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Marica Mazurek
University of Matej Bel, Slovakia
ABSTRACT: competitiveness concept has been adapted to tourism from different disciplines, containing also management and marketing. our goal is to explain why in competitiveness concept are management, marketing and leadership important for success. The research is based on secondary sources dealing with the application of process innovations in
the WeS model, the dwyer’s and Kim´s model, bordas model, the crouch-ritchie). Some of
these models have been personally discussed with Prof. brent ritchie, haskayne School of
tourism, was management. Strategic visioning concept includes the concepts of co-operation
which have implemented some ideas of the darwinian approach in managerial strategies. This
concept has been fully imported in the concepts of co-operation and cross-border cooperation in order to be more competitive as a destination. In management concept, targeting directly strategy of how to be more competitive and the strategic visioning has become one of
the most common. There has been used a method of content analysis of existing academic
literature on competitiveness of tourism and models of competitiveness. The intent is to use
countries in europe and in the world. Keywords: competitiveness of destinations, models of
competitiveness, management, marketing, partnerships in tourism, visioning

InTroducTIon
“While competitiveness and success are clearly distinct concepts,
p.13). Success in tourism could be measured as the total amount of
however, not always the factor of the competitiveness. competitiveness and its measurement incorporates multidimensional spectrum of
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indicators. The complexity and interdisciplinarity of tourism research
has been fully developed in the epistemologies on tourist destinations.
and yet complicated by the theoretical diversity. There are a number o
descriptive, explanatory and predictive models which form the build-

even more complicated.
concept of competitiveness and to focus on the explanation of maTourism) competitiveness indexes and several models of competitiveness discussed by academics and practitioners especially with the aim
to indicate which factors might be decisive and if time and developranking. countries as Austria and Switzerland ranked for a longer period of time at the top places in competitiveness. for this reason our
goal is to discuss some aspects of their competitive approach and reasons of their success.
LITerATure reVIeW
Onionskin taxonomy
The multi-pillar approach represents the concept of the macro-enthe tourism destination competitiveness is captured within a term onThis concept bears the signs of multidisciplinarity in tourism. ritch-

More stability and predictability bear the demographic and socioculgeographical, and environmental forces.
onionskin taxonomy and its layers, representing epistemologies of
plentiful disciplines amalgamated into tourism destination concept,
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are an example of “working between the disciplines, blending various
philosophies and techniques so that the particular disciplines do not
stand apart, but are brought together intentionally and explicitly to
multidimensional concept. Terminologies as destination and competiraphy, economics, marketing, sociology, and psychology. Tribe
p. 650)
and explained them in the case of creation of two modes and the interconnecting band between them. he continued that “interdisciplinarity generates an epistemology characterized by the explicit formulation of a uniform, discipline – transcending terminology, or a common
disciplines as well as tourism epistemologies.
Concept of tourism destination
plained as amalgams of tourism product, offering an integrated ex-

A destination bears mutual meanings, and its perception depends
on the tourist travel motivation, its perception, and marketing strategy. Important is how a destination is marketed globally. destination
province, region, city or town, and the unique place as the national
parks, falls, and lakes).

attractions, enterprises, and institutions directly or indirectly related to
frastructure, businesses, directly or indirectly related to tourism, is the
typical feature of clusters. “competition in tourism is mainly between
Tourists are motivated to achieve expected travel experience offered by a destination. cooper, fletcher, Gilbert, Shepperd and Wan-
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termediaries and principals), activities, and ability to use the ancillary
the precondition of a destination‘s competence to become a tourism
destination. The expectations and desires of tourists have changed
dramatically during the last decades, and many tastes and desires are
embedded in the choice of destinations.
In the middle of the last century were the most popular destinations
atmosphere, fragmented tourism product offered by the individual
tourism service providers. A location of these destinations was preThe second generation of destinations with a label “sand, sea, and
Molina-Azorin, Pereira-Moliner, 2007), these types of destinations are
typical for the mass tourism and pursue a lack of product differentiation. This means that in the process of marketing segmentation, they
product segmentation).
Mass marketing concepts, based on the price advantages and the
large market share, do not cope with the new philosophy of success
in tourism. Psychographic variables of the segmentation process, eshave gained more importance. Psychology and social psychology, applied in the concepts of tourism marketing, are visible in this explanaanother example of looking at the differences among customers, and
one of the concepts is a loyalty building.
is the rigid product or service offer packaged and sold by the tour ophowever, the effect and especially experience of tourists is not identi-

accepted. crucial is the rapid interrelation of such destination with the
outside world through the informative channels, strategic marketing
approach, visionary attitude, and opening to the new ideas and conand devices, e. g. the use of new information technologies and information systems).
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was based on the product life cycle, tracing the evolution of the tourist market as manifested in the changing physical facilities and infraThe concept is based on the chronological array of stages of exploration, involvement, development, consolidation, stagnation, and decline or rejuvenation. The last stages and their development depend on
number of visitors will have been reached. natural and genuine culcapacity levels will have been exceeded, with attendant environmental,
social and economic problems. The area will have a well-established
The Kotler’s product life cycle model and his application in tourism
means that probably the same innovations, improvements in marketvelopment or consolidation stage) have to be taken into consideration.
This model has been used in the academic discourses of many aca-

be able to undergo a change. The deployment of all tools and strategies, also marketing and visioning, leads to the destination’s rejuvenation. destinations in tourism compete, as ritchie and crouch pointed
out, and that “competition between destinations plays a critical role
in shaping the global tourism industry. competitiveness is becoming
even more important as tourism transition from old industry practice
-

Concept of competitiveness in tourism
competitiveness concept has been adapted to tourism from different
disciplines, especially from the management and marketing. As crouch
the basis of books on tourism, we believe that, from a management
perspective, the destination is the fundamental unit on which all the
-
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competitiveness, it requires the continuous process of knowledge development. however, some basic epistemological concepts have been
already developed. The process of developing models and knowledge
concept that encompasses price differentials coupled with exchange rate
movements, productivity levels of various components of the tourist
industry and qualitative factors affecting the attractiveness or otherwise
neto, 2007). The sources used in destination’s tourism development
create comparative and competitive advantage in tourism.
na, etc., while competitive advantage would relate to such items as the
works), the quality management, skills of workers, government policy,
tive advantage into the human resources, physical resources, knowledge
& crouch, 2003). In other words, comparative advantage factors are
tors of production. The concept of factors of production has its origin in macroeconomics. The factors of production consist from the
factors of the comparative advantage are the historical, cultural resources, and a size of the economy measured by the indicators as GdP
comparative advantage is a measurement of the endowments, e.g.
measurement of the available resources serving as a potential for tourism development. The deployment of these resources is the competitive advantage. factors of competitive advantage are, for example, auand effectiveness. More complex approach to the competitiveness of
cept of sustainability of the local resources. he noted, “a destination
competitiveness is a synergy of economic, social, and sustainability
. crouch and ritchie
added, “a successful destinations
logical base of destination competitiveness that has been established
during the last 20 years.
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“what makes a tourism destination truly competitive is its ability to increase tourism expenditure, to increasingly attract visitors while providing them with satisfying, memorable experiences, and to do so in a
and preserving the natural capital of the destination for future gen-

tourism developments.

ness of destination epistemologies in tourism, was management. Strategic visioning concept includes the concepts of co-operation which
have implemented some ideas of the darwinian approach in managerial strategies.
This concept has been fully imported in the concepts of co-operation and cross-border cooperation in order to be more competitive as a
destination. In management concept, targeting directly strategy of how
to be more competitive and the strategic visioning has become one of
ment thinkers have almost always talked about vision and it is more
and focuses on the external environment, something, which tourism
be understood as the boundaries of one state, a province, or a city.
good example of the strategic approach.
“Tourism destination strategic planning is designed to be deliberate and integrative and to allow and permit the destination to adapt
quickly to changing situations and develop information, planning and
ruhanen, Matias, nijkamp & neto, 2007). A change means also the
change of different concepts and models of destination competitiveness, which have been evolved during the last period of time.
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Models of competitiveness
already discussed, for this reason the models of competitiveness iners the innovative processes, quality, and the prioritization of tourism
WeS model emphasizes the macro-economic level and tourism policy
-

nent of dwyer’s approach to the competitiveness.
bordas model takes into account the perceived value and costs,
and contains a strong marketing concept. The model, dealing with
the destination policy, tourism management, planning, and marketing concept in the most comprehensive way, is the crouch-ritchie´s
“meanwhile dwyer
and Kim (2004) have developed a new model called “The integrated
model of destinations competitiveness, which contains many of the
The following discourse
on models of tourism competitiveness develops deeper epistemological discourse on some basic concepts.
tion of competitiveness is powerful and pervasive, receiving much of
its expression in the business world through the writings of Professor
Porter’s model was originally created for the business world and
his diamond of competitiveness was used the business terminologies,

imply a concept of differentiation in marketing strategy, to introduce
the niche strategy of marketing.
veloped more by the application of these ideas to the tourism indus-

-
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products). for this reason, the model is more used in the industry and
Porter developed in his book “The competitive advantage in tourment. The cluster analysis is the decisive tool of this concept. “Porter

the better chances are to achieve a competitive advantage. four main
an important role for the destination competitiveness.
factor conditions are primary conditions for tourism development,
as natural resources, cultural and historical places, infrastructure and
suprastructure, and human capital. The main factor conditions in the
industrial process are land, labor, and capital and here exists some analdemand conditions include such factors as the size and structure of
the market, positioning at the markets, psychographic segmentation,
and implementation of the innovative approach. Similar concepts have
been applied in Austria and Switzerland, two highest ranking competiexert constant quality control, pushing suppliers towards high-quality
Tourism and its performance as well as competitiveness depend on
the co-operation of different sectors, private and public and the cooperation of the providers of tourism services. The competitiveness
This concept creates a question, if tourism development has to be
left in all aspects on market, or if a government has to intervene in
sion of the government’s responsibilities to act more dynamically and
epidemic disasters, etc.).
The concept of market structure, rivalry, organization, and strategy
has been partially explained in while discussing the topics of strategic
visioning. Poon’s model is based on the concept of the old and new
tourism approach. Poon criticized the orientation of Porter’s model
in tourism). Innovation and differentiation are the main axis of this
model. remarkable idea is embodied in the division of two types of
competitive strategies, e.g., strategy for enterprises in tourism and strategy for tourist destinations.

ModeLS of TourISM coMPeTITIVeneSS

for the tourism industry players, the most important are factors as to
holistic experience and some value for their money. for this reason,
a consumer and quality of this experience have to become the priorities. The author of the model discusses new approaches, a vision, and
innovations. The innovation and differentiation are main ideas of this
model. Learning and continual improvement of human capital skills
lead to the best achievements.
knowledge. Genuine local tacit knowledge could be a decisive point for
the tourism enterprises in the process of competitiveness. This concept has been fully implemented and used in Switzerland in the hospitality enterprises. In tourism, “important seems to be the transfer of
A holistic approach to the tourist experience refers to the perception of a complex product, not only the accommodation or catering
services. Tourists are sensitive to the friendliness, clean environment,
safety, and harassment. This holistic approach could be better underthe micro-level is also important.
Macro-level, or destination level, means tourism policy in a particular destination, usually at the different administration governance
level. This concept is more complex and includes more tourism and
non-tourism sector players. blending of the public and private sector
complexity of its implementation in a real life.
The complexity of the tourism system in each country and the orent models and approaches. countries with a highly developed private
prises) usually do not intervene into tourism development the way as
developing countries.
however, the recent experiences and historical events deepened this
epistemology with a fact that in some cases the government’s support
and leadership could be crucial. one of the reasons of such responsibilities is the form of a tourism product in destinations. The existence of public goods complicates the destination management process.
tions, cities) represent the model of success for the other destinations.
idea of a transfer of the best practices based on benchmarking concept to the tourism settings.
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Innovative approaches and practices of the most successful destinations represent the motivating factor. “benchmarking has been used
extensively by the public and private sectors as a tool to develop com& Trew, 2006) and this process is a continuous, systematic process for
evaluating the products, services and work processes of organizations
that are recognized as representing best practices for the purpose of
erell & Trew , 2006).
A benchmarking approach in tourism has been used in one of the
most successful tourism destination, Austria, couple years ago. Austria
nd
). Poon’s model, and espehas moved to the 3rd
cially its “plea for a transformation of the role of national Tourist

try. The common denominator of the following three models and the
Poon’s model is a quality of services as a separate factor, or the transformed quality in the concept of a destination’s image.
In WeS model has been introduced a clear distinction between factors and indicators of a destination model. The most important are
ply side in tourism represented by tourist attractions, superstructure,

ritchie’s model.
The limitation of the model is that it uses the macro-economic facdistortion, and they appear to be a problem for competitiveness. for
impact on competitiveness.
The cost and the price factors have not been neglected in any of
the above stated models. The next model underlines the price factor
even stronger. The price competitive approach has been stated in the
added that “a general concept that encompasses price differentials coupled with exchange rate movement,
productivity levels of various components of the tourist industry and
This concept contains a factor of quality, socio-economic, and demo-
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graphic factors. Quality factor is tightly related with image, which is
the central point of bordas model.
The bordas model has some limitations, especially the orientation
the long-haul tourism destinations. Image plays the central role in this
model and represents the perceived value. Interesting in this model is
a fact, that the image has been created independently and without any
of the supply side and the creation of new and/or upgraded products
important marketing tools.
giene, health care, risks), have been implemented as the indicators in
especially, that “the model underlines a number of factors neglected
The most complex model is the “ritchie and crouch’s conceptual
above, the model is based on two advantages - comparative and comdivision of the factors of comparative and competitive advantages as
supporting factors and resources, destination policy, planning and decontent richness, the model seems to be too complicated and not easily understood by some tourism policy representatives. The important
factors in this model are a sustainability and a community approach.
The economic and marketing factors have been wisely balanced with
a sustainability approach. environmental protection and sustainable
behavior have been also introduced in some different concepts, for
example in Poon’s model in connection with a new tourism develop-
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Figure 1 – Onionskin taxonomy (Crouch & Ritchie, 2003, p. 80)

ronmental, demographic, social and cultural, technological, political)
ies, customers, destinations, destination marketing organizations, supporting industries, and the other stakeholders) are parts of the holistic
tourism system and their synergy is crucial for competitiveness. “An
important conclusion is that there is an association between domestic
rivalry among tourism enterprises and the creation of persistence of
(
tors as the main motivation indicators, and they were introduced as
“the physiography and climate, culture and history, activities, special
These authors stated some interesting facts,
which should be explained. core attractions are crucial for destination
competitiveness, however there are some exceptions. The existence of
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and ritchie used the example that many “economic giants and models of relative political stability, yet still have a modest appeal in many
The supporting factors of the destination competitiveness model
of scarce resources). Vanhove continues in the recapitulation of the
impact on destination competitiveness and have been developed in the
crouch and ritchie’s model. These “situational conditioners are location, destination safety, destination cost level, destination interdependThe model is compound of two parts, a destination policy and deuses the information, judgment and monitoring to make macro-level
decisions regarding the kind of destination. dM is more a micro-level activity in which all the stakeholders carry out their individual and
organizational responsibilities on a daily basis in efforts to realize the

ning, marketing, business management, human resources management,
environmental management). The model of destination management,
contained it crouch and ritchie’s concept, include such factors as the
organization, marketing, service quality, research, resource stewardship,
At the end of the polemics on the crouch and ritchie’ model, the
authors of the model stated that “while many other paradigms have
been the basis of books on tourism, we believe that, from a management perspective, the destination is the fundamental unit on which
ritchie, 2003).
Tourism Competitiveness Monitor
Theoretical models, stated above as a result of the extensive academic work, have been implemented in a practice by applying of the
tourism competitiveness monitor. World Travel & Tourism council uses
the models and indicators to monitor the competitiveness of destinations. The Monitor contains eight indexes to monitor the competitive-
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index, environmental index, technology index, human resources index,
openness index, and social index). The competitiveness monitor serves
gaps in competitiveness performance, and compared the competitive
advantages and disadvantages. The Travel & Tourism competitiveness
Index covers 140 countries and is based on the data from publicly available sources, international travel and tourism institutions and experts
as well as the results of the executive opinion Survey conducted by
search institutes and business organizations). The Travel & Tourism
the T&T regulatory framework sub index, the T&T business environment and infrastructure sub index and the T&T human, cultural, and
rules and regulations, environmental sustainability, Safety and security,
health and hygiene, Prioritization of Travel & Tourism, Air transport
infrastructure, Ground transport infrastructure, Tourism infrastructure, IcT infrastructure, Price competitiveness in the T&T industry,
and cultural resources).
In comparison to the use of this method in the above mentioned
models, the critical statements have been raised against the overestimating of the measurement of the country’s overall competitiveness
development rather than using it in tourism destination competitiveness concept. Parallel criticism has been aimed at the repetitiveness of
of tourism competitiveness and its implementation into the practice
are important for the awareness of countries to become more competitive in tourism and not only be successful.
MeThodoLoGY
The secondary research approach has been applied for obtaining
some examples of good practices from both countries – Austria and
Switzerland as well as content analysis of existing literature dealing with
models of competitiveness and explanation of models content. The
results were also collected during a post-graduate study stay in canada. Some ideas and topics were discussed with some academics as b.
also studied during a former research dealing with competitiveness of

ModeLS of TourISM coMPeTITIVeneSS

tourism in Austria and Switzerland. The study is more conceptually
based and uses some case studies collected during former research and
personal communication with the tourism representatives and academics especially from Austria, but is predominantly on former secondary
research and partly on empirical research. The former research interest and publications dealing with one of competitiveness component
Austria and Switzerland) has been partly incorporated into this research.
Findings and Discussion
cantly embracing further development of tourism business and comdestination. ccM is one of relatively innovative approaches to marketing and branding. This type of relational marketing is highly focused
at evoking of a strong loyalty relationship between a tourism destination and customers. A process of tailoring tourism services and offer
to the demand of customers requires a sophisticated marketing and
management approach and the existence of a skilled labour in tourism. Some countries, such as Switzerland and Austria, have based their
tourism business and strategy on provision of highly sophisticated and
strictly consumer-demand tailored tourism services.
Case study: Austria
Austria ranks third in competitiveness of tourism, measured by the
Tourism competitiveness Index with such priorities as for instance
“an example of quality in comparison to quantity“. Austria, similarly
as Switzerland, was able to implement legislative and especially organiinnovation approach). The innovative tourism destination strategies
and customer oriented marketing strategies have been designated as
one of the most important approaches in Austrian tourism development strategies. State funding was primarily focused on development
of standard of quality in tourism, especially in the service sector. Austria applied some guiding principles of success from the above stated
models of competitiveness, especially Poon’s model of new tourism
for this reason, both countries were able to build a positive image and
reputation as countries with highly recognized and unique tourism
product and tourism services. however, some other ideas mentioned
dwyer, bordas) could be visible in the strategies
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applied in successful countries as Austria. dwyer encompassed besides
ness and image, reputation. Austria was able to build a strong image
as one of the most stable countries in europe with clean environment
and high living standard. This might be based on factors, which were
quality, socio-economic, and demographic factors). creation of image
and reputation seems to become one of the strongest tools of competitiveness in this period of time, especially in the time of turmoil,
political instability, and economic crises. Austria and similarly Switzerland are two successful countries, which were able to establish their
extremely positive image as stable and attractive destinations for tourism. Poon’s model stressed the innovation and differentiation. Sustainability, social responsibility and respecting of demographic factors in
the tourism product offer are strong competitive factors of Austrian
tourism. for instance, the national Social responsibility Index and
th

in the implementation of cSr. Austria ranks 1st in health and hygiene, 1st in the quality of tourism infrastructure, 2nd in travel and tourpartnerships and cross-border co-operation, etc.). Strong sustainability principles, innovations and social responsibility enabled to achieve
an international success. Sustainable development means a synergy of
Sustainability, economic performance and quality of life are important
pillars supporting competitiveness.
www.austriatourism.com) is focused at three
creation and prosumer principle building). customer orientation, openness to foreign visitors and local stakeholder involvement are the bestpractice capabilities of successful tourism destinations. one example
of such activities is the regional cooperation management and linking
Austria to the regions of neighbour countries as for example hungary,
Slovenia, czech republic, Slovakia, etc. An excellent example of the
innovative approach, based on the new strategies of regional development and innovations, are so called learning regions. for this reason
Austria, by applying the principles of regionality and co-operation with
neighbour countries, was able to succeed. network creation, learning
partnerships with intercultural goals, cultural sensitivity and openness
have created favourable conditions for Austria to be a strongly competitive country in the world in all aspects, not only in tourism.
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Case study: Switzerland
Switzerland ranks 1st, in the TTcI in human resources quality, 2nd
in Safety and Security, environmental Sustainability and 3rd in Ground
able to built a high quality service offer based on the co-creation principles and unique services in tourism. This means the improvement of
so called relational marketing and branding as well as place marketing
ciations, sectors, etc.) and public sector representatives. A majority of
enterprises in Switzerland are small enterprises, which as a source of
higher transaction costs require stronger state interventions into tourand quality of environmental protection as well as the availability of
of natural resources and land protection as well as the environment
regulation are factors of success, which were stated in several models
of competitiveness, for example in Poon’s model. one of main campaigns during the last period was repositioning of summer tourism
strategy for the years 2012- 2015 and the market segmentation stratmost potential tourism destination and partner. Switzerland is one good
example of destination, which has a long period of tradition as a stable island of prosperity and reputation. contemporary customers are
mostly looking at such values as the quality of life and clean environment, and the image and reputation of destinations is a strong factor
because any negative information is spread out quickly via social media
as Twitter, TripAdvisor, facebook. for this reason, competitive countries have to be cautious about their image and reputation. Switzerland and also Austria implemented a very strong branding and loyalty
building concept into their tourism strategies. one of the examples
of a stronger loyalty building through branding is the individual and
vice quality in Switzerland) by the implementation of so called alternative lifestyle hotel services. A creative approach to service provision,
which is highly personalized and built through a strong segmentation
and by the application of psychographic factors, is one of new ways
of doing tourism business in Switzerland. Another important factor,
th
pillar – human resources) and
especially a quality of highly prestigious tourism educational institutions, for instance hotel schools as ecole hotelire de Lausanne, Swiss
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hotel Management School, Les roches International School of hotel
Management, ecole hoteliere de Geneve, IhTTI School of hotel
Management in neuchatel and the others. The quality of labour and
the education in tourism are interrelated, and Switzerland similarly as
Austria was able to apply the principles of innovations and competitive
growth into their tourism strategies and economic and social development, which are important preconditions of competitiveness growth.
concLuSIon
competitiveness of tourism destinations belongs to the core topics
of tourism policy. Seven existing models of tourism competitiveness
assist in decision making, but should not substitute for the role of the
economic research on the importance of tourism sector or ecological
sustainability through to local or global quality of life to micro-behavof competitiveness has been discussed and studied from the different
sides and point of view and especially with the focus on tourism. The
nario, not only tourism settings.
some leading countries in tourism as Switzerland and Austria, have
been underlined and discussed. both countries achieved an excellent
indexes based on several factors, not only tourism bound factors). It
strategic concepts of the above discussed models of tourism competiresponsibility and quality of the environmental protection and image
and reputation building. branding and strong loyalty building through
a provision of personally tailored services and sophisticated segmentation based on the psychographic factors are in this period of time
very crucial strategic managerial decisions in order to be competitive.
on the top of it, both countries have an excellent legislative, organizational and managerial framework of tourism business and tourism
is one of the priorities of both governments. In conclusion, Switzerland and Austria are strongly focused on the quality of labour and the
education of students who will be employed in tourism. This might
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be one of the strong examples of the innovative approach to competitiveness and destination growth.
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