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Although numerous studies explore innovation, most of them focus on technological innovations. It 
is currently difficult to focus exclusively on products and processes when discussing innovation be-
cause new ideas can transform any part of an organization’s value chain. Indeed, marketing innovation 
is essential for small and medium firms and its study is extremely important given the current lack 
of empirical evidence. Furthermore, the retail sector in Spain plays a significant role in the country’s 
economy due to its contribution to gross domestic product and employment and to its role in the 
growth of cities and regions. In this context, the present study analyzes the determinants of marketing 
innovation practices of small and medium retailers and the relationships among the four types of in-
novation (product, process, organizational and marketing) to improve our understanding of marketing 
innovations in the retail sector. This study uses secondary data on innovation activity for Spanish com-
panies in the years 2010-2012. Logistic regression models are estimated, and the results show that the 
introduction of new marketing methods has a positive impact on the propensity to engage in all other 
types of innovation (product, process and organizational). Furthermore, all of these methods positively 
impact the propensity to introduce marketing innovations. This study concludes with insights that can 
help managers to direct innovation processes in their companies and assist public administrators in 
the promotion of marketing innovations among small and medium retailers.

Introduction
Innovation is considered a decisive factor in wealth 
creation and a fundamental process for company 
competitiveness. Because of its importance, innova-

tion has been analyzed from various perspectives (e.g., 
Cooke, 2005; Crossan & Apaydin, 2010; Porter, 1998), 
leading to multiple definitions and typologies (e.g., 
Armbruster, Bikfalvi, Kinkel, & Lay, 2008; Becheikh, 
Landry, & Amara, 2006; Francis & Bessant, 2005; Gar-
cia & Calantone, 2002; Oke, 2007; Rowley, Baregheh, 
& Sambrook, 2011; Schumpeter, 2012). Most of the nu-
merous studies on innovation focus on technological 
innovations. However, it is currently difficult to limit 
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the discussion of innovation to product and process 
innovations because new ideas can transform any part 
of an organization’s value chain. For this reason, the 
definition proposed by the OECD/Eurostat (2005) in 
the Oslo Manual, which is recognized as an interna-
tional reference, identifies four areas of innovation: 
product, process, organizational and marketing. 

The lack of empirical evidence in the literature on 
the impact of marketing innovations – despite the 
fact that their effects differ from those of innovations 
in areas such as products and processes – is notewor-
thy. Additionally, marketing methods and tools play 
important roles in the evolution of industries (e.g., 
Bhaskaran, 2006; Chen, 2006; Rammer, Czarnitzki, & 
Spielkamp, 2009; Schubert, 2010).

Spanish public policy has placed particular impor-
tance on supporting small and medium enterprises 
(SMEs) because these firms are the backbone of in-
dustry. Moreover, marketing innovation is essential for 
small firms to transform products into profit (Soltani, 
Azadi, Hosseini, Witlox, & Passel, 2015). The tendency 
to engage in marketing innovation depends on the 
activities of an enterprise, and differences between 
the manufacturing and service sectors are significant 
(Medrano & Olarte-Pascual, 2016). Companies in the 
service sector are more likely than those in the man-
ufacturing sector to innovate in the areas of promo-
tion, placement and price. Within the service sector, 
studies of the Spanish retail sector are important due 
to the significant contributions retail businesses make 
to Spanish GDP and employment. Furthermore, the 
retail sector is key to the growth of cities and regions 
(Medrano, Olarte-Pascual, Pelegrín-Borondo, & Sier-
ra-Murillo, 2016). Taking into account the context in 
which small and medium retailers currently operate, as 
well as all of the public business programs launched to 
encourage firm innovation, an improved understand-
ing of this situation is needed to create effective public 
policies for each type of business.

Thus, the objective of this paper is to understand 
marketing innovation and its determinants among 
small and medium retailers based on data from the 
Technological Innovation Panel (PITEC). More precise-
ly, this study investigates (1) the factors influencing the 
four types of innovation (product, process, organiza-
tional and marketing) and (2) the relationships between 
marketing innovation and the other types of innovation. 

This paper, which focuses on marketing innovation, 
is organized as follows: first, the concept of marketing 
innovation and its repercussions in the literature are 
discussed. Second, the sample and methodology em-
ployed are described. Finally, the results and conclu-
sions of the study are presented.

Theoretical framework and 
hypotheses
The first studies of innovation focused on product in-
novation in the manufacturing context. Although the 
literature on innovation is abundant, most of it refers 
to product and process innovations, which are called 
technological innovations. Certain studies have at-
tempted to relate technological and organizational in-
novation (e.g., Brown & Duguid, 1991; Brown, 2002; 
Djellal & Gallouj, 1999; Kishore & McLean, 2002; 
Tether et al., 2002). However, non-technological in-
novations – i.e., marketing and organizational innova-
tions –  have generally been neglected in the literature.

Marketing innovation is defined as the “implemen-
tation of a new marketing method involving significant 
changes in product design and/or packaging, product 
placement, product promoting or pricing” (OECD/
Eurostat, 2005, p. 49). However, there was a significant 
change to the definition of innovation in the 2005 Oslo 
Manual. Previously, technological product and process 
innovations were defined as the two types of innova-
tion considered in the measurement of innovation. In 
the third edition of the Oslo Manual, two other types 
of innovation were added at the same level as techno-
logical innovation: marketing innovation and organi-
zational innovation.

According to Wang (2015), three main streams of 
marketing innovation studies are found in the literature. 
The first stream discusses the competitive advantages 
that can be achieved through marketing innovation. The 
second addresses the relationships between marketing 
innovations and the other innovation types. Finally, the 
third stream attempts to understand the characteristics 
of firms that adopt marketing innovations.

From the competitive advantage perspective, au-
thors usually view marketing innovation as a type of 
incremental innovation (Grewal & Tansuhaj, 2001; 
Naidoo, 2010) that enables small and medium com-
panies to successfully compete with large businesses 
(Bhaskaran, 2006; O’Dwyer, Gilmore, & Carson, 
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2009a, 2009b; Rammer et al., 2009). Therefore, this re-
search focuses on marketing innovation in small and 
medium enterprises. Furthermore, Bhaskaran (2006) 
and Rammer et al. (2009) note that small and medium 
enterprises, especially those in low- and mid-tech in-
dustries, may be more willing to engage in potentially 
less costly marketing innovations than in technologi-
cal innovations. Hence, marketing innovation is more 
important for small and medium retailers.

Relationships between marketing innovation 
and the other innovation types
According to Walker (2004), innovation activities are 
thought to influence each other and thus need to be 
implemented in conjunction with each other. The dis-
puted relationship between technological innovation 
and marketing innovation centers on whether they 
are complements or substitutes; according to Kijek 
(2013), it is quite intuitive that the introduction of a 
new process or product calls for changes in market-
ing strategies. For instance, a new product line often 
requires changes in packaging and sales channels. 
Lewis and Wackowski (2006) provide an example 
from the tobacco industry, in which the introduction 
of flavored cigarettes was intensively supported by 
marketing innovations. However, other authors ar-
gue that marketing innovations do more than merely 
support technological innovations (Bhaskaran, 2006 
and Rammer et al., 2009). Following this reasoning, 
Schubert (2010) maintains that marketing innova-
tions are, on average, complements – rather than sub-
stitutes – for technological innovations but notes that 
this relationship is sensitive to external and internal 
factors, such firm size and technological opportuni-
ties. However, this author argues that marketing in-
novations make product and process innovations 
more successful. Furthermore, Walker (2008) con-
cludes that organizational, marketing and service 
(or product) innovations are interrelated in public 
organizations. In a study of manufacturing firms in 
Turkey, positive relationships were shown between 
organizational innovation and process innovation, 
organizational innovation and marketing innovation, 
process innovation and product innovation, and mar-
keting innovation and product innovation (Gunday, 
Ulusoy, Kilic, & Alpkan, 2011). Additionally, Soltani 
et al. (2015) show that although there is no direct 

cause-and-effect relationship between organizational 
and production innovation, both of these innovation 
types are influenced by marketing innovation. 

Considering the existing literature on the relation-
ships between marketing innovation and the other 
types of innovation, the following hypotheses are for-
mulated:

H1. Marketing innovation in small and medium retail-
ers is positively associated with product innovation.

H2. Marketing innovation in small and medium retail-
ers is positively associated with process innovation.

H3. Marketing innovation in small and medium retailers 
is positively associated with organizational innovation.

Features of firms that adopt marketing 
innovations
In addition to researching interactions among in-
novation types since the official inclusion of other 
forms of innovation in the Oslo Manual, researchers 
have begun to examine the relation between market-
ing innovation and various other aspects of firms, 
such as size (e.g., Geldes & Felzensztein, 2013; Halp-
ern, 2010; Moreira, Silva, Simões & Sousa, 2012), 
R&D expenditure (e.g., T. Kijek, 2013; Moreira et 
al., 2012), personnel training (e.g., Geldes & Felzen-
sztein, 2013; Kijek, 2013; Moreira, Silva, Simões, & 
Sousa, 2012), export activities (e.g., Geldes & Fel-
zensztein, 2013; Medrano & Olarte-Pascual, 2016), 
class of company and cooperation (e.g., Geldes & 
Felzensztein, 2013), market share (e.g., Camisón 
& Villar-López, 2014; Schubert, 2010; Shergill & 
Nargundkar, 2005), market concentration (e.g., 
Schubert, 2010), and group membership (e.g., Me-
drano & Olarte-Pascual, 2016; Schubert, 2010), 
among other firm characteristics.

Several recent analyses of technological and mar-
keting innovations not only focus on the direct rela-
tionship between these two types of innovation but 
also address the impact of technological innovation 
activities on the propensity to innovate in marketing 
(Kijek, Lisowski, & Starzyńska, 2013; Moreira at al., 
2012). Kijek (2013) finds that product innovations in-
fluence the decision to introduce marketing innova-
tions; however, there is little support for the view that 
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process innovations induce marketing innovations. 
In Spain, enterprises that conduct product, process 
or organizational innovations are more likely to in-
novate in marketing (Medrano & Olarte-Pascual, 
2016). The findings of Soltani et al. (2015) for small 
food industries show that when product and organi-
zational innovations increase, marketing innovation 
also increases. Hence, the following hypotheses are 
formulated for small and medium retailers:

H4. Small and medium retailers that conduct product 
innovations are more likely to innovate in marketing.

H5. Small and medium retailers that conduct process 
innovations are more likely to innovate in marketing.

H6. Small and medium retailers that conduct orga-
nizational innovations are more likely to innovate in 
marketing. 

Research methods

Survey
Data from PITEC are used to conduct this study. This 
database follows the methodological guidance pro-
vided by the OECD in the Oslo Manual using two 
periodically published sources: the Innovation in 
Companies Survey of Spanish firms and the Statistics 
on R&D Activities database. The technical character-
istics of this study are shown in table 1. The data in-
clude 5,974 small and medium companies, of which 
463 companies are in the retail sector and the remain-
ing 5,511 companies are in other sectors. 

Statistical methods
To determine whether there is a multicollinearity 
problem, this study considers the tolerance and vari-
ance inflation factor (VIF). A tolerance smaller than 
0.20 and/or a VIF of 5 or higher indicate a multicol-
linearity problem (O’Brien, 2007). 

Considering the two aims of the study, the analy-
sis is divided into two parts. In the first part, the 
probability that firms engage in each kind of inno-
vation (product, process, organization and market-
ing) is examined to verify the relationship between 
marketing innovation and the other types of in-
novation. Logistic regression is selected because it 
adapts to all types of independent variables (metric 
and non-metric) and does not require multivariate 
normality (Hair, Black, Babin, Anderson, & Tatham, 
2006). The dependent variable in each model is bi-
nary (coded 0 if the company does not innovate and 
1 if the company innovates), and the independent 
variables in the four models are the other types of 
innovation and the following firm characteristics: 
belonging to a business group, percentage of women 
employed, company market (local, national, EU or 
other), training, public financing, and company 
class (private, private with <10% foreign capital, pri-
vate with 10% to 50% foreign capital, private with 
>50% foreign capital). Additionally, for each depen-
dent variable, the marginal effects are estimated. In 
the second part of this study, the probability that 
firms conduct each kind of marketing innovation 
is estimated using the same method (that is, using 
four binary logistic regressions) to verify the deter-
minants of the four types of marketing innovation.

Scope Small and medium Spanish companies

Sample size Retailers 463; Other sectors 5,511

Region of study Spain

Information compilation system Self-administered postal questionnaire

Organization responsible for the questionnaire National Statistics Institute

Reference period 2010-2012 

Statistical programs SPSS 15.0, STATA SE 10.0

Table 1. Research technical specifications
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Results and discussion
The database provides a sample of 463 companies, 
with just over one-quarter (27%) reporting that they 
implemented marketing innovation activities (table 2). 
However, the data show the importance of the retail 

sector because this sector does not exhibit the same av-
erage behavior as other sectors. In other sectors, mar-
keting innovation is the least frequently implemented 
innovation of the four types of innovation. In contrast, 
our analysis of the retail sector shows that marketing 

Retail Other Sectors

Types of innovations Innovate % Innovate %

General

Marketing 125 27 1560 28

  Design 57 12 916 17

  Pricing 50 11 544 10

  Promotion 76 16 851 15

  Placement 73 16 722 13

Product 114 25 2291 42

Process 121 26 2281 41

Organizational 155 33 2185 40

Total Companies 463 100 5511 100

Independent Variables Tolerance VIF

Marketing 0.775 1.289

Product 0.719 1.390

Process 0.767 1.303

Organization 0.761 1.312

Group 0.972 1.028

Employment_women 0.963 1.037

Local Market 0.784 1.275

National Market 0.583 1.713

EU Market 0.665 1.503

Other Country Markets 0.840 1.189

Training 0.915 1.091

Public_Finan (Local) 0.849 1.176

Public_Finan (National) 0.921 1.084

Public_Finan (EU) 0.734 1.361

Company Class 0.775 1.289

Table 2. Number of small and medium companies that innovate in the retail and other sectors

Table 3. Multicollinearity diagnosis indexes for independent variables
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innovation ranks second behind organizational in-
novation. Differences in terms of the importance as-
signed to different types of marketing innovation are 
also observed. Design innovation is the most impor-
tant, on average, in other sectors, whereas promotion 
and placement are the most frequently conducted ac-
tivities in the retail sector. 

When all independent variables are included in the 
analysis, table 3 shows that none has a tolerance less 
than 0.70 and there is no VIF higher than 2. In conclu-
sion, multicollinearity is not an issue in this study.

Table 4 presents the estimation results of the logis-
tic regressions for the four types of innovation in small 
and medium retailers. First, the results show that the 
introduction of new marketing methods has a positive 
impact on the propensity to conduct all other types of 
innovations (product, process and organizational). Thus, 
H1, H2 and H3 are supported. Second, the results show 
that introducing new product, process and organization-
al methods has a positive impact on the propensity to 
conduct marketing innovations, confirming the results 
obtained by Wang (2015). These results also support 

Innovations

Variables Marketing Product Process Organization

Β dy/dx β dy/dx β dy/dx Β dy/dx

Innovations

Marketing 1.56*** 0.28 0.99*** 0.19 2.19*** 0.48

Product 1.54*** 0.28 0.23 0.04 0.29 0.06

Process 1.00*** 0.17 0.27 0.04 0.94*** 0.21

Organization 2.20*** 0.40 0.27 0.04 0.91*** 0.16

Firm Characteristics

Group 0.09 0.01 -0.21 -0.03 0.34 0.05 0.49* 0.10

Employment_women 0.01* 0.00 0.00 0.00 -0.00 -0.00 -0.00 -0.00

Market

Local Market -0.73 -0.13 1.64 0.14 0.97 0.12 -0.17 -0.03

National Market 0.65 0.08 1.19* 0.13 1.07** 0.14 -0.40 -0.09

EU Market -0.67* -0.11 0.79** 0.10 0.09 0.01 0.82** 0.16

Other Country Markets 0.82*** 0.12 -0.20 -0.02 -0.54* -0.09 -0.25 -0.05

Training 0.32 0.05 0.43 0.07 3.08*** 0.64 0.70 0.16

Public_Finan (Local) -0.95 -0.11 1.23** 0.24 0.99* 0.21 1.76*** 0.41

Public_Finan (National) -0.00 -0.00 2.63*** 0.56 0.75 0.15 -0.00 -0.00

Public_Finan (EU) -2.90** -0.18 2.50** 0.54 2.05 0.46 0.60 0.13

Company Class

Private 0.24 0.03 -0.76** -0.13 0.54 0.08 0.23 0.04

Private  (<10% Foreign Capital) 1.69* 0.36 -1.03 -0.11 -1.95 -0.18 -0.33 -0.06

Private  (10% to 50% Foreign Capital) -2.02 -0.16 2.34** 0.51 1.13 0.24 -0.35 -0.06

Pseudo-R2 46.5 39.7 34.6 40.6

% Correct Predictions 81.2 81.4 78.8 79.7

Table 4. Logistic regression for types of innovation in small and medium retailers

Note: *Statistically significant at the 0.1 level, **statistically significant at the 0.05 level, ***statistically significant at the 0.01 level. 
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Soltani et al. (2015) because there are significant positive 
cause-and-effect relationships between product and or-
ganizational innovations and marketing innovations in 
the studied firms. This result is also consistent with Kijek 
(2013), who establishes that product innovations influ-
ence the decision to introduce marketing innovations, 

suggesting a complementary relationship and a positive 
impact of product innovation on marketing innovation. 
However, this result conflicts with the results of Geldes 
and Felzensztein (2013), who find a statistically signifi-
cant negative relation between marketing and product 
innovation in the agribusiness sector.

Marketing Innovations

Variables Design Pricing Promotion Placement

Β dy/dx β dy/dx Β dy/dx Β dy/dx

Innovations

Design 0.61 0.02 0.39 0.02 1.45*** 0.13

Pricing  0.47 0.02 2.33*** 0.31 0.64 0.04

Promotion  0.35 0.01 2.26*** 0.19 3.23*** 0.44

Placement  1.53*** 0.11 0.68 0.03 3.28*** 0.48

Product  1.75*** 0.12 -0.01 -0.00 -0.06 -0.00 0.58 0.03

Process  0.88** 0.04 0.57 0.02 0.54 0.03 -0.09 -0.00

Organization  0.92** 0.04 1.24*** 0.06 1.13*** 0.08 1.09*** 0.07

Firm Characteristics

Group  0.29 0.01 0.13 0.00 -0.05 -0.00 -0.36 -0.01

Employment_women  0.01 0.00 0.01 0.00 0.00 0.00 -0.00 -0.00

Market

Local Market -1.90*** -0.18 0.67 0.02 -0.94 -0.08 1.54 0.04

National Market  0.12 0.00 0.41 0.01 -0.25 -0.01 1.57* 0.05

EU Market  1.09** 0.04 -1.06** -0.04 -0.08 -0.00 -0.68 -0.04

Other Country Markets  0.11 0.00 -0.04 -0.00 0.15 0.00 0.95** 0.05

Training -1.13 -0.03 0.75 0.04 -0.04 -0.00 0.00 0.00

Public_Finan (Local)  0.56 0.03 -1.54* -0.03 -0.87 -0.03 0.25 0.01

Public_Finan (National) -0.06 -0.00 0.04 0.00 0.38 0.02 0.28 0.01

Public_Finan (EU) (omitted) 1.29 0.09 (omitted) 1.01 0.08

Company Class

Private -0.11 -0.00 -0.04 -0.00 1.24** 0.05 -1.17** -0.09

Private (<10% Foreign Capital)  1.49 0.12 1.55 0.12 2.37** 0.35 (omitted)

Private (10% to 50% Foreign Capital) (omitted) 0.62 0.03 0.28 0.01 -1.11 -0.03

Pseudo-R2 46.8 46.2 62.3 59.8

% Correct Predictions 89.2 90.5 91.1 89.8

Table 5. Logistic regression for types of marketing innovation in small and medium retailers

Note: *Statistically significant at the 0.1 level, **statistically significant at the 0.05 level, ***statistically significant at the 0.01 level. 
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For the specific case of marketing innovation in 
small and medium retailers, statistically significant 
positive relations are obtained for the employment of 
women, other country markets and private compa-
nies (<10% foreign capital) and negative relations are 
obtained for the EU market and EU public financing. 
For product innovations, positive relations with the 
EU market and public financing are obtained, with 
negative relations for private companies (<10% foreign 
capital). With regard to process innovations, statisti-
cally significant positive relations are obtained for the 
national market, training and local public financing, 
with a negative relation for other country markets. 
Kijek et al. (2013) also find evidence that expendi-
tures on training positively affect the implementation 
of marketing innovations in enterprises. However, in 
this case, the statistically significant positive relation 
is with process innovation rather than marketing in-
novation. Additionally, among small and medium re-
tailers, organizational innovations have a statistically 
significant positive relation with the EU market, local 
public financing and group membership.

Table 5 presents the estimation results of the logis-
tic regressions for four types of marketing innovation 
in small and medium retailers. Model 1 considers the 
percentage of firms that introduced design innovation 
as the response variable; models 2, 3 and 4 consider 
the same thing for pricing, promotion and placement 
innovation, respectively. 

The results show that the introduction of new or-
ganizational methods has a positive impact on the 
propensity of small and medium retailers to engage 
in all types of marketing innovations. Thus, H6 is 
supported for all types of marketing innovations, 
confirming the results of Soltani et al. (2015). How-
ever, the introduction of new products or processes 
has a significant positive impact only on the propen-
sity to conduct design innovation. The effects on the 
implementation of changes in sales channels, pric-
ing methods and promotion are insignificant. Thus, 
H4 and H5 are only partially supported. The results 
partially support the finding of both Kijek (2013) 
and Medrano and Olarte-Pascual (2016) that the in-
troduction of new products has a positive impact on 
the propensity to engage in all types of marketing in-
novation. Soltani et al. (2015) show that when prod-
uct innovation increases, marketing innovation also 

increases. Thus, for small and medium retailers, the 
introduction of new products induces changes only 
in design innovation.

For the specific case of design innovation, a statis-
tically significant positive relation with the EU mar-
ket is observed, whereas the relation with the local 
market is negative. For pricing innovation, negative 
relations with the EU market and public financing 
(local) are observed. For promotion innovation, sta-
tistically significant positive relations with private 
companies and private companies (<10% foreign 
capital) are obtained. Additionally, placement inno-
vation has a statistically significant positive relation 
with the national market and training and a negative 
relation with private companies.

Conclusions
In the modern world, it is undeniable that global-
ization, stronger competition, increasingly strin-
gent and segmented demand, rapid technological 
evolution and increasingly shorter life cycles have 
led to substantial growth in the relevance of inno-
vation as a key factor in achieving leverage in the 
market. These obvious changes in both society and 
consumer behavior render previously appropriate 
models unsuitable in current conditions, and the 
marketing discipline – like practical and scientific 
expertise – is not exempt from these changes. In the 
current scenario, small and medium retailers are 
losing customers every day; these stores eventually 
close, and over time, cities slowly lose their cultural 
and economic vibrancy (Medrano et al., 2016).

In this context, the present study analyzes the deter-
minants of the marketing innovation practices of small 
and medium retailers and the relationships among the 
four types of innovation (product, process, organiza-
tional and marketing) in order to better understand 
marketing innovation in the retail sector.

The first result shows that marketing innovation 
is the second-most frequently implemented innova-
tion by small and medium retailers, whereas in other 
sectors, marketing innovation is the least frequently 
implemented innovation of the four types of innova-
tion. This result indicates the importance of marketing 
innovation in the retail sector and is consistent with 
Bhaskaran (2006) and Rammer et al. (2009), who note 
that small and medium enterprises, especially those 
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in low- and mid-tech industries, may be more willing 
to engage in marketing innovation, which can be less 
costly than technological innovation.

The second result shows that the introduction of new 
marketing methods among small and medium retailers 
has a positive impact on the propensity to conduct all 
other types of innovation (product, process and organi-
zational). However, introducing other types of innova-
tion does not have the same impact. All other innova-
tion types positively impact the propensity to introduce 
marketing innovations, albeit not of all types. We also 
conclude that product, process and organizational in-
novations present different determinants and different 
inter-relations among the different types of innovations.

The last result shows that the introduction of new 
organizational methods has a positive impact on the 
propensity of small and medium retailers to conduct 
all types of marketing innovation (design, pricing, 
promotion and placement). However, the introduction 
of new products or processes only has a positive im-
pact on the propensity to conduct design innovations. 
Thus, we conclude that the determinants of marketing 
innovation differ among the four types of marketing 
innovation in the retail sector. 

In conclusion, it is important to highlight that the 
included types of innovation (marketing, organization-
al, process and products), as well as the various types 
of marketing innovation (design, pricing, promotion 
and placement), have different determinants, and the 
relationships among the different types of innovations 
vary. These results confirm the findings of Rammer et 
al. (2009), Mothe and Nguyen-Thi (2012), Mothe and 
Thi (2010) and Geldes and Felzensztein (2013). There 
is a need for further study of individual firms and their 
inter-relations across different economic and territo-
rial sectors (Crossan & Apaydin, 2010).

These results can help managers and public ad-
ministrators to undertake actions that promote in-
novation. According to Medrano and Olarte-Pascual 
(2016), the tendency to engage in marketing inno-
vation depends on the activity of an enterprise, and 
the differences between the manufacturing sector 
and the service sector are significant. Furthermore, 
Bhaskaran (2006) and Rammer et al. (2009) note 
that small and medium enterprises, especially those 
in low- and mid-tech industries, might be more will-
ing to engage in marketing innovation, which might 

be less costly than technological innovation. Hence, 
marketing innovation becomes more important for 
small and medium retailers.

This paper cannot be concluded without noting the 
limitations of the study. The first limitation stems from 
the use of a pre-prepared database (PITEC). It was not 
possible to work with all the suitable variables or to 
measure the “marketing innovation” variable in a more 
appropriate manner. Additionally, the models presented 
in this paper exhibit acceptable overall significance of 
the parameters and high percentages of correct predic-
tions. The adjustments of the pseudo-R2 models were 
between 34.6% and 62.3%. These adjustments were 
expected because most of our variables are qualitative.

These limitations open up various paths for further 
research. First, it would be interesting to analyze a lon-
ger time span using panel data, as Guisado González 
and Coca Pérez (2015) recommend. In addition, 
this study could be extended by breaking down the 
“market” variable more precisely. The “other coun-
tries” variable in this paper covers a very wide range 
of countries with vastly different cultures and thus it 
would be interesting to look more deeply into this as-
pect. Finally, research into the concept of “marketing 
innovation” remains interesting because it is not clear 
what companies mean by “marketing innovation”. To 
this end, it might be a good idea to develop an ad hoc 
measuring system that would allow us to understand 
occurrences in marketing more fully through the pos-
sibilities offered by new technologies with a multitude 
of new systems for customer relations. 
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