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Abstract: The paper focuses on the application of modern strategic management tools in the Slovak 
hotel industry. It aims to identify the level of utilization of the management tools in hotels in Slovakia. 
The study evaluates the application of modern management tools using mathematical and statistical 
methods, including mean values and standard deviation. The result of the research indicates that hotels 
in Slovakia do not utilize the possibilities the strategic management tools offer mostly because the hotel 
managers significantly lacked relevant knowledge of these tools. The results demonstrate that the most 
used strategic management tools in monitored hotels include Customer Relationship Management and 
Strategic Planning, followed by Internal Relationship Management, Controlling, Outsourcing, Bench-
marking, Social Media, and Supplier Relationship Management, respectively. The findings of this study 
can help to maximize the full potential of hotels and improve their competitiveness by creating aware-
ness of the importance and usage of strategic management tools.

Keywords: Hotel Industry, Management, Strategic Management Tools, Competitiveness, Slovakia.

1. INTRODUCTION

The business represents an environment in which strategic management tools, methods, and 
concepts are created to help managers achieving business goals. From change, the creation 

of added value, support for development and growth of enterprises as well as the whole econo-
my, management tools are closely linked to innovation and competitiveness as innovations are 
considered the primary engines of development and competitiveness. Consequently, it is also 
necessary for hotels to continually look for growth opportunities and apply strategic management 
tools as the highly competitive global tourism market and economic turbulence has increased 
the challenges managers face whether they are trying to boost revenues, innovate, and improve 
quality, increase efficiencies or plan for the future. If the managers have a clear perception, they 
understand the strategic management tools and use them correctly; these tools can help them deal 
with complexities and uncertainties, improve the performance and efficiency of the hotel (Wright, 
Paroutis & Blettner, 2013; Kotler, Berger & Bickhoff, 2015; Afonina & Chalupský, 2012). 

Strategic management tools refer to a set of predefined activities and procedures designed to 
help managers facilitate strategy and achieving the predetermined goals, cope with changes in 
customer behavior, ensure a competitive position, and improve business performance (Stenfors 
et al., 2007; Stonehouse & Pemberton, 2002). The importance of the application of these tools 
into management activities is undeniable because of the changing business environment, in-
cluding new trends, theory, and practice in management.
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Clark (1997) stresses that strategic management tools can be applied in all stages of the strate-
gic management process. According to Ramanujam, Venkatraman, and Camillus (1986), Clark 
and Scott (1999), Frost (2003), and Gunn and Williams (2007) a variety of strategic tools and 
techniques have been developed to support managers´ strategic decisions, often by international 
consultancy companies (Stenfors et al., 2007). 

2. COMPETITIVENESS

The present, characterized by globalization, a multitude of technological innovations, high mar-
ket competition, and increasing administrative and financial burdens, requires high concentra-
tion, effort, flexibility in responding to new demands from customers, rapid response to trends 
and constant seeking to streamline operational processes to ensure the long-term stability and 
development of businesses operating in the hotel industry.

The development of information and communication technologies and their increasing use has 
radically changed the relationship between the hotels and their guests. Competitive advantage is 
based on differentiation and divergence, but the current information-sharing means that hotels 
must count on the fact that the competition is watching them and will plan something similar. 

Competitive performance, or competitiveness, reflects competitive advantages in specific mar-
ket situations in a given period, whether short or long. Thus, as market conditions change, the 
distribution of competitive advantages, and thus the competitiveness of individual actors, may 
also change. The problem, however, is that old habits have long been relatively profitable, reduc-
ing motivation to change (Porter 2003).

Competitiveness is a function of dynamic progressiveness, innovation, and the ability to change 
and improve (Kitson, Martin, Tyler, 2004).

D’Cruz and Rugman (1992) view the competitiveness of a firm as its ability to design, produce, 
and (or) market products superior to those provided by the firm ś competitors, considering both 
the price and non-price factors. According to Huggins (2000), competitiveness involves pro-
ductivity, efficiency, and profitability as a means of achieving rising standards of living and 
increasing social welfare.

Based on the available theoretical background, most of the authors list the similar factors of 
competitiveness of the companies including hotels, which include physical characteristics, fac-
tors determined by the market, and factors that are controllable by the hotel general manager 
(Morey & Dittman, 1995; Philips, 1996; Barros, 2005; Brown, 1999; Cizmar & Weber, 2000; 
Kim, 2005; Sanchez-Gutierez, 2012; Schmuck, 2008).

Strategic decisions affect hotel productivity and competitiveness (Brown & Dev (1999). Brown 
and Dev (1999), Philips (1996), and Morey and Dittman (1995) emphasized the role of the hotel 
general manager in making strategic decisions following the demand and competitive conditions.

Managers should pay attention to efficient management as it affects the hotel ś productivity 
(Brown & Dev, 1999; Barros, 2005; Yang & Lu, 2006; Brown & Ragsdale, 2002).
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Service quality is another factor that has an essential effect on the performance and competitive-
ness of the hotel as it can lead to repeated visitation and guest loyalty (Matilla & O’Neil, 2003; 
Cardozo, 1965; Fornell, 1992; Halstead & Page, 1992; Akbaba, 2006.) 

Integrating innovation into the strategy is crucial for hotels, as technology can be a way to im-
prove competitiveness (Orfila-Sintes et al., 2005).

Cizmar and Weber (2000) claimed that active marketing activities are positively related to busi-
ness performance and competitiveness.

Karagiorgas, Tsoutos, & Moia-Pol, (2007), consider operational costs, in particular, environ-
mental and energy-related costs as a factor of hotel performance and competitiveness. 

The professionalism of management, quality, and effective performance of managerial func-
tions, customer orientation, availability of quality human resources, employee-training rate 
belongs to the most important factors of competitiveness in the Slovak hotel industry. Hotel 
managers have at their disposal a wide range of modern strategic management tools that they 
can use to improve the Slovak hotels´ competitiveness.

3. STRATEGIC MANAGEMENT TOOLS

In 1993, the business-consulting firm Bain & Company launched a multi-year research pro-
ject focused on management tools and trends (Rigby & Bilodeau, 2015). Based on the survey 
results the most used management tools include Strategic Planning, Customer Relationship 
Management, Benchmarking, Balanced Scorecard, Core Competencies, Outsourcing, Change 
Management, Vision and Mission Statements, Customer Satisfaction, Strategic Alliances, Busi-
ness Process Reengineering, Growth Strategies, Pay per Performance, Customer Segmentation, 
Scenario and Contingency Planning, Knowledge Management, and Employee Engagement Sur-
veys. The study reveals the correlation between the size of the company and the number of tools 
used and regional variation in tool use. Transportation and tourism, manufacturing, technology, 
and telecommunications sectors showed the highest tool use. Taking into account the specifics 
of the hotel industry and the results of the pilot study in Slovak hotels, the following fourteen 
tools have been chosen as the object of this study. 

Strategic Planning is an essential tool for business executives whose development dates back to 
the 1950s. This tool implements a well-defined enterprise strategy into crucial business goals 
and explicitly connects all business goals with daily operation and transform them into de-
liberate steps that are needed to be achieved (Nolan, 2008). Strategic planning in the current 
business environment helps the company identify early changes in the external business en-
vironment and adapt to them the necessary measures in the future direction and corporate 
governance. It is a tool that helps managers to learn how to respond to a continually changing 
business environment (Fogg, 2010). 

Customer Relationship Management (CRM) is based on the idea that building a sustainable re-
lationship with customers can help to obtain loyal customers who are much more profitable than 
non-loyal ones (Dowling, 2002). CRM helps to understand the needs and desires of customers 
and evaluate the economic efficiency of business collaboration with individual customers based 
on profitability indicators (Mguyen, Sherif & Newby, 2007). Based on collected and processed 
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data, sales strategies can be created for each product, customers can be segmented according 
to predefined criteria, the approach can be developed, product and internal processes can be in-
novated, plan for future earnings, and training program for employees can be created (Peppers, 
2011, Sarmaniotis, 2013). Hotels from the nature of its activities collect data on their guests and 
can transform them into useful knowledge (Lin & Su, 2003; Nasution & Mavondo, 2008; Dev 
& Olsen, 2000). In a highly competitive global tourism market hotels need to encourage their 
guest to repeated visitation; thus the implementation of CRM is for hotels an efficient way of 
enhancing profitability and guest loyalty and improves their competitiveness (Papastathopou-
lou, Avlonitis & Panagopoulos, 2007; Verdugo, Oviedo-Garcia & Roldan, 2009; Sigala, 2005; 
Wu & Li, 2011).

Internal Relationship Management represents a tool for measuring satisfaction and meeting 
the individual needs of employees, working groups, and departments of the enterprise. This 
management tool is a response to several studies (e.g., Jensen, 2007, Medlin & Green, 2009) 
that confirmed a direct dependence between mentally and emotionally recruited employees, the 
number of loyal customers, and business performance. This tool helps to identify the personal 
realization of employees in specific positions, their relationship, and links with other employees 
across the entire organizational structure. The goal of this tool is to reduce employee fluctua-
tion, typical for the hotel industry, identify the right job positions for the right employees, create 
small working groups and create an appropriate work environment for employees.

When managing a company, mathematical quantification and a combination of data give rise 
to some indicators that are continually applied. However, proper use and recognition of the 
importance of these indicators is often a problem for managers. Kaplan and Norton developed 
the Balanced Scorecard (BSC) management tool that is based on the logic of the management 
circle: plan-do-check-act (Kaplan & Norton, 2000). It aims to reduce the information burden 
on managers and an emphasis on critical financial and non-financial indicators that are crucial 
to the fulfillment of the corporate strategy (Creamer, 2010) and provides feedback on internal 
processes and external business outcomes to endlessly modification of strategic performances. 
It turns strategic planning into the center of an enterprise as soon as it is fully implemented 
(Kaplan & Norton, 2000). An advantage of BSC is its universal applicability for a wide range 
of businesses. It is part of an information system that is available to all employees at different 
business levels (Laitinen, 2006). Balanced Scorecard was successfully implemented in the hotel 
industry e. g. in recognized hotel brands as Hilton Hotels and Marriott franchisee White Lodg-
ing Services (McPhail, Herington & Guilding, 2007).

Six Sigma is a proven quality management tool with an emphasis on professional project man-
agement (Bisgaard, 2004). It is built on statistical and mathematical techniques and aims to 
create nearly perfect products or provide impeccable services, results of which are reflected 
in the improvement of financial indicators of enterprise and increase its market value (Töpfer, 
2008). Six Sigma is a comprehensive, flexible management tool that focuses on continuous im-
provement (innovation) of the organization by understanding customer needs and expectations, 
by analyzing processes and standardizing measurement methods by the use of information and 
data for management and decision-making. Goals of Six Sigma included profit maximization, 
efficient use of resources and increased productivity, reduction of support processes, and mini-
mizing adverse phenomena - defects, mismatches, losses, claims, and costs. Added value from 
the utilization of Six Sigma may occur in hotels in the following areas: increase in information 
accuracy; reduction of peak time check-ins/check-outs: elimination of billing errors; reduction 
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in the amount of „no-shows”; reduction in housekeeping room turnaround times; standardized 
cleaning procedures/policies (sixsigmaonline.org, 2017).

Benchmarking is one of the management tools that have been used for a long time. Its popu-
larity explains the simplicity, which is one of the principles of this instrument. Benchmarking 
is a continuous and systematic process of comparing and measuring products, processes, and 
methods of an organization with the best in the market to define the goals of improving the or-
ganization. Leaders can compare methods and performances externally with businesses within 
comparable business segments (Harrington, 1996; Boxwell, 1994; Lane, 2016). Benchmarking 
can be provided as internal - takes place within the institution, when the performance of branch-
es and various organizations is compared; it can also be used to compare the effectiveness of 
new and old practices in an organization (Camp, 2006); and as external - applied amongst more 
comparatively large institutions.

Edgar, Litteljohn, Allardyce, Wanhill, Day and Wensley (Edgar, Litteljohn & Allardyce 1994; 
Edgar, Litteljohn, Allardyce & Wanhill, 1994; Edgar, 1997; Day & Wensley, 1998) state that 
competitive advantage must create value for guests and guests must perceive it. This value needs 
to indicate a specific benefit for guests, so they will pay to get it. Such a benefit cannot be easily 
obtainable elsewhere. Core Competencies are a set of skills, knowledge, and technology that 
deliver added value to the guests, ensure uniqueness, and make it possible to introduce a range 
of new products (Hamel & Prahalad, 1994; Drejer, 2002). Prahalad and Hamel (1990), argue that 
the primary source of a company’s competitive advantage is its ability to innovate based on its 
core competencies, a conceptually integrated business management tool, the essence of which 
is to identify and isolate critical strengths of the business and compare them with competitors. 

Outsourcing is a widely used management tool. Evald (2012) lists three basic approaches to 
outsourcing – cost, competency, and relationship. Hotels can benefit from outsourcing regarding 
reducing the operational risk and cost & quality control process. Outsourcing aims to decrease 
the number of operations that are carried out within the hotel (Burn & Ash, 2000; Georgantzas, 
2001), and only functions generating added value and tightly bonded with the hotel’s competitive 
advantage are implemented internally. The benefit hotels receive by outsourcing include focus 
on core business or competences (Lacity, Hirschheim & Willcocks, 1994), increased flexibility 
(Lacity, Willcocks & Feeny, 1995), improved quality of services and dispose of time-consum-
ing and routine task without added value, or access to technologies, capabilities, and knowledge 
they do not own (Lee, 2001).

Supplier Relationship Management (SRM) aims to synchronize all factors involved in the pro-
cess of producing goods or providing services – suppliers, manufacturers, distributors, dealers, 
and customers, with an emphasis on timely, complete, and efficient customer satisfaction. This 
tool is based on a sophisticated information system that ensures a close relationship between 
input and output factors and makes the value chain of goods or services more efficient (Frazelle, 
2001). Ayers (2006, p. 16) emphasizes that the synergy of the close relationship is the provision 
of services or sale of goods to a targeted customer „at the right time, at the right place and the 
right cost.” This management tool was a response to changing the business environment, the 
intensity of communication, the use of new management tools of supply, data storage and uti-
lization, overall consolidation, and the tendency to build strategic partnerships (Trent, 2007). 
Hotels can benefit from a good relationship with their suppliers, primarily from increased effi-
ciency and optimized performance, cost control, and loyalty. 
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Controlling is a result-oriented management tool that integrates traditional accounting with 
planning into a comprehensive management concept. Includes planning, control, and informa-
tion flows and is focused on the outcome. The key to control is the calculated prices of products 
and services. Controlling is not just about cost tracking, but rather a focus on the future, the 
analysis of the former state and the forecast of the future development of the organization’s fi-
nances and measures for tomorrow. It utilizes various mathematical and statistical methods for 
control indicators. Each area where the controlling is applied can be elaborated and analyzed in 
a very detailed manner based on multiple indicators. Controlling can make a significant contri-
bution to working successfully despite the now intense competition that prevails in the market 
for hotel services and the increased difficulty in making leadership achievable (Gewald, 2014). 

An essential part of the management in the hotel industry is Total Quality Management. TQM 
is the most complex and comprehensive concept, and its implementation is mostly achieved by 
gaining experience with the application of the ISO 9000 standards, an integrated philosophy 
is to manifest itself in all organization activities when the enterprise is involved in continually 
improving the quality of products and services. It consists of a technical (application of modern 
tools, methods, and techniques of quality management) and a social subsystem (human factor 
mobilization).

The EFQM Model of Excellence is a practical tool that helps hotels to understand where they 
are on the path to Excellence. The model allows organizations defining the gaps and stimulating 
solutions. It applies to different kinds of organizations regardless of size, structure, ownership, 
and sector. The results can be used as part of the business planning process, and the model can 
be used as a rudiment for operational and project review (Llusar, Tena, & Puig, 2009; Rujsan, 
2005). The model was introduced in early 1992 as a management tool that encourages organi-
zational self-assessment. The model is regularly updated and refined and is used by more than 
30,000 businesses and organizations. 

The Activity-Based Costing (ABC) is originated in the 1980s and is associated with the names 
of Kaplan, Cooper (Kaplan & Cooper, 1988; 1997), and Johnson (Johnson & Kaplan, 1987). At 
the same time, the first concepts of the ABC method were presented as methods for assigning 
overhead costs as well as for measuring and evaluating costs and process performance. Product/
service cost based on the ABC method includes direct costs and the allocated portion of produc-
tion, but mostly non-production overheads. The total costs of the enterprise are broken down by 
its activities. Brignall (1997) states that the proportion of fixed costs in the hotel industry is high 
and uncontrollable. The fundamental purpose of the ABC calculation is, therefore, to accurately 
express the cost related to the cause of its occurrence, especially when the increase in costs is 
not due to the rise in the volume of the final output.

Internet, and especially Social Media, fundamentally changed the hotels and their interaction 
with guests. The internet plays a growing role also in the European travel sector; 61% of Eu-
ropeans use the internet every day or almost every day, 54% of Europeans say they use Social 
Media at least once a week, 38% use them every day or nearly every day (Eurobarometer, 2016). 
According to ehotelier.com (Cartwright, 2017), Social Media have 2.3 billion active users, while 
on Facebook is 1.86 billion users active, and 284 million users are active on Twitter. On aver-
age, 2.73 million posts are made on blogs every day, and 600 million users are monthly active 
on Instagram. Ninety-one percent of retail brands use two or more Social Media channels. 
Users generate the content on Social Media sites, and hence their opinions are more credible to 
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potential guests. Ninety-two percent of guests trust word-of-mouth and recommendation from 
friends and family; online guest reviews are the second most trusted form of advertising. 

Social media can affect hotel marketing as they allow to efficiently engaging with guests as well 
as for brand management purposes. They can improve Customer Relationship Management of 
the hotels as Social Media often encourages greater transparency in guests’ responses and so 
that hotels can quickly improve their services and positively affect their income in the long-term.

4. METHODOLOGY

The study aims to identify the current state of the use of strategic management tools in the hotel 
industry in Slovakia with a focus on four-star hotels. According to the objective of the study, the 
following hypothesis was formulated.

Hypothesis One:  Managers of the four-star hotels in Slovakia are familiar with all the four-
teen selected strategic management tools. 

Hypothesis Two:  Managers of the four-star hotels in Slovakia do use all the fourteen select-
ed strategic management tools. 

The analysis and data represented in this paper are based on primary and secondary research. 
The study included a review of recent literature and research reports on the use of management 
tools in the different economic sectors. Data for the analysis were obtained through a ques-
tionnaire. The respondents were selected by purposeful sampling. Specific selection criteria 
as (1) duration of employment in the hotel for five years, (2) and holding management position 
were determinate to ensure the sample could answer the questions and prove or disprove the 
hypothesis. From the 183 four-star hotels in Slovakia (SSO, 2017), thirty representatives of the 
four-star hotels fully met the specific selection criteria. The inquiries were sent to managers via 
email; the return was 73.3 %. The sample was compiled according to data from the Booking.
com portal. The criterion of 4 stars, room price over 200 €, and guest rating over 9.2 was set. 
It was assumed that in hotels with high guest ratings and price per room higher than 200€ is 
a higher probability of application of the examined strategic management tools. The collected 
data were processed by mathematical and statistical methods at a significance level of α = 0.05, 
with 95 % reliability. The result of the survey was compared with studies focused on the use of 
management tool utilization conducted in Slovakia and surrounding countries. The survey was 
conducted from December 2017 to November 2018. 

5. RESULTS AND DISCUSSION

In recent years, the number of overnight stays in tourist accommodation establishments has 
generally been increasing. In 2017, the number of overnight stays in accommodation establish-
ments reached 3.1 billion in the European Union.

The number of accommodation establishments in Slovakia was two-thousands seven-hundred 
seventy-two in 2017 with 186 000 beds; the number of overnight stays of residents and non-res-
idents reached 14.7 million with 2.9 nights on average (Eurostat, 2019). The number of nights 
spent at hotels and similar accommodation establishments was in 2017 in Slovakia 6 105 767 in 
2018, while in the 28EU countries, it was estimated 963 434 783. Slovakia’s hotels and similar 
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accommodation establishments contributed to 28EU countries’ results by 0,634% (Eurostat, 
2019a), which is a low share. In this context, the Slovak hotels need to improve their competitive-
ness. Hotel managers have at their disposal a wide range of modern strategic management tools 
that they can apply. Higher-class hotels in Europe apply modern management tools significantly 
more often than those in Slovakia; this is due to the long tradition of the market mechanism, the 
size of hotels, and their involvement in international hotel chains. Hotel chains are known for 
the application of modern management methods and their application. There are nineteen hotel 
chains present in Slovakia, which operate twenty-eight hotels, including twenty-six four-star 
and above hotels. Most of the one hundred eighty-three four-star hotels are family-owned. 

The following steps were carried out to find out the current state of use and knowledge of the 
modern strategic management tools in Slovak hotels.

First, the extent to which hotel managers are familiar with strategic management tools was 
ascertained by the Likert scale from 1 – I do not know to 5 – I know very well. Based on the 
processed results (Table 1), the knowledge of the Controlling, Strategic Planning, Customer Re-
lationship Management, Benchmarking, Outsourcing, Supplier Relationship Management, and 
Social Media was reported by the respondents. Management tool as Six Sigma, BSC, and Activ-
ity Based Costing was reported as less known. Knowledge of EFQM and TQM was reported in 
the middle of the scale with the highest standard deviation. It means that some managers know 
these tools very well, and the others do not know them at all.

Table 1. Knowledge of Management Tools
Rank Management Tool Count Average Standard Deviation

1 Controlling 22 4,09 0,92
1 Strategic Planning 22 3,91 0,87
3 CRM 22 3,73 0,77
3 Benchmarking 22 3,82 0,85
3 Outsourcing 22 3,95 1,00
3 Supplier Relationship Management 22 3,95 1,00
3 Social Media 22 3,77 1,07
3 Internal Relationship Management 22 3,27 0,88
9 TQM 22 2,77 1,41
9 Core Competencies 22 2,73 1,20
9 EFQM Excellence Model 22 2,32 1,49
12 ABC 22 2,23 1,19
13 BSC 22 1,95 0,95
14 Six Sigma 22 1,50 0,80

Source: Authors processing

Further, the intensity of use of the same management tools was examined as follows: daily – 7, 
weekly – 6, monthly – 5, quarterly – 4, yearly – 3, once every three years – 2, never – 1. Based 
on the results of the Friedman and Wilcoxon test, among the most widely used management 
tools were recognized, Customer Relationship Management, Social Media, Internal Relation-
ship Management, Outsourcing, Controlling, and Benchmarking were recognized. Total Qual-
ity Management, EFQM Excellence Model, Activity Based Costing, Balanced Scorecard, and 
Six Sigma (Table 2) were not used in any of the studied hotels.

Most of the managers of monitored hotels reported weekly usage of Customer Relationship 
Management, Social Media, and Internal Relationship Management; monthly application of 
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Benchmarking, Outsourcing, and Controlling. The usage of Supplier Relationship Manage-
ment, Strategic Planning, and Key Competencies were reported on average once a year.

Table 2. Use of Strategic Management Tools
Rank Strategic Management Tools Median Standard Deviation

1 CRM 5,77 1,57
2 Social Media 5,46 1,68
2 Internal Relationship Management 5,59 1,50
4 Outsourcing 5,14 1,52
5 Controlling 4,96 1,89
5 Benchmarking 4,55 1,71
5 Supplier Relationship Management 4,41 1,79
8 Strategic Planning 3,64 1,47
9 Core Competencies 2,36 1,71
10 TQM 1,00 0,00
10 BSC 1,00 0,00
10 Six Sigma 1,00 0,00
10 ABC 1,00 0,00
10 EFQM Excellence Model 1,00 0,00

Source: Authors processing

Based on the characteristics of management tools, the answer scaling key to the second question 
in the questionnaire was compiled to determine how many hotels from monitored respondents 
use or do not use the selected management tools frequently. The minimum frequency of use 
of the management tool is shown in Table 3. If a hotel less often uses the tool than a specified 
minimum usage rate, the instrument was considered as unused.

Table 3. Minimum Intensity of Strategic Management Tools Use
Rank Strategic Management Tool Minimum Usage Intensity

1 CRM Monthly
2 Social Media Weekly
3 Internal Relationship Management Monthly
4 Outsourcing Monthly
5 Controlling Monthly
6 Benchmarking Monthly
7 Supplier Relationship Management Monthly
8 Strategic Planning Yearly
9 Core Competencies Yearly
10 TQM Unused
11 BSC  Unused 
12 Six Sigma  Unused
13 ABC  Unused
14 EFQM Excellence Model Unused

Source: Authors processing

Based on responses scaling, the most used management tools in monitored hotels include Cus-
tomer Relationship Management and Strategic Planning (used in 86% of surveyed hotels), fol-
lowed by Internal Relationship Management, Controlling, Outsourcing, Benchmarking, Social 
Media and Supplier Relationship Management (Table 4).
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Table 4. Most Used Strategic Management Tools 

Rank Strategic Management Tools
Used Not used

Count Share in % Count Share in %
1 CRM 19 86 3  14
1 Strategic Planning 19 86 3  14
2 Internal Relationship Management 18 82 4  18
3 Controlling 17 77 5  23
4 Outsourcing 16 73 6  27
4 Benchmarking 16 73 6  27
5 Social Media 15 68 7  32
6 Supplier Relationship Management 14 64 8  36
7 Core Competencies 10 45 12  55
8 TQM 0  0 22 100
8 BSC 0  0 22 100
8 Six Sigma 0  0 22 100
8 ABC 0  0 22 100
8 EFQM Excellence Model 0  0 22 100

Source: Authors processing

The application of Total Quality Management and EFQM Excellence Model, as well as Bal-
anced Scorecard, Six Sigma, and Activity Based Costing, was not reported by respondents.

Gierczak (2014) conducted a similar survey in three- and four-star hotels in the Rzeszów area in 
Poland in 2012. She found that the most commonly used management tools by managers were 
Knowledge Management, followed by Outsourcing, Benchmarking, and Internal Competition, 
respectively. Gierczak (2014, p. 183) concludes, „the managers significantly lacked substantive 
knowledge of emerging ‚market’ management methods and concepts.” 

Most of the researchers in Slovakia and the Czech Republic focus on their research of usage 
of strategic management tools on enterprises from different sectors. For example, Šiška and 
Matýsek (2007) surveyed in the Czech Republic in 2007 on a selected sample of two hundred 
ninety-one enterprises. Their research aimed to find out what tools and systems the Czech com-
panies use to measure their performance. Based on the results of their study, they found that en-
terprises in the Czech Republic mainly use Full-cost Management Accounting, combined with 
principles of Controlling. Total Quality Management and Balanced Scorecard were rarely used.

Karabášová, (as cited in Durkáčová & Kádárová, 2012) surveyed the usage of selected man-
agement tools in one hundred and ten manufacturing enterprises in Slovakia with a turnover 
of more than 5 million Euros. The results of the survey showed that that the most used man-
agement tools include Strategic Planning, Customer Analyses, CRM, Support of Internal In-
novation, Price Optimization Models, Core Competencies, Customer Segmentation, Loyalty 
Maintaining Tools, and Crisis Management. 

Based on the results of the survey of 722 manufacturing companies in the Czech Republic and 
Slovakia, Pawliczek (2013), indicates that the most widely used management tools reported 
were Total Quality Management, Six Sigma, Core Competencies, and Balanced Scorecard. 

Lisiński et al. (2012) presented the results of research conducted in 2011 on the use of modern 
management concepts in companies in Lesser Poland and Silesia Voivodeships. They surveyed 
125 companies operating in the heavy-industry sector. The results of the study confirmed that 
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the companies are using strategic management tools; however, in highly diverse mode. To the 
most used management tools belong Controlling and Outsourcing. Balanced Scorecard and 
Business Process Reengineering were reported as rarely used by respondents. 

Based on the presented results of the primary research, it can be stated that managers in Slovak 
hotels are familiar with Controlling, Strategic Planning, Customer Relationship Management, 
Benchmarking, Outsourcing, Supplier Relationship Management, and Social Media. Six Sigma, 
BSC, and Activity Based Costing are less known as the others. Hypothesis One: Managers of 
the four-star hotels in Slovakia are familiar with all the fourteen selected strategic management 
tools was partially confirmed.

Managers use Customer Relationship Management, Social Media, Internal Relationship Man-
agement, Outsourcing, Controlling, and Benchmarking; however, they do not apply tools as 
Total Quality Management, EFQM Excellence Model, Activity Based Costing, Balanced Score-
card, and Six Sigma. Hypothesis Two: Managers of the four-star hotels in Slovakia do use all the 
fourteen selected strategic management tools was partially confirmed.

The most used management tools in monitored hotels include Customer Relationship Man-
agement and Strategic Planning, followed by Internal Relationship Management, Controlling, 
Outsourcing, Benchmarking, Social Media, and Supplier Relationship Management.

6. CONCLUSION

Hotels are operating in a highly competitive market where the offer usually prevails over the 
demand. In the effort to maximize the profit, management can use a wide range of strategic 
management tools. Compared to businesses in other sectors of the economy in Slovakia and 
surrounding countries, hotels are lagging in using strategic management tools. Hotels in Slova-
kia also need to focus on the quality of services following the new trends in management and 
implement strategic management tools to increase competitiveness, improve business efficiency 
and economy, and ability to respond quickly to changing market demands. The positive effects 
on competitiveness are reflecting the whole tourism sector; this is an essential and decisive con-
tribution to the use of strategic management tools in the hotel industry in Slovakia.

In four-star and above star hotels with only average or above-average occupation rate, the use 
of strategic management tools is crucial to minimize losses. Implementation of the strategic 
management tools could also help to avoid short-term process and liquidity crises and to create 
strong foundations for long-term operation in a challenging competitive environment. 
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