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Preface & Acknowledgements


The 8th International Student Conference in Tourism Research (ISCONTOUR) was supposed to be held at the campus of the IMC University of Applied Sciences Krems, Austria, on May 18-19, 2020. Unfortunately, due to the global Covid-19 pandemic we were obliged to cancel the conference. Since the authors have invested a lot of time and effort for writing and submitting their research papers and thus we decided to publish the ISCONTOUR 2020 conferences proceedings.


The annual ISCONTOUR was collaboratively founded in 2013 by Christian Maurer, Professor at IMC University of Applied Sciences Krems, Austria, and Roman Egger, Professor at Salzburg University of Applied Sciences, Austria. In 2019 the MCI Management Center Innsbruck became the new cooperation partner of IMC University of Applied Sciences Krems and thus ISCONTOUR was held for the first time in Innsbruck, on the premises of the MCI Innsbruck.


The aim of ISCONTOUR is to provide international students and graduates of Bachelor, Master and PhD Programmes with a platform where they can present their tourism related research papers based on their approved Bachelor and Master Theses or work-in-progress PhD theses. In particular, ISCONTOUR strives to encourage students and graduates to engage in academic research and foster the knowledge transfer between academic education institutions and the tourism industry.


In total 44 full research papers by 76 authors from 17 countries were submitted to ISCONTOUR 2020. Each submission went through a blind review process with three members of the ISCONTOUR 2020 Research Programme Committee assigned as reviewers. The authors then received the comments of the reviewers and had to revise the papers accordingly. Only papers of authors who adhered to this process were accepted for the conference. As a result, 28 full research papers were accepted for presentation at the conference and are included in these proceedings.


The research papers cover a wide variety of topics, ranging from consumer behaviour, tourist experience, marketing, information and communication technologies, destination management, and sustainable tourism management. This does not only indicate the variety of the tourism industry, but also how relevant and impactful applied research projects conducted by students and graduates can be for the further developments in tourism in particular and the society in general. We hope these proceedings will serve as a valuable source of information on applied tourism research for students, scholars and practitioners.


Above all, we want to thank all authors who submitted their papers for the conference. We further appreciate the considerable time invested by all members of the ISCONTOUR 2020 Research Programme Committee who ensured the high quality of the submissions. We are also grateful for the support we receive from the management board, rectorate and colleagues of both the IMC University of Applied Sciences Krems as well as the MCI Innsbruck.


We hope that ISCONTOUR will continue to establish an international community that motivates more students and graduates to engage in applied research and submit papers to ISCONTOUR 2021.
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Abstract


Despite the increasing number of women working in the hospitality industry, few researchers have examined the factors which influence early-career females' job satisfaction. The aim of this paper, therefore, is to explore how young women feel at the beginning of their hospitality careers, and what gives them (dis)satisfaction with their work. Four semi-structured in-depth interviews were conducted with young hotel female workers in Austria. Interpretative Phenomenological Analysis has helped to identify eight key themes relevant to the women's experiences: (1) guest encounters, (2) emotional support from colleagues, (3) recognition, (4) wage, (5) working hours, (6) engagement, (7) responsibility, and (8) maturity. The findings indicate that increased responsibility, maturity, emotional exhaustion resulting from guest encounters and support from superiors are the main factors which influence women's job satisfaction at the beginning of their careers.
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1 INTRODUCTION


Women are a predominant workforce in the hospitality industry. For this reason, female hotel workers have been studied from various perspectives such as wage inequality (Campos-Soria et al., 2015), workplace gender diversity (Haile, 2008; Saxena et al., 2009), women in executive positions (Gröschl & Arcot, 2014; Knutson & Schmidgall, 1999; Segovia-Perez et al. 2018), and gender differences (Petrovic et al., 2014). While research on women has been gaining momentum in the hospitality industry, the literature on women’s happiness and job-related well-being remains scarce and patchy. Therefore, through a feminist lense, this study seeks to understand in more depth how female workers feel about their early hospitality career in a broad sense. This research also attempts at understanding the factors which may hinder or enhance women's job satisfaction. This examination should be beneficial to hospitality managers who are concerned with female workers' satisfaction at the beginning of their hospitality career. To explore women's work-life experiences, the following two research questions have been developed:


How do early-career females experience their hotel work-life?


Which factors do influence women’s job satisfaction?


Four semi-structured in-depth interviews were conducted with young women in supervisor positions in an international hotel chain in Vienna, Austria. According to data from the Vienna Chamber of Commerce (WKO), tourism is one of the most significant contributor to the Viennese economy. Between the period 2009 to 2014, Vienna has experienced a steady 6.6 percent growth in overnight stays each year, which compared to other European cities is noteworthy (Biel & Schmee, 2017, p. 5). Moreover, statistics show that women are the predominant workforce in the Austrian hospitality industry. The rest of the paper is organized as follows. First, I review the literature on job satisfaction and discuss the factors that influence hotel employee's perceived well-being. Second, the methodology is described. Third, the research findings are presented and discussed. Fourth, the managerial implications of the study and suggestions for further research are outlined.


2 LITERATURE REVIEW


2.1 Job satisfaction and women in the hospitality industry


Job satisfaction is one of the most important elements in measuring job-related wellbeing (Haile, 2012, p. 329). It is determined by "wages, job security, task or job contents, work environment, personal development, and communication or human relations" (Kara et al., 2012, p. 1051). The multidimensional nature of job satisfaction makes it difficult to agree on one universal definition for it. One of these definitions, as Petrovic et al. (2014) suggest, is the negative or positive state of feeling regarding work activities. Yet, measuring job satisfaction remains challenging and measurements need to be adapted from one industry to another (Lee & Way, 2010; Santa Cruz et al., 2014). Santa Cruz et al. (2014) suggest to analyze job satisfaction from two different perspectives; the emotional state and the comparison between benefits and expectations from the job. The first approach explores positive well-being states such as pleasant and enjoyable experiences whereas the second approach is concerned with satisfaction after balancing "the actual outcomes of the position and the benefits of the job" (Santa Cruz et al., 2014). Other researchers have explored how to measure satisfaction in the hotel industry work environment based on individuals' job characteristics such as "associated department, type of job, hours of working, years of experience and working shifts" (Lee & Way, 2010, p. 346).


Scholars have been discussing the significance of the relationship between overall job satisfaction and various job factors, and how this relationship influences employees' willingness to stay at their current hotel position. For instance, in the front office department, it was shown that there is a strong correlation between work environment, personal status and overall job satisfaction. The strong correlation between employee turnover and organization’s commitment suggests that identifying individual employment characteristics plays an important role in the hotel industry (Lee & Way, 2010). Others have discussed the importance of service orientation for frontline employees from an emotional labour perspective (Karatepe, Yorganci, & Haktanir, 2009). Service orientation consists of two different perspectives: an organizational perspective and an individual perspective. A study from Northern Cyprus (Karatepe et al., 2009) indicates that there is a positive correlation between emotional intelligence and service orientation. Moreover, the employees who showed a high level of emotional intelligence were more customer-oriented. Other important findings were that employees, who felt that they had contributed to customer’s satisfaction, reported a higher level of sense of accomplishment, and they also felt that they had achieved something valuable for the company. Their engagement and motivation to satisfy guests had increased as well. Nonetheless, when they are emotionally exhausted, employees need psychological support from their managers (Karatepe et al., 2009).


Happiness is identified as a positive consequence of a person’s well-being, and other positive outcomes are satisfaction and engagement. These outcomes have been frequently discussed by researchers. For instance, happiness has been linked to hedonic well-being, and work satisfaction and engagement have been related to eudaimonic well-being (Cifre et al., 2013, p. 161). These two concepts (hedonism and eudaimonism) are useful to effectively scrutinize various job dimensions such as wage, supervision, promotion opportunities and the relationship with co-workers. It is important to identify job factors not only for better employment policies but also to increase engagement and commitment levels of employees (Lee & Way, 2010, p. 345). Other factors such as motivation and professional environment are relevant for appraising workers' feelings towards their job (Petrovic et al., 2014, p. 802). Moreover, it is suggested that these factors influence the quality of hotel services; thus determining these factors should be a priority to managers.


Over the last two decades, the number of women in the labor force has significantly increased; however, women tend to occupy lower positions in the hospitality industry. Such hotel positions are characterized by long working hours, low level of responsibility and low wages (Campos-Soria et al., 2015; Cifre et al., 2013; Gröschl & Arcot, 2014; Kara et al., 2012; Segovia-Pérez et al., 2018; Petrovic et al., 2014). Despite this, some researchers have found that female hospitality employees tend to be happier than male employees. Kara et al. (2012) explain this discrepancy by the fact that women have different values regarding their job-related well-being. In a recent study in Spain (Segovia-Pérez, Figueroa-Domecq, Fuentes-Moraleda, & Muñoz Mazón, 2019), thirty women were interviewed to understand their perceptions of the barriers affecting their career choices. The results show that one of the main barriers was stereotyping, which is a challenge from a gender-role perspective. Traditional gender-role challenges are referred to as "self-perceptions and self-imposed barriers", which are considered to be invisible but significant (Segovia-Pérez et al., 2019, p. 190).


Researching the invisible barriers, which impact women, is crucial in order to find effective ways for women to attain leadership and executive positions (Knutson & Schmidgall, 1999). For example, In Serbia, Petrovic et al. (2014) have explored how gender affects the behavior of people working in the hospitality sector. These authors have examined three aspects of service orientation and job satisfaction, namely: support from the organization, focus on customer and "service under pressure". Their results show that women tend to be dissatisfied with their job if they are unable to meet their guests' expectations. This, Petrovic et al. (2014) argue, is because women value their relationships with guests more than their male counterparts. On the other hand, men value organizational support more than women (Petrovic et al., 2014).


Not only organizational support, but also the relationship with co-workers influences women's well-being in hotels. Harris (2009) has examined how important it is to build strong, trustworthy relationships between colleagues for an industry in which the emotional labor plays such a vital part. Similarly, Corsun and Enz (1999) have explored the importance of mutual help between colleagues in the service Industry.


Women also perceive job responsibility differently than men; this was shown by Valentine (2001) who suggests that in the role of a supervisor women feel that they are not assigned enough responsibility. Challenges such as stereotyping and career frustrations are affecting their overall satisfaction at the work-place. Being a service-oriented employee is more valuable in this industry than in any other one. In that respect, Lee and Ok (2015) remark that delivering services at certain standards in order to delight customers is an essential feature of service-related jobs. Lee and Ok (ibid) further suggest that employees who feel accomplished and successful at their job are happier and more committed to their work. This finding is relevant to the hospitality sector, because hotel employees engage in emotional labour, which means that they have to control their emotions (Lee & Ok, 2015). Thus, exploring how young women feel and behave in this challenging industry is a valuable endeavor.


3 METHODOLOGY


A feminist qualitative research approach was used to research young women's hotel work-life experiences. One of the goals of feminist research is to give women a voice and to highlight their struggles (Brooks & Hesse-Biber, 2007). In order to understand this phenomenon, it was attended to women's stories and their personal lived experiences. Phenomenology is a useful method to capture how individuals see and experience a phenomenon. The uniqueness of the phenomenon should be eidetic, which means that the descriptions of experiences should be as vivid as the real events (Pietkiewicz & Smith, 2014). The purposefully selected participants of this study were four young women between 22 and 27 years of age. All four young women shared similar demographic characteristics such as age, nationality, employment and education. The participants were all Austrian citizens and, at the time of the data collection, were working at Le Meridien Hotel in Vienna. All women had previously studied at a tourism school or university. The interviews were conducted in English and lasted between 35 and 50 minutes. All interviews took place in local cafes; the cosy atmosphere of Viennese cafes was deemed helpful to make interviewees feel comfortable and share personal experiences.


In-depth semi-structured interviews allow research participants to share their experiences in a detailed manner. To facilitate the data collection, the interview protocol was developed to include both thematic and dynamic questions. These questions aimed at understanding how informants felt at work and how they perceived the phenomenon from their unique perspectives. The protocol included questions about the informants' background, education, their first internship, their remuneration and other job satisfaction related factors (e.g. working hours, work-life balance, support, training, recognition and appraisal). Most importantly, open questions sought to capture accounts of how women felt like being a woman in the hospitality industry. The thematic questions were chosen in relation to the research questions, whereas the dynamic questions consisted of opportunistic probes to gather new insights. For instance, discovery-oriented questions such as "can you describe your first internship experience?" or "how did you choose to work in the hospitality industry?" were asked. Examples of other questions included: "how do you balance your personal life and your work life?" and "what was your best/worst experience during your first internship?".


Interviews were transcribed verbatim. Interpretative Phenomenological Analysis (IPA) was used to make sense of the women’s experiences. IPA was deemed appropriate because it is a well-established and flexible interpretive method in the social sciences. Pietkiewicz and Smith (2014) suggest that each case (or interview transcript) needs to be analyzed in-depth in order to make sense of interviewees’ idiographic experiences. The interpretation process through IPA is referred to as "double hermeneutics" because IPA entails two rounds of interpretation: first, participants make sense of their own world, then the researcher needs to interpret the informants' accounts. The analytical process first consisted of reading the transcripts several times and reflecting upon their content. The next stage involved identifying patterns of meaning which were tentatively described or labelled. The units of meaning which appeared several times were considered important aspects of the informants' experiences. The units which had similar meanings were grouped under categories or themes. A final list of key themes and subordinated themes was then checked against the raw data for accuracy. Lastly, the main themes were linked to extant theoretical concepts. Below, to report the study findings, pseudonyms are used to protect the informants' identity.


4 FINDINGS AND DISCUSSION


The interview data analysis has revealed eight key themes which depict the young women's work-life experiences. These themes are: (1) guest encounters, (2) support from colleagues, (3) recognition (4) wage, (5) working hours, (6) engagement, (7) responsibility, and (8) maturity. Each of these eight themes are now presented in the following sections.


4.1 Guest encounters and emotional support from colleagues


Having good relationships with guests appeared to be something meaningful to the research participants. All four women mentioned that they enjoy connecting with guests on a personal level. This finding is consistent with previous research which indicates that hotel workers' job satisfaction partly depends on their positive interaction with guests; which in turn influences how they perceive themselves and feel about their job (Petrovic et al, 2014). One the other hand, employees who are constantly dealing with difficult guests are likely to feel unhappy and unsatisfied. Karatepe et al. (2009) have similarly found that front desk employees tend to exhibit lower engagement level. The following quote from Anna reveals the satisfaction she feels from positive guest interactions:


“Because for me it’s always very important that our guests are happy and that [they] enjoy staying here, and this is also my goal. Mr. Mueller is super happy here, happy with my service and he just made me feel very comfortable, and I felt very good at my job.”


When I asked them about their relationships with guests, it was interesting to notice that even though all women valued these encounters very much, most of their negative feelings about their job also came from stressful interactions with guests. The women reported both enjoyable and unpleasant stories experienced with hotel guests. For instance, as illustrated below, Anna experienced a verbal customer aggression which had drained her emotionally.


“He was saying that I am nothing so then he left and then I was super depressed. I went to the back office and I had to calm my tears.”


Karatepe et al. (2009) suggest that negative encounters with guests decrease job satisfaction and may push employees to quit their job. A similar negative experience is reported by Sophie below who was insulted by a guest.


“He was screaming at me why am I so stupid to call him again, that communication in the hotel sucks and nothing works here... He was insulting me, the first very bad thing that happened to me.”


Although Sophie's words above do not make reference to her colleagues, she further lamented that she felt all the more miserable that, in that stressful moment, she did not get any support from her superior. In other words, receiving support from colleagues would have minimized Sophie's emotional distress.


4.2 Recognition from superiors


Turnover is one obvious negative consequence of job dissatisfaction in the hospitality industry; therefore, researchers have been scrutinizing factors such as recognition and different appraisal methods so as to decrease high employee turnover (AlBattat et al., 2014; Valentine, 2001). All four women reported enjoying being praised and recognized by their superiors. They concurred that recognition was the most important reward to them. For instance, Mara told me that after she had received three positive guest reviews in a row, her manager posted those reviews on a billboard, got her chocolate and named her the trainee of the month. Mara felt very happy about this act of recognition of her good work. Furthermore, the data reveal that indirect recognition is perceived to be as important as direct recognition. Mara told me how good she felt when she was assigned to train the new intern as her manager thought that she would be the best person to carry out this task. Anna, quoted below, similarly points to the link between recognition from superiors and feelings of satisfaction.


“The most important thing for me was recognition, for me it’s super important that from time to time my manager and other colleagues of mine come and say "well done". . . "really good job, well done"”


4.3 Wage and working hours


Previous research has revealed that the strenuous working conditions associated with the hospitality industry, such as working on holidays, often long underpaid hours and changes in shifts, influence the overall satisfaction and engagement of hotel employees (Lee, 2015). The literature review has also revealed that gender-based disparity still exists in the hotel sector and that women often accept to be paid lower wages than their male counterparts. Knutson and Schmidgall (1999) have found that women tend to initially accept lower wages because they first wish to prove of their work abilities to their managers. Although some authors (e.g. Altman & Brothers, 1995) have suggested that salary levels do influence hospitality graduates to remain or leave the industry, Anna clearly stated that she did not choose hospitality because of the remuneration. Instead, as articulated below, she knew right from the beginning that her work efforts would not be reflected in her salary.


“Because I am not working in hospitality because of the money, 'cause the money is shit. You don’t get much, you would earn so much more money for the kind of work that you would do in other departments or industry.”


When I asked the research participants whether they had ever considered changing occupation, the four women expressed different views on that matter. While Anna would consider changing occupation because of the long working hours, she also admitted not imagining herself being able to work in any other industries that she would enjoy as much as hospitality. Anna's account below suggests that she is willing to give up normal working hours for the sake of doing what she really enjoys in life.


“So the working hours are something, big reasons why I am sometimes still considering to change to a different department or a different job. But then I think about what kind of job I could change to and nothing really comes to my mind. There is nothing else that I would enjoy as much as this industry.”


At the front desk, it is required to stand for eight to nine hours; this is not only physically tiring, but constant interactions with guests may also lead to total exhaustion or burnout. All the participants reported having felt exhausted. Richardson (2008) argues that most front desk employees found working hours too long; however, their attitude toward the work is essential. Physical strain is exemplified below when Sophie says that she felt exhausted from the long hours of standing at the reception.


“I think that was something so intense for me at the beginning, to work that much, to stand that long, there were so many things that were new to me and that I had to learn. In the beginning, it is hard, you have weird shifts, you have to stand everyday 8-10 hours and this makes you really tired in the beginning.”


4.4 Engagement


Three out of the four women interviewed proved a great amount of enthusiasm and commitment to their hospitality job. They enjoy their work activities and, as a result, they demonstrated a great deal of engagement in performing them well. Engagement relates to positive attitude towards the work environment; it is when employees "actively invest themselves emotionally, cognitively and physically" (Lee, 2015, p. 84). For example, Anna remarked that when she is at work she doesn’t feel like working. The statement below from Anna reveals her levels of enjoyment and engagement in performing her work tasks.


“Well, that I enjoy working there, that it doesn’t feel like I work, that I am just doing my hours over there. That I have pleasure in what I am doing.”


The women's accounts clearly indicate that a high level of engagement in work activities and dedication to the job outweigh the everyday challenges of the work environment. In agreement with Richardson (2008), the findings for this study show that a high level of engagement is conducive to work satisfaction.


4.5 Responsibility and maturity


Employees are motivated through power sharing and increased responsibility, which, in turn, results in higher job satisfaction (Valentine, 2001). In addition, employees who are given the opportunity to prove themselves by taking an active role in decision making tend to feel motivated to further participate in other work activities (ibid). There is evidence of this in the women's accounts. In the following excerpt, Julia emphasizes how empowered and worthy she felt when she completed a difficult task by herself.


“I liked it. At first, it was intimidating but it felt good to know that I can handle the business. So at the time she [her manager] was gone, I could just do the reservations, welcome the guests, handle breakfast, so it was really nice. I liked it. Once you feel confident and you know that you can do it, then it’s nice.”


In a similar vein, towards the end of her internship, Sophie vividly remembers feeling a sense of personal achievement when her superior gave her positive feedback about her work; feedback that she did not expect to receive. The quote from Sophie below illustrates the argument (cf. Altman & Brothers, 1995) that one of the reasons why hospitality graduates choose to stay in this industry is the opportunity for more work responsibility and success.


“For me it’s fine if I get a lot of responsibility, if they give me a lot of it and they don't tell me how to do it then it should be fine if I make mistakes and I should not be screamed at if I make mistakes. For me, it is quite okay, it is a stressing situation but in the end, you had something to do, to think about something new.”


When I asked the research participants to tell me a story about any mistake they had made at work, all four women reported some form of insecurity. The insecurity felt was linked to experiences of stereotyping and embarrassment. The young women expressed their lack of confidence in performing mundane hotel tasks. However, as time went by, and as the women developed a better understanding of their daily tasks, the insecurity felt initially started to fade away. The words articulated by Anna below intimate that her insecurity started from the very first day when she felt incapable of performing ordinary tasks.


“I remember that on the first day I thought like "shit" how will I be able to do this?, to check-in and check-out, how should I ever be able to talk to guests normally, you know, that it is everyday life for me.”


The following quote from Mara points to her lack of maturity due to her young age and her overall lack of work experience. Her lack of maturity is revealed when she mentions that, at the beginning of her career, she was very emotional.


“I have to organize myself to work with the time schedule and this is very important to have self-management in place... I was very emotional when I was younger. And now I am like okay this happened, I am just growing to a manager.”


Segovia-Pérez et al. (2019) suggest that it is frequent that early career hospitality workers internalize "negative beliefs about their own capability". Indeed, the four women in this study reported a lack of confidence in performing their work activities. Two of the interviewees have blamed their lack of confidence on the lack of proper training obtained from the hotel management team.


5 CONCLUSIONS


The purpose of this study was to explore how women, at the beginning of their careers, experience their hospitality work-life. Eight themes describe the informants' experiences: support from colleagues, guest encounters, responsibility, recognition, wage, working hours, engagement, and maturity. Overall, the four women who participated in this study reported enriching and pleasant experiences. However, the women also reported stressful work experiences such as unpleasant guest encounters. These findings are in line with previous research which suggests that unpleasant encounters with guests negatively influence work satisfaction (Karatepe et al., 2009; Karatepe & Uludag, 2008; Karatepe, 2010). However, the research participants also mentioned how good they felt when they received positive feedback from hotel guests and managers; this finding is concordant with the research findings from Petrovic et al. (2014). Another negative aspect of the job was the long and intensive working hours. This finding is also in line with previous work (e.g. Altman & Brothers, 1995; Richardson, 2008).


Another key finding suggests the crucial role played by supportive supervisors and colleagues. This also corresponds to previous studies which highlight the importance of supportive colleagues at work (e.g. Harris, 2009; Petrovic et al., 2014; Corsun & Enz, 1999). Beyond support received from colleagues, the four young female workers in this study have received support from friends and relatives, which is fundamental for women to achieve their career goals (Segovia-Pérez et al., 2019). Similar to Altman and Brothers's (1995) findings, the four women felt satisfaction when granted more responsibility from their superiors. They also felt empowered and more confident. While unusual working hours and low wages may be a source of job dissatisfaction for many, none of the women in this study indicated these aspects as problematic, which contradicts the findings of Altman and Brothers (2015). Enjoyment, high level of engagement and interest in their job seem to compensate for the long working hours and low wages. Engagement has been previously associated with higher job satisfaction (e.g. Lee & Ok, 2015; Segovia-Pérez et al., 2019, Yeh, 2013).


Finally, recognition was also found to be a significant factor related to job satisfaction. While previous studies have underscored the negative impact of invisible barriers (e.g. glass ceiling) on women's job satisfaction, there was no evidence of such gendered work related barriers in the informants' experiences. This may be due to the young age of the women who participated in this research. Indeed, social reproductive roles would be more detrimental to the careers of women in their thirties. To shed some light on issues of gender segregation, stereotyping and social reproductive barriers, further research should include women from different life stages and at different levels of hospitality positions.


6 LIMITATIONS AND FURTHER RESEARCH SUGGESTIONS


As in every empirical study there are several limitations to my research. The primary limitation is that I collected data in an Austrian context. All of the four participants are of Austrian nationality and work in the same hotel. Therefore, the findings of this study may not relate to other cultures or hotels. I recommend that future research about how women perceive support from the supervisors should be done in other hotel contexts in Europe or in other types of hotels such as boutique hotels and three to four stars hotels. Moreover, the findings of this research were based on a small sample of four participants; therefore, another recommendation would be to collect data from a bigger sample which would be beneficial to further investigate the condition of women in hospitality. I recommend in this case future research in order to understand the contradictory relationship between employees and guests at the front desk. Lastly, the length of the interviews was another limitation of my research. The four interviews had different durations ranging between thirty-five to fifty minutes which implies that more detailed data was collected from those which had a longer duration. I propose a study with a longer duration in order to capture rich detailed data.
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Abstract


The aim of this study is to conduct a comprehensive systematic review on employee innovative behaviour (EIB) literature in services. Based on the review, conceptualising EIB has been summarised. Generally, during the period 1994 – 2019, 211 research studies exploring EIB were reviewed. As for the results, the concept of EIB based on the reviewed studies has been clarified and distinguished. Also, antecedents of EIB have been reviewed and its methodological trends including research methods, data collection, sampling and data analysis methods, have been explored and compared. Moreover, gaps and limitations in EIB research were highlighted. Regarding practical implications, this paper provides practitioners with a general review about EIB to improve their understanding of the concept and its methodology. As well, due to the significance of EIB in services, this review gives guidance for future research regarding its methodology, antecedents and consequences.
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1 INTRODUCTION


Employee innovative behaviour (EIB), among various levels of innovation is regarded as a basis of organisational innovation (Janssen et al., 2004). As well, Yuan and Woodman (2010) declared that it is crucial for business success in service industries. Additionally, Oldham and Cummings (1996) stressed that innovative behaviour (IB) is essential for the effective functioning of organisations. Likewise, Åmo (2005) said that management encourages EIB because it contributes to the organisation's development. However, according to Ramamoorthy et al. (2005), EIB has a little attention, and most previous research has been conducted in manufacturing industries. Nonetheless, researchers call for more research on EIB in services, which may be distinguished than that in manufacturing firms (Sheehan, 2006). Thus, many scholars have begun investigating EIB in service context. In fact, innovative work behaviour (IWB) has recently received a significant attention due to a highly complex, competitive, and dynamic economic environment (Škudienė et al., 2018). Furthermore, companies admit the fact that overall organisational innovation highly relies on promoting individual employee IWB. So, the ways and possibilities of EIB in the workplace improvement are still a vital topic among practitioners and scholars (De Jong and Den Hartog, 2010). These studies shape the basis for this systematic review as it summerises EIB's research results and determines gaps and limitations for future research. Remarkably, several definitions were given to EIB. Also, Basadur (2004) announced that employee creativity has been used interchangeably with EIB in the literature. However, several differences have existed between the two constructs. Thus, in the following sections, the researcher began by distinguishing employee creativity and EIB, and then comparing and analysing different definitions of EIB in order to reach a clear understanding of EIB concept which would add value to the literature. After that, methodology, findings, gaps, limitations and conclusions were clarified for providing a clear review about EIB and guidelines for future researchers.


2 CONCEPTUALISING EMPLOYEE INNOVATIVE BEHAVIOUR


Before defining EIB, the researcher distinguished between employee creativity and EIB. De Jong and Den Hartog (2007) announced that differences between creativity and IB have been identified and discussed. Unlike creativity, IB aims at generating some kind of benefit. IB also has a richer applied component as it is predicted to result in innovative output. Interestingly, creativity is often regarded as an element of innovation (Omri, 2015). Specifically, creativity according to Fadaee and Alzahrh (2014) is stated as an individual's ability that can lead to an invention or idea by the creative person, while innovation is implementing the creative ideas resulted (Hunter et al., 2006).


Importantly, IB can be differentiated from employee creativity for two key reasons. First, creativity is concerned only with the idea generation stage, while IB involves all employee behaviour relevant to different stages of the innovation process. Second, creativity is typically related to “something of absolute novelty,” whereas IB is concerned with “something of relative novelty.” (De Spiegelaere et al., 2014a). Moreover, according to Shin and Zhou (2003), innovation is not only a concept concerned with creating new products or services, but also it is a broader view directed toward producing novel processes or practices into the organisational context which is beneficial to the consumers. As well, Khan et al. (2015) declared that innovation as a process comprises creativity, novelty, research, and organisational propensity to support novel ideas for achieving competitive advantages in changing contexts. Likewise, innovation at the individual level can be described as a process which improved and altered by individuals or work teams, at different organisational levels (Axtell et al., 2006). Thus, in this context, from the individual approach of innovation, the concept of EIB emerges as a significant concept for competitiveness and the companies’ long-term survival (Runco, 2004), making innovative employees the essential asset for today's organisations (De Spiegelaere et al., 2014a).


Consequently, after clarifying the differences between employee creativity and EIB, the researcher, in this section, analysed different definitions of EIB. Numerous definitions to the EIB concept have been given by several scholars like (Scott and Bruce, 1994; Janssen, 2000; Contreras et al., 2017) and many others, which are summarized in Table 2.1.


Table 2.1. Definitions of employee innovative behaviour





	
Author

	Definition





	Scott and Bruce (1994)

	A concept encompassing three unified non-sequential behavioural tasks, namely, idea creation, idea promotion, and idea realisation, which is a one-dimensional variable.





	Janssen (2000)

	The deliberate production, promotion and implementation of new ideas within a work role, group or organisation to benefit role performance, the group, or the





	Odoardi et al. (2015)

	organisation and an extra-role, or discretionary, behaviour that goes beyond arranged role expectations which is not required from employees.





	Kleysen and Street (2001)

	All individual behaviour directed at generating, promoting and or realising beneficial novelty at any organsational level such as developing new product ideas





	De Spiegelaere et al. (2014b)

	or technologies, or applying new ideas or technologies to work processes aimed to significantly improve their efficiency and effectiveness.





	Van der Vegt and Janssen (2003)

	The interrelated and un-sequential mix of intentional idea generation, idea promotion, and idea realisation to improve performance within a work role, work group, or organisation and a broader and much more complex concept than creative behaviour.





	De Jong and Den Hartog (2007)

	A behaviour including identifying problems and initiating and deliberately creating valuable ideas within a work role, group, or organisation regarding products, services, and work methods, in addition to a set of behaviours necessary to improve, launch, and apply these ideas with the goal of enhancing business.





	
De Jong and Den Hartog (2010)

	A process encompassing four dimensions; exploration, generation, championing, and implementation of ideas.





	Kao et al. (2015)

	A frontline employee’s creation or realisation of new ideas, skills, processes, technologies and procedures to his/her customers.





	Contreras et al. (2017)

	An employee’s action directed toward the creation, application and realisation of novel ideas, processes, products, and methods from his/her job position, department unit, or organisation.







Clearly, based on these previous definitions, it is noticed that most of these definitions are similar in which EIB contains idea creation, promotion and implementation. Also, a scholar consensus exists concerning that IWB is a concept focusing on the employee's outcomes via a set of behaviours that are deliberate and can be performed from different organisation's levels (Contreras et al., 2017). In this study, EIB is conceptualised as "A frontline employee's extra-role or discretionary behaviour aimed at intentionally creating, promoting and implementing novel ideas, skills, process, technologies and procedures within a work role, group or organisation to benefit role performance, the group, or the organisation" (Janssen, 2000; Kao et al., 2015). However, despite the similarities in these definitions and after reviewing the studies, some differences appeared which are explored in detail in the findings' section.


3 METHODOLOGY


This research tries to give a comprehensive systematic review of EIB in services, based on the guidelines offered by Tranfield et al. (2003). Tranfield et al. (2003) declared that a systematic review in the management field contains three main stages. The first stage, “planning the review”, explains the necessity for the review and clarifies the topic. This is expressed in Sections 1 and 2 in this research. This section demonstrates the second stage, "performing the review". In this stage, the search terms are acknowledged; the studies are explored and selected; and the data are synthesised. Lastly, the third stage, reporting and disseminating the review are elaborated in Sections 4 and 5.


Several steps were taken in reviewing the studies. Firstly, the researcher depended on two databases as data sources, namely, the Scopus and Google Scholar, based on the criteria that the chosen databases should cover most peer-reviewed journals that focus on innovation (Tranfield et al., 2003). Scopus was regarded as one of the most comprehensive databases of peer-reviewed journals in social sciences, and Google Scholar was one of the largest databases available (Bos-Nehles et al., 2017). The researcher gathered most studies relevant to EIB during the period 1994 to 2019, but the greatest portion of the studies collected were focused on the period from 2010 till 2019 as research on EIB has increased greatly following Scott and Bruce (1994). The studies collected from 1994 till 2009 were fewer and were used as a basis for this review. Secondly, all articles were explored using a combination of keywords, with “employee innovative behavio(u)r/innovative behavio(u)r/innovation and innovative work behaviour" included in the titles, keywords or abstracts of the articles. Thirdly, the appropriateness of studies was clarified.


After the entire process, 211 studies from several reputable journals were retained such as Journal of Product Innovation Management, Human Resource Management, Journal of Applied Social Psychology, The Leadership Quarterly, Personnel Review, Tourism Management, Journal of Human Resources in Hospitality and Tourism, Creativity and innovation management, International Journal of Contemporary Hospitality Management, International Journal of Hospitality Management, Journal of Personnel Psychology, Academy of management journal and International Journal of Innovation Management. The studies were classified into two main groups. The first contained 10 studies that reviewed and measured EIB, while the second involved 201 studies focusing on EIB antecedents. All 211 research studies were read, and data patterns were demonstrated based on a frequency count.


4 FINDINGS


4.1 Distinguishing Employee innovative behaviour's definitions


As previously mentioned in Section 2, there are similarities in the definitions of EIB, but some differences appeared. For instance, Janssen (2000) and Odoardi et al. (2015) stressed that EIB is an intentional and extra-role or discretionary behaviour provided willingly to produce, promote, and implement novel ideas whether in a work role, group or organisation to benefit role performance, the group or the organisation. Kleysen and Street (2001) and De Spiegelaere et al. (2014b) on the other hand declared that EIB is all individual behaviour that is directed toward realising a beneficial novelty at any level. This beneficial novelty does not include benefiting performance only like Janssen (2000) and Odoardi et al. (2015) suggested, but also it includes developing novel product ideas or technologies or realising new ideas or technologies to work processes directed toward improving their efficiency and effectiveness.


Moreover, Contreras et al. (2017) agreed that EIB is employees' actions directed toward not only producing, but also applying and realising new ideas, processes and methods from their job position, department unit, or organisation. However, Kao's et al. (2015) definition stated that EIB is a behaviour performed specially by frontline employees to create new ideas, skills, processes and procedures, while the definition of Contreras et al. (2017) described the IB of all employees in general and not frontline employees specifically.


Importantly, Van der Vegt and Janssen (2003) described EIB as an unified and un-sequential mix of idea creation, idea promotion, and idea implementation for improving performance within a work role, work group, or organisation and stressed that this behaviour is broader and much more complex concept than creative behaviour because it involves the creation, the promotion and the implementation, while creative behaviour involves only the creation. That is why Scott and Bruce (1994) simplified EIB by treating it as a one-dimensional construct comprising idea creation, idea promotion, and idea realisation. Regarding idea creation, an employee identifies a problem and creates a new idea and solution either adopted or novel. Concerning idea promotion, an employee finds ways to promote his or her ideas and solutions. As for idea realisation, an employee implements the idea and solution by generating a model of innovation and then applying it to a task, team, or the organisation as a whole (Carmeli et al., 2006).


From another point, De Jong and Den Hartog (2007) addressed EIB as a behaviour encompassing identifying problems and deliberately initiating and producing creative and novel ideas within a work role, group, or organisation concerning products, services, and work methods, as well as a set of behaviours essential for improving and applying these ideas with the goal of enhancing business. From this definition, De Jong and Den Hartog (2007) focused on defining IB as two major stages; initiation and application, not three like Scott and Bruce (1994) stated. Regarding the initiation stage, employees can produce ideas by involving in behaviours for exploring opportunities, determining performance gaps or producing solutions for problems. Also, the opportunities to produce ideas depend on incongruities and discontinuities which are things that do not match with expected patterns like unfulfilled needs of customers or problems in existing working methods. As for the application stage, employees can play a vital role in the innovation process by exhibiting a behaviour oriented toward application. For instance, employees who are personally and strongly commitment to a certain idea may be able to persuade others of its significance. Also, employees can exert substantial effort to develop and examine an idea (De Jong and Den Hartog, 2007).


Interestingly, after three years, De Jong and Den Hartog (2010) defined EIB as a process comprising four dimensions; ideal exploration, idea generation, idea championing, and idea implementation. Firstly, regarding idea exploration, initiating an innovation process usually has an element of chance like finding an opportunity or exploring some problem. The drive could be a threat necessitating an immediate response or an opportunity to improve conditions. Idea exploration encompasses finding ways to enhance current products, services or processes or attempting to dwell on them in alternative ways (Kanter, 1988). Secondly, idea generation could mean producing novel products, services or processes, improving current work processes, or generally, providing solutions to identified problems (Kanter, 1988). Also, combining and reorganising information and existing concepts for solving problems or improving performance are the keys to idea generation.


Thirdly, after the generating the idea, championing the idea has become more relevant. Most ideas require championing or promoting as they usually are not compatible what is already used in their work group or organisation. Even if ideas are genuine or address a performance gap, it is unclear for most ideas whether their benefits will be larger than the cost of improving and realising them, and often resistance to change happens as a result (Kanter, 1988). Idea championing comprises finding support and establishing coalitions by demonstrating confidence and enthusiasm regarding the success of the innovation and making the right people involved (Howell et al., 2005). Finally, ideas should be implemented. In order to make ideas a reality, a substantial effort and an attitude oriented toward results are crucial. Idea implementation contains making innovations a part of regular work processes (Kleysen and Street, 2001) and behaviours like developing novel products or work processes, and examining and developing them (Kanter, 1988).


4.2 Reviewing employee innovative behaviour and its measures


Out of 211 studies, 10 were related to the first theme of reviewing EIB and its measures (Sundbo et al., 2007; De Jong and Den Hartog, 2008; De Jong and Den Hartog, 2010; Meneses and Teixeira, 2011; Tuominen and Toivonen, 2011; Medvedeva, 2012; Li and Hsu, 2016; Lukes and Stephan, 2017; Bos-Nehles et al., 2017; Shouk et al., 2019, March). Regarding reviewing IB, Li and Hsu (2016) performed a comprehensive review on EIB using 143 articles published during the period 1995 till 2014. Also, they summarised the conceptualisation and operationalisation of EIB as well as its antecedents and consequences. Furthermore, Bos-Nehles et al. (2017) conducted a systematic literature review of EIB using 27 articles and explored the impact of human resource management practices on EIB.


As well, Sundbo et al. (2007) examined the IB of tourism firms, particularly in Denmark and Spain. They developed an innovation model of three levels in the tourism industry; firm level, network level and system level. After 4 years, Meneses and Teixeira (2011) also explored the IB of tourism firms, but focused on the economic significance of tourism, examined tourism competitiveness and innovation, determined innovation in services and in tourism. Moreover, Medvedeva (2012) tried to develop an innovative style of IB in Russia. He spoke about the capability to produce innovations and how to make transformations by managing social innovations and using some facilitation methods. From another point, Tuominen and Toivonen (2011) investigated innovation in knowledge-intensive business service (KIBS) firms from the perspective of IB and used IB as a conceptual tool in the study of these firms.


Concerning EIB's measures, De Jong and Den Hartog (2008) provided a list including measures of IB whether one-dimensional or multi-dimensional. From the list, several authors considered EIB as a one-dimensional concept like (Scott and Bruce, 1994; Janssen, 2000; Kleysen and Street, 2001; Reuvers et al., 2008). On the other hand, Krause (2004) and Dorenbosch et al. (2005) regarded EIB as a multi-dimensional concept. After two years, De Jong and Den Hartog (2010) developed another multi-dimensional measure of IWB with four potential dimensions; idea exploration, generation, championing and implementation. Seven years after that, Lukes and Stephan (2017) reviewed the existing scales and developed an integrative model of EIB across cultures. Recently, Shouk et al. (2019, March) tried to measure EIB by classifying it into two phases. The first phase is initiation which has two dimensions; opportunity exploration and idea generation. The second phase is implementation which has three dimensions; championing, application, and reflection. Therefore, from the previous literature, it is clear that EIB has a major attention from researchers, and they are still trying to find better ways to measure and validate the concept of EIB and determine whether it is better to measure it as a one-dimensional or multi-dimensional concept.


4.3 Influential antecedents impacting employee innovative behaviour


As mentioned, 201 articles out of 211 focused on the factors impacting EIB. Based on the studies of Anderson et al. (2004) and Zennouche et al. (2014), the researcher classified the factors impacting EIB based on three main levels of analysis; individual, group and organisational factors. Out of 201 articles, 72 studies focused on individual factors which have contributed greatly to this body of knowledge with (35.82%) of the 201 studies. These factors included topics in employees' organisational commitment (11 studies), 7 studies each for psychological empowerment and self-efficacy, job autonomy (6 studies), 4 studies each for person-job fit, employee empowerment and motivation, 3 studies each for creativity and intellectual capital, and 23 studies were related to other individual factors such as psychological capital, customer participation, core self-evaluation, joy, job design, personality, cognition, thriving, subjective relational experiences, and cyberloafing. On the other hand, concerning work group factors, 25 studies representing (12.44%) which were related to various topics were used; work engagement (10 studies), knowledge sharing behaviour (5 studies) and 10 studies were concerned with other group factors like co-worker support, mood, team identification, performance and image outcome expectations, customer employee exchange, knowledge transfer, and relational orientation.


Finally, the organisational factors have a central contribution to this body of knowledge with 104 studies representing (51.74%) of the 201 studies which showed that several authors concentrated more on organisational factors, while individual factors came in second place, and then group factors. These 104 studies investigated many topics related to organisational factors like organisational climate (15 studies), support (9 studies), organisational justice (3 studies) and leadership styles (57 studies). Clearly, leadership styles have a key significance and were involved in many studies. The researcher gathered all the researches related to leadership under a single category called leadership styles as there are several types of leadership styles. For example, the researcher classified leadership styles as follows; transformational leadership (20 studies), leader-member exchange (8 studies), servant leadership (5 articles), leadership in general (4 studies), inclusive leadership (3 studies), 2 studies each for empowering leadership, paternalistic leadership, ethical leadership, entrepreneurial leadership, self-leadership, humorous leadership, and one study each for destructive leadership, disruptive leadership, Ambidextrous leadership, authentic leadership and relational leadership. Moreover, there were other 20 studies related to organisational factors like organisational structure, organisational culture, organisational justice, abusive supervision, reward fairness, organisational care, social capital, organisational trust, supervisor feedback, innovation job requirement and human resource practices.


4.4 Methodological trends in employee innovative behaviour literature


4.4.1 Research methods


After stating the review and antecedents of EIB, the researcher conducted a frequency analysis to determine the research methods adopted. The results acknowledged that quantitative methods dominated the EIB research. Among the 211 studies examined by the researcher, 196 studies (92.89%) utilised quantitative methods, while 11 studies (5.21%) and 4 studies (1.90%) employed qualitative methods and mixed methods, respectively.


4.4.2 Data collection methods


After analysing the research methods, another frequency analysis was performed for the data collection methods employed in EIB research. The results revealed that, among the 196 studies which used quantitative methods, questionnaire survey (195, 92.42%) was the most popular data collection method used and only one study used both a questionnaire and an experimental study (1, 0.47%). Regarding qualitative methods, most of the researchers used Literature review (7, 3.32%) followed by questionnaire survey (2, 0.95%), literature review and interview (1, 0.74%), and interview (1, 0.74%). Finally, researchers performing mixed methods used both questionnaire survey and interview (2, 0.95%) and questionnaire survey (1, 0.95%).


4.4.3 Sampling methods


After stating data collection methods, the researcher examined sampling methods employed in EIB research. Sampling method is an essential feature of the data collection process as it not only represents the target populations of research studies, but also clarify whether the findings of a study can be generalized. Also, frequency analyses were established for target population, sampling method and sample size.


A detailed review of research samples focused on the target population in EIB research. The frequency analysis of the target market showed that china was the most widely target population researched (54, 25.59%), followed by the Netherlands (14, 6.64%), Taiwan (13, 6.15%), Korea (12, 5.68%), then India and Pakistan, with 10 studies researched for each (4.74%). Other target populations received a considerable attention like Malaysia (7, 3.32%), Turkey (6, 2.84%), USA, Germany and Norway with 5 articles investigated for each (2.37%), and Italy, Indonesia and Africa with 4 studies explored for each (1.90%).


Moreover, some regions received a little attention. For instance, 3 studies each (1.42%) were explored for the regions including Australia, Belgium, Thailand, Israel and Spain, while 2 studies each (0.95%) were examined for the target population in Portugal, Iran, Jordan, Russia, Denmark and UAE. Finally, the least explored target population involved Northern Cyprus, United Kingdom, Switzerland, Asia, Ukraine, Colombia, Greece, Venezuela, Bahrain and Egypt since only 1 study (0.47%) for each region was examined.


Interestingly, 11 studies (5.21%) included mixed target populations. For example, Engelen et al. (2018) used target populations from Germany, China, Australia, Greece, Hungary, Korea, Malaysia, Netherlands, Poland, Romania, Thailand, Turkey, United Kingdom. Finally, 10 studies (4.74%) did not specifically determine the location of the target population. Thus, the researcher marked them as "Non-Applicable".


Another frequency analysis was employed for the sampling methods in the EIB literature. Unfortunately, according to the results, 130 articles did not mention the sampling methods; (120, 56.88%) for quantitative research, (9, 4.27%) for qualitative research, and (1, 0.47%) for mixed methods research, and so, the researcher labeled them as "Non-Applicable". Although this phenomenon was understandable since qualitative studies exploited literature review research, this piece of information was indeed missing in many quantitative researches which sued questionnaire surveys.


For quantitative research, random sampling was the most popular sampling method whether it was simple random sampling (46, 21.80%) or stratified random sampling (8, 3.79%). Convenience sampling was the second popular sampling technique with 16 articles (7.58%), followed by purposive sampling (6, 2.85%) and then snowball sampling (1, 0.47%). As for qualitative research, only one article (0.47%) utilised purposive sampling. Finally, for mixed method research, 3 articles (1.42%) used mixed sampling methods.


In the end of this section, the researcher also analysed and demonstrated the sample size of the EIB studies. This analysis combined sample size with the factors of research methods (i.e. quantitative, qualitative, mixed methods) and sampling category (i.e. hospitality sector, tourism sector, manufacturing sector, health sector, knowledge sector, technological sector, mix of them and other sectors). Regarding sample size, most quantitative studies utilised sample size larger than 200 (46 studies), followed by sample size larger than 100 (40 studies) and then sample size larger than 300 (37 studies). One the other hand, only 3 qualitative studies used a sample size that falls within 1 and 100 and 8 other qualitative studies did not mention the sample size because most of them depended on the literature review and did not use any primary or secondary data.


Concerning the sampling category, most of the quantitative studies employed samples from "mix" or "other" categories. The category "Mix" (49 studies) includes many sectors used together in several studies such as manufacturing companies, health sector, technological sector, service sector, hospitality and tourism sectors, SMEs and other sectors. The category "other" (77 studies) contains further sectors which are not researched greatly like textile industry, industrial companies, clothing industry, banks, telecommunication sector, schools, retail industry, engineering company, beauty salons, software house, automobile sector, universities, fashion houses, food sector, public sector and other. Interestingly, a substantial number of studies also collected data from the hospitality sector (21 studies), technological sector (17 studies), manufacturing sector (13 studies) and health sector (10 studies). Tourism sector was the least category researched (4 studies) after the knowledge sector (5 studies).


On the other hand, regarding qualitative research, 2 studies collected data from the knowledge sector, while only one study collected data from the manufacturing sector. Finally, concerning the mixed methods research, one study used a sample size larger than 500 from the hospitality sector and another one used a sample size larger than 600 from the tourism sector. Moreover, one study employed a sample size larger than 300 from the category "Mix", while another one employed a sample size larger than 100 from the category "other".


4.4.4 Data analysis methods


Data analysis techniques represented another crucial methodological component for all research studies. After inspecting data collection and sampling methods employed in EIB research in previous sections, the researcher examined data analysis methods in this section. Reviewing EIB literature determined 44 quantitative data analysis methods. A frequency analysis was conducted for the identified quantitative methods. Generally, the 44 identified quantitative analysis methods appeared 634 times in collecting the 211 research studies.


The frequency analysis showed that descriptive statistics were the most commonly employed data analysis method for quantitative studies (163, 25.70%), followed by correlation (151, 23.82%), confirmatory factor analysis (CFA) (75, 11.82%), structural equation modelling (SEM) (53, 8.36%) and regression analysis (34, 5.36%). Also, multiple regression analysis (21, 3.30%), hierarchical regression analysis (21, 3.30%), exploratory factor analysis (15, 2.37%), path analysis (13, 2.05%), hierarchical linear modelling (12, 1.89%), multiple hierarchical regression analysis (11, 1.73%), analysis of variance (ANOVA) (7, 1.10%), T-test (6, 0.94%) and Pearson correlation (5, 0.79%) were used in more than three studies.


On the other hand, concerning qualitative data analysis methods, most of the studies researched depended on literature review, and thus the most commonly utilised data analysis method was coding. This phenomenon was noticed by Hung and Lu (2016, p. 141), as they stated in their study: “coding is the main strategy employed for extracting and processing data from the transcripts". Also, the authors demonstrated different terms in their writing, like ‘indexing’, ‘coding’, ‘theming’ and ‘interpretive thematic analysis’.


5 RESEARCH GAP AND LIMITATION


Indeed, EIB has a great contribution in research as demonstrated by previous researchers. However, despite the extensive research in EIB, some gaps existed in the literature. For instance, as mentioned in table 2.1, several definitions were given to EIB and some of them have similarities to each other and also differences. Yet, there is no unified definition for EIB. The researcher concluded that no unified definition was given because some researchers defined IB as a process (De Jong and Den Hartog, 2010) and others defined it as a concept (Tuominen and Toivonen, 2011) which resulted in different definitions. Thus, reaching a unified definition for EIB should be investigated by future researchers to offer a clear view about the concept of EIB and whether it is best to regard it as a concept or a process.


Furthermore, regarding EIB, earlier research is inclined to emphasise on manufacturing rather than service industries (Ramamoorthy et al., 2005). The researcher determined that earlier research focused more on manufacturing industries maybe because it is easier to deal with tangible products that can be stored (Albu, 2015). However, in producing a service, the things are different as the service is intangible, and cannot be stored (Albu, 2015). Future research could distinguish between EIB in manufacturing and service industries and determine which industry is better for stimulating EIB.


Concerning EIB's measures, many researchers considered it as a one-dimensional concept, and few regarded it as a multi-dimensional concept. However, there is no indication that one dimension is better than many dimensions and researchers still till now are trying to measure the concept effectively. Also, previous research only stated which studies used the one-dimensional measure such as Scott and Bruce (1994) and which used the multi-dimensional measure such as De Jong and Den Hartog (2010). Thus, further research is needed to determine what is the best measure that can represent EIB effectively.


Concerning factors impacting EIB, most research focused on exploring the organisational and individual factors, but group factors did not get the same attention as the other factors, necessitating further investigation by future researchers as groups have major roles in the organisational functioning. More importantly, most previous research investigated only internal factors and very view mentioned the impact of external factors. Therefore, future research should focus more on stating group factors and also giving more attention to external factors for clarifying the concept better. Another point, several studies stated EIB as the dependent variable and investigated its antecedents. Yet again, few studies explored its outcomes which should be concentrated on in the future by future researchers.


Regarding methodological trends, firstly, as for research methods, quantitative research was the dominant research approach used (92.89%), and few used either qualitative methods or mixed methods. Consequently, more mixed method research is needed to provide more depth and more accurate results regarding the concept of EIB. Interestingly, according to Tuominen and Toivonen (2011), operationalising IB in quantitative studies should be made cautiously, and this could be enabled by conducting a qualitative study in the specific organisational context. Secondly, regarding location, the researcher found that several studies were conducted in China, the Netherlands, Taiwan and Korea. However, there are other locations that did not get much attention such as Spain, Denmark, Colombia, Egypt and many others. Thus, exploring EIB in these locations will add more contribution to the IB literature.


6 CONCLUSION AND IMPLICATIONS


This paper gives a detailed examination of EIB literature. After exploring 211 studies, this paper stated the differences between creativity and IB and conceptualised the concept of EIB. Moreover, EIB's review and antecedents were reviewed. Then, methodological trends were explored by analysing research methods, data collection methods, sampling methods, sample size and data analysis methods. Finally, gaps and limitations in EIB research were elaborated and guidelines for further research were provided. This paper would help future researchers to have a comprehensive understating to the concept of EIB and gain more credible insights.
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Abstract


The family business is characterized by high levels of growth in the tourism industry, and it is an essential driving force of the economy. It has potential from the perspective of the creation of new jobs, increase revenue and enhances economic activity. It should be noted that the family business concept is one of the popular organizational forms in the mountainous region of Georgia. That has great tourism potential, the growth rate of international and local visitors, which is an important prerequisite for improving the economic structure of the monotonous region and strengthening the local supply chain. Current trends in the tourism industry make it critical to analyse the ability of family businesses to adapt to the changing environment, which is vital for countries with emerging economies that have a lack of experience of organizing family businesses in the tourism industry. The purpose of the study is to identify trends and challenges in family business development in mountainous Georgia. The following tasks were defined within the framework of the research: 1) To identify the contribution and hinder factors of the family business. 2) To study the organizational structure of the family business and the challenges of human resources management. 3) To observe family business services and quality issues.
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1 INTRODUCTION


By the end of 20th century, since the collapse of the Soviet Union, Georgia as an independent country has faced new challenges especially in the process of transformation to a market economy, which was characterized by fundamental ups and downs. An essential driver of this process was SME development. This transformation process is still currently developing and represents a significant challenge for Georgia, especially in the mountainous region, where the needs in economic transformation are of particular importance. It should be noted that 65% of Georgia is a mountainous area, where the efficient use of local resources, job creation, and migration reduction are vital. The role of family businesses is very essential in this respect, as it is an efficient way to generate self-employment and income. According to R. K. Zachary, “a company is considered a family business when it is has been closely identified with at least two generations of a family and when this link has had a mutual influence on company policy and the interests and objectives of the family.” (R.K. Zachary, 2011) Family business is a complex phenomenon and is subject to specific difficulties in managing it, especially when it comes to the travel and tourism industry, which is one of the fastest-growing sectors in Georgia. In 2018, the number of tourists increased by 8.9% (National Statistics Office of Georgia) compared to the previous year. Mountainous regions also experience a high growth rate, wherein 2018 the number of tourists increased by 491% compared to 2011. (Ministry of Economy and Sustainable Development of Georgia) See figure 1.
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Fig. 1. Visitors of Mountain resorts of Georgia 2011-2018





Consequently, the demand for services such as housing, food, transportation services and more has increased. This is an opportunity, on one hand, to generate more revenue for small and medium-sized enterprises. Still, on the other hand, it is also a challenging task because enterprises must meet international standards of service provision (Khokhobaia, M, 2019).


Tourism in the mountainous region has the potential to be a significant economic activity that will improve the livelihoods of the local population. (Mohammed Bala Banki, Hairul Nizam Ismail, 2014). For this reason, it is vital to plan the policy of the region with the principles of sustainable development. The European Commission has defined sustainable tourism as “tourism that is economically and socially viable without detracting from the environment and local culture” (European Commission, 2003). Sustainable tourism is a complex, multicomponent concept. The principles of sustainability refer to the ecological, economic and sociocultural aspects of tourism development, and it is essential to maintain a balance between these three dimensions to ensure long-term sustainability. Sustainable tourism development requires the active engagement of all relevant stakeholders. These strategies are also embedded in state policy. In 2015, the National Tourism Administration developed a Strategic Plan for Tourism Development, where Sustainable Development Issues are considered to be essential in almost every point.


The purpose of the article is to identify the role of family businesses in the development of the highland region and in particular the borough Tsagveri and Bakuriani, as well as the impact it has on the local economy and society and to define the role of the state in the development of small business. The subject of the study is to identify the main characteristic, key challenges and contributing factors characteristic of the family business in borough Tsagveri and Bakuriani. We selected this location because this is a new tourist location where there is the process of development and the role of the family business in the resort development is huge.


2 LITERATURE REVIEW


The mountainous regions of Georgia have a great potential to the development of tourism, however, only the beautiful nature and attractions of the country are not enough for the development of tourism. One of the major challenges for Georgian regions is their uneven development. (Khokhobaia, 2017) The mountainous region is particularly sensitive, and the economic activities there need to be substantially planned. Getz and Carlsen believe that there is a need for government participation in tourism development in the region, which is expressed by business such as: organizing transport networks, providing the region with electricity, water supply, etc. Only after that, investors arrive in the area, and local small family businesses start operating on the market, (Getz and Carlsen, 2000) which hold its niche and individuality in the marketplace and give tourists a unique feeling of the tourist destination. (Zhao, 2009)


Family business is a complex phenomenon, and because of this, it has many definitions, Getz, and Carsen defined a family business as “any business venture owned and/or operated by an individual, couple(s) or family.


There are many studies to identify family business dynamics, characteristics, or challenge. Stoilkovska Aleksandra believed that at the beginning of a business, there are two essential things for successful development of the family business: control ownership and flexibility to answer to customers ' needs. (Stoilkovska, 2011) She also identifies 3 aspects which must be determined:




	Organizational culture;


	Strategy for sustainable development;


	Competencies of the manager;





Adam Thorne believes that the main challenge of a family business is to involve family members in the industry because it's hard to define rights and duties. (Thoren, 2007) The family business has a high chance of success, but the challenges need to be overcome, Paula Fernande (Paula Fernande, 2017) defined the top 5 challenges facing the family business:




	Separating family and work;


	Family employment policies;


	Fitting jobs to family members' skills;


	Fair compensation;


	Planning for the future.





However, the situation is changing when the family business is represented in a mountainous region which offers both, opportunities and challenges. Marta Mills discusses the chances the mountainous region has: rich and varied natural conditions, the opportunity for adventure tourism development and the authenticity which is still in the mountainous region. However, she also shows the challenges inherent in the highland area: unplanned tourism development with no vision or long-term strategy, no efficient Destination Management Organizations (regional tourism bodies) to oversee the strategic development, lack of cooperation and communication between the private and public sector on planning and implementation of tourism in the regions, lack of professional hospitality, management and language skills amongst the local population, seasonality and short stay of tourists, poor quality of products and services. She also believes that it is possible to turn these challenges into opportunities, choosing the right policies and guiding sustainable tourism development principles. (Mills, M, 2017)


Most of the family businesses in Georgia are represented by small and medium-sized enterprises, which is a significant driving force in the development of the local economy (Khokhobaia, M. 2019). Richardson and Fluker defined stakeholders as “those who have an interest in, or who are affected by tourism, which include travel and tourism companies, governments and host communities.” (Richardson and Fluker, 2004) These stakeholder groups affect the development of tourism in many ways, including tourism supply and demand, human resources, the management of tourism impacts and research. (Waligo, 2012) It should also be noted that the mountainous region of Georgia are distinguished by the lack of resources for agricultural resources, which limits the means of carrying out various economic activity and by tourism we can fix this problem. According to Davis & Morais and McGehee & Andereck, tourism has been identified as one of the major with the potential to assist local communities in developing economic diversity. (Davis and Morais, 2004) (McGehee and Andereck, 2004).


The World Tourism Organization (UNWTO) has defined how tourism can benefit the locals and has identified seven key considerations:




	Build up a stronger, healthier and more efficient tourism sector;


	Optimize socio-economic benefits of tourism;


	Promote sustainable livelihoods;


	Preserve, conserve and enhance cultural and natural heritage;


	Involve local communities in the development process;


	Foster public-private partnership.





The literature reviewed here clearly indicates the role of the family business and its impact on economics and regional mobility, and family business research is essential to become this effect positive.


3 METHODOLOGY


Mountain destinations are selected as the object of the research: borough Tsagveri and Bakuriani, located in the east of Georgia. The population is 10 549 people. The number of hotels 211 (Georgian National Tourism Organization) The study area is adjacent to the protected area, which is an attractive destination for tourists.


A structured questionnaire was used to collect the data which included an open question and a closed one. For the study, two types of questionnaires were developed: one - for family business owners and the other - for customers who have already used these services. The questionnaire, designed for family business owners, consisted of two blocks: Identify the contributing and hindering factors of the family business and study the organizational structure of the family business and the challenges of human resources management. The survey was conducted on these locations on 01.12.2019-10.12.2019 on the average duration of the questionnaire process was 20 minutes. The research surveyed 40 business owners (Hotel owners, farmers, restaurants owners, stores owners, and others). Eight business representatives declined to answer the questions. Most of them are involved in the tourism industry and this business is a significant source of their income. The study was conducted face to face. As for the questionnaire designed for business customers, its primary purpose was to check the level of service satisfaction. To the end, 80 respondents were surveyed with open and closed questions.


We have used the studies devoted to sustainable tourism development in mountainous regions because of this we used electronic databases like Scopus and the Sciencedirect.


Overall, the activities carried out in this research included the next phases: a collection and analysis of the basic data (strategic development documents, general information about location, official statistic information), data collection for the main thematic issues (questioning). Finally, the data is processed in SPSS, and the results are presented in detail in the paper.


4 RESULTS


4.1 Research of family business enterprises


Quantitative analysis revealed that 43% of the respondents are women and 57% are men, (see figure 2), thus indicating a high level of involvement of women in business and tourism. Tourism gives a chance for them to demonstrate their skills and be employed in any position. One of the critical elements of the Responsible Tourism approach was to use tourism as “a development tool for the empowerment of previously neglected communities” and particularly the empowerment of women. (UNWTO, 2015)


It was also revealed, demographic factors such as age structure and level of education. Regarding the age of respondents, only 2 business owners were below 25 years old (5%), afterwards there was 26-35 years old 14 (35%) while 36-45 the group was dominant (48%) and the age of 46-55 and above 55 was almost equal 3 (8%) and 2 (5%) business owners accordingly (see figure 3). The survey shows that the interest of young generations towards business is high, which means developing innovative visions and generating new ideas.


According status of education, the high-education group was most widely represented with 39.3% share, followed by the group of secondary education – 29,7%. In contrast, the shares of respondents with non-education and with vocation education were 14% and 17% accordingly. However, they do not have education in the field they are involved which may be considered a weak point for the business. See figure 4
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Fig. 2. Gender
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Fig. 3. Age structure
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Fig. 4. Education





In the research area, the family business was represented by hotel operators, travel agencies, food and nutrition service providers, farmers and transportation service providers. It must be mentioned that when we asked family business owners what became the motivation for starting their own business, we received the following answers: to earn income independently, family members employed and self-employment, the high benefits the government offers to the business, and the high level of demand for services. Majority respondents have been operating in the market for already 5 years, and they are well – acquainted with the economic environment and have practical knowledge of doing business. They unanimously stated that the involvement of the state is essential in improving infrastructure, attracting investors, use incentives and planning controls to encourage development SME and support business support programs. The state must ensure the right manufacturing environment, increase the capacity of small and medium-sized firms, and improve competitiveness and innovation. Most respondents (37 Business Owners) are noted to use the benefits offered by the state in the following ways: electricity co-financing, exemption from income taxes for employees and entrepreneurs and the cancellation of property tax on landowners in the mountain Territory. The Government of Georgia also participates in the promotion of various events. One of the programs is "Produce in Georgia" - The state program “Produce in Georgia” is being implemented by the initiative of Georgian Government. The program aims at developing and supporting the entrepreneurship, encouraging the creation of new enterprises and increasing export potential in the country. Within this project, the direction of supporting small entrepreneurship includes two components: financial and technical assistance. Within this project, tourism development is a priority. (Ministry of Economy and Sustainable Development of Georgia)

OEBPS/Images/cover.jpg
Christian Maurer and Hubert J. Siller

ISCONTOUR 2020
Tourism Research Perspectives

Proceedings of the
International Student Conference in Tourism Research






OEBPS/Images/37_2.jpg
50%

40%

30%

20%

10%

0%
Before 25 26-35 3645

46-55






OEBPS/Images/37_3.jpg
= High-education
39.3%

» Middle -
education 29.7%

priman
education 14%

mvocation
education 17 %





OEBPS/Images/37_1.jpg
= Male 57%
 Female 43%






OEBPS/Images/34_1.jpg
Visitors of Mountain Ski resorts of Georgia 2011-20118
600000
500000 —
400000
300000
200000
100000

2011- 2015- | 2016- | 2017-
2012 2016 | 2017 | 2018

® Visitors of Mountain Ski
resorts of Georgia 2011-| 88883
20118






