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MANAGEMENT | RESEARCH ARTICLE

Driving factors to competitive sustainability of 
SMEs in the tourism sector: An introspective 
analysis
John Amoah1, Sulemana Bankuoru Egala2,3*, Solomon Keelson4, Emmanuel Bruce2, 
Raymond Dziwornu5 and Frank Agyemang Duah4

Abstract:  The services sector continues to play a major role in the transformation of 
economies. For instance, the tourism sub-sector, which is a key segment of the 
service sector has become one of the major contributors to economic transforma-
tion in developing economies. Given this prospect, stern competition has been 
created among tourism firms across the globe. However, the tourism sectors in 
most developing countries continue to grapple with competitive pressure challen-
ging their competitive sustainability. Drawing on the theory of change, the purpose 
of this paper is to investigate factors that drive the competitive sustainability of 
small and medium enterprises in the tourism sector in Ghana. Data was collected 
from 310 SMEs in the tourism sector through the administration of a structured 
questionnaire and analyzed using Partial Least Square Structural Equation 
Modelling. The results show that price sensitivity, site maintenance, and entrepre-
neurial competency have a positive and significant effect on the competitive sus-
tainability of small and medium enterprises in the tourism sector. By implications, 
the paper provides managers of tourism facilities with an encompassing mechan-
ism aimed at improving tourism sites, enhancing the entrepreneurial competencies 
of staff, and adopting pricing strategies to enhance the competitive sustainability of 
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the tourism sector from a developing country’s perspective. The study advances 
theories on tourism competitive sustainability.

Subjects: Hotel Management; Hospitality Marketing; Tourism; Tourism Marketing; 
Marketing; 

Keywords: competitive; sustainability; tourism; SMEs; driving factors

1. Introduction
Small and Medium Enterprises (SMEs) are pivotal in the economic performance of developing coun-
tries. It is seen as the engine of every economy due to its enormous contributions to economic 
development in both developed and developing countries (Ali Abbasi et al., 2022; Ali Qalati et al., 
2020). In the recent dynamic global business environment and industrialization, SMEs play a crucial 
role in the economy through new product development and enhancing entrepreneurial capabilities 
(Raoof et al., 2021). One of the vibrant and most promising sectors is the tourism sector. Netto (2009) 
defined tourism as the migration of people from one location to another for leisure, business, or other 
short-term goals. Goeldner and Ritchie (2005) on the other hand defined tourism as “the processes, 
activities, and outcomes arising from the relationships and the interactions among tourists, tourism 
suppliers, host governments, host communities, and surrounding environments that are involved in 
the attracting and hosting of visitors”. Like any tourism sector around the world, tourism in Ghana has 
been seen as the major socioeconomic activity and driver of economic growth. The sector helps in 
wealth creation, and poverty reduction and revitalizes other sectors (Mensah-Ansah et al., 2011). 
According to Okeniyi et al. (2020), Ghana has a cultural, natural, and historical background that 
makes the tourism sector expansive and diverse. The country is among the most tourist destinations 
in Africa, boasting many interesting sites including Kakum National Park, Kumasi Zoological Gardens, 
Wli Waterfalls, Labadi Beach, Lake Bosomtwe, Military Museum, Kwame Nkrumah Memorial Park and 
Mausoleum, Elmina Castle, Mountain Afadjato, among others (Ministry of Tourism (MoT) Report, 
2013). The tourism sector is Ghana’s fourth-highest foreign exchange earner, contributing 7.1% to 
the gross domestic product (GDP) in 2017 (PricewaterhouseCoopers, 2017). The industry contributed 
over US $ 3.0 billion to the GDP of Ghana in 2013 (Adu-Ampong, 2019).

Geoffrey Deladem et al. (2021) reported that the tourism sector is expected to generate 
8.5 billion dollars and creating of over a 1.4million jobs by the year 2027. Moreover, about 
4,320,000 tourist inflow are also expected within the same year (Ministry of Tourism (MoT) 
Report, 2013). While the tourism sector remains significant to Ghana’s economy, its competitive-
ness and sustainability are more critical (Adu-Ampong, 2017). United Nations Environment 
Programme (UNEP) (2005) stated that “sustainable tourism is tourism that takes full account of 
its current and future economic, social and environmental impacts, addressing the needs of 
visitors, the industry, the environment, and host communities”. To stimulate tourism competitive-
ness, Dai et al. (2017) submit that industry adjustment and promotion strategies for tourism 
competitiveness. Angelkova et al. (2012) also proposed a synergy between the actors including 
tourism companies, destinations, and the authorities for tourism competitive sustainability. 
Achieving tourism sustainability ensures industry competitiveness and the safety of tourists (Del 
Baldo & Demartini, 2016; Jia et al., 2022). Tourism competitiveness shows industrial, environmen-
tal, and community sustainability practices, supported by effective policies and infrastructural 
development (Gomez-Vega et al., 2022; Uyar et al., 2022). Tourism’s competitive sustainability 
benefits visitors, the industry, the community, and the environment. In addition, tourism compe-
titive sustainability is relevant to tourists’ destination decisions (Leung & Baloglu, 2013).

In Africa, for instance, sustainable tourism initiatives and measures have been put in place for 
promotion, and rural industry adjustment in line with the Global Sustainable Tourism Council 
Agenda. For instance, Hachileka (2003) stated that Wildlife Conservation and National Parks Act 
and the Wildlife Conservation Policy have helped in achieving tourism sustainability in Botswana. 
Moreover, the Ghana Tourism Authority report shows the policies to be employed to achieve 
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tourism competitive sustainability in Ghana (Government of Ghana, 2010). Consequently, these 
policies and actions enable the tourism sector to be innovative, provide unique services, and offer 
practical solutions to preserve the environment (Perez Guilarte & Barreiro Quintans, 2019). 
Although these tourism strategic policies are essential for tourism competitiveness, Ariya et al. 
(2021) observed a loose synergy between the tourists and the major stakeholders’ strategic plan in 
the context of Africa. Njoroge (2021) indicates that the tourism trade continues to struggle for 
survival in the market due to inadequate local community engagement and environmental and 
social-cultural degradation. The scenario in the tourism sector in Ghana is not different. The 
tourism sector has not been able to achieve competitive sustainability due to a lack of community 
participation and effective tourism policies (Kimbu et al., 2018; Tamakloe & Agbenyega, 2017).

It is undeniable that the tourism sector is of great importance to both the private sector and the 
government of Ghana (Amoako et al., 2022). In this context, it has been proposed that effective 
policies and marketing strategies are vital for achieving tourism competitive sustainability in Ghana. 
Akyeramfo-Sam and Nti (2017) argued that tourism service providers need modern technologies for 
rural tourism competitiveness and development. Additionally, scholars have evidenced that tourism 
destination has a positive effect on tourism competitiveness (Ayiine-Etigo, 2022), and contends that 
tourism destinations with effective marketing strategies can attract tourists for competitiveness 
(Acquah et al., 2022; Preko et al., 2022). It has been argued that achieving tourism competitive 
sustainability can be influenced by factors including tourists satisfaction, tourism destination image, 
digital media, and regulatory environment (Gamor & Mensah, 2022; Kotoua & Asiedu-Appiah, 2022; 
de Paula Aguiar-Barbosa & Chim-Miki, 2022). Vasanicova et al. (2021) for instance, revealed that 
regulatory conditions and tourism market dominance are a business environment that significantly 
tourism competitiveness. Besides, Agyeman and Asebah (2022) study focused on tourist satisfaction 
in Ghana and proposed that tourist contentment is one of the driving factors for tourism competitive 
sustainability. However, a review of the existing literature revealed that no studies have been carried 
out in the area of driving factors toward the competitive sustainability of the tourism sector within the 
Ghanaian context. Given the apparent gaps in the literature, this study contents that, a new trajectory 
has to emerge in the literature to bridge the knowledge gap on competitive driving factors toward the 
sustainability of the tourism sector (Amoah et al., 2021; Chisadza et al., 2022). Thus, this presents 
a gap in the literature that needs to be filled. This study investigates the determinant factors (tourists’ 
contentment, price sensitivity, technological adoption, constant site maintenance, entrepreneurial 
competency, and regulatory environment) that account for the tourism competitive sustainability in 
an emerging economy, particularly Ghana, using the quantitative method to fill this methodological 
and context gap. The study contributes to the existing knowledge of the SME tourism sector in 
emerging economies by assessing the determinant factors that account for competitive sustainabil-
ity. The study would also provide beneficial guidelines to the tourists and SMEs in the tourism industry 
as well as provide more insight into the literature. Finally, this research also provides a background to 
the researchers and scholars for their research studies. The remaining sections of the paper are 
arranged as follows: the literature review followed by the methodology, results and discussions, study 
implications, conclusion, and finally limitations for future studies.

2. Literature review

2.1. Theoretical foundation and hypotheses development
The theory of change (TOC) is used to explain why and how a specific type of change is expected to 
take place in an organization (Weiss, 1995). The theory specifically seeks to map out the “missing 
middle” between what a program or change initiative seeks to offer to an organization’s reform 
programs and how the activities contribute to desired outcomes. For this purpose, it tracks every 
aspect of indicators in an initiative to measure them to get the desired impact (De Silva et al., 
2014). Grounded on the TOC, Reinholz and Andrews (2020) aver that, in science, technology, 
engineering, and mathematics higher education, change agents can draw on prior knowledge 
and contribute how to better achieve meaningful changes in these fields. Thus, a causal analysis 
grounded in evidence detailing how a selected intervention is projected to bring about the desired 
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shift in development is attained (Blustein et al., 2019). While SMEs seek to detail their desired 
impact and the measures it, the TOC hypothetically guides them to get there, from the beginning 
to the end. Thornton et al. (2017) conclude that, in agricultural research, incentives from funding 
agencies significantly impact the outcome of their research which goes to improve the perception 
of agricultural research. Again, activities such as monitoring and evaluation in collaboration with 
effective behavioral changes, help bring the desired impact.

The outcome of the application of the TOC is then used to determine what actions or interven-
tions are needed to bring about the outcomes that have been determined to be necessary for the 
ultimate success of the project (Tadros, 2019). This method helps clarify the relationship 
between day-to-day actions and long-term success. Better planning results when actions are 
based on an in-depth comprehension of the processes that bring about change. It also improves 
evaluation by making it feasible to track development toward the realization of more far-reaching 
objectives beyond the simple tagging of program results. Following the above, and in line with the 
TOC tenets, the theory practically models how interventions affect changes in an organization’s 
context, this study operationalizes the theory to reflect how tourism firms adopt strategies aimed 
at making them competitively sustainable.

As such, the TOC reflects the current state of knowledge regarding the mechanisms by which 
SMEs drive towards adopting emerging technologies which results in learning experiences to 
facilitate the transformation, and how to progress toward objectives may be evaluated. Here, 
the study details how the TOC is put to use and emphasizes what drives SMEs along a competitive 
sustainability path. Moreover, the TOC has tremendous potential to create impacts that balance 
the need to generate new knowledge in the Tourism industry, however, there is currently a lack of 
strong evidence to support this claim. Following this, De Silva et al. (2014) argued that the TOC is 
neither a sociological nor psychological theory. For this, reason this study uses the TOC to explore 
factors that drive SMEs in the tourism industry to be competitively sustainable.

2.2. Competitive sustainability
Studies have highlighted that competitive sustainability is key to tourism development 
(Rastvortseva & Palchaeva, 2020; Sul et al., 2020). United Nations Environment Programme 
(UNEP) (2005) described “competitive sustainability as tourism that takes full account of its current 
and future economic, social and environmental impacts, addressing the needs of visitors, the 
industry, the environment, and host communities. Achieving competitive sustainability from the 
tourism viewpoint encourages tourism service providers to be proactive in today’s competitive 
environment (Christofi et al., 2022; Hassan, 2000). Michael et al. (2019) argued that tourism service 
providers can achieve sustainable competitive advantage through local community engagement, 
customer-oriented services, and innovativeness. In line with this, Nurmalinda and Asmaniati 
(2022) recently witnessed that local culture, environmental preservation, culture, and promotion 
improve tourism competitiveness. Santos et al. (2022) asserted that the tourism sector with 
effective policies and destination management is likely to achieve competitive sustainability. 
Furthermore, a study conducted by Bazargani and Kilic (2021) argued that infrastructural devel-
opment, enabling environment, and community participation play a critical role in tourism perfor-
mance. Moreover, prior studies have identified the positive effect of competitiveness on tourism’s 
competitive sustainability. Sánchez and Jaramillo-Hurtado (2010) for instance, examined how 
ecotourism can be enhanced for competitive sustainability and reported that ecotourism manage-
ment has a significant effect on tourism competitiveness. Gössling (2018) also witnessed that 
information technology usage has a significant and long-term effect on tourism competitive 
sustainability. Similarly, Varelas et al. (2021) further revealed that tourism service providers” higher 
usage of new technologies would improve business growth, hence achieving competitiveness. 
Grimstad and Burgess (2014) study argued from the tourism destination perspective and evi-
denced a positive relationship between tourism destinations and competitive sustainability. 
Besides, Kunst and Ivandić (2021) study on the viability of travel and tourism competitiveness 
witnessed that tourism competitiveness has a significant effect on tourist destination decisions in 
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the Mediterranean region context. Therefore, tourism service providers should focus on policies in 
improving environmental actions and customer-oriented services for competitiveness (Castellani & 
Sala, 2010; Jones et al., 2017; Okeiyi et al., 2005; Roman et al., 2020; Tasnim et al., 2022).

2.3. Tourists contentment
Several studies have explored the determining factors of tourism competitiveness in the context of 
SMEs (Amoako et al., 2022; Musavengane et al., 2020; Purwanto et al., 2022). Cunha et al. (2020) 
identified that tourist contentment is one of the essential elements in tourism competitive sustain-
ability. Lee and Xue (2022) defined contentment as a feeling of pleasure or disappointment that 
comes from the comparison between impression of the performance (results) of goods and 
services. In the context of tourism, tourist contentment encourages tourists to express their 
interests in destinations. According to Del Baldo and Demartini (2016), tourist contentment leads 
to revenue generation and revisit intentions. Preko et al. (2018) studied push and pull factors on 
tourists’ satisfaction. The study further assessed the motives, satisfaction, and behavioral intention 
of tourists and revealed a strong and positive effect of push and pull factors on tourist content-
ment and behavioral intention. Their study demonstrated that satisfied customers tend to repeat 
purchases, which positively influences tourists’ competitive sustainability. Consequently, Amissah 
(2013) sampled data from the hotel and restaurant managers and reported a significant effect of 
tourists’ satisfaction on the competitive sustainability context of Ghana. Akan and Dimensions of 
Service Quality (1995) argued that cleanliness, timeliness, and employee behavior are vital deter-
minants of tourist satisfaction. It was found that tourist destination ambiance and quality service 
positively affect tourist satisfaction. Similarly, Anabila et al. (2022) recently evidenced that quality 
service and tourist delight are the foundation for long-term tourism development. Osakwe et al. 
(2016) confirmed that positive correlation between tourist satisfaction and tourism competitive-
ness. Furthermore, a study conducted by Owusu-Frimpong et al. (2013) concluded that tourism 
service providers with effective strategic policies on local communities, towns, and cities attract 
tourists and achieve competitiveness. This study contends that SMEs in the tourism sector should 
prioritize community participation and networking with major stakeholders to achieve competitive 
sustainability (Fransen et al., 2022; Sung, 2022). Based on the above literature, this study proposes 
that: 

H1: Tourists’ contentment would positively affect the competitive sustainability of SMEs in the 
Tourism sector.

2.4. Price sensitivity
Avlontis and Indounas (2007) defined price sensitivity as a measure by which customers judge the 
value of an offering and it strongly impacts brand selections among competing alternatives. Göral 
(2016) explained that price is considered a determinant factor of market competitiveness. From 
the tourism perspective, Amoah et al. (2021) revealed that price is one of the strong antecedents 
that motivate tourists. Tourists’ price plays a crucial role in tourists’ destination decision-making 
process because it covers accommodation, travel costs, and toll fees/service fees. In view of this, 
Forsyth and Dwyer (2009) reported that it is essential to understand and define the prices of goods 
and services purchased by tourists. Literature has indicated that pricing has a significant effect on 
tourism competitive sustainability. In a study conducted by Richards (2014), it was revealed that 
tourism pricing strategies include ticketing, accommodation pricing policy, affordable lifestyles, 
parking lots, and variability of services. Elgarhy’s (2022) study on tourism pricing strategy wit-
nessed a strong and significant effect of pricing policy on tourism competitiveness on the travel 
agents located in Egypt. Their study further advanced that tourism pricing strategies positively 
affect tourist destination choice. In addition, Mensah-Ansah et al. (2011) argued that tourism 
pricing policy positively influences tourists’ destination choices, hence achieving tourism competi-
tive sustainability. Similar work by He et al. (2019) evidenced a positive link between pricing policy 
and tourism competitive sustainability. Furthermore, Wahyuningdyah et al. (2019) explored pricing 
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strategies in improving tourism competitiveness. Their study demonstrated that essential tourism 
services, quality of services, information availability, physical components, and pricing policy 
positively contribute to achieving tourism competitive sustainability. The findings of Bandi and 
Friedli (2014) also observed a positive effect of an effective price mechanism on tourism compe-
titive sustainability. The authors further submit that pricing policy among tourism service providers 
in the SME sector should correlate with tourism services offered. These studies argued that pricing 
policies contribute to improving tourism competitive sustainability (Ahmadi & Ghasemi, 2022; 
Magdalena & Sondakh, 2022). The later studies proposed a price mechanism to help tourism 
destinations be competitive in their pricing strategies. Pricing schemes were found to be significant 
factors in influencing the competitiveness of the businesses. Hence, the study hypothesizes that: 

H2: Price sensitivity would trigger positively the SMEs’ competitive sustainability in the tourism 
sector.

2.5. Technological adoption
With increasing competitiveness and globalization, SMEs are facing rigorous competition from 
multinational enterprises (Dabija et al., 2022; Goel et al., 2022; Taylor & Douglas, 2013). 
Technology adoption is the process of accepting, integrating, and using new technology. This is 
done by using technology to create new mappings between inputs and outputs and new alloca-
tions of inputs that take advantage of the new mappings. In recent times, businesses including 
SMEs tourism sector have adopted innovations to improve performance and compete with multi-
national enterprises (Kumar Bhardwaj et al., 2021). Patma et al. (2021) pointed out that the 
adoption of technology plays a crucial role in business growth. According to Nuryyev et al. 
(2020), technological adoption and usage enhance customer service and business continuity. 
Several preliminary studies have confirmed the association between modern technology usage 
and tourism competitive sustainability (Hinson & Boateng, 2007; Intan Salwani et al., 2009; Ren 
et al., 2015). For instance, Mollah et al. (2022) highlighted the adoption and usage of modern 
technologies in tourism development in the context of Asia. Their study outlined artificial intelli-
gence, virtual and artificial reality that have positively contributed to the development of tourism 
in Asia, particularly in scenic spots, transportation, sporting events, catering, and accommodation. 
García et al. (2019) study argued that smart technologies have a significant impact on tourist 
destination choice. A study by Uwamariya et al. (2022) also revealed a significant effect of mobile 
payment on tourism competitive sustainability. A recent study by Amoako et al. (2022) reported 
that new technologies have helped tourism actors to connect with stakeholders through confer-
ences, seminars, and presentations. Abou-Shouk et al. (2013) further argued that technological 
evolution has facilitated the invention of websites and other social media applications for tourism 
business growth. The study report that tourism service providers with accessible website provide 
adequate and updated information regarding ticket booking, hotels, accommodation, and car 
rentals to tourists, which significantly influence their destination decision. In addition, L. H. Kim 
and Njite (2009) revealed a positive effect of website usage on tourism destination choice in the 
hotel context.

Many studies have demonstrated the relevance of social media technologies in tourism 
competitiveness (Leung & Baloglu, 2013). Social Media refers to “a group of Internet-based applica-
tions that build on the ideological and technological foundations of Web 2.0, and that allow the 
creation and exchange of user-generated content” (Kaplan & Haenlein, 2010). Some of the social 
media platforms include Facebook, Twitter, WhatsApp, Instagram, and WeChat (Mohanty et al., 
2022). Social media allow tourists and tourism service providers to communicate and share vital 
information. Tourist service providers used social media platforms to share information with 
potential visitors, which helps them with travel plans and destination decisions (Osei & Abenyin, 
2016). Kotoua and Asiedu-Appiah (2022) reveal that social media has become an essential tool for 
tourists’ destination choices. Khan et al. (2022) revealed that Facebook helped in the dissemination 
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of information to tourists, which has a positive effect on tourism intention to visit among UK 
Muslim women. An empirical study by J. Kim and Tussyadiah (2013) evidenced a positive correla-
tion between social media usage and tourism competitive sustainability. Wang et al. (2022) further 
evidenced a significant effect of social media application on tourism competitive sustainability. 
Lucarelli and Heldt Cassel (2020) that social media has helped tourism service providers to achieve 
tourism competitive sustainability through enhanced customer service, customer relationship 
management, and interaction with stakeholders. From the aforementioned, this study proposes 
that: 

H3: Technological adoption would positively affect SMEs’ competitive sustainability in the tourism 
sector.

2.6. Constant sites maintenance
Site maintenance plays a central role in improving tourism competitiveness in today’s market-
place. Lind and Muyingo (2009) defined maintenance as “restoring to or retaining to a state in 
which an item can perform an initially specified function”. Prior studies have assessed site main-
tenance and its impact on tourism competitive sustainability (Newsome et al., 2012). Constant site 
maintenance aims to intrinsically energize tourists’ visitation (Amoah et al., 2021). Constant 
Maintenance is a unique feature of small and medium enterprises in the tourism sector and has 
stimulated tourists and foreign nationals to visit. Urboniene et al. (2018) identified constant site 
maintenance as significant in tourist visitation. Rogerson and Baum (2020) argued that site 
maintenance has driven and boosted the sector thereby attracting tourists and competing with 
others in the industry at the national level. This is because, globally, tourists are attracted to 
destinations with beautiful site scenes and this has necessitated the regular maintenance of such 
places. Therefore, the developmental agencies in the tourism sector at the local, regional and 
national levels have instilled the habit of site management by implementing policies and provision 
of major infrastructures to boost the sector hence, making tourism competitive to continuously 
contribute to economic development (Li et al., 2022; Rueda Márquez de la Plata et al., 2022). 
Barkauskas et al. (2015) state that constant site maintenance has a positive relationship with 
tourism revenue. Thus, a well-maintained tourist site attracts tourists and foreigners which in turn 
leads to tourist satisfaction. The study further added that income generation plays a vital role in 
tourism sustainability. In addition, Kumi et al. (2018) for instance, investigated building resilience 
in the eco-tourism sector using data from Ghana. Their study witnessed that site maintenance 
contributes positively to tourism competitive sustainability. Furthermore, Brouder (2020) demon-
strated that constant site maintenance significantly affects tourism competitive sustainability. 
Other findings support the hypothesis that constant site maintenance positively contributes to 
destination choice and tourism competitive sustainability (Choi & Turk, 2011; Dolnicar et al., 2022; 
Goodall, 1995; Platania et al., 2022; Rylance & Spenceley, 2017; Spencer & Sargeant, 2022). 
Therefore, the study hypothesizes that: 

H4: Constant site maintenance would positively affect SMEs’ competitive sustainability in the tourism 
sector.

2.7. Entrepreneurial competency
Prior studies conducted in the tourism setting have evidenced a crucial role of entrepreneurial 
competency in tourism competitiveness (Phelan & Sharpley, 2012; Sajilan et al., 2016). According 
to Botha (2020), entrepreneurial competencies are “the combined and integrated components of 
knowledge, skills, and attitudes of an entrepreneur”. Entrepreneurial competencies are usually 
related to business formation, survival, and venture growth. It was explained that competency is 
the attribute of an entrepreneur’s activities that contribute to venture outcomes (Adeyonu et al., 
2022). Entrepreneurial competencies enable SMEs to make strategic business decisions and gain 
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a competitive advantage. Filimonau et al. (2022) highlighted the significance of entrepreneurs’ 
attributes in the viability and growth of a business. The study emphasized that entrepreneurial 
competence enhances knowledge and shapes behavior in the context of tourism. As outlined by 
Halim et al. (2022), opportunity, personal and learning competencies, innovation, analytical, 
relationship, strategic, commitment, and strategic as significant areas of entrepreneurial compe-
tencies. Considering this, Sajilan et al. (2016) submit that continuous training is crucial whiles 
developing required entrepreneurial competencies in the field of tourism. Research has found 
evidence of entrepreneurial competencies in tourism competitive sustainability. A recent study 
conducted by Halim et al. (2022) on entrepreneurial competencies and their relationship with 
tourism destinations concluded that entrepreneurial competency and technology factors signifi-
cantly affect tourism destinations and tourism competitiveness in Malaysia. Similarly, Islamovna 
(2022) evidenced a positive correlation between entrepreneurial competencies and tourism com-
petitiveness. In addition, Samad and Alharthi (2022) witnessed that entrepreneurial competencies 
influence women’s participation in tourism, which leads to tourism competitiveness. Furthermore, 
Biswas (2022) recently found a significant relationship between entrepreneurial competence and 
tourism business growth. Moreover, the findings from Chen et al. (2022) have demonstrated that 
entrepreneurial competencies can contribute to tourism competitiveness. Based on the above, the 
study hypothesizes that: 

H5: Entrepreneurial competency would positively affect SMEs’ competitive sustainability in the 
tourism sector.

2.8. Regulatory environment
According to Cao (2015), regulatory and policy framework is essential for tourism development, 
because it facilitates tourist attraction and helps in achieving competitiveness. Governments have 
a pivotal role in establishing ecotourism regulations (Scott, 2022; Xin & Senin, 2022). It has been 
argued that the regulatory environment aims to enhance local community engagement and eco- 
tourism development (Basera et al., 2022; Karmoker & Ahmed, 2022; Sudini & Wiryani, 2022). 
Based on this, the regulatory environment is regarded as sustainable tourism emphasizing envir-
onmental and legal issues (Freeland & Martin, 2022). According to Huseynli (2022), National 
Tourism Strategy in Australia was established to “create a sustainable tourist business that 
contributes to economic, environmental, and social well-being” (Commonwealth of Australia, 
1992). In addition, Wu et al. (2022) stated that the “14th Five-Year Plan” under the Green 
Concept aims to ensure tourism development and the regulation of the water environment in 
the context of Xinjiang Autonomous Region, China.

Previous studies have evidenced that a regulatory environment positively contributes to 
tourism competitive sustainability (Aktürk, 2022; Bezvesilnaya et al., 2020). Dredge et al. (2016) 
argued that regulatory approaches in the hospitality industry improve tourist growth and sustain-
ability. From the business environment perspective, Rigelský et al. (2021) witnessed a positive 
influence of the business regulatory environment on tourism competitiveness. A study conducted 
by Aryeetey and Ahene (2005) demonstrated that a flexible regulatory environment enhances 
tourism competitiveness through tourists’ attraction and foreigners for business and other pur-
poses. Prior evidence suggests that a regulatory environment can significantly increase tourists’ 
destination choice (Ying et al., 2022; Zulvianti et al., 2022; Mensah & Blankson, 2013; Tasnim et al., 
2022; Toivonen, 2022). Based on the above literature and arguments, the study hypothesizes that: 

H6: Regulatory environment would positively affect SMEs’ competitive sustainability in the tourism 
sector.
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In Figure 1 below a conceptual framework for the study is presented synthesizing the theoretical 
constructs as demonstrated in each of the hypotheses discussed.

3. Methodology
The researchers used a quantitative approach to achieve their goal, creating a questionnaire that 
was distributed to a large number of small and medium-sized businesses in Ghana’s tourism 
sector. Based on the conceptual framework, a questionnaire was designed to put the research 
model and proposed hypotheses to the test. The questionnaire was divided into two parts sections: 
A and B. Section A contains the personal demographics of the respondents’ whiles section 
B contains the questions on the variables to be measured. In all, six questions were designed 
concerning section A, and twenty-nine questions to that concerning section B. A five-point Likert 
scale questionnaire was designed where 1 stands for strongly agree and 5 strongly disagreed. 
A Likert scale is a psychometric tool used to quantify personality, character, and attitude traits by 
converting qualitative features into numerical measurements. On a Likert scale, a number value is 
assigned to each statement and the respondent chooses one to represent the degree of agree-
ment and disagreement. Before the questionnaire was finalized, the reliability of the scales was 
ensured through a pre-test with 50 participants. Questions that were not reliable, thus, falling 
below the allowable reliability scale of J. F. Hair et al. (2019), were dropped. The administration of 
the survey was continued after the revision of the questionnaire.

The data was collected from Small and Medium Enterprises in Ghana’s tourism sector in the 
main tourism regions of the country using an online approach to gather the data required for the 
analysis, which was then answered by the managerial staff of the selected SMEs using 
a convenience sampling technique (Amoah & Jibril, 2021; Hussain et al., 2020). The convenient 
sampling approach was adopted due to the availability of participants who were prepared to offer 
the required information or data and to cut down on time spent in the process (Haseeb et al., 
2019). The study focused on the managerial staff in the industry in answering the questionnaire 
due to the information in their possession, in-depth knowledge, and the fact that, the participants 
represent the main decision-makers in the sector. Before embarking on the data collection 
processes, formal permission was sought from the various tourism firms that were selected for 
the study through letters, emails, and other notifications. After the approval of the permission of 
the request, the Google link of the questionnaire was sent to the targeted respondents for them to 
answer (Javed et al., 2022; Jibril et al., 2020). The study utilizes the online survey instrument 
approach for the data collection due to its convenience and reliability for data collection as 
asserted by some scholars (Amoah et al., 2021; Androutsopoulos, 2017; Javed et al., 2020; Miller 
et al., 2017; Rivaz et al., 2019). A total questionnaire of 380 was distributed to the selected SMEs in 
the tourism sector. Out of this, 310 questionnaires representing 81.58 percent were correctly filled 
for the data analysis and processing after taking off the incomplete, anomalies questionnaires. 
According to (J. Hair et al., 2017; Tabachnick et al., 2007), a sample size of 300 and above qualifies 
for a quantitative study. The data was collected between May-August, 2022. The questionnaire 
took each respondent an average of eight minutes to complete. Again, the respondents/partici-
pants were at their liberty to quit/exit the online portal of the questionnaire after answering. To 
ensure a high level of ethical standard and confidentiality, respondents/participants were specifi-
cally advised not to state/write their names on the questionnaire before/after answering. In all, the 
310 corrected responses received were processed and analyzed through PLS-SEM (ADANCO 2.0) 

Competitive 
Sustainability 

Regulatory 
Environment 

Entrepreneurial 
Competency 

Constant Site 
Maintenance 

Technological 
Adoption 

Prince 
Sensitivity 

Tourists 
Contentment 

H1 

H2 

H3 

H4 

H5 
H6 

Figure 1. Conceptual 
framework.
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software version. Table 1 below therefore shows the details of the demographics of the respon-
dents/participants of the study.

3.1. Data analysis and techniques
According to the researchers’ interpretation, PLS-SEM was used for the data analysis. Haseeb et al. 
(2019) and Javed et al. (2020) claim that it is permissible to use such software, specifically PLS-SEM 
ADNACO 2.0 version, for evaluating the study model and putting forth hypotheses. As opposed to 
the Covariance-based equation, the PLS-SEM was chosen for a variety of reasons. PLS-SEM 2.0 was 
used for the testing of the study hypotheses since the PLS-SEM evaluates connections between the 
latent variables and the relationship of the constructs simultaneously (J. F. Hair et al., 2019; J. Hair 
et al., 2017).

3.2. Measurement of the constructs
The five-point Likert scale, which has been utilized by researchers like (Pimentel & Pimentel, 2019) 
was used to modify the construct measurements from previously published works of literature. 
1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 = strongly agree. The ordinal scale 
was chosen since it gauges how strongly the respondent feels about the constructs being 

Table 1. Demographic characteristics
Details Frequency Percentage (%)
Gender Male 203 65.40

Female 107 34.60

Age 23.28 49 15.50

29–34 99 32.00

35–39 115 37.20

40–45 36 11.70

Above 46 11 3.60

Educational Level Senior High School 65 21.00

Certificate/Diploma/HND 73 23.60

Bachelor Degree 107 34.60

Masters/PGD 58 18.40

Others 7 2.40

Company Size Micro (1–20 employees) 99 32.00

Small (21–50 employees) 91 29.40

Medium (51–100 
employees)

68 22.00

Large (100 above) 52 16.50

Work Experience 1–5 years 149 47.90

6–10 years 93 30.10

10–15 years 47 15.20

15 and above 21 6.80

Location of business Greater Accra 87 27.80

Central Region 69 22.30

Volta region 53 17.20

Western Region 47 15.20

Ashanti region 47 15.20

Others 7 2.30

Sample Size (n) 310 100
Source: Author’s field survey- May-August 2022 
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measured. Table 2 and 3 below indicate how the various constructs were measured. The appro-
priate measurement scale for this study is an ordinal scale because it measures the volume of 
responses, opinions, or thoughts provided by the respondents.

4. Results and discussions

4.1. Assessment of model appropriateness
The researchers used Dijkstra-rho Henseler’s and Cronbach’s alpha coefficients to test construct 
reliability and validity as informed by the PLS-SEM literature (J. F. Hair et al., 2019). More signifi-
cantly, the methodological literature has advised using this criterion (see Jakada et al., 2020; Shiau 
et al., 2019). Table 3 shows that all threshold values were greater than 0.5, demonstrating the 
strong coefficients of construct dependability established by (J. F. Hair et al., 2019). Version 2.0 of 
the PLS-SEM ADANCO software was used to evaluate the psychometric qualities of the constructs 
and the supporting items (Dijkstra & Henseler, 2015). Jöreskog’s rho (pc) and Dijkstra-rho 
Henseler’s (A) both had values that were more than the necessary thresholds of 0.7 and 0.8 
respectively. Thus, Dijkstra-rho Henseler’s (A) provided the result, which had a minimum reliability 
coefficient of 0.8347 and a maximum of 0.9402, while the average variance extracted (AVE) 
presented convergent validity with a minimum threshold of 0.5. (see Table 2).

The indicator loadings of the latent constructs, on the other hand, were thoroughly assessed and 
loaded to their respective constructs. According to J. F. Hair et al. (2019), all factor loadings were 
greater than 0.6. The factor loadings yield (0.6135 and 0.9377) as the minimum and maximum 
loads, respectively. Table 3 below shows the details of the factor loadings, along with the various 
research constructs and corresponding loadings (coefficients). The existence of multicollinearity 
was also used to detect evidence of common method variance (CMV) for the variance inflation 
factor measurement scale (VIF).

In addition, the discriminant validity of the constructs among the latent variables was evaluated 
using Fornell-Larcker J. F. Hair et al. (2019), as shown in (Table 4) below. According to experts 
(J. F. Hair et al., 2019; Henseler et al., 2015), the AVE values of the measured constructs are shown 
in the diagonal (in bold) of Table 4, which must be more or equal to 0.5. To show discriminant 
validity, all of the AVE constructs should have higher coefficients at both column and row positions 
than other constructs. The outcome demonstrates that the constructs meet both fundamental and 
strict presumptions, establishing discriminant validity.

Table 2. Construct reliability and validity
Constructs Dijkstra- 

Henseler’s rho 
(ρA)

Jöreskog’s rho 
(ρc)

Cronbach’s 
alpha(α)

The average 
variance 

extracted (AVE)
Tourists 
Contentment

0.8347 0.8967 0.8254 0.7440

Price Sensitivity 0.8673 0.8811 0.8212 0.6524

Technological 
Adoption

0.9402 0.8975 0.8359 0.7458

Constant Sites 
Maintenance

0.8625 0.8825 0.8222 0.6561

Entrepreneurial 
Competency

0.9132 0.9208 0.8830 0.7470

Regulatory 
Environment

0.9370 0.9351 0.9103 0.7463

Competitive 
Sustainability

0.8855 0.8906 0.8351 0.6765

Source: Authors’ processing from ADANCO 2.0 version 

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796                                                                                                                                                       

Page 11 of 25



Table 3. Construct items, loading, and variance inflation factor (VIF)
Construct Indicator Loading VIF
Tourists 
Contentment

TC1: In my view, tourists’ satisfaction plays a major role in the 
sustainability of the tourism sector

0.8508 2.5992

TC2: Tourists are satisfied with the activities of customer 
relationship management e.g. and tourist’s guard.

0.7792 1.4992

TC33: The beauty and quality of the environment informed 
tourists’ decisions for other visitations.

0.9147 2.9188

TC4: In my view, tourists are strongly motivated by the satisfaction 
gained by visiting places

0.8878 2.5507

Prince Sensitivity PS1: Prices charged are moderate in the tourism sector 0.6790 1.4042

PS2: Price plays a major decision in the tourist’s decision-making 
process

0.7444 1.5496

PS3: In my view, prices are always constant without regular 
changes

0.9014 2.7831

PS4: In my view, indigenes and foreigners are usually satisfied with 
payments made in the tourism sector.

0.8843 2.5449

Constant Site 
Maintenance (CSM)

CSM1: In my view, consistent maintenance has contributed to the 
sustainability of the tourism sector

0.6372 1.3977

CSM2: Preservation of the tourists’ environments plays a key role in 
the maintenance of the site

0.8065 1.8011

CSM3: Policies developed on sites maintenance have also moved 
the sector forward

0.9092 2.8731

CSM4: Management constantly maintains the tourists’ sites. 0.8610 2.4529

Technological 
Adoption

TA1: Technology is an essential tool in promoting tourism. 0.8083 1.8549

TA2: Adoption of technology helps in sharing authentic information 
on their websites/social network platforms.

0.7715 1.7947

TA3: Technology platforms are useful tools for reaching out to 
those who are far and near.

0.9019 2.8134

TA4: Technology adoption contributes to the profitability of the 
tourism sector

0.9104 2.0950

Entrepreneurial 
Competency

EC1: Ability to take responsibility for solving a problem 0.6740 1.5452

EC2: Cooperation with others, networking, and utilizing contacts 0.9046 3.2288

EC3: Persuasive communication and negotiation skills 0.9377 3.0420

EC4: Recognize market gap, exploit market opportunity 0.9145 3.0378

Regulatory 
Environment

RE1: Government policies favors the tourism industry 0.6135 1.3717

RE2: In my view, the tourism sector enjoys better policies from the 
ministry of tourism

0.9169 3.2998

RE3: The tourism sector is regularly supported by the government 
to make them competitive

0.9316 3.9675

Competitive 
Sustainability

CS1: Evaluation of the tourist’s environment accounts for its 
sustainability

0.6809 1.3024

CS2: In my view, policies on security have also impacted positively 
on SMEs in the tourism sector

0.8722 2.3742

CS3: In my view, accessibility of tourist places is usually friendly 
informing tourists of regular visitation

0.9128 3.2284

CS4: Government policies on tourism usually boost the morale of 
tourists accounting for the competitive sustainability of the sector

0.8801 2.5577

Source: Author’s processing from ADANCO 2.0 version 
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4.2. Structural modeling- path analysis (Hypothesis testing—PLS-SEM)
The researchers also realized that path analysis is required following the evaluation or assessment 
of model fit. It is crucial to establish this analysis since it eventually shows how the study 
constructs highlighted in the analysis relate to one another. The findings revealed that 
Competitive Sustainability (CS) has a positive and significant effect on the constructs: Price 
Sensitivity (PS), Sites Maintenance (SM), and Entrepreneurial Competency (EC) as their p-values 
were less than 0.05 and not significant for Tourists Satisfaction (TS), Technology Adoption (TA) and 
Regulatory Environment (RE) as their p-values were greater than 0.05 respectively. The regression 
coefficients, Beta, and the significant values, T-values > 1.96 (or P-values 0.05), are displayed in 
Table 5 below. The coefficient of determination (R2) of the regression model was evaluated 
concerning the prediction ability (coefficient of determination) of the research model. As 
a result, the table below and Figure 2 accurately display the R2 of the predictor variable, which 
is 64 percent.

4.3. Discussion
Relative to the underlying hypotheses as presented in Table 5, the study first sought to determine 
how tourists’ contentment influences competitive sustainability which was not supported. Again, 
the second hypothesis which was to ascertain how price sensitivity influences competitive sustain-
ability was nonetheless supported. Affirming the studies of Richards (2014), this implies price is 
a key indicator of the sustainability of tourism firms. Wahyuningdyah et al. (2019) maintained that 
lowered pricing generally helps tourist firms to cover enormous geographical distances in the 
shorter possible time and spur their market share and customer base. On the contrary Font et al. 
(2016) customers do not choose a hospitality site based on competitive pricing mechanisms but 
rather on the quality of services being provided. The authors, for instance, add that, customers 
appreciate owners for their effective communication and responsibility toward their welfare more 
than what is paid for the services delivered. It is upon this, that customers insist give them value 
for their money and not how competitive facilities’ pricing is. The argument here is that, contrary to 
popular belief, low prices have no positive effect on the low season/high season price ratio or the 
average length of stay for guests, so improvements can only be brought about by increased 
occupancy rates.

Another contrary hypothesis was the adoption of technology and its impact on competitive 
sustainability. This result was surprising given the rate at which tourism businesses are aggres-
sively deploying technology to meet the needs of customers (Nikolskaya et al., 2019; Samala et al., 
2020). In fact, given the devastating impact of Covid-19 on the tourism sector Škare et al. (2021), 
the deployment of smart technologies in the sector has drastically lessened the burdens. Sharma 
et al. (2021) for instance, mentioned that the timely introduction of online ordering systems was 
a haven for restaurant services. Lu et al. (2022) also added that, amid the pandemic, and the 
surrounding uncertainties, social networking tools offered a behemoth of capabilities for busi-
nesses to maintain their constant relationship with their customers. It is therefore surprising that 
this hypothesis was not supported. This thus, calls for introspection into the adoption of technology 
in the sector to objectively understand how technology helps makes tourism facilities competitive 
and sustainable. Furthermore, site maintenance had a significant influence on competitive sus-
tainability. Site maintenance is a dimension of service quality, particularly in the tourism sector 
where site cleanliness is significant. Affirming this, Al-Hazmi (2021) noted that, tourist retention at 
a site largely depends on the health conditions of the site. Moreover, tourists are more concerned 
about their health based on the health status of the tourist site (Font et al., 2016). Furthermore, 
entrepreneurial competence also determines the competitiveness and sustainability of SME tour-
ism firms.

Yet again, the contrarywise hypothesis which was rejected was the influence of the regulatory 
environment on the competitiveness and sustainability of SME tourism firms. The bottom line of 
these findings is that a regulated tourism industry does not impact the competitiveness of tourism 
services which is troubling. The tourism sector is another heavily regulated industry due to the 
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direct impact its services have on the health and social well-being of individuals (Nieuwland and 
Van Melik (2020). Randle and Hoye (2016) aver that tourism authorities are to ensure that, all 
facilities meet the established regulations governing the sector. Often facilities that do not meet 
this requirement are blacklisted and sanctioned. The consequence is that their rating and popu-
larity are affected and consequent patronage is affected. In this regard, it makes it contradictory. 
Nonetheless, given the circumstances and the geographical setting in which the study was con-
ducted, such instances may be apparent. Thus, requires further introspection of this revelation.

5. Implications

5.1. Theoretical implications
The services sector has come under severe competition in recent times due to its significant role in 
supporting the primary and secondary economic sectors. With the growing need to transform the 
intangibility of services into a hypothetical product, most SMEs are racing to meet the demands of 
their teaming consumers in a bid to stay relevant and become competitive. The tourism sector 
contributes a mammoth of value to most economies in the world. Given this, there has been an 
upward trend in the number of SMEs springing up in this sector with varying outcomes in terms of 
their sustainability amid the competitive nature of the sector. Given this, studies have indicated the 
need to extrapolate why the tourism sector needs a retrospective analysis to determine why it is 
becoming competitive (Chin et al., 2017; Kerdpitak et al., 2022; Du Plessis et al., 2015). Regrettably, 
existing studies have not successfully explored the challenges of SMEs in the tourism sector that 
are making them competitive leading to their sustainability. It is for this reason this study comes 
with an additional understanding of the factors driving the competitive advantage of SMEs. The 
study argues that competition among SMEs in the tourism sector is critical to their survival. In 
other words, SMEs need to have a competitive urge to become sustainable. As acknowledged, this 
trajectory has not been given attention to tourism firms in emerging economies. Thus, this study 
set the pace to bring to the fore key critical success factors that lead to the competitive sustain-
ability of SMEs in the tourism sector.

Figure 2. Estimated research 
model. Source: Authors’ pro-
cessing form ADANCO 2.2.1 
software.
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Furthermore, this study explored the determining factors that have helped SMEs in the tourism 
sector to be competitive and sustainable in an emerging economy. The study contributes to the 
emerging studies on the sustainability of SMEs (Alonso & Ogle, 2010; Núñez-Ríos et al., 2020; 
Nuryyev et al., 2020). Extensive literature resulted in the drawing of factors that contribute to the 
survival of SMEs in the tourism sector. The factors include tourist contentment, price sensitivity, 
technology adoption, constant maintenance, entrepreneurial competency, and regulatory envir-
onment. The relationship between all these factors to competitive sustainability was determined. 
Note that, these factors have been identified as critical to the competitive sustainability of SMEs 
(Battistella et al., 2018; Egala et al., 2021; Rodríguez et al., 2020). Nonetheless, understanding the 
relationships that exist among them and competitive sustainability has been nascent. Thus, this 
study has theoretically added to the understanding of competitive sustainability and its cumula-
tive affordance of the literature on SME sustainability.

5.2. Managerial implications
This study comes with several implications for managers of SME tourism businesses. The study 
provides a practical approach to managers of SMEs in the tourism sector to enhance their 
competitiveness and become sustainable. Albeit, the stiff competition in the sector demands an 
effective strategy to be on the edge. Even though the study did not find support for firms’ 
competitive sustainability with tourist satisfaction, technology adoption, and regulatory environ-
ment, it does not suggest that these factors do not drive the competitiveness and sustainability of 
SMEs. Studies have shown that these factors can help SMEs become more competitive. Thus, 
attention must be given to these factors to enable SMEs to provide cutting-edge services to 
customers. Furthermore, while the study reinforces why pricing mechanisms, entrepreneurial 
competencies, and maintenance are key drivers, owners of tourist facilities should pay urgent 
attention to these factors to help improve quality services.

6. Limitations
In the bid to explore the driving factors toward the competitiveness and sustainability of SMEs in 
the tourism sector in Ghana, this study pursued this objective through the theory of change. Again, 
the study employed the quantitative technique as the main methodology. The study also derived 
opinions from the managerial staff of SMEs as the main source for the data collection. The above 
may be limitations to this study. Nonetheless, future studies could employ the use of other 
empirical and theoretical frameworks to add more knowledge to the literature. Again, even though 
the quantitative approach for such an empirical study is appropriate, a mix of qualitative can be 
employed by future studies. In doing so, other units of observation besides the managerial level 
can be employed in future studies. Beyond the limitations, however, the findings of the study 
remain significant with several positive implications for theory and practice.

7. Conclusion
The purpose of this study was to investigate the characteristics that drive SMEs in the tourist 
industry in Ghana to be competitive and sustainable. Six hypotheses were examined using data 
obtained from a sample of 310 SMEs; of these, three were found to be supported by the data. 
According to the findings of the study, factors such as pricing mechanisms, site maintenance, and 
entrepreneurial competencies have a positive and significant impact on the competitive sustain-
ability of small and medium-sized tourism businesses in Ghana. On the contrary, tourists’ content-
ment, technological adoption, and regulatory environment did not affect the competitive 
sustainability of SMEs in Ghana. Based on the findings, it is implied that to encourage the long- 
term competitive viability of businesses, the appropriate policies ought to concentrate on lowering 
prices to make them more competitive, enhancing tourist destinations, and cultivating the entre-
preneurial skills of small and medium-sized business owners in the tourism industry. The findings 
contribute to the existing body of research on the topic of the competitive sustainability of SMEs in 
developing nations and make available solutions to alleviate the problems that may be faced by 
them in an attempt to provide exceptional service.

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796                                                                                                                                                       

Page 17 of 25



Funding
This work is supported by Tomas Bata University in Zlin 
through; IGA/FaME/2021/005. Significant factors in the 
sustainability of economic growth with a focus on the 
SME segment.

Author details
John Amoah1 

Sulemana Bankuoru Egala2,3 

E-mail: sbegala@ubids.edu.gh 
ORCID ID: http://orcid.org/0000-0002-1070-5480 
Solomon Keelson4 

Emmanuel Bruce2 

Raymond Dziwornu5 

Frank Agyemang Duah4 

1 Faculty of Management and Economics, Tomas Bata 
University in Zlin, Czech Republic. 

2 School of Management and Economics, University of 
Electronic Science and Technology of China, Chengdu 
611731, Center for West Africa Studies (CWAS), UESTC, 
Chengdu, Sichuan, China. 

3 Department of Informatics, Faculty of ICT, SD Dombo 
University of Business and Integrated Development 
Studies, Wa, Ghana. 

4 Department of Marketing and Strategy, Takoradi 
Technical University, Ghana. 

5 Faculty of Accounting and Finance, University of 
Professional Studies, Legon, Ghana. 

Disclosure statement
No potential conflict of interest was reported by the 
author(s).

Citation information 
Cite this article as: Driving factors to competitive sustain-
ability of SMEs in the tourism sector: An introspective 
analysis, John Amoah, Sulemana Bankuoru Egala, 
Solomon Keelson, Emmanuel Bruce, Raymond Dziwornu & 
Frank Agyemang Duah, Cogent Business & Management 
(2023), 10: 2163796.

References
Abou-Shouk, M., Lim, W. M., & Megicks, P. (2013). 

e-Commerce and small tourism businesses in devel-
oping countries: Drivers versus boundaries of 
adoption. Tourism Planning & Development, 10(3), 
249–266. https://doi.org/10.1080/21568316.2012. 
747983

Acquah, E., Owusu, D. A., Nkrumah, E. E., Anane Agyei, P., 
& Asare, R. (2022). Sustainable ecotourism develop-
ment and visitor satisfaction: The case of Bomfobiri 
Wildlife Sanctuary, Kumawu, Ghana. International 
Journal of Sustainable Development & World Ecology, 
1–15. https://doi.org/10.1080/13504509.2022. 
2105412

Adeyonu, A. G., Balogun, O. L., Amao, I. O., & 
Agboola, T. O. (2022). Do farmers’ entrepreneurial 
competencies explain their household poverty sta-
tus? Evidence from rural areas of Kwara State, 
Nigeria. Cogent Economics & Finance, 10(1), 2071384. 
https://doi.org/10.1080/23322039.2022.2071384

Adu-Ampong, E. A. (2017). Divided we stand: Institutional 
collaboration in tourism planning and development 
in the Central Region of Ghana. Current Issues in 
Tourism, 20(3), 295–314. https://doi.org/10.1080/ 
13683500.2014.915795

Adu-Ampong, E. A. (2019). Historical trajectories of tourism 
development policies and planning in Ghana, 1957– 
2017. Tourism Planning & Development, 16(2), 124–141. 
https://doi.org/10.1080/21568316.2018.1537002

Agyeman, Y. B., & Asebah, P. (2022). Visitor satisfaction of 
Zoo tourism in Ghana. Tourism Planning & 
Development, 1–20. https://doi.org/10.1080/ 
21568316.2021.2023207

Ahmadi, S. A., & Ghasemi, P. (2022). Pricing strategies for 
online hotel searching: A fuzzy inference system 
procedure. Kybernetes. https://doi.org/10.1108/K-03- 
2022-0427

Akan, P.; Dimensions of Service Quality. (1995). A Study in 
Istanbul. Managing Quality, 5(6), 39–43. https://doi. 
org/10.1108/09604529510796575

Aktürk, G. (2022). A systematic overview of the barriers to 
building climate adaptation of cultural and natural 
heritage sites in polar regions. Environmental Science 
& Policy, 136, 19–32. https://doi.org/10.1016/j.envsci. 
2022.05.016

Akyeramfo-Sam, S., & Nti, I. K. (2017). State of Affairs in 
ICTs usage within the hospitality industry (Guest 
house & hotel) operations: A case of Brong Ahafo 
Region Ghana. International Journal of Science and 
Engineering Applications, 6(5), 143–149. https://doi. 
org/10.7753/IJSEA0605.1002

Al-Hazmi, N. (2021). The impact of customer relationship 
management on customer retention in travel and 
tourism organizations. Management Science Letters, 
11(1), 247–252. https://doi.org/10.5267/j.msl.2020.8. 
009

Ali Abbasi, G., Abdul Rahim, N. F., Wu, H., Iranmanesh, M., 
& Keong, B. N. C. (2022). Determinants of SME’s social 
media marketing adoption: Competitive industry as 
a moderator. Sage Open, 12(1), 
21582440211067220. https://doi.org/10.1177/ 
21582440211067220

Ali Qalati, S., Li, W., Ahmed, N., Ali Mirani, M., & Khan, A. 
(2020). Examining the factors affecting SME perfor-
mance: The mediating role of social media adoption. 
Sustainability, 13(1), 75. https://doi.org/10.3390/ 
su13010075

Alonso, A. D., & Ogle, A. (2010). Tourism and hospitality 
small and medium enterprises and environmental 
sustainability. Management Research Review, 33(8), 
818–826. https://doi.org/10.1108/ 
01409171011065626

Amissah, E. F. (2013). Tourist satisfaction with hotel ser-
vices in Cape Coast and Elmina, Ghana. American 
Journal of Tourism Management, 2(1A), 26–33. 
https://doi.org/10.5923/s.tourism.201304.03

Amoah, J., & Jibril, A. B. (2021). Social media as a promotional 
tool towards SME’s development: Evidence from the 
financial industry in a developing economy. Cogent 
Business & Management, 8(1), 1923357. https://doi.org/ 
10.1080/23311975.2021.1923357

Amoah, J., Jibril, A. B., Metzker, Z., & Odei, M. A. (2021). 
Antecedents of a sustainable small and midsized 
enterprises in the tourism sector of a developing 
nation. In ICTR 2021 4th International Conference on 
Tourism Research, (pp. 44). Academic Conferences 
International. https://doi.org/10.34190/IRT.21.003

Amoako, G. K., Obuobisa-Darko, T., & Ohene Marfo, S. 
(2022). Stakeholder role in tourism sustainability: The 
case of Kwame Nkrum ah Mausoleum and center for 
art and culture in Ghana. International Hospitality 
Review, 36(1), 25–44. https://doi.org/10.1108/IHR-09- 
2020-0057

Anabila, P., Ameyibor, L. E. K., Allan, M. M., & Alomenu, C. 
(2022). Service quality and customer loyalty in 
Ghana’s hotel industry: The Mediation effects of 
satisfaction and delight. Journal of Quality Assurance 
in Hospitality & Tourism, 23(3), 748–770. https://doi. 
org/10.1080/1528008X.2021.1913691

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796

Page 18 of 25

https://doi.org/10.1080/21568316.2012.747983
https://doi.org/10.1080/21568316.2012.747983
https://doi.org/10.1080/13504509.2022.2105412
https://doi.org/10.1080/13504509.2022.2105412
https://doi.org/10.1080/23322039.2022.2071384
https://doi.org/10.1080/13683500.2014.915795
https://doi.org/10.1080/13683500.2014.915795
https://doi.org/10.1080/21568316.2018.1537002
https://doi.org/10.1080/21568316.2021.2023207
https://doi.org/10.1080/21568316.2021.2023207
https://doi.org/10.1108/K-03-2022-0427
https://doi.org/10.1108/K-03-2022-0427
https://doi.org/10.1108/09604529510796575
https://doi.org/10.1108/09604529510796575
https://doi.org/10.1016/j.envsci.2022.05.016
https://doi.org/10.1016/j.envsci.2022.05.016
https://doi.org/10.7753/IJSEA0605.1002
https://doi.org/10.7753/IJSEA0605.1002
https://doi.org/10.5267/j.msl.2020.8.009
https://doi.org/10.5267/j.msl.2020.8.009
https://doi.org/10.1177/21582440211067220
https://doi.org/10.1177/21582440211067220
https://doi.org/10.3390/su13010075
https://doi.org/10.3390/su13010075
https://doi.org/10.1108/01409171011065626
https://doi.org/10.1108/01409171011065626
https://doi.org/10.5923/s.tourism.201304.03
https://doi.org/10.1080/23311975.2021.1923357
https://doi.org/10.1080/23311975.2021.1923357
https://doi.org/10.34190/IRT.21.003
https://doi.org/10.1108/IHR-09-2020-0057
https://doi.org/10.1108/IHR-09-2020-0057
https://doi.org/10.1080/1528008X.2021.1913691
https://doi.org/10.1080/1528008X.2021.1913691


Androutsopoulos, J. (2017). Online data collection. In 
Data collection in sociolinguistics (pp. 233–244). 
Routledge.

Angelkova, T., Koteski, C., Jakovlev, Z., & Mitrevska, E. (2012). 
Sustainability and competitiveness of tourism. Procedia- 
Social and Behavioral Sciences, 44, 221–227. https://doi. 
org/10.1016/j.sbspro.2012.05.023

Ariya, G., Sempele, C., & Nderitu, G. (2021). Towards sustain-
ability framework for tour operators as drivers of sus-
tainable tourism agenda in Kenya. International Journal 
of Research in Tourism and Hospitality, 7(1), 09–15.

Aryeetey, E., & Ahene, A. A. (2005). Changing regulatory 
environment for small-medium size enterprises and 
their performance in Ghana. No. 1649-2016-135965.

Avlontis, G., & Indounas, K. (2007). An empirical examination 
of the pricing policies and their antecedents in the ser-
vices sector. European Journal of Marketing, 41(8), 
740–764. https://doi.org/10.1108/03090560710752384

Ayiine-Etigo, D. A. (2022). Innovation for enhancing heri-
tage tourism at the Cape Coast Castle,Ghana. In 
Handbook of innovation for sustainable tourism (pp. 
330–346). Edward Elgar Publishing.

Bandi, M., & Friedli, T. (2014). Price matters – Relevance of 
strategic pricing for Swiss tourism in the past, pre-
sent and future. Tourism and Leisure, 129–141. 
https://doi.org/10.1007/978-3-658-06660-4_9

Barkauskas, V., Barkauskienė, K., & Jasinskas, E. (2015). 
Analysis of macro environmental factors influencing the 
development of rural tourism: Lithuanian case. Procedia- 
Social and Behavioral Sciences, 213, 167–172. https://doi. 
org/10.1016/j.sbspro.2015.11.421

Basera, V., Njerekai, C., & Utete, F. (2022). Tourism certi-
fication for promoting tourism sustainability in the 
victoria falls, Zimbabwe. African Journal of Hospitality 
and Tourism Management, 3(2), 59–72. https://doi. 
org/10.47963/ajhtm.v3i2.483

Battistella, C., Cagnina, M. R., Cicero, L., & Preghenella, N. 
(2018). Sustainable business models of SMEs: 
Challenges in the yacht tourism sector. Sustainability, 
10(10), 3437. https://doi.org/10.3390/su10103437

Bazargani, R. H., & Kilic, H. (2021). Tourism competitive-
ness and tourism sector performance: Empirical 
insights from new data. Journal of Hospitality and 
Tourism Management, 46, 73–82. https://doi.org/10. 
1016/j.jhtm.2020.11.011

Bezvesilnaya, A. A., Shadskaja, I. G. E., Kozlova, N. A., 
Shelygov, A. V., & Alekseenko, E. V. (2020). Digital 
technology development in tourism and hospitality 
industry. Eurasian Journal of Biosciences, 14(2).

Biswas, A. (2022). Construing drivers of firm competitive-
ness: Coalescing pursuit of excellence with entre-
preneurial competencies. International Journal of 
Productivity and Performance Management. https:// 
doi.org/10.1108/IJPPM-08-2021-0447

Blustein, D. L., Kenny, M. E., Autin, K., & Duffy, R. (2019). The 
psychology of working in practice: A theory of change for 
a new era. The Career Development Quarterly, 67(3), 
236–254. https://doi.org/10.1002/cdq.12193

Botha, M. (2020). Prior entrepreneurial exposure and 
action of women entrepreneurs: Exploring the mod-
eration effects of entrepreneurial competencies in 
a developing country context. Frontiers in Psychology, 
11, 922. https://doi.org/10.3389/fpsyg.2020.00922

Brouder, P. (2020). Reset Redux: Possible evolutionary 
pathways toward the transformation of tourism in a 
COVID-19 world Tourism Geogr. 22(3), 484–490. 
https://doi.org/10.1080/14616688.2020.1760928

Cao, J. (2015). The Chinese real estate market: 
Development, regulation and investment. Routledge.

Castellani, V., & Sala, S. (2010). Sustainable performance 
index for tourism policy development. Tourism 

Management, 31(6), 871–880. https://doi.org/10. 
1016/j.tourman.2009.10.001

Chen, H., Tang, Y., & Han, J. (2022). Building students’ 
entrepreneurial competencies in Chinese universities: 
Diverse learning environment, knowledge transfer, 
and entrepreneurship education. Sustainability, 14 
(15), 9105. https://doi.org/10.3390/su14159105

Chin, C. H., Thian, S. S. Z., & Lo, M. C. (2017). Community’s 
experiential knowledge on the development of rural 
tourism competitive advantage: A study on kampung 
semadang–Borneo heights, Sarawak. Tourism Review, 
72(2), 238–260. https://doi.org/10.1108/TR-12-2016- 
0056

Chisadza, C., Clance, M., Gupta, R., & Wanke, P. (2022). 
Uncertainty and tourism in Africa. Tourism 
Economics, 28(4), 964–978. https://doi.org/10.1177/ 
1354816620969998

Choi, H. C., & Turk, E. S. (2011). Sustainability indicators for 
managing community tourism. In Quality-of-life 
community indicators for parks, recreation and tour-
ism management (pp. 115–140). Springer.

Christofi, M., Vrontis, D., Shams, R., Belyaeva, Z., & 
Czinkota, M. R. (2022). Sustained competitive advan-
tage for sustainable hospitality and tourism devel-
opment: A stakeholder causal scope analysis. Journal 
of Hospitality & Tourism Research, 46(5), 823–825. 
https://doi.org/10.1177/10963480221091976

Commonwealth of Australia. (1992). National strategy for 
ecologically sustainable development. Australian 
Government Printing Service.

Cunha, C., Kastenholz, E., & Carneiro, M. J. (2020). 
Entrepreneurs in rural tourism: Do lifestyle motiva-
tions contribute to management practices that 
enhance sustainable entrepreneurial ecosystems? 
Journal of Hospitality and Tourism Management, 44, 
215–226. https://doi.org/10.1016/j.jhtm.2020.06.007

Dabija, D. C., Csorba, L. M., Isac, F. L., & Rusu, S. (2022). 
Building trust toward sharing economy platforms 
beyond the COVID-19 pandemic. Electronics, 11(18), 
2916. https://doi.org/10.3390/electronics11182916

Dai, B., Jiang, Y., Yang, L., & Ma, Y. (2017). China’s out-
bound tourism—Stages, policies and choices. 
Tourism. Management, 58, 253–258. https://doi.org/ 
10.1016/j.tourman.2016.03.009

Del Baldo, M., & Demartini, P. (2016). Regional social 
responsibility and knowledge economy: The Italian 
case. WD Nelson, Advances in Business and 
Management, 9, 13–36.

de Paula Aguiar-Barbosa, A., & Chim-Miki, A. F. (2022). 
Indicators for tourism competitiveness from the 
society’s perspective: A Delphi study. Tourism 
Planning & Development, 1–22. https://doi.org/10. 
1080/21568316.2022.2069850

De Silva, M. J., Breuer, E., Lee, L., Asher, L., Chowdhary, N., 
Lund, C., & Patel, V. (2014). Theory of change: 
A theory-driven approach to enhance the Medical 
Research Council’s framework for complex interven-
tions. Trials, 15(1), 1–13. https://doi.org/10.1186/ 
1745-6215-15-267

Dijkstra, T. K., & Henseler, J. (2015). Consistent partial least 
squares path modeling. MIS Quarterly, 39(2), 297–316. 
https://doi.org/10.25300/MISQ/2015/39.2.02

Dolnicar, S., Li, H., Gray, A., Portmann, M., & Grün, B. (2022). 
Monitoring environmental performance in tourism.

Dredge, D., Gyimóthy, S., Birkbak, A., Elgaard Jensen, T., & 
Madsen, A. (2016). The impact of regulatory 
approaches targeting collaborative economy in the 
tourism accommodation sector: Barcelona, Berlin, 
Amsterdam and Paris. Impulse Paper, (9).

Du Plessis, E., Saayman, M., & Van der Merwe, A. (2015). 
What makes South African is tourism competitive?

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796                                                                                                                                                       

Page 19 of 25

https://doi.org/10.1016/j.sbspro.2012.05.023
https://doi.org/10.1016/j.sbspro.2012.05.023
https://doi.org/10.1108/03090560710752384
https://doi.org/10.1007/978-3-658-06660-4_9
https://doi.org/10.1016/j.sbspro.2015.11.421
https://doi.org/10.1016/j.sbspro.2015.11.421
https://doi.org/10.47963/ajhtm.v3i2.483
https://doi.org/10.47963/ajhtm.v3i2.483
https://doi.org/10.3390/su10103437
https://doi.org/10.1016/j.jhtm.2020.11.011
https://doi.org/10.1016/j.jhtm.2020.11.011
https://doi.org/10.1108/IJPPM-08-2021-0447
https://doi.org/10.1108/IJPPM-08-2021-0447
https://doi.org/10.1002/cdq.12193
https://doi.org/10.3389/fpsyg.2020.00922
https://doi.org/10.1080/14616688.2020.1760928
https://doi.org/10.1016/j.tourman.2009.10.001
https://doi.org/10.1016/j.tourman.2009.10.001
https://doi.org/10.3390/su14159105
https://doi.org/10.1108/TR-12-2016-0056
https://doi.org/10.1108/TR-12-2016-0056
https://doi.org/10.1177/1354816620969998
https://doi.org/10.1177/1354816620969998
https://doi.org/10.1177/10963480221091976
https://doi.org/10.1016/j.jhtm.2020.06.007
https://doi.org/10.3390/electronics11182916
https://doi.org/10.1016/j.tourman.2016.03.009
https://doi.org/10.1016/j.tourman.2016.03.009
https://doi.org/10.1080/21568316.2022.2069850
https://doi.org/10.1080/21568316.2022.2069850
https://doi.org/10.1186/1745-6215-15-267
https://doi.org/10.1186/1745-6215-15-267
https://doi.org/10.25300/MISQ/2015/39.2.02


Egala, S. B., Boateng, D., & Mensah, S. A. (2021). To leave 
or retain? An interplay between quality digital bank-
ing services and customer satisfaction. Marketing, 39 
(7), 1420–1445. https://doi.org/10.1108/IJBM-02- 
2021-0072

Elgarhy, S. (2022). Effects of service quality, loyalty pro-
grams, pricing strategies, and customer engagement 
on firms’ performance in Egyptian travel agencies: 
Mediating effects of customer retention. Journal of 
Quality Assurance in Hospitality & Tourism, 1–29. 
https://doi.org/10.1080/1528008X.2022.2077889

Filimonau, V., Matyakubov, U., Matniyozov, M., Shaken, A., 
& Mika, M. (2022). Women entrepreneurs in tourism 
in a time of a life event crisis. Journal of Sustainable 
Tourism, 1–23. https://doi.org/10.1080/09669582. 
2022.2091142

Font, X., Garay, L., & Jones, S. (2016). Sustainability moti-
vations and practices in small tourism enterprises in 
European protected areas. Journal of Cleaner 
Production, 137, 1439–1448. https://doi.org/10.1016/ 
j.jclepro.2014.01.071

Forsyth, P., & Dwyer, L. (2009). Tourism price competi-
tiveness. The Travel and Tourism.

Fransen, J., Peralta, D. O., Vanelli, F., Edelenbos, J., & 
Olvera, B. C. (2022). The emergence of urban com-
munity resilience initiatives during the COVID-19 
pandemic: An international exploratory study. The 
European Journal of Development Research, 34(1), 
432–454. https://doi.org/10.1057/s41287-020- 
00348-y

Freeland, S., & Martin, A. S. (2022). A round trip to the 
stars?: Considerations for the regulation of space 
tourism. Air and Space Law, 47(2), 261–284. https:// 
doi.org/10.54648/AILA2022014

Gamor, E., & Mensah, I. (2022). Competitiveness of 
emerging economies as tourist destinations. In 
Marketing tourist destinations in emerging economies 
(pp. 69–98). Cham: Palgrave Macmillan.

García, A., Linaza, M. T., Gutierrez, A., & Garcia, E. (2019). 
Gamified mobile experiences: Smart technologies for 
tourism destinations. Tourism Review, 74(1), 30–49. 
https://doi.org/10.1108/TR-08-2017-0131

Geoffrey Deladem, T., Xiao, Z., Siueia, T. T., Doku, S., & 
Tettey, I. (2021). Developing sustainable tourism 
through public-private partnership to alleviate pov-
erty in Ghana. Tourist Studies, 21(2), 317–343. https:// 
doi.org/10.1177/1468797620955250

Goeldner, R., & Ritchie, B. (2005). Tourism: Principles, 
practices, philosophies (9th ed.). John Wiley & Sons.

Goel, P., Kaushik, N., Sivathanu, B., Pillai, R., & Vikas, J. 
(2022). Consumers’ adoption of artificial intelligence 
and robotics in hospitality and tourism sector: 
Literature review and future research agenda. 
Tourism Review, 77(4), 1081–1096. https://doi.org/10. 
1108/TR-03-2021-0138

Gomez-Vega, M., Herrero-Prieto, L. C., & López, M. V. (2022). 
Clustering and country destination performance at 
a global scale: Determining factors of tourism 
competitiveness. Tourism Economics, 28(6), 1605–1625. 
https://doi.org/10.1177/13548166211007598

Goodall, B. (1995). Environmental auditing: A tool for 
assessing the environmental performance of tourism 
firms. The Geographical Journal, 161(1), 29–37. 
https://doi.org/10.2307/3059925

Göral, R. (2016). International tourism price competitive 
index and a comparative application with Turkey. 
International Journal of Scientific and Research 
Publications, 7(4), 308–313.

Gössling, S. (2018). Tourism, tourist learning and sustain-
ability: An exploratory discussion of complexities, 
problems and opportunities. Journal of Sustainable 

Tourism, 26(2), 292–306. https://doi.org/10.1080/ 
09669582.2017.1349772

Government of Ghana. (2010). Revised tourism sector 
medium-term development plan 2010–2013.

Grimstad, S., & Burgess, J. (2014). Environmental sus-
tainability and competitive advantage in a wine 
tourism micro-cluster. Management Research Review, 
37(6), 553–573. https://doi.org/10.1108/MRR-01- 
2013-0019

Hachileka, E. (2003). Sustainability of wildlife utilisation in 
the Chobe District, Botswana. South African 
Geographical Journal, 85(1), 50–57. https://doi.org/10. 
1080/03736245.2003.9713784

Hair, J., Hollingsworth, C. L., Randolph, A. B., & 
Chong, A. Y. L. (2017). An updated and expanded 
assessment of PLS-SEM in information systems 
research. Industrial Management& Data Systems, 117 
(3), 442–458. https://doi.org/10.1108/IMDS-04-2016- 
0130

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). 
When to use and how to report the results of 
PLS-SEM. European Business Review, 31(1), 2–24. 
https://doi.org/10.1108/EBR-11-2018-0203

Halim, M. A. S. A., Awang, N. F., Omar, K., Saputra, J., 
Kamaruddin, S. N. A. A., & Samsudin, H. (2022). 
Analyzing the factors that influence the entrepreneur 
business performance of tourism destination of 
Kuala Terengganu City Centre, Malaysia. Journal of 
Environmental Management & Tourism, 13(2), 
403–413. https://doi.org/10.14505/jemt.v13.2(58).10

Haseeb, M., Hussain, H. I., Ślusarczyk, B., & 
Jermsittiparsert, K. (2019). Industry 4.0: A solution 
towards technology challenges of sustainable busi-
ness performance. Social Sciences, 8(5), 154. https:// 
doi.org/10.3390/socsci8050154

Hassan, S. S. (2000). Determinants of market competi-
tiveness in an environmentally sustainable tourism 
industry. Journal of Travel Research, 38(3), 239–245. 
https://doi.org/10.1177/004728750003800305

He, Y., He, P., Xu, F., & Shi, C. (2019). Sustainable tourism 
modeling: Pricing decisions and evolutionarily stable 
strategies for competitive tour operators. Tourism 
Economics, 25(5), 779–799. https://doi.org/10.1177/ 
1354816618806729

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new 
criterion for assessing discriminant validity in 
variance-based structural equation modeling. Journal 
of the Academy of Marketing Science, 43(1), 115–135. 
https://doi.org/10.1007/s11747-014-0403-8

Hinson, R., & Boateng, R. (2007). Perceived benefits and 
management commitment to e- business usage in 
selected Ghanaian tourism firms. The Electronic 
Journal of Information Systems in Developing 
Countries, 31(1), 1–18. https://doi.org/10.1002/j.1681- 
4835.2007.tb00214.x

Huseynli, N. (2022). Econometric measurement of the 
relationship between tourism revenues and eco-
nomic growth. Study case of Kazakhstan and 
Kyrgyzstan. Journal of Environmental Management 
and Tourism, 13(4), 1136–1141. https://doi.org/10. 
14505/jemt.v13.4(60).19

Hussain, K., Abbas, Z., Gulzar, S., Jibril, A. B., & Hussain, A. 
(2020). Examining the impact of abusive supervision 
on employees’ psychological wellbeing and turnover 
intention: The mediating role of intrinsic motivation. 
Cogent Business & Management, 7(1), 1818998. 
https://doi.org/10.1080/23311975.2020.1818998

Intan Salwani, M., Marthandan, G., Daud Norzaidi, M., & 
Choy Chong, S. (2009). E-commerce usage and busi-
ness performance in the Malaysian tourism sector: 
An empirical analysis. Information Management & 

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796

Page 20 of 25

https://doi.org/10.1108/IJBM-02-2021-0072
https://doi.org/10.1108/IJBM-02-2021-0072
https://doi.org/10.1080/1528008X.2022.2077889
https://doi.org/10.1080/09669582.2022.2091142
https://doi.org/10.1080/09669582.2022.2091142
https://doi.org/10.1016/j.jclepro.2014.01.071
https://doi.org/10.1016/j.jclepro.2014.01.071
https://doi.org/10.1057/s41287-020-00348-y
https://doi.org/10.1057/s41287-020-00348-y
https://doi.org/10.54648/AILA2022014
https://doi.org/10.54648/AILA2022014
https://doi.org/10.1108/TR-08-2017-0131
https://doi.org/10.1177/1468797620955250
https://doi.org/10.1177/1468797620955250
https://doi.org/10.1108/TR-03-2021-0138
https://doi.org/10.1108/TR-03-2021-0138
https://doi.org/10.1177/13548166211007598
https://doi.org/10.2307/3059925
https://doi.org/10.1080/09669582.2017.1349772
https://doi.org/10.1080/09669582.2017.1349772
https://doi.org/10.1108/MRR-01-2013-0019
https://doi.org/10.1108/MRR-01-2013-0019
https://doi.org/10.1080/03736245.2003.9713784
https://doi.org/10.1080/03736245.2003.9713784
https://doi.org/10.1108/IMDS-04-2016-0130
https://doi.org/10.1108/IMDS-04-2016-0130
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.14505/jemt.v13.2(58).10
https://doi.org/10.3390/socsci8050154
https://doi.org/10.3390/socsci8050154
https://doi.org/10.1177/004728750003800305
https://doi.org/10.1177/1354816618806729
https://doi.org/10.1177/1354816618806729
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1002/j.1681-4835.2007.tb00214.x
https://doi.org/10.1002/j.1681-4835.2007.tb00214.x
https://doi.org/10.14505/jemt.v13.4(60).19
https://doi.org/10.14505/jemt.v13.4(60).19
https://doi.org/10.1080/23311975.2020.1818998


Computer Security, 17(2), 166–185. https://doi.org/10. 
1108/09685220910964027

Islamovna, U. Z. (2022). Development of tourist and 
recreational cluster of Samarkand region and its 
impact on domestic business. European 
Multidisciplinary Journal of Modern Science, 4, 39–44.

Jakada, M. B., Kassim, S. I., Hussaini, A., Mohammed, A. I., 
& Rabi’u, A. (2020). Construct validity and reliability 
of individual work performance questionnaire. Ilorin 
Journal of Human Resource Management, 4(2), 
155–164.

Javed, M., Tučková, Z., & Jibril, A. B. (2020). The role of 
social media on tourists’ behavior: An empirical 
analysis of millennials from the Czech Republic. 
Sustainability, 12(18), 7735. https://doi.org/10.3390/ 
su12187735

Javed, M., Tučková, Z., & Jibril, A. B. (2022). Towards 
understanding tourist revisit of zoo attraction: 
Evidence from the Czech Republic. Cogent Social 
Sciences, 8(1), 2024673. https://doi.org/10.1080/ 
23311886.2021.2024673

Jia, Z., Jiao, Y., Zhang, W., & Chen, Z. (2022). Rural tourism 
competitiveness and development mode, a case 
study from Chinese township scale using integrated 
multi-source data. Sustainability, 14(7), 4147. https:// 
doi.org/10.3390/su14074147

Jibril, A. B., Kwarteng, M. A., Botchway, R. K., Bode, J., & 
Chovancova, M. (2020). The impact of online identity 
theft on customers’ willingness to engage in 
e-banking transaction in Ghana: A technology threat 
avoidance theory. Cogent Business & Management, 7 
(1), 1832825. https://doi.org/10.1080/23311975. 
2020.1832825

Jones, P., Hillier, D., & Comfort, D. (2017). The sustainable 
development goals and the tourism and hospitality 
industry. Athens Journal of Tourism, 4(1), 7–18. 
https://doi.org/10.30958/ajt.4.1.1

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, 
unite! The challenges and opportunities of Social 
Media. Business Horizons, 53(1), 59–68. https://doi. 
org/10.1016/j.bushor.2009.09.003

Karmoker, K., & Ahmed, F. (2022). Promoting green 
behavioral intentions of the tourists for the growth of 
sustainable tourism development in the Sundarbans 
of Bangladesh. International Journal of Business and 
Management, 17(1). https://doi.org/10.5539/ijbm. 
v17n1p52

Kerdpitak, C., Kerdpitak, N., Pongpeng, T., & Pungnirund, B. 
(2022). Development of historical and cultural tour-
ism areas for the competitive business of U-don 
Thani Province. International Journal of Health 
Sciences, V, 271–285. https://doi.org/10.53730/ijhs. 
v6nS5.5226

Khan, I. M., Sahadev, S., Rashid, T., & Banerjee, S. (2022). 
Social media and empowerment in hospitality and 
tourism decision-making: A study among UK Muslim 
women. International Journal of Hospitality 
Management, 101, 103125. https://doi.org/10.1016/j. 
ijhm.2021.103125

Kimbu, A. N., Ngoasong, M. Z., Adeola, O., & Afenyo-Agbe, 
E. (2018). Collaborative networks for sustainable 
human capital management in women’s tourism 
entrepreneurship: the role of tourism policy. Tourism 
Planning & Development, 16(2), 161–178. https://doi. 
org/10.1080/21568316.2018.1556329

Kim, L. H., & Njite, D. (2009). Evaluation of website perfor-
mance: Korean convention centers. International 
Journal of Hospitality & Tourism Administration, 10(3), 
232–252. https://doi.org/10.1080/15256480903088345

Kim, J., & Tussyadiah, I. P. (2013). Social networking and 
social support in tourism experience: The moderating 

role of online self-presentation strategies. Journal of 
Travel & Tourism Marketing, 30(1–2), 78–92. https:// 
doi.org/10.1080/10548408.2013.751220

Kotoua, S., & Asiedu-Appiah, F. (2022). The amalgamation 
of social media and tourism in Ghana. New Dynamics 
in Banking and Finance, 121–142.

Kumar Bhardwaj, A., Garg, A., & Gajpal, Y. (2021). 
Determinants of blockchain technology adoption in 
supply chains by small and medium enterprises 
(SMEs) in India. Mathematical Problems in 
Engineering, 2021. https://doi.org/10.1155/2021/ 
5537395

Kumi, J. N., Kumah, M. S., Afetorgbor, S. K., & 
Apeamenyo, R. (2018). Factors that hinder local par-
ticipation of ecotourism in Ghana: Case study of WLI. 
IJAR, 4(12), 180–186.

Kunst, I., & Ivandić, N. (2021). The viability of the travel 
and tourism competitiveness index as a reliable 
measure of destination competitiveness: The case of 
the Mediterranean region. European Journal of 
Tourism Research, 27, 2704. https://doi.org/10.54055/ 
ejtr.v27i.2124

Lee, S. W., & Xue, K. (2022). A model of destination loy-
alty: Integrating destination image and sustainable 
tourism sustainable tourism. Asia Pacifica Journal 
Tourism. Research, 25(4), 393–408. https://doi.org/10. 
1080/10941665.2020.1713185

Leung, X. Y., & Baloglu, S. (2013). Tourism competitive-
ness of Asia Pacific destinations. Tourism Analysis, 18 
(4), 371–384. https://doi.org/10.3727/ 
108354213X13736372325876

Lind, H., & Muyingo, H. (2009). Investment theory and 
why do we need the concept of maintenance. 
[Licentiate Thesis] Buildings and Real Estate 
Economics.

Li, P., Xiao, X., & Seekamp, E. (2022). Climate adaptation 
planning for cultural heritages in coastal tourism 
destinations: A multi-objective optimization 
approach. Tourism Management, 88, 104380. https:// 
doi.org/10.1016/j.tourman.2021.104380

Lucarelli, A., & Heldt Cassel, S. (2020). The dialogical rela-
tionship between spatial planning and place branding: 
Conceptualizing regionalization discourses in Sweden. 
European Planning Studies, 28(7), 1375–1392. https:// 
doi.org/10.1080/09654313.2019.1701293

Lu, J., Xiao, X., Xu, Z., Wang, C., Zhang, M., & Zhou, Y. 
(2022). The potential of virtual tourism in the 
recovery of the tourism industry during the 
COVID-19 pandemic. Current Issues in Tourism, 25 
(3), 441–457. https://doi.org/10.1080/13683500. 
2021.1959526

Magdalena, R., & Sondakh, O. (2022). Pricing strategy and 
buyer’s considerations for house: Central govern-
ment area vs tourism centre area. Jurnal Manajemen 
Strategi Dan Aplikasi Bisnis, 5(2), 247–266. https://doi. 
org/10.36407/jmsab.v5i2.626

Mensah-Ansah, J., Martin, E., & Egan, D. (2011). Tourism 
trends in Ghana: The accommodation sector. Tourism 
Analysis, 16(2), 157–168. https://doi.org/10.3727/ 
108354211X13014081270369

Mensah, I., & Blankson, E. J. (2013). Determinants of 
hotels’ environmental performance: Evidence from 
the hotel industry in Accra, Ghana. Journal of 
Sustainable Tourism, 21(8), 1212–1231. https://doi. 
org/10.1080/09669582.2013.776058

Michael, N., Reisinger, Y., & Hayes, J. P. (2019). The UAE’s 
tourism competitiveness: A business perspective. 
Tourism Management Perspectives, 30, 53–64. 
https://doi.org/10.1016/j.tmp.2019.02.002

Miller, J. D., Crowe, M., Weiss, B., Maples-Keller, J. L., & 
Lynam, D. R. (2017). Using online, crowdsourcing 

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796                                                                                                                                                       

Page 21 of 25

https://doi.org/10.1108/09685220910964027
https://doi.org/10.1108/09685220910964027
https://doi.org/10.3390/su12187735
https://doi.org/10.3390/su12187735
https://doi.org/10.1080/23311886.2021.2024673
https://doi.org/10.1080/23311886.2021.2024673
https://doi.org/10.3390/su14074147
https://doi.org/10.3390/su14074147
https://doi.org/10.1080/23311975.2020.1832825
https://doi.org/10.1080/23311975.2020.1832825
https://doi.org/10.30958/ajt.4.1.1
https://doi.org/10.1016/j.bushor.2009.09.003
https://doi.org/10.1016/j.bushor.2009.09.003
https://doi.org/10.5539/ijbm.v17n1p52
https://doi.org/10.5539/ijbm.v17n1p52
https://doi.org/10.53730/ijhs.v6nS5.5226
https://doi.org/10.53730/ijhs.v6nS5.5226
https://doi.org/10.1016/j.ijhm.2021.103125
https://doi.org/10.1016/j.ijhm.2021.103125
https://doi.org/10.1080/21568316.2018.1556329
https://doi.org/10.1080/21568316.2018.1556329
https://doi.org/10.1080/15256480903088345
https://doi.org/10.1080/10548408.2013.751220
https://doi.org/10.1080/10548408.2013.751220
https://doi.org/10.1155/2021/5537395
https://doi.org/10.1155/2021/5537395
https://doi.org/10.54055/ejtr.v27i.2124
https://doi.org/10.54055/ejtr.v27i.2124
https://doi.org/10.1080/10941665.2020.1713185
https://doi.org/10.1080/10941665.2020.1713185
https://doi.org/10.3727/108354213X13736372325876
https://doi.org/10.3727/108354213X13736372325876
https://doi.org/10.1016/j.tourman.2021.104380
https://doi.org/10.1016/j.tourman.2021.104380
https://doi.org/10.1080/09654313.2019.1701293
https://doi.org/10.1080/09654313.2019.1701293
https://doi.org/10.1080/13683500.2021.1959526
https://doi.org/10.1080/13683500.2021.1959526
https://doi.org/10.36407/jmsab.v5i2.626
https://doi.org/10.36407/jmsab.v5i2.626
https://doi.org/10.3727/108354211X13014081270369
https://doi.org/10.3727/108354211X13014081270369
https://doi.org/10.1080/09669582.2013.776058
https://doi.org/10.1080/09669582.2013.776058
https://doi.org/10.1016/j.tmp.2019.02.002


platforms for data collection in personality disorder 
research: The example of Amazon’s mechanical Turk. 
Personality Disorders: Theory, Research, and 
Treatment, 8(1), 26. https://doi.org/10.1037/ 
per0000191

Ministry of Tourism (MoT) Report. (2013). Marine drive 
project plan. Government of Ghana. ppp.moefeb.gov. 
gh (accessed 20 February 2022)

Mohanty, P., Dhoundiyal, H., & Thomas, A. (2022). 
Technological innovations in asian tourism. 
Technology Application in Tourism in Asia, 69–80. 
https://doi.org/10.1007/978-981-16-5461-9_4

Mollah, M., Amin, R., & Sebata, E. (2022). Technology 
application in tourism in Asia. Technology Application 
in Tourism in Asia, 37–51. https://doi.org/10.1007/ 
978-981-16-5461-9_2

Musavengane, R., Siakwah, P., & Leonard, L. (2020). The 
nexus between tourism and urban risk: Towards 
inclusive, safe, resilient and sustainable outdoor 
tourism in African cities. Journal of Outdoor 
Recreation and Tourism, 29, 100254. https://doi.org/ 
10.1016/j.jort.2019.100254

Netto, A. P. (2009). What is tourism? Definitions, theore-
tical phases and principles. Philosophical Issues in 
Tourism, 37, 43–62. https://doi.org/10.21832/ 
9781845410988

Newsome, D., Moore, S. A., & Dowling, R. K. (2012). Natural 
area tourism: Ecology, impacts, and management.

Nieuwland, S., & Van Melik, R. (2020). Regulating Airbnb: 
How cities deal with perceived negative externalities 
of short-term rentals. Current Issues in Tourism, 23 
(7), 811–825. https://doi.org/10.1080/13683500. 
2018.1504899

Nikolskaya, E. Y., Lepeshkin, V. A., Blinova, E. A., 
Kulgachev, I. P., & Ilkevich, S. V. (2019). Improvement of 
digital technology in the tourism sector. Journal of 
Environmental Management & Tourism, 10(6 (38), 
1197–1201. https://doi.org/10.14505//jemt.v10.6(38).01

Njoroge, M. (2021). The role of trade policy in sustainable 
tourism inclusivity in Africa. In Practice, Progress, and 
Proficiency in Sustainability (pp. 169-182). IGI Global. 
https://www.igi-global.com/gateway/chapter/266983

Núñez-Ríos, J. E., Sánchez-García, J. Y., & Tejeida-Padilla, 
R. (2020). Human capital management in tourism 
SMEs from a cyber-systemic approach. Systemic 
Practice and Action Research, 33(5), 527–559. https:// 
doi.org/10.1007/s11213-019-09499-4

Nurmalinda, E., & Asmaniati, F. (2022). Competitive and 
sustainable tourism destination products of national 
tourism strategic area in Sentarum and 
Surroundings. Current Issues in Tourism, Gastronomy, 
and Tourist Destination Research, 33–37.

Nuryyev, G., Wang, Y.-P., Achyldurdyyeva, J., Jaw, B.-S., 
Yeh, Y.-S., Lin, H.-T., & Wu, L.-F. (2020). Blockchain 
technology adoption behavior and sustainability of 
the business in tourism and hospitality SMEs: An 
empirical study. Sustainability, 12(3), 1256. https:// 
doi.org/10.3390/su12031256

Okeiyi, S. I., Okrah, A. M., Okeiyi, E. C., & Bryant, B. A. 
(2005). Operators’ attitudes toward sustainable 
tourism development concept in Ghana. Journal of 
African Business, 6(1–2), 33. https://doi.org/10.1300/ 
J156v06n01_03

Okeniyi, J. O., Samuel, S. E., Okecha, C., & Igirigi, S. (2020, 
August). Exploring the pillars of sustainable devel-
opment in the context of Ghanaian SMEs. Journal of 
Economics and Sustainable Development, https://doi. 
org/10.7176/iesd/10-14-04

Osakwe, C. N., Chovancova, M., & Agu, M. N. (2016). 
Understanding the key drivers of emarketplace 
uptake among micro and small-sized businesses 

(MSBS) in an emerging economy. Transformations in 
Business & Economics, 15(3).

Osei, B. A., & Abenyin, A. N. (2016). Applying the Engell– 
Kollat–Blackwell model in Ghana. Information 
Technology & Tourism, 16(3), 265–284. https://doi. 
org/10.1007/s40558-016-0055-2

Owusu-Frimpong, N., Nwankwo, S., Blankson, C., & 
Tarnanidis, T. (2013). The effect of service quality and 
satisfaction on destination attractiveness of 
sub-Saharan African countries: The case of Ghana. 
Current Issues in Tourism, 16(7–8), 627–646. https:// 
doi.org/10.1080/13683500.2013.785479

Patma, T. S., Wardana, L. W., Wibowo, A., 
Narmaditya, B. S., & Akbarina, F. (2021). The impact 
of social media marketing for Indonesian SMEs sus-
tainability: Lesson from Covid-19 pandemic. Cogent 
Business & Management, 8(1), 1953679. https://doi. 
org/10.1080/23311975.2021.1953679

Perez Guilarte, Y., & Barreiro Quintans, D. (2019). Using big 
data to measure tourist sustainability: Myth or 
reality? Sustainability, 11(20), 5641. https://doi.org/ 
10.3390/su11205641

Phelan, C., & Sharpley, R. (2012). Exploring entrepreneur-
ial skills and competencies in farm tourism. Local 
Economy, 27(2), 103–118. https://doi.org/10.1177/ 
0269094211429654

Phillips, K. (2021). Against the current and into the light: 
Performing history and land in coast Salish territories 
and vancouver’s Stanley Park by Selena Couture. 
Native American and Indigenous Studies, 8(1), 
238–239.

Pimentel, J. L., & Pimentel, J. L. (2019). Some biases in 
Likert scaling usage and its correction. International 
Journal of Science: Basic and Applied Research 
(IJSBAR), 45(1), 183–191.

Platania, M., Sharpley, R. A. J., Rizzo, M., & Ruggieri, G. 
(2022). The contingent equilibrium during imbal-
anced volcano tourism demand through fee estima-
tion: An empirical analysis of tourism in Mount Etna. 
Journal of Environmental Management, 316, 115235. 
https://doi.org/10.1016/j.jenvman.2022.115235

Preko, A., Amoako, G. K., Dzogbenuku, R. K., & Kosiba, J. 
(2022). Digital tourism experience for tourist site 
revisit: An empirical view from Ghana. Journal of 
Hospitality and Tourism Insights. https://doi.org/10. 
1108/JHTI-10-2021-0294

Preko, A., Doe, F., & Dadzie, S. A. (2018). The future of 
youth tourism in Ghana: Motives, satisfaction and 
behavioral intentions. Journal of Tourism Futures. 
https://doi.org/10.1108/JTF-12-2016-0059

PricewaterhouseCoopers. (2017). PwC hotels outlook: 
2017-2021: South Africa – Nigeria – Mauritius – 
Kenya – Tanzania). www.pwc.co.za/outlook 
(accessed 28 April 2020)

Purwanto, A., Novitasari, D., & Asbari, M. (2022). Tourist 
satisfaction and performance of tourism industries: 
How the role of innovative work behaviour, organi-
zational citizenship behaviour. Journal of Industrial 
Engineering & Management Research, 3(1), 1–12. 
https://doi.org/10.7777/jiemar.v3i1.246

Randle, E. J., & Hoye, R. (2016). Stakeholder perception of 
regulating commercial tourism in Victorian National 
Parks, Australia. Tourism Management, 54, 138–149. 
https://doi.org/10.1016/j.tourman.2015.11.002

Raoof, R., Basheer, M. F., Shabbir, J., Ghulam Hassan, S., & 
Jabeen, S. (2021). Enterprise resource planning, 
entrepreneurial orientation, and the performance of 
SMEs in a South Asian economy: The mediating role 
of organizational excellence. Cogent Business & 
Management, 8(1), 1973236. https://doi.org/10.1080/ 
23311975.2021.1973236

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796

Page 22 of 25

https://doi.org/10.1037/per0000191
https://doi.org/10.1037/per0000191
http://ppp.moefeb.gov.gh
http://ppp.moefeb.gov.gh
https://doi.org/10.1007/978-981-16-5461-9_4
https://doi.org/10.1007/978-981-16-5461-9_2
https://doi.org/10.1007/978-981-16-5461-9_2
https://doi.org/10.1016/j.jort.2019.100254
https://doi.org/10.1016/j.jort.2019.100254
https://doi.org/10.21832/9781845410988
https://doi.org/10.21832/9781845410988
https://doi.org/10.1080/13683500.2018.1504899
https://doi.org/10.1080/13683500.2018.1504899
https://doi.org/10.14505//jemt.v10.6(38).01
https://www.igi-global.com/gateway/chapter/266983
https://doi.org/10.1007/s11213-019-09499-4
https://doi.org/10.1007/s11213-019-09499-4
https://doi.org/10.3390/su12031256
https://doi.org/10.3390/su12031256
https://doi.org/10.1300/J156v06n01_03
https://doi.org/10.1300/J156v06n01_03
https://doi.org/10.7176/iesd/10-14-04
https://doi.org/10.7176/iesd/10-14-04
https://doi.org/10.1007/s40558-016-0055-2
https://doi.org/10.1007/s40558-016-0055-2
https://doi.org/10.1080/13683500.2013.785479
https://doi.org/10.1080/13683500.2013.785479
https://doi.org/10.1080/23311975.2021.1953679
https://doi.org/10.1080/23311975.2021.1953679
https://doi.org/10.3390/su11205641
https://doi.org/10.3390/su11205641
https://doi.org/10.1177/0269094211429654
https://doi.org/10.1177/0269094211429654
https://doi.org/10.1016/j.jenvman.2022.115235
https://doi.org/10.1108/JHTI-10-2021-0294
https://doi.org/10.1108/JHTI-10-2021-0294
https://doi.org/10.1108/JTF-12-2016-0059
http://www.pwc.co.za/outlook
https://doi.org/10.7777/jiemar.v3i1.246
https://doi.org/10.1016/j.tourman.2015.11.002
https://doi.org/10.1080/23311975.2021.1973236
https://doi.org/10.1080/23311975.2021.1973236


Rastvortseva, S., & Palchaeva, F. (2020). Competitive 
advantages of tourism business in Arab countries. 
Vostok. Afro-Aziatskie Obshchestva: Istoriia 
I Sovremennost, 1(1), 42–53. https://doi.org/10. 
31857/S086919080008444-5

Reinholz, D. L., & Andrews, T. C. (2020). Change theory 
and theory of change: What’s the difference any-
way?. International Journal of STEM Education, 7(1), 
1–12. https://doi.org/10.1186/s40594-020-0202-3

Ren, C., Petersen, M. K., & Munk, A. K. (2015). New con-
figurations of business, technology and culture: 
Insights from tourism and techno-anthropology.

Richards, G. (2014). Tourism trends: The convergence of 
culture and tourism. Academy for Leisure NHTV 
University of Applied Sciences.

Rigelský, M., Gavurova, B., Suhanyi, L., Bačík, R., & 
Ivankova, V. (2021). The effect of institutional inno-
vations on tourism spending in developed countries. 
Entrepreneurship and Sustainability Issues, 9(2), 457. 
https://doi.org/10.9770/jesi.2021.9.2(30)

Rivaz, M., Shokrollahi, P., & Ebadi, A. (2019). Online focus 
group discussions: An attractive approach to data 
collection for qualitative health research. Nursing 
Practice Today, 6(1), 1–3. https://doi.org/10.18502/ 
npt.v6i1.386

Rodríguez, A. J. G., Barón, N. J., & Martínez, J. M. G. (2020). 
Validity of dynamic capabilities in the operation 
based on new sustainability narratives on nature 
tourism SMEs and clusters. Sustainability, 12(3), 1004. 
https://doi.org/10.3390/su12031004

Rogerson, C. M., & Baum, T. (2020). COVID-19 and African 
tourism research agendas. Development Southern 
Africa, 37(5), 727–741. https://doi.org/10.1080/ 
0376835X.2020.1818551

Roman, M., Roman, M., Prus, P., & Szczepanek, M. (2020). 
Tourism competitiveness of rural areas: Evidence 
from a region in Poland. Agriculture, 1–19. https://doi. 
org/10.3390/agriculture10110569

Rueda Márquez de la Plata, A., Cruz Franco, P. A., & Ramos 
Sánchez, J. A. (2022). Architectural survey, diagnos-
tic, and constructive analysis strategies for monu-
mental preservation of cultural heritage and 
sustainable management of tourism. Buildings, 12(8), 
1156. https://doi.org/10.3390/buildings12081156

Rylance, A., & Spenceley, A. (2017). Reducing economic 
leakages from tourism: A value chain assessment of 
the tourism industry in Kasane, Botswana. 
Development Southern Africa, 34(3), 295–313. https:// 
doi.org/10.1080/0376835X.2017.1308855

Sajilan, S., Tehseen, S., & Adeyinka-Ojo, S. (2016). 
A conceptual framework of the impact of entrepre-
neurial competencies on small and medium enterprises 
business performance in the Malaysian hospitality and 
tourism industry. Review of Integrative Business and 
Economics Research, 5(2), 47.

Samad, S., & Alharthi, A. (2022). Untangling factors influ-
encing women entrepreneurs’ involvement in tour-
ism and its impact on sustainable tourism 
development. Administrative Sciences, 12(2), 52. 
https://doi.org/10.3390/admsci12020052

Samala, N., Katkam, B. S., Bellamkonda, R. S., & 
Rodriguez, R. V. (2020). Impact of AI and robotics in the 
tourism sector: A critical insight. Journal of Tourism 
Futures. https://doi.org/10.1108/JTF-07-2019-0065

Sánchez, C. I., & Jaramillo-Hurtado, M. E. (2010). Policies 
for enhancing sustainability and competitiveness in 
tourism in Colombia. Worldwide Hospitality and 
Tourism Themes, 2(2), 153–162. https://doi.org/10. 
1108/17554211011037840

Santos, V., Sousa, B., Ramos, P., & Valeri, M. (2022). 
Emotions and involvement in tourism settings. 

Current Issues in Tourism, 25(10), 1526–1531. https:// 
doi.org/10.1080/13683500.2021.1932769

Scott, M. (2022). A space tourism destination: 
Environmental, geopolitical and tourism branding 
considerations for New Zealand as a ‘launch state’. 
Journal of Sustainable Tourism, 30(9), 2240–2253. 
https://doi.org/10.1080/09669582.2020.1817049

Sharma, G. D., Thomas, A., & Paul, J. (2021). Reviving 
tourism industry post-COVID-19: A resilience-based 
framework. Tourism Management Perspectives, 37, 
100786. https://doi.org/10.1016/j.tmp.2020.100786

Shiau, W. L., Sarstedt, M., & Hair, J. F. (2019). Internet 
research using partial least squares structural equa-
tion modeling (PLS-SEM). Internet Research.

Škare, M., Soriano, D. R., & Porada-Rochoń, M. (2021). 
Impact of COVID-19 on the travel and tourism 
industry. Technological Forecasting and Social 
Change, 163, 120469. https://doi.org/10.1016/j.tech 
fore.2020.120469

Spencer, D. M., & Sargeant, E. L. (2022). The use of indi-
cators to measure the sustainability of tourism at 
cultural heritage sites: A critical review. Tourism 
Recreation Research, 1–14. https://doi.org/10.1080/ 
02508281.2022.2069454

Sudini, L. P., & Wiryani, M. (2022). Juridical analysis of 
local government authority on the establishment 
local regulations eco-tourism development. 
Diponegoro Law Review, 7(1), 53–69. https://doi.org/ 
10.14710/dilrev.7.1.2022.53-69

Sul, H. K., Chi, X., & Han, H. (2020). Measurement 
development for tourism destination business 
environment and competitive advantages. 
Sustainability, 12(20), 8587. https://doi.org/10.3390/ 
su12208587

Sung, M. (2022). Influences of rural heritage on resident 
participation in community activities: A case study of 
the villages of Jeoji-ri and Handong-ri on Jeju Island, 
South Korea. Journal of People, Plants, and 
Environment, 25(2), 177–194. https://doi.org/10. 
11628/ksppe.2022.25.2.177

Tabachnick, B. G., Fidell, L. S., & Ullman, J. B. (2007). Using 
multivariate statistics (Vol. 5, pp. 481–498). pearson.

Tadros, E. (2019). The Tadros theory of change: An inte-
grated structural, narrative, and solution-focused 
approach. Contemporary Family Therapy, 41(4), 
347–356. https://doi.org/10.1007/s10591-019- 
09502-z

Tamakloe, D., & Agbenyega, J. S. (2017). Exploring pre-
school teachers’ and support staff’s use and experi-
ences of assistive technology with children with 
disabilities. Australasian Journal of Early Childhood, 
42(2), 29–36. https://doi.org/10.23965/AJEC.42.2.04

Tasnim, Z., Shareef, M. A., Dwivedi, Y. K., Kumar, U., 
Kumar, V., Malik, F. T., & Raman, R. (2022). Tourism 
sustainability during COVID-19: Developing value chain 
resilience. Operations Management Research, 1–17. 
https://doi.org/10.1007/s12063-021-00250-8

Taylor, A. M. M. J. S., & Douglas, A. (2013). Website eva-
luation in tourism and hospitality: The art is not yet 
started. In Handbook of consumer behavior, tourism, 
and the internet (pp. 250–269). Routledge.

Thornton, P. K., Schuetz, T., Förch, W., Cramer, L., 
Abreu, D., Vermeulen, S., & Campbell, B. M. (2017). 
Responding to global change: A theory of change 
approach to making agricultural research for devel-
opment outcome-based. Agricultural Systems, 152, 
145–153. https://doi.org/10.1016/j.agsy.2017.01.005

Toivonen, A. (2022). Sustainability dimensions in space 
tourism: The case of Finland. Journal of Sustainable 
Tourism, 30(9), 2223–2239. https://doi.org/10.1080/ 
09669582.2020.1783276

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796                                                                                                                                                       

Page 23 of 25

https://doi.org/10.31857/S086919080008444-5
https://doi.org/10.31857/S086919080008444-5
https://doi.org/10.1186/s40594-020-0202-3
https://doi.org/10.9770/jesi.2021.9.2(30
https://doi.org/10.18502/npt.v6i1.386
https://doi.org/10.18502/npt.v6i1.386
https://doi.org/10.3390/su12031004
https://doi.org/10.1080/0376835X.2020.1818551
https://doi.org/10.1080/0376835X.2020.1818551
https://doi.org/10.3390/agriculture10110569
https://doi.org/10.3390/agriculture10110569
https://doi.org/10.3390/buildings12081156
https://doi.org/10.1080/0376835X.2017.1308855
https://doi.org/10.1080/0376835X.2017.1308855
https://doi.org/10.3390/admsci12020052
https://doi.org/10.1108/JTF-07-2019-0065
https://doi.org/10.1108/17554211011037840
https://doi.org/10.1108/17554211011037840
https://doi.org/10.1080/13683500.2021.1932769
https://doi.org/10.1080/13683500.2021.1932769
https://doi.org/10.1080/09669582.2020.1817049
https://doi.org/10.1016/j.tmp.2020.100786
https://doi.org/10.1016/j.techfore.2020.120469
https://doi.org/10.1016/j.techfore.2020.120469
https://doi.org/10.1080/02508281.2022.2069454
https://doi.org/10.1080/02508281.2022.2069454
https://doi.org/10.14710/dilrev.7.1.2022.53-69
https://doi.org/10.14710/dilrev.7.1.2022.53-69
https://doi.org/10.3390/su12208587
https://doi.org/10.3390/su12208587
https://doi.org/10.11628/ksppe.2022.25.2.177
https://doi.org/10.11628/ksppe.2022.25.2.177
https://doi.org/10.1007/s10591-019-09502-z
https://doi.org/10.1007/s10591-019-09502-z
https://doi.org/10.23965/AJEC.42.2.04
https://doi.org/10.1007/s12063-021-00250-8
https://doi.org/10.1016/j.agsy.2017.01.005
https://doi.org/10.1080/09669582.2020.1783276
https://doi.org/10.1080/09669582.2020.1783276


United Nations Environment Programme (UNEP). (2005). 
Making tourism more sustainable: A guide for policy 
makers, united nations environment programme, 
division of technology, industry and economics. World 
Tourism Organization Publications.

Urboniene, L., Kristjánsdóttir, E. S., Minelgaite, I., & 
Littrell, R. F. (2018). The desired managerial leader 
behavior: Leader profile in the education sector in 
Iceland examined from a follower-centric 
perspective. SAGE Open, 8(2), 2158244018780948. 
https://doi.org/10.1177/2158244018780948

Uwamariya, M., Cremer, S., & Loebbecke, C. (2022). Mobile 
payment enhancing tourism in emerging markets: 
A qualitative study among small and medium-sized 
enterprises (SMES) in Rwanda’s tourism sector. 
Journal of African Business, 23(2), 480–496. https:// 
doi.org/10.1080/15228916.2021.1874782

Uyar, A., Kuzey, C., Koseoglu, M. A., & Karaman, A. S. 
(2022). Travel and tourism competitiveness index 
and the tourism sector development. Tourism 
Economics, 13548166221080357.

Varelas, S., Karvela, P., & Georgopoulos, N. (2021). The 
impact of information technology and sustainable 
strategies in hotel branding, evidence from the Greek 
environment. Sustainability, 13(15), 8543. https://doi. 
org/10.3390/su13158543

Vasanicova, P., Jencova, S., Gavurova, B., & Bacik, R. 
(2021). Factors influencing business environment 
within travel and tourism competitiveness. 
Economics & Sociology, 14(4), 268–282. https://doi. 
org/10.14254/2071-789X.2021/14-4/15

Wahyuningdyah, R. Y., Susilowati, M. W., & Kurniasari, W. 
(2019). Strengthening marketing mix performance to 
enhance the competitiveness of tourism MSMEs 
using importance performance analysis approach. 

Proceedings of the 2019 International Conference on 
Organizational Innovation (ICOI 2019) (pp. 359–364). 
Atlantis Press.

Wang, G., Qiu, H., & Ren, L. (2022). Determinants of tour-
ists’ intention to share travel experience on social 
media: An fsQCA application. Current Issues in 
Tourism, 1–18. https://doi.org/10.1080/13683500. 
2022.2091428

Weiss, C. H. (1995). Nothing as practical as good theory: 
Exploring theory-based evaluation for comprehensive 
community initiatives for children and families. New 
Approaches to Evaluating Community Initiatives: 
Concepts, Methods, and Contexts, 1, 65–92.

Wu, X., Wu, F., He, Z., & Wang, R. (2022). Determining 
a reasonable speed for Xinjiang’s tourism develop-
ment in the ‘14th five-year plan’under the green 
concept: Analysis from the perspective of water 
environment regulation. Polish Journal of 
Environmental Studies, 31(1), 899–914. https://doi. 
org/10.15244/pjoes/139950

Xin, Y., & Senin, A. B. A. (2022). Features of environmental 
sustainability concerning environmental regulations, 
green innovation and social distribution in China. 
Higher Education and Oriental Studies, 2(1). https:// 
doi.org/10.54435/heos.v2i1.45

Ying, H., Chengcai, T., & Rui, Z. (2022). Review of tourism 
ecological security from the perspective of ecological 
civilization construction. Journal of Resources and 
Ecology, 13(4), 734–745. https://doi.org/10.5814/j. 
issn.1674-764x.2022.04.018

Zulvianti, N., Aimon, H., & Abror, A. (2022). The influence 
of environmental and non-environmental factors on 
tourist satisfaction in halal tourism destinations in 
West Sumatra, Indonesia. Sustainability, 14(15), 
9185. https://doi.org/10.3390/su14159185

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796

Page 24 of 25

https://doi.org/10.1177/2158244018780948
https://doi.org/10.1080/15228916.2021.1874782
https://doi.org/10.1080/15228916.2021.1874782
https://doi.org/10.3390/su13158543
https://doi.org/10.3390/su13158543
https://doi.org/10.14254/2071-789X.2021/14-4/15
https://doi.org/10.14254/2071-789X.2021/14-4/15
https://doi.org/10.1080/13683500.2022.2091428
https://doi.org/10.1080/13683500.2022.2091428
https://doi.org/10.15244/pjoes/139950
https://doi.org/10.15244/pjoes/139950
https://doi.org/10.54435/heos.v2i1.45
https://doi.org/10.54435/heos.v2i1.45
https://doi.org/10.5814/j.issn.1674-764x.2022.04.018
https://doi.org/10.5814/j.issn.1674-764x.2022.04.018
https://doi.org/10.3390/su14159185


© 2023 The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license. 
You are free to:  
Share — copy and redistribute the material in any medium or format.  
Adapt — remix, transform, and build upon the material for any purpose, even commercially.  
The licensor cannot revoke these freedoms as long as you follow the license terms.  

Under the following terms:  
Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.  
You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.  
No additional restrictions  

You may not apply legal terms or technological measures that legally restrict others from doing anything the license permits.

Cogent Business & Management (ISSN: 2331-1975) is published by Cogent OA, part of Taylor & Francis Group.  
Publishing with Cogent OA ensures:  
• Immediate, universal access to your article on publication  
• High visibility and discoverability via the Cogent OA website as well as Taylor & Francis Online  
• Download and citation statistics for your article  
• Rapid online publication  
• Input from, and dialog with, expert editors and editorial boards  
• Retention of full copyright of your article  
• Guaranteed legacy preservation of your article  
• Discounts and waivers for authors in developing regions  
Submit your manuscript to a Cogent OA journal at www.CogentOA.com   

Amoah et al., Cogent Business & Management (2023), 10: 2163796                                                                                                                                 
https://doi.org/10.1080/23311975.2022.2163796                                                                                                                                                       

Page 25 of 25


	1.  Introduction
	2.  Literature review
	2.1.  Theoretical foundation and hypotheses development
	2.2.  Competitive sustainability
	2.3.  Tourists contentment
	2.4.  Price sensitivity
	2.5.  Technological adoption
	2.6.  Constant sites maintenance
	2.7.  Entrepreneurial competency
	2.8.  Regulatory environment

	3.  Methodology
	3.1.  Data analysis and techniques
	3.2.  Measurement of the constructs

	4.  Results and discussions
	4.1.  Assessment of model appropriateness
	4.2.  Structural modeling- path analysis (Hypothesis testing—PLS-SEM)
	4.3.  Discussion

	5.  Implications
	5.1.  Theoretical implications
	5.2.  Managerial implications

	6.  Limitations
	7.  Conclusion
	Funding
	Author details
	Disclosure statement
	References

