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Cooperation between individual actors from a given tourist destination is a necessity
under contemporary conditions. Its establishment and development can be triggered by many
factors, and the social embeddedness of tourism entrepreneurs in the local community can
be considered one of them. This factor is likely to be of special importance as social aspects
are very important in the tourist sector. The aim of the paper is to present and assess the
impact of social embeddedness on business cooperation in dyads and networks. The analysis
was conducted using the case of a partnership structure in the south of Poland. To achieve
the research aim, Social Network Analysis (SNA) was employed. The paper exploits
an approach very rarely used in tourism empirical research, which combines two types of
SNA- qualitative and quantitative. The research confirmed the role of social embeddedness as
a trigger for cooperation in a tourist destination.
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1. INTRODUCTION

Given today’s tourist market conditions, cooperation between individual
actors from a given tourist destination is a necessity (Baggio, 2011; Gursoy,
Saayman and Sotiriadis, 2015). Partners decide to cooperate — in dyads (with
another partner) or networks (with two or more entities) — for different
economic reasons: entering new markets, reducing costs of activity, having
stronger bargaining power in dealing with market contractors, lobbying on
issues important for a given group of entities or the entire destination, etc.
(Beritelli, 2011; Czernek, 2013; Fyall, Garrod, 2005; Timothy, 1998; Wang,
Fesenmaier, 2007).

The establishment and development of such cooperation can be triggered
by many factors, one of them being the social embeddedness of tourism
entrepreneurs in the local community. The originator of the social embeddedness
concept was M. Granovetter (1985). However, he did not formulate a strict
definition of the phenomenon, yet embeddedness may be understood,
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following Uzzi (1999, p. 482), as the “degree to which comercial
transactions take place through social relations and networks of relations that
use exchange protocols associated with social, non-commercial attachments to
given business dealings”.

Granovetter claimed that all economic decisions and actions taken by
entrepreneurs are embedded in the social context in which those entrepre-
neurs operate. Thus, the social context in which an entrepreneur operates
(the history and background of particular interpersonal relationships, the
entrepreneur’s origin, length of time of his/her activity in a particular
community, etc.) affects — possibly positively or negatively — her/his
economic decisions, also those connected with cooperation. Here, Granovetter
considers two aspects (dimensions) of embeddedness: relational social
embeddedness (relations between two individual actors) and structural social
embeddedness (relations between an actor and the social network in which
the actor is embedded). These dimensions can be considered in the context
of, respectively, dyad and network business cooperation — the fact that an
actor is relationally and/or structurally embedded will influence the actor’s
economic decisions on whether and with whom to start such cooperation and
how to engage in it.

The influence of social embeddedness on cooperation in tourism desti-
nations is likely to be of special importance, as social aspects are very
important there. Relations in those destinations often concern small commu-
nities with a number of direct personal relationships between entrepreneurs,
who have to cooperate if they want to satisfy the complex and diverse needs
of tourists. It is therefore surprising that the idea of social embeddedness and
its role in business cooperation has not been more broadly applied in tourism
research. So far, only a few papers have directly analysed the role of social
embeddedness in the tourism sector (Czernek, 2014; Ingram, Roberts, 2000;
Jack, Anderson, 2002). In the literature, these social bonds and their role in
cooperation are usually stressed with no direct reference to Granovetter’s
concept. Frequently the social embeddedness of tourism entrepreneurs has
been referred to indirectly by analysing aspects such as: interpersonal
relationships (Beritelli, 2011; Jack, Anderson, 2002), communication (Saxena,
2006), trust (Bramwell, Lane, 1999; Czernek, Czakon, 2016; Grangsjo, 2006;
Munar, Jacobsen, 2013; Nunkoo, Ramkisson, 2011a, 2011b; Strobl, Peters,
2013) the specificity of small and medium sized enterprises (SMEs) (Czernek
2017; Ritchie, Ritchie, 2002), or the asymmetry of power and authority
(Nunkoo, Ramkisson, 2011a; Reed, 1997), etc. Moreover, the results
presented in the literature often lack a more detailed, thorough analysis of
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the social context, including the concrete interpersonal relationships of the
researched entities.

Such research should focus on how social embeddedness could be
important as a factor triggering business cooperation between tourist
entrepreneurs. Thus, the aim of the paper is to present and assess the impact
of social embeddedness (relational and structural) on business cooperation in
dyads and networks. The analysis was conducted using the example of the
‘Wista Tourist Organization’ (WTO) — a partnership structure functioning in
a mountain municipality in the south of Poland. To achieve the aim of the
paper Social Network Analysis (SNA) was employed. This approach is very
rarely used in tourism empirical research (see the review by Merinero-
Rodriguez and Pulido-Fernandez, 2016), as the authors combine two types
of SNA — qualitative and quantitative.

The paper consists of five parts. The first lays the theoretical foundations
by reviewing the literature on social embeddedness and its role in coopera-
tion in different sectors of economy. It also reviews previous empirical
works where this role was directly or indirectly analysed regarding the
tourism sector. The second part presents the research methodology and
characterizes the SNA approach, stressing its usefulness in analysing
cooperative relationships. The third part shows the research results on the
role of social embeddedness in entering business cooperation among the
entities researched. Then the results are discussed with reference to the
existing literature and, finally, the authors present the research conclusions,
practical recommendations and the research limitations.

2. SOCIAL EMBEDDEDNESS, ITS FEATURES
AND INFLUENCE ON COOPERATION - LITERATURE REVIEW

Social embeddedness, one of the most important elements of so-called
New Economic Sociology (Gibbons, 2005), links to some extent the
economic and sociological approaches. In Granovetter’s concept, business
relationships depart from pure “market” patterns, aiming only at profit
maximization by individual actors (behaving like the neoclassical homo
oeconomicus). Granovetter clearly states that economic models constructed
in this way, without any social context, make economic analysis superficial
and incomplete. Only by taking this context into account is a researcher fully
able to understand economic decisions and actions (see also: Arrow, 2000
and Dequech, 2003).
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However, the author simultaneously criticizes the homo sociologicus
model developed by sociologists, which assumes that actors’ decisions and
activities are under the absolute impact of social norms, values, etc.
Granovetter (1985, p. 487) claimed that “actors do not behave or decide as
atoms outside a social context, nor do they adhere slavishly to a script
written for them by the particular intersection of social categories that they
happen to occupy. Their attempts at purposive action are instead embedded
in concrete, ongoing systems of social relations”.

According to Granovetter (1985; 1993; 2005), both perspectives that
should be combined as purely economic goals are accompanied by non-
economic ones, connected with the social context. Apart from profit, the
decisions of actors are also determined by their knowledge about each other
and attitude to each other (liking, aversion, closeness, trust, etc.). The social
structure is especially important in the information flow in the market. The
information is much more reliable if it comes from a known source — from
an actor with whom an information receiver is socially bound. At the same
time, frequent and regular contact between actors leads to trust between
them, which also makes information transfer easier. Thus, the transaction
costs of such an information transfer are lower and the quality of information
better (Granovetter, 1985).

In addition to the impact of social bonds on information transfer,
Granovetter (1985) also claims that interpersonal relationships can influence
economic activities because they may constitute an important source of
rewards and punishments for given market behaviour. Moreover, partners
with interpersonal relationships believe that a partner will not behave
opportunistically. Finally, Granovetter points out that social relationships
stimulate creativity and innovativeness by reducing the transaction costs of
activities.

Having considered this, one could state that the social embeddedness
concept draws researchers’ attention to a brand new area of deliberation,
where human action is perceived as determined by the network of social
relationships in which a given entity functions (Zukin and DiMaggio, 1990),
with all the potential benefits and disadvantages of such a situation.
Therefore the concept began to be exploited in many different research fields
(see: Schemel).

Importantly, many other concepts of embeddedness have been developed
in the subject literature in addition to the two postulated by Granovetter (e.g.
cognitive, cultural, political or structural embeddedness), And thus the levels
of analysis were also different — not only were individual people or
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companies analysed, but also branches, non-profit organizations or even
whole governments (Zukin, DiMaggio, 1990). Many authors have expanded
Granovetter’s concept, identifying at the same time many advantages of
social embeddedness such as: access to key resources, costs and risk
reduction, informational benefits, etc. (Burt, 1992; Mizruchi, Stearns, 1994;
Useem, 1979; Uzzi, 1997; Webster, Wind, 1972). Emphasis has also been
placed on the importance of informal social systems for coordination and
cooperation (Piore, Sabel. 1984; Ring, Van de Ven, 1992), where contracts
are perceived as more socially binding than legally (Jones, Hesterly,
Borgatti, 1997).
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Scheme 1. Dimensions of social embeddedness analysis

Source: own elaboration based on the literature review.

However, considering the previously highlighted role of social aspects in
economic decisions, it is surprising that the social context has not been the
subject of more intense empirical research. This also refers to empirical
works on tourism, where social embeddedness might be of a special signi-
ficance, as the sector is dominated by SMEs which offer complementary
goods and services and often operate in small territories where entities
usually know one another (see e.g. Czernek, 2017; Jack and Anderson, 2002;
Smith, 2006). Thus, in this case, the establishment of cooperative
relationships and the role of the social context appears to be crucial in the
process.

Among the authors conducting research on the role of social structure and
interpersonal relationships in tourism activity there are Beritelli (2011),
Hibbert, Dickinson, Curtin, 2013; Dredge (2006), Pavlovich (2003), Rachela,
Hu (2010), Scott et al. (2008) and Tinsley and Lynch (2001). However, the
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researchhas addressed the issue of social embeddedness in economic
decisions mainly indirectly — by taking into consideration some social factors
(see Scheme 2). For example, Getz and Jamal (1994), Gill and Williams
(1994), Robson and Robson (1996) and Reed (1999), use the concept of the
so-called community planning of tourist destination development, with the
participation of the local community and local institutions. This approach
was also used by Beritelli (2011, p. 610) who claims that community
planning approaches constitute the embodiment of all that happens in the
daily life of tourist societies: “people meet in their professional environment
or privately; talk about issues and about other people; form a view on
something; have disputes or form friendships; and make decisions at a
personal and institutional level”. Beritelli (2011) indirectly stresses the role
of actors’ social embeddedness by claiming that in the tourism sector, actors
cooperate with one another independently of formal, professional and
political ties. Their cooperation occurs on the grounds of mutual trust and
understanding enforced by effective and frequent communication. Hence, to
develop cooperation or to undertake joint actions, the entities have to pay
attention to interpersonal ties formed previously.

Generally, there is a lack of papers in which the concept of social
embeddedness of tourism economic actions is directly applied. There are a
few such papers, one is the work of Jack and Anderson (2002). They analyse
the positive and negative results of social embeddedness amongst entre-
preneurs in rural areas in the Highlands in Scotland. They stress the benefits
of social embeddedness as: better knowledge about local market conditions
and local economic potential which can stimulate private entrepreneurship,
lower costs of information transfer, and activities conducted thanks to trust
between socially embedded partners.

Ingram and Roberts (2000) also refer directly to the concept of social
embeddedness. They analyse friendship relations among managers of hotels
in Sydney. These relations, as the authors show, helped managers to prevent
price wars — the more coherent a given group of friends among the hotel
managers was, the better the cooperation results.

Czernek (2014), and Czernek and Mitrgga (2016) analyse the influence of
social embeddedness on the establishment, development and results of tourism
cooperation. The authors identified different sources of social embeddedness
(including the place of entrepreneur’s origin, relations from former work-
places, being members of clubs, organizations, religious beliefs, etc.) and
factors positively and negatively influencing business cooperation. The
former included, for instance, lower transaction costs (thanks to a reduction
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Scheme 2. Direct and indirect influence of social embeddedness on tourism activity —
summary of previous research

Source: own elaboration.

in costs of transferring information about cooperation amongst familiar
partners), trust between entities, possibility of a more effective transfer of
information by using social relations, etc. Among the latter factors were, for
example, being closed to potential outside partners — cooperating with known
partners instead of unknown entities (building hermetic societies), lower
innovativeness of activities, putting economic aims after social ties
(prioritising too far-reaching social relations instead of economic issues) etc.
(Czernek, 2014; Czernek and Mitrgga, 2016). This analysis, however, was
only explorative and qualitative, and created a starting point for future
research on the topic.

The review of the literature shows the need to deepen knowledge about
the direct influence of social embeddedness on tourism cooperation. The
authors argue that the use of Social Network Analysis and combining the
quantitative and qualitative approaches (relatively rarely combined in empi-
rical tourism research and not used at all regarding the analysis of the social
embeddedness issue) can be very useful when analysing those issues.



348 K. CZERNEK-MARSZALEK, P. MARSZALEK

3. RESEARCH METHODOLOGY

3.1. Social Network Analysis as the main research tool — justification

In a network approach, the researcher is interested mainly in relations
(ties) occurring between entities (actors/nodes) or their groups. These rela-
tions create a network structure. Thus, the approach appears to be extremely
useful in analysing social embeddedness issues, as the social relationships
emerge just in the network of a given community/region.

In more detail, SNA can be useful to analyse the role of social
embeddedness in business cooperation due to the following reasons. Firstly,
it can be applied to identifying and researching different types of rela-
tionships (including formal and informal relationships) between entities
(Casanueva, Gallego, Garcia-Sanchez, 2016; Wasserman, Faust, 1994). In
network analysis, interpersonal relationships based on social norms such as
trust, understanding, etc., are not only identified, but are perceived as very
important (Dredge, 2006; Scott, Baggio, Cooper, 2008).

Secondly, SNA allows for the analysis of identified relations from
different perspectives (of a particular actor or a network as a whole). This
can be very important to understand the social context in which researched
entities operate, and its influence on their decisions. Moreover, the
cooperation can be exploited at the level of both dyads and the whole
network (Scott, Baggio, Cooper, 2008).

Thirdly, network analyses of relations in the tourism sector are more and
more popular (see reviews of network research in the tourism sector, e.g.:
Baggio, 2017; Merinero-Rodriguez, Pulido-Fernandez, 2016). However, as
noted by Casanueva et al. (2016), who, incidentally, argue that SNA can be
far more exploited intourist cooperation, still today “the number of articles
that employ these methods in a field as wide as tourism is very low [...].
[Moreover] almost a third of the works are not linked to studies on tourism
activity, but on the analysis of the investigation itself” (p. 1204) (they
provide bibliometric analyses). As one of reasons forsuch a situation the
authors mention problems with collecting primary relational data.

Fourthly, empirical works which exploit SNA are usually based on the
qualitative (e.g. Dredge 2006; Pavlovich 2003) or quantitative approach (e.g.
Beritelli, 2011; Scott, Baggio, Cooper, 2008; Racherla, Hu, 2010; Shih,
2006). However, it is highly recommended to combine both of them
(Casanueva et al., 2016; Dominguez, Hollstein, 2014; Kelman et al. 2016).
According to Baggio (2017), “in fact, despite the many discussions and
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distinctions, the two views [qualitative and quantitative] are not only
complementary, but practically mandatory if we want to fully understand the
systems and be able to draw meaningful outcomes” (p. 124).

Quantitative SNA enables to calculate some network parameters — the
structural features of networks (e.g. centrality, reciprocity, density, etc.), and
characterize and visualize the network of relations between individual actors
and the features of the network. It also allows to conduct a dynamic analysis
of a network by comparisons of the above parameters made at different
points in time. A qualitative approach, in turn, helps to explain why the
structure has its particular form, and how relations within the structure
influence its activity. This is extremely important because each relationship
is a specific one — with its own history and social context (Granovetter,
1985). Thus, qualitative SNA allows for a better understanding of what
happens in the network (Jack, 2010; Wasserman and Faust, 1994). Hollstein
(2014) claims that mixed methods can provide a specific contribution to
investigating social networks, especially in three areas: (1) a detailed description
of a network, network practices and interpretation; (2) network effects, and
(3) network dynamics. With regard to the issue of social embeddedness,
providing mixed social network methods seems to be particularly useful for
application to the first and the second types of benefits. It allows for a better
understanding of how individuals position themselves in relation to their
social context, and of the patterns of actors’ contacts regarding business
cooperation. With regard to network effects, mixed methods can contribute
to a better understanding of what mechanisms and conditions (one of them
may be social embeddedness) are involved when producing certain network
outcomes, e.g. business cooperation. Furthermore, mixed network research is
also useful for researching complex phenomena and those for which prior
knowledge of the field and of the relevant context factors exists, but is still
incomplete (Wald, 2014).

Thus, the authors of this paper argue that only such a complementary
approach will allow for full understanding of the issue analysed —in this case,
the role of social embeddedness as a trigger of tourism cooperation. All the
arguments justify using SNA (quantitative and qualitative) as an empirical
tool for achieving the aim of the paper. The use of such a mixed SNA
approach, together with social embeddedness, a rarely used concept in
tourism literature, creates, according to the authors, added theoretical and
methodological value.
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3.2. Case study selection

The research results are part of a broader research project aimed at
evaluating cooperation within one of the Polish Destination Management
Organizations located in the south of Poland, called the ‘Wista Tourist
Organization’” (WTO). The case study method was used, and the WTO
was purposefully chosen by the researcher. The organization was chosen for
a few reasons.

Firstly, it is located in Wista — a well-known tourist destination in Poland.
This is a popular mountain destination with many winter and summer
attractions, based on active tourism (mainly skiing). Wisla is a relatively
small town, with a population of 11,810 and an area of 110.26 km? This
allowed the researcher to assume that it would be possible to identify the
phenomenon of social embeddedness amongst Wista entrepreneurs and
analyse this in relation to business cooperation.

Secondly, the organization unites those entrepreneurs who are the most
important and the most engaged in tourism development in Wisla, with one
of the WTO members being part of Wista local authorities.

Thirdly, the WTO brings together a relatively large number of tourist
entrepreneurs— at the time when the research was conducted it was 55
members (while in this type of organization in Poland there were on average
37 members). There exists a high level of interdependence between WTO
members since these are entrepreneurs serving complementary goods and
services such as accommodation, transport, catering, souvenirs, tourist
attractions etc. This allowed the researcher to assume that in addition to their
joint membership in the WTO (network cooperation), they would also be
engaged in dyadic business cooperation with each other.

Fourthly, the WTO has a few years of experience in tourist sector
cooperation aimed at promoting Wista as an attractive tourist destination. For
the last nine years the organization has conducted an array of promotional
activities, including workshops and seminars for its members, to encourage
tourists to visit the town. During that time some informal relationships
between WTO members could have been developed.

Fifthly, the researcher had previous knowledge about the context of this
organization (its establishment and development) and about the process
of tourism development in Wista. This knowledge was obtained thanks
to previous longitudinal research conducted in this area. This allowed for
a better access to interviewees, and a better understanding of the issues
analysed.
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From July 2013 until December 2014, semi-structured interviews were
conducted with 48 members of the WTO. These were owners or managers of
companies offering different types of goods and services connected to
tourism — their detailed characteristics are presented in Table 1 in the
Appendix. The interviewees were people responsible in their firms for
business cooperation with other companies in Wista or outside the
municipality. Seven of the interviewees did not agree to take part in the
research, although several attempts were made by the researcher to convince
them to do so. A short telephone call or personal conversation with those
seven entrepreneurs revealed that they were going to resign from their
membership in the WTO, and that was one of the reasons why they were not
engaged in WTO activities, had no knowledge about those activities, and did
not want to take part in the research.

The research results are part of a broader research project where the
‘Wista Tourist Organization’ was treated as a network of relationships
between its actors — WTO members. Interviewees were asked closed and
open questions about their activity in the WTO in order to evaluate the
density and content of relationships between members of this organization.
This was aimed at assessing the organization in terms of its role as
a platform for its members to build (among other types of relationship)
dyadic business cooperation. This aim was one of the most important
purposes of the WTO, written in the statute of the organization. The
organization’s initiators assumed that formal membership of the WTO
would enable its members to gain knowledge about one another, their
product offer, location, etc. This could have been done by joint
promotional materials, direct contacts during WTO meetings or organized
promotional events, etc.

Therefore each interviewee was asked about the existence of such dyadic
business cooperation between him/her and every other member of the
network (WTO). If they declared the existence of such a cooperation, they
were also asked whether formal membership in the WTO together with their
business partners directly contributed to establishing such dyadiccoope-
ration. When answering this question, only some of the interviewees stated
that their business cooperation was the result of joint formal membership in
the WTO. Most of them declared that it was the result of interpersonal
relationships that they had established with a particular WTO member even
before they became WTO members. Moreover, they claimed that these
interpersonal relationships were also very important in the process of making
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the decision whether to join the WTO. This resulted in some additional
open-ended questions asked about interpersonal relationships with other
WTO members, with the aim to analyse their role as a trigger of dyadic and
network business cooperation.

When interviewees declared business cooperation with a particular WTO
member, they were asked about the content of this relationship (what was the
subject of this cooperation) and its context (how and why it was established,
and why with this particular partner). When they pointed out the role of
interpersonal relationships in making the decision on entering the WTO, they
were asked to describe the context of becoming such a WTO member. With
the interviewees’ permission, the interviews were recorded.

3.3. Research procedure

The research analysis was conducted in two steps (see Scheme 3), both
based on a combination of quantitative and qualitative analysis. The first
step was performed from the perspective of the network as a whole, while
the second was from the perspective of particular actors. In the first step, two
zero-one matrixes were created — for those interviewees who declared that
their business cooperation with other WTO members was a result of their
joint formal membership in the WTO (formal relationships), and for those
claiming that this cooperation was the result of previous interpersonal
relationships between those entities (informal relationships). The seven
actors who did not participate in the research were removed from the
matrixes, resulting in a 48 row x 48 column grid. Each matrix represented
a different type of network — a network of entities cooperating in a dyad
thanks to joint formal membership in the WTO, and a network of entities
cooperating thanks to their former interpersonal relationships. The material
collected allowed for the identification of a structure of relationships in both
networks, afterwards visualized in the form of graphs. This visualization was
performed with the use of the UCINET software application. Then, using
SNA parameters (density, reciprocity, network centralization, diameter, etc.)
the cohesion of both networks was compared — see Table 1.

In those networks which are more cohesive, the diffusion of resources is
higher — for example, actors can relatively easier, faster and with no high
transaction costs, give and receive resources — e.g. information, goods and
services, transactions, etc. Such cohesive networks can therefore generate
higher benefits for its actors.
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Table 1

SNA cohesion measures used in the research analysis

Parameter Parameter characteristics

Calculated as a quotient of the number of relationships existing in the
network, to the entire number of all possible links (everyone with
everyone). This is an important property of a network structure, because
Density dense networks, thanks to similar systems of communication and more
intensive change of information, ensure circulation of norms and values,
and create joint expectations regarding other entities’ behaviours (Olivier,
1991; p. 171).

A measure of the likelihood of vertices in a directed network to be

Reci it )
eciprocity mutually linked.

Number of connected actors in the network (actors who are not peripheral
Components

ones).
Degree The level of organization of activities regarding cooperation in the
centralization | network.
Diameter The shortest distance between the two most distant nodes in the network.
Average Average number of steps along the shortest paths for all possible pairs of
distance network nodes.

Connectedness | The general level of connections of actors in the network.

Fragmentation | The level of isolation of actors in the network.

Source: own elaboration.

When the content of relations in a network is a business cooperation, it
can be stated that such cooperation can be more effective and can generate
higher benefits for its members and the network (destination) as a whole.
Thus, it was assumed that if a network of business dyadic cooperation based
on interpersonal relationships was more coherent than one based on formal
relations built through joint membership in the WTO, it would mean that
interpersonal relationships are a better source of building and developing
business dyadic cooperation than formal membership in an organization. At
this first step of analysis, the conclusions regarding the role of formal and
informal relations as a trigger of business cooperation were also formulated
based on interviewees’ statements (qualitative analysis).

Next the second step of analysis began. Assuming that thanks to WTO
membership some WTO members could establish personal ties with other
WTO participants, and that it could be further used to start dyadic business
cooperation, the results obtained earlier for both networks were aggregated
and one network of business cooperation was created. In this second step,
the aim was to identify the most engaged and the least engaged entities in
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business cooperation (central and peripheral actors). This would mean that
the most active actors in business cooperation (central actors) could be
identified not only as those with a lot of interpersonal relationships in the
local community (established before WTO membership), but also those who
managed to build such bonds thanks to WTO membership. In order to
identify such central actors, centrality measures were used, i.e. (Freeman,
1978): degree, betweenness and closeness centrality — see Table 2.

Table 2

Centrality measures used in the research

Centrality Allows for identification of the most important nodes in the graph.

Degree Refers to the number of direct connections (incoming and outgoing contacts)
maintained by an actor with other nodes in the network. The central node has
the highest number of contacts with other members of the network and can
therefore play the coordinator and gatekeeper role in the network.

Betweenness | Betweenness centrality measures an actor’s ability to mediate among others,
or their groups in the network — this kind of central actor connects different
actors or their groups in the network (a broker role).

Closeness | Determines the distance between an actor and other actors in the network. The
central actor according to this measure is the one who combines the shortest
aggregated distance between him and all other actors in the network.

Source: own elaboration.

A centrality parameter was also used to identify peripheral actors — i.e.
those who were not engaged in business cooperation at all or were engaged
relatively poorly, after which qualitative analysis was conducted. This made
it possible to determine whether the identified central actors were embedded
in the social network, and if this social embeddedness or its lack determined
the central/peripheral position they occupied' (see Scheme 3).

" Occupying a central position in such a network could be the result of different issues.
Obviously, an actor can have a lot of interpersonal relationships with other actors, but this
does not necessarily have to be the reason for being a popular partner in business cooperation.
For example, the main reason could be the fact that the entity represents a unique attraction in
the municipality. Moreover, entities can know each other personally, but because of certain
reasons have no need of business cooperation, etc. (in such a situation they can be peripheral
actors in a network of business cooperation, however, at the same time can sustain a lot of
interpersonal relations with other entities). Hence, deep qualitative analysis of the positions of
central and peripheral actors was highly necessary here.
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Type of STEP 1 — analysis from STEP 2 — analysis from
analysis the perspective of the whole network the perspective of actors in the network

Scheme 3. Research procedure description

Source: own elaboration.
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Interviewees’ direct opinions (quotes) were transcribed and analysed.
Qualitative data analysis consisted of three concurrent flows of activity (Miles
and Huberman, 1994):

— data reduction — transcribing the whole interviews (including digressions)
and creating case cards for all 48 interviewees, then coding the whole
material;

— data display — codes reflecting the positive influence of social
embeddedness on entering into and developing dyadic and network
cooperation were particularized and ordered;

— data verification — data representing the role of social embeddedness in
dyadic and network cooperation were analysed and verified using the
literature results regarding the concept of social embeddedness.

To increase the level of research trustworthiness (Guba, 1981), all
procedures in the research were documented and a detailed protocol was set
up, also full transcripts, definitions of codes and their applications were
created and checked (Saldafia, 2009).To code interviews, the authors utilized
Atlas.ti v. 7.0 — qualitative data research software. Interview transcription
allowed quotes to be added to the text in order to scientifically validate the
analysis. Qualitative analysis, together with a visualization of relationships
in the network, provided a more comprehensive and rich picture of
relationships in the WTO. It also allowed for a better understanding of those
relationships, especially the role of social embeddedness in dyadic and
network cooperation.

4. RESULTS

4.1. Analysis from the perspective of the whole network — step 1

In order to assess the role of interpersonal relationships in entering dyadic
business cooperation, these social relationships were compared to formal
ones (joint formal membership in the WTO) as a potential source of such
cooperation. The answers of interviewees to the question whether they
established dyadic business cooperation thanks to joint formal membership
in the WTO, or due to interpersonal relationships built before joining the
organization, allowed the development of binary matrices reflecting
networks of each of the above two types of relationships. It was then
possible to analyse and compare both types of networks from the perspective
of the network as a whole (first step of analysis — see Scheme 3).
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The research results showed that to establish dyadic business cooperation,
the role of social embeddedness was more significant than partners’ formal
membership in the WTO. Cooperation based on personal relations was
maintained on average with seven other network partners, while one
established thanks to joint formal membership in the WTO only with three
other partners. This is even more interesting when one takes into account the
fact that allowing WTO members to establish such dyadic business coope-
ration constitutes one of the main statutory goals of the WTO organization.

As the research showed, the sources of personal relationships were very
diverse. These were, for example: the common (Wista) origin of the actors, a
long stay in the municipality (e.g. 10 years of conducting business or more),
neighbourhood and close location to each other, family ties, established
friendly ties, for example, at school or in previous jobs. The fact that
interviewees felt socially embedded was not only confirmed by them during
interviews (they could relatively easily say if they feel a part of the local
community and whether they know its members well or not), but was also
visible in the way they described relations in the local community (structural
embeddedness) and with particular entrepreneurs (relational embeddedness).
Often, they used only the first names of company owners or managers, some
knew only the maiden name of some female entrepreneurs, and spoke about
them as they would about colleagues or even friends. A few even claimed
that some of them were closer or more distant relatives.

The more significant role of interpersonal (informal) relationships in
comparison to formal ones in business cooperation was also confirmed by
calculating different SNA parameters (e.g. density, reciprocity, degree
centralization, diameter, average distance, connectedness, fragmentation,
etc.) for both types of networks (see Table 5). These parameters were used to
assess and compare the cohesion of each type of network.

First, the density of both networks was calculated and analysed. The
comparison of the density parameter of both networks is presented in Table 3.

Table 3

Density of business cooperation built through WTO membership
or former interpersonal relations

Type (content) of relation Source of relations Density (max=1)

Formal WTO membership 0.06
Former interpersonal relations 0.15

Business cooperation

Source: own work based on research.
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The network of cooperation established through interpersonal relation-
ships was denser. As can be seen, the density of the network reflecting
business cooperation established through formal membership in the WTO
was about 6%, while the second was more than twice that figure — 15%.
A visual comparison of both networks is shown in Diagram 1. It shows that
networks built thorough interpersonal relationships ensure the faster diffusion
of resources in a network.

Another calculated SNA parameter was the level of reciprocity of
relations in a network. Business cooperation built through interpersonal
contacts was more reciprocal than that derived from formal WTO
membership (see Table 4 and the visualization of relations in both types of
networks shown in Diagram 2 — the reciprocal ties are red and the
unreciprocated black). This means that when business cooperation was built
through interpersonal relationships (instead of WTO membership), the actors
who mentioned other entities as their partners were also more often pointed
out by those partners as their business cooperators.

Table 4

Reciprocity of relations of WTO members establishing dyadic business cooperation built
through formal WTO membership and interpersonal relations

Type of arcs Coop'eration establishegi Cooperation built through
through interpersonal relations formal WTO membership
Reciprocated 190 32
Unreciprocated 159 93
All arcs 349 125
Arc reciprocity 54% 25.6%

Source: own elaboration, based on research with the use of the UCINET application.

Moreover, as other calculations showed, the cooperative network
originating informal joint WTO membership was very fragmented — it con-
sisted of 33 unconnected elements (components), whereas the network
reflecting business cooperation based on interpersonal relations had nine
components. A greater coherence of the network based on interpersonal
relationships was also demonstrated by the other parameters listed in Table 5.
This was a higher level of centralization in terms of the level of organizing
cooperation activities in a network (for cooperation established thanks to
interpersonal relationships it was 0.460 and for WTO membership 0.231).
Moreover, in the case of cooperation based on personal relationships, the
mutual access of actors to one another was greater (lower diameter and
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medium distance between nodes). This translates into the general connectedness
in this network amounting to 0.821, while in the case of cooperation formed
through formal membership in the WTO-to only 0.338. This made the level
of separation of actors in the first type of network much lower than in the
second (fragmentation 0.179 versus 0.662).

Table 5

Characteristics of cooperation established through formal WTO membership or through
interpersonal relations with the use of chosen network cohesion measures

Parameter Cooperation establisheq Coop.eration establishegi
through WTO membership | through interpersonal relations

Components 33 9

Degree centralization 0.231 0.460
Diameter 7 6

Average distance 2.723 2.198
Connectedness 0.338 0.821
Fragmentation 0.662 0.179

Source: own work, based on research, with the use of the UCINET application.

It was not only quantitative SNA which supported the claim that in Wista
social relationships were more important than formal ones in running
a business, including establishing dyadic business cooperation. Some inter-
viewees also stated that private contacts are much more important than
formal membership in any organization, including the WTO:

Researcher: “So you mean that these private relationships, often even
from school...”.

Interviewee: “They are more useful, more helpful, in quotes — inbusiness
— than any membership in any organization” [Interviewee no. 6].

“I will tell you that at the beginning of the establishment of the ‘Wista
Tourist Organization’, 1 thought that we [our business] would be
more visible, but in fact, after a couple of years, I found that the
contacts that were established before were the most important”
[Interviewee no. 42].

It should be emphasized, however, that membership in formal organizations
like the WTO could be used to build such personal, informal relationships.
An example of two actors (nos. 13 and 35) presented later in the paper,
shows that if entrepreneurs were motivated enough they could use
membership in the WTO to build such social relationships.
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4.2. Analysis from the perspective of actors in the network

To present the role of social embeddedness, the authors also apply the
analysis from the point of view of particular actors (the second step of
analysis — see Scheme 3). The quantitative SNA enabled identification of
central and peripheral actors — the most and the least active in business
cooperation.

To identify such actors, different centrality parameters were used —
degree, betweenness and closeness (mentioned in section 2.3, Table 2).
However, indegree and outdegree centrality were chosen as the most
important, showing how many business partners a particular actor has. The
analysis of the network reflecting business cooperation between WTO
members enabled identification of the top nine central actors (marked in red
in Diagram 3) and also the nine most peripheral ones (highlighted in green in
Diagram 3,and also presented in Table 6 on a lighter background) (the full
list of actors and their centrality parameters are presented in the Appendix)z.

Ny

Diagram 3. Central and peripheral actors in the network of business cooperation

Source: own elaboration based on research.

% The highest outdegree centrality was 35, so those with outdegree centrality of 18 and more
were chosen as central actors (more than half of the top centrality actors). The highest
indegree centrality was 32, so those of indegree centrality 16 and more were chosen as central
actors. Those with 0 or 1 indegree, and also 0-1 outdegree were chosen as peripheral actors.



SOCIAL EMBEDDEDNESS AS A TRIGGER OF BUSINESS TOURISM COOPERATION 363

Table 6

Central and peripheral actors according to different centrality measures

Type No. | Out-degree | In-degree | Out closeness | In closeness | Betweenness
of actor

7 0 3 235 135 0.000
43 0 5 235 98 0.000
& 26 1 1 121 120 0.000
3 30 1 3 137 129 0.250
g 32 1 1 142 120 0.000
= 48 1 8 140 104 0.000
3 6 3 0 135 235 0.000
22 5 1 110 136 0.111
27 2 1 139 231 0.000
29 35 24 65 77 475.878
44 22 32 78 69 369.300
) 18 21 14 82 92 126.801
‘§ 13 20 17 82 87 97.154
= 42 18 13 84 92 148.837
g 47 15 21 90 82 66.214
© 14 14 19 96 85 108.667
16 6 19 99 83 32.676

35 13 16 89 85 61.623 |

Source: own, elaboration based on research.

The answers to the open-ended questions used during the interview showed
that there were a few reasons why individual actors were peripheral in the
network. In some cases (e.g. actor 48), the cause was the large geographical
distance from other partners, hindering business cooperation. In the case
of actor 43, the peripheral position was a result of the fact that the owner had
a few related businesses in Wista and his different types of companies (hotel,
restaurant, etc.) cooperated mainly with each other. Interviewee no. 32 pointed
to more personal reasons such as approaching retirement age and the lack of
strength and willingness to cooperate with other entreprencurs. Another
entrepreneur, actor no 22, referred to the specificity of her facility (a holiday
camp centre for Seventh-Day Adventist church tourist groups with specific
and very strict rules in the accommodation facility which, to some extent,
made it difficult to find a partner, e.g. recommend other accommodation to
a very unique segment of tourists).

However, five out of nine peripheral actors (actors nos. 7, 26, 30, 6
and 27) admitted that their withdrawn attitude towards dyadic business
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The network of business cooperation between WTO members

The network of interpersonal relationships of WTO members
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Diagram 4. Networks of interpersonal relationships and business cooperation between WTO members — a comparison

Source: own elaboration based on research.
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cooperation was directly due to the fact that they were not socially
embedded in the local community. Four of them were also in a group of
13 actors who, to one of questions asked by the researcher, pointed to the
smallest number of actors with whom they maintain interpersonal relation-
ships — see Table 6. Diagram 4 shows that peripheral actors in business
cooperation are those who are usually also peripheral in the network of
actors’ interpersonal relationships.

All five peripheral actors in business cooperation who were not socially
embedded in the local community(nos. 7, 26, 30, 6 and 27),came from
outside Wista. In addition, two out of five companies were located on the
borders of Wisla and a nearby municipality called Istebna (administratively
they were located in the second). The actors representing them — nos. 6 and
27 — declared cooperation with up to 3 out of 47 entities. According to the
interviewees, the fact that their business was located in Istebna caused,
firstly, that they did not feel embedded in the Wista community (although
they knew some entrepreneurs from that municipality), and secondly, the
physical distance further hindered economic cooperation with other entities:

“I do not cooperate with anyone. Just with the WTO as an
organization. I think they are all down there, because if someone
[a guest] is going to do a party, then he has to come back here [up to
the interviewee’s restaurant in Istebna] again, you know. It is also
hard to get here (...). The WTO is more focused on cities like Wista
and Ustron [close to Wista], and they [WTO representatives] came
here [with an invitation to join the WIO] because I know these people
— basically one or two people” [Interviewee no. 6].

On the other hand, actors 7, 26 and 30 ran their businesses in the centre of
Wista, but claimed that they were not active entities in business cooperation
because they did not come from Wista, did not know the local community
and therefore felt like outsiders. Interviewee no. 7 was the owner of
a restaurant, while entrepreneurs nos. 26 and 30 ran guesthouses in Wista. In
addition, interviewee no. 26 stated that she lives in Cieszyn (about 90 km
from Wisla) and the lack of time hinders her ability to get to know the local
community and establish interpersonal relationships within it:

Researcher: “Well, do you have any such direct, interpersonal rela-

’

tionships with any of these WTO entities?”,

Interviewee: “No, when a person is not from Wista.... I don’t even
know them at all (...). There is just no time to meet or anything,
because in the evening I get in the car and go to Cieszyn“.
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Researcher: “So, what about people from the WTO — do you know
anyone?”.

Interviewee: “No, no, that is, from the board, yes, yes, and the
treasurer ... we can tick them [in the survey]” [Interviewee no. 26].

However, interviewee no. 30 (who indicated that she cooperates with
only one WTO member and was mentioned only by three of them) described
her situation as follows:

Researcher: “Do you feel that you are from the outside? ”.

Interviewee: “We still feel the difference because no one is trying, no
one will call us, for example, whether we have firee places (...). And to
this day I don’t believe it, because they are in the centre, for sure they
have their fixed guests, surely they have periods where they have full
occupancy and they have emails and phone numbers anyway, and
it was never like: ‘maybe there, maybe go to ...’ [the name of
a guesthouse represented by the interlocutor]. No, there is no such
a recommendation at all (...) Well, I don’t contact elsewhere because
nobody cares about me, especially taking into account that I'm not
from here. I think we would all be better if they were looking after me.
At this moment I have a group and I have occupied rooms so I cannot
take any further guests and I have questions about the possibility of
booking a room in another place, so I could send them back [to other
guesthouses], but [ don’t” [Interviewee no. 30].

Aside from the peripheral actors, nine actors (numbers: 29, 44, 18,13, 42,
47, 14, 16, 35) were identified as occupying the most central position in the
network of business cooperation. All of them had the highest level of degree
centrality and they were also central actors regarding two other centrality
measures — closeness and betweenness — see Table 2 in the Appendix. For
example, actor 29 pointed to nearly 75% of WTO members as his business
cooperators (outdegree =35), and at the same time was mentioned as a
business partner by nearly 51% of them. In addition, all the nine actors
indicated the largest number of entities with whom they maintained personal
relationships — here they even listed 100% of the WTO entities.

Qualitative analysis made it possible to identify the reasons for occupying
a central position in the network of business dyadic cooperation. Unlike
explaining actors’ peripheral position, which in most cases unambiguously
stemmed from specific, individual characteristics described by the
interviewees (geographical distance, age of entrepreneur, retirement, etc.), in
this case, according to interlocutors’ declarations, the fact that they occupied
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a central position in the network of business cooperation stemmed from
several reasons simultancously, with social embeddedness as one of them.

Some of the respondents (actors: 42, 44, 47 and 29) represented economic
operators providing highly complementary goods and services to other WTO
members (transport, IT, events). This made these entities desirable partners
for cooperation — they were often mentioned as partners by other
interviewees (high indegree centrality) or they mentioned multiple actors as
their partners (high outdegree centrality). This group of actors also included
a member of the Wisla local authorities (actor no. 47), maintaining numerous
interpersonal relationships with tourism entrepreneurs due to municipal
office statutory duties.

However, crucially, all the central actors were characterized as socially
embedded in the local community (structural embeddedness) and strongly
stressed that this feature had a significant influence on their active role in
business cooperation with other entrepreneurs in Wista. Seven of them
declared that they originally came from Wista and knew personally most of
the WTO members before the organization was established. As they
declared, this made it easier to start business dyadic cooperation with those
actors. The owner of a guesthouse in Wista confirmed the role of social
embeddedness in business cooperation with these words:

Researcher: “Is it important [Wista origin] in Wista and can it be
important for business cooperation?”.

Interviewee: “It may be important, because these people for sure know
each other better. It is difficult for sure for those who come [from the
outside] because they have to break in a bit” [Interviewee no. 36].

Moreover, by occupying a central position in the network of WTO
members, the actors could play a variety of roles, particularly leadership
roles, which could generate multiple benefits for the network and its
members. As further analysis showed, seven out of the nine central actors in
business cooperation (no. 14, 44, 29, 47, 16, 13 and 35) were members of the
WTO board and played the network broker (according to betweenness
centrality), gatekeeper and coordinator roles (according to degree and
closeness centrality) — see Table 6. Importantly, all these actors were the
initiators of creating the WTO in 2008. They encouraged other entrepreneurs
with whom they sustained interpersonal contacts to join the WTO:

Researcher: “How did you become a member of the WI'O? Did you
get any official invitation, for example from the local authorities?”.
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Interviewee: “You know what? No! Wista is a small town and every-
body knows one another, so I was simply invited to join the WTO”.

Researcher: “So, via social channels, i.e. someone among your friends
told you?”.

Interviewee: “Exactly. It was Andrzej [actor 29] who came here and
encouraged me to join it” [Interviewee no. 3 |.

Interestingly, most of the interviewees — 42 out of 48 — claimed that they
became WTO members thanks to information they received from other
entrepreneurs with whom they maintained interpersonal relationships. This
confirms the role of social embeddedness as a trigger of network
cooperation.

Moreover, the interest of those seven socially embedded, central actors in
WTO activities and their selection to the board by other WTO members was
influenced by, among other things, the high level of their embeddedness in
the local community. People voted for them because they were known in the
local community. As people embedded in the local community, they were
also strongly engaged in developing tourism in Wista, which translated into
performing different functions (e.g. being on the WTO board). One of the
WTO board members described his attitude to tourism development in Wista
in this way:

Interviewee: “And I will try to help in other fields, to support tourism
in Wista, not only because we have two companies that live from this
[tourism] (...). And we are interested, but as I say, it’s not just that.
Since 1800, my family has been very active here and has worked and
farmed and have become doctors and teachers in this area”.

Researcher: “You are from Wista, aren’t you? ”.

Interviewee: “Yes, and this idealistic approach is very important to us
in my family, and it is more difficult for us to give up [membership in
the WTO] than for others, right?” [Interviewee 29].

At the same time, the interviewees claimed that thanks to the membership
in the WTO board they had better knowledge about other entrepreneurs
in Wisla and this had an effect on their businesses. One of the entrepreneurs,
a guesthouse owner, who was employed in the WTO described it as follows:

Researcher: “With which WTO members do you have better informa-
tion flow due to affiliation with the WTO?”.
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Interviewee: “With all the board. But you see, if I didn’t work on the
WTO board it would be different (...). Because now it is possible to
get to know them, because now I personally have better knowledge as
a WTO employee” [Interviewee 39].

The WTO leadership role of the central actors (who were embedded in
the network of social relationships) was also confirmed when the inter-
viewees were asked to nominate actors who according to them were leaders
in the WTO (but not necessarily formal ones — the aim was to identify actors
who were the most engaged in WTO cooperation). Out of the nine central
actors in the network of business cooperation, six nodes (nos. 14, 44, 29, 47,
16 and 35) were most often referred to as such leaders (by 11 to 22 entities).
In addition, each of them also identified themselves as a leader or at least
one of the leaders in the organization.

Moreover, central actors (including those whose central position in the
network resulted — as they declared — from their social embeddedness in the
local community) could, due to their predispositions, be perceived as
desirable/attractive partners for future cooperation. This was also confirmed
by empirical research. In one of the questions the respondents were asked to
identify the most desirable business partners — from the point of view of the
needs of a given entrepreneur. As many as seven out of nine central entities,
which were strongly embedded in the local community (nos. 14, 44, 29, 18,
47, 16, 13),were most often cited as desirable partners for cooperation. Some
of them — for instance actor 44 —were undoubtedly mentioned because of
their attractive business product offer. However, when interviewees were
asked why they chose this actor instead of a competitor, they often claimed
that the person is known in the local community, has a good reputation and
that was a deciding factor in their final choice. Some interviewees — e.g. the
manager of a big, popular hotel in Wista — claimed that thanks to joint
membership in the WTO she was able to get to know a partner better (actor
44) and his reputation in the local community, and this stimulated dyadic
business cooperation with him:

“The WTO certainly somehow made [this cooperation] possible because
we got to know each other in the WTO very well, and basically such
close cooperation with Marcin has started since we were in the WTO
(...). [After some time] began claims [from Marcin’s competitors] that
Marcin has some kind of exclusivity with us. He has no exclusivity
with us, but he is the most organized in cooperation. We cooperate
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very well (...). We work with Marcin, but this is not the only company,
because there is also [name of a company] in Wista, with which we
could cooperate, but Marcin has earned the trust we gave him”
[Interviewee 16].

Out of the eight actors who indicated the highest number of WTO
members as desired future partners (declaring their willingness to cooperate
even with all of them), six were those who were strongly socially embedded
in the local community and at the same time were the most engaged in
business cooperation in Wista. This is presented in more detail in Table 8.

The opposite situation could be seen in the case of peripheral actors who
were not engaged in cooperation due to the lack of social embeddedness in
the local community. All five such actors (nos. 7, 26, 30, 27, 6) pointed out
the lowest number of desirable future partners to cooperate with (they did
not mention anyone or two entities at most), and four out of the five were
least frequently indicated by other partners as desired partners for
cooperation (maximum by four entities) — see further details in Table 9.

As further analysis showed, in each of these five cases, the reason was a
low level of knowledge about other partners — about the kind of businesses
they ran and how potential cooperation with them could be useful:

Interviewee: “I do not know anyone at all, I do not answer, because
no-one...”

Researcher: “So, when it comes to people in the WTO, do you know
anyone?”.

Interviewee: “No, no ... I mean, the board leader, yes, and the
treasurer ...”.

Researcher: “So should I tick these two people?”.

Interviewee: “These guys only — I have been in a contact with them,
but the rest, no” [Interviewee no. 7].

It can be assumed that for outsiders, membership in such formal orga-
nizations as the WTO could be very significant. In one venue (for example,
during a general meeting of members), many entrepreneurs are present and
this is a great opportunity to get acquainted and in the future to establish
business cooperation. Considering these potential benefits and assuming that
entrepreneurs were aware of them and willing to use them, quantitative SNA
of the network of business cooperation established through joint WTO
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membership, should indicate as central entities (e.g. those declaring the
highest number of cooperative relationships with others) primarily those
actors who were not embedded in the local community. This would mean
that they are taking advantage of the fact that they are a WTO member in
order to establish business dyadic cooperation with previously unknown
entities.

What is interesting, however, is that it turned out that in the network of
cooperation based on joint formal WTO membership,10 out of 13 of the
most central actors (taking into account the indegree and outdegree
parameters) were socially embedded in the local community and had known
each other long before becoming WTO members. Only 3 of these 13 entities
were not socially embedded in the local community when they decided to
join the WTO. This implies that although for people embedded in the local
community WTO affiliation should not play a key role in establishing
individual business cooperation (they were already known to most WTO
members),this formal membership was used to deepen their contacts with
other WTO members (see Table 7).

Table 7

Central actors according to different centrality measures in the network
of business cooperation established through joint formal membership in the WTO

Actor number | Out-degree | In-degree | Out-closeness | In-closeness | Betweenness
47 13 9 376 232 229.413
33 12 4 193 243 69.750
21 10 2 194 276 53.629
39 10 7 194 234 204.813

1 9 0 187 376 0.000
23 9 2 193 255 82.646
29 7 5 200 236 149.281
44 2 12 240 225 65.050
16 6 9 212 227 98.787
17 3 8 217 228 85.858
45 0 8 376 225 0.000
13 4 6 205 243 42.964
14 4 6 236 233 44.417

*As outdegree central actors the researcher considered those with an outdegree parameter
of 7 or more (maximum 13) and as indegree central actors those with an indegree parameter
of 6 or more (maximum 12).

Source: own work based on research.
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At the same time, this showed that entrepreneurs who were not embedded
in the local community did not exploit the wide range of opportunities
offered by membership in the WTO. This was confirmed by the words of the
owner of a transport company, a person who was strongly embedded in the
local community:

Interviewee: “You, know, in order to achieve this aim, firstly, to start
consolidating all those people who were here for some life reason, one or
another, 1 proposed to the Wista Tourist Organization, a Christmas
meeting. It was supposed to be based on showing to outside people that
these traditions here are based on some other phenomena, than what they
[outside people] are accustomed to. And besides, this cuisine is different
too (...) So, you know, to this particular Christmas meeting came all in all
more local people, that means those who run this kind of business than,
for example, actually those from the outside — for whom it was mainly
organized and proposed (..). They treated this topic without any
involvement, although, as I say, the first idea was to show these people,
these people in particular, a little bit of the highlander culture so they
could cultivate it at home [their accommodation businesses]. And to put it
gently... they ignored the topic ““[Interviewee no. 42].

Some exceptions of actors who used WTO membership to become
socially embedded in the local community were actors nos. 13 and 14, who
run an agritourism business and a guesthouse. Many interviewees stressed
that they were a great example of entrepreneurs who at the beginning were
not embedded in the local community (they came to the municipality a few
years before the research was conducted), but their membership in the WTO
allowed other entrepreneurs to meet them and to appreciate their engagement
in local tourism development. This translated into their popularity as
business partners in dyadic cooperation:

“There are some people who have started something new here, however
they just wanted to do something with us. And in general [the name
of actor 13] or someone else like that are people who came here
a couple of years ago and I think they feel very good with us. Because
they want to [Interviewee 36].

To conclude, after conducting qualitative and quantitative analysis, it can
be stated that social embeddedness may foster cooperation, as the following
findings show. All the top nine central actors in the network of business
cooperation explained that their strong engagement in cooperation with other
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actors was in part due to the fact that they were socially embedded in the
local environment. Moreover (see Table 8):

all the top 9 central actors had the highest number of interpersonal
relationships with other network actors (some claimed to have rela-
tionships with all or almost all WTO members);

7out of 9 actors were frequently cited as desirable partners in business
cooperation;

6 out of 9 mentioned the highest number of network actors (even all WTO
members) with whom they would like to form a cooperative relationship;

6 out of 9 actors were perceived mostly as WTO leaders;

7 out of 9 were on the WTO board at the time when the research was
conducted or had been in the past, so they had a real impact on tourism
cooperation in Wista and on what was going on in the development of
tourism in the municipality.

Table 8
Selected features of socially embedded central actors in business cooperation
Central actors in busmess cooperation due 1414412918142 147116113135
to their social embeddedness

Actors with the highest number of interpersonal
relations XXX X[ X[ X[ XXX
Actors who were members of the WTO board XXX X | X[X[X
Actors perceived as leaders in the WTO X[ XX X[ X X
Actors mentioning the highest number of desirable
potential business partners (from 15 to 47) X[ X[ XXX X
Actors mentioned most often as desirable
potential business partners (by16 to 28 entities) X|X[|X|X X | X|X

Source: own work based on research.

Table 9

Selected features of socially embedded peripheral actors in business cooperation

Peripheral actors in business cooperation due to their lack

of social embeddedness 72613016127

Actors with the lowest number of interpersonal relations X X[ XX
The lack of any function in the WTO X | X[ X[ XX
Actors mentioning the lowest number of desirable potential partners

(up to 2 partners) X | X | X

Actors mentioned the least as desirable potential partners (by 2 to 4
entities)

>
>
>
>
>

Source: own work based on research.
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At the same time, quantitative and qualitative analysis of the SNA
showed that out of the nine top peripheral actors in the network of business
cooperation, five explained that their lack of cooperation engagement was
directly due to the fact that they were not socially embedded in the local
community. Moreover (see Table 9):

4 out of those 5 actors had the lowest number of personal relationships

with other actors in the network;

— all of these 5 actors were mentioned least often as desirable partners in
cooperation (by up to 4 entities);

— 3 out of 5 of those actors mentioned the lowest number of other entities in
the network with whom they would like to establish a cooperative
relationship;

— none of those peripheral actors played any role in the WTO either in the
past or at the time the research was conducted, so they had no real impact
on cooperation in Wisla and on what was going on in the development of
tourism in the municipality.

5. DISCUSSION

The research showed that, similarly to other sectors of the economy, in
the tourism sector the actors’ embeddedness in social relationships also
influences economic activities, in this case — business collaboration with
other enterprises (Jack, 2005; Powell, 1990; Uzzi, 1999). The research
showed that social embeddedness triggered business dyadic cooperation — it
helped actors to start such cooperation. More business partners were found
through interpersonal relationships than through formal membership of the
WTO, even though this was one of the most important reasons for
establishing the organization. Socially embedded actors also initiated the
establishment of the WTO and encouraged other entrepreneurs to join the
organization. The majority of WTO members received information about the
possibility of becoming WTO members from entities with whom they had
informal relationships. This is in line with Beritelli’s (2011) research results
which claimed that a personal liking between partners is very important, and
when examining an individual entity, one should also take into consideration
the context (that is the structure of relations) in which this entity functions
(Beritelli, 2011).

Moreover, by comparing the cohesion (analysed by density, reciprocity of
relations, diameter, etc.) of both types of networks — the first based on
informal relationships and the second based on formal membership of the
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WTO - it could be stated that in the researched community, networks built
through interpersonal relations were more coherent and potentially more
effective. Thanks to a higher density of relationships, higher level of
reciprocity of relations, shorter distance to other entities in the network,
smaller number of network components etc., in such networks resources
could flow easier, faster and with a lower transaction cost. This is in line
with statements by authors who claim that social embeddedness provides
access to important and value resources (e.g. knowledge, capital, etc.)
(Andersen, 2013; Chell and Baines, 2000), raises the flexibility of problem-
solving by using reduced resources (Larson, 1992; Lechner, Dowling, 2003;
Poppo, Zenger, 2002; Uzzi 1996; Zukin and DiMaggio, 1990), makes
transaction costs lower (Baum, Oliver, 1992; Domhoff, 1971; Granovetter,
1985; Peng, Lee and Wang, 2005; Rutashobya, Jaensson, 2004; Useem,
1979), and allows for a more precise transfer of information (Davidsson,
Hoing, 2003; Ellis, 2011; Granovetter, 1985; Uzzi, 1997).

However, it must be stressed that overly cohesive networks, especially
those with too high a density of relations, could be ineffective. Too much
cohesion implies that the actors might be closed to outside partners and thus
are not innovative, proactive or able to make optimal economic decisions.
Although it was not the aim of this paper, the research also revealed some
disadvantages of actors’ social embeddedness such as:lower innovativeness
of cooperative activities, reduced flexibility of partners and the partnership
organization to external changes, interpersonal conflicts or greater suscepti-
bility to partner’s opportunistic actions, etc. This supports the existing results
of research on the‘dark sides’ of embeddedness in different branches of the
economy other than tourism (see e.g. Burt, 1992; Gargiulo and Benassi 2000;
Granovetter, 2005; Hakansson, Snehota, 1998; Mitrega and Zétkiewski, 2012;
Mizruchi, Stearns, 2001; Nahapiet, Ghoshal, 1998; Portes, Sensenbrenner
1998; Uzzi 1997).

Moreover, the quantitative part of the research allowed to identify the
peripheral and central actors in the network of business cooperation. More
than half of the interviewees identified as the most peripheral actors (the
least engaged in business dyadic cooperation) admitted that their withdrawn
attitude towards such cooperation was directly due to the fact that they were
not socially embedded in the local community. At the same time, all the top
central actors were socially embedded in the local community and
mentioned this embeddedness as one of the most important reasons why they
were such active business partners in Wisla. Additionally, the majority of the
actors who were the most active in business cooperation were members of
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the WTO board, and were perceived as undisputed leaders of this
organization by other WTO members. As they claimed, their selection to the
WTO board was influenced by, among other things, the high level of their
social embeddedness in the local community. They also stressed that they
decided to perform functions in the WTO because they were truly interested
in tourism development in Wista, and claimed that, thanks to the fact they
were in the WTO board, they were more recognizable in the local
community, which may have affected their popularity as business partners.
This is in line with other research emphasizing that entities socially
embedded in the local community are more inclined to engage in activities
serving the local community — e.g. non-profit organizations, charities, etc.
(Czernek, 2014; Jack and Anderson, 2002; Jack et al. 2008). The situation
was reversed in the case of the most peripheral actors who were not socially
embedded in the local community.

Last but not least, the interviewees often claimed that with some partners
they maintained both types of relationship. In some situations, the interviewees
even had difficulty in clearly indicating the source of a given relationship.
They underlined the multidimensionality of relations — their simultaneous
business and personal context. Thus, one might assume that formal and
informal relationships are mixed, they affect each other and there is constant
feedback between them. This is in line with statements presented by
Granovetter (1985, 2005), Uzzi (1999), Jack, Dodd and Anderson (2008)
and other authors regarding other sectors of economy. In addition, the results
of the study confirm the conclusions of Granovetter’s works (1990; 2005),
that not only social relationships affect business relationships, but also
business relationships enable partners to build closer personal relationships.
It was not uncommon for the interviewed entrepreneurs to first establish
business market transactions, which over some time provided an opportunity
for partners to become better acquainted, to develop mutual trust, personal
closeness, and to have a sense of reciprocity, thereby transforming market
relationships into social ones.

CONCLUSIONS

The aim of the paper was achieved. The research confirmed the role of
social embeddedness as a trigger for cooperation in a tourist region. Addi-
tionally, it also allowed for the formulation of some general conclusions of
a methodological and practical character, as well as pointing to some research
limitations and future research recommendations that have to be emphasised.
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Regarding methodological issues, the research revealed that combining
quantitative SNA and qualitative analysis of social embeddedness allows for
a better explanation of its role in collaboration. This supports the views
mentioned in the second part of the paper on the legitimacy of using both
types of approach. The research allowed to show how they can be used and
what kind of benefits they generate. It confirmed that mixed methods can
provide a specific contribution to investigating social networks in the form
of a detailed description of a network, network practices and interpretation,
and network effects. The research showed that combining both methods
allows for a better understanding of how individuals position themselves in
relation to their social context and what are the patterns of actors’ contacts
regarding business cooperation. It also allowed for a better understanding of
the role of social embeddedness in producing certain network outcomes, e.g.
business cooperation.

Regarding practical conclusions, one may argue that — taking into consi-
deration that the collaboration process brings positive results for the actors
involved, and, in a broader perspective, for the whole tourist destination — it
is crucial to maintain personal relationships between actors who directly and
indirectly develop tourist activity in a given destination. Personal and
business links are here strictly interconnected, and there is a large amount of
feedback between them. Such feedback may create positive effects and
facilitate collaboration, or, when formed incorrectly, hamper it. Thus,
personal relationships should be perceived as a specific economic asset and a
necessary condition of future, measurable economic benefits. All research on
social capital proves the economic potential of personal relationships.

There are, however, some limitations to the research presented. Firstly,
the research describes a very specific context of relations in one Polish
municipality — Wista. Thus, the results of the paper cannot be treated as
representative for destinations in other countries or even in some other
places located in Poland. Secondly, the research presents the WTO as a
network of 48 members, although at the time when the research was
conducted, the organization numbered 55 members (seven did not agree to
take part in the research). Although according to their own statements and
those of WTO representatives, they were completely inactive members, their
presence in the research could to some extent have changed the research
results obtained (especially the calculated parameters such as density,
number of peripheral actors or reasons for occupying such a position).
However, thanks to combining qualitative and quantitative analyses in the
paper, it can be stated that excluding those actors from the network would
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not have altered the final conclusions about the very important role of
interpersonal contacts in dyadic and network cooperation. Another important
limitation is that the research does not allow us to identify and measure the
strength of social embeddedness and its unambiguous influence on business
cooperation. This factor was only one of a few interlinked determinants of
such cooperation mentioned by interviewees. Additionally, in each case and
in each different situation its role was perceived differently. Yet the research
showed clearly that embeddedness is an important, sometimes even crucial
factor in business cooperation, and cannot be underestimated in further
empirical research.

Regarding the implications for future research, analyses of the role of
social embeddedness in cooperation in other municipalities in Poland and
other countries are highly recommended. As presented in this paper, the
social context influencing a network structure and actors’ decisions is very
specific in different areas — thus, its impact in other locations could be
completely different. For example, social embeddedness would affect
business cooperation differently in small villages such as Wista, than in big
cities covering a much larger area. Moreover the role of social
embeddedness in business cooperation should also be analysed with regard
to other aspects of economic activity in the tourism sector, for example,
starting new businesses and developing existing businesses, finding investors
for small and big investments etc. It is certain that the social embeddedness
of tourist entrepreneurs affects the decisions and actions they have to face in
their day to day business activity. The topic is therefore worth further
empirical investigation.
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APPENDIX

Interviewee characteristics

Table 1

385

Form of ownership

— private one-person company — 67%
private venture — 27% (mainly Ltd)

other forms — 6% (an institution supported by an endowment, a state

treasury company, or a public company)

Company size

micro (up to 9 employees) — 81%
small (1049 employees) — 15%

medium (50-249) — 4%

Date of company

before 1989 — 15%

establishment — 19902000 - 31%

— 2001-2013 — 54%
Date of first WTO |- in 2008 — 58%
membership — later than 2008 — 42%
Interviewee — owner — 75%

position occupied

employee — 25% (marketing director, company manager, in the local
government —the head of the Tourism Culture and Sport Promotion

Department)

Gender

male — 42%
female — 58%

Age

18-25-0%

26-40 - 33.33%
41-65 —58.33%
over 65 — 8.33%

Education

primary — 2%
vocational 10%

upper secondary —42%

higher — 46%

Interviewee place
of origin

— the owner from the outside, but spouse from Wista (12.5%)

Wista (50%)
outside (37,5%)

Source: own elaboration.
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Table 2
Centrality of actors in the network of business cooperation
Actor Outdegree Indegree Out-closeness In-closeness Betweenness

1 12 3 94 108 4.386
2 8 8 96 98 10.045
3 15 9 89 97 51.671
4 2 4 108 108 0.356
5 3 11 108 93 35.870
6 3 0 135 235 0.000
7 0 3 235 135 0.000
8 7 8 99 95 62.541
9 9 6 99 105 1.398
10 7 15 100 88 21.052
11 10 8 96 101 3.076
12 10 11 98 97 7.474
13 20 17 82 87 97.154
14 14 19 96 85 108.667
15 13 9 91 98 14.654
16 6 19 99 83 32.676
17 5 15 100 89 16.214
18 21 14 82 92 126.801
19 7 10 97 97 17.466
20 10 5 96 100 4.793
21 11 7 94 101 13.061
22 5 1 110 136 0.111
23 12 3 94 106 3.122
24 13 2 88 139 12.901
25 5 10 110 95 6.003
26 1 1 121 120 0.000
27 2 1 139 231 0.000
28 6 3 100 103 1.873
29 35 24 65 77 475.878
30 1 3 137 129 0.250
31 4 2 105 133 0.816
32 1 1 142 120 0.000
33 12 4 92 109 25.397
34 9 3 99 127 10.470
35 13 16 89 85 61.623
36 15 12 88 95 34.287
37 8 6 103 99 31.952
38 2 7 121 104 3.545
39 11 12 93 92 99.643
40 7 7 95 100 64.313
41 4 4 113 110 9.196
42 18 13 84 92 148.837
43 0 5 235 98 0.000
44 22 32 78 69 369.300
45 4 14 103 88 60.851
46 9 12 101 94 25.062
47 15 21 90 82 66.214
48 1 8 140 104 0.000

Source: author’s own work.
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	1. INTRODUCTION
	Given today’s tourist market conditions, cooperation between individual actors from a given tourist destination is a necessity (Baggio, 2011; Gursoy, Saayman and Sotiriadis, 2015). Partners decide to cooperate – in dyads (with another partner) or networks (with two or more entities) – for different economic reasons: entering new markets, reducing costs of activity, having stronger bargaining power in dealing with market contractors, lobbying on issues important for a given group of entities or the entire destination, etc. (Beritelli, 2011; Czernek, 2013; Fyall, Garrod, 2005; Timothy, 1998; Wang, Fesenmaier, 2007).
	The establishment and development of such cooperation can be triggered by many factors, one of them being the social embeddedness of tourism entrepreneurs in the local community. The originator of the social embeddedness concept was M. Granovetter (1985). However, he did not formulate a strict definition of the phenomenon, yet embeddedness may be understood, following Uzzi (1999, p. 482), as the “degree to which comercial transactions take place through social relations and networks of relations that use exchange protocols associated with social, non-commercial attachments to given business dealings”.
	Granovetter claimed that all economic decisions and actions taken by entrepreneurs are embedded in the social context in which those entrepre-neurs operate. Thus, the social context in which an entrepreneur operates (the history and background of particular interpersonal relationships, the entrepreneur’s origin, length of time of his/her activity in a particular community, etc.) affects – possibly positively or negatively – her/his economic decisions, also those connected with cooperation. Here, Granovetter considers two aspects (dimensions) of embeddedness: relational social embeddedness (relations between two individual actors) and structural social embeddedness (relations between an actor and the social network in which the actor is embedded). These dimensions can be considered in the context of, respectively, dyad and network business cooperation – the fact that an actor is relationally and/or structurally embedded will influence the actor’s economic decisions on whether and with whom to start such cooperation and how to engage in it. 
	The influence of social embeddedness on cooperation in tourism desti-nations is likely to be of special importance, as social aspects are very important there. Relations in those destinations often concern small commu-nities with a number of direct personal relationships between entrepreneurs, who have to cooperate if they want to satisfy the complex and diverse needs of tourists. It is therefore surprising that the idea of social embeddedness and its role in business cooperation has not been more broadly applied in tourism research. So far, only a few papers have directly analysed the role of social embeddedness in the tourism sector (Czernek, 2014; Ingram, Roberts, 2000; Jack, Anderson, 2002). In the literature, these social bonds and their role in cooperation are usually stressed with no direct reference to Granovetter’s concept. Frequently the social embeddedness of tourism entrepreneurs has been referred to indirectly by analysing aspects such as: interpersonal relationships (Beritelli, 2011; Jack, Anderson, 2002), communication (Saxena, 2006), trust (Bramwell, Lane, 1999; Czernek, Czakon, 2016; Grangsjo, 2006; Munar, Jacobsen, 2013; Nunkoo, Ramkisson, 2011a, 2011b; Strobl, Peters, 2013) the specificity of small and medium sized enterprises (SMEs) (Czernek 2017; Ritchie, Ritchie, 2002), or the asymmetry of power and authority (Nunkoo, Ramkisson, 2011a; Reed, 1997), etc. Moreover, the results presented in the literature often lack a more detailed, thorough analysis of the social context, including the concrete interpersonal relationships of the researched entities. 
	Such research should focus on how social embeddedness could be important as a factor triggering business cooperation between tourist entrepreneurs. Thus, the aim of the paper is to present and assess the impact of social embeddedness (relational and structural) on business cooperation in dyads and networks. The analysis was conducted using the example of the ‘Wisła Tourist Organization’ (WTO) – a partnership structure functioning in a mountain municipality in the south of Poland. To achieve the aim of the paper Social Network Analysis (SNA) was employed. This approach is very rarely used in tourism empirical research (see the review by Merinero-Rodríguez and Pulido-Fernández, 2016), as the authors combine two types of SNA – qualitative and quantitative. 
	The paper consists of five parts. The first lays the theoretical foundations by reviewing the literature on social embeddedness and its role in coopera-tion in different sectors of economy. It also reviews previous empirical works where this role was directly or indirectly analysed regarding the tourism sector. The second part presents the research methodology and characterizes the SNA approach, stressing its usefulness in analysing cooperative relationships. The third part shows the research results on the role of social embeddedness in entering business cooperation among the entities researched. Then the results are discussed with reference to the existing literature and, finally, the authors present the research conclusions, practical recommendations and the research limitations. 
	2. SOCIAL EMBEDDEDNESS, ITS FEATURES AND INFLUENCE ON COOPERATION – LITERATURE REVIEW
	Social embeddedness, one of the most important elements of so-called New Economic Sociology (Gibbons, 2005), links to some extent the economic and sociological approaches. In Granovetter’s concept, business relationships depart from pure “market” patterns, aiming only at profit maximization by individual actors (behaving like the neoclassical homo oeconomicus). Granovetter clearly states that economic models constructed in this way, without any social context, make economic analysis superficial and incomplete. Only by taking this context into account is a researcher fully able to understand economic decisions and actions (see also: Arrow, 2000 and Dequech, 2003).
	However, the author simultaneously criticizes the homo sociologicus model developed by sociologists, which assumes that actors’ decisions and activities are under the absolute impact of social norms, values, etc. Granovetter (1985, p. 487) claimed that “actors do not behave or decide as atoms outside a social context, nor do they adhere slavishly to a script written for them by the particular intersection of social categories that they happen to occupy. Their attempts at purposive action are instead embedded in concrete, ongoing systems of social relations”.
	According to Granovetter (1985; 1993; 2005), both perspectives that should be combined as purely economic goals are accompanied by non-economic ones, connected with the social context. Apart from profit, the decisions of actors are also determined by their knowledge about each other and attitude to each other (liking, aversion, closeness, trust, etc.). The social structure is especially important in the information flow in the market. The information is much more reliable if it comes from a known source – from an actor with whom an information receiver is socially bound. At the same time, frequent and regular contact between actors leads to trust between them, which also makes information transfer easier. Thus, the transaction costs of such an information transfer are lower and the quality of information better (Granovetter, 1985). 
	In addition to the impact of social bonds on information transfer, Granovetter (1985) also claims that interpersonal relationships can influence economic activities because they may constitute an important source of rewards and punishments for given market behaviour. Moreover, partners with interpersonal relationships believe that a partner will not behave opportunistically. Finally, Granovetter points out that social relationships stimulate creativity and innovativeness by reducing the transaction costs of activities.
	Having considered this, one could state that the social embeddedness concept draws researchers’ attention to a brand new area of deliberation, where human action is perceived as determined by the network of social relationships in which a given entity functions (Zukin and DiMaggio, 1990), with all the potential benefits and disadvantages of such a situation. Therefore the concept began to be exploited in many different research fields (see: Scheme1).
	Importantly, many other concepts of embeddedness have been developed in the subject literature in addition to the two postulated by Granovetter (e.g. cognitive, cultural, political or structural embeddedness), And thus the levels of analysis were also different – not only were individual people or companies analysed, but also branches, non-profit organizations or even whole governments (Zukin, DiMaggio, 1990). Many authors have expanded Granovetter’s concept, identifying at the same time many advantages of social embeddedness such as: access to key resources, costs and risk reduction, informational benefits, etc. (Burt, 1992; Mizruchi, Stearns, 1994; Useem, 1979; Uzzi, 1997; Webster, Wind, 1972). Emphasis has also been placed on the importance of informal social systems for coordination and cooperation (Piore, Sabel. 1984; Ring, Van de Ven, 1992), where contracts are perceived as more socially binding than legally (Jones, Hesterly, Borgatti, 1997).
	/
	Scheme 1. Dimensions of social embeddedness analysis 
	Source: own elaboration based on the literature review.
	However, considering the previously highlighted role of social aspects in economic decisions, it is surprising that the social context has not been the subject of more intense empirical research. This also refers to empirical works on tourism, where social embeddedness might be of a special signi-ficance, as the sector is dominated by SMEs which offer complementary goods and services and often operate in small territories where entities usually know one another (see e.g. Czernek, 2017; Jack and Anderson, 2002; Smith, 2006). Thus, in this case, the establishment of cooperative relationships and the role of the social context appears to be crucial in the process.
	Among the authors conducting research on the role of social structure and interpersonal relationships in tourism activity there are Beritelli (2011), Hibbert, Dickinson, Curtin, 2013; Dredge (2006), Pavlovich (2003), Rachela, Hu (2010), Scott et al. (2008) and Tinsley and Lynch (2001). However,  the researchhas addressed the issue of social embeddedness in economic decisions mainly indirectly – by taking into consideration some social factors (see Scheme 2). For example, Getz and Jamal (1994), Gill and Williams (1994), Robson and Robson (1996) and Reed (1999), use the concept of the so-called community planning of tourist destination development, with the participation of the local community and local institutions. This approach was also used by Beritelli (2011, p. 610) who claims that community planning approaches constitute the embodiment of all that happens in the daily life of tourist societies: “people meet in their professional environment or privately; talk about issues and about other people; form a view on something; have disputes or form friendships; and make decisions at a personal and institutional level”. Beritelli (2011) indirectly stresses the role of actors’ social embeddedness by claiming that in the tourism sector, actors cooperate with one another independently of formal, professional and political ties. Their cooperation occurs on the grounds of mutual trust and understanding enforced by effective and frequent communication. Hence, to develop cooperation or to undertake joint actions, the entities have to pay attention to interpersonal ties formed previously. 
	Generally, there is a lack of papers in which the concept of social embeddedness of tourism economic actions is directly applied. There are a few such papers, one is the work of Jack and Anderson (2002). They analyse the positive and negative results of social embeddedness amongst entre-preneurs in rural areas in the Highlands in Scotland. They stress the benefits of social embeddedness as: better knowledge about local market conditions and local economic potential which can stimulate private entrepreneurship, lower costs of information transfer, and activities conducted thanks to trust between socially embedded partners. 
	Ingram and Roberts (2000) also refer directly to the concept of social embeddedness. They analyse friendship relations among managers of hotels in Sydney. These relations, as the authors show, helped managers to prevent price wars – the more coherent a given group of friends among the hotel managers was, the better the cooperation results.
	Czernek (2014), and Czernek and Mitręga (2016) analyse the influence of social embeddedness on the establishment, development and results of tourism cooperation. The authors identified different sources of social embeddedness (including the place of entrepreneur’s origin, relations from former work-places, being members of clubs, organizations, religious beliefs, etc.) and factors positively and negatively influencing business cooperation. The former included, for instance, lower  transaction  costs (thanks to a reduction
	/
	Scheme 2. Direct and indirect influence of social embeddedness on tourism activity – summary of previous research
	Source: own elaboration.
	in costs of transferring information about cooperation amongst familiar partners), trust between entities, possibility of a more effective transfer of information by using social relations, etc. Among the latter factors were, for example, being closed to potential outside partners – cooperating with known partners instead of unknown entities (building hermetic societies), lower innovativeness of activities, putting economic aims after social ties (prioritising too far-reaching social relations instead of economic issues) etc. (Czernek, 2014; Czernek and Mitręga, 2016). This analysis, however, was only explorative and qualitative, and created a starting point for future research on the topic.
	The review of the literature shows the need to deepen knowledge about the direct influence of social embeddedness on tourism cooperation. The authors argue that the use of Social Network Analysis and combining the quantitative and qualitative approaches (relatively rarely combined in empi-rical tourism research and not used at all regarding the analysis of the social embeddedness issue) can be very useful when analysing those issues. 
	3. RESEARCH METHODOLOGY
	3.1. Social Network Analysis as the main research tool – justification
	In a network approach, the researcher is interested mainly in relations (ties) occurring between entities (actors/nodes) or their groups. These rela-tions create a network structure. Thus, the approach appears to be extremely useful in analysing social embeddedness issues, as the social relationships emerge just in the network of a given community/region. 
	In more detail, SNA can be useful to analyse the role of social embeddedness in business cooperation due to the following reasons. Firstly, it can be applied to identifying and researching different types of rela-tionships (including formal and informal relationships) between entities (Casanueva, Gallego, García-Sánchez, 2016; Wasserman, Faust, 1994). In network analysis, interpersonal relationships based on social norms such as trust, understanding, etc., are not only identified, but are perceived as very important (Dredge, 2006; Scott, Baggio, Cooper, 2008).
	Secondly, SNA allows for the analysis of identified relations from different perspectives (of a particular actor or a network as a whole). This can be very important to understand the social context in which researched entities operate, and its influence on their decisions. Moreover, the cooperation can be exploited at the level of both dyads and the whole network (Scott, Baggio, Cooper, 2008).
	Thirdly, network analyses of relations in the tourism sector are more and more popular (see reviews of network research in the tourism sector, e.g.: Baggio, 2017; Merinero-Rodríguez, Pulido-Fernández, 2016). However, as noted by Casanueva et al. (2016), who, incidentally, argue that SNA can be far more exploited intourist cooperation, still today “the number of articles that employ these methods in a field as wide as tourism is very low […]. [Moreover] almost a third of the works are not linked to studies on tourism activity, but on the analysis of the investigation itself” (p. 1204) (they provide bibliometric analyses). As one of reasons forsuch a situation the authors mention problems with collecting primary relational data. 
	Fourthly, empirical works which exploit SNA are usually based on the qualitative (e.g. Dredge 2006; Pavlovich 2003) or quantitative approach (e.g. Beritelli, 2011; Scott, Baggio, Cooper, 2008; Racherla, Hu, 2010; Shih, 2006). However, it is highly recommended to combine both of them (Casanueva et al., 2016; Domínguez, Hollstein, 2014; Kelman et al. 2016). According to Baggio (2017), “in fact, despite the many discussions and distinctions, the two views [qualitative and quantitative] are not only complementary, but practically mandatory if we want to fully understand the systems and be able to draw meaningful outcomes” (p. 124).
	Quantitative SNA enables to calculate some network parameters – the structural features of networks (e.g. centrality, reciprocity, density, etc.), and characterize and visualize the network of relations between individual actors and the features of the network. It also allows to conduct a dynamic analysis of a network by comparisons of the above parameters made at different points in time. A qualitative approach, in turn, helps to explain why the structure has its particular form, and how relations within the structure influence its activity. This is extremely important because each relationship is a specific one – with its own history and social context (Granovetter, 1985). Thus, qualitative SNA allows for a better understanding of what happens in the network (Jack, 2010; Wasserman and Faust, 1994). Hollstein (2014) claims that mixed methods can provide a specific contribution to investigating social networks, especially in three areas: (1) a detailed description of a network, network practices and interpretation; (2) network effects, and (3) network dynamics. With regard to the issue of social embeddedness, providing mixed social network methods seems to be particularly useful for application to the first and the second types of benefits. It allows for a better understanding of how individuals position themselves in relation to their social context, and of the patterns of actors’ contacts regarding business cooperation. With regard to network effects, mixed methods can contribute to a better understanding of what mechanisms and conditions (one of them may be social embeddedness) are involved when producing certain network outcomes, e.g. business cooperation. Furthermore, mixed network research is also useful for researching complex phenomena and those for which prior knowledge of the field and of the relevant context factors exists, but is still incomplete (Wald, 2014). 
	Thus, the authors of this paper argue that only such a complementary approach will allow for full understanding of the issue analysed –in this case, the role of social embeddedness as a trigger of tourism cooperation. All the arguments justify using SNA (quantitative and qualitative) as an empirical tool for achieving the aim of the paper. The use of such a mixed SNA approach, together with social embeddedness, a rarely used concept in tourism literature, creates, according to the authors, added theoretical and methodological value.
	3.2. Case study selection 
	The research results are part of a broader research project aimed at evaluating cooperation within one of the Polish Destination Management Organizations located in the south of Poland, called the ‘Wisła Tourist Organization’ (WTO). The case study method was used, and the WTO was purposefully chosen by the researcher. The organization was chosen for a few reasons. 
	Firstly, it is located in Wisła – a well-known tourist destination in Poland. This is a popular mountain destination with many winter and summer attractions, based on active tourism (mainly skiing). Wisła is a relatively small town, with a population of 11,810 and an area of 110.26 km². This allowed the researcher to assume that it would be possible to identify the phenomenon of social embeddedness amongst Wisła entrepreneurs and analyse this in relation to business cooperation. 
	Secondly, the organization unites those entrepreneurs who are the most important and the most engaged in tourism development in Wisła, with one of the WTO members being part of Wisła local authorities.
	Thirdly, the WTO brings together a relatively large number of tourist entrepreneurs– at the time when the research was conducted it was 55 members (while in this type of organization in Poland there were on average 37 members). There exists a high level of interdependence between WTO members since these are entrepreneurs serving complementary goods and services such as accommodation, transport, catering, souvenirs, tourist attractions etc. This allowed the researcher to assume that in addition to their joint membership in the WTO (network cooperation), they would also be engaged in dyadic business cooperation with each other. 
	Fourthly, the WTO has a few years of experience in tourist sector cooperation aimed at promoting Wisła as an attractive tourist destination. For the last nine years the organization has conducted an array of promotional activities, including workshops and seminars for its members, to encourage tourists to visit the town. During that time some informal relationships between WTO members could have been developed.
	Fifthly, the researcher had previous knowledge about the context of this organization (its establishment and development) and about the process of tourism development in Wisła. This knowledge was obtained thanksto previous longitudinal research conducted in this area. This allowed for a better access to interviewees, and a better understanding of the issues analysed.
	From July 2013 until December 2014, semi-structured interviews were conducted with 48 members of the WTO. These were owners or managers of companies offering different types of goods and services connected to tourism – their detailed characteristics are presented in Table 1 in the Appendix. The interviewees were people responsible in their firms for business cooperation with other companies in Wisła or outside the municipality. Seven of the interviewees did not agree to take part in the research, although several attempts were made by the researcher to convince them to do so. A short telephone call or personal conversation with those seven entrepreneurs revealed that they were going to resign from their membership in the WTO, and that was one of the reasons why they were not engaged in WTO activities, had no knowledge about those activities, and did not want to take part in the research. 
	The research results are part of a broader research project where the ‘Wisła Tourist Organization’ was treated as a network of relationships between its actors – WTO members. Interviewees were asked closed and open questions about their activity in the WTO in order to evaluate the density and content of relationships between members of this organization. This was aimed at assessing the organization in terms of its role as a platform for its members to build (among other types of relationship) dyadic business cooperation. This aim was one of the most important purposes of the WTO, written in the statute of the organization. The organization’s initiators assumed that formal membership of the WTO would enable its members to gain knowledge about one another, their product offer, location, etc. This could have been done by joint promotional materials, direct contacts during WTO meetings or organized promotional events, etc. 
	Therefore each interviewee was asked about the existence of such dyadic business cooperation between him/her and every other member of the network (WTO). If they declared the existence of such a cooperation, they were also asked whether formal membership in the WTO together with their business partners directly contributed to establishing such dyadiccoope-ration. When answering this question, only some of the interviewees stated that their business cooperation was the result of joint formal membership in the WTO. Most of them declared that it was the result of interpersonal relationships that they had established with a particular WTO member even before they became WTO members. Moreover, they claimed that these interpersonal relationships were also very important in the process of making the decision whether to join the WTO. This resulted in some additional open-ended questions asked about interpersonal relationships with other WTO members, with the aim to analyse their role as a trigger of dyadic and network business cooperation.
	When interviewees declared business cooperation with a particular WTO member, they were asked about the content of this relationship (what was the subject of this cooperation) and its context (how and why it was established, and why with this particular partner). When they pointed out the role of interpersonal relationships in making the decision on entering the WTO, they were asked to describe the context of becoming such a WTO member. With the interviewees’ permission, the interviews were recorded. 
	3.3. Research procedure
	The research analysis was conducted in two steps (see Scheme 3), both based on a combination of quantitative and qualitative analysis. The first step was performed from the perspective of the network as a whole, while the second was from the perspective of particular actors. In the first step, two zero-one matrixes were created – for those interviewees who declared that their business cooperation with other WTO members was a result of their joint formal membership in the WTO (formal relationships), and for those claiming that this cooperation was the result of previous interpersonal relationships between those entities (informal relationships). The seven actors who did not participate in the research were removed from the matrixes, resulting in a 48 row x 48 column grid. Each matrix represented a different type of network – a network of entities cooperating in a dyad thanks to joint formal membership in the WTO, and a network of entities cooperating thanks to their former interpersonal relationships. The material collected allowed for the identification of a structure of relationships in both networks, afterwards visualized in the form of graphs. This visualization was performed with the use of the UCINET software application. Then, using SNA parameters (density, reciprocity, network centralization, diameter, etc.) the cohesion of both networks was compared – see Table 1.
	In those networks which are more cohesive, the diffusion of resources is higher – for example, actors can relatively easier, faster and with no high transaction costs, give and receive resources – e.g. information, goods and services, transactions, etc. Such cohesive networks can therefore generate higher benefits for its actors.
	Table 1
	SNA cohesion measures used in the research analysis
	Source: own elaboration.
	When the content of relations in a network is a business cooperation, it can be stated that such cooperation can be more effective and can generate higher benefits for its members and the network (destination) as a whole. Thus, it was assumed that if a network of business dyadic cooperation based on interpersonal relationships was more coherent than one based on formal relations built through joint membership in the WTO, it would mean that interpersonal relationships are a better source of building and developing business dyadic cooperation than formal membership in an organization. At this first step of analysis, the conclusions regarding the role of formal and informal relations as a trigger of business cooperation were also formulated based on interviewees’ statements (qualitative analysis). 
	Next the second step of analysis began. Assuming that thanks to WTO membership some WTO members could establish personal ties with other WTO participants, and that it could be further used to start dyadic business cooperation, the results obtained earlier for both networks were aggregated and one network of business cooperation was created. In this second step, the aim was to identify the most engaged and the least engaged entities in business cooperation (central and peripheral actors). This would mean that the most active actors in business cooperation (central actors) could be identified not only as those with a lot of interpersonal relationships in the local community (established before WTO membership), but also those who managed to build such bonds thanks to WTO membership. In order to identify such central actors, centrality measures were used, i.e. (Freeman, 1978): degree, betweenness and closeness centrality – see Table 2.
	Table 2
	Centrality measures used in the research 
	Source: own elaboration.
	A centrality parameter was also used to identify peripheral actors – i.e. those who were not engaged in business cooperation at all or were engaged relatively poorly, after which qualitative analysis was conducted. This made it possible to determine whether the identified central actors were embedded in the social network, and if this social embeddedness or its lack determined the central/peripheral position they occupied (see Scheme 3).
	Scheme 3. Research procedure description 
	Source: own elaboration.
	Interviewees’ direct opinions (quotes) were transcribed and analysed. Qualitative data analysis consisted of three concurrent flows of activity (Miles and Huberman, 1994):
	 data reduction – transcribing the whole interviews (including digressions) and creating case cards for all 48 interviewees, then coding the whole material;
	 data display – codes reflecting the positive influence of social embeddedness on entering into and developing dyadic and network cooperation were particularized and ordered;
	 data verification – data representing the role of social embeddedness in dyadic and network cooperation were analysed and verified using the literature results regarding the concept of social embeddedness.
	To increase the level of research trustworthiness (Guba, 1981), all procedures in the research were documented and a detailed protocol was set up, also full transcripts, definitions of codes and their applications were created and checked (Saldaña, 2009).To code interviews, the authors utilized Atlas.ti v. 7.0 – qualitative data research software. Interview transcription allowed quotes to be added to the text in order to scientifically validate the analysis. Qualitative analysis, together with a visualization of relationships in the network, provided a more comprehensive and rich picture of relationships in the WTO. It also allowed for a better understanding of those relationships, especially the role of social embeddedness in dyadic and network cooperation. 
	4. RESULTS
	4.1. Analysis from the perspective of the whole network – step 1
	In order to assess the role of interpersonal relationships in entering dyadic business cooperation, these social relationships were compared to formal ones (joint formal membership in the WTO) as a potential source of such cooperation. The answers of interviewees to the question whether they established dyadic business cooperation thanks to joint formal membership in the WTO, or due to interpersonal relationships built before joining the organization, allowed the development of binary matrices reflecting networks of each of the above two types of relationships. It was then possible to analyse and compare both types of networks from the perspective of the network as a whole (first step of analysis – see Scheme 3).
	The research results showed that to establish dyadic business cooperation, the role of social embeddedness was more significant than partners’ formal membership in the WTO. Cooperation based on personal relations was maintained on average with seven other network partners, while one established thanks to joint formal membership in the WTO only with three other partners. This is even more interesting when one takes into account the fact that allowing WTO members to establish such dyadic business coope-ration constitutes one of the main statutory goals of the WTO organization.
	As the research showed, the sources of personal relationships were very diverse. These were, for example: the common (Wisła) origin of the actors, a long stay in the municipality (e.g. 10 years of conducting business or more), neighbourhood and close location to each other, family ties, established friendly ties, for example, at school or in previous jobs. The fact that interviewees felt socially embedded was not only confirmed by them during interviews (they could relatively easily say if they feel a part of the local community and whether they know its members well or not), but was also visible in the way they described relations in the local community (structural embeddedness) and with particular entrepreneurs (relational embeddedness). Often, they used only the first names of company owners or managers, some knew only the maiden name of some female entrepreneurs, and spoke about them as they would about colleagues or even friends. A few even claimed that some of them were closer or more distant relatives.
	The more significant role of interpersonal (informal) relationships in comparison to formal ones in business cooperation was also confirmed by calculating different SNA parameters (e.g. density, reciprocity, degree centralization, diameter, average distance, connectedness, fragmentation, etc.) for both types of networks (see Table 5). These parameters were used to assess and compare the cohesion of each type of network.
	First, the density of both networks was calculated and analysed. The comparison of the density parameter of both networks is presented in Table 3. 
	Table 3
	Density of business cooperation built through WTO membership or former interpersonal relations
	Density (max=1)
	Source of relations
	Type (content) of relation
	0.06
	Formal WTO membership
	Business cooperation 
	0.15
	Former interpersonal relations 
	Source: own work based on research.
	/
	The network of cooperation established through interpersonal relation-ships was denser. As can be seen, the density of the network reflecting business cooperation established through formal membership in the WTO was about 6%, while the second was more than twice that figure – 15%. A visual comparison of both networks is shown in Diagram 1. It shows that networks built thorough interpersonal relationships ensure the faster diffusion of resources in a network.
	Another calculated SNA parameter was the level of reciprocity of relations in a network. Business cooperation built through interpersonal contacts was more reciprocal than that derived from formal WTO membership (see Table 4 and the visualization of relations in both types of networks shown in Diagram 2 – the reciprocal ties are red and the unreciprocated black). This means that when business cooperation was built through interpersonal relationships (instead of WTO membership), the actors who mentioned other entities as their partners were also more often pointed out by those partners as their business cooperators.
	Table 4
	 Reciprocity of relations of WTO members establishing dyadic business cooperation built through formal WTO membership and interpersonal relations
	Cooperation built through formal WTO membership
	Cooperation established through interpersonal relations
	Type of arcs
	32
	190
	Reciprocated
	93
	159
	Unreciprocated
	125
	349
	All arcs
	25.6%
	54%
	Arc reciprocity
	Source: own elaboration, based on research with the use of the UCINET application.
	Moreover, as other calculations showed, the cooperative network originating informal joint WTO membership was very fragmented – it con-sisted of 33 unconnected elements (components), whereas the network reflecting business cooperation based on interpersonal relations had nine components. A greater coherence of the network based on interpersonal relationships was also demonstrated by the other parameters listed in Table 5. This was a higher level of centralization in terms of the level of organizing cooperation activities in a network (for cooperation established thanks to interpersonal relationships it was 0.460 and for WTO membership 0.231). Moreover, in the case of cooperation based on personal relationships, the mutual access  of  actors  to  one  another  was  greater  (lower  diameter  and
	/
	medium distance between nodes). This translates into the general connectedness in this network amounting to 0.821, while in the case of cooperation formed through formal membership in the WTO–to only 0.338. This made the level of separation of actors in the first type of network much lower than in the second (fragmentation 0.179 versus 0.662). 
	Table 5
	Characteristics of cooperation established through formal WTO membership or through interpersonal relations with the use of chosen network cohesion measures
	Source: own work, based on research, with the use of the UCINET application. 
	It was not only quantitative SNA which supported the claim that in Wisła social relationships were more important than formal ones in running a business, including establishing dyadic business cooperation. Some inter-viewees also stated that private contacts are much more important than formal membership in any organization, including the WTO:
	Researcher: “So you mean that these private relationships, often even from school…”.
	Interviewee: “They are more useful, more helpful, in quotes – inbusiness – than any membership in any organization” [Interviewee no. 6].
	“I will tell you that at the beginning of the establishment of the ‘Wisła Tourist Organization’, I thought that we [our business] would be more visible, but in fact, after a couple of years, I found that the contacts that were established before were the most important” [Interviewee no. 42].
	It should be emphasized, however, that membership in formal organizations like the WTO could be used to build such personal, informal relationships. An example of two actors (nos. 13 and 35) presented later in the paper, shows that if entrepreneurs were motivated enough they could use membership in the WTO to build such social relationships.
	4.2. Analysis from the perspective of actors in the network 
	To present the role of social embeddedness, the authors also apply the analysis from the point of view of particular actors (the second step of analysis – see Scheme 3). The quantitative SNA enabled identification of central and peripheral actors – the most and the least active in business cooperation.
	To identify such actors, different centrality parameters were used – degree, betweenness and closeness (mentioned in section 2.3, Table 2). However, indegree and outdegree centrality were chosen as the most important, showing how many business partners a particular actor has. The analysis of the network reflecting business cooperation between WTO members enabled identification of the top nine central actors (marked in red in Diagram 3) and also the nine most peripheral ones (highlighted in green in Diagram 3,and also presented in Table 6 on a lighter background) (the full list of actors and their centrality parameters are presented in the Appendix).
	/
	Diagram 3. Central and peripheral actors in the network of business cooperation
	Source: own elaboration based on research.
	Table 6
	Central and peripheral actors according to different centrality measures
	Type of actor
	Betweenness
	In closeness
	Out closeness
	In-degree
	Out-degree
	No.
	0.000
	135
	235
	3
	0
	7
	0.000
	98
	235
	5
	0
	43
	0.000
	120
	121
	1
	1
	26
	0.250
	129
	137
	3
	1
	30
	0.000
	120
	142
	1
	1
	32
	0.000
	104
	140
	8
	1
	48
	0.000
	235
	135
	0
	3
	6
	Peripheral actors
	0.111
	136
	110
	1
	5
	22
	0.000
	231
	139
	1
	2
	27
	475.878
	77
	65
	24
	35
	29
	369.300
	69
	78
	32
	22
	44
	126.801
	92
	82
	14
	21
	18
	97.154
	87
	82
	17
	20
	13
	148.837
	92
	84
	13
	18
	42
	66.214
	82
	90
	21
	15
	47
	108.667
	85
	96
	19
	14
	14
	Central actors
	32.676
	83
	99
	19
	6
	16
	61.623
	85
	89
	16
	13
	35
	Source: own, elaboration based on research.
	The answers to the open-ended questions used during the interview showed that there were a few reasons why individual actors were peripheral in the network. In some cases (e.g. actor 48), the cause was the large geographical distance from other partners, hindering business cooperation. In the case of actor 43, the peripheral position was a result of the fact that the owner had a few related businesses in Wisła and his different types of companies (hotel, restaurant, etc.) cooperated mainly with each other. Interviewee no. 32 pointed to more personal reasons such as approaching retirement age and the lack of strength and willingness to cooperate with other entrepreneurs. Another entrepreneur, actor no 22, referred to the specificity of her facility (a holiday camp centre for Seventh-Day Adventist church tourist groups with specific and very strict rules in the accommodation facility which, to some extent, made it difficult to find a partner, e.g. recommend other accommodation to a very unique segment of tourists).
	However, five out of nine peripheral actors (actors nos. 7, 26, 30, 6 and   27)  admitted  that  their  withdrawn  attitude  towards  dyadic  business
	/
	cooperation was directly due to the fact that they were not socially embedded in the local community. Four of them were also in a group of 13 actors who, to one of questions asked by the researcher, pointed to the smallest number of actors with whom they maintain interpersonal relation-ships – see Table 6. Diagram 4 shows that peripheral actors in business cooperation are those who are usually also peripheral in the network of actors’ interpersonal relationships. 
	All five peripheral actors in business cooperation who were not socially embedded in the local community(nos. 7, 26, 30, 6 and 27),came from outside Wisła. In addition, two out of five companies were located on the borders of Wisła and a nearby municipality called Istebna (administratively they were located in the second). The actors representing them – nos. 6 and 27 – declared cooperation with up to 3 out of 47 entities. According to the interviewees, the fact that their business was located in Istebna caused, firstly, that they did not feel embedded in the Wisła community (although they knew some entrepreneurs from that municipality), and secondly, the physical distance further hindered economic cooperation with other entities:
	“I do not cooperate with anyone. Just with the WTO as an organization. I think they are all down there, because if someone[a guest] is going to do a party, then he has to come back here [up to the interviewee’s restaurant in Istebna] again, you know. It is also hard to get here (...). The WTO is more focused on cities like Wisła and Ustroń [close to Wisła], and they [WTO representatives] came here [with an invitation to join the WTO] because I know these people – basically one or two people” [Interviewee no. 6].
	On the other hand, actors 7, 26 and 30 ran their businesses in the centre of Wisła, but claimed that they were not active entities in business cooperation because they did not come from Wisła, did not know the local community and therefore felt like outsiders. Interviewee no. 7 was the owner of a restaurant, while entrepreneurs nos. 26 and 30 ran guesthouses in Wisła. In addition, interviewee no. 26 stated that she lives in Cieszyn (about 90 km from Wisła) and the lack of time hinders her ability to get to know the local community and establish interpersonal relationships within it:
	Researcher: “Well, do you have any such direct, interpersonal rela-tionships with any of these WTO entities?”,
	Interviewee: “No, when a person is not from Wisła…. I don’t even know them at all (...). There is just no time to meet or anything, because in the evening I get in the car and go to Cieszyn“.
	Researcher: “So, what about people from the WTO – do you know anyone?”.
	Interviewee: “No, no, that is, from the board, yes, yes, and the treasurer ... we can tick them [in the survey]” [Interviewee no. 26].
	However, interviewee no. 30 (who indicated that she cooperates with only one WTO member and was mentioned only by three of them) described her situation as follows:
	Researcher: “Do you feel that you are from the outside?”.
	Interviewee: “We still feel the difference because no one is trying, no one will call us, for example, whether we have free places (...). And to this day I don’t believe it, because they are in the centre, for sure they have their fixed guests, surely they have periods where they have full occupancy and they have emails and phone numbers anyway, and it was never like: ‘maybe there, maybe go to ...’ [the name of a guesthouse represented by the interlocutor]. No, there is no such a recommendation at all (…) Well, I don’t contact elsewhere because nobody cares about me, especially taking into account that I’m not from here. I think we would all be better if they were looking after me. At this moment I have a group and I have occupied rooms so I cannot take any further guests and I have questions about the possibility of booking a room in another place, so I could send them back [to other guesthouses], but I don’t” [Interviewee no. 30].
	Aside from the peripheral actors, nine actors (numbers: 29, 44, 18,13, 42, 47, 14, 16, 35) were identified as occupying the most central position in the network of business cooperation. All of them had the highest level of degree centrality and they were also central actors regarding two other centrality measures – closeness and betweenness – see Table 2 in the Appendix. For example, actor 29 pointed to nearly 75% of WTO members as his business cooperators (outdegree =35), and at the same time was mentioned as a business partner by nearly 51% of them. In addition, all the nine actors indicated the largest number of entities with whom they maintained personal relationships – here they even listed 100% of the WTO entities.
	Qualitative analysis made it possible to identify the reasons for occupying a central position in the network of business dyadic cooperation. Unlike explaining actors’ peripheral position, which in most cases unambiguously stemmed from specific, individual characteristics described by the interviewees (geographical distance, age of entrepreneur, retirement, etc.), in this case, according to interlocutors’ declarations, the fact that they occupied a central position in the network of business cooperation stemmed from several reasons simultaneously, with social embeddedness as one of them. 
	Some of the respondents (actors: 42, 44, 47 and 29) represented economic operators providing highly complementary goods and services to other WTO members (transport, IT, events). This made these entities desirable partners for cooperation – they were often mentioned as partners by other interviewees (high indegree centrality) or they mentioned multiple actors as their partners (high outdegree centrality). This group of actors also included a member of the Wisła local authorities (actor no. 47), maintaining numerous interpersonal relationships with tourism entrepreneurs due to municipal office statutory duties.
	However, crucially, all the central actors were characterized as socially embedded in the local community (structural embeddedness) and strongly stressed that this feature had a significant influence on their active role in business cooperation with other entrepreneurs in Wisła. Seven of them declared that they originally came from Wisła and knew personally most of the WTO members before the organization was established. As they declared, this made it easier to start business dyadic cooperation with those actors. The owner of a guesthouse in Wisła confirmed the role of social embeddedness in business cooperation with these words: 
	Researcher: “Is it important [Wisła origin] in Wisła and can it be important for business cooperation?”.
	Interviewee: “It may be important, because these people for sure know each other better. It is difficult for sure for those who come [from the outside] because they have to break in a bit” [Interviewee no. 36].
	Moreover, by occupying a central position in the network of WTO members, the actors could play a variety of roles, particularly leadership roles, which could generate multiple benefits for the network and its members. As further analysis showed, seven out of the nine central actors in business cooperation (no. 14, 44, 29, 47, 16, 13 and 35) were members of the WTO board and played the network broker (according to betweenness centrality), gatekeeper and coordinator roles (according to degree and closeness centrality) – see Table 6. Importantly, all these actors were the initiators of creating the WTO in 2008. They encouraged other entrepreneurs with whom they sustained interpersonal contacts to join the WTO:
	Researcher: “How did you become a member of the WTO? Did you get any official invitation, for example from the local authorities?”.
	Interviewee: “You know what? No! Wisła is a small town and every-body knows one another, so I was simply invited to join the WTO”.
	Researcher: “So, via social channels, i.e. someone among your friends told you?”.
	Interviewee: “Exactly. It was Andrzej [actor 29] who came here and encouraged me to join it” [Interviewee no. 3 ]. 
	Interestingly, most of the interviewees – 42 out of 48 – claimed that they became WTO members thanks to information they received from other entrepreneurs with whom they maintained interpersonal relationships. This confirms the role of social embeddedness as a trigger of network cooperation.
	Moreover, the interest of those seven socially embedded, central actors in WTO activities and their selection to the board by other WTO members was influenced by, among other things, the high level of their embeddedness in the local community. People voted for them because they were known in the local community. As people embedded in the local community, they were also strongly engaged in developing tourism in Wisła, which translated into performing different functions (e.g. being on the WTO board). One of the WTO board members described his attitude to tourism development in Wisła in this way:
	Interviewee: “And I will try to help in other fields, to support tourism in Wisła, not only because we have two companies that live from this [tourism] (...). And we are interested, but as I say, it’s not just that. Since 1800, my family has been very active here and has worked and farmed and have become doctors and teachers in this area”.
	Researcher: “You are from Wisła, aren’t you?”.
	Interviewee: “Yes, and this idealistic approach is very important to us in my family, and it is more difficult for us to give up [membership in the WTO] than for others, right?” [Interviewee 29].
	At the same time, the interviewees claimed that thanks to the membership in the WTO board they had better knowledge about other entrepreneurs in Wisła and this had an effect on their businesses. One of the entrepreneurs, a guesthouse owner, who was employed in the WTO described it as follows: 
	Researcher: “With which WTO members do you have better informa-tion flow due to affiliation with the WTO?”.
	Interviewee: “With all the board. But you see, if I didn’t work on the WTO board it would be different (…). Because now it is possible to get to know them, because now I personally have better knowledge as a WTO employee” [Interviewee 39]. 
	The WTO leadership role of the central actors (who were embedded in the network of social relationships) was also confirmed when the inter-viewees were asked to nominate actors who according to them were leaders in the WTO (but not necessarily formal ones – the aim was to identify actors who were the most engaged in WTO cooperation). Out of the nine central actors in the network of business cooperation, six nodes (nos. 14, 44, 29, 47, 16 and 35) were most often referred to as such leaders (by 11 to 22 entities). In addition, each of them also identified themselves as a leader or at least one of the leaders in the organization.
	Moreover, central actors (including those whose central position in the network resulted – as they declared – from their social embeddedness in the local community) could, due to their predispositions, be perceived as desirable/attractive partners for future cooperation. This was also confirmed by empirical research. In one of the questions the respondents were asked to identify the most desirable business partners – from the point of view of the needs of a given entrepreneur. As many as seven out of nine central entities, which were strongly embedded in the local community (nos. 14, 44, 29, 18, 47, 16, 13),were most often cited as desirable partners for cooperation. Some of them – for instance actor 44 –were undoubtedly mentioned because of their attractive business product offer. However, when interviewees were asked why they chose this actor instead of a competitor, they often claimed that the person is known in the local community, has a good reputation and that was a deciding factor in their final choice. Some interviewees – e.g. the manager of a big, popular hotel in Wisła – claimed that thanks to joint membership in the WTO she was able to get to know a partner better (actor 44) and his reputation in the local community, and this stimulated dyadic business cooperation with him: 
	“The WTO certainly somehow made [this cooperation] possible because we got to know each other in the WTO very well, and basically such close cooperation with Marcin has started since we were in the WTO (…). [After some time] began claims [from Marcin’s competitors] that Marcin has some kind of exclusivity with us. He has no exclusivity with us, but he is the most organized in cooperation. We cooperate very well (…). We work with Marcin, but this is not the only company, because there is also [name of a company] in Wisła, with which we could cooperate, but Marcin has earned the trust we gave him” [Interviewee 16].
	Out of the eight actors who indicated the highest number of WTO members as desired future partners (declaring their willingness to cooperate even with all of them), six were those who were strongly socially embedded in the local community and at the same time were the most engaged in business cooperation in Wisła. This is presented in more detail in Table 8.
	The opposite situation could be seen in the case of peripheral actors who were not engaged in cooperation due to the lack of social embeddedness in the local community. All five such actors (nos. 7, 26, 30, 27, 6) pointed out the lowest number of desirable future partners to cooperate with (they did not mention anyone or two entities at most), and four out of the five were least frequently indicated by other partners as desired partners for cooperation (maximum by four entities) – see further details in Table 9. 
	As further analysis showed, in each of these five cases, the reason was a low level of knowledge about other partners – about the kind of businesses they ran and how potential cooperation with them could be useful:
	Interviewee: “I do not know anyone at all, I do not answer, because no-one...”
	Researcher: “So, when it comes to people in the WTO, do you know anyone?”.
	Interviewee: “No, no ... I mean, the board leader, yes, and the treasurer ...”.
	Researcher: “So should I tick these two people?”.
	Interviewee: ”These guys only – I have been in a contact with them, but the rest, no” [Interviewee no. 7].
	It can be assumed that for outsiders, membership in such formal orga-nizations as the WTO could be very significant. In one venue (for example, during a general meeting of members), many entrepreneurs are present and this is a great opportunity to get acquainted and in the future to establish business cooperation. Considering these potential benefits and assuming that entrepreneurs were aware of them and willing to use them, quantitative SNA of the network of business cooperation established through joint WTO membership, should indicate as central entities (e.g. those declaring the highest number of cooperative relationships with others) primarily those actors who were not embedded in the local community. This would mean that they are taking advantage of the fact that they are a WTO member in order to establish business dyadic cooperation with previously unknown entities. 
	What is interesting, however, is that it turned out that in the network of cooperation based on joint formal WTO membership,10 out of 13 of the most central actors (taking into account the indegree and outdegree parameters) were socially embedded in the local community and had known each other long before becoming WTO members. Only 3 of these 13 entities were not socially embedded in the local community when they decided to join the WTO. This implies that although for people embedded in the local community WTO affiliation should not play a key role in establishing individual business cooperation (they were already known to most WTO members),this formal membership was used to deepen their contacts with other WTO members (see Table 7).
	Table 7
	Central actors according to different centrality measures in the network of business cooperation established through joint formal membership in the WTO
	Betweenness
	In-closeness
	Out-closeness
	In-degree
	Out-degree
	Actor number
	229.413
	232
	376
	9
	13
	47
	69.750
	243
	193
	4
	12
	33
	53.629
	276
	194
	2
	10
	21
	204.813
	234
	194
	7
	10
	39
	0.000
	376
	187
	0
	9
	1
	82.646
	255
	193
	2
	9
	23
	149.281
	236
	200
	5
	7
	29
	65.050
	225
	240
	12
	2
	44
	98.787
	227
	212
	9
	6
	16
	85.858
	228
	217
	8
	3
	17
	0.000
	225
	376
	8
	0
	45
	42.964
	243
	205
	6
	4
	13
	44.417
	233
	236
	6
	4
	14
	*As outdegree central actors the researcher considered those with an outdegree parameter of 7 or more (maximum 13) and as indegree central actors those with an indegree parameter of 6 or more (maximum 12).
	Source: own work based on research.
	At the same time, this showed that entrepreneurs who were not embedded in the local community did not exploit the wide range of opportunities offered by membership in the WTO. This was confirmed by the words of the owner of a transport company, a person who was strongly embedded in the local community:
	Interviewee: “You, know, in order to achieve this aim, firstly, to start consolidating all those people who were here for some life reason, one or another, I proposed to the Wisła Tourist Organization, a Christmas meeting. It was supposed to be based on showing to outside people that these traditions here are based on some other phenomena, than what they [outside people] are accustomed to. And besides, this cuisine is different too (...) So, you know, to this particular Christmas meeting came all in all more local people, that means those who run this kind of business than, for example, actually those from the outside – for whom it was mainly organized and proposed (...). They treated this topic without any involvement, although, as I say, the first idea was to show these people, these people in particular, a little bit of the highlander culture so they could cultivate it at home [their accommodation businesses]. And to put it gently... they ignored the topic“[Interviewee no. 42].
	Some exceptions of actors who used WTO membership to become socially embedded in the local community were actors nos. 13 and 14, who run an agritourism business and a guesthouse. Many interviewees stressed that they were a great example of entrepreneurs who at the beginning were not embedded in the local community (they came to the municipality a few years before the research was conducted), but their membership in the WTO allowed other entrepreneurs to meet them and to appreciate their engagement in local tourism development. This translated into their popularity as business partners in dyadic cooperation: 
	“There are some people who have started something new here, however they just wanted to do something with us. And in general [the name of actor 13] or someone else like that are people who came here a couple of years ago and I think they feel very good with us. Because they want to [Interviewee 36].
	To conclude, after conducting qualitative and quantitative analysis, it can be stated that social embeddedness may foster cooperation, as the following findings show. All the top nine central actors in the network of business cooperation explained that their strong engagement in cooperation with other actors was in part due to the fact that they were socially embedded in the local environment. Moreover (see Table 8): 
	 all the top 9 central actors had the highest number of interpersonal relationships with other network actors (some claimed to have rela-tionships with all or almost all WTO members); 
	 7out of 9 actors were frequently cited as desirable partners in business cooperation;
	 6 out of 9 mentioned the highest number of network actors (even all WTO members) with whom they would like to form a cooperative relationship; 
	 6 out of 9 actors were perceived mostly as WTO leaders;
	 7 out of 9 were on the WTO board at the time when the research was conducted or had been in the past, so they had a real impact on tourism cooperation in Wisła and on what was going on in the development of tourism in the municipality.
	Table 8
	Selected features of socially embedded central actors in business cooperation
	Source: own work based on research.
	Table 9
	Selected features of socially embedded peripheral actors in business cooperation
	Source: own work based on research.
	At the same time, quantitative and qualitative analysis of the SNA showed that out of the nine top peripheral actors in the network of business cooperation, five explained that their lack of cooperation engagement was directly due to the fact that they were not socially embedded in the local community. Moreover (see Table 9):
	 4 out of those 5 actors had the lowest number of personal relationships with other actors in the network;
	 all of these 5 actors were mentioned least often as desirable partners in cooperation (by up to 4 entities);
	 3 out of 5 of those actors mentioned the lowest number of other entities in the network with whom they would like to establish a cooperative relationship;
	 none of those peripheral actors played any role in the WTO either in the past or at the time the research was conducted, so they had no real impact on cooperation in Wisła and on what was going on in the development of tourism in the municipality.
	5. DISCUSSION 
	The research showed that, similarly to other sectors of the economy, in the tourism sector the actors’ embeddedness in social relationships also influences economic activities, in this case – business collaboration with other enterprises (Jack, 2005; Powell, 1990; Uzzi, 1999). The research showed that social embeddedness triggered business dyadic cooperation – it helped actors to start such cooperation. More business partners were found through interpersonal relationships than through formal membership of the WTO, even though this was one of the most important reasons for establishing the organization. Socially embedded actors also initiated the establishment of the WTO and encouraged other entrepreneurs to join the organization. The majority of WTO members received information about the possibility of becoming WTO members from entities with whom they had informal relationships. This is in line with Beritelli’s (2011) research results which claimed that a personal liking between partners is very important, and when examining an individual entity, one should also take into consideration the context (that is the structure of relations) in which this entity functions (Beritelli, 2011). 
	Moreover, by comparing the cohesion (analysed by density, reciprocity of relations, diameter, etc.) of both types of networks – the first based on informal relationships and the second based on formal membership of the WTO – it could be stated that in the researched community, networks built through interpersonal relations were more coherent and potentially more effective. Thanks to a higher density of relationships, higher level of reciprocity of relations, shorter distance to other entities in the network, smaller number of network components etc., in such networks resources could flow easier, faster and with a lower transaction cost. This is in line with statements by authors who claim that social embeddedness provides access to important and value resources (e.g. knowledge, capital, etc.) (Andersen, 2013; Chell and Baines, 2000), raises the flexibility of problem-solving by using reduced resources (Larson, 1992; Lechner, Dowling, 2003; Poppo, Zenger, 2002; Uzzi 1996; Zukin and DiMaggio, 1990), makes transaction costs lower (Baum, Oliver, 1992; Domhoff, 1971; Granovetter, 1985; Peng, Lee and Wang, 2005; Rutashobya, Jaensson, 2004; Useem, 1979), and allows for a more precise transfer of information (Davidsson, Hoing, 2003; Ellis, 2011; Granovetter, 1985; Uzzi, 1997). 
	However, it must be stressed that overly cohesive networks, especially those with too high a density of relations, could be ineffective. Too much cohesion implies that the actors might be closed to outside partners and thus are not innovative, proactive or able to make optimal economic decisions. Although it was not the aim of this paper, the research also revealed some disadvantages of actors’ social embeddedness such as:lower innovativeness of cooperative activities, reduced flexibility of partners and the partnership organization to external changes, interpersonal conflicts or greater suscepti-bility to partner’s opportunistic actions, etc. This supports the existing results of research on the‘dark sides’ of embeddedness in different branches of the economy other than tourism (see e.g. Burt, 1992; Gargiulo and Benassi 2000; Granovetter, 2005; Håkansson, Snehota, 1998; Mitręga and Żółkiewski, 2012; Mizruchi, Stearns, 2001; Nahapiet, Ghoshal, 1998; Portes, Sensenbrenner 1998; Uzzi 1997).
	Moreover, the quantitative part of the research allowed to identify the peripheral and central actors in the network of business cooperation. More than half of the interviewees identified as the most peripheral actors (the least engaged in business dyadic cooperation) admitted that their withdrawn attitude towards such cooperation was directly due to the fact that they were not socially embedded in the local community. At the same time, all the top central actors were socially embedded in the local community and mentioned this embeddedness as one of the most important reasons why they were such active business partners in Wisła. Additionally, the majority of the actors who were the most active in business cooperation were members of the WTO board, and were perceived as undisputed leaders of this organization by other WTO members. As they claimed, their selection to the WTO board was influenced by, among other things, the high level of their social embeddedness in the local community. They also stressed that they decided to perform functions in the WTO because they were truly interested in tourism development in Wisła, and claimed that, thanks to the fact they were in the WTO board, they were more recognizable in the local community, which may have affected their popularity as business partners. This is in line with other research emphasizing that entities socially embedded in the local community are more inclined to engage in activities serving the local community – e.g. non-profit organizations, charities, etc. (Czernek, 2014; Jack and Anderson, 2002; Jack et al. 2008). The situation was reversed in the case of the most peripheral actors who were not socially embedded in the local community. 
	Last but not least, the interviewees often claimed that with some partners they maintained both types of relationship. In some situations, the interviewees even had difficulty in clearly indicating the source of a given relationship. They underlined the multidimensionality of relations – their simultaneous business and personal context. Thus, one might assume that formal and informal relationships are mixed, they affect each other and there is constant feedback between them. This is in line with statements presented by Granovetter (1985, 2005), Uzzi (1999), Jack, Dodd and Anderson (2008) and other authors regarding other sectors of economy. In addition, the results of the study confirm the conclusions of Granovetter’s works (1990; 2005), that not only social relationships affect business relationships, but also business relationships enable partners to build closer personal relationships. It was not uncommon for the interviewed entrepreneurs to first establish business market transactions, which over some time provided an opportunity for partners to become better acquainted, to develop mutual trust, personal closeness, and to have a sense of reciprocity, thereby transforming market relationships into social ones. 
	CONCLUSIONS 
	The aim of the paper was achieved. The research confirmed the role of social embeddedness as a trigger for cooperation in a tourist region. Addi-tionally, it also allowed for the formulation of some general conclusions ofa methodological and practical character, as well as pointing to some research limitations and future research recommendations that have to be emphasised. 
	Regarding methodological issues, the research revealed that combining quantitative SNA and qualitative analysis of social embeddedness allows for a better explanation of its role in collaboration. This supports the views mentioned in the second part of the paper on the legitimacy of using both types of approach. The research allowed to show how they can be used and what kind of benefits they generate. It confirmed that mixed methods can provide a specific contribution to investigating social networks in the form of a detailed description of a network, network practices and interpretation, and network effects. The research showed that combining both methods allows for a better understanding of how individuals position themselves in relation to their social context and what are the patterns of actors’ contacts regarding business cooperation. It also allowed for a better understanding of the role of social embeddedness in producing certain network outcomes, e.g. business cooperation.
	Regarding practical conclusions, one may argue that – taking into consi-deration that the collaboration process brings positive results for the actors involved, and, in a broader perspective, for the whole tourist destination – it is crucial to maintain personal relationships between actors who directly and indirectly develop tourist activity in a given destination. Personal and business links are here strictly interconnected, and there is a large amount of feedback between them. Such feedback may create positive effects and facilitate collaboration, or, when formed incorrectly, hamper it. Thus, personal relationships should be perceived as a specific economic asset and a necessary condition of future, measurable economic benefits. All research on social capital proves the economic potential of personal relationships.
	There are, however, some limitations to the research presented. Firstly, the research describes a very specific context of relations in one Polish municipality – Wisła. Thus, the results of the paper cannot be treated as representative for destinations in other countries or even in some other places located in Poland. Secondly, the research presents the WTO as a network of 48 members, although at the time when the research was conducted, the organization numbered 55 members (seven did not agree to take part in the research). Although according to their own statements and those of WTO representatives, they were completely inactive members, their presence in the research could to some extent have changed the research results obtained (especially the calculated parameters such as density, number of peripheral actors or reasons for occupying such a position). However, thanks to combining qualitative and quantitative analyses in the paper, it can be stated that excluding those actors from the network would not have altered the final conclusions about the very important role of interpersonal contacts in dyadic and network cooperation. Another important limitation is that the research does not allow us to identify and measure the strength of social embeddedness and its unambiguous influence on business cooperation. This factor was only one of a few interlinked determinants of such cooperation mentioned by interviewees. Additionally, in each case and in each different situation its role was perceived differently. Yet the research showed clearly that embeddedness is an important, sometimes even crucial factor in business cooperation, and cannot be underestimated in further empirical research. 
	Regarding the implications for future research, analyses of the role of social embeddedness in cooperation in other municipalities in Poland and other countries are highly recommended. As presented in this paper, the social context influencing a network structure and actors’ decisions is very specific in different areas – thus, its impact in other locations could be completely different. For example, social embeddedness would affect business cooperation differently in small villages such as Wisła, than in big cities covering a much larger area. Moreover the role of social embeddedness in business cooperation should also be analysed with regard to other aspects of economic activity in the tourism sector, for example, starting new businesses and developing existing businesses, finding investors for small and big investments etc. It is certain that the social embeddedness of tourist entrepreneurs affects the decisions and actions they have to face in their day to day business activity. The topic is therefore worth further empirical investigation.
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	APPENDIX
	Table 1
	Interviewee characteristics
	– private one-person company –  67%
	Form of ownership
	– private venture –  27% (mainly Ltd)
	– other forms –  6% (an institution supported by an endowment, a statetreasury company, or a public company)
	– micro (up to 9 employees) –  81%
	Company size
	– small (10–49 employees) –  15%
	– medium (50–249) –  4%
	– before 1989 –  15%
	Date of company establishment
	– 1990–2000 –  31%
	– 2001–2013 – 54%
	– in 2008 –  58%
	Date of first WTO membership
	– later than 2008 –  42%
	– owner – 75%
	Interviewee position occupied
	– employee –  25% (marketing director, company manager, in the local government – the head of the Tourism Culture and Sport Promotion Department)
	– male –  42%
	Gender
	–   female –  58%
	– 18-25 –  0%
	Age 
	– 26-40 –  33.33%
	– 41-65 –  58.33%
	– over 65 –  8.33%
	– primary –  2%
	Education
	– vocational 10%
	– upper secondary –  42%
	– higher –  46%
	– Wisła (50%)
	Interviewee place of origin
	– outside (37,5%)
	– the owner from the outside, but spouse from Wisła (12.5%)
	Source: own elaboration.
	Table 2
	Centrality of actors in the network of business cooperation
	Source: author’s own work.

