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PRESENTATION

We are accustomed to seeing the figures on world tourist activity growing year after
year. We can also see that there is an increasing number of destinations available to
the tourist. Few countries reject this economic activity and, as might be expected,
healthy competition appears on the scene to maintain or increase market shares, in
a market that is still growing.
We have known for some years now that innovation is a key tool for firm competitiveness
as it influences services and the costs of its supply. The Balearic tourist sector is
recognised throughout the entire world for a competitiveness maintained over decades
so that it can be said that it comprises innovative firms.
Researchs carried out to understand the importance and the forms of innovation
in tourist activities are, however, very few. But this can be extended to all services
activities so that only recently there has been some effort to apply all that learned in
studies of the manufacturing sector to services, with disparate success.
For Cotec, whose mission is to promote innovation in the whole country, the Balearic
tourist sector offers an excellent opportunity of ascertaining at first hand the innovative
behaviour of services firms that, in addition, belong to a sector of undeniable economic
importance to our economy.
The project that led to this present survey was begun with the objective of obtaining
empirical evidence on innovation developed by a small number of firms, selected for
their undeniable innovative attitude. It is, therefore, a preliminary work which, as will
be seen, contributes original information that could serve as the basis for future empirical
works to ascertain not only the innovation situation in the tourist sector but also that
being undertaken in the services sector in general. This is an issue to which Cotec is
currently paying particular attention.
This work would not have been possible without the exceptional assistance that
Cotec received from the firms surveyed, which showed them to be fully involved in
modern management systems, and which also included an innovative attitude in their
procedures guidelines. A large group of experts in tourist and Balearic society took
part in the design and follow-up of the project, and supplied vital information both in
selecting the issues to be investigated and in identifying the entities and people that
should be interviewed. Cotec would like to put on record its gratitude to them.

Cotec Foundation.
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Until recently, the idea existed that the service sector was developing little innovative
activity and that it was consuming innovations originating in the manufacturing industries.
However, there is increasing evidence that the services sector plays an important role
in the use and generation of innovations although it has been proved that innovation
in this sector has its own specific characteristics.
The methodologies used up to date, and verified as being valid in the study of
innovation, tend to be directed at technological innovation and to what is taking place
in the industrial sector. In the services firms, the innovations refer, as is logical, to new
services and new forms of producing or providing them as well as significant changes
in those that already exist or are present in their distribution and supply systems. And
here too, the innovative activity may or may not be technological but the empirical
evidence of the last few years indicates that non-technological innovation acquires
considerable dimension in this sector and that, in addition, its role, in relation to
technology, does not coincide exactly with that to be seen in industrial firms.
Therefore, on attempting to analyse innovation in a sector such as that of tourist,
exponent of services activities, it is essential to proceed with caution and avoid the
immediate application of concepts and methodologies that have been shown to be valid
in analysing innovation in industry. It is prudent to resort first to exploratory studies of
the sector that permit sufficient empirical, quantitative and qualitative evidence to be
obtained. The time to go on to wider and more ambitious studies that supply information
susceptible to a greater degree of generalisation will come later
The research that is presented in this report on innovation in the Balearic tourist
sector is laid out in accordance with this prudent approach to the work, so that it is
not fitting to expect from it the consecution of generalisations nor definitive causal laws
but only a certain knowledge, with a certain depth of a specific reality, constituted in
this case by a few number of firms that operate in this sector of such economic
importance for the Balearic Islands and for Spain.
Nevertheless as will be seen, this survey will make it possible to justify a set of
hypotheses on innovation in the tourist sector and this is the manner in which the pages
that follow must be understood. It does not present what is happening in the whole
sector, comprising thousands of firms, but what is happening in innovation in a score
of firms that carry out tourist activities in the Balearic Islands. The possibility of proposing,
in a hypothetical way, what could be happening in the sector as a whole rests on the
basis of this analysis. But this would, in itself, provide sufficient material to form the
contents of another work.
In this study, information was gathered through personal interviews with the chief
executives of 20 firms of the tourist sector of the Balearic Islands who were kind enough
to discuss the changes and improvements that had been implemented in their firms
over the last few years (the list of firms interviewed is given in Annex II).
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In the pages that follow, the results of the work undertaken are presented in an
orderly fashion whose theoretical framework of reference is summarised in Annex I.
The following section describes the methodology used in carrying out the interviews
on innovation in the firms. Subsequently, the opinions of the executives interviewed on
the recent evolution of the Balearic tourist sector are also presented. Finally, in Sections
V and VI, the innovation activities carried out by firms interviewed is described and
certain aspects of these innovative activity are pointed out.

10
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1.- General aspects.

There are two basic objectives in innovation surveys1:
‹ The objective approach where information is obtained on specific innovations of
firms.
‹ The subjective approach through which information is obtained on the innovative
activities of firms.
Both approaches are complementary and this research has followed both. In this
section, there is first a presentation of the objective approach, which was followed, and
then there is a brief reference to the subjective approach.
From the objective point of view, the methodological key to the survey lies in analysing
the innovative activity of firms on the basis of the description of specific innovations of
firms. Information on what the firm executives consider to be new or specific improvements
that had been introduced into the firm in the last five years were noted in a detailed
and extensive way. This time period was selected with the objective of providing an
ample margin of time that would allow the executive to think with easily about the
novelties or recent improvements in his firms. Novelties or improvements were considered
to be those implemented with success in the firm.
No primary use was made of the concept of technological innovation, the interview
was based on a broader concept of innovation and, throughout the interview, the subject
of the technological dependence of innovations was raised more specifically. But by that
stage a variety of references to novelties or improvements of both a technological and
non-technological nature had already emerged.
On the basis of the information on specific innovations, a number of questions were
raised that would allow qualification and greater in-depth knowledge of the innovative
activity of firms. In addition, information was collected on characteristics of firms that
would allow the use of some meaningful classification variable. Furthermore, an initial
question in the interview was one seeking the view of the executives being interviewed
on the recent evolution of the Balearic tourist sector.
The procedure employed for obtaining information was a personal interview at the
firm headquarters. The interviews were carried out during May and June 2001 and
those interviewed were always those executives who due to their position and management
responsibilities in the firms had up to date information on the novelties or improvements
that had been implemented.

1. OECD, (1996). Oslo Manual (second edition). Annex 1. Paris.
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The interviews were carried out with the aid of a structured guideline as follows:
‹ Basic information on the firm; trade name, commercial business address,
employees, turnover, date of foundation, etc.
‹ Trading activity of the firm.
‹ Opinion on the evolution of the Balearic tourist sector.
‹ Novelties or specific improvements introduced in the firms in the last five years
(1996-2000).
‹ Characterisation of the innovation activity: reasons, effects, information sources,
and difficulties.
‹ Technological basis of the innovation.
The number of interviews carried out was 20. The time devoted to each interview
varied, being no less than one hour and, in some cases, extending to ten hours, spread
over several working days. It was always considered that the time assigned to each
interview was sufficient to obtain the information being sought.

2.- Classification of firms
As for the characteristics of the firms being interviewed, the type of ownership,
headquarters locations of the corporation it belonged to, year of firm foundation, size
according to the number of employees, sector of tourist activity and scale of operations
were taken into consideration. This information led to the following definition of the
classification variables.
Type of ownership:
‹ Independent
‹ Part of a corporation
Headquarters location of corporation:
‹ International
‹ National
‹ Balearic
Firms date of foundation:
‹ Prior to 1979
‹ From 1980 to 1989
‹ From 1990 to 2001
Size according to the number of employees:
‹ Up to 49 employees
‹ From 50 to 249 employees
‹ More than 249 employees
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Sector of tourist activity:
‹ Travel organisers
‹ Accommodation
‹ Restaurants
‹ Leisure and recreation
‹ Transport
‹ Auxiliary
Scale of operations:
‹ International.
‹ National.
‹ Balearic Islands
‹ Insular
The criterion for classifying firms by tourist activity sector requires a certain
clarification. It is based on the following tourist industry definition: group of operators
that intervene to supply the total tourist product, the industry being the output of various
businesses or activities. Traditionally, tourist activity is an amalgamation of different
activities that can be grouped in accordance with the following classification2:
1. The accommodation sector, comprising hotels, apartments, holiday resorts,
campsites, time-share complexes, rural tourist and agrotourist establishments,
etc.
2. The transport sector, formed by airline firms, train firms, coach firms, car hire
firms, shipping firms, etc.
3. The leisure and recreation sector, formed by theme parks, museums, gardens,
protected nature areas, national parks, historical sites, golf courses, marinas,
etc.
4. The travel organisers sector, integrating the retail travel agencies, organisers
of congresses and conferences, etc.
5. The tourist organisations in the destination zones sector, comprising public bodies
responsible for tourist development in the zone, tourist associations of a private
nature, tourist information offices, at both a regional and municipal level, etc.
This definition and the more pragmatic consideration of having a classification
available with a limited number of categories, given the low number of components in
the sample of firms, led to the proposal of the classification variable as follows.
‹ Travel organisers: including travel agencies.
‹ Accommodation: the firms engaged in supplying accommodation such as hotels,
agritourism establishments, etc.
‹ Restaurants: Firms such as restaurants, and catering.

2. See, among others, Figuerola, M. (1995). Economía para la Gestión de Empresas Turísticas: Producción y Comercialización, C.E.U.R.A., España.
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‹ Leisure and recreation: the firms engaged in supplying leisure activities for tourists,
such as golf courses, water theme parks, discos, etc.
‹ Transport: the transport firms offering services to tourists and airline firms.
‹ Auxiliary: the firms and organisations that provide services for other tourist firms,
such as consultant firms, private associations of firms in the tourist sector or
airline catering.

3.- Classification of innovations.
On going on to consider the innovations, certain classification variables are also
employed.
Innovation as an object:
‹ Product
‹ Process
‹ Delivery
‹ Internal organisation
‹ External organisation
‹ Market
Innovation as an activity:
‹ Technologically dependent
‹ Non-technologically dependent
Technologically dependent innovation according to technological area:
‹ Information and Communications Technologies
‹ Other technological areas
These classification variables require the following clarifications.
The “innovation as an object” is inspired by the recent literature on the subject 3 and
refers to innovation being something and endeavouring to describe what it is within the
context of tourist activity.
‹ Product: this is a new or improved service. It should be taken into consideration
here that the term ‘product’ includes both goods and services 4, so that it is
appropriate to speak of product innovation whether dealing with either goods or
services.
‹ Process: new or improved forms of producing a service already being supplied.

3. Sundbo, J.- Gallouj, F., (1998). Innovation in Services. SI14S Project Synthesis, WP 3-4.
Djellal, F.- Gallouj, F., (1999). Services and the Search for Relevant Innovation Indicators: a Review of National and International Surveys.
Science and Public Policy, vol. 26, n...4, p. 218-232.
4. OECD, (1996). Oslo Manual (second edition). Paris.
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‹ Delivery: novelties or improvements in distribution and delivery processes or
provision of services.
‹ Internal organisation: novelties or improvements in the structure within which the
activities and processes of the firm take place.
‹ External organisation: establishment of new relationships with other agents such
as strategic alliances, new types of interface, etc.
‹ Market: launching the firm in new markets.
In “innovation as an activity”, it is being taken into account that, in addition, to being
something, innovation also implies the realisation of an activity either by the firm or by
another entity that supplies innovation to the firm. Here, it is being considered only if
the innovation implies or otherwise the realisation of a technological activity, it being
considered, in the case of the former, that the innovation is technologically dependent.
As for these technologically dependent innovations, they are also additionally classified
according to the technological area in which they are being produced, the Information
and Communications Technologies (ICT) being emphasised over the other technological
areas.
These classification variables will be quantified and interrelated throughout the report,
with the objective of presenting the innovations of the tourist firms in the Balearic Islands
from different points of view.
As for the subjective approach, the group of innovations made by the firm as a
result of its innovative activity is taken into consideration leading to a number of questions
of a qualitative nature being raised on such activity as a whole.
‹ Differences in the activity of the service in comparison with other firms in the
sector.
‹ Reasons for introducing innovations in firms.
‹ Effects of innovations in firms.
‹ Information sources of the innovations in the firm.
‹ Difficulties in the introduction of innovations in the firm.
‹ Technological basis of the innovations with an indication of technological equipment,
degree of novelty and participation of the firm in its development.
Once again, it must be emphasised that the information being presented has no
pretension to generalisation or of establishing causal nexuses but otherwise to postulate
hypotheses or pointing out possible trends on innovation in tourist firms on the basis
of a very small sample of firms in the Balearic Islands.
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III. CHARACTERISTICS OF THE FIRMS INTERVIEWED

20 firms were interviewed, with a workforce of 25,881 people 5. If we consider the
overall figures for the Corporations to which in many cases the firms interviewed
belonged, turnover in 2000 was 468,000 million Pesetas 6. It is, therefore, a small
sample of firms that, nevertheless, have great economic importance in the Balearic
tourist sector.
‹ On considering the type of ownership, it was observed that somewhat
more than half the firms (55%) were independent and the remainder
formed part of some corporation (45%).
‹ The headquarters of the corporation to which the corresponding firms
belonged was in the Balearic Autonomous Community for 44.4%, followed
by international (Germany, United Kingdom), for 33.3%, and finally, the
remainder of Spain (22.2%).
‹ The date of the foundation of firms ranged from the oldest in 1932,
to the most recent in 2001. 40% of firms were formed prior to the end
of the seventies; somewhat fewer in the eighties (25%) and 35% of the
total were formed from the nineties to the present time.
‹ Size was measured on the basis of the number of employees in the
firms, with small firms being somewhat more frequent, with less than
50 employees, in 45% of the firms; followed by the medium (30%) and
finally the large ones, with 25% of the firms.
‹ The classification of the firms according to tourist activity shows similar
proportions in the Travel Organisers (15%) and Leisure and recreation
(20%) sub-sectors, somewhat higher in Auxiliary (25%) and in
Accommodation (20%) and somewhat lower in Transport (10%) and in
Restaurants (10%).
The detailed description of the trading activities of each of the firms is provided in
the following list in which it should be pointed out that some firms are engaged in
activities classified in more than one of the four categories given. Therefore, the criterion
used was that of distinguishing the principal activity of the firm, on which it was
interviewed.

5. Data available for 19 firms.
6. Data available for 15 firms, 8 of which supply the data for the corporation to which they belong instead of the company data.
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Hotel activity: Management of hotels as owners or managers. Operation of hotels.
Leisure activities, particularly night time ones, although with some
diversification to daytime activities.
In-coming travel agencies.
Incoming and feeder travel agencies. Transport firm with tourist coaches.
Car hire.
Virtual travel agencies. Providing the services of a travel agency through
the Internet and call centres.
Yacht charter. Buying and selling yachts. Sporting activities.
Consultants to hotels on legal, commercial and labour spheres.
Hotel chain, tour operator, transport.
Construction and maintenance of own hotels.
Golf course with catering facilities and office.
Airline catering: preparation of pre-cooked frozen food for aviation.
Consultancy and management of tourist projects.
Marina operation, development and construction.
Management of restaurant services (catering, bars, restaurants, etc).
Hotels, travel agency, airline. Answers given for hotels.
Owning and operating tourist resorts.
Restaurants.
Assessment service for large transport firms on costs reductions in
payment systems with credit cards.
Services to agritourism firms
(product promotion, assessment, reservations centre, etc).
Scheduled air transport.
Passenger transport; scheduled transport, school buses, tourist transport
and international transport.
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The following graphs show the data on the characterisation of firms interviewed.
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IV. OPINIONS OF FIRMS ON THE RECENT EVOLUTION OF
THE BALEARIC TOURIST SECTOR
The opinion of those interviewed on the recent evolution of the Balearic tourist sector
was suggested as an introduction to the interview with the objective of ascertaining
the informant’s view of how the Balearic tourist sector had changed, in general, over
the last 5 years.
As a measure of change, the informant was asked to give his opinion on a scale
from 0 to10 as follows: no change= 0 and significant changes= 10. 6.3 was the
average score which indicates a perception that there had been changes of a certain
relevance in the Balearic tourist sector over the last few years. The graph shows that
80% of the firms consider the existence of changes (with a score equal to or greater
than 5), 20% of these considered changes very significant (with a score equal to or
greater than 9).

When considering the classification variables, (type of ownership, headquarters
location of the corporation, date of foundation, size, tourist sector and scale of
operations), the following results are obtained.
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‹ No significant differences were detected between the different groups of firms.
In almost all cases, the average scores in each category was above 5.
‹ Perhaps there was a slightly more pronounced difference in the case of the
sectoral classification, where the subsector Travel Organisers showed a lower
score (4.83) and the Accommodation and Auxiliary subsectors higher ones (7.13
and 7.66 respectively). The remaining sectors: Restaurants, Leisure and recreation
and Transport showed similar scores (5.75, 6.7 and 6 respectively).
‹ When the firms operate in a wider scale, they showed a slightly lower degree of
change in the tourist sector.

The following graphs provide more detailed information.
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Once there is aggregate and quantitative information available on the perception of
change in the Balearic tourist sector, it is necessary to determine what the change
comprises. The interviews permitted the compilation of a wide variety of opinions on
the principal changes occurring over the last few years in the Balearic tourist sector.
The changes perceived by those being interviewed were classified into two sections:
those affecting the supply, and those referring to the demand in the Balearic tourist
market.
The most frequent was the reference to factors relating to the supply, such as:
‹ the quality,
‹ the concentration,
‹ the environment,
‹ the new technologies,
‹ the opening of new markets,
‹ the forming of associations
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‹ Quality: there was a large number of opinions on the improvement in the quality in
the Balearic tourist sector 7. “In general, the Balearic tourist sector offers better
service”. Similarly, it was said that “Mallorca is a tourist destination of better quality”
and that there is a “higher image of the Balearic tourist destination”. It has “more
personalised products” and “better hotel structures”. More specifically, there was
the opinion that, at the present time, there is a “very high drive in the hotels for
quality”. The factors that have influenced this change towards quality were diverse
and it was suggested, for example, that it was “greater competition”; the response
to “a more demanding demand”; the fact that the “the Balearic Government has
opted for improvement and maintenance of the hotels” and also that “they are being
managed with more professionalism, efficiency and rigor, which is what differentiates
Mallorca form other nearby tourist destinations such as Morocco and Tunisia.”
‹ Concentration: one important change has been the “concentration of groups (hotels,
transport and tour operators)”. These have been “vertical integrations with the
objective of becoming more competitive”. There are also “concentrations of tour
operators” and “concentration in the hotel sector”.
‹ Environment: another change that proceeds from the supply is the “serious concern
for environmental issues”.
‹ New Technologies: the “introduction of new technologies” is also considered to be
an important change.
‹ New Markets: another element of change consisted of the fact that one firm had
decided to “search for and open up new markets, with the objective of spreading
risks and being less affected by the seasonal nature of tourist in the Balearic Islands”,
referring particularly to the United States market.
‹ Forming association: Finally, in some cases, it was found that there was “a change
of mentality in favour of accepting associations” whereby firms engaged in the same
activity formed an association in order to take advantage of communal services.

According to the informants, the demand has presented notable changes in respect
of:
‹ The type of tourist,
‹ The way of exercising tourism.
The content was as follows.
‹ Type of tourist: on the one hand, it was observed that “the Balearic tourist sector
had experienced a fall of around 4% in the number of visitors, with a higher fall in

7. The literal declarations of those interviewed are transcribed between inverted commas.
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the German market than in the English”. But it’s also the result of a “more demanding
tourist” and a “better informed client”. There is a certain diversification towards a
“type of tourist that is different from the mass tourist of sea and sand”. Nowadays,
the tourist has a “higher purchasing power” which is shown, for example, in the
“unstoppable demand for yacht charters” and the “increase in yacht buying”. So much
so that there have been complaints about the “moratorium on the construction of
marinas” and about “continuing with the same infrastructures in ports”.
‹ Form of tourism: in addition, a trend to a “less concentrated tourist season” is being
perceived with a tourist who takes “shorter holidays” and “more frequent holidays”
which means, for example that he or she makes a “booking less far in advance”.
There was also an awareness of the “rise in independent visitors” and the “increase
in semi-residential tourist”.
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V.1. Number of innovations in the firms surveyed

The 20 firms interviewed declared a total of 142 innovations, these being understood
as being novelties or improvements introduced in the firm in the last five years. Annex
III lists all these innovations, using the literal description given for each one by those
being interviewed, with the exception of one firm where, respecting its right to
confidentiality, it said that it would not wish a literal description of its innovations nor
the name of the firm to appear. Nevertheless, the innovations introduced in this firm
have been taken into account for statistical purposes in drawing up this present study.
It will be seen that there are innovations that are repeated, and this is because different
firms have coincided in their introduction. The description is more detailed in some
cases than in others as a result of the different degree of specificity provided by the
informants.
All the firms interviewed had introduced some innovation, the minimum number
being 18 and the maximum 21 innovations. All these firms may, therefore, be considered
to be innovative firms but which, nevertheless, differ in their level of innovation, measured
by the number of innovations declared by each firm.
The average number of innovations 9 was 7.10 representing a high score, although
there was a notable dispersion to the mean. This result is to be seen in the following
graph, which contains the distribution of the innovations broken down by firms.
‹ 55% of the firms interviewed had 5 or more innovations each, therefore they can
be considered as medium or highly innovative.
‹ 45% of the firms had less than 5 innovations each, low innovative firms, within
the context of the firms being interviewed 10.
‹ The 5 to 9 range of innovations per firm defines the group of firms with an
average innovation intensity and includes 30% of the firms surveyed.
‹ At the opposite extreme, there is the 25% of the firms that have a high of
innovation intensity with 10 or more per firm.
We now go on to analyse the position of the highest innovation intensity between the
corporation firms surveyed (type of ownership, location of corporation headquarters,
date of foundation, size, sector of tourist activity and operational scale). In order to do
so, the arithmetic mean was used as an indicator of the innovations by each firm. This
information should be approached with extreme caution because the number of firms
surveyed is so small that the deviation from the mean does not always coincide. It is

8. Without taking into consideration one of the firms surveyed which had been formed one month prior to the interview and therefore, had not inplemented any innovation, althought
it had several ideas in mind.
9. The arithmetic mean is 7.10 and the standard deviation is 5.71. As an average value, it is also posible to use the mean, which is the value of the variable that divides the
distribution in two equal parts, each containing 50% of the observation. It is, therefore, a more robust localisation index than the arithmetic mean as it is less sensitive to the
presence of remote values in the data. In the case of the Balearic tourist sector, the mean takes the value of 5.
10. If we do not take into consideration the recently formed company, the percentage is 40%.
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presented merely as a number of hypotheses that could be tested with a larger sample,
of the tourist firms surveyed.

‹ There was a higher intensity of innovation in the firms that formed part of a
corporation since the number of innovations per firm was 8.78, in comparison
with 5.73 for the independent firms.
‹ The companies forming part of a Balearic corporation, with headquarters in the
Balearic Islands had the highest innovation intensity, with 10.5 innovations per
firm, in comparison with firms belonging to international or national corporations.
‹ The companies founded in the eighties presented the highest innovation intensity
with 10.8 innovations per firm, in comparison with the companies founded in
earlier or later periods.
‹ The medium and large companies, with 10 and 9.8 innovations per firm, showed
a higher innovation intensity than the smaller ones (3.67).
‹ The companies in the Accommodation subsector had 14 innovations per firm,
so that their innovation intensity was higher than the firms in the Travel Organisers,
Restaurants, Leisure and Recreation and Auxiliary subsectors.
‹ A wider scale of operations by the firms increased the number of innovations per
firm. Companies with an international scale of operations presented an average
of 7.83 innovations in comparison with 7.11 in the firms with an insular scale
of operations11.

11. We do not have the figures for the single company with a national scale of operations as it was formed one month prior to the survey.
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The following figures show in greater detail the figures on innovation by firm in the
different groups of firms.
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V.2. Analysis by type of innovation
As mentioned in Section II of the Methodology, there are three classification variables
for the innovations: object, activity and technological area. First, they are classified
according to the object, then in accordance with the technological or non-technological
activity that they carry out and, finally, those that have a dependency on technology are
assigned an area, either that of Information and Communications Technologies (ITC)
or another technological areas.
As for innovation as an object, as we mentioned above, it may consist of a product
innovation (new or improved service), process (new or improved mode of production
of the service), delivery (new or better provision of the service to the client), internal
organisation (new or improved organisational structure of the firm), external organisation
(new relationship with agents external to the firm) and market (opening up new market).
The application of these categories to the list of 142 innovations (that are detailed in
Annex III) produce the following results:
‹ The most frequent type of innovation in the firms interviewed was that of internal
organisation, with 30.99% of the total innovations.
‹ Other frequent innovations were those of process (25.35%) and delivery (21.13%).
‹ The product innovations were less common (13.38%), as were those of external
organisation (6.34%) and market (2.82%). Nevertheless, the percentage of
product innovations is similar to that obtained in the innovation survey carried out
in 1995 in the Netherlands for the hotel and restaurants sector 12.
As for activity, innovations are being considered as technologically dependent or nontechnologically dependent. Therefore, the innovation under consideration is shown as
proceeding from a technological activity or not, without commenting on the type of
technological activity involved. The result is as follows.
‹ In the innovation activity in the tourist sector of the Balearic Islands, the predominant
innovations are technologically dependent in comparison with the non-technologically
dependent, although the difference is not very important. Specifically, somewhat
more than half the innovations could be considered as being technologically
dependent (53.52%) and the remainder as non-technologically dependent innovations
(46.48%).
Taking technologically dependent innovations and assigning them to their corresponding
area, the following results are obtained.
‹ A large part of the technologically dependent innovations correspond to the area
of the Information and Communications Technologies, ICT (81.58%).

12. Brouwer, E. y A. H. Kleinknecht (1995). An innovation survey in services: the experience with the CIS questionnaire in the Netherlands. OECD: STI (Science Technology
Industry) Review, 16, pp. 141-148.
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The following Figures show this situation.

It is also possible to attempt to ascertain the technologically dependent/non-dependent
innovations in respect of their object. The results are as follows.
‹ The technologically dependent innovations are mainly process (38.16%), delivery
(30.26%) and internal organisation (25%) innovations.
‹ The non-technologically dependent innovations are, however, in the internal
organisation (37.88%) and product (22,73%) innovations.
If we now arrange the technologically dependent innovations (76 innovations) in
technological areas broken down by object, the following results are obtained:
‹ The technologically dependent innovations in the Information and Communications
Technologies were above all delivery (37.09%), internal organisation (30.65%)
and process (27.42%) innovations.
‹ The technologically dependent innovations in other areas were, in the large majority
destined to processes (85,71%).
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The following Graphs show the complete information.
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V.3. Analysis by type of firm
The 142 innovations are classified according to the type of firm (type of ownership,
location of corporation headquarters, date of foundation, size, tourist sector and firm
scale of operations) and the niches with the highest volume of innovations can be
ascertained
‹ Considering the type of ownership, somewhat more than half the innovations
correspond to firms belonging to corporations (55.63%).
‹ In these corporation firms, the biggest block of innovations correspond to those
that have their headquarters in the Balearic Islands (51.22%).
‹ By date of foundation, the firms founded in the eighties have the highest proportion
of innovations (38.02%).
‹ In line with their size, the highest proportion of innovations (42.25%) is to be
found in the medium firms (50 to 249 employees).
‹ As for the tourist activity sector, the firms in the Accommodation sector have the
highest share of innovations (39,44%).
‹ Taking into account the scale of operations of the firms, firms with an insular
scale represent 45.07% of the total number of innovations. However, firms
operating in a wider scale (Balearic and international) together reach a higher
percentage of the total innovations (54.93%).
The following figures show the complete information.
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V.4. Typology of innovation according to the type of firm
In this last subsection, classifications of the type of innovation were crossed with the
type of firm. The objective is to point out the differences in innovation that arise from
the different natures of the firms. Firstly, innovation was approached as an objective
and the differences observed in the different type of ownership, corporation headquarters,
date of foundation, size, sector of tourist activity and scale of operations. The same
was done with the innovations as an activity and with the technologically dependent
innovations according to technological area. The most significant aspects are pointed
out and Figures are presented with the complete information.
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From the point of view of innovations as an object, the following differences between
the different types of firm are underlined.
‹ In the independent firms, innovations were directed more at delivery (30.16%),
whereas in those belonging to Corporations there was a greater tendency to
internal organisation (39.24%).
‹ In the firms belonging to a corporation with international location of headquarters,
process innovations predominate (56%); in those with a national location, those
of internal organisation (50%) and in those with a Balearic location, there is also
a predominance of process innovations (45.5%).
‹ In the small firms, there was a greater inclination to delivery innovations (36.4%);
in the medium, those of process (35%) and in the large ones, those of internal
organisation (40.8%).
‹ The subsectors of Travel organisers (47.1%), Accommodation (33.93%) and
Leisure and recreation (31.6%) tended more to internal organisation, whereas
the Auxiliary and restaurants subsectors showed a preference for those of process
(50% and 40% respectively) and the Transport subsector for process and external
organisation to the same extent (27.3%). The proportion of product innovations
obtained by the combined Accommodation and restaurants subsectors (18.6%)
is practically the same as that obtained by the hotel and restaurants sector in
the innovation survey carried out in 1995 in the Netherlands (18.8%).
‹ In the firms with an international scale of operations, there is a higher proportion
of innovations in the internal organisation of the firm (34.04%) and those of
process (31.91%). In the firms operating at a Balearic scale, there is a
predominance of internal organisation innovations in the firms (48.39%) whereas,
in those firms that operate only at an insular scale, the predominant innovations
are those in marketing and delivery processes (29. 69%).
The Figures complete the information on innovations as an object in respect of the type
of firm.
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If we go on to analyse innovation as technologically dependent or non-technologically
dependent, the differences that indicate the different types of firms can be seen.
independent firms, there was a higher volume of technologically dependent innovations
(60.2%) than in those belonging to corporations (48,10%).
→ Firms belonging to corporations with international location of headquarters (56%)
and national location of headquarters (58.33%) were more inclined to technologically
dependent innovations than the firms belonging to corporations located in the
Balearic Islands (40.48%).
→ Recently created firms had a higher volume of technologically dependent innovations
(61.36%) than those founded in the eighties (44.44%), and the oldest (56,82%)
were found to be in an intermediate position.
→ As firms increased in size, the presence of technologically dependent innovations
increased. Large firms had a higher proportion of these innovations than the
medium (53.33%) and the small firms (27.27%).
→ The Restaurants (73.33%) and the auxiliary firms subsectors (62.5%) tended
more towards technologically dependent innovations than the remainder of the
subsectors, although very closely followed by the travel Organisers (58.82%). In
the Accommodation subsector, there was a predominance of non-technologically
dependent innovations (57.14%). The Leisure and recreation and Transport
subsectors presented similar proportions of technologically dependent innovations
(52.63% and 54.55% respectively).
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→ Firms operating in an insular scale present a higher volume of technologically
dependent innovations (59.38%), whereas firms with a national scale of operations
had a higher percentage of non-technologically dependent innovations. Firms with
an international scale of operations introduced technologically dependent and nontechnologically dependent innovations in very similar proportions (51.06% and
48.94% respectively).
The Figures containing this information are the follows.
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Finally, it only remains to analyse the technologically dependent innovations by
technological area. Emphasis will be on the presence of innovations dependent on
information and communications technologies in respect of the total innovations
dependent on any kind of technology (76 innovations). The results for the different types
of firm are as follows.
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→ The independent firms and those belonging to corporations have information and
communications technology dependent innovations in equal measure (81.58%).
In both cases, the remainder of the innovations depend on technologies developed
in other areas (18.42%)
→ Firms belonging to a corporation, with international location of headquarters
(64.29%) had a lesser proportion of information and communications technology
dependent innovations than those with a national (100%) or Balearic locations
of headquarters (88.24%).
→ The oldest firms (100%) tended more towards information and communications
technology dependent innovations than those founded in the eighties (75%) and
than the most recent (70.37%).
→ In the medium firms (84.38%), the presence of information and communications
technology dependent innovations was greater than in the smaller firms (77.78%)
and than the large firms (80%).
→ In the travel Organisers and Leisure and recreation subsectors, 100% of
technologically dependent innovations originated from information and
communications technology. The Accommodation and Restaurants subsectors
presented a lower proportion of ICT dependent innovations (79.17% and 81.82%
respectively) but more than the Transport and Auxiliary sectors (66.67% in both
cases).
→ The firms with a smaller scale of operations (insular) presented a higher proportion
of technologically dependent innovations originating from information and
communications technology (84.21%) compared with lower proportions in firms
with an international scale (79.17%) and with a Balearic scale (78.57%).
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These results are shown in more detail in the following Figures:
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VI. ANALYSIS OF INNOVATION IN THE FIRMS SURVEYED
After the description of the innovations introduced in the Balearic tourist sector in
the last five years, we return to the introduction of innovation in the firms. Now the
objective is to take an in-depth look at the innovation activity of the firms by means of
the qualitative and quantitative information obtained in the interviews. The questions
were open ones so that the informants could express their reply in their own words.
The aspects covered are as:
→ What were the reasons that led to the introduction of innovations?
→ What is the source of information for innovations?
→ What are the difficulties when innovating?
→ What is the technological basis of the innovations?
→ What is the impact of innovation on the firm?
→ Does innovation involve differentiation in whit respect to competitions?

VI.1. Reasons for innovating
The objective of this sector is to analyse the reasons that lead the firms to innovate.
In the interviews many different reasons were given that led to the introduction of
innovations. The following grouping in three principal factors is proposed, ordered from
highest to lowest frequency.
→ Survival: this was the motivation mentioned with the highest frequency. It is a
question of “market survival”. It is essential to be “up to date and very competitive”. It
is a result of “being up to date; always having to improve”. “You have to be modern and
adjust to the demands of the visitors and differentiate yourself from the illegal competition
so often found in Mallorca.” It was reiterated several times that “you have to keep
yourself in the market, to survive”.
→ To do it better: desires to improve were also important. They wanted “to improve
internal management and services to clients”. They wanted to “branch out into new
lines of business” and also “to increase client satisfaction which, in this case, are the
hotels themselves in Mallorca”. There must be a drive to “improve the quality of service
and train personnel”. There was also concern for “firm growth and the creation of a
firm image”.
→ To make money: the present driving force is “to earn money with something that
does not exist”. “Money is important because it is a sector with exceptionally low
margins”. There was also talk of “improving profits” and of “making better profits through
a supply that satisfies the client and leads to client loyalty”. Similarly, but from the
perspective of costs, there was a desire “to reduce costs on the basis of the maximum
quality” or even to reduce the financial risk with less yachts being owned and, at the
same time, having the latest models of yachts”.
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Graphically, the information is as follows:

VI.2. Information Sources of innovations
The objective of this question raised at the interview is to analyse the origin of the
impulse that led to the implementation of innovations in the firm. A wide range of
information sources listed, but there was unanimous agreement that it came from the
firm management staff, although other sources were also cited. Specifically, if we
classify the sources cited in a decreasing order of frequency, this is the result:
→ Firm Management Staff: in all the firms surveyed, the answer to the origin of the
innovation was attributed to the “firm management staff or managerial team”.
→ Clients: the “opinions of clients” was also taken into consideration with a certain
frequency.
→ Employees: in some cases, the source of innovation was “suggestions by employees”.
→ Competition: there was also, on occasion, the need to “set up with the competition”.
→ Suppliers: one firm took into consideration the “ideas of the suppliers”.
→ Trade Fairs: “attendance at trade fairs” is the source of innovation for one firm.
Graphically, the information is as follows:
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VI.3. Difficulties in innovating
Innovating is not always easy. Any change can imply resistance and obstacles that
must be overcome. Therefore, it is important to know the principal difficulties that are
generally encountered by the firms in the Balearic tourist sector when carrying out
innovation activities. In particular, in the sample utilised, in two of the firms surveyed,
“there were no particular difficulties” but on the contrary “it was all welcomed”. In the
other firms, a notable range of obstacles was given, which in decreasing order of
frequency were as follows:
→ Lack of personnel: personnel problems were a serious obstacle when innovating.
Examples given, for example, “the lack of qualified agency staff”; “lack of IT
personnel”; “lack of kitchen staff for hotels”; “lack of staff qualified in e-business
and IT systems”; “lack of managers with experience in daytime and night time
leisure business experience”. In addition, there were comments on “the low training
levels of personnel” and the “high rotation of personnel that made training plans
difficult”; plus “the low professionalism and lack of seriousness”.
→Internal resistance: At times, the problems came from inside the firm itself. In
respect of innovation, they spoke of “a certain inertia to its acceptance”, in spite
of the fact that reductions in costs could be made without this involving the firm
in “any kind of investment”. “Internal resistance” was also mentioned as was the
“mentality of the sector, the opposition to change”, and there was even fear of
“being too advanced and dying from the success because a computerised
programme does many things and can create insecurity and be seen as a threat”.
It has to be taken into account that “the new technologies are not accepted by
everybody in the same way but are better accepted when the training and cultural
levels are higher”. Another procedure, which was applied to overcome resistance,
was “to employ younger people who have more interest in doing new things”.
→ Financing: Another important refers to the “lack of appropriate sources of finance”.
For example, “there are innovations that do not depend only on the firm but also
on the financing of clients which slows down the development of some projects”.
It was also said that “some time ago there were financing problems but these
have been overcome”.
→ Public action: The role of the Public Administrations makes it difficult, on occasion,
to implement innovations. There is some complaint about “the existing and excessive
bureaucracy and regulations” and there was talk of “complex regulation above all
when moving outside the Balearic Islands and a lack of adequate port infrastructures”.
→ Costs: At times, “the cost of the implementation of new processes” is high. In
this sense, it was recognised that “the sale of excursions continues to be manual.
Automating it was considered but the cost is high”.
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The information relating to the difficulties encountered when innovating is shown in the
following graph:

VI.4. Technological basis of the innovations
In all the firms surveyed, it was indicated that the innovations had required the
development or acquisition of new technological equipment. Reference was always made
to computerised programmes and equipment and, in addition, other type of equipment
was also mentioned, such as “programmed ovens”, “packaging machines and vacuum
cooking”, “specific kitchen machinery”, “ticket punches and pacs (computer chips) for
each driver”, “touch screens”, “watering system”, “steam, convection and mixed ovens”,
“latest technology aircraft”, “refrigeration rooms”, etc.
The degree of novelty in the market of the technological equipment and technologies
used to carry out technologically dependent innovations was measured by means of a
scale with two extremes (available for some time = 0; new on the market = 10), where
the person being interviewed was asked to indicate the position of his firm. The average
was 6.8, which shows a notable degree of novelty in the technological equipment. The
deviation with respect to the average can be seen in the following figure, in which it is
worth noting the following aspects:
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→ 80% of the firms surveyed indicated a certain degree of novelty in the market for
the technological equipment of their innovations.
→ Within this group, it is notable that 35% of the firms had equipment that was
extremely new on the market.

When considering the types of firms (type of ownership, corporation headquarters
location, date of foundation, size, sector of tourist activity, scale of operations), there
is hardly any difference in the degree of novelty in the technological equipment, measured
by the arithmetic mean corresponding to each group of firms. The most notable aspects
are as follows:
→ The firms belonging to corporations with international headquarters location
seemed to have technological equipment of lesser modernity whereas the firms
belonging to corporations with national headquarters or location headquarters
in the Balearic Islands showed a higher degree of modernity in their technological
equipment.
→ As the size of the firm increased, a certain descent in the degree of modernity
of the technological equipment is to be seen.
→ The Leisure and Recreation sector is the sector of tourist activity that has the
newest technological equipment on the market, closely followed by the
Accommodation sector.
→ Companies at the international or Balearic scale of operations have a higher
degree of novelty in their technological equipment than firms with an insular scale.
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The complete data are shown in the following Figure:
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As for the involvement of the firms in the design and development of the technological
equipment and technologies needed to introduce their technologically dependent
innovations, four options were proposed, which went from the most passive to the
most active with the following classifications.
→ Acquisition: purchase and installation of technological equipment.
→ Adaptation: actions to modify or adapt the technological equipment
→ Participation: intervention in the development of technological equipment with
others.
→ Own design and development: the firm alone develops the technological equipment.
Those interviewed could choose more than one option, since they had declared
more than one innovation. The results of their selection were as follows.
→ The most active positions of own development and participation with others, with
the objective of incorporating technological equipment were frequent in firms in
the Balearic tourist sector.
→ There was also, to the same extent, more passive attitudes directed to the mere
acquisition or adaptation of the technological equipment.
Graphically, the information is the following:
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Qualitative information was also obtained in the interviews about the specific role
of the firm in relation to technological equipment.
→ Acquisition: there are firms that limited themselves to “acquiring and installing”
the technical system.
→ Adaptation: on many occasions and, most particularly, in respect of IT programmes
“it was based on a standard programmes and small adjustments were made”.
→ Participation: it was also frequent for the firm “to supply the operational analysis
and receive support from an IT firm” or for “the firm to supply the operational
analysis and the training and for the University of the Balearic Island to assist in
the development of the programmes”.
→ Own design and development: at other times, “the firm carried out its own
development in IT and “machinery was developed with engineers engaged for that
purpose”. It was pointed out, for example, “making a programme to measure,
requires you to develop it yourself”.

VI.5. Impacts of innovations
It is necessary to ascertain the consequences of the innovation on firm procedures.
In two cases, this information could not be obtained, in the first case because the firm
“it is very recent and therefore its impact is not yet measurable” and in the second
case, “the firm is in the creation phase; it opened in April 2001”. Diverse impacts were
collected from the remaining 18 firms, which in decreasing order of frequency were
as follows.
→ mage: innovation has led to the “diffusion of the firm image” or also “there is a
magnificent image of the firm”. There was a “projection of the image in the media”.
The firm has acquired “rather more of a name and presence in the market”.
There are abundant references to “the improvement of the firm image”.
→ Client satisfaction: with the innovation, there is “greater client satisfaction”. This
improved service to the client leads to “achieving loyalty and this rebounds on
profitability”.
→ Profitability: with the same frequency as the above effect, innovation has produced
an “improvement in the profitability of the firm”. From another point of view “we
have managed not to reduce profitability in a market which is tending to reduce
travel agency margins”. At the same time, “profitability and occupancy have
improved”.
→ Productivity: innovation has also provoked improvements in the productivity of the
firm. Thus “production times are very much reduced, which enables operational
and personnel costs to be reduced and which can be devoted to attention to
clients” In other cases they emphasised that “twice the work can be done with
the same structure” and that “the product supply and delivery time has decreased”.
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→ Market share: one effect of the innovation that was quoted was “we have achieved
the highest market share in Mallorca” or also that it had achieved “the best
position in the market and a bigger market share”.
The information is shown in the following Figure.

VI.6. Innovation and differentiation with respect to
competitors
The question is whether or not the innovation led to the firm thinking itself different
from other firms in the competition or, if on the contrary, there was little difference.
In 10% of the cases the question was not relevant as these are business associations
that lack elements of comparison in the Balearic Islands, “it is the only association of
this kind in Mallorca”.
Another 20% of the firms did not observe differential features in respect of similar
firms. The following comments being made “in relation to Balearic firms of a similar
size, the novelties or improvements are similar”. “ more or less, everybody is doing the
same”; “the differential factors are minimal”; “ the large Mallorcan hotel corporations
are on a similar level”.
On the other hand, 70% of the cases did observe differential features in companion
to other firms in the competition relating to both the innovations implemented and the

66

EXPLORATORY STUDY ON INNOVATION IN THE BALEARIC TOURIST SECTOR

culture of the firm. The following differentials are arranged in order of the highest to
lowest frequency.
→ The activity or service offered by the firm: it was considered that “ the activity of
the firm is completely different from that of the competitors”. It has “its own
transport service that it owns, and other firms have to subcontract it”. In another
case, “international transport is offered”. Unlike other yacht charter firms “we
offer the owner the use of the yacht when it is not being chartered”. The difference
is established on occasion in “the type of shows and entertainment” and the
opinion that the firm “offers a differentiated and superior product”.
→ Personalisation and attention to client: An important differentiating factor is the
“personalisation of the service”. For example, “each client is treated as though
he or she were a guest at home; attention is personalised”. “attention to client”
and in the “form of offering things and in a family atmosphere” is emphasised.
In addition it should be taken into account that “the service is not supplied by
other competitor firms using the possibilities of personalisation offered by the
new technologies”.
→ The information system and the use of IT systems: there are cases where the
differentiation arises from the “information system that is completely new on the
market”. In the same sense, the firm “is differentiated from other agencies in the
use of IT systems”. Sometimes, it is the content of a specific IT programme: “the
port management programme, which has been sold and implemented in other
ports, is very new”.
→ A more efficient management: the differentiation arises, in this case, from the
fact that “the management is more efficient than the competition, since “it does
the same work as others but with less structure” or simply “the firm does it better
than the competition”.
The information on differentiation from the competition is shown in the following graph:
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1. Trends in the services sector and their relationship with
innovation; the case of the tourist sector
The concept of the services sector is ambiguous and heterogeneous as it embraces
all those activities that are not included in the primary sector – fundamentally devoted
to the obtaining of raw materials from the environment- nor in the secondary sector
–whose principal activity is transforming these raw materials into products.
The production of services is characterised by its discontinuity and by its limited
economies of scale. Nevertheless, some services are making use of innovation to
generate similar economies of scale to those that exist in manufacturing industries.
In this sense, the production of certain services is being standardised to the maximum
in what has been designated mass customisation, which is characterised for offering
personalised products on the basis of combinations of a large number of standardised
components (as occurs in some fast food chains).
On the one hand, the product of services activities is generally intangible and
information-intensive which makes storage and transport difficult. As a result, it is
generally impossible to separate production and consumption, which usually takes place
at the same time in a determined space. The development of ICT in the last few years
is allowing a delocalisation of services (a result, for example, of the Internet and
telephonic services).
On the other hand, the product generally has a high degree of personalisation. One
of the most significant characteristics of the services sector is co-production, which
consists of the utilisation of consumer inputs in the production process (the final result
depends on the contribution of the client). The exchange of information in respect of
the consumer preferences and product specifications is an interactive process, which
has results that are not easy to foresee, and one that it is difficult to subject to routines.
Different methods are being used in this respect (such as data mining) for the transmission
and treatment of information on client characteristics.) .
The very nature of services makes it difficult to protect innovations through traditional
methods such as a patent although, in some cases, copyrights are used with some
success. In any case, the importance of information as a component of some services
means that in general it is very difficult to protect innovations and increase the importance
of such factors as secrecy or reputation.
Although, as has been said above, the services sector is increasingly backing
innovation, it is a very heterogeneous sector where subsectors, with intensive knowledge
businesses services (KIBS 13 Knowledge Intensive Business Services), that are very
similar to the manufacturing firms in respect of R+D and in technology intensity, contrast
13. Knowledge Intensive Business Services.
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with others less innovative that generally adopt and implement technologies developed
by other sectors of the economy.
The KIBS are firms that supply intermediate products based on knowledge. Some
KIBS, such as consultancy, training, IT or R+D services seem to play an important role
in the innovation system, particularly for their role in the diffusion process. These
services assist in spreading innovative concepts and ideas and are a source of intangible
capital. In addition, they contribute to the development of the new technologies, ICT in
particular, as a result of their role as large users.
In fact, the majority of the existing studies on innovation in services have focussed
on the analysis of the intensive scale services or services dependent on the information
networks (financial service, property services, or insurance services) and on the KIBS
(consultancy and design services, software services, etc.). One of the most overlooked
aspects of these studies is an analysis of innovation in a third group of services known
as “non-knowledge or non-information intensive services” (Ducatel, 2000). These services
cover retail sales, distribution, cleaning services, tourism and others.
The principal reason why these service “are non-knowledge intensive” has attracted
little attention in the studies on innovation in services, is probably the lack of an
institutionalised innovative activity in the same (Ducatel, 2000). This means that they
employ few highly qualified personnel or technologists, that there are few research
departments or budgets for research and, in addition, they are not generally identified
by the word innovation. Nevertheless, it seems that this situation is changing in, for
example, the tourist sector which, with the introduction of ICTs, is making more effort
in the hotel and restaurants industries to codify and learn from their experience,
engaging more qualified personnel for planning and management activities. In addition,
there is a growing necessity for more qualified personnel who can install and maintain
electronic and information systems in buildings and hotels.
Given the contribution of the tourist sector to employment and production in the
OECD countries, Spain among them, the lack of studies on innovation in this sector is
not justified. In fact the little empirical evidence available indicates that the tourist sector
does carry out innovative activity but that the innovations are generally localised in the
client-supplier interface and generally consist of improvements in the service (incremental
innovations). In addition, the tourist sector is often a large investor in information and
communication technologies (ICT).
During the last twenty years, important changes have been introduced into the
tourist sector with the aim of adapting it to the development and use of the new
technologies such as information equipment or global distribution systems. The
introduction of these technologies has led to a change in the working methods and
requires the employment of personnel with a higher level of qualifications (Sancho and
Masset, 1999) to handle these new technologies. Table 1 shows some of the latest
innovations that have had a greater impact on the dynamic of the tourist sector.
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Table 1: Latest innovations in the tourist sector

INNOVATIONS

DESCRIPTION

Global Distribution Systems (GDS),

Systems that permit obtaining information, make a

central reservations system (CRS)

hotel, airline reservation, etc. by computer and issue
tickets, very important for all tourist subsectors.

Image Communication

System that permits giving the client a complete
view of the hotel, apartment, etc that he wishes to
reserve.

Satellite Ticket Printers

Permit the travel agencies to provide tickets directly
at the point of demand.

Yield management systems

For the control of the inventory and management
of profits.

Communication via satellite

Internet, etc.

Automatic system for establishing menu prices
Automatic alarm system
Additional services

Cyber cafes, electronic room service

Meal preparation

Semi-prepared meals

Productivity improvements

Ecological refrigerators, convection steam ovens,
etc.

Source: Own data.

The available empirical evidence on innovative activity in the tourist sector is scarce
as there are few surveys on innovation that cover this sector and, when they do so,
they focus on the hotel and restaurant sectors (Italy: Sirilli and Evangelista, 1998;
Australia: Pattison et al, 1995; Netherlands: Brouwer and Kleinknecht, 1995).
Data in the Italian survey on technological innovation in services (market), Sirilli and
Evangelista (1998) show that in the specific case of the accommodation and restaurant
sector, 19.6% of the firms said they were innovators whereas this percentage rose
to 29% in the case of the travel services and transport sector. Nevertheless, it has
to be taken into account that this survey focuses on technological innovation and, if
organisational innovation were also to be taken into account, then these percentages
would rise. On the other hand, the results of Sirilli and Evangelista (1998) indicate that
in the tourist sector the distinction between product innovation and process innovation
is more problematic. Thus 35.6% of the innovative firms in the travel and transport
services are unable to make this distinction, whereas in the accommodation and
restaurant sector it is 33.9%.
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Table 2: Percentage of firms carrying out innovation activities

AUSTRALIA

SECTOR

Technological
innovations

NETHERLANDS

Non - technological
innovations

Product
innovations

Wholesale business

18.0

25.9

Retail business

12.8

7.2

22.2

Hotel and restaurants

10.6

15.9

18.8

6.5

12.9

20.9

18.2

16.7

7.0

11.0

31.7

Business service

11.4

14.6

33.3

Education

17.0

23.1

Health and community services

10.4

16.4

Cultural and entertainment services

19.9

17.6

9.2

15.4

SERVICES

11.5

13.9

22.3

MANUFACTURERS

33.7

24.2

39.0

Transport
Communications
Banks and insurance

Personnel services and others

Source: Pattison et al, 1995; Brouwer and Kleinknecht, 1995; quoted in Hauknes, 1996, pp. 98.

As we can see in Table 2, on the one hand, the results of the Australian survey
show that technological innovations are more common in the manufacturing sector
than in the services sector. The hotel and restaurant sector do carry out innovative
activities but on the whole these are not technologically based. On the other hand, the
innovation survey in the Netherlands suggests that the hotel and restaurant sector
makes 18.8% product innovations. Nevertheless, it should be taken into consideration
that the Netherlands survey focuses only on product innovations without considering
non-technological innovations.

2. Typology of the innovations in services
Sundbo and Gallouj (1998) distinguish four types of innovations in services, taking
into account the specific characteristics of innovations in services:
1. Product innovations: These imply the presentation of new or improved services to
clients. For example, banks have offered new types of bank accounts in the last few
years; software firms introduce new products and improvements regularly.
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2. Process innovations: These are novelties or improvements to services production
and supply processes. These innovations may be divided into two categories:
innovations in the production processes or innovations in the distribution and delivery
processes.
3. Organisational innovations: These are new forms of organisation or management
of the firm.
4. Market innovations: These are new behaviours in the market such as, for example,
finding a new market segment, entering into another industry and its market.
Organisational innovations contribute in an important way to the improvement
of productivity and quality of services. Some types of organisational changes can stimulate
innovations to confront new challenges and difficulties, for example, the competition
in telecommunications services leads to new needs on how to establish access and
maintain directories. Another kind of organisational innovation is the search for an
improvement and guarantee of quality.
The innovation surveys (e.g. Italy: Evangelista and Savona, 1998; Australia: Pattison
et al., 1995) suggest that few services firms carry out one single kind of innovation,
in that generally they make product, process and organisational innovations at the same
time.

3. Dimensional model of innovation in services.
In addition to changes in the characteristics of services in themselves, innovation
in services involves new forms of product distribution, interaction with the client and
quality control, etc. In practice, the majority of the innovations are made on the basis
of changes and improvements of previously existing products. Bilderbeek et al (1998)
present a model of four dimensions of innovation in services that act as a tool in order
to describe the innovation activity in this sector.
Dimension 1: New service concept.
Services innovations may be visible, above all when they involve product supply, but they
generally consist of a new way of organising an activity to solve a problem. The most
important is that its application should be very modern within the determined market.
Dimension 2: New client interface.
It is increasingly more frequent in the services sector to find products that are offered
and marketed to specifically target a group of consumers, which accentuates the
importance of the communication between providers and clients, and generates a large
area for the introduction of innovations.
Dimension 3: New service delivery (distribution and delivery) system and organisation.
As in the preceding case, this dimension focuses on the relationship between the
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supplier and his clients. It refers to the internal organisational changes that permit an
improvement in the way in which the workers develop their activity and offer the products
in a more appropriate way. For example, the introduction of electronic business implies
a change in the relationship between supplier and client, as well as the way of providing
the service.
Dimension 4: Technological options.
Innovation in services is possible without technological innovation. Nevertheless,
technology plays an important role in many innovations in services. At the present time,
information and communications technologies (ICT) are the most common in the sector.
This situation contrasts with earlier technological revolutions that had a widespread
effect on manufacturing but not on services. This fact is due, to a great extent, to the
intangible nature of the services and the fundamental role that information and knowledge
play in many of these activities.

Figure 1: Dimensional model of innovation in services. Source: Bilderbeek et al (1998).

In general, any innovation in services implies a combination of the above-mentioned
dimensions. A totally new service would require the development of a new delivery
system for the product, and would provoke changes in the organisation of the work and
would generate new ICT uses.

4. General pattern of innovations in the services sector.
Certain authors, such as Soete and Miozzo (1989), have been concerned in identifying
the different innovative patterns in the services activities. These authors identify four
kinds of services firms:
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a) Supplier dominated sectors. This includes public and social services such as education
and administration, personal services (repairs, hairdressing, etc.) and retailing.
b) Production- intensive, scale intensive sectors and network services. These are
services where there is a wide division of labour with the simplification (and coordination)
of production activities (and/or supplies) and the replacement of labour by machines.
Within this group, two kinds of service can be identified:
b.1.Network services. These are sectors dependent on information networks such
as, for example, banks, insurances, radiodifusion and telecommunication services.
The development of ICT has led to an improvement in the precision and quality of
the services. In addition, they facilitate the personalisation of the product and play
a basic role in the establishment of standards.
b.2.Production- intensive scale services: these are services dependent on physical
networks (for example (transport and travel services, wholesale business and
distribution) which confer an important role on the definition and specification of new
developments, exercising their influence on the providers of new technologies.
c) Specialised technology suppliers and science-based sectors.
These are sectors that include specialist business activities, software services,
laboratory services and design. These sectors are very dynamic and their processes
are based to a large extent on the results obtained in the same service sector.
Soete and Miozzo (1989) point out that a specific sector, such as communications,
could be placed in more than one category in that it is an intensive sector and one with
a scientific base but it is also a specialised supplier.
The most important criticism of the classifications of these authors is that they place
too much emphasis on technological innovation, overlooking non-technological innovation,
so frequently found in the services sector. For this reason, in the last few years, efforts
has been made to analyse other characteristics such as the degree of personalisation
of services, given that the evidence seems to show that those firms with a greater
capacity to produce “made-to-measure” products are more innovative than those that
produces standardised services.
In any case, analysis of the particularities of innovation in services is the objective
of attention, at this time, and there is every certainty that it will have new concepts
and new indicators in the next few years that will enable innovation in this sector to
be more adequately described.
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LIST OF FIRMS SURVEYED

14

Aebal
AIR CPU (Eurest)
Alcudia Mar S.A.
Asociació Agroturisme Balear
Cops Hispania
DonateAmengualRamis S.L. (Dar-bus)
Federación Empresarial Hotelera de Mallorca
FinMa, Asesoría y Gestión
Grupo Barceló
Grupo Cursach Ocio
Grupo XXX
Inmobiliaria Golf Poniente S.A. (Club de Golf Poniente)
Mallorca Yatching
Marina Balear
Meliá Viajes.com (Sol-Meliá)
Narbada S.L. (Menú)
Portvi S.A. (Pollentia Club Resort)
Resto invest S.L. (La Cuchara)
Ultramar Express (TUI Group)
Viajes Astral S.A.

14. The name of one of the firms surveyed does not appear in response to its right to confidentiality, and it is listed as Group XXX.
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The following list contains all the innovations detected in the interviews. It offers a
literal description of the innovations implemented by those interviewed, with the exception,
as we mentioned above, of one firm that reserved its right to confidentiality, and asked
not to appear in the literal list of innovations. In this case, the innovations are shown
in the list as ‘Innovation XXX’. It will be seen that innovations are repeated because
different firms have coincided in their introduction. The description is more detailed in
some cases than in others as a result of the information provided by the informants.
Wherever possible, any information that could contradict the principle of confidentiality
has been omitted.
→ Technical assessment and assistance to associated establishments desirous of
implementing a quality system.
→ Acquisition of automatic programmed ovens.
→ Informal working environment, highly influenced by the youth of the personnel and
the business values of the new economy.
→ Enlargement of amenities in guestrooms (colour TV, air-conditioning, minibar) in
3-star holiday beach hotels.
→ Opening of five cycling centres, one permanent and others during the season.
→ Opening of shop with Balearic products.
→ Association of three travel agencies, with financial participation.
→ Firm management change, with change in attitude to engaging staff with university
degree without specialisation in tourism.
→ Change in the professional profile of the staff: very young and specialising in
channels and ways of communication rather than in tourism.
→ Holding culinary competition to launch new dishes.
→ Central booking system
→ Vacuum cooking so that food is not damaged and does not loses it properties.
→ Marketing through website without including direct sales which must be by personal
contact.
→ Purchase of latest technology Boeing aircraft.
→ Purchase of school and private coach transport firms.
→ Purchase of plots in Mallorca, Granada and Cadiz to build new complexes.
→ Attraction of new clients, through acquisition of tour operators within the corporation
and by marketing action outside the Corporation.
→ Construction of website and joint venture development of a virtual travel agency
to sell package holidays and tickets over the Internet.
→ Contacts with Spanish American universities to provide its services without
intermediaries.
→ Creation of a design department (publicists, IT).
→ Creation of a marketing department to draw up a marketing and client loyalty
plan.
→ Creation of a department of risks in the workplace.
→ Creation of own hardware and software departments.
→ Creation of brand image.
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→ Creation of own animation team (previously subcontracted).
→ Creation of marketing and sales department, in addition to the development of
excursions appropriate to the sector.
→ Creation of a sports department in the firm, taking part in competitions.
→ Creation of consultancy on worker health and hygiene.
→ Creation of own diving school
→ Creation of Guest Service Management in each hotel to resolve guest problems
and attend to them.
→ Creation of hobby-club: to satisfy and provide the client with his or her hobby.
→ Creation of water theme park.
→ Recycling courses through the Transport Federation.
→ Development of new fryer to improve products and save on raw material.
→ Development of a prototype to measure the durability of foodstuffs.
→ Decentralisation of the firm, with greater autonomy of the departments in each
delegation and connection through Intranet.
→ Continuous defrosting through a simple system of resistances and thermostat.
→ Two informative web pages, and linked to a reservations system. One in the
federation and the other for the firm alone.
→ Issue of CD-ROM, with the information contained on the webpage.
→ Publication of specialised brochures by subject matter: walkers, cyclists, etc.
→ Publication of ecological magazine for clients in 6 languages
→ Publication of in-house magazine.
→ Publication of in-house magazine.
→ Trolley hoist for more efficient serving of meals.
→ Issue of card to facilitate charges and payments by guests in the complex.
→ Presentation of user friendly and more educational procedures manual for workers
in the plant.
→ Sampling and sensorial analysis equipment for the quality control of a product like
food that is very subjective.
→Joint efforts with other firms to manage the purchase of raw materials, and
human resources management (training, personnel contracts) through the Internet.
→ Emphasis on personnel training with the cooperation of the Palma Hotel School;
languages, new dishes, cakes and pastries, safety, hygiene.
→ Establishment of new bases in Alcudia and Ibiza.
→ Establishment of an ornithological observatory in La Albufereta.
→ Standardisation of all processes: computerised recipes with photographs and
determination of raw material costs.
→ Personnel training through courses arranged by the firm with the cooperation of
the University of the Balearic Islands.
→ Professional training through an agreement with the University for practical work
for hostelry and tourist students.
→ Flexible timetable and call centre to provide continuous service for the federated
hotels.
→ Digital oven with super programmer of temperatures, times, etc.
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→ Hotel-school for firm personnel.
→ Incorporation of hotels owned by third parties under management or rental arising
from the good brand image of the firm.
→ Innovation XXX.
→ Innovation XXX.
→ Innovation XXX.
→ Innovation XXX.
→ Innovation XXX.
→ Installation of Internet office for guests.
→ Installation of security system with cameras and on-line recordings linked to a PC.
→ Installation of an ADSL line.
→ Installation and improvement of own water treatment plant for the complex
→ Integration of computerised programmes for dealing with clients, client management
and marketing, management of contents, etc.
→ Integration in a European tour operator, with capital participation. and representation
on Administration Board and Executive Board.
→ Intranet for a better contact of the Federation with its members
→ Intranet connected to all the computers in the offices and hotels.
→ Introduction of cardboard corners for packaging and packing so that boxes are
not deformed when being transported.
→ Introduction of intranet in the firm.
→ Introduction of a new service area, car hire.
→ Introduction of a variable remuneration system for employees in respect of
productivity and quality.
→ Introduction of a computerised system to plan firm tasks.
→ Introduction into private and international transport market. Creation of firm in
Girona to make firm business less dependent on tourist season.
→ Progressive introduction of automatic ticket cancelling and issuing system in
coaches.
→ Strategic investment in service process; not preparing the product and then going
out find the clients but based on what the client would like.
→ Joint venture with other firms to develop a multinational hotel chain.
→ ADSL line in every restaurant in order to be permanently on line.
→ New lines of business relating to nautical tourist or active holidays. For firms, the
boat as optimum simulator (leadership, team work).
→ Improved use of Intranet technologies for administration and finances.
→ Improved internal firm management, with large reduction in costs and introduction
of quality system.
→ Improvement of all hotels in the Balearic Islands, with all hotels becoming 3 or
4-star establishments.
→ Improvements in infrastructures, increasing recreational areas.
→ Improvements in sanitary guarantees.
→ Modification of firm management and procedures manual and adaptation to ISO
9001/2000.
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→ New automatic machinery for the preparation of French omelettes.
→ New conservation and packaging system, using pasteurisation.
→ New distribution channels and sales platform through the Internet, providing
information on hotels and services, access to booking and payment system.
→ Providing courses targeting clients given by the firm.
→ Computer and printers in kitchen that receive information on orders.
→ Pacs (computer chips) for each driver, which collect all the information.
→ Website on the corporate profile of the Federation.
→ Informative website on the services of the firm, excursions, etc.
→ Website with firm information.
→ Website
→ Website.
→ Website with the menus and wine lists of restaurants, with opportunity to reserve
over the Internet.
→ Touch sensitive screens in discos connected to a central computer.
→ Touch sensitive screens in restaurants.
→ Participation in the ECOTUR Programme, Ecoturística de Alcudia Plaque.
→ Mooring requests by Internet.
→ Storage programme (shops).
→ Fully comprehensive computerised programme for reserving excursions.
→ Hotel management programme.
→ Complete port management programme, with management of clients, billing,
petrol stations, etc.
→ Software programme for excursions, with manual terminals in hotels, that download
information directly in the agency.
→ Computerised programme for the localisation and control of airline food trolleys
by GPS.
→ Own billing and bookkeeping programme.
→ Own excursions management programme.
→ Own transfer management programme between hotel and airport, and airport
and hotel.
→ Programmes of excursions on foot.
→ Putting into operation a quality assessment system based on ISO 9002.
→ Making a strategic investment in a group of air transport firms with the objective
of having a presence in this sector.
→ Fibre optic Intranet.
→ Intranet.
→ E-mail reservations system.
→ Heat sensors for the water.
→ Grease separator in the kitchens.
→ Catering system in the fullest sense, not only food, but furnishings, tables, different
settings.
→ Telematic information system for hotel guests.
→ System for turning on and off the air-conditioning system.
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→ Infrared raw material monitoring system for better management of inventories.
→ THESO complete management system.
→ Environmental ISO 14001 management system installed in some hotels.
→ Card system to automatically disconnect the air-conditioning.
→ On-line reservation system provided by the Hostelry Federation.
→ Reservation system connecting tour operators and hotels, and now creating online reservations.
→ On-line reservation system for federated hotels.
→ Complete quality environment and prevention of labour risks management system.
Complete business system to link all administrative tasks, client management,
etc.
→ Programmed watering system.
→ CENTREX telephone system.
→ TPV touch sensitive screen system for orders, connected to central computer
and with distribution to kitchen and bar.
→ Administrative systems to monitor management, book-keeping and finances,
compatible with those of other international firms.
→ Points system cards for client loyalty.
→ Internet terminal for port users.
→ TPVs with touch sensitive and portable screens.
→ Sale of holidays by digital television through QUIERO.TV, which provides access to
the Internet via the television.
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