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Abstract— Speaking of competitiveness has become frequent 

nowadays, because it is one of the central concerns of 

governments and industries of all countries. In a world 

increasingly global and competitive it is essential that companies 

develop a strategic management in order to follow the complexity 

of the environment, the trends and competitiveness of the market 

to gain competitive advantages. This paper reviewed destination 

competitiveness as it affect tourism and the enablement of 

technology as a vehicle of transformation. The importance of 

ICTs for enhancing the competitiveness of tourism enterprises in 

developing countries is tremendous. ICTs can help them organize 

their tourism offer, and the Internet provides new opportunities 

for tourism providers to actually target markets worldwide. This 

has impacted on the way in which regional tourism destinations 

are promoted. The method of promoting regions via the 

development of regional tourist destination websites or portals 

using Internet technologies is increasingly being adopted both in 

Australia and around the world. Many tourism enterprises in 

developing countries have not yet been able to adopt ICTs, even 

though their application could offer competitive advantages. It 

develops the proposition that use of such technologies can 

be a practical approach which destinations may use to  

mitigate some of tourism’s negative impacts. Adopting a 

destination-focused perspective and through the undertaking of a 

worldwide study, this research examined how ICT can be used in 

the management of sustainable tourism. 

Keywords- Competitiveness; Destination; ICT; Sustainability; 

Tourism Introduction  

I. INTRODUCTION 

 Tourism is viewed over the years as being a sector that has 

been outstanding as one  of  the  activities  with  rapidly  

growing  and  greatest  potential  for  expansion  on  a global 

scale. For its growth potentials and most importantly for being 

a product that can only be consumed in loco, tourism accepts 

the prominence role of being a strategy for local and 

international development.  In  this  context,  the  quest for  

competitiveness  is one  of  the  key  concerns  of  companies  

around  the  world.  As clusters being a major 2competent tool 

in companies’ performance, in regional development and in 

countries’ competitiveness, it is important to analyze its 

potential in tourism. Since the  inception  of  the  industrial  

revolution  and  the  formation  of  modern national  

economies,  business  managers,  politicians,  planners  and  

scientists  have  all struggled  with  the  same  problem: 

reinvigorating  rural  and  regional  economies [1], how to 

sustain economic growth and competitiveness to secure future 

business opportunities and the well-being of citizens at local, 

state, regional and country levels. 

The common and most visible challenges that most tourism 

destinations around the  world  face  is  increased  rivalry  and  

competition  between  already  dominating destinations  and  

promising  destinations.  Keeping  the  ecological  status  of  

tourism- affected  region  intact  is  another  pressing  issue.  

These two factors provide clear necessity for establishing 

competitive and sustainable tourism destination [2].  

Consistent  development  of  world  economy  in  1950s  and  

the  end  of cold-war  in  1989  brought  changes  in  global  

economy  structure,  income  increase, reduced   and   

modified   work   time,   change   in   travel   pattern   and   

expansion   of international   destinations,   keeping   

international   tourist   arrivals   growing   at   6% annually. 

UNWTO (United Nations World Tourism Organizations) 

predicted that the number of international travelers will be 

increased to 1 billion by 2010 and 1.6 billion by 2020. 

The  collapse  of  communism  was  seen  as  an  important  

turning  point  in economic  history.  As  the  two  economic  

systems  gradually  converged,  new  ideas concerning the 

determinants of national prosperity and competitiveness saw 

the light of day in the in the developed nations and gradually 

becoming an issue all over the world. Central  to  this  new  

economic  paradigm  was  the  empirical  finding which  

shows that prosperous companies  and  industries  are seldom 

isolated; rather, the  opposite is  true. Their  success  obviously  

is  highly  dependent  on  the  larger  economic  entity—or 

cluster—to  which  they  belong.  Thus  the  key  to  

understanding  competitiveness  is examining  the  linkages  
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and  connectivity  within  these  clusters.  Another  important 

feature  of  the  cluster  approach  is  its  goal  of  clarifying  

the  duties  relevant  and  or appropriate to the business sector 

and to the government in an effort to create a more ideal  

system. Defined  at  the  most  general  level,  it  is  seen  as  

an  entity  consisting  of profit  seeking  actors  with  

synergistic,  reciprocal  linkages and  on  the  other  hand  may 

also be called an economic cluster. Prior to its introduction in 

economic literature and research “cluster” had related 

connotations in other branches of science. Although the term 

was established in economic research and studies during the 

last decade, industrial agglomerations  and  clusters  have  

been  the  focus  of  scientific  research  and  studies  as long  

as  modern  national  economies  have  existed.  One of  the  

earliest  and  most pronounced works on the topic is that of 

Alfred  Marshall, who through his  extensive  studies 

developed a theory explaining specifically the formation of 

industrial districts at the end of the 19th  century. Also central 

to the development of the theoretical basis of the  cluster  

concept  were  Ronald  Coase’s  theories  of  the  boundaries  

of  firms,  first published  in  the  1930s  and  also  Joseph  

Schumpeter’s  views  of  the  dynamics  of competition, 

presented at that time. They and other economists outside the 

mainstream paved the path for modern institutional 

economics, which over the years has become an established 

theoretical framework in economics and planning for 

explaining cluster and clustering. 

 

 

II. REVIEW OF LITERATURE 

 

The concepts of  comparative  and  competitive  advantage  

provide  a  theoretical sound basis for the development of a 

model of destination competitiveness [3]. As  a  result,  

destination  competitiveness  theory  has  developed  to  the 

point  that  empirical  study  is  now  possible  and  desirable.  

In  more  recent  years  the conceptual  models  have  been  

applied  to  analyze  specific  destinations  or  tourism 

markets. But one of the most pressing research needs is to 

better understand the relative importance of the attributes of 

competitiveness.  Strategies for improving destination 

competitiveness must make decisions about where and how 

limited resources should be directed. Therefore, information 

which helps to identify which attributes are likely to influence 

competitiveness most effectively, are of considerable value. 

2.2 What is a Cluster? According   to  [4],  there   is   a   great   

controversy surrounding the clusters concept. For these 

authors, it is simple to identify the clusters in  space;  

however,  the  same  does  not  happen  with  respect  to  its  

definition,  which  is very ambiguous. This ambiguity is 

mainly because the definition of cluster fluctuates between its 

industrial and geographical definitions [5]. Porter [6], [7]   

states that  clusters  (groups,  groupings  or  agglomerations),  

are  geographic concentrations of companies and institutions 

in a particular activity sector, whose inter-relationships 

reinforce the competitive advantage.  

Swanw  and  Prevezer  [8]  defined  it  in  a  simple  way,  that  

clusters  were groups  of  companies  within  an  industry  in  a  

given  geographical  area. Feser [9] reinforce this concept 

defining clusters as a group of companies, business 

organizations or not, for whom membership within the group 

is an important element of  each  member  of  the  company’s  

competitiveness.  According to [4], the definition of cluster is 

obscure and not accepted unanimously, which leads to an 

identification of clusters in an anecdotal way and less 

accurate. Clusters are used to  represent  concentrations  of  

companies,  so  that  they  can  produce  synergy,  through 

their geographical proximity and their interdependence [10]. 

Feser [11] points out those economic clusters don’t refer only 

to industries and institutions, but to the highly competitive 

industries and institutions.  This competitiveness is due to the 

relations between them. According  to  Porter [7],  the  solid  

competitive  advantages  in  a  global economy increasingly 

depend on local factors - knowledge, relationships, 

motivation, etc. – with which the geographically distant 

competitors cannot compete. Porter [12], [13] reinforces his 

description, defining a cluster as a geographically close group 

of interconnected companies, suppliers, service providers and 

associated institutions, in a particular field, linked by analogy 

and complementarities.  Porter [7] argues that clusters foment 

both competition and cooperation.  Competitors compete 

intensely to win and retain their customers, and without that 

no cluster could be successful. 

 

III. TOURISM COMPETITIVENESS  

 

Speaking of competitiveness has become frequent nowadays, 

because it is one of the central concerns of governments and 

industries of all countries. In a world increasingly global and 

competitive it  is  essential that companies develop  a strategic  

management in order to follow the complexity of the 

environment, the trends and competitiveness of the market to 

gain competitive advantages [14]. The  concept  of  

competitiveness  may  seem  easy  to  understand,  however  

the complexity  of  the  concept  is  clear  when  we  want  to  

define  and  analyze,  from  various sources of literature. 

Porter [6] argues that its ambiguity arises from the huge 

variety of  definitions  and  perspectives  on  competitiveness,  

which  makes  it  difficult  to  give  an exhaustive and 

indisputable definition. Porter [6] considers that are the 

companies and not  the  countries  that  compete  in  the  

international  market,  however  the  success  of companies 

can be explained by the economic environment, institutions 

and by government policies. This means that the nation or 

region competitiveness is build up on the success that 

companies reach on the international market. According to 

Porter [6] the analysis should focus on specific industries or 

on industry segments and not on the economy as a whole,  

since  it  is  inconceivable  that  all  companies  in  all  sectors  

have  a  competitive advantage.  
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The  main  indicator  of  competitiveness  is  the  productivity  

[6] since productivity  is,  in  long  term,  the  main  

determinant  of  the  living  standard  of  a  country, because  it  

is  the  fundamental  cause  of  gross  national  income  per  

capita.  According  to Porter [6] the competitive  performance 

of a  country in a  given industry results from the articulated 

action of four determinants that shape the environment in 

which companies compete,  encouraging  or  preventing  the  

creation  of  competitive  advantages.  These determinants are: 

(i)        The factor conditions: allocation of a country in 

production of factors such as expertise or infrastructure, 

required for the competitive activity of a given industry;  

(ii)       The strategy, business structure and rivalry: conditions 

that in the country, regulate the creation, organization and 

management of business and the nature of domestic rivalry; 

(iii)   The   demand   conditions:   characteristics   of   

domestic   demand   for   a particular   good   or   service,   

namely   the   presence   of   sophisticated   and   demanding 

customers; 

(iv) The existence of related and supporting industries: the 

existence or not of supplying industries and/or related that are 

competitive in international markets. This determinant 

includes the issue of agglomeration economies and its effect 

on competitiveness. To these attributes, Porter [6] added the 

government action and the change  (events  beyond  the  

companies’  control)  and  thus  he  set  the  competitiveness 

diamond.  

Ferreira  and  Alberto [5]  assume  that  the  location  is  a  

source  of  business competitiveness  meaning  that  the  

company  cannot  be  dissociate  of  the  region  where  it 

belongs. Thus, it should be understood what are the 

attractiveness factors that a region can offer  so  that  

businesses  can  be  located  there,  and  how  these  factors  

can  (or  not)  be pronounced by the joint  activity of all 

regional actors. The competitiveness concept and assessment 

of a touristic destination has received an increasing attention 

in the literature about  the  tourism  economy.  The  reason  for  

this  interest  arises  from  the  increase  of  the economic 

importance of the tourism sector, as well as from the 

increasingly competition in tourism market, as a consequence 

of the transition process from mass tourism to a new era of 

tourism, which calls for a tailor-made approach to the attitudes 

and needs of tourists [15]. For Crouch and Ritchie [16] the 

competitiveness of a given industry is a crucial determinant 

for its performance in the world market. Develop the touristic 

potential of any country or region depends substantially on its 

ability to maintain a competitive advantage in supplying goods 

and services to visitors. Competitiveness in tourism sector is 

defined as the capacity of tourism businesses to attract visitors 

- foreign and domestic - who spend on touristic destination 

serving to offset the costs of business development, and 

reward the capital invested, in an equal or above manner of the 

opportunity cost . 

Ritchie and Crouch [3]  concludes  that  the  tourism  

competitiveness  is  - more  than  any other  sector  -  a  

framework  of  strategic  partnerships,  involving  all  who  

directly  or indirectly contribute to the construction of the 

global product. This author also adds that this  partnership  

represents,  ultimately,  a  culture,  an  attitude,  focusing  on  

tourism;  an attitude of businesses serving the tourism, of the 

state, and citizens. Without this attitude there is no competitive 

tourism. For Dwyer and Kim [17], tourism competitiveness is 

a very complex concept that combines several elements that 

may be observable or not, and that  in  many  cases  are not  

easy to  measure.  Furthermore, it is  a  relative  concept 

whose extent may vary depending on the time period and the 

country that is taken as reference. To  compete  in  the  

tourism  field,  a  destination  not  only  must  have  

comparative advantages but also competitive advantages, in 

other words, is required not only to have a more  or  less  

broad  variety  of  products  and  tourism  resources,  but  also  

they  must  be managed efficiently to  medium and long term. 

According to Carvalho and Vaz [18], touristic destinations, 

taken as a product, face increasingly competitive and 

differentiation situations that matters to know how to valorize 

and promote. According to Silva [19] the touristic 

competitiveness is achieved on the local destination scope, 

through a renewed capacity for innovation and constant 

improvement, rising, growing and maintaining within the  

touristic  set,  considered  as  the  basic  units  of  

competitiveness,  which  are  directly involved  in  the  

scenario  of  national  or  international  competition,  

competing  with  other touristic sets. In other words, also in 

tourism, according to the theoretical model of Porter, 

competition doesn’t occur between countries but between 

clusters and touristic businesses. In this context, the author 

also states that the public and private sectors shall be 

integrated and  mutually cooperate  to  bring an  institutional 

and  business  environment  favorable for companies  carrying  

out  competitive  activities  effectively  and  with  a  high  

level  of productivity in the use of resources. 

 

IV. DESTINATION  

 

Destinations are places that attract visitors for a temporary 

stay, and range from continents to countries to states and 

provinces to cities to villages to purpose built resort areas [20].  

At  the  foundation  level  destinations  are  essentially  

communities based  on  local  government  boundaries.  The  

WTO  offered  the  following  working definition  of  a  “local  

tourism  destination”:  A  local  tourism  destination  is  a  

physical space in which a visitor spends at least one overnight. 

It includes tourism products such as support services and 

attractions, and tourism resources within one day’s return 

travel time.  It  has  physical  and  administrative  boundaries  

defining  its  management,  and images  and  perceptions   

defining  its   market   competitiveness.   Local  destinations 

incorporate  various  stakeholders  often  including  a  host  

community  and  can  nest  and network to form larger 

destinations. Tourists travel to destinations. Destinations are 

places with some form of actual or perceived boundary, such 

as the physical boundary of  an island, political boundaries, or 
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even  market-created  boundaries [21].  Destinations may not 

welcome tourists uniformly. Due to location, climate, limited 

resources, size, and cultural heritage, some places have few 

economic choices other than to participate in tourism. The 

desire to become a recognized destination presents a difficult 

marketing challenge. 

 

 

V. DETERMINANT ATTRIBUTES OF DESTINATION 

COMPETITIVENESS 

 

Six of these ten attributes formed the group of attributes 

known as Core Resources and  Attractors.  Physiographic  and  

Climate  was  found  to  be  both  the  most  important attribute  

as  well  as  the  attribute  with  the  most  significant  

determinacy  measure.  The physical  characteristics  and  

climate  of  a  destination  have  long  been  regarded  as 

particularly  important  to  the  touristic  attractiveness  of  a  

destination  and  so  this  is  not surprising.  Culture  and  

History was  found  to  be  the  second  most  determinant  

attribute. Whereas  Physiographic  and  Climate represents  the  

‘natural’  qualities  of  a  destination, Culture and History, 

represents the primary touristic attractiveness of a destination 

that is the  product  of  ‘human’  rather  than  ‘natural’  

processes.  The  third  most  determinant attribute was found 

to be Tourism Superstructure. The quality and quantity of 

tourism’s built  environment  provides  with  ease  for  tourist-

specific  needs  such  as  accommodation facilities,  

transportation  facilities,  restaurants,  recreation  facilities,  

attractions  such  as museums,  and  art  galleries,  theme  

parks,  exhibition  and  convention  centers,  resorts, airports, 

etc. 

 

VI.DESTINATION COMPETITIVENESS INDICATORS 

 

a. Physiographic and Climate conditions          b.   Market Ties  

c.         Culture and History       d.  Tourism Superstructure 

e.         Safety and Security       f.  Cost/Value  

g.         Accessibility       h.   Awareness/Image 

i.          Location       j.     Infrastructure 

Indicator points to the nature of conditions at one time: this is 

something that is calculated or observed and is applied to 

portray the presence or state of a condition or trends. It is also 

seen as a measuring instrument that assesses something and 

registers the status. Generally, indicator is defined as 

parameter, or better still a value derived from parameters, it 

provides information about the state of a phenomenon, 

environment or an area.  In  the  tourism  sector,  defining  

indicators  are  very  vital  since  it  helps  in assessing 

destination performance. 

 

VII. DESTINATION COMPETITIVENESS THEORY 

To understand the competitiveness of tourist destinations, we 

should consider both the basic elements of comparative 

advantage as well as the more advanced elements that 

constitute competitive advantage. Where comparative 

advantages constitute the resources available to a destination, 

competitive advantages mean a destination’s ability to use 

these resources effectively over the long-term.  Destination 

with a wealth of resources may sometimes not be as 

competitive as a destination with a lack of resources. A 

destination that has a tourism vision, shares the vision among 

all the stakeholders, has management which  develops  an  

appropriate  marketing  strategy  and  a  government  which  

supports tourism industry with an efficient tourism policy, 

may be more competitive than one that has never asked what 

role tourism is to play in its economy [16]. The most 

important is the ability of the tourism sector to add value to its  

products. The primary  attractiveness  can  be  a  source  for  

higher  value  added,  but  t  he  value  is  only created through 

performing activities. It can happen that the comparative 

advantage is lost due to the un-competitive secondary tour ism 

supply. The support of tour ism stakeholders is  essential  for  

successful  development  and  sustainability of  tour  ism  and  

could  help  to improve  destination  competitiveness.  As a 

result, the tourism destination will receive many benefits from 

enhanced tourism destination competitiveness. 

Destination competitiveness appears to be linked to the 

destination’s ability to deliver goods and services that perform 

better than other destinations. A large number of variables are 

linked to the notion of destination competitiveness. They can 

be quantitative such as visitor numbers, market share, tourist 

expenditure, employment, value added by the  tourism  

industry,  or  qualitative  measured  variables,  such  as  

richness  of  culture  and heritage, quality of tourism services, 

etc. Poon [22] suggested four key principles which 

destinations must follow if they are to be competitive: put the 

environment and make tourism a leading sector, strengthen the 

distribution channels in the market place and build a dynamic 

private sector. Go and Govers [23],  in  a  study  of  

conference  site  select  ion,  measured  a  destination’s 

competitive  posit  ion  relative  to  other  destinations  along  

seven  attributes  –  facilities, accessibility  y,  quality  of  

service,  overall  affordabilit  y,  location  image,  climate  and 

environment,  and  attractiveness.  In  any  case,  these  

attributes  are  based  specifically  on the conventions sector of 

tourism. 

 

VIII. MODEL OF DESTINATION COMPETITIVENESS  

 

The model seeks to capture the main elements of 

competitiveness high-lighted in the  general  literature,  while  

appreciating  the  special  issues  involved  in  exploring  the 

notion of destination competitiveness as emphasized by 

several authors. 
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Model of Destination Competitiveness 

 

 

 

IX.  USING ICT IN  TOURISM 

 

The importance of ICTs for enhancing the competitiveness 

of tourism enterprises in developing countries is 

tremendous. ICTs can help them organize their tourism 

offer, and the Internet provides new opportunities for 

tourism providers to actually target markets worldwide. This 

session will discuss the key elements of national and 

regional e-tourism strategies in developing countries that 

have to be analyzed in the broader framework of ICT 

strategies for development. Representatives from 

developing countries will showcase best practices of their e-

tourism strategy. It will focus on the challenges and 

solutions developed to overcome the barriers to ICT 

adoption in the tourism sector at the business-to-business 

and business-to-consumer levels, including the role of 

destination management organizations in support of e-

tourism initiatives. 

Information and communication technologies are crucial 

drivers for tourism providers to conduct business 

transactions, distribute their products and services, network 

with trading partners and provide information to consumers 

worldwide. An increasing number of consumers are using 

the Internet to obtain information, plan and buy their travel. 

This session will provide an introduction on the role of 

tourism for development and will highlight the role of 

technology innovation in the tourism sector, in particular in 

the context of digital divide and the urgency of actions to 

address its economic, social and cultural dimensions. 
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.Many tourism enterprises in developing countries have not 

yet been able to adopt ICTs, even though their application 

could offer competitive advantages. However, the adoption 

of e-business will facilitate the evolution of traditional 

tourism systems and the integration of tourism enterprises 

into the digital economy. This session will discuss the 

challenges and opportunities for the adoption and usage of 

e-business practices by tourism enterprises in developing 

countries. It will focus on capacity building issues and 

identify areas where technical assistance and training is 

needed to assist tourism enterprises in creating an enabling 

environment and seizing the advantage of ICTs for 

developing tourism. Tourism is among the information-

intensive services on which the Internet has the greatest 

impact as far as marketing and sales are concerned. 

Information and communication technologies also play a 

critical role in reducing transaction costs in tourism, thereby 

reducing the financial leakages out of the destination 

country.  

 

X. THE INTERNET AND TOURISM  

 

 The Internet is especially relevant to tourism since it 

enables knowledge about the consumer or tourist to be 

gathered, as well as vice versa.  This gives ‘rise both to 

global visibility of destinations and a global merging of 

market segments’ [24].  The use of web-based tourist 

information systems has grown significantly.  In 1996, 3.1 

million consumers used these systems and this jumped to 

33.8 million consumers in 1998.  It was predicted that by 

2008, 30% of the whole tourism business will be Internet 

based [25]. Travel revenues on the Internet have 

consistently ranked highly in comparison with other goods 

and services [26].  The reasons cited for this prominence 

relate to the richness and currency of information provided 

online and the breadth of the audience as well as the 

intensity of competition and the emergence of new players 

with countless web sites supported by efficient transaction 

support. Online technologies within the tourism industry 

have significantly impacted on communications, 

transactions and relationships between the various industry 

operators and with the customer, as well as between 

regulators and operators [27],[28],[29],[24],[30].    

 Clayton and Criscuolo [31] argue that technology behind 

the modern information society, particularly by way of the 

Internet, has bought about four key changes for the way in 

which business is conducted.  These changes, which apply 

equally to the tourism sector, are:   

1.  the ability to turn ideas into marketable innovation for a 

wide range of customers, with reduced buyer search costs 

and costs of access to markets;  

2.  increased speed to market and access to new product 

offerings via the Internet;  

3.  Changed processes and the sharing of information within 

and between organisations; and  

4.  a shift in the balance of power between suppliers and 

customers due to the increased availability of information.    

 The issues raised above point to the benefits emanating 

from IT, especially the Internet.    

 

XI. BENEFITOFTHE INTERNET   

  

Benefits from IT, particularly the Internet for tourism, are 

substantial.  These benefits are no longer dependent on 

proprietary information systems as has been the past 

experience, since the Internet is a commonly available 

technology.   Dogac, et al, [32] considers the Internet 

provides many advantages to players in the  

tourism industry.  Some of these benefits are:   

•   enhanced level of collaboration between tourism 

operators, for example, between travel agencies and service 

providers;  

•   pre-arrangements with respective suppliers no longer 

necessary;  

•   web service discovery will identify alternatives, enabling 

holiday packages to be constructed;  

•   greater negotiation of service to be purchased and 

customization of services/activities; and  

•   generally greater levels of interoperability with internal 

and external applications.    

 

XII. IMPORTANT OF TOURISM TO A NATION 

(Speech of the Prime Minister of Canada) 

 
“Around the world, and from across Canada, discover a 

treasure trove of natural and man-made wonders. They 

marvel at sights like Vancouver Island’s rainforests, the 

majestic snow-capped Rocky Mountains, the great plains 

of the Prairies, the brilliant Northern Lights, the polar bears 

in Churchill, the vast waters of the Great Lakes, the 

spectacular Niagara Falls, the scenic Saguenay fjord, the 

magnificent Cabot Trail, and thousands of kilometres of 

Spectacular Atlantic, Pacific and Arctic coastline. The 

industry that serves the people who visit our country is an 

important part of our economy. Indeed, the tourism industry 

supports businesses and workers in every region of our 

country, and many thousands of Canadians rely on tourism 

for their jobs and livelihoods. After consulting with the men 

and women who help to make Canada such a great place to 

visit, it became clear that a new federal tourism strategy was 

needed to better coordinate our efforts in support of the 

tourism sector. 

The Strategy signals a fundamental shift in how the federal 

government considers the issues and opportunities 

surrounding tourism. It puts into action a whole-of-

government approach that applies a tourism lens to policy 

and 

program development and focuses future tourism 

investments on priority areas. 

The Strategy focuses on four priorities: 
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i. Increasing awareness of Canada as a premier 

tourist destination. 

ii. Facilitating ease of access and movement for 

travelers while ensuring the safety and 

integrity of Canada’s borders. 

iii. Encouraging product development and investments 

in Canadian tourism assets and products. 

iv. Fostering an adequate supply of skills and labor to 

enhance visitor experiences through quality 

service and hospitality.” 

 

XIII. CONCLUSION 

 

The importance of ICTs for enhancing the competitiveness 

of tourism enterprises in developing countries is 

tremendous. The justification here is that with the increasing 

number of ICT users around the world and even in the 

remotest areas today served with one form of ICT 

infrastructure or another, there is the tendency that tourism 

destinations will be readily available for intending tourists.  

There are specific indicators that influence choice of 

tourism destination and they range from information on 

Visa requirements, hotel room prices and locations, car 

rentals availability, ATM/ VISA cards availability and 

usage, ticket prices, tourism sites, safety and security, 

attitude of host communities towards visitors, 

communication equipments, quality of the environment etc. 

All the influencing factors could be found through the use of 

ICT and the possibility of the destination becoming 

prominent is wide. One the other part, the tourism service 

providers have their products and services readily and 

sufficiently available to the consumers through the use of 

ICT mechanisms. Countries like Malaysia, Seychelles, 

Tanzania, Singapore and many others have had to enjoy the 

power of ICT to sell their destination to the wider world.  

The authors    hereby    recommended    that tourism  

industries   should  hook  up  to  the  current  trends  in 

information   technology   and   subsequently endeavour    to    

keep    up    with    relevant developments  in  information  

and  communication  technology.  At  the  same  time,  the 

policy  maker  should  endeavour  to  make policies  and  

laws  that  will  enhance  tourism development in their 

nation. 

 

ACKNOWLEDGMENT 

The authors would like to acknowledge all the authors of 

articles cited in this paper. In addition, the authors gratefully 

acknowledge UTM, Research Universiti Teknologi 

Malaysia for their support and encouragement. 

 

 

 

REFERENCE 

[1].   C.M  Hall, Tourism  Planning:  Policies,  

Processes  and  relationships,  (2008),  2nd Edition, 

Pearson Publishers 

[2]. C. Goeldner,, J. R. B. Ritchie,Tourism: Principle, 

practices, philosophies (9th ed.). New York: Wiley. 

2003. 

[3].  J. R. B. Ritchie, & G. I. Crouch, The competitive 

destination: A sustainable      tourism perspective. 

(2003). 

[4]. S. Martins, “Deconstructing cluster: Chaotic 

concept or policy panacea?” Journal of economic 

Geography (2003), 3(1),5-35. 

[5]. J. Ferraira and    D. Alberto,  “Competitividade  

Regional:  Conceito, Instrumentos  e  Modelos  de  

Avaliação”,  Actas  14º  Congresso  da  Associação 

Portuguesa para o Desenvolvimento Regional, 

(2008).  pp. 2976-3007.    

[6]. M.E Porter, The competitive advantage of Nations. 

New York: The free press. (1994), 

[7].   M.  E. Porter, Competitive  advantage, 

agglomeration  economies, and regional policy. 

International Regional Science Review,  (1998), 

19: 85-90.  

[8]. G.M.P. Swann, M. Prevezer, "A Comparison of the 

Dynamics of Industrial Clustering in Computing 

and Biotechnology", (1996), Vol.25, pp.1139-

1157. 

[9]. E J . Feser, A test for the coincident economic and 

spatial clustering of business enterprises. Journal of 

Geographical Systems (2000),  2: 349-73.  

[10]. S. Rosenfeld, “Bringing Business Clusters into the 

Mainstream of Economic Development”, European 

Planning Studies, (1997). Vol.5, Nº1, pp.3-23.  

 

[11]. E. J. .Feser, "Old and new theories of industry 

clusters", in Clusters and Regional Specialisation, 

edited by M. Steiner, (1998). pp. 18-40, London, 

Pion Limited.  

[12].   M  E. Porter,  Location,  competition,  and  

economic  development:  Local clusters in a global 

economy, (2000). 

[13]. M  E. Porter,  Clusters  of  Innovation:  Regional  

Foundations  of  U.S. Competitiveness. Council on 

Competitiveness, Washington, DC, ( 2003).   

[14]. C. Estevao, “As Estratégias Competitivas dos 

Estabelecimentos Hoteleiros de Interesse para o 

Turismo: O Caso da Região de Turismo da Serra 

da Estrela”, Dissertação de Mestrado em Gestão, 

Universidade da Beira Interior, Covilhã, (2008). 



 International Journal of Computer and Information Technology (ISSN: 2279 – 0764)  

Volume 02– Issue 01, January 2013 

 

www.ijcit.com    55 

 

 

[15].  M.F. Cracolici, M. Cuffaro and P. Nijkamp, 

Sustainable Tourist Development in Italian Holiday 

Destinations,Research Memorandum, 14-2006, 

Free University, Amsterdam, The Netherlands, 

2006. 

 

[16]. J. Ritchie,and G. Crouch, “Tourism, 

Competitiveness, and Societal Prosperity”, Journal 

of Business Research, (1999),Vol.44, pp.137-152.  

 

[17]. L. Dwyer, C. W. Kim, , Destination 

Competitiveness: A model and Indicators // 

Current Issues in Tourism, (2003), 6(5), p. 369–

414. 

 

[18]. P. Carvalho, and M. Vaz, “A Estruturação do 

Problema na Definição de uma Estratégia de 

Desenvolvimento Turístico para a Serra da Estrela  

– Portugal”, VII Encontro Hispano-Luso de 

Economia Empresarial, Universidade do Algarve, 

(2005). 

[19]. J. Silva, “Turismo, Crescimento e 

Desenvolvimento: uma Análise Urbano-Regional 

baseada em Cluster”, Tese de Doutoramento em 

Ciências da Comunicação, Universidade de São 

Paulo, (2004). 

\ 

[20].   S.  Pike, Destination  marketing  Organizations,  

Advances  in  Tourism Research, (2004)  Elsevier. 

[21]. P.H. Kotler, J. Bowen J. , Makens, Marketing for 

hospitality and tourism, Pearson: (2006), Prentice 

Hall. 

[22]. A.  Poon, Tourism, Technology and Competitive 

Strategies, CAB International, (1993), Wallingford, 

UK. 

[23].  R. Govers, and F. Go, Projected destination image 

online: Website content analysis of pictures and  

text. Journal of Information Technology and 

Tourism, (2006). 8 (3-4), 73-89. 

[24]. H. Werthner, & S. Klein, 'ICT and the changing 

landscape of global tourism  Distribution', 

Electronic Markets, (1999a), vol. 9, no. 4, p. 256.  

[25]. F. Garzotto, P. Paolini, M. Speroni, B. Pröll, W. 

Retschitzegger, & W. Schwinger, “Ubiquitous 

access to cultural tourism portals', paper presented 

to Database and Expert Systems Applications, 15th 

International Workshop on  (DEXA'04), Zaragoza, 

Spain, August 30 - September 03, 2004.  

 

[26]. H. Kadison, J.E. Weismann, M. Modahl, K.C. 

Lieu, and L Levin, On-line Retail Strategies, 

Forrester Report 1/1, http://www.forester.com, 

April 1998.  

[27]. L. Galloway, R. Mochrie, & D. Deakins, 'ICT-

enabled collectivity as a positive rural business 

strategy', International Journal of Entrepreneurial 

Behaviour  and Research, (2004),vol. 10, no. 4, pp. 

247-59.  

[28]. P. Sharma, D. Carson,  & T. DeLacy, 'National 

online tourism policy initiatives for Australia', 

Journal of Travel Research, (2000), vol. 39, no. 2, 

pp. 157-62.  

[29]. P.J. Sheldon, Tourism information technology, 

(1998), CABI Publishing, New York.  

[30]. World Tourism Organisation (1999), Marketing 

tourism destinations online: Strategies for the 

information age, Madrid.  

[31]. T. Clayton,  & C. Criscuolo, Electronic commerce 

and business change, National  Statistics, viewed 

16 April 2005,  

<http://www.statistics.gov.uk/cci/article.asp?ID=13

9>.  

[32]. A. Dogac, Y. Kabak, G. Laleci, S. Sinir, A. Yildiz, 

S. Kirbas, & Y. Gurcan, 'Semantically enriched 

web services for the travel industry', SIGMOD 

Rec., (2004), vol. 33, no. 3, pp. 21-7. 

 

Authors 

Oye, N. D., receive his M.Tech OR (Operations Research) 

degree from the Federal University of Technology Yola- 

Nigeria in 2002. He is a lecturer in the department of 

Mathematics and Computer Science in the same University 

(for the past 15yrs). At the moment he is a PhD student in 

the department of Information Systems in the Faculty of 

computer Science and Infor-mation systems at the Univeristi 

Teknologi Malaysia, Skudai, Johor, Malaysia. 

+60129949511, oyenath@yahoo.co.uk 

 

Okafor C. I., Obtained his M.Sc Tourism Planning degree 

from the University of Technology Malaysia in 2010. He 

also has a Diploma in Business Administration, 

B.Tech.(Hon) degree in Urban and Regional Planning from 

the Federal University of Technology-Yola Nigeria. Prior to 

joining the United Nations Development programme in 

August 2010, Okafor Christian I. taught at the Grand Cess 

High School Nigeria from 1999-2005, and between April to 

September 2006 he was at the Development Control 

mailto:oyenath@yahoo.co.uk


 International Journal of Computer and Information Technology (ISSN: 2279 – 0764)  

Volume 02– Issue 01, January 2013 

 

www.ijcit.com    56 

 

Department, Abuja Metropolitan Management Agency in 

the Federal Capital Development Authority  Abuja as a 

Trainee assistant Town Planning officer[IT]. In 2008 to 

2009, served in the Ministry of lands and survey Makurdi- 

Nigeria as an Assistant Town Planning office [NYSC] +211 

(0) 955549849, +2348168955444, 

okaforchris34@yahoo.com 

 

Hon. Saleh Kinjir, Ciroma and Fulla of Sukur Kingdom. 

He is the former Commissioner of Local Government and 

Chieftaincy Affair in Adamawa State, Yola- Nigeria. . 

kinjirsaleh@yahoo.com ;  +2348036492422. 

 

 

 

mailto:kinjirsaleh@yahoo.com

