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Does intensive social network management lead to positive effects in
quality practices?

Llorenç Bagur-Femenı́asa∗, Jordi Perramona and José Daniel Barquerob

aBarcelona School of Management, Universitat Pompeu Fabra, Edifici Balmes 132, 08008
Barcelona, España; bESERP Business School, Carrer Girona 24, 08010 Barcelona, España

There are many studies that have analysed the effects of quality use on financial
improvement. Nevertheless, the bibliography examining the incidence of the
combined use of intensive social network strategies and practices of quality
management in business is limited. This gap is even more evident when we focus on
the service sector and, specifically, on the subsectors in which small, highly
competitive, often changing, and high-failure-rate businesses predominate. By
analysing 211 surveys administered to travel agency managers in Spain and using
structural equation modelling, it is concluded that quality management practices
have a direct and significant impact on business performance and on the financial
performance of these organisations, in accordance with the existing literature.
Nevertheless, significant differences are observed when the sample is segmented by
businesses that use social networks intensively and those that do not. This article
suggests that betting on strategies of intense social network use enhances the
positive results of quality management policies and may lead small service
companies to obtain the competitive advantage that means the difference between
failure and survival in sectors with high rates of competition that evolve very rapidly.

Keywords: quality management; social media; firm performance; small service
companies; travel agencies

1. Introduction

Innovation and quality policies have become key factors for gaining competitive advan-

tages in the service sector, especially when the economic environment in which the

business operates is increasingly dynamic, complex, and unpredictable, as is the case

with travel agencies (Bagur-Femenı́as, Perramon, & Amat, 2015). In this sense, both

the economic crisis and the consolidation in Internet sales have forced these small

businesses (which predominate in this sector) either to evolve with their environment or

to disappear (Casielles, del Rı́o Lanza, & Álvarez, 2009). In a few short years, there

has been a shift from a model of local business, based on client trust, to a model of

global business, where the client has a great deal of information available for comparison

and where quality pricing is the key variable in the final purchasing decision. Organis-

ations need to better know the needs of their current and potential clients and to remain

in continual contact with their environment to detect opportunities, innovate, and gain

competitive advantages (Wamba & Carter, 2013). These areas are precisely where the

role of social networks should be developed. Today, social networks have a high

impact and influence not only on individuals or groups but also on businesses.

If the concept of social networks as an engine for generating innovation, competitive-

ness, and performance in service-sector businesses has been previously studied and
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contrasted, then the increasing popularity of the use of social media and its extremely rapid

evolution has made room not only for benefitting those businesses that have learned to

manage social media but also for significant concerns for their managers due to the vel-

ocity with which these organisations must react to changes in the competitive environment

and the narrow margin of error involved in adapting to this new dynamism (Kong & Lien,

2014). In this sense, one may assert that quality management practices (QMPs) and the

management of social networks share common objectives: to bring supply and demand

together, to detect business opportunities, and to facilitate the adaptation of organisations

to changes in their environment.

Despite what has been claimed to date, Miller (2014) has demonstrated the lack of

studies that analyse the impact of social networks on businesses, including not only web-

sites and blogs but also a more complex set of tools, including many forms of interacting

with clients and with the environment (such as Twitter, Facebook, YouTube, networking

or bookmarking platforms, and mobile apps).

The rapid evolution of social networks has meant that being current is somewhat com-

plicated, and sometimes costly (Despotovic & Aberer, 2006), due to its high level of diver-

sity. This factor worsens when one analyses small businesses with limited available

resources, as travel agencies tend to be. This is precisely where this article will focus

its attention and where it will offer its small contribution to the current literature.

This study attempts to shed light on whether it is profitable for subject matter experts

(SMEs), despite their limited available resources, to invest in intensive social network

management strategies; this study also attempts to analyse whether these strategies

improve and enhance the positive effects of QMPs in organisations.

This study makes different contributions to the research in the field. First, it demon-

strates the quality principles adopted by travel agencies and their effects on the competi-

tiveness and financial improvement of the businesses. Second, it analyses the difference in

results between businesses that adopt both intensive social network management strategies

and QMPs and those that opt for more conservative policies in managing social networks.

Third, it focuses on a sector dominated by small businesses, understood here as those with

fewer than 50 workers (EUROSTAT, 2008). Fourth, because the study is focused on the

tourism industry, a highly competitive sector, analysing the management practices of these

businesses can shed light on whether investing in quality and in social networks is a good

strategy for achieving differentiation and surviving in complex sectors.

The rest of the article is structured as follows. Section 2 makes theoretical arguments

about the adoption of QMPs and social media and their relationship with business perform-

ance. Section 3 describes the methodology followed in the empirical study. Section 4 pre-

sents the quantitative analysis. This article concludes with section 5, which analyses the

results obtained and draws conclusions derived from the study, offering proposals for

both researchers and professionals.

2. Literature review

2.1. Adopting QMPs, internal improvements, and financial performance

The increases in competition and globalisation have led to the adoption of quality practices

as a key requirement for the survival of service-sector businesses (Singh, Garg, &

Deshmukh, 2008). In this sense, there is a great deal of literature that rigorously studies

the positive effects of quality, demonstrating that the implementation of QMPs offers con-

siderable benefits to a service business at both the internal and external levels (Yang, 2006;

Lee, To, & Yu, 2009; del Alonso-Almeida, Bagur-Femenı́as, & Llach, 2015).

2 L. Bagur-Femenı́as et al.
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With respect to the internal level, there are many factors recommending the use of

quality practices that affect company finances. Basically, the internal controls that activate

QMPs are based on the improvement of internal processes and of workers, including those

variable levers such as the improvement of efficiency, service, or operations quality (Tarı́,

Heras-Saizarbitoria, & Dick, 2014). In this sense, most of the prior empirical literature

finds that quality has positive effects on businesses’ internal processes (Flynn, Schroeder,

& Sakakibara, 1994; Kaynak, 2003; del Alonso-Almeida et al., 2015), on efficiency

(Viada-Stenger, Balbastre-Benavent, & Redondo-Cano, 2010; del Alonso-Almeida

et al., 2015), on decision-making processes, on reducing errors (Beheshti & Lollar,

2003), and on improving worker performance (del Alonso-Almeida et al., 2015).

It is also worth noting that the effect of QMPs on a company’s financial variables has two

causes. First, quality improves the execution of certain internal processes that lead to costs for

the organisation. In improving efficiency in these processes, there is a significant reduction in

costs. Second, quality helps detect processes that generate costs but that do not create value

added for the company. The elimination of these tasks creates a second route for reducing

costs (Terlaak & King, 2006; Rodriguez-Antón, Alonso-Almeida, & Rubio-Andrada,

2011; Rubio-Andrada, Alonso-Almeida, & Rodriguez-Antón, 2011; Alonso-Almeida,

Rodrı́guez-Antón, & Rubio-Andrada, 2012; Duran, Bikfalvi, & Llach, 2014).

Despite what has been argued to date, there is one study that does not arrive at

conclusive results regarding the effects of implementing QMPs in organisations. That

study argues that the reduction in costs from QMPs is cancelled out by not only the invest-

ment necessary for implementation but also the costs arising from follow-up and quality

control (Nair, 2006).

Based on the literature analysed and the conclusions of a majority of these studies, the

following hypotheses are proposed:

H1: The adoption of QMPs is likely to have a direct positive impact on
Internal Performance (IP).

H2: QMPs have a positive impact on Financial Performance (FP) mediated by IP.

2.2. Adoption of QMPs and external improvements in the organisation

There are few studies that use internal improvement as the primary motivation for organ-

isations to adopt quality strategies (e.g. Casadesús, Marimon, & Alonso, 2010). According

to the majority of the literature, external improvements to the company resulting from

QMP implementation constitute the primary motivation for performing such implemen-

tation (Tarı́ et al., 2014). In this sense, the primary external levers activated by quality

are improved company image and improved client satisfaction. According to the literature

reviewed, such external levers include variables that have a positive effect on both the

company’s competitiveness and its ability to remain in the market (Bagur Femenı́as

et al., 2014). To provide concrete examples, the improvement in client satisfaction in

light of the service received (Chen & Kao, 2010) and the ability to attract new clients

or improve the business’s image (Yee, Yeung, & Cheng, 2008, 2010) are positive

quality-related consequences that help a business survive during times of crisis.

Other lines of research focus on the fact that quality may not have an immediate effect

on a business’s bottom line but does so in the long term. QMP implementation can act as a

positive signal for the market when the QMP is considered as a strategic bet on continuity

and differentiation, thus creating competitive advantages and barriers to entry for potential

consumers (Alonso-Almeida et al., 2012; Bagur-Femenı́as, Martı́, & Rocafort, 2015).

Total Quality Management 3
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Despite what has been claimed, it is worth noting that there is no clear consensus on

quality’s different effects on a company’s FP through improving external variables. Never-

theless, there are many studies that demonstrate the positive indirect effects of quality on a

company’s financial results. The principal mediators of these indirect effects are as follows:

first, client satisfaction (Das, Handfield, Calantone, & Ghosh, 2000; Kaynak, 2003 or Alonso

Almeida, Rodrı́guez-Antón, et al., 2012; del Alonso-Almeida et al. 2015) and, second, com-

petitiveness. Additional variables include image and the ability to remain in the market

(Fotopoulos & Psomas, 2009 or del Alonso Almeida et al., 2015).

Based on what has been explained in this section and following the bibliographic

analysis, the following hypotheses are proposed:

H3: The adoption of QMPs is likely to have a direct positive impact on External Performance
(EP).

H4: QMPs have a positive impact on FP mediated by EP.

2.3. Social networks, QMPs, FP, and social media strategies

As noted above, social networks and quality practices share common objectives from a

business perspective. Sharing information and opinions with clients can be very important

for offering good service and can serve as a source of suggestions for businesses that

have started a continual improvement system (Harrison & Waite, 2006; Mangold &

Faulds, 2009). Additionally, direct and continuous contact with the client can generate an

increase in consumer satisfaction, making him or her feel more valued by the company

and indirectly leading to an improvement in company image (Busscher & Von Raesfeld-

Meijer, 2013). Another aspect that provides the results of quality practices with value and

power is the provision of ‘online’ information about changes in the market that allows man-

agers to make faster and better decisions (Chung, Animesh, Han, & Pinsonneault, 2014).

To date, the literature has been used to analyse the external benefits of social networks to

a business. While fewer in number, there are also studies that analyse the internal benefit of

the intensive use of social networks. There are a number of internal levers that may be acti-

vated using social networks. First, the improvement of processes based on the flow of exter-

nal information provided by social networks facilitates internal innovation and the

subsequent reduction in costs. Second, a better understanding of demand can make it

easier to develop tools that facilitate controlling stocks (Urban, 2005). Third, many benefits

are related to workers, such as better circulation in the flow of information within the organ-

isation (Constantinides, Alarcón del Amo, & Lorenzo Romero, 2010), the provision of

useful information to human resources on the process of selection, capture, and management

of talent (Johnson, Scholes, & Whittington, 2008), and a better adaptation of the worker to

demand via training in those areas or abilities required by the client (Johnson et al., 2008).

Based on the above discussion and the lack of prior empirical studies, the synergies

between quality and social networks appear to be clear. Nevertheless, despite the

growing interest awakened by social networks and their increased use by businesses, it

remains unclear how their use affects company finances (Chung et al., 2014) and even

less clear which results are obtained from the combined uses of quality practices and

social networks with respect to business performance. This issue is the precise focus of

this article. In this sense, the literature shows not only the advantages of the use of

social networks but also certain barriers to the use of social networks, which are

common to other obstacles to quality implementation practices in businesses.

The main obstacle detected in the literature is based on the lack of economic and

human resources, along with the lack of knowledge or lack of training on new

4 L. Bagur-Femenı́as et al.
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technologies. This factor is closely connected to the median age of the staff (Buehrer,

Senecal, & Bolman Pullins, 2005; Barnes, 2006; Osimo, 2008; Lee & Kim, 2009;

Highley, 2010).

In addition, it has to be said that most travel agencies have chosen to contain expen-

ditures in times of crisis. This fact has entailed the use of 1.0 or 2.0 Web and a limited

utilisation of social network tools. Following Munar (2010), these kinds of strategies

are called in this article conservative strategies because the interaction with stakeholders

is limited or not fully exploited. To be more specific, three aspects should be taken into

account. First, Web 1.0 is read-only; the user cannot interact with the content of the

page (no comments, responses, appointments, etc.) and the interaction is completely

limited to what the Webmaster uploads to it. Second, Web 2.0 enables users to interact

with other users or to change website content, in contrast to non-interactive websites

where users are limited to the passive viewing of information provided to them. In contrast,

this interaction is not transformed in useful information to help managers in the decision

process. And third, in this kind of strategy, social network is limited to inform clients, not

to really interact with them. Following the previous literature review we define as intensive

strategy the use of a 3.0 web to take full advantage of social networks. This includes trans-

forming the network into a database which can improve and facilitate a quick adaptation to

the environment (Hendler, 2009; Fuchs et al., 2010; Barassi & Treré, 2012).

Given that the majority of studies point to synergies between quality and the use of

social networks, the following hypothesis is proposed (Figure 1).

H5: Companies that combine intensive social network strategies and quality policies obtain
better results than those that bet on more conservative strategies.

3. Methodology

3.1. Sample and data collection

The data used for this article were obtained using a survey administered between February

and March 2013 among the leaders of 211 Spanish travel agencies with fewer than 50

employees, with the sample covering approximately 5% of the relevant population. The

sample was limited to the travel agency sector for a number of reasons that make studying

this type of business interesting. First, travel agencies are typically small businesses.

Second, the travel agency business is a highly competitive market (Lin, Lee, & Chen,

2009) in which developing new management practices to increase client loyalty or to

attract new buyers is critical. Third, it is a sector in which the appearance of the Internet

has significantly modified how business is conducted (Buhalis & Law, 2008) in a relatively

short period of time.

Figure 1. Final model including the hypotheses.

Total Quality Management 5
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The questionnaire was divided into four main sections: strategy, quality, internal

improvements from quality practices, and external improvements based on quality prac-

tices. The survey also included a final section asking for descriptive information about

the company (including some financial information).

Table 1 shows the profiles of the travel agencies that responded to the survey.

3.2. Measures

This article analyses four constructs, based on the literature studied, with the aim of testing

the proposed hypotheses.

The first construct was entitled QMPs. The variables used to measure the adoption of

quality practices were commitment of senior management, collaboration with the client

and provider, service provision, monitoring objectives, and a culture of quality. The

second construct, named IP, was measured in terms of three variables: improvement in

productivity, reduction in errors and reprocessing, and increase in innovation. The third

construct, called EP, was measured in terms of three variables: improved company

image, improved client satisfaction, and improvement in the ability of the company to

remain in the market.

These first three constructs were evaluated by the surveyed individuals using a seven-

point Likert scale, with 1 being ‘totally agree’ and 7 being ‘totally disagree.’

To measure the impact of these practices on business finances, this study uses a per-

formance measurement scale developed by Camisón (1999) and other authors, such as

Pereira-Moliner, Claver-Cortés, Molina-Azorı́n, and Tarı́ (2012) and Bagur-Femenı́as,

Llach, and Alonso-Almeida (2013). FP includes measures such as increase in benefits,

improvement in market share, and increase in sales. The dimensions were evaluated

based on five percentage intervals proposed by Camisón (1999).

The variables used to measure the four constructs, their codification, and the biblio-

graphical references used are shown for review in Appendix 1.

In conclusion, the methodology proposed by Munar (2010) was used to segment the

sample into two subsamples, which established the existence of different strategies for

managing and using social networks. The first strategy was conservative and implied cen-

tring interest on the web page and its tools for interacting with the environment, along with

Table 1. Profile of businesses comprising the sample.

N %

Classification
Retail 145 68.72
Wholesale 9 4.27
Retail/wholesale 57 27.01
Total 211 100.00

Business type
Independent 47 22.27
Subsidiary 164 77.73
Total 211 100.00

Years since founding
,5 years 91 43.13
.5 years 120 56.87
Total 211 100.00

6 L. Bagur-Femenı́as et al.
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limiting the use of other tools and intensive strategies used beyond the web, including all

or a majority of the possibilities offered by social networks. In this sense, through the ques-

tionnaire and, specifically, the strategy section, the managers were questioned regarding

the type of social network strategy used by the company.

3.3. Methodology

To analyse the proposed model using the full sample, the study is divided into two parts.

The first part uses a complete factorial analysis (exploratory and confirmatory) to select the

variables that comprise the four constructs that form the model. Using a preliminary fac-

torial analysis of the components and a Varimax rotation, the four dimensions included in

the model (QMP, IP, EP, and FP) are specified. To constitute part of one of the dimensions,

the different items should have a minimum weight of 0.4. Once the exploratory analysis

for the purpose of purging dimensions is complete, a confirmatory factorial analysis is per-

formed. For the model to have consistency, the items selected to constitute the different

dimensions should have a minimum weight of 0.7.

The following step in the statistical analysis involves a detailed analysis of the dimen-

sions in regard to their consistency and reliability using Cronbach’s Alpha and average

variance extracted (AVE). Both statistics confirm the reliability and internal consistency

of the dimensions because they meet the requirements noted by Malhotra (2004) regarding

Cronbach’s Alpha (minimum value of 0.7) and Barclay, Thompson, and Higgins (1995)

for AVE (minimum of 0.5). Moreover, the discriminant validity between constructs has

been analysed, confirming that the correlations are less than the square roots of the

AVE values.

Once the dimension reliability and internal consistency are confirmed, the next step is

to test the model with the proposed hypotheses using structural equation modelling. Using

EQS software and the robust model, statistical principles are analysed to determine the

goodness of fit of the model using the Bentler–Bonett non-normed fit index (BBNNFI),

comparative fit index (CFI), and root mean-square error of approximation (RMSEA).

Finally, with the aim of analysing the existence of possible differences between sub-

samples, a multiple group analysis is performed. This analysis compares the multiple group

model with a nested model in which the relationships between all of the dimensions are con-

strained to be equal across groups. Using the chi-squared distribution p-value, calculated from

the difference between the chi-square of the two models and the degrees of freedom, we are

able to determine whether there are different behaviours according to the subsample.

4. Results

The analysis of the results derived from the statistical analysis is divided into two clearly

differentiated parts. The first part analyses results for the entire sample of travel agencies,

and the second part analyses the differences between the two subsamples (travel agencies

with conservative social network strategies versus travel agencies with conservative strat-

egies in social networks).

4.1. Travel agencies (complete sample)

Table 2 shows the variable differences that comprise the constructs after completing the

exploratory and confirmatory factorial analyses, along with the primary statistics that vali-

date the internal consistency and reliability of the dimensions that comprise the model.

Total Quality Management 7
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As observed in Table 3, each construct is more closely related to its own dimensions

than to the dimensions of the other constructs, thus confirming the discriminant validity of

the constructs.

Finally, Table 4 shows the primary indices used to validate the goodness of fit of the

model. For the four selected indices, the model gives values found within the intervals rec-

ommended by the literature (Carmines & Zeller, 1979; MacCallum, Browne, & Sugawara,

1996; Hu & Bentler, 1999), thus validating the reliability and robustness of the infor-

mation produced by the model. In fact, according to Schermelleh-Engel, Moosbrugger,

& Müller (2003), obtaining three statistics within their recommended values demonstrates

the model’s success.

To conclude this section, and as a review, Figure 2 graphically represents the standar-

dised solution of the causal model. Upon examining it, one may observe that all the

hypotheses are validated at a 5% degree of significance.

Based on the data observed, one can conclude that, without segmenting the sample, QMPs

have a positive impact on results for travel agencies via an improvement in competitiveness

(this result is evident as much in the company’s internal factors as in its external factors).

4.2. Differences between subsamples

As noted at the beginning of this section, to perform a better analysis and to obtain more

consistent results, the sample has been segmented to conduct a multiple group analysis.

The goal of this analysis is to detect possible differences in behaviour between travel

Table 2. Factor analysis (primary statistics).

Dimension Code
Confirmatory factor

analysis
Internal consistency and reliability

statistics

Quality management
practices

QMP1 0.753 Cronbach’s Alpha: 0.870
AVE: 0.647QMP2 0.818

QMP3 0.840
QMP4 0.810
QMP5 0.820

Internal performance IP1 0.875 Cronbach’s Alpha: 0.856
AVE: 0.762IP2 0.914

IP3 0.847
External performance EP1 0.796 Cronbach’s Alpha: 0.875

AVE: 0.704EP2 0.904
EP3 0.832

Financial performance FP1 0.903 Cronbach’s Alpha: 0.904
AVE: 0.687FP2 0.906

FP3 0.845

Table 3. Discriminant validity.

QMP IP EP FP

QMP 0.804a

IPD 0.184b 0.873a

EPD 0.531b 0.180b 0.839a

FP 0.201b 0.218b 0.190b 0.829a

aSquare root of AVE in the diagonal.
bCorrelation is significant at the .01 level (bilateral).

8 L. Bagur-Femenı́as et al.
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agencies that use intensive social network strategies and those that do not. Table 5 shows

the statistics and results from the analysis of the relationship between dimensions. As

shown in the table, there are differences in the relationships between QMP and EP and

between EP and FP.

To assist in understanding these differences, Table 6 shows the primary statistics and

relationships between the dimensions for each subsample.

The results obtained appear to indicate that travel agencies that bet on combining

QMPs with intensive social network strategies obtain better results by leveraging the posi-

tive external effects derived from quality.

5. Analysis of results and conclusions

The results obtained validate all of the hypotheses initially proposed and suggest a signifi-

cant number of conclusions and recommendations for tourism service businesses and, in

particular, for travel agencies. Next, the results are broken down hypothesis by hypothesis.

Regarding H1 and H2, this study draws the same conclusion from other results

obtained in studies on tourist businesses. As other authors have noted, the implementation

of QMPs activates certain internal levers that indirectly improve company FP. Specifi-

cally, one could note two primary improvement routes. First, workers improve their per-

formance (del Alonso-Almeida et al., 2015), reducing errors and reprocessing (Beheshti &

Lollar, 2003) that would represent significant inefficiency costs reducing financial

margins. This cost reduction is very important for travel agencies because they represent

a sector that is characterised by a high rate of competition and very tight margins. Minor

inefficiencies can mean the difference between benefits and losses. Second, quality prac-

tices help detect activities and processes that do not add value but instead actually generate

costs for the company. The elimination of these activities (Terlaak & King, 2006;

Rodriguez-Antón et al., 2011; Rubio-Andrada et al., 2011; Alonso-Almeida et al.,

2012) makes another small contribution to improving the balance of profits and losses.

Table 4. Goodness of fit of the model.

Assessment item Values Ideal value

x2a/df (normed chi-squared) 2.235 ,3
BB-NNFI (Bentler–Bonett non-normed fit index) 0.931 .0.9
CFI (comparative fit index) 0.943 .0.9
RMSEA (root mean square error of approx.) 0.052 ,0.08

aSatorra–Bentler scaled chi-squared.

Figure 2. Standardised solution of the causal model.
∗∗p-Value significant at the .05 level.
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As an initial conclusion, it is clear that, given the particularities of the sector, it is very

important to be efficient when applying the few available resources to what is actually

necessary. The implementation of QMPs may help meet these objectives.

Although certain prior studies point to the unprofitability of investing in quality (Nair,

2006) because the economic benefits derived from quality are cancelled out by implemen-

tation, control, and follow-up costs, this study contradicts those findings. Indeed, it con-

firms the opposite: quality practices improve financial results. More specifically, QMPs

indirectly improve profits when acting as external factors above all else. This finding con-

firms Tarı́ et al. (2014) and empirically justifies the perception that the majority of organ-

isations adopt QMPs to activate their external levers. As shown in Figure 2, the most

significant impacts of the model are found in the constructs referring to external variables,

thus confirming H3 and H4. QMPs have a positive impact on company image (del Alonso-

Almeida et al., 2015) and client satisfaction (Chen & Kao, 2010). This fact demonstrates

the importance of incorporating quality policies into a company’s overall strategy. The

impact of travel agencies’ QMP implementation on clients and company image allows

those agencies to obtain a competitive advantage and to better position themselves in com-

parison to the competition when confronting adverse conditions. This competitive advan-

tage provides better financial results and better positioning for the company to survive

times of crisis. This fact is highly relevant to this study, given the impossibility of forget-

ting that the travel agency sector has suffered more than almost any other sector in Spain,

with 12.53% of businesses in the sector disappearing in a continuous trend during 2012

and 2013 (Bagur-Femenı́as et al., 2015).

All of the above notwithstanding, perhaps this article’s best contribution to the litera-

ture involves confirming H5, thus demonstrating that travel agencies with intensive

social network strategies with quality practices implemented obtained significantly

better results than those using more conservative strategies. One can find studies in

the literature that corroborate the positive effect on profits from the separate use of

social networks (Chung et al., 2014) or the implementation of QMPs, but the authors

have been unable to locate articles that join both variables together. It is easy to

locate articles in the current literature that justify implementing QMPs based on financial

improvement; nevertheless, we have found no studies that analyse the impact of quality

on FP after segmenting the sample based on the social network strategies used. This

study concludes that travel agencies that invest both human and monetary resources in

the development and better use of social networks obtain significantly better results

than those using more conservative strategies. However, it is worth clarifying that if

QMPs have not already been implemented, then implementing them should always be

on the travel agency manager’s agenda. It is important to highlight that, independent

of a company’s social-network strategy, it is always profitable to invest in quality

policies that improve the company’s FP.

Based on observing the statistics obtained in the separate analysis of both subsamples,

we also note that intensive social network strategies appear to produce positive external

Table 5. Invariance test.

QMP � IP QMP � EP IP � FP EP � IP

Dx2 2.305 6.017 2.523 5.458
Ddf 1 1 1 1
p-Value .326 .012 .285 .055
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effects deriving from quality and that they do not appear to have significant effects on the

external levers activated by quality.

These results can be explained by the fact that social networks and quality share some

common objectives and, in some cases, these practices are even complementary. First,

social networks are a unique source of information, allowing direct and continuous

contact with the environment that, when well monitored and analysed, can increase the

efficiency of continual improvement systems (Harrison & Waite, 2006; Mangold &

Faulds, 2009). The use of social networks can also channel efforts towards those processes

that add value for the client, which are ultimately those that generate profits for the

company. Second, the greater the amount of client contact is, the faster the reaction

speed to changes in demand trends. This is a key factor in rapidly changing sectors

such as travel agencies. Third, the greater the interaction with the environment is, the

higher the likelihood of obtaining client loyalty and attracting potential new buyers.

With respect to internal factors, significant differences have not been found in regard to

the type of social network strategy used, confirming that the primary levers for improve-

ment that activate and empower social networks are related to the relationship between the

business and its environment.

Finally, this study demonstrates that investing in quality is profitable for travel

agencies and that social networks can have positive external effects on quality policies.

This final conclusion opens the door to future lines of research. Although this section

has pointed to possible causes of the activating effect of social networks on quality,

these statements require more detailed study. Additionally, given that this study only

examines travel agencies and a specific country, it would be helpful to verify whether

the model matches other touristic subsectors or other geographical areas.
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Appendix 1

Code Definition

Quality management practices (QMPs): Saraph, Benson, & Schroeder (1989); Flynn et al.
(1994); Conca, Llopis, and Tarı́ (2004); Naor, Goldstein, Linderman, & Schroeder (2008);
Molina-Azorı́n, Claver-Cortes, Pereira-Moliner, and Tarı́ (2009); Sadikoglu and Zehir
(2010)

QMP1 Upper management is committed to the quality of the product/service provided
QMP2 The company collaborates with clients and/or suppliers to improve quality
QMP3 Improvements in the provision of services are identified
QMP4 The achievement of objectives is monitored, and possible deviations are corrected
QMP5 There is a culture focused on continuous improvement

Internal performance (IP): Flynn et al. (1994); Beheshti and Lollar (2003); Kaynak (2003);
Viada-Stenger et al. (2010); del Alonso-Almeida et al. (2015); Tarı́ et al. (2014)

IP1 Workers’ productivity has increased
IP2 Errors and reprocessing have been reduced
IP3 The business is now more innovative

External performance (EP): Camison (1999); Enz and Siguaw (1999); Kassinis and Soteriou
(2003); Molina-Azorı́n et al. (2009)

EP1 The company’s image has improved
EP2 Client satisfaction has increased
EP3 The business has increased its ability to remain in the market during times of crisis

Financial performance (FP): Das et al. (2000); Douglas and Judge (2001); Kassinis and
Soteriou (2003); Molina-Azorin et al. (2009); Rodriguez-Anton et al. (2011); Rubio-
Andrada et al. (2011); Bagur-Femenı́as et al. (2013)

FP1 Profits have increased in the past two accounting periods
FP2 Market share has increased in the past two years
FP3 Sales have increased in the past two accounting periods
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