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SCENARIOS OF THE FUTURE - MODELLING OF INNOVATIVE
TOURIST PRODUCTS

Z. Zontek, E. Lipianin-Zontek
University of Bielsko-Biala, Poland

The aim of this article is to indicate the directions of the development of tourist sector
innovativeness in the south region of Silesian Province. In the article was self-characterized the
essence of modelling innovative products during the cycle of product life. There were presented
chosen results of research in region and scenario planning method, used for indication of main
changes in tourist sector - with special pressure on the innovativeness.
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1. The essence of innovation in tourist sector

A formation of innovative products on the level of a company, on the local plane, has an
impact on a development of competitive tourist products of the region, allows for the tourist
activation, initiates the formation of partnership concerning the problem of innovation, and
also brings about the effect of cooperation.

The following study aims at indicating the basic terms that refer to the innovation of
tourist products, and presenting the possible scenarios of development which consider
the implementation of innovative tourist products. The scenarios were drawn up for the
southern sub-region of Silesia province on the basis of interviews conducted among the
identified companies of the region.

The term innovation is strictly connected with the notions such as: novelty, output,
changes, reforms, enterprise, or at present “management of knowledge”. However, the
notions do not coincide with each other. The output refers to the creation of new ideas (from
Greek: the art of invention), and its main domain of interest are the processes and methods
of creative thinking. However, the innovation does not require just new discoveries, one
can introduce solutions that already exist.

As the term is popularly understood, the innovation implies a new solution of certain
problems, issues which involve a change of actual state and has an important part in a
development of the specific field, for example technology, organization, management
or ecology (12, p. 128). One should emphasize that the term “Innovation” does not
necessarily mean “new” in the world, it can also denote “new” for a given economic unit
(2, p. 693-716).

The pioneer, in the field of the terminology referring to innovation and innovation
character, is J.A. Schumpeter who defined innovations as the usage and popularization of
new solutions in practice (10, p. 60). He distinguished, in their introductory process, three
sequences following in succession:

- Invention; in other words finding possibilities of using the new concepts in practice,
discoveries and other results of a scientific activity.
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- Innovation; a materialization of inventions- a fulfilment of an invention in the shape
that functions in practice.

- Diffusion (imitation)- these are changes of imitational or inventive character, having
a continuous course, however the innovations refer to changes which do not show the
continuous character, that is why they are unique and original.

The concept of triad by Schumpeter differentiates the term of invention and innovation,
which is understood as the process of implementation and practical usage of a new service,
a procedure or standard of behaviour- if they show the features of novelty (1, p. 53). The
cycle of innovation ends with so called diffusion of innovation which is distinguished as
the transfer of innovation within the branches of economy, as well as its adaptation (spatial
and inter branch-like diffusion). Schumpeter differentiated five categories of innovation:

- introduction of a service or vital improvement of the quality of existing service;

- introduction of a new or essentially modernized method of production;

- a creation of a new segment on the market or an access to a geographically new
market;

- introduction of a new type of company organization (10, p. 104).

According to Schumpeter, innovations denote “changes” which are subject to the
process of commercialization, in other words the products/services or processes, which
have the economic value, are the effect of introducing innovations (13, p. 80-81). In the
similar way Pavitt, Tidd, Bessand who describe the innovations as a process that involves a
development of new ideas to introduce products or processes to a turnover (8, p. 343-374).
However, P.F. Drucker indicates that an innovation should be treated as the instrument of
enterprise (3, p. 54-55). The innovative activities can appear in projects, marketing activities,
products, a price or service for a customer, organization or methods of management.

2. Modelling of innovations stimulation

There are unique models of forming and stimulating innovations in the field of tourism.
A tourist company which looks for possibilities of introducing new product and process-
like solutions deserve to be called the innovative company. The innovative activity may
have a diverse character depending on the specificity of a company. Some of the companies
conduct strictly defined innovative projects, for example as they create and introduce a new
product, whereas other ones make constant improvements in their products, processes and
activities. Both types of subjects can be recognized as the innovative ones: the innovation
may rely on implementing one major change or a series of smaller, incremental changes,
which form together a meaningful change. Even the companies which tend to search new
methods of running a business deserve to be called “innovative” (6, p. 43-45).

The terminology that refers to a division of innovation, and also the one which considers
a division of sources in creating innovative tourist products, is rich and multilevel. This study
was based on the innovative division of A.M. Hjalager, worked out on the basis of Abernathy
and Clark’s model (5, p. 466-467). The author differentiates four main innovative groups:
regular, recessive, radical and revolutionary, considering two essential factors: external
(market connections) and internal (competence). The innovation division and the choice of
determinants give the basis for a study of programmes of the future method for a development
of tourism which considers a formation of innovative tourist products.
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The effects of innovative activities are strictly dependant on a type of implemented
innovation. The creation of innovative tourist products may include simple modifications
of existing products, processes and practices (which can be new for a company, but not
necessarily for the tourist business), but on the other hand it refers to fundamentally new
products and processes (which are new both for business and a tourist company).

A realization of the idea should engage the whole range of scientific, organizational,
technological, marketing, financial and commercial activities, and the effects of the actions
may lead to innovation in the following fields (7, p. 1143-1144):

- Product-like innovations, which give rise to innovative products, tourist services and
in other economic sectors;

- Administration and process-like innovations, which aim to improve the process of
tourist services and procedures of administration in tourist companies and clusters;

- Information innovations — a usage of brand- new information and promotion channels,
innovations of information system within a cluster;

- Institutional innovations — new directions of public-legal partnership and support
of public system for tourist companies. Institutional innovations include particularly a
creation of new organizational solutions, such as:

a) cooperative models ( network, consortia, centres, ...)

b) consolidation models (fusions, unions, and institutional federations, ...)

c¢) changes of name (new logo) — re-branding.

The realization of an idea should activate the whole range of scientific actions:
organizational, technological, financial and commercial ones. The creation of innovative
tourist products can include simple modifications of existing products, processes and
practices(which can be new for a company, but not necessarily for the tourist business)
from one hand, and fundamentally new products and processes from the other hand ( which
are new both for business and tourist company). The detailed definition of innovation was
published by OECD in the series of handbooks called Oslo Manual. The core of the problem
is putting the novelty into practice, which comes down to offering of a new product or service
on the market, and in relation to a new process, organization or marketing methods, to their
usage in the current activity of a businessman. The innovation can be a result of one’s own
empiric and developmental business, cooperation with other entrepreneurs or institutions, or
a result of the know-how purchase.

However, one should assume that the innovation of tourist companies is gradated, used
with different intensity and scale. The innovation of tourist companies is also dependent
on the type of business and location in the tourist field. Therefore, it is reasonable to point
out the definitions, where the innovation of tourist companies is defined as the ability and
motivation for a research and commercial usage of any scientific results of studies, new
concepts, ideas that result in an increase of the level of modernity and reinforcement of the
competitive position of a company, or the realization of entrepreneur’s ambitions.

One may indicate that there are also innovations in tourism which have organizational,
technical, marketing, market, logistic, institutional, cultural or psychological character (4,
p. 1-12). The potential fields of innovation in tourist companies are the complementation
of presented forms of innovation in tourism. Among the basic fields, one may distinguish:

- products (signs of the innovative activity: a creation of new, trade mark tourist
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products; improvement, modernization of current products/services — a modification of
structure of the service package, their qualities and prices; introduction of current products
on new markets);

- organization and administration (signs of the innovative activity: implementation of
new techniques, methods and instruments of a company dynamic administration; formation
of pro innovative culture of a tourist company; formation of a flexible organizational culture;
diffusion of knowledge and information; implementation of the methods of stimulation in
worker production — one of the best known are brainstorming or synectics based on the
rule of free associations);

- finances (signs of the innovative activity: usage of legal instruments for incidence
reduction, for example leasing, digressive methods of amortization; usage of integrated
systems supporting administration, e.g. controlling);

- marketing (signs of the innovative activity: systematic research and analysis of weak
and strong points of a company; systematic research and analysis of a competitor situation
and other elements of the environment ; knowledge of tourist needs, registration of their
changes; testing of the approval of new products; usage of intensive instruments;

- sales activation; creation of competitive and flexible, but at the same time well-
grounded economic price policy, which is attractive for tourists; implementation of new
methods of tourist acquisition; a creation of a company image; formation of new segments
on the market);

- human resources (signs of the innovative activity: development of the motivating
system that causes creativity in workers, ability and tendency to innovation; overcoming
qualms about changes; development of extensive training system and staff training; treating
worker as an investment conditioning a development;

- relationships with the surrounding (signs of the innovative activity: development of
relations (of cooperation) within different forms of cooperation with other companies —
clusters, strategic alliances; introduction of rules of quality management in relationships
with surrounding);

- ecology (signs of the innovative activity: creation of pro ecologic forms of active
leisure; elimination of the negative results of tourist activity; joint activities of tourist
market subjects in the field of environmental preservation methods).

The processes of innovative tourist product creation more rarely restrict to a single company.
It is motivated both, by the specificity of tourist sector (the companies are distinguished by
a narrow specialization) and size of companies (the majority of companies in the sector are
micro and macro ones). A good example in the tourist trade is the activity of accommodation
objects, including hotels and pension houses which rarely have products and services that
support and complete the activity in their basic profile, e.g. sports and recreational objects,
services of free time organization and the like. The mentioned companies have to cooperate
with other companies to satisfy a customer.

3. Selected results of research referring to a development of innovative tourist
products in the sub-region

The aim of the cited above fragments of research (interview) was to show the possible
scenarios of the tourist product development, including the implementation of innovations.



Z. Zontek, E. Lipianin-Zontek
410 ISSN 2078-6441. Bicuux JIpBiBchkoro yHIBepcuTety. Cepis reorpadivna. 2013. Bumyck 43. U. 1.

The spatial range of the research involved the southern sub-region of Silesia province,
including the second level of local government administration of Bielsko, Cieszyn, Zywiec,
and the town Bielsko-Biata, characterized according to the second level of local government
administration law. The research referred to tourist companies in tourist resorts: Bielsko-
Biata, Szczyrk, Wista, Ustron, districts Jele$nia and Miléwka which are located in the area
of Beskid Slaski, Beskid Zywiecki and Beskid Maty. The research was conducted at the
turn of the 2010/2011 year. A random sample of 35 tourist companies was defined on the
basis of the intentional choice from the operator, based on the telephone-address list. The
scenarios of the tourist product development for “Beskidy” region were drawn up on the
basis of the interviews.

Each customer of a tourist company has a dilemma, which is also a dilemma for
managers, and it refers to the question, which element of the tourist product structure
makes a tourist come to a given region. In spite of a development of cultural tourism in
recent years, a considerable part of tourist movement is directed to relaxation, and the
beauty of landscape matters greatly in meeting the need. Entrepreneurs indicated two basic
elements: price and natural value. The majority of them indicate that it is the price (52%)
that determines a decision of using a tourist offer, the natural value a bit less (36%). Since,
they are the integrated part of tourist attractions and are an important issue in the creation
of a tourist product for a tested sub-region.

Chart 1. Factors which have an impact on decisions of a customer, as far as a
tourist journey is concerned
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Source: the Author’s own compilation, basing on result of research.

The entrepreneurs showed that the infrastructure has to develop in order to meet
tourists’ needs, and it should give satisfaction to both customers and owners. The more
attractive place, the more eagerly it is visited by tourists, and higher prices are likely to be
paid by them for the services. Some other features are noticed by companies, which have
an influence on a decision of purchase: a developed recreational base, a land development
and safety of a journey.
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Geographic and natural conditions of the region give a rise to a specialization of tourist
companies (78% of indications). Obviously, it is the easiest way of the specialization
which is successful and allows to avoid customer disorientation. The historical conditions
take the second place —it means that monuments are less interesting than: the sun, a well

prepared ski slope and landscape.
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Chart 3. Factors that lead to specialist innovations in a company
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A specialization of companies and an offered tourist product is first of all a consequence
of climate (climate was indicated as the most important factor of the specialization, 61%
of indications), a fashion for specific natural attractions (49%) and a unique natural
value (47%), which means that a way of tourist product creation results from climatic
circumstances, but also following the fashion and expansion of a tourist offer with unique
attractions. Entrepreneurs showed that easiness in using attractions determines the group
that the offer has to be directed to.

4. The future scenarios of the innovative tourist product development for the region

The scenarios of the tourist product development for the southern sub-region of Silesia

province were drawn up on the basis of information obtained by the analysis of secondary
resources and interviews. The programme method (scenario planning) was out by Royal
Dutch/Schell, and allows for the analysis of possible situations, paying special attention to
their influence on a market subject.

Table 1. The course of the tourist product development in the southern sub-
region of Silesia province — the optimistic and pessimistic scenario

THE OPTIMISTIC SCENARIO THE PESIMISTIC SCENARIO
o Strengthening of tourist attraction in basic trade mark e Alack of interest of trade mark
products of the region product development in tourist trade
o Creation of new products e A competition in tourist trade,
o Extension of tourist attraction in the region by the instead of cooperation

revitalisation of region towns Traditionalism of economy in the
e Formation of new tourist infrastructure and modernization | region, which is expressed by a lack
of the existing one (accommodation, gastronomic, partner of recognition of tourist trade

one) o Alack or limited interest (in tourist
o Foundation of new legally protected areas and making them | trade) of EU structural funds and
available to tourism their devotion for a growth of
o Introduction of new technologies and innovations which region attraction
facilitate and streamline the tourist movement service e A limited interest (in tourist trade)
e An increase of the amount of tourist companies that of innovations used in tourism
generate new jobs ¢ Too slow adaptation of tourist
o Joint actions of tourist subjects in order to raise the quality companies to EU requirements
of tourist services (directives, standards)
o A cooperation of tourist trade with domestic and foreign e Non keeping up of tourist industry
scientific centres in the region with the external

e A cooperation of tourist trade with schools which run tourist| competition

studies ¢ Alow interest of structural funds

o High interests of structural funds and other union join- and other union join-funding forms
funding forms of tourist trade projects of tourist trade projects

o Successive implementation of new technologies, especially | ® A lack of interest (in tourist
information and pro ecological ones in tourist industry innovation trade) of new

e Extensive regional system of promotion technologies

o A high number of domestic and foreign tourists who visit o A wilfulness in the implementation
the region of modern systems in tourist

o The big satisfaction of tourists from a stay company administration

o A high number of citizens who spend holidays in the region
Source: the Authors’ own compilation, basing on result of research.




Z. Zontek, E. Lipianin-Zontek
ISSN 2078-6441. Bicuux JIbBiBchKOTO YHiBepcuTety. Cepis reorpadiyna. 2013. Bumyck 43. Y. 1. 413

The aim of scenarios is to define the future and to have a better understanding of
mechanisms that function in the surrounding. Scenario planning is the process that enables
the organization to predict the way the surrounding will be shaped in the future. The
pragmatic aim of the analysis is to select tendencies and factors in order to create several
possible scenarios allowing for assessment of strategic options and possibilities. The
scenarios were used for a definition of strategy assumption of innovative tourist product
development in a subject region.

Table 2. The course of tourist product development in in the southern sub-region
of Silesia province — the most probable scenario

THE MOST PROBABLE SCENARIO

Urban areas

e Making new areas available to the needs of investment;

e A Development of quality, efficiency and functionality of a tourist location;

e A development of attraction in the field recreation offers and urban recreations (the offers of
cultural, trade, gastronomic bank service etc.);

o The further revitalization of towns;

e The modernization of economy in the field of the growth of service sector share;

e Animprovement of quality in public service of economic objects (e.g. coordination of office
works, the use of internet in office relations);

e A development of education and training centres;

e An improvement of the factors of transport and communication;

e A creation of the system of consulting and consultancy;

Places with the majority of tourist potential

e Animprovement of staff qualifications in tourist trade;

e Arestriction on communication, as far as private means of transport are concerned; which results
from the ring roads, car parks building and a development of public transport;

e An improvement of reservation system-an introduction of computer reservation system;

e A creation of new tourist products, such as congress tourism, extensive offers for seniors (off
season), culinary journeys, and the like;

e More emphasis put on the environment protection, prevention of a landscape devastation;

e A protection of open space reserves, e.g. a creation of natural, protected zones;

e Urban restrictions (traditional buildings, a use of old ones in order to adapt them for gastronomic
and accommodation purpose;

Getting in touch with the scientific-research centres;
Agro-tourist centres

e A growth of a holiday interest in agro-tourist farms;

e A creation and development of a tourist offer;

e Raising the standards for tourist objects;

e Standardization and improvement of equipment with the infrastructure necessary for the extension
of tourist function;

e Preservation of traditional, cultural landscape and a resort image;

e A development of economy in the field of light industry and craft, e.g. artistic metalwork, bee-
keeping, the wicker industry, pottery;

e A connection of agricultural and economy and forestry with tourism (direct selling of agricultural
products, a use of local timber material, and the like;

e Common usage of traditional methods in agricultural production;
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Agricultural areas

e An improvement of communication with regional centres (road building and modernization,
maintenance of public communication);

e A Support of buildings which aims to preserve the traditional style and support of renovation;

e A study of the agriculture maintenance concept, including mountain agriculture (sheep pasturage,
horse studs);

e A support of folk craftwork and traditional folk artistic work;

e An introduction of the alternative forms of administration in a region (ecological agriculture);

e A creation of the image of rural areas, as the ecologically clean; promotion of such regions;

Source: the Author’s own compilation, basing on result of research.

The most probable scenario is extremely important, as far as the creation of the strategy
of innovative tourist product development is concerned, especially with factors which have
a strong impact on the development. It was divided into areas of tourist spatial product
concentration, such as:

- urban areas, which refer to the place of industry localization, supplies of population
and also the centres of administration;

- places with the majority of tourist potential, which possess rich and diversified tourist
offer;

- agro-tourist places which have tourist offer and conditions for a further
development;

- agricultural areas which form the basis for a development of rural tourism.

The factors described in the most probable scenario for the sub-region do not exhaust
all the vital tendencies which may have an impact on innovation of separate tourist places.
The conducted research indicates that arrangement of values in the whole region is uneven,
as far as their potential is concerned. Thus there in a need of internal division for marketing
reasons, so as the areas of similar values and tourist development could jointly create their
product and conduct its promotion and distribution.

Summary

The drawn up scenarios lead to the formulation of innovative tourist product development
plan for the southern sub-region of Silesia province. They assume:

- aneed for formation of local tourist organization, which might join local governments,
economic subjects and organizations; which promote the creation of cooperation network
(in a district and on the second level of local government administration);

- acreation of trade mark tourist products in region tourism, the rational and consolidated
promotion of the products, a creation of a package with relation to a trademark product —
health and spa tourism;

- a growth of the amount of agro-tourist farms in the region;

- a growth of the number of accommodation objects (middle and high standard) in the
region.

The implementation of the developmental plan should give a rise to a growth of
enterprise in the sub-region and the creation of tourist innovative products, which allows
for the strengthening of the regional position, as the strong tourist centre of southern
Poland. The subjects of tourist, business surrounding play an important part in the process,
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as the creators of the economy based on knowledge. The authors of the study achieved
their goal, set before working out on the article, and at the same time they indicate that
scenario planning method is useful for drawing up the innovative development plan of
tourist products. In this study it was not presented the complete method but the selected
fragment in order to show its main mechanisms.
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CUEHAPII MAMBY THBOI'O — MOJIEJTIOBAHHS THHOBAIIMHUX
MHPOAYKTIB TYPU3IMY

3. 3onTek, €. JinbsaHin-3o0HTEK

Yuieepcumem benvcoko-bsana, [lonvwa

Mera 1€l cTaTTi NOMATaEe y BKa3iBIli HAPSAMKY PO3BUTKY TYpPUCTHYHOI rajys3i y MiBICHHOMY
perioni Cine3bkiit obnacti. ¥ crarTi oxapakTepu30oBaHO CyTh MOJCIIOBAHHS IHHOBaLiHUX HPO-
JyKTIiB TIPOTSTOM YCbOTO JKMTTEBOTO LIUKIY Npoaykry. [Ipencrasneni pe3yasTaTu 1OCHIIKeHb B
pErioHi Ta METOM CLIEHAPHOTO IIaHyBaHHs, BUKOPUCTOBYBAHI /I [TO3HAYCHHS! OCHOBHUX 3MiH B
TYPUCTUYHOMY CEKTOPI - 3 0COOIMBUM THCKOM Ha iHHOBAI[IHHICTS.

Kniouogi crosa: TypuctudaHi npomyKTH, iHHOBaNii, MaOyTHE

CHEHAPUU BYAYHIEI'O - MOJAEJIMPOBAHUE NHHHOBALIMOHHBIX
INPOAYKTOB TYPU3MA

C. 3onrek, E. JInnbsaunn-30HTEK
Vuusepcumem benvcro-bsna, [lonvwa

Ienb 3TOH cTaThU 3aKiIIOUaEcTCs B YKa3aHUU HANPaBICHUS PAa3BUTHUs TYpUCTUYECKON OoTpac-
11 B 10XKHOM pernoHe Cuiesckoit obnacti. B crarbe oxapakTepu3oBaHO CyTh MOIEIHPOBAHUS
VHHOBALIMOHHBIX NPOAYKTOB B TEUEHME BCEro >KM3HEHHOro Lukia npoaykra. IlpencraBieHbl
pe3yNbTaThl UCCIEIOBAaHUM B PETHOHE U METObI CLICHAPHOTO IIIAHUPOBAHUS, UCTIOIb3YEMBbIE AT
0003Ha4eHNSI OCHOBHBIX H3MEHEHHUI B TYPUCTUYECKOM CEKTOPE - C 0COOBIM JaBJICHHEM Ha HHHO-
BaIlMOHHOCTE.

Kniouesvie cnosa: Typuctrdeckue MpoxyKThl, HHHOBALUH, Oymy1iee



