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Abstract: The main aim of this article was to define the innovativeness of the tourism sector in cross-
industry terms. The specific objectives were to identify categories of innovations implemented by
tourism enterprises with division by industry branches, and to identify the differences and similarities
of the innovations implemented by tourism enterprises in terms of the industry in which they operate.
A conceptual framework, based on existing literature, was developed to analyze the innovation
process. The research was carried out using the method of a diagnostic survey with interview
elements, according to a structured research questionnaire using the telephone interview technique.
The results show that tourism enterprises are characterized by average and low innovativeness.
From the point of view of assessing the impact of innovation on market behavior in the tourism
sector, there are no so-called disruptive innovations, which could have a decisive impact on market
changes and replace the existing and constantly improved products, services, and processes. There are
sustaining innovations that improve the functioning of companies, which do not affect the market
changes, but do compete with the existing solutions on existing terms. However, incremental and
adaptive innovations constitute an important part of innovation; this process proves the development
of tourism companies and has an impact on the improvement of the situation of the entire economy.

Keywords: innovations; classification of innovations; tourist services; creative (radical) innovations;
imitative innovations; adaptive innovations; secondary (apparent) innovations

1. Introduction

Many researchers have indicated that the issue of innovation in the literature is quite
poorly developed [1–4]. It has been indicated that many areas are not covered, including
the nature of innovation in tourism, whereas the degree of involvement of enterprises in
incremental innovation has not been studied [5,6], most research is descriptive and/or
analytical, and there is need for more empirical research and quantitative evidence [7–9].
It is also believed that there is no cross-industry research to examine innovation in tourism
firms across different segments of the tourism industry [1,5,10]. A review of the research
conducted in Central Europe, particularly in Poland, confirms the above conclusions.
The conducted research on the comparison of the innovativeness of the service sector
with the production sector indicates that the service sector in Poland still has a lower
innovation index than the manufacturing index [11]. Studies by Alsos et al., Hoarau and
Kline, and Krizaj et al. showed that the tourism sector is not very innovative [12–14].

A review of the main research findings in the literature on tourism industry innovation
shows that businesses have no choice but to innovate. The most important factor stimulat-
ing the implementation of innovations is market competition [4,12,13,15–18]. Businesses
have to cope with rapidly changing external markets. It has been proven that companies
facing competitors are 1.6 times more likely to implement innovations (in this case, market-
ing ones) than those that do not have competition [19,20]. The probability of implementing
innovations increases with the increase in the number of competitive companies within
the framework of which the enterprise operates [21]. There are indications that the imple-
mentation of innovations, in particular by micro, small and medium (SMEs), is necessary
for survival in the industry [2,5,18,22,23]. Moreover, it has been proven that regions in
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which enterprises create and implement innovations are able to develop more dynamically
than those who lack them and have a limited ability to adapt [24]. There are also studies
showing that innovation, in particular in peripheral areas, accelerate the economic catching-
up [2,25,26], Innovations also contribute to the opening of new destinations [27]. Summing
up, it should be pointed out that the most important research gap is the insufficient number
of empirical studies in the field of innovation in the tourism sector, in particular in the
cross-industry approach. On the basis of the identified research gap, the research goal
was formulated. The aim of this article was to define the innovativeness of the tourism
sector in cross-industry terms, and to identify categories of innovations implemented by
tourism enterprises, broken down by industry. This allowed identifying the differences
and similarities of the innovations implemented by tourism enterprises in terms of the
industry in which they operate. The article is divided into sections. The first section
contains the review of research in the field of innovation in the tourism sector, including in
the region under study. The second section describes the methodology of data collection
and the methodology of data analysis. The obtained results are described in detail in the
next section. The last section is divided into parts, containing a discussion, conclusions,
contributions to science, directions for future research, and management recommendations.

2. Innovations in the Tourism Sector

The concept of innovation in the literature was introduced by the Austrian economist
Joseph Schumpeter. He treated innovation as any action that resulted in [28] introduction
of new products to the market or improving those that already exist, introduction of a new
or improved production method, implementation of new methods of buying or selling,
opening of a new market for the supply, sale, and distribution of production, acquisition of
a new source of semi-finished products or raw materials, or implementation of changes in
the method of production.

The classic Shumpeterian approach to innovation related to manufacturing enterprises
has evolved along with the development of the economy, and it now applies to all forms
of economic activity, including services, as reflected in the definition of innovation: [29,30]
innovation is a specific tool of an entrepreneur, by means of which he uses the ongoing change as an
opportunity for another business or service [31] . . . new products and services, or new applications
of existing products and services. Porter, in turn, in his definition developed Drucker’s change
as technological improvement, better methods of performing a given task, and distinguished the
subject of changes, indicating that it may be a product, process, new approaches to marketing, or new
forms of distribution. In this study, the understanding of innovation, in accordance with the
latest Organization for Economic Co-operation and Development (OECD) Manual of Oslo,
has been adopted as a new or improved product or service (or a combination thereof) that
has arisen as a result of applying knowledge as a basis for novelty, utility, or value, has been
implemented by a company and significantly differs from previous products or processes of
the company, and has been made available to potential users (product) or put into use by the
company (process). The main distinguishing feature of innovation is the use of knowledge
as a basis for novelty, usefulness, or value. Another important distinguishing feature of
innovation is the increase in added value in the company after its implementation [8].

Booyens and Rogerson collected and classified the results of previous research on inno-
vation in the tourism sector [10]. The vast majority of the research concerned one selected
industry. The hotel industry dominated, among others [23,32,33]. There were also studies
on the innovativeness of selected forms of tourism, including health tourism [34], [35].
According to Booyens and Rogerson, research on innovation in all branches of the tourism
sector has so far been conducted by [10,14,36–39]. All of the studies divided innovations
into four categories: product, process, marketing, and organizational innovations [9,40].
Pikkemaat and Peters [41] classified five categories of innovation in tourism: product-
related, process-related, organizational, logistic, and institutional. Booyens and Roger-
son [10] distinguished seven types. In addition to product, marketing, organizational,
and process-related innovations, they distinguished environmental, structural, and social
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innovations. It should be noted that the latest update of the Manual of Oslo handbook
has made significant changes to the classification of innovations. It distinguishes two
categories: product innovation and innovation in business processes. Product innovations
are defined as new or significantly improved goods or services, which significantly differ
from the previous goods or services provided by the company and which was put on
the market. Product innovations create products and/or services. Services are the result
of production activity that changes user conditions. Within the tourism sector, there are
services related to changes in the physical and mental state of a person. They include
all types of services related to organization and stay of a tourist in a tourist destination,
such as accommodation, guide services, and information. Innovation in business processes
is a new or significantly improved business process for one or more business functions that
are significantly different from the previous activity of the company and that have been
introduced to the use of the company [42]. Innovations in business processes concern six
different functions of a company related to business management:

— manufacturing of goods or services: this involves the activities that transform inputs
into goods or services, including engineering and related works, technical research,
analysis, and certification activities supporting production;

— distribution and logistics: this involves (a) transport and delivery of services, (b) ware-
housing, and (c) order fulfilment;

— marketing and sales and after-sales service: this involves (a) marketing methods,
including advertising (promotion and product placement, product packaging), direct
marketing (telemarketing), exhibitions and fairs, market research, and other activities
aimed at developing new markets, (b) strategies and pricing methods, (c) sales and
after-sales activities, including helpdesk points, other customer support, and customer
relationship activities;

— information and communication services (ICT) within the company: this involves
maintenance and provision of information and communication systems, including
(a) hardware and software, (b) data processing and database, (c) maintenance and
repair, and (d) website hosting and other information activities related to computers;

— administrative functions and management functions: this involves (a) strategic and
general business management (making cross-functional decisions), including organiz-
ing professional duties, (b) corporate governance (law, planning, and public relations),
(c) accounting, bookkeeping, auditing, payments, and other financial or insurance
activities, (d) human resource management (training and education, employee recruit-
ment, workplace organization, provision of temporary staff, payroll management,
and health and medical support), (e) procurement, and (f) external relationship man-
agement with suppliers, alliances;

— engineering services and related technical services related to a company and prod-
uct, and business process development: this involves activities aimed to ascertain
the scope, identify, develop, or adapt a company’s products or business processes.
This function may be undertaken on a systematic or ad hoc basis and may be per-
formed internally or obtained from external sources. Responsibility for these activities
may lie in a separate department or departments responsible for other functions,
e.g., production of goods or services [42].

Business processes can be treated as services for which the company is a customer
(services provided within the company to produce a good or service and sell it); business
processes can be produced internally or obtained from external sources [43]. The above-
mentioned division was used in this research. In addition, due to the existing research
and the need to compare the obtained research results, the classification was extended
by two categories: pro-environmental innovations, which were included in the innova-
tions in product manufacturing processes as a separate category, and social innovations,
which were also divided among the organization’s processes as a separate category.

An important division of innovations is the classification according to the degree of
originality. The literature usually distinguishes three categories of innovations [44]:
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— creative, also known as radical, constitutes a completely new product, service, or pro-
cess not available on the market. It is the result of research and development works.
It is of key importance in the development of the company and the tourism industry;

— imitating constitutes the duplication or reproduction of products, services, and pro-
cesses already existing in the tourism sector. Due to the scale of dissemination, innova-
tions imitating solutions existing in the world, country, or region can be distinguished;

— secondary, incremental (also known as apparent) constitutes minor changes consisting
of improving the solution already existing in the company.

For the purposes of this study, a category of adaptive innovations should also be
distinguished, consisting of the adaptation of innovative solutions from a different industry
by adapting them to the conditions and specificity of a given tourism industry. These in-
novations have a significant level of novelty and significantly influence the diversity of
innovations in the tourism sector.

According to the research by Sundbo et al. [37], tourism enterprises are dominated by
secondary, incremental, nontechnological, and product innovations. This conclusion was
also confirmed by the research of Hjalager [9], where imitators and adaptors (adaptation)
are dominant, and Camison and Mantford-Mir [1], stating that most of the effects of
implemented innovations are only recognizable in the region [38]. Similar results were
obtained in the study of innovation in agritourism. Imitation innovations dominate,
which consist of repeating and imitating activities that have already been carried out in
space [45]. Krizaj et al. [14] indicated that product innovations are implemented twice as
often as process innovations, whereas market innovations are implemented half as often as
process innovations, and there are basically no institutional innovations. The dominance of
incremental innovations was confirmed by Booyens and Rogerson [10]. They indicated that
three-quarters of the introduced innovations concern incremental innovations, and only
one-quarter of the surveyed companies implement novel innovations with a varied scope
of the tourist market. They stated that product, environmental, and process innovations
constituted a group of similar size. The research conducted by Jacob et al. [43] in Slovenia
showed the dominance of process innovations. Cotalino indicated that they dominate the
product manufacturing processes [46].

The accommodation sector, the amusement park sector, and recreation facilities domi-
nate in the area of the implementation of innovations, according to Booyens and Roger-
son [10]. The research by Krizaj et al. [14] confirmed that, taking into account the structure
of the tourism sector, the accommodation sector, followed by tourist agencies and centers
of tourist attractions, leads in the implementation of innovations. The accommodation
sector is dominated by environmental and process innovations, while the leisure and enter-
tainment attractions sector is dominated by structural and social innovations, according to
Booyens and Rogerson [10]. Expert research on the designation of tourist entities responsi-
ble for stimulating the innovation of the tourist region showed that the greatest impact on
the innovation of the tourist region is attributed to amusement parks, having the greatest
impact on creating an offer for which there are no substitutes [47]. From the tourist’s point
of view, companies in the recreational industry are an optional good or even a luxury [23];
thus, only their high creativity can attract a client [48]. They are considered to have the best
chance of gaining an innovative advantage, in particular in marketing innovation [23,48].
The above research indicates that amusement parks and other recreational facilities ap-
pear more and more frequently in the structure of entities with a high innovation index.
They compete with innovations for which there are no substitutes. This discussion led to
the following hypotheses:

Hypothesis 1. The highest innovativeness is achieved by enterprises offering tourist attractions
related to recreation and entertainment (amusement parks, recreational facilities).

Hypothesis 2. Marketing innovations are the dominant form of innovations implemented by
entities providing services related to recreation and entertainment.
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3. Materials and Methods

The empirical study included cross-sector studies of tourism companies on innovative
activities in 2017–2019. The selection of companies for the study was identified according
to the Polish Economic Activity PKD classification [49]. The following groups of entities
providing services have been distinguished: accommodation, catering, transport, culture,
recreation and sports, and travel agencies (Table 1).

Table 1. Characteristics of the range of tourist services by industry.

No. Services Detailed Description of the Service Providers’ Activities

1 Accommodation Accommodation in furnished rooms, apartments with daily cleaning services, making
beds (hotels, motels, guesthouses)

2 Gastronomic Activities: restaurants, cafés

3 Transport

Transport of individual passengers to places agreed by them, passenger car rental,
bus rental with a driver, excursion and tourist transport, activity of excursion boats
and similar vessels at sea, passenger transport on inland waterways: rivers, canals,
lakes and inside ports, bays, and at docks, rental of recreational and sports equipment:
excursion boats, kayaks, sailboats, bicycles, skis, etc.

4 Cultural
Cultural activities, activities of museums, botanical gardens and zoos, including
children’s zoos, activities of nature reserves, including wildlife conservation,
and other cultural activities

5 Recreation and sports
Activities related to recreation and entertainment: amusement and recreation
activities, activities of amusement parks, water parks, rope parks, and other
recreational facilities, activities related to sports

6 Travel agencies Activities of tour operators, travel brokers, and agents in the organization and sale of
tours, as well as other booking service activities and related activities

Then, on the basis of the statistical data of the Central Statistical Office in Poland,
the size of the structure of tourist service providers was identified, broken down by
voivodeships in which the economic activity is registered. In order to avoid the error
related to the limitation of research entities due to highly aggregated data contained in the
Local Data Bank (BDL) of the Central Statistical Office in Poland before starting the study,
information about entities, contact details, and telephone numbers were collected from
websites. A short description of the company’s activity and its service offer was created on
the basis of websites and customer reviews concerning innovative activities. On this basis,
the enterprise was classified for the study.

The collection of research material was carried out using the diagnostic survey method
with interview elements. A structured interview questionnaire was used for the study as
a research tool, and the research was carried out using the computer-assisted telephone
interviewing (CATI) technique. This study was qualitative in nature. This method allowed
obtaining particularly important data that cannot be obtained through other methods [50].
The basic advantages of the study include the possibility of obtaining detailed information,
higher objectivity, the ability to take into account the individual needs of the interlocutor
and greater flexibility of the research process [51]. The research consisted of identifying
detailed types of implemented innovations in tourism enterprises. The pilot studies were
carried out in May and June 2019; then, the questionnaire was verified, and the basic
research was carried out in the period from April to November 2020. A total of 131
interviews were conducted. The return rate achieved (the return rate is understood as the
difference between consent to the interview and its conduct and the calls made, including
the refusal to grant the interview) was 8%.

In terms of the research issues analyzed in the article, the interview questionnaire
contained semi-open questions and open-ended questions, classified as specific qualitative
questions. The respondents first indicated the number of innovations implemented in
2017–2019. The next stage of the research involved semi-open and open-ended detailed
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questions. The respondents indicated the category of implemented innovations (product
innovations: new product, new service; innovations in business processes: changes in the
production of goods or services, including pro-environmental innovations contributing to
eliminating the effects of environmental degradation; distribution and logistics, including
new sales markets; new marketing methods, including new forms of promoting prod-
ucts/services, pricing strategies, entering a new market; new technologies, information
and communication services (ICT) program in production, sales and company service;
changes in the area of management in the company, including professional development,
cooperation with the environment, this social environment, new work organization, engi-
neering services, and related technical services on behalf of the company). In each category
of implemented innovations, the respondents defined the scope of novelties according to
the following key: a new idea not present on the market; idea from national/world tourism
services; idea borrowed from another industry; new idea in the organization; improvement
of an already existing solution. For each category of implemented innovation, the respon-
dents described in detail and discussed the implemented innovations. All responses were
recorded using an electronic tool and then transcribed. Further analysis was classified into
groups, and the results were discussed.

The description of the research results was made with the use of the mathematical mean,
weighted mean, and percentage share of categories in the studied population, as well as de-
scriptively. The results of the qualitative study were described textually using data aggregation.

The method of linear ordering, i.e., unitization, was used to select enterprises with the
highest innovation index. Linear ordering is the ordering of objects in order from best to
worst, and the ordering criterion is the level of a complex phenomenon [52]. The variables
of the studied phenomenon (innovations) were described by means of five differentiating
values. The number of implemented innovations and their range were adopted as differ-
entiating values. Radical, innovative innovations were assigned a value of 5, imitative
innovations of a mimetic nature occurring on the global/domestic market were assigned
a value of 4, adaptive innovations originating from a different industry were assigned a
value of 3, innovations that were new to the organization (innovations introduced with
the establishment of a company) were assigned a value of 2, and innovations improving
already existing solutions were assigned a value of 1.

In the study, the normalized values of the variables were stimulants; therefore, a higher
level of innovation was described by a higher value of the indicator. The values of the
indicator ranged from 0 to 1. The value of 0 was obtained by entities that implemented
only one innovation in the years 2017–2019, which was new to the organization.

In the first stage, the weighted average of innovativeness of enterprises was calculated,
broken down by the tourism industry, and then the variables were normalized using the
zero unitarization technique, according to Equation (1).

zij = −
xij − xj min

xj max − xj min
, (1)

where zij is the normalized (unitized) value of the j-th variable for the i-th object, xj min is the
minimum value of the innovation level of the i-th object (a value of 1 was adopted), and xj max
is the maximum value of the innovation level of the i-th object (a value of 5 was adopted).

The results were compared to the ideal model; therefore, for the variable xj min,
i.e., the minimum value of the level of innovation, the value of 1 was adopted, and, for the
variable xj max, i.e., the maximum value of the level of innovation, the value of 5 was adopted.

In order to determine the qualitative measure of innovativeness of enterprises, a scor-
ing method was used, and five equal levels of innovativeness of tourism enterprises were
determined (Table 2).
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Table 2. Innovation classes of the surveyed enterprises.

Class Class Span The Level of Innovation

I 1–0.81 Very high innovation

II 0.80–0.61 High innovation

III 0.60–0.41 Average innovation

IV 0.40–0.21 Low innovation

V 0.20–0.00 Very low innovation

4. Research Results

The results of the survey show that 67% of the surveyed companies declared the
implementation of product innovations. In the case of over 90% of enterprises, these were
imitative innovations. One-fourth of the surveyed companies adopted patterns that were
present on the global or domestic tourism market. The same percentage of companies
implemented innovations that were new to the organization, or the changes included
improvements to existing innovations in the company. In terms of innovations occurring
in business processes, enterprises implemented marketing innovations (64.12% of the
surveyed enterprises declared their implementation) and innovations in logistics and
distribution processes (61.07% of the surveyed enterprises declared their implementation).
Entrepreneurs adopted patterns already operating on the global and domestic market.
However, it should be noted that, in the case of these two types of innovation, a significant
proportion of entrepreneurs (marketing: 13.74%; logistics: 19.85%) used the existing
marketing and logistics patterns found in other industries. Innovations in information
and communication services (ICT) inside the company were implemented by 56% of the
surveyed companies. Half of the surveyed enterprises declared the implementation of pro-
environmental innovations related to the functioning of the company and the production
of products. Innovations that improved the already existing solutions were dominant.
It should also be noted that 10% of the surveyed entities adapted innovations occurring in
other industries. Detailed results are presented in Table 3.

In the structure of implemented innovations, product innovations constituted the
largest share (16.86%). A slightly smaller percentage was represented by marketing innova-
tions (15.91%), innovations in logistics processes (15.15%), and innovations implemented
in ICT (14.02%). Next, there were innovations introduced in the organization of work and
pro-environmental innovations related to the production of products and services. However,
it should be stated that no significant discrepancies between the number of implemented
types of innovations were observed (Table 4). A detailed analysis of the scale of novelty
of implemented innovations indicated the domination of imitative innovations that were
novel and an improvement at the enterprise level (8.33% + 28.79% = 37.12% of implemented
innovations); subsequently, an equally large number were implemented innovations that al-
ready existed in tourist services on the domestic and global market (34.47% of implemented
innovations). An important and noticeable process was the adaptation of innovations
functioning in other industries; this phenomenon was dominant in the implementation of
innovations in logistics processes. Detailed results are presented in Table 4.

The analysis of the structure of the types of implemented innovations in each of the surveyed
tourism industries showed that accommodation services were dominated by innovations related
to the implementation of ICT systems (16.58% of all innovations implemented by hotels, followed
by product innovations, in logistics and marketing processes. In catering services, innovations
introduced in logistics and distribution processes (18.59%), followed by product and marketing
innovations, were dominant. In transport services, marketing and pro-environmental innovations
were dominant (17.24% each), followed by product, ICT, and work organization innovations
to an equal extent. Enterprises providing recreational and sports services implemented the
most product innovations (22.39% of all implemented innovations), followed by marketing
innovations. Travel agencies mainly implemented innovations in logistics and distribution
processes (16.67%), while other types of innovations were implemented equally (Table 5).
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Table 3. Structure of entities implementing innovations by types of innovations and the scale of novelty. ICT, information and communication services.

% of Entities Implementing Innovations
by Type, N = 131

Product
Innovations

Innovations in Business Processes

Logistics ICT Marketing

Manufacture of Products Organization and Management

Entering New
Service Markets

Pro-
Environmental

Innovations

New Work
Organization

Social
Innovations

In total 67.94% 61.07% 56.49% 64.12% 40.5% 50.4% 48.85% 13.74%

Radical 6.87% 3.05% 2.29% 2.29% 3.05% 3.05% 6.11% 1.53%

World/national 24.43% 19.08% 23.66% 22.14% 15.3% 15.3% 16.03% 3.05%

Borrowed from another industry 12.98% 19.85% 11.45% 13.74% 5.34% 9.16% 8.40% 5.34%

New in the organization 3.82% 3.82% 4.58% 5.34% 6.11% 6.87% 1.53% 1.53%

Improvement of an already existing solution 19.85% 15.27% 14.50% 20.61% 10.7% 16.0% 16.79% 2.29%

Table 4. Structure of implemented innovations according to the scale of novelty and type of implemented innovations.

% of Implemented Innovations, N = 528 Product
Innovations

Logistics ICT Marketing
Manufacture of Products Organization and Management

Entering New
Service Markets

Pro-Environmental
Innovations

New Work
Organization

Social
Innovations

In total 16.86% 15.15% 14.02% 15.91% 10.04% 12.50% 12.12% 3.41%

Radical 7.01% 1.70% 0.76% 0.57% 0.57% 0.76% 0.76% 1.52% 0.38%

World/national 34.47% 6.06% 4.73% 5.87% 5.49% 3.79% 3.79% 3.98% 0.76%

Borrowed from another industry 21.40% 3.22% 4.92% 2.84% 3.41% 1.33% 2.27% 2.08% 1.33%

New in the organization 8.33% 0.95% 0.95% 1.14% 1.33% 1.52% 1.70% 0.38% 0.38%

Improvement of an already existing solution 28.79% 4.92% 3.79% 3.60% 5.11% 2.65% 3.98% 4.17% 0.57%
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The analysis of the structure of implemented innovations within the tourism industry
showed that, in accommodation services, more than half of the implemented innovations
were new on the global and domestic market (51%). In the case of other industries, inno-
vations consisting of the improvement of already existing solutions in the company were
dominant (over 30% of all implemented innovations), and over 10% were innovations new
to the organization. It should be noted that, in the group of radical innovations, the industry
providing recreation and sports services implemented the highest percentage (15%) (Table 6).
In the group of innovations adopted from another industry, the largest percentage was
implemented by the catering industry (28%). Detailed results are presented in Table 6.

The research indicates that for each enterprise providing tourist services, there were
4.03 implemented innovations of different scales of novelty. Taking into account the
importance of innovation according to the scale of its novelty, it follows that, on average,
there were 2.74 innovations for each enterprise (weighted average). This means that the
implemented innovations were of lower importance due to the scale of novelty. A detailed
analysis of the average number of implemented innovations in individual tourist services
showed that the largest number of innovations was implemented in sports and recreation
(6.09) and cultural (5.88) services. Providers of accommodation services implemented the
lowest number of innovations (3.98). The scale of novelty of the implemented innovations
indicates that innovations with a higher scale of novelty than in other tourism industries
were being implemented in accommodation services (3.23). A detailed distribution of the
data is presented in Table 7.

Taking into account the number of implemented innovations, it can be assumed that
the highest innovativeness was achieved by enterprises providing recreation and sports
services. In accordance with the methodology adopted by the author, these enterprises
qualified with the index of 0.41 to the third innovation class, which was the highest
class achieved by the surveyed enterprises. This class has a higher innovation index;
it was achieved by enterprises providing accommodation services, i.e., 0.56. Moreover,
the innovation index of enterprises providing recreational and sports services was lower by
0.03 points than the value of the index calculated for all surveyed enterprises. The results of
the performed analysis indicate that the formulated hypothesis (the highest innovativeness
is achieved by enterprises offering tourist attractions related to recreation and entertainment
(amusement parks, recreational facilities) should be refuted. The companies providing
accommodation services were the most innovative.

The results of the study indicate that the implementation of product innovations was
dominant in recreational and sports enterprises, with 83.33% of the surveyed companies
implementing them. These are innovations that improve the existing innovations and
new ones in the organization. It is important that enterprises implemented the highest
percentage of radical innovations among the surveyed (15%), with these innovations
implemented by 5.6% of the surveyed enterprises. The highest percentage of implemented
innovations in marketing processes was observed in transport and culture enterprises.
The vast majority of these innovations were innovations consisting of improving solutions
already existing in the company. The results of the research indicate that the second
hypothesis (marketing innovations are the dominant form of innovation implemented by
entities providing services related to recreation and entertainment) was verified negatively.
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Table 5. Structure of implemented innovations by tourism industries and types of innovations.

Structure Innovations by Tourism Industries and
Types of Innovations

Product
Innovations

Logistics ICT Marketing
Manufacture of Products Organization and Management

Entering New
Service Markets

Pro-Environmental
Innovations

New Work
Organization

Social
Innovations

% of implemented innovations in accommodation services, N = 187 16.04% 15.51% 16.58% 14.97% 9.63% 13.37% 10.16% 3.74%

% of implemented innovations in catering services, N = 156 17.31% 18.59% 11.54% 16.03% 9.62% 12.82% 11.54% 2.56%

% of implemented innovations in transport services, N = 29 13.79% 10.34% 13.79% 17.24% 10.34% 17.24% 13.79% 3.45%

% of implemented innovations in cultural services, N = 35 17.14% 11.43% 14.29% 22.86% 5.71% 8.57% 17.14% 2.86%

% of implemented innovations in recreation and sports services, N = 67 22.39% 8.96% 13.43% 16.42% 11.94% 10.45% 13.43% 2.99%

% of implemented innovations in travel agency services, N = 48 12.50% 16.67% 12.50% 12.50% 12.50% 10.42% 14.58% 4.17%

Table 6. Structure of implemented innovations by tourism industries and the scale of new products.

Structure of Implemented Innovations according to
the Scale of Novelties in Tourist Services

Accommodation
Services N = 187

Catering Services
N = 156

Transport Services
Provided to Tourists

N = 29

Cultural Services
N = 35

Sports and
Recreational Services

N = 67

Travel Agency
Services
N = 48

Radical 6% 6% 7% 0% 15% 10%

World/national 51% 27% 28% 31% 25% 19%

Borrowed from another industry 22% 28% 24% 9% 13% 17%

New in the organization 3% 6% 10% 11% 12% 17%

Improvement of an already existing solution 17% 33% 31% 49% 34% 38%

Table 7. Innovativeness of enterprises by tourism industries.

Entities Implementing Innovations
by Type

Average Number of Implemented Innovations
per Enterprise in the Industry

Weighted Average according to the Scale of Novelty of
Implemented Innovations per Enterprise in the Industry Innovation Index The Level of Innovation

In total 4.03 2.74 0.44 Average

Accommodation services 3.98 3.23 0.56 Average

Catering services 4.0 2.61 0.40 Low

Transport services provided to tourists 4.83 2.59 0.40 Low

Cultural services 5.88 2.11 0.28 Low

Recreational and sports services 6.09 2.63 0.41 Average

Travel agency services 4.36 2.31 0.33 Low
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5. Discussion

Product innovations are dominant in Polish tourism enterprises. Similar results were
obtained by Sundbo et al. in their research of companies in Denmark and Spain [37].
However, there were similar levels of innovations implemented in marketing, distribu-
tion, and logistics processes, as well as ICT. Jakob’s research on the Balearic Islands in
Spain indicated the domination of process innovations [43], while research conducted in
the West Cape region in South Africa by Booyens and Rogerson [10] stated that product,
environmental, and process innovations were of similar level. Most of the implemented
innovations were secondary, incremental innovations, which are an improvement of al-
ready existing solutions in the company. Much fewer imitative and adaptive innovations
were implemented, which are the adaptation of innovations from another industry to
their own conditions. Similar types of innovations were implemented by entrepreneurs
operating, among others, in Denmark and Spain, West Cape South Africa, and Slovenia,
as indicated by the research conducted by Hjalager [9], Krizaj et al. [14], and Booyens
et al. [10]. The highest percentage of secondary, incremental innovations was characteristic
of product innovations in marketing, organizational, and management processes in the
field of work organization and pro-environmental processes. In turn, the largest share of
imitative innovations was implemented in product innovations, with slightly lower shares
in marketing processes and ICT. Adaptive innovations were dominant in distribution and
logistics processes.

Our research showed a much lower percentage of companies implementing novel
innovations than the Krizaj research [14] carried out in Slovakia. Moreover, a lack of engi-
neering innovations was determined, although some of the respondents included them in
the group of innovations in product manufacturing processes [12]. The analysis of innova-
tions in the product manufacturing processes showed that, in this group, most innovations
were of an adaptive nature in the processes of distribution and logistics. A very small
percentage of enterprises implemented novel innovations.

Taking into account the structure of the tourism sector, the leaders in the implementation
of innovations were the accommodation sector and the sector of amusement parks and recre-
ation facilities, which is in line with the results of the research by Booyens and Rogerson [10]
and Krizaj et al. [14], obtained in West Cape South Africa and in Slovenia, respectively.

In accommodation services, innovations in ICT processes were dominant, in line with
the results of Booyens and Rogerson [10], followed by product innovations in distribu-
tion and logistics processes, as well as marketing processes, which was not confirmed by
Booyens and Rogerson, as, in their research, environmental innovations were prevalent.
In the recreational and sports industry, the dominant innovations were product innova-
tions and innovations in marketing processes, with a similar level, consistent with the
results from Australia in the study by Diviseker [21] in relation to marketing innovations.
One should agree that, in optional or even luxury services, only their high creativity can
attract the customer [21]. In the case of the surveyed companies, we saw this creativity
in product innovations. This was evidenced by a fairly significant percentage of novel
innovations. According to the author, the catalog of optional services should be extended
to include transport services provided to tourists at the tourist reception site, as well as
cultural services. In our research, in the case of these service providers, the highest per-
centage of implemented innovations were those in marketing processes. In the case of
transport services, environmental innovations were implemented to the same extent in
product manufacturing processes.

In catering services, innovations introduced in distribution and logistics processes,
followed by product and marketing innovations, were dominant. These results slightly
differ from those related to the structure of implemented innovations in catering obtained
by Booyens et al. [10]. However, it should be noted that the present research showed a
slightly different breakdown structure of innovation. From the group of organizational
innovations, innovations in distribution and logistics processes, innovations in product
manufacturing processes, and innovations in organization and management processes
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were distinguished. In addition, Booyen et al. calculated the structure of innovation within
each of the researched types of innovations, and, in this research, the structure of the
implemented innovations by each of the industries was calculated so that they could be
compared. These innovations were primarily secondary, incremental, and then adaptive,
as well as imitative. In transport services, marketing and pro-environmental innovations
dominated, followed to an equal extent by product innovations in ICT, as well as work
organization processes. Just as in catering services, these were primarily secondary, incre-
mental, and imitative innovations. Enterprises providing cultural services implemented
the most innovations in marketing processes. Half of these innovations were secondary,
incremental innovations.

Enterprises providing recreational and sports services implemented the most product
innovations followed by innovations in marketing processes. The vast majority were
secondary, incremental innovations. It should be noted, however, that about one-fifth of
innovations were novel innovations with a different scope of the tourist market. Travel agen-
cies primarily implemented innovations in distribution and logistics processes. The vast
majority were secondary, incremental innovations.

6. Conclusions

The largest percentage of tourism industry enterprises implemented product innova-
tions. Slightly fewer enterprises implemented innovations in the processes of marketing,
distribution, and logistics, as well as ICT.

Enterprises implemented imitative innovations; among them, one-fifth of enterprises
implemented secondary, incremental innovations, which are an improvement of already
existing solutions in the company. One-fourth of the surveyed companies adopted patterns
that are present on the global or domestic tourism market. Slightly more than one-tenth of
companies implemented adaptive innovations, adopting patterns from other industries
and adapting them to their conditions. This process was dominant in the case of adapting
innovations in distribution and logistics processes. A very small percentage of enterprises
implemented novel innovations.

The structure of implemented innovations reflected the above distribution. Product
innovations were dominant. Slightly fewer innovations were implemented in the processes
of marketing, distribution, and logistics, as well as ICT. However, it should be stated that
no significant discrepancies between the number of implemented types of innovations
were observed.

The structure of the implemented innovations was dominated by secondary, incre-
mental innovations. The highest percentage occurred in product innovations, as well as in
marketing, organizational, and management processes in the field of work organization
and pro-environmental innovations. Imitation innovations were implemented slightly less,
mainly on the global and domestic market. These innovations constituted one-third of
all implemented innovations. Their largest share occurred in product innovations, with a
slightly lower share in marketing processes, as well as ICT. An important and notice-
able process is the phenomenon of adapting innovations functioning in other industries.
Adaptive innovations dominate distribution and logistics processes.

In accommodation services, innovations in ICT processes were dominant, followed
by product innovations, distribution, and logistics processes, as well as marketing pro-
cesses. Half of the implemented innovations were imitative innovations occurring on the
global and domestic market. Adaptive innovations accounted for a large proportion of
innovations, and secondary, incremental innovations were slightly less prevalent.

In catering services, innovations introduced in distribution and logistics processes
were dominant, followed by product and marketing innovations. These innovations were
primarily secondary, incremental, and then adaptive, as well as imitative. In transport ser-
vices, marketing and pro-environmental innovations were dominant, followed by product
innovations to an equal extent, in ICT and work organization processes. As in the case of
catering services, these innovations were primarily secondary, incremental, and imitative.
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Enterprises providing cultural services implemented the most innovations in marketing
processes. Half of these innovations were secondary, incremental innovations.

Enterprises providing recreational and sports services implemented the most product
innovations, followed by innovations in marketing processes. The vast majority were
secondary, incremental innovations. It should be noted, however, that about one-fifth
of innovations were innovative innovations with a varied scope of the tourist market.
Travel agencies primarily implemented innovations in distribution and logistics processes.
The vast majority of innovations were of a secondary, incremental nature.

The highest, average innovativeness was characteristic of enterprises providing ac-
commodation services, as well as recreation and sports services.

Summing up, it should be stated that the tourism industry is characterized by an average
and low level of innovativeness. Enterprises providing accommodation services, as well as
recreational and sports services, are characterized by an average level of innovativeness.

Secondary, incremental product innovations dominate in recreational and sports ser-
vices. However, it should be said that these companies implement much more novel
innovations than others. Accommodation services implement the most imitative innova-
tions in ICT processes. Catering services and travel agencies lead in the implementation of
innovations in distribution and logistics processes. In the case of catering services, these are
definitely adaptive innovations, and, in travel agencies, secondary, incremental innovations
dominate. Secondary, incremental innovations in marketing processes are dominant in
transport and cultural services. The largest percentage of pro-environmental innovations
is implemented by transport service companies. Generally speaking, it should be stated
that the tourism sector operating in Poland is characterized by a comparable structure and
types of innovations implemented by enterprises operating in other countries of the world,
e.g., Balearic Islands in Spain, Denmark and Spain, Slovenia, West Cape South Africa,
and Australia.

7. Contribution to Science

In this article, four areas were identified as a new contribution to science. Firstly,
a conceptual framework was adopted for the analysis of the innovation process of tourism
enterprises by applying the ranking of implemented innovations as a function of a scale
of novelty. This is an important contribution considering that, so far, the innovativeness
of tourism enterprises has been calculated on the basis of the number of implemented
innovations. However, taking into account the effects of implemented innovations and
changes in the enterprise as a result of their introduction, one cannot treat incremental
innovation and innovation, which is a novelty on a national or even world scale, on par.
The proposed conceptual framework can be used as a basis for similar empirical work
and/or can be modified and extended to suit specific research objectives.

Secondly, the study found that innovations in the tourism industry are widely im-
plemented by companies. The study confirmed the dominance of secondary, incremental
innovations, consistent with other studies, such as Sundbo et al. [37], Eide et al. [36],
Alsos et al. [12], Clausen and Madsen, [7], Rodriguez et al. [3], and Williams [4]. However,
attention should also be paid to the significant percentage of implemented imitative inno-
vations, transferring patterns already existing in the world and in the country. High activity
was observed in the field of adaptive innovations associated with adapting innovations
from another industry to the conditions of the company, which positively affects the differ-
entiation of the types of innovations. This diversified structure testifies to the commitment
and activity of companies in the field of innovative activities. As noted by Hajlager [53],
Sundbo and Toivonen [54], and Fagerberg [16], strategic growth is important for the com-
petitiveness of tourism companies, as it collectively leads to radical changes, increases
productivity, and contributes to improving the economic situation. However, a disturbing
phenomenon is the very low percentage of novel innovations, lower than indicated by the
research by Krizaj et al. [14]. It should be stated that, from the point of view of the assess-
ment of the impact of innovation on market behavior [55], in the tourism sector, there are no
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so-called disruptive innovations that could have a decisive impact on market changes and
replace the existing and constantly improved products, services, and processes. There are
sustaining innovations that do not affect the market changes and compete with the existing
solutions on the same terms [56]. The occurrence of this phenomenon over a longer period
of time significantly reduces the competitiveness of this sector. This study contributes to
the development of the literature because, as pointed out by Thomas et al. [5] and Brooker
and Joppe [6], incremental innovations have been the subject of minimal research attention.

Thirdly, as an empirical study, a substantial level of useful information was provided
about the generic structure of implemented innovations. The study showed that the struc-
ture of the innovations implemented in the tourism industry is evolving. Earlier research
by Sundbo et al. [37] indicated the dominance of product innovation. Jakob’s research indi-
cated the dominance of process innovations, while Booyens and Rogerson [10] indicated
that product, environmental, and process innovations were of a similar level. This study
showed that, despite the slight advantage of product innovations, innovations imple-
mented in the processes of marketing, distribution, and logistics, as well as ICT, constitute
a similar level, which indicates a significant evaluation of innovation processes in tourist
services. An important contribution of this research is the identification of innovations
in advanced business processes taking place in a tourism enterprise. It should be noted
that the breakdown of innovation introduced by the OECD in 2018 made it much easier to
identify and categorize innovations [42]. The novelty is the identification of innovations
implemented in the processes of distribution and logistics, as well as the processes of
manufacturing products, and distinguishing them from the group of organization and
management processes. As indicated by the results of the study, innovations in distribution
and logistics processes were not very diverse in the tourism sector, as evidenced by the
dominant number of implemented adaptive innovations, i.e., patterns transferred from
other industries. These are processes that are developing quite quickly in the tourism
industry, especially in catering services and travel agencies. This process is associated with
the need to distribute product innovations, as well as with the introduction of innovations
within the company related to entering new service markets. The new classification of types
of innovations also allowed clearly indicating the place of pro-environmental innovations
in business processes.

Fourth, the research contributes to the development of literature on innovation in
the tourism sector. The research concerned innovativeness within the industry and cov-
ered the sectors of accommodation, catering, transport, culture, recreation, and sports
services, as well as travel agencies. As indicated by the literature research, there are few
cross-industry studies; therefore, this research extends the range of already known re-
sults. Business innovation surveys confirmed the results of Booyen et al. [10] and Sundbo
et al. [37]. The most innovative industry involved enterprises providing accommodation
services, followed by enterprises providing recreation and sports services. The remaining
industries showed a low level of innovation. However, this research contributes to the
debate on the leading forms of innovation implemented by the most innovative industries.
In accommodation services, innovations in ICT processes were dominant, in line with
the results of Booyens and Rogerson, followed by a similar level of product innovations
in distribution and logistics processes, as well as marketing processes, which was not
confirmed by Booyens and Rogerson, as, in their research, environmental innovations were
dominant. One should agree that, in optional or even luxurious services, only their high
creativity can attract the customer [21]. Therefore, such services should be dominated by
innovations in marketing processes. Their conclusions were related only to the recreational
services provided in the tourist region. According to the authors, the catalog of optional
services should be extended to include transport services provided to tourists at the tourist
reception site and cultural services. The results of the study indicate that the creativity of
providers of recreational and sports services translated into the implementation of two
types of innovations, product and marketing innovations, which quite significantly ex-
ceeded other types of innovations. Moreover, these innovations showed quite a significant
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share of novel innovations. In the case of the transport and culture industries, marketing
innovations dominated, but it should be noted that the transport industry introduced a
high percentage of pro-environmental innovations in the product manufacturing processes.

Summing up, it should be stated that innovativeness is a process occurring in the
tourism sector in Poland. It should be stated that, from the point of view of assessing the
impact of innovation on market behavior in the tourism sector, there are no disruptive
innovations that could have a decisive impact on market changes and replace the existing
and constantly improved products, services, and processes. There are sustaining innova-
tions that improve the functioning of companies, which do not affect the market changes,
and compete with the existing solutions on the same terms. However, an important part of
innovation constitutes incremental and adaptive innovations; this process testifies to the
development of tourism companies and contributes to the improvement of the situation in
the entire economy.

The epidemiological situation related to COVID-19 is important from the point of
view of the future goals of innovative activities of tourism enterprises. Research shows
that the tourism sector, especially accommodation and catering, includes companies most
vulnerable to economic shocks [57]. As a result of the COVID-19 pandemic, for example,
the Japanese tourism industry recorded a 61% decrease in tourism consumption in the first
half of 2020 [58]. In order to counteract this, the governments of various countries supported
the tourism market by supporting promotional campaigns, issuing discount coupons
for tourist stays, along with financial support for subsidizing employee salaries [57,58].
Moreover, as indicated by the latest research, the structure of implemented innovations
should change from product innovations to marketing innovations as the most effective
tool for solving the problem and reaching the demand market by constantly expanding
the base of contacts with contractors [59]. In turn, the demand market expects the creation
of so-called “safe vacation” offers, whereby 42.3% of the surveyed tourists vacationing in
the Azores declared a willingness to pay more for a “safe vacation” offer [60]. The above
studies related to the COVID-19 situation suggest serious changes in the innovative activity
of the tourism sector, which, unfortunately, are not observed among Polish entrepreneurs.
This problem is one of the most important future research directions.

The results of the study can help to develop management programs and strategies
critical to initiating innovation processes, in particular radical innovations.
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