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INTRODUCTION

The surveys of Instytut Turystyki w Krakowie spoo., as comparative OECD studies,
were conducted among representatives of the hatklisiry and its environment. They
followed the OECD guidelines and the scientificeash methodology described below,
consisting of:

1) getting acquainted with the OECD guidelines nemgst complete the project, received
together with the contract from the Ministry of Boony Department of Tourism;

2) getting acquainted with the available domestic fan€ign literature pertinent to the subject
of research;

3) development of a research tool — an interview tp@saire;

4) final selection of the research sample;

5) pilot survey;

6) proper field surveys;

7) analysis of the material obtained from surveys;

8) conclusions;

9) report on the survey.

Based on a thorough study of literature, a prelaryndiagram of the value chain in
tourism was drawn up and then verified with the ofsan expert method. Those efforts led to
the construction of an interview questionnaire \hiepresented the basic research technique.
Surveys were conducted among the management, yisopllevel executives, of the entities
from the domestic hotel industry and its environmand had the nature of opinion polls.
Selected for the surveys were the hotels and pessiich:

1. met the requirements to be classified as SMEs;

2. expressed willingness to be interviewed and theinagement displayed a high

level of professionalism in the industry;

3. are listed by Instytut Turystyki w Krakowie (the &pbw Tourism Institute) as

entities with a long track record in the tourisrdustry.

As a result of that procedure, from among theahitiidentified group of enterprises it
was possible to select a sample of 21 hotel ensesprand five entities from their
environment.

It must be noted, however, that most of the respotsdwho decided to take part in the
survey provided the researchers with all essemfarmation and made an effort to give full
and accurate responses. In many cases, additigpinations had to be provided as to the
definition or understanding of certain terms. Tléion of cooperation networks was usually
being narrowed down to a local dimension and assi&t was needed in defining more
precisely the terms associated with innovatiorourism.

The interview questionnaire was divided into thiéofeing five sections, within which
indicators were defined, serving as the basisdoniilating issues of the interview:

1. Characteristics of surveyed enterprises andhaghtons;

2. Awareness and understanding of the global vataén and its participants;

3. Cooperation within the global value chain asdrticular links;

4. The scope of available resources and qualifinafi

5. The type of support necessary tangtteen the role of small and medium tourism

enterprises in the global value chain.

Each of the above sections contains several isJiresentire questionnaire consisted of
91 questions. In addition to answers to questidhs, report also contains additional
statements voiced during interviews or given inpogse to supplementary questions in a
discussion, or volunteered by the respondents.



l. INTRODUCTION TO THE SUBJECT OF VALUE CHAIN IN
TOURISM

The global value chain in tourism takes the shapietwis similar to that of a network
whose influence reaches various areas of the ecprstanting from the tourist industry,
through international transportation, to the bagkisector and financial activities. The
described network of relations and links is moredbrm of interconnected chains oriented
both horizontally (cooperation of enterprises andoorations, mutual relations, supra links
and alliances within the industry represented lgyvan enterprise) and vertically (activities
and relations among various companies, not neégstam the same industry but involved
in the creation of a product or service). One eXangpe partnerships of large hotels with
various enterprises such as airlines, travel agerds rentals, credit card distributors,
restaurants, shopping centres, etc. The primarg nmolthis orientation is played by the
companies creating a product, intermediaries aedctnsumer who is the last link in the
value chain.

Recently, the concept of a global value chain lntgaining significance. This is caused
by the growing concentration of capital in the hanfllarge concerns and the ever expanding
scope of their influence and share of the tourisarket. Related to this is a simultaneous
decline in significance of small and medium-sizéegprises in the tourism industry, which
are unable to compete with powerful multinationabugps. The most difficult situation is
faced by those enterprises, e.g. hotels, whichhaté by private owners, operating on the
market as independent entities, outside of any arsvof relations or cooperation with hotel
chains, travel agents or tourist operators. Sucknaerprise must be able to cope with the all-
encompassing strong competition, relying on its aesources, competence and experience.
Such enterprises lose against their competitors Wwaee the backing of other entities
operating within industry networks. The benefitsngd by enterprises taking part in the
global value chain are priceless and provide camalidle growth opportunities both for the
enterprise concerned and for its environment.

Benefits of significance to the entities operatwghin hotel chains or cooperating
networks:

* enhanced brand image as a result of the abilityst the logo of a well-known
international brand. This also indirectly leadsgi@ater sales (more customers
decide to use the offer of a hotel due to the tyafi services being guaranteed by
the international hotel brand);

» significant reduction of certain expenses makingthg company’s fixed costs,
resulting from the economies of scale (a chainnoftigns favourable contracts
with selected suppliers of certain services or potelnecessary for daily operation
of a hotel or restaurant. Such contracts make ssipte to negotiate attractive
terms of cooperation with the supplier for eachtgntithin the chain);

» expansion of sales markets thanks to a joint meaggetnd promotional policy, and
participation in various global online reservatgystems;

» greater numbers of visiting foreign tourists andrigt groups organized by travel
agents or tourism operators cooperating with arghai

* access to the headquarters’ information resourcesustomers, market trends
(which makes it possible to better match the qualitservice to the customer and
to choose better strategic solutions for compareraton);

* access to latest technologies and verified solsgtion



e access to professional training provided to theirenpersonnel, including
management;

» progress and encouragement of innovative behavailuhe enterprise.

From the perspective of benefits associated wiihngoa member of a global value
chain, a new force has been recently on the risle the aim of posing a counterweight to
large hotel groups. These are organizations dffifiaindependent entities operating in the
tourism industry and local, regional and supranegidotel chains. Those organizations offer
various support for the enterprises affiliated wtlsuch a chain, aimed to enhance their
competitiveness in facing other entities from thectsr, and especially international
competition.

Recently, research has been initiated within an DEoject on the prospects of
strengthening the role of small and medium-sizerpnises in the global value chain. The
first conclusions drawn on the basis of observatiand preliminary research results confirm
the advisability and the need of setting up looadiional alliances or local networks among
small and medium enterprises operating to datesotation in the increasingly competitive
market. Such a cooperation could help enhancedimpetitiveness of cooperating enterprises
and strengthen their role in the global value chidiowever, a broader analysis of the subject
will not be possible until comprehensive researshconducted and conclusions are
formulated on the basis of gathered materials. &exhalthough this is the object of the
research underway, such an analysis could leduetéormulation of a model of behaviour or
a practical set of recommendations and proposediao$ helping small and medium tourism
and hotel enterprises strengthen their marketipasit the sector.

It is worth noting also that the customer not oelypects but also offers value.
Traditional marketing reduced relationships withstomers to a simple sale/purchase
transaction. Hence, the “long-lasting relationsbigtween an enterprise and a customer,
typical for relationship marketing, should be basamd mutual confidence, loyalty and
reciprocity™. The organizations which follow the rules of riaship marketing aim at
creating unique relationships with their buyers getting the buyers involved in the process
of building the value they deliver to the markeel&ionship marketing, therefore, means
building mutually beneficial, long-lasting relatgimps and links among stakeholders, which
lowers the cost of transaction and saves the timportant in the concept of relationship
marketing is the mutual exchange of value, bothadi&ngible and intangible nature, as
graphically presented in Figure 4.

1 J. Otto, “Zadowolenie klienta i wagbdla klientd [in:] Marketing i Rynek1999, No. 12, p. 14



Figure 4. Nature of exchange between a customer amh enterprise and locality in the
relationship marketing concept
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locality
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- reliability
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- hospitable atmosphere

Source: Own study based on J. Ottdatiowolenie klienta i warté dla klienta”[in:] Marketing i Rynek, 1999,
No. 12, p. 16

It must be underlined that without understandings o increase the value delivered
to the customer tourism enterprises and tourisralikies will not be able to make use of the
available competitive advantage afforded by thati@hship marketing strategy. One of the
most important values expected by customers from dhtities creating and providing
services is high quality personnel and client smrviMost customers will not accept or
tolerate mediocre quality for long. If tourism enpeéses or tourism localities want to stay in
the competitive race and remain profitable theyehawo other choice than to create an
appropriate chain of relations among the employee, employee and the customer. The
benefits flowing from such relations display majorterdependence between quality,
satisfaction and loyalty of internal and externastomers, and finally, the profitability of
created links (cf. Figure 5).

A proper attitude of the employer toward the empbyinternal customer) causes that
the employee is happy and loyal to its company¢civiis reflected in a high quality of service
rendered to the external customer. In turn, a hapgyomer builds stronger relations with the
service provider, which may lead to sustainablegitasting relationships, thus ensuring
constant revenue for the company and increasindoyes satisfaction. In this way a circle
of links is created, guaranteeing benefits andfsatiion for all the parties.

“In a value chain in services three types of remipi relations are distinguisted

1. economic— through good quality the enterprise earns profits

2. non-economic— the company builds its positive image on the miagad in
the society,

3. partnership — direct links arise among the employer, the emgzognd the
customer”.

2 J. Karczmarek, A. Stasiak, B. Wiodarcz@kpdukt turystycznyPWE, Warszawa 2005, s. 300



To ensure high quality services the managementlghbrst of all, have a specific
strategy of influencing the service process. Lieespnnel, through their frequent and direct
contacts with buyers, are able to best understamaé¢eds and expectations of customers and
tourists. In that situation, it is important to eapa communication route between the line
personnel and the management. Hence, the traditbtwganizational structure (president on
top, customers at the bottom) should be reverseith Woper communication, such a
reversed structure makes it possible to transterktiowledge of line personnel to the areas
where services are designed and decisions are miadeemployees open the communication
route between the buyer and the management.

A good management system, joint efforts and infaimnasharing within an enterprise
and a locality create an atmosphere of understgratid a willingness to cooperate, which is
automatically reflected in employee contacts wittemal customers.

The skill to manage people in such a way that tdentify with the company, feel
their influence on the company and its decisiorsnismportant motivating factor enhancing
employee satisfaction with the job and loyaltytdm, satisfaction of the external customer is
clearly dependent on the perceived value of seryidient satisfaction certainly helps build
strong emotional links with the company or localitgoing beyond purely rational
preferences.

Figure 5. Value chain in services
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Source: J. Lacucki, Podstawy Kompleksowego Zgitzania Jakeciq (TQM), AE of Pozng Pozna 2001, p.16




A happy customer remains loyal much longer, exggegpositive views about the
company, pays less attention to competitive braadd is less price-sensitive. Such a
customer also shares his/her ideas about serviteshg company and is less costly to serve
than a new customer. This means that all the estitreating a tourism product in the area
and providing tourism services, especially localggament units, tourism businesses and the
local community, should work together toward cregthdded value for customers.

The tool which makes it possible to identify thethods of creating greater value
delivered to customers isvalue chain. The value chain is a sequence of activities whaekl
to the creation of a product (service) startingrfra concept, through various production
stages and marketing, to its consumption (cf. Ed)r

The value chain is a useful tool to examine irdeéand external operating conditions
of an enterprise or a locality, and, on that basiguild its competitive advantalén reality
value chains are usually more extensive than tieesbown in the diagram below.

Figure 6. Simple value chain

Source: R. Kaplinsky, J. Readman, Integrating SMS3lobal Value Chains, UNIDO, Vienna 2001, p. 28

Nowadays, for a tourism economy sector to be cdithy@ in international and
domestic markets a knowledge-based value chain beusteated. The Zicentury brings a
new era in the economy, called the knowledge erahé contemporary reality the key to a
competitive advantage is to be able to use andlene’s knowledge. Therefore, the ability
to gain a competitive advantage depends on the ledipe possessed by the entities
responsible for creating the tourism product oflthe@sorts. Such knowledge is necessary to
make decisions, enables perception of dependefrelasions, cause and effect relationships)
in the surrounding world and to use such dependsrioi achieve one’s goals, in particular to
survive and to modify one’s activities.

Of key significance in the development of quakigrvices is knowledge, which in
addition to traditional resources such as landpuaband capital is becoming a strategic
resourcé Nowadays, valuable capital consists of the fujessible knowledge of customers,
competition and markets. It is such knowledge fhatilitates good decision-making for the
entities creating and providing tourism and heedort services. This is accompanied by the
process of education, as well as the developmentnfmirmation and communication
technologies which are a means of searching, ¢oligcselecting, storing and processing
information.

3 G. Gierszewska&arzdzanie strategiczn@Vyzsza Szkota Przeddiiorczdici i Zarzdzania, Warsaw 2000, p.
88

4 J. NaisbittMegatrendy Wydawnictwo Zyski i Spotka, Poznd 997, cyt. za RZelazny Bariery rozwoju
spoteczeéstwa informacyjnego w Polsce oraz sposoby ich prgeizzania w aspekcie inicjatywy ,eEurope”
czlonkostwa w UHn:] Innowacyjndé¢ a rozwoj gospodarki Polski. Sity motoryczne i bayi Zeszyty Naukowe
AE w Katowicach ,Studia Ekonomiczne”, Katowice 209387



Shaping a value chain may pertain both to a sisgieice of a specific tourism
enterprise and to a product of a tourist areaHiglure 7).

Figure 7. Knowledge-Based Value Chain of a TourisrRroduct

Value chain Sources of competitive advantage
product Modern, innovative, high quality
technology Advanced information and communicatechhology
personnel Service quality management,
Training and education of tourism personnel
marketing Adoption by local governments and tourisusiness entities of a deep

marketing orientation (internal, external and iatgive marketing)
Cooperation of entities participating in shaping talue chain of a
tourism product (relationship marketing)

sale High quality customer service

Source: Own study

Building a knowledge-based value chain of a tounsoduct of an area to match the
needs and expectations of tourists requires amsixte information system. The role of
information is priceless due to the impact it hasdecisions of all the entities taking part in
creating a tourism product of an area and in piagigarticular tourism services. It seems
that much more can be achieved by having the iightmation at the right time than by
having even an enormous capital where relevant detamissing. Information processes
should start playing an increasingly greater ralelogal government units and tourism
business entities due to market globalization, csitipn growth, rapid development of
information and communication technology. In corimecwith the pace of changes in the
environment and within organizations themselvesyirfta relevant information and its
effective use has a decisive significance for tbeetbpment of a competitive and innovative
value chain of a tourism product of an area.

A true challenge in shaping a value chain of aismurproduct of an area is an
information system available through the use obwation in information and communication
technology (ICT).

ICT is particularly important as it facilitates iowation and contributes to greater
effectiveness and additional benefits in the preadsdesigning a tourism product of health
resorts. However, ICT is mainly a tool used to elismate and accelerate processes and not
an aim in itself. “It may be said that in this sen€T is like a highway while innovation is a
vehicle which travels on that highway”

The application and broader dissemination of ICT taurism destinations will
contribute to gaining, enriching and utilizing knleage through access to information
gathering and processing systems, improve commiimnsabetween the entities shaping the
value chain of a tourism product of the area asidustomers in Poland and abroad, as well as
among the entities participating in creating thatdoict. It will also enable linkages with the
environment, integration with external communitfegy. scientific and research ones), which
leads to a cooperation network among the above daméties. “A cooperation network
creates a culture of mutual trust’Interpersonal relationships based on trust, niutua
understanding, shared values and behaviours enaiole efforts which make up social

®|. GoldbergPolskaa gospodarka oparta na wieday. kierunku zwikszania konkurencyjdoi Polski w Unii
Europejskiej BankSwiatowy. Region Europy i Azji Centralnej. Departarheozwoju sektora Prywatnego
Prywatnego Finansowego, Washington D.C. 2004, p. 26

® M. BednarczykQrganizacje publiczn&arzdzanie konkurencyjroiq, Wydawnictwo Naukowe PWN,
Warszawa-Krakow 2001, p. 187-188



capital. Social capital is, therefore, inherently conndctgth trust among “strangers”, on
which cooperation of the entities shaping a toungsoduct should be based.

The main creators of a tourism product of an aed service providers: particular
entities supplying tourism services as well as llggavernments and the local community,
must participate actively in building the qualititourism services.

The method to ensure the quality of services igdarism business entities and local
governments to adopt a formal concept of buildingligy by introducing TQM (Total
Quality Management) where the human factor is gigepriority. TQM is a concept of
business management through involvement of all neesnbf an organization in the process
of improving the quality of services, its activitgieorganization’s goals, relying a continuous
effort toward satisfying customer needs and expiecsf. TQM aims to meet quality
expectations and to ensure permanent satisfacfiortesnal and external customers and the
society at large.

A very important aspect is motivation and instijifocal patriotism and commitment
to company goals among internal customers on tlee land while selecting proper, i.e.
customer oriented, employees on the other hand¢hwis a condition for ensuring high
quality of services. This stems mainly from thetfd@at most problems occurring at service
providing companies where high personnel participalevels are typical result from the ill-
matching of employees to jobs.

To face competition on a global, domestic or lcszdle tourism destinations should
evolve toward enhancing the qualifications of pess@roviding tourism services through
education and training responding to market needs.

It must be remembered that a significant portion podbducts offered by local
government units and tourism and health resortiesitare the kind of services where the role
of relations between the service provider and thwice recipient, or the direct services
provided to a tourist, is clearly visible. It isetimore significant in a situation where a low
quality of one service or one of its componente@f the quality of the entire tourism
product of the area. For that reason, a partieehaphasis must be placed on enhancing the
skills related to customer service, as well aseghehkich have a decisive role in gaining and
using information. In addition to substantive knedge, the main subject of training should
consist of employee behaviours during client inteom and development of employee’s
mental and social competence, i.e. “the skills sagtmospitality, friendliness, independence,
self-confidence, team work, empathy, maturity, aalaitity, ability to cope with conflicts
both internal ones and those arising during inteat’.

Competing by quality requires tourism businesstiestiand the local government to
make a comprehensive use of marketing rules atadles of service design and provision.
The achieved quality of tourism services and préglwé an area is not only the result of
external marketing but also of internal and intévacmarketing’.

While external marketing includes activities cotiagg of product preparation, pricing,
distribution and promotion methods, internal marigimeans building a team of satisfied,
loyal and efficient employees to achieve qualityspaenet®. It is important that the company
management should have information and care abmutattitude of employees to their
company, job and co-workers. Such knowledge enaae=er improvement which in itself is

" A. Fazlegé, Budowa Gospodarki Opartej na Wiedzy w Polsce atihgiotecznyarticle available on
www.egov.pl

8 M. KachniewskazZarzdzanie jakéciq ustug turystyczny¢iWydawnictwo Difin, Warszawa 2002, p. 105
°® M. Kachniewska, op. cit., p. 174

19 strategia ksztattowania produktu turystycznegoaegisudeckiegaed. A. Rapacz, Wydawnictwo AE we
Wroctawiu, Wroctaw 1997, p. 196

1 Cf. ibid, p. 196



an indispensable element of internal marketingméians internal communication which
fosters action, responsibility and commitment. Poglations among employees within a
company result in a poor quality of services preditio external customers.

Local authorities must also apply the rules of rimé marketing and a quality
assurance system to raise the standard of seramtkshe entire tourism product of the area,
as reflected, for example, in the proper attitudethe local population toward tourists
(friendliness, hospitality, credibility, reliabyif and environmental protection (pro-
environmental approach), and in employees’ comnritn@ better aesthetics and cleanliness
of the environment.

Placed at the junction of external and internal keting is often a system called
interactive marketing, geared toward achieving w@regersonnel specialization in the
customer service process.

In addition to the network of relations among eesit creation of a value chain of a
tourism product of an area should become a comnoah @f both public, private and non-
profit sectors at all levels as well as of the locammunity. The need for all the entities
forming the value chain of a tourism product ofamaa to cooperate is a condition necessary
for that value to exist. For that reason, contaateng local, regional and central government
authorities which may support the process of deetp the local tourism economy, and
tourism enterprises and tourism business self-gvgrorganizations, residents in the area
and external entities [e.g. neighbouring commugesir{d offering attractive tourism goods,
or research and development centres] should bedb@sea certain network of links and
proper relations, and on a comprehensive dialogue.

To understand the global value chain in the touriscustry, a deeper look is
necessary at the corporate strategies of mergersaeguisitions, and the role they play in
controlling the value chain. A similar role mayalse played by other forms of cooperation,
such as strategic alliances, franchising, and nm@&magt contracts. In that context, an
important issue is that of information technologyd @he Internet which modify relations in
the global value chain in the tourism industry. Mtihose technologies the consumer has an
even greater influence than before on creatingevatided in the process of creating a product
or a service, and also has a chance to influerestticture of the value chain, by indirectly
changing the relations occurring within the glolalue chain. Future consequences of that
process may include, for example, changes in thestm market structure and emergence of
innovative market solutions or new distributiontses in the tourism industry.

Methodology of Examining the Value Chain in Poland

The subject of research in this study is a glolsgkat of the knowledge-based value
chain of a tourism product of an area. Accordinghi® definition by V.T.C. Middleton, two
levels of a tourism product of an area are disistyed™:

- the overall (general) tourism product includes anlbmation of all the elements
consumed by a tourist from the moment of deciding drip until his/her return home.

It means the idea of expectation or a mental coostn existing in the tourist’'s mind

(it may be equalled to the overall tourist expecein

- specificd® tourism products which form components of the ailéourism product are
particular goods and services, mainly of a commaér@ature, such as accommodation,
board, transportation services and points of istere

12y T.C. Middleton,Managing the Marketing Mifw:] Tourism Marketing and Management Handhook
collective work edited by S.F. Witt, L. Moutinhorddtice Hall , London-New York-Toronto-Sydney-Tokyo
Sigapore-Madrid-Mexico City-Munich 1995, p. 334
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The model discussed here contains five main compsite

- points of interest and the environment at the dastin, comprising natural, man-
made, cultural and social points of interest,

- infrastructure and services at the destination, pp@img accommodation facilities,
restaurant base, transportation at the destinaitddrastructure for active recreation,
retail chains at the destination and other seryices

- accessibility of the destination, comprising trassation infrastructure (roads,
railways, airports, etc.), the equipment making ude that infrastructure and
government regulations,

- image and perception of the destination,

- price for the consumer.

A tourism product of an area is thus a complex pebdvithin which the products of
particular producers may be distinguished (e.gelhatstaurant services). Creation of that
knowledge-based chain, i.e. introduction of prodaobvations, continuous enhancement of
service quality and staff qualifications, utilizadi of advanced information and
communication technologies and cooperation, esihediat of local governments with
tourism enterprises, leads to a greater value lsgtigered to the consumer.

A global approach to the value chain of a tourisradpct of an area determines its
supranational character and shows the diversity ranttiple layers of relations between
particular links of the chain. In addition to thielgal approach to the value chain of a tourism
product of an area there is also a regional approfitat on the scale of a country,
voivodeship, communeg(ing, locality.

The starting point in the adopted model of a knolgeebased tourism value chain is
the input product comprising within itself objeaiand subjective aspects (cf. Figure 12). In
its objective aspect, five components of a tourgmduct of an area may be distinguished
(tourist attractions of the destination, infrasttme and services at the destination,
accessibility, image of the destination, price pydthe consumer), as well as the entities
responsible for its creation.

The necessary condition for a knowledge-based globlue chain of a tourism
product of an area to exist is a network productsp®cial requirement for designing an
innovative and competitive tourism product is tleguasition of knowledge and information
from outside, which should take place through coafen between research and
development institutions in Poland and abroad amblig private and non-profit entities
responsible for creating a tourism product.

“As a result of the unusual growth rate of advancgdrmation and communication
technologies, a new dimension of the environmeemerging: communication environment,
whose name reflects the essence of informatiorirghadre. communication, and the plane for
information exchange, i.e. the information spacéo€pace)™. In the transfer of information
with the use of modern information and communigcatiechnologies, information is not

13|t seems that the best Polish equivalent of thgliim phrase “specific product” is “the productpafrticular
producers” as suggested in the translation of V..Middleton, Marketing w..,op. cit., p. 88

“bid, p. 89

15 M. BednarczykQrganizacje publiczne. Zaydzanie konkurencyjioiq, PWN, Warszawa-Krakow 2001, p.
69
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realistically present but exists in a reality, eggmting a “virtual” characteristfewhich, as
M. Bednarczyk write, may be the source of new capabilities to compete.

A network form of cooperation of particular ent#tishould be based on trust, mutual
understanding, shared values and behaviours, althidh comprise social capitdl Social
capital is the total of currently existing and putal resources contained, available and
originating from networks of social relations. Th#ect of such cooperation is an added
value. A network form of cooperation among entitiegkes it possible to create an innovative
product with the use of advanced information tedbgies, and knowledge and competence
of the network participants. The result is the atitpurism product comprising four elements
determining its competitive advantage.

Figure 8. Knowledge-based tourism value chain used the survey of the domestic hotel
industry

Input product

- tourist attractions at the destination
- infrastructure and services at the destinatig
- accessibility

- image of the destination

- price paid by the consumer

- entities responsible for creating a tourism
product of the area

S

Output product Network product

- cooperation

- innovation - geographical cooperation
- education - virtual cooperation

- advanced information

technology

Value added of the product

- innovation
- education
- advanced information technology

Source: Own study

16 Ch. Scholzyirtuelle Organisation: konzeption und RealizatighFO” 1996, No. 4, p. 204, quote after M.
BednarczykQrganizacje publiczne, op. cit., p. 183

7M. BednarczykQrganizacje publiczne, op. cit., p. 185

18 A. Fazlegé, Budowa Gospodarki Opartej na Wiedzy w Polsce athgpotecznyarticle available at
www.egov.pl
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II.  ANALYSIS OF THE SURVEY RESULTS

1. Characteristics of Surveyed Enterprises and Orgaizations

The survey was participated by 26 entities involwedthe creation of a tourism
product, including twenty one hotels, and their imnment: two travel agents, one
association of health resort commungmifig, and two local government entities: Powiat
Starosty in Zakopane and the Cracow City Hall.

The surveyed sample represented the following atdrs:

1. 3* (three star) hotels were an overwhelming majoatnong surveyed hotels —
52.4%

2. most hotels began their operations in 1981-2000ef 60% and approx. 30% in
1946-1980

3. the largest group comprised medium-size hotels {84 small ones accounting
for 19%

4. most facilities had up to 50 rooms — 57%

5. 33% hotels reported occupancy rates at 61-65%{tendates of 55-60% and 66-
70% were each reported by 19% hotels.

Diagram 1. Breakdown of SMEs in the Hotel
Industry by Dates of Formation

2504 42.,9%
40%
35%
28,6%
30%
25%
19,0%
20%
15%
9,5%
10%
5% ~|
0% ‘
1945 and earlier 1946-1980 1981-2000 2001 and later

Source: Own study
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Diagram 2. Breakdown of SMEs in the Hotel Industry by
Occupancy Rates (%)
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Source: Own study

Diagram 3. Breakdown of SMEs in the Hotel Industry by
Employment
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An overwhelming majority of respondents indicateali$h capital as the source of
equity. This applies mainly to private companiegalyOL5% of the surveyed hotels reported
mixed capital, both Polish and foreign. In thossesa foreign shareholding exceeded 30% of
the company’s equity, thus giving the foreign shatder a controlling interest.

The main groups of customers to whom the survegeilities address their services
are business clients, foreign tourist groups, idial tourists, with a particular attention to
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foreign tourists and Polish tourists earning mbantthe national average income. The case is
different with pensions and health resort fac#itafering, in addition to accommodation and
board, also medical and rehabilitation servicegs¢hinstitutions are also geared toward
offering family holidays as well as holidays fosdbled children.

Another very important issue is affiliation with (anternational or domestic) hotel
chain, which was admitted by 45% of all the resgansl. The majority of the group declaring
cooperation with a chain stated that the cooperabegan at the moment of setting up the
company. Respondents indicated affiliation with fillowing networks:

hotel chain:

* Orbis Travel (3 entities) — 14%

» Accor (3 entities) — 14%

* World Hotels (1 entity) — 4,7%

* and TUI Travel indicated by one travel agent

business self-government network:

*  MIH Gremium (3 entities) — 14%

* TRIP (2 entities) — 9,5%

Most hotels (55%) declare cooperation with domestiworks such as:

» Start — one entity

* TRIP — three entities

* Polish Prestige Hotels & Resorts — five cases

* MIH Gremium - 5 entities

» the newly formed domestic hotel chain Polish BussnEotels — indicated by two

hotels

Diagram 4. Breakdown of SMEs in the Hotel Industry by
Network Affiliation

yes
57%

no
43%

Source: Own study

In most cases the initiative to cooperate with aiclcomes from hotels and hotel
chains seeking partners. In very few instancesmedtic chain is indicated as initiating the
cooperation. What is important, however, is thato55f respondents admit to being
independent of any chains with the only plane obpswation being joint advertising,
promotion, and more rarely, common information am$ervation systems. Franchise
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contracts, among other things, were quoted as boéher forms of linkages between hotels
and networks.

Diagram 5. Connections between Hotels and
Networks enterprises within a network other
cooperation agreements within a network franchise

B contracts
60 55
50 |
40
30
20 15|

10 | H
0

Networks enterprises  cooperation agreements franchise contracts

within a network within a network

Source: Own study

As regards the scope of cooperation within a nekwas many as 45% respondents
pointed to the most important, in their view, aittes conducted within such cooperation, as
shown in the figure below:
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Figure 9. Elements of Cooperation of an Enterprisevithin a Network
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2. Awareness and Understanding of the Global Valu€hain and its Participants

The surveys conducted indicate that many smallraadium-size enterprises do not
have full knowledge about the role of SMEs in thabgl tourism value chain. International,
regional and local competition forces certain measu especially cost reductions and
personnel training. Networks created for particylaoducts have a chance to grow in a local
and regional dimension, however, the necessaryeratipn does not develop dynamically
since it is perceived as being part of a networgetber with competition (industry and
geographical affiliations).

Greater opportunities are associated with presentadbf positive examples of
participation of small and medium enterprises imparation networks and the resulting
benefits. There is a high social demand in thaamdglhe absence of knowledge in that area
hinders SMEs’ participation and activity in variof@ms of cooperation networks. This
applies also to their cooperation with large conigsin the tourism market.

During the survey, all the participating entitiesnirmed that they maintain regular
contacts with the network, however, their relatlips differ in nature and the degree of
integration. This depends on whether an entity eaaips closely with a network on the basis
of contracts, e.g. franchise, or whether such imglatare based on a partnership. Hence,
respondents pointed to various types of relatioitis &network, starting from:

1) organizational relations (reported by 100% reslemts) in terms of:
» cooperation with hotel chains, travel agents anagpofit tourism organizations (e.g.
local and regional tourism organizations),
e cooperation within various industry, domestic amgiinational associations;
2) information relations (promotion, Internet)
3) relations based on a system of reservationesdlict-based network relations (e.g. SPA
product).
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Figure 10. Relations which significantly improve tle position of a hotel enterprise in the
global market context
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Source: Own study

Another link in the value chain consists of supglievith whom hotels cooperate.
Most of them pointed to small and medium-size qmises as the actual sub-suppliers of
goods and services. On the other hand, cooperatitwurism entities with large enterprises
occurs mainly via the Internet. This takes the foofna hotel using an international
information and reservation database. In the cdsaast hotels which organize their own
product the input of suppliers in the final produstestimated at 10%-20%. If a trip is
organized by a travel agency and a hotel only pewihotel services to tourists that
percentage grows to 70-80%.
The companies which are major suppliers include{%ervices provided):
« enterprises supplying foodstuffs and industrialdge 100%
« companies providing laundry services — 80%
« companies providing security services — 90%
« companies providing Internet access — 90%
e companies providing advertising services — 100%
« companies providing legal services — 80%
- travel agencies — 85%

Although 100% hotels point to companies supplyiogdstuffs and industrial goods as
their major suppliers, according to most, it isvélaagencies organizing tourist visits which
have the greatest input into the final shape oluaism product for the final consumer.

The particular role of SMEs in regional and localue chains takes the form of:

» participation in industry affiliations,

e participation in local and regional tourism orgatians,

» promotion conducted jointly with local governmentlandustry organizations,
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» delivery of regional and local products based omvwedge, culture and local

attractions,

* having the expertise, experience and contacts ganize their own input into the

value chain in the shape of new and attractiveoregjitourism products.

However, cooperation within a network is not alwajswved as positive. Very often the
reason is weak cooperation within a given affiiati not yielding any measurable benefits.
Except for staff training activities, a conflict afterest among the affiliated competitors is
often mentioned. According to respondents, the neféective forms of cooperation
encompass a broad range of services, e.g. coapedtia hotel with complementary service
providers, e.g. hotel, travel agent, restauranhtpmf interest, transportation.

Perhaps this is why 15% of hotel companies saidtkiey were not looking for new forms
of cooperation within a network. In turn, 15% ofthespondents stated that the contracts
signed within hotel chains impose far-reaching tatons disallowing other forms of
cooperation outside of the chain. The others (7@3itted decisively that they were looking
for other network cooperation opportunities whichuhd enable them to strengthen their role
in the global value chain.

For the entities from the hotel business envirorimemy opportunity of a network
cooperation seems appealing. That group showsragssupport for the entities seeking other
forms of cooperation within a network. The formscobperation being indicated include:

* broad cooperation in advertising and promotion,

e participation in regional, nationwide and interpafl information and reservation
systems,

» cooperation enabling enhancement of staff quatiboa through systematic customized
training within a network,

e cooperation consisting of service quality standatibn and permanent enhancement of
service quality.

Among the institutions playing the biggest rolehe global value chain an overwhelming
majority, i.e. 85%, point to travel agents and toperators. In other cases, large international
and domestic hotel chains or particular competingels within hotel chains, playing an
important role in a given region (having modernamwmodation facilities and a broad range
of additional services and a significant marketrgeha the region) are indicated. The most
often quoted reasons for that choice are:

» the size of an enterprise (economies of scalecesy.reduction)

e coverage

* modern accommodation facilities with efficientlyganized additional services

* access to international reservation systems

» flexible organizational structure

e but also availability of specialized knowledge abmew management methods,
modern marketing techniques, know-how or expedis&atest reservation systems.
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Figure 11. Expected forms of network cooperation byotel enterprises
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From a general point of view, the Polish tourismrke& is perceived as highly
competitive. For most enterprises, competition c®nfeom small and medium-size
companies. According to the majority, local comipai is the strongest. Only in the case of
large hotels with a considerable accommodation @gpand having large conference halls
also the hotels located in other voivodeships arsidered to be major competition.

According to most hotels and institutions operatinghe sector, the tourism market is
currently undergoing a growth phase in their regibhis is consistent with general growth
trends in the Polish tourism sector. According 4&69 the reason for the situation is Poland’s
accession to the European Union, 76% indicatedgtaal market situation in tourism and
42% of respondents also appreciated the signifeafhcheap airlines.

The enterprises operating in the tourism sectoe rtbat participation in a network
contributes to their greater market share. Thisrsemainly to the issue of expanding one’s
sales markets through cooperation with a netwotkeénform of joint advertising or thanks to
a well-known and recognizable brand name of a habtain.

Hotels and their environment are expected to diss#m benefits from participation of
small and medium-size enterprises in tourism vahans.

Enterprises indicate that their main sales marketslargely big Polish cities, such as
Warsaw, Cracow or Gdansk, and international maslesigsecially European ones (Germany,
UK, Italy, Sweden), former Eastern Block countriaswell as Japan and the U.S.

Based on the conducted interviews and the accompgmxchange of views, it may
be concluded that the majority of hotel enterprsesincreasingly aware of the significance
of a value chain in creating a tourism product &orcustomer. Most of them intuitively
appreciate benefits flowing from network affiliaticsuch as:

- participation in global information (fast colleatioof information and unlimited

access) and reservation systems,

- ability to use the expertise and experience (know)hof multinational or local

(nationwide) corporations,
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- opportunity to lower significantly the costs of comnication and expenses arising
from the economies of scale,

- opportunity to expand target markets,

- creative approach to designing innovative products,

- building positive company image based on a wellvkmanternational brand.

3. Cooperation within the Global Value Chain and is Particular Links

Another important issue is the distribution of pars’ responsibilities in basic
operations and activities within the tourism pr@cdsseems characteristic that in the case of
companies affiliated with a network the most impattdecisions are made exclusively by the
network management. In the case of non-affiliatethganies, decisions are made by the
company management or its owner. A similar situagipplies to all matters related to project
financing. As regards broadly understood marketithgis pursued mainly by in-house
marketing departments of hotel companies or cdettalentrally by a hotel or travel chain, or
in cooperation with advertising companies.

In the case of various activities with trade pardnéhese are conducted on the basis of
cooperation or partnership (which was also repoltgd5% of surveyed enterprises), but
there are also various forms of alliances, e.gichése or outsourcing (mainly to cleaning
contractors, lawyers, accountants or security agenetc.).

Another element of the value chain are interactionslved in designing a business
strategy, setting a price policy and informatioclenge between a surveyed company and its
suppliers, cooperators or competitors. Hotel emigep point mainly to cooperation in the
exchange of information on subjects such as urnelidebtors, sales strategies (overbooking)
or client referrals in the case of full occupancy.

Table 2. Interactions between a hotel and suppliersooperators or competitors in
designing a business strategy, setting price pol&s or information exchange:

" , : , Information
Entities Business strategy | Price policy exchange
Suppliers 15% respondent 50% yes 85% respondents -
(only international 50% no yes
chains)
Cooperators 50% yes 85% yes 90% yes
Competitors 0% 30% yes 40% yes

Source: Own study

The entities operating in the Polish tourism indudbelieve the most important
components of a value chain to be benefits rel&teefficiency, growth opportunities and
expansion to international markets. Also partngrstrid know-how are important for them.
As regards their own input into the value chainnynaompanies mention local knowledge
and their own organizational culture, various typssadditional contacts, capital and
technologies. This has been reflected in the survey

* 90%- local knowledge, own organizational culture
» 30%- additional contacts

* 15%- capital

e 10%- technology
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Figure 12. Declared value chain links

Source: Own study

What are the new forms of cooperation between SMEand large companies?

Tourism enterprises and their environment generadisceive tangible benefits from
operating and functioning within a network. Whatngortant for them is expansion of their
sales markets (wider coverage), standardized gualditservices within a network and the
opportunity to use know-how and experience in thglieation of new business management
techniques.

Cooperation between small and medium-size entepr@sid large companies has a
somewhat different nature. In the Polish hotel sidusuch cooperation practically involves
only large international hotel chains and theiri$tolsubsidiaries. Actual cooperation may
only be said to exist in the case of hotel entegsiand complementary businesses in the
value chain, namely:

» trade cooperation with airlines in outgoing touri@tane tickets),

» trade cooperation with airlines in reservationsdi@w and passengers,

* cooperation in incoming tourism with large Europdauar-operators, mainly
large municipal tourism centres and selected smiltalities, e.g. Zakopane,
Gdynia, Sopot, Karpacz, Krynica.

Growing trends in the cooperation of SMEs with &enterprises are present also in
the case of health resorts:

* between health resorts operating as joint-stock peones (sanatoria and
health resort hospitals) and domestic travel agents
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* between health resorts and Polish (SME) and for@agge and SME, mainly
German and Scandinavian) travel agents and touatips.

There is also a cooperation between the touristoisand other industries such as:

* between the health resort sector and the Socialrdnse Institution and
KRUS (Farmers’ Social Insurance Institution) (laogenpanies),

* between internet (reservation) networks and SM& fthe tourism and hotel
industry,

* among internet portals and platforms (innovativeyi®nmental, research-
development, construction, pro-consumer and ogmymmended by the EU),

* between international training companies and SMES,

* between foreign institutions granting quality derétions (ISO, HACCP) and
SMES in tourism,

* between Polish and foreign insurance companiesSafids from the tourism
and hotel industry.

A separate cooperation network consists of pagtmp in international tourism fairs
organized at central and regional levels. Such e@ipn has a geographical dimension
(mainly among voivodeships).

Occasionally, cooperation exists among large bankimerprises, insurers and Polish
hotels. More visible is a commercial cooperatiothafse sectors with training centres. On the
other hand, cooperation of the tourism sector wehsion societies should be considered a
matter for the future.

An example of a currently emerging broader netwankperation is the setting up of
the Industrial Tourism Promotion Centre in Zabreedelled on the Silk Trail promotion
centre) under the UN WTQO's direction as a promdaloplatform for SMEs and large
companies owning post-industrial facilities in Ralaand worldwide.

For the majority of tourism enterprises cooperatwithin a network is based on
transactions. However, there are also those whioperate based on relationships. Contracts
are mostly negotiated online, by telephone but dlsectly with the customer. This depends
largely on the context, situation and validity éktcontract. Hence, simpler contracts are
executed via the Internet or telephone, while naliffecult ones often require direct presence.

What is the impact of innovation on strengthening e role of SMEs in the global
value chain?

In the case of small and medium enterprises, tpaticipation in a network
contributes to the emergence of innovative projdméaviours and activities. This is related
to easier access to new technologies, both infeomats well as production technologies
(know-how). The most frequent innovations include:

e Product innovations — in 90% they occur mainly in the Polish hotel aodrism
industry due to the most extensive experience ah tbgard. Cooperation of the hotel
industry with domestic and foreign travel agents haen present for many years and
is complemented by other tourism product elementh sas regional culture, new
recreational and rehabilitation services, sportawgnts, motivational meetings or,
more broadly, business tourism (conferences, cesgee seminars) and broadly
understood qualified tourism.
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e Management innovations — appreciated by 90% companies. Such activities baen
developed in Poland in particular during the pd&siéars. The entry of foreign hotel
chains accelerated that process. Marketing, Inteouwgsourcing, franchise, personnel
management, cost management are applied increasnfigin in the Polish hotel
sector. Competition forces new measures. Howevemust be noted that such
processes, although showing growing trends, argetatommon.

* Institutional innovations — recognized by 90% companies. A number of insbitst
of an innovative character are emerging in thedhdiourism and hotel industry. The
factor accelerating that process is Poland’s imtign with the European Union and
the inflow of structural funds for that purposertiallar acceleration of institutional
innovation will occur in 2007-2013 due to increasdtbcations to such activities.
Technology Transfer Centres, Business IncubataesjiCGuarantee Institutions are a
start in the growth of such innovations. Touristhaas operating in Poland will be a
factor which supports and accelerates the process.

* Process innovations — are applied at 65% companies. This type of intiona is less
known in the hotel industry. But in the near futtine hospitality industry will be a
major innovation sector. A particular type of suichovations will consist of ecology,
an inherent factor of tourism growth and developindine tourism process will
absorb other components arising from the complexity diversity of leisure services
as well as their mutual interaction.

e Logistical innovations — pertain to 40% companies. They are less populaiobly
due to lack of familiarity with the problem. Suatmbvations are located outside of
hotel facilities, mainly in transportation and slipp. Environmental transportation in
tourism will soon acquire special significance inuntainous and protected areas.

The cost of introducing various types of innovatbadutions will be lower in real terms in
the case of those enterprises which are affiliatgdin a network, and their implementation
will additionally strengthen the position of sualisinesses within a network.

It has been noted also that innovations have acpkt significance in the case of
cooperation among small and medium-size enterprise®vative organizational solutions,
advanced information and communication technolo@iés) play a major role in improving
the cooperation among small and medium-size ernsegr e.g. the ability to lower
communication costs improves significantly the msiey of contacts and information
exchange. Any solutions which facilitate coopematnong companies are very important in
the entire process of creating a tourism productotding to respondents (70%), the greatest
risk in the formation of the global value chairbmne by hotels and travel agents organizing
tourist events. 30% of respondents pointed to taeagement boards of such companies as
the parties with the greatest responsibility inehére process.
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Figure 13. Types of innovations created in hotel agrations
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What is the impact of a tourism value chain on the@perations of SMEs?

A common form of operation consists of cooperatelging on mutual trust and long-

term relationships based on long-term contractsalysns of the particular links in a value
chain shows the existence of cooperation amonpaitdcipants at various levels. Examples
include:

1.

2.

3.

cooperation with international corporations hagamgactional nature and the most
frequent form of cooperation is franchise,

cooperation with local (nationwide) networks hashba transactional and relational
nature,

cooperation with competitors is practically redutedhe exchange of information on
the reliability of suppliers. In most cases, thexalso a silent agreement on mutual
client referrals (overbooking),

cooperation between hotels existing within a nekwaord suppliers is based mainly on
long-term contracts,

limited cooperation between hotels not affiliateithva network and suppliers is based
on short-term contracts. In their view, this is doiéack of mutual trust,

according to hotel enterprises, cooperation wittalggovernment is unsatisfactory;
measures taken by local decision-makers make assim@eration more difficult (e.g.
lack of building permits for new facilities or madéation of old facilities,
insufficient promotion of the region, lack of a @ééypment strategy for the area). In
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turn, from the point of view of local governmenitst cooperation is satisfactory and

has a continuous pro-developmental impact,

7. cooperation with business self-government, simitar local government, is
unsatisfactory,

8. an overwhelming majority of surveyed hotel busiessgoint to a large significance
of cooperation with travel agents, however, indreglg frequently customers use
hotel services without the mediation of a travedrigwhich causes discontent among
the latter.

A special condition for designing an innovative asampetitive tourism product is
acquisition of knowledge and information from odgsi which should take place through
cooperation between research and developmentuistis in Poland and abroad and private
entities responsible for tourism product creatibime initiative should come both from private
entities and from research and development cergnese private-public research and
development institutes have the theoretical bade thanks to their highly qualified staff, are
able to use such base effectively in practice. &ebeshould not be conducted merely to
satisfy researchers’ curiosity but also to identdgek and implement solutions helpful in
building a tourism product of health resorts. Tieimingling of science and practice triggers
generation and transfer of knowledge, continuouscation and improvement (creation of
new quality).

4. Scope of Available Resources and Qualifications

Most of the surveyed tourism enterprises (55%) affdiated with cluster-type
networks, which points to the existence of roomtfa development of such networks in the
Polish tourism market. 15% of the surveyed enteggrideclared virtual cooperation within a
network, while 30% admitted to simultaneously bedfigiated with a virtual network and to
cooperating geographically.

Diagram 6. Does your company belong to a
cluster-type network?
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Source: Own study
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Most small and medium-size enterprises operatinghe Polish tourism market are
affiliated with a trade organization. The ones gdanost commonly include:
* Gremium Matopolska Hotel Chamber — 76%
» Polish Tourism Chamber — 43%
» Malopolska Tourism Organization — 28%
» Cracow Tourism Chamber — 14%
» Polish Hotels Association — 14%
* Krynica Tourism Organization - 14%
e Tatry Chamber of Commerce — 24%
* Other local tourism organizations — 24%

Mentioned as partners are not only large trademzgtons but also travel agents,
institutions such as the Farmers’ Social Insuralmsditution, the National Health Fund,
Powiat Family Relief Centres (especially in the ecasf health resort sanatoria), large
companies, institutional clients, commungs{ng and the Internet.

According to 85% of the surveyed institutions, thsirengths which they bring to
cooperation within a network are their coveragee sand related operating flexibility,
production quality and product prices. Furtherelistre: good cost levels (70%), quality of
contacts (50%), coverage (45%), market identiftzat(25%), quality certifications held
(20%). 20% of the companies affiliated with an inagional network admitted to being in the
process of implementing I1SO certification.

The key resources mentioned most frequently asifisignt for strengthening the
position of a company in a global value chain idelucost levels, production and service
quality, as well as coverage. High costs and diegJidemand, as well as poor situation in the
tourism services market are mentioned as threatsttat reason, numerous measures are
undertaken by companies to strengthen their paositigthin the network, including
improvement of service quality, organization stanetbenchmarking, new ICT adaptation,
but also incorporation of innovation into businessitegies (introduction of new management
levels, flexible management structures, new ingerbtased personnel management systems,
new marketing techniques).
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Figure 14. Strengths from a network cooperation fora hotel enterprise

Source: Own study

Figure 15. Innovative products/services incorporate into a company’s business strategy

personnel
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Source: Own study

For many companies the main obstacle to introduciagous innovations is an
excessively high cost. Without such barriers maniemrises would invest their capital in
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modernizing their infrastructure, broadening thrainge of additional services (e.g. SPA and
recreation) and assigning free cash flow to manketictivities (advertising and promotion)
“without constraints”.

Hotel companies affiliated within a chain or coaarg with networks have a wide
access to the body of expertise gathered by mtitima corporations. In turn, networks
attempt to implement their quality standards at tim®perating or affiliated companies
through continuous staff training. They also oféessistance in adapting their organization
structure to new market conditions to enable thesterprises to respond flexibly to all
changes occurring in their environment. The sitimatooks different in large cities where the
gualifications and the supply of available workeffer much broader selection and better
choice of top personnel. Among those companieslyamisinesses play a particular role,
where the employee selection criteria are basddrmily connections.

The majority of hotel enterprises make insufficiase of IT tools based on advanced
information and communication technologies. Theso@a according to enterprises, is a
significant cost of implementing new communicatsmiutions and buying a license. Hence,
companies limit themselves to using basic IT tosleh as the Internet, email, local
reservation systems, simple computer software, etc.

A significant threat for private hotel enterprisggerating in the market comes from
the so-called grey economy which functions deggpeteerally applicable standards.

4. Type of Support Necessary to Strengthen the Role @&mall and Medium
Tourism Enterprises in the Global Value Chain

The majority of enterprises taking part in theveyr (70%) said that they had not
received any help from government agencies or lag#iorities. Only 30% of them declared
receipt of such assistance in the form of co-fimagndrom the EU or PFRON (Disability
Fund) for restructuring of their restaurant fambt 15% received one-time support from other
organizations, for example, training in tourism.

As a result of the above, it is very important tts\@er the question posed by the
OECD, namely:

Does the country’s economic policy reference SME$d global value chains?

Presently, references to tourism SMEs in the ecanpuolicy pertain to the following
spheres:

1. Creation of the Small and Medium Enterprise Fouondaand the Polish Agency
for Entrepreneurship Development as governmentunsnts supporting that
sector of the economy.

2. Drafting of programmes for SME development with tise of structural funds in
combination with national funding.

3. Placing emphasis on supporting pro-innovation messand enhancing SME staff
gualifications, including funding adaptation tottparpose.

4. Facilities in launching business activities andisgtup companies.

5. Funding employment for graduates under the Firbtalad From Apprenticeship
to Employment programmes, for the disabled fromRR&RON funds and for the
unemployed from the budgets of job centres.

6. Support for the operation of the Polish Tourism &wgation and Regional and
Local Tourism Organizations.
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7. Support for education and training of tourism parsd as well as training
publications and materials.

8. Popularization and dissemination of the results sofentific research and
conferences, seminars and practical workshopsyding for tourism SMEs.

9. Dissemination of knowledge about financing optidois SMEs development and
operation in tourism.

10. Support for the creation of regional and local ismardevelopment plans including
tasks involving cooperation of tourism entities.

11.Support for the national tourism information systewdressed to the national
tourism industry 95% of which is represented by SME

It is important that an overwhelming majority ofmall and medium enterprises

perceive the need to obtain assistance from thergawent and local authorities in the form
of:

» subsidies,

e assistance in obtaining attractive investment Ipans

* tax incentives outside of the tourist season duegber operating costs,
* incentives for job creation,

» promotion of the region,

» better promotion of Poland in the international ke&r

» protection of domestic enterprises,

« staff training.

There is also a large demand for support from itigusganizations in the form of:
* industry training aimed to enhance qualificatiohsampany personnel,

* lobbying among the authorities to enforce simpkgutations and legislative
solutions related to the tourism industry.

An overwhelming majority of enterprises indicateneed for assistance from public
administration authorities in promoting Poland ingionally, among particular regions and
cities. Small and medium enterprises mainly expgaternment authorities to provide
financial support (subsidies, tax credits, assts#dan obtaining low-interest investment loans,
etc.) and ensure favourable legislation. The swesleyompanies hope for a greater access to
information about available structural funds, ard®ato participate in industry training and
an improvement of their region’s infrastructure.

IV FINAL CONCLUSIONS

Summing up the analysis of the value chain in tbikesPR hotel industry, the following
additional questions could be asked.

What is the impact of a tourism value chain on SME®perations?

A tourism value chain in Poland has a small impactSMESs. It plays a quantitative
role while its qualitative input is smaller. Intetional, regional and local competition is
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going to force actions, especially in personnehing and cost reduction. Networks created
for particular products have a chance to develo@ dwcal or regional scale. The necessary
cooperation is not growing dynamically since itpsrceived as participation in a network

together with competition (industry and geographéssociations).

Much greater hopes are associated with showingtipesexamples of SMEs
participation in cooperation networks and the r@sgl benefits. There is a large social
demand in that regard. The absence of relevant letime hinders SMEs participation and
active involvement in various types of cooperatiomains. This refers also to SMEs
cooperation with large companies.

The expected form of assistance is related to whssdion of benefits from
participation in global, national, regional anddbtourism value chains.

What is the role and place of SMEs in regional antbcal value chain®

A particular role of SMEs in regional and localuechains consists of:

1. participation in industry associations,

2. participation in local and regional tourism orgaatians,

3. promotion, together with local government organaa and industry
organizations,

4. delivery of regional and local products based oowedge, culture and local
attractions,

5. having the knowledge, experience and contacts danize one’s own input into
the value chain; new and attractive regional toasoducts.

SMEs are practically invisible in innovation netksr associations of producers of
various tourism products, tourism clubs, and Irdemetworks. This results from their lack of
knowledge as well as economic weakness. Very maviigsSoperate in the so-called grey
economy, which limits their open and expansive ivement.

In response to the survey results presented inrémsrt the following solutions are
proposed, aiming at:

1. Improving knowledge and disseminating good practice among small and
medium tourism enterprises especially with regard to:

* information and communication technology,

* marketing and research,

» financial support for the tourism industry,

* enhancement of education and professional training,

» effective support systems for small and medium rentes, especially the support
provided by tourism offices.

2. Supporting pro-development activitiesthrough:

» Development of education programmes addressed &l amd medium enterprises and
their personnel,

* Inclusion of small and medium enterprises in natiand regional tourism development
strategies,
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* Review of the actions of public administration amecialized agencies (Polish as well as
regional and local tourism organizations) in favotismall and medium enterprises,

» Identification and transfer of good practices imugitaneous networking procedures,
systems and tools, including support in accesgtsgmal computer techniques,

* Public sector financing of a specialized websitelragsed to all small and medium
enterprises,

* Ensuring better market information for small anddinen enterprises, and transfer of
modern information gathering and application teghes,

» Raising the awareness among small and medium eisespabout existing financing
programmes and how to use them,

* Review and explanation of the various sets of gatéor the currently offered support
under European Union funded programmes, aiminguahonizing them,

* Harmonization of taxation of small and medium emtises, especially VAT rates and
thresholds,

* Seeking a more pro-active attitude among largerpnses toward support for small
businesses as a way of furthering their own lomgrtearket interests in tourism,

» Development of support for a constructive dialogaed cooperation among
representatives of small enterprises, chambersoainterce and industry, and large
organizations,

* Introduction of a division into enterprises empluyi5 and fewer people and those
employing 5-10 people, which will better reflecethdiversity.

Bibliography:

1. Bednarczyk M., Organizacje publiczne. Zalzanie konkurencyjrigia,
Wydawnictwo Naukowe PWN, Warszawa-Krakow 2001.

2. Berbeka J., Nowe tendencje w zachowaniach konsuwejim:] Marketing i Rynek,
1999, nr 1.

3. Biesaga-Stomczewskia E., Zrozumidienta [in:] Marketing w praktyce, 1998, nr 6.

4. Burzynski T, Klimat dla przedsbiorczaci, in: Nowe szanse, nowe miwosci
lokalnego rynku pracy powiatu tatfikiego, Instytut Turystyki w Krakowie sp z o0,
Krakéw, 2003.

5. Fazlegt A., Budowa Gospodarki Opartej na Wiedzy w Polsdeapitat spoteczny,
article available atww.egov.pl

6. Gierszewska G., Zagdzanie strategiczne, \WWyza Szkota Przeddiiorczcci i
Zarzdzania, Warszawa 2000.

7. Goldberg 1., Polska a gospodarka oparta na wied¥y.kierunku zwekszania
konkurencyjnéci Polski w Unii Europejskiej, BanRwiatowy. Region Europy i Azji

32



Centralnej. Departament rozwoju sektora Prywatn&ygpwatnego Finansowego,
Washington D.C. 2004.

8. Kachniewska M., Zargzanie jakécia ustug turystycznych, Wydawnictwo Difin,
Warszawa 2002.

9. Kaplinsky R., Readman J., Integrating SMSs in Glataue Chains, UNIDO, Vienna
2001.

10.Kaplinsky R., Rozpowszechnianie kofzyz globalizacji: Czego miemy dowiedzié
sie z analizy tacucha wartéci, Referat, Katowice 1998.

11.Karczmarek J., Stasia A., Wiodarczyk B., Produkystyczny, PWE, Warszawa 2005.

12.Komppula R., Success through customer value basatketn innovation [in:]
Innovation in Tourism-Creating Customer Value, RdKelner, T. Bieger, AIEST, St-
Gallen 2005, vol. 47

13. Kotler Pch., Marketing, Prentice Hall REBIS, Pozi2805.

14. tancucki J., Podstawy Kompleksowego Zaizania Jakeia (TQM), AE w
Poznaniu, Poza2001.

15..0tto J., Zadowolenie klienta i wagtodla klienta [in:] Marketing i Rynek, 1999, No
12.

16. Pechlaner H., Fischer E., Hammann E., Creatingviileable basis of competitive
advantages of destinations [in:] Innovation in Tisur-Creating Customer Value, red.
P. Kelner, T. Bieger, AIEST, St-Gallen 2005, vbi.

17.Draft Tourism Development Strategy for 2007-2013inistry of Economy, June
2005.

18. Strategia ksztattowania produktu turystycznegoamygisudeckiego, red. A. Rapacz,
Wydawnictwo AE we Wroctawiu, Wroctaw 1997.

19.Zelazny R., Bariery rozwoju spotedmwa informacyjnego w Polsce oraz sposoby
ich przezwyctzania w aspekcie inicjatywy ,eEurope” czionkostwa WE [in:]
Innowacyjné¢ a rozwdj gospodarki Polski. Sity motoryczne i bayi Zeszyty
Naukowe AE w Katowicach ,Studia Ekonomiczne”, Katog/2003.

20. OECD Report, Enhancing the role of SMEs in Globalué Chains: Draft Korean Case Study
on Tourismt, 9-10 November 2005, OECD, Paris

21.OECD, Increasing the role of SMEs in global turiswustry, in-progress draft report,
9-10 November 2005, OECD, Paris.

33





