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This scientific study is dedicated to the analysis of the
link between the level, or degree, of clusterization and
tourism sector competitiveness. It must be emphasized that
clusters, depending on the phase of their growth and
development, exercise increasing influence over business
organizations, as well as their competitive abilities. The
more clusterized a particular business sector is, the more
likely it is going to develop a competitive advantage.
Therefore, it is important to identify and evaluate the
influence of clusterization level on the competitiveness of a
tourism sector, for it is one of the key sectors in modern
service-based economies. The aim of the study is to identify
the relation between the level of clusterization and tourism
sector competitiveness, and the objectives of the study are:
1) to identify the main fields of cluster impact on the
competitiveness of business sectors, and individual
business firms;, 2) to relate different cluster formation
(growth, development) stages to the dynamics of
competitiveness; 3) to develop a measurement tool for the
evaluation of clusterization level (Clusterization Index, CI);
4) to develop a theoretical model that indicates the relation
between the Clusterization Index (CI) and tourism sector
competitiveness. The following methods have been applied
in the study: logical and comparative analysis of
literature; holistic and systematic approach; synthesis and
deduction; graphical methods. The influence of clusters on
the competitiveness of business sectors and business firms
possesses at least three dimensions: entrepreneurship (new
businesses), productivity, and innovation. Clusters tend to
make good incubators of innovative ideas, new companies,
and new businesses. Fresh business ventures and clusters
may start-up in the collision of several different clusters.
The degree of competitiveness is dependant on the life
cycle dynamics of a cluster — competitiveness grows when
a cluster develops, and decreases as it reaches the phase of
decline. At the maturity stage of a cluster, the degree of
competitiveness tends to be the highest. The authors of this
research have introduced the Clusterization Index, which
includes various attributes of clusterization that are to be
evaluated by independent experts. The average estimates
of all the attributes are to be multiplied by the coefficients
of significance and summed together to provide a unified
estimate of CI. The index requires further improvement in
order to return the most objective and accurate estimation
results. The competitiveness level has 2 dimensions — the
determinants (factors) and indicators. In order to evaluate
the link between the clusterization level, represented by CI,
and competitiveness level (CL), the relations between CI
and various indicators of the business (in this case — the
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tourism sector) sector competitiveness are to be found. It
can be concluded that the analysis of clusterization level,
cluster life cycle and their influence on the competitiveness
of business firms, is a complex (and multi-stage) process of
increasing importance. The field of research related to the
level of clusterization is particularly new, thus it demands
the growth of scientific and practical attention.

Keywords: tourism sector, clusterization, cluster life cycle,
clusterization index, competitiveness.

Introduction

It is widely believed that one of the most efficient
ways to improve the competitiveness of national and
regional economies (especially — as regards small and
medium enterprises, SMEs) is the creation of clusters and
cluster-like partnership initiatives. This approach is based
on various studies that prove the advantages of being part of
a cluster, including increasing ability to start a new business
venture and (or) serve specific niche markets, growing
productivity, innovativeness, and competitive potential.

It must be noted that the concept of clusterization
tends to vary in different scientific works. The authors of
this research use the aforementioned term to name the
process of clustering or cluster formation. Hereby,
clusterization level can be described as a certain stage in
cluster formation process. As it has been mentioned
before, competitiveness of cluster member companies is
largely dependant on the stage of cluster formation, that is
— different development and growth phases.

The object of the study is: the level of formation of
clusters and its influence on the competitiveness of tourism
sector.

The aim of the study is: to identify the relation
between the level of clusterization and tourism sector
competitiveness.

The objectives of the study are:

1. To identify the main fields of cluster influence on
the competitiveness of business sectors, as well as
individual companies.

2. To relate different cluster formation stages to the
dynamics of competitiveness.

3. To develop a measurement tool for the evaluation of
clusterization level (Clusterization Index, CI).

4. To develop a theoretical model that indicates the
relation between the Clusterization Index (CI) and tourism
sector competitiveness.

The methods of the study are:

e Logical and comparative analysis of literature.
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e Synthesis and deduction.
e Graphical methods.
e Holistic and systematic approach.

Clusters and Competitiveness: from Theories
and Concepts to Practical Mechanisms

Both scientific and applied literature sources tend to
explain the concept of competitiveness in a variety of —
sometimes even conflicting — ways. According to World
Economic Forum (2009), competitiveness is to be
perceived as a capability of a country to secure the growth
of GDP per capita. National Competitiveness Council
(2001) defines competitiveness as a country’s ability to
successfully operate and efficiently compete in
international markets, at the same time maintaining a high
quality of life and well-being of its citizens. As it can be
noticed, the aforementioned concepts embrace the macro-
level; yet, the concept of competitiveness can also be
defined on the micro- level, as a potential of companies to
compete locally and internationally.

The competitiveness of tourism (or any other sector)
cannot be separated from sustainable development. The
development of tourist destinations must be harmonious
not only economically, but also in terms of social policy,
politics, ecology, culture, etc. The long-term orientation
towards qualitative development of industry also adds to
the improvement of country or tourist destination image.
These factors are not directly related to tourism, however it
is common that economically strong countries have a far
better developed infrastructure, tourism base and possess a
more attractive tourism image than economically weak
countries (Navickas, Malakauskaite, 2009b). However, the
development of infrastructure and formation of a positive
image are not sole measures to achieve the competitiveness
of tourism sector. Various forms of interorganizational
relations enable tourism firms to be efficient, ingenious,
innovative, and profitable. One of these cooperation forms
are clusters.

According to Porter (1990, 1998, 2000), clusters
exercise a fourfold influence over the competitiveness of
business sectors and companies, since they:

e increase the present, or static, productivity level of

cluster companies;

e create the preconditions for the intense growth of
productivity;

e increase the entrepreneurship level and innovation
potential of cluster companies;

e stimulate the origination and development of new
businesses, services, companies, especially those
with innovation potential.

The majority of cluster-related advantages spring from
the links and partnerships among organizations, business
units, universities, governmental bodies, and associated
institutions. So, it must be emphasized that clusters are to
be treated as systems, rather than a sum of member
companies (Navickas, Malakauskaite, 2008, 2009a).

The influence of clusters on the competitiveness of
business sectors and companies possesses at least 3
dimensions: productivity, innovation, and creation of new
businesses (entreprencurship).

1) Clusters and productivity

The productivity of cluster companies is generally

higher than that of non-clustered business units, for:
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Cluster companies can access specific information
(usually) at a lower cost than individual companies
(Christensen, Mclntyre, Pikholz, 2002). It is a very
important competitive advantage, for accessibility of
information is directly related to dynamic shift of
activities, better customer service, and efficient
decision-making. Hereby, cluster companies may
increase their specialization and productivity.

Cluster companies tend to be more profitable than
individual companies. The link between clustering and
increase in profitability has been analyzed and (or)
proved in various scientific studies (Baptista, Swan,
1998). Thus, cluster companies have better financial
capabilities to invest in new equipment. Modernization
of manufacturing plants, tools, and equipment can lead
to the increase in productivity and cost-efficiency.
Cluster companies (often) have a better access to a
specialized workforce than individual companies.
According to Porter (1998, 2008), cluster member
companies can hire the most qualified workforce, as
successful clusters tend to attract new potential
employees to a particular region.

Cluster companies can access public services and
goods that usually have a rather high cost. Cluster
companies can hire a qualified workforce, exploit
specialized infrastructure, cooperate with regional
academic institutions, organizations, etc. (Becker,
2000; Porter, 1998). Consequently, these services and
goods, notwithstanding their high value, tend to
become public or quasi-public (free of charge).

Cluster companies can enter new specific markets
efficiently in comparison with individual business
units, as their reaction to the changes in needs and
tastes of consumers is much faster. Silicon Valley in
the US (Bresnahan, Gambardella, 2004), which is
famous for being a cluster of modern high-tech
companies, is just one of many instances, proving the
benefits of specialization and its impact on the growth
of productivity. Silicon Valley companies operate in a
rapidly changing environment, where continuous
technical advancement is crucial. Only deeply
interrelated companies that have an access to vital
market information can achieve that.

Cluster companies belong to the same value-added
chain, so they complement one another. However,
low-quality production of one company may have a
negative effect on all the other cluster members,
therefore, it is important to secure the quality and
efficiency of each element in a value-added chain. It is
widely believed that coordinative activities of cluster
companies are attainable only in the case of high
concentration (Maskell, 2001). Efficiency of
coordination correlates with quality-control, leads to
the increased productivity, as well as improved
communication among the members of a regional
cluster. Accordingly, the more concentrated these
companies are, the more functional and productive is
the value-added chain they participate in. Links among
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cluster companies can be revealed through the
following elements:

- Complementary goods (services). For example,
customer satisfaction in the tourism industry is
dependent on various components. One of them is
the set of complementary services, including
hotels, restaurants, souvenir shops, airlines and
communication services, etc. Not only do all of
the aforementioned services create an attractive
tourism product and bind the cluster companies,
they also grant a sufficient (in some cases, even
extra) value-added for a customer.

- Joint marketing. Interrelated cluster companies may
exploit the possibility to benefit from joint
marketing measures, such as recommendations
from other cluster members, promotional tools,
including marketing campaigns, joint websites,
customer loyalty programmes, etc. Hence, joint
marketing secures a solid and reliable image of
cluster companies, and therefore, contributes to
their growth. A strong, structured, cooperative,
and growing cluster is a weighty, if not essential,
precondition for the increase in productivity of its
companies.

e Cluster companies often have a greater negotiation
power than individual companies. Their suppliers
cannot raise the prices in a groundless manner, all the
more — contracts with suppliers become more reliable,
since the latter are unwilling to spoil their image or
reputation; otherwise, it could negatively affect their
future contracts with remaining cluster companies
(Cincikaite, Belazariene, 2001). Thus, -cluster
companies gain a competitive advantage in the field of
production resources. First of all, their suppliers may
even reduce the prices for the sake of benefit to serve a
large concentrated realization market. Second,
suppliers tend to specialize, since they have better
possibilities to analyze the target markets or face
lower risks, as the number of their potential new
clients (cluster companies) is mostly large.

2) Clusters and innovation
Under the conditions of the modern economy, it is

vitally important to supply the most innovative goods and
services, using the most advanced production and
distribution methods. Consequently, entrepreneurship, as
well as innovations, becomes a cornerstone of competitive
advantage.

One of the reasons for the popularity of clusters is
their potential to stimulate the innovative activities of their
member companies, at the same time increasing their
competitiveness (Hakanson, 2004). All the more, not only
do clusters induce the development or spread of
innovations, they also minimize the time, necessary for the
implementation of innovations. Close relations between
clients, suppliers, and manufacturers largely contribute to
the aforementioned benefit. All partners can be (and very
often are) involved in the process of innovation.
According to Porter (2008), that also adds to customer
satisfaction.

Cluster companies can experiment without taking on
any excessive responsibilities, while being unsure about
the success of a certain innovation project. Non-cluster

companies, located geographically far from the main
suppliers, have difficulties in coordinating their innovation
activities; thus, they can hardly experiment due to
excessive costs.

Clusters offer a wide range of communication and
information channels that embrace informal networks and
formal communication measures. Even competing cluster
companies exchange key competencies, know-how,
information, and skills through their employees. As it has
been mentioned before, one of the dominating
preconditions for the efficient formal communication and
operative informal exchange of information is the
geographical integration of cluster companies (Bekar,
Lipsey, 2001).

The most common innovations that are generated in
clusters include new and (or) modified products and
services. It is characteristic not only of R&D clusters, but
also of many traditional clusters. Nonetheless, the
popularity of organizational and marketing (related to
distribution, warranty service, etc.) innovations tends to
grow, as well.

3) Clusters and entrepreneurship (new businesses)

Clusters induce the development of new business
ideas and companies for a variety of reasons. First of all,
people that work for cluster companies have better
possibilities to identify the supply gaps or free niches in
cluster markets. It is a solid incentive to start one’s own
business (Porter, 2000).

New companies that develop in a cluster have the
initial conditions for the growth: cooperative partners,
innovative environment, specified suppliers, informal
information sources, access to formal communication
networks, basic infrastructure, access to public (quasi-
public) goods and services, qualified workforce, etc.

Financial institutions are more likely to finance a new
cluster company (if the cluster is successful), for they can
collect the available data on a certain cluster, forecast its
future prospects, and evaluate the risks of a fresh business
venture more efficiently.

Brown (2000) notices that clusters usually take up a
large share of the local market. Thus, new business
ventures are associated with smaller failure risks than
other new companies.

According to Porter (1990, 1998, 2008), Nadaban &
Berde (2009) et al., clusters induce the formation of new
service companies (in particular), because the rest of
cluster companies create the demand for many different
services — from cleaning to logistics or R&D. For example,
the Silicon Valley high-tech cluster has welcomed a
number of companies that offer everyday services
(accounting, logistics, market research, etc.) and specific
services (risk capital management, patent law consulting,
etc.). The Silicon Valley cluster is not a sole example —
companies, specialising in maritime law, have been
established in the Norwegian maritime cluster (Nordisk
Innovations Centre, 2009).

New business ventures or clusters may start-up in the
collision of several different clusters. For instance, the
German cluster, specializing in the manufacturing of
domestic appliances, and cluster, specializing in the
production of furniture, indirectly gave birth to a new
cluster which manufactures furniture with built-in (or
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integrated) domestic appliances. The export of the new
cluster exceeds that of its parent-clusters.

Many new companies in a cluster are the spin-offs or
subsidiaries of existing cluster companies. Parent-
companies create these subsidiaries for specific aims, such
as R&D, marketing, development of innovations or
implementation of new investment projects. Porter (1990,
1998, 2008) notices that clusters, hereby, make perfect
incubators for new business ventures.

The development of new businesses in clusters is a
positive feedback (Cincikaite, Belazariene, 2001), as it
illustrates how beneficial a certain cluster is. On the other
hand, new ventures generously contribute to the “health”
of their parent-cluster, making it grow faster, renew its
capabilities, transform, and further increase the
competitive potential of its members.

It can be deduced that under the conditions of the
dynamic global economy, with its ups and downs, the

growing importance belongs to the ability to innovate and
use the limited resources productively, since they will not
secure a sufficient competitive advantage just by being
accessible. Companies have to combine their material and
human resources in order to successfully operate and
compete in the global markets.

Link between the Cluster Life Cycle, Level of
Clusterization and Competitive Advantage

The competitive advantage of tourist destinations
becomes increasingly important to the countries that
intend to control a large share of the rapidly growing
tourism market. That is particularly important to the
tourism-dependant countries, which heavily rely on the
situation in tourism and travel industry (Navickas,
Malakauskaite, 2009b).
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Figure 1. The Correlation between the Life Cycle of a Cluster, Clusterization Level and Competitiveness Level
Source: the authors, 2009.

The competitiveness of tourism sector encloses many
factors, such as natural environment (geographic location,
climate, scenery, etc.), artificial environment (tourism
infrastructure, transport, supply of leisure or entertainment
services, retail stores, hotel network), and globalization of
markets. Tourism sector can be described as competitive
only when tourist destinations are attractive and high-class
products (services) are competitive in terms of quality, as
compared with products and services of other tourist
destinations, aimed at the same market segments. Thus, it

can be concluded, that the competitiveness of tourism
sector and tourist destinations depends on juridical,
political, economic, social, cultural, ecological, and
technological environment. In spite of that, only specific or
tourism market-related factors form the core of tourism
destination competitiveness (Navickas, Malakauskaite,
2009a, 2009b).

When estimating competitiveness, it is relevant to take
into account the fact that competition is characteristic of
separate business units — companies and organizations —
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rather then business sectors or countries. However, it is
impossible to disassociate from the mezzo- and macro-
context. The universality of the concept of competitiveness
is revealed in various scientific works (Strandskov, 2006;
Snieska, Draksaite, 2007; Gerasymchuk, Sakalosh, 2007;
Zvirblis, 2007; Rutkauskas, 2008; Snieska, Bruneckiene,
2009; Navickas, Malakauskaite, 2007, 2009b). Clusters are
the subject to the mezzo- level of competitiveness.

The life cycle and formation of a cluster, as a tool of
competitiveness, is a research problem, analyzed in many
different scientific studies, research works (Hui, 2005;
Nadaban, Berde, 2009; Ffowcs-Williams, 2004; Yafei,
De'an, 2007; Fengtian, Yu, 2006 et al.).

The level of competitiveness is directly dependant on
the life cycle dynamics of a cluster: it grows when a
cluster evolves and decreases as it reaches the phase of
decline (see Figure 1).

Usually there is more than one cluster in a certain
region — some clusters are still forming (the formation of

clusters embraces their establishment-development
phases), while others are in their maturity, decline and
transformation phases (Menzel, Fornahl, 2007).

The level of clusterization follows the changes in all
clusters and their life cycles, since it demonstrates the
degree of clustering at a certain period of time. In other
words, if most regional clusters are in their rapid growth or
maturity phase, the level of clusterization is the highest.

As the level of clusterization must be evaluated or
measured, the authors of this scientific study introduce the
Clusterization Index (CI), which includes various attributes
of clusterization that are to be evaluated in a chosen scale
by independent experts.

The average estimates of all chosen attributes are to be
multiplied by the coefficients of significance and summed
together to provide a unified estimate of CI.

The comprehensive estimation procedure through
which CI is obtained is explained below:

Estimate (1 expert) + Estimate (2" expert) + ... + Estimate (nth expert)

Average Estimate (zth attribute) =

Number of experts (n)

CI= Average Estimate (1% attribute) * CS(1) +...+ Average Estimate (zth attribute) * CS(z), where

e 7 —the number of chosen attributes
e (CS(x) — coefficient of significance, CS(x) = [0;1], x = [1;z]

For example, the attributes of clusterization in the
tourism industry embrace:

the links between tourism and related businesses;

the links among companies, governmental bodies and
associated institutions;

the coordinative role of a national tourism board or
similar institution in the tourism sector;

the incidence (presence) of joint marketing in the
tourism sector;

the availability of a unified tourism product, that is, a
complex of tourism and related services (from restaurants
to shopping and recreation facilities);

etc.

All of the aforementioned clusterization attributes can
be estimated in the scale of “weak — strong” (1-10 points or
similar). It means that some of the attributes dominate, or
clearly manifest themselves, while others barely
characterize the chosen tourism sector.

Each attribute may differ in terms of importance, that
is, some of them are more associated with clusters than
others, and thus, their coefficients of significance must
vary.

For instance, the strong role of a national tourism
board or similar institution may or may not indicate a
cluster in the tourism sector. Therefore, the coefficient of
significance for this attribute should be lower.

Once CI is obtained, it must be related or linked to the
tourism sector competitiveness level, which can be
expressed as follows:

Competitiveness Level = f (CI, F1, F2, F3,
F4,...Fn), where F1-Fn — competitiveness factors.

As it can be seen from the formula, provided above,
CI for the tourism sector is one of the competitiveness

factors analyzed above that determine the competitiveness
level of the tourism industry.

The competitiveness level has 2 dimensions — the
determinants (CI, etc.) and competitiveness indicators
(tourism share of GDP, value-added, etc.). In order to
estimate the link between the clusterization level (CI) and
competitiveness level (which can be expressed by different
competitiveness indeces and methodics), the correlations
between CI and various competitiveness indicators must
be found.

It can be deduced that the Clusterization Index has to
be devoloped, improved further, in order to achieve the
most objective and accurate estimation results. But it must
be emphasized that the new index not only has the room
for improvement, but also demonstrates vast prospects of
application and practical use.

Conclusions

1. The influence of clusters on the competitiveness of
business sectors and companies possesses at least 3
dimensions — entreprencurship (new businesses)
productivity, and innovation. Clusters make good
incubators of innovative ideas, or new companies.
Fresh business ventures and clusters may start-up even
in the collision of several different clusters.

2. The degree of competitiveness is dependant on the life
cycle dynamics of a cluster — competitiveness grows
when a cluster develops, and decreases as it reaches
the phase of decline. At the maturity stage of a cluster,
the degree (level) of competitiveness tends to be the
highest.
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3. The authors of this research have introduced the return the most objective and accurate estimation
Clusterization Index (CI), which includes various results.
attributes of clusterization that are to be evaluated in a 4. The competitiveness level has 2 dimensions — the
chosen scale by independent experts. It must be noted, determinants (factors) and indicators. In order to
that the average estimates of all chosen attributes have evaluate the link between the clusterization level (CI)
to be multiplied by the coefficients of significance and and competitiveness level (CL), the relations between
summed together to provide a unified estimate of CIL. CI and various indicators of the business (in this case
The index requires further improvement in order to — tourism) sector competitiveness are to be found.
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Asta Malakauskaité, Valentinas Navickas
Klasterizacijos lygio ir turizmo sektoriaus konkurencingumo sarysis
Santrauka

Siame moksliniame straipsnyje analizuojamas klasterizacijos lygio ir turizmo sektoriaus konkurencingumo sarysis. Bitina pabrézti, kad nuo
konkretaus ekonomikos sektoriaus klasterizacijos lygio labai priklauso jo produktyvumas, inovatyvumas ir kitos konkurencinés charakteristikos. Dél §ios
priezasties svarbu nustatyti ir jvertinti klasterizacijos lygio ir turizmo sektoriaus konkurencingumo saveika bei kitimo priklausomybg, nes turizmas yra
reik§minga, vis didesng BVP dalj sudaranti Siuolaikinés paslaugy ekonomikos $aka. D¢l bendros pasaulinés gyventojy pajamy augimo tendencijos
daugiau individy ir Seimy gali keliauti tolimus atstumus. Be to, globalaus turizmo plétra skatina transporto ir komunikacijy inovacijos, didéjanti turizmo
produkty ir paslaugy kokybé bei aktyvi rinkodaros veikla. Turizmo plétojimasis ir turizmo vietovés konkurencingumas tampa ypac aktualus Salims,
turingioms maZiau igplétota pramone ir (arba) negausius gamtinius iSteklius. Sio tyrimo tikslas — nustatyti ry§j tarp klasterizacijos lygio ir turizmo
sektoriaus konkurencingumo. Uzdaviniai: 1) nustatyti pagrindines klasteriy jtakos atskiry jmoniy ir ekonomikos sektoriy (fikio $aky) konkurencingumui
sritis; 2) susieti atskiras klasterio augimo ir plétojimosi (formavimosi) stadijas su klasterio jmoniy konkurencingumo dinamika; 3) sukurti ir aprasyti
klasterizacijos lygio vertinimo (matavimo) priemong — klasterizacijos indeksa (KI); 4) sukurti teorinj sarySio tarp klasterizacijos indekso ir turizmo
sektoriaus konkurencingumo modelj. Tyrime buvo taikyti $ie moksliniai metodai: loginé ir lyginamoji ekonominés literatiiros analizé, holistinis ir
sisteminis pozitris i iSkelty problemy sprendima, sintezé ir dedukcija bei grafiniai metodai. Daugelio ekonomiskai i§sivysciusiy ir besivystanciy pasaulio
Saliy, tarp ju ir Lietuvos, tikslas - sukurti konkurencinga ziniy ekonomika, kurioje i$skirting vieta uzima klasteriai ir ju formavimu grista ekonominé
politika. Kintanc¢ios konkurencinés salygos sukuria prielaidas klasteriy potencialui padinti ji sudaranéiy imoniy produktyvuma bei inovatyvuma
naudojant specializuotus gamybos iSteklius, darbo jéga bei paslaugas, teikiant vietiniy tiek&jy ir subrangovy prieinamuma, geriau komunikuojant
tiekéjams-gamintojams, naudojant akademiniy centry pasiekiamumo galimybg, skleidziant dinamiSka neverbaling informacija apie rinkos dalyvius,
teikiant specifinés informacijos apie lasvas niSas prieinamuma (kartu Zzemesnius {¢jimo { rinka barjerus) ir kt. PaZymétina, jog klasteriy poveikis
konkurencingumui nevienodas skirtingais jy gyvavimo ciklo etapais. Auks¢iausias klasterio jmoniy konkurencingumas pasiekiamas plétojimosi, arba
augimo, etapo pabaigoje, klasteriui pereinant i brandos fazg. Brandus klasteris, mazéjant lankstumui ir plediantis tarporganizacinéms struktiiroms, tampa
maziau efektyvus informacijos sklaidos, komunikacijos, reagavimo | aplinkos poky¢ius, koordinavimo ir administravimo pozitriu. Pradiniy klasterio
gyvavimo ciklo etapy (atsiradimo, plétojimosi, arba augimo) metu konkurencinis pranaSumas atsiranda jo imonéms-naréms gebant specializacija, iStekliy
prieinamumu ir vertikalia integracija pasiekti masto ekonomijos efekta. Véliau didesng reikSme igyja naujy versly kiirimas(is), moksliniy tyrimy ir
technologinés plétros veiklos, inovacijy diegimas. Bitina atkreipti démesi { tai, kad tuo paciu metu Salies turizmo sektoriuje gali veikti ne vienas, bet keli
klasteriai, esantys skirtinguose gyvavimo ciklo etapuose (pvz., imanoma situacija, kai rinkoje veikia vienas brandus turizmo klasteris ir pradeda
formuotis keli nauji ,,antriniai” klasteriai). Klasterizacijos lygis turéty jvertinti visy §iy klasteriy konkurencini poveikj skirtingais laiko periodais ir
ivairiuose ju gyvavimo cikly etapuose. Klasterizacijos lygiui jvertinti biitina sudaryti atitinkamo ekonomikos sektoriaus specifika atitinkan¢iy kriteriju
sistema. Pvz., turizmo sektoriuje klasterizacijos lygio kriterijai galéty bati: 1) rySiai tarp turizmo ir susijusiy paslaugy sektoriy: $iy rySiy buvimas /
nebuvimas / stiprumas / i$plétojimo lygis ir mastas; 2) rySiai tarp imoniy, (ne)vyriausybiniy institucijy ir asocijuoty organizacijy: $iy rySiy buvimas /
nebuvimas / stiprumas / i§vystymo lygis ir mastas; 3) valstybinio, arba nacionalinio, lygmens turizmo sektoriaus institucijos (Lietuvoje Sias funkcijas
atliecka Valstybinis turizmo departamentas) koordinuojantis ir aktyvus vaidmuo Salies turizmo sektoriuje; 4) jungtinés komunikacijos ir rinkodaros
veiksmy aprai$kos Salies turizmo sektoriuje; 5) vieningo Salies turizmo produkto, arba komplekso (nuo restorany ir parduotuviy tinklo iki rekreacijos
infrastruktiiros), susiformavimo lygis $alies turizmo sektoriuje ir kt. Visi $ie klasterizacijos lygio pozymiai, arba kriterijai, gali bGti vertinami bet kurioje
pasirinktoje sistemoje (pvz., deSimtbaléje skalgje, kur 1 - itin silpnas pozymis turizmo sektoriuje, 10 — labai stiprus). Kadangi pasirinkty klasterizacijos
lygio pozymiy, arba kriteriju, reikSmingumas yra skirtingas, t. y. vieni i§ ju geriau ar tipiSkiau apibiidina klasterizacijos lygi nei kiti, klasterizacijos
indekso (KI) skai¢iavimo formuléje visiems kriterijams bitina suteikti reik§mingumo, t. y. svorio, koeficientus. Pvz., turizmo sektoriaus atveju stiprus
turizmo sektoriaus organizacijos, nacionaliniu lygmeniu koordinuojancios turizmo sektoriaus dalyviy veikla, vaidmuo nebitinai indikuoja, kad Salies
turizmo sektoriuje veikia turizmo klasteris, todél Sio kriterijaus svorio koeficientas turéty buiti Zemesnis. Apibendrinant galima pabrézti, jog bendraja
prasme klasteriy jtaka ekonomikos sektoriy (iikio Saky) konkurencingumui turi maziausiai tris dimensijas: 1) antrepreneriskumo (naujy versly kiirimo); 2)
produktyvumo; 3) inovatyvumo. Klasteriai yra puikiis inovatyviy idéju, naujy imoniy ir versly inkubatoriai. Tai, kad jie sudaro palankig smulkiojo ir
vidutinio verslo plétojimosi terpg, rodo naujy imoniy ir klasteriy galéjima atsirasti netgi dviejy ar keliy skirtingy klasteriy sandiiroje. Pvz., dél baldy ir
tekstilés klasteriy sandiiros gali atsirasti furnitiiros gamybos klasteris. Klasterio salygotas jmoniy nariy konkurencingumo lygis tiesiogiai priklauso nuo
klasterio gyvavimo ciklo dinamikos: didéjant ir plétojantis klasteriui, didéja ir jo konkurencingumas; taciau, klasteriui pereinant { nuosmukio etapa, ji
sudarancios jmonés laipsniskai praranda turéta konkurencini pranasuma. Brandos stadijoje klasterio ir, atitinkamai, ji sudaranéiy jmoniy
konkurencingumas yra pats aukiGiausias. Sio tyrimo autoriai, siekdami susieti klasterio gyvavimo cikla, klasterizacijos lygj ir turizmo sektoriaus
konkurencinguma, ivedé klasterizacijos indekso (KI) savoka. Klasterizacijos indeksas (KI) apima ivairius klasterizacijos lygio poZymius, arba kriterijus,
kuriy reikSmg ir pasireiSkima atitinkamos Salies turizmo sektoriuje turéty jvertinti nepriklausomi Sios srities ekspertai. Dél skirtingo kriterijy
reik§mingumo ir itakos klasterizacijos lygiui {vertinti sitlytina klasterizacijos indekso (KI) skai¢iavimo formuléje jiems pritaikyti svorio koeficientus.
Minéti kriterijai, padauginti i$ atitinkamy svorio koeficienty, turéty bati sumuojami. Jy suma ir biity klasterizacijos lygio skaitinis jvertis. Biitina pabrézti,
kad klasterizacijos indeksas reikalauja tolesniy tyrimy, empirinés analizés ir tobulinimo, kad gauti rezultatai biity patikimi, tiksliis ir ekonomiskai
reik§mingi. Konkurencingumo lygis, kuri Siame tyrime siekiama susieti su klasterizacijos indeksu (KI), turi dvi pagrindines dimensijas:
konkurencingumo determinantus (veiksnius) ir konkurencingumo rodiklius (indikatorius). Siekiant jvertinti sary$i tarp konkurencingumo lygio, kuris
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matuojamas jvairiais konkurencingumo indeksais, ir klasterizacijos lygio, kuriam jvertinti $io tyrimo autoriai siiilo klasterizacijos indeksa (KI), biitina
rasti koreliacijas tarp ivairiy ekonomikos (§iuo atveju turizmo) sektoriaus konkurencingumo rodikliy ir klasterizacijos indekso jver¢io. Taigi galima
daryti iSvada, kad klasterio gyvavimo ciklo, klasterizacijos lygio ir ju poveikio konkurencingumui analizé yra sudétingas daugiapakopis procesas. Tokio
vertinimo reikSme $iy dieny ziniy ekonomikoje, gristoje klasteriais ir inovacijomis, gerokai auga. Klasterizacijos lygis kaip tyrimo objektas yra dar
visiSkai naujas. Jo svarba turéty paskatinti tieck moksliniy, tiek praktiniy tyrimy interesy augima.

Raktazodziai: turizmo sektorius, klasterizacija, klasterio gyvavimo ciklas, klasterizacijos indeksas, konkurencingumas.
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