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Abstract  

Purpose – The purpose of this paper is to illustrate how essential is innovation in the tourism industry. First of all, we will describe various 
techniques to be innovative in the tourism industry using the modern available technology and the computer development. Second of all, 
we will show how essential it is to be creative and innovative in the tourism industry in order to stay on top of the competition and it is a 
very competitive industry. In addition, we will provide several examples of innovations in the tourism industry in different countries and 
compare the similarities and differences.  

The paper defines the concept of innovation and shows how it is applicable in the tourism industry. In addition, our paper will show how 
pertinent it is to be innovative to succeed in the industry in order to provide as much flexibility, comfort and happiness.  

The development of modern tourism primarily depends on the development and implementation of innovative technologies aimed at 
improving customer service and expanding tourist service opportunities. The purpose of this paper is to convey how essential it is to 
understand the market dynamics for tourist services and to stay abreast in order to ensure the efficiency and profitability of these particular 
specialties of services. 
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1 Introduction 

The article will provide information about the approaches and 
the directions of development of innovative activity in the 
sphere of tourist services and their competent use at the 
enterprises of the given branch. Furthermore, it provides 
important information on key innovative technologies, their 
contents, applications and effectiveness. The objectives of this 
paper is to analyze the innovation processes in tourism, the 
opportunities for innovation in tourism, and provide examples 
of application of innovation in tourism. We will especially 
provide examples in tourism innovations in Latvia too. 

Competitive advantages of the organization are unique 
tangible and intangible resources owned by the organization, 
as well as strategically important for this organization 
business areas that allow it to win in a competitive struggle. 
Competitive advantages represent a high competence of the 
organization in the tourism industry, which gives it the best 
opportunities to overcome competition, attract consumers 
and maintain their commitment to its brand. 

Competitive advantages of the organization are unique 
tangible and intangible resources owned by the organization, 
as well as strategically important for this organization 
business areas that allow it to win in a competitive struggle. 
Competitive advantages represent a high competence of the 
organization in the tourism industry, which gives it the best 
opportunities to overcome competition, attract consumers 
and maintain their commitment to its brand. 

At the heart of competitive advantages lie tangible and 
intangible resources (Figure 1). To tangible resources (tangible 
assets) are the material and financial assets of the organization, 
which are reflected in the balance sheet. Under intangible assets 
(intangible assets) are understood the qualitative characteristics 
of the organization, namely not related to people (prestige, 

image) and intangible resources, which are related to human 
capital (personnel qualification, experience, competence, 
corporate culture, management team). 

In addition, the individual strategic directions of the 
organization (marketing, marketing, finance, etc.) in which 
it succeeds can be a source of competitive advantages. The 
organization will also occupy a leading position in 
comparison with its competitors in case of a monopoly on 
the market, which is why many large organizations of the 
tourism industry are currently trying to seize the market 
through globalization and integration of companies. 

Thus, the competitive advantage is the position of the 
organization in the market, allowing it to overcome 
competition and attract consumers. Competitive advantages 
allow the organization to have a profitability above the 
average for companies in this industry or this market segment.  

Innovations in tourism should be considered as systemic 
events that have a qualitative novelty and lead to positive 
shifts that ensure sustainable operation and development of 
the industry in the region. 

The innovation process in tourism is quite specific. It 
receives its recognition, on the one hand, through the tourist 
market and the degree of customer satisfaction, and on the 
other hand, mainly thanks to the adoption of joint decisions 
by tourism organizations, regional authorities, local self-
government bodies. 

Based on the provisions of the Agreement on Trade in 
Services (GATS), in tourism innovation activity develops in 
three directions: 

• introduction of innovations (organizational 
innovations) related to the development of the 
enterprise and tourism business in the system and 
management structure; 

• marketing innovations that allow to cover the needs 
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of target consumers or to attract clients not covered 
for a given period of time; 

• Periodic innovations (product innovations) aimed at 
changing the consumer properties of a tourist product, 
its positioning and giving a competitive advantage. 

In modern understanding, innovations in tourism are 
planned, targeted, inevitable, managed and practical 
changes and innovations at the level of organizations 
involved in tourism, public associations and states aimed at 
developing tourist flows and creating a proposal that 
satisfies and exceeds individual demand as much as possible. 

2 Overview 

At the same time, competitive advantages are divided into 
two types: 

1. the advantages of high rank (associated with the 
organization's excellent reputation, a well-known 
brand, qualified personnel, advanced marketing, 
based on the use of new technologies, modern 
management, long-term relationships with consumers, 
etc.) tend to persist for a longer time and , respectively, 
allow the organization to achieve higher efficiency; 

2. the advantages of low rank (associated with the 
availability of cheap labor, rich tourist resources, etc.) 

are not so stable, as they can be used by competitors. 

3 Decision 

All components of the tourism industry must be influenced 
by scientific and technological progress. Only such 
interaction of all elements of the tourist industry can lead to 
the emergence of a significant synergetic effect, expressed 
as growth of the tourism industry. As a result, the one who 
first of all gives to the tourist product new consumer 
qualities and properties wins and is able to interest the 
consumer with these innovations. 

4 Conclusion 

Findings – Based on the current literature and examples 
provided, we will illustrate how the use of technology can 
enhance the innovations and creativity in the tourism 
industry and especially why it is essential to be innovative 
and creative to stay on top of the competition. 

Originality of the research – The paper emphasizes the 
use of technology together with innovations and creativity 
in order to succeed in the tourism industry. Using 
technological innovations to provide flexibility and 
convenience for the customers and clients. 
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