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ABSTRACT

The article is devoted to the development of an original methodology for measuring the social capital of an
organization with suppliers. The methodological basis of the study is a combination of the theory of social capital and
the network approach. The research methods are structural and economic analysis and survey. The author's
methodology for assessing social capital is based on a consistent assessment of its three components: structural,
relational and cognitive. The approbation of the proposed methodological tools was carried out in the tourist
organization of the Sverdlovsk region. The portfolio of relationships with suppliers was evaluated. The proposed
methodology is universal and testifies to the influence of social capital on the efficiency of business.
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1. INTRODUCTION

The extension of the regime of restrictions related to
the COVID-19 pandemic is a key factor in the
instability of tourist markets at all levels [1]. The
preservation of the tourism business requires firms to
revise strategies, consolidate various resources,
including implicit ones.

One of these resources is social capital, which is
understood as an income-generating resource, as well as
a network of access to resources for the firm to achieve
its goals. [2] The measurement of social capital is a non-
trivial scientific task that allows managing relationships
with counterparties.

The purpose of this study, therefore, is to develop
and further test methodological tools for assessing social
capital on the example of a tourist organization. To
achieve the goal, it is required: to determine the
structure of the elements of social capital; to propose an
algorithm for their evaluation; to test the methodology
on the example of a specific firm.

2. METHOD

Depending on the specifics of the business model
[3], it is possible to evaluate the entire portfolio of
relationships or its individual parts, the main of which

are relationships with suppliers and buyers. The
structure of the components of social capital (Fig. 1),
consisting of structural, relational and cognitive parts
[6-8] and adapted to the tasks of the case study of a
particular organization.
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Figure 1. The structure of the elements of the
organization's social capital [4,5].
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Figure 2. Methodology for social capital of the organization analysis

The algorithm for the study of the social capital of
an organization is presented in Fig. 2.

In this study, we will focus on assessing the level of
social capital of an organization when working with
suppliers.

The first stage is the collection of initial data. The
formation of a sample of counterparties is based on the
organization's data. Then, several counterparties were
excluded, in particular those, transactions with which
were not numerous (no more than 1 in the last 3 years)
and/or whose activities have been suspended due to
their liquidation (that is, the connection is irrelevant and
cannot be updated).

The second stage - obtaining data on the significance
and degree of application of the components of social
capital — is carried out using a questionnaire based on
the structure of social capital.

At first, the significance rank of each component [9]
of social capital is determined for new contracts with the
supplier: 1 - has a decisive influence on further contracts

with the supplier; 0.5 - has an impact on repeated
contract with this supplier; 0.25 - has a minor impact on
contacting this supplier; 0 — does not matter for the
work of the organization under study. This scale serves
as an indicator of network interactions of the market in
which the organization operates [10]. If the rank "1"
prevails, then the criteria of social capital are crucial for
the selection of the same suppliers in each subsequent
transaction. The predominance of a low rank will
indicate that social capital itself is not of great
importance in the selection of a supplier and the
organization's decisive selection criteria in the market
are different (for example, prices, uniqueness of the
product offer, lack of choice of suppliers in this market,
etc.).

Then the representative of the organization gives
answers to questions that establish a connection between
each element of social capital on a scale from 0 to 3. 0
means the absence of the studied component in the,
relationship with this supplier, 3 - the maximum

127



ATLANTIS

PRESS

presence of this component of social capital in the
relationship with the supplier.

The calculation of the total indicators is made by
multiplying the score by the rank set for each
component of social capital.

3. RESULTS

Approbation of the proposed methodology was
carried out on the example of the travel agency LLC
"Travel Company "Velvet Season" (hereinafter referred
to as the Organization), registered in Yekaterinburg in
2014. The activity of the travel agency is the promotion
and sale of tourist services of varying complexity to
consumers. The portfolio of relationships of a travel
agency can be represented by relationships with
different types of counterparties:

—  consumers (mainly individuals);

—  suppliers of tourist services for further sale to
agency buyers for a commission fee;

—  providers of services to ensure the conduct of
the organization's activities: rental of premises,
settlement and cash services, etc. In this case, the
portfolio of relationships with contractors-suppliers for
the main type of activity was studied. 23 suppliers were
selected that met all the criteria: the supplier exists at
the moment, over the past 3 years, 2 or more
transactions have been made between the supplier and
the Organization. Grouping was also carried out in the
case when one supplier has several legal entities to
conduct business.

The first part of the survey involves setting the rank
of importance of each component of social capital for
relations with suppliers in this market. The results are
presented in Table 1.

The results obtained allow us to outline the profile of
the significance of the components of social capital in
this market and for this type of activity. The most
significant component of social capital in an
Organization's relationship with suppliers is the
structural component. In particular, the frequency of
relationships and the presence of a common business
structure (brand, voluntarily accepted obligations in
exchange for promotion, etc.), obliging to maintain ties,
will be of maximum importance for making a repeat of
the transaction with the supplier. The relational and
cognitive components are defined as equally significant
by the rank. Among the most important are: trust in the
supplier; the presence of privileges, bonuses in working
with this supplier; the presence of familiar routines,
business procedures, a permanent contact person,
ensuring the speed and ease of making new transactions.
An integral significance score (4.75 out of 9) means a
high importance of social capital when re-contacting the
supplier, but it is not decisive. That is, in this market, for

Advances in Social Science, Education and Humanities Research, volume 632

travel agents' transactions with travel service providers,
there are other important factors leading to transactions,
including repeated ones.

Table 1. Significance ranks of capital components

Component of social capital Significance of this

component
1. Structural Component 0,83 out of 1
1.1 Duration of the relationship 0,5
1.2 Frequency of interaction 1
1.3. The presence of a common 1

business structure

2. Relational component 0,375 out of 1

2.1Trust in this supplier based on the 0,5
experience of past transactions

2.2. Cooperation, joint events, 0,25
organization of training, targeted

notification

2.3. Norms. If this supplier violates
the generally accepted norms of
business ethics in the network

0,25

2.4. Belonging to a closed circle of 0,5
participants, which is a source of
privileges

3.Cognitive component 0,375 out of 1

3.1. Availability of a clear way of
providing information (for tourism —
booking system / website)

0,25

3.2. The presence of familiar business | 0,5
routines in interaction with the
supplier, a permanent contact person

Integral significance of social capital 4,75 out of 9

criteria

It is also advisable to estimate the total and weighted
score for each component of social capital in a specific
portfolio of suppliers of a particular Organization under
study (Table 2).

Based on the indicators of the integral significance
of the components of social capital for a specific
portfolio of suppliers of LLC "Travel Company "Velvet
Season", it can be concluded that social capital is
significant for repeated transactions. However, since the
total and total weighted scores are 53.8% and 48.2% of
the maximum values, respectively, we can say that there
are other important criteria for making transactions
(including repeated ones) with these suppliers. The
maximum indicator of significance has a cognitive
component of social capital; the minimum indicator of
significance has a structural component of social capital.
When viewed in the context of sub-components, the
duration of the relationship, the presence of familiar
business routines and a permanent contact person, trust
in the supplier, compliance with business norms and
ethics by the supplier are of maximum importance. The
presence of a common business structure with suppliers
is of minimal importance, since it is not used at all for
this Organization, belonging to a closed club of
participants, cooperation with a supplier in addition to
the main activity.
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Table 2. Weighted score of social components of capital for a portfolio of suppliers of LLC "Travel company"

Velvet Season "

Component of social capital The total Maximum | % of the Weighted Maximum % of the
score of this maximum score of this possible maximum
criterion criterion for weighted

score
1. Structural Component | 100 207 48,3 70,5 172,5 40,9

1.1 Duration of the 59 69 85,5 29,5 34,5 85,5

relationship

1.2 Frequency of interaction 41 69 59,4 41 69 59,4

1.3. The presence of a 0 69 0 69 0

common business structure

2. Relational component | 139 276 50,4 51 103,5 49,3

2.1Trust in this supplier based | 51 69 73,9 24,5 34,5 73,9

on the experience of past

transactions

2.2. Cooperation, joint events, | 24 69 34,8 6 17,25 34,8

organization of training,

targeted notification

2.3. Norms. If this supplier 50 69 72,5 12,2 17,25 72,5

violates the generally

accepted norms of business

ethics in the network

2.4. Belonging to a closed 14 69 20,3 7 34,5 20,3

circle of participants, which is

a source of privileges

3.Cognitive component 95 138 68,8 36,5 51,75 70,5

3.1. Availability of a clear 44 69 63,8 11 17,25 63,8

way of providing information

(for tourism — booking system

/ website)

3.2. The presence of familiar 51 69 73,9 25,5 34,5 73,9

business routines in

interaction with the supplier,

a permanent contact person

Integral significance of social | 334 621 53,8 158 327,75 482

capital criteria

4. CONCLUSION REFERENCES

The revision of social capital in the resource
portfolio of firms is a relatively new practice. Despite
the fact that long-term relationships with counterparties
are common in business, their analysis from the
standpoint of scientific management theories is not
practiced.

Social capital can be assessed by a firm as a set of
structural, relational and cognitive practices of doing
business with permanent counterparties. The self-
diagnosis procedure includes setting the ranks of
importance by an element of social capital and scoring
their use in dyadic relations with each counterparty.

The methodology has been tested on the portfolio of
relations between a travel company and suppliers. But it
can be applied to organizations of different profiles and
to analyze relationships with different types of
counterparties.
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