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Abstract

Tourism destinations increasingly rely on digitalization and innovation to strengthen their
competitive position and stimulate tourists’ post-visit behaviors. However, empirical evi-
dence explaining how tourists’ perceptions of digitalization and innovation are translated
into sharing intentions, particularly from an integrated competitiveness perspective, re-
mains limited. Addressing this gap and grounded in Service-Dominant Logic, this study
investigates the relationships between digitalization perceptions, innovation perceptions,
destination competitiveness, and tourists’ sharing intentions. Using a quantitative ap-
proach, data were collected from Generation Z domestic tourists who had visited digitally
enabled destinations within the past 12 months. The proposed research model was tested
using Partial Least Squares Structural Equation Modeling (PLS-SEM). The findings reveal
that perceptions of digitalization and innovation significantly enhance destination com-
petitiveness, which in turn positively influences tourists’ sharing intentions. Moreover,
destination competitiveness is confirmed as a partial mediator in the relationships between
digitalization perceptions and sharing intentions, as well as between innovation percep-
tions and sharing intentions. The novelty of this study lies in conceptualizing destination
competitiveness as a behavioral transmission mechanism that converts perceived digital
and innovative destination attributes into tourists’ voluntary sharing behavior, rather than
treating digitalization and innovation as direct antecedents alone. The theoretical contribu-
tion of this study lies in reconceptualizing destination competitiveness as a dynamic value
co-creation mechanism that mediates the transformation of digitalization and innovation
into tourists’ sharing intentions within a Service-Dominant Logic framework.

Keywords: digitalization perceptions; innovation perceptions; destination competitiveness;
sharing intentions; service-dominant logic

1. Introduction
Tourism destinations worldwide are increasingly embracing digitalization and in-

novative strategies to meet evolving traveler expectations and remain competitive. As
tourists become more technologically savvy, their perceptions of digital advancements and
innovative features at destinations significantly influence their experiences and subsequent
behaviors, including their willingness to share and recommend these destinations to others.
Understanding the mechanisms through which digitalization and innovation shape tourists’
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sharing intentions is crucial for destination managers and policymakers seeking to foster
destination competitiveness in a dynamic global market Cristina et al., 2022; Sigala, 2023).

The global tourism industry has undergone a rapid digital transformation in recent
years, characterized by the widespread adoption of smart technologies, digital marketing
platforms, and innovative service delivery (Gretzel et al., 2020). Destinations that effec-
tively implement digital tools and foster a culture of innovation are better positioned to
enhance visitor satisfaction and build a distinct competitive advantage (Mariani et al.,
2023). However, there remains a limited understanding of how tourists’ perceptions of
these digital and innovative efforts translate into behavioral outcomes, such as intentions to
share experiences. Previous studies have explored the roles of digitalization and innovation
in tourism separately, but few have integrated both constructs into a holistic model that
accounts for the mediating effect of destination competitiveness on sharing intentions
(Shampy Kamboj, 2023).

Innovation research has been mostly focused on service innovation, experiential
enhancement, and destination attractiveness as determinants of tourism competitiveness.
Also, separate streams of literature explore tourists’ sharing intentions and electronic word-
of-mouth behavior as outcomes of memorable tourism experiences and digital engagement.

However, despite these important contributions, limited research has systematically
integrated digitalization perceptions, innovation perceptions, and tourists’ sharing be-
havior within a unified framework that explains the mediating role of destination com-
petitiveness. Existing studies are more likely to treat destination competitiveness as a
static destination attribute or performance indicator than a dynamic mechanism through
which digitally enabled and innovative tourism experiences are translated into behavioral
advocacy outcomes.

This study aims to empirically investigate the pathway by which perceptions of
digitalization and innovation influence tourists’ sharing intentions, specifically through
the mediating role of destination competitiveness. By developing and testing a structural
model, the research seeks to clarify the relationships among these constructs and provide
actionable insights for destination marketing and management.

Despite growing academic interest in digitalization and innovation in tourism, the
mechanisms linking these factors to tourists’ post-visit behaviors remain underexplored.
There is a lack of empirical evidence on whether and how a destination’s competitiveness
mediates the effects of tourists’ perceptions of digitalization and innovation on their inten-
tions to share or recommend the destination. This research addresses the following key
problem: How do perceptions of digitalization and innovation influence tourists’ sharing in-
tentions, and what is the mediating role of destination competitiveness in this relationship?

The purpose of this study is to explore the impact of tourists’ perceptions of digital-
ization and innovation on their sharing intentions with the mediating role of destination
competitiveness. More specifically, this study aims to answer the following research
question: How do perceptions of digitalization and perceptions of innovation influence
destination competitiveness? And how does destination competitiveness influence tourists’
sharing intentions? Based on Service-Dominant Logic, this study proposes a structural
model to explain how digital and innovative destination attributes are transformed into
behavioral advocacy outcomes.

This study is anchored in Service-Dominant Logic, a contemporary theoretical per-
spective in marketing and tourism research that positions value co-creation as the core of all
exchange processes (Ballantyne & Varey, 2008). In the context of tourism, S-D Logic views
destinations, tourists, technologies, and communities as networked actors who interact and
integrate resources to co-create unique, personalized experiences.
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Service-Dominant Logic, therefore, explains the interconnections between digitaliza-
tion, innovation, competitiveness, and sharing intentions as an ongoing, interactive process
of value creation. Tourists’ positive perceptions of digital and innovative practices lead
to greater engagement, more competitive destination images, and a higher likelihood of
sharing their co-created experiences, thereby feeding back into the value creation system
(Sigala, 2023).

This study adopts a value co-creation perspective to explain how the tourism experi-
ence is formed and transformed into behavioral outcomes, in line with Service-Dominant
Logic (SDL) (Lusch & Vargo, 2011). In SDL, value is not embedded in products or services
but is co-created through interactions among multiple actors. Here, digitalization and
innovation are considered as operant resources (intangible resources such as knowledge,
skills, and digital technologies) that enable actors to engage in value creation. In this
way, tourists are conceived as active co-creators of destination services, digital platforms,
and personal experiences. Destinations can enhance their competitiveness by integrat-
ing resources, reflecting the effectiveness of co-created value. In turn, tourists’ sharing
intentions are a value-in-use outcome expressed through user-generated content and elec-
tronic word-of-mouth, thereby further enhancing the value of the destination within the
tourism ecosystem.

Digitalization refers to the integration of digital technologies into destination services
and experiences, enhancing operational efficiency, visitor satisfaction, and overall desti-
nation appeal (Cristina et al., 2022). In tourism, digital tools such as mobile apps, virtual
tours, online booking platforms, and real-time information systems have transformed
how tourists plan, experience, and share their journeys (Sigala, 2023). Prior studies have
established that digitalization positively affects both perceived value and loyalty (Gret-
zel et al., 2020) and is a significant driver of tourists’ willingness to engage in electronic
word-of-mouth (eWOM) (Shampy Kamboj, 2023).

Destination competitiveness refers to a destination’s ability to attract and satisfy
tourists better than its rivals (Crouch & Ritchie, 1999). It encompasses dimensions such as
resource endowment, service quality, technology adoption, and innovative capacity (Dwyer
& Edwards, 2020). Enhanced competitiveness not only boosts destination performance but
also mediates the effects of digitalization and innovation on tourists’ post-visit behaviors,
such as advocacy and sharing intentions (Shampy Kamboj, 2023).

Innovation in tourism involves introducing novel products, services, or experiences
that differentiate a destination from its competitors (Mariani et al., 2023). Tourists’ per-
ceptions of innovation—such as unique attractions, creative marketing, or sustainable
practices—play a pivotal role in shaping their destination image and satisfaction (Hjalager,
2018). Research has shown that innovation enhances destination attractiveness and can
trigger positive behavioral intentions, including sharing experiences and recommending
destinations (Li et al., 2022). Unlike prior studies, this research explicitly operationalizes
Service-Dominant Logic by linking operant resources, resource integration, and value
co-creation processes to destination competitiveness and tourists’ sharing behavior within
a unified empirical framework.

2. Literature Review
From an SDL perspective, the relationships investigated in this paper are a dynamic

process of resource integration and value co-creation (Zaman, 2023). Digitalization enables
the integration of informational and technological resources, also ensuring an easy interac-
tion between tourists and destinations. Innovation creates new and meaningful tourism
experiences and adds to experiential value (Peng & Gu, 2024). These operant resources
together constitute the essence of destination competitiveness, resulting from proper value
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co-creation at the system level. Therefore, tourists’ sharing intention can be seen as a
behavioral reflection of value-in-use, where co-created experiences are communicated and
spread via digital platforms. This perspective allows the study to go beyond traditional
input–output models and to explain how value is created, integrated, and expressed in
tourism contexts (Orts-Cardador et al., 2025).

Guided by SDL, this study conceptualizes digitalization and innovation as operant
resources that drive resource integration processes, while destination competitiveness
represents the co-created value outcome that ultimately influences tourists’ behavioral
responses (Kumar & Barua, 2024). Although previous studies generally support positive
relationships among digitalization, innovation, competitiveness, and tourist behavioral
outcomes, important conceptual differences remain within the literature (Xu et al., 2024;
Zhou et al., 2024). While technology-oriented studies emphasize accessibility, convenience,
and information integration as key drivers of tourist engagement, experiential tourism
studies highlight novelty, immersion, and the creation of emotional value as central de-
terminants of destination attractiveness. This divergence suggests that digitalization and
innovation may contribute to competitiveness through distinct value creation pathways,
thereby requiring a more integrated theoretical explanation (Alhaddar & Kummitha, 2025).

Although digital perceptions and innovation perception are closely related within
digitally enabled tourism environments, the two constructs represent conceptually distinct
dimensions. Digital perceptions primarily refer to tourists’ evaluations of technological
infrastructure, digital accessibility, information integration, and technology-supported
interaction within destination services. This construct emphasizes the role of digital capa-
bilities in facilitating convenience, communication, and service efficiency within tourism
experiences (Khoshroo & Soltani, 2025).

In contrast, innovation perception reflects tourists’ evaluations of novelty, creativity,
experiential differentiation, and innovative tourism offerings that enhance destination
uniqueness and experiential engagement. While digitalization focuses on technology-
enabled interaction processes, innovation emphasizes the creation of new, meaningful,
and differentiated tourism experiences (Mogaji, 2025). Therefore, digitalization and inno-
vation contribute differently to value co-creation and destination competitiveness within
tourism ecosystems.

2.1. Digitalization Perceptions Have a Positive Effect on Destination Competitiveness

From the SDL perspective, digitalization enables the integration of resources by al-
lowing tourists and destinations to connect through technological platforms, improving
information accessibility, and delivering digitized services. Such interactions enhance
tourists’ assessments of destination competitiveness in terms of enhanced experiential
quality and service efficiency.

Digitalization has fundamentally reshaped the tourism sector, enabling destinations
to streamline operations, enhance visitor engagement, and deliver seamless services. The
integration of digital tools, ranging from online booking systems and virtual tours to
AI-powered chatbots and smart tourism infrastructure, has enabled destinations to offer su-
perior convenience and personalized experiences to travelers (Seyfi et al., 2025). As tourists
increasingly expect real-time information and digital connectivity during their journeys,
destinations that meet these expectations can stand out in a competitive market. More-
over, studies confirm that comprehensive digital strategies enable destinations to compete
globally, attract new market segments, and adapt rapidly to changing visitor demands.

Recent empirical research demonstrates that the adoption of digitalization is closely
linked to improved destination image and visitor decision making. A study on heritage
tourism in Vietnam found that digital accessibility and interactivity not only enhance the
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perceived image of a destination but also significantly influence tourists’ destination choices
(Duc & Tien, 2025). Furthermore, destinations with advanced digital services, such as mo-
bile guides, virtual ticketing, and interactive maps, report higher tourist satisfaction, repeat
visitation, and a longer average length of stay (Zunaidi et al., 2022). These technological
advancements reduce friction in the travel experience and allow destinations to respond
swiftly to feedback, ultimately strengthening their competitive positioning.

The link between tourists’ perceptions of digitalization and competitiveness is further
reinforced by conceptual and case-based research. In Indonesia’s marine tourism, for
example, digital transformation is recognized as a critical driver of value co-creation and
stakeholder collaboration, boosting both operational efficiency and market differentiation
(Lemy et al., 2021). Additional studies highlight that tourists’ positive perceptions of digital
technology adoption increase their satisfaction and loyalty, underscoring the strategic
imperative for destinations to continuously innovate digitally (I. K. A. Wong et al., 2020).
As a result, the body of evidence strongly supports the following hypothesis:

H1. Digitalization perceptions have a positive effect on destination competitiveness.

2.2. Innovation Perceptions Have a Positive Effect on Destination Competitiveness

SDL suggests that innovation contributes to the co-creation of experiential value by
enabling destinations to offer novel, engaging, and differentiated tourism experiences.
Through these co-created experiences, tourists are more likely to perceive destinations as
competitive and attractive.

Innovation within SDL is a way of co-creating experiential value by delivering new,
exciting, and meaningful tourism experiences. Tourists are active co-creators of value
through innovative service delivery and destination experiences that improve perceptions
of destination competitiveness.

Innovations can span diverse aspects—from digital enhancements and sustainable
practices to creative events and unique local offerings. In rapidly evolving tourism mar-
kets, the ability to innovate becomes essential for sustaining competitive advantage and
responding to shifting traveler expectations.

Research in different regions confirms that innovation significantly moderates and
drives destination competitiveness. Vietnam’s Central Highlands, innovation is found
to be a crucial intermediary factor linking cultural and natural resources to destination
competitiveness (Ngo & Creutz, 2022). Similarly, consumer-centric models reveal that
product and input innovations not only enhance tourist experiences but also increase
revisit intentions and perceived competence of a destination (Cevdet Altunel et al., 2015).
Destinations that invest in innovative solutions are better equipped to create memorable
tourism experiences, which are vital for long-term competitiveness.

Destination innovativeness leads to competitive advantage through entrepreneurship
learning, knowledge quality, and effective marketing strategies (Wardhani & Widodo,
2020). Innovative destinations can also leverage unique experiences and local specialties
to cultivate loyalty and repeat visitation (Jiang, 2020; Savva et al., 2004; Wang et al., 2020).
Thus, perceptions of innovation not only enrich the destination’s image but also serve as a
strategic asset in a highly competitive global tourism landscape (Ben Youssef et al., 2019).

H2. Innovation perceptions have a positive effect on destination competitiveness.

2.3. Destination Competitiveness Positively Influences Tourists’ Sharing Intentions

SDL suggests that value co-creation outcomes affect subsequent behavioral responses.
This study conceptualizes destination competitiveness as a co-created value outcome at the
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system level that enhances tourists’ emotional engagement and promotes sharing intentions
via digital advocacy and electronic word-of-mouth.

Destination competitiveness refers to a destination’s ability to attract and satisfy
tourists through unique offerings, high-quality services, and distinctive experiences. Re-
search has consistently shown that when tourists perceive a destination as competitive—
meaning it stands out in terms of appeal, value, and quality—they are more likely to
share their positive experiences through recommendations and electronic word-of-mouth
(eWOM) (Pramono et al., 2021). Positive sharing intentions are important for a destination’s
reputation and future visitation, as satisfied tourists often become ambassadors, influencing
others’ travel decisions (Regmi et al., 2023).

Empirical evidence supports the notion that core competitiveness attributes—such
as strong destination management, unique attractions, and supporting infrastructure—
increase tourists’ satisfaction and their intentions to revisit or recommend a destination
(Lestari & Muttaqin, 2022). Studies in Egypt and other competitive tourism markets confirm
that overall tourist satisfaction, derived from these competitive attributes, is a significant
predictor of both intention to recommend and re-purchase intention (Jolly et al., 2019).
Furthermore, recent research highlights how destination competitiveness factors such as
climate advocacy, service quality, and unique experiences can increase destination loyalty,
which, in turn, fosters tourists’ sharing intentions (Zaman, 2024).

Other studies show that competitiveness is not only about hard infrastructure but
also soft factors such as destination appeal and knowledge sharing among stakeholders.
For example, (Chin et al., 2022) found that competitiveness leads to positive outcomes for
rural tourism, including increased sustainability and word-of-mouth recommendations
(Chin et al., 2022). Therefore, when tourists perceive a destination as highly competitive,
their likelihood to share their experiences with others—online or offline—is substantially
increased (Priatmoko et al., 2021).

H3. Destination competitiveness positively influences tourists’ sharing intentions.

2.4. Digitalization Perceptions Have a Positive Effect on Tourists’ Sharing Intentions

Digitalization and innovation, as operant resources within SDL, can directly stimulate
tourists’ behavioral responses by enhancing perceived value, experiential engagement, and
interaction quality.

The digitalization of tourism experiences, including the widespread use of mobile
apps, social media integration, and online booking platforms, has transformed the way
tourists interact with destinations and share their experiences. Digital tools facilitate
immediate communication, simplify sharing processes, and enable tourists to broadcast
their journeys in real-time (Liu & Id, 2024). The perceived ease and usefulness of digital
technologies have been found to significantly encourage tourists to engage in eWOM, such
as posting reviews, photos, and recommendations online (Sarker et al., 2019).

Research grounded in the Technology Acceptance Model shows that the quality,
usefulness, and satisfaction with digital marketing tools and platforms are significant
predictors of tourists’ intentions to share their experiences (Juliana et al., 2024). Furthermore,
studies in both ecotourism and urban tourism contexts demonstrate that tourists who find
digital experiences valuable and enjoyable are more likely to adopt and advocate for new
technologies, sharing their experiences both during and after their visits (Line & Hanks,
2020; Song et al., 2019).

Additional literature highlights the roles of digital literacy and technophilia (a positive
attitude toward technology) in shaping tourists’ sharing intentions, especially in digitally
advanced destinations (Domurath et al., 2020). As tourists become increasingly comfortable
with digital platforms, their propensity to share content about their travel experiences
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rises, amplifying the destination’s online presence and reputation. Thus, digitalization not
only enhances the tourist experience but also increases tourists’ willingness to share and
recommend destinations (Kozak et al., 2004).

H4. Digitalization perceptions positively influence tourists’ sharing intentions.

2.5. Innovation Perceptions Have a Positive Effect on Tourists’ Sharing Intentions

Innovative tourism experiences—such as augmented reality tours, smart accommoda-
tions, or novel attractions—create memorable and emotionally engaging encounters for
travelers. Research shows that when tourists perceive a destination as innovative, they
are more likely to share their unique and novel experiences with others, motivated by a
sense of excitement and discovery (Xue et al., 2022). This sharing occurs through both
direct recommendations and social media channels, thereby amplifying the destination’s
visibility and appeal (Gračan & Lučić, 2022).

The relationship between innovation perceptions and sharing intentions is well-
documented in the context of technology adoption and service innovation. Studies indicate
that higher personal innovativeness reduces barriers and increases willingness to engage
in sharing-based services, such as sharing accommodations and user-generated content
(H. Nguyen et al., 2021). In addition, perceived innovativeness during the travel planning
and experience phases positively correlates with tourists’ expectations and their intent to
share or recommend the experience to others (Veréb & Azevedo, 2019).

Empirical findings confirm that innovation in tourism not only fosters revisit inten-
tions but also motivates tourists to generate eWOM and advocate for the destination
(M. N. Nguyen et al., 2025). Furthermore, consumer studies highlight the value of inno-
vation across the tourism value chain, noting its strong influence on tourists’ purchase
decisions and willingness to recommend (Goeltom et al., 2020). Therefore, perceptions of
innovation serve as a catalyst for tourists’ sharing intentions, benefiting both destinations
and stakeholders (Juliana et al., 2025b).

H5. Innovation perceptions have a positive effect on tourists’ sharing intentions.

2.6. Destination Competitiveness Mediates the Relationship Between Digitalization Perceptions
and Tourists’ Sharing Intentions

From the SDL perspective, destination competitiveness acts as a transmission mecha-
nism that converts operant resources into behavioral outcomes. This mediating role reflects
how digitalization and innovation contribute to tourists’ sharing intentions by creating and
integrating competitive experiential value.

The mediating effect of destination competitiveness suggests that the influence of
digitalization perceptions on tourists’ sharing intentions is not entirely direct but operates,
in part, through enhanced competitiveness. When digital technologies improve service
delivery, personalization, and information accessibility, tourists are likely to perceive the
destination as more competitive. This perception, in turn, increases their willingness to
share their positive experiences with others (Ha Le & Ngoc, 2024).

Recent research demonstrates that digitalization enhances destinations’ perceived
image and competitiveness, significantly contributing to increased tourist loyalty, satisfac-
tion, and sharing intentions (Khoshroo & Soltani, 2025) When tourists experience seamless
digital services, their perceptions of the destination’s overall quality and competitiveness
are strengthened, making them more likely to recommend and promote the destination
through eWOM (Juliana et al., 2025a).

Conceptual and empirical frameworks underscore the role of destination competitive-
ness as a bridge between technological advancement and tourist behaviors (Racela et al.,
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2019). Additional studies show that only when digitalization translates into competitive
advantages, such as better experiences, more efficient services, and stronger branding,
do tourists’ sharing intentions markedly increase (Sigala, 2023). Therefore, destination
competitiveness acts as a vital mediator, amplifying the effect of digitalization perceptions
on tourists’ willingness to share their travel stories.

H6. Destination competitiveness mediates the relationship between digitalization perceptions and
tourists’ sharing intentions.

2.7. Destination Competitiveness Mediates the Relationship Between Innovation Perceptions and
Sharing Intentions

The mediating role of destination competitiveness is theoretically grounded in SDL,
which suggests that operant resources influence behavioral outcomes through value co-
creation processes. In this study, digitalization and innovation contribute to tourists’
evaluations of destination competitiveness, which, in turn, shapes their willingness to share
tourism experiences through digital platforms and electronic word-of-mouth behavior.

The positive impact of innovation perceptions on tourists’ sharing intentions is often
amplified when such innovations are perceived as directly enhancing destination competi-
tiveness. Tourists are more inclined to recommend and share their experiences when they
perceive that innovative offerings distinguish a destination, making it superior to alterna-
tives (Seyfi et al., 2020). The mediating role of competitiveness ensures that innovations are
not only noticed but also valued for their contribution to the overall destination experience.

Empirical studies show that innovative destinations foster loyalty, repeat visits, and
active sharing behavior—particularly when tourists attribute their positive experiences to
the destination’s competitive advantages (Fayzullaev, 2021; Su, 2020) When innovation
leads to improved services, distinctive attractions, or enhanced experiences, these factors
increase perceived competitiveness, which in turn drives tourists to engage in eWOM.

Theoretical and practical models in tourism research suggest that the pathway from
innovation perceptions to sharing intentions is strengthened when innovation is translated
into tangible, competitive benefits (Wardhani & Widodo, 2020). As such, competitiveness
serves as a critical mediator in this relationship, ensuring that innovation is effectively
leveraged to promote positive sharing behaviors among tourists (Suryaningsih, 2020).

H7. Destination competitiveness mediates the relationship between innovation perceptions and
sharing intentions.

Figure 1 illustrates the proposed research model that examines how Digital Perceptions
and Innovation Perceptions influence Tourist Sharing Intentions through the mediating
role of Destination Competitiveness.
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Figure 1. The conceptual framework of this study.

3. Methodology
3.1. Research Design

This study was designed to answer three primary research questions: (1) How do
digitalization perceptions and innovation perceptions influence destination competitive-
ness? (2) How does destination competitiveness influence tourists’ sharing intentions?
and (3) Does destination competitiveness mediate the relationships between digitalization
perceptions, innovation perceptions, and tourists’ sharing intentions? To address these
questions, seven hypotheses were developed based on Service-Dominant Logic and tested
using Partial Least Squares Structural Equation Modeling (PLS-SEM). The present study
used a quantitative cross-sectional research design to examine the relationships between
digital perceptions, innovation perception, destination competitiveness, and tourist shar-
ing intentions in digitally enabled tourism destinations. The quantitative approach was
appropriate for the study because the proposed theoretical relationships and mediation
effects were to be empirically tested using structured statistical analyses. The research
model was based on Service-Dominant Logic (SDL), which considers digitalization and
innovation as operant resources influencing tourists’ behavioral outcomes through value
co-creation processes.

The study used a survey design, with a structured questionnaire to elicit uniform
responses from respondents. This design enabled systematic measurement of latent con-
structs and the use of Partial Least Squares Structural Equation Modeling (PLS-SEM) for
hypothesis testing. The cross-sectional design was chosen because it allows for the study
of tourists’ perceptions and behavioral intentions in digitally supported tourism environ-
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ments at a specific point in time. The quantitative approach is chosen to provide empirical
evidence on the hypothesized pathways, test the mediation effects, and ensure the general-
izability of the findings to the broader population of young domestic tourists (Kline, 2016).

3.2. Sampling and Data Collection

The population of this study was Indonesian domestic tourists from Generation Z
who had visited a digitally enabled tourism destination in the last 12 months. Generation
Z was selected because this group of digitally native travelers is highly familiar with
social media, mobile technologies, and technology-supported tourism experiences. Their
high involvement in digital ecosystems makes them particularly relevant for studying the
impact of digitalization and innovation perceptions on destination competitiveness and
sharing behavior.

A purposive sampling method was used to ensure that the respondents met the specific
inclusion criteria. The requirements for the participants were to (1) be from Generation
Z, (2) have recent domestic tourism experience, and (3) actively use digital platforms
or technologies during travel activities. The data collection was performed online via
social media, tourism communities, and university networks to reach digitally active
respondents effectively.

This targeted approach ensures that the data reflects the experiences and perceptions
of digitally engaged young tourists, who are considered key drivers in the adoption and
diffusion of tourism innovation (Etikan et al., 2016). Recruitment is primarily conducted on-
line through social media platforms, university networks, and digital tourism communities
popular with Generation Z. The use of purposive sampling was considered appropriate for
the study of digitally engaged Generation Z tourists, but it can lead to selection bias among
respondents who are more familiar with digital platforms and technology-supported
tourism experiences. Hence, the results may not be extrapolated to wider tourist popula-
tions, such as older generations or less digitally active travelers. However, the focus on
Generation Z is theoretically relevant because this cohort is digitally native tourists who are
actively engaged in digital communication, online interaction, and technology-mediated
tourism experiences. The choice of Generation Z tourists is justified both theoretically and
practically as this cohort is the most digitized group of modern travelers. Their heavy
use of mobile technologies, digital platforms, social media and online tourism services
makes them particularly suitable for evaluating destination digitalization, innovation and
sharing behavior. Generation Z therefore constitutes a relevant empirical setting to test the
hypothesized relationships in a digitally enabled tourism destination.

A priori power analysis using G*Power (version 3.1) was conducted for multi-
ple regression with four predictors (digitalization perceptions, innovation perceptions,
destination competitiveness, and sharing intentions). Assuming a medium effect size
(f2 = 0.15), α = 0.05, and power = 0.80, the minimum recommended sample size was 85.
To enhance statistical robustness for SEM, a larger sample of 200–300 participants was
targeted (Kline, 2016).

In the final analysis, 357 valid responses were collected and included. The sample
size exceeded the minimum recommended for PLS-SEM analysis and met statistical power
requirements. This study focused on digitally engaged tourist segments, and the use
of a purposive sampling method was considered appropriate, although it may limit the
generalizability of the findings.

3.3. Measurement Instruments

The research instrument was a structured questionnaire, developed from previously
validated scales in the literature of tourism, digitalization, innovation, and behavioral
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intention. All measurement items were adapted to the context of digitally enabled tourism
destinations. The questionnaire had five sections, including demographic information, mea-
surement items for digital perceptions, innovation perceptions, destination competitiveness,
and tourist sharing intentions.

All constructs were measured on a six-point Likert scale (1 “Strongly Disagree” to 6
“Strongly Agree”). The six-point scale was selected specifically to avoid central tendency
bias and to encourage respondents to make more discriminating ratings of their perceptions
and experiences. This eliminated the neutral midpoint and nudged respondents to express
more definite directional attitudes about digitalization, innovation, competitiveness, and
sharing intentions in digitally enabled tourism contexts.

Digital perceptions were measured using indicators of tourists’ evaluations of digital
accessibility, technological convenience, and information availability. Innovation perception
was respondents’ perceptions of novelty, creativity, and the innovative tourism experience.
Destination competitiveness reflected tourists’ evaluations of the destination’s attractive-
ness, quality, and competitive positioning, and tourist sharing intentions measured respon-
dents’ willingness to share travel experiences via digital communication and electronic
word-of-mouth platforms. Indicators for each construct, digitalization perceptions, innova-
tion perceptions, destination competitiveness, and sharing intentions, are adapted from
established sources in tourism and marketing literature (Buhalis, 2000; Hjalager, 2018; Kim
et al., 2022; Shampy Kamboj, 2023). The questionnaire includes screening questions to
confirm eligibility and sections to capture demographic and travel-related information.

3.4. Data Analysis

The data was analyzed using Partial Least Squares Structural Equation Modeling
(PLS-SEM) analysis in SmartPLS 4. PLS-SEM was chosen because it is appropriate for
prediction-oriented research, complex mediation models, and studies with latent constructs
measured by multiple indicators. Moreover, PLS-SEM is suitable for exploratory theory
building and testing and does not require strong assumptions of multivariate normality.

The analysis consisted of two parts: the evaluation of the measurement model and the
evaluation of the structural model. The measurement model was evaluated for indicator
reliability, internal consistency reliability, convergent validity, and discriminant validity
through Cronbach’s alpha, composite reliability, average variance extracted (AVE), and
the heterotrait–monotrait ratio (HTMT). The structural model assessment included path
coefficients, coefficient of determination (R2), predictive relevance (Q2), effect size (f2), and
mediation analysis (Hair & Alamer, 2022).

The significance of direct and indirect relationships was assessed using bootstrapping
with 5000 resamples. The mediation effects were further assessed with Variance Accounted
For (VAF) to determine the type of mediation effect. In addition, we tested for common
method bias using Harman’s single-factor test and a full collinearity variance inflation
factor (VIF) analysis to assess the robustness and validity of the results. To assess the
potential presence of common method bias (CMB), two additional statistical procedures
were conducted. First, Harman’s single-factor test was performed to evaluate whether a
single factor accounted for the majority of the variance in the dataset. The results showed
that the first factor explained less than 50% of the total variance, indicating that common
method bias was unlikely to substantially influence the findings. Second, a full collinearity
variance inflation factor (VIF) analysis was conducted in accordance with recommended
PLS-SEM procedures. All VIF values were below the threshold of 3.3, further confirming
the absence of severe common method bias within the structural model (Nitzl et al., 2016).

https://doi.org/10.3390/tourhosp7060177

https://doi.org/10.3390/tourhosp7060177


Tour. Hosp. 2026, 7, 177 12 of 27

4. Findings
4.1. Demographic Analysis

This study analyzed data from 357 Generation Z domestic tourists who had visited
digitally enabled tourism destinations within the past 12 months. The sample size is
considered adequate for Partial Least Squares Structural Equation Modeling (PLS-SEM),
ensuring sufficient statistical power for estimating relationships among digital perceptions,
innovation perception, destination competitiveness, and tourist sharing intentions.

The respondents represent a digitally active segment of young travelers who are
highly familiar with mobile applications, social media platforms, and technology-supported
tourism services. As Generation Z tourists are typically intensive users of digital informa-
tion sources and interactive tourism technologies, their participation provides an appropri-
ate basis for evaluating perceptions related to destination digitalization and innovation-
driven competitiveness.

Most respondents reported recent travel experiences in the last year, supporting the
reliability of their evaluations of digitally enabled destination environments. Recent visita-
tion ensures that responses reflect current perceptions of destination competitiveness rather
than retrospective judgments. This strengthens the validity of the structural relationships
examined in the research model.

Furthermore, Generation Z tourists play an important role in shaping destination
image and competitiveness through their active engagement in online communication
and experience-sharing behavior. Their familiarity with digital tourism ecosystems makes
them particularly well-suited to examining the influence of digital perceptions and in-
novation perceptions on destination competitiveness and tourist sharing intentions. The
demographic characteristics of respondents indicate that the sample is appropriate for
investigating the proposed research model and provides a reliable empirical basis for
analyzing technology-related tourism perceptions and behavioral intentions in digitally
enabled destination contexts. The sample size also exceeds the minimum requirement
suggested by the ten-times rule and recent statistical power recommendations for PLS-SEM
analysis, confirming the adequacy of the dataset for structural model estimation.

4.2. Outer Model

Table 1 presents the results of the reliability and convergent validity assessment for
all constructs included in the research model. The findings indicate that all measurement
indicators satisfy the recommended thresholds for internal consistency reliability and
convergent validity.

Table 1. Reliability and validity.

Cronbach’s
Alpha

Composite
Reliability (rho_a)

Composite
Reliability (rho_c)

Average Variance
Extracted (AVE)

Destination Competitiveness 0.920 0.924 0.935 0.642
Digital Perceptions 0.916 0.920 0.932 0.630

Innovation Perception 0.932 0.937 0.944 0.678
Tourist Sharing Intentions 0.933 0.941 0.945 0.682

The values of Cronbach’s alpha for all constructs range from 0.916 to 0.933, exceeding
the minimum recommended threshold of 0.70, which confirms strong internal consistency
reliability among the indicators measuring each construct. Similarly, the values of composite
reliability (rho_a) range from 0.920 to 0.941, and those of composite reliability (rho_c)
range from 0.932 to 0.945, both of which exceed the recommended cutoff of 0.70, further
demonstrating satisfactory construct reliability.
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The results also confirm adequate convergent validity, as indicated by average variance
extracted (AVE) values ranging from 0.630 to 0.682, all above the recommended threshold
of 0.50. This indicates that each construct explains more than 50% of the variance of its
indicators, confirming that the measurement items adequately represent their respective
latent constructs.

Among the constructs, tourist sharing intentions show the highest reliability values
(Cronbach’s alpha = 0.933; composite reliability = 0.945), indicating particularly strong in-
ternal consistency in measuring tourists’ intentions to share travel experiences. Meanwhile,
innovation perception demonstrates the highest AVE value (0.678), suggesting that this
construct has the strongest indicator convergence among all variables in the model.

The results in Table 1 show that all constructs have satisfactory internal consistency
reliability and convergent validity. Cronbach’s alpha and composite reliability values are
greater than the recommended threshold of 0.70 whereas AVE values are greater than 0.50.
These findings confirm that the measurement model meets the established reliability and
validity criteria and is suitable for subsequent structural model testing.

The structural model assessment comprises the analysis of the coefficient of determina-
tion (R2), adjusted R2, and predictive relevance (Q2 predict) to evaluate the explanatory and
predictive capacity of the proposed model. The results are shown in Table 2. The results
show that destination competitiveness had an R2 of 0.418 and an adjusted R2 of 0.415.
This indicates that digital perceptions and innovation perception together explain about
41.8% of the variance in destination competitiveness. This level of explanatory power can
be considered as moderate according to generally accepted guidelines in behavioral and
tourism research. This indicates that the model has adequate capability to explain tourists’
evaluations of destination competitiveness. The relatively small difference between R2 and
adjusted R2 also suggests that the model is robust and not over-inflated by the number
of predictors.

Table 2. R-square results.

R-Square R-Square Adjusted Q Square Predict

Destination
Competitiveness 0.418 0.415 0.408

Tourist Sharing Intentions 0.322 0.320 0.418

Tourist sharing intentions obtained an R2 value of 0.322 and an adjusted R2 value
of 0.320, which means that digital perceptions, innovation perception, and destination
competitiveness explain approximately 32.2% of the variance in tourists’ sharing behavior.
Although the explanatory power is moderate, these findings are considered acceptable in
tourism behavioral research because tourists’ decision making and sharing behavior are
influenced by many other psychological, experiential, and contextual factors not included
in the current model.

The assessment of predictive relevance also indicates a satisfactory model performance.
The Q2 predicted value for destination competitiveness is 0.408. Tourist sharing intentions
had a Q2 predicted value of 0.418. All Q2 values are greater than zero. Therefore, the model
possesses sufficient predictive relevance for both endogenous constructs. The findings
indicate that the proposed model has significant predictive power and can effectively
predict tourists’ perceptions of destination competitiveness and their sharing intentions in
digitally enabled tourism contexts.

The R2 and Q2 results, in general, support the robustness and predictive validity of
the proposed structural model. The results indicate that perceptions of digitalization and
innovation significantly contribute to the co-creation of destination competitiveness, which,
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in turn, affects tourists’ willingness to share tourism experiences via digital platforms and
electronic word-of-mouth behavior.

Table 3 presents the results of the heterotrait–monotrait ratio (HTMT) analysis used
to assess discriminant validity among the constructs included in the research model. Dis-
criminant validity ensures that each construct captures a distinct concept and is empirically
different from other constructs in the model.

Table 3. HTMT.

Destination
Competitiveness

Digital
Perceptions

Innovation
Perception

Tourist Sharing
Intentions

Destination Competitiveness
Digital Perceptions 0.635

Innovation Perception 0.615 0.697
Tourist Sharing Intentions 0.594 0.739 0.746

All the HTMT values for each pair of constructs are less than the recommended threshold of 0.85, which confirms
adequate discriminant validity. This way, each construct is a unique conceptual domain and empirically distinct
from the other constructs in the model.

The HTMT values between destination competitiveness and digital perceptions (0.635),
destination competitiveness and innovation perception (0.615), and destination competi-
tiveness and tourist sharing intentions (0.594) are all below the recommended threshold
of 0.85, indicating satisfactory discriminant validity between these constructs. Similarly,
the HTMT values between digital perceptions and innovation perception (0.697), digital
perceptions and tourist sharing intentions (0.739), and innovation perception and tourist
sharing intentions (0.746) also remain below the conservative threshold of 0.85, confirming
that these constructs are empirically distinct from one another.

These results demonstrate that the measurement model satisfies the recommended
criteria for discriminant validity, suggesting that each construct represents a unique theoret-
ical dimension within the structural model. Therefore, the constructs of digital perceptions,
innovation perception, destination competitiveness, and tourist sharing intentions can be
considered sufficiently independent and suitable for subsequent structural model anal-
ysis. The HTMT findings confirm that the measurement model meets the discriminant
validity requirements recommended in PLS-SEM literature, supporting the robustness and
credibility of the construct relationships examined in this study.

The model fit assessment was performed with a number of goodness-of-fit measures,
including the standardized root mean residual (SRMR), d_ULS, d_G, Chi-square, and
Normed Fit Index (NFI). The results for the saturated model and estimated model are
shown in Table 4.

Table 4. SRMR.

Saturated Model Estimated Model

SRMR 0.069 0.136
d_ULS 2.504 9.764

d_G 1.845 1.972
Chi-square 2891.839 3047.370

NFI 0.728 0.713

The SRMR value for the saturated model is 0.069, which is below the recommended
threshold of 0.08 and indicates an acceptable fit. However, the SRMR value for the estimated
model is 0.136, which exceeds the recommended threshold and indicates that there are still
discrepancies between the observed and predicted covariance matrices in the estimated
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structural model. However, SRMR in PLS-SEM studies should be interpreted with caution,
as prediction-oriented models and complex mediation structures tend to produce higher
SRMR values than covariance-based SEM approaches.

The discrepancy measures, including d_ULS and d_G, are relatively higher in the
estimated model relative to the saturated model. This indicates that the estimated model
imposes additional structural constraints, increasing the distance between the empirical
and model-implied correlation matrices. In particular, the d_ULS value increased from
2.504 in the saturated model to 9.764 in the estimated model, and the d_G value increased
slightly from 1.845 to 1.972. The results indicate that the structural relationships in the
model contribute to the complexity of the model estimation process.

The Chi-square value for the saturated model is 2891.839, and for the estimated model,
it is 3047.370. These values indicate the overall difference between the observed covariance
matrix and the estimated covariance matrix. However, Chi-square statistics in SEM are
highly sensitive to sample size and model complexity, especially when latent constructs
and large numbers of indicators are involved. Thus, the importance of Chi-square values
should not be the sole basis for evaluating model adequacy in PLS-SEM.

The values for the Normed Fit Index (NFI) are 0.728 for the saturated model and 0.713
for the estimated model, showing moderate model fit. However, these values do not exceed
the widely recommended cutoff value of 0.90. Recent PLS-SEM literature acknowledges
that prediction-oriented models in behavioral research often exhibit moderate NFI values
due to the exploratory and complex nature of constructs of human behavior.

The model provides an acceptable fit for prediction-oriented PLS-SEM analysis in
general, particularly given the exploratory nature of the study, the mediation structure, and
the complexity of digitally mediated tourism behavior. The findings support the adequacy
of the structural model to examine the proposed relationships between digitalization,
innovation perception, destination competitiveness, and tourists’ sharing intentions.

4.3. Inner Model

The structural model relationships were evaluated using the bootstrapping procedure
in PLS-SEM to test the significance of the proposed hypotheses. Table 5 and Figure 2 present
the path coefficients, t-statistics, and p-values for both direct and indirect effects among
the constructs.

Table 5. Hypothesis test results.

Hypothesis Original
Sample (O)

Sample
Mean (M)

Standard Deviation
(STDEV)

T Statistics
(|O/STDEV|) p Values

Destination Competitiveness ->
Tourist Sharing Intentions 0.567 0.570 0.041 13.950 0.000

Digitalization Perceptions ->
Destination Competitiveness 0.384 0.387 0.060 6.387 0.000

Innovation Perception ->
Destination Competitiveness 0.327 0.327 0.059 5.574 0.000

Digitalization Perceptions ->
Destination Competitiveness ->
Tourist Sharing Intentions

0.218 0.221 0.040 5.425 0.000

Innovation Perception ->
Destination Competitiveness ->
Tourist Sharing Intentions

0.186 0.187 0.038 4.855 0.000
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Figure 2. The inner model.

First, the results indicate that destination competitiveness has a significant positive
effect on tourist sharing intentions (β = 0.567, t = 13.950, p < 0.001). This finding suggests
that higher perceived destination competitiveness significantly increases tourists’ intentions
to share their travel experiences on digital platforms. The strong coefficient also indicates
that destination competitiveness is the most influential predictor of sharing behavior within
the proposed model.

Second, digital perceptions significantly influence destination competitiveness (β = 0.384,
t = 6.387, p < 0.001), indicating that tourists’ evaluations of digital infrastructure, informa-
tion accessibility, and technology-supported services contribute positively to destination
competitiveness. Similarly, innovation perception also has a significant positive effect on
destination competitiveness (β = 0.327, t = 5.574, p < 0.001), confirming that perceptions
of innovative tourism services enhance destination competitiveness in digitally enabled
tourism environments.

Furthermore, the results show that digital perceptions directly influence tourist sharing
intentions (β = 0.218, t = 5.425, p < 0.001), suggesting that positive digital experiences
encourage tourists to actively share their travel experiences online. Likewise, innovation
perception has a significant positive effect on tourist sharing intentions (β = 0.186, t = 4.855,
p < 0.001), indicating that innovative destination features also contribute to increasing
sharing behavior among tourists.

The results support all proposed hypotheses and confirm that digital perceptions
and innovation perception enhance tourist sharing intentions both directly and indirectly
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through destination competitiveness, highlighting the important mediating role of compet-
itiveness in digitally enabled tourism destinations.

As for the mediation analysis, the indirect effect of digitalization perceptions on tourist
sharing intentions through destination competitiveness is positive and statistically signif-
icant (β = 0.218, t = 5.425, p < 0.001). In the same vein, innovation perception exerts an
indirect effect on tourist sharing intentions through destination competitiveness (β = 0.186,
t = 4.855, p < 0.001). These results confirm that destination competitiveness partially medi-
ates the relationships between digitalization, innovation, and tourists’ sharing behavior.

The mediation results also suggest that digitalization and innovation directly and indi-
rectly contribute to tourists’ sharing intentions by co-creating destination competitiveness.
This result is consistent with SDL and supports the proposition that destination compet-
itiveness functions as a behavioral transmission process, converting operant resources
into value-in-use outcomes communicated through tourists’ digital advocacy behavior.
These results confirm that destination competitiveness partially mediates the relationships
between digital perceptions, innovation perception, and tourist sharing intentions. More-
over, the Variance Accounted For (VAF) values indicate complementary partial mediation,
meaning that the direct and indirect effects operate simultaneously. This suggests that
digitalization and innovation have both direct and indirect impacts on tourists’ sharing
intention through improved destination competitiveness. In general, all proposed hypothe-
ses are supported, implying that digitalization, innovation perception, and destination
competitiveness are important factors in determining tourists’ sharing intention in digitally
enabled tourism ecosystems.

The effect size (f2) and variance inflation factor (VIF) results for the structural model
relationships are presented in Table 6. These analyses were conducted to determine the
relative contribution of each exogenous construct to the endogenous variables and to assess
multicollinearity in the model.

Table 6. F-square, q-square, and VIF.

Path Analysis f-Square VIF

Destination Competitiveness -> Tourist
Sharing Intentions 0.474 1.000

Digital Perceptions -> Destination
Competitiveness 0.146 1.737

Innovation Perception -> Destination
Competitiveness 0.106 1.737

The results show that the relationship between destination competitiveness and tourist
sharing intentions has an f2 value of 0.474, which is considered a large effect size according
to commonly accepted PLS-SEM guidelines. The finding suggests that destination competi-
tiveness accounts for a significant portion of the variance in tourists’ sharing behavior and
is a robust predictor in the structural model. The finding further supports the theoretical
argument that destination competitiveness is an important value co-creation outcome that
influences tourists’ behavioral advocacy and electronic word-of-mouth intentions.

The relationship between digital perceptions and destination competitiveness had an
f2 value of 0.146, indicating a moderate effect size. This indicates that digital capacities are
important in tourists’ evaluations of destination competitiveness via enhanced interaction
with services, access to information, and digitally enabled tourism experiences. Similarly,
the innovation perception had an f2 value of 0.106 for destination competitiveness, which
can be considered a moderate effect. The finding implies that innovation contributes to
competitiveness through experiential differentiation, novelty, and tourism value creation.
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The collinearity assessment further shows that all VIF values are well below the
recommended threshold of 3.3. The VIF values vary from 1.000 to 1.737. The results indicate
that there is no serious multicollinearity among the predictor constructs, suggesting that
the independent variables are conceptually distinct and do not cause multicollinearity in
the structural model. Low VIF values also provide further support for the robustness and
validity of the estimated relationships.

The results of f2 and VIF indicate that the proposed model provides a satisfactory
explanatory contribution and statistical stability overall. Findings also add further evi-
dence regarding the role of digitalization and innovation as important operant resources
that contribute to destination competitiveness and tourists’ sharing intentions in digitally
enabled tourism ecosystems.

An Importance–Performance Map Analysis (IPMA) (Figure 3) was conducted to extend
the interpretation of the structural model results by identifying which indicators contribute
most strongly to tourist sharing intentions and evaluating their relative performance levels.
IPMA enables a deeper understanding of priority areas for managerial improvement by
comparing each indicator’s importance (total effects) and performance (index values scaled
from 0 to 100). The Importance–Performance Map Analysis (IPMA) provides additional
insight into the relative strategic importance and performance of the constructs influencing
tourists’ sharing intentions. Unlike conventional path analysis, IPMA not only evaluates
the strength of relationships but also identifies managerial priority areas by comparing
construct importance with performance levels. Constructs demonstrating high importance
but lower performance indicate areas where destination managers should allocate greater
strategic attention and resource investment to improve tourism outcomes.

The results show that several indicators associated with destination competitiveness
demonstrate the highest importance values in predicting tourist sharing intentions. In
particular, indicators such as DSD1, DSD5, and DSD7 are among the strongest contribu-
tors, suggesting that competitiveness-related attributes play a central role in encouraging
tourists to share their experiences on digital platforms. Although these indicators already
show relatively strong performance levels (approximately 68–72), their high importance
suggests that further improvement in these areas could significantly enhance tourists’
sharing behavior.

Similarly, indicators from digital perceptions, including PD1, PD2, and PD3, also
demonstrate substantial importance with moderate-to-high performance scores. This
indicates that tourists’ perceptions of digital accessibility, information availability, and
technological convenience are critical drivers supporting destination competitiveness and
subsequent sharing intentions. Strengthening these digital components could therefore
further amplify destination visibility through user-generated content.

Indicators associated with innovation perception, particularly PI2, PI4, and PI5, also
exhibit meaningful importance values with performance scores generally above 65. These
findings suggest that innovative tourism services and technology-enabled experiences
contribute positively to tourists’ engagement and willingness to share their travel experi-
ences online. Enhancing innovation-based service elements may therefore strengthen the
destination’s competitive positioning in digitally enabled tourism environments.

However, several indicators with moderate importance but relatively low performance,
such as PI7 and PI8, represent priority areas for managerial improvement. These indicators
should receive particular attention from destination managers because improvements in
these areas are likely to lead to measurable increases in tourist sharing intentions.
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Figure 3. The IPMA indicator.

IPMA results confirm that destination competitiveness indicators represent the most
influential priority drivers, followed by digital perceptions and innovation perception
indicators, in shaping tourists’ intentions to share their travel experiences. These findings
provide practical guidance for destination managers to prioritize investments in digital
infrastructure, service innovation, and competitiveness-enhancing attributes to strengthen
tourists’ engagement and advocacy behavior in digitally supported tourism destinations.

5. Discussion
This study examined how digital perceptions and innovation perception influence

tourist sharing intentions, both directly and indirectly through destination competitive-
ness, among Generation Z domestic tourists visiting digitally enabled destinations. The
findings provide empirical support for the proposed structural model and extend the
current tourism competitiveness literature by positioning destination competitiveness as
a behavioral transmission mechanism that links digital transformation to tourists’ online
advocacy behavior.

This study enriches the development of Service-Dominant Logic by providing empiri-
cal evidence of how digitalization and innovation serve as operant resources that trigger
value co-creation processes in tourism destinations. The results suggest that destination
competitiveness is not only an outcome variable but an expression of efficient resource
integration by actors in the tourism ecosystem. Moreover, tourists’ sharing intentions are a
value-in-use outcome where co-created experiences are externalized through digital com-
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munication and user-generated content. This study extends SDL into the realm of digital
tourism and destination competitiveness by integrating operational resources, resource
integration, and behavioral outcomes within a unified model.

The results indicate that destination competitiveness has the strongest direct effect on
tourist sharing intentions. This finding confirms that tourists are more likely to share their
travel experiences when they perceive destinations as attractive, accessible, innovative, and
digitally responsive. In digitally connected tourism environments, competitiveness is no
longer determined solely by physical infrastructure or natural attractions but increasingly
by technology-supported experiences and service efficiency. These findings are consistent
with recent tourism competitiveness frameworks emphasizing the role of experiential
quality, digital accessibility, and service responsiveness in shaping tourist behavioral en-
gagement and destination promotion behavior (Zhang et al., 2018; Gretzel et al., 2020).
Importantly, this result aligns with previous studies demonstrating that destination com-
petitiveness strengthens tourists’ emotional attachment and advocacy behavior through
experiential interaction and perceived service value (Kanje et al., 2019).

The findings further show that perceptions of digital infrastructure significantly influ-
ence destination competitiveness, confirming that tourists view it as an essential component
of destination attractiveness. Generation Z tourists, as digital-native travelers, evaluate
destinations through their interaction with mobile applications, online information systems,
navigation platforms, and social media-based communication channels. These digital
touchpoints shape their perceptions of convenience, transparency, and accessibility, ulti-
mately strengthening perceived destination competitiveness. This result supports earlier
research indicating that smart tourism technologies enhance tourists’ experience quality
and satisfaction by facilitating access to information and interactive engagement (Gretzel
et al., 2020). Similarly, previous studies demonstrate that digital interaction quality and
experiential communication significantly influence tourists’ engagement and electronic
word-of-mouth behavior in rural tourism environments (Juliana et al., 2022).

The analysis also reveals that innovation perception significantly contributes to desti-
nation competitiveness, suggesting that tourists interpret service innovation as an indicator
of destination readiness and adaptability. Innovative tourism services, including digital
storytelling platforms, interactive experiences, and technology-enabled service delivery,
enhance tourists’ evaluation of destination uniqueness and attractiveness. This finding
reinforces previous tourism innovation literature, suggesting that destinations capable
of integrating service innovation into visitor experiences achieve stronger competitive
positioning and higher visitor engagement levels (Monterrubio et al., 2020). Consistent
with this perspective, earlier research has shown that experiential innovation enhances
memorable tourism experiences and strengthens tourists’ emotional responses toward
destinations, which subsequently influences behavioral intention and destination advocacy
(Silitonga et al., 2025).

In addition to indirect relationships, this study confirms that digital perceptions
directly influence tourist sharing intentions, indicating that positive digital interaction
experiences encourage tourists to communicate their travel experiences through online
platforms. This result suggests that digital convenience and accessibility not only enhance
destination competitiveness but also directly stimulate user-generated promotional be-
havior. Such findings are consistent with research emphasizing the importance of digital
communication quality in shaping tourists’ willingness to share experiences through social
media environments (Leung et al., 2021). Moreover, previous research demonstrates that
digital interaction quality strengthens positive electronic word-of-mouth (PEWOM) by
increasing tourists’ experiential satisfaction and emotional engagement during destination
visits (Souki et al., 2022).
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Innovation perception directly influences tourist sharing intentions, indicating that
innovative tourism experiences stimulate visitors’ motivation to communicate and promote
destinations. Innovative service features create novelty value, enhancing tourists’ experi-
ential memorability and increasing their willingness to share travel experiences digitally.
This finding supports experiential tourism theory, suggesting that novelty-driven expe-
riences increase tourists’ psychological engagement and destination advocacy behavior
(Im et al., 2012). Prior studies also confirm that experiential novelty and esthetic value
significantly contribute to memorable tourism experiences and enhance tourists’ intention
to recommend destinations through digital platforms (J. W. C. Wong et al., 2020).

Most importantly, the mediation analysis demonstrates that destination competi-
tiveness plays a complementary mediating role between digital perceptions, innovation
perception, and tourist sharing intentions. This finding suggests that digital and innovation-
related destination attributes strengthen sharing behavior, both directly and indirectly,
through improved perceptions of competitiveness. In other words, tourists’ digital experi-
ence not only influences sharing behavior independently but also strengthens destination
positioning as a competitive tourism environment that encourages advocacy behavior. This
result extends previous tourism competitiveness models by integrating digital perception
as a psychological antecedent of competitiveness-driven behavioral outcomes and showing
that experiential satisfaction and servicescape interaction operate as mediating mechanisms
linking tourism environment quality with behavioral intention and destination promotion
behavior (Naumov & Dutta, 2020).

From a generational perspective, the findings highlight the importance of understand-
ing Generation Z tourists as digitally embedded communicators of experiences. Unlike
previous tourist cohorts, Generation Z travelers actively participate in destination pro-
motion through social media interactions, storytelling, and experience sharing. Their
travel decisions and communication patterns are strongly influenced by perceived digital
convenience and service innovation. Previous studies suggest that Generation Z tourists
tend to evaluate tourism destinations based on interactive experiences rather than passive
service consumption (Silitonga et al., 2025). This reinforces earlier research emphasizing
that co-created tourism experiences and experiential engagement significantly strengthen
tourist delight and electronic word-of-mouth behavior in digitally connected tourism
environments (Souki et al., 2022).

This study contributes to the tourism competitiveness literature by demonstrating that
digital perceptions and innovation perceptions function as strategic experiential drivers
of destination competitiveness, thereby strengthening tourists’ sharing intentions. The
findings extend previous experiential tourism and smart tourism frameworks by empiri-
cally confirming that competitiveness functions as a behavioral transmission mechanism,
linking digital transformation to advocacy behavior among Generation Z tourists. These
results also reinforce earlier empirical work highlighting the importance of experiential
interaction, servicescape satisfaction, and co-creation processes in shaping tourists’ emo-
tional engagement and destination promotion behavior across rural and digitally enabled
tourism contexts (Zeng et al., 2022).

The findings provide an empirical contribution to Service-Dominant Logic by showing
that digitalization and innovation can be viewed as operant resources activating value
co-creation processes in tourism destinations. The results indicate that destination com-
petitiveness is a system-level co-created value outcome from the effective integration of
resources among tourists, technologies, and destination stakeholders. Moreover, tourists’
sharing intentions can be seen as expressions of value-in-use, in which co-created experi-
ences are externalized through digital communication and user-generated content. This
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view adds to the tourism competitiveness literature by providing a coherent theoretical
framework to link resource integration processes and destination advocacy behavior.

Unlike prior tourism competitiveness studies that primarily treat competitiveness as a
static outcome variable, this study conceptualizes competitiveness as a dynamic co-created
value mechanism that transforms digital and innovative resources into tourists’ behavioral
advocacy outcomes. By integrating operant resources, resource integration, and value-in-
use outcomes within a unified framework, this study advances SDL applications in tourism
competitiveness and digitally mediated tourist behavior research.

The findings add further support to the basic proposition of Service-Dominant Logic
that value is co-created through interactions among multiple actors and resources. In
the study, digitalization and innovation are operant resources to enable value creation,
while the destination competitiveness is the outcome of value co-created and perceived
by tourists. The significant impact of destination competitiveness on sharing intentions
indicates that the value co-created translates into behavioral outcomes that can further en-
hance destination visibility and competitiveness through the voluntary advocacy behavior
of tourists.

6. Conclusions
This study examined the relationships between digital perceptions, innovation per-

ception, destination competitiveness, and tourist sharing intentions among Generation Z
domestic tourists visiting digitally enabled tourism destinations. The findings confirm that
destination competitiveness plays a central role in shaping tourists’ willingness to share
travel experiences through digital platforms. Among the examined relationships, destina-
tion competitiveness had the strongest influence on tourist sharing intentions, highlighting
its importance as a strategic driver of destination advocacy behavior.

The results further show that digital perceptions and innovation perception signifi-
cantly contribute to strengthening destination competitiveness. These findings indicate
that tourists increasingly evaluate destination attractiveness not only through physical
attributes but also through digital accessibility, service responsiveness, and technology-
supported tourism experiences. In addition, both digital perceptions and innovation
perception directly influence tourist sharing intentions, suggesting that positive digital
interaction experiences and innovative tourism services encourage tourists to actively
promote destinations through online communication channels.

Importantly, destination competitiveness was found to function as a complementary
mediating variable linking digital perceptions and innovation perception with tourist
sharing intentions. This confirms that digitally supported tourism environments enhance
sharing behavior both directly and indirectly through competitiveness enhancement. Over-
all, the findings demonstrate that strengthening digital interaction quality and service
innovation represents an effective strategy for encouraging advocacy behavior among
Generation Z tourists.

The findings consistently support all proposed hypotheses and confirm the mediating
role of destination competitiveness in transforming tourists’ perceptions of digitalization
and innovation into sharing intentions. These results provide empirical support for the
application of Service-Dominant Logic within digitally enabled tourism destinations.

7. Recommendations
This study contributes to tourism research by strengthening the understanding of

destination competitiveness within digitally enabled tourism environments. The findings
demonstrate that destination competitiveness functions not only as an outcome of desti-
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nation attributes but also as a behavioral transmission mechanism that connects digital
interaction experiences with tourists’ sharing intentions.

This study also expands the role of digital perceptions and innovation perception as
key experiential determinants influencing destination competitiveness in contemporary
tourism settings. These findings highlight the importance of integrating technology-based
interaction quality and service innovation into tourism competitiveness frameworks, par-
ticularly when examining digitally oriented tourist segments.

The results contribute to the growing understanding of Generation Z tourism behavior
by confirming that digitally native tourists evaluate destinations through their interac-
tion with digital services, information accessibility, and innovative tourism experiences.
This supports the perspective that digital readiness and service innovation are critical
components in explaining experience-sharing behavior in modern tourism environments.

The findings provide several practical implications for destination managers and
tourism stakeholders seeking to enhance destination competitiveness and encourage
tourists to share their experiences.

First, destination managers should prioritize improving digital tourism infrastructure,
including integrated information systems, mobile-accessible services, and interactive visitor
platforms. Strengthening digital accessibility improves tourists’ perceptions of convenience
and responsiveness, which contributes to stronger destination competitiveness. From
a managerial perspective, the IPMA findings highlight that improving high-importance
constructs may yield stronger behavioral outcomes than focusing solely on high-performing
attributes. Therefore, destination stakeholders should prioritize strategic investment in
digitally enabled tourism experiences and innovative service development to strengthen
destination competitiveness and stimulate tourists’ digital advocacy and electronic word-
of-mouth behavior.

Second, tourism stakeholders should invest in innovation-oriented tourism services
that enhance visitor engagement through interactive experiences and technology-supported
service delivery. These innovations increase experiential value and strengthen tourists’
motivation to share travel experiences through digital platforms.

Third, destination managers should actively encourage user-generated content
through digital engagement strategies such as social media interaction campaigns and
experience-sharing initiatives. Supporting tourists’ participation in digital storytelling ac-
tivities can strengthen destination visibility and competitiveness in increasingly connected
tourism markets. Policymakers should incorporate digital transformation strategies into
destination development planning to ensure that tourism competitiveness aligns with the
expectations of digitally oriented tourist segments, particularly Generation Z travelers.

This study has several limitations that provide opportunities for future research.
First, this study focused only on Generation Z domestic tourists visiting digitally

enabled destinations. Future research may examine different generational groups or inter-
national tourist segments to improve the generalizability of the findings.

Second, this study examined destination competitiveness as the primary mediat-
ing variable linking digital perceptions and innovation perception with tourist sharing
intentions. Future studies may extend the research model by incorporating additional ex-
periential variables, such as destination attachment, memorable tourism experience, tourist
engagement, or experiential value co-creation. Third, this study applied a cross-sectional
research design. Future research may adopt longitudinal approaches to examine how
digital tourism experiences influence behavioral intentions over time.

Third, the use of purposive sampling focusing exclusively on Generation Z domestic
tourists in Indonesia may limit the generalizability of the findings to broader tourist
populations and international contexts. Respondents recruited through online platforms
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may also exhibit stronger digital engagement than other traveler segments, potentially
introducing sampling bias. Therefore, future studies are encouraged to examine more
diverse demographic groups, international tourists, and cross-cultural settings to strengthen
external validity and provide broader comparative insights into digital tourism behavior.
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