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Abstract: Large companies, especially the corporate chairss raajor

innovators in tourism can more easily provide imf@tion on new
knowledge, procedures, inventions, new technologies to achieve
recognition in the market through brand developmemd increase
competitiveness. Incentives for innovative strateggw ventures and
entrepreneurial activities may be an element ofrismn growth and the
growth of capable companies the flexibility to adag and offensive act on
the market. This paper analyzes the developmennofative processes and
define the main objectives of introducing innowatactivities. To achieve the
objectives of tourist enterprises in Serbia in termf increased market
volatility in existing businesses, crucial to thendval and success are well
designed and implemented marketing strategies mdviation companies.
Aim of this study to show that the introductionrwfovative forms of tourism
in Serbia, creating conditions for the internatidization of business.
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Introduction

"Innovation is essential for a successful modewnemy, as well as water for life.
It is at the core of economic planning and the masy to open a business in the
economy," said European Commissioner for reseairmigvation and science, Maire
Geoghegan - Quinn.

Drucker (1991, 56) states that: "Innovation is #ot that endows resources with
new capacity to create wealth". Innovation, in famkates a resource. There is no such
thing in the world, such as "resource" until mamd§ utility value of something in nature
and not something bounty economic value. Until theach facility means only a weed,
while the ore means any one of the countless rde#er to little more than a century, no
mineral oils, which are oozing out of the eartlsources are not represented, nor bauxite,
aluminum ore. They were even harmful, because ltitesspemed fruitless.

Organization for Economic Cooperation and Developn{®ECD) in 2005. gave
the general definition of innovation: "Technolodicanovations have significantly
improved products (goods and services) or proceseas methods of marketing, or new
methods of organization in business practices, plade or external relations."
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The European Commission defines innovation as 'owipg and expanding the
scope of products and services and related marlettgblishing new methods of
production, procurement and distribution, introdwmet of changes in management,
organization and working conditions of employees."

Serbia is far below the EU average for innovatiom aheir impact on the
economy, data showed that at the beginning of yeiar published by the European
Commission. Europe, on the other hand, fails tahahe world leaders in this area, the
United States and Japan. Serbia is in a group whtdes a modest system of innovation,
with worse indicators than Romania, but better thdacedonia, Lithuania, Bulgaria,
Turkey and Latvia. The most successful in thisdfiel Europe are Switzerland, Sweden,
Denmark, Finland and Germany, which constitute @ugrleader in innovation. Behind
them were "followers of innovation,” where is their&pean average, and moderate
innovators. Serbia is the worst group and is latate the 29th place of 34 countries in
Europe. Croatia is in a group of moderate inno&tthree points ahead of Serbia. Bosnia
and Herzegovina and Albania are not included irréisearch.

The strategic course Serbia is EU integration amacement of domestic
enterprises and the economy in the European antll wmarrkets in competition with the
large number of successful, export-oriented enigzprfrom other countries, multinational
company with world-known products - brands, bussessvith modern organized using the
most modern information technology and modernlyigiesd organizational structure, very
knowledgeable, professional and experienced managtem

The task of domestic companies is very complex r@agiires good preparation,
selection of appropriate strategies, businessHiiyi, resilience, organizational structure,
market performance thoughtful, competent managqréaaksonnel, developed marketing
program that monitors the activities of the company

Institutions in terms of "common habits, routinestablished practices, rules or
laws governing the relationships of interactionsseen individuals and groups" (Edquist
and Johnson 1997) and form an interactive learpingess in the economy. They affect
the creation, storage, distribution, use and destnu of knowledge, because they shape the
knowledge, vision and communication patterns, andraction of economic agents. The
relationship between integration and innovationtlyough the institution, and thus affect
the process of learning and innovation. In addjtitme institutional character of the
relationship deeply distressed by the fact that phecess of integration taking place
between the economy, where knowledge becomes th& mgportant resource, and
learning, as the most important process (Lundvadl Johnson 1994, 23-42).

The discussion paper uses the idea of an innovapypeoach to the development
process and define the main objectives of intrattuénnovative activities, as well as well
designed and implemented marketing strategies wbvetion companies. Large travel
companies are much quicker to implement new idedsch achieved a comparative
advantage. Smaller companies they follow only ditering checked that the investment or
changes feasible. By its nature, the tourism séwims companies to perceive what others are
doing. Travel companies in Serbia who want to bekatdeaders must constantly innovate
business processes, because any advantage youoagabre quickly undermined. Only the
strengthening of innovation in creating new valbage competitiveness in the market.
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1. The Development of I nnovative Processes

The importance of international activities of comjgs in every national
economy, and particularly small countries, is urdedly also a key factor in the
development and growth in modern conditions. Howetee Serbian experience is in
many ways over the years was accompanied by masgomieptions, negative results,
burdened with outmoded approaches and ineffectiwtians. The solution is to approach
the development of innovative processes.

Initial steps in developing the theory of innovatibas made Joseph Schumpeter,
one of the greatest economists in history, thaderof the twentieth century. Economic
development is, Schumpeter pointed out, largelerdeined by noneconomic factors.
These factors relate to the institutional structfrsociety. Key role in it is the entrepreneur
who is not only a manager, but is unique and sjepiérsons, which by their nature,
acceptance of risk which carries with it the inwotion of new product and to new
technologies and thus realize the process of infmvahat is crucial for economic
development. The most important factor of econograwth are a combination of five
factors, representing innovation (Schumpeter 183%88):

New products,

New production technologies,

Opening new markets

The introduction of new resources and raw materials
The new organization of economic activity.

arwONE

Schumpeter was offered regarding the previous twaeais of innovation. First
developed in his work "Theory of Economic Developthdrom the 1912. and the second
in his book "Capitalism, Socialism and Democradsgtn 1943.

The first model refers to the impact of technolagilmnovation on economic
development in the period before the Second Wordd,When the development of science
and inventions arising out of it, were exogenouthwespect to the company, and thus
independent of the state of demand for productsutih a situation, some entrepreneurs are
willing to take risks, accepted the invention, depeand implement them directly in the
production, realizing the possible potential fanamation that will be the profits realized in
the future. Entrepreneurs who have success imtpéementation of innovations, achieved
remarkable growth, and of course profits in theiqugrwhile other entrepreneurs do not
accept the innovation.

Figure 1. The dynamics and impact of entrepreneurial innovation - Model |

EI"_EE‘“’“S Entrepreneurial Innovative New forms of Changed market Profit or loss
science activity investments in production structure from innovation
and invention new technology

Source:(Schumpeter 1912)
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Another Schumpeter's model corresponds to a greatint after the Second
World War, when the activities research and devalkaqt of large companies, and included
scientific research and technological developmantglose interactive relationship with
exogenous scientific and technological developmknthis way innovative activities are
institutionalized by large companies, whereas #eglback effect of realized profits on new
scientific research and undertake new investmembs tougher, contributing to scientific
discovery and technological development a contisuoharacter, rather than occurring
sporadically as a consequence of random discovedy acceptance of risk by some
entrepreneurs.

Figure 2. The dynamics and impact of entrepreneurial innovation - Model 11

Eﬂddﬂge;m“ls SC'?MG Management New forms Changed Profits or

and technology (m of innovative P i

e oo p O > of production p{ market i losses from
mmvestment structure innovation

development)

y ot t

Exogenous
Science and
Technology

Source:(Schumpeter 1943)

This model is very important, because Schumpetgiefoof last century visionary
announced what happened in the last third of XX eamtly XXI century, and that is that the
big companies, thanks to investments in research davelopment, become carriers of
technological development in the world. It all star 140 years before the opening of the
first research laboratory at BASF in Ludvigshafeand today most research takes place
within large companies allocate huge funds for medbgical development (Microsoft,
IBM, Intel, General Motors, Toyota, Mazda, FolkseagDipon, Nokia, Samsung, Boeing,
Airbus, Lockheed Martin, Pfizer, Roche).

The development of innovative processes is conlfinaaproving the national
business environment in which to be designed toiniaie the competition and productive
ways companies. At different levels of developnthetre are different challenges in terms
of macro and micro economic competitiveness. Witising the level of development is
changing the nature of competitive advantage (P&@98, 198-200). Also, it can be
defined as a formal plan for the project from tihea stage to market launch.

The innovative development process consists oflatlisions, actions and their
impacts that occur from recognition of the neeghmblem through research, development
and commercialization of innovations, through tifeudion and adoption of innovations by
users, with its consequences ... which roughlyesponds to the process of knowledge
transfer (Rogers 1986, 37-60).

The generic value chain, innovation processes dteyacomponent in the long
cycle of creating value for consumers. They wewdédd into two major segments: the first

74



Innovation as a Factor of Development Tourism in Serbia

is done the research process and the profitakilitthe market size, competition and
consumer preferences, in order to develop otheomppities for participation in the

market. Operational processes are usually in theecef attention of management, with a
view to achieving efficiency and operational effeehess, represent only part of the
generic value chain, and short-term cycle of cnegatialue for customers.

Figure 3. The generic value chainSlika

Process of post-

Innovative processes Operational processes sales support
Identify Satisfying
Identifying Creating Production Delivery Servi
customer market product/ product/ product/ ervice customer
service service service
needs / / / needs

Source:(Kaplan, Norton 1996, 96)

An important component in this part of the valuaiohis a cooperation of industry
with research and scientific institutions, consutia support and the ability to improve
operational processes through education and tiRiost-sales support activities represent
a significant improvement of relations with consusa@ hese activities in the generic value
chain affects the long-term customer satisfactionl @aining their trust, and it can
significantly contribute to creating a strong besis reputation and advancement
konkurenske position of the company.

Porter (2008) introduced three generic stratedied & firm must be used to
overcome the 5 factors and the achievement of ctitimeeadvantages:

e Positioning the company in provrednom segmeigtermines whether the
profitability of firms is higher or lower, on avege, the firms provrednog
corresponding segment. The company that is able tavell positioned to realize
high rates of return even though the structure haf tinfavorable economic
segments and the average profitability in her mbdes

« The most important condition for achieving aboverage results of a long-term
sustainable competitive advantagdthough in comparison with its competitors
the company may have numerous advantages and digades, there are two
main competitive advantages that can posdess:cost and differentiationThe
significance of any advantages or disadvantagebheftompany is ultimately a
consequence of their influence on the relative andtdifferentiation.

* Two basic forms of competitive advanta@ew cost and differentiationjogether
with a range of activities within which the firmrises to achieve them lead to
three generic strategiefor achieving above average results in an economic
segment (shown in Figure 4)

1) Leadership in the cost
2) Differentiation
3) Focusing
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Figure 4. Porter generic strategies
COMPETITIVE ADVANTAGE

Lower Cost Differentiation

Broad 1. Cost Leadership 2. Differentiation
Target
COMPETITIVE
SCOPE Stuck in
the Middle
Narrow
Target 3A. Cost Focus 3B. Differentiation

Focus

Source:(Porter 2008)

Generic strategies for creating competitive advgeita

The strategy of cost leadership - be cheaper.
The strategy of differentiation - be different frahe competition.
The strategy of focusing (for 1 or 2).

wn e

The competition everyone wants and needs to be better than otmpetitors,
because they want to be better than us. This isfanite system of direct and indirect links
between countless players in the market - compstito

Competitive advantage when the company has a higher profitability thha
average profitability of companies in the indusdtying a period of time, is said to have a
competitive advantage.

2. TheMain Goals of Introducing I nnovative Activities

Today, innovation is faced with new challenges. #iijmamism has produced its
own world that requires a lot of ways to refleat thnovations. In the corporate sector, the
determinants of innovation performance have charigethe global economy based on
knowledge, partly as a result of developments iformation and communication
technologies. Companies are hungry for new ideastatew ideas (Goh 2004).

Some authors (Sundbo et al. 2007, 90) point outrtiwst innovations in tourism
are not technological, but do change the behavi@nterprises. One of the main factors
that influence the development and applicatiomabvation in a country refers to the way
of support and the relationship of the state. H@vemost so-called. support for innovation
is aimed at facilitating access to new market$iaiathan on improving the product on the
company level or destinations.

Hjalager (2002, 464-474) suggests a model of intiowathat leads to cost
reduction and increase of competences that are tasptbduce goods and services. The
model illustrates four types of innovations:
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regular innovations, such as the ongoing investrimenpgrading the hotel,
innovation in market niches where new suppliersemater the chain of tourism or
the creation of marketing alliances,

architectural innovations that create new infragtice or capacity to develop new
products such as the destination driven event antbdeling of the concept of
tourism in this place,

revolutionary innovations, such as using e-servioegtract customers.

The main goals of introducing innovative activitiess improve the quality of

tourist offer, which includes:

©®

construction and reconstruction of the hotel arfteotaccommodation facilities,
restaurants and sports and recreational faciiiesentertainment content;
restoration of rural buildings and converting thewto tourist facilities catering
services;

acquisition, reconstruction and adaptation of Mssaad floating objects, as well
as transportation and recreational resources iatkfat visitors and tourists;
improving the marketing of domestic tourism;

design, production preparation and production af/sairs.

Innovative activities in the development of tourisnBerbia should contain:

promotion of Serbia as a tourist destination, thenmting and improving the
quality of tourist offer places, regions and aremsproving inbound tourist-
catering services;

development of public entertainment and recreation;

education and training in tourism, improvement détistical research and
methodology of satellite accounts;

planning and preparation of project documentatgpafjal plans, strategic master
plans, zoning plans, etc.), development plans festructuring and market
positioning of tourist sites and tourist regions,veell as projects of basic utilities
and tourism infrastructure and tourism superstmagtu

construction of access roads to tourist sites andtions that are consistent with
the Strategy of tourism development;

arrangement of land as the basis for the constructif tourist facilities
construction of municipal infrastructure such asdroyfacilities, water supply and
sanitation equipment to wastewater treatment plgawer plants in the electrical
network, telecommunication network, local roadskpey lots and renovation of
public spaces (squares, open markets, plateaugrezb\communication, child
playgrounds, marinas, docks, piers, etc.);

planning and land use intended for general reaneati tourist towns and tourist
areas (ski trails, pedestrian paths, jogging trallike paths, training paths,
snowmobile trails, paths of health, arranging bawiksvers and lakes, panoramic
roads, etc.);

construction of tourist infrastructure, set tousigins at tourist sites and tourist areas;
reconstruction and construction of buildings of @gk importance for the
development of tourism in tourist locations (vamtggpints, natural attractions,
historical monuments, vizitorski centers, plateasference rooms, facilities for
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recreation, tourist camps, atriums, etc.), as altonstruction and reconstruction
of the the contents of non-commercial social stedgla

10. implementation of specific tourism projects (appasa for recording the
meteorological data, the public toilets at toursstes, systems for collecting,
sorting, processing and removal of solid waste).etc

Introduction of innovative activities should be popt for local governments to
prepare and implement projects related to the dewaént of business infrastructure and
other infrastructure that contributes to the cmatdf favorable conditions for business,
improving the environment, the opening and develeptnof small and medium enterprises,
cooperatives and entrepreneurship, increase emplayrmnovation and competitiveness;
development services for small and medium entarprisooperatives and entrepreneurs,
promotion of regional identity and branding of thegion, to participate in projects co-
financed from national and international resouroésmportance to regional and local
development and improvement of computer schoolteriegional, cross-border and
international cooperation.

At the same time, the overall objective is to supplee development of a culture
of investing small and medium enterprises, cooparatand entrepreneurs in innovation to
increase competitiveness through participation érficancing of eligible costs for the
following activities:

« development of new products or services - activityolves the preparation of the
production of new products / services in the tecainand technological terms;

» significantly improve existing products or servicesthe activity involves a
functional and qualitative modifications of exigtiproducts / services;

» marketing planning products / services - activitydlves the preparation of the
development of new product / service that aims dduce the uncertainty of
success of new products / services in the markegutin market analysis,
competitive analysis and industry, research, resesales, etc.

3. Marketing Strategy | nnovation Company

Marketing strategy of innovation companies shouwdréflected in the planning,
implementation concepts, pricing, promotion andtriistion of ideas, products and
services that meet the needs of individuals androegtions. So the focus is on marketing
to customers and their needs to be changed. THigy abi anticipate new needs and to
respond appropriately to them is the key to success

Peter Drucker (1991): "Since the purpose of busints create and retain
customers, it only has two central functions, mtnke and innovation. The primary
function of marketing is to attract and retain oas¢rs by achieving profits."

1. Marketing plays a central role in achieving busimssiccess (customer needs);

2. Providing satisfaction and the importance of attiag new customers by creating
additional value (6 x higher cost of attracting nemstomers than retaining
existing costs);

3. Monitoring and understanding the competition.

Christopher Freeman (1997) has defined innovatiorrelation to innovation
activities and processes, noting that innovatiaruies the technical design, production,
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management of commercial activities that are in#dhin the marketing of new or
upgraded products or first commercial use of newpgraded equipment or processes.
Stressing the importance of innovation for the gmise, the author has formulated his
famous thesis that is known uliteraturi: "Do nohdmate means to die." Key functions of
the company are important for innovation (Trott 200

e Production;
* Research and Development;
e Marketing.

The key success factors of innovation are:

Understanding of user needs.

A good marketing.

The efficiency of development work.
Good communication.

Senior executives rank innovation.

abrwhE

The most common failure factors of innovation are:

Great organizations have great resistance to chaageinflexible.

Innovation can stop some current successes.

Corporate hierarchy is conservative.

Schemes on the limits of the product / market magdr innovation.

Division of power hampers innovation.

Large companies emphasize the need for efficiemtlya short term.

The system of rotation of directors of large conipario develop their short-term
perspective, which hampers innovation.

Large companies are often just excited about sdngetiig.

Marketing departments are often followers rathantteaders.

0. Large companies have the opportunity to grow thhoacquisitions, which throws
the importance of innovation in the background.

NouohkrwbhE

B o

Connecting companies can increase competitive aaganby enabling them to
concentrate on their primary competencies, intéggats resources, create economies of
scale, cost reduction and creating a model thatpetitors can not easily imitate.
Connectivity can be on a horizontal level with danicompanies engaged in similar
activities, as well as the vertical level, with quemies from different fields. Increased and
open interaction between companies can accelemtevation and entrepreneurial
initiative. The application of information commuaton technology, enables the
development of virtual organizations.

Some ways of connecting companies may be of sicatdlipnces, franchising,
mergers and acquisitions, etc. But a large parerdfepreneurial success depends on the
individual entrepreneur. As tourism is charactetiZey relatively easy access to the
establishment of enterprises, personal charadtsrist entrepreneurs have an important role.

It was felt that the tourism sector consists of pamies that | was not involved in
the research phase (i.e. the generation of knowedgr innovation, since other
organizations and companies, responsible for rekeaand their activities facilitate
innovation processes in tourism enterprises (H@l&p02, 471). He also noted that the
utility companies sometimes innovate in ways déférfrom manufacturing firms, that
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have been traditionally based innovation theorgpolrations in services are more based on
the employee and the customer. Innovation is Igrgelremental and based on practical
experience. Service companies traditionally havebean as innovative as manufacturing
firms, although they become more innovative inlést decade (Tremblay 1998, 837-840).

In brief target marketing innovation should be ¢juglity of tourist product, which
still survive in the market means that to be coiitipet If the competition is a fundamental
economic process by which sellers are trying tovipleoa growing number of customers in
relation to their rivals by offering additional kefits (lower prices, free services, etc.) then
the competitive advantage essential property oh eammpany, branch, and the overall
economy. The issue of whether the tourist marketomanplete the competition in terms of
service, location, promotions, etc. Therefore, thieve a competitive advantage in the
tourism market is to be a better, cheaper and rfasten others. In this sense the
indispensable marketing strategy of innovation, séhelements in general, can be:

1. The strategy of market segmentation;
2. Product differentiation strategies;
3. Positioning strategy.

However, no unimportant and consider:

Competitive cost-oriented;

Competitive benchmark oriented;

Competitive environment;

Competitive positioning in the neutral markets;
Competitive positioning of the conquered markets, e

arwOdE

Strategy, as a theory of business organizatiorinelefstrategic choices between
alternative strategies, in anticipation that thenpany will achieve the goals and efficiently
respond to changes in the environment. The chathgésome from the market are strong,
often unpredictable from the standpoint of powed arfluence in the business, leading to
destabilization of the process, losing market pmsiand market decline.

The aim of introducing marketing strategies of ivation is to achieve sustainable
competitive advantage. In this way, the company esak special compared to the
competition, allowing him to get through the crisis the global economic crisis and
changes in business, in response to the probleahgdime from the market, to continue the
successful development of existing and newly crbpibs.

4. Innovative Forms of Tourism in Serbia

Tourism is generally given more importance, bub dfse expectations of tourists
are increasing, and their desire for innovativerf®of tourism with specific experiences. It
reflects the special role of the innovative devaiept of tourism in Serbia. Organized
events can be triggers development of tourism fipemuntries / regions since they are an
increasingly important factor in making decisionmat travel. This affinity stems from
modern tourists who want to visit new destinati@rs through innovative forms of
tourism know-deficient culture, fun and gain nevpesiences. One of the main innovative
feature of tourism is to be remembered am@mue experience for all their visitorshe
potentials of Serbia in the field of tourism areysignificant. This particularly applies to
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the possibility of creating tourist products pregghfor different categories of tourists and
custom current global trends in tourism.

Benefits Serbia is reflected in the following orgarameters:

The proximity of Serbia emission tourism marketspezially the EU member

states;

Low prices for visitors from abroad;

Lack of familiarity, but also the attractivenessSédrbia as a tourist destination;
variety of solid-preserved natural and manmade dgei

Ability to create affordable travel packages foffatient categories of tourists

(youth, seniors, families, business people, adverguetc.);

Great potential for the organizati@ity Breaktourism;

Attractiveness and global recognition of Serbiaergs (which each year attracts
an increasing number of visitors).

In Serbia have already confirmed some innovativenfoof tourism, and some

only to be expected with further development. Intgor among them are: the holiday
recreational, sports and recreation, rural, huntsightseeing, excursions, cycling, yachting
and transit.

Recreation - holiday, summer and winter tourigntharacterized by passive and
active recreation domestic tourists. Is associatigid summer and winter vacation
and recreational sport activities such as swimmivagking, hiking and excursions
to the surrounding mountain ranges and a gazebd, camtacts with rural
populations, collection of medicinal and aromatiants, a massive winter
sledding and skiing, ski school, etc. This is, otlise, the most massive form of
domestic tourism in Serbia. He will likely retatmat significance in the future, just
as its economic effects will vary depending on égeiipment and the quality of
tourist offer each tourist center in particular,emn it could have an interest and
foreign tourism, and the combined health and leisamd recreational recovery
combined spa-mountain.

Sport - recreation trourisnis also a form of mass tourism, for now the pakgib
of development of winter sports, or sledding, Norskiing and skating on the ice
skating rink. In perspective, the construction gforss infrastructure and
accommodation facilities, the development will beected to high-quality offer
that would attract tourism and foreign organizagi@md guests. Sports activities,
in addition to the standard (tennis, football, ledbhkill, cycling, horseback riding,
hiking, etc.) may include the development of sdechl extreme, such as: cross
bike, paragliding, sport flying, sailing, etc.

Rural tourismwith certain forms of agro-tourism could becomstable form of
tourism, but it will mostly depend on the overadivélopment of specialized forms
of agriculture and improving rural living conditisnFor rural tourism should
equip rural households and residents to develdptarest in providing services to
tourists, and tourism would have contributed toithprovement and stabilization
of these villages.

Hunting tourism according to the natural conditions that could dmee a
promising and highly profitable economic and touastivity, but on condition
that, measures of protection and restoration odllifél populations, improve the
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capacity of the breeding grounds and the preparatfocertain types of wildlife
(deer, roe) in fenced hunting. Under these conuitiothe hunt could gain
characteristics of foreign hunting tourism.

» Sightseeing and excursion tourismd the construction of more tourist centers can
become more and more importance and should be fouadl school field trip
itineraries through Serbia.

e Transit tourismin Serbia is in complete dependence on traffic snudist areas
and the position of the quality of roads. Traffica peripheral position, and the
modernization of roads and contribute to the ineedaransit traffic.

So, depending on the capabilities of providing ficial resources for
reconstruction and modernization of existing tdufegilities and roads, to build new
facilities, and sport utility infrastructure, as lvas the dependence of the material
possibilities of encouraging the development ofi@dure and other activities, spatial
editing and completion of tourist sites and centerganizational and business connectivity
relevant parties on the ground in local communitig$ be gradually completed innovative
forms of tourist offer of Serbia, and with it wikrengthen the present and take up new
innovative forms of tourism.

Conclusion

The structure factor, which can provide a compatitadvantage in tourism
activities important place belongs to innovation @movative behavior of each individual
who participates in providing tourist services loe treation of tourist products. Therefore,
the creation of innovative climate in all subjettghe tourism industry and innovation in
the private sector to reduce the necessity forigairin the tourism market.

The introduction of innovative forms of tourism 8erbia, there is a possibility
that the local tourism enterprises internationaltben, become multinational companies
and ultimately, the global enterprise. Of courdethese stages of growing the company
from local to global, we need to monitor and direeestment in the form of joint ventures
with the domestic partner or certain types of asitjons. Important are the contractual and
other arrangements in the form of franchising ontxt management. In essence,
adaptation of tourism enterprises changes madeghrthe choice of innovation as a factor
in the development of behavior of enterprises,einms of initiating the development of
innovative programs, the introduction of new cidefor reallocating resources and
restructuring of individual marketing strategic dtion.
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INOVACIJE KAO FAKTOR
RAZVOJA TURIZMA U SRBIJI

Rezime: Velike kompanije, a posebno korporativni lancbkgavni inovatori

u turizmu mogu lakSe obezbediti informacije o novimnanjima,
procedurama, izumima, novim tehnologijama i gosprepoznatljivost na
trziStu kroz razvoj brenda i pos@nje konkurentnosti. Podsticaj inovativnoj
strategiji, novim poduhvatima i preduzetkim aktivnostima moze biti
element rasta turizma i rasta fleksibilnosti premtaz sposobnih da se
prilagadavaju, ali i ofanzivno deluju na turiskom trziStu. U radu se
analizira razvoj inovativnih procesa i definiSu ogni ciljevi uvaienja
inovativnih aktivnosti. Za ostvarivanje cilieva pmgnja turisttkih
preduzéa u Srbiji, u uslovima sve ve trzZiSne nestabilnosti postéie
poslova, od kljgnog zn&aja za opstanak i uspeh su dobro osmiSljene i
implementirane strategije marketing inovacija pmda. Cilj rada je da
ukaze, da se udenjem inovativnih oblika turizma u Srbiji, stvarajelovi za
internacionalizaciju poslovanja.

Kljuéneredi: inovacije, razvoj turizma, konkurentnost, markgtatrategija
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