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Abstract 
 

Nowadays, information and communication technologies play a key role in the 
development of tourism organizations even more in the current global world where we live. 
This research examines the effects of Internet, the main tool of information and 
communication technologies, on low-cost airlines and organizational performance on the 
lodging sector, specifically in hotels. This is showed through the previous influence of 
organizational learning and personal information technology innovativeness on Internet, 
obtaining positive results which assert all our hypotheses and getting a indirect effects from 
personal information technology innovativeness and organizational learning to organizational 
performance.  

Based on the literature, we develop a theoretical model that shows the interrelations 
between these concepts, and we do the data analysis with Lisrel 8.30, by obtaining a structural 
equation model. The hypotheses are tested using data from a questionnaire which was sent to 
hotels by the University of Granada, getting a resulting outstanding sample of 327 CEOs in 
Spanish hotels. With this sample we can observe the influence of organizational learning 
processes and innovative culture in the hotels bookings through the Internet and low-cost 
airlines.The paper provides several practical results and implications for future research.  
 
Keywords: Organizational learning, personal information technology innovativeness, Internet, 
low-cost airlines, organizational performance.  

Introduction 

Technological progress and the tourist sector have been connected for decades. Their 
continued and increasing interaction has produced fundamental changes in the tourism 
industry and perceptions of it (Buhalis, 2003). The use of communication technology plays a 
strong role in the competitiveness of tourist organizations (Buhalis, 2003). Information and 
communication technology (ICT) has radically transformed the efficiency and effectiveness 
of tourism organizations, the structure of this industry, the way the companies are refined in 
the market and in a prominent manner, customers’ interaction with tourism organizations 
(Buhalis, 2003). 

In addition to increasing customers’ power to identify and purchase products, Information 
and Communication Technology (ICT) allows tourists to travel further and more frequently, 
motivating the industry’s adoption of effective tools to develop, manage, and distribute its 
global offers (Buhalis, 2003). The development of Internet has created a “new potential 
tourist” with good knowledge, both technological and linguistic, and an exceptionally low 
price search (Buhalis, 2003).  

mailto:rodrigomr@ugr.es�
mailto:bdelgado@ugr.es�
mailto:victorj@ugr.es�
mailto:fmatias@ugr.es�


2 

To achieve our objectives and verify the proposed relationships, the article is structured as 
follows. The next part is the body of the paper, which firstly explains theoretical background 
needed for each construct; the next subsection proposes a series of hypotheses. We provide 
empirical results that prove these relationships, what has not previously supported. The 
relatively slight attention paid in practice to these topics contrasts with their importance for 
technicians and practitioners. The subsection on research methodology presents the data and 
the method used to analyze empirically the hypotheses developed in Spanish firms. The 
results subsection presents the outcomes obtained. Finally, the conclusion section analyzes the 
results and some of the limitations of this study. 

Discussion and Hypotheses 

Organizational learning is the capability “within an organization to maintain or improve 
performance based on experience. This activity involves knowledge acquisition (the 
development or creation of skills, insights, relationships), knowledge sharing (the 
dissemination to others of what has been acquired by some), and knowledge utilization 
(integration of the learning so that it is assimilated and broadly available and can be 
generalized to new situations)” (DiBella, Nevis & Gould, 1996:363; Nonaka & Takeuchi, 
1995).  

Learning in tourism organization encourages the existence of knowledgeable tourism 
workers who can use Internet in this today’s knowledge society. It is crucial to attract and 
retain these “knowledgeable” employees as a critical economic resource and a core element 
(Shaw & Williams, 2009).  

An organization committed to organizational learning enhances its IT innovativeness 
(Calantone et al., 2002). IT innovativeness is influenced by perceptions of the environment 
and personality (Agarwal & Prasad, 1998). Personality’s influence varies by situation and 
with individuals’ ability to realize target behaviors (Calantone et al., 2002).  

In the domain of IT, personality is analyzed through personal IT innovativeness, “the 
willingness of an individual to try out any new information technology” (Agarwal & Prasad, 
1998:206). Personal IT innovativeness can lead to a competitive sustainable advantage 
(Hurley & Hult, 1998). The positive impact of employees’ personal IT innovativeness on the 
use of the Internet has been viewed as a trait, or way of thinking and acting. This trait may 
explain Internet use (Agarwal & Prasad, 1998).  

In reference with Internet, no single definition can capture the full reality behind the term 
“Internet”. Then, Internet represents an opportunity for worldwide distribution, a mechanism 
for the propagation of information, and a means of collaboration and interaction between 
individuals and their computers, regardless of geographical location (Hoffman & Novak, 
1996). The popularization of Internet applications has forced most tourism organizations—
e.g., hotels, airlines and travel agencies—to change part of their marketing and 
communication (Mills & Law, 2004). In this sense, with the implementation and 
popularization of new technologies, Internet users will look for the cheapest flights that best 
fit their schedules. In this environment, Internet influences low-cost flights.  

As the name suggests, low-cost (or discount) airlines are companies offering low fares in 
exchange for eliminating many of the services traditionally enjoyed by passengers (Francis et 
al., 2007). Low-cost flights motivate hotel occupancy and increase real estate value because 
tourists are first attracted to local hotels through low-cost flights and may then acquire 
property in cities receiving cheap flights (Papatheodorou, 2002).  

Das (2008) has recognized that hotels must be able to promote their individual property 
websites and allow the Internet shopper to book directly without paying excessive distribution 
costs or supplying deeply discounted rates to third-party merchant sites. Hoteliers obtain 
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incredible savings, from booking-fee savings to IT and support savings. Hotels can thus 
access more revenue than they did than before they used Internet. Internet use can improve 
the result in companies, specifically in hotels. 

The shortage of academic research in tourism, the increasing influx of tourists who travel 
by low-cost flights booked on the Internet, and the general need to attract and retain foreign 
tourists to hotels justify our study’s attempts to discover whether better tourism organization 
management through management of organizational learning and personal IT innovativeness 
motivate Internet use, which in turn encourages the opportunity for growth in low-cost flights 
and improves organizational performance.  

Hypotheses 
Influence of Organizational Learning on Personal IT Innovativeness and Internet.  

Measuring organizational learning from the perspective of the learning culture requires us 
to assume a positively reinforced relationship between organizational learning and the 
learning culture. That is, organizations characterized by a strong learning culture are better 
able to learn, while organizations with better learning processes find that these processes 
enhance their learning culture. 

Covin and Slevin (1991) articulate the importance of organizational culture for 
organizational innovation and innovativeness. They consider organizational culture to be a 
key determinant in fostering employees’ innovative behavior. Since an organization’s 
innovative capability can be seen as an outcome that, given the overlap in features of 
innovation and knowledge creation, is enhanced by organizational learning, it is reasonable to 
treat the learning culture as one contextual factor of organizational innovativeness.  

Much innovation management literature emphasizes the importance of learning capability 
as a competency that impacts innovativeness (Llorens et al., 2005). When considering the role 
of organizational learning in innovativeness, developing and enhancing a firm’s learning 
capability to devise solutions to business problems and challenges provides the basis for the 
firm’s survival and its success well into the future (Covin and Slevin, 1991). Individual 
members’ ability in and mastery of specific it will be enhanced through continuous learning 
opportunities. Consequently, the organization’s members are better able to create new ideas, 
assimilate new technologies, and innovate, given up-to-date knowledge and capabilities. The 
organization’s learning culture is essential for innovativeness focused on information 
technologies. Based on previous literature the following hypothesis is proposed: 

Hypothesis 1: Organizational learning will be positively associated with personal 
IT innovativeness in hotels. 
The relationship between organizational learning and IT has been analyzed by two related 

lines of research (Robey et al., 2000). Some researchers analyze organizational learning as a 
means of explaining and resolving the problems of implementing and using new IT–in this 
case, Internet–in organizations. Others focus on its application to support organizational 
learning processes. We follow Plessis and Boon (2004), who analyze how organizational 
learning can foster Internet use. 

Lynn et al., (1999) find a positive relationship between organizational learning and 
successful development of Internet. They define organizational learning as a process by which 
organizations create knowledge and acquire technological competencies, thereby 
demonstrating some technological dominance. This technological dominance may mean 
command of a competitive advantage.  

High growth and high technology firms appear more able and willing to seize the 
opportunities afforded by Internet. Their fast-growth tendencies are often associated with the 
entrepreneurial character of the owner, individual managers or operational teams (Lynn et al., 
1999). Given that virtually every aspect of organizational learning has either direct or indirect 
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relevance for entrepreneurial management; enhanced entrepreneurship, innovative workplace 
cultures, knowledge management and organizational learning are often viewed as the main 
strategic factors associated with successful ICT -mainly Internet- adoption and usage in SMEs 
(Covin and Slevin, 1991). Based on previous literature, the following hypothesis is proposed: 

Hypothesis 2: Organizational learning will be positively associated with Internet in 
hotels. 

Influence of Personal IT Innovativeness on Internet.  
Strategic and operational dimensions of information communications technology (ICT) 

have been opening new paths in tourism (Jen-Hung & Chia-Yen, 2006). ICT should be 
developed for its direct impact on the competitiveness of enterprises, as it determines two 
fundamental sources of competitive advantage: differentiation and cost advantage (Porter, 
2001).  

Managerial perceptions and attitudes can influence the development of business strategies 
that result in ICT adoption and implementation for employees. Personal IT innovativeness is 
an important element within innovation in organizational settings. Agarwal and Prasad (1998) 
defined it as an individual’s willingness to try out any new IT. Moreover, the construct of 
personal IT innovativeness may be used to identify individuals who can either serve as agents 
of change or be targeted specifically for adoption when resources are limited. 

The incorporation of personal IT innovativeness, especially Internet, in the business is 
crucial, particularly in those proactive organizations that, according to Laudon and Laudon 
(2007), seek differentiation through corporate innovativeness. Hotel management’s attempt to 
improve the culture of innovation among its employees and thereby improve innovativeness 
can lead to innovation in all ways and areas, including Internet use as an innovative tool in 
hotel management. Based on previous literature, the following hypothesis is proposed: 

Hypothesis 3: Personal IT innovativeness will be positively associated with Internet in 
hotels. 

Influence of Internet on Low-Cost Airlines and Organizational Performance.  
New technologies, mainly Internet, have allowed tourism to develop innovatively (Mills & 

Law, 2004). Internet influenced virtually all known sectors in the economy greatly, including 
tourism and the aviation sector. This technological revolution has enabled this sector’s 
development into a safer and better way to book or purchase tickets (Morrison et al., 2001). 

In focusing on the airlines, we would stress that they have been using the Internet to 
provide a more personalized service to customers (McIvor et al., 2003). In the past, 
consumers determined the value of a product or service based on some combination of quality 
and price (Morrison et al., 2001). Nowadays, the Internet transforms customers from passive 
participants to proactive, more sophisticated agents in their relationship with airlines (McIvor 
et al., 2003). Online tickets reduce transaction costs significantly (McIvor et al., 2003), 
enabling online buyers to benefit from better selection in terms of choice (of airlines, flights, 
schedules, destinations, levels of service and complementary services), speed (time, 
convenience of access capabilities on Internet), and reduced transaction costs (money, effort, 
and mistakes). 

Internet sales of flight tickets have been growing (Morrison et al., 2001). Thus, Internet 
and low-cost airlines provide a very good way to face the current crisis. Then, low-cost flights 
enable hotel managers to intensify Internet use to attract more customers (Buhalis, 2003). Our 
analysis of the relationship between the hotel managers’ perceptions of the opportunity 
presented by the influx of travelers from low-cost flights and the use of Internet as a 
management tool leads to the following hypothesis: 

Hypothesis 4: Internet will be positively associated with low-cost airlines in hotels. 
Industry and academics suggest that the lodging industry lags behind other industries in IT 

implementation (Buhalis & Main, 1998). Low IT use among small hospitality enterprises may 
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stem from lack of training, traditional ownership, lack of rational management and marketing 
functions, and management’s short-term operational focus (Buhalis & Main, 1998). 
Successful Internet use is the ideal response to this dynamic market-place. 

While many investigations laud the Internet’s potential, few papers examine the 
relationships between Internet adoption and success in the hospitality industry (Scaglione et 
al., 2009). In hospitality, the Internet is an important interface between customers and hotels. 
It enables information exchange, business transactions and relationship management and may 
improve hotel performance through cost reduction in the distribution process, increased 
revenues, improved guest loyalty and improved marketing and market access (Buhalis, 2003). 
Scaglione et al. (2009), show that hotels with no web presence experience a negative trend in 
revenues. Currently, the firm must recognize the great importance of the Internet for 
consumers, who may travel using low cost flights, thus easily reaching any hotel for a low 
price and increasing their savings capacity (Scaglione et al., 2009). Therefore, hotels have 
managed to incorporate the Internet as they seek to differentiate and gain competitive 
advantage by attracting new customers, even though they are far away or in other countries, 
because the Internet reaches everybody. Based on previous literature, the following 
hypothesis is proposed: 

Hypothesis 5: Internet will be positively associated with organizational 
performance in hotels. 

Influence of Low-Cost Airlines on Organizational Performance.  
Tourism is an essential part of the economy. Cockerell (1992) and Kerpel (1990) highlight 

some issues that may be key to countries’ future success, among them, ethnic diversity, good 
climate range (sun) and cultural richness, transportation, sensitive environment, beaches 
(coast), and lakes and mountains. Spain possesses all of the characteristics that support 
tourism, and these characteristics could translate into more hotel bookings from foreign 
countries, mainly of tourists arriving by plane. These bookings could benefit Spain, mainly 
Andalusia, as It is the community with the most sun and beaches in Spain, and Spain is the 
country with the most beaches and sun in Europe. Consequently, a great deal of tourism may 
be attracted by following this rule (Kerpel, 1990).  

International tourism has not always been successful. For example, the 2001 September 
11th´s attacks (Goodrich, 2002). However, hotels and other types of tourism companies 
examined their operations critically to reassess strategies for gaining competitive advantage in 
this economic sector, attracting low cost flights and increasing their performance (Goodrich, 
2002). Low cost airlines, and airlines in general, influence the lodging industry. Following 
Papatheodorou (2002), we conclude that low-cost airlines can improve occupancy in 
Andalusian hotels. Based on previous literature, the following hypothesis is proposed: 

Hypothesis 6: Low-Cost Airlines will be positively associated with organizational 
performance in hotels. 

Procedures for Collecting Data. 

Sample and Procedure. 
The population for this study consisted of the main hotels, in the region of Andalusia in 

Southern Spain, according to the Tourism from Andalusia database (2003). We chose this 
sector because it represents the greatest percentage, billing volume and employment volume 
in the Spanish economy. Choosing a sample of firms located in a relatively homogeneous 
geographical, cultural, legal and political space enables us to minimize the impact of the 
variables that cannot be controlled in the empirical research (Hofstede, 1980). We have cited 
some of the characteristics of excellent tourism destinations highlighted by Kerpel (1990), 
named above -ethnic diversity, climate range, cultural richness and beaches-. Spain has all of 
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these characteristics Cockerell (1992). We focus on southern Spain (Andalusia) because, in 
addition to these features, it has low prices and excellent facilities and, more importantly, 
because Andalusia is the most important region for tourism in Spain and is wholly integrated 
in the European Union. However, Spain is in a geographical area that has received relatively 
little attention from organizational researchers. 

We developed a structured questionnaire to investigate how tourist firms face these issues. 
These developmental interviewees did not provide data for the empirical investigation. We 
decided to use CEOs as our key informants, since they receive information from a wide range 
of departments and are therefore a very valuable source for evaluating the different variables 
of the firm (Baer & Frese, 2003). In addition, the same types of informant were chosen, since 
this means that the level of influence among the firms is constant, increasing the validity of 
the variables’ measurements (Glick, 1985). Surveys were mailed to the CEOs of the 1621 
firms along with a cover letter. To reduce possible desirability bias, we promised that we 
would keep all individual responses completely confidential and confirmed that our analyses 
would be restricted to an aggregate level to prevent identification of any firm. 

We mailed each CEO who had not yet responded two reminders. 327 CEOs finally 
answered the questionnaire. The approximate response rate was 20% (Table 1). A series of t-
statistics, ANOVAs and chi-squares revealed no significant differences in type of hotel, 
between the respondents and the sample, or between early and late respondents. Since all 
measures were collected in the same survey instrument, the possibility of common method 
bias was tested using Harman’s one-factor test (see Konrad & Linnehan, 1995). A principal 
components factor analysis of the questionnaire measurement items yielded four factors with 
Eigen values greater than 1.0, which accounted for 68 percent of the total variance. Since 
several factors, as opposed to one single factor, were identified and since the first factor did 
not account for the majority of the variance, a substantial amount of common method 
variance does not appear to be present (Podsakoff & Organ, 1986). 

Table 1. Technical Details of the Research. 
 

            Sector Tourism sector (hotels)  
          Geographical location Andalusia (Spain) 

Methodology Structured questionnaire 
Procedure Stratified sample with proportional allocation (size) 
Sample size 1621 hotels 
Response size 327 hotels 
Sample error 5.4% 
Confidence level 95 percent, p-q=0.50; Z=1.96 
Period of collecting data April 2007 – January 2008 

 
 

Measures. 
Organizational Learning: We used the first two items from the scale developed by Kale et 

al. (2000) and added two items based on Edmondson’s (1999) research (See Appendix). We 
developed a confirmatory factor analysis to validate our scales (χ22=7.62, NFI=.99, GFI=.99, 
CFI=.99, IFI=.99) and showed that the Likert-type 7-point scale (1 “totally disagree”, 7 
“totally agree”) of four items was one dimensional and had high reliability (α=.895). 

Personal IT Innovativeness. Based on work by Agarwal and Prasad (1998), we developed 
a Likert-type 7-point scale (1 “totally disagree”, 7 “totally agree”) of two items (See 
Appendix). Using a confirmatory factor analysis we validated our scale and then verified the 
scale’s one dimensionality and its validity and reliability (α=.838). 

Internet. Based on work by Das (2008), we developed a Likert-type 7-point scale (1 
“totally disagree”, 7 “totally agree”) of two items (Appendix). Using a confirmatory factor 
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analysis, we validated our scale and then verified the scale’s one dimensionality and its 
validity and reliability (α=.715). 

Low-Cost Airlines. Based on work by Gilbert and Morris (1995), Goodrich (2002) and 
Papatheodorou (2002), we developed a Likert-type 7-point scale (1 “totally disagree”, 7 
“totally agree”) of three items (Appendix). Using a confirmatory factor analysis, we validated 
our scale and then verified the scale’s one dimensionality and its validity and reliability 
(α=.774).  

Organizational Performance. Based on work by Gilbert and Morris, (1995), we developed 
a scale of three items (Appendix) (1 “very bad” 7 “very good”). Using a confirmatory factor 
analysis, we validated our scale and then verified the scale’s one dimensionality and its 
validity and reliability (α=.741). 

Model and Analysis.  
The LISREL 8.30 program was used to test the theoretical model. Figure 1 shows the basis 

of the model proposed, together with the hypotheses to be tested. We used a recursive non 
saturated model, taking organizational learning (ξ1) as the exogenous latent variable; personal 
IT innovativeness (η1) as a first-grade endogenous latent variable; and Internet (η3), low-cost 
airlines (η4) and organizational performance (η5) as second-grade endogenous latent 
variables. Through flexible interplay between theory and data, this structural equation model 
approach bridges theoretical and empirical knowledge to allow better understanding of the 
real world. Such analysis allows for modeling based on both latent and manifest variables, a 
property well suited to the hypothesized model, where most of the represented constructs are 
abstractions of unobservable phenomena. Further, structural equation modeling takes into 
account errors in measurement, variables with multiple indicators, and multiple-group 
comparisons. 

Figure 1: Hypothesized Model. 

η1
Personal 

Information
Technology

Innovativeness

ξ1
Organizational

Learning

η2
Internet

η3
Low-Cost
Airlines

η4
Organizational
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H 2 (+)

H 3 (+)

H 4 (+)

H 5 (+)

H 6 (+)

 

Results, Figures and Tables with Legends 

This section presents the main results of our research. Table 2 reports the inter-factor 
correlations matrix for the study variables to evaluate the significance level of existing 
relationships. A series of tests (e.g. tolerance, variance inflation factor) demonstrated the 
absence of multicolinearity (Hair et al., 1999). 
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Table 2: Means, Standard Deviations and Correlations. 
 
 

Variable Mean S.D. 1 2 3 4 5 
1. Organizational learning 4.91 1.32 1.000 4  4  4  4  
2. Pers. Inf. Tech. Innovativeness 4.95 1.40 .480*** 1.000 4  4  4  
3. Internet 4.99 1.42 .287*** .417*** 1.000 5.1.1  5.1.2  
4. Low-Cost Airlines 4.88 1.39 .077 .188*** .353*** 1.000 4  
5. Organizational Performance 4.96 1.16 .154** .148** .263*** .280*** 1.000 

Note: *p<.05;**p<.01;***p<.001(two-tailed). n=327 
Second, we performed structural equation modeling to estimate direct and indirect effects 

using LISREL with the correlation matrix and asymptotic covariance matrix as input (Bollen, 
1989). This type of analysis has the advantage of correcting for unreliability of measures and 
provides information on the direct and indirect paths between multiple constructs after 
controlling for potentially confusing variables. Figure 2 shows the standardized structural 
coefficients. The relative importance of the variables is reflected by the magnitude of the 
coefficients. 

 
Figure 2: Results of Structural Equation Model. 
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As to the quality of the measurement model for the sample, the constructs display 

satisfactory levels of reliability, as indicated by composite reliabilities ranging from 0.75 to 
0.92 and shared variance coefficients ranging from 0.59 to 0.76 (Table 3). Convergent 
validity–the extent to which maximally different attempts to measure the same concept agree–
can be judged by examining at both the significance of the factor loadings and the shared 
variance. The amount of variance shared or captured by a construct should be greater than the 
amount of measurement error (shared variance >0.50). All of the multi-item constructs meet 
this criterion, each loading (λ) being significantly related to its underlying factor (t-values 
greater than 10.12) in support of convergent validity. Likewise, a series of chi-square 
difference tests on the factor correlations show that discriminant validity–the degree to which 
a construct differs from others–is achieved among all constructs (Anderson & Gerbin, 1988). 
In particular, discriminant validity was established between each pair of latent variables by 
constraining the estimated correlation parameter between them to 1.0 and then performing a 
chi-square difference test on the values obtained for the constrained and unconstrained models 
(Anderson & Gerbin, 1988). The resulting significant differences in chi-square indicate that 
the constructs are not perfectly correlated and that discriminant validity is achieved.  
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Table 3: Validity, reliability and internal consistency. 
Variable Item Parameter 

Validity, reliability and internal consistency 
λ* R A. M. 2 

Organizational 
Learning 

OL1 λx 0.88(f.p.) 11 0.77 

α=0.895; C.R.=0.927; S.V.=0.762 
OL2 λx 0.90***(33.79) 12 0.81 
OL3 λx 0.89***(33.10) 13 0.80 
OL4 λx 0.82***(33.59) 14 0.67 

Pers. Inf. Tech. 
Innovativeness 

INNOV1 λy 0.80(f.p.) 11 0.64 α=0.838; C.R.=0.836; S.V.=0.718 INNOV2 λy 0.89***(14.08) 12 0.80 

Internet INT1 λy 0.84(f.p.) 23 0.70 α=0.715; C.R.=0.752; S.V.=0.604 INT2 λy 0.71***(10.39) 24 0.51 

Low-Cost 
Airlines 

LCA1 λy 0.94(f.p.) 35 0.89 
α=0.774; C.R.=0.879; S.V.=0.713 LCA2 λy 0.87***(17.84) 36 0.76 

LCA3 λy 0.65***(15.29) 37 0.52 

Organizational 
Performance 

OP1 λy 0.81(f.p.) 48 0.65 α=0.741; C.R.=0.810 
S.V.=0.593 OP2 λy 0.82***(11.06) 49 0.67 

OP3 λy 0.58***(10.12) 410 0.54 
Notes: λ*=Standardized structural coefficient; R2

S.V.=Shared Variance; f.p.=fixed parameter; A.M.=Adjustment Measurement; 
=Reliability; α=Alpha Cronbach; C.R.=Compound Reliability;  

†

 
p < .10, * p < .05, ** p < .01, *** p < .001 

The overall fit measures, multiple squared correlation coefficients of the variables (R2s), 
and signs and significance levels of the path coefficients all indicate that the model fits the 
data well (χ2

71=173.24, p>.001; χ2ratio=2.44; RMSEA=.070; NFI=.95; NNFI=.96; CFI=.97; 
PGFI=.66). The hypothesized model was a significantly better fit than the null model 
(χ2

91=3227.10, p>.001; ∆ χ 2
20

The standardized parameter estimates (Table 4) show that organizational learning is highly 
related to and affects personal IT innovativeness (γ

=3053.86, p>.001). All modification indices for the beta 
pathways between major variables were small, suggesting that adding additional paths would 
not significantly improve the fit. The residuals of the covariances were also small and 
centered on zero. 

11=.47, p<.001,R2=.22), as predicted in 
Hypothesis 1. Internet appears  to be influenced strongly by organizational learning (γ21=.13, 
p<.05) and personal IT innovativeness (β21=.53, p<.001), supporting Hypotheses 2 and 3, 
respectively. We also show an indirect effect (.25, p<.001) of organizational learning on 
Internet due to personal IT innovativeness (.47x.53; see, for instance, Bollen 1989 for 
calculation rules). The global influence of organizational learning on Internet is thus 0.72 
(p<.001). Comparing the magnitudes of these effects indicates that the effect of personal IT 
innovativeness on Internet is larger than the total effect of organizational learning on Internet. 
Globally, Internet is explained well by the model (R2

As predicted in Hypothesis 4, low-cost airlines appear to be influenced strongly by Internet 
(β

=.36). 

32=.46, p<.001). Low-cost airlines are explained well by the model (R2=.22). Internet has a 
positive, statistically significant, direct association with organizational performance (β42=.39, 
p<.001) and an indirect relationship (.10, p<.001) through low-cost airlines (.46x.22). The 
total effect (direct and indirect) of Internet on organizational performance shows a significant, 
positive relationship (0.49, p<.001) overall, supporting Hypothesis 5. Finally, Hypothesis 6 
relates low-cost airlines to organizational performance (β43=.22, p<.001). Organizational 
learning is explained well by the model (R2=.28). In addition to these effects, we have shown 
indirect effects of organizational learning and personal IT innovativeness on low-cost airlines 
and organizational performance (Table 4). 
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Table 4. Structural Model Result (Direct, Indirect and Total Effects). 
   Direct 

Effects t  a 
Indirect 
Effects t  a 

Total 
Effects t a Effect from  To 

Organizational Learning  Pers. Inf. Tech. Innovativeness 0.47*** 9.57   0.47*** 9.57 
Organizational Learning  Internet 0.13* 2.08 0.25*** 6.48 0.38*** 6.55 
Organizational Learning  Low-Cost Airlines   0.18*** 5.74 0.18*** 5.74 
Organizational Learning  Organizational Performance   0.19*** 5.20 0.19*** 5.20 
Pers. Inf. Tech. Innovativeness  Internet 0.53*** 8.70   0.53*** 8.70 
Pers. Inf. Tech. Innovativeness  Low-Cost Airlines   0.25*** 6.18 0.25*** 6.18 
Pers. Inf. Tech. Innovativeness  Organizational Performance   0.26*** 5.92 0.26*** 5.92 
Internet  Low-Cost Airlines 0.46*** 7.91   0.46*** 7.91 
Internet  Organizational Performance 0.39*** 5.20 0.10*** 3.31 0.49*** 7.76 
Low-Cost Airlines  Organizational Performance 0.22*** 3.36   0.22*** 3.36 

Goodness of Fit Statistics 
χ2

71=173.24 (P>0.01) GFI=0.98 AGFI=0.97 ECVI=0.81 AIC=241.24 CAIC=400.94 CN=175.23 
NFI=0.95 NNFI=0.96 IFI=0.97 PGFI=0.66 PNFI=0.74 NCP=102.24 RFI=0.93 CFI=0.97 

RMSEA=0.07 
Notes: a Standardized Structural Coefficients; †

 
p < .10, * p < .05, ** p < .01, *** p < .001. 

In testing the theoretical framework, we fit several nested models, each incorporating 
different assumptions about parameters. Comparisons with reasonable alternative models are 
recommended as means of showing that a hypothesized model is the best representation of the 
data. Comparison is an important part of assessing model fit (Bollen, 1989). The summary 
statistics in Table 5 indicate that Model 1 was preferred to the others, supporting the inclusion 
of a model with these relationships among the analyzed constructs. If we compare the 
theoretical model (Model 1) to a model that does not consider the relationship between 
Internet and organizational performance (Model 3), we see that the latter has a worse Root 
Mean Square Error of Approximation (>RMSEA=.006), Normed Fit Index (<NFI=.01), Non-
Normed Fit Index (<NNFI=.01), Goodness of Fit Index (<GFI=.01), Comparative Fit Index 
(<CFI=.01), Adjusted Goodness of Fit Index (<AGFI=.01), Expected Cross-Validation Index 
(>ECVI=.07), Akaike Information Criterion (>AIC=21.19), Parsimony Goodness of Fit Index 
(<PGFI=.01) and Estimated Non-Centrality Parameter (>NCP=22.19). Hence, results show 
that Internet affects organizational performance and that Model 1 is preferred to Model 3 
(∆χ2

 

=23.19, ∆df=1). The theoretical model is also preferable to the other models formulated 
(Table 5). Length restrictions prevent detailed discussion of each model and of other models. 
In sum, the proposed theoretical model (Figure 2) represents the preferred, i.e. the most 
acceptable and parsimonious, model.  

Table 5: Parameter, relationship and goodness of fit statistics. 
Model Description χ df 2 ∆ χ RMSEA 2 NFI NNFI GFI CFI AGFI ECVI AIC PGFI NCP 

1 Theoretical 173.24 71 4  0.070 0.95 0.96 0.98 0.97 0.97 0.81 241.24 0.66 102.24 
2 W.R. Org. learning Internet 177.12 72 3.88 0.070 0.95 0.96 0.98 0.97 0.97 0.82 243.12 0.67 105.12 
3 W.R. InternetOrg. Performance 196.43 72 23.19 0.076 0.94 0.95 0.97 0.96 0.96 0.88 262.43 0.67 124.43 

4 W.R. Low-Cost AirlinesOrg. 
Performance 181.67 72 8.43 0.072 0.94 0.96 0.98 0.97 0.96 0.83 247.67 0.67 109.67 

 Notes: W.R.=Without Relationship; n=327. 

Conclusions and International and Managerial Implications 

Computer technology has had great impact on every concept we have studied, especially 
on sales results in the hospitality sector (Scaglione et al., 2009), as some items had no direct 
relationship but show a high indirect correlation with the results through the Internet links that 
have helped to streamline the distribution of hotel information.  

In our study, Internet was the main variable that influenced in the hotel performance. This 
result is consistent with Das (2008), who finds evidence that, if a company can promote its 
individual property on websites and allow the Internet shopper to book directly without 
paying excessive distribution costs or supplying deeply discounted rates to third-party 
merchant sites, bookings increase considerably. 
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This study confirms that organizational learning is a motivator of personal IT 
innovativeness in the firm. We have tried to link the new technologies to organizational 
learning, specifically to the Internet, which with organizational learning can help the 
organization to gain competitive advantage (Cegarra et al., 2007). Developing an 
organizational learning process may provide the company with customer knowledge and 
development solutions and offer new products and services through the Internet (Matthing et 
al., (2006). 

Matthing et al. (2006) discussed the influence of new technology-based services on 
customers. We extend their affirmation to hotel employees, specifically to employees in the 
low-cost company. As discussed earlier, the ability to innovate effectively in the context of 
new technology-based services depends on the extent of employees’ involvement. 

Hotel managers should promote personal IT innovativeness through knowledge of new 
technologies (Matthing et al., 2006). Hotel managers ought to  thus motivate open–minded 
employees so that hotel personnel can obtain contact with foreign tourists through Internet 
and adapt the hotel properly to them (Laudon & Laudon, 2007). 

Nonetheless, innovativeness among employees cannot explain the percentage of foreign 
tourists’ occupancy in Andalusian hotels. Then, we can conclude that foreign tourists prefer to 
spend their leisure time in Andalusia for ICTs (Internet) and weather (Kerpel, 1990) rather 
than in a place with bad weather or no proficiency in Internet use, despite very innovative 
employees. 

Low-cost airlines, must promote their bookings through the Internet, underscoring their 
advantages compared to full-cost companies. Since low-cost airlines are much cheaper, they 
provide a good way to save money so as to help people to avoid the crisis. Low-cost airlines 
should also stress that they have airports and gateways with similar facilities to those of the 
full cost  airlines and good travel timetables. For European countries, they should stress 
Spain’s proximity by plane. 

Finally, hotel managers and low-cost companies should learn or have proficiency in 
technologies and motivate a firm culture of learning and innovation in new technologies, 
specifically Internet. In the current crisis period, Internet may be becoming the best way to 
save money, as customers can look for the cheapest offer by themselves, in both flights and 
hotels (Das, 2008).  

Limitations: First, survey data based on self-reports may be subject to social desirability 
bias (Podsakoff & Organ, 1986). However, an assurance of anonymity can reduce such bias 
even when responses are related to sensitive topics (Konrad & Linnehan, 1995).  

Second, the absence of objective measures is a limitation. However, external validation of 
this variable from the archival data of a subset of respondents increased confidence in self-
reports and reduced the risk of common method variance. Further, the possibility of common 
method bias was tested using Harman’s one-factor test and other methods.  

Third, the cross-sectional nature of the research into a series of dynamic concepts (personal 
IT innovativeness, organizational learning) allows us to analyze only a specific situation in 
time of the organizations studied, not their overall conduct through time. Our approach has 
reduced the magnitude of this problem, since dynamic characteristics and causal affirmations 
can be made if the relationships are based on theoretical rationales (Hair et al., 1999). 
Nonetheless, future research should focus on longitudinal study. 

Fourth, the use of a single respondent may have influenced the accuracy of some 
measurements. However, difficulties in obtaining sponsorship for research based on a 
multiple views for each hotel supported the use of CEOs as respondents. Fifth, we have 
concentrated on the hotel sector. In others firms from the tourism sector, the results may be 
different.  
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Finally, our model analyzes only the direct and indirect relation between Internet, low-cost 
airlines and organizational performance, analyzing previous influences such as organizational 
learning and personal IT innovativeness. Other factors could be analyzed. However, it should 
be noted that the strategic variables we chose (low-cost airlines and Internet) explain a 
significant amount of variance of organizational performance. Empirical papers supporting (or 
rejecting) our results in different contexts would be welcomed (especially longitudinal 
studies). 
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