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Abstract

For thousands of years of agricultural era, land was the key economic and developmental

factor, whereas in industrial era, these factors were tangible resources, financial capital and
manual labor. In the new economy of the 2lst century the basic factor has turned out to be the
lcnowledge, i.e. intellectual capital as an economicform of knowledge. In global economy, it
is possible for everyone on the planet to trade mutually without ever pltysically meeting each
another. Instead of doing business with tangible assets, companies must develop the feeling
for creation, transfer, integration, protection and use of their intangible intellectual assets.
Knowledge and intellectual capital form permanent resources for competitive edge provision.

We will introduce the results of the empirical research on target population of corporations
and physical persons involved in the hospitality industry in the Republic of Croatia. A multi-
stage stratified proportional sample at the 5t% statistixal mass level was used .from those
entrepreneurs only who had less than a hundredemployees. 311 respondents were covered,
100 of which are hotel and other type of accommodation owners together with 2l I restaurant
owners and owners of other type offood cateringfacilities.

Key words: intellectual capital, small entrepreneurship, competitive edge, empirical riesearch,
hospitality industry.
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1. INTRODUCTION

1.1. Subject matter and object of research

Modern economies of the entire world tend to knowledge-based economy and thus knowledge
and knowledge management have become the key strategic issue of each enterprise.
Knowledge positioning as the key resource and function enables competitive edge on the
market. Systematic approach and knowledge defining as the intellectual capital are
assumptions for the implementation of knowledge management system that entirely changes
the way in which employees work, whereby all of them participate in the creation, sharing and
evaluation of knowledge value. The essential difference between developed and developing
countries is in the ability of developed countries to manage technological changes, whereas
developing countries do not know how to do that. Innovation societies are capable of
managing complex technologies, based on intellectual capital, research and development in
the industrial or public sector.

Developmentally sustainable and permanently competitive Croatian tourism is possible in
increasingly fierce international market competition without larger investments in renewal,
creation of the new one and adjustment of the existing tourism offer. The biggest problem of
Croatian hospitality companies is the workforce that is insufficiently motivated and
inadequate in &Ea, experience and profession, especially middle-level managers and

operational staff, i.e. cooks, waiters, chambermaids, housekeepers, receptionists and similar.
Although the owners, i.e. entrepreneurs, have the unquestionable right to choose their staff,
one should know that there are many skilled and educated managers on the highest levels.

Competitive edge represents a whole set of determinants that a hospitality enterprise can
offer, which enables stronger competitiveness and a more favorable market position in regards
to other competitors on a target market and even bigger possibilities to conquer the new
market. Competitive edge is mostly accomplished by innovating, modifuing and
differentiating products or services, by adjusting their features, assortments and (after-)sale
service, by adjusting and differentiating prices, by market segmentation, distribution,
promotion etc. Every national econorny and its competitive position depend primarily on the
quality of available intellectual capital, therefore investment in intellectual capital and its use
are the main factors of development.

The main objective of this study was to examine the impact of all forms of new know.ledge
and intellectual capital by which small entrepreneurship can increase the competitiveness of
hospitality companies. Theoretical and practical aspects of human and intellectual capital ale
explored, which influence the increase of competitiveness and succ€ss of small
entrepreneurship in the hospitality industry. Valid empirical evidence of the impact of
intellectual capital of Croatian small entrepreneurship in hospitality industry on their market
competitiveness is presented as the result of the research.

1.2. Slarting hypothesis of research

Subject matter and purpose of the empirical research were focused on either how to suppoft or
refute the starting hypothesis:
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Hypothesis: Small entrepreneurs in the hospitality industry understand the importance of
development of intellectual capital of their employees and thereby increase their
competitiveness on the Croatian hospitality market.

1.3. Basic explanations of empirical research

Table l, which presents summary data on a sample according to business hospitality entities
and territorial units for statistics of the 2nd and 3rd levels, was prepared to clarify the most

important determinants of empirical research and the size of respondent sample. It is clear
from the Table that 311 respondents were covered in the sample on the overall level {the
Republic of Croatia), 100 of which were hotel and other type of accommodation owners,
togetherwith 211 restaurant owners and owners of othertype of food catering facilities. The
research was carried out within a six-month period in2012.

Table 1: Summary data on the sample according to hospitality facilities H and R in 3

territorial units .for statistics (UTS) of the 2nd level and 2l teruitorial units for
statistics the 3rd level (20 counties and C

REPUBLIC OF CROATIA, TERRITORIAL UNITS FOR
STATISTICS, COUNTIES

SAMPLE
H, * :

NUTS 2. LEVEL: NORTHWEST CROATIA t6 58 74

City of Zagreb 8 -l -) 41

Zaweb Coun8 J 10 13

Kr apina-Zagori e County 1 5 6

VaraZdin County 2 5 7

Koprivni ca-KrlLev ci CounW 1 -) 4

Medimurie County 1 2 J

NUTS 2. LEVEL: PANNONIAN CROATIA * 11 30 4t
Bielovar-Bilogora County 1 2 J

Virovitica-Podravina Cor.rnty 1 2 J

PoZega-Slavonia County 1 2 J

Brod-Posavina County 2 4 6

Osiiek-Barania County J 5 8

Vukovar-Syrmia County I 6 1

Karlovac County 1 4 5

S isak-Moslavina County I 5 6

NUTS 2.LE'YE.L: ADRIATIC CROATIA 73 123 196

Primorje-Gorski Kotar County 18 25 43

Lika-Seni County 4 5 9

Zadar County 9 24 JJ

Sibenik-Knin Cor.rnty 5 9 14

Split-Dalmatia County 17 22 39

Istria County t0 29 39

Dubrovnik-Neretva County 10 9 19

REPUBLIC OF CROATIA _ TOTAL 100 2tt 311

') Hotels and sirnilar accommodation; Resorts and sin.rilar shorl-stay accommodation; Can.rps and cantpittg at'ea;

Other accommodation (legal and natural persons)
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Restaurants and similar facilities; Catering and similar industlies; Other activities in food preparation and

serving (legal and natural persons)
Central arrd Eastern Croatia

The data presented in the Table above were used to draw up the sample of respondents and
were collected from the primary sources (from reports and statements of the Central Bureau
ofStatistics) and from various secondary sources, based on data from the Internet and records
in databases of the following chambers and associations: Croatian Chamber of Arts and Crafts
in Zagreb and its 20 county branches, Croatian Association of Hoteliers and Restaurat€urs,
Croatian Camping Association, Association of Caterers of the City of Zagreb, Croatian
Waiters and Bartenders Association.

2. INTELLECTUAL CAPITAL AS A COMPfu TTTVNNESS FACTOR

2.1. Concept und meaning of intellectual capital

Knowledge management is a business discipline that puts the importance of knowledge
awareness in the limelight. Its systematic collection, processing and use is achieved by
creating an appropriate environment that encourages knowledge sharing and transfer and
creation of new types of assets, intellectual capital. The added value is based primarily on
knowledge, skills and abilities of employees, business partners or associates. Capital assets,

necessary for the creation of wealth, are no longer the land, manual labor, machinery, tools or
factories, but intellectual assets or intellectual capital. Intellectual assets are intangible, they
have no financial value, these are hidden assets, which is why it is often difficult to identify
and define their economic value (Ljubeti6, 2005, p.2l). For thousands of years of agricultural
era, land was the key economic and developmental factor whereas in industrial era, these
factors were tangible resources, financial capital and manual labor. In the new economy of the
21st century on the other hand, the basic factor has turned out to be the knowledge, i.e.
intellectual capital as an economic form of knowledge.

The concept of intellectual capital has been more widely used and popularized after the
publication of Stewart's article inl99l, thus this year is considered to be the year ofbirth of
the intellectualcapital concept. Tom Stewart defines it as "the sum of everything everybody
in a company knows that gives it a competitive edge in the marketplace. This is the
intellectual material (knowledge, information, intellectual assets, experience) that can be used
to create wealth. This is the knowledge of employees, research team of experts or manual
workers who have developed thousand different ways to improve the company's efficiency.
Intellectual capital is knowledge as a dynamic human proc€ss, transformed into something
valuable for the company (Stewart, 1997 , p.9).

Intellectual capital is the knowledge of employees that they convert into values on the mar*et.
There can be very smaft people in the market, but if they or their company fails to sell this
knowledge on the market, their knowledge can be considered only to be a market potential
and cannot be called intellectual capital. Scientists agree that what a company knows, the way
in which this knowledge is used and the speed with which it can adopt new knowledge, is the
only thing today that gives it the permanent defensible competitive edge. Although most
managers of knowledge-intensive companies agree with the crucial role of knowledge as a
source of competitive edge, only few of them know how to efficiently find this knowledge
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within their company and how to use it to produce a new value, or how to turn this knowledge

into their intellectual capital.

2.2. The components of intellectual capital

The word "intellectual" means the intellect as the source of capital or the knowledge that can

be found in: 1. material forms, i.e. in the explicit lcnowledge (plans, drawings, licenses,

databases, manuals, rules of procedure, corporate standards, computer programs, etc.) and 2.

non-material forms, or tacit knowledge (knowledge that is in the minds of employees:

knowledge, visions, ability to function, problem solving, leadership, culture, experience, etc.).

In addition to the knowledge of employees (human capital), theory of intellectual capital is

also based on structural capital and customer capital (Kolakovi6,2006,p.l73):

1. Human capital: It covers different knowledge, skills, abilities and experience of
entrepreneurs, but also of other employees that they exploit in the business process and on the

basis of which they contribute to the creation of value. The specificity of the human capital is
that companies do not have it, but only rent their services. At the end of a working day,

human capital leaves the company and is free to rent its services elsewhere. Human capital is

the fundamental form of intellectual capital on the basis of which other components of
intellectual capital are further developed. In contemporary, knowledge-intensive
entrepreneurship, human capital can often be the only initial assets of the company.

2. Structural capital: These are intangible long-term assets, usually not shown in the balance

sheets of companies, but can nevertheless be identified and validated. It comes as a result of
intellectual capital, i.e. interaction of different ideas, knowledge and skills of employees, and

includes various intangible components, such as organizational structure, routine, business

processes, customs, databases, systems and intellectual property such as patents, licenses and

the like. If human capital, in form of top experts, does not communicate with customer

capital, the result will be poor. Intellectual capital is useless unless its moves. It is worthless to
have a good man sitting alone in nil ol her room.

3. Customer capital: Includes the value of relationships with people the company does

business with, customers and suppliers, value of the company's relationship upwards or
downwards. Customer capital directly affects the growth of revenues, but can be counted only
in some kind of a premium that buyers are willing to pay for a new product instead of the old
one. Otherwise, it cannot be measured because it occurs in many non-financial forms, succsss

and confidence. When the company intends to buy a new machine, relationships with
suppliers and technical quality have equal roles in decision-making because the better the

relations, the bigger the possibility for a company to choose that exact supplier and share with
him their experience and plans in achieving mutual succ€ss. Knowledge sharing and

cooperation with customers is the ultimate form of customer capital.

The model of a company's market value includes tangible and intangible assets, and each of
three parts of intellectual capital can be measured and evaluated for investment. Therefore,

this division has now become the standard and the starting point for further research.

Scientists agree that what a company knows, the way in which this knowledge is used and the

speed with which it can adopf new knowledge, is the only thing today that gives it the

permanent defensible competitive edge.
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2.3. Human capital of Croatian companies

Knowledge and level of education are indicators of the quality of national human capital and
its competitiveness. The level of education of labor force (measured by years of education)
and public sector allocations for education are directly and strongly correlated with the rate of
increase in per capita income. Level of education affects mostly economic development by
technological innovation and the highest rate of acceptance and spread of new technologies.
Investments in human capital are indispensable, but not a sufficient requirement for a stable
development. Effects of these investments are relatively weak at low general level of
knowledge, but become stronger by increasing the overall level of accumulated human
capital.

There is a certain threshold of accumulated human capitul, and only when it is exceeded, one
can expect the positive extemalities of investment in human capital (Sundai, Fatur Krrnpotid,
2009, p.317). Although Croatian companies in the last five years have improved their
practice of education and development of employees (the percentage of fuither educated
employees is getting bigger every year, more and more hours are spent on further education,
etc.) , one recent study (Polo5ki Voki6, Grizelj,2007, p.855) has shown that Croatian
companies still do not affach strategic importance to education and development. The
conclusion of this research is that Croatian companies do not improve their knowledge and
skills of their employees, in order to meet the demands of new technologies, ihcrease their
productivity and become more competitive.

In the knowledge-intensive sectors that seek the most educated and most capable individuals,
Croatia has employed a small number of people. The number of researchers in Croatia, with
an active full-time employment in R&D, is low (only slightly better than Romania). R&D
sector, financed by the state, employs almost 85Yo of researchers, and the industry only
T5.5%.In developed countries, the business sector dominates over the R&D sector, because it
finances and performs most of the research activities (finances close to 63%o, and performs
about 72o/o of total research activities) and employs the majority of researchers (between 50%
and 80%). The total investment of the Croatian business sector in R&D in 2003 came to
0.44% of GDP, which is low compared to the developed countries where the business sector
investment in knowledge exceed 3% of GDP (Svarc, 2006, p. 319).

Within the empirical research for the purpose of this study, we attempted to find out possible
ways to increase the values of human capital in the small business owners'activities within
the hospitality industry. Results are presented in Table 2 (next page), from which it is cl.ear
that the arithmetic average (on a scale of T levels of importance foreach of the eight offered
ways) is in the range of up to 4.54 (education within various public education programs) to at
Ieast 4.10 (permanent organization of training courses and seminars at the expens€ of tlee
company). The data of the standard deviation show that the answers of the respondends had
the highest dispersion around the mean value of 2.04 (by investing in modern IT for learning)
and the lowest of 1.84 (education within various public education programs and the
organization of permanent training courses and seminars at the expense of the company).

Asymmetry coefficients show that there is no positive asymmetry (where there are lower
values on a scale offered), and the largest negative asymmetry (where there are higher values
on a scale offered) -0.54 (education within various public education programs). Anallsis of
variance (p:0.1587) showed no statistically significant variability between 8 of red ways to
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increase the value of human capital, which can be explained by slight confusion of the
respondents when answering this question.

'able 2: Ways to increase the value of human capital in re, nt:;

METHODS OFFERED
(alphabetically)

ARITHMETIC
MEAN

STANDARI)
DEVIATION

ASYMMETRY
COEFFICIENT

Education within various public programs 4.54 1.84 -0.54
Permanent organization of educational
courses and seminars by the companies

4.10 1.84 -0.r3

Organization of thematic education by
specialized institutions

4.26 1.94 -0.27

Constant visits to national and international
trade fairs and exhibitions

4.30 1.90 -0.31

Participating in national and international
seminars and conferences

4.18 1.95 -0.22

It is up to personal choice and financing of
emolovees

+.^/-) 1.93 -0.31

Investment in continuous formal and
informal education of employees

4-26 1.85 -0.21

Investment in modern IT for learning
(so-called eJeamine)

4.11 2.04 -0.24

ANALYSIS OF VARIANCE: p:0.1687

Source: Own research, 2012

Data relating to the arithmetic mean are also presented in Graph 1, which shows the ranking
of 8 offered ways of mean values how to increase the human capital.

Groph l: Ranking oJ ways how to increase valttes oJ'human cctpital

i "raph 
I : Ranking of ways how to increase values of human capital (N : 3l I )

i Uducation q,ithin'arious public program ,
l

lConstantvisitstonationalandintenrationaltradefui'Wo.n
andcxhrbrllons w

!

Orsanizarion ol thernatic ed ucation br soecialized
- w1.LO

inst itulionc

IIlVeSlmenliltconlinuouslbmralandinlomrlIeducalionWl.l^
: olemplolees w ''-"

;Irisup1upersonaIchoiceandfinancirgofemplo1eesW4.23

PanicinalinsinnetionalandintemaiionulseminarsartdW-^
\ w+ti

COnlet.enCeS rb&d&W,M&W@w '.'"

lnrestmell1inmodemITforlearnirtg(so-called,-Wltl
reamrng)

Permanenl org.anization of cducationul cour5cs and tM I lll

semrnars ny I ne compJnres

Source: Own research, 2012

Based on the presented datait can be concluded that respondents did not recognize nor rank
properly any possible ways how to increase the values of human capital in their activitirs,
especially because they rather neglected the last three, otherwise very important ways of
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increasing the value of hurnan capital in economic operators of small business in the
hospitality industry. Furthermore, an attempt was made to find out which professional
knowledge and skills the respondents consider necessary for small businesses in the
hospitality industry, which can be achieved through a system of lifelong learning or system of
professional education and training of employees.

Results are presented in Table 3, from which it is clear that the arithmetic mean (on a scale of
7 levels of importance for each of six offered groups of professional knowledge and skills)
extends in the range of the maximum of 6.08 (knowledge of the specifics of catering work
processes - serving) to at least 5.40 (excellent formal hospitality professional education) . Data
of the standard deviation show that the answers of the respondents had the highest dispersion
around the mean value of 1.59 (excellent formal hospitality professional education), and the
lowest of 1.19 (knowledge of the specifics of catering work processes - serving).

Asymmetry coefhcients show that there is no positive asymmetry (where there are fewer
values on a scale offered), and the largest negative asymmetry (where there are higher values
on a scale offered) - 1.57 (knowledge and skills required for the performance of specific
tasks). Analysis of variance (p : 0.0000) shows a statistically significant variability between 6
offered groups of professional knowledge and skills.

Table 3: Professional lmowledge and skills necessaryfor small entrepreneurs
tn 'alin indu,

PROFESSIONAL KNOWLEDGE
AND SKILLS (alphabetically)

ARITHMETIC
MEAN

STANDARD
DEVIATION

ASYMMETRY
COEFFICIENT

Innovative and creative catering knowledge
and skills

5.86 1.32 1.47

General (theoretical) knowledge of
tourism and hospitality

5.50 1.55 -0.99

Knowledge of the specifics of
catering work processes (serving) 6.08 I.t9 1.56

Modern professional knowledge and
skills in hospitality indusky

5.69 1.35 1.31

Excel lent formal hospitality
professional education

5.40 1.59 -0.93

Knowledge and skills necessary for
the performance of specific tasks

5.90 1.23 1.51

ANALYSIS OF VARIANCE,: p:0.0000

Source: Own research, 2012

Data relating to the arithmetic m€an are also presented in Graph 2 (next page), which shows
the ranking of mean values of the 6 offered groups of professional knowledge and skills.
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i Graph 2: Ranking of professional knowledge and skills (N: 311)
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Source: Own research, 201 2

Based on the presented data it can be concluded that the respondents have properly identified
and ranked professional knowledge and skills necessary to increase the values of human
capital of their company, that can be achieved through a system of lifelong learning or system
of professional and vocational education of employees, but they preferred practical to
theoretical knowledge, which is actually typical for small businesses in hospitality industry.

As a part of the empirical research, we attempted to find out how the respondents identifr and
evaluate sources of creating competitive edge of economic operators of small business, based
on the intellectual capital and information technology. Results are presented in table 4, from
which it is clear that the arithmetic mean (on a scale of 7 levels of importance for each of the
12 offered sources) extends in a range of maximum 5.37 (high level of knowledge, skills and
accumulated experience of employees) to at least 4.28 (organizing trainings and other fonns
of lifelong leaming for staff).

Data of standard deviation show that the answers of the respondents had the highest
dispersion around the mean value of 1.94 (development of knowledge transfer system using
the intranet and the Internet), and the lowest of 1.42 (high level of knowledge, skills and
accumulated experience of employees). Asymmetry coefficients show that there is no positiv.e
asymmetry (where there are lower values on a scale offered), and the largest negative
asymmetry (where there are higher values on a scale offered) - 0.96 (using creative and
innovative potential of the employees). Analysis of variance (p : 0.0000) shows there is a
statistically significant variability among 12 offered sources of creating a competitive edge.

Table 4: Set of sources of competitive edge creationfor the respondents based
on intellectual tal and i ion technolo.

SOURCES OF COMPETITIVE EDGE
(alphabetically)

ARITHMETIC
MEAN

STANDARD
DEVIATION

ASYMMETRY
COEFFICIENT

A well-set up systenr of perrnanent staff
training

4.s9 1.17 -0.39

Use of creative and innovative potential
of emplol,ees

5.15 1.64 -0.96
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A multitude of practical knowledge and
know-how about products and services

4.95 1.73 -0.19

Knowledge-based vision, mission
and long-term obiectives of the company

5.18 1.10 -0.85

Supply and use of modern information
technology

4.14 1.15 -0.49

Organizrng of trainings and other forms
of life-long staff education

4.28 1.16 -0.27

Application of new production and service
techniques and technologv

4.93 1.66 -0.63

Application of technological innovation,
entrepreneurial knowledge and skills

4.84 7.76 -0.58

Development of knowledge transfer
system using the intranet and the Internet

4.73 1.94 -0.61

Self-development and , as required,
purchase of new knowledge

4.92 1.11 -0.77

Use of knowledge management
by usins of tools of business intellisence

4.94 1.58 -0.91

A high level of knowledge, skills and
accumulated experience of staff

5.37 1.42 -0.13

ANALYSIS OF VARIANCE: p : 0.0000

Source: Own research, 2012

Data relating to the arithmetic mean are also presented in Graph 3, which shows the ranking
of mean values of the 12 offered sources of competitive edge creation based on intellectual
capital and information technology.

Groph 3' Sel o.f sources of compelilite edge crectlionlbr lhe respondents

Graph 3: Set ofsources of competitive edge creation for the respondents (N:311)
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intelJigence

Application ofnerv production and servire techn iques and technologv

Seltldevelop rrent and, as required- purchase ofnerv knorvledge

Application of technological innovation, entrepreneurial knou,ledge
and skills

Supplv and use ofmodern inlbrmation lechnology

Developmcnt ofknon ledge transf'er sy stcm usinq the intranel and the
Internet

A $,ell-set up system ofpermanent stafl'training

Organizingof trainings and other lorms of 1il'eJong statleducation

5.37

4,93

Source: Own research, 2012

Based on the presented data it can be concluded that the respondents have identified and
ranked the offered sources of creating the competitive edge relatively well, based on
intellectual capital and information technology, with a slight neglect of knowledge transf€r

s5

,94

,84

,59

,28
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using the intranet and the Internet, the insufficient level of constant professional development

of elployees and organizations of trainings and other forms of lifelong education of

employeei, that are veiy important for creating the competitive edge of economic operators of

small entrepreneurship in the hospitality industry.

Companies that have a competitive edge achieve outstanding business results and are capable

of monitoring their own dlstiny, and create value for customers better than their rivals.

Competitiv" Jdg" is a basis for strategic action, and is realized by possession or construction

of certain specialties (Tipuri6 (and others), lggg, p.2).It is a special feature that distinguishes

the company from its competitors and which is particularly valued by the customers (Renko,

2005, p. a\. By connecting the competitiveness of the enterprises and the Govemment (the

whole economy), the emphasis is exactly on the competitive abilities, as one can speak about

the competitiveness of the country only if the companies of the country are able to operate

competitively.

Companies that are better than their rivals have the competitive edge, not because they

perform well in business, but because they create more values than their competitors. Value is

what customers want to pay for the product, so there is a competitive edge if the customers

perceive the difference in sorne characteristics of products or service among companies or

competitors, if this difference is a direct consequence of the capability gap between the

companies and their competition and if the difference in the important features and the

"upuUitity 
gap can be expeited in the future (Tipuri6 (and others),1999, p. 3). Sustainability is

important ioi tt " compititive edge, because it does not make sense if the competitors can

n"rt ulir" it quickly, so the only advantage that is useful is the one that cannot be imitated or

overcome, and that the company is able to keep.

As part of the empirical research, it is concluded, on the basis of everlhing they stated in the

queitionnaire offered and their objective market knowledge, of the respondents, small

entrepreneurs in hospitality industry, and they were asked to determine the {evel of

competitiveness of their companies in relation.to direct local (L), regional (R), national {N) i

international (I) competitors in the hospitality industry. Results are presented in Table 5.

Table 5: Level of competitiveness of the respondents' companies in relation
national and 'ionalto direct local, internat itors

DESCRIPTION OF THE LE\'EL OF
COMPETITIVENESS

L R N I

l. The company is a leader in its field 75.35% 2t.85% t.68% 1.12%

2. The company leads in most components of
competitiveness

11.41% 21.14% 5.11% 1.09%

3.The cornpany copes with direct competitors

equally
s2.38% 36.19% 8.51% 2.86%

4. The company is working hard to catch up

with direct competitors
26.84% 49.15% t6.4s% 1.56%

5. The conrpany follows and imitates its direct

compet ilors
20.s8% 43.880 r1.86% 11.69%

e tre company is well positioned in its market

niche
43.32% 32.33',h 11.46% 6.90%

7. The company lags behind in most

components of comPetitiveness
0.48% 39.86% 24.13% 35.s3%

ANALYSIS OF VARIANCE: P:0.0000

Source: Own research, 2012
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Analysis of variance (p : 0.0000) shows a statistically significant variability between
offered descriptions of levels of competitiveness. Results are also presented in Graph 4.

Graph. 1: Level ol'cctmpeliliveness qf lhe resporydgryts' comyctnias-

i Graph4:Lcvclofcompetitivenessoftherespondents'companies (N:3ff)
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Compared to the seven offered levels of competitiveness, the largest number of respondents
(75.35yo), who confirmed, in the research as well, that the investment in intellectual capital is
on the highest level, stated they were company owners that are leaders in their field locally,
49.15% of respondents consider they are company owners who, on a regional level, work
intensely on r€aching their direct competitors,24.l3yo think they are company owners who,
on a national level, lag behind in most of the compon€nts of competitiveness while 35-53 %
think the same but on an international level.

CONCLUSION

The current topic of this paper can be argued with the fact that we investigated indica{ors that
ar€ of vital importance for the efficiency and competitiveness of small business in hospitality
and, indirectly, for the development of the national economy. The relevance is most evident in
studies of various aspects of human and intellectual capital of Croatian small entrepreneurs in
hospitality industry. To be competitive today is not a matter of success, but a matter of
survival on the market. Construction and permanent increase of competitiveness becomes a

key entrepreneurial task, where entrepreneurs have to be flexible, innovative and continuously
improve their business, and in order to succeed, they must develop a strategy to achieve a
better market position than their competitors. The company needs to distinguish itself from
the competitors and be recognizable to the customers and consumers in order to achieve
competitive edge on the market.

The results of empirical studies presented in this paper undoubtedly show that small
entrepreneurs in hospitality industry, who invest in the knowledge of their employees and
increase the intellectual capital of their companies, mainly occupy the leading positions on the
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market and fufther develop their competitive edge. Results have also proven the starting

hypothesis, which says: Small entrepreneurs in the hospitality industry recognize the

importance to develop intellectual capital with their employees and thereby their
competitiveness in the Croatian hospitality market. Starting from the subject and objective of
the empirical research and all the results presented, we should conclusively emphasize a
special scientific contribution of this paper to the theory and practice of the intellectual capital

development in order to create and maintain competitive edge in the hospitality companies.

Empirical results of the impact of intellectual capital on the competitiveness of small business

in the hospitality industry from this study may encourage similar comparable studies in the

future.
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