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Abstract

Theoretically, it is said thagocial capital encourage individuals and entrepreneurs to
engage in business networkSocial capital is the sum dhe resource benefits an
organisation derives fronits network of relationshi® These ®gternal knowledge
sources are particularly relevant for small and meesizad enterprise4SMES)
because of their lack of internal kn@alge stockYet, cial capital theories have
primarily been investigated from a structural perspective to measure benefits through
centrality andoosition instructural hols. To understand the resource benefiswever,

it is first necessary tonderstad what knowledge is availahleecondhe content of the
relationship and third the context and conditiors that influence these inter
organisational knowledge transfer relationshig$wus, in this thesis,a relational
approachis adopted to generate kntaslge on intefirm relationships at the SME level
in order to explore howourism busineseetworks are operated and manageduch a
way that enableshe knowledge transferThis study looks into theusinessietworks in
which the SMEs of the tourism idustryengage, explasmthe meaning they ascribe to
the knowledgdransferpotentialamongthese networkshow they exploit the networks,
what knowledge is made available, and the managerial as well as contextualtfedttors

influencethe networkoperation anananagement.

A multi-method qualitativestrategy was used to investigaigurally emerging business
networks in NorthkEast Germanys t o u r i sAmsnowhleld nesvork sampling
procedurewas applied, from whicliwo network zones emergedchsed coordinated
small network and h e me indivielualy 6uilt business relationships beyond this
network The research was informéxy three rounds of qualitative data generaaod
collection In total, 12 firstround interviewswere usedo ente the field, asecond

round workshop and discussion group with 31 participawss usedto generate
i



preliminary finding and facilitate accessand in the third round38 semistructured
qualitative interviews were conductedo generate data for the main gincal study
This qualitative data analysis was complemented and suppweitiedata frominformal
conversations and observations, cdbec documents and field notes, as well aas

secondary data review.

The study contributes to the body of knowledgetomrism SME networks and the
availability and transfer of knowledgks original contribution is in providing greater
knowledge and understanding of the cognitased relationalcomponent of social
capital, particularly in the formation of a netwotkfurther adds tdoth literatureand
theoryon network coordinatsrby unpacking and circumscribing their boundarigse
study also theorisethe cult of personality in a network contexh addition, it
contributes tahe understanding of the role afgional tourism organisations (RTO) in
that it exploredhow different strategies lead to a collaborative environment, effective
communication and member exchangEhus, this research contributes to the
conversation of SMEs, tourism businessnetworks coordnation, and knowledge

transfer
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1 Introduction

1.1 TheResearchBackground

This thesis addresses tissueof knowledge transfer amortgurismbasedsmall and
mediumsized enterprise 6(SMES) networks. This study considershe inter-
organisational networksf SMEs and seeks to understand how SMEs in the tourism
industry transfer inteorganisational knowledgamong themselves&Knowledge has
become the prime interest in the couo$ehe knowledgebased eraln this vein, the
knowledgebased view emerged fromie resourcéased viewand highlights that
knowledge over and above almost any othegsource is the key to competitive
advantage(Grant, 1996h) The knowledgeéasedview of the firm focuseson
knowledge creatioffNonaka, 1991pandintegration process (Grant, 1996b)within

the firm. Accordingly, knowledge is embedded in organisaibrmembers, in
organisationatools, whetherin hardware (knowledge processing and ICTpbsoft
form (interaction)andin the organisati n 0 ss, farmutated as gosl objectives and
purposes (routinegArgote et al., 2000)A key assumptiorof the knowledgéased
view ist h at the firmds r olplg knowdedge(@Grantc 1966b4;t e , S
Kogut and Zander, 1992; Nonaka, 199%pwever,the tourism industry encompass
primarily SMEs (Shaw and Williams, 2010bhat have different knowledgbased
motivesto those oflarge organisatios(Thomas, 2000)Instead of creating explicit
knowledge and innovation 4nouse that mainly consists of demadrd/en tacit
knowledge(Hislop et al., 1997)SMEs source knowledge externally to overcome their

lack of internaknowledge stockCohen and Levinthal, 1990)



External knowledge sources are many. While tourism businesses ate saitirace
researclreluctantly SMEs in tourism are embedded in a destination with a variety of
tourism suppliers fromwhich they can potentially access knowledgd competitors
arewilling to share Also, these destinations are managed and organisdddiyation
management organisat®rfDMOs) which provide services and informatiddMOs
diffuse information and knowledge that the tourism business can readily a®¥sgrb.
prior knowledge is an antecedenttte developnent of absorptive capabilities #b
enabl e the f i r molssorptieeapahilitiesfgcilitatathe knoweelge . A
transfer process deyenable the firm to value, acquire, transform and apply external
knowledge to commercial end€ohen and Levinthal, 1990Firms that innovate
through extern® explored resourcedor exampleby transforning their business
mode| are argued to demonstrate some level of absorptive cajfsoityerda et al.,
2010) So far,however,t he touri sm firmés absorptive
judged as insufficient to support knowledge absorptior{Cooper, 2006) mainly
because ofits low R&D expenditure (Hjalager 2010) and lowskilled labour

(Hjalager 2002)

The general business literature proposes certain conditions that facilitate knowledge
transfer.Lane and Lubatkin1998) argue that relative absorptive capacities enable
knowledge to be transferre@his meansthat firms involved in knowledge transfer
must havesimilar &nowwhaothat is the basic knowleddmsis. In additiontransfer

is facilitated if firms havesimilar &nowhowd in the form of equivalentmotivating
knowledgesharing initiatives and practiseUltimately, similar &nowwhyo in the

form of similar dominantogics, or a servicedominant logiqVVargo and Lusch, 2004)

in thecase of theservice industryShaw et al., 2011}hat indicatesvhy the available
knowledgehas been creatdtlane and Lubatkin, 1998 anantecedent for effective

2



knowledge transferAccording to Easterby et af2008) the characteristics of firms
involved in knowledge transfer, thundariesbetween them, and theatureof the
knowledge (Argote et al., 2003)are all factors influencingknowledge transfer
activities Organisational sizeaf i r ab$omptive capacity and the relatedness of the
firmsod kvaroWik et dl.g2008)powerrelationsand spatial distang@lason
and Leek, 2008; Pfeffer and Salancll®78) trust and riskDhanaraj et al., 20040

et al., 2005) interorganisational structure (formality) and mechanism (channel)
(Borgatti and Foster, 2003; Brass et al.,, 200dhd social ties(Burt, 2001;
Granovetter, 1973; Nahapiet and Ghoshal, 1988)dynamics for inteorganisational

knowledge transfefEasterbysmith et al., 208).

Nonethelessthese insightsare derived mainly from larg organisations, higtech
firms and researchnddevelopmenintensive firms and leave gaps in our
understandingf the knowledge transfer among small fir(i$iorpe et al., 2005who
pursue different knowledg®aotives than the larger firm$Joreover, snall firms have
low or nonrexistentknowledge stocks or resource resengegh that developing their
own knowledge is a slow process (Hughes et24114). This is where networks and
the potential for inteorganisatioal knowledge transfer could, in principle at least,
hold many advantages for small firm8y the same tokerjowever,without prior
knowledge it is hard for small firms to filter knowledge asto absorb that which is
most relevant tahem (Cohen and Lewithal 1990; Lane and Lubatkjri998). Thus,
understanding how such firms can effedyvase networking to help increase their
knowledge stocks through interganisational knowledge transfer, atie forms of

knowledgethat might featurgs important.



As Thomas et a(2011)suggestregardingsmallfirms in tourism fimotivations vary,

these motivations are susceptible dppropriate categorisation, certain business
practices are morikely to yield reward than others afd] networks play important
andmultifarious rolesn the lives of ownemanaer® (p.972).In particular, networks

are seen as important knowledge transfer mechanistaurism(Shaw and Williams,
2009) Morrison et al. (2004) suggest learning and exchange as the most important
network benefits. Yetthere is a lack of understandirg how these benefitare
derivad (Tinsley and Lynch, 2007)Although there has been some advancement in
understanding innovation in tourisifHjalager, 201Q) the underlying knowledge
transfer that potentially addo firmsd owgth (Thomas et al., 201Hasreceived less

attention.

It is argued thatdurism organisations engage in relationships with peers to access
advice(Cooper, 2006and seek knowledgenainly about customers and competitors
(Chen et al., 2006Nonetheless, arious types of relationshipeaformed atourism
destinatios with the aim ofe.g. distribution oroffering joint tourism experiences
(Braun, 2005; Edvardsson et alQ(®; Tinsley and Lynch, 2001; Zehrer and Raich,
2010) In that respect, intraectoral as well as intesectoral relationships provide
distinct opportunitiesfor firms to acess and consequénttransfer knowledge
(Williams and Shaw, 2011)This is in accord with Grant and BadEuller (2004)
who argue that firsd primary knowledgebased motive is to access knowledge for
innovation from external relationshipsther tharto acquire knowledge for learning
purposesHowever, there istdl a lack ofunderstandingf how SMEs access these

external resources and how this access is facilitated.



Knowledge access is granted if firms develop social capital with their network
partnes (Adler and Kwon, 2002; Inkpen and Tsang, 2005; Nahapiet and Ghoshal,
1998) Consequentlysocial capitahelps to explaitnow benefitsare derivedrom the
social tiesamong organisatian Given the suggested reluctance of tourism SMEs to
access researchnd the low absotjve capacityattributed to themthis proposition
promps a further exploration of whether the level @f i r abSogtive capability
(Volberda et al., 20109r the extent ofts social capital enables knowledge transfer
(Adler and Kwon, 2002) However, Hughes at al2014) argue that absorptive
capacityhasa mediating rolen social capitad effect onfirm performance in young
entrepreneurial firms.Nonetheless,tourism SMEs that develop social capital
potentially gain advancedaccess to knowledge from their rada@ships enabling
knowledge transfethat, in turn, suppors their competitive advantagélowever, to
date social capital hasnainly beeninvestigated from a structural perspect{¥aler

and Kwon, 2002)It is ratheras asoft mechanism such as the relational agrative
component (Nahapiet and GhoshH)98) though, that itseems to be applicable to
tourism SMEs,for which peers and socialisation are the predominant mofle

exchangindknowledge(Desouza and Awazu, 2006)

Increasingly, tourism researchdrave adoped a network perspectivan this vein,
whole networks (tourism destination networks) and their knowledge diffusion
structures have been investigatday applying a network analysis togBaggio and
Cooper, 2010; Scott et al., 2008)thersdescribeacivity -basednetwork cases and
their evolution(Huybers and Bennett, 2003; Novelli et al., 2006; Pavlovich, 2003a)
Lemmetyinen and G¢{2009)look at thecoordinationcapabilties of tourism business
networks that enablefor example joint knowledge creatian Researchers have
investigated in particular intra-sectoral knowledge transfer, mainly from the
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perspective of theaccommodation sector and hotel chain relationsfaopdHallin and
Marnburg, 2008; Ingramnal Baum, 2001)with a few exceptions on knowledge
transfer among attracin networkgWeidenfeld et al., 201®nd thebenefits of sport

and adventure networK€osta et al., 2008)/arious enriching literature reviews and
research gendas have put forward a call to investigate knowledge management issues
in tourism (Cooper, 2006; Hallin and Marnburg, 2008; Shaw and Williams, 2009;
Thomas et al., 2011; Xiao, 2006; Xiao and Smith, 20DV jparticular, there ia need

to investigate the rel of tourism organisations or associations as ermlder
facilitators of knowledgebased practices and irterganisational relationshig¥iao

2006) and to examine the efficacy, efficiency and effectiveness of networks in the

production, disseminatiomd use of tarism knowledge (Xiao and Smig007).

Whereasetworkstudiesin tourismprovide some valuable insights into networks and
knowledge transfer, the importance of social capatabve and beyond the structural
connectives perspectiveas been ignoredt is known, for example, that practitioners
have difficultiesin accesimg the knowledge generated by academia because of the
language barrie(Cooper et al., 2006)Speaking the same language facilitates the
development of cognitive sociabpital (Nahapiet and Ghoshal, 1998yhich in turn
enables knowledge to be transferred more eddityeover, acording to Granovetter
(1973) organisatios @eak ties with acquaintansand colleagues provide access to
uncommon general knowledge thatsdide creation ohew product combinati@and
therefore innovationHence,the netwaok perspectivas used tofurther explorethe
formation ofdestinatiorbasedourism business networks and haetwork operation
and management enables social capital behavioufaaiiatesaccess to knowledge

from therelationshipghe organisationsave built.



1.1.1 The ResearchGap andResearch Questions

There is a lack of understandin§the role of networks iknowledge transfer among
tourism businesses from the perspectiS8®Es that potentially contributes to
innovationand learningn tourismfirms. By responding to this gaghis researcladds
to the callfrom Thomas et al(2011)to incorporate th&ey concept of networks from
the general management literature into tourism research. Moreover, there is an
advanced understandingf how structural social capitalfacilitates access to
knowledge. Howeer, the operation and managemenSMEDnetworks mayprovide
information as tohow relational and cognitivesocial capital enable&knowledge
transfer above and beyond the structural comporfamthermore, while tourism
network researchetsaveplaced #&entionon investigaing pre-defined activitybased
whole network casesthere has beem lack of researchidentifying the tourism
businessact or s & n ed fiom thkir pargpective, amd thudso in which

networks these actors engage and how they manage the activities therein.

Consequentlyin this project interorganisational knowledge transfer is investigated
through the lenses of SMEBom a network perspectivén doing so the research

tries to identify tle networksthat the SMEs engage wishthat areargued to be
importantknowledge transfer vehicldShaw and Williams2009p at a naturédased
tourism destination in Germanyhis study aims to provide a greater understanding of
how SMEs in tourism form and operate their businessvorés and generate
knowledge benefits. In this vein, knowledge that appears to be available fer inter
organisational knowledge transfer is explored. A further research objective is to
explore managerial and contextual factors that help to make this ldyavéevailable

for access and transfer within the networks. The research project examines the partner
choice and selection practices used, in order to shed light on the factors that underlie
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the network formation, regarding similarities and differences.eldhagr, the research

tries to establish how the emerging networks are managed and coordinated, with a
further examination of how these managerial factors enable the knowledge transfer.
Because of the complexity of networkBaggio et al 2010; Ritter et al., 2004;
Tremblay, 1998andthe various contexts (e.g. developed vs. undeveloped degntr
urban vs. rural destinationsectoral variation that influence network operation
(Thomas et al., 2011xontextual influences that enable lwmper thetransfer or
receipt of knowledgeare also investigated The following research questions guide

this work:

1 How aretourism businessetworksformedandoperate@
1 How do SMEs benefitfor learning andexchangeguurposesfrom building social
and business relationships
1 How are tourism businesgtworksmanagedr coordinate@
1 How are network management and operation influenced by the wider environment

of the network actors?

In order to explore these questipagnulttmethod qualitative study has been applied
underpinned by a subjective view reality and the underlying interpretive paradigm
Thereby the aim isto elucidate the perceptisif represetatives of tourism SMEs
and themeaning they ascribe to their network operatsoomterviewsare conducted
complemented withthe necessarydaia to support theexplorative andinductive
analysis of the emerging networks and their operatlanorder to identify the
networks SMEs engage with, a network sampling approach is applieghich a
gatekeeper determines the network horizbhe networkperspectiveis applied to

investigate what networks are formedoperated and manage@&d how the



relationships impact the acr or gani s atsisucim ad netwodbased me

learning or innovation.

1.1.2 Contributions of the Study

The theoreticaland manageriatontributions addup to an understanding othe
knowledgebased benefitderived from destinatichased tourism business networks
The focus of the study is on the knowledge available in these networkthend
network management practicestlrenableknowledge transfer. The thesis addresses
calls for a greater understanding of knowledge transfer in tourishmetworks as
knowledge transfer vehidgof coordination and management practices, @frfdrther
contextual influences that add tcetbomplexity of network research aatboto the
issueof the comparison of tourism network¥he thesigrovidesempirical evidence
that focuses onthe understanding that tourism business network researth
knowledge transfeshould not only be based aretwork structure and diffusion
practices, but should also include the meaning and values that tourism businesses
attach to their network practicel. thereforereveals thatcognitive and relational

social capital behaviowontributego knowledge transt activities

The research projedtirther contributs to the qualitative investigation of networks
(Hoang and Antoncic2003, Jack et gl 2008, Shaw 1999) albeit by applying a
network snowball samplingnethodinstead of a prelefined network casstudy,
which providesa realistic picture of the prevalent networks gbaaticular tourism
destination and the meaningidavalue tourism businessanagers ascribe to their

networks.



In terms of managerial perspecti@MOs areprovided witha qualitativeexploration

of destinatiorbasedtourism businessetworks and coordinationThe study provides
an understandingf the relatonships among business networR$is mayhelp to
offer a better understandingf how DMOs/RTOs can govern their destination
(sub)networks and diffuse knowledgeore efficiently(Baggio et al., 2010in that
theyiden i fy t he .Naoreevewtber eknpirica évidence givepathway to
enhance DM®& s u,cwhiehsis dependent on a collaborative environment
(Bornhorst et al., 2010Moreover, policy makers may find these findings ahlein
enabling thento understand ways which they cansupportstrategic and activity

basedetworksmore efficiently(Thomas et al., 2011)

1.2 The Organisationof the Thesis
The thesicomprisesight chapters, starting with an introduction (Chaptdallpwed
by aliterature review (Chapter 2jhe research desigand methods (Chapter 3jour

analysis baptes (Chaptes 4, 5, 6 and 7)andaconclusion (Chapter 8).

The foundation othe thesiss the literature that informed the researtheliteratu re
review in Chapter 2 is dedicated to reviewinthe three bodies of knowledge brought
together in this research: the knowledgesed motives of SMEs, interganisational
knowledge transfer, and netwarkom a social capital perspective. Section 2.2tstar
by reviewing he knowledgébasedview of SMEs, which informs the focus of this
study, namely knowledge transfer among SMHsis sectionreviews the different
concepts anthenature of knowledge arttie knowledgebased motives of SMEand
reviews theresearch on knowledge transésapplied to SMESs in tourisnsection 2.3
continuesby reviewing interorganisational knowledge transfer, its suggested-inter

organisational antecedentand the conditions that facilitate knowledge transfer
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drawing on the general management literature. Thesdasion of this chaptegection
2.4, reviews the network concept, its perspectivéiseoretical approacheso
presentingnetwork research in the general management literaaud the SME
networks tha are discussed ithe context oftourism. It further focuses on the
componentof social capitaland howresearchon tourism networks informthese

components.

The aim ofChapter 3is to provide a comprehensive overview of tegearch design

and methods applied to the present study. begins with an explanation othe
underlying philosophical perspectivevhich is founded ona subjective view of
reality. It further describes the muitiethod qualitative strategyf this projectand the
gualitative inteview method used to generdtee datg which is complementedy
further collected dataNext, Section 3.3 explains why the research is situated in the
naturebased tourism destinationf MecklenburgWestern Pomerania (MWP) in
North-East Germany that is us@sthe network boundary. The actual field work and
data generation and collectigourneyis comprehensively described in Section 3.4,
which is followed bya detaiked description ofhe data analysis process in Section 3.5.
This strategy allowdor an indepth and realistic investigation of thmderlying
influences angrovidesreasons why and how firms choose their networks and how
they managethese networks to enable knowledge to be made available and

transferred.

The findings of the thesis are split into four chapt@isapter 4 is dedicated to the
emergingdirst-or der n eftthive ogaték@epera network of four horizontal
competitive organisations managed by a coordinator. Thapter discloss the

knowledge hat is availablen the network, knowledgéhat benefi the individual
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actors,the managerial factors that influence the knowledge transfer among the, actors
and an interesting new pertepdosdt i 8@l eon
generating netwl-based outcomedhe subjecis therefore explored from a whele
network perspective thatot onlylooks atthe macreposition and its impact on the
individual actors but also netwotiased activitiesChapter 5 looks comprehensively

at theknowledge avalable in the &econdorder networka This is comprised athe
additional network relationshipsf each of the actsrfrom the firstorder network
These relationships encompass business networks as well as desbaatdnand
industry networks.Chapter 6 continuesthe analysiswith the managerial factors

that enable the knowledge these network relationship$he final analysishapter,
Chapter 7, is dedicated to thecontextual influences on network management,
referringt o t h e npersonaitiedthe cosrdinatds role anahe local factors

influencing network formation and management.

Finally, Chapter 8, the 6 Co n c |, is & summaiandreminder of what the study
aimed to achievggndwhy, and how the aims were addresdegdrovides a conclusion
and implications for theory and manageméitimately, imitationsare indicated and

suggestionsis tofurtherresearctopportunities are provided
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2 Knowledge-BasedView, SME Networks and Tourism

2.1 Introduction

The previous chapter imduced the research project and explained the research
background and objectives. This chapter introduces the main concepts that are used to
investigateinter-organisational knowledge transfd{T) amongsmall and medium

sized enterprise§SMES) achieved yengagement itourismbusiness networkd.his

is achieved by exploring the current literature on knowledge transfer,- inter
organisational relationships and networksr this purposesocial sciencelatabases

for businessand travel and tourisnavailable through the Nottingham University
eLibrary Gatewaywere exploredReviewessays, research agendasd authors that
coined particular research streamgere consulted The snowbalhg research
technique (Denyer et al., 2008; Greerlgh et al., 2005)was appliedto pursue
references of referencés repeated citation of relevant authors asdociatedtudies

and sourcesln particular, literature on general management and tourism literature,

f ocusi ngorgansatignal ktolke dge transferé6 and key
theory relevant for later discussion such as social capital, network management, and
the enabling and inhibiting conditions of knowledge transfer and netwueke
considered Thus, the organisational learningeliature for example was excluded
because it has not a direct bearing on the central purpose of thisBhedyterature

review consequentlyproduces a prenderstanding of the knowledgeotivated

business relationship activities from the perspectiv@MES in the tourism industry.

! Abi/Inform Global, Business Source Premier (EBSCOhost), Emerald, Google Scholar, Mintel,
University Nottingham Library Online Catalogue, Web of Knowledge (ISI), World Tourism
Organisation (UNWTO) Gateway
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For clarity (Thomas, 200Q)the European definitiorof SMEsis applied, by which
enterprises qualify as micro, small, or medigsired according toheadcount(of
employees),turnover or balance sheet tot@European Commission, 2003pas

illustrated inTable2-1.

Table 2-1: Definition of SME (European Commission, 2003)

Enterprise category Headcount Turnover or Balance sheet total

M edium-sized < 250 O 0 50 tO U 43 mill
Small <50 O 4 10 tO G4 10 mill
Micro <10 O 4 2 mioO G 2 milli

Tourism isdominated bySMEsthat makes them crucial to the competitiveness of the
destination SMEs face particulaissuesand pressure to remain competiti&asing

from globalisation(Cooper and Wahab, 2001 the knowledgdased economy,
knowledge as a resource, learning, the coordination of cooperation anehgiding
activities have all become crucial to achieving competitive advant&ge and
Appelman, 2001)NonethelessSMEs are constrained in theirlmmuse resources and
knowledge creationwhich typically limits their ability b respond effectiy to
competition(Stinchcombe, 1965 ourism SMEs engage less more informallyin
internal R&D activities, something that has been argweetbwer their absorptive
capability (AC) (Cooper 2006). Their adoption of research is low because¢hef
language barriers between academics and practitioners (Frechtling, 2004, Cooper,
2006). The lattewill consider applying research to practice only if they perceive it as
inexpensive and readily applicalfldjalager, 2002)Simultaneously, competitiveness

can be achieved at a local level in that SMEs engage in cooperation and flexible
networks so as to take part in innovative endeavours and generate joint tourism

experiencegSmeral, 1998)Thus, SMEs tend to leverage knowledge and skills from
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external resorces through network ties, relationships and interacti@men etal.,

2006; Novelli et al., 2006; Thorpe et al., 2005)

Shaw and William (2009) highlight the importanmfenetworks as KT vehicles. From

a knowledgebased view, intefirm networks are distinguished based on their
activities in acquiring and accessing knowledge from partners. While firms acquire
new knowledge by exploring knowledge similar to what they dirgmssess so as to

add it to their knowledge stock, they access diverse knowledge to complement
existing knowledge and retain their distinctiveness (Grant and Badéar, 2004).

The general management literature suggtss successful intesrganistional KT
depends on botthese types dadibsorptive capacitycf. EasterbySmith et al, 2008 for

a review).That said, the acquisition of external knowledge is a process of the potential
AC (Zahra and George, 2008t the accessing of external knowledge is enabled by a
firmds s dAdieraahd Keanp2D02;drkpen and Tsang, 2005; Nahapiet and
Ghoshal, 1998)Tourism businesseslue peer networkdetweenpeople workng in

the same field more than consulties or change agents (Cooper 2006).
Consequently, in this thesis, the social network theory, in particular the concept of
social capital, will be reviewed from the perspective of the general management
literature and its application to networks and KTtourism. This chapter will provide

a basis for the subsequent empirical chapters on some of the mechanisms behind the
operation of t o uandihewbushdss&retvorks aré managed swhich

enable KT among these relationships.

The literature relew will then address the knowledpased motives of firms, in
particular SMEs in tourism, intarganisational KT and AC, as well as the network

perspective, so as to investigate tourism with the aid of social capital theory as the
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mediating factor in KTamong networks. First, Sectiéh2 provides an overview of

the different concepts of knowledge and its characteristics, useful for informing the
different KT activities. Then, the concept of knowledygetivated activities and inter
organisational KT used by SMEs in tourism is outlined. tN8rction2.3is dedicated

to interorganisational antecedents and facilitating conditions for KT. It also reviews

the microefoundations of potential/outwaldoking absorptive capacity, thus the
interaction and characteristics that ai d
discusses network perspectives and their inpad as KT vehicles for tourism. It

reviews the social capital dimensions that help to explain why businesses engage in
networks. Finally, network management through-eaforcement or a coordinator, in

particular a local tourism organisation, is addrdsse

2.2 The KnowledgeBased Economy

The new knowledgéased economy has developed from the idea that knowledge and
information are sources of wealth and are directly important for economic growth
(OECD, 1996) Knowledge is considered the main souodeinnovation andthus
competitive advantagelhe piority has shifted to kowledgeas aresource over
resourcessuch as labour, capital and la{®rucke, 1993) These kowledge
resources are the reservaifsany organisation and therefore managers must focus on
the creation and exploitation of knowledge through the acquisition, dissemination,
retention and application of knowled@donaka et al., 2000; Spender, 1996, pia8)
order to achieve competitive advantage through learning and innoy@tdren and

Levinthal, 1990)
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2.2.1 The Concept of Knowledge

The term knowledge has been rediscovered in the knowledge dgbatging from

the knowledgébased economylt has been aclowledged that theransfer of
knowledge within and between organisations is crucial to achieving the
abovementioned competitive advantg@egote and Ingram, 2000)lo understand

this resource thas being transferred is important to clarifythe notion of knowledge

as well as the process of knowledff&chendel, 1996; Spender and Grant, 1996;
Spender, 1996)Consequentlydifferent knowledge concepts adbiscussedin the
literature (Beijerse, 199; Grover and Davenport, 2001t is said that the tersn
information and kowledgeare often used interchangeablipavenport and Prusak,
1998; Ghaziri and Awad, 2005Knowledge is neither information nor data but is
related to both. Dateonsist ofhard facts, which are described asistured records of
transactio and can be stored in technology systems. Data management can be
evaluated for cost, spd and capacity but it can be meaningl@avenport and
Prusak, 1998¥i 1| nf or mati on i s data end@®meerinwi t h r
Davenport and Prusak, 1998, p.Riformation is a message, which is put on record in
the form of a documenbr an audible or visible communication. The information is
passed from the sender to the receiver. Information is data transfornteelauding

of value,so that itgains meaning. Data can be contextualised, categorised, calculated,
corrected and condensed in ortleat it becoms information(Davenport and Prusak,

1999.

Knowl edge, on t he odpdtiécy reldti@nal,d dynamicsandii c o n't
h uma ni(Naondka ét al., 2000, p.-2)Davenport and Prusak (1998) define

k nowl e dadgled maxsof framed experience, values, contextual information and
expert insight that provides a framework for evaluating and incorporating new
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experiences and informato n . It originates and is appl
(p.5) Nonaka(1994) states thdinformation is a flow of messages, while knowledge

is created and organized by the very flow of information, anchored on the
commi t ment and b e(p.15@) il thad thesehumans traodfodme r 0
informaion through comparison, consequences, connectindgonversationAlavi

and Leidner(2001)suggest that these three termsnmarbe distinguiséd by content,

structure, accuracy or utility, but rather knowledge is personalised information, which

is possessed in the midf individuals.Yet the focus of knowledge management

knowledge rather than data or informat{@eesley and Cooper, 2008)

Probablythe mostcited knowledge classification is the two dimensions of knowledge
in organsations, rooted in Paln y (1966)theory of tacit knowledgewhich isbest
demonstrated bthe followingst at e ment : AWe can Kk(pdw mor e
Tacit knowledge is embedded tine human bran and is difficult to expresgGrover

and Davenport, 2001)t can be seen as intellectual capital or physical capabilities and
skills, learnt fom domainrspecific knowledgehat is mainly possessed by frdimte

staff (Hallin and Marnburg, 2008)According to Baumard(1999) f[ é ]tacit
knowledge is a reservoir of wisdom that the firm strives either to atewr to
mai ntain if it (p.28) Humc ebal(2002refar tamit as &dft ipasts O
of the corporate knowledge base, found tine human and cultural aspects of
businesses and e experiences of employeéds. contrast explicit knowledge can
easily be codified (Grover and Davenport, 2001) and is systeamticell aseasily
transmitted between individuals the form of languagé€Stacey, 2000)It is also
referredto as hard knowledgtnatexists in various places and formats. Thus, it can be
found in documents, databases, files and customer directoriepi¢Hét al., 2002,
Cooper,2006).
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2.2.2 Characteristics of Knowledge

Grant(1996b)suggests that knowledge that creates value is characterised according to
its transferability, its capacity to be aggregatedd @ts appropriability. Firstly,

Oknowing aboutd is explicit knowl edge

public good asiiseasi |l y transferable and accessi

more complex, and if it is not codified it is only accessilriid &ransferable through
experience and observation. Secondly, common language facilitates the absorption
and aggregation of explicit knowledge; however, capabilities and attitudes are
contextrelated and specific and thus difficult to accumulate. Thirkiipwledge can

have a relatively low level of appropriability due to its tacitness, which makes it
difficult to evaluate, and its explicitness, which means that it is easily made public and
imitated with uncontrollable valuable returnacit knowledge mowe more slowly
across organisational boundarissmore costlyhancodified knowledgeandrequires

particular motivation andnactive stanc¢Grant, 1996h)

According to Kogut and Zarmd (1992) three dimensionare usefulfor determining

the degree of explicitnesswhich affects the transferability and limitability:
codificability, teachability and complexity which were operationalised by Chua
(2001) to measure the richness of media used to transfer knowledge. First,
codificability is the ability to formulate knowledge into rules that asiculated in
documentghroughwords This knowledge can be essentfal,example in blueprints,

or procedural, for example instructionsfor carrying out a taskSecond, éachability

is theability to teach knowledgt another personVhile explicit knowledge can be
distributed and communicated, tacit knowledge needs to be experienced andtis lear
through interaction. Third,anplexityrefers to thenterrelating operations araitical
elements of knowledge neededperforma given taskOn the one hand, the more

19

h

b



explicit the knowledge, the less complex and thus easier it is to codify and @ach
the other hand, the more tacit the knowledge, the more complex and difficult it is to
codify and teach{Chua, 2001)Patriota (2004) introduces a way to operationalise
tacit knowledge in order to study knowledge systems in organisations and suggests a
threelens framework encompassing time, breakdowns and narraficesrdng to
Patriotta (2004) knowledge is a) patbpendent and recedes in history, b) using
knowledge becomes a habit as well as c) relates to experiences. Thetwfore, t
empirical investigationshould focuson discontinuities in timejn action and of
experigices.In an attempt to investigatacit and explicitKT in international joint
ventures, Dhanaraj et al(2004) used three dimesions to capturethe tacitness or
explicitness of information. Marketing knowhow, managerial techniques and
knowledgeof foreign cultureswvere identified asacit knowledgeExplicit knowledge

was measured using written knowledge gained in the area bhdegy and

management, and the transfer of procedural manuals (p.434).

A rigid separation of the two characteristics, however, is misleading. Thiypes of

knowledge are often considered mulyaéxclusive (Nonaka et al., 2000pr as
represenbns of extremes in a continuurgKoskinen, 2003)i nst e axistm§g @ c o
and intefpenetrating di mensi on s (Hlupt ettalhb 002 r oc e s
p.92) Externalised knowledge remna, to a certain extentacit as it depends on the

cognitive framework of the provider and how the receiver recognises and interprets

the transferred knowledg@dNooteboom, 2000)Beijerse(1999) states thatacit and

explicit knowledge are complementary and carbeseparated because of the relative
cognitve distance betweearganisationssharing knowledge. Thus, culturally and
cognitively close firms may find it easier #xchangetacit knowledge(Boschma,

2005) Blackler (1995) suggests that knowledge is mediateitijased, provisional,
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pragmatic, and contested. Therefore, he argues that the focus should shift from the
kind of knowledge that capitalism demands to the way knowing and doing is achieved

through systems.

2.2.3 Knowledge-Based Motives of Organisations

Theresourcebased theory of the firm, with its focus on the resources and capabilities

of firms, has shifted to thknowledgebased viewof thefirm, with the latterdescribed

as a fAsoci al community specializing 1in
transf er of (Kagu and &ahdee 4996, p.503h the knowledgéased

theory, emphasis is placed on the role of knowledge amdnieg (Grant, 1996h)
Success is not explained by the deployment and maximisation of value from resources
and capabilities but coordination, the role of organisational structure andenaeat,
decisionmaking roles and innovationk-irms grow through a recombination of
existing knowledgéKogut and Zander, 1996Frant (1996) views therganisatiores

a knowledgeantegrating institutionand emphasisei ndi vi dsialcrealing r ol e
knowledge through individual activitie$he organisatiol s r o Heployexsting o
knowledgefor product developmenand innovation(Grant, 1996h) Spender and
Nonaka (1996) view the organisation asa body of organisational knowledge
Accordingly, krowledge is held by individualgeams,organisations and society
According to Nonaka(1994) the knowledgecreating entity focuses on creating
knowledge stock, rather than on deploying, protecting or extracting edoe

existing knowledgéSpende and Scherer, 200.7Nonakaet al. (2000) highlighthat
Aknowl edge is created through the dynami
between individuals and their environments, rather than an individualopti@tes

al one i n &) Thaebne, organisatjop should be coordinated as ongoing
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alliances betweetheseindependent knowledgereating bodie¢Spender, 1996)ith

the capability to absbrknowledggNonaka et al., 2000)

Grant and Badefuller (2004) argue that organisations form relationships as vehicles

of learning that are explored for new knowledge, which is acquired and added to the
knowledge stock of the organisation. On the other h#rel; focus on a few core
competences and access complementary knowledge and capabilities that allow them
to remain distinctive and pursue their specialisktarch (1991) provides an
explanation of the »ploration and exploitation of different types ofexternal
knowledge for different purposesxisting knowledgeis exploited and new
knowledgeis exploredfor either learningMarch, 1991)or innovation(cf. Jansen et

al., 2006; Sorensen, 200Bxploitation describes the usage of existing knowledge to
refine, improve or extend the existing knowledge bEseloration, on the othdrand
describes experimentation with new alternatives dnel gathering of general
knowledgeto acqurie a different knowledge bagklarch 1991)If the aim is to create

value ty depl oying existing knowl edge t hen
exploited and applied to the existing products and services but if firms aim to increase
their knowledge stock, new knowledge is created by exploring uncommon knowledge
from parwledgerbasés, facilitated by the understanding of a joint task or
project(March, 1991; Spender, 1992jarch (1991) further argues thatprovemerd

in existing competencies limit experimentation with other alternatiesice, a

bal ance between exploitation and explorat

prosperity(Gupta et al., 2006; He and Wong, 2004; March, 1991)

Ultimately, the key to innovation and learning that add to competitiveness is effective

transfer and the ability to integrate and use kndgdgArgote and Ingram, 2000;
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Grant and Badedruller, 2004) In the contexbf thetourismsector,the real challenge

lies in KT (Cooper 2006). Kawledge stocks have undergone significant advainces

relation tothe reservation process, customer relationship managementi@&talsases

etc.(e.g. Hallin and Marnburg, 2008; Sigala, 2005) The ter m oO0knowl edg
often usedinterchangablywith the terns6 di ssemi nati ondé or Oext
to Beesleyand Coopef2008),dissemination isthei c o mmuni cati on of Kk
other® (p.55) while knowledge sharingg regarded as the most important stage in the

KT process(Laycock, 2006)KTi s fAwhen i nformation has b
incorporatedn t o t hexrsetengekdbewkedge structure
2008, p.55). KT occurs at various levéisb et ween i ndividual s, f
explicit sources, from individuals to groups, between groups, across groups, and from

the group to th® r g a n i (dlavi andolLeidner, 2001, p.119Gibsonet al (2007)
arguefurther that KT is a form of organisation&arning or transfer of best practice

and is thus encouraged bythe f i r md s absorptive dfoapacit

complementary knowledge

The creationand exchangef knowledge occurs within a complex social context.
Therefore, a majgpart oftransfering knowledge iknowing howto make knowledge
transferable in particular tacit knowledge. Knowledge cd® created through
conversion(Nonaka, 1994)by a continuous interplay between tacit and ecipli
knowledge (Beijerse, 1999, p.100)and throughthe interaction of individuals and
groups(Nonaka, 1991)Nonaka(1994)identifiesfour different modes of knowleg
conversion, exemplified ifrigure2-1. This canalsobe describedi [ @g a growing

spiral flow as knwledge moves through individual,@u p , and organizat

(Alavi and Leidner, 2001, p.116)
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Figure 2-1: Modes of Knowledge Creaion (Nonaka and Takeuchi, 1995)

The four different modes are socialisation, externalisation,
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internalisation.6 &ialisatiord facilitates the conversion of tacit to tacit knowledge,

whereby experience is exchanged and personal knowledge is dieategh faceo-

face meetings and dhejob training between individuals. Tacit knowledge is

60ext er nal iitkmuldlgetthoougkmutpal intecactione.g. in brainstorming

weretacit is articulated inteexplicit knowedge. In tourism, developers play a crucial

role in this process (Cooper, 2008he conversion of explicit to explicit knowledge

involves knowledged c o mb i nat i o medonfiguningof kngwledde ltheough

the sorting, adding, recategeimg and recorxtualising of existing knowledge.

Explicit

knowl edge
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through discussioor learnng through action that become organisational routines and

capabilities. @ganisationalknowledge creation is a dynamic interaction between

these four conversion modes and knowledgeightaansfornmed from theindividual to

the collective level(Nonaka, 194), to the organisationadnd finally to the inter-
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organisatioal level. However, Desouza and Awazu (2006) distingulsttween
creation modeselatedto SMEs and large organisaterespectively. They emphasise
socialisation in SMEs becaysm thesefirms, the manager acts as knowledge
repositoy, thus knowledge is only internalised when communicated from the manager

to the employees.

Social communitiesprovide a diversity of knowledge and specialism through
distinctive core competencies that gexter a variety anda differentiation of
knowledge(Kogut, 2000) However, mere knowledge creation and transfer does not
lead b competitive advantage btequiresa coordinating mechanism to suppdine
processand integrate individuad s peci al i(Grant, 1096b; Kdget,d2008)
According to Grant (1996), knowledge integration is hindered or enabled by common
knowledge structures, the organisational structure and the boundary of the
organisation. @mmon knowledge structiseamong the shamg entitiesfacilitate
knowledge sharingand transferacross thie boundaries, what are otherwise
characterised by diverse specialisatioBencomitantly, a certaiamountof similar
knowledge or making knowledge soménat common to all organisational megng

is importantin knowledge integratioSpender, 1996)n turn,identification with the
organisationproves valuable for an environmtenf communicationand learning
(Kogut, 2000)and reduces opportunistic behavio(@foss, 1996) Identification is
generatedhrough a set of principles and rutbsitcoordinaé behaviour and decision
making and the creation of values and converging expectfiéagut and Zander,
1996) Yet these approaches to capture organisational knowledge overlook the
knowledge that is embedded in human networks (Cross et al., 2606d8asingly,
knowledge processes are being perceivedfueelamentally human and social
processegBrass et al., 2004)
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Knowledge is embedded in individuals and technology. Whereas a cognitive network
model focusson information technologyIT) and informatiorsharing initiatives, the
commurity network model emphasiseghe human interaction and sense making
through interactive knowledge shari(@®wan et al., 1999According to Alvessomnd
Karreman(2001) a soft view ofknowledge managememmphasisesoth social
interaction and managal coordinationthat addto a sharing environment and foster

the sharingof ideas among a communit@ross et al(2001)highlight thatfit requires
attending to the often idiosyncratic ways that people seek out knowledge, learn from
and solve problems with other people in organizations( p . 101) rat her
impersonal information sourceg\ccordingly, grategic knowledge -creatingnd
sharing benefits are generated throsghior management networks, communities of
practice and collaborations. Communities of practice is i g of peopte who share

a concern or a passion for something theyadd learn how to do it better as they
interact regularly (Wenger, 1998) In particular, his group are practitioners with
established active relationships who share a similar domain of inferesthich
members develop a sense of belonging and ide(itiave and Wenger, 1991)
Collaborative initiatives across organisations can take various forms such as alliances

or joint ventures.

The focus of thisstudy is on thecommunity network model that is thougtd
elucidate the reality of networking rather than the virtual reality in the context of
tourism, which consist of many microand smallorganisation often not equipped

with IT.
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2.2.4 Knowledge Transfer, SMEs and Tourism

The knowledgebased view informs the investigation in the literature of the innovation

and learning environment of SMEs that are dependent ondrganisational KT.

There is evidence that service SMEs gain and accumulate their knowl&dgenty

than larger organisation(@homas, 2000; Zanjani et al., 2008&) SMEs in diffeent
industries (for example the manufacturi ng
i nnovations® i n(Shavh and Widiame,i 201€)innsvatiors dhat

underlie the conceptualisation of ir@nganisational KT.

2.2.4.1 Knowledge Transfer Mechanisms

It is argued that SMEs hardly ever create knowledge interraibyagdess than other

firms in in-house R&D or tend to carry itout informally (Hjalager, 2010; Muscio,

2007; Nooteboom, 1994)n addition, tourism/service SMEs rarely access research
(Beesley and Cooper, 2008; Cooper, 2008fhough burism stakeholders are
corstantly searching fouseful and advanced informatiothey face difficultiesin
accesmg the information and appiyg it to the existing knowledge bag€ooper et

al., 2006; Richards and Cars@®06) Academic publications are read predominantly

by educators, trainers and consultants; a low level of access is observed among the
managers and marketing/sales representatives of hotel and tourism businesses
(Frechtling, 2004) Tourism practitioners prefer to access sources from suppliers and
newslettergXiao and Smith, 2010)¥rechtling (2004) suggests that the -oveey flow

from researchers to practitioners is inefficient in terms of absorption by practitioners
because of the | atterds | ack of motivatio
the lack of motivation is aesponse to the lack of absorptive capacity and the different
languages researchers and practitioners speak. Research needs to be codified first, to

be made readily available for the tourism indus{Gooper et al., 2006)and
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transferred through practitiontargeted communicatior(Xiao and Smith, 2007)
Hence, knwledge use is proposed to be higher in commuatyed tourism
knowledge networkg(Xiao and Smith, 2007)A collaborative tourism research
network builds upon an understanding of a destination as a network of different
tourism stakeholders and value chains, and the acknowledgement of their different
needs andvalues that shape their relevabtisinessobjectives (Beesley, 2004)
Transfer mechanissthat are aimed atimulaing innovation need to be identified

according ¢ thetargeted or involvedrganisationgTremblay and Sheldon, 2000)

Hjalager(2002)proposes a model for the successful transfer of knowledge to tourism.
This KT system includes four channels: (a) a trade system by which filtered research
is transferred through trade associationsa(t®chnology system by which knowledge
comes along with technology, e.g. information communication technology, (c) an
infrastructure system that enables access to knowledge as-effsitteof managing
natural and cultural resources and public goods, dhda(regulation system that
transfers knowledge in the course of implementing mandatory regulations. In
particular, the technology system seems the most common innovative source in the
hotel sector through collaboration with suppli@galager, 2010; OrfileBintes et al.,

2005) Sheldon(1997) highlights the important role of tourism organisations and
associations in distributing knowledge and coordinaingwledge sharing among
tourism actorsAccording to the empirical investigation of KT in the attraction sector,
carried out by Weidenfeldtel. (2010) these four channels proposed by Hjalager
(2002) were the least common source, albeit perceived as useful knowledge vehicles.
There is, though, little evidence of the effectiveness or generated learning outcomes of

these knowledge ¥cles (Shaw and Williams, 2009)As will be discussed later in
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Section2.4.4 the tourism associations and destination organisations are considered to

be facilitators of the brokering of local tourism mess networks.

2.2.4.2 Inter-Organisational Knowledge Transfer

According to Argote and Ingrart2000) organisational knowledge is embedded as
reservoirs in people, tools and tasi&MEs are argued tdenefit from common
knowledge among their social community, which remains tacitly available, in
particul ar as manager s Coopeg 2@08; iDesouzd and |
Awazu, 2006) Hjalager (2002), however, argues that in tourism people rarely feature
as repositories of knowledge because of the tendency to provide little relevant
industrybased training and educatforihe high turnover, and shegrm contracts.
Nonethegss, the service employees and filome staff possess and accumulate work
related and domaispecific knowledg€Enz et al., 2006; Hallin and Marnburg, 2008)
generating industrgpecific knowledge, which adds to the unconscious or tacit

knowledge stock of the organisation.

Whereas frontine staff tends to share operational knowledge, managers share
straegic knowledge about the external environment (ggvernment policies,
competitorsand customerrelated knowledge]Chen et al., 2006; Yang dnwan,
2004) In SMEs, managers and entrepreneurs in particular are valued for their
knowledge and ability to absorb market knowledge and techndlbiggrpe et al.,
2005) This, however, depends on the characteristics aotives of the business

owner as two types of business managers have been identified in t¢Ghsnv,

2 Training provision varies across countries, e.g. the UK, USA and Germany. Germany, the context of
this study, has a broad, relevant and standardised vocational and educational training system, in
particular for young people and in terms of further quadiiions for higher managefsnegold, D.,
Wagner, K., & Mason, G. 2000. National skilleation systems and career paths for service workers:
Hotels in the Wited States, Germany and the United Kingddnternational Journal of Human
Resource Managemeritl(3): 497516.
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2004) Albeit they possess the ability to identify and exploit opportunities
(Schumpeter, 1934) hey do so with different motive
characterised by neeconomic motives andupsues personal interests and lifestyle
(Ateljevic and Doorne, 2000; Shaw and Williams, 199Bhilar to small business

owner who pursue primarily personal goals for securing imd@arland et al., 1984)

On the ot her -ohaedtedbestnepseneur sb ar e
business growth. While the businestented entrepreneurs are recognised for the

crucial part they play in inn@tion, the lifestyle entrepreneurs are characterised as
developingfrom leadusers to firstusers to firsimovers in some tourism sectors, in
particular the attraction and adventure se@Raters et al., 2009Accordingly, these

distinct motives behind the management ofE2Mend to influence the ability to value

external knowledge sources and apply them for growth purposes, and also the type of

knowledge being valued and exploited.

Cooper (2008) estimated that 80% of the knowledge in SMEs is of a tacit nature, only
10% to 20% of which is transferred. The generally low willingness to share
knowledge is argued to be based offiear of losing valuable core competems
(Zanjani et al., 2009)This behaviour is affected by the characteristics of tourism
enterprises and their intgible services that are poorly protected and thus easily
imitable (Hjalager 2002). This encourages a high level of learning by observation,
imitation and demonstratio(Hall and Williams, 2008; Weidenfeld et al., 2010)
Scanning the industrgpecific environmentand gathering competitive intelligence
predominantly encompasses the diresktanvironment that is perceived to be more
valuable than the general environméxa et al., 2003)The activities of scanning the
direct environment, on the other hand, make business owelexgtant to transfer
knowledge to competitor€Chen et al., 2006)Ultimately, these conditions increase
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the value of tacit knowledge for the competitive advantzgée tourism industry as

they make it complex, and difficult to codify, teach, and thus to imitate.

There is consensus that SMEs instead approach their social networks of peers to
access advice and relevant information, signalling that there is aitreistironment

for KT (Chen et al., 2006; Cooper, 2006; Kelliher et al., 2009; Thomas, .20h2h

et al. (2006) provide evidence thaSMEs value inter-organisabnal KT with
customers and suppliers, friends or counterparts, particularly for exchangergal
knowledg about customers. As indicated above, SMEs tend to exploit external
knowledge because of a lack of internal resources with which to create kgewled
(Desouza and Awazu, 2006} because of the lack of evidence of entrepreneurially
driven stadups based on innovatiofshaw and Williams, 19983s people pursue
lifestyle rather than economic entrepreneursfifjalager, 2002) Knowledge is
exploited in particular to respond to niche marKé&tsomas, 20009r consumer needs
(Shaw and Williams, 2010Q)and is primarily driven by economic séiterest
(Hjalager, 1997)r in response to relevaptroblems and objectiveCooper et al.,

2006)

While intraorganisational KT in tourism has received some atter{tt@mg, 2007a;

Yang, 2007b) interorganisational KT is still underesearchedShaw and Williams,
2009)and the research that exists mainly deals with international hospitality firms or
global hotel networks. Researchers have investigated the learning opportunities of
hotel agglomerations, gained through the transfer of knowledge, and the effects of

| ocal operating experience (Baumana Ingrami el 6 s
1998; Hallin and Marnburg, 2008; Ingram and Baum, 198}l the inefficiency of

communication channels in lofdistance multinational corporations for the transfer
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of tacit knowledge that requires close and effortless relation§Ripdriguez, 2002)
Inter-organisationaKT is facilitated when organisations belong to the same parent,
franchise affiliation or chairfArgote et al., 2003)whereasKT across independent
organisatios remains challenging because network members differ in their
motivations, goals and strategies for learning from counter@idaisiel, 1991)Most

of the organisations involved in tourism are small and micro busingsisaw, 2004)

and these typesalie received greater research attention than SiHBsaw and
Williams, 2010) Generally, it is said that SMEs have less capacity to absorb external
knowledge(Cohen and Levinthal, 1990; Cooper, 2Q0&)d therefore gaining greater
insight into these actors and their relationships may provide further understanding of

how they operate in their networks, including their KT activities.

Hislop et al (1997) dstinguish betweenintrafirm sharing and intefirm
dissemination and the nature of knowledge therein, which is an effective approach for
explaining knowledge stocks and flows in geographically based tourism networks
(Cooper, 2008)The knowledge that isreated and shared-house at the micrtevel

is predominantly know-how and is relevant to the business as it satisfie
organi sational needs. TFshiidse 61 sk nroevfl erdrgesd
sharing and combining new knowledge for learning and innovagiorposes
(McElroy, 2000) This knowledge is redominantly shared through socialisation and
interaction (Desouza and Awazu, 2006and should be kept withirorganisational
boundariesbecause of théncreasingimportance of strategic asseiad sources of
competitive advantag@irgote and Ingram, 2000; Malmberg and Magk2002) At

the macrdevel, on the other handknowledge, which is transferred around the
network, tends to beodified and made explicifHislop et al., 1997) This inter
organisationally available knowledge is referred tosapplyside driven namely
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sharing in responseto particular knowledge requirement@VicElroy, 2000)
Consequently, #house knowledge needs to be articulated and made explicit if it is to
be transferred around the s oCooparl 2008,us i n e s

Hislop et al., 1997and made available for exploitation.

Instead of creating knowledge-iouse, SMEs exploit and explore the knowledge
stock of other businesses and apply these external complementary or uncommon
knowledge sources. The exploitat of knowledgeis particularly evident in the
tourism industry through the predominance of incremental innovdtialager,

2010) Major or disruptive innovation may (rarely) occur through the implé¢atiem

of new business model@Hjalager, 1997)or it can be adopted from suppliers
(Hjalager, 2002) While learning is facilitated if partners have similar knowledge
bases, found in competitive relationships (Lane and Lubatkin, 1998), complementary
knowledge that adds to the ex$gon of products and services but keeps them distinct
from those of partners is found in cooperative relations (Grant and Haden,

2004). Nonetheless, the latter authors propose that, although firms learn through the
acquisition and absorptionofpan er sd knowl edge, they are |

alliances and networks to access knowle@@ant and Badefuller, 2004)

The tourism industry encompasses a variety of sectors, each with particular core
competences, e.g. accommodation, attractions or tourist services. William and Shaw
(2011)distinguish between intreectoral and intesectoral KT. Intrasectoral KT adds

to industryspecific knowledge and enables the transfer of best practices between
organisations from the same sector, sucHras hotel to hotel. Codified diverse
knowledge is transferred intgectorally in vertical value chains with suppliers, and

generates opportunities for coproduction and innovation as well as increasing general
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management knowledggWilliams and Shaw, 2011) Therefore, knowledge
exploration for learning purposes may be achieved by organisations within the same
sector, e.g. hotel chainsathdo not compete locally assimilating their knowledge
bases. Locally, businesses tend to exploit knowledge from distinct organisations, such
as heterogeneous and complementary firms, e.g. firms from the hotel and attraction

sectors.

The assumptions thaburism SMEs access knowledge in their social networks and
exploit knowledge that is relevant to their business are evidenckdzayand Lewin
(1998) who argue thathe majority of interorganisational learning in relationships is
exploitative in nature However, exploiting knowledge requires a facilitating
mechanism. From the knowledgased view, a facilitatingnechanism that is relevant

to tourism SMEs is KT, conceptualised as AC (Cooper, 2006), which is key to the
creation of a f (Voleds et & n201hsemll dpee distusseden
Section2.3. From the inteorganisational perspective, a facilitating mechanism is the
social capital derived from the interganisational relationships and networks a firm

builds, as will be discussed in Sectid4.

2.2.4.3 Knowledge Transfer Activities

Inter-organisational KT activities include a variety of interactisnbetween
organisations. Easterkymith et al. (2008) h i g h | traigiligt menfibers of the

reci pient y r mng agtivitiasn traesterring expariented personnel, and
providing documents, blueprints or hardware that embody the knowledge transferred

to the recipient yr mo ( pdifféréhtset ofactvitegim et al
particular among SMEssuch as attending exhibitions/congresses, seeking advice

from other organisations, working together with competitors, meetings with
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customes/supplies, benchmarking and complaint managemaémtimprove business
performance. Good social relations, mutual etmpaind common ground are the
bases for crosboundary knowledge creation, taking the importance of-tadace
interaction for knowledge dissemination into consideratiBynes et al., 2001)
Although organisations may establish an appropriate strategy to obtaimedequ
information,or hire knowhow from advisors or consultants, networking is a common
knowledgetransfer activity. Experiences and routines are best transferred in a close
relationship ad through facdo-face interactionsuch as training Qesouzaand
Awazu,2006).Thus,the use oformal or informal transfer activitieand interactions
affectsthe kind d& knowledge that is transferred.his has implications for inter
organisational retionships and network features, whichwill be exploredafter the

revie w of the | iterature on a firmbdéds AC

2.3 Knowledge Transfer and Absorptive Capabilities

To succeed i n today63MEsneethip develop capiibBest® n v i r on
transform resource@Barney, 1991y leveraging the knowledge and kntmw of
others through efficient KT.Shared knowledge needs tde absorbed by the
organisation, which then createslue by doing something differentUltimately,
successful KT occurs when knowledge used and consequenthew ideasare
developed thatontribute to competitivenegé&rgote and Ingram, 2000; Davenport
and Prusak, 1998) T hu s, a ari impomnadt sleteAntthant of succesdHfl.
Knowledge can be efficiently transformeadto learning and innovation outcomes
t hrough an or (Cahen and tLeviatimah 4990AL stated above,
capabilities are processes for using knowledge. Winter (2003) defines atgarab
capabilitya sa highlevel routine (or collection of routines) that, together with its

i mpl ement iowsgcorifeeppodon pan organizationds ma
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decision options for producing i gni fi cant out put(z991lp f a p
Capabilities are socially embedded in the organisation, historically determined and

tacit (Barney, 1991)and they are not trable and do not belong to single individuals

(Foss and Eriksen, 19939n contrast to knowledge management practiég€3s are

routines, which may be argued to be carried out informally.

According to Davenport and Prusgl998) for KT to take place, at least two actions

must occur: transmission and absorption. Knowledge must first be sent or presented to

the pdential recipient (transmissignbhen this information must be absorbed by the
organisation (absorptionDavenport and Prusak, 1998&)sing its ACs, a firmcan
accessxistingknowledge ad acquirenew, external knowledge. ThukT between
organisations is affected by théiC. The original definition of absorptive capacity is

A[t] he firmds abi | iinfoymatiorpassinglatedtgandiapplyittoh e v a
commer ci,adconednbg €anen and Levinth&l990, p.128) According to

Lane et al(2006) ACs area bundle of capabilities that the firmwidops over time by
accumulatingaknowledge base€some researchers have advanced the genéaiiliy

for-grantedconceptbof AC (Lane et al., 2002)

Zahra and Georg€00?2) distinguish betweemotential and realed AC. Potential
ACs arethe processes odicquring and assimilatig knowledge and realised\Cs are

the processes dfansfornming and exploiing new knowledge The first refers to the
inter-organisational level or the outwalabking absorptive capacitie€Cohen and
Levinthal, 1990)that aremoderated by activation triggers, such as internal crisis or
performance failureor environmental changesich as rapid technological changes
that encourage a firm to m@snd (Zahra and George, 200Z)odorova and Durisin

(2007) add the initial capabilityto value knowledgeand regard the ability to
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transformto bean alternative to the assimilation of knowledgeboth assimilation

and transformatiooreatesame changes in the acquired knowledge.

2.3.1 Inter-organisational Antecedents to Knowledge Transfer

The firm can improveits ability to identify, valueand assimilate (or explore)
knowledge from external sources by investiilg capabilitybuilding activities
(Fabrizio, 2009kuch as R&® investment and knowledge stogkohen and Levinthal

1990) employee skills(Vinding, 2006) in-house basic researdByer and Singh,

1998; Lane and Lubatkin, 1998)r external connection®©wenSmith and Powell,
2004;Powell et al., 1996)Generally,evidence of thesantecedents derivedmainly

from investigations of largerganisations or technologgtensive context§Easteby-

Smith et al., 2008; Lane et al., 2006hus, he most common proxfpr AC is R&D
investmentand paterg (Cohen and Levinthal, 1990althoughMeeu s e t(2004)l . 6 s
study does not confirm that R&D intensity affetéarning.Investigating SMEs that
invest less in R&D, carry out research informally and depend on external resources is

required to explain external knowledge transfer.

AC is argued to be pattlependen{Cohen and Levintia1990) and he ability to

value and acquire knowledges said tod e pend | argely on t he
knowledge stockand priorknowledge andexperienceglLane et al., 2001; Szulanski,

1996; Volberda et al., 2010; Zahra and George, 2002¢ availableknowledge,

which is mainly tacit in (tourism) SMEs, needs to be st¢Mmhaka and Von Krogh,

2009)or distributed throughout the organisatidenox and King, 2004 it is to add

to the firmbs knowledge capaci tinn.sizeOr gani
(Cooper, 2008br age(van Wijk et al., 2008have also been suggestadrelevant to

AC development with respect to an increasesbwledge base and routinesath
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facilitate knowledge sharing.dwever,firm size wasnot confirmedoy Mowery et al.

(1996) as enabling inteorganisational KT, although is positively related to intra
organisational KT bsauseit leads toa greater andhorediverse knowledge resource

base which in turn is an antecedent of the ability to absorb external knowledge
(Cohen and Levinthal, 1990) Thi s may al so apply to a fi

exists, the more experience and organisational knowledge it will accumulate.

Studies provide evidence thalative ACs and inteorganisational characteristics and
contexts are more relevant than R&RBsed activities for learning outcon(@&hanaraj

et al., 2004; Lane et al., 2006; Reagans and McEvily, 2808)innovationBenson

and Ziedonis, 2009Network characteristics have been argued to efice the level

of AC with regards internal knowledge creati@vlatusik and Heeley, 2005).ane

and Lubatkin(1998)use thenter-organisational context as the unit of analysis when
investigating AC, andargue that the ability to learn from a dyadic relationship
depends orthe relative characteristics of the organisational antecedents of the firms
involved. The learning dyad of student and teaclegrends orthree factors: (i) type

of new knowledge (knowwhat), (ii) similarity of organisatioal structure (know
how), and (iii) familiarity with the organisational problena the firms involved
(knowwhy). First, learning outcomes are explained by relatively similar basic
knowledge rather than by specialiseabwledge that enables the firm to value and
acquire knowwhat of the partner firm. Cohen and Levinthal (1998) argue thedad
and active organisational net work streng
capabilities and knowledgé&econd, inilarity of lower management formalisation
and research centralisation (ongeationalstructure) ancdf compensation praices
(management by motivation, usdd motivate the perfaomance of employees)
facilitate the comprehension of the external kdwaw of tre partner and therefore
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enable its assimilation. Third, similarity of dominant logic and thus experience in the
solving of similar types of problems, needs and concerns enables the knoewledge
acquiring firm to apply the newly acquired knowledge to commieetids(Lane and

Lubatkin, 1998)

Lane and Lubatkin (1998) explain their latter assumption using the example of firms
having similar types of &éddominant | ogicbo
or products in the R&D context. The more these preferences are candgheemore

easily external knowledge is applied. In the context of service/tourism SMEs or
networks based on marketing exchangleswever t he -doéosneirnvaincte | ogi
(Vargo and Lusch, 2004)ould explain the degree to which firms manage similar

types of knowledge from the external sources. Service provision involves service

laden premises as a result of which the created value is idiosyncratic, aahtext
experiential and meaniigaden ( Vargo and Lusch, 2004)
servicedominant logic rather unique and hampers the comparison of the student and

teacher firmsdéd preferences regarding how

Shaw et al(2011)highlight the employee dimension of serv@minant logic as the

operant resource used to-pmduce the tourism experienaldng with the cecreation

and interaction of actors and tourig&tamboulis and Skayannis, 2008)owever,

there is a lack of understanding of the ACs used to absorb knowledge derived from
co-production with customer$Shaw ¢ al., 2011)and with other tourism businesses.
Consequently, even if the student firm understands the externahkhatvand know

how of the teacher firmdéds resources, its
familiarity with the knowwhy of its exchange partn€kane and Lubatkin, 1998)n

addition to the relativabsorptive capacity theory, partrsgecific ACdevelops from
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particular relations with partners that enable the systematic identification of valuable
knowledge(Dyer and Singh, 1998 hese relations develop overlapping knowledge
bases, and frequent and intense interactions used forongnisational knowledge
exchange. On t he basi s oHow, kurtherwinforngal t h e
knowledgecreating activities can emerge. Therefointerfirm routines are inter
organisational antecedents to the development of paspsmific AC (Dyer and

Singh, 1998)

Volberda et al. (2010) suggegsttérorganisational antecedents to the process of
acquiring external knowledgerdm other organisations as being crucial to the
development of AC. Thereforepaal network researcimay clarify how KT vehicles

in networks enable sharing andmpact on learning (Volberda et al., 2010)
Transferring the findings of Ts#R002)to the interorganisational unit of analysis,

one may consider theelative importane ofvariouskinds of network organisatioras
antecedents of AQVolberda et al., 2010)Formal central network structures have
been found to be impediments to knowledge sharing among network members,
whereas informal lateral social interactions increase knowledge sharing, implying
increased A((Tsai, 2002) Thus, the coordination of a network, either centrally or
decentrally, and horizontg or vertically, may affect the knowledegsharing
efficiency. This leads to the question of how motivation and incentives can enhance
knowledge sharing among organisati¢vslberda et al., 2010AlthoughArgote and
Ingram (2000) suggest that human interactions are the key sourceavil&dge and

KT, individuals and their interaction is an undesearched area in determining how
individual s6 networ ki ng &\olbarda ettali, 2080ta f f e c t
the firm level. In the followng section,conditions of inteforganisational knowledge
transfer are reviewed.
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2.3.2 Conditions of Inter-organisational Knowledge Transfer

Both the communication process and information flow are seen as drivers of
organisational KT. The goal is to facilitate knowledge flsav as tomaximise KT

(Alavi and Leidner, 201). Holtshousg1998)suggests that a systematic approach to
thesharing of knowledge is cruci al Ain or d:i
e X pandedoThe( qgondibis8that facilitate theflow between knowledge

searcher and knowledge proviggrcompass infrastructure asolft mechanisms.

Inter-organisational KT requires consideration of the characteristics of the firms
involved, the nature of knowledge, and the imdEganisational dynamics
(Easterb¥sSmith et al., 2008)This allows firms to understand aspects of KT and how
to handle the knowledg&haw and Williams, 2009According to Easterb$mith et

al. (2008), the dynamics of KT include power relations, trust and rislctsteuand
mechanisms, ansbcial ties. Power imbalances cause difficulties in creating-fimter

KT capabilities(Mason and Leek, 2008However, power relations are usually found
in strategic networks, which involve organisations of different sizes from small to
large (Sydow, 1992) and may be explained by resource depend€Régffer and
Salancik, 1978pr t hrough the firmbés (structural
the network(Burt, 1980) Regional networks, on the other hand, eoastituted of
smaller organisations without a strategic focal organisai8ydow, 1992) and the

power dynamics seem less acute in this context.

Ladd and Ward2002) provide a review othe macroeconditions that déct inter
organisationaKT. Considering the tacit component of knowledge, some relational
channel thatletermines the frequency and depthimdéractive knowledge exchange

may facilitateKT (Dyer and Singh, 1998; Rulke et al., 200Bjequent interaction
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facilitates the transfer of trustful amdmplex knowledg€Chua, 2001; Grant, 1996b)

Van Wijk et al. (2008) suggest that close and active interaction for knowledge
exchange purposes facilitates the understanding of ambiguous knowledge, which
normally hampers knowledge acquisition and imitatitime understanding of external
knowledge is facilitated byastner gmilarity. Partner similarity refers teimilarity of
interests, background or education between individ(&iseida and Kogut, 1999;
Grant, 1996h) si mi |l arity of t h e (Beckerdands Knddsea,l s 6
2003) and inte-firm congruencyof interestscaused by congruency of individual and
organgational goalsSimilar interestdbetweenpartners and congruency of individual

and orgarsational goals enabléT (Ladd and Ward, 2002)

Moreover, source credibility and cooperation has been argued to leadeto in
organisational trust, which lessens the risk of -fiders among the knowledge
receivers, but increases the transferability of tacit knowle@ge et al., 2005;
Nahapiet and Ghoshal, 1998fommon knowledggGrant, 1996b; Reagans and
McEvily, 2003) or previous experience in the knowledge that is to be shared
(Lorenzoni and Lipparini, 1999acilitate KT among organisation3.he structure and
contextof the interorganisational exchange relations affect how knowledge redha
There is evidence that different formal structufidagedoorn and Narula, 199a&hd
network featuregBecker and Knudsen, 2003jfect the knowledge interaction and
flow. Thus, formal structures may be neededthe transferof significant knowledge
(EasterbySmith et al., 2008) yet a formal central network carather impede
knowledge sharingTsai, 2001) Bell and Zahee(2007) provide evidence that social
ties, in particular individualevel friendshipties spanning distant organisations,

facilitate knowledge flow among spatially distant network ties. Structure, and the

42



nature and quality of ties will now be discussed from a social capital perspective that

sheds light on the enabling factors of KT am@&MEs.

2.4 Networks, Social Capitahnd Inter-Organisational Relationships

Macpherson and Holf2007)posit thati t he e nt r dérpramdrthe availablet h e
social and business networks act as the mechanisms through which the accumulation
and application of k n o (p.lL7&)dTgeeprevioasssectionT e s |
have indicated that tourism SMEs engage in networks and relationships to exchange
advice, information and knowledge. They do so because of their overly tacit
knowledge stock but lack of ability to access research and actpghmology.
Therefore, social business networks have become crucial for exploiting knowledge

t hat adds to the innovativeness of or gar
tourism SMEsO networks, an under sovidendi ng
a foundation, allowing insights into the exchange mechanisms to be gained. Networks,
however, can be investigated from various perspectives, including those of the
individual actors and of the network. Various perspectives have been applied to
invesigate knowledge diffusion within tourism destinations, KT through the channel

of relationships, or the acquisition of knowledge from a network that is facilitated by a
certain position or structure. In tourism, businesses engage in different types of
netwaks and relationships in order to do business and coproduce their tourism
experience products, with different goals and effects. The kind of relationship that is
most useful for exploiting knowledge can be understood using social capital theory. In
order b generate social capital that enables KT, however, networks need to be
managed, and this network management varies according to the type of relationship.
Whereas some relationships are managed with certain capabilities, others are managed

by an external ddy that coordinates the exchange activities.
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2.4.1 Network Theory

From a knowledgdased view, the social community (organisation) iasbf
interrelated individualsgroupsor organisations of individuals.h€& social community

of an organisation is not simply made up of its internal ties among individuals, groups,
divisions or units but also its relationships with other organisations or actors outside
the firm. To understand theider social communitieBnpading on the creation and
transfer of knowledgeand the benefits to individualsgequires a consideration of
network theory. Child and Faukn€fi998) state that networks are particularly
important inthe knowledgebased economy because the ability to access and acquire
new knowledge for mduct and process innovatios crucial for sustainable
competitivenessAlso, the tourism industry is characterised as a fragmented and
geographically dispersed industry that relies on a network of social and business
relationships. It is the relationgts of these businesses that generate and deliver
tourism experience productéScott et al.,, 2008a) Thus, indvidual (tourism)
businesses cannot be seen as isolated but are influenced by the nature of their social

relationshipgBrass et al., 2004; Knoke and Kuklinski, 1991)

In order to investigate tourism business network relationships, the network
terminology and approaches to studying networks require some atteftiorsocial
network idea is rooted in sociology, and is definediaspecific set of linkags
among adefinedset of actors, with the additional property that the characteristics of
theselinkages as a whole may be used to interpret social behaviour of the actors
i nv o |(Mitehellp 1969, p.2) According to Knoke and KulansKil991) several
network contexts can be studied: taetors in relaonships (ties), the content of
relationships (boundary), or the form of relationships, providing insight into the nature
and patterns of the network. Hoang and Antor{2@03) suggest network content,
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network governance and network structure as critical elements to be defined in
researching entrepreneurial networks. @btors inrelationships refers to whah the
ability to form linkages with another actdknoke and Kuklinski, 1991) This
perspective can bmvestigated from different levels ohalysis, such as the inter
personal (people are actors), the irdrganisational (units or groups are actors) and

the interorganisational (organisations are actgBspss et al., 2004)

The content of a relationship defines the reason for the connection and as such
determines the boundaof the network(Knoke and Kuklinski, 1991)Reasons could
include friendship, business exchange, visftows, joint promotion etc...Network
content explains the media and channels through which actors access their resources
from other actors belonging to their network. The focus lies predominantly on the
actor accessing resources rather than the network accessing ¢dpialg and
Antoncic, 2003) The form of relationships represents the properties of the network
and how the actors are embeddin their network(Knoke and Kuklinski, 1991)
Network structure defines the pattern of direct or indirect ties and how these impact on
the retwork phenomenon(Hoang and Antoncic, 2003)Network governance
mechanisms are used to coordinate arahage networks. The masted perceived
mechanisms are trust and norms rather than legal contracts in managing efficient
network relationshipgDyer and Singh, 1998; Hoang and Antoncic, 2003; Jones et al.,
1997; Levin and Cross, 2004; Lorenzoni and Lipparini, 1988)s summary seems to
present a network perspective whereby theorg represented byindividuals
(entrepreneurs, managersesnployees), groups or units (organisasibdivisions) or
organisations, that possess a particular position witlemetwork that impacts upon

ot her actorsd out c o mrlatipnswithuotherdctodthrougic t or
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some form of exchange (e.g. information, resources, business or customer flows) that

can be managed and coordinated with distinct govermaechanisms.

2.4.1.1 Network Perspectives on InterOrganisational Knowledge Transfer

Social network analysis is useful in investigating the informational benefits that
largely derive from peopléBurt, 1992; Cross et al., 2001; Granovetter, 1978)
investigate networks, relevantodes (actors) need to be identified; then the
relationships between the nodes are studied in order to reveal how these nodes are
connected; finally, we must try to deduce the emerging nature, pattern and
mechanisms of these connectigiiéasserman and Faust, 199Researchers taking a
network perspctivefocuson the relatios among actors, either as explanattagtors

or as outcome of organisational processg®orgatti and Foster, 2003)These

decisions to do with the network investi
are | imited according t(Brassetag. a200diherasasar net

been growing attentionpaid to network theory sincethe mid-1980s by both
practitioners and academi¢€osta et al., 2008)However, ecent reviews othe

network theorycriticise thelack of consensusver what constitutes network theory
(Borgatti and Foster, 2003; cf. Brass et al., 2004; Galaskiewicz, 2007; Provan et al.,
2007) NonethelessGalaskiew cz (1 2007) suggests that fdfat
gives us a way to think about and analyse actors as they are embedded in social

relationshipswit ot her actors 14nd coll ectivitieso

Network boundaries can be set based on two main persgectither from the
individual view or the networkview (Provan et al., 2007Network researchers also
distinguish between the micro and maperspectivegWasserman and Galaskiewicz,

1994) The micrefocus concentrates on the individual actor and their impact and
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importance for others, and is mainly used to investigate dyadic relationships. The
macrafocus conglers the role of the actor and other networked actors for the whole
network (Johanson and Mattsson, 1988hother perspective is the egocentric versus
the wholenetwork perspectivéKilduff and Tsai, 2003; Provan et al., 2007Mhe
egocentric network focuses on one central actor and hisas, the saalled alters.

The whole network is defined &so | | thme ar mdie organizations connected in
ways that facilitate achievement of a common dgoglare often formally established

and governed and goal directed rather than occurrimg@gitously [...Jrelationships
among network members are primarily Aaerrarchical, and participants often have
substantiallb per at i n g (P@van a al.p 20970p.482Hlalinen and Tornros
(1998)distinguish betweethe acbr-network(egoalters) the dyadnetwork(a buyer

seller relationship)and the microretmacronet perspectigen investigatinginter-
organisational business networKeEhe actometwork perspective investigates the
network througla n  a c t o r dews gb thair sviden metwork. The dyatetwork
perspective involves a concrete business exchange and focuses on the dyadic
connections within the network. The micromeacronet perspective explains a
network of some activitpased members, which is embeddea wider (political or
institutional) network that exerts influence on the micrgftdlinen and Tornroos,
1998, p.193)Provan et al. (2007) suggest that the investigation of networks requires a
focus on the actor or network that is used as the input, as well as the outcomes to be
achieved by the organigan or the networkFigure 22 illustrates the perspectives

that can be used to investigate networks
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Figure 2-2: Typology of Inter-Organisational Network Research(Provan et al.,
2007, p.483)

' Outcome Focus

Individual Organisation Collectives of Organisations

Impact of organisations on

Organisational other organisations through

Impact of individual

0 " . .
= | variables L : organisations on a network
s dyadic interactions
s
2
Relational or
. network Impact of a network on Whole networks or
. individual organisations networklevel interactions
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While the whole network perspective is undesearched in the general organisational
management literatui@rovan et al., 2007 Ahmed (2012) reveals that most research

on tourism networks has taken a whoktwork approach, from either a single or
multiple network perspectivéy investigate the effect of network structure on network
knowledge diffusion(cf. Baggio and Cooper, 2010; Scott et al., 20a8tthe impact

of individual actors (behaviour or attitude) on their interaction and knowledge
exchange with other actofsf. Saxena, 2005; Tinsley and Lynch, 2007; Weidenfeld et
al., 2010) The social network theoryald usually explained the impact of the network

on individuals(Mitchell, 1969)but the management literature started to investigate the

i mpact of net wor ks on fir njfGuét ebalf 200(0nes s u
innovation or organisational learnindhuja, 2000) as well as channels through
which KT could be used toafn organisational benefitéKotabe et al., 2003)
Innovation and learning are organisational outcomes that tourism businesses can
achieve by engaging in networks with the objective of gaining access to knowledge
and resources (Mason et al. 2004). These resources can be found in a variety of
tourism networks.
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242 SME Networkso Formation in Tourism

The network perspective is particularly usefidr investigaing the complex
destinatiorbased tourism system of inteorganisational reteonships primarily
encompassing SMEs. At a destination, touriBrms are interconnected through

various links and networkgBaggio and Cooper, 2010partly local but also
geographically spread o(fremblay,1998) The degree of these linkages defities
destinasebniag oM interacti onasedcommdl s ugoc
by tourism netwrks rather than a fixeplace(Thrift, 1996) According to Morrison et

al. (2004), tourism networks aeefi s e t o f opferativenraldtignshipsobetween
appropriate organisational types and configurations, stimulating-arganisational

learning and knowledgexchange, and a sense of community and collective common
purpose that may result in qualitative and/or quantitative benefits of a business
activity, and/or community nature relative to building profitable and sustainable
touri sm dest i imtarfirmcalianaes tliap are oL Jefined by legal
contracts or ownership (market and hierarchy) provide an alternative way to access the

skill portfolios of firms (Grant, 1996a; Grant and BadEnller, 2®M4). These
autonomous economic entities cderpent each other for tourist distribution purposes

or in the generation of O6tourism experiert
developmen{Braun, 2005; Edvardsson et al., 2005; Tinsley and Lynch, 2001; Zehrer

and Raich, 2010)in addition, cooperative networks among smaller businesses add to

t ha dadlren i nnovationsdé of individual servi ¢
the supply chain and around consumer ng®dsSTA, 2007; Shaw and Williams,

2010) In particular, incremental product innovations are developed from the dwailab

(limited) complementary resources in locally embedded netw@itesel, 2003)
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Social business networks seem very valuable froemthpr act i ti oner sdé p
they predominantly seek advideom peers rather than consultants and service
provider networksas suggested by Lewf2002)and Zehrer and Raiq2010) Social

networks are primarily important during firm stagh (Lechner and Dowling, 2003)

but do not generate benefits for firm performaficechner et al., 2006)Yet, these

social ties increase the innovative behaviour of small fi{®mwaw, 1998) Shaw and

William (2009) suggest that strategic networks are particularly relevant for businesses
wishing to exploit external knowledge sources anceiage knowledgérom these
networks.Gulati et al.(2000)pr opose t hat strat eteaiegic net wc
alliances, joint venturesong-term buyersupplier pamerships, ané host of similar

tieso (p.20Bastihmg ameé dtomagt egically I mpc
strategicallianceis aficonstellation of agreements characterized bycttramitment

of two or more partner firms teeach a common ghaentailingthe pooling oftheir

resour ces a(hedce, 4992, ip.t9)Theseeretvorks provide firms with
necessary resources for their business strategy and objeBeeoegise of the common
knowledge held by the social coranities SMEs are made up of, strategic networks

are particularly valued for their &éduncomr
Moreover, highlevel networks such as interlocking directorships created through
alliance formation, in tourism, provide acset® tacit, albeit restricted, knowledge

sources that facilitate transfer through strong ties (Shaw and Williams, 2009).

Tremblay (1998) proposes three distinct kinds of industrial networketwbrks of

spatially distributedneighbouringfirms create an0i nnov at iirvteat they | i eu 0
share complementary assets, promoieovative initiatives and coordinate local

tourism suppliers. Verticalrchorizontal strategic alliances link larger interdependent
organisations through formal and informal communication channels, sharing
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marketing knowhow about the same target group. Horizontal networks (within and
across destination boundaries) share tmes technology base but serve different

markets(Tremblay, 1998)

Some authors precige distinguish between network typegrevalent in tourism

according to their functiorRelationships with suppliers, customers, competitors and
compl ementors produce added val ue for
conceptual i sed a(blalebuff and Brandemdurger, 1®&oueasem e t
(2007) suggestdour networktypes First, the production of a tourism experience is
facilitated by &édhorizont al compl ement ary
yrmsat the same production leveljch adpetweerhotels and entertainmeptoviders

or attractions these entities cooperate to produce joint products or marketing and
engage in information and social exchar{gehrer and Raich, 20105econd, the
distribution channeis likely to transformint@® ver t i c al di stribution
tourism firms and their distributors, for example the tourist boardsur operairs

Third, economies of scale can be achieve
relationsd bet ween ,snioshcommanly in the hotessectolb u s i n
(hotelchains)Fi nal | y, o6vert i catdifferem Ipvedof prodadion,t i ons 6
for distribution or resouk provision in the supply chaibgtween tourisnfirms and

their suppliers, for example craft or food suppliers; thase mainly built for
economic exchange reasons an-dow{ehnerame nef i t
Raich, 2010). In additiorBuonocoreand Metallo(2004) mentionthe local network

with multidimensional relationships among local actimsn the same or different

tourism sectors.
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The importance of networks among tourism businesses has gadnedsed attention

from tourism research in recent yeg@osta et al., 2008; Shaw and Williams, 2009)

There is stl a paucity of network research into tourism SME#sley andLynch,

2001) and their function as vehicles of KEhaw and Williams, 2009While each

network type is advantageous for a pautar function, beneficialand effective
information flowsdepend on ot her f o network as willtbbea n t he

looked at in the following sections.

2421 SMEs® Objectives and Network Benefits

The benefits of tourism business networks are many. Maores al. (2004) seized on

a suggestion made in a literature review by Lynch €2800)on three main types of

net work benefits that <contri butngtothis, a de ¢
network benefits are predominantly of a qualitative nature and are classified as
6exchange and |l earningé, Obusiness actiyv
business perspective, SMEs face challenges of resource scarcity in attemfutifilg to

their business objective@arringer and Harrison, 200(European Commission,

2004) Micro businesses usually pursue operational and -s#ront objectives while

small and mediursized enterprises are motivated to achieve strategic anddong
objectives(European Commission, 2004) The business services
to cooperate is predominantly to gain access to necessaryhHowwand kowledge,

with the aim of learning about new core competences, and discovering new market
opportunities and trends in consumer attitudes and den{Badspean Commission,

2004) which are exploited for incremental innovation (Hjalager, 2002hat all
relationshipbuilding endeavours have in common is that SMEs require some kind of
relational @apability to be willing to form partnerships, and build and maintain

networks(Dyer and Singh, 1998; Lorenzoni and Lipparini, 1998)addition to the
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AC to value external knowledge and benefit from netwmaked learningHughes et

al., 2014)

Morrison et al. (2004) conclude that tourism businésstworks generatinghe
greatest range dfenefitswere those that hadmbedded a system and a culture to
sustaininter-organisational learning and knowledgex ¢ h a n g e ¥et, thgre iad 1) .
lack of understanding of how these benefits arise (Tinsley and Lynch, 20@Ip
deeper awareness of these network formation and maintenance success factors is
required if we are to understand how to manage these networks to thetzegbge
(Morrison et al., 2004)n general, the processes through which tourism SMEs engage
in networks have received less attent{@raun, 2005) Bertelli (2011) found that
informal relational bonds rather than formal professional bonds generate mutual trus
and understanding that are strengthened through ongoing interaction and frequent
communication. These social and business relations from which benefits derive are
said to possess value and create value for the personal benefit of the individual actors
(Bourdieu, 1986; Burt, 1997dr collectively as a public goodColeman, 1988;
Putnam, 1995)Hence, he soft mechanism in the form of social capital senal

enable KT, in particular for SME networkBarNir and Smith, 2002; Chung et al.,
2000; Shaw, 1998; Spence et al., 200®)ich impacts upon their success and that of
the entrepreneurs themsel&izzi, 1997) and especially so in touris(iinsley and

Lynch, 2001)

2.4.3 Social Capital, Networks and Knowledge Transfer

Tourism networks are classifietcording toorganisational type, intesrganisational
formation formality, intensity, functions and aspiréd benefits (Morrison et al.,

2004, p.201) The benefits gained from access to knowledge in networks can be
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explained using the social capital theory, ihiet the role of network structure, the
nature of the ties and the quality of the ties indicate beneficial effiedtive
networking ancKT (Carmeli and Azeroual, 2009; Inkpen and Tsang, 2005; Nahapiet
and Ghoshal, 1998pocial capitaisdef i ned as At he sum of t
resources embedded within, available through, and derived from the network of
relationships possessed by anwndid u a | o r (Nahapeeti aad Ghasmai 1998,
p.243). Social apital theory explains the formation wéluableinter-organisational
relationshig that generatealue andadd tosocial capital behaviouHowever, these
relationships vary according tert wor k t ype, as this affect
to access and transfer knowled@dekpen and Tsang, 2005At an orgarsaional

level, social capital benefits includauperiornew busines®pportunities, reputatign
enhanced understanding of netiwarorms (Inkpen and Tsang, 2005yfiuence and

power, as well as solidarity, which reduces the need for coffdier and Kwon,

2002) Moreover, mobilising social capital grarmsvilegedaccess to increasing and

uncommon new knowledgéat, in turn, affects a firlhs o u {Adler mrel Kwon,

2002; Inkpen and Tsang, 2005; Nahapiet and Ghoshal, .1998)

2.4.3.1 The Nature of Network Ties Influencing Knowledge Transfer

Network structure has been central to the investigation of information distribution
(Adler and Kwon, 2002)which has focused on patterns of intencectiongBorgatti

and Foster, 2003)This dimension of social capital can be analybaded on the
nature of the ties (cooperative versus competitive), network stability (changes to
network members) and the configuration of network structure, such as density and
connectivity (Inkpen and Tsang, 2005FClosed netwds generate an environment
where trust and norms are easily built, enabling the exploitation of tacit specific

knowledge through d&ghter communication structurevhich promotesstronger as
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well faster information exchangasdjoint problem solvingColeman, 1988; Rowley,
1997; Uzzi, 1997)Actors in sparsenetworks have advantageouspportunitiesto
explore themost distinctiveand newesknowledge(Burt, 2000) In this respect¢lose
or sparsenetwork ties are conduitior the creaton of value throughthe optimal
exploitation of existing resources and capabilitiasd the exploration of new

opportunitiegMarch, 1991)

The tradeoff between trusbased knowledgandknowledgediversity can be resolved

by embedded networks claaterised by spatial proximitgnd central organisations
dedicated to information sharind@rass et al., 2004)Spatial proximity facilitates
inter-firm and interpersonal interaction that ver#f the information flow{iIngram and
Roberts, 200Q)and is particularly important where a high degree of tacit knowledge
needs to be transferrdBoschma, 2005; Maskell and Malmberg, 199pka and
Prescott(2002)criticise the different operationalisation of various constructs of social
capital across studies, such as connectivity, range, structural holes and centrality,
which has resulted in necomparable and conflicting outcomes. Thus, Audretsch and
Feldman(1996)argue that the closer a firm is to the knowledge source the better will
be its innovative performance. Empirical evidermry Sorensef2007)suggests that
tourism firms that seek to explore information for innovation purposes find this in
networks that are spatially distant, strong and sparse but economically and culturally
close. On the othdrand, weak dense ties that are spatially close but economically and
culturally distant generate exploitative information benefits. Yet, learning by
observation on the part of local firms also requires some cognitive proximity if the
firms are to absorb thiexternally acquired knowledgBoschma, 2005)as will be

discussed further below.
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In tourism researchhé structural investigation from the whaletwork perspective
provides insight into the diffusion practices and information flow among destination
based aganisationSaott et al., 2008b)The findings reveal that centrally organised
networks with close network structures demonstrate enhanced coordination and
diffusion compared to lesggionallystructured, loosenetworks among operators.
Moreover, the more industriaéd tourism regions demonstrate more cohesion in their
inter-organisational structures, and more decentralised clusters that are necessary for
producing integrated tourism experience products, than the rural regions. Insights into
the network structuresf dourism destinations suggest that a random homogeneous
network has far slower diffusion processes than a structureehamangeneous
network(Baggio and Cooper, 2010)etwork structures and position, key players and
their roles in knowledge sharing from an individual perspective reveal that business
people in todsm share more knowledge through formal business relationships in the
course of working together (e.g. in joint promotions) than through informal social
relationships with people with whom they have no business relatiofdipeod et

al., 2010) Nonetheless, informal busingsased social networks have been shown to
be denser than the formal networks that facilitate the shariambédded knowledge

(McLeod et al., 2010).

Moreover, the strength of the ties explains the social infrastructure through which
resources flow(Borgatti and Foster, 2003An actorcan havestrong ties with close
friendsor family membersweak ties withcolleagues (peersacquaintance or distant
friends, and absent tié&ranovetter, 1973)n weak ties, information is more general

in nature and more distinct, whichpgorts the acquisition of new idegRodan and
Galunic, 2004)nonredundant knowledg@.evin and Cross, 2004and the transfer

of codified and simple knowleddélansen, 1999; Reagans and McEvily, 20@3)is
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the case with the sparse ties mentioned alfsiveng ties on the other handacilitate

the transfer of taciand complex knowledgéHansen,1999; Reagans and McEvily,
2003) similarly to dense tiesPrior relationships and repeated interactions drive the
development of strong tie§Gulati, 1995) which in turn enable netwoitkased
learning. he longer strong tiesepsist, the stronger the banbdecome between the
actors. This is likely to result in information similarity that constrains the development
of new ideasThe structural mechanism of social capital only influences KT indirectly
(Nahapiet and Ghoshal998) Yet, it is a major indicator of the ease of accessing
knowledge (Inkpen and Tsang, 2005his evidencas in line with Mackelar (2006)

who found that the event network she studied had positive effects on the innovation
and interaction of businesses and clusters, by granting better access to resources
through contacts made in the course of the evemtloRich (2003b)suggests that
strong local support relations and weak external informatémking relations
optimise the information flow to the consumer. Furtherrdngand Roberts (2000)
found that an intense network of informal and interpersonal relationships among hotel
managers in an urban agglomeration was valuable in helping them to combine best
practices, resulting in increased performance and profitabilittheifr businesses.
Ingram and Roberts (2000) point out that these informal friendship ties fell short of

being considered in the network analysis approaches.

2.4.3.2 Relation and Affect as Conduits for Knowledge Transfer

The relational properties of social capi@le those created and leveraged from
relationships, among whidhustin relationsandthe trustworthines®f organisations
(Putnam, 1993)norms and sanctior{€oleman, 200Q)obligations and expectations
(Burt, 1992) identity and ideftification (Hakansson and Snehota, 199Gk key

indicators (Nahapiet and Ghoshal, 1998)hese affective qualities stimulate
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knowledge exchange and lofagting relationships. Partnendo trust each other are
more confident in the resources provided by athemnd thus morepen to acceswy

and disclomg information (Dodgson, 1993) Yet, there are two different levels of
trust. Generalised trudbetween units comdsom reputation and is rath@mpersonal,

while resilient trust between individuals grows from interactions and experiéibees
Wever etal., 2005) While generalised trust facilitates the exploitation of-finained
knowledge dyadic trustenables the exploration of a broad range of knowlédgag

et al., 2007) Levin and Cros3(2004) investigation of dyadic knowlgd exchange
confirmed that useful knowledds received througktrong tieghat aremediated by
competenceand benevolenebased trustMoreover, norms and expectations create a
certain degree of consensus among the network memnbgardingthe behaviar that

is acceptable or not. In particularprms of openness in terms of the disclosofre
information facilitate knowledge exchange (Nahapiet and Ghos888) and contio
freeriding (Dyer and Nobeoka, 2000)Alliance partnerssignal trustworthiness
through their behaviour, whereas in loose agglomerates trust is developed through
informal and interpersonal interaction thatbsequently drives the development of
organisational social capita(lnkpen and Tsang, 2005)Additionally, group
identification where various group members share the same standards and values and
identify with the organisatignfacilitates the emergence of trust and increake
opportunities to exchange knowled@@gut and Zander, 1996; Lewicki et al., 1998)
However,the willingness to value diversity, criticism and failure can help a group to
avoid becoming too strong and convergéNahapiet and Ghoshal, 1998Jhe
tourismnetwork success factors seem to depend heavily on relational social capital in

the pursuit ofoint objectives and purpose, in the engendering of a culture of trust, and
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in thepromotion ofmemberengagementaccording to Augustyn and Knowlé2000)

and Morrison et al2004)

This tourism network perspective has generated some valuable insights into the
relational component of sociatapital. Saxena(2005) investigated patterns of
interaction among actors, focusing on individual attitudes towards communication that
provide relational capital for the actor and impact upon learning. The key elements
needed to gemate a tourism learning network were found to be (i) relational
exchange, (iitrust and commitment that reinforce soaialationships formed as a
result of ongoing businessteractions amongst partner@ij) interactivity, which
implies an exchange ofinformation between partners based honesty and open
communication andhe mutual fulfilment of promises and (iv)a shift of emphasis

from products andirmsto people, organisations asdcial processeSaxena, 2005,

p.288)

2.4.3.3 Cognitive Resources Providing a Common Ground in Networks

Nahapiet and Ghoshal (1998) suggest thatcthgnitive dimension of sociaapital
encompasses shared representation, interpretation and a system of ragaveticas

shaing the same knowledge and expertise (Boschma, 20@5)are all particularly

important mechanisms for knowledge creation and integration into the existing core
competenciegGrant, 1996b)yand absorptive capacity (Cohen and Levinthal, 1990)
Nooteboom et al . (2007) expl ain cogni ti
organisational focus that is rooted in organisational cult(ffekein, 1984)Schein

(1984) definesc u | t u m eatteansof b@asiassumptions that a given group has
invented, discovered, or developiedlearning tocope with its problems aéxternal

adaptabn and internalintegration, andthat have worked well enough to be
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considered valid andhereforecanbe taught to new members as tbarrect wayto
perceive, think, and feel in relation to those probke(ps3), which can beclassified

into assumptions, values and artefadt®re specifically,the cognitive dimension is
attributed to values or shared vision (van Wijk et al., 200&pen and Tsang (2005)
suggest that shared geand a shared culture among the network members are facets
of social capital conducive to KT. Accordinglghared cultures explained aghe
behaviour oforganisational members and thus organisatiomsetwork relationships

which is governed by values assumption§Gulati et &, 2000; Schein, 1984)

This cultural levelwas related to absorptive capacity in terms similarities in
organisational politics or compensation practigeme et al., 2001)Shared culture or
cultural similarites are also referred to congruency in human resource baseedn

the networking partners with respect ttueation, economic situation andcupation
(Weidenfeld et al.2010). Smaller economic sectors are said to differ in their human
resource base and therefore in their approach to networks favouring personal and
informal networks in contrast to larger economic secttarrison, 1998; Sorensen,

2007)

Knowledge sharing is facilitated if members of networks develop a shared
interpretation of the knowledge, and this in turn is facilitated through shared language,
codes and narrativgNahapiet and Ghoshal, 1998f%hared values and systems
facilitate a common undeestding in intraorganisationa(Tsai and Ghoshal, 19985

well as interorganisational relatiwships(Lane and Lubatkin, 1998; Mowery et al.,
1996) Cognitive proximity between sharing partnargreases their ability to
combine knowledgeg(Nahapiet and Ghoshal, 1998; Nonaka, 199pnetheless,

knowledge transfer is the combination of diverse knowledge that requires, on the other
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hand, a certaisimilarity of knowledge bases or contexts in order to be understood
and absorbed (Lane and Lubatkin, 1998, Nahapiet and Ghoshal, \\g9) .cultural
distancehas beneficial effects oknowledge transfeilnkpen and Tsang, 2005;
Parkhe, 1991t hampers the trafierif norms and values are not understood (Mowery
et al., 1996). Yet, cultural distance between firms is less detrimental to knowledge
transfer than it is within therfvan Wijk et al., 2008)Nooteboom et a(2007)suggest

that the effect on firm performance is higher in firms that are cognitively distant,
interpreted as possessing different technological knowleddere the risk of
misunderstandingbecause of distinct understandings or emotional behaviour is
greater. This in turrmay inhibit the development of shared representations and

interpretations (Nahapiet and Ghoshal, 1998).

A prerequisite for developingnd managing a network is an organisational culture that
is open to innovation and task orientédooper, 2008; Ladd and Ward, 2002)
Although cultural distance and diversity are proposed to be beneficial for KT, such
situations are more difficult to managk.shared network identity or vision among
network members facilitates knowledglearing activities and knowledge mobility
that in turn foster value creatigibhanaraj and Parkhe, 2006; Dyer and Nobeoka,
2000) A common culture of network management that derives from an understanding
of appropriate network behaviour among the involved members may indeed require
some compromises on the pait individual members if the joint goals are to be
pursued (Inkpen and Tsang, 200%). particular, because each autonomous firm
follows its own specified vision and objectives, which may not always be congruent
with al/l ot her net waals khesseisiohseandgy@als needstd be n s
negotiated until a common network focus emerges with clearly stated (gdgisn

and Tsang, 2005)
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Moreover, shared industry and managerial practices evolve among firms operating in
the same industry or pursuing the same ta@k&pen and Tsang, 200%)r related
national culturegParkhe, 1991)According to the literature, pamer similarity or
product similarity facilitates inteorganisational knowledge sharing because of the
cognitive proximity of the involved partne(Borgatti and Foster, 2003)Veidenfeld

et al. (2010) provide empirical evidence of cognitive proximity by investigating KT
among attraction clusters, and conclude that spatial diugtemnd product and market
similarity facilitate KT.Parkhe (1991) differentiates societal culture as consisting of
different perceptions and interpretations of phenomena, and corporate culture to refer
to differing ideologies and values of firms in ateirfirm context. Cultural distance at

the organisational level can be overcome by organisational learning, while differences
in societal culture require formal training, informal contact and transparency of

behaviour.

That similar language facilitatesfarmation access and exchange became a prevalent
idea in the research on KT in tourisithe lack of this resource, such as between the
two distinct communities of in touristhacademic and practitionérsseems to inhibit

the KT across the communities. Tourifibms are said tsearch for knowledge that is
relevant to their business (Cooper, 2006), thus in close proximity to their knowledge
base(Boschma, 2005)hat is argued to facilitate knowledge transfer and absorptive

capacity(Cohen and Levinthal, 1990t limits learningNooteboom, 2000)

2.4.4 Partner Management in Tourism Networks

While the previous section focused on social capital building aimed at creating value
from relationships through setinforcement(Dyer and Singh, 1998)managing

networks and the ability to do so are important if netwarlesto be sustaed(Provan
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et al., 2007; Provan and Kenis, 2008; Ritter et alD420and for providing incentives

for value creation initiatives. Here, social capital behaviour pdagsucial role along

with knowledge sharing and the combining
1998). Ritter et al. (2004) suggest that relationshgmagement has proactive and
reactive elementsfiThey involve initiating and respondingcting andreacting,

leading and following, influencing antdeing influenced, planning and coping,
strategizing andimprovising, forcing and adapting(Ritter et al, 2004, p.178).
Furthermore, Ritter et al. (2004) refer telationship management abilitiess
ficoodinating different activities between firmsthat is, synchronizingefforts of

different actors which goes beyond pure exckang ( p. 180) . Once a
formulated a common network goal and created a shared identity through cognitive
social capital bdi d i name forfinsof governance is necessary to ensure that
participants engage in collective and mutually supportive action, ciwafiict is
addressed, and that network resources are acquired and usfizeédntly and

effectivelyo (®rmp&3Nan and Kenis 20

Management mechanisrhave been discussed in the contextdyafdic relationships

(Dyer and Singh, 1998and whole networks(Provan and Kenis, 2008pyer and

Singh (1998) argue that relationships can be managed either througtpattird
enforcement, that is, a contract or a legal authority, or through informal or formal self
enforcement. Informal se#nforcement is ery much like the social capital
mechanisms; here, a network is safeguarded through personal goodwill, trust,
embeddedness, reputation (Dyer and Singh, 1998) or generalise(Deudtever et

al., 2005) Provan and Kenis (2008) suggest this kind of management as being suitable
for participantled networks of less than six to eight members. Such networks, they
argue, are manageable through shared governance and social capital, according to
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which every nevork member is equally involved and collaborates to achieve common
goals and networkased learning. Such practices, in turn, benefit from inclusive
decisionmaking, internal legitimacy and flexibility (Provan and Kenis, 2008). A firm
can also formally safyuard a relationship by binding its partner through financial
engagement (Dyer and Singh, 1998).study by Huybers and Benne{2003) on
cooperative arrangements in geograptaturebased tourism clustessiggesst hat 0 a
hybrid regime of internal and informal institutions complemented by formal
moni tori ng anpd586¢ianiost efieciva d mdredthan eight firms are
involved in a network, or if a firm has several network relationships, the managgemen
of partners starts to become complex. Then, emgssional tasks are argued to
involve the planning, organising, staffing and controlling of several parallel

relationshipgRitter et al., 2004)

Obstfeld(2005)s ugge st  tphaartt ya whhtohijrodi nsé an or gan
means to the success of the organisation rather than forritgporposes, stimulates
innovative behaviour within an organisation by overcoming structural holes. A
&entral network actdrin a businesso-business relationshigMagnusson and
Nilsson, 2003)or a hub firmd (Dhanaraj and Parkhe, 2008) a strategic network
(Jarillo, 1988; Sydow, 1992)r a buyerseller relationshigProvan ad Kenis, 2008)

can possesdprominence and power gained through individual attributes and a central
position in the network structure, afake] its prominence and power to perform a
leadership role in pulling together the dispersed resources andlitgsabf network

me mb e(Dhamaraj and Parkhe, 2006, p.653he morecentralised governance
approach achieved through this kind of leadanisation governance tends to be more
efficient, increasing stability and external legitima@rovan and Kenis, 2008)n
tourism, this kind of governance tends to be initiated and ledoowmcilsthat are
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rather bureaucratic, centralised and inefficient, both at including networks in their
decisions and at building external legiacy, because of their traditional service
provider role§Beaumont and Dredge, 201®s argued in the literature in tourism, a
bottomup network approach and peer netwof€®ope, 2006)are more valued by

practitioners than servigarovider network¢Zehrer and Raich, 2010)

Alternatively, an external entity, a ®alled network administration organisation

(NAO) (Provan and Kenis, 2@) such as a single individual referred to as a
facilitator or broker(Human and Provan, 20Q09r a formal organisation physically

distant from the network membegiglcEvily and Zaheer, 2004)nay beemployed to

exclusively lead and coordinate the netwgtkN et wor k broker s i denti
bring small firms together and facilitate cooperabiqiianna and Walsh, 2002,

p.204) The broker 6s rol e S to facilitate
legitimacy (Human and Provan, 20Q03nd increase network stability and efficiency

(Provan and Kenis, 2008Provan and Humafl999)hi ghl i ght t me br ok
facilitating the learning mechanisms of homogeneous (competitor) and heterogeneous
(complementary) SME networks. Broker who strongly encourag@and facilitats

interaction amondheterogeneousomplementary fms will stimulate orgaisational

learning Moreover, brokers who commit themselves to exploratory learning in order

to develop membership and member interaction will stimulate greater organisational
learning in homogeneous networks. Although the different levels of organisational
learning can depehon the type of network, Provan and Human (1999) strongly
suggest that the broker play a crucial role in the netaded learning benefitH.

the coordinator talga proactive rolgit is likely that theywill encourage and maintain

interaction among amplementary firms. In turn, active network participatidat
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shapes trust was argued to influence the developmeitiof ms 6 absor pti ve

(Lane and Lubatkin, 1998)

According to Hjalager (2002Yhere seems to be a high degreejeélousy among
tourism enterprises,goause ofa) a lack of innovation capacjtgb) imitative habis,

and (c)freeriding onthe investmers, ideas and success of competitors (p.4%8).
overcome these conditions, destination management organisations (DMOs) (also
called tourism associationgegional tourism organisations (RTOs) dadrig boards

are intermediaries for collaboratioamong tourism enterprises (Hjalager, 2002).
Similarly, Inkpen and Tsang (2005) suggest that supportive organisations such as
trade associatiodsin addition to social capital building create facilitating
conditions for network operation and management. Yet, the existence of these
associations does not automatically generate strong personal connections among
membergGrootaert and Van Bastelaer, 200&Bprnhorst et al(2010 argue that the

DMO is a central orgasation that is responsible for the management and/or
marketing of tourism in a geon. In addition, DMOs must coordinate tourism
stakeholdersjmprove communication structures, play a leadership, advocacy and
liaison role, and develop a competititeurism destination(Baggio et al., 2010;
Beaumont and Dredge, 2010; Bornhorst et al., 2010; Ritchie and Crouch, 2000)
this way, they aim to overconrestricted armength KT activitiesin relationships
(Hjalager 2002). Network governance by local tourism organisations (LTOs) has
been found to be highly efficient in improving communication structures,
transparency, visioning, the acceptance of heterogeneous members and the
development of a learning environment among thenbes(Beaumont and Dredge,

2010)
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Lemmetyinen and G{2009)argue that the coordinator of a tourism business network

must have the capability to create joint knowledge or develop absocpipeaeity, to

develop and implement managerial roles, and to orchestrate and envisage the network

in a way that strengthens the actorsé col
capability. This is in line with Sheehan and Ritc{#005) who argue that the ability

to reorganise uncooperative tourism stakeholders (the degree of salience illustrated in
Figure 23) and build stakeholder relationships depends on three conditions: first, the
extent of stakeholdersé networking activi
within the network, and third, the degree of social capital that DMO executives hold

with members of the network (Sheehan and Ritchie, 2005, p.730)

Figure 2-3: A Stakeholder View of DMOs(Sheehan and Ritchie, 2005, p.728)

Stakeholder salience
decreases as distance
Residents Restaurants from DO increases

Sponsors
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The structural network analyses that have been undertaken regarding tourism
destination networks provide insights into the structural component of social capital

that enables KT processes within a destination from a whole network perspective
instead of ind vi du al actordbdés perspective. Mor eov
reveal the impact of individuals on aggregated tourism network outcomes mainly
consider DMOs and their influence on the destination through tourism policy
development(Henriksen and Halkier, 2009According to Lemmetyiner(2010)

DMOs can create value by actively coordinating and taking part in integrated
marketing activities. Accordingly, Bornhorst et al. (2010) provide evidence that the
DMO6s success can be increased through o
management activities), internal stakeholder connections, communication and KT
through the identification of stakeholder needs, and to a lesser extent resources
(knowledge about destination) and information on performance measures (visitor
statistics)(Bornhorst et al., 2010)f tourism destinations aim to become competitive,
DMOs need to value the tourism stakeholc
engagement in KT. Thus, in order to create a collaborative environmemhativate

and coordinate stakeholder connections, social capital mechanisms other than
structure seem to be crucial. However, there is a paucity of research investigating the
impact of DMOs, as tourism business network coordinators, in creating a

collabaative environment, stakeholder networking and KT.

2.5 Conclusion of the Literature Review

This chapter has approached the business networks among SMEs as a knowledge
based activity and conceptualised this activity as the outcome of knowladgd
motives, intetorganisational KT and social capital. In the knowletigsed economy,

knowledge as resource has become crucial for competitive advaritdgetourism

68



destinations and for tourism businesses. The tourism industry is mainly comprised of
SMEs, which are generally heterogeneous. Those which are driven by growth and
competitive advantageemd to cooperate locally to create value through the
development of joint tourism experience products. Because tourism SMEs lack
internal capacity and focus on a few core competences, these firms access knowledge
from external resources. Various opportigstto do so exist, yet, instead of accessing
knowledge from service providers (consultants or universities), tourism businesses are
said to exchange information with peers. Thus, to understand the competitiveness of a
destination, the dynamics of theseepeelationships needs to be understood as

networks are perceived as important vehicles of KT.

The heterogeneous suppliers at a destination provide a variety of knowledge
exploitation and explorationThe general management literature has investigated a
variety of facilitating conditions that help firms to successfully access and acquire
knowledge through inteorganisational KT, and the interganisational antecedents

of ACs. Although tourismnetwork success has been argued to depengbioh
objectivesand purposeorganisational structure and leadershépculture of trust,
human, financial and physical resourcingmember engagement(Augustyn and
Knowles, 2000; Morrison et al., 2004nd interorganisational learningHalme,

2001) there is a paucity of understangliof how network operation and management
enable knowledge to be transferred, received or learnt, and thus how learning benefits

are derivedqTinsley and Lynch, 2007)

Research investigating tourism networks from various network perspectines a
applying the knowledgbased view has enhanced our understanding of the

competitive tourism organisation as well as the competitive destination. These works
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have provided insights into effective diffusion structures at a destination level. Large
industial, centrally organised destinations with strong local support, decentralised
clusters and formal business networks display greater cohesion and provide
opportunities for knowledge sharing and the development of integrated tourism
experience products. Ghe other hand, informal social relationships among business
people, those in rural destinations and loosely structured destination networks all
provide evidence of a smaller amount of knowledbaring activities. In addition,
relational attributes suchsaelational exchange, trust, frequent interaction, honesty
and transparency have been found to stimulate learning networks in tourism.
Organisational (strong) ties and cognitive proximity (product and market similarity)
among network members suggest tt@gnitive aspects play a role in KT in networks.
These studies suggest that social capital facilitates KT and that the social capital
theory provides a tool by which to understand these networking activities.
Nonetheless, mainlgtructuraifunctionalist aalyses of networks have been used to
measure relationships and &dip network structuregBaggio and Cooper, 2010;
Dredge 2006) Few studieshiaveconcentraté on how the interconnectedness of local
businesses influences their innovative procefseselli et al., 2006; Sensen, 2007;

Sundbo et al., 2007and as result their KT

From the social network theory, networks with colleagues exemplify weak bonds that
are cognitively close, as the members possess similar basic knowledge related to the
industry and locations they are engaged with, and they speak tlee lsaguage.
Therefore, this study aims to further explore social capital aspects in the formation and
operation of networks of SMEs, to determine which networks are exploited for value

creation and which are explored for learning advantages, how networkgeraent

enabl es KT, and how t he cont ext i nfl uer
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knowledge that is shared.his research looks into the networks which SMEs
engage, with the intentioof explainng the meaning they ascribe to t& potential
among tlem, how they exploit the networks, what knowledge is made available, and
the managerial as well as contextual fastofluencingKT and network management.
How these objectives are investigated is further explained in the following chapter,

which is dediated to the research methods applied.
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3 Research Design and/lethod

3.1 Introduction

The previous chapter elaborated on the need for further exploration of theories of
inter-organisational relationships and knowledge transfer from a relational rather than
strudural viewpoint. This chapter is dedicated to the research design and
methodological approach used in this study that explores-anganisational
relationships with a knowledgeased view via irdepth interviews. In contrast to the
previous and subsequechapters, this chapter is written in the first person in order to
present authentically the personal journey of my research. | start by presenting the
rationale for this research design that includes my philosophical approach underpinned
by a subjectiveview of reality and the underlying interpretive paradigm, from which |
apply a multimethod qualitative strategy.@). This is followed by a section on the
reasorfor choosing the research setting in Nelghst Germany3(3). Before | outline

the procedure | have used to analyse the data | will focus on data generation and
collection. This entails a discussion on how | was able to ensure adequacy of and
access to data, and the adopted d6édsnowball
some details on how | plan to document the ¢aid), followed by a presentation of

the data analysis proceduf®s).

3.2 Rationale for the Study

Several fact@ underlie the decision to use qualitative inquiry for this research: first,
the research objective; second, the suggestions from the literature; third, the nature of
the research questianThe underlyingontological and epistemologicasumptions

follow in the subsequent Secti8rR.1
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First, this research project addresses the need for empirical research into SME
networks. To date there is no comprehensive cdnaégpation and understanding of

the complex nature and function of network structures and networking processes
(Braun, 2005) including types of knowledge transferred around SME networks
(Thomas et al., 201 Lparticularly in the tourism indust{gghaw and Williams, 2009)
Chapter 2has provided a prenderstanding of and background to the studied area and
highlighted emergent issues from previous studies on the-drganisational

relationships of tourism SMEforming to the following research questions:

1 How are tourism businesgetworks formednd operated?
1 How do SMEs benefit, for learning and exchapgeposesfrom building social
and business relationships?
1 How are tourism businesslationshipsnanagedr coordinate@
1 How are network management and operation influenced by the wider environment

of the network actors?

Second, this qualitative inquiry considers also the nature of the subject studied,
namely small organisations and human actions (manabege organisations and
external networks) t hat i i concemadswemthei natluré gf reality in the
social world (Shaw, 1999, p.60)Small firm development and the behaviour of
ownermanagers are difficult to research by applying the linear traditional models
used in quantitative resedr(Fillis, 2006) Small business network researchers, who
apply variables and numeric approaches, simplify their conceptualisationsvof ke
(Curran et al.,, 1993)Haas and Mutze(2010) however, propose that ties among
actors are phenomenological constructs deriving from their narratives, and thus an

empirical development of content with respect to meaning, context and discourse is
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needed. Selin and Beas@¢h991) call for theorybuilding research into the inter
organisational relationships in tourism. Almost two decades later, Scott(20@8a)

find a broad application of qualitative approaches, primarily researchirdepréfied
relationships using thick description and sHtations of relations, in contrast to the
network analysis applied in other fields of study. Increasingly, researchers of small
business networks are advocating the adoption of qualitative strategies for
investigating this social phenomenon in order toegate the necessary breadth and

depth(Hoang and Antoncic, 2003; Jack et ab08; Shaw, 1999)

Third, it is the nature of the research questions that guides the resd@utiey,

2003) Accordingl vy, this study seeks to ans
which legitimates a qualitative approach. These questions aim to generate theory
grounded in data rather than uncover correlations and frequencies. By dmgng t

types of question, one can encourage the interviewees to tell their stories about their
experiences of net works and information
to a predefined context such as a particular network facilitates this pracehsirl
answer s, t he participants use t heir own
6informationd or Oknowledged means to t he
in-depth and broad information and insights about the nature of available knowledge
andthe influence of network operation and management on social capital. | discuss

this further in the next section.

3.2.1 Research Philosophy

Crotty (2003) affirms that every research design should contain four interrelated
approachedo explain and justify the methodology and method u3ée. research

desgnfor this studyis established by the framewadtkistrated inTable3-1.
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Table 3-1: Research Desigr{Source: Author)

Four Approaches to Research Desigr Thi s St ud

Epistemology Subjective reality

the theory of knowledge (Burrell and Morgan, 1979)
Qualitative inquiry: Interpretive perspective
theoretical perspective (Crotty, 203; Patton, 2002)
the philosophical traditions

Methodology- Explorative research approach

the strategy, how to plan the data Multi-method qualitative strategy
collection

Method- Quialitative interviewgFlick, 2006;
the technique, how to collect the datg Kvale, 2008; Rapley, 2004upported
with secondary data, documents,
workshop and discussion group,
observation and convergaits
(Saunders et al., 2009)

Crotty (2003) argues that ontology sits alongside epistemology, being a way of
understandingvhat is while epistemology is an understandingvdfat it means to

know (p.10). Researchers tend to perceive human beings and their world either in
terms of a more subjective and/or objective reafBurrell and Morgan, 1979)
However, these realities lie on a continuum and advocates of either may intsrpora
insights from the other end of the continuMorgan and Smircich, 1980Jn an
objective approach, reality is perceived as a concrete process or strudtioh exists
independently and regardless of social ac{@ryman and Bell, 2007, p.21)his

view has mainly been applied to investigate the structure of organisational networks
and is, so far, the dominant approach used to operationalise social capital as a network

constellaton (Koka and Prescot002)

In contrast, subjective approaches view reality as socially constr(i8tecell and
Morgan, 1979)and relatal to personal issues, motives, emotions and perceptions

(Gray, 2004)This study rests othe subjective view of reality, where individuals and
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groups construct their social worin d me ani ng A o(Crotty, P03, s o me t |
p.9), and thus create their realities of which they are faenzin, 2002) Because

different people have different ideas about meanitiggy make their own persaih

sense of trutliCrotty, 2003) In designing and analysing this research, | have assumed

that a network comes to exist amonga | | businesses because
construe [this network]. As a [network], it too is constructed, sustained and
reproduced t hr(G@atty R003 p.55, saldject unddr stady inserted)
Hence, the meanings each individual as&iioethese interactimmakesany social
interaction of daily life complexMarshall and Rossman, 199&)d | investigate this

complex meaning using a qualitative approach. Having identified the gital@and
epistemological stances towards the idea of a subjective view of the world being

socially constructed, | now explain my theoretical perspective.

A broad choice of methodologi€€rotty, 2003)derives from contrasting theoretical
traditions and their underlying qualitative inqui¢i?atton, 2002) Creswell (2012)
suggestshat novice qualitative researchers should choose one methodology to inform
scientific learning. However, Watso(L997) suggests pragmatically drawing on
insights from various methodologies, as a strict adherence to one particular choice is
restrictive and not realig. Theoretical perspectives can be distinguished according to
6how meaning is perceivedd or O6what kind
(Hollstein, 2006) Patton(2002) distinguishes between theoretical perspectives by
askng foundational questions, which are rooted in philosophy, sociology, political
science, economic studies, etc. There is not just a single question that is relevant to
this research. For example, there are questions about a common set of symbols and

undersandings (symbolic interaction), the conditions under which a human act may
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take place (hermeneutics), and what theories emerge from systematic comparative

analysis and are grounded in the data (grounded th@niy33)

This qualitative study largely aims twapture and understarttie complex social
phenomenomf network content, operation and management, and is thusdgd in

the interpretivist paradigmAccording to Gephart2004) the interpretive perspective

highlights a&elation to somebody The interpretive paradigm asserts that social

r e a ldoes not eRist in any concrete sense,idthe product of [the] subjective and
intersubjective exp e r(Mogancl®80,00f608)Ihest iexperiencea | s 0

of human beings produce authenti@anings Theseconceptsare created in certain
contexts that const i (Cwtye20G3)wHich mnéadsuhatithe 6 s o c
participantds perspective is explored, ré
is to interact with those involved in the research, generate data, and extract underlying
patterns and order from their social liv@ddorgan, 1980; Strauss and Corbin, 1990)

By doing soithe perceived ndi vi dual sé thought s, i mpr es ¢
their motives and personal evaluatiosaegardingtheir own and individual experiences

can be captured by analysing the ddfaigg, 1985) As a consequence, the
investigator needsto be reflexive because of the sensitive and subjective data
generated Also, an open research approach is requitedcapture the subjective

realities of the social actor$his is in contrast to an objectiawproach, which uses

theories to generatBypotheses tdest aparticular phenomenonAn interpretive

apprach is open andlexible, which provides a framework tgain an authentic

picture of the complex social reality of the investigated phenomé@dgman and

Bell, 2007) Thus, this approach is appropriater investigaing organisations
embedded in networkdHere, anorganisation is &isocial community (Kogut and

Zander, 1996, p.503Ultimately, certainemergingconditions and mechanisms need
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to be consideredh order to explore the foundatisrof networks and thenderlying

patterns othesocial actions of individualsiitheir embedded networks

There seems to be a broad consensus of the common characteristics ascribed to
gualitative approache@Rossman and Rallis, 2003, p.8f&jnong the community of
gualitative researchef€assell and Symon, 2004)hese common characteristics are
used to justify the qualitative inquiry into whithis study neatly fits, as illustrated in

Table 32.

Table 3-2: Characteristics of Qualitative Research(Source: Author)

Common Characteristics Research Setting

Takes place in a natural setting reflecti Gathering data about the small or
normal everyday life mediumsized businesses of the
participants,

focusing on their networking activities
and informatiorsharing approaches, to
understand how they experience their
(net)work

Holistic view Rich descriptions, given by individuals
concerned with the study context, use
to examine the relations among variou
emerging aspects

Description of Lebenswelten from the | To ask the networkerdaut their

inside, capturing data on the perspecti| meanings of their experiences with

of social actors networking and networks

Multiple methods Applying qualitative interview data, anc
secondary data including documents,
websites, concepts and brochures
Focus on context SME networks, network management
and opeation (knowledge transfer),
German tourism destination

Reflexive, flexible and iterative Going back and forth between data
reasoning collection, data analysis and
understanding from the theory and
literature review

Interpretive Explore, reflect, and ietpret the
gathered data
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First, theresearchakeplace in anatural setting which reflects themormal everyday

livesof individuals(Miles and Huberman, 1994%econd, the research takdsodistic

view of the subjecunder investigatiorfPatton, 1999)Third, the research focuses on

the description of.ebenswelterirom theinsideand capturedata on the perspectwe

of social actorgFlick et al., 2009; Rubin and Rubin, 1995purth, the research es

multiple method$ o capt ur e i n dsiandiinterpeethtiss®df meaningse pt i o
(Denzin and Lincoln, 2005; Van Maanen, 1978jfth, the research foses on
contextspecific settings(Crotty, 2003; Rtton, 2002; Schwandt, 2000%ixth, the

study is emergent rather thanhtiy prefigured(Strauss and Corbin, 1998hd finally,

it is fundamentally interpretivCassell and Symon, 2004; Rossman and K&003)

3.2.2 Methodology - Multi -Method Qualitative Strategy

The essence of my study isderstehef(to understand) the phenomenon and human

beingr at her t han | ust the@ieen (Ciottyr2003)dn thiststody e x p | a |
the focus ison understaniohg and exploingt h e n e t workingkeality.6l shose

an exploratory approach to daigeneration anccollection based on the lack of

consistent literature aboutisr e sear ch projectds objective
the phenomenon in its natural contexthe primary objective of most exploratory

research is to provide insights and understanding of the investigated si{ritt&n

2006)

Qualitative network studies have mainly been approached using a case study research
strategy to investigate network conteliigalinen and Tornroos, 2005; Hallin and
Marnburg, 2008; Lemmetyinen and Go, 2009; Sorensen, 2007; Weidenfeld et al.,
2010) or through longitudinal studies to elucidate network processes, evolution and

development(Hallin and Marnburg, 2008; Jack et al., 2008; Johannisson, .1896)

79



case study research approach is wgken astudyis investigatinga group of persons

within a (network) organisatiofiBryman and Bell, 2007)Halinen and Tdrnroos
(2005)define anetwork casstudyas fAan i ntensive study of
business networks, where multiple sources of evidence are used to develop a holistic
descrigion of the network and where the network refers to a set of companies
connected to each other f o(p.1286)Heweveru r p o s e
Halinen and Térnroo&005)point out that it is difficult to capture the complexity of a

network case with all its direct and indirechks. The aim of this study is to
investigate aspectsf the network, rather than the complete network as a case, as
would be required to ensure the quabfycase study resear¢kin, 2003) To answer

the research question in this study there was no need to stick to one rigid network
constellation, but the heterogeneity of network ties that individuals build in order to do
businessin the tourism context was considerethis study aimed to explore a

0 s naps ho t(Faundefs etrale, A00Ehd ty use this real phenomenon to answer

the research questions.

With these thoughts in mind, | applied a nmuitethod qualitative strategygaunders

et al., 2009) adopting a single paradigm stan@dorse, 2003) to elucidate the
foundati ons of network operation. Thi s a
open and flexible to permit exploration of whatever the phenomenon under study

of fers f @Pattonj 200Rup[.265nd thenetwork to emerge. Hence, using

mul tiple qualitative methods | was ai min
human behaviour and experience. Thus, we are better able to hasten our understanding
and achieve our r e s e(Morse,h2008, d89itimately, e q u i

gualitative interviewswere the predominantmethod | used to understand the
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phenomenon and | complemented these with field notes, documents, informal

conversations, observations and a secondary data reveeto(s3.2.3.

In summary, thisstudy aims tcelucidate perceptions regarding what the facilitating
factors are for knowledge transfer and hwatwork management and operation enable
social capital. The research focuses on how individuals, embedded in-finter
networks and involved iknowledgebased networking activitiesinderstand, make
sense of and consider their actions and the actérothers. Therefore, it seems
appropriate to address the isgshmugh exploratory researcép asto understand the
meanings and underlying patterthat tend to bebest identifiedusing inductive
strategies whereby theoretical contribution is grounded in @@tanan and Bell,

2007; Saunders et al., 2008jher than the testing of thedigisenhardt, 1989)

3.2.3 Methods
3.2.3.1 SemkiStructured Qualitative Interviews

Van Maanen(1979) st at es t hat t he gualitative af
interpretative techniques which seek to describe, decode, translate and otherwise come

to terms with the meaning, not frequency of certaaturally occurring phenomena in

the soci al worl do ( p. 52 0(3005)d&scribe quaditativey |, De
research as fAmultimethod in focué[ . (p.Rysi
Qualitative interviews are most apprigte for conducting exploratory, inductive

research that focuses on understanding social actions by interpreting the meanings of
individuals and groups ia givensocial contex{Rubin and Rubin, 1995 ualitative
interviewscan be either sersiructured oropen comersationgFlick et al., 2009}hat
gatherin-depth insights (Rapley, 2004) and are commonly conductedfaceto-face

(Holstein and Gubrium, 1995An interview is literally an inteview or an inter
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change of viewdetweerthe two people who are involved in a pastar conversation
(Kvale, 2008) whereinterviewer and interviewee are conversational part(feubin

and Rubin, 1995)It provides deeper insight into processkat camot be directly
observed, and capturdéBe experiences of the individual#olstein and Gubrium,

1995) while limiting the risk of socially desirable answé@ana and Dana, 2005)

In addition, qualitative interviews are suitable wsérowdquestions are asked, where
little is understood about the phenomenon, and where context is important in order to
produce valuable and usable findingsluding thosefor practitioners(King, 2004;

Rubin and Rubin, 1995; Saunders et al., 2009; Strauss and Corbin, T996) semi
structured galitative interviews are used to obtain qualitative aspects and des&iption
of daily life activitiesandinterpretations of the meanisigf individuals(Kvale, 1996)
Larger social systems (such as rmtg) may beunderstood by interacting with
individuals who are part ;fuchstructurs. The interview approach taken in this study

is consistent with the research goals and methods used in similar studies
(Lemmetyinen and Go, 2009; Sorensen, 2007; Weidenfeld et al., .20h@)
interviews were aimed at gathering insights into how networks are built and managed
and elucidating what kind of knowledge is available to the established relationships.
Factors, attitudes and behaviours influencing these processes are dmasbd

perceptions anteliefs of the individuals involved.

3.2.3.2 Complementary Data Sources

In the field work, | generated the majority of the empirical data by conducting semi
structured qualitative interviews with tourism firms, and by collecting documents as
data sources to act adjuncts to the interview&Saunders et al., 20090 addition to

these explicit sources, | generated further data through informal conversations and
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observations of websites and networking events. Secondary data gathered from
relevant books, articles and statistics provide general information abowstuitiy
context. Moreover, | accessed two sources of documents: (a) those which were
publishedand could be accessed, such as press releases, newsletters and journals; (b)
those provided by the interviewees, such as handbooks, mission statements or
promotioral leaflets, offering evidence of their intBmm relationships and
information circulation. Furthermore, | wrote field notes to accompany the interview

process and describe the interview setting (further explained in S8ctiGn3.

An overview of the multiple methods adopted is providedidhle 33. These sources

are useful in crosexamination and data triangulation as well as in supporting the
analysis and uerstanding of the interviews. These complementary sources help to
generate further insights into the meaning of the stories and accounts provided by the

participants about networking activities
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Table 3-3: Empirical Data Sources(Source: Author)

Data Material
Literature review

EETS
Preunderstanding about
research context

Description
Evolutionary process
before and during data
collection and analysis

Documents publicly
available

Background information
onsituating the research
and supporting the data
analysis

(literature, industry
reports, tourism policy
concepts, press releases
newsletters, statistics anc
analysis)

Starting in 2009 prior to
entering the field and
informing the research
interviews throgh
industry reports,
firmso/ assod
websites and press
releases

Presentation and
workshop discussion

group

31 participants

November 2009 before
the main field work
started

Formal interviews

12 firstround interviews
38 interviews (28 with
S ME s fresentatives
and 10 with network
coordinators)

July to October 2009
January to November
2010

Documents provided by
interviewees

Further insight,
understanding and
triangulating of the
interviews (concepts,
marketing material of the
firm or networks,
publications, e.g.
handbooks or applied
master s di

These documents were
analysed according to
their contents after the
interviews, to inform the
analysis

Observations and
informal conversation

Websites

3 networking events

Mission statements,
further hints on links.

The data generation and collection journey is explainedseation 3.4. In the

following sectionthe process of finding a suitable research setting is presented.

3.3 Situating the Research in a German Tourism Destination
Having identified a research design appropriate for answering the research questions
in the previous section, in this section | present how and why | identified the research

site (Bryman and Bell, 2007)The aim was to choose a natural setting appropriate for

84



investigating (a) SMEs that were (b) engaged in $ooyi(c) involving inter
organisational relationships, and that would (d) set an appropriate geographical
boundary, as necessary for network research. First, the location would need a
predominance of SMEs rather than larger organisations (such as touogdratel

chains or resorts) so that | would be able to concentrate on smaller businesses. This
would increase the likelihood of interviewees referring to partners and other
organi sations also falling into tineeg cat eg
economic sector would need to be tourism so that there would be an opportunity to
find a broad variety of tourism networks with different reasons and motivations for
network operation and knowledgkaring activities. Third, the area would need to
contain some existing tourism networks to facilitate the investigation of network
operation, and entry to the sampling procedure. Fourth, it was required that the
destination had a dominant common tourism stream (for example, -haksed
tourism or advente), the intention being to find a broad variety of SMEs pursuing
similar goals. This would also increase the likelihood of finding organisations doing

business together in tourism.

3.3.1 Characteristics of the Tourism Industry in Germany

The context of this stly is based in Germany in order to increase the variety of
cultural contexts, which need to be taken into consideration when studyindjrimter
relationshipgBrass et al., 2004Germany surism industry consists of some major
global players; nevertheless, 9@¥it is represented b$MEs (Mintel Report, 2008;
OECD, 2008) of which most small businesses involved in tourism are micro

businesse§Shaw, 2004)for which a variety of national tradassocations exist.

% For examplethe German Tourism Association, Federal Association of the German Tourism Industry,
German Spa Association, German Hoted &estaurant Association, German Chamber of Industry and
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Ger many 0 s sectoohas substantial national and international economic
importance and hasachieved a globally significant levef international arrivad and
receipts(World Tourism Organisation, 2008yhe main incoming markets afiem

the Netherlands, the US and the UK. Germans themselves are the main source of
inbound tourism arrivals, which is reflected in the 81% domestic arrivals and 19%
inboundtourism (Hintereder et al., 2008)International incoming tourists tend to
target the southern and western parts of Germany, whereas the northern part, in
particular the New Lander (formerly East Germany of Germany, has 1o
international arrivals and is relatively unknown internationa{dZT, 2009)
Nonetheless, domestic tourists most value the Baltic Sea coast and Mecklenburg
Western Pomerania, as well as the northern coast and Béwegastein and Mlller,
2012) The former East German destinadmenefit from longer average stays than

the former West German ong@iwif-Consulting GmbH, 2008)

3.3.2 Situating the Research in MecklenburgWestern Pomerania

MecklenburgWestern Pomerani@MWP) was chosen as the diucontext.This new
federal state hasecordedthe strongest growthn ariivals atthe federal level in the
eastern regiondGerman Trade and Investment, 20@8)d is acknowledgeds a
growing tourism destination in Germa(BMWi, 2008; Coles, 2003)Tourism is the
destinat i on 6 sconmmicsectofWintpcbaftsmeisterium, 2004and is
seenas an opportunity for economic development within the destingBoaun,
2009) The tourism industry of MWP iscattered and smadktale in naturewhich is

reflected inthe lowest intensity of tourish(15,540 overnight stays per resitlen

Commerce, German Travel Association, German Cyclists' Federation, German International Hotel
Association etc

* Intensity of tourisnis an indicator to quantify the meag of tourism for a communityThe measure
indicates the number of overnighte 1,000 residents (Gabler lexicon)

86



among Ge destinationsfCsA, 2009) Within the destinationhie Baltic Sea
coast, Lake District and Rigen benefit from above average tourism intéhsify

Consulting GmbH, 2008)

Natural factors are important resources for touristic attractiveft@saring et al.,

1974) i n particular forM@GEROmMangodsi $smur nd ms i
greatly from natural resources and is famous for its ndtased tourisn{Eisenstein

and Mduller, 2012) The area is presented by the Ministry of Economic Affairs,
Building and Tourismon their Website(www.mecklenburgvorpommern.eu as

follows:

fiMecklenburgvVorpommerri it's the deep blue lakes and theegn meadows.
Rape in bloom covers the landscape like a yellow robe and, as night falls, the
lights of the fashionable promenades scintillate like an evening gown. The
temperament of livelyowns mixed with the quietude of idyllic villages and
swathes of landre a picture full of harmonylhe inhabitants love their larid

and so do the great number of guests. The rates of growth in tourism have
been enormous: since 1993 the number of overnights has risen 76 to
about 27.6 million, the number of beds has increased from 77,000 to 183,000.
In the meantime Mecklenbukfprpommern has become the most popular
tourist destination in all of Germany(Staatskanzlei des Landes Mecklenburg

Vorpommern, 2009)

Nature burism is a broad concept amtludes outdoor activities, recreation in nature,

national parks and biosphere reservestule tourism isdef i ned as Apr i

concerned with the direct enjoyment of some relatively undisturbed phenomenon of
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nat u\alenine, 1992, p.108 r i s fassociated with Vvie\
ecosystems and wildlife for (HagSmdhaand on al
Hunt, 1995, p.203)From a German perspectiveaturebased tourism encompasses

rural tourism, with a variety of national parks and natural araasyell as farm

tourism. This can be interpreted as campioggling, hiking, rural/farm tourismand

the | i ke where the travell er 6slO@émxapurer i enc
parks, 14 national parks and 14 biosphere reserves, as well as &9,000kcycle

paths, 200,000km of hiking paths and 10,000km of waterways through which to
experience activity tourism in contact with nat(edV, 2007) Also, the largest.ake

District in Germany is located in MWRloseto the Baltic Sea regioifConsequently,

the research context focuses on the nabased tourisnareas of the destinatipwith

networked smalkcale tourism businesses, and their interdependence in offering

tourism experiences

Germanyb6s tourism i s de plawningrdavelopmentdand difebti s me
support of tourism is the responsihiliof the States with a consequetdurism

product differentiation aoss federal stateaccording to their resourceMIWP is

decentrally organised into urban and regional tourism areas as illustrated in
Figure 31. The environment is the main source afiomal tourism differentiation in

MWP. Somecrossborder cooperatignsuch as the joint promotion &dng-distance

bicycle tours or waterways (BrandenburglWP), exists and provides evidence of

crossborder ties.
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Figure 3-1 Geographic Location and Tourism Areas of MecklenburgWestern
Pomerania(Source: Website of the Federal State of Mecklenburyorpommern)
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The areas within MWP demonstrate economic variafkcgser, 2007,) which is

measured according the unevenmarket share aheregions The Baltic Sea coast is

promoted as &un, sand and sdaurism area, anthasthe highest Isare (24.6%),

followed by the Inland Lake District, which is promoted as an areadture and

adventure tourisnil7% inclusive of the neighbouring tourism regiohMecklenburg
Switzerland). These areas, as well as the island Rlgen, have received substantial
support with infrastructure development since the reunification of Gerif@migs,

2003)and depend highly on tourism as an economic sédtaif-Consulting GmbH,

2008) During the communistera, MWP was a restricted Baltic seaside holiday
destination for annual vacation and domestic Visiting Fseadd Relatives (VFR)

trips (Coles, 2003) Since 2001MWP pursuedt h e promoti onal t he
Got hi co, Al and of <castl es,asgdifcdhesmccs nanmd om

However, the regional government proposed in its tourism concept 2010 several
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tourism development potentials. These arteand culture, MICE (business tourism),

naturebased tourism, hiking, golf antFR.

The destination acknowlgds theinnovation potential with respect to tourism
products quality and marketingDTV, 2007)in response to an increasing demand for
naturebased tourism experiences andality (Chafe and Honey, 2005\orld

Tourism Organisation, 2001Y he r egi on all gover nment publ
conceptand2putlfondarda framework for tourism of MYV highlighting
optimising quality, cooperation among tourism and nature conservation stakeholders,
and improvement of monitoring and statistical d@tértschaftsministerium, 2004)
Combining and upgrading the portfolio of attractions and facilises way to expand
opportunitiesand reduce theeasonalityof the tairism industryin the destination.

Given the fact that the financial support for economic growth and development will
gradually be disestablishe@nd in view of the inherently smalécale nature of

tourism, stakeholders are strategically searching foutisols through enhanced
network building(Mews, 2010)In a review of R&Dintensive and innovative regions

in eastern Germany, Koschatzky and ZenkK&®99) state that the structural
interruption |l ed to a Areorientation and
after reunificationand assert that there is a tendency towards-lhasstd egional
networks. This kind of informal governance was also suggest to be valuable in

geographic naturbased tourism cluste(sluybers and Bennett, 2003)

In summary, this setting seems appropriate for awesdtigation of intefirm
relationships among SMEs in tourism, and an exploration of the network operations
and management that enable social capital together with the knowledge available

within these networking activities. MWP is a tourimensive degation dominated
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by SMEs. The focus here is on tourism SMESs operating in nature tourism, as it may be
argued thattourism businesses with similaiourism strategiespossess similar
knowledge and similar interess in cooperang and exchanigg knowledge.Existing
networking activities and intdirm relationships could be inferrefdom the tourism

policy statements and the available but scarce literature and ultimately confirmed in

the first round data generation process explained in Sexdoh

3.3.2.1 Network Boundary

Before starting with data generation and collection, the unit of analysis of a business
net work study needs t decideevhaditeid yeu wamt todbel i n
able to say somet hi ng ¢@atton) 2002ap229)Tthseis end 0O
achieved by asking questions about the boundary of the net(i##aknen and

Tornroos, 2005)A macreview of a focal actor within the network (which is defined

by the focal actor him or herself) or a dyadic migrew can be takefgohanson and

Mattsson, 1988)lt is difficult to study an entire business network with all its direct

and indirect links, as it is a challenging task to identify tourism enterprises involved in
inter-organisational relationship€Sheehan and Ritchie, 2005fherefore, | have
sought a focal actorodés definition of t he
actordéds networ ks, along with 1ts 1 mmedia

(Halinen and Toérnroos, 2005s illustrated ifrigure 32.
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Figure 3-2: Boundari es t hrough a (Habnemmand Act or
Tornroos, 2005, p.1289)

Q = Focal actors @ = Other actors Q Outer boundaries

In this study, | have aimed to include a relatively high number of connected firms,

with a focus on the relational propertigelin and Beason, 199&mory the variety

of exchange relationships. | imposed no limits in terms of particular network

constellations (e.g. competitive horizontal relationships, such as among hotels or
attractions alone, a cluster, or a regional tourism associgtimm)to my enty into the

field. Whereas regional tourism organisations (RTOs) act as regional tourism
networks through their memberships, it does not necessarily follovalthagtwork

members are connected and cooperate to build a dense network.

The purpose of thisesearch is to reveal what forms of deliberate relations occur
between tourism businesses, and to let the network emerge naturally from the data.
Thus, I have investigated the relati ons|
generating efforts. The netwolik socially constructed by a variety of individual
relationships and organisations (individuals). Given this, the purpose of the study is to

identify the reasons for these relations and what knowledge resources are available
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and transferred. This also prdes interesting insights into the foundations of network
operation, how networks are managed, what contextual factors influence network
management and exchange processes, and how knowledge is made available for
sharing at the inteorganisational level. écordingly, the gatekeeper (s8ection3.4),

as the focal actohas denoted the network horizon that defines the unit of analysis.

The geographical boundary fahe purpose of thigmietwork study isthe tourism

destination MWP irGermany.This focus is aligned to the view that tourism is seen as

a Anet wor k ewherei lnodeu slustess of organisationwithin a
destination. . . c o (Spot retadl.,e2008an d.3, enphapie added)
Mor eover, At he p ai foriexampleathe isgatialebendsaigecifit o u r i s |

destinations may be a platform for the construction of new empirically grounded
theories that take into consideration the distinctive features of taufidmalager,
2010, p.10) With respect to boundary settinghis apprach is feasible and
informative because thecommunity affairswith respect tointer-organisational
knowledge transfeare considered with reference tteeir commonrelevance to the
organisations (here, through natln@sed tourism). Aus, the information flow can be
treated as a closed system, excludimmgexamplethe crossborder contex{Laumann

et al., 1992, p.76)n the following, | present the research design and data collection

process.

3.4 Data Generation and Collection Journey

Morse(1994)states thathe selectionofsitt her e, t he | ocation of
is a crucial parbf designing qualitative resedr, andsuggeststaring the search for
anappropriate setting early inaer to ensure access. Gaining accesfiés ahe most

difficult part of the interview proceg§lick, 2006) This seems patrticularly true in the
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tourism context, wherdourism enterprises are not always open to new ideas
(Hjalager, 2002) To facilitate the selection, entry and access process, | conducted
first-round interviewswith administratorsand key individuals in the MWP tourism
industry. The followingFigure 33 illustrates the procedure followed, from entering
the field, to gaining access to acquiring the gatekeeper, which | present in detil in th

subsequent sections:

Figure 3-3: Data Access and Generation ProcegSource: Author)

1. Piloting the Research Setting with 12 Interviewees JOlgtober 2009)

Justify Choice of Context and Existing Tourigm
Ensure that Project is Welcomed Business Networks for Generating Informatitive

Insights

2. Tourism Conference, DMO Mecklenburg Lake District (Nov 2009)
Entry and Networking

Developing Trust and
Identify Potential Gatekeepe
for Snowball Sampling

Workshop and Presentation Networking
of Research and Discussion Group Business Card Exchange

N/

3.Informal Conversation at Networking Events
Tourismconference, DMO MecklenbuWyestern Pomerania (Nov 2009)
Networking Event "Chances through Networking”, Entrepreneurs' Association (Feb 201D)
Tourismconference, RTO Rugen (Nov 2010)

\

=

Acquiring and Interviewing Gatekeeper and
a Further 37 Contacts via Snowball Sampling
(Jan- Nov 2010)
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3.4.1 First-Round Data- The Entry Process

The research project builds uptwelve firstround interviewswith key informants,
conducted between July and October 2009 {Bmale 34). These interviewsvere
carried out to get an initial insight into the field and familiarity with the facilitators in
order to ground and inform the empirical stytigre:MWP). These interviews were
also aimed atjustifying the research objectiseandthe research context as being

relevant for practitioners in addition to making a theoretical contribution.

When designing the sampling for these key interviewees, people were sdughad
gained substantial experience in their areavagigkin anappropriate position to share
their knowledge about networkand networking activities interorganisational
relationships and innovative businessgsus, | purposefully sampled represéivies

and administrators from tH2estinationManagement Organisation (DMO) and RTOs.
The latter in particulamana@ andcoordinatendividual businesses ieir respective
regiors and are closs to, as well as knowledgeable about, their regional touris
businesse$Cooper et al., 2006; Hjalager, 2002)approached one representative of
the DMO and five directors of RTOs that promote their regamgature and activity
destinatios. These interviewees each had several years of experience in the
desthationbased tourism industry, except for one director (CH1) who had only
started in their post in January 20@fut had industry experience within the
destination In addition, | interviewed three coordinators of destinabased subject
related tourismet wor k s, the head of the tourism c

two coordinators of a Germaiwide naturebased tourism project.
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Table 3-4: First-Round Interviews Used to Enter the FieldSource: Author)

Position ' Type of Firm  Area
CH1 Director RTO Mecklenburg
Switzerland
TV1 Director RTO Vorpommern
AN1 Director RTO Lake District
JO1 Director RTO Schwerin
FK1 Director RTO Fischland Darf3 Zingst
TW1 Head of Destination Management | MecklenburgWestern
Department Organisation Pomerania
NK1 Director Landaktiv e.V. (Network) | MecklenburgWestern
Pomerania
CH2 Director Landurlaub (Network) MecklenburgWestern
Pomerania
MK1 Head of Unit, National Park Agency Lake District
Coordinator Miritz
National parkpartner
WM1 | Head of Unit Ministry of Economics, Schwerin
Labour and Tourism
DD1 Deputy Director | German Tourism Germany
Coordinator Association
(Head of Project
Management)
RJ1 Coordinator German Tourism Germany
Association(Project:Nature
tourismguidelineg

The objective of these sessiructured interviews was to gather insights into the
following: (a) the objectives of the respective organisations, (b) their cooperation
partners and members, (c) how the latter are selected and coeudifad joint goals,

(e) the cooperation attitude of the members, (f) tourism networks that have developed
in the respective regions, (Q) if applicable, the position in relation to other RTOs, and
(h) anything else they perceived as import&nsemistructured interview guide was

used (Bryman and Bell, 2007; Patton, 2002 support this preliminary data

generation (see Appendix 1). Notes were taken during every interview and
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complemented with an interview RgThis data set were analysed as described
extensively in Section3.5 and generated three main themes: objectives of
organisation, coordination, cooperation and partriEng. enpirical evidencegained
from these semstructuredinterviewswith tourism stakeholders the destinationn
guestionwas useful in generating confirmation and contextual insights and identifying

gatekeepers. Summarising the outcomes, the twelve interviews enabled me to

1 confirm that the selected destinatiovas approprate because it representede
desire for inteforganisational relationships to achieve destination competitiveness

1 confirm that the research focugasrelevant and importarto thest at eds t our i
industry and policyagenda;

1 identify that any form of netorking and cooperation among SMEs to develop
high-quality nature tourism experiences is a matter of develogpment

1 identify potential gatekeepers active in building networks and networking
activities

1 alignthe research focus in terms of finding that theOR@re a potential relational
broker for interorganisational relationshipand

1 obtain recommendations for a potential gatekeepsrthe persoriamous for
networking activities andleading a successful tourism enterprisen the

Mecklenburg Lake Districtivhich isembedded in a wide tourisrelated network.

In the course of these interviews, | was invited to be a guest speaker at the annual
tourism conference organised by the Lake District Tourism Organisation. This
situation provided me with the opportunifor a second round of data generation,

which | explain in the following section.

® See Sectio.4.3.3for a fuller description on documentation
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3.4.2 Second Round of Data Generatioii The Access Process

Das (2003) suggests that academics and practitioners need to engagehiot her s 6
worlds in order to understand the essence of managerial prasticesearch insights
respectrely. With this customeoriented approachl gainedinsight into thefield

under study, giving me an appreciatiohthe reality of the managerial world. The
managers, on the other handgd tae opportunity to express their need for knowledge
which can facilitate the generation ofsearchfindings with realistic managerial
implications.There are numerous ways to gain access; however, theeffexgtveis

to slip into the role of the studied fielFontana and Frey, 1998)n this case

networks.

| used myguest speaker opportunidy the annual tourism conferencehich had the

chaacteri stics of a oOofamiliarit(gelintaodur 6 f c

Beason, 1991)to present my research and facilitate a workshop about marcdse

area. The attendees were practitionexanf regional tourism businesseswfier

managers, network representatives, coordinators, employegs Tdte. participants

were invited by the regional tourism organisation (AN1) to take part at the conference

with an offer of various workshops they could sign up Ttwe high response rate and
workshop attendance relativette attendance dé@rrther offered workshops (40 initial
registrations versusat the parallel workshop) demonstrated the perceived impertan

and value of the issue of networks and cooperakti@mce, the81 participants for my

workshop aimed tdearn more aboubetwork operation and managemamntd were

interested in discussing the research toffioe presentation was titted how t o
generate competitive advant ag(®chetli2000)ugh ne

The objective was to providdetails of the researcthndertaking, practical issues
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relating to networking andhetwork studies as well as bgstactice example®f

sucessful tourism cooperation.

In addition, in he workshopl aimed to examine knowledge, experiences, current
behaviour, opinions, perceptions and feelings on the networking and cooperation of
the attendees and participants. Thisluded @& informal, un-structured, and free

flowing group discussiorfSaunders et al., 200Axhich allowed the participants to

share their experienceand evaluateheir networks | initiated the discussiorby

asking about weaknessistheir network opeations and management. This gake

members the chance to talk about their frustratiand issues with(not yet
established) networks and encourgbhe audience to criticiser challengethe
presentation whi ch | ed t o a di src@natemmtobriogin 6 h ow
as many contributions as possible was made by asking quefstiossample fiwhat

do others thi ks admowadane hmasd?ed arsiimAl ar / di
flip-chart technique was used to viseahancdghep a r t i compmanisteso@ the

ideas of the participantand generate immediate feedback and further explanation of

their experiences with networkafter the workshofd used the flip charts notes and
developed a structure of these findings by grogigime ideas into categorie¥he

group discussion generatacbreadth of points of views on business networksaand
understanding of t he herefitdancconiliets) adsadtagéesnt e r j
and disadvantaged network operation and managemas summarised imable 35.

Moreover, thaliscussiorwith the participants provided evidence of current network
activities at this destination.then inserted these findings in the initial presentation

and provided these insights to thegional tourisn organisation for igresentation

purposeshrough their social media tools.
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Accordingly, this group interview informed the subsequent data collection with a
clearer focus (Saunders et al., 2007) amdrview questions for the third round of
datageneratbn (Section3.4.3 were reflected upon, and led to more interesting and

insightful contributions to the area of investigation.

Table 3-5: Overview of Practitioners & Per spect i WRelatiooghipsNet wor
(Source: Author)

Firm-Level Advantages Disadvantages

1 Reliability 1 Onesidedness (unequal effort)
1 Generate an holistic experience for th|  Competitive behaviour among
customer with various components ol members

the region 1 Time intensive
1 Increase quality for the customer 1 Unreliability of the partner
1 Creativity

1 Operational strertg

i Share ideas and encourage others to
become innovative and unify the
network content

Cooperative Conflict

1 Additional marketing/promotion 1 Dependency

1 Strong destination fPartnerds qualit.y
1 Virtual network (e.g. Facebook?) f6Overreachedd6é (if

is not distributed evenly among the
network actors)

1 Qualification(s)

1 Imbalance

At the end of the workshop participants were encouraged to exchange business cards
for enhanced networking opportuniti@he remaining hours were spent on personal
networking and talking to people at the conference. While networking, | discussed my
attencénce, role and research, which led to conversations about networks and
networking attitudesUltimately, the forum aidedny initial informal conversation

with the suggestedpotential gatekeeperthe director (TK1) of the main tourism
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attraction of the regn, and ensured consefdr the subsequenin-depthinterview
study. Inthe following, | outline how | generated and collected the data for the main

study.

3.4.3 Third Round of Data Generation and Collection- The Main Field
Work

The datagenerationprocess of the qualitative interview stuthok placebetween
January2010 and November 2010. In the following, | explain the sampling of the
interview partners, the design of the interview guide and the documentation of the data

generated.

3.4.3.1 Sampling

In this section, | clarifyhow | purposefullysample& actors andheir relations As |
explained inSection3.3.2.1 a f oc al actordés percdorved
the investigation. As indicated abgvé is difficult to determine appropriate
participants with inteprganisational relations in advanc@&ypes of egocentric
relations areonly visible onceone get into the field. Thus, snowball network
sampling (Erickson, 1979)provided a promising and practicable solution to the
sampling challengesnowball network sampling is a gnaal process. It startgith the
identification of one actor from the sample whataasthe gatekeepe(Flick, 2006)

The gatekeepeis part of the saple and occupiean insiderole, with the necessary
know-how to supporithe researcher in terms aftcess to the societythus, my
research relied oh he gat ek the forther diaminsed dhdi vi dual s 6
knowledge and opinion3.he gatekeeperK1 of this study wasuggestedn the first

round of data generation (Secti@4.)), recruited in the secondound of data
generation(Section 3.4.2, and confirmed his/hermarticipation by replying to the

standardised invitation email | sent, which provided details of the research.
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| interviewed the gatekeeper for the netstudy (TK1)in January 2010 anasked
them to refer me to connected partners so that | could proceed with the network
sampling. In network studies, relations carclassified according to the frequency of
interaction and intensity of ties among the exfWvasserman anBaust, 1994, p.31)

the density ofthe networks(Granovetter, 1976)or the perceived importance that the
focal actor gives to the relatior{slalinen and Toérnroos, 2005Because | take a
relational perspectiv this study, | asked for partners witthom TK1 had specifc

types of connections the respective tourism destinatidrspecified that this could
include relations based on information exchange or combined offers/senviaes
hel ped to secure the business net wor kos
perceived to be innovative, enhancing the likelihood of gaining insights into external
knowledge sourcegnd anyone else they perceived to be key informants regarding
this issue, which pointed me towards businesses with further netwidrisshelped

me to identify representativesf SMEs from business networkbBat encompassed
different types ofourismbushesses from various sectors, as well as business network

coordinators.

Subsequently, | sent the same invitation email explaining the research and including

the reference of the nominee to each of the referred individuals. | then attempted to

gain access tnominated actor®r an interview According to Wassermann and Faust
(1994)al | t hese nomi nat-erdd eearc $useqeently, ohe aotors he 0O f
from the firstorder zonere requested taominatefurtherwell-connected individuals
whothenconstitute thé&secondorder zonéand so fort{Wasserman and Fsi) 1994,

p.34) Thus, thisbecamea continuous process where the key representativesectfer

meto their established relations.
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What emerged r om t he study was a kind of Omi c
boundary by(Halinen and Tornroos, 199&8)atencompass four members in addition

to the actometwork perspectives explainea iSection 3.3.2.1 The gatekeeper

referred me to his current most important network, which was the closed, brokered
network of the four largest edutainment centret span four tourism regions within

the destination (Lake District, Vorpommern, Island Rigen and Rostock), recently
initiated in 2008. Hence, representatives of these network members (organisations)
became the acdroder olfe vitghhrd eathnof then cmonmenated
further net wor k partner s, wheor decarme v el
(macronet), with some but not exhaustively and comprehensively overlappirag ties

illustrated inFigure 34.

Figure 3-4: The Two Network Zones of the StudySource: Author)

WTN network
coordinator

Firstorderlevel:
WTN network
membes

Secondorderlevel:
Business atwork

Thus, the sampling of the unit of analysis became a flesipproach, with the focus
on elucidating theSME managesr &6 engagement i n networ ks,

knowledge seems to be availabte business networks. Remaining flexible is an
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element of qualitative research and is also supported by network researchers such as

Héakansson and Fof@002) who argue that

A B u s ireseasctsers cannot predict tbeection of develoment of a
network, nor forecast thignal effects of any network actidn.] networks
are built onvariety, but despite th they do have systemic properti€his
means that the answer stheitioterattmnsaitjer s o q u e

always dependrothe specific situatioandcontexd ( p. 13 8) .

Hence, the mowball sampling continuethrough two levels, and the nomination
processcarried on until the actors of the secesrderlevel had beemominated and
interviewed. On the one hand, this providedtd triangulation, and each of the
connected partnersé data could be anal ys
On the other hand, issues of ethical considerations concerning privacy protection,
confidentiality and anonymity needed to be met. Thas addressed at the beginning

of each interview and reiterated at the end of each interview. However, the fact that

the partner knew the person he/she was recommending was not perceived to be
problematic, and the contents of past interviewees were kamgfidential. The
opposite effect seemed to occur, in fact,

be chosen as an o6i mportantdé or Oinformat.

During the recruitment phase, some of the nominated partners from the-sedend
level requred a repeat invitation, butlid eventually agree to be interviewed.
However, four potential interviewees from this level could not be recruited, either
because of lack oftime on their partor becausehey did not respontb repeated

inquiries aboutparticipation. The interviewsconductedup to and includingthe
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secondorder level were sufficiertb generag theoretical saturatiofGoulding, 2005)
Nominated partners that wouldave constitutel the thirdorder zone were not
followed up. Thus, the boundary of network ties wiefinedso asto include these

two levels.

In total, 38 interviews with participantsfrom 25 different organisations were
conducted, rangg in length from 45 to 100 minutes. From these intervje2&
interviewes wererepresentativesf organisatios, in this study sealled networkers,

and narratedtheir perspective of coordinatioand the operatiorof cooperation.
Further 1 0 i ntervi ewees narrated their coor
managemerdnd the perationof brokered networkslhe coordinator (HG1) from the
emerging firstorder level had the sole task of managing and coordinating the network,
whereas the interviewed coordinators from the seawddr level were managing
networks as part of their j@. The 25 organisations represented various sectors
ranging from RTOdo the hotel sector, as well tee edutainment sector, cultural and
natual attractiors, adventure activitiespnuseurs and transport and were spatially

distributedacrosdive regiors as shown iffable 36 and Table &.
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Table 3-6: Characteristics of Participants (Source: Author)

Work Experienci
. Age . )
Person Occupation Sex Education Level Tourism .
Group in Firm
Industry

1 TK1 Director 30 - 40 m Graduate and experience 3 -6 2-4

1 FS1 Employee 50 - 60 m Graduate and experience >6 >4

1 AGl Employee 40 - 50 f Graduate and experience >6 >4

g 1 RS1 Employee 40 - 50 f Graduate and experience >6 >4
Q 2 US1l Director 30 - 40 m Graduate and experience 3 -6 >4
g 2 SS1 Middle Manager 30 -40 f Graduate and experience 3 -6 >4
o| 3 JO1 Middle Manager 30-40 m Graduate and experience 3-6 1-2
| 3 JK1 Middle Manager 30-40 f  Careerchanger 1-3 1-2
= 3 JW1 Director 30 - 40 m Graduate and experience >6 1-2
3 NVl Middle Manager 30-40 f  Graduate and experience >6 0-1

3 KH1 Employee 40 - 50 f  Graduate and experience >6 >4
HG1 Coordinator 30 - 40 m Graduate and experience 1-3 0-1

1 SM1 Director 40 - 50 f  Career changer >6 >4

1 ABl1 Employee 20-30 f  Training and experience >6 >4

1 AB2 Employee 40 - 50 m Training and experience >6 >4
1 JR1 Director 30 - 40 f Graduate and experience >6 2-4

1 MA1 Entrepreneur 50 - 60 m Training and experience >6 >4

1 JG1 Middle Manager 40-50 m Graduate and experience >6 >4
1 WR1 Middle Manager 30 -40 f Graduate and experience >6 2-4

1 JW2 Employee 30 - 40 f Career changer >6 >4

1 KT1 Entrepreneur 40 - 50 m Graduate and experience >6 >4

_ 1 MGl Middle Manager 30-40 f Career changer >6 >4
g 1 SM2 Entrepreneur 40 - 50 m Training and experience >6 >4
% 1 AZl1 Director 30-40 f  Graduate and experience 3 -6 2-4
% 2 JG2 Middle Manager 30-40 m Graduate and experience >6 >4
_g 2 HS1 Middle Manager 40 -50 f Graduate and experience >6 >4
S 2 EM1 Director 40 - 50 f Graduate and experience >6 2-4
3 2 ML1 Middle Manager 40-50 m Graduate and experience 3 -6 >4
) CBl1 Middle Manager 20-30 f  Graduate and experience 3 -6 0-1
2 SS2  Director 40 - 50 f  Training and experience >6 2-4
2 UA1 Director 40 - 50 f Graduate and experience >6 2-4
2 JK2  Entrepreneur 30-40 m Graduate and experience 1-3 0-1
4 CH1 Director 30 - 40 f Graduate and experience >6 0-1

HS2 Director 40 - 50 m Training and experience >6 >4

MK1 Middle Manager 40 -50 f  Graduate and experience >6 >4

ATl Middle Manager 40-50 m Graduate and experience >6 >4

BS1 Civil Servant 40 - 50 m Graduate and experience >4

Professor and
UO1 Coordinator 50 - 60 m Graduate and experience >6 >4

(1) Mecklenburg Lake District, (2) Rigef8) Vorpommern, (4) Mecklenburg Switzerland, (5)

Fischland Darf3 Zingst
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Table 3-7: Characteristics of Participating Firms (Source: Author)

Region Person Firm Sector Legal status Size
1 TK1 Edutainment
1 FS1 L Edutainment Non-for—prgfit
qQ AGL Miritzeum Edutainment Organisation small
(NPO)
< 1 RS1 Edutainment
é 2 usi Konigsstuhl Eduta!nment NPO small
8 2 SSi1 Edutainment
S 3 Jo1 Edutainment
.2 3 JK1 Ozeaneum Edutainment NPO medium
3 Jw1i Edutainment
s NVL Zoo Rostock Edutainment NPO medium
3 KH1 Edutainment
HG1 WTN Edutainment Network
1 SM1 Accommodation
1 AB1 Ferienpark Dambeck Accommodation NPO micro
1 AB2 Accommodation
1 JR1 Jugendherberge Mirow Accommodation NPO micro
1 MA1 Gutshaus Ludorf Accommodation Private enterprise small
1 JG1 Vogelpark Marlow Natural Attraction NPO small
. WR1 Barenwald Stuer Natural Attract!on NPO micro
1 Jw2 Natural Attraction
1 KT1 Natur- und Umweltpark Natural Attract!on
1 MG1 Natural Attraction NPO small
1 SM2 Wanderer Natural Attraction Private enterprise micro
o 1 Tourist Bureau Glstrow
2 AZ1 e.V. Tourist Board Public micro
% 2 JG2 Jasmar Resort Accommodat!on Private enterprise medium
5 2 HS1 Accommodation
§ 2 EM1 Moénchsguter Museum Museum NPO micro
& 2 ML1 OPNV Riigen Transport Private enterprise medium
2 CB1 Tourist Bureau Rigen Tourist Board Private enterprise small
2 SS2 TV Westrugen e.V. Tourist Board Association micro
2 UA1L TV RuUgen e.V. DMO Association small
2 JK2 Movelo Transport Private enterprise micro
4 CH1 —;\\//vl::lzz(i:gigb:.e DMO Association small
HS2 Ostseeschmuck Cultural Attraction Private enterprise small
MK1 Miniland Goldenitz Cultural Attraction Private enterprise micro
AT1 Tourist Bureau Marlow e.\/Tourist Board Public micro
BS1 MV Bike Public Public micro
uo1 Research Institute Public n.a.
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In the course of the interview proceduferther invitatiors to network and industry
events and tourism conferenazsme abouytwhich allowedmeto generag additional
data inthe form of networking, informal conversations and observation of events
regarding setting, content, audience, reasorati@ndance and networking behaviour.

In the following section, | explain the development and design of the interview guide.

3.4.3.2 The SemiStructured Qualitative Interview Guide

In designing the opeanded interview questions,cbnsideredjuestions that Patto
(1987) suggests, about experience and behaviour, belief and opinions, feelings, and
knowledge. The first version nglish containedive operended main questions and
severaldrafted subquestions, identified from a prenderstanding of the literature
review, which were then discussed with the supervisory team with respect to content.
Then, | translated thguestionscarefully into German. Prior to the actual study, the
entire set of interviewguestionswas piloted twice to ensure clarification, avoid
misinterpretation of questions and guarantee understanding of the vocabulary used
(Foddy, 1994) The piloting of the interviews was done by phone, with @aman
acquaintancewho are middle managers in the tourism sector,taokl around 45 to

50 minutes. h theGeab setting, however, a warmp phasevas going to berequired

to build a certain level of trusind thus it becamapparent that the initi@mount of
guestionsvould need to be adjustellie tothetime constraints of businepgrsons in

small enterprises

Consequentlyl usedan interview guidg¢Bryman and Bell, 2007; Patton, 200y a
basis for the interactiorirhis provided guidancthrough a set othemes,including
suggestions focomplementary sufuestions for probes to obtain information

emerging interesting issuedhis approach ensured that the subject area was
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illuminated with stories, accounts and examples of personal experienit@s thie
limited time theSME manageyr had availableAlso, it allowed me a certain freedom
in querying, rather than sticking strigtto formulated questions, which would have
affected the flow of the interview conversatidiie questions varied slightly for SME
managers who engaged in networking activities and-organisational exchanges
compared to coordinators who managed anddioated networks. Thaterview

guides aregiven inAppendix2 andAppendix3.

The questiongvolved due to continuous reflectioh.asked the intervieweesor
example, to prioritise their most important and frequent contactsli@vd a map of

their network. Initially,l intended tdook into the structureof ties(Granovetter, 1976,
p.1289) However, the first few participants | interviewed had difficulties in
prioritising or classifying their partners. They stated that the networks either changed
during the lisiness lifecycle, for example including public private partnerships, or
according to product development. These statements supported the evolutionary and
dynamic process of networksf. Jack et al., 2008)ut werenot the focus of the study.
Besides this,in subsequent interviews$ included aspects that had emerged as
interesting in previous interviewbslence, the interview schedubdecamean inductive

and iterative procegRubin and Rubin, 1995Following abasic structurallowed me

to position the themes discussed within the research framework. Nonetheless, it
permitted me to explore the phenomenon in a flexible but holistic m&Ra¢ion,

2002)

3.4.3.3 Documentation

As indicated in $ction 3.2.3 on methods a qualitative interview comprises

conversation and interactidoetweerthe researcher and the participdnmecordedthe
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interviews in order to be able tpay ful attention tothe interviewees during our
conversationgdDenzin and Lincoln, 2005)as well as to obtain a full audiaped

record of dataor exploration of the intervieweontens and context(Kvale, 2008)

Before each interview, | sought oral permissiondigitally record the interviews.
However, nonverbal impression and/or facial expressions cannbe recoded.
Therefore, | tookwritten notes on emg@sised statements, key words emerging

issues for further exploration, which were followed up later in order not to interrupt
the flow of the storyut to actively listen to what was said. Indeed, some irge®ees
showed they were uncomfortable with being recorded, either directly or indirectly by
turning away or speaking quietly. In these cases, | noted and narrated the discomfort
due to voice recording from my own point of view, and put the recorder asidef o
the intervieweebds field of sight. This di
to the quality of the apparatus but made the participants feel more secure and
comfortable. On two occasions, | needed to complement the recording of the
interviews with written notes because of technical issues. In these cases, | recorded the

main topics immediately after the interviews had taken place.

An interview setting as a whole has various impacts upon the meaning that is created
(Denzin and Lincoln, 2005; Miles and Huberman, 1994; Patton, 2608}, | hadan

active roleas aninterviewer in thanterviewing approachwhich | expressed through

body language;onfidence and jr understandingPrior understanding of thentext

was gathered by looking at the websites of the organisations, as well as studying either
the documents provided by the partner or publicly available mat&&dond, the
relationship between interviewer and participsninfluenced by the degreaf trust,

which impacts upon the depth of insights the respondent is willing to disdlakeng

this into account, | introduced myself and my tourism background before the
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interview started, which allowed me to speak the same language, gave me confidence
and built trust to a certain exterfthe third impact comes from the context of the
interview, and ultimately the subject discussed,thigtwasnot perceived as ethically
critical by the interviewees. laddition, the interview setting and timerechosn by

the intervieweeand most interviews took place in the office or a seminar room of the
respective organisation, and rarely in a public facility (café, lobby, at the exhibition

etc.).

Eachinterview vari@ accordingto the interview setting encounter and the state of

mind of the interviewer and interviewee. Consequently, it needs to be recognised
the analysis and interpretation of interview diuiat both interviewer and respondents
jointly create an understanding of the meaning about the redearctand coproduce

the account(Holstein and Gubrium, 1995; Rapley, 200Moreover, Silverman

(2002) statethatf how we record data is |impdetant
guality of data analysis. In this sense, field notes and contact sheets are, of course,
only meansto anenddevel opi ng (p.112 TakimgatHesesissue in
gualitative research into accourdfter each interviewl recorded the perceived
intenview setting as a wholeusing an nterview log orso-called ¢postscriptun
(Froschauer and Lueger, 2003, p.7d)the interview logimpressions prioto, during

and after the interviewerereflected on and written dowwhich wereuseful for the
analysis and interpretation as well fas reflecing continuouslyon the interview

process.

® The intervew log contains information about location, date, time, duration of interview, description of
participant,converation atmosphere, course of conversation, interruptihuming the interview, and
significant conversation after the recorder was switched off
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| transcribed he interviews accordingo the slightly modified transcription rule
suggested by HoffmarRiem (1980) and followed liree consistent steps. First,
transcribed alinterviews wordby-word, removng names or any information about

the firmsthat could give a clue to their identificatiosing pseudonymor general
descriptions Second,l insertednonverbal feature®of the intervieve (e.g. a pause,
laughter,or aninterruption)in bracketsin the text. Finally,l listened to the audio
tapes again and proof retlte document for typing errors or mistak@fthough this
transcription process was very time consuming, it helped me to familiarise myself

with the data and undertake the first stepsoding and memo writing.

Because of the German context, and because it is the native language of both the
interviewees and myself, | conducted and transcribed all interviews in German. |
started to execute the analytical process in English, by usiglisk expressions for

codes and categories, whereas the respective data chunks still remained in German.
Only in the writing up of the analysis were the interview quotations that supported the
descriptions, interpretation and discussion transcribed inghdh. A German native

with experience in the international tourism industry in Enggighaking countries,

and proficient in English, translated the interview quotations into English, which 1

then backranslated and revaluated to ensure clarity of nméag. During the final

stage of writing u(R0OO3) suggestionl dnd wnated sBnoel a n d @
transcription details (e.g. uhm, eh, hm) to make the text more readable. This said, the
tidying up came after the analysis ofthefior mat i on and the O6o0orig
interviews, so that | could analyse the original meaning of the takascribe le

analysis process in the following section.

" Pseudonymsvere generated usirtheinitials of the person
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3.5 Data Analysis

Analysing qualitative data is an activity of data reduction, daalay and conclusion
drawing/verification(Miles and Huberman, 1994, p.10Jhe nature of qualitative
analysis is rooted in the research design, the nature of the research gap and objectives,
as well as methodological suggestions from riblated literature. The analysis in this
study was aimed at exploring the information that shone through the stories about the
network operations of SMEs, so as to derive an understanding of how individuals
assign meaning to their network operation ar@hagement. Therefore, | chose to
conduct the analysis of the generated and collected qualitative data using a general
inductive approach. This is most appropriate for elaborating on existing theory by
exploiting new insights that are grounded in the dather than identified a priori
(Bryman and Bell, 2007; Saunders et al., 2009; Strauss and Corbin, 1990; Suddaby,
2006) The constant comparison metho(lGlaser, 1965) comes from a
phenomenological perspectivand is aimed at generating substantive or formal

t heor y twell-codifigdhsetof propositions or in a running text of theoretical
discussion, using conceptual categories and theiro p e (Gtasee and Bauss,
1967,p.31) Strauss posits that Aempirically
i n datlbarg, 2006, p.143hat the researcher interprets by listening to the voice

of the informantgStrauss and Corbin, 1994)

This analytical approach introduced by Glaser and St(d96¥)and reformulated by
Strauss and Corbifl990) was not applied in its pure form in this study, since the
method generally articulates an open and subsequent theoretical sampling for ensuring
maxmum variance and every emerging category being grounded in data without
preconceptiorfHallberg, 2006) The literature review that was undertaken prior to the

empirical field work indicated that various theoretical explanations exist for inter
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organisational knowledge transfer and network thexaeinfluences on the type of
knowledge. Thusthe emergindinding grounded in existing research that engages in
various conversationgSuddaby, 2006and has informed the present research and
research objectives. While this literature review and my own professional background
in the studied industry informed my understanding and awareness of the
characteristics of inteorganisational relations, | assumit the data would reveal

additional and contextual aspects related to business networks.

During the analysis, | sought to explore the meanings individuals give to their daily
work in the context of networking and knowledge transfer. Although the pre
conceptualisation did not force hypothesis testi@gddaby, 2006)bserving the data

was to some extent determined by the research obje¢lihesnas, 2006as a basis

for provisional theoretical ideas for continuous data generation and constant
comparison (Boeije, 2002) This was achieved through the boundary setting
underlying the nat ur e indichted in®extion8.3.2.1 by o f ar
which the process of sampling was driven
the availability of the participants. Thus, constant congparistarted at the beginning

of the data generation process, with an informal and initial procedure. This means that

| reflected on the content and interesting emergent issues of the current interview, and
used them as prompts in subsequent interviewstifRmus memo writing helped me

to reflect on how the information could be theorised. To this end, the constant
comparison method was used as a practical aid to understanding the complex
phenomenon(Suddaby, 2006and to making sense of the vast amount of data

(Sauners et al., 2009)
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Inductive analysist r at egi es with a O0cored6 constant

interactive streams, beginning with a few data, developing emerging categories
through the coding procedure, adding more data, refuting or maglié@tegories, and
moving backandforth from theory to datgPatton, 2002; Suddaby, 2006; Thomas,
2006) This said, creative constant comparison is not a rigidly standardised technique
(Suddaby, 2006)but requires some imagination on the part of the reseafédrack,

1989) As such, it is a unique process, which cannot be firmly explained and
generalised. Among the few practical guidelines on how to carry out the analysis, two
were partialarly useful in this analysis process. Spigd894)provides a vocabulary

and framework that help the (consumer) researcher to explain the analytical process
and guide the researcher through the qualitative data manipulation journey from the
raw data to inference and conclusion drawing. Also, Ba@{®2) puts forward a
purposeful approach to constant comparison with up to five es¢iqll steps
depending on the phenomenon studigpiggle(1994) describes interwovefiexible

and iterativeoperations of categation, abstraction, comparison, dimensionalisation,
integration, iteration and refutatiofp.492) whereasBoeije (2002) suggeststwo
activities, with o6fragmentingd | ifting
interpreting the intefiew parts as a whole in their context. This process was followed
in this research througtlightly ordered comparisomithin single interviews, between
interviews within the same group (e.g. interviewees with purposeful relationships or
from the same towim sector), between interviews from different groups (e.g.
different tourism firms, different indicated networks), and dyad (e.g. pairs of
cooperation)(p.395) In the following section | provide an illustration of how I

analysed the data according to the constant comparison guidelines.
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3.5.1 lllustra tion of the Constant Comparison Process

The interview transcripts provided the main input for the analysis and interpretation of
the qualitative generated data. The qualitative data analysis program NVivo 9.0 was
helpful for managing the quantity of datavolved, predominantly for facilitating the
tracking of data in the process of coding and categorisation. All available external data
informing the interviews were imported into the software (including -foshd
interviews, field notes, collected docuntenmemos and notes). In the course of
reading the interviews, | considered the respective field notes and observations from
provided and/or accessed documents to inform the information | gleaned from the
stories. Conducting and transcribing the interviemgself facilitated the process of
familiarising myself with the stories. In addition, thereading of the hard copy

versions several times allowed me to become immersed in the data.

| thematically analysed each interview. | wrote notes on emergeistligeaand in the

margins as well as in a word processor. The latter facilitated the overview of these
ideas and thoughts. Subsequently, | labelled themes, which were highlighted with the
related verbatim parts Interview parts within each interview were rmpared and
examined for consistency. For exampl e, i n
grand concept about which networks we [ w
el sewhere fdit is politically deofitheeed t hat
statements to understand the contrasting information and made notes to record these
occurrences and emerging ideas and understan@mgultaneously, | wrote a

summary story of the core message of each single interview that generated an
understanishg, and extracted the overall essence within its context. This within
interview comparisor(Boeije, 2002)continued for all the interviews. In NVivo, a

node was created for each theme so that | could easily store and retrieve the themes
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(Spiggle, 1994)The themes were either labelled in the language of the participants (in
vivocodesifand i f possible translated into Eng
for descriptive terms were used (e.g. 6cu
through each single case, | placed units that appeared to have similar meaning in the
respective node or identified new emerging categories. The growing themes were
continuously reflected on and if necessaé

partneamd dpepartner management and coordin

In this procedure, | created sunbdes for concepts that were found to fit into a
particular theme, for example friendship, trust, handshake etc. were listed in the
category Oinfor mal e arocess ef rdevelovpimgacateganesnit o6 .
abstracted and grouped these -sodes into broader titlthemes, for example,
Omanageri al and soft factors tFgue35i nfl ue
which is a snapshot from the NVivo proje¢he full mding scheme is illustrated in

Appendix5.
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Figure 3-5: Categorisation for Theme: Managerial and Social Factors that
Influence Operations(Source: Author)

Nodes
% Name

= O managerial and soft factors that influence 2 network
= O partner choice, selection and acquisation

O how - active vs, passive
O haw - demand, goal-oriented
O how - serendepitous, random, uncoordinated, structural hole, experiences

O why - core values, quality, cultural, managerial, spatial proximity
= O partner management and coordination

O commitment
O contol, conflict, problem solving managability (size money)
O decision-maker, accountabilty, continwity, frequency
¥ O formal enforcement, contract, broker
¥ O informal agreements, trust, liking, friendship or reptuation (indirect)
O inside-out legitmacy building - joint brand via website, marketing measure

O reciprocity - formal vs informal self-enforcing agreements

| continued the analysis with comparisomithin the themesut across interviews
setting upan Excel spreadsheet for each theme. These tabulations by-levetr
themes(Spiggle, 1994)were filled with descriptive elemen{Miles and Huberman,
1994) and concepts or keywords that emerged @miesented themes, for example
quality criteria, spatiatlistance, similar problems, unplanned chsiet. formed the
category o6why palrpttriheseedements i the kehding and thé .
illustrative data(in German)underneath, which allowefbr a clear analysis of the

characteristics of each tahdthesimilarities and differenceséeTable 38):
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Table 3-8 Similarities and Differences within Themes across SulConcepts
(Source: Author)

Why Partners are Selected
Who [Unplanned choice Spatial distance Quality criteria Similar problems
From newspaper,
sometimes | read and
interesting article and
say, cor! that is
MK1 |briliant, | need to get
in touch, because thg
have superideas, yo
can benefit fromthes
things.

That doesn't need to be
necessarily on the Island,
so it can be further away, fi
example ehmwe have a
JG2 cooperation with [partner],
the Ostseeticket, so you
look for larger partners, tog
So that is not limitied to the
Island or local environment

Of course, he needs
certain criteria (laughs).
No, | won't say, well, it's
JR1 like, similar quality,
services, what does he
offer, price of course,
what can he cover.

Well, because
there are simply
common interests
MA1 and you normally
find the partner
who has a similar
problem

*Here, interview quotes are translated into English for the Purpose of
lllustr ation

From this charting technique, properties could easily be identified and dimensions and
a continuum elaborated, as suggested by Spi{d§ie4)and illustated inFigure 36.

In the course of the analysis, | went through all the qualitative data that were
generated for the study in the same manner in order to ensure the consistency and
completeness of the analysis of the interview data. The-&@dforth process
between data and categories and the consulting of existing literature, along with some
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inspirational moments and reflection, gradually shaped the interpretation of the

information.
Figure 3-6: Di mensi onal i sation of Cateoucy. O0How
Author)
Construct Properties
How partners are Structure
chosen Perspective
B Dimensional Range %
Planned Unplanned
Active Passive
Local Regional
Informal Formal

During the data generation and analysis process, | attended two different-legpert
qualitative methods workshdb#As an active participant, | was able to submit written
reports about my ongoing process, and my initial categorisation and interpretation
were assssed by the grouparticipating doctoral researchers from various disciplines
were invited to independently generate themes from one or two example interviews
from my study. | provided these to the workshop well in advance in order to allow
time for indvidual preparation. The various emerging themes were discussed at the
workshop and, if applicable, further adjustéal.addition to data triangulation (see
Section3.2.3, this process enabled the combination of various investigators for richer

and more valid interpretations and limitation of personal {Basnard, 1991; Decrop,

8 a) Emerging themes were discussed at the worksh
by Ginter Meyand Katja Mruck the interview guide and process were discussed in the workshop

6interview with expertsé, which was | eld7.2040, Beat e
Berlin, Germany.
(b) The qualitative researcher working group ent

aimed at analysing current qualitet data material and discussing method, methodology, practical
application and occurring problems. This working group was led by Uwe Flick and Michael Dick at the
14. Bundesweiten Methodenworkshop zur qualitativen Bildung®d SozialforschungZentrum fi
Sozialweltforschung uniflethodenentwicklung (ZSM), 4.22011 Magdeburg Germany.
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1999; Flick et al., 2004; Lincoln and Guba, 198B)igave me, as a novice researcher,

some additional confidence in the proceedings.

3.6 Summary

In this chapter | have provided in detail a discussion on the qualitative research
design, applied methods, research site and analysis technique used in this study. | used
a multtmethod qualitative strategy to explore tourism business networks and their
knowledge transfer activities, which are influenced by managerial factors and
mitigated by contextual influences. In this study, | adopted a subjective and
interpretive stance to investigate socially constructed networked organisations. In this
chapter, | have also explained the data generation and collection process via snowball
sampling, for a given German tourism destination, to which | sought entry by
conducting 12 firstound interviews and for which | accessed data through a
presentation and workshop. The data analysis included all of the data generated and
collected, consisting of aufther 38 semstructured qualitative interviews from the
main field study, in addition to field notes, provided and publicly available
documents, observations, conversations, and a discussion group. The multiple data
sources ensured the reliability andidigy of my research, and my category building

was assessed faeliability at two expeHed doctoral workshops. The analysis
technique | applied was consistent with a constant comparison method, which | used
to inductively explore theory with data graled in practice, and from which two
network levels developed. The findings of the qualitative study are discussed in the
subsequent chapters, starting with the -mster network (Chapter 4) and
subsequently with the secceodder network (Chapter 5) thas dedicated to the
knowledge available in these network and the respective managerial (Chapter 6) and

contextual influences (Chapter 7) are considered.
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4 Analysis of the FirstOrder Network

4.1 Introduction to the Analysis

The previous chapter justified the tinedological approach chosen and identified the
datageneration and analysis process of this study that aims to advance theoretical and
empirical understanding of theetwork formation, operation and managemeht
tourism SME networksknowledgerelated baefits and themechanismghat enable
knowledge transfefThe findings are discusséul four analysis chapters (Chapters 4,
5, 6 and7) according to thditle-themesand encompassing categoridsntified in the
coding procedurexplainedin Section3.5.1and illustrated in the coding scheme (see
Appendix 5). Themes relating to intellectual benefits, knowledge aviitiab and
knowledge contexts are discussed in Chapter 5stiileequent Chapter 6 presents the
findings of managerial factors includinmmanagerial and soft factors that influence
network operatin. In Chapter 7 the themes related to the widentextincluding

personality and locahfluencesare discussed

This chapter is this first of four chapters discussing the findings from the research and
focuses on the micronédt called the WTN network identified during the data
generation processSéction3.4.3.). The WTN network emerged as the fioster
network of this study, formed of four edutainment cesitemd one coordinator. This
chapter discusses hothat WTN networkenables social capital and learning. It

therefore focuses on the knowledge available in the network, managerial factors

° These edutainment centres are organisations that belong to the attraction sector, partly execute
museum tasks, partly pursue environmental and animal conservatioimata educate and entertain

their customers in environmental issuesdutainment refers toenvironmental educatiorend
entertainment
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including the partner search and formation process, and networkgemeat

including coordination.

This chapter contributes to the overall research finding by providing a sample as a
starting point for a comparison with the network operations and management of the
inter-organisational relationships of tourism SMEs. Actiorshis firstorder network
recounted their experiences within the WTN network and described individual
business contacts and networks beyond this focal network. These other relationships
form the secondorder network. Theintellectual benefitsof the participants that
emerged from this secoratder level are discussed irh&pter5. Chapter 6 looks at

the managerial factors and discusses how partners are sought out, selected and
managed, and how these factors enable knowledge transfer. Thetsothat
influence these social captadlilding efforts and knowledge transfer are discussed in

Chapter 7.

From the interviews,thp ar t i c i p a nstofsméworksand ¢heipvalie,cas well

as evidence of the internal legitimacy of networks, wasaledeT he findingssuggest
thatthe participating tourisfSMEshave internally legitimised the network approach
andprimarily valuenetworks for the access to resources they grawd. Main steams

could be identified: Firstresources from networks hedpterprisedo strengthen the
sustainability and the livelihoods of theentrepreneursthrough increased
competitiveness. Seconpbint or combined resources witlegionatbased network

foster a customeoriented networked tourism experient®at is a bas for the
competitiveness of the destination, from which the firm benefits in retarthe
following section, the knowledge that appeared available to be transferred among the

sample network (WTN) is explored.
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4.2 The Introductory Story of the WTN Network

The findings regarding they at ek eeper 6 s ( T Kwhich fprms thear y
first-order network in this study, aranvestigated separately from the independent
social andbusiness network relatiortat formthe seconerder layern(Chapter5, 6)

as illugrated inFigure 41. The aim of this is to provide a clearer comparison between
this networksample and the additional business networks that have been built by the

members.

Figure 4-1: Network Map of the WTN Network and its First-Order Level
(Source: Author)

WTN network
coordinator

Firstorderlevel:
WTN network
membes

Secondorder level
Business atwork

The gatekeeper of this study, TKis the director ofone of the participating
edutainmententres (edutainment centre M) aisdresponsibldor the stadup and
growth of this organisation In this course also the WTHNetwork developed The
story of this case concerns a horizont@mpetitive network comprising the four
leading norprofit organisations in edutainmetiat are spatially dispersed within the
tourism destination of Mecklenbuiyyestern Pomerania (MWPjefared to as the

0 WT N n e inwherfdlawing analysis Although TK1 nominated the WTN
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network as his primary network in the interview, thises not imply thatthe
gatekeeper of this studyas the sole initiator of th&/TN network The managerial

factorsinfluencing selection and formation are discussed in Sedti®n

Prior to the formation of the WTN network, the participating organisations introduced
disruptive bwsiness innovation, transforming the organisational form from state
ownership intonon-profit organisations or foundatismnder civillaw, and changing

their business models to respond to the private enterprise system as well as sustainable
and environmerat conservation strategies. Moreoveacke of the firmshasreformed

their servicevalue chain with productand processnnovation such as faractive
interpretation’ (TK1) or physical elementssuch asarchitectural change$o a
building (TK1, JO1, JW1,KH1). The evidence from these stories wdrious
organisational innovations suggests that these organisations have absorptive
capabilitiesin line with those mentioned in Volberda et @010) These innovations

were explored externally prior to the development of the WAEMvork, and the
organisations accumulated internal knowledge bases regarding environmental and
natural conservation and educatiorfi @r mission is nature protection
communication in brackdas environmental education, yeand in order to be
successful irenvironmental education you have to develop produid product
development is marketing(US1). These knowledge bases were then applied to

commercial ends as evidenced by marketing activities.

1° i nterpretationis a visitor management technique, and in particulas flan educational activity
which aims toreveal meanings and relationships through the use of origdgects, by firsthand
experience, and by illustrative medi a, rather the
1956 in Orams, M. B. 1996. Using interpretation to manage ndiased tourism.Journal of

Sustainable Touris(2): 81-94.
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In the interviews, top management and marketing represegatho were involved

in exploiting external relationships for
|l ookingd absorptive c apfgColeen and tevighal, 1090) t h e i
As a result, he firstorderas well as secondrderrelationsareinvestigated from the
perspectiveof represatatives at the strategic leyetho had developed the network
(directors),as well asthose at theoperational levelof the networkswho actually

operated irthe networks (mainly marketing representativesjhese two groups were
signposted as active netikarepresentatives arabnsideredo be relevanhetworkers

of the respective firmat the time of data generation for this studiize context of

these representatives regarding marketing, ndtased tourism and edutainment
suggests that the networkerhlaee a common language, which adds to the
development of cognitive social capital and facilitates mutual understanding, efficient
information sharing, and common interpretations of events and experiéefces

Bolino et al., 2002 for a review; Nahapiet and Ghoshal, 1988}, in turn, may be

argued to facilitate knowledggharing, particularly of tacit knowledg&orenson et

al.,, 2006) and the development of joint projects according to sharetivork
objectives. The following section starts with a discussion of the findingthen
strategic and operatiah knowledge that appeared to be available ie INTN

network.

4.2.1 Knowledge Available and Intellectual Network Benefits

This section looks at the knowledge available in the network, for netas&d
learning or joint knowledge creation. The disruptive business innovations of the four
organisationswere ot outcomes of this netwotkased learning; rather, the
innovativeness of the organisations led to the formation of the netwdik.albanker

and graduate in businestudiesstarted to actively observe the edutainment centres of
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the destinatiorwhile gahering competitive intelligence in order to compenstie
his/herlack of prior knowledge about the edutainment contexwhich he/shevas
operatingfi So, o0 falso¢cl®eauss lavas new, | observed the other organisations

and edutainment centre @sit was ready to operjto see]how others operatktheir
businesss|[..] As aresultwe k new e.dlkub, tacttkioeledgavas made

available through learning byactive observationin the initial loose ties with
competitors This active observatiogpr ant ed access to knowl edc
way of doing business and enabled the parties to learn about their explicit resources.
Moreover, @ganisations thatvere aiming to introduce product innovation butere

facedwith the cost of newnesdue totheir lack of knowledge in this area learnt from

these partner tiestOf course, we benefit from each other, so, for exanpgedieication

centre OJopens aivision in July this yeart guess JO1old you about it And for this

project weare working together [our edutainment centre Z)ith [education centre

O]. Because we have a very good relationship of cqusedhey learnt about the

content from u® (NV1). The p a advaneed &ndwledge capahédsg and
experience were exploited for product extensionsThi s refl ects Lane
(1998) investigation into how manisations learn from networks throughe
interactionbetweenthe respective teacher and student firmgh the lattergetting

familiar with the formerd s obj ect i v esowlealgedas well @l thairt
expeiences Further, it supportthe social capital theonywhich stateghat interaction

among young firms can unlock required knowledbeghes et al., 2014hat may

add to business growth and performarizeficienciesin productspecific knowledge

t hat i's a ©prerequisite for d ¢Coleeh andi ng a
Levinthal, 1990; Cooper, 200&re compensated through interactive prodhased

and experiencbased knowledge transfer with peé@ooper, 2006; Friedman and
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Miles, 2002) The learningcontext of the closed WTNetwork enables the extension
of the existing knowledge of the student fifjAbernathy ad Clark, 1985)n that they

exploited the partners knowledge béiseza and Lewin, 1999)

Moreover, nterviewees recouatl occasionon whichtheyhadle ar nt fr om par
experiencesfiOne searchedor like-minded people andries to learn from their

mistakes, so information centre seasifori nf or mat i(0S1) Sinelarities e O

in organisational competence and knowledge bases bewdegainment centres M

and Z facilitated the exploitation of knowledge through their cultural and cognitive
proximity. In addition to knowledge exploitation, the WTN netwagpkovided
opportunitiesto explore newknowledge and experiemngeenabling membersto

introduce product and process innovations that were new to their firms. Partners
explored new knowledge that was rootedniethodological approael to service

dissimilar to their own:

AAnd t hen, as hkvelrand teisxis glttmately the more imjamt
network for me,searches byinformation centre for completely different
organisations, so, for example, national park cemsearching for zoos hére
are no similaritiesat first sight, except that bgtbf course communicate with
guests, but nikodically theyare entirely different. Ad there you can find the
best synergies, because many things which happen is eoad be

implemented in national park censfjeista s w(631). o

Particular actiondy theseattractionsectororganisations (e.gorganisatiorspecific
promotional action)or processesarried out by thenftypical methods ascribed to

particular organisations, e.g. dnimal feeding or repeated short tounskere
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observed and filterethy the network memberr potentialinnovaton outcomes

Thus, the interviewees learnt from the business network to introduce incremental
product innovationghat werenew to th& own organisationThey analysed and
transfor med partnersao tangi bl e processes
proesses and absorptive capabilities, overcoming, as a result, the direct imitation
usually pracsed in the highly transparent tourism indusfHjalager, 2002) This

exploration of methodologically dissimilar organisations from the same sector was
facilitated by existing relational andcognitive social capabilities that had evolved

throughaspects of similarityJection4.3.1) and network vision (Sectioh3.3.

The knowledge available ithis edutainment centre network within the attraction
sectordoes noffully support Sorensen (20Q%yho observed lowearning advantages

in local attraction networks$ecausefidifferent types of attractions needed different
information inputs from economrally similar but spatially distant attraction
organisatios outside the destinatioagp.46). In this study, dissimilar organisatgon
from the same subector(attractions e.g. zoo and natural museum with edutainment
purposé providedeach other wittopportunities toexploreincrementalinnovations.
Moreover, thidinding does not fully support the usual arguments thaexploration

of new knowledge for new produservicedevelopment isought ouin sparse, weak,
nortlocal butculturaly and economidéy similar networkgAhuja, 2000; Burt, 2000;
March, 1991; Rowley et al., 2000; Sorensen, 2088)the observation of the WTN
network suggesiknowledgeneededor firm-based new product development can be
exploited in close, dense, spdifaspreadnetworks of firmsbelonging to the same
subsector albeitfollowing different ways to execute their objectives (edutainment),
the objectives are congruent among memblkersaddition, tiis study does not fully
support thegenerally arguedor low diffusion and adoption of knowledgand the
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deficiency of absorpte capacity intourism SMEs (Cooper, 2006). Instead, it finds

that networked organisations with similaluestransfer and apply innovatioms the

way described by Hanna and Wal§2002) The edutainment centres exploiting

natural resources seem to benefit from the infrastructure system and closeness to
public bodies (Hjalager, 2002) that may |
capacityand provide knowledge advantages in contrast to other sectors and private

businesses.

In the WTN network casdike-minded colleaguewere found to exchange knowledge
not solely for the primary objectives the networkMember firms were exploited for
various contents. Experienaexchange and technical knowledge shariveye also
evident at the operational level beyond the markeatatated subjectsi Tie exchange,
so to speak,the exchange of personnel, thereby information exchaisgalways
given becase our people regularly drive to these institutions and vice yarshthey
speak to their colleagues at the respective level. Therefore, it [the conatmmic
exchange] i s(FSA)l R4 gdded thpat thee arganisation had the ability to
provide acess totechnical and professiondnowledge iSo, there is as well
someone atthe level of aquarist who cooperatewvith them [WTN network
organisations at the level of aquaristike | said we cooperate with them at the level
of collections or maybe as well in the area of publicatipred TK1,0n the other
hand cooperate with them inthe context of thisdighthouse proje@d* [WTN
networf RS1). Therefore, the networkased learning from this network spans a
comprehensive knowledge repmre that is facilitated by the cognitive proximity of

the respective knowledge transfer partners.

4 ighthouss o f t oi8 mraskatidg award that aims to motivate quality initiatives within the
destinations of the newdff or med f or mer Ger man states awar ded
Sparkassenverbandes (OSV) oo
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This networkbased learning that benefits the individual firfnsencompassing
operati onal knowl edge from partnersd way
techniques, produgpecific knowledge and experiences, and service knowledge new

to a particular type of organisatioh occurs without the facilitating role dahe
coordinator. The coordinator was particularly accountable for brokering the joint

knowledg creation processésr the network level benefits and outcomes

Through the joint knowledge creation process brokered by the coordinator, partners
learn to combine theienvironmental educational offegs to create synergetic
portfolios In this proces, ahigh proportionof codified knowledge irthe form of

concepts igontinuouslytransferred to thenembers:

Al pr eosgh action planwhich | prepare based on our existing concept.
The existing concept certainpoes passomeme mb entegedis, which you
then have to adjust a little bit. At the marhé is like this;| create various
small projects, develop a concept and then it will be seetvéryone to get

f eediBC)k O

In this vein, partners continuously disclose to the pdtvtheir activities and product

based knowledge that are subsequently combined for joint network activities. The
combined knowledge needs to be aligned t
effective joint knowledge creation. Thus, the knowledge caoatlon via the broker is

tacitly informed by the net wo&3Rkdbs Vvision,

4.2.2 Summary of Available Knowledge

Various types of knowledge e@rmade available in the WTN network. Network

members are able to leverage knowledge resources from the network to overcome
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their knowledge deficiencies so that they can implement new product innovation. This
contextspecific knowledge and experience tramstend to be related to particular
specialism or strategic competence profiles new to the respective membditiase.
networkbased learning opportunities are realised by the members themselves,
whereas the broker facilitates joint knowledge creatiggnad to the shared network
objectives The following section discusses the managerial factors that enable this

knowledge transfer, in particular the selection, formation and coordination process.

4.3 Analysis of Managerial Factors enabling Knowledge Transfer

Whereas the previous section explored the knowledge available in therdiest
network, his section explorefiow the tourism business network is managéthe
interviews provided insights intaow the network had evolved, and how and why the
partners hadound each other. This information drawn from the data provided insights
into the similarities and differences among the firms, and their reasons for building
social capital. This section further exploreew managerial factors enable the
transfer and leaning of the available knowledgeFirst, an exploration of partner
selection generates insights into how the WTN network developed from a
serendipitous to a formal network, and it is discussed how potential policy
interventions affect network formation angeration (Sectiod.3.1). Second, similar
values, quality and organisational forms evolved among the case members, explaining
why these partners gravitated tdgat This section discusses how knowledge transfer
and social capital building was enabled (Sectb8.2. Third, the visioning and
development of the sharedientity are describedindicating that this process
integrated the individual so0 418.8.ddugh,thend oV e
subject of managealiiy of the network emerged from the interviews. This was found

to depend, in this case, on the accountability of the network members, and is
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facilitated by a limit on network size that affects social capital development, and by

the coordinator who acts dsehalf of the network (Sectioh3.4 . The coordin
role is discussed subsequently, and it is more of a strategic and operational role than a
signposting oneSection4.3.5. Finally, the frequency of interaction in this network
provides further insights into how spatial distance within a destination can be

overcome (Sdmn 4.3.9.

4.3.1 Network Partner Selection and Acquisition Process

The partner acquisitioand evolutiorprocessn this networkisii ni t i at ed t hr o
top managemea (US1)andinformedby competitor intelligence (Sectioh2.]). The
awareness and acknowledgementtlod benefits of cooperation were the original
gateway forforming the network:fiThereby, you knew each other and some day we
just said, yes, we should work togethlees a us e it niKk)efishie idean s e 0
came up that one partnday itself would of course not bas powerful as all of us
togethed (NV1). The directors and strategic personnel (e.g., head of marketing)
carried out informal networking activitiesser a period ofwo years prior to formal
network formation (TK1, JW1HG1, and NV1) This study suggests that the initial

weak ties among the contpers facilitated information sharing about various
opportunities, which in turn enabled cooperatigollowing this, informal networking
activities among the active networkéresho valued the potential cooperation
opportunities that could be gained thrbugpmmon perspectives and ne&dsnabled

the development of personal relationshygsween theéop managemer(directors)of
organisations The network formationin this case supports the assumption that
entrepreneurial networkare embedded in personal abnships(Kilduff and Tsali

2003) albeit these personal relationships in this study were developed rather than
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existed for exploitation.Subsequently, thegreliminary and informal cooperative

networkingactivitiesdeveloped into a formal structure

A h the beginningwe displayed their flysrand they displayed ours. This was
sort of an extension of what we did anywaye just saidawe will simplyuse
this larger regio@ Yeah, so that developed itself more and pemd thishas

alreadybeen in placdor two years now (TK1).

This kind of prenetwork activity isnot sufficiently discussed or conceptualised in the
literatureaccording to Kilduff and Tsai (2003Huggins(2000) argues that the most
successful form of formal business netwaskfacilitated by an initially informal
structue. Similarly, Méller and Svahn(2003) find unintentional networkingo bea
precondition for network developent activities These serendipitous network
processes and interactions enable network mentbefisd common ground, from
which goaldirected processes and a shared identity can be devdlkpedff and
Tsai, 2003; Provan and Kenis, 2008; Salancik, 1998jich lessens the network
internal cooperatioigompetition tension proposed by Das and TE&@0) Whereas
Salancik(1995) considers thesserendipitousand formal interactions independently,
Kilduff and Tsai (2003) argue that these processes exist in parallel in netwbiks.
study provides evidencef a procesof developmenfrom serendipitougo formal
network processedn our case, His informal periodenabled the development of
personal relationships and common perspectikias led to relational and cognitive
social capgal bonds(Bolino et al., 2002; Nahapiet and Ghoshal, 19@8])facilitated

the progression of formal networking.
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In particular, TK1, NV1 and HG1 indicated that the WTN network was formed from
the bottom up and that members approached each other to putisigtual strategic
marketing goals:fi T h means, we [all four edutainment centrekjunded the
marketing networRVT N @NV1). Moreover,these networknembes demonstrated a
need forintellectual benefitgshroughthe sharingof market knowledge and similar
competencies witlhespect to environmental education and edutainnanidentified

in Section4.2.1 That suggesta n 0 iout kegiticha&cy buildinggamong members
who value netwde membership and provide resources for network activitiesnan

and Provan, 2000and it also provides evidence of a certain abilityetwognise the
value of competitive business networks. However, some otitsidegitimacy

building was indicated, as will be discussed next.

4.3.1.1 Policy Intervention

In contrast to the previous finding, JO1 and WBhsidered the network formation

bepolitically desiable(fi w e it wastargeted inthest at eds (UBb)} i t i cs o

Al Edut ai n mewaspushed axtramely h@rtbo hard, which is good
though, it waghe bigproject inthe leisure market for this areauBthe other
large establishments asked themselvastually, why only push one of the
edutainment centse ?Sd theyasked and then thdinistry of EconomicAffairs
said, wodk together and cooperate then the cakki be bigger and you will

be strongerinstead oflus having to] support each organisation separat@ly
[...] the state didd@ want to support each single organisation to the same
extentthey did with the launch ¢édutainment centre O]. Instead they argued

that we [the destination] needed aw quality and this new quality would be
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our [WTN] cooperation and promoting this cooperation as one voice-inter

regionally, and promoting thi(WSl)country

AThe edutai nment centre O, | emssan,
there are expectations associated wijth. . s Jalso iat simple political
desirability that we do networkingand we carachieve a lot for our networks
and gain more attention for the whole networlawen [if we do so} So, there

is definitely smething wée giving back to the countryn getting involved
with things. 166 not always a thought about gainilogir own benefits from
somethingn the short termbut alsoaboutplaying a role in the country, thus

playing a politicaly desiredrole. §JO1)

This version of theolicy-initiated and funded networfcf. Huggins, 2000jmplies

dutsidein legitimacy building(Human and Provan, 2000)at her t haut t he
|l egitimacy buil dingbé suggested above. The
the unidirectional financial suppofor competitorgrantedoy t he st at eds g
was an addibnal and concomitant driver, causing the partners to gravitate together.
According to US1 their relationship with he Department of Trade and Industry

provided access to poliaglevant knowledge:i T h ey [ govyprevide ment ]
incentives, offer funding oppanities, and when funding opportunities are offered

t hen of cour se man @S1). dO1stated,fiti iv gosd fos the | ng U
organisationto havea direct connection to thebig voices of tourism and TK1

added,i o n e ddchigf exeduteve officeirom the DMO was at our meeting and
mentioned it [ networ k s uThemaembers suteessiullyg t h e
raised funding fometwork managementhe coordinator) andhe development of a

network structure over the perioof three yearsfrom the ministry promoting
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economic developmertt h r o bugirtess @and regional netwodk®Ministerium fur
Wirtschaft, 2008) This direct approach and communication with governmental bodies
suggests that knowledge was accessedrder to introduce this innovative WTN
network through the infrastructure of public bodies, as a knowledge transfer channel
corresponding to Hjalag€R002) This provides evidence pblicy-related knowledge
usually rarelyaccessed by tourism SMHEScherl and Coope 2013) From this
discussion, it may be assumed ttie power and size @ach individual organisation
provided reasons for the development of this innovative network, which is explored

further in the following section.

4.3.2 Reasons for Partner Selection

From the interviews, there emergedmisarities and differences betweethe
networked organisationshat determine some of their cognitive social capital
behaviour (Nahapiet and Ghoshal, 199&nd inter-organisationalantecedents of
absorptive capacity(Volberda et al., 2010) The ®gnitive and instrumental
similarities provide insights into why the partners formed this network. Also, the core
values and quality of the organisations emerged. These similarities will now be

addressed.

4.3.2.1 Cognitive Similarity

The four WTNorganisationsre similar intheir core valuessharing an intrinsic brand
focusng on environmental caenation and promoting naturbased tourism. These
elements have become norms of behaviour that govern the network, as was proposed
by Inkpen and Tsand2005) albeit the subjectthey transfer varied The four
organisationsare competitors with respect to naturbased tourism and their

edutainment purposgyet, they cooperate in strengthening a collective brdad
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themselves as edutainmem@ntres. fie normsof each firm readily provideesources
for developing a shared representation and interpretation of edutainment in this

context andheemergence of a platform foetworkbased learning

il must find ways to position our houser which the themeof environmental
education and nature is central, although wauf organisatioh have not
elaborated this theme to that extent. Initigitjuring the startup of the firm]

we just pushed its promotion forward, as a big house that needed sedre

But we also have themes and content and a concept, and that matches perfectly
[with the other edutainment centres]. Well, for such a [learning] organisation
other organisations are important, too, and in that sense we [WTN network

members] belongperect | y (JOd)get her o

Thus, the perceived learning benefits and shared values have led to the development
of cognitive social capital behaviour. In addition to the similarity in core values, each
of the member organisationmovides high-quality tourismedutanment offers, as

JW1 indicated:iWe aspire towardsfor example innovation or improvement of
guality, ultimately to be awarded with diverse certifications, which in the end are
actually a symbol that we have implemented our standards with respecbtm t.e nt 0
Confirming this observation, several pieces of evidence in the form of quality
certifications weamdy-fripndimess avard , ( SKilc,h JAW1 ,a
NV1), é&elected landmark in the land of ideas ZD08( T df &yropean museum of

t he yea@Wwl2JD1)0as well as accessible tourism or other ecological
certificates. These indicate that the partners pursueduglity strategies and hence

speak the same language, which facilitates the communication within the network.
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Moreover, each of the organisations perceivedo bead maj or t our i st a
(USl) andoneofthed best nat ur e eGP dWlsatedioeexampleayt r e s 6
fithere is no doubt thidedutainment centre O] has anigueselling proposition within

MWP 0 TK1 confirmed A w just see ourselves as the leading edutainment
organisationsin this countrywhich wetruly are, and we hawe, combined something

over two million visitors a year, which is pretty good. Yeah, aedidewus, there is

little competition Ever yt hi ng e | s Ehese Bndinguvath regsrch tolthie 0

or gani status ang neev@ance within the destinatibaw attention toequity as

an antecedent of network formati@Brass et al., 20049nd support the relevamof

the status of membe(Podolny, 1993)n encouraging thento gravitate togethein

business network#oreover, the membership in this network adds to addition social

status for the network members, another form of social cgpitddapiet and Ghoshal,

1998)

4.3.2.2 Instrumental Similarity

In addition to the cognitive similarity derived from shared values and quality, all four
WTN member organisatiortsave similar organisational forms alegjal structures, as
non-profit organisation. The four WTN partners do natiffer widely in size and
budgetand are prceived as the largesdutainment centres in MWP. However, their
organisational formputs each organisation in a challenging position terms of
running their operationsosteffectivdy so asto avoid putting too much burdemo

ther restricted communal shareholder budgets

A On t h banddandteat is a special situation, we are in contrasthe
usual classic museynand to our parent organisationwhich isa limited

liability company, namely a neprofit limited liability company, but yedf
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course a strong economicallyiented company, wtih means at the end of the
day t h attreceiwe anylsubsidies four ongoing business and so on. S
we are not externally financed or externally supported (W¢ area self
supporting company. []..Of course, we are not allowed toakeany losses;

we have the full panoply of saJenarketing purchasing, controlling, all those
things, like a classical commercial enterprise at this point. Actually, that is
quite unuswal for a museumbecause inthe classical way they all have their
household regulated by public laywvhere earnings, expenses and soaos

clearly pwgdefi nedo

A Edut ai n me hdlongs ® orierofhe féw] culturalinstitutions of

MWP, whichgeer at es cd¥i)s in itselfo

The economic motive encouraggese organisationt® value externaknowledge
resources and net wor ks avell ecuhaeganisatibnfisio wi ng
most likelymore innovativelthan other organisationsuch & administrative office

Well, we try to continall y st r i k e (S&1). mhesgvovigeh & farther reason

for building the goaldirected norprofit network for innovation and learning
opportunities(cf. Kilduff and Tsai, 2003; Provan and Kenis, 2Q08hese findings
suggest that t hes edifferencesfrom guldicdmuseumganathes at i o n
similarity between them, arériven by economic moti®g: because those with

restricted communal budgets needyemeratanoney entrepreneurially as they cannot

rely on endof-year compensation fronthe government.At the same time, the
organsations share a common organisational form and similar managerial innovations

(as stated in Sectidh.1.]) that allows them to build cognitive social capital tigiou

similar knowledge and experience, and congruent strategic goals and content.
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In summary, the reasons for and process of partner selection and forhmglibght

an important foundation for developing social capital, in particitiarcognitive
dimensia, and signals a flaw in theextant social capital research that has
overemphasised the emergence of struc{@@eman, 1988; Hughes et al., 2014;
Koka and Prescott, 2002particularly, the cogtive social capital behaviour in the
form of shared understanding, reputation and common knowledge has derived from
common values and organisational form and similar quality in this ddmes the
formation of this network providdansight into therelaional andcognitive dimension

and further develapour understanding of the multifaceted social capiéhreover,

the similarities of the firms have formed a pathway to the creation of a shared vision

of the network, which the following section presents.

4.3.3 The Visioning of the Network

Taking into consideration the policy intervention discussed above, the formation of
the WTN network encompassed three important regional tourism policy aspects by
combining naturdased tourism, quality and cooperation (Seetion 3.3.2: i he
marketing network WTN is a network thiar example, you cabe proudthat you are
part of because it has a lot of politicallyesiable elemeé t $J®1) This network
promotes theedutainment consciousness within the destinationreasdpotential to
generate furthercompetitive advantage for the destination, as one of the

representatives @nedutainment centre explained:

AMWP is also aland of castles, of beachps t h wa £ompetitidrsvhich is

good. And, it imlsotheland of edutainment centréUS1).
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By recognising the trentbr edutainment within the destination and identifying the

status quo of the tourism environmebiS1 in particular seesto have pushed the

formation of a network amontheir competitorsso asto benefif primarily, from a
greatermarket shareThe vision of the network, however, was formulated by the
managing directorthemselveswhich isusualyagued to be the brol
requires visioning and orchestration capabilitié@hanaraj and Parkhe, 2006;
Lemmetyinen and Go, 2009; Provan and Human, 1988ividual interests and needs
concerning the network were considered and incorporatedtlmtovision of the

network. TK1 stated that the purpose viiag take community action whie we talk

about promotig ourselvesutside thestated and to gain greater market powér.we

dondt only wanttobteo pb eo.NVicaplieveditiefit algg o her w
are stronger ananore attractive for coach travel companies to develop arrangements

[withh a nd s o USladdedithafi v do not want to generate more tourism, but

we want to channel the tourism throughout the atedn at 6 s . ®he xision fars k 0
outside legitimacy was stated as followisd jointly attract and enthuse tourists and
inhabitants of MWP regarding the attractiors of the aread and to do so with

Aval uabl e environment al educational of f e
exp er i e(ele Blbeit there is a perceivedisk of financial lossthrough
collaborationfi p 0 s s i lbske yome ab ywour business if yowéa cooperation or a

par t ne(@Wl) theppatners believe in relational returisi f t he r egi on

a godl tourism experience we will bengfitt h e e n d (J@Mh yowhasyerd, the

joint vision and objectives has reduced concerns and increased opportunities for the

network members.

The formulated vision and shared goate perceivedasidenticalto theindividual
organisationg g,ovehicks would be difficult to achieve without cooperative

142



interaction The networkhas formed aroundthe individual selfinterests of each
memberfirm, which overlap howeverln this instance, selhteresthas notbeen
destuctive but constructivecreating synergistic effecand a shared identity. Thus,
the network objectives have been developed through cognitive consigtecumy,
1959)among the members, taking into accotind joint vision and individual needs,
which are as follows
1 to liaise and work in partnership with otheganisations providing synergetic
portfolios
1 to share an intrinsic brand by offering recreational fun and environmental
education at a high standard (holding quality certificationsjuding holistic
ecological concepts, famifyiendliness, nature exgences, accessible
tourism and technologidgladvanced presentatipn
1 to educate tourists and inhabitants about the environment and naiivVéraf
1 to nationally and internationally promote these four distinctive natural
experiences throughsiareddentity, supported by a website and a figurehead
(coordinator), to generate external legitimacy;
1 to create highguality tourism experience offers for distribution partners (DJH,
coach and group holiday travel)
i to cooperate with government, industry aadrism organisations with similar

goals to achieve higher tourisumbers

I n course of introducing the netbwdngk name
exercises were developed. A logo as a network identity was created. Moreover, the
website lists and linksthe participating network members and promotes common
activities, andunctiors asthe web presence of th& TN network. In addition to the

online presence, the appointed coordinator represents the figurehead of the network.
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The logo and the cooirthtor should bring external visibility and thus external
legitimacy to the network, as well as customers (distributors and- end

consumers/tourists), potential supporters, funders and partners.

In summary, these sectiohavedemonstrateé important aspectsf developing social
capital, in particular the relational and cognitive dimensions. The harmonising
organisational values, content, and shared expecsaifaall the network members

this casewere abasis for informal networking among the top management, which
grew over time into formal purposeful networking. This process built trust and
strengthened the bonds. This was the pathway for the development of relational and
cognitive social capital, in pacular the emergence ain intrinsic representation and
interpretation of common nornty/ the members themselvékhis in turn, supported
external legitimacy buildingThe following section addresses how the network is
managed, through a limit on thetwerk size, the transfer of accountability for

network operations, and the employment of a coordinator.

4.3.4 Manageability of the Network

The interviews provided several insights into how the manageability of this network
has been increased. This has been sacgdecause of the scarce time resources of
the networkers. First, a size limit has been placed on the network, which has
influenced the linear growth of social capital building. Second, accountability has
been transferred from the directors to the hezdsarketing, who cooperate at the
operational level. Finally, a coordinator has been employed and is responsible for

acting on behalf of the network and disburdening the networkers.
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4.3.4.1 Limits on Network Size

Regardingnetwork structure and sizéhe networkmembes agreed to set a limitno
membeship of the netvark to reducepotential competition with trade associations

(JO1) and easeetworkdecisionmaking processg3d K1) among thesqually powerful
edutainmentorganisations(NV1). Although all network membe agreed on the

shared brand identity and objectives that built the basis for growing cognitive social
capital, the question of how to implement the shared objectives was influenced by the
individual so past experiencesoneahuds. t heir
Huggins (2000) asserts thatthe fewer are the voices the fewer are the diverse

interests and opportunities regarding how to execute diverse network activities. Thus,

this size limitationlessens the efficienemclusiveness tension thaian occur, as

Provan and Kenig2008) suggest:it he mor e t hat organi zat.i
involved in the network decision process, the more time consuming and resource

intensive that fdp2d2ess will tend to bebo

In this study, the official requirements for securing governmental funtbngetwork

structure and managemeritowever,were at leasfive partners(Ministerium far

Wirtschaft, 2008) The potential for strategic growth in the network sizgth

additional edutainment centres in and outsid®/P, was indicated by JW1, JO1 and

TK1. TK1 explained i | the end we actually said thatwould not be restricted to

MV or that areg but actually it isWe | | | | ,dos mé maybkinwowld be

useful to inclde Northern Germany or Northern Europé don 6t cduldo w, W ¢
create, I d o n & tssokiatian wr, smethind3@mleday Well .S magybe a

in ten yeas or 0. The am is to develop isothat it [the network]runs proficienly, so

that somday the[networklb r and wi | | .Ealargermentattheinatviok d o

would subsequently affect network management and could cause more time and
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resource intensive decisignaking processe§.he r at her passive co0o0

this processvill be descriled in detaiin Sectior4.3.4.3

The growth of the network, however, would support the argument of linear social
capital growth(Nahapiet and Ghoshal, 98) and increase the scope for external

legitimacybuilding efforts. Nonetheless, the commitment of new members would

require an identification period | | owi ng them to | earn abou

identity, although in a different manner to how tteordinator has done this so far
(discussed in Sectioch 3.5, andto further develop cognitive social capital. Thisdy
therefore suggests that the coordindtesr or chestration capab
strengthening the membersdé commitment
identity (Lemmetyinen and Go, 20Q9¢ould become particularly important in the
network growth phase in order to strengthen social capital and create value. This
further suggests a more strategic role of a network coordinator ahdgected

network processes.

In addition tothe similarity aspect of network management discussed in Sdc8dh
the largest and perceived to bmost prestigious tourisnd h o t s whzh shdre
similar levels of quality, status and powewere chosenfor this network in ordeto
generatecompetitive adantage Boundary limitation criteria for this sample network
include perceived organisati@h factors, such as imagénovativenessjocation,
visitor numbers and turnovédO1) Exclusioncriteria applied to otheedutainment
centres are unattractive location (with low visitor frequency) or insufficient
innovativeness regardingiigueness within the destination. A furtipeconditionfor
beconing a networkmemberis thefinancial capacity to actandthe invesment of

approximately 1000 Euro/annumso that network activities can be implemented and
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network goals achieved Generally, it is theorised that networks are btoltgain
access to resourceldowever, thisnetwork formation that aimfor joint and goal
directedoutcomess uggest si t haf gowel pA9G)d ndt sufficient

to call for a network. This also explains the power differences among tourism actors
and the consequent network opportunities or lack of tiienedge, 2006) Thus,
perceived uniqueness and financial cajyasiere reasons to exclude, for example, the
edutainment centre led by KT1, despite the percehigtt didacticalquality and

edutainment offers of that organisation.

Consequentlyit seems that the WTNRetworkexemplifies a rather static netwook

stabilty, with regulated entry and exit afiembes through funding commitmestand

control of context regarding size (economic measures), reputation and content
(edutainment), although there exists a pool of potential partners with respect to
content (edutainenn t |, museums etc. ). Thi s(193) ovi de:
argument that the absence of ingierisional interactions with further potential
members is due to the encompassing rules and roles in an institutional context (p.345),

and extends the argument to an ifften network context.

Moreover, esearch into network structure and social capital has typically argued that
the volume of social capitahcreasewith the size othe network (Bourdieu, 1986)

and the greatas the number of contacts the highethe chancef accessg required
resources(Burt, 2000) This new proposition of limiting social capital growth
according to network sizeestrictiors demonstrates a gap in the social capital theory
as it does not map ontbe existing literature, which has generally assumed linear
growth (cf. Hughes and Perrons, 2011)thereforeuntangle the linearity argument

madeby Nahapiet and Ghoshal (1998)onethelesslimited membeship can provide
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significant social capital irthe form of social status and reputatigNahapiet and

Ghoshal, 1998) which potentially enhances external legitima particular.

According to Provan and Ken{2008) stability of network size may contribute to
legitimacy developmenthrough a better knowledge f each otheros st
weaknesses, which in turn may also increase trust and cognitive social capital, though

these structures could become inflexible in responding to actors needs.

4.3.4.2 Accountability

Although the network wasinitiated by the top managnent of the edutainment

centres, in the course of the network developrifembhetworking activitypecamehe
responsibility of the heads of marketingGhe participation level ofthe top
management was higher at the beginning, particularign developinghe network

brand identity, networlstrategy and external cooperatioin the course of network
establishmenthe content of the networkasdelegatedt@ qu al i fi ed6é st aff
marketing expest who were given the legitimacy to develop and implement

marketingactivities as US1 highlighted:

AnSo t he dstimpsrtant stap @5 ofroourse that these people who need

to implement [the networking activities] are in the networks. | am not the actor

in the network, butmy environmental education department is in the
environmental education networks, my marketing lady is in the network with

the hotels, and | am also in networks but in the Hnégjional large nature
reserve areas wher e t hetantgdbecagse yfoonmesd me et
to work in these networks with regard to content, and if you are not capable
regarding content, or you sit in these networks but do not fit into the content,

A

then i1 tds of n o talegqualifiddipeopleim@aretwaksy s h av
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This is also the case in our WTN networkjohwas indeed initiated by the

top management but now operates at the

The decisionmaking processegry, however, andhis has anmpacton the strategic
actions of the network. Whereas theads of marketing dhe mediumsizedmember
organisations (JO1, NV1yea empowered tonakedecsions the top management of

the small memberorganisations (TK1, US1) remain the decision makers regarding
project outcomes and, tifiey perceiveit to beneessarytheyorder adjustmestto be
made. This provides evidence that the level of accountability for external networks

varies as the organisational size varies from small to medium.

Interestingly, decisions about project outcomes are made by the addeunt
representatives of the respective organisations, which hampers the comparison of this
net workoés coordinator wi t(Hrovan hnel Kenis, @08 r e d ¢
or thirdparty enforcement through a legitimate authority who controls the network

(Dyer and Singh, 1998)Provan and Kenis(2008) argue that gakdirected

organsat i on al net works require some form of
engage in collective and mutually supportive action, that conflict is addressed, and

that network resources are acquieshd ut i | i zed ef f i(x2Ble@nt !l y
The WTN network is coordinated by an external employed person, however, who
does not Ol eadbé the network. This coordin
the coordinator I admdgeéemnm®d $tor atheeg yo toefr
(Obstfeld 2005) or the governance theory of networks in which the coordinator
supervises and controls the activities of the mem@éis. raises the issue of partner
management by the coordinator whe responsiblefor the organisation and

implementatiorof network objectivesandthis will be discussed next.
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4.3.4.3 Network Coordinator ManagesNetwork Content

Argote and Ingram(2000) suggest that strong ties require maffort and time to

maintain, although Provan and KerfZ008) perceive a network with less than eight
members to be manageable without coordinabostead of a participating lead
organisation orchestrating the netwdikhanaraj and Parkhe, 2006hee emerged

two main conditions from the interviews that had influenced the decision to employ a
coordinator to manage the network: first, the restricted time resowfcdke
participating SMEsand second, the spatial distance among the members thaedequi

them to have a moderator and coordinator. First, ciberdinatorwas needed to

support the network aordinaton and enable efficient network operations and
knowledge transferfi[The coordinator|jtakesc ar e of e v e rWetbdlievang n o w
that this[network] will only be brought forward with an employee, someone who has
accountability and loak after things androtatesamong the membes | i t t | e b
(TK1). In this case, the network coordinator was employed after the members had
established relational and cognitive social capital ties. The coordinator in this network

is treated as an employee and acts on behalf of the network. This differs, therefore,
from the findings of Provan and Hum#h999) who focus ortwo important roles of

the netwok facilitator, namely brokering at the network development stage and
facilitating the interaction among members. The latter is necessary in this case
because of the spatial distances invol&econd, he WTN network is characterised

by structural noflocality andis geographically dispersedlithin the destinationas

indicated inFigure 42.
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Figure 4-2: Location of the Network Members on theDestination Map (Source:
Author)
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The minimum spatial distance between the enterprise§6iskm / 35 miles
(edutainment centre Ko edutainment centre }aandthe maximum is168 km /104
miles edutainment centre ko edutainment centre MFrom the literaturewe know
that spatial distance is an impediment to huteganisational knowledge transfer and
building trust(Inkpen and Tsang?005) According to Provan and Humgh999) a
coordinator encourage and faciliates interaction among homogeneous and
competitivemembes for information sharing and intirm learning. This rolealso
applies inthis network case in terms obverconing the distance between the

geograplally dispersed network members:

Al n myn, thepréeasonvby the position of network coordinats really
necessary, semye@asitionh tigbtmayhis that everybody iaesir
own businesswhich has priorityfor them. Ad [another reason isfdue to the
regional distance, which igalso to do with time. W are not able to meet

regularly to really agree exactly on all thinggith each other. This might
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sound really mundane now, bugsifust like thatandt h a t 6tlss pesiign

was cr(Hd@l).edo

i boking at thisS?VTN networktheyare all in MWP, butif you tried to visit all
of them,it might take you around two dags$ travelling, and it is exactly that

which holdghe challenge for service provider i n t hi(Jl)countryo

According to the network structure theoriems needto decide whm to reachout

to, and consider how to reach potential networgmbes in order to form dense ties
and thus develop social capit@ahapiet and Ghoshal, 1998)he two mitigating
conditions (time resources and spatial distance) identified inctse have been
overcome by the coordinator, which ensures manageability, the development of social
capital and efficient knowledge transférhe network does not exemplify ties of
spatial proximitybut does reveal many insights into how to overcome dphsiance
through sucHeaturesas cognitive proximity among partners as explored in Section
4.3.2 operations with a shared visioand partner managementhrough the
coordinator, which in turn affectetworking activities and social capital development.
This justifies the strategic role of the network coordinatwho facilitates knowledge
exchange leadg to shared network performancEhe following section is edicated

to the analysis of the coordinator, providing a more detailed understanding of the

network management.

4.3.5 The Framework for the Coordinator

The coordinator was hired from outside the network according to spgaific
characteristiceaand a profile of requirements that were formulated by the network

members (TK1). These requirememsluded technical and professional tasks (see
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Appendix4). Thesekction of the coordinatawas made by all of theetwork partners

together Criteria such aeing a local citizenjob experience in the cultural sector

both within and outside of the destinati@nd experience in fundraisingiere the

main criteria usedo select an appropriate employee for coordination (Jalttjough

HG1 (the person employediad no experience in network coordination (US1, HG1).

I n addition to the job description and c:

behaviourthe duties of the coordinator were stipulated.

Prior to the start of the official network, the appointed network coordinator
investigaed all edutainment organisations independently over several weeks in order
to identify their organisational cultis@nd learn abut their organisational strategies.
This onthejob training was aimedat developng the c o o r d i capabildyr t@ s
coordinatetheme mber sdé i nterests and identify wi
been formulated among the membérke hiring and idenfication process that the
coordinator underwent enabled the members to develop itrute person. This
situation suggests that far more intensive ttuskding efforts are required in ordey
develop confidence through soft (trust) and hard (contmljycgs in an autonomous
coordinator than Das and Teng (1998) proposed in their study of dyadic ties.
Accordingly, trust and control mechanisms act as parallel sources for developing

confidence in cooperatididas and Teng, 1998)

In addition tothe visioningprocessliscussed in Sectioch3.3 the implementation and
creation of a shared identity was | ed b
me mb e r s & Thisudvitleacepats a different perspective on the nature of a

network coordinator as it indicates a more active and strategic role that goes far

beyondthe mer e 6 s i gfnnemizes itonepéh other. In this instance, the
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coordinator ha broaderresponsibilities, albeit implitly, than beinga matchmaker

(Provan and Human, 1998y relational brokeObstfeld, 2005)orii p e r [ingl a m
leadership role by pulling together the dispersed resources and capabilities sknetwo

me mb gDhanaraj and Parkhe, 2006, p.638)this context, the del@pment of the
shared identity was depemmbeaeeanachh nmdrhltee rc ofoir
identity. This identification procesgrovidesan explanation & how a coordinator

learns to takeaccountabilityso asto strengthen a common identity amometwork

membersandenhance the value creation process.

In the course of he WT N rc@opevation with the DMO, the coordinator was
granted an office within the DMO, which simultaneoughganted the network access
to information anddecrease@ny barriers to agreements8l rd sittingin my office at
the destination management organisation whenecan quickly rush across the flgor
and not at[edutainment centre Zpr at any of the othersSoyou can easily get
encounter each othdwithin the DMO] or put out your feelerghe shortway across
the floow (HG1). TK1 added fithat was also networkingothing else Because we
said, actually it is nonsense that [the coordinator] sits in one of our organisgtion
because then [the coordinator] would mayblo more for one organisation than for
the other three. And [the coordinator] should sit there [DMO], wherey thave
access to information, money, conta@sed press.The am was that we wagt to
benefit from the DMO, where veze all members, directlpr indirectly, through the

RTQo

The network membersdé aim in placing the r
was to enable neutrality, thus establishing an environment similar to externally

governed networks by a NAQHuman and Provan, 2000; Koza and Lewin, 1999)
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Therefore, the coordinator woultbt be rooted or embedded in one of theember
organisatios, fithat, so to spealsomebodydoordinatoll who is not yet rooted in one

of the four institutions is pulling allthe t r i n glisclo®]r di nattdbe shou
docked at any of the four institut®n{HG1). The location was aimed atoiding

influences of proximity and thus unequal information advantages or perceived closer
links. More importantly,this is becausgfiof course,first of all onewould like to

promoteo n eowrsedutainmet centr e [ . . mémbe brganisatiago und o0
own church spird...sd theystill continue with their own strengtl{siG1). It would

potentially influence the coordinators subjectiviif, he/shewas located in one
particular edutainment centréhus the coordinators impartialin this sensand by

being locatechwayfrom themembes themselvess less at rislof being affected by

the selfinteress of the membes andcanmaintain their common interestThis adds

to the literature on developing relational social capital and the role of physical
distant network facilitators of industigvel networks, which has so far suggested that

a network facilitator actively shapes and engineers behavioural attitudes, in particular
inter-organisational trusfMcEvily and Zaheer, 2004)The antecedent of developing

trust among others, intentionally or unintentionally,thisis to make sure that the
involved members and their needs are treatpdhlly, in particular in a goalriented

network.

4351 The Coordinatorodos Rol e

The vision of the network, developed through the network members, allows the
building of cognitive social gatal (Nahapiet and Ghoshal, 1998)d legitimises the

net wor kentay8 win rebbgnaabled identiy ( Human and), Prova
allowing it to successfully attract funders and cooperative partners as stated in the

network objectives (Sectio#.3.3. The WTN network coordinatoholds the role of
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figurehead representinghe networkalongwith its unique brand identitgnd label:

A WII, the main reason why we hirednetwork coordinator waso that wewould

have someone whuld externally represent the networo he is rather a symbolic
figure.[We have] be logo WTN plus a coordinator who marag v e r y (U$1).n g 0
The strategic role of figurehead was perceived as a critical legitimaitting
mechanism outside the network boundaries, providing evidence for the liaisons role of

the WTN network coordinator.

With regard to network operations, the network coordinatopeasceived as a
Amember (001, TKl) aff & ©s i €813 whb cooperates with the network
members so as to achieve network objectives. TK1 further highligtiied

Acol | ab or ia telatiore totounsimeelated policymaking achieved through

the spatial proximity to the DMOmentioned aboveOn the otherhand the
coordinatoris also expected to be & project manager who initiatesprojects in
cooperation with themarketing experts, as NV1 pointedut fAThe network
coordinator puts forward the narketing proposa. Of course, we tell him that we

could think of this and that, byt é ] we desire that he puts
t o oUsl considers the network coordinator alsobeafis er vi ce whpr ovi de
servesthe network rather than takimgrreativerole: i Wh the network coordinator in

the WTN case, he is sort of a service providetually, he stands a little bit outside of
everything (US1). The network coordination structure that emerged from the
interviews, derived from the descripton of t he coordinatords r

al so from the assigned €igurddi natorods rol e
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Figure 4-3: Network Coordination Structure (Source: Author)

Inner circle:FirstorderWTN network membes
Outer circle: 8condorderbusinessetwork
Separate circle: WTNeatwork coordinator

The coordinator, as figurehead, carries out a liaison role and manages the cooperation
between the partners and the external knowledge transfer of the network (not the
organisations). Internally, however, the coordinasoresponsible for brokering the

knowledge creation rather than creating the knowledge, as will be discussed next.

4.3.5.2 Brokering Knowledge Creation andCognitive Social Capital

The WTN network coordinator is responsible for brokering and implementing the
outcomes of the knowledge creation activitidshichmeans that colleagues from the

mar keting depart ment need to do @bl | egw
and foremabling the knowledg¢o be shared at the operational level. Brokering the
creation and sharing of knowledge requires consideration of the equality among the
members, which was the reason for gravitating together, as NV1 sugdgestdd:| four
partnershaveeq u a | ri §ghomo t he «coordwihthe lack 6fs per ¢

decisionmaking rights stated abo®ehe coordination of four voices is challenging
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whenme mb edecsiéns or opinionmust be weighteeéqually. Consequentlythe
network coordinator tgthe function of coordinaing networkng activities until a
majority is gained Thismeanscreating joint knowledge until the outcome satisfhes
majority of the memberdiHG1 suggests something to arsd thenall partners vote
and the majority rule applg It can definitely happen [that we have disagreements],
and we have already had one case like thiere one partnerd i d Iké an
advertisement and althe others actually did like itand then the majority rule
applie® (NV1). However, thanajority rule will not satisfy all networknembes, in
particul ar i f pertelvedrole is one dfi seraide roviderls US1

highlighted

fAlf | approach the network manager and tell him, you knlodond like the
advertisement becausegives the wrong message and he answers that he likes
it, then this means that Heas misunderstod his joh Rather, he has to say
@kay, | will send another circular mail and ask tbier actor® . ell,\the
coordinator] is a service provider, yes, and thenwill work. But if [the
coordinator] is, in some wayf the network creativity is solely the creativity of

thisperson,infat case | dondt need a net wor k¢

Consequentlythe marketingactivities had to be refocused accordingthe core

message of theetworkas US1 explained:

AAt the moment we have the case that our marketing people forget to
remember our core message, shatour take home message tois network
actually is and they of course forget about this, because theystekin

detail®
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This suggests that the joint knowledge creation in the network is influenced by the
cognitive social capital of the networkers at the operational leAsl. stated
previously, the network is embedded in the personal relationships among the top
management, o originally strengthened their business network ties and had a vision
for the network. Subsequently, the accountability for boundary spanning, networking
activities and the implementation of network content was transferred to the respective
marketing repesentatives of the organisations. The cognitive and relational social
capital bonds among the partners at the operational level developed from shared
languagederived from a shared educational and professional culaureommon
marketingdriven understanding, in addition to perceived-ikmdednessiiTheseare
peopl e who ar e on {SB19. Whilea shared waaguagé amigt h o
experience facilitated understanding and thus cooperation in the network, there seems
to develop a perceived cognitive distance to the strategic network (lg&dl) and

subsequent misinterpretation of the netwo

The cognitive distance across the operational and strategic level of the etwork
between the marketing level and strategdutainment visiod seems to have caused

di stinct interpretations of the neéWwbry ko:
the people[accountable for the network operatiod] o n 6 t have experien
protection, but are either frortine commuication sector or accounting or marketing

and this c¢an (UBlg. Thg sagnitiee social c&piab developed at the
operational level appears to be insufficient for interpretingntteet w qhilasépsy

beyond the network goals and professiongkciives.As stated above, there was a

unity between the common goals and getérests of the network members at the

outset, as these were overlapping. However, a different-divigysity tension, as

proposed by SaZarranza and Ospir(@011) has occurred between the strategic and
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operational network levels. In the WTN network, diversity has emerged in the joint
knowledge creation activities of the network, caused by the differing accountability of
the strategic and operational network levelbis has triggered a undgiversity
tension between the planning and implementation stages. Consequently, it may be
suggested that network activities carried out at different levels causedivatgity
tension, in addition to the tensions that occudifferent stages of the middkged

network, as theorised by S&arranza and Ospir@011)

This finding further provides evidence that the coordinator in this network is not
carrying out a deci si iiyau need to dnavéoseone ydue . N o
trust, who has a kind of veto function and who is not really ie¢bla the process,

and ususand(yYSltPraattd ci pant US1, accountabl e
and vision, seems to have emerged as the informal leader of this nefivdre | | |,
somebody has to regulatthingse ] In other words, | always look from the meta level

and checkhat everythings running in the right direction, but certainlytake potluck

and let them work relatively independent(0S1).In this vein, US1 hadeveloped a
capability for visioning and has streng
operational levelas sucha ¢ h i e v ismeggthénimg of $ocial capital and brand

identity across the tourism business retw K.émmetyinen and Go, 2009, p.39)

This emerging infor mal | eader 0s ndsthar engt h
enables them to have a perceived strongkntification with the networld s
philosophy. Having graduateds an engineer in forestry US1 had developed

edutainment concepts and training for seveedry and had published handbook
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about edutainment for practitionel’s On the other hand, TK1 and JW1 from the
strategic level, as well akKD1, SS1, NVlandHG1 from the operational levehave a
managerial background\s evidenced irBection4.3.1.1 US1is eager to exploit the
opportunity for edutainmentawarenesswithin the destination MWP From this
observation, it can be assumed that US1 predominantly values edutainment awareness,
whereas TK1, JW1 and the operational network level primarily seemed to be aiming
for competitive advantage. Although these interests are overlapping, the priorities do

differ slightly, and this is affecting the absorptive capability of the network.

A lack of awareness of the cognitive distance between the operational and strategic
levels is impeding the brokering of the knowledge creation activities and the majority

rule in this network.The coordinator therefore has to be sensitha only tothe

needs othe network members at the operational level, but also at the strategic level,

or else risk dissatisfaction amotite membes, or worse, dissentioifhe latter would

result in orchestration failure and network instabi(iBhanaraj and Parkhe, 2006)

Further, there is a risk ad break down in the social capital amahg membes,

which would result in less kndedge and resource shariffgughes et al., 2007;
Nahapiet and Ghoshal, 1998)hi s f urt her supports the ne
ability to carry out aninformational roleto identify memberé needs and his/her

ability to develop envisioning capabiliti€dkemmetyinen and Go, 2009; Mintzberg,

1973) In addlition, this suggests thathe development of orchestration capability
depends on the networker or coordinator having personality traits that enable him/her

to best support the net wo rokmix afdlowedap theh e/ s h e

Ohardé&sdpusaind 6softero soci al i nterest s

' Steiner, U., &Geissler, K. (2003)Umwe | t bi hallungedear sHandbuch. f¢r di
M¢ n ¢ Réekro-Werl. (engl:Edutainment 11times different: A handbook for practideanich, Okom
publ.)
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interests and attitudes in a format and environment that can generate valid interaction

and e x ¢Hugginsy20@0, p.132)

This investigation supports the idea that networks are complex and require
coordination. inportant questionegmerg about theassi gned coordinat
selectionand capabilitiegcf. Lemmetyinen and Go, 2009; Ritter et al., 2004 for a
review), required to enable social capital building, knowledge transfer and network
based learning. Technical and professional knowledge seem beneficial for the
execution of certain coordinating and networkiagtivities in particular project
management. However, soft skills and the soft component of synchronising and
coordinating relationships seem to have greater value for the coordinator, who acts on
behalf of the network in this case, rather than leading or brokdrengrganisations
towards cooperation. T(@00%invesigatiom Sha arguesr d Wi
that emotions influence knowledge trangfeocesses ahmakes theppealt hat fiany
investigation that seeks to understand how knowledge is acquired and utilised must
consider social rad affective influences any attempt to manage knowledge and
maximise the level of learning and subsequent utilisation of it must take emotions and
underlying values inta ¢ ¢ o (pR%A3)The findings suggest, as a result, that the

c oor di nrsohabity plags a precial role in supporting the network. In addition to

the i mportance of the coordinatords role
relationshipspecific interactions emerged here, such as facilitating the manageability

of the sptially distant network, as will be explored next.

4.3.6 Relationship-Specific Interaction

With thedevelopment from a serendipitous to a formal network, the interaction in this

case evolved from irregular to intensive to regular interaction. In the process of
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envisioning, members held monthly meetings for socialising and the development of
ideas for joint activitiesWhen the coordinator has just come on boardveakly
report was distributed by the coordinator to the netwonkiembes, justifying the
actionstaken andexplaining theiralignment with the overall concepiS1 suggested

that this relatively high frequency of codifieadwledgeit wi | | probably
once it r u that meansp ontehthey nmetwork and the coordinator has
developed some routs. Thus,t h e c 0 o rexplicth &nowaladdge sflow will
probably bereduced once the network has passed theigtastageand grows intdhe

emerging growth stage

In addition,regularfaceto-face meeting are held in sequencé: fiere are meetings
every eight weeks where the network coordinator tells us whiet dhed i Ny D).
These meetingare held in the course of project managemémntdiscuss and provide
feedbackand plan new project§hese WTN networlsequencesvere perceied as
time consuming by the interviewees, becauseaheflegwork, thespatial distance
making journey times significant, and reworking of each respective member

representative:

AWel | |, al | take half a dag ertsdaand gaal need to keep traok
things or a handle on everything, and thefor example, a website is
developedandif thisd o e s n 6 t latest optenttoh &, then there is no
need to create this website at all. Thegou have any technical problems, or
you have understoodomethingdifferenty to somebody else, you have to
phone againand askhow to do it,for exampleshould the event be placed

the front p asgust that.r.. walloift ypou wand to wddd a live
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basiswith, for example, a website or other di, then you have to work on it

every day or at least on weekly [sas(JO1).

Nonethelesssocialising andhaving a meatogetheris perceivedas important for
strategic network manageme(®S1) and enables the building of relational and
cognitive social capitalApart from the formal meetings and socialising, the spatial
distance is bypassed by information technoldg@gntinuousnformal contact prompt
adjustmentso decrease misunderstimg, and explicit knowledge transfeakes place

via telephone, email or social media tools (SS1, HG1, JOhjs requires a
technologicdly aware mindsefrom all participating networkers. SSiighlights the
efficiency of the ICTchannel for daily wiking routines, facilitating coordination at

the operational levelThus, ICT is used to share knowledge and, as such, increase
accuracy, comprehensiveness, and timelin¢dsmowledge(Kale et al., 2000)Thus
while explicit knowl edge sharing was evi
engaged at the operational level shared more tacit knowledge, because of the more
rapidly developed relational social capitehaviar. Moreover it may be argued that

a combination of codified knowledgmdfaceto-face socialising on a regular bases

asto tacitly inform the explicit knowledgéBresch and Lissoni, 2001)s requiredin

order to increasethe efficiency of knowledge transfer within a spdaldistart

network.

4.4 Conclusions about the FirsOrder Network

This chapter has introduced the analysis for this thesis, and started with the discussion
of the primary network of the gatekeeper of this study. The analysis tells the story of
the horizontal, competitive WTN network that emerged as adrdgr networkThe

network encompasses four small and medsimed innovative organisatiorthat
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possess some level of absorptive capabilities, and is characterised by spatial distance
within the destination, shared values and a common level of quality. Stoneshe

WTN network members and the coordinator have bemedin this chapterto
understand th&nowledge that appears to be available in the netwbésimilarities

and differencebetweerthe competitivecooperativeorganisationsandthe features of
network formation thathaveunderpinned the emergenoé cognitive and relational

social capital behaviour in this case, which has enabled knowledge tr&mfekey

points have emerged.

First, within this network of organisations from the attraction sectqpogative
knowledge in particular has been made available, enabling incremental innovation and
networkbased learning. Service innovations have been exploited from ties
characterised by some organisational dissimilarity, making them similar to weak ties.
Networkbased learning has been enabled by ties characterised by similar content or
competences These intellectual benefitlor each membehave been leveraged
without the support of the coordinator, who instead is responsible for brokering the

creationfor joint knowledgeas networkevel outcome.

Second, the development from informal to formal network operations adds to our
understanding of the insufficiently discussed-peework operationgKilduff and

Tsai, 2003) The findings provide evidence of developmerdnf serendipitous to
formal network interactions that are embedded in the personal relationships of the top
management of the respective organisations. This process of developing relational
social capital has enabled the members to identify shared ortgamaéagoals and
initially envisage cooperation, aside from their competitive relations. Because the

WTN network i s characterised by spatial
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manageri al factors contributed ttive t he
similarity of shared values regarding environmental or nature conservation and
education, and quality evidenced through certification and size, as well as
instrumental similarity of organisational legal structures, facilitated the development
of cogntive social capital through shared language and understanding. The
envisioning and development of the network identity by the networkers themselves
were formed around overlapping individual selferests and facilitated by the

cognitive consistencgScott, 1959pf the members.

Third, the manageability of the netvikohas been increased by three factors: limiting

of network size, transfer of accountability for network operations, and the
employment of a network coordinator. Most importantly, the network size has been
restricted to four members. Although there was esomention of sategic
enlargement, strong, dense, asthble network ties developedThe absence of
interaction with further potential members is captureschanmsset by the network
members. These are framed around reputation, financial capability tm dloe

net wor k, attractiveness/innovativeness,
the linearity argument of constantly growing social capiighapiet and Ghoshal,

1998) The latter stagnates if no further members join the existing network fonmat

The limit on size also preserves time resources regarding denisiking processes,
something that has also been tackled by a transfer of accountability to the working
level. Now, qualified peopte heads of marketing in this contéxare accountablior

the network content. This has led to a wdiyersity tension in the development of
two-level cognitive social capital, the operational and strategic level, which hampers

networking activities. Thus, while shared understanding among the workinghkeel
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manifested in cognitive social capital, a consideration of the downside of overlapping
knowledge is also required. Moreover, the understanding of and identification with the
vision across levels has suffered. Consequently, an informal leader has ceteerge
strengthen the commitment of the members towards the sharedyid@&his draws
attention to the personalignd experiencef key individualsin the network, and the

membersdé6 value priorities within the shar

Fourth, the coordinator doestraarry out a decisiemaking or leading rolbut works

with the operational level on joint knowledge creation. The coordinator was employed

with government funding to act on behalf of the network members, play a figurehead

and liaison role, and implemergrojects according to network objectives. The
strengthening of the networkoés identity |
learning about each organisational culture. The coordinator has been located outside

of the member organisations so as teetakneutral position within the network, and

keep subjectivity and informational advantages low. Moreover, the coordinator is
responsible for overcoming distance through regular knowistlgeng and

socialising activities.

This chapter has told the stomyf the firstorder network, including network
coordination.The following chapterswill discuss the secormrder network derived
from individual built networksdentified in addition to the WTN netwoties by each

of the membersThe next chapter lookd ¢he knowledge that appears to be available
in these relations. Bhagerial and contextual issubatinfluence networloperations

and knowledge transfevill be discussed in the subsequent chapters.
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5 Analysis ofthe Socialand Business Network

5.1 Introduction

The previous chapter illustrated features of a formal-goehted business network
managed by a coordinator using the closed network as the unit of analysis. This and
the following chapters are dedicated to the seeadér level of the destinatidmased
relationships among SMEs, as illustratedAigure 51, which is investigated from
individual s6 dyadic relationship perspect
so-called egocentric networkgKilduff and Tsai, 2003) These relations are
investigaed primarily from the perspectives of the marketing representatives, as
explainedin Section4.2, who haveindependently builadditionalbusinessand social
networks for their organisationghus, in this study, mainly marketing representatives

or top management (directors, entrepreneurs or emagiagers) and a few academic
museum staff are associated with knowledge centres in order to capture the external
knowledge that is relevant and required to fulfil a portion of business goals
corresponding to CoopdR006) The focus in this chapter is on the knowledge that
seems to be available in these networks. This section puts forward the social and
business network intellectulaénefitsthatemerged from the dabout the knowledge

that appearsot be available, andiscusses the learning and exchangesbesio be

had from building social and business relationships
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Figure 5-1: SecondOrder Network: Social and Business Network (Source:
Author)

Inner circle: frst-ordernetwork
Quter circle: scondordernetwork
Separate circle: WTNeatwork coordinator

Section5.2 is dedicated to the knowledge that is available through cooperation and
business networks. These networks are tsetcess external uncommon knowledge
and thus hold great potential for investigating the knowledge movement among
tourism businesseéShaw and Williams, 2009)Benefits are gainedhrough the
exchange of technical and market knowledge with a variety of organisaomsl|

asthrough the tragl systems of related associations (Sedi@h

5.1.1 Intellectual Network Benefits

In addition tothe firstorder WTN network (Chapter 4) the tourism enterprise

studied in this investigatiohave also builbusinessetworksof various kinds. This
emerged during data gener at i olfhesearelationd r o m
provide access to synergetic competencies, markets, and opportunities to share
capdilities as well as financial and intangible support, which is in line with the

network benefits for business activity and community according to the review by
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Morrison et al. (2004) More importantly, these relations are also sources of
knowledge and the sharing of knowledge among them As such, they shed light on
particular knds of knowledge that appear available for transfer and to tle
business knowledge capaciby the actorsThus the focus of this section is on the

learning and exchange benefits of netwdMsrrison et al., 2004)

The search for externaiformationseems to haveappeedintentionally, directly, or
formally in many instances. For exampighe [ideas] emerg@artly internally here

but somedayhie creativity will be exhausteded avendt r eacltbhewde t hat
are of course well connectedUS1), andfi[there is] promotional exchange [...] or
they suppd us with knowh o wW$8S1) External knowledge search is also linked with
learring from networking andcooperatingwith other firms from which further
network benefits can be leverag@grass et al., 20047 hie meeting will be held
soon, that isto say,from this idea of cooperation with volved firms new ideas
emer ged, whi ch ¢ aifiMKD.elt cansatsa hapgpennfaemally,o n 0
unintentionally,or indirectly as aside-effect of strategic cooperatioi.hese informal
interpersonal relationships have not received sufficient attentiaetimork theory in
general, and especially not in the tourism context of this stGdsnovetter, 1983;
Ingram and Roberts, 2000 this study, knowledge is seen as a resource that can
provide theorganisation in question with@mpetitive advantagend enables further

networkbased learning

Various nformation benefits emerge from the datkew interviewees from the
secondorder level value the centrally governed respect®€O primarily for
information flow with respect to destinatdmased information and touristrends. In

some cases,ewslettes and industry journalsre used to obtain filtered information
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(HS1) or general knowledge in the area of business |Std2examplefif r om t he
newspger, sometimes | read an interesting articleand sayo w t hat 6 s gr eat
to getin touchg because they have super (MKbeas fr
which exemplify some passive methods of learriiogne and Lubatkin, 1998put

these were namentionedby otherparticipants Nonetheless,hie social and business

network seemsf greater importance in accessiagd receivingelevant information
benefits: ABu t t h at rdsWell hosuld@ bve withoutthe network | am a

networker and meanwhile receieelot of inputd H%1). This suggests that one not

only learns from networks how to build further networks but also how to harvest more
valuable information over time. Thus, the knowledge transfer activities conducted
through peers and business netwonkespectivelyseem to create value above and
beyond the or gani s akhowledgeaécording to litsl relevancen o f

(Cooper, 2006; Friedman and Miles, 2002)

This line of thought is taken furtheand the knowledge available tine networks that
emerge from the dat&late to(a) traded social networks among firms, which involve
persons who are networkirigr business activitiesand(b) untradedsocial networks
referring toa platform for untraded interaction e.g. organised byriae associations
(Cooper, 2008)The following section discusseslevant informatiorbased activities
or the absence of knowledge transfer among business networks (Se2tias well
as the knowledge available in trade networks and destinapecific interactions

(Section5.3).

5.2 Analysis of Knowledge Available in Business Networks
The findings orthe knowledge available in the network processes of the participating

SMEs can be distinguished into traded and informal knowledge transfer. These
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processes relate to local tourism networks, encompassing competitive and
complementary relations as well asleological relations with likeninded
organisations (and their respective people) that provide support and help of a financial
and intangible nature. Some of the organisations pursue the same environmentally
informed ideological goals, which is particujadvident because of the natdrased
tourism destination in this context. The
the supply chain and trade organisations (RTOs in this context) are argued to facilitate

knowledge sharing at the destinati@ooper and Scott, 2005)

In this study, prtners of th@ourismvalue chain benefit from bundlingpmpetitive

and complementary compet@sc and developing joinpromotion and marketing
strategies|n this regard, the contents of the seconder level networks that emerge

from the data include strategic marketing networks or promdtiomsed networks,
corresponding to Palmer and Bej¢1095) These ndynanartokirsm o f f
yr ms 0 b e n i&cledr abilities io lermof competence renewal andutism
promotion/marketing (Denicolai et al., 2010, p.265)These nwvorks are aimed
primarily at implementing marketing decisions, promotional activities, or distribution
(Gilmore et al., 2006)Accordingt 0 Deni col ai et al.dés (2010
networkedbased learning is led by trust and knowledge sharing, which may be
assumed to enable relational and cognitive social capital andongnisational

learning. Accordingly, this section disgses the knowledge that appears available for

access in SMEs® networks.

Networkinformed knowledge transfer perceivedasessential not only at the stanp
stage to increase and facilitate taenchof the new tourism product (MAXE.g.,"in

orderto increase the degree of awarengs§ you need t o (URD)bK t oget
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throughout the business lifecycle. While the lifecycle is not the perspective here, this
statements put the attention on individually approached tourism value creation
(Bodega et al., 2004s opposed to cemally organised tourism value that is created

through DMOS$ their information benefits will be discussed in SectmB.3 In

particular, the economicallsestriced mcro and smailkized enterprisem peripheral

areas can gain business advantages throught wor ked t o ueithesyou pr o mo
have a lot of monesothat you can promote yourself alone or you have many partners

with whom you can jointly promote yobusiness (MK1); i we | | , the orgal
has alimited marketing budet, and therefore we said we wouldyirlvest monein

promotiors within MecklenburgWestern Pomerania, so we ontgrget people

[tourists] whoar e  h(#ESR)eld these cases, the taorkers proactively built

networlks primarily because fothe lack of resources and a custoragented focusii |

find cooperation, exchange with other organisations and partness/ important

because many things develeghich are not necessarily applicable for the individual

organisation butnay beto promote a particular regigif or e x(K@&ip | e o

However, lesides businesactivities, which are governed by particular goditese
relationshave proved valuable to soragtent forideational benefits that highlight the

open at tookingbdeey obnyd fit h e e n dJ1) that wae mefeediesl byn 0 s e s
JW1, KT1, and JK1. These attitudes towards networks, though primarily economic

and seHinterest driven, also imply a culture @benness, looking outside the box, that

in turn increases the ability twansfer information and knowledge, which is the
subject of Chapter 7. This suggetitat there was a consensus among the decision
makers of these network members that their own éxpe and the sole exploitation

of organisational routines were not leading to sufficient organisational learning.
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In order to detect the knowledge available in these mainly markegiatgd business
activities, he distinction between explicit and takitowledgeforms will now be used
to explore theknowledge flowaroundbusinessetworks in tourismin the following

section, the exploration and exploitation of new fiewel knowledge, in particular

tacit knowledge is discussed.

5.2.1 Transfer of Externalised, Codified Knowledge

Some interviewees revealed that they used their marketing experience and knowledge
(At hat you hav €JG1)byawitimdg dovenaheirelehstoy retworking in

the form of concepts. Thisodified tacit knowledgewas distribued to the potential

network membersiiwe wrote a concept for it, then we approached the persoa for
conversation, explained the concept and tekemeonesaid,® k ay I1@e(WR1y t r vy
Aiwell, to be precise, we initiated a project that was caffedebnisicket Ostseelartl

[...] aim [of this conceptlwas t o combi ne (J&% invfactcteeses up p | i
stories provide evidence for the articulation of tacit knowlggttisiop et al., 1997pr

the externalisation of tacit into explicit knowled@éonaka, 1991 )which requires the
individual 6s ability to formulate exper.i
consegent transmission of this knowledge (that has been made explicit) among the
network (Nonaka, 1991)The existing explicit knowledge is then combined with the

new explicit knowledge received and leads to the application of combined tourism
packages or ticketg-{gure 5-2). This process can be observed in particatathe
beginningof the interorganisational relation, once the initiatbas distributed the

conceptof her/his idea to potential netwopartners Thus, the senders supplied their

organisational knowledge and made it accessible for network partners.
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Figure 5-2: Tacit to Explicit and Explicit to Explicit Knowledge Conversion

(Source: Author)

[

Aacit knowledge
and experiences
(education, job)

writing concept

transmit written
é document

Acodified knowledge
made explicit

—o

Acombine existing
knowledge with
transferred concept

Aapply combined explicit
knowledge

tourism packages
combined tickets

This codified tacit, contexgpecific knowledge that comes from the sender clearly

needs to

fir m, whi

possess a

ch

high

s rooted

evel of r el

ati ve

i n and poeentially fgraulated at i o n

in their objectives. Otherwise, they would not buy into the cooperative interaction:

i W want to offer amething to the consumer so thate

ar e bot h

(JG1) thdi[attraction, TK1]is also a very important supply for of{lotel] guests

benef

(SM1). This customedriven and volumalriven relevancy aspect is evident in the

context of both competitive homogeneous relations and complementary heterogeneous

relations.

Nonetheless, the transfeof knowledge is achieved once external and internal

knowledge are combined and the distributed concept appliedh can benferred

from thefollowing implementation storiesi W have a combined ticket together with

[ | ocal
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for example, such afpocal attraction] t hat 6 s \oeherg, that Weo cffer a
combined ticketft o r(T&1); i w have operatel with this [combkticket] for two
year® (JG1) firecentlywe had a comhktickee wi t h Ry Wwhchmouf cégtomers
can experience history in our museum so to speak and tratie¢lsgearrdriven local
railwayo (EM1). These successfulapplicationsof a p a r t Rnewledlge provide
evidence that the codified knowledigeteachable but also valued and applied by the

involved network partners

In summary, these competitive and complementary relationshipe roantext

specific knowledge availabl¢hat relates to a particular subject and therefore
contributesstothe partnégfr s pr i or knowl edge and the rece
incremental joint innovative actions in turn broaden the scope of relevancy of the
organisation. These shared contedated knowledge resources add to the
development of shared narratiyesichasiwe have a combpandhed ti
thereby assumea cognitive attribute of social capital. The partners share the
representation of their joint product and the meaning of what constitutes a tourism
experience in their situational context. Notwithsliaug the types of firm& belonging

to the same or to a different se@quartners seem to share some level of similarity

with respect taheir knowledge base and common language. These are derived from

their partly congruent goaltheir belonging tdhe sare industry and destinatiolycal

knowledge, theitargetingof a similar tourism theme, anithe touriss themselves

This common language in turn facilitates the building of cognitive social capital that
enables the contespecific knowledge transfer. lalso seems to enable the
combination ofthei ndi vi dual 6s needs (derived fron
objectives) with those of the partner, which in turn encourages acceptance according

to the relevancy ofone or moref) thepartner firns.
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5.2.2 Active Tacit Knowledge Transfer

Cooperative interactions among f i r mo s e X t egeneraté leamiag wo r Kk «
benefits during network meetingsat happeron a regular coordinated bgsThiscan
be observed among cultusalsimilar organisations from the samecte (€.9. a
competitive network of diverse attractions)as well as culturaly dissimilar

organisations thaére economially close in the production chaiftcomplementary

networks) i | me an, because we meet regul arly
business s , and in this instance the¥YTKl;hot el
Ain service that must be | i ke a hotel re

l earnt t hat t hrough t he (USD dnptleeseacasespthe wi t h
hotel learnsf r om t he partner by i mplementing o
product s, and the attraction l earns fro
standardsThese instances suggest some forrmetivorkbasedlearning, where the
heterogeneous firms learn from the relationship by identifying, filtering and applying

that knowledge which is most valuable to the firm.

On these occasiontacit knowledge transfes facilitated througtboth socialising and
observabn (seeFigure 5-3). This implies continuous learning advantages through
socialising, observation and knowl edge
organisatiorcorresponding to HjalaggR000) The fact that partners come together is

useful as it helps to overcome their diverse cogmibases with respect to managing
diverse types of businesses. Dissimilar knowledge bases were argued to mitigate
knowl edge absorption (Lane and Lubatkin,
access to observable relevant knowledge. This observatibs adt o B 2808)h ma 6 s

work regarding cognitive proximity, in which the author suggests that some common

177



knowledge but diverse knowledge sources are required in order for two entities to be

able to communicate and acquire sources of novelty.

The actors itrinsically share the same identity regarding the network in question,
sharing either institutional values (e.g. promotion of environmental conservation at a
nature reserve or edourism) or identical promotion purposes. In addition, the
common ground dering from contexirelated knowledge regarding tourism adds to
the shared language capabiliti€éhese relationships tend towards the assumption that
implicit learning for innovation requiresorganisations tacross borders otultural
similarity. In theseinstances, these implicit learning relationshipsvide a common
ground for developingan innovation capacityequivalent to that obtained through

weak tiesas proposed by Granovet{@é973)

Figure 5-3: Tacit to Tacit Knowledge Sharing(Source: Author)

4 ™ ( )
Atacit
gggwledge Atacit
: knowledge
experiences
. J . J

This observation, however, doestrconcur with the observation made by Sorensen
(2007) who found that attractions learn from similar firms that are most likely

spatially distant, thus favouring the exploration of weak-logal competitive ties,
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and primaidly engage in learning by observatiQiWeidenfeld et al., 2010However,

the contrasting findings may be explained by the influence of contextual factors
(Chapter 7) on networ ks, or a |l ack of ei
absaptive capability. The latter requires the ability to value, transform and apply the
new knowledge to the firm. Yet , without
representatives would not see the value of external relationships, and consequently
would not engage in exploiting these relationships through purposeful socialising and
observation. It is argued by Cooper (2006) that, in general, the absorptive capability of
SMEs in tourism is low. However, because of the innovative outcomes mentioned in

this study, it may be assumed that the respective firms possess some of these
absorptive capabilities and/or are led by economically driven top management.
addition toideationalproximity derived from similarity in values and norpismay be

argued thatthe relational attributes of social capitate facilitatingt he 6 comi ng
togetheré and enable the mainly tacit K r
facilitates the building of relational social capital, which enables tacit knowledge

sharing andhe overconing of theheterogeneity of knowledge bases.

5.2.3 Best Practice and Experience Transfer

Knowl edge i s sthiamaeaeld wpadpl @®@I6i,kedsi mil ar
organi sationsd in order to | earn, and fo
address product issuefi[{ou] try to learn from mistakes, smformation centre
searchesn f or mat i @US1l))oreprotessessu€dyou hear what problems they

have, you hear what solutions they offer for that problem, how others do it, how you
cando things more easilgnd thelkeand so t hatdéds what | al wa
and al so very,(MKYe The nterviepreesirona cultually similar
organisations hathutually learnt fronthe mistakes of their counterparts. These dike
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minded communities share the same values, derived, for example, through networking
with somebody embedded in an organisation with a similar specialism. This may be
facilitated by the cognitive element of tacit knowledge, by which people understand
their enviromment through their beliefs, schemes, and paradi(@asimard, 1999)

which lets us assume that I#ainded people are cognitively close.

The intervieweesalso seem to have benefitted from exchanging experiences with
cognitively closepeople, allowing them to explore new knowledge not previously
held. This has enabled them to aitq information and generate ideas that have
supported the implementation of organisational innovations. For exafinpley or der
refurbish such a house, which isnallion-euro objective [...] then you find quickly

that there are similar people in theuntry, who face similar challengés ours,and

the first network was built because you exchange knowldelreexample,Gvhat
experiences do you hayeran you give me gnadvicegd (MAL). The interviewees
had | earned f r-loom whichrthe mraners themdelnes Wwad learned
through related actions. This speaks to the technical elements of tacit knowledge
(Baumard, 1999)These experiences were then made explicit to a certain extent in
order to increase teachability through verbal communication and facilitate its transfer
in these weak ties with likeminded individual This happened through the creation of

a platform set up to share experiences and knowledge. Because many of these
experiences were shared, it was possible to at least make the tacit knowledge
somewhat explicit to enable the start of its transfer. Thisor& is thought teexploit
competitive advantagesither through joint rarketing activities or joinbrandng of
theservice productsT h e s e &t @ aledwalationships have benefitted from a

certainknow-what base, which adds to the observation made by Lane and Lubatkin
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(1998) whereas the O0studentd in this study

uncommon knowledge in experienced sources.

This developing network stemming frgpnoblemsolving ties has consequently led to

a horizontal, competitive network through the growing sipg of culturally and
economically similar organisations, which have similarly introduced organisational
innovations to exploit the historical assets typical of the destination. Consequently, the
networkbased learnimgby whi ch the organisation acqu
accumulate their own knowledge basaligns both partners knowledge bases, which

makes them competitivé: | t 6s al so very difficult becal
c o ur @Al). Nonetheless, these market entries have increased the body of
knowledge and the human capital of the networked organisation, fostering increased
opportunities for experience exchange and advice. In this instance, this initially weak
network among lke-minded and cognitively close people sharing a common
understanding of aexplorative naturéas provided an entryway for the development

of a strong and dense network. MALl is convincedfhat net wor k emer ges
but you need to try to getitdnh e r i g @dnsequentyctlkisddestinatidrased

network has served as a means for knowledge exploitation for established members
and knowledge exploration for potential members. Thus, social capital activates the
access to networkased learning ggrtunities and stimulates the transfer of know

how and compl ementary resources when the

common understanding and trust among the networked actors.

5.2.4 Network-Based Externalisation of Tacit Knowledge

Some of the businesonceptsused in these networks have bemveloped with a

different knowledge transfer approach of combining various experiences and
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knowledge stock§ r om t he i ndi vi duRepeatédbramsisminge ss p
meetingswith mutual interaction haveelen used as a means tmilective learning

For example, interviewees stated thatv i the hew ideaghatwe are developing right

now, | am of course pleased that | éimally taking part in the discussion rounaind
thatlamalsget ti ng involved in theSM2,andots sa
invite all who work with thigsheme and the biosphere reseraed say,d et 6 s si t
together what ideas do you hatie (EM1). These forms opotential externalisation

from tacit to eylicit knowledgehave enabled thegeneration of new ideas and the

joint developnent ofa tourism experience produ¢iR1, JO1, MK1), in particular

among members who are economically close in the production chaeve similar

core competences (missions).

In this study, these cases of collective learning mechaniaohievedthrough
brainstorming meetings are characterised by lo¢atomplementaryand vertical
networks among members witliganisationally close (strongjes and are facilitated
through relational social capital developed through trust, and source credibility
underpinned by complementary resourcdhe experiences and diverse but
complementary knowledge capabilities of each partner have been combined. The
destnationbased local knowledge serves as overlapping bksmawhat that
enables shared representation through a common understanding. The -hetseark
learning is highly product contexélated and the outcome is a product of creativity
more than redund&y. These ideas and new forms of tourism experience products
have been developed by the involved partners themselves without the need to exploit
an external consultant or developer as proposed by Co@@d6) Thus,

brainstorming sessions have been useful for externalisimjvidualsd tacit
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knowledg® the knowledge at the micileveld to make it available at the network

level. This is illustrated ifrigure5-4.

Figure 5-4: Externalisation from Tacit to Explicit Knowledge (Source: Author)

- ~ ~— develop concept| ~

Pexternalise tacit
knowledge

Aointly apply
explicit knowledge

“— brainstorming ~ \ networked tourlsrq

Aacit knowledge Pexplicit knowledge

experience produdt

These constellations seem lie based on norms and identification with the subject
with a high commitment level. These factors haliminated freerider behaviour and
leverage learningopportunites without the risk ofideas being imitated by an actor

for their own interestsThe established relational social capital behaviour of the firm
increases the likelihood that the resource is accessed from and developed with the
partner (outside the firm) raghthan exploited or created within the firm after learning
has taken placeThe perequisitefor such engagement i® haveat least some
matching propositionsdemonstratinghe necessity of building relational capital, in

the form of d&her ties of frimdship (SM2),cognitive proximity throughshared
interests (MK1),similar vision and strategie@R2) the credibility of the partner

(SM2, KT1), or consistency through invested time and effoftme and effort

183



investment provides evidence of the impor@anof partner management for
developing relational social capital keep inteffirm knowledge transfer alive, which

will be discussedh Section6.3.3

5.2.5 Knowledge that is Not Shared

Knowledge transfeamonglocal accommodatiomproviders(hospitality sectorjocated

in thesenaturebased sparsestructuredtourism regionsseems to have beeamre

(HS1) or norexistent (JG2). Meserelations arenot seen asmportant knowledge

sourcedy the respective actors from this sector, andrtftemationheld withinthese
organisationally distant (weakglationsamong organisation from the same seeter

not considered benefa for innovation, even thougthe networkis based orshared
institutional norms. For examplg,o f  cyowmeat eccasionally, you exchange, or

with restaurants and cafés arttle like. That 6t gt hiahds Bgot [
regularly; you only have friendly relationships with themr c o UR1, and O

At here are members . .. t hey have holiday
national park]... with wham we of course have nothing to do at all, because we have
ahotel wehe a totally different ho(M&l.Inand do
these examples, ties appear to be quite weak and indirect, emerging only from
occasional social interaction. Accang to Portes(1998) social relations are
constructed with some effort and investment to make them usable for other benefits.

So, in this example, where a smaller hotel mggek to network with a larger hotel,

the larger hotel does not benefit from the connection with the smaller hotel. Therefore,

it may be argued that théiggybackd option lacks mutuaknowledge and resource

benefit for the larger establishment and thbhe tmutuality malfunctios In this case,

the institutional norm seems to be insufficient to motivate stronger networking among

these actors.
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Similarly, Weidenfeld et al(2010)found that learning by observation through weak
ties was a response tesentment towards netwebksed knowledge transfer among
managers, deriving from a lack of trust and confidence in mutual learning
opportunities. However, whereas that implies a lack of ability to value netvasitd
learning, the situation in this styduggests a different explanation. The respondents
from the accommodation sector demonstrated that they have this ability, through their
engagement in sourcing external knowledge from various local andocaln
complementary networks: for exampfew e vecawide spectrum and for that you

al so need a (HSl)alsoordfleclecahy MAleIR$, dG1, and SM1 from
other hotel organisations. This leads to the assumption that the lack of availability of
knowledge in these regional weak, same sectatioalships depends to some extent
on the slightly different cultures and levels of professionalism or quality of the firms
in the local hospitality sector, which reduces the assumption of competition but also

cooperation.

From the observation in the preus section it was assumed that relative cognitive
distance and institutional proximity among partners facilitates learning. However, the
different levels of quality and professionalism of firimsthe same sector seem to
inhibit knowledge sharing in spaly structured peripheral areas compared to
agglomerated accommodation providers and accommodation alliances in mass
tourism areagSorensen, 200®r urban areadngram and Roberts, 20D Although

similar agglomerates were mentioned by interviewees (NV1, WR1, SS2), no links
seem to exist between these alliances and the participating respondents. In this
context, accommodation firms in sparsely structured regions are less likelyetiit be

from interorganisational knowledge transfer.
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From the perspective of the attraction sectomgreat deal of efforis required to
overcome the absence of knowledge sharing thithregionabccommodation sector
The aim was to allow the latter to learn abthé specialisation and services of the
organisations from the attraction sectBepresentatives amequired to inform and
explain th& organisational activities through a eway knowledge flow,i 8 you
need to make sure th#teyare familiar with our businessthat the employees know
something about us, so that they can say three sentences[abootganisation]o
(TK1). The interviewees arguethat knowledge about thiebusiness specialism
should be sen, experienced and explainedsitu at the respective organisati@iO1,

WR1,KT1, SM1) In thiscase explicit knowledge is tacitly informed

AWe invite the hotel$o receive training ofjuarter of an hourto half an hour
in our organisation and then¢hy get a tour thmostgh t he
do it here because this produatell, if people experience thithrough a

guidedtour they likeita nd | ear @Olabout iito

WR1 recount a similastory of an organised eventil have organised such a

60 Mul t k p t[advoeate® for viral marketinglevent thatis to saysuch an

exclusive event only for tteMu | t i p [[advoeatesjof tieerrelyiod wi t h a hi
response rate. This knowledge outflow has led to greater success in building
subsequentlistribution relationshipsThus, tacit knowledge at the miclevel was

made explicit so that it could be readily transferred to the suppliers, who are otherwise
reluctant to engage in networking beyond the perceived relevancy to their
organisation.tlcan be argued that trainire;nd socialising events seem to bypass the

receiveros |l ack of ability to value exter
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combinations of products, and also play a role in establishing relationships aimed at

building upsocial capital.

These observations lead to the assumption that hotels are more likely to value and
engage in horizontal complementary networks and vertical input networks than the
loose local distribution relations explored in this section. It may beedr¢hat they
develop their networks in particular because of relational and trustful attributes of
relationships with those firms that they are economically closely tied to and which are
thus perceived as more O0securtrandferredrin contr
trustful relationships. These secure ties seem to develop a greater level of confidence
in the partner, which are thus easier to control than loose distribution relations. This
may explain why hotels exploit knowledge opportunities in chelstions(Morrison,

1994) and link with complementary firms to access capabilities or inpatiges for

their regulated and sustained demamniénted communication. To summarise, the
findings suggest that horizontal competitive relations with organisations from the
same sector differ among sectors. In this context, hotels, in contrast to @isAacti
seem to leverage information benefits from economically close complementary
horizontal or vertical input relations, and culturally close destindiased or non

local organisations found in their respective qumetivork relations, such as chains,

franchise licensers/networks or associations, in order to exploit opportunities.

5.2.6 The Uncoordinated SideEf f ec t or OBuzz©o6 Gener at

Whereas the previous sections provide evidenceintdnded and coordinated
innovation sourcesand knowledge transfethe egondentsalso indicatel that
business networks are n@urposely built to gain and transfeknowledge and

information: i o f Cc 0 uobseree what athers doaturally, but not becausé¢of
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that]. Well, that was not the reasomhy webuilt then e t w o(3Ok).sUnstructured

and unintentionalideational inputand the diffusion of knowledgthrough regional
cooperative interaction amot unusualndare gained as sideffects. For example,

A wll, of course you learrfrom other organisations, other operations. this

enrichment is definitivelag i v €01 fihe sai d [ duri hlmvea phon
different idea, we need smalfeciousstonesto put on the beslof our guests as

giveaway instead of a praligeThese ideas develdpm these contas{devebped in

the course of sales activiti@gs[HS1). Socialising is another sidéfect of business:
forexamplefit her e i s al way §SM2)ifife nfpub hahirmmaaderl t al |
[...] you sit somewhere at a fair trad®entin a pub at the end andeet each other

[...] in a comfortable environment and there you do the best business, | caouell

(HS1).

These occasions of maki ng kn ¢2004)eddianef av ai |
duncoordinat ed btaface éontactrbetweereptopleé meetin@io the

same time and space, with specific information and updates exchanged in informal
settings. These occasions also provide evidence of irrelevant knowledge atgilabil

in contrast to the search for relevancy that genersgesknowledge. This is similar

what happens in weak tieb contrast to in the previous section, where socialising

was not perceived useful for leveraging knowledge from a partner, these suagialis
activities are explored for new knowledge through the disclosure of knowledge needs.
This knowledgesharing activity facilitates tacitly informed knowledge combinations

out side the organi sat i on éreating@uwemsihawve yhe Mor
potential to create stronger relationships through people getting to know each other
and developing relational social capital. They facilitate the development of cognitive
social capital in that people learn from each other and their organisations a@ed rela
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products, and engage in activities where they scan these things for similarities. This
produces the identification of common knowledge bases, needed to build relationships
with shared representation. These uncoordinated and informal settings sesseio le

the pressure of O0must innovated and ther

knowhow to combine partnersoé knowledge wit

5.2.7 Network-based Learning by Observation

Active learning through observati®seems to be a siddfect of visitig a part ner
firm orthepl anned scanni ng of This tympahdbsemadtiono ns 6
seems to revealewideas or products from regional, culturally similar organisations

with a common knowvhat basis and destinatidrased knowledgelhese actiities

areused o gain unstructur ed iproduasrandaactiviten f r o
and exploit new ideas or productBor example, some may learn hothers design

their web presenceand apply this tacit knowledge with their own contefit]

eventudl observed theebsites of the houses of the region and | found things which |

|l i ked and didnot | itkkseq avrh@G2¥ dhik obseovabled ¢ h &
knowhow can be imitated and applied to th
website content Also, ideas frontulturally dissimilar organisations are exploited and
transformed to extend existing producfsve do observe these actiohs,seewhat we

can apply in our zoo, buive alwaysmake sure ihas something to do with our zoo,

and avoid copi ng by gHKHILL). Thi® @equises the ability to absorb and
transform knowledge. Moreover, some interviewees indicated that they learnt from
culturaly dissimilar, organisationally distardrganisatios outside the industrysuch

as from themultinatonal furnishing corporation IKEA (JK1, JWl)from i c a r

ma k e (US1y and fromspatialy distant firmslocated outside the destination (US1,
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SM2) or the country (e.qieighbouing countriessuch as Denmark, Lithuania (JK1,

JO1, MAD).

Yet, disruptive or radical innovation is rame tourism, and this was supported by

MG1 wh o | woald mbtsaythat we adopt, bufwe look at] what others are

doing, what ideas they have, hewe could implement that in our organisatiomhat

means aweadrse obser vi evgrythingctoseso meodsmi nkde it ds
not I i ke al ways r. elhug, vnetwadrkbased learnmg amonige e | 0
culturally dissimilar organisations requires a higher level of absorptive capacity on the

part of the firm thant does among culturally similar organisations. This adds to the
observation by Lane and Lubatkin (1998) and Cohen and Levinthal (1998) that the
degree of the similar needs and concerns of the observing (student) and observed
(teacher) firm as well as thiamiliarity with the knoww h'y o f t he teach:e

facilitates the application of the new acquired knowledge.

Moreover, networks of culturally dissimilar organisations facilitate the exploitation of
networks for incremental innovation sourdgéfalager, 2002) whereas networks of
culturally similar organisations facilitate the learning of netwiaked knowhow.
These eventmay provide evidenceof the incremental innovation habit of thamurism
industryand the adaptation of productsd it may beoncludedhat daily operatios
aimed atachieving visitor growth through marketing activities are raasdnore
important than disruptiver radical innovations, for which financial resourcesy be

lacking orwhich may beeasily imitatedf invested in(Poon, 1993)

On the other hand,information technology functions asa i mar ket pl ace

i nf or n(akKl)iaondnsoused to gather more information abotérnally informed

190



ideas:i On t h e Dbaerainhhtake riew ideas &m searching the internet, of

c o u r (N\&LY This tacit knowledgeis successfully transferred once made explicit,
most typically through ihouse discussions thkgad tothe extension of the product
portfolio (MK1) through the combined use of existing and newly acquired knowledge.
The extensive usage of the internet to research innovative tourism products
demonstrates that neideas and products are available but come from weak- (non
)local ties. This networbased learning through observation is unlikely to unlock
relational or cognitive social capital and facilitate mutual learning or understanding.
This is in line with Lane and Lubatkin (1998) who state that only the objective and
observable knowledge can laequired at these arm length learning opportunities,
which however does not add to unique value creation than interactive learning would

do.

The above investigation into whether tourism operators and managers value the
knowledge that is available througretworkbased learnindpy-observation may
provide evidence to back up the following three arguments: The tourism industry is by
its very nature highly imitable, in particular with those product innovations that
happen in the frodine service and with lovwechnology levelgHall and Williams,

2008; Hjalager, 2002)albeit he characteristics of service provision makes each
service highly distinct(Zeithaml et al 1985) Second, tourism operators and
maregers are characterised as being reludiashare tacit knowledge, which is their
basis forcompetitive advantagéCooper, 2006) This unwillingness and nesharing
behaviour became evident in the course of this study. For exaimple, t hi nk many
have some sensitiyito bang seen[as acting joirtly] with somebody elser maybe

to shaingi nf or m@Ql) This @lso limits the pool of available partners for
knowledge sharing. This evidence was also reflected by other particiféung,
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