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Abstract 
 

The results presented in this study related the factor of 

organizational culture with innovation for the 

development of small tourist businesses (SMEs) in the 

municipality of Caborca, Sonora. For which an 

exploratory analysis of the model, was made to 

subsequently   analyze   the   Association   of   variables 

through the model of the Chi-square and thus be able to 

check the predictive and explanatory power of the same 

by means of Probit and Logit analysis. The collection of 

data was used as measurement instrument a structured 

questionnaire was administered to managers or 

entrepreneurs of tourism SMEs in the  municipality of 

Caborca, Sonora. Where was the reliability of the 

instrument for measuring, the R² and significance of the 

model Chi square statistical analysis was used to identify 

the relationship and association between the variables of 

the  proposed model, obtaining the  coefficient Gamma 

with a strong correlation between the variables, as well as 

Gamma, Probit and Logit values, acceptable values for 

the relationship between the dependent variable and the 

independent variable was observed. A higher rate and 

robustness of prediction of the variables with acceptable 

significance was also obtained. 
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Resumen 
 

Los resultados presentados en esta investigación 

relacionan el factor de la cultura organizacional con la 

innovación para el desarrollo de las pequeñas empresas 

turísticas (SMEs) en el Municipio de Caborca, Sonora. 

Para  lo  cual  se  realizó  un  análisis  exploratorio  del 

modelo, para posteriormente analizar la asociación de las 

variables a través del modelo de la ji cuadrada y así poder 

comprobar  el  poder  predictivo  y  explicativo  de  las 

mismas por medio del análisis Probit y Logit. En la 

recolección de los datos se empleó como instrumento de 

medición un cuestionario estructurado que se administró 

a los gerentes y/o empresarios de las SMEs turísticas 

en el Municipio de Caborca, Sonora. Dónde se obtuvo la 

confiabilidad del instrumento de medición, la R² y 

significancia del modelo. Para identificar la relación y 

asociación entre las variables del modelo propuesto, se 

utilizó la Ji cuadrada para su análisis estadístico, 

obteniéndose el coeficiente Gamma con una fuerte 

correlación entre  las  variables, además de  los  valores 

Gamma, Probit y Logit, se observó valores aceptables de 

la relación entre la variable dependiente y la variable 

independiente. También se obtuvo un mayor porcentaje y 

robustez de predicción de las variables con un nivel de 

significancia aceptable. 
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Introduction 
 

Tourism companies such as lodging, food and 

beverage services, transportation, entertainment, 

tourist information, recreational activities, tourist 

guides, among others, are part of the structure of 

the tourism system, which, complemented by 

tourism infrastructure and superstructure, make 

up the complementary offer of any tourist 

destination, which serve to develop any tourist 

product composed of all natural and cultural 

tourist attractions, called the primary offer or 

tourist heritage and the complementary offer. 

Based on the above, it can be affirmed that the 

essence of tourism activity is the tourist service 

offered by tourism services companies; dedicated 

to meet the needs of tourists that make up the 

demand for this service. Demand that is 

generated by the attraction of the various 

products offered by a tourist destination and that 

depends on them whether the tourist product is 

competitive or not. 

 

In this sense, innovation is a 

determining element to achieve competitiveness 

that supports the sustainable tourism 

development of a region. In other words, 

innovation is the way in which entrepreneurs 

can cope with change, generating opportunities 

in their businesses. In addition to providing 

resources that are capable of generating value, 

so innovation represents the creation of those 

resources, so Peter Drucker (1985) mentions 

that resources exist until man gives economic 

value to something natural. Innovation is a 

factor that can determine the long-term 

competitive advantage of any company, since 

the constant changes in the internal and external 

environment of any organization, forces to seek 

innovation to be competitive. Innovation is also 

a central idea in the popular imagination, in the 

media and in public policy. In sum, innovation 

has become an emblem of modern society and 

the panacea to solve many problems (Godin, 

2008). 

 

Innovation is generally born from the 

incorporation of scientific knowledge produced 

from the results of research and development 

(R&D) activities, whose successful application 

means a positive breakdown of the 

technological level prior to the time of 

innovation.  

 

 

 

The capacity for innovation is linked to 

the education and training processes, playing an 

important role the capacity of R&D, 

professional and labor learning, the ability to 

identify and acquire knowledge, the ability to 

adapt technology, forming in this way An 

innovative organizational culture. Albornoz 

(2009), mentions that the government, 

universities, public science and technology 

institutions, professional associations, private 

consultants, industrial research associations and 

technological services institutes constitute the 

mesh that supports, makes feasible and gives 

relevance to the process of innovation 

However, it does not change the fact that the 

basic phenomenon is innovation and that, 

therefore, the main actors are companies 

(strictly speaking, they are the “subjects” of the 

innovation process). 

 

Small and medium-sized tourism 

companies (SMEs) are unaware of what the 

innovation management process consists of and 

this is reflected in an incipient development of 

new products and processes compared to other 

sectors (Gallouj and Sundbo, 1998; Hjalager, 

2002 ; Volo, 2004). International organizations 

such as UNWTO (2002) or OECD (2006), have 

encouraged small businesses and destinations to 

incorporate innovation as their competitive 

strategy, they still do not understand the sources 

and patterns of innovative tourism activity, what 

is indispensable for the development of better 

policies for your support (Monfort and Camisón, 

2009). 

 

SMEs have distinguished themselves by 

lacking medium and long-term plans, resulting in 

limitations and difficulties in adopting an 

organizational culture as part of their strategy. 

The main limitations that the literature exhibits 

are: the lack of financial budget, lack of trained 

human resources, high turnover of staff, lack of 

motivation, knowledge is tacit, little interest of 

managers and infrastructure is obsolete (Lee and 

Lan, 2011; Mageswari, Sivasubramanian and 

Srikantha Dath, 2015). Organizational culture is 

understood as the set of beliefs and meanings that 

have been naturalized by members of the 

organization (thinking habits), which 

characterizes and makes one company innovative 

from another. Companies are formed from their 

daily interactions, where their interactions 

become institutional behaviors and these in turn 

become individual behaviors.  
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The foregoing highlights that 

organizations and individuals are entities that 

form and transform each other (Munduate, 

1997). Change and innovation are necessary 

and are the purpose of organizations. Since 

these must change their current stability and 

order, with processes of change, innovation, the 

implementation of coordination and control 

mechanisms, as well as the promotion of their 

autonomy and creativity (Weick, nineteen 

ninety five). 

 

The organizational culture becomes the 

habits and values that order the behaviors and 

activities of a company (García, 2006). This 

variable helps us understand the way of thinking 

and behavior of the organization where multiple 

relationships converge, which allows us to know 

the sources of power and control exercised in 

their activities and that can influence for or 

against the innovation activities that companies 

tourist plans to implement.  

 

The organization culture is a 

phenomenon that produces culture and is a social 

instrument that produces goods, services and by-

products as cultural artifacts. This is defined as a 

social glue that holds the organization together, 

expresses the values and beliefs shared by all the 

members of an organization and that are 

manifested through myths, legends, specialized 

language (Smircich, 

1983). 

 

In the intercultural communication 

model where it is established that the members 

of a nation are seen as bearers of a common 

culture that influences the behavior of 

organizations. Where members of the 

organization learn to create new forms of 

management and organization that goes beyond 

the cultures of its members (Adler, 1991, p. 

108). The concept of culture has been taken 

from cognitive anthropology (Frake, 1983). 

Where the comparative, explicit and tacit 

cultural knowledge is sought, from which its 

social context is constructed.  

 

For its part, Geertz (1973) describes 

culture detailing people, events and actions, as a 

product of history that itself is connected to a 

wider group of economic, social, political and 

cultural processes. 

 

 

According to Schein (1985) the essence 

of culture is cognitive, rather than objective or 

symbolic. The values, norms, events and 

utensils are at an accessible level and can be 

considered as culture. Other researchers have 

used empirically derived categories (Sackmann, 

1991) and others support the categories that 

result from a particular culture and are used in 

organizations (Kleinberg, 1989). Skarzynski, P. 

and Gibson, R. (2008), mention that in order to 

develop a strong capacity for innovation in the 

organization, a systematic effort is needed from 

everyone, from the support of the highest level 

executives, the existence of a structure of 

support, people motivated and trained in 

innovation techniques, the development of 

monitoring and orientation processes and tools, 

and the strengthening of a culture and values 

aligned with innovation are fundamental to 

success. 

 

The degree of innovation of 

organizations depends on exogenous variables 

such as the relationship of companies in the 

field (Lugones, G., Peirano, F., Giudicatti, M. 

and Raffo, J., 2003) number of commercial 

alliances (Freeman, 1991; Hage and Alter, 

1997; Lechner, C., Dowling, M. and Welpe, I., 

2006).) The link with research institutions 

(DeBresson and Amesse, 1991; Freeman, 1991; 

Hage and Alter, 1997; Lechner et al., 2006) 

with whom he shares knowledge (Lugones et 

al.,2003; González and Gálvez, 2008).  

 

The innovations in the organizations 

imply new methods of empowerment and 

responsibilities of the personnel, it also requires 

dividing the work into and the services 

provided, as well as the restructuring and 

integration of different activities that will 

undoubtedly affect or depend on the existing 

organizational culture. Considering the theory 

of the innovative company of Lazo Nick, 

focused on the way in which the strategy and 

the structure determine its competitive 

advantage, the companies of the service sector 

have shown to be important sources of 

innovation activities (Vila, J 2010). 

 

The latest edition of the Oslo Manual 

(2006) states that its scope is about innovation 

in the business sector; it focuses at the company 

level; considers four types of innovation: 

product, process, organization and marketing; 

seeks dissemination to the level of "new for the 

company".  
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Although the growth in the use of 

technology in the services and manufacturing 

sector for the knowledge of its processes, not all 

innovations are based on its use, but it is 

necessary that its staff be more qualified in its 

use, in addition of greater connection with other 

companies and research institutions, with a 

structure and culture that encourages learning 

and knowledge use. 

 

It is also mentioned that a less 

hierarchical and flexible organization, with 

more autonomous jobs to make decisions and 

assume their responsibilities, is said to be more 

effective in generating radical innovations so a 

company can influence the efficiency of its 

innovation activities. 

 

Learning is the element for personal and 

business improvement, through the 

improvement processes that prepare companies 

for their future. Recent studies have highlighted 

the need for SMEs to learn skills, have a more 

open culture and improve their leadership to 

ensure their growth (Smallborne, Leigh and 

North, 1995). At present there is a weak 

consensus about what the term culture means, 

how it should be measured and how it should be 

used for the benefit of organizations. Research 

indicates that explicit or implicit paradigms 

have been developed that influence the 

concepts and the global approach to their study 

(Barley, Meyer and Gash, 1988; Martín and 

Mayerson, 1988; Ott, 1989; Smircich and 

Calas, 1987; Van Maanen, 1988). 

 

The first large-scale empirical study in 

cross-cultural management was conducted by 

Haire et al. (1966) where the dependent 

variable was the managerial attitude instead of 

the culture that was defined as independent and 

where the differences found were related to 

cultural differences. Subsequently, studies were 

developed considering culture as an 

independent variable (Ajiferuke and Boddewyn, 

1970). Until 1972 where Triandis, defines 

culture as the characteristic way of a cultural 

group to perceive the part that man makes of 

their environment. And Hofstede (1980) 

defined it as the collective program of the mind 

that distinguishes the members of a human 

group from the members of another group. 

 

 

 

 

From the constructivist approach 

organizations are “social constructions 

constituted by means of language and symbols, 

and constructed by interaction and a series of 

shared meanings. Therefore organizations not 

only have culture, but they are culture. In the 

empirical field there is a notable shortage of 

studies. Quantitative research indicates that 

there are universal elements in all cultures that 

can be applied to organizations, so there are 

common characteristics in all of them.  

 

These use external research methods 

looking for several elements in different 

organizations. Companies can carry out 

innovations with objectives related to the 

product or service, their markets, efficiency, 

quality, learning capacity or the introduction of 

changes, but these may have internal or external 

obstacles such as lack of expert staff, lack of 

knowledge and legal or political factors. An 

important factor for innovation is the ability to 

appropriate the improvements of its activities. 

These companies can develop the innovations 

themselves or adopt them from other companies 

or research organizations. For this reason, it is 

necessary to know what is the impact that the 

factor of organizational culture would have on 

innovation for the development of small 

tourism businesses in the municipality of 

Caborca, Sonora, Mexico? 

 

Method description 
 

In the design of the present exploratory, 

descriptive quantitative research, with a non-

experimental design, the documentary 

technique was considered to identify if there 

could be a relationship between innovation as 

an independent variable and the independent 

variable of market research, in addition to the 

use of the bibliographic technique in the 

elaboration of the frame of reference and finally 

in the field work a structured questionnaire was 

used, since it is the most used in quantitative 

research (Corbetta, 2007). 

 

Measurement instrument design 
 

The “subject” based approach that addresses 

the innovative attitudes and activities of the 

company as a whole was considered. Preparing 

a questionnaire that was applied so that they 

were representative of each sector of activity 

such as tourism in this case and that they can 

be comparable internationally. (Oslo Manual, 

2005).  
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The standardization of the stimulus is a 

fundamental characteristic of the sampling 

survey, which makes it possible to buy the 

answers and analyze them with statistical 

techniques (Corbetta, 2007). For this reason the 

questions were standardized so that all subjects 

were asked the same questions formulated 

identically. 

 

The instrument aimed to analyze the 

impact of organizational culture on innovation 

for the development of tourism businesses in 

the municipality of Caborca, Sonora, Mexico, 

which was announced at the beginning of the 

questionnaire, as well as the purpose of 

measuring the perception that the employer and 

/ or manager has of the relationship and impact 

that the aforementioned factors have.  

 

The instrument was developed in four 

sections with 44 items, where the first consisted 

of seven items related to the general 

information of the interviewee and his 

company; the second was elaborated with five 

direct questions about the knowledge of 

innovation in tourism businesses; the third 

consisted of eight items related to the 

measurement of innovation, the next four with 

market research, continuing with four others 

concerning tourism policies, continuing with 

four items related to knowledge management; 

the penultimate section was formed of four 

items related to the use of technology and 

finally four items regarding the organizational 

culture); The fourth and last one consisted of 

four items to weigh the relationships of 

processes, services, organization and marketing 

with each of the independent variables. 

 

Measurement scale 
 

The role of measurement is an essential factor 

so that the process of observing people, objects 

and other subjects of the reality studied makes 

sense. Therefore, by means of measurement and 

quantification, numbers are assigned to objects 

or events that are taken as the unit of analysis, 

considering certain rules (Rositas, 2006). This 

process is known as the operationalization of 

the concepts to which values are assigned to the 

indicators that empirically measure the 

phenomenon to be studied. 

 

For the operationalization of the 

variables in the design of this research, the 

items that support its measurement were 

developed.  

Using the Likert scale for each of the 

responses of the reagents used in the 

measurement of the dependent and independent 

variables, where one (1) strongly disagrees; 

two (2) disagree; three (3) is Neither agree nor 

disagree; four (4) agrees and five (5) totally 

agree. 

 

Population and census 
 

The tourist activity is characterized by a 

combination of joint actions by the private 

initiative and the public sector and it is the 

tourism services companies that play an 

important role in the development of this activity, 

where, like other sectors, the small micro, 

medium enterprises (SMEs), form the backbone 

of the national economy and therefore for its 

impact on job creation and national production. 

As an analysis unit, the 120 tourism companies 

that the municipality of Caborca, Sonora, Mexico 

has been considered, according to the 

information provided by the management of the 

Office of Conventions and Visitors of the same 

municipality (OCV, 2016) and that of according 

to Manson (1993) they are in the fifth level as an 

organization, where they are considered as a 

social system with goals and instruments, plans 

and patterns and with different positions and 

roles. 

 

Considering the population as “the 

totality of elements or individuals that have 

certain similar characteristics and on which it is 

desired to make inference” (Jany, 1994). A 

census was carried out, being surveyed in a 

non-probabilistic way, in this way 120 

instruments were counted, which had a greater 

reliability in the results obtained. Of which 

34.5% were hosting companies, 37.5% food 

and beverage companies, 15% general services, 

5.4% entertainment and .8% transportation. 

 

Instrument validation 
 

The validation of the instrument was carried 

out with experts on the subject and the pilot 

test of the instrument was applied to twenty-

three tourism entrepreneurs in the hotel and 

restaurant industry, through a personal 

interview, since they can have an overview of 

the companies and handle the concepts of the 

variables. To ensure that the results obtained 

have the necessary reliability and validity of 

the data to be collected.  
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Once the surveys were applied, the data 

obtained were tabulated, using the SPSS 

program for the analysis and results of the 

following statisticians: the reliability analysis 

(Cronbach's Alpha), descriptive statistics, 

descriptive analysis of the sociodemographic 

information of the respondents, as well as 

knowledge of innovation in tourism businesses. 

 

Analysis of results 
 

An exploratory analysis was carried out where 

it was observed that the model did not comply 

with the homoscedasticity assumption, which 

according to Hair, Black, Babin and Anderson 

(2010) refers to the equality of variances 

between the independent variables, being able 

to be metric or non-metric, in relation to the 

independent variable, so a descriptive analysis 

of the variables of the model was performed, 

subsequently the association of the variables 

was analyzed by means of the chi-square 

model and check the predictive and 

explanatory power of the same through Probit 

and Logit analysis.  

 

This model represents the probability 

that an individual chooses a certain alternative. 

For this reason, the value of 1 was considered 

for the responses in the Likert scale used from 

4 to 5 and for 0 on the scale from 1 to 3.  

 

This model appears in the 19th century 

and was used by Joseph Berkson in 1944, to 

later be linked to the Theory of Discrete 

Election by McFadenn in 1973 where later the 

existing theory was unified to the Probit and 

Logit models. 

 

The logit analysis, also called logistic 

regression, is an alternative to the discriminant 

analysis of two groups when the dependent 

variable is binary. The logit model calculates 

the probability of a binary event. Unlike the 

statistical regression analysis, the logit model 

establishes the restriction that the probability 

must fall between 0 and 1.  

 

Unlike the discriminant analysis, the 

logistic regression calculates the standard errors 

of the estimated coefficients, which allows to 

evaluate their significance ( Marhlote, 2010). 

 

 

 

 

 

Results 
 

The tabulation of the reliability results of the 

model is shown in Table 1. On the one hand, 

these results indicate that there is a relationship 

between the dependent variable “Y” of 

Innovation with the independent variable: 

Organizational Culture. This demonstrates the 

reliability of the instrument, since the Cronbach 

alpha indices obtained are acceptable according 

to the standard that sets a lower limit of 0.70 and 

up to 0.60 in exploratory research (J. Hair, R. 

Anderson, R. Thatam & W. Black, 2007). 

Obtaining in all variables a Cronbach Alpha 

above 0.80 which are acceptable. 

 
Variable Cronbach's 

alpha 

N of 

elements 

Y= Inovation  0.862 7 

X3= Organizational 

Culture 

0.894 5 

 
Table 1 Data reliability analysis / Cronbach's Alpha 

Source: Self Made 

 

The data shown in Tables 2 comes from 

the application of the statistical tests that show an 

acceptable R² of .639 and a level of significance 

of .000 shown below. 

 

 
 
Table 2 Model Summary 

Source: Self Made 

 

In the statistical analysis, the Chi square 

was used to identify if there was a relationship 

and association between the variables of the 

proposed model and to justify its corresponding 

analysis. In the processing of the data by means 

of the Chi-square, two of them were eliminated 

since they were considered atypical, so that in 

total there were 118 cases analyzed. Of which 

the following results were obtained. 
 

The chi-square test between the 

dependent variable Y = Innovation and the 

independent variable = Organizational Culture 

obtained a p-value corresponding to χ2 = 26.55, 

turned out to be <.05 (Pearson's chi-square) with 

1 gl, as shown in table 2, so it can be stated that 

the independent variable = Organizational 

Culture and the dependent variable Y = 

Innovation, if they are related to each other and 

have a significant association of 0.000. 



7 

 Article                                                                                             Journal of Bussines and SMEs                                                                                                                                     
                          December 2019 Vol.5 No.16 1-11 

 

 
ISSN 2444-5010 

ECORFAN® Todos los derechos reservados 
SAUCEDO-MONARQUE, Javier, HERNÁNDEZ-PONCE, Oscar 

Ernesto, VALDEZ-JUÁREZ, Luis Enrique. The impact of 
organizational culture on innovation for the development of tourism 

SMEs in the municipality of Caborca, Sonora. Journal of Bussines and 

SMEs. 2019 

 Value gl Significance 

asymptotic 

(bilateral) 

Significance 

exact 

(bilateral) 

Significance 

exact 

(unilateral) 

Pearson's 
Chi-square 

26.550
a
 1 .000   

Continuity 

Correctionb 

 
24.685 

 
1 

 
.000 

  

Likelihood 
ratio 

 
27.643 

 
1 

 
.000 

  

Fisher's 

exact test 

   .000 .000 

Linear 
association 

by linear 

 
26.325 

 
1 

 
.000 

  

N of valid 

cases 
118 

    

 

Table 2 Chi-square tests - X3. Organizational culture 

Source: Self Made 

 

Table 3 indicates that a Gamma 

coefficient of .775 was obtained indicating that 

there is a strong correlation between the 

independent variables = Organizational culture 

and the variable Y = Innovation, with an 

acceptable level of significance of 0.000, as a 

complement to the Ji test Pearson's square made 

to the organizational Culture. 

 

 
 

Table 3 Symmetric measures. Organizational culture 

Source: Self Made 

 

Considering the results of the cross 

tables of the independent variable where the 

percentage of relationship that the explanatory 

variable (x) has with the explained variable (Y) 

were shown. A PROBIT analysis was 

performed on the independent variable, which 

allows the dependence of an ordinal response 

on an independent variable to be shaped and is 

used as a complement to the Logit model. This 

analysis can be seen in Table 5 where a higher 

prediction percentage of the variable X was 

obtained. Organizational culture of .454, 

indicating a good estimate since it is within the 

lower and upper limits. Having an acceptable 

level of significance. 
 

 
 

Table 5 Probit analysis - predictive, * 95% significance 

Source: Self Made 

 
 

Table 6 Logit analysis - explanatory, * 95% significance 

Source: Self Made 

 

Conclusions 

 

The results obtained show the Organizational 

Culture variable with an important impact with 

the innovation-dependent variable, reflecting the 

link with innovation as a result of the flow of 

knowledge between companies and other 

organizations for their development and 

dissemination of innovations. 
 

Learning is the element for personal and 

business improvement, through the 

improvement processes that prepare companies 

for their future. Recent studies have highlighted 

the need for SMEs to learn skills, have a more 

open culture and improve their leadership to 

ensure their growth (Smallborne, Leigh and 

North, 1995). 
 

The organizational culture becomes the 

habits and values that order the behaviors and 

activities of a company (García, 2006). This 

variable helps us understand the way of thinking 

and behavior of the organization where multiple 

relationships converge, which allows us to know 

the sources of power and control exercised in 

their activities and that can influence for or 

against the innovation activities that companies 

tourist plans to implement. 
 

The innovations in the organizations 

imply new methods of empowerment and 

responsibilities of the personnel, it also requires 

dividing the work into and the services provided, 

as well as the restructuring and integration of 

different activities that will undoubtedly affect or 

depend on the existing organizational culture. 

 

Considering the theory of the innovative 

company of Lazo Nick, focused on the way in 

which the strategy and the structure determine its 

competitive advantage, the companies of the 

service sector have shown to be important 

sources of innovation activities (Vila, J 2010). 
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The results confirm what Skarzynski, P. 

and Gibson, R. (2008), mention that in order to 

develop a strong capacity for innovation in the 

organization, a systematic effort of all is needed, 

from the support of the highest level executives, 

the existence of a support structure, people 

motivated and trained in innovation techniques, 

the development of monitoring and orientation 

processes and tools, and the strengthening of a 

culture and values aligned with innovation are 

fundamental for success.  

 

In addition to the degree of innovation of 

organizations depends on exogenous variables 

such as the relationship of companies in the field 

(Lugones, G., Peirano, F., Giudicatti, M. and 

Raffo, J., 2003) number of commercial alliances 

(Freeman , 1991; Hage and Alter, 1997; Lechner, 

C., Dowling, M. and Welpe, I., 2006).) The link 

with research institutions (DeBresson and 

Amesse, 1991; Freeman, 1991; Hage and Alter, 

1997; Lechner et al., 2006) with whom he shares 

knowledge (Lugones et al., 2003; González and 

Gálvez, 2008). 

 

Finally, the organizational culture 

becomes the habits and values that order the 

behaviors and activities of a company (García, 

2006). Organizational culture is a controllable 

factor that must be created from research and 

knowledge of the internal and external 

environment that through the use of technology 

is achieved to achieve business and tourism 

sector objectives, complying with policies 

existing tourist. 
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