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FACTORS WITH A GREATER 
IMPACT ON THE LEVEL OF 
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INDUSTRY IN SPAIN
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Alfonso Vargas-Sánchez
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ABSTRACT: This paper analyses the relationships between certain determinants in the stra-
WHJLF�PDQDJHPHQW�SURFHVV�RQ�LQQRYDWLRQ�LQ�KRWHO�RUJDQLVDWLRQV�LQ�6SDLQ��DV�ZHOO�DV�WKH�LQÁX-
ence of  the level of  innovation on competitive advantage and organisational performance. 
The theoretical positioning is based on the resource and capability-based approach, within the 
ÀHOG�RI �VWUDWHJLF�PDQDJHPHQW��$Q�DQDO\VLV�RI �PDMRU�KRWHO�FKDLQV�RSHUDWLQJ�LQ�6SDLQ�KDV�VKRZQ�
that certain factors (namely twenty dimensions) of  the strategic management process impact 
RQ�WKH�OHYHO�RI �LQQRYDWLRQ�SRVLWLYHO\��DV�ZHOO�DV�D�SURSHU�PDQDJHPHQW�RI �LQQRYDWLRQ�LQÁXHQFHV�
organizational results, also positively. From the twenty constructors or dimensions analyzed, 
some factors stand out because of  their greater impact on the degree of  innovation, which 
PD\�OHDG�WR�GUDZLQJ�SUDFWLFDO�LPSOLFDWLRQV�WKDW�ERWK�LQÁXHQFH�DQG�FDQ�EH�WDNHQ�LQWR�DFFRXQW�
WR�LPSURYH�WKH�VHFWRU��$V�WKH�UHVXOW��WKH�KLJKHVW�SRVLWLYH�FRHIÀFLHQWV�ZHUH�VKRZHG�E\�WKH�IRO-
lowing variables: support for creativity, innovation-oriented culture, business structure that fa-
cilitates innovation, competitive rivalry, cost leadership and differentiation strategies, and qual-
ity management. Keywords: innovation, creativity, hospitality sector, Strategic Management.

RESUMEN: Este artículo analiza las relaciones entre ciertos determinantes en el proceso de 
JHVWLyQ�HVWUDWpJLFD�VREUH�LQQRYDFLyQ�HQ�ODV�RUJDQL]DFLRQHV�KRVWHOHUDV�HQ�(VSDxD��DVt�FRPR�OD�
LQÁXHQFLD�GHO�QLYHO�GH�LQQRYDFLyQ�VREUH�OD�YHQWDMD�FRPSHWLWLYD�\�OD�SHUIRUPDQFH�RUJDQL]DFLR-
QDO��(O�SODQWHDPLHQWR�WHyULFR�VH�EDVD�HQ�HO�HQIRTXH�GH�UHFXUVRV�\�FDSDFLGDGHV�HQ�HO�FRQWH[WR�
GH�OD�JHVWLyQ�HVWUDWpJLFD��8Q�DQiOLVLV�GH�ODV�PD\RUHV�FDGHQDV�KRVWHOHUDV�TXH�RSHUDQ�HQ�(VSDxD�
GHPRVWUy�TXH�FLHUWRV�IDFWRUHV��PHGLGRV�HQ�YHLQWH�GLPHQVLRQHV��GHO�SURFHVR�GH�JHVWLyQ�HVWUD-
WpJLFD�WLHQHQ�LPSDFWR�SRVLWLYR��VHD�D�QLYHO�GH�OD�LQQRYDFLyQ��VHD�D�QLYHO�GH�OD�JHVWLyQ�GH�OD�LQ-
QRYDFLyQ��'H�ORV�YHLQWH�FRQVWUXFWRV�R�GLPHQVLRQHV�DQDOL]DGDV��DOJXQRV�IDFWRUHV�GHVWDFDQ�SRU�
VX�VXSHULRU�LPSDFWR�HQ�HO�JUDGR�GH�LQQRYDFLyQ��SXGLHQGR�WHQHU�LPSOLFDFLRQHV�SUiFWLFDV�TXH�
GHEHQ�VHU�DGRSWDGDV�SRU�HO�VHFWRU��(Q�UHVXOWDGR��ORV�PD\RUHV�FRHÀFLHQWHV�SRVLWLYRV�VH�KDQ�SD-
WHQWDGR�HQ�ODV�VLJXLHQWHV�YDULDEOHV��DSR\R�D�OD�FUHDWLYLGDG��FXOWXUD�GH�LQQRYDFLyQ��HVWUXFWXUD�GH�
QHJRFLRV�IDFLOLWDGRUD�GH�OD�LQQRYDFLyQ��ULYDOLGDG�FRPSHWLWLYD��FRVWR�GH�OLGHUD]JR�\�HVWUDWHJLDV�
GH�GLIHUHQFLDFLyQ�\�JHVWLyQ�GH�OD�FDOLGDG��Palabras clave��LQQRYDFLyQ, creatividad, sector de 
alojamiento��*HVWLyQ�(VWUDWpJLFD�
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RESUMO��(VWH�DUWLJR�DQDOLVD�DV�UHODo}HV�HQWUH�FHUWRV�GHWHUPLQDQWHV�QR�SURFHVVR�GH�JHVWmR�
HVWUDWpJLFD�VREUH�LQRYDomR�QDV�RUJDQL]Do}HV�KRWHOHLUDV�HP�(VSDQKD��EHP�FRPR�D�LQÁXrQFLD�
GR�QtYHO�GH�LQRYDomR�VREUH�D�YDQWDJHP�FRPSHWLWLYD�H�D�SHUIRUPDQFH�RUJDQL]DFLRQDO��2�SRVL-
FLRQDPHQWR�WHyULFR�p�EDVHDGR�QD�DERUGDJHP�GH�UHFXUVRV�H�FDSDFLGDGHV�QR�FRQWH[W�GD�JHVWmR�
HVWUDWpJLFD��8PD�DQiOLVH�GDV�PDLRUHV�FDGHLDV�KRWHOHLUDV�TXH�RSHUDP�HP�(VSDQKD�PRVWURX�TXH�
FHUWRV�IDWRUHV��PHGLGRV�HP�YLQWH�GLPHQV}HV��GR�SURFHVVR�GH�JHVWmR�HVWUDWpJLFD�WrP�LPSDFWR�
SRVLWLYR��TXHU�DR�QtYHO�GD�LQRYDomR��TXHU�DR�QtYHO�GD�SUySULD�JHVWmR�GD�LQRYDomR��'RV�YLQWH�
FRQVWUXWRV�RX�GLPHQV}HV�DQDOLVDGDV��DOJXQV�IDWRUHV�GHVWDFDP�VH�SHOR�VHX�VXSHULRU�LPSDFWR�QR�
JUDX�GH�LQRYDomR��SRGHQGR�WHU�LPSOLFDo}HV�SUiWLFDV�TXH�GHYHP�VHU�DGRSWDGDV�SHOR�VHWRU��(P�
UHVXOWDGR��RV�PDLRUHV�RV�FRHÀFLHQWHV�SRVLWLYHV�IRUDP�SDWHQWHDGRV�QDV�VHJXLQWHV�YDULiYHLV��DSRLR�
j�FULDWLYLGDGH��FXOWXUD�GH�LQRYDomR��HVWUXWXUD�GH�QHJyFLRV�IDFLOLWDGRUD�GD�LQRYDomR��ULYDOLGDGH�
FRPSHWLWLYD��FXVWR�GH�OLGHUDQoD�H�HVWUDWpJLDV�GH�GLIHUHQFLDomR�H�JHVWmR�GD�TXDOLGDGH��Palavras 
chave��LQRYDomR��FULDWLYLGDGH��VHWRU�GR�DORMDPHQWR��*HVWmR�(VWUDWpJLFD�

INTRODUCTION

The study of  the relationship between innovation and strategic 

PDQDJHPHQW�LV�D�ÀHOG�RI �UHVHDUFK�LQ�ZKLFK�WKH�EXVLQHVV�ZRUOG���
both academic and practical - is taking a growing interest. Fur-

thermore, the importance that innovation represents for compa-

nies in a state of  constant change is undeniable. Since the second 

half  of  the 1990s, innovation has become one of  the most pro-

PLVLQJ�ÀHOGV�RI �VWXG\�LQ�WHUPV�RI �H[SODLQLQJ�FRPSHWLWLYH�GLIIH-
rences between companies. As a result, innovation as a strategic 

capability has been vindicated as the main source of  competitive 

advantage and a device for achieving higher revenue.

The theoretical positioning in the present study is based on 

D�UHVRXUFHV�DQG�FDSDELOLWLHV�EDVHG�DSSURDFK�ZLWKLQ�WKH�ÀHOG�RI �
strategic management. On this basis, innovation stands out as a 

key strategic capability that is generated by activating a series of  

resources; its management is thus a fundamental element in de-

veloping dynamic capabilities conducive to obtaining competiti-

ve advantages (Teece et al., 1997; Eisenhardt and Martin, 2000; 

Zollo and Winter, 2002). Therefore, our benchmark in the litera-

ture has been the dynamic capabilities approach; our study exa-

PLQHV�WKH�WKHRUHWLFDO�SHUVSHFWLYHV�WKDW�LQÁXHQFH�LWV�FKDUDFWHULVD-
tion and establishes contact points with other approaches within 

the resources and capabilities-based theory, in order to form a 

common basis of  study for designing a model and its subsequent 

testing in an empirical study.

INNOVATION IN THE HOTEL INDUSTRY
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In the tourism industry and the hotel subsector in our case, 

innovation plays a key role in the production of  knowledge and 

D�ÀUP’s capability to absorb it, so that it can be used to improve 

SURGXFWLYH�HIÀFLHQF\�DQG�WKH�SURGXFW·V�XOWLPDWH�FRPSHWLWLYHQHVV�
(Nieto, 2003). In the case of  Spain as a tourism product, it is a 

world-renowned destination whose economy is heavily depen-

dent on tourism services; thus, it is an ideal setting in which to 

apply our research.

This study focuses on ascertaining the extent to which certain 

determinants in the strategic management process affect the le-

vel of  innovation. Therefore, a model was created for this study 

that was tested along with a series of  hypotheses in an empirical 

study directed to managers from the top Spanish and foreign ho-

tel chains operating in the country, ranked according to turnover.

CONCEPTUAL FRAMEWORK, DEVELOPMENT

OF THE RESEARCH MODEL AND HYPOTHESES 

Several studies have highlighted the importance of  the inno-

vation strategy as a coherent plan for developing, acquiring and 

deploying resources and capabilities in order to achieve and sus-

tain better results (Lefebvre et al., 1993; Zahra and George, 2002; 

Galende, 2006; COTEC, 200; Hjalager, 2010). 

Based on the literature and considering this study’s context, we 

propose the model presented in Figure 1, which describes the en-

tire process that may be followed in innovation decisions - in our 

case, by companies in the Spanish hotel sector – in accordance 

with the phases or stages of  a company’s strategic management 

model. We start with the company’s purpose and mission, conti-

nue with internal and external factors and conclude with the for-

mulation of  strategies and their implementation.

MARTÍNEZ-LÓPEZ AND VARGAS-SÁNCHEZ
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Figure 1. Analysis model for determinants of  the level of  
innovation and their impact on business performance.

To construct each of  these variables, a number of  different au-

WKRUV�DQG�WKHLU�FRQWULEXWLRQV�WR�WKLV�ÀHOG�RI �UHVHDUFK�ZHUH�DQDO\VHG��
This theoretical study gave rise to twenty dimensions or factors that 

allowed us to test the model in the empirical study through the cor-

responding hypotheses. Table 1 shows a list of  the factors which 

were adapted to the characteristics of  our model.

Table 1. Constructs for analysis of  the conceptual model

Construct Dimensions

Mission $�ÀUP�EHW�IRU�LQQRYDWLRQ�LQ�DQ�RUJDQLVDWLRQ·V�PLVVLRQ�DQG�YDOXHV

Internal factors 
,QÁXHQFH�RI �LQWHUQDO�IDFWRUV�RQ�
the level of  innovation

A corporate structure that facilitates innovation 

Corporate support for creativity 

Adoption of  adequate measures

An innovation-oriented culture 

Adoption of  measures to overcome barriers to innovation

External factors 
,QÁXHQFH�RI �H[WHUQDO�IDFWRUV�RQ�
the level of  innovation

Competitive rivalry 

Degree of  customer satisfaction and loyalty 

The dimensions of  complexity and dynamism of  the environment

Suppliers’ bargaining power 

Bargaining power of  substitute products 

The degree of  active government commitment

INNOVATION IN THE HOTEL INDUSTRY
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Strategy formulation ,QÁXHQFH�
of  the adoption of  certain strat-

egies on the level of  innovation

Competitive strategies: competing through seeking cost leadership

Competitive strategies: adopting a segmentation strategy 

Competitive strategies: committing to a differentiation strategy In-

ternationalisation as a growth strategy

Strategy implementation in-

ÁXHQFH�RQ�WKH�OHYHO�RI �LQQRYD-
tion of  certain factors of  imple-

mentation strategies

Degree of  development of  quality management 

Objectives of  increased productivity 

Degree of  sophistication in information systems

Innovation and its impact on 
business performance

'HJUHH�RI �LQÁXHQFH�RI �WKH�OHYHO�RI �LQQRYDWLRQ�RQ�EXVLQHVV�SHU-
formance 

Therefore, the analysis and construction of  the model and its 

respective constructs, supported by the literature, provided all 

the arguments needed to formulate the hypotheses, which paved 

the way to achieving the objective of  determining the extent to 

ZKLFK�GHWHUPLQDQWV�LQ�WKH�VWUDWHJLF�PDQDJHPHQW�SURFHVV�LQÁXHQ-

ce the level of  innovation and their impact on hotel companies’ 

performance. 

Table 2. Working hypotheses and expected outcomes

H1
The explicit inclusion of  innovation in an organisation’s mission and values has a 

positive impact on the level of  innovation.
�

H2 Certain internal factors have a positive impact on the level of  innovation. �

H3 Certain external factors have a positive impact on the level of  innovation. �

H4
Formulating competitive and growth strategies has a positive impact on the level 

of  innovation.
�

H5 Implementing strategies has a positive impact on the level of  innovation. �

H6
The level of  innovation, driven by the explicit management thereof, has a positive 

impact on business performance.
�

MARTÍNEZ-LÓPEZ AND VARGAS-SÁNCHEZ
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RESEARCH DESIGN 

The population universe in this study consisted in senior mana-

gers from the top 150 Spanish and foreign hotel chains operating in 

Spain ranked in order of  revenue. Data was collected in October 

and November 2009 from a survey of  directors from the above 

mentioned group of  informants. The questionnaire was com-

SOHWHG�E\����H[HFXWLYHV�LQ�WKHVH�KRWHO�FKDLQV��ZKLFK�UHSUHVHQWV�
D�UHVSRQVH�UDWH�RI ������1R�VLJQLÀFDQW�GLIIHUHQFHV�EHWZHHQ�WKH�
composition of  the population and the sample were found, as 

observed in other studies on innovation or tourism analysed in 

WKH�OLWHUDWXUH��-DFRE�HW�DO����������2UÀOD�HW�DO����������DQG�2WWHQ-

bacher (2007). Several technical features of  the sample’s compo-

sition are shown in the following table:

7DEOH����7HFKQLFDO�ÀOH�RQ�WKH�FRPSRVLWLRQ�RI �WKH�VDPSOH�

Data collection method Online and telephone survey 

Types of  questions Questions with a Likert and semantic differential scales (104 items)

Target population Top 150 Spanish and foreign hotel chains ranked by revenue 

Scope Spain

Date of  data collection October and November, 2009

Sample obtained ���TXHVWLRQQDLUHV

Response rate 32%

Table 4 shows a list of  the constructs and items which were 

adapted to the characteristics of  our model, after debugging with 

a pre-test conducted by academics experts and industry profes-

VLRQDOV�LQ�FORVHO\�UHODWHG�ÀHOGV��$IWHUZDUGV��WKLV�TXHVWLRQQDLUH�ZDV�
JLYHQ�LWV�ÀQDO�IRUP�

INNOVATION IN THE HOTEL INDUSTRY
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Table 4: Constructs and items referred to in devising
the questionnaire.

Construct / dimensions Items

Mission (9 items)
&OHDUO\�GHÀQHG�VWUDWHJLF�WKLQNLQJ�PRGHO��LQQRYDWLRQ�ZLWK�VLPLODU�LPSRU-
tance as other areas (3); introduction of  innovation in values; description 

of  innovation objectives (2); description of  action plans for innovation (2)

Internal factors (23 items)

Corporate structure 

(4 items)

Organisational structure that facilitates innovation; arrangements between 

departments on innovation management; employee contributions taken 

into account; innovations for improving working conditions taken into ac-

count

Culture 

(6 items)

Pervasive innovation-oriented thinking; stimulates the process of  generat-

ing new ideas; contributes to risk-taking; freedom of  initiative for middle 

management; a certain “error tolerance” in relation to innovation; willing-

ness to change and learn

Support for creativity 

(3 items)

Generation of  an appropriate environment for creativity; importance of  

removing barriers to creativity; explicit internal communication to provide 

ideas or improvements

Innovation barriers 

(4 items)

Programmes for overcoming resistance to changes in implementing inno-

vation; training courses for overcoming barriers to innovation; innovation 

inventory control; multi-disciplinary teams that facilitate learning and the 

introduction of  innovations

Appropriability Measures 

(6 items)

Internal development of  innovative products or processes; development 

in collaboration with other entities; acquisition from other entities or 

companies; adoption of  legal measures of  protection (2); planned protec-

tion of  innovations

External factors (24 items)

Competitor rivalry 

(5 items)

Innovation barrier to entry of  potential competitors; increased economies 

of  scale involving cost disadvantages; allows better competition with ex-

isting competitors; stiff  competition can be an incentive for innovation; 

importance of  taking control of  competitors’ innovations 

Supplier bargaining power 

(4 items)
,QÁXHQFH�RI �LQQRYDWLRQ�RQ�GLVWULEXWRUV��RSWLPLVDWLRQ�RI �VXSSOLHU�GHOLYHU\�
WLPHV��ÁXHQW�FRPPXQLFDWLRQ��SRZHU�WR�QHJRWLDWH�FRQWUDFWV

Customer satisfaction  

(4 items)

Allows customers to perceive a better level of  service; innovations for 

customer’s unmet needs; consultation with customers origin of  sources 

of  innovation; better position in customer contracts

Substitution products       

(4 items)

Causes changes in tastes and fashion and shortens product life cycle; im-

proves product presentation and image; increases range of  products; imi-

tates competitors’ products by incorporating improvements

Dynamic environment      

(5 items)

Innovation in highly volatile tourism markets; uncertainty about future 

conditions of  demand; purchasing power of  customer country of  origin; 

economic development of  the country of  investment; complex, dynamic 

environments

Governmental commitment 

(2 items)
'HJUHH�RI �FRRSHUDWLRQ�ZLWK�WKH�JRYHUQPHQW��FRPPLWPHQW�WR�ÀQDQFLDO�DLG�
�VXEVLGLHV��WD[�EUHDNV��ORZ�LQWHUHVW�ORDQV«��

MARTÍNEZ-LÓPEZ AND VARGAS-SÁNCHEZ
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Strategy Formulation (20 items)

Competitive strategies 

(5 items)

8QGHUFXWWLQJ�FRPSHWLWRUV·�SULFHV�DQG�LQQRYDWLRQ��PRUH�HIÀFLHQW�SURFHVV-
es; optimisation of  cost management; market shares competing in costs; 

investment in technology to lower costs

Differentiation strategy 

(5 items)

Differentiation and investment in innovation; higher quality services per-

ceived by customers; improved brand image; securing customer loyalty 

and innovation; marketing methods and techniques

Segmentation strategy 

(3 items)
Segmented or specialised product/service and innovation; products in 

KLJK�SULFH�PDUNHW�VHJPHQWV��ÁH[LEOH�DQG�HIÀFLHQW�RUJDQLVDWLRQDO�VWUXFWXUH

Internationalisation 

(7 items)

Growth in new international markets; franchising, management or joint 

venture contracts abroad (3); innovations in products and processes; inno-

vative management methods; innovation and intention to exploit interna-

tional markets

Strategy implementation (17 items)

Quality management 

(7 items)

Use of  quality management models; innovation and quality management 

SODQV��RQJRLQJ�TXDOLW\�LPSURYHPHQW�PRGHOV��LPSOHPHQWDWLRQ�DQG�FHUWLÀ-

cation of  advanced quality systems (2); explicit value management proc-

ess; human resource scorecard

Information systems 

(5 items)

Product innovation and new technologies; new technologies and innova-

tive processes; new technologies and organisational innovation; informa-

tion systems and competitive advantage; mechanisms for incentivising 

employees to share information and knowledge

Productivity 

(5 items)

,PSURYHG�SURFHVVHV�DQG�ORZHU�FRVWV��SHUFHQWDJH�RI �VDOHV��ÁH[LELOLW\��SUR-

ductivity targets achieved; increased outputs and decreased inputs

Level of  innovation and busi-

ness performance (11 items)

R&D expenditure generated within the company; outside the company; 

acquisition of  machinery, equipment and advanced software or hardware 

(2); market innovations; global effort; impact on sales of  new products or 

services or improvements in existing products or services (2); new pro-

FHVVHV��QHZ�IRUPV�RI �FRPPHUFLDOLVDWLRQ������VHFRQGDU\�ÀQDQFLDO�VRXUFHV��
SHUFHQWDJH�RI �JURZWK�LQ�UHYHQXH�DQG�ÀQDQFLDO�UDWLRV

RESULTS

The properties of  the metrics used were checked before pro-

ceeding with the different analyses that led to the tests of  each 

hypothesis. This ensured each variable’s capacity to measure the 

concept it represented. In our case, the scale reliability and vali-

dity properties were analysed. 

As for the first property, the internal reliability of  the 

questionnaire’s 104 items analysed separately in each section 

gave very positive Cronbach alpha values, all of  which were hi-

JKHU�WKDQ������&RQFHUQLQJ�YDOLGLW\�WHVWLQJ��D�IDFWRULDO�DQDO\VLV�RI �

INNOVATION IN THE HOTEL INDUSTRY
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the main components was performed with a varimax rotation to 

validate the different metric scales for each section of  the stu-

dy. Two statistics were used to assess the appropriateness of  this 

type of  analysis: the Bartlett test of  sphericity and the Kaiser-

Meyer-Olkin (KMO) measure of  sampling adequacy. The results 

of  the two tests, applied to all the items in the global model, gave 

D�KLJK�YDOXH�LQ�WKH�.02�WHVW�RI �FORVH�WR������������WKH�%DUWOHWW�
test of  sphericity rejected the null hypothesis that the correlation 

matrix is an identity matrix ( � 2� ���������DQG�VLJQLÀFDQW�ZLWK�
S ��������ZKLFK�DOORZHG�XV�WR�DFFHSW�WKH�GDWD·V�ÀW�WR�D�IDFWRULDO�
analysis model.

The following results from our study model were obtained by 

applying the analysis of  the main components to the global scale 

of  the 104-item model that allowed the different factors of  the 

strategic management models that affect the level of  innovation 

to be related: 1) we corroborated the existence of  twenty factors 

RU�GLPHQVLRQV�WKDW�H[SODLQHG���������RI �WKH�WRWDO�YDULDQFH��7KLV�
UHVXOW�LV�KLJKO\�VDWLVIDFWRU\��+DLU�HW�DO�������������WKH�FRUUHODWLRQV�
between the different factors and its corresponding items expres-

sed through the factor loading were quite high, because almost all 

the values were higher than 0.70; 3) the proportions of  variance 

explained for each item, expressed through communalities, were 

very high, since they account for a percentage of  variability in the 

UHVSRQVHV�RI �PRUH�WKDQ������LQ�PRVW�FDVHV�
Therefore, in relation to the convergent validity analysis - which 

indicates whether the different items used to measure the concept 

actually correlate with each other - the magnitude of  the factor 

ORDGLQJ��ZKLFK�ZDV�QRW�RQO\�JUHDWHU�WKDQ������+DLU�HW�DO���������EXW�
greater 0.6 in all cases, ensures this validity. Lastly, with respect to 

discriminant validity, the grouping of  items in each factor ensu-

UHG�WKH�XQLGLPHQVLRQDOLW\�RI �WKH�GLIIHUHQW�FRQVWUXFWV·��FRQÀUPLQJ�
each one’s unequivocal capacity to measure the intended concept.

Once the reliability and validity of  the scale items were obtai-

ned, a correlations analysis was conducted to test the hypotheses 

considered. To do so, Pearson’s r test was used to determine the 

existence of  correlation, as described below. Overall, at the glo-

MARTÍNEZ-LÓPEZ AND VARGAS-SÁNCHEZ
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bal level, none of  the six hypotheses proposed were rejected; the 

only correlation that could not be demonstrated was concerning 

one of  the external factors, in the correlations between level of  

innovation and the environment dimensions of  complexity and 

dynamism are not statistically positive.

Table 5 shows the summary of  the results of  these correla-

tions, with the global sign given for each hypothesis and the sign 

for each factor or dimension that belongs to each section in the 

strategic management model, as well as the support or rejection 

obtained.

Table 5. Summary of  the tests of  hypotheses.

Hypothesis Result (sign) Support obtained

H1: The explicit inclusion of  innovation 

in an organisation’s mission and values has 

a positive impact on the level of  innovation.

*OREDO���� Positive test 

H2: Certain internal factors have a positive 

impact on the level of  innovation.

*OREDO����
��%XVLQHVV�VWUXFWXUH����
��&XOWXUH����
��&UHDWLYLW\����
��%DUULHUV�WR�LQQRYDWLRQ����
��$SSURSULDELOLW\����

Positive test 

(*)

H3: Certain external factors have a positive 

impact on the level of  innovation.

*OREDO����
��&RPSHWLWRU�ULYDOU\����
��6XSSOLHU�SRZHU����
��&XVWRPHU�VDWLVIDFWLRQ����
- Dynamic environment (-)

��*RYHUQPHQW����

Positive test

(**)

H4: Formulating competitive and growth 

strategies has a positive impact on the level 

of  innovation.

*OREDO����
��&RVW�OHDGHU����
��'LIIHUHQWLDWLRQ����
��6HJPHQWDWLRQ����
��,QWHUQDWLRQDOLVDWLRQ����

Positive test

(***)

H5: Implementing strategies has a positive 

impact on the level of  innovation.

*OREDO����
��4XDOLW\�PDQDJHPHQW����
��,QIRUPDWLRQ�V\VWHPV����
��3URGXFWLYLW\����

Positive test

(****)

H6: The level of  innovation, driven by the 

explicit management thereof, has a positive 

impact on business performance.

*OREDO����
Positive test

�
�7KH�KLJKHVW�SRVLWLYH�FRHIÀFLHQWV�ZHUH�VKRZHG�E\�WKH�IROORZLQJ�YDULDEOHV��FUHDWLYLW\��LQQRYDWLRQ�RULHQWHG�FXOWXUH�
and business structure that facilitates innovation.
(**) Competitive rivalry gave the highest positive correlation. The correlations between level of  innovation and 
the environment dimensions of  complexity and dynamism are not statistically positive.
�


��7KH�KLJKHVW�FRUUHODWLRQ�FRHIÀFLHQWV�DUH�JLYHQ�E\�FRVW�OHDGHUVKLS�DQG�GLIIHUHQWLDWLRQ�VWUDWHJLHV�
(****) Quality management is the item which correlates the most with the level of  innovation.
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REGRESSION ANALYSIS TO TEST THE MODEL AS A WHOLE

After the hypotheses of  each dimension studied individually 

ZHUH�WHVWHG��ZH�DWWHPSWHG�WR�ÀQG�DQG�DQDO\VH�WKHVH�YDULDEOHV�WR-

gether, in keeping with the model that shows the correlation be-

tween factors in the different phases of  the strategic management 

process and their impact on the level of  innovation in the Spa-

nish hotel sector. To do so, a multiple linear regression analysis 

was used. In our case, the level or degree of  innovation variable 

was the model’s dependent variable and it was correlated to the 

ÀYH�JURXSV�RI �YDULDEOHV�IURP�WKH�VWUDWHJLF�PDQDJHPHQW�SURFHVV��
which are the model’s independent or explanatory variables.

7R�EH�DEOH�WR�XVH�WKLV�W\SH�RI �DQDO\VLV��ZH�ÀUVW�H[DPLQHG�ZKH-
WKHU�VHYHUDO�FRQGLWLRQV�ZHUH�PHW�WKH�YHULÀFDWLRQ�RI �WKH�QRQ�H[LV-
tence of  collinearity and if  the data obtained met the assumption 

of  normality.

The correlation analysis showed the non-existence of  strong 

indications of  the presence of  multicollinearity. A very low degree 

of  collinearity could only be seen among some variables, but this 

did not seriously affect the subsequent application of  the line-

ar regression analysis technique. This low degree of  correlation 

could be seen between the external and internal factor variables 

(r = 0.476, with a p-value <0.05) and to a lesser extent, between 

the external factor and strategy formulation variables (r = 0.416, 

S� ���������7KH�YDULDQFH�LQÁDWLRQV�IDFWRU�DQDO\VLV��9,)��DQG�WR-

lerance (T) showed also the non-existence of  strong indications 

of  the presence of  multicollinearity (values VIF between 1.407 

and 5.435; T > 0.6).

After applying the multicollinearity analysis, we aimed to ascer-

WDLQ�ZKHWKHU�WKH�HPSLULFDO�GDWD�VDWLVÀHG�WKH�DVVXPSWLRQ�RI �QRUPD-
lity. To do so, the Kolmogorov-Smirnov test was performed and 

satisfactory data obtained, especially on the independent variables, 

DV�VKRZQ�LQ�WKH�IROORZLQJ�VLJQLÀFDQFH�OHYHOV��PLVVLRQ��S �������
internal factors, p=0.017; external factors, p=0.023; strategy for-

mulation, p=0.005; strategy implementation, p=0.009, and level 

of  innovation, p=0.045. Therefore, the normality of  the data was 

DFFHSWHG��IRU�D�VLJQLÀFDQFH�OHYHO�RI �����
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$IWHU�DOO�WKHVH�SUHYLRXV�YHULÀFDWLRQV��WKH�SURSRVHG�PRGHO�ZDV�
tested through a multiple linear regression analysis. The regres-

sion obtained the correlation between the independent variables 

and the dependent variable, seeking to explain the variations in 

the degree or level of  innovation of  hotel chains in Spain. 

Table 6. Results of  the regression analysis of  the determinants 
of  innovation in the hotel sector.

                          Innovation Level

Variables &RHIÀFLHQW�� Sig.

Constant 1.417 0.000

Mission 0.124 �����
Internal Factors 0.234 0.041

External Factors -0.447 0.035

Formulation Strategy ����� 0.015

Implementation Strategy ����� 0.000

F 15.012

R2 0.623

p 0.000

As for the quality of  the regression model, i.e., the degree of  

ÀW��VLPLODULW\��EHWZHHQ�WKH�SUHGLFWLRQV�RI �WKH�UHJUHVVLRQ�HTXDWLRQ�
and corporate level of  innovation, we must look to the correc-

ted R2��$FFRUGLQJO\��WKH�ÀYH�LQGHSHQGHQW�YDULDEOHV�LQ�WKH�DQDO\VLV�
taken together explain 62.3% of  the variance of  the dependent 

variable (corrected R2 = 0.623). The F statistic tests the null hy-

pothesis that the R2 SRSXODWLRQ�YDOXH��PXOWLSOH�FRUUHODWLRQ�FRHIÀ-

cient) is zero and therefore, it allowed us to decide whether there 

LV�D�VLJQLÀFDQW�OLQHDU�FRUUHODWLRQ�EHWZHHQ�WKH�GHSHQGHQW�YDULDEOH�
and all the independent variables considered or taken together. 

In our case, this statistic gave a value of  15.012, having been as-

signed a critical (sig.) level of  less than 0.05, indicating that a sig-

QLÀFDQW�OLQHDU�FRUUHODWLRQ�GRHV�LQGHHG�H[LVW��7KHVH�UHVXOWV�HQDEOH�
us to support the model that correlates the factors in the various 

phases of  the strategic management process with the level of  in-

novation in the Spanish hotel sector.
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CONCLUSIONS

Major implications, both practical and academic, for the stu-

dy of  innovation, can be drawn from the results obtained in this 

study. From a practical standpoint, the main conclusions are re-

lated to the way in which the hotel industry should manage in-

novation so that it has a positive impact on competitive advanta-

ge. From the twenty constructors or dimensions analyzed, some 

factors stand out because of  their greater impact on the degree 

of  innovation as we shall see, which may lead to drawing practi-

cal implications to be taken into account to improve the sector.

As a result, in the internal factors of  the model, the highest 

SRVLWLYH�FRHIÀFLHQWV�ZHUH�VKRZHG�E\�WKH�IROORZLQJ�YDULDEOHV��FUH-
ativity, innovation-oriented culture and business structure that 

facilitates innovation. In this sense, the empirical study follows 

that an organisational system exists that facilitates innovation 

management among all departments, which encourages the in-

volvement of  multidisciplinary teams in innovation activities and 

allows the knowledge acquired during their development to be 

explicitly incorporated into the company. There is also a wides-

pread way of  thinking that an innovation-oriented culture and a 

willingness to change and learn prevails in organisations as a re-

sult. And the third factor, the hotel sector is tapping the poten-

tial of  generating an appropriate environment for creativity as a 

way of  improving the optimisation of  the processes and quality 

of  service provided. So much so, that in many companies there 

is internal communication that aims to capitalise on the ideas or 

improvements employees may provide.

With regard to the phase of  the model that analyze the exter-

nal factors, competitive rivalry gave the highest positive correla-

tion. About this dimension, it has been noted how directors are 

well aware of  the importance of  innovation in competing better 

and of  how innovation can be a barrier for current and potential 

competitors. Hoteliers understand that they develop innovations 

for their customers’ unmet needs and in doing so, the customer 

perceives improved service level through this innovation. Direc-
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tors are aware that innovation improves product image and even 

brings about changes in tastes and fashions. This means they 

must be very attentive to market innovations, since they shorten 

a product’s life cycle. In a nutshell, higher levels of  rivalry lead to 

higher levels of  innovation.

Regarding the competitive strategic factor, which also offers 

us a very high correlation, most of  the decision-makers in these 

ODUJH�ÀUPV�SHUFHLYH�WKH�LPSRUWDQFH�RI �LQQRYDWLRQ�WR�WKH�SRLQW�
where they understand that innovation should be treated as a stra-

WHJ\�LQ�LWVHOI��,Q�WKLV�VHQVH��WKH�KLJKHVW�FRUUHODWLRQ�FRHIÀFLHQWV�DUH�
given by cost leadership and differentiation strategies. Directors 

understand that competing by undercutting competitors’ prices 

means higher investment in innovation, while they argue that in-

QRYDWLRQ�DOORZV�WKHP�WR�PDNH�SURFHVVHV�PRUH�HIÀFLHQW��RSWLPLVH�
cost control and encourage investment in technology in order to 

cut costs. Furthermore, there is a widely-held opinion that choo-

sing differentiation as a competitive strategy entails higher invest-

ments in innovation. The directors’ opinions on how innovation 

enables an organisation to provide the highest quality services 

perceived by customers and how innovation can improve brand 

image also scored positively. Therefore, customers continue to be 

a crucial part of  innovation to the point that hoteliers appreciate 

that securing customer loyalty requires raising the level of  inno-

vation along with improving marketing techniques and methods. 

In the implantation strategy, quality management is the item 

which correlates the most with the level of  innovation. The em-

pirical study shows that many hotel chains in Spain use quality 

management models and models for ongoing quality improve-

ment and there is awareness of  the importance of  incorporating 

innovation into management quality plans.

Thus, the results of  our study show that hotel directors clear-

ly distinguish the strategic value of  innovation as a critical factor 

LQ�FRPSHWLQJ�DQG�XQGHUVWDQG�WKDW�DPRQJ�RWKHU�EHQHÀWV��LW�HVWD-
blishes entry barriers, allows product differentiation, ensures a 

competitive pricing policy, affects customers’ and suppliers’ bar-
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gaining power, helps build a good brand image and secures cus-

tomer loyalty.

Innovation must be planned carefully and above all, perhaps as 

the main conclusion of  our study, innovation must be treated as a 

strategy in itself, a strategy for competing and thus a growth strategy.

From a methodological point of  view, we have proposed a 

methodology to measure the various determinants of  the level 

of  innovation from which a number of  highly differentiated di-

mensions were obtained; this methodology allowed us to exami-

ne the impact of  innovation on business results. In this sense, 

this study may be of  interest to directors of  hotel chains, since 

a detailed view of  many factors that are part of  innovation ma-

nagement is offered by both the theoretical research and its em-

pirical analysis; the latter offers conclusions on what competing 

managers provide in relation to these multiple factors, which in-

teract with innovation and directly affect business performance 

and the achievement of  competitive advantages. 

LIMITATIONS AND FUTURE LINES OF RESEARCH

7KH�ÀUVW�OLPLWDWLRQ�WR�QRWH�LV�WKH�VWXG\·V�FURVV�VHFWLRQDO�QDWXUH��
since it does not allow the evolution of  innovation strategies and 

their effect on the variations in some of  the determinants therein 

WR�EH�YHULÀHG�RYHU�WLPH��,Q�DGGLWLRQ��WKLV�FURVV�VHFWLRQDO�QDWXUH�
may mean that some effects that are important in generating in-

come and competitive advantages in a dynamic sense are not co-

vered that, since they are differed over time. Therefore, conduc-

ting longitudinal studies that monitor the evolution of  different 

innovation strategies and the factors that determine them over 

several time periods would be of  interest, in order to capture tra-

jectories or behaviour patterns and their impact on the results. 

Developing a methodology that uses a type of  segmentation 

other than directors, involving middle management, department 

heads and even workers, would also be of  considerable interest 

for future research (triangulating the information gathered). This 

could entail all the employees that intervene directly in innova-

tions that make up the activities that are a source of  competitive 
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advantage and of  improved results. This effort involves applying 

a model whose factors can be divided into departmental functions 

or tasks, for which each of  the factors would need to be analysed 

in different sub-activities to be disaggregated and a network of  

variables created that would allow the scope of  each in relation 

to innovation to be ascertained.

Among the factors studied, the correlative relationship betwe-

en corporate strategy and innovation should be studied in more 

depth. Although this section was addressed in one of  the main 

blocks of  our study, its results may serve as the basis for conside-

ring new research projects. Especially useful would be examining 

in more depth innovation by type of  competitive strategy (cost, 

differentiation, and segmentation) or by type of  growth strate-

gies, such as the relationship between innovation and growth in 

SULYDWHO\�RZQHG�KRWHO�ÀUPV��FRQWUDFW�PDQDJHPHQW�RU�IUDQFKLVLQJ�
It would be of  interest to improve the conceptual model pre-

sented in this paper with other empirical investigations. In this 

sense, it might be possible to replicate the research in other sub-

sectors or include new types of  establishments in the starting 

population, which would increase the population universe under 

study and thus, could serve to expand the sample analysed. It 

would also be of  interest to conduct qualitative research in more 

depth, using other available techniques, such as case studies. The-

se methodologies would complement the results achieved here 

and help obtain a deeper interpretation of  them in terms of  the 

type of  analysis. Another option would be to apply the study mo-

del and this technique to comparing the most important tourism 

ÀUPV�RU�GLIIHUHQW�FRPSDQLHV�LQ�GLIIHUHQW�VHFWRUV�ZLWKLQ�WKH�VHU-
vices industry.
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