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Orientation to learning and innovation are the basis of organisational success. Innovation in
the organisation implies a continuous transformation of knowledge and ideas into new prod-
ucts, services, processes and systems in order to provide benefits for the stakeholders. A theo-
retical foundation and surveys are used in the paper to examine the impact of dimensions of
organisational learning on innovation. In addition, the paper investigates educational and or-
ganizational hierarchical level differences among employees in hotels, as well as hotel catego-
ry differences in relation to innovation and organizational learning. The sample consisted of
512 employees in 57 hotels in Serbia. The results showed a statistically significant contribu-
tion of the dimensions of organisational learning to different types of innovation. It was deter-
mined that the dimension Shared Vision is the predictor of all types of innovation. The results
provide important scientific and practical information in terms of further research in the hotel
industry, particularly with regard to improving the business activities and further development
of the hotel product.
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1. Introduction

The quality of the hotel offer is determined by the ability of hotels to provide
innovative products, services and solutions to their guests. Research about the
state of innovation systems in hotels is one of the key sources for gaining infor-
mation about business segments that need the improvements in order to ensure
the optimal quality of hotel products and to achieve the best results. Innovation
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in hotel management results from the organisation's ability to continually trans-
form knowledge and ideas into new products, services, processes and systems in
order to provide benefit to the stakeholders. The relationship between organisa-
tional learning and innovation is explored in a number of papers (e.g. Calantone
et al. 2002; Mavondo et al. 2005; Salavou, 2005; Jiménez-Jiménez/Sanz-Valle,
2011; Fraj et al. 2015, Jovici¢, 2015).

Organisational learning leads to the improvement of the key competencies of the
organisation, by which it becomes able to adjust to its environment, even to cre-
ate changes in it. Organisational learning is the result of involving the members
of the organisation in the exchange of knowledge and experiences. It is a factor
which precedes innovation, and which affects the performance of the organisa-
tion (Fraj et al. 2015). Also, the orientation to learning and the resulting innova-
tions are the basis for business success (Wang/Ahmed, 2002) and strategic
changes in the organisation (McGuinness/Morgan, 2005).

Orientation towards continuous learning helps organisations to understand the
needs of their clients, which is an important factor that influences the creation of
new values for clients. All new products and services that are offered to their
clients must satisfy the expressed and latent needs.

Ries and Trout (1981) suggest that innovations represent a form of learning. Ed-
ucational background is an important part of the employee’s knowledge base,
and it also influences the working methods and affects the employee’s decision
making and views on how to identify and solve problems (Joshi/Jackson, 2004).
Studies show that organizations with a higher number of highly educated em-
ployees and diversity in the types of education have a higher likelihood of inno-
vating, as different points of view, educational backgrounds and experiences fa-
cilitate the exploratory competence of a firm through better problem solving and
generation of new ideas (Quintana-Garcia/Benavides-Velasco, 2008), as well as
their higher commitment to organization (Erdeji/Jovi¢i¢ Vukovi¢/Gagié/Terzi¢,
2016). The study of Nieves and Haller (2014) empirically confirmed that prior
knowledge and skills at the individual and collective level in hotels are the basis
for the development of the organisation through the adjustment of the resource
base to changing business conditions. It should be emphasized that knowledge
does not apply exclusively to knowledge acquired through formal education, but
also to knowledge and experience gained by personal and professional circum-
stances.

Within the hospitality industry, the ability of organisations to provide innovative
solutions, products, and services in more effective and more efficient ways than
the competition enables organisations to retain existing clients and attract new
ones (Barr/McNeilly, 2003; Mijatov/Panteli¢/Dragin/Peri¢/Markovic, 2018). The
research results of Hu et al. (2009) show that it is important for organisations to
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encourage knowledge sharing and to create a team culture in order to achieve
results in terms of service innovation in hotels.

Innovations can be present in different forms, which is why we can talk about
different divisions of innovations. Hjalager (2010), in accordance with Schum-
peter's contribution, provides a typology of innovations applicable to the servic-
ing sector and divides innovations into five categories: product innovations, pro-
cess innovations, innovations of management, innovations in logistics and insti-
tutional innovations. An interesting division of innovations in the hospitality in-
dustry is given by Victorino et al. (2005), who categorise innovations according
to guests' needs, varying innovations in the kitchen, innovations in rooms, inter-
net innovations, innovations related to services such as pet facilities, etc. Nasu-
tion et al. (2011) and Hogan et al. (2011) provide the following typology, which
is used in this research: Products/Services innovations, Process innovations, Ad-
ministrative innovations, Customer innovations, Marketing innovations, Techno-
logical innovations.

The main objective of the research is to examine the effect of the dimensions of
organisational learning on different types of innovations in the hotel sector. The
aim of the research is operationalised through the following hypothesis:

HI. Dimensions of organisational learning predict product/service innova-
tions,

H2.  Dimensions of organisational learning predict process innovations,

H3.  Dimensions of organisational learning predict administrative innova-
tions,

H4.  Dimensions of organisational learning predict customer-focus innova-
tions,

H5.  Dimensions of organisational learning predict marketing innovations,
H6.  Dimensions of organisational learning predict technological innovations.

Different studies have found that educated employees can enhance the probabili-
ty of innovation. Organizations with a higher number of educated employees are
more likely to adopt new technology and innovative systems (Brynjolfsson/
Saunders, 2010). Considering that variables focused on in the study are mea-
sured by employees’ individual perception, the research will investigate the sig-
nificant differences among the mean ratings for the educational and organiza-
tional hierarchical level of the employees in hotels, in relation to innovation and
organizational learning.

By applying different innovations, organisations tend to gain and retain competi-
tive advantage, and this is essential for all industries, especially for the hotel in-
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dustry (Pikkemaat/Peters 2006). Innovations improve the quality of facilities and
services, providing the differentiation between hotels within the same category.
They also most likely influence the customer’s choice of hotel and cause a high-
er level of guest satisfaction. Previous studies have shown a relationship be-
tween hotel category and innovation. Higher category hotels proved to be more
innovative, as well as hotels which are part of hotel chains or which have larger
capacity (Orfila-Sintes et al, 2005; Pikkemaat/Peters, 2006; Orfila-Sintes/Matts-
son, 2009; Martinez-Ros/Orfila-Sintes 2012). In this study differences in terms
of innovation and organizational learning in relation to the hotel category will be
examined.

2. Hotel industry in Serbia

Despite its negative image because of political turmoil, wars and other negative
circumstances that have taken place over the previous 20 years in the Republic
of Serbia, with its natural and anthropogenic values, it is an attractive and still
unexplored tourist destination. Tourism in Serbia has increasingly become more
significant in recent years, as confirmed by the data of the Ministry of Trade,
Tourism and Telecommunications of Serbia, which shows that there was a 12%
increase in the number of tourists in 2016, as indicated by income and foreign
exchange inflow, which surpassed a billion Euros. This increase in the number
of foreign tourists caused significant qualitative and quantitative changes within
the hotel sector.

According to data from the Ministry of Trade, Tourism and Telecommunica-
tions, in 2013 in Serbia there were 297 hotel facilities; the number of accommo-
dation capacities was 16,723, while the number of beds was 28,296. There are
five hotel categories in Serbia, from one-star to five-star. Most of the hotels in
Serbia are two- (33.3%) and three-star (32.3%) hotels, while the fewest hotels
are five-star hotels (3.7%)

Over a five-year period from 2009 to 2013, there has been an increase of
28.57% in the total number of hotels. Figure 1 shows that the second category
hotels (four-star hotels) have the highest growth rate. Their number has nearly
doubled: the increase is 83.3%. The first category facilities have had an increase
of 57.1%. The third category facilities have had an increase of 18.7%. Two-star
facilities have had the lowest increase of 3.2% within the examined period. A
decrease in the number of facilities has been noted only with one-star hotels and
itis -17.8%.

Since 2007 reconstruction and modernization have brought about positive
changes. Many hotels improved the quality of their offer and moved into a high-
er category. Until 2009 in Serbia, there were only three hotel chains, which in-
cluded only five hotel facilities. Although there is a small number of hotel facili-
ties which do their business under the names of global hotel operators in Serbia,
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opening facilities under international company names has greatly improved the
quality of the hotel offer. Transfer of international standards, technologies,
knowledge and experience stand out as most significant. Apart from this, reno-
vating and opening new hotel facilities which do their business under the man-
agement of domestic companies have also improved the hotel offer in Serbia
significantly.

Figure 1: Changes in the number of hotels in a period between 2009 and 2013 according
to the hotel category
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Source: Authors, according to data from the Ministry of Trade, Tourism and Telecommunica-
tions

3. Methodology

The research included 512 employees in 57 first (five-stars), second (four-stars)
and third category (tree-stars) hotels in Serbia. This sample represents 19.2% of
the total number of hotels in Serbia (Table 1). The average number of respon-
dents per hotel was nine.
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Table 1: Hotels and respondents’ distribution according to the hotel category

Hotel category | Number of hotels | Percent (%) | Number of respondents | Percent (%)
Five-star 4 70 78 15,2
Four-star 24 42,1 228 44.5
Three-star 29 50,9 206 40,3
Total 57 100,0 512 100,0

Source: Jovici¢, 2015

A convenient sampling method was used. The high percentage of valid question-
naires (84.9%) provides the necessary reliability and validity of the results of the
data analysis. The first step in the field research entailed liaising with managers
of 84 hotels, of which 11 facilities (13%) immediately rejected the study. Posi-
tive response for conducting the survey was obtained in 73 hotels, of which 57
hotels returned valid questionnaires (78%). Most contacted hotel managers were
interested in research results, and some requested a follow-up on the results of
the hotels they managed.

Table 2: Socio-demographic variables of respondents

Variable Category Number of respon- Percentage of re-
dents spondents (%)
Gender Male 229 447
Female 283 55.3
Age <20 7 1.4
21-30 221 432
31-40 128 25.0
41-50 91 17.8
51-60 62 121
> 61 1 0.2
Missing 2 0.4
Education Secondary school 253 49.4
College/Faculty 224 43.8
Master 31 6.1
Missing 4 0.77
Hierarchical level Top management 47 9.2
of work Middle management 93 18.2
Lower management 51 10.0
Non-management staff 321 627

Source: Jovici¢, 2015
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The study included a questionnaire which consisted of two parts. The socio-de-
mographic variables of respondents were measured in the first part: gender, age,
education and hierarchical level of work (Table 2). The second part of the ques-
tionnaire consisted of two instruments that measured the attitude of employees
towards innovation and organisational learning.

Respondents were expected to express their level of agreement with statements
on a five-point Likert scale, where 1 signified total disagreement, and 5 signified
full agreement with the items.

The instrument for measuring innovation included 28 items divided into six di-
mensions:

m Products/Services innovations (five items) — include new products and ser-
vices offered by the organisation in order to meet users' requirements
(Damanpour 1991; Nasution et al. 2011). Examples of items are ”Our organi-
sation has introduced many new services to the market” and ”Our organisa-
tion has introduced many modifications to existing services”;

— Process innovations (five items) — include new elements that are intro-
duced in production /providing services, such as new materials, specifica-
tion of tasks, the mechanisms of information flow and new equipment
used to produce goods or provide services, that is, represent changes in
the method of production or services (Damanpour, 1991; Nasution et al.
2011). Examples of items are ”Our work practices are constantly updated
to increase productivity” and ”We constantly benchmark our processes to
world-class standards”;

— Administrative innovations (five items) include changes in business
methods, changes in organisational structure, policy, work methods, staff
development programs and procedures and are important for change in
management practices (Hine/Ryan, 1999, Nasution et al. 2011). Examples
of items are ”Our organisation empowers employees to take initiatives”
and ”Our organisation invests in updating administrative procedures”;

— Customer-focused innovations (five items) — represent the organisation's
ability to offer products and services that will provide unique benefits to
customers and the ability of the organisation to solve customers' problems
in innovative ways (Hogan et al. 2011). Examples of items are ”We pro-
vide our guests with services/products that offer unique benefits superior
to those of the competitors” and ”We solve guests’ problems in very inno-
vative ways”;

m  Marketing innovations (four items) — represent the ability of the organisation
to develop and implement new ways of promotion and innovative marketing
programs (Hogan et al. 2011). Examples of items are ”Our organisation im-
plements innovative marketing programs” and ”We innovate with our mar-
keting programs to keep ahead of the market”;
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m Technological innovations (four items) include the ability of the organisation
to adopt the use of new software, integrated systems and technology (Hogan
et al. 2011). Examples of items are "We introduce new integrated systems
and technology” and ”We adopt the latest technology in the hotel industry”.

Organisational learning (Calantone et al., 2002; Nasution et al., 2011) was mea-
sured using items taken from the works of various authors (Day, 1994; Senge,
1990; Tobin, 1994). The items were consolidated into four dimensions:

m  Commitment to learning (five items) — means the degree to which the organi-
sation values and promotes a culture of learning (Galer/Van der Haijden,
1992; Sinkula et al., 1997). Examples of items are "Managers basically agree
that our organisation’s ability to learn is the key to our competitive advan-
tage” and “"The basic values of this organisation include learning as the key
to improvement”;

m Shared vision (six items) — represents a unique ideal and a view of the future
and provides the basis for gathering people and leading an organisation
(Sinkula et al., 1997). Examples of items are “There is total agreement on our
organisational vision across all levels, functions, and divisions” and ”All em-
ployees are committed to the goals of this organisation”;

m Open-mindedness (four items) — means the readiness of the organisation to
critically examine and evaluate routines in the organisation. It also implies
the willingness of members of the organisation to accept new ideas and to
make changes (Hult/Ferell, 1997). Examples of items are ”We are not afraid
to reflect critically on the shared assumptions we have made about our cus-
tomers” and ”We continually judge the quality of our decisions and activities
taken over time”’;

— Intra-organisational knowledge sharing (six items) — means the collective
thinking and behaviour of all members of the organisation in terms of the
dissemination of knowledge among organisational units (Hult/Ferell,
1997). Examples of items are " There is a good deal of organisational con-
versation that keeps alive the lessons learned from history” and ”We al-
ways analyse unsuccessful organisational endeavors and communicate the
lessons learned widely”.

Data were prepared and analysed using statistical software IBM SPSS 20.0. Sta-
tistical data processing methods used in this paper are descriptive statistics, the
reliability of the instrument, regression analysis and ANOVA.

4. Results and discussion

4.1. Innovations

The instrument used to measure innovations consisted of six sub-scales. All sub-
scales showed extremely high reliability, given that Cronbach's alpha coefficient
was > 0.90 at each sub-scale.
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Analysing the types of innovations (Table 3) on the basis of answers, it is noted
that employees are largely oriented towards innovations aimed at guests (M =
3.75), whereas the mean value is the lowest in the administrative innovations (M
= 3.47). Generally, all sub-scales showed a moderately positive mean value. The
total innovative activity is estimated by mean value M = 3.57, which indicates
that the analysed hotels are moderately innovative. Relatively similar results
were obtained in a study of the hotel sector in Croatia on a sample of 68 hotels
(Piv¢evi¢/Garbin Pranicevic, 2012).

Table 3: Innovation Scale — descriptive statistics and reliability

Innovation N M SD o

Customer-Focused innovations 505 3.75 765 .909
Marketing innovations 505 3.52 .969 .928
Technological innovations 503 3.66 .940 .945
Process innovations 507 3.58 .884 930
Products or Services innovations 500 3.54 871 .931
Administrative innovations 501 3.47 .853 .900
Innovation — Total 478 3.57 an 975

Source: Jovici¢, 2015

4.2. Organisational Learning

The questionnaire that measures orientation to organisational learning is com-
posed of four dimensions. All sub-scales have an extremely high Cronbach's al-
pha coefficient (0.801 — 0.932), indicating good reliability of the instrument.

Analysing the mean values of four dimensions (Table 4), it has been determined
that the mean values are very similar in size, where the dimension Commitment
to learning has the highest mean value (M = 3.74), while the dimension Shared
vision has the lowest mean value (M = 3.50).

Table 4: Organisational Learning Scale — descriptive statistics and reliability

Organisational learning N M SD o

Commitment to learning 504 3.74 .807 .880
Shared vision 495 3.50 .885 932
Open-mindedness 505 3.61 .907 912
Intra-organisational knowledge sharing 490 3.63 706 .801
Organisational learning — Total 470 3.61 738 .957

Source: Jovici¢, 2015
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4.3. The Impact of dimensions of Organisational Learning on different types
of Innovation

The regression analysis was conducted to determine the impact of the dimen-
sions of organisational learning on innovation. The independent variable was di-
mensions of organisational learning and the dependent variable was different
types of innovation. Table 5. shows Standardized beta coefficient () weights.

Table 5: Partial contributions of the dimesions of the organisational learning in the predic-
tion of different types of innovations

Dependent variables
Products or | Processin- | Administra- Cus- Marketing | Technologi-
Variables Servicesin- | novations tive innova- tomer- innova- cal innova-
novations tion Focused tions tions
innova-
tion

3 Commit-
< ment to 103 .099* 154%* 100" .079 Bk
'E’ learning
-~ i-
£ | Sharedvi 2347 303 353 | 240" 320" 270%
] sion
=
L -mi _
g | Open-mind 31 245" 2047 106 207 207
S edness
- Intra-organi-

sational 1327 a7 a6 | 287 090 069

knowledge

sharing
R Square 497 .548 .595 434 428 427
F 127184™* 153.674™* 188.395 | 97.225"** 97.225"* 94.578***

*p<0.05, ** p<0.01, ***p<0.00]

The first model shows the impact of dimensions of organisational learning on
product innovation. The model proved to be statistically significant F(4,507)=
127.184; p=0,000 and explains 49,7% of the variance. The results showed that
all four dimensions of organisational learning contribute significantly to product/
services innovation, where the Open-mindedness variable contributes the most
(B=.312). Based on the results of the regression analysis, hypotheses H1 has
been confirmed. Similar to the findings of the present study, several studies
(Troy et al.,, 2001; Kontoghiorghes et al., 2005; Ussahawanitchakit, 2008;
Phromket et al., 2010; Hernandez-Mogollon et al., 2010; Calisir et al., 2013)
also confirmed the significant impact of organisational learning dimensions on
products/services innovation. Product innovations are directly dependent on the
readiness of the members of the organisation to improve their activities and ac-
cept new ideas and ways of business management. Therefore, encouragement
and flexibility in experimenting is of great importance, which means that the or-
ganisation should encourage its employees to take risks, be innovative, search

216.73.217147, am 24.04.2026, T1:11:57. © Urhebarrechtiich geschiitzter Inhalt k.
Inhatts i it, fiir oder ir

Erlaubnis ist j



https://doi.org/10.5771%2F0949-6181-2018-4-673

The Impact of Organisational Learning on Innovation 683

for new ideas, exchange knowledge and skills and develop new products and
services.

The second model shows the impact of dimensions of organisational learning on
process innovation. The model proved to be statistically significant
F(4,507)=153.674; p=0,000 and explains 54,8% of the variance. The results
showed that all four dimensions of organisational learning contribute signifi-
cantly to process innovation, where the Shared vision variable contributed the
most (f=.303), which indicates that the H2 hypothesis is confirmed. In accor-
dance with these research results, other studies also confirmed that shared vision
and innovation-supportive culture based on mutual values affect and reinforce
daily practice (Higgins/McAllaster, 2002). Also, according to Detert et al.
(2000), the values serve as the backbone of cultures that foster process innova-
tion, thereby enabling or hindering performance improvements.

The third model shows the impact of dimensions of organisational learning on
administrative innovation. The model proved to be statistically significant
F(4,507)=188.395; p=0,000 and explains 59.5% of the variance. It was deter-
mined that all four dimensions of organisational learning significantly contribute
to administrative innovation, where the Shared vision variable contributed the
most (f=.353), which indicates that the H3 hypothesis is confirmed. In accor-
dance with the results, the study of Liao et al. (2008) established that commit-
ment to learning, shared vision and open-mindedness had positive effects on ad-
ministrative innovation. Garcia-Morales et al. (2006) found that strategic factors
such as personal mastery, transformational leadership, shared vision, proactivity
and environment have positive effects on both organisational innovation and or-
ganisational performance. A culture of open-mindedness also enhances valuable
operations with new methods of business processes (Calisir et al., 2013).

In the fourth model, the independent variable was dimensions of organisational
learning and the dependent variable was customer-focused innovation. The mod-
el proved to be statistically significant F(4.507)= 97.225; p=0,000 and explains
43.4% of the variance. The results of the regression analysis determined that all
dimensions of organisational learning, excluding the Open-mindedness dimen-
sion, significantly contribute to innovation, which indicates that the H4 hypothe-
sis is partially supported. By examining the Standardized beta coefficients, it
was determined that the Intra-organisational knowledge sharing variable mostly
contributed to customer-focused innovation (f=.287). Similar results were
achieved in a study by Ussahawanitchakit (2008) who explored the significant
effects of intra-organisational knowledge sharing and shared vision on innova-
tion. The results are contrary to the study by Hernandez-Mogollon et al. (2010)
which confirmed the significant effect of open-mindedness on organisational in-
novation by collecting data from small and medium-sized enterprises in Spain.
The results show a significant effect of knowledge exchange for innovation in
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relations with clients, which is why it is particularly important to encourage and
expand the knowledge between different functions and services. In this way in-
formation acquired from various sources is actualised and used by those who
need it most. Thus, for example, experiences with guests acquired from the em-
ployees at reception may be useful in marketing. Continuous knowledge ex-
change is particularly important as it prevents loss of knowledge (Lukas et al.
1996), which mostly happens when an employee leave the company, as happens
relatively often in the hotel business. Therefore, it is particularly important that
all previous experiences, knowledge and skills be exchanged among all mem-
bers of the organisation and preserved in organisational memory (Calantone et
al, 2002).

The fifth model shows the impact of dimensions of organisational learning on
marketing innovation. The model proved to be statistically significant
F(4,507)=97.225; p=0,000 and it explains 42,8% of the variance. Out of four di-
mensions of organisational learning, it was determined that dimensions Commit-
ment to learning and Intra-organisational knowledge sharing do not contribute to
marketing innovation, while the Shared vision variable contributed the most to
this form of innovation (=.320). The results show that the H5 hypothesis is par-
tially supported. The acquired results partially collide with studies which show
that organisational learning has a positive effect on new product (Imai et al.
1995) and service (Tajeddini, 2011) development, customer responsiveness ful-
fillment, marketing effectiveness, marketing advantage, and marketing perfor-
mance (Muangkhot/Ussahawanitchakit, 2015). In addition, the leader has a sig-
nificant role in ensuring an inspiring climate, communications, and the focus of
all members of the organisation on a mutual cause — ensuring a high quality of
service and a higher number of satisfied guests.

The sixth model shows the impact of dimensions of organisational learning on
technological innovation F(4,507)= 94.578; p=0,000 and it explains 42,7% of
the variance. Out of four dimensions of organisational learning, it was deter-
mined that dimension Intra-organisational knowledge sharing does not con-
tribute to technological innovation, while the Shared vision variable contributes
the most to this form of innovation ($=.270). The results show that the H6 hypo-
thesis is partially supported. The acquired results are in accordance with the
study by Liao et al. (2008) which explored the significant effects of commitment
to learning, shared vision and open-mindedness on technical innovation, as well
as in the study by Lynn et al. (1996) who determined that having a clear and
shared vision on the team is one of the most critical factors for successful tech-
nological innovation. A shared vision is important because it helps internal com-
munication and integration and lowers inter-functional barriers in the organisa-
tion, in order to ensure a better flow of information, coordinated actions among
sectors and services (Brown/Eisenhardt, 1995). Also, establishing a shared vi-
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sion facilitates the introduction of new technologies and reduces employee resis-
tance.

4.4. Education Level and Hierarchical Level differences on Innovation and
Organizational Learning

One-way Analysis of Variance (ANOVA) was performed in order to investigate
the educational and organizational hierarchical level differences on innovation
and organizational learning. Preliminary assumption testing was conducted to
check for normality, linearity, homogeneity of variance-covariance matrices, and
multicollinearity, and no serious violations were noted.

Table 6: ANOVA according to the educational level

. Education level Number of M SD F Sig.
Variables
respondents
Secondary school 253 | 3724 | 7169
. College/Faculty 224 | 3.425| 7188
Innovation 12716 | .000
Master 31| 3.264 | .8938
Total 508 | 3.564 | 7461
Secondary school 253 | 3705 | .6678
izati College/Facult 224 | 3516 | 7039
Orgar}lzatlonal ge/ Y 5335 | 005
Learning Master 31| 3.428 | 9139
Total 508 | 3.605 | .7067

Concerning educational level, respondents were divided into three groups (sec-
ondary school, college/faculty and master’s degree). Results showed statistically
significant differences among groups in the case of innovation F(2,507)=12.716,
p=0.000, as well as organizational learning F(2,507)=5.335, p=0.005 (Table 6).
In spite of its significance, the actual difference between the mean values of the
groups is rather small (Eta square=0.04 for innovation and Eta square=0.02 for
organizational learning).

To further investigate the perceived differences between the mean scores for the
Educational level group, post-hoc analysis was conducted. Results of the Tukey
HSD test on organizational learning and innovation showed statistically signifi-
cant differences between employees with secondary education and those with
higher education levels. The results are not in line with some previous studies
that indicate that more highly educated people have more receptive attitudes to-
wards innovation (Kimberly/Evanisko, 1981; Junge et al. 2012). Hotel employ-
ees that do not have a university degree are usually non-management staff, pre-
senting, in general, the front-line employees that are in direct contact with guests
and that are particularly important as ideas makers, based on their interaction
with customers (Sundbo, 2003; Rubalcaba et al., 2012). These processes can be
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described as bricolage innovations, when frontline employees together with
guests initiate and implement alterations or add new elements in their work prac-
tice by using resources at hand.

Table 7: ANOVA according to the hierarchical level of work

Variables Hotel Number of M SD F Sig.
category respondents

Innovation Top management 47| 3779 | 7397 | 1595 190
Middle management 93| 3595 | .6781
Lower management 51| 3.512| .6898
Non-management staff 321 | 3536 | 7704
Total 512 | 3566 | .7453

Organizational | Top management 47 | 3.865| .5985| 3.338 .019

Learning Middle management 93| 3671 | .6354
Lower management 51| 3.649 | .6388
Non-management staff 321 | 3.543 7431
Total 47 | 3.865| .5985

Additionally, in order to investigate the significant difference among four differ-
ent hierarchical level groups in an organization on innovation and organizational
learning, an ANOVA was performed. Respondents were divided into four
groups (top management, middle management, low management and non-man-
agement staff). The results showed that there was no significant difference be-
tween hierarchical levels regarding innovation (p>0.05). A statistically signifi-
cant difference was determined in terms of the organizational learning variable
F(3,508)=1.65, p=0.19 (Table 7), which is a small difference (Eta squared=0.02)
according to Cohen's criteria (Cohen, 1988). Additional comparison using the
Tukey's HSD test points to the difference between organizational learning per-
ception of top mangers and non-management staff. These results are consistent
with the previous research conducted by Yang (2010), explained with the fact
that top management has the key role in encouraging flexibility, communication,
experimentation, and knowledge exchange within the organisation.

4.5. Hotel Category differences in Innovation and Organizational Learning

In order to investigate the significant differences among the mean ratings for ho-
tel categories on the construct of Innovation and Organizational Learning, ANO-
VA was performed. Results showed that there are statistically significant differ-
ences among three hotel categories F(2,475)=4,283; p=0,014 (Table 8). The im-
pact factor, eta square, indicates that the actual difference among the groups is
rather small according to Cohen's criteria (Cohen, 1988): Eta squared=0.01 for
innovation and Eta squared=0.02 for organizational learning. The Tukey post
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hoc test revealed that employees in four-star hotels show greater orientation to-
wards innovation and organizational learning in comparison to the three- and
five-star hotels.

Table 8: ANOVA according to the hotel category

Variables Hotel Number of M SD F Sig.
category respondents
Innovation Five-star 78 3.469 .6333 4.271 .014
Four-star 228 3.673 7582
Three-star 206 3.485 7580
Total 512 3.566 7453
Organizational Five-star 78 3.407 | .6406 6.122 .002
Learning Four-star 228 3712| 7088
Three-star 206 3.565 7124
Total 512 | 3.606 7074

Such results can be partly explained by quantitative and qualitative changes that
happened recently in the hotel industry of Serbia and was most prominent in the
four-star hotels: in particular, the intense competition in this segment, with a
large number of newly opened hotels, some operating within international hotel
chains, but also some newly built and recently reconstructed old hotels in do-
mestic ownership. This situation has made hotels within the ,,four stars* catego-
ry more willing to change and more innovative than the other two test cat-
egories. By enhancing customer relationships and providing services that exceed
guest expectations, hotels can survive in the market and develop further (Jovici¢
etal, 2016).

5. Conclusion

Although the relation between the organisational learning dimensions and organ-
isational innovation has often been studied, there is little empirical evidence in
regard to the hotel industry. The study results provide evidence for the impact of
the dimensions of organisational learning on different types of innovation in the
Serbian hotel industry. Moreover, the study examined the differences in innova-
tion and organisational learning in reference to the different educational and
hierarchical levels within organisations. Finally, the differences among hotel cat-
egories in terms of innovation and organisational learning were observed.

The results of the study conducted on a sample of 512 respondents and 57 hotels
in Serbia showed that there is a significant impact of dimensions of organisa-
tional learning on innovation. The results show that dimension Shared visions is
a predictor of all types of innovation. Dimension Commitment to learning is a
predictor of product/services innovations, process innovations, administrative
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innovations, customer-focused innovations and technological innovations. Di-
mension Open-mindedness is a predictor of all types of innovation defined by
this research except Customer-focused innovation. Dimension intra-organisa-
tional knowledge sharing affects product/services innovations, process innova-
tions, administrative innovations, and customer-focused innovations.

The results of ANOVA show the higher medium values of Innovation and Or-
ganisational learning variables within the secondary education respondent group
in comparison to the higher education groups. In terms of hierarchical levels,
employees’ differences were assumed in terms of Organisational learning,
whereas the top management group showed significant differences compared to
the other respondent groups. Medium values of respondent perceptions in four-
star hotels indicate the higher orientation of those hotels towards innovation and
organisational learning.

The transformation of hotel organisations from traditional to learning ones
presents a challenge for the Serbian hotel industry in the future. This includes
involving employees in creating a vision of the hotel and pointing to the impor-
tance of flexibility and openness to changes, providing educational activities for
improvement of staff competencies. They are the key to creating a climate in
which employees will be satisfied, committed and motivated to provide new and
creative solutions and to meet increasingly demanding and selective guests.

In today's business environment, the tourism industry of Serbia with a special
emphasis on the hotel industry, is faced with a revolution of requirements de-
manded by stakeholders. In terms of more and more significant competition and
the ever-growing demands of guests, the hotel facilities are expected to adapt
more quickly and powerfully to changes they face, where innovation becomes a
critical factor of success and a condition of hotel survival.

However, the research contains certain limiting factors, given that this is a con-
venience sampling. Generalisation of the results is not recommended. Moreover,
the employee’s potential subjectivity is another issue that couldn't be avoided. In
addition, all tested variables were measured at one point in time, i.e. from a stat-
ic perspective. It would be useful to examine the proposed model on an annual
basis in order to take into account the dynamics of employees.

Although similar studies have not been carried out in Serbia in the field of hos-
pitality so far, compared to studies in other countries, there is still no consisten-
cy. Most of the research is generally without a coherent and integrated theoreti-
cal and empirical research framework. Solving problems of one-time or ad hoc
research would ensure easier and greater comparability of the results obtained in
the future. This research should serve the scientific community as a guideline for
creating and adapting research instruments specific to certain social and organi-
sational contexts and for adapting to a specific activity such as hospitality. Also,
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the study involved only employees in hotels, but it would be very useful to in-
vestigate innovation from the perspective of hotel guests or tourism profession-
als, which would provide more comprehensive results. This also opens new
questions in terms of conducting further research in this field and comparing the
results. The greatest notion of such studies is that their theoretical basis can actu-
ally be applicable in practice in order to enhance the business results in the hotel
industry.
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