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Abstract

The aim of this research was to analyze the effect of absorption capacity, an open culture of collabo-
ration, trust between co-workers and communication media richness on the acquisition of tacit marketing
knowledge, as well as its impact on tacit marketing knowledge transfer. A quantitative and cross-sectional
research was carried out among the employees of small and medium-sized hotels in Playa del Carmen,
Quintana Roo, applying a personal survey to 229 employees selected for convenience, who work in the
hotel sector. The statistical technique of structural equations was used to analyze the effect of variables on
the transfer of tacit marketing knowledge. The results showed that trust in co-workers and communication
media richness have a direct and positive impact on the acquisition of tacit marketing knowledge and, in
turn, on the transfer of tacit marketing knowledge. The theoretical and applied implications of the results
were discussed.
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Resumen

Esta investigacion tuvo como objetivo analizar el efecto de la capacidad de absorcién, una cultura
abierta de colaboracion, confianza entre compaiieros de trabajo y la riqueza de medios de comunicacién
sobre la adquisicién de conocimientos tdcitos de mercadotecnia, asi como el impacto de ésta sobre la
transferencia de conocimientos tdcitos de mercadotecnia. Entre los empleados de hoteles pequeiios y me-
dianos de Playa del Carmen, Quintana Roo, se realizé una investigacién cuantitativa y transversal, apli-
candose una encuesta personal a 229 empleados seleccionados por conveniencia, que trabajan en el sector
hotelero. Para analizar el efecto de las variables en la transferencia de conocimiento ticito de mercadotec-
nia se utilizo la técnica estadistica de ecuaciones estructurales. Los resultados mostraron que la confianza
en compaieros de trabajo y la riqueza de medios de comunicacién impactan directa y positivamente la
adquisicién de conocimiento tacito de mercadotecnia y a su vez, ésta a la transferencia de conocimiento
tacito de mercadotecnia. Las implicaciones tedricas y aplicadas de los resultados fueron discutidos.

Cédigo JEL: D83, M31, J24, C3.
Palabras clave: Conocimiento tacito, Transferencia de conocimiento, Mercadotecnia, Talento humano.

Introduction

Knowledge transfer is key for the social creation of knowledge (Collins and Smith, 2006;
Nahapiet and Ghoshal, 1998). In this sense, some recent researches argue that the development
of innovative potential requires the company to be able to properly combine human resource
management practices to develop a learning orientation that legitimizes the value of knowledge
and its exchange in the organization (Ma, Choi and O’ Connor, 2016). Therefore, Knowledge
creation occurs through the transformation into new knowledge of existing perceptions, while
ideas and human resource practices promote employee skills, motivation, and opportunities
to access and mobilize their knowledge towards other employees, through their linkage,
transformation and expansion into new knowledge and ideas (Kang, Morris and Snell, 2007).
Hence, knowledge transfer exercises partial harmony in the relationship between human
resource management practices and knowledge incubation.

Although knowledge transfer is an important component of knowledge management
(Davenport and Prusak, 2000), it has received minimal attention from researchers and the
business community concerning the transfer of tacit marketing knowledge. It involves a process
by which employees with knowledge in the discipline transfer to others what they have learned,
thereby creating a potential source of sustainable competitive advantage for the company
(Ambrosini and Bowman, 2001). For this reason, it has been recommended that the variables
that impact the transfer of marketing knowledge (Mohamad, Ramayah and Hathaivaseawong,
2010) be studied in greater depth, especially in the hospitality industry, where tacit knowledge
predominates (Cooper, 2006).

Mexico has been among the main tourist destinations by arrival (Integral Information System
for Tourism Markets [SIIMT for its acronym in Spanish], 2014] and the tourism industry has
generated millions of direct and indirect jobs in the country (National Institute of Statistics and
Informatics [INEGI for its acronym in Spanish], 2013; Secretariat of Tourism [SECTUR for its
acronym in Spanish], 2014). However, the micro, small and medium-sized enterprises (SMEs)
of the hotel sector need specialized information to be competitive. Thus, seeking to contribute
theoretical and applied knowledge related to this sector, this research aims to determine the
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effect of absorption capacity, an open culture of collaboration, the trust between co-workers,
and communication media richness in the acquisition of tacit intra-organizational marketing
knowledge and of this on the transfer of tacit marketing knowledge, among employees of small
and medium-sized hotels located in the city of Playa del Carmen, Quintana Roo, Mexico.

Review of the literature and hypotheses formulation
The approach of tacit marketing knowledge

Knowledge can be divided into two types according to its capacity to be structured and
codified, so that explicit knowledge is considered scientific and highly structured, whereas tacit
knowledge is subjective, based on experience, intuition and judgment (Nonaka and Takeuchi,
1995; Gummesson, 2017a). The interaction of both types of knowledge shapes organizational
knowledge (Easterby-Smith and Prieto, 2008) and pragmatic wisdom (Gummesson, 2017b).

Various studies have found that a great deal of marketing knowledge is tacit, incarnated
in people and, therefore, difficult to transfer (Bennett, 1999; Simonin, 1999; Archibugi and
Pietrobelli, 2003). Tacit marketing knowledge is significant because it acts as a social process by
which employees with knowledge in the discipline acquire and transfer their learning to others
(Ambrosini and Bowman,2001). This knowledge is usually rooted contextually, organizationally
and socially in the organizations (Inkpen, 2008), but adding to this the characteristics of the
hotel sector (Hjalager, 2002), it becomes relevant to promote transfer mechanisms in order to
take advantage of it in various market aspects, for example, innovation and development of
new products (Huang, Chang, and Henderson, 2008), trust and collaboration (Szulanski, 2000),
relationship marketing (Gummesson, 2017a) and strengthening of a competitive advantage.

The acquisition of knowledge may have multiple backgrounds (Liao and Barnes, 2015),
nevertheless, this research studies the ability to absorb knowledge regarding the discipline, an
open culture of collaboration, trust between co-workers and communication media richness as
variables of relevant impact on the acquisition of marketing knowledge and the effect of this
on the transfer of it.

Marketing knowledge absorption capacity and acquisition of tacit marketing knowledge

Absorption capacity refers to the ability to absorb knowledge, with the expectation of
acquiring new knowledge so that it can be shared after (Grant, 1996). This capacity is likened to
the set of processes and organizational routines that allow identifying, assimilating, transforming
and exploiting new environmental knowledge (Cohen and Levinthal, 1989; Zahra and George,
2002); therefore, it requires consent for the exchange of ideas and to allow companies to be
more involved in the acquisition of that knowledge (Yli-Renko, Autio and Sapienza, 2001).

Rodriguez Antén, Oliva, and Laguna (2003) mention that the current hotel situation is
one of stagnant demand, continuous change, and need for constant learning; however, it may
be difficult to assess the effect of absorption capacity (Berchicci, 2013), specifically in the
evaluation of its effects on tacit knowledge, given the prevailing scarcity of empirical studies
(Jafari and Mozhden, 2013). Absorption capacity combines existing knowledge with new
knowledge (Lane, Koka and Pathak, 2006) in such a way that it impacts the development of the
knowledge and potential of a firm to innovate and improve its competitive performance (Zahra
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and George, 2002).

The acquisition of knowledge cannot be understood without absorption capacity, given that
new knowledge can be potentially assimilated, transformed and exploited (Lane ef al., 2006;
Johnson, 2017). There are high employee turnover rates in the field of hotel chains, which
affects the retention of existing information and knowledge in the organization. Staff contact
with clients is a key source of information on the markets and the business itself. Therefore,
there is cause for knowledge acquisition and management to be professionally implemented in
the hotel sector (Gjelsvik, 2002; Yang and Wan, 2004). For this reason, it is possible to assume
that:

H1: In small and medium-sized hotels in Playa del Carmen, the marketing knowledge
absorption capacity has a positive effect on the acquisition of tacit marketing knowledge.

Open culture of co-worker collaboration and its effect on the acquisition of tacit
marketing knowledge.

Within the institutions there is a need for a culture of collaboration that will motivate the
members of the organization to look for new ways of implementing processes, where the
working hours and interaction among its members will contribute to the acquisition and sharing
of knowledge (Kucharska and Kowalczyk, 2016).

The culture of collaboration is one of the most important conditions that can lead to the
success of a business. Most employees have a curiosity and intellectual disposition that can
facilitate the acquisition of knowledge and its dissemination (Davenport and Prusak, 2001;
Kucharska and Kowalczyk, 2016). In the generation of intra-organizational knowledge,
intensive communication is required, as well as a culture that accepts new ideas and is prepared
to support the exploration of its processes and activities (Ruggles, 1998).

Some research (Zapata, 2004) has found that organizational culture is the main facilitator
of knowledge, and that more open and change-oriented cultures are better able to acquire and
transfer knowledge internally. Research in different fields has found that the culture of the
organization has a positive effect on knowledge acquisition (Liao, Chang, Hu and Yueh, 2012).
It has been found that a firm with an open and flexible culture is more likely to engage with
learning actions, changing routines, processes or the value chain in favor of an appropriate
strategic direction. Therefore, based on the above, it is proposed that:

H2. In small and medium-sized hotels in Playa del Carmen, an open culture of collaboration
among co-workers positively influences the acquisition of tacit knowledge.

Mutual trust between co-workers and the acquisition of tacit marketing knowledge.

Mutual trust refers to the belief or expectation that, in order to carry out certain activities,
support can be sought from another partner with the certainty that it will correspond to the
necessary responsibility (Young and Wilkinson, 1989), and that the other person will not take
advantage of the vulnerability actions of the requester (Swan, Trawick, Rink and Roberts,
1988). Trust is an important factor in building social relationships and exists when one party
believes in the trustworthiness and integrity of the other (Morgan and Hunt, 1994; Hunt. Arnett
and Madhavaram, 2006) and rests on the expectations and predictions of collaboration between
the parties involved (Maurer, 2010).
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Trust acts in relationships and facilitates both the access and dissemination of knowledge
(Arrow, 1974; Nahapiet and Ghoshal, 1998). In any kind of social exchange, it is important to
include inter-institutional and intra-organizational relationships (Massey and Dawes, 2007). It
also plays a central role in knowledge acquisition and the sharing processes (Dhanaraj, Lyles,
Steensma and Tihanyi, 2004; Maurer, 2010).

Previous research has found that trust generates benefits for the organization through
interaction and collaboration (Dirks and Ferrin, 2001); furthermore, it has been shown that
trust increases knowledge acquisition among members of a firm or among allies, leading to new
business opportunities (Tsai and Ghohal, 1998; Maurer, 2010). In the area of marketing, Arnett
and Wittmann (2014) tested a model of tacit knowledge sharing between sales and marketing
and concluded that when confidence in the co-worker is greater, tacit knowledge sharing tends
to increase.

By its very nature, tacit knowledge requires frequent personal interactions with other
members of the organization for the acquisition and transfer of tacit knowledge. Thus,
relationships characterized by high levels of trust are more conducive to encourage acquisition
(Maurer, 2010) and the transfer of tacit knowledge (Lin, 2007). From the above, it is possible
to assume that:

H3. Confidence in co-workers has a positive effect on the acquisition of tacit marketing
knowledge.

Communication media richness and the acquisition of tacit marketing knowledge.

Communication processes can become drivers or barriers to the development of the
willingness to share knowledge (Wiewiora, Trigunarsyah, Murphy and Coffey, 2013), but it
also functions as a relevant mechanism for the acquisition of knowledge from internal and
external sources (Boiral, 2002), as well as the assimilation of practices in small and medium-
sized enterprises (Johnson, 2017).

Several authors (Mirc, 2013; Wiewiora et al., 2013) agree that the integration of teams and regular
meetings are essential for the knowledge acquisition and transfer process, and that the application of
rotations, cross-cutting job integration teams, and regular communication are considered to facilitate
the flow of knowledge between the members of an organization (Mirc, 2013).

Although there are several communication mechanisms, informal intra-organizational
communication also offers opportunities for the acquisition and transfer of tacit knowledge in
the organization (Dyer and Hatch, 2006); interaction and communities of practice among the
members of the firm can become drivers of this process because they provide the opportunity
to share knowledge, even at the initiative of the collaborators themselves (Zapata, 2004). It is
therefore proposed that:

H4. In small and medium-sized hotels in Playa del Carmen, communication media richness
positively influences the acquisition of tacit marketing knowledge among employees.

Acquisition and transfer of tacit marketing knowledge.
The process of acquiring and transferring knowledge undoubtedly involves several key

people, one of whom is the holder of the knowledge and another is the recipient of the same. The
result of knowledge acquisition depends on the efforts of both parties. Therefore, to motivate
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acquisition, the knowledge content received by a recipient and the source must perceive the
knowledge as valuable (Desouza, Awazu and Wan, 20006).

The acquisition of tacit knowledge requires continuous and intense contact between
employees (Kale, Singh and Perlmutter, 2000), and when knowledge is transferred from one
person to another, it is interpreted by the recipient based on what they know and their experience.
This may have a different meaning and value in the new environment. In marketing, tacit
knowledge has been found to be a valuable resource which, when shared, increases opportunities
for the development of new strategies in the different areas of marketing. The blockade and
organizational barriers to their development can give only moderate results (Amiryany, Ard/
Pieter and Cloodt, 2012; Harvey, 2012). Therefore, it is proposed that:

HS. The acquisition of tacit marketing knowledge has a positive impact on the transfer of
tacit marketing knowledge.

Figure 1 shows the conceptual model of tacit knowledge transfer that this research
proposes. This model represents the relational links between constructions that represent
Marketing Knowledge Absorption Capacity (CACM for its acronym in Spanish), Open
Collaborative Culture (CAC for its acronym in Spanish), Trust in Co-workers (CCT for its
acronym in Spanish) and Communication Media Richness (RMC for its acronym in Spanish),
the Acquisition of Tacit Marketing Knowledge (ACTM for its acronym in Spanish), as well
as the Transfer of Tacit Marketing Knowledge (TCTM for its acronym in Spanish). It also
indicates the hypothetical relationship between the variables.

Capacity to absorb
marketing
knowledge

CACM

Collaborative open
culture
CAC

Transfer of tacit
knowledge of
marketing
TCTM

Acquisition of tacit
marketing
knowledge
ACTM

Wealth of media
RMC

Figure 1. Conceptual model of the precedents of the acquisition of tacit marketing knowledge
and its impact on the transfer of knowledge.
Source: Own elaboration.
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Methodology

A quantitative and cross-sectional research was conducted, as information was sought to
test the hypotheses of the relationships established between study variables (Hair, Bush and
Ortinau, 2010). Data collection was done via face-to-face personal surveys applied to managers
or administrators, and reception, sales, customer service and room service managers whose
roles were linked to marketing tasks in small and medium-sized hotels in the city of Playa del
Carmen, Quintana Roo, Mexico.

A total of 229 surveys were obtained using a non-probabilistic convenience sampling
technique to select potential respondents, during the months of October through December
2015. The sampling unit was 141 hotels located in the city of Playa del Carmen, Quintana
Roo, achieving a coverage of 81.9% of establishments reported by the Riviera Maya Tourism
Promotion Trust (2015). There was a participation in the study of 45% women and 55% men,
of which 43% had a residence time in the hotel of up to one year and 37.6% noted that they
had a residence time between 2 and 5 years. Most of the selected hotels considered having a
category of 2 and 3 stars (19.9% and 49.6%, respectively). One-star hotels accounted for 16.3%
of the sample and 4-star hotels accounted for 14.2%. Regarding the educational level of the
surveyed personnel (Annex 1), slightly more than half (55%) had a high school degree and
about 40% had a bachelor degree.

Measurement

The instrument used comprises 29 items. The measurement scales are interval scales, these
being 5 and 7-point Likert scales (Hair et al., 2010). Cronbach’s alpha, for the entirety of the
measured variables, had a value of 0.819.

It was found that the standard deviation in all items is greater than 1 in the dimensional
analysis; on the other hand, Cronbach’s alpha evaluated internal consistency, where the first
construct “marketing-knowledge absorption capacity” yielded an alpha of 0.932. Garson (2010)
comments that in social sciences the alpha cut should be 0.80 or higher for a set of elements to
be considered for a scale, but it is possible to use 0.70 as acceptable for confirmatory research
(Cronbach, 1951; Thiétart, 2001). In the second construct “open culture to collaboration”, the
alpha was of 0.865; in the third construct “trust in co-workers”, the alpha was of 0.919; in the
fourth construct “cultural distance”, the alpha was of 0.779, with this consistency being the
lowest of all and as such the decision was made to eliminate it from the evaluation of the model.
The lowest value was found in the fifth construct “communication media richness” with 0.816;
in the sixth construct “acquisition of tacit marketing knowledge”, the alpha was of 0.943; and in
the seventh and final construct “transfer of tacit marketing knowledge”, the alpha was of 0.874.

Analysis of the results
Measurement model
For the statistical analysis of the data, the procedure followed was the Structural Equation

Modeling (SEM) technique to examine complex models that present a large number of constructs,
indicators and relationships (Barclay ez al., 1995). Because Partial Least Squares (PLS) allows
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working with small samples and has less strict assumptions regarding data distribution (Chin
and Newsted, 1999). In the Partial Least Squares Structural Equation Modeling (PLS-SEM),
the model is described by two components (Tenenhaus et al., 2005): 1) the measurement model,
which relates the manifest variables to the latent variable; and 2) the structural model, which
shows the relationship between the latent variables. Structural models are validated in two
stages (Henseler, Ringle and Sinkovicks, 2009): 1) review of the measurement model through
various procedures; and 2) validation of the structural model.

Based on the rule proposed by Hulland (1999) on keeping items with loads of 0.7 or more,
those indicators from reflective measurement models that did not reach the acceptable level
of reliability (Annex 2) were eliminated. Convergence validity is evaluated with the Average
Variance Extracted (AVE) value, which must be greater than 0.5 according to the Fornell-
Larcker criterion (Seidel and Back, 2009). In the final model (model 2), the reflective constructs
present a minimum value above the limit (0.59). Convergence validity is also demonstrated
when the items carry a high load on their associated factors (load greater than 0.5) and these
must be greater in the assigned construct than in any other. The cross-loads of the reflective
indicators show a higher load in absolute value in the construct to which they have been
assigned (Annex 3), this with respect to any other reflective construct (Seidel and Back, 2009).

Dillon-Goldsteins Rho coefficient (compound reliability index) is used to evaluate internal
consistency (Fornell and Larcker, 1981). In the model, the composite reliability index for
reflective constructs was greater than 0.88 (Annex 4), exceeding the minimum acceptable value
of 0.70 (Seidel and Back, 2009; Hair, Anderson, Tatham and Black, 1998). With regard to
discriminant validity, Fornell and Larcker (1981) suggest that an AVE score of 0.5 indicates an
acceptable level of discriminant validity. The average variance extracted for reflective constructs
varies between .59 and .87 (Annex 2). Said validity for reflective measurement models is also
demonstrated when the root of the AVE average of each construct is greater than the correlation
with any other latent variable (Seidel and Back, 2009; Deli¢ and Lenz, 2008). In Annex 4,
the matrix comparing the AVE root in the diagonal of the tables with the top triangle of the
matrix containing correlations between constructs is presented. The AVE root is larger than the
correlation for each respective column and row of reflective constructs, suggesting discriminant
validity (Seidel and Back, 2009; Duarte and Raposo, 2010) and acceptable convergent (Chin,
1998; Duarte and Raposo, 2010). Seidel and Back (2009) agree that the discriminant validity is
met by comparing the cross-loads of the indicators assigned to the reflective construct against
the rest of them. In the model, no problems of discriminant validity are revealed (Annex 5),
given that all indicators show higher loads in their respective constructs with respect to other
reflective constructs (Duarte and Raposo, 2010).

Structural model

The model explains 26.80% of the TCTM variance (R*=26.80), directly through ACTM
and indirectly through CCT and RMC. The bootstrapping technique with 200 sub-samples
was used to estimate the significance of the path coefficients in the model and to statistically
compare the estimators. The results of the proposed model (Figure 2) support 60% of our
hypotheses (Table 1), with a 95% level of confidence.
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Table 1
Assessment of the effects in Model 2
Hypothesis Path Path Percentile  Percentile Fulfillment of
Coefficient 0.025% 0.975* Hypothesis

H1 CACM > ACTM 0.010 -0.105 0.128 Not rejected
H2 CAC -> ACTM 0.084 -0.075 0.255 Not rejected
H3 CCT -> ACTM 0.362 0.208 0.486 Rejected
H4 RMC ->ACTM 0.377 0.193 0.538 Rejected
HS5 ACTM->TCTM 0.518 0413 0.610 Rejected

*Significant with an alpha of 0.05, for a two-tailed test, ho: the path coefficient is equal to 0.

The results in Figure 2 indicated a direct, positive and significant effect of ACTM on
TCTM (B, = 0.5177). Furthermore, the indirect effect of CCT on TCTM (&, ), resulting
from applying the bootstrap technique (Kenny, 2015) was significant at 0.1848 (95% CI: .1089-
.2617). Similarly, RMC indirectly supported TCTM, with an effect of .1932 (95% CI: .0975-

2829).

The proposed hypothesis regarding RMC and ACTM was significant and in the expected
direction. So that RMC directly and positively affects ACTM (H4: £,=0.3769). In relation to
CCT, the model indicates the strength of the direct and significant relationship with ACTM

(B,=-0.3622), supporting hypothesis H3.

Capacity to absorb
marketing
knowledge

H,: B1=0.0095

H,: 2=0.0844 Hg: p5=0.5177*

Transfer of tacit
of
marketing

TCTM

Hi: p3=0.3622*

H,: p4=0.3769*

*Significant to 0.05

Figure 2. Final TCTM model with significant path coefficients.

Discussion and conclusions

The empirical evidence found that trust in co-workers and communication media richness
positively affect the acquisition of tacit marketing knowledge in small and medium-sized hotels
in the city of Playa del Carmen, whereas the marketing knowledge absorption capacity and the
open collaborative culture do not have a significant effect on the acquisition of said knowledge.
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Contrary to what was suggested, hypothesis 1 could not be accepted given that the marketing
knowledge absorption capacity did not have a significant effect on the acquisition of tacit
marketing knowledge. Theory closely links absorption capacity with knowledge acquisition,
especially with aspects of identification and assimilation of new knowledge (Johnson, 2017).
Given the results in the sector and the context studied, we believe that it is necessary to
continue studying the behavior of this effect in the hotel sector in Mexico and, particularly, in
small and medium-sized enterprises, since absorption capacity is manifested as an ability and
desire for learning (Rodriguez et al., 2003) and the use of knowledge to improve personal and
organizational performance.

An open culture of collaboration between co-workers was found to have no effect on the
acquisition of tacit marketing knowledge, thus hypothesis 2 could not be verified. Empirical
research (Zapata, 2004) has found that culture is a relevant factor (Liao et al., 2012), and that
it is even the most important predictor of knowledge. However, among the marketing partners
of the hotels of Playa del Carmen, an open collaborative culture does not affect knowledge
acquisition. A possible explanation for this could a greater need, on the part of the hotel
companies studied, to develop the contingency factors of the organizational culture sustained
in the selection, training, leadership and its process of professionalization of the human factor
(Flores-Ortiz, Vega-Lopez and Chavez-Moreno, 2015). Given that an open and flexible
organizational culture has the permanent possibility of learning and sharing knowledge, it is
advisable to continue studying the behavior of this variable in small and medium-sized hotels
in other contexts.

Contrary to the above, it was found that trust in co-workers affects the acquisition of
tactical marketing knowledge, thus hypothesis 3 was proven. Trust is based on positive aspects
that contribute to the possibility of acquiring and transferring knowledge that supports the
construction of collaborative organizational actions (Maurer, 2010). Therefore, small and
medium-sized enterprises in the city of Playa del Carmen should stimulate interactions among
the members of the organization so that knowledge based on market experience and judgment
becomes a common dynamic and practice in the organization.

Hypothesis 4 was also proven, given that the communication media richness of the
organization has an important and significant effect on the acquisition of tacit marketing
knowledge. The communication media used by these companies appear to facilitate the quick
and efficient acquisition of tacit knowledge (Zapata, 2004). The communication media used
may include meetings, opinions, suggestions, e-mails and any other means that make it easier
for hotel marketing staff to acquire new tacit knowledge to perform their tasks. Finally, the
capitalization of the acquisition of tacit marketing knowledge occurs when recipients, in addition
to adopting, apply the new knowledge in the activities they develop in their workplaces. This
not only makes the knowledge significant (Zapata, 2004), but also allows it to be transferred
to others, which becomes a valuable process for the organization, since tacit knowledge, by its
nature, is usually more personal and difficult to communicate or transfer.

This study makes a small contribution to understanding how key variables in the acquisition
of tacit marketing knowledge are related, and also corroborates the effect of this on the
transfer of marketing knowledge in small and medium-sized tourism hosting companies in a
Mexican context. However, there are certain limitations, since the research data were collected
following a non-probabilistic convenience sampling. Therefore, the findings of this study are
not generalizable to the population, nor can they be extended to the Mexican hotel sector. As
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such, it may be relevant for future studies to replicate the research in other regions of Mexico,
other hotel sizes, or in companies linked to the sector (restaurants, shops, among others).
Additionally, we also suggest evaluating the impact of the transfer on other variables such as
profitability, profits, competitive advantage and brand positioning.

Annex 1. Descriptive data of the respondents.

Valid Accumulated
Frequency Percentage
percentage percentage
Man 126 55.0 55.0 55.0
Woman 103 45.0 45.0 100.0
Total 229 100.0 100.0

Permanence in the hotel industry in years

Up to one year 99 432 432 432
from 2 to 5 86 37.6 37.6 80.8
from 6 to 9 28 12.2 12.2 93.0
from 10 to 13 10 44 44 97.4
from 14 to 17 5 22 22 99.6
from 18 to 21 1 4 4 100.0
Total 229 100.0 100.0
Type of hotel
One star 23 16.3 16.3 16.3
Two stars 28 19.9 19.9 36.2
Three stars 70 49.6 49.6 85.8
Four stars 20 14.2 14.2 100
Total 141 100.0 100.0
Level of education
Middle school 7 3.1 3.1 3.1
High school 126 55.0 55.0 58.1
Bachelor degree 91 39.7 39.7 97.8
Master’s degree 5 22 22 100.0
Total 229 100.0 100.0
Department in which they work
Customer service 29 12.7 1.7 1.7
Sales 120 524 52.4 54.1
Marketing and finances 7 3.1 3.1 572
Management 42 18.3 18.3 75.5
Reception manager 27 11.8 22.7 98.3
Room service 4 1.7 1.7 100.0
Total 229 100.0 100.0

*Significant with an alpha of 0.05, for a two-tailed test, ho: the path coefficient is equal to 0.
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Annex 2. Loads of the reflective indicators (n=229).

Valid Accumulated
Frequency Percentage
percentage percentage
Man 126 55.0 55.0 55.0
Woman 103 45.0 45.0 100.0
Total 229 100.0 100.0
Permanence in the hotel industry in years
Up to one year 99 43.2 432 432
from2to 5 86 37.6 37.6 80.8
from 6 to 9 28 12.2 12.2 93.0
from 10 to 13 10 44 44 97.4
from 14 to 17 5 22 22 99.6
from 18 to 21 1 4 4 100.0
Total 229 100.0 100.0
Type of hotel
One star 23 16.3 16.3 16.3
Two stars 28 19.9 19.9 36.2
Three stars 70 49.6 49.6 85.8
Four stars 20 14.2 14.2 100
Total 141 100.0 100.0
Level of education
Middle school 7 3.1 3.1 3.1
High school 126 55.0 55.0 58.1
Bachelor degree 91 39.7 39.7 97.8
Master’s degree 5 22 22 100.0
Total 229 100.0 100.0
Department in which they work
Customer service 29 12.7 1.7 1.7
Sales 120 524 524 54.1
Marketing and finances 7 3.1 3.1 572
Management 42 18.3 18.3 75.5
Reception manager 27 11.8 22.7 98.3
Room service 4 1.7 1.7 100.0
Total 229 100.0 100.0

*Significant with an alpha of 0.05, for a two-tailed test, ho: the path coefficient is equal to O.
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Annex 3. Cross-loads of the reflective indicators of Model 2 (n=229).

Constructo

item CACM CAC CCT RMC ACTM TCTM
BC1 0917 0.543 0.632 0.287 0.390 0.368
BC2 0919 0498 0.603 0.197 0321 0.319
BC3 0.924 0.506 0.580 0.200 0.302 0.323
BC4 0.894 0.496 0.530 0.209 0.370 0.309
NOS5 0548  0.739 0.471 0362 0409 0372
NO6 0319 0.732 0.379 0.405 0306 0325
NO7 0479 0.766 0.435 0.405 0.467 0.389
NO8 0431 0.803 0.523 0.436 0.426 0.442
NO9 0.391 0.789 0.364 0442 0294  0.385
NO10 0368  0.791 0.432 0462 0349 0444
CCl11 0.611 0.567 0.890 0.392 0472 0.405
CCI12 0.575 0.514 0.949 0.407 0.562 0.404
CC13 0.607 0.520 0.943 0.372 0.559 0.355
RMC19 0224 0455 0.329 0.794 0441 0.343
RMC20 0.151 0.483 0.362 0.829 0412 0.464
RMC21 0.236 0.447 0.378 0.864 0.563 0.445
RMC22 0173 0.354 0.271 0718 0410 0.285
TCT23 0.383 0.497 0.583 0.591 0934 0475
TCT24 0.348 0.470 0.578 0.550 0.944 0478
TCT25 0.290 0.366 0.351 0.383 0.800 0.441
ACT26 0343 0.432 0.378 0430 0476 0905
ACT27 0370 0.537 0.384 0467 0471 0.924
ACT28 0315 0.447 0.403 0.462 0.523 0.941
ACT29 0314 0.486 0.372 0.422 0.436 0.928

Annex 4. Correlation matrix between constructs and AVE roots greater than the correlations
and Dillon-Goldstein. Rho. Index for Model 2 (n=229).

Rho de Dillon-
CACM CAC__CCT _RMC ACIM TCTM __ Goldsteins
CACM | 0.91 0.95
CAC 057 0.77 0.90
CCT 0.67 059 0.93 0.95
RMC 0.26 064 047 0.80 0.88
ACTM | 039 052 065 065 0.90 0.92
TCTM | 038 056 043 0.55 053 0.92 0.96
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Annex 5. Cross-loads of the reflective indicators of Model 2 (n=229).

Constructo

item CACM CAC CCT RMC ACTM TCTM
BC1 0917 0543 0.632 0.287 0390 0368
BC2 0919  0.498 0.603 0.197 0.321 0.319
BC3 0924 0506 0.580 0.200 0302 0323
BC4 0894  0.496 0.530 0.209 0370 0309
NO5 0548  0.739 0.471 0.362 0409 0372
NO6 0319 0.732 0379 0.405 0306 0325
NO7 0479  0.766 0.435 0.405 0467  0.389
NO8 0431 0.803 0.523 0.436 0426 0442
NO9 0.391 0.789 0.364 0.442 0294 0385
NO10 0368  0.791 0.432 0.462 0349 0444
CCl11 0.611 0.567 0.890 0.392 0472  0.405
CC12 0575 0514 0.949 0.407 0562  0.404
CC13 0.607  0.520 0.943 0.372 0559 0355
RMC19 0224 0455 0.329 0794  0.441 0.343
RMC20 0151 0.483 0362 0.829 0412 0464
RMC21 0236  0.447 0.378 0864  0.563 0.445
RMC22 0173 0.354 0271 0.718 0410 0285
TCT23 0.383 0.497 0.583 0.591 0934 0475
TCT24 0348 0470 0.578 0.550 0944 0478
TCT25 0290  0.366 0.351 0.383 0.800 0441
ACT26 0343 0.432 0.378 0.430 0476  0.905
ACT27 0370 0537 0384 0.467 0.471 0.924
ACT28 0315 0447 0.403 0.462 0.523 0.941
ACT29 0314 0486 0.372 0.422 0436  0.928
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