting the  

innovativeness of enterprises – the construction 

of a theoretical background  

The point of departure for the construction of a 

model was the proposal for dividing the factors af-

fecting the innovativeness of enterprises into two 

basic groups: the endogenous and those situated 

outside of enterprises, i.e. the co-called exogenous 

factors. In this study, the first ones were considered. 

One can speak of many factors in the business 

environment of a company which influence the in-

novation process. According to Janasz and Kozioł 

(2007), it consists of three planes: internal, the 

nearer one, i.e. the operational environment or the 

micro environment, and the farther one, i.e. the gen-

eral environment or the macro environment. The 

construction of an economic model entails the need 

to use certain simplifications, which make it impos-

sible to include in the model all the variables present 

in the economic reality (all the more so as a real, 

dynamic economic and political system is not fully 

cognisable); still, it does allow for the identification 

of the most important phenomena and processes 

(North 2005: 2).  

In Round I, which is the basis for further re-

search, the author diagnosed three internal factors of 

innovation, namely: the owners, employees and own 

research. On the basis of the conclusions obtained in 

this study (Szymańska 2009) a list of internal factors 

of innovation has been enlarged. According to 

Jasiński (1997: 38), the innovation propensity pri-

marily depends on the nature of the general systemic 

solutions applied in the economy; therefore, the 

scheme includes innovation strategy. The propose 

model shown in Figure 2, omits external factors of 

innovation. It presents only factors inside the com-

pany. 

 

 

Fig. 2. The factors which affect the internal innovative-

ness of a enterprise (Source: Own elaboration based on 

Janasz and Kozioł (2007)) 

The scheme includes a total of 7 proposed fac-

tors placed in the innovative enterprise. In a group 

of internal factors of innovation service enterprises, 

belonging to human resources, are: employees, 

owner, managerial staff and team created especially 

for creation innovation. Other factors are: innova-

tion strategy, trainings organized by firms them-

selves and their own research of market. The factors 

specified in the model will be examined in empirical 

studies on a sample of innovative companies oper-

ating in the tourism market – touroperators. 
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5. Research results  

The research done on two samples demonstrates 

substantial differences in the use of internal factors 

affecting the innovativeness of the enterprises sur-

veyed. In previous studies, all three factors have 

similar importance for tourism. The results gained 

in Round I showed that the ideas of employees and 

owners, and also the results of the own research are 

important for innovation in every third examined 

company, with a slight predominance of the role of 

owner (Szymańska 2009). The table given below 

(Table 1) allows for these results to be compared, 

except for the innovation strategy, which will be 

discussed separately. 

The table shows the mean of the ratings for 

each factor (Round II). The most important innova-

tion is the creation of owner (average rating 4.5). On 

his large or crucial role indicated 74% of respond-

ents, but 11% did not answer. Although the role of 

the manager staff looks like very important but in 

reality it is much smaller. As an important or crucial 

role of managers rated 38% of respondents and 21% 

did not answer. This is due to the fact that many re-

spondents are micro-enterprises employing up to 9 

people. The situation is similar in the case of market 

research. 33% of respondents does not conduct such 

studies, 7% did not answer and only 24% consid-

ered this factor as important or crucial for innova-

tion. The ideas of employees have high or moderate 

importance in the innovation process (60%) and the 

crucial role have only every tenth company, the 

same number (10%) did not reply. Internal trainings 

and team of innovation does not play a significant 

role in the innovation process. The importance of 

training showed 21% of respondents and 66% did 

not answer. A special group for the innovation plays 

a big role in the 12% of respondents, while in 55% 

of companies it does not exist, 19% did not answers.  

Strategy innovation plays an important role in 

the innovation process. Such a question were asked 

of all innovative enterprises in Round II. It turned 

out that more than half of the respondents (55%) 

have a strategy for innovation. A much smaller 

number of respondents (38%) has not such a strat-

egy, and 7% did not answer. 

The main results of the investigation are pre-

sented in Figure 3. There is visible in Figure 3 than 

the main factor in the innovation process is the 

owner. The result is common for innovative and rhe 

everage rourist enterprise. The main diference we 

can see on the picture is connected with the impact 

of each factor. 

 

 

Fig. 3. The factors which affect the internal innovative-

ness of tourist enterprises (Source: own research and 

Szymańska 2009: 125–133; 2013: 217–221) 

The research investigations performed should 

be discussed and lead to certain conclusions and rec-

ommendations. 

 

Table 1. The internal factors affecting the innovativeness of tourist enterprises (Source: own research and Szymańska 

2009: 125–133, 2013: 217–221) 

Indicators 

Innovative touriperators  

Round II 

Everage 

touroperator 

Round I 

Everage tour-

ist enterprise  

Round I 

Numer of 

indications 

Number of 

given points 

The everage 

mark  

(from 1 to 5) 

% of  

indications 

among 98 

entities in % 

among 215  

entities in % 

Team for innovations 3 11 3,3 12%   

Employees 9 31 3,4 60% 32% 21% 

Owner 11 53 4,8 74% 33% 41% 

Management 3 14 4,7 38% 33% 37% 

Own research 8 32 4,0 33% 38% 34% 

Innovation strategy 2 6 3,0 55%   

Trainings 2 8 4,0 21%   
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6. Discussion 

It should be noted that the problem of study of the 

factors of innovation in service companies is just at 

the beginning. We should consider why such a large 

role plays owners and other factors so small? The 

problem, which should be subject of further discus-

sion is the low participation of employees in the in-

novation process. We may also note the low level of 

use of the different possibilities and sources of in-

novation in enterprises. 

The main question is how to increase the activ-

ity of employees to associate them more in this pro-

cess? 

The problems suggested here should be sub-

jected to further research. All the more so as that in 

the upcoming programming period in the European 

Union (2014–2020) a substantial part of financial 

resources can be designated for creating advisory 

networks. Before this happens it is well-advised to 

explore their impact on the innovativeness of ser-

vice enterprises, including tourism enterprises. 

The search for the causes of a low position of 

the service sector in innovation rankings, while it 

may perhaps ensue from inadequate research instru-

ments. An enormous diversity (heterogeneity) of 

service enterprises makes comparisons difficult. 

Therefore, it would perhaps be well-advised to carry 

out research with their division into sub-sectors or 

perhaps it would be more appropriate to create uni-

versal instruments for measuring the innovativeness 

level at service enterprises. Similar conclusions 

were drawn in the documents containing guidance 

for the innovation policy of the European Union. 

7. Conclusions  

The results of the survey carried out made it possi-

ble to achieve the predetermined objective and to 

formulate the following conclusions regarding the 

internal factors affecting the innovativeness of ser-

vice enterprises. In general, the present considera-

tions regarding the variables inducing radical inno-

vation processes at tour operators confirmed the 

results of the previous survey on the innovativeness 

of tourism enterprises. In the first study (2006–

2009) were proposed three factors of internal inno-

vation. While further research (Round II, 2010–

2012) extended this list to 7 factors. 

Detailed conclusions are presented below: 

− comparing the results of both rounds should 

be noted that for the average tourist enter-

prise, each of the three factors (the owner, 

employees and market research) played a 

similar role and was valid for about 33% of 

the respondents. However, in the research 

group of innovative companies (Round II) 

the owner of the company definitely plays a 

major role (average rating 4.5), because 

74% respondents pointed out their role as 

most important o crucial; 

− other internal factors play a much smaller 

role in the innovation process; 

− the ideas of employees have high or moder-

ate importance in the innovation process for 

60% respondents, and the crucial role have 

only every tenth company;  

− managers plays an important role in 38% in-

novative tour operator; 

− in the case of market research 24% of re-

spondents conduct such studies;  

− internal trainings and team of innovation 

does not play a significant role in the inno-

vation process; 

− 55% respondents have a strategy for inno-

vation. 

The identification and evaluation of the im-

portance of the internal factors affecting the innova-

tiveness of tourism service enterprises which are the 

leading ones in this respect make a contribution to 

innovation theory, which is part of economic sci-

ences. A contribution to economic practice is the 

possibility of applying the research results in inno-

vation planning and strategy construction. 

8. Recommendations for further research and 

practice  

In addition to the conclusions regarding the factors 

affecting the innovativeness of service enterprises, 

the following recommendations can also be formu-

lated concerning the research methodology. There 

is a clear shortage of research on the factors affect-

ing the innovativeness of service enterprises on 

which, after all, the Polish and European economies 

depend. In many publications (OECD, Eurostat), it 

has been demonstrated that the innovation level de-

pends on the R&D outlays. On the other hand, how-

ever, the national innovation policy – which cer-

tainly encompasses these outlays – shapes the 

market conditions in a given country.  

It seems, therefore, that the innovation strategy 

of service company should focus, on the one hand, 

on facilitating cooperation and an exchange of in-

formation among the individual actors in the inno-

vation process and, on the other hand, on reducing 

and eliminating restrictions impeding this coopera-

tion. Accordingly, certain recommendations can be 

specified  for  corporate  strategy  contributing to the 
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innovativeness of the service sector. Namely, action 

should be taken to: 

− specify the principles of an effective inno-

vation strategy, since the results of the sur-

veys in Round II demonstrated that it should 

include mobilization (higher activity) of 

employs in the innovation process; 

− ensure a more effective science policy and 

opportunities for extending and strengthen-

ing cooperation between science and busi-

ness, for example, including researchers in 

the preparation of a strategy or market re-

search; 

− the foresight methodology seems to be the 

optimum tool for designing innovation; it 

would involve internal actors of company, 

local governments, customers and tourism-

related non-governmental organisations in 

the process of designing innovation. Practi-

cal implementation guidance for the Polish 

conditions can be found in the references 

(Ejdys, Krawczyk-Dembicka 2012) and on 

the website of the Ministry of Science and 

Higher Education; 

− adjust the instruments for measuring inno-

vativeness to the specificity of the service 

sector.  

Given the still unsolved problem of the insuffi-

cient innovativeness of the Polish economy and the 

European economy as a whole, the identification of 

the specificity of the innovation processes unfolding 

in the service sector and the improvement of the in-

novation management in the contemporary econ-

omy require modernisation of research instruments 

and a deeper exploration of these issues. Conclu-

sions and recommendations should contribute to the 

development of innovation theory and be applied in 

the economic practice of not only tourism enter-

prises, but also other service enterprises. 

Disclosure statement  

I don’t have any competing financial, professional, 

or personal interests from other parties. 
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