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Abstract—Tourism characterized as an industry with a 
strong competition. Therefore, it is crucial to create a 
competitive advantage in order to stay in the market. In the 
case of the tourism industry, creating competitive advantage 
could be done by providing an extraordinary experience which 
is the ultimate goal for travel leading to customer satisfaction 
and customer loyalty. This paper aims at exploring and 
developing a model of tourism value chain activities experience 
by tourist for competitive advantage creation. Tourism value 
chain activities model consists of three stages whereby each 
stage has its own type of measurement. The first stage covers 
the pre-trip experience, in this stage, the detailed information 
prior to departure will be discussed. Next stage is the trip 
experience, which are the tourism activities involved during 
the visit and experienced during the trip. Lastly the post-trip 
experience, whereby on this stage the output of the tourism 
value chain activities will be measured. The proposed 
measurement for this stage will be an evaluation of tourist 
satisfaction and tourist loyalty in order to create a competitive 
advantage. Future studies are expected in implementing these 
tourism value chain activities in specific tourism destinations 
(country) to measure the tourism experience. 

Keywords—tourism, competitive advantage, travel 
experience, tourism value chain activities 

I. INTRODUCTION 

Tourism industry is quantified  as one of the world’s 
rapidly rising economic sectors worldwide  [1]. The 
contribution is vital by driving growth, reducing poverty, 
fostering development and tolerance, as well as creating 
employment opportunities [2], [3]. Therefore, tourism 
service providers should develop competitive advantage in 
order to stay in the market [4]. Extraordinary experience is 
the ultimate goal for travel in tourism industry, hence, 
countries and tourism service providers should facilitate 
distinct travel experience to increase competitiveness in 
order to stand out among competitors [5], [6]. This will  
lead to customer satisfaction and customer loyalty [7], [8]. 

The travel experience consists of a series of activities 
experienced by tourist provided by multiple different 
entities such as air carriers, hotels, restaurants, and tours. In 
facilitating a distinct travel experience, tourism industry 
requires tourism service providers to collaborate, 
coordinate, and integrate into creating the best tourism 

products and services [9] as customers always change in 
demand and consumption pattern [2]. In the tourism 
industry, understanding the customer’s behavior enables 
tourism players to serve tourist better and more efficient in 
the competitive market [10]. Hence, to get successful 
collaboration and cooperation along the value chain, 
focusing on the customer is crucial [11]–[13]. It is necessary 
for creating value through all activities in travel experience 
aim in gaining competitive advantage which called tourism 
value chain activities. 

Tourism value chain activities refer to a series of 
interrelated activities which create values that are 
experienced by tourists during their trip. In the tourism 
value chain, it requires all players to work together in 
adding value for delivering product and services to tourists 
called as "customer centricity" [13], [14] or customer 
experience value chain [15]. Tourist experience in value 
chain details the steps that tourists decide when going on a 
vacation until they return back from the journey. The 
interdependence feature of tourism industry players makes 
them heavily reliant on each other; sharing and appreciating 
the long-term interests and environment, and estimating the 
unexpected events [16], [17]. Value chain activities, hence, 
is a discrete building block of competitive advantage [18].  

Previous studies discussed tourism value chain on the 
supply side of tourism industry, which are the players in 
tourism industry [19]–[23] consists of many entities, such as 
organizational ownership and operational business 
structures [2], small enterprises industries [24], and 
economic flow and sustainable development [17]. 
Furthermore, previous research that analyzes tourist 
experience explaining on tourism value chain activities is 
still limited. Past studies focused only on the promotional 
area of tourism [25] and branding of destination [5]. Hence, 
although there are many studies that have analyzed tourist 
experience [26]–[29], none of them links to tourism value 
chain activities. It suggests that the study of tourism value 
chain activities from the customer (tourist) is crucial also 
vital for countries and tourism service providers [9]. 
Therefore, this paper aims at exploring and developing a 
model of tourism value chain activities experience by tourist 
for competitive advantage creation. 
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II. LITERATURE REVIEW 

A. Competitive Advantage 

In the case of tourism, the main  goals of travel is an 
extraordinary experience [5] whereby competitive 
advantage totally depends on each tourism players ability to 
facilitate the best travel experience. Therefore, countries and 
destinations should facilitate distinct travel experience to 
increase their competitiveness to make them stand out 
among their competitors. Research study of tourism found 
that in measuring intention for revisit in the future, service 
performance (in terms of quality) enhanced by satisfaction 
are strongly connected which lead to customer loyalty. 
Therefore, ways to achieve competitive advantage could be 
through identifying the tourist satisfaction and tourist 
loyalty. This paper will explain further on how tourist 
satisfaction and tourist loyalty formed competitive 
advantage.  

In the case of the tourism industry, providing an 
extraordinary experience which is the ultimate goal for 
travel—to make them outperform their competitors and to 
lead to customer satisfaction and customer loyalty. 
Customer satisfaction can provide major competitive 
advantage [30], which can directly lead to an increase in 
profitability and growth. Further, conclude that providing 
good service quality ensures satisfaction from customer and 
increases a propensity of revisit, and those interrelated 
processes could able to create a competitive advantage [25]. 

Many studies in the tourism context used tourist loyalty 
as an outcome where it is affected positively by tourist 
satisfaction. When customer satisfaction increases, it leads to 
the intention to return and recommend to other rises, 
whereby it is significant for customer loyalty [25], [31]–[33]. 
Further, customer loyalty drives to continue to use the same 
product or service, able to reduce cost of promotional, and 
decrease the price sensitivity[3]. Loyal customers purchase 
from the business they are loyal to more often than non-loyal 
customers. They also purchase a broader variety of items. 
Loyal customers are less likely to switch because of price. 
Further, loyal customers make more purchases than the non-
loyal customers. To conclude, customer loyalty could be 
mentioned as the customer who have long term commitment 
to the company to keep buying or consuming the company’s 
product or service regardless the price. Furthermore, as a 
satisfied customer, they tends to recommend the product or 
service to others [34]. It was highlighted that the more 
satisfied and loyal a tourist is, they could impact to the 
positive word of mouth publication (WOM) and thus said to 
be the most influential in the purchasing decision for the 
prospectus tourist [35]. Tourist loyalty could be formed by 
many ways such as revisiting, recommendation, and positive 
word of mouth publication. 

B. Travel Experience 

Organization’s capabilities in competing to provide 
extraordinary experience to reach competitive advantage are 
crucial. Supported by the involvement of customer 
feedback, it could help in improving tourism 
product/service.  The main important point is understanding 
the customer needs [36], [37]. Perceived service value in the 
tourism context could be in the pre-trip, during the trip, or 
even after the trip [25], [38]. Cumulative values experienced 
by tourist build customer loyalty after feeling satisfaction of 

the trip [39]. Specifically, realizing the customer perspective 
in the travel experience is valuable on to the contribution of 
the knowledge also drivers supports of tourism players in 
managing destination as a valuable asset for attracting next 
arrivals and providing revenues from tourist expenditure 
[5].  

The primary goals for tourism industry are creating 
competitive advantage through creating an extraordinary 
travel experience from a tourist perspective helping 
destinations managers’ evaluation for future arrivals and 
expenditures. Therefore, to analyze travel experience, 
manage and measure the whole value chain, focusing on 
customer’s need is important [9]. 

C. Tourism Value Chain  

The powerful Porters’ Value Chain model is still 
applicable until current research that is applied in the 
tourism context [6], [9], [19], [21], [40]–[44]. Measuring the 
value chain in the tourism industry is important as it 
benefited in terms of effectiveness and efficiency to various 
stakeholders along the chain. 

Applying tourism value chain activities from original 
value chain activities should have some modification [43]. 
Therefore, Porter’s original value chain applied for tourism 
industry must be converted from the manufacturing sector 
into the service sector. Tourism value chain shows number 
of sources of competitive advantage from the ability to 
create and effectively manage all players in tourism 
industry, supported by the ability of local governance to 
guarantee to push the attractiveness of the area and to 
differentiate it from competitors [45]. It is important for all 
tourism players in tourism chain to work together in order to 
create value along the value chain in order to deliver 
satisfied tourism product and services [46]. 

Studies regarding Tourism Value Chain have been done 
earlier which mostly focus on the supply side of tourism and 
using qualitative method of analysis. Most of the studies 
were analyzing cities in order to enhance tourism 
destinations for supporting government performance in 
order to increase tourism revenue [6], [21]–[24], [43], [47]. 
Meanwhile, an insight about the travel experience value 
chain which consist of pre-consumption phase, consumption 
phase, and post-consumption phase [5]. A paper proposing a 
value chain framework for analyzing travel experience, 
proposed a tourism value chain which suggests to analyze 
the evaluation of tourism value chain activities for both 
tourist and tourism suppliers to reach satisfaction regarding 
tourist experience [9]  .  

Nonetheless, there have been little further studies to 
conduct Value Chain Activities for each activity in the value 
chain model. Therefore, this study tries to implement the 
value chain activities model which have not implemented in 
the past. Next will be discussed the detail of tourism value 
chain activities which also connected to how it can lead to a 
competitive advantage. 

III. A MODEL OF TOURISM VALUE CHAIN ACTIVITIES 

FOR COMPETITIVE ADVANTAGE 

A. Development of the Model 

The model has been built by compiling many previous 
studies related to the topic in building the theoretical 

Advances in Economics, Business and Management Research, volume 98

44



background of the research.  The basis of the term “model” 
is formed from  a conceptual framework [48]. When a 
conceptual framework consists of variables or factors is 
used in the study, then it is called as a “model”. Hence, this 
study uses the term “model” to be more appropriate. The 
first step, the key concepts were defined. The key concepts 
explain the general and compact definition of a 
phenomenon which is essential for scientific research for 
measurement the phenomenon [49]. Next, the background 
in creating the model was developed by examining and 
matching the existing literature of value chain activity and 
competitive advantage.   

A model in this case, is a connecting all elements which 
is related to the study. In conclusion, the features of a model 
can be defined as an interpretative approach to social case. 
It provides deep understanding of intentions. Also, can be 
construct though a process of qualitative way although 
generated from many sources, it seeks to generate new 
interpretation in a particular field of study. 

Finally, this study makes effort to explore the tourism 
value chain activities model consisting of three stages 
whereby each stage has its own type of measurement. The 
first stage covers the pre-trip experience, where in this stage 
it will discuss the detailed information prior to departure. 
Next stage is the trip experience, that is the tourism 
activities involved during the visit and experienced during 
the trip. The last is the post-trip experience, whereby on this 
stage the output of the tourism value chain activities will be 
measured. The proposed measurement for this stage will be 
an evaluation of tourist satisfaction and tourist loyalty in 
order to create a competitive advantage. 

B. Description of the Model 

The developed model is presented in Figure 1. Through 
the analysis of previous studies, three stages of tourism 
value chain activities were formed. 

1) Pre-trip Experience 

In the pre-trip experience, tourists search as much 
information regarding the travel destination and ends with 
the traveler’s assessment after consuming the experience 
[5]. In this stage, tourists will have alternatives before they 
decide which tourism product will be chosen. Therefore, 
information search related to tourism destination will be 
paramount in this stage as a contribution to the decision 
making of their vacation. Information service quality is 
crucial in the pre-trip experience in order to quantify the 
satisfaction of the tourists [50]. Giving the detailed and 
accurate information from the pre-trip activities about the 
destinations and other things that tourists may need before 
departure is important [9], [13].  

Another important thing during the pre-trip experience is 
to get to know the tourist product availability. In planning 
their vacation, tourists can ask for help from tour agency or 
they can arrange it personally with the help of internet 
technology in booking their trip. Next, the pre-trip activities 
consist of activities of preparing documents before vacation, 
for example, visa requirements. This stage is called an 
international process of tourism activities. Once a tourist is 
interested in the tourism products available, they can create 
the intention to visit the tourism destination and start on 
planning the holiday vacation.  

2) Trip Experience 

The trip experience stage is where the customers 
consume the tourism products such as transportation 
inbound and outbound, accommodation during the trip, and 
many tourism activities named as excursions. First sub-
sector is transportation which is divided by international 
transport and national transport. The most common 
international transport mode is international air carriers 
[51], but nowadays a cruise by land is also available. There 
is also local transport based in the inbound country. Inbound 
countries have their own transportation actors and often 
have coordination and cooperation with international 
distribution firms.  Accommodation could be seen a place to 
stay.  

This stage explains about various types of 
accommodations such as hotels, boutique hotels, motels, 
apartments, and resort. Lastly, excursions activities will be 
experienced by tourists. Excursions are natural tourism, 
entertainment, festival, and also shopping. Further, tourist’s 
experience occurred when the tourist is involved in the 
tourism activities during the trip either by consuming 
tourism products or services. Those activities could be 
purchasing tangible products such as souvenirs, foods and 
drinks. Even during consuming tourism services such as 
staying in the hotels, consuming the scenery of the natural 
tourism. Those activities could lead to the intention of 
revisit. By providing the best tourism products and services, 
this leads to positive referrals which enhanced loyalty [27].  

Service quality, whereby many studies focus on the five 
dimensions of SERVQUAL might be unmatched if a study 
about tourism as tourism industry is focusing more on 
services. Tourism industry has its own uniqueness where 
many players join together in order to serve a tourist 
(customer) such as hotel, restaurant, travel agency, and 
others. As a consequence, service quality offered during the 
trip experiences in tourism should be carefully considered 
and modified to meet the tourist’s needs using 
TourServQual [37]. 

Previous study has been done on tourism service quality 
investigated accommodation service quality, hospitality, 
entertainment and transportation, and taxi service quality, 
which are aimed for overall satisfaction, intention to revisit, 
and willingness to recommend to relatives and friends [52]. 
In addition, another study analyses the service quality 
dimensions that influence satisfaction and future intentions 
to return. In this case, service quality is important for 
achieving competitive advantage. Based on mentioned 
above, this study tries to analyze tourism value chain 
activities based on tourist perspective for the trip experience 
using service quality which will be segregated based on 
each activity such as transportation, accommodations, and 
excursions [86]. 

3) Post-trip Experience 

During this stage, the assessment will be done by tourist 
to measure the performance for the tourism destination in 
order to create the competitive advantage by measuring 
their satisfaction and loyalty. Post-trip experience stage is 
where the tourist assesses the tourism experience. In this 
stage, customer survey measured the whole tourism 
activities along the chain from the pre-trip stage, trip stage, 
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and last the satisfaction and loyalty measurement in the post 
trip experience stage.  

A proposed model of tourism value chain activities tries 
to explore the suitability of the tourism value chain 
activities based on tourist experience is benefited. Analyze 
tourism value chain activities based on tourist perspective 
could be examined by tourism product availability and 
service quality (in terms of information service quality, 
tourism products and services service quality).  
Understanding Tourism Value Chain from a customer 
perspective is a valuable contribution in creating a value 
aimed for competitive advantage. 

  

 

 

 

 

 

 

 

 

 

 

 

Fig. 1 The Tourism Value Chain Activities Model 

IV. CONCLUSION 

This study is intended to form the model of Tourism 
Value Chain Activities without analyzing it in any case 
studies. Since the model is formed from previous studies, 
there is a possibility to have differences when it is applied to 
a specific tourism destination or country. Therefore, future 
studies are expected to investigate the implementation of 
these tourism value chain activities in any specific tourism 
destination (country) to measure the tourism experience. 
Based on the 2017 Annual Economic Reports for the World 
Travel & Tourism Council (WTTC) stated that the strongest 
growth in 2016 was in Southeast Asia (8.3%) with the 
fastest growing travel & tourism countries are expected to 
be China, India, Thailand, and Indonesia [53]. Therefore, it 
is expected to further study the relevant conditions in the 
countries mentioned above, since clearer findings will be 
available when a study is applied specifically.  
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