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Abstract 
 
Information technology (IT) underpinning the information society has brought with it a number of changes 
which have far reaching consequences for business.  One such change is the sharing of information between 
organisations and subsequent altered processes within and between those organisations.  But to what extent is 
co-opetition or collaboration around IT (c-commerce) occurring amongst small and medium business, 
especially those involved in tourism?  This paper considers these issues generally then overviews their adoption 
especially by tourist operators in tourist destinations.  The paper suggests co-opetition or c-commerce may stem 
the decline of tourism as a proportion of GDP and the reduction in tourism employment that is occurring in 
Australia, since the application of these concepts has the potential to add value to tourist operators located in 
tourist destinations, contributing to regional economic development.  Issues requiring future research are also 
outlined. 
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INTRODUCTION 
Technology increasingly pervades the business world and society generally, generating the modern information 
society.  This technology has bought about a number of key changes for the way in which business is conducted 
across all industry sectors.  Clayton and Criscuolo (2002, p. 2) described these four basic changes as being: 

• the ability to turn ideas into marketable innovation for a wide range of customers, with reduced buyer 
search costs and costs of access to markets; 

• increased speed to market and access to new product offerings via the Internet; 

• changed processes and the sharing of information and resources within and between organisations; and 

• a shift in the balance of power between suppliers and customers due to the increased availability of 
information.   

Much has been written about the benefits for buyers and sellers emanating from the first two changes.  This 
paper seeks to focus on the third of these effects.  According to Walters (2004, p. 219), ‘markets have 
globalised, technology has become all embracing, and relationships with suppliers, customers and competitors 
are undergoing constant change’.  These developments potentially raise considerable opportunities for small and 
medium enterprises (SMEs) to enter into the global marketplace and form ‘partnerships’ which can take many 
forms including alliances, networks and collaborative commerce (c-commerce) (Jarratt 1998).  The premise 
behind the formation of these partnerships is the realisation that on its own, an SME is not able to cope with the 
increasingly complex environment (Cravens, Shipp & Cravens 1993), nor does it possess the skills and expertise 
needed to compete in that environment. 

The phenomenon of c-commerce is one means by which organisations can share information and resources.  
This is especially beneficial for SMEs since it means that ‘it may no longer be necessary for a firm to own a 
process in order to control it’ (Clayton & Criscuolo 2002, p. 62) but rather can share resources.  ‘Control’ can be 



achieved via the establishment of relationships between organisations.  Normann (2001) called this new 
approach a ‘new strategic logic’, suggesting that managers need to be good at mobilizing, managing and using 
resources rather than formally acquiring and necessarily owning resources.   

WHY COLLABORATE AROUND INFORMATION TECHNOLOGY (IT)? 

Collaborative commerce (c-commerce) is the use of technology, especially internet-based technology, which 
promotes collaboration in business, enabling the coming together of business partners to take advantage of 
situations that emerge in the market.  Essentially this means that firms, including competitors, come together to 
exploit an opportunity that arises, as and when appropriate.  It refers to collaborative management of the 
information flows between business entities and can be horizontal involving competitive co-operation or co-
opetition (Levy, Loebbecke & Powell 2003) or vertical collaboration along a supply chain.   

The definitions of c-commerce emphasize the importance of the exchange of information between collaborators 
(Fairchild & Peterson 2003; Holsapple & Singh 2000) and signifies an organisational shift in focus from 
transactions and exchange to one of relationships between firms (Sheth 1996).  This is underpinned by a 
realization that information does much more than support the value-adding process, and that the information 
itself has value and can result in a competitive advantage.  The adoption of information technology (IT) has 
been identified as a possible source of strategic competitive advantage for SMEs (Yetton & Johnston 1994) and 
potentially generates innovation, resulting in further competitive advantage (Ryssel, Ritter & Gemunden 2004). 

Typically organisations have focused their attentions on cost cutting or adopting a customer orientation as the 
means to achieve competitive advantage.  In competitive markets, these objectives need to be achieved 
simultaneously.  Collaboration around IT is another means to increase efficiency and flexibility to respond to 
customers needs, potentially expand product offerings, enter into new markets or increase market share 
(Fullscope Inc. 2003).  This particularly is a challenge for operators in the tourism sector, and it is suggested that 
c-commerce can assist in bringing this about. 

As global competition intensifies many organisations are forming partnerships as an expeditious way to keep up, 
or to access unique or ‘pioneering’ resources (Ring & Van De Ven 1992, 1994).  This is especially useful for 
SMEs, or small and medium tourism enterprises (SMTEs) with respect to the tourism industry.  This sharing of 
resources can ‘improve performance, increase knowledge and competitive position’ (More & McGrath 2003a, p. 
1).  Moreover, More and McGrath (2003b) assert, collaboration is a critical tool for enterprises in the twenty-
first century with benefits accruing if collaborators ‘learn to work together as well as to work to learn together’ 
(Ireland, Hitt & Vaidyanath 2002, p. 427).   

Success in inter-organisation relationships (IORs) is crucial for the survival and growth of SMEs (Eikebrokk & 
Olsen 2005) to overcome issues of limited resources, lack of critical mass and difficulties accessing markets 
dominated by larger players.  Hand in hand with this, it is imperative that SMEs become more involved in 
electronic commerce (e-commerce) and electronic business (e-business) as markets become more dynamic and 
as consumers, be they end users or business, are more sophisticated and are increasingly reliant on web searches 
in their decision making process. 

What Does C-Commerce Require? 

To enable SMEs to make the most of the opportunities afforded by the web (Grover, Teng & Fiedler 2002) and 
changes identified by Walters (2004) in relation to new business models required by the new economy, a new 
way of thinking, planning and operating is required.  SMEs need to ‘adopt an entirely different approach to 
strategic planning and management which can enable them to deploy an extensive infrastructure network based 
on shared resources with other firms’ (Tetteh & Burn 2001, p. 171).  This requires strategic thinking, trust and a 
realization of the importance of co-opting or collaboration rather than competition which typically exists 
amongst individual firms. 

C-commerce requires a new approach by management incorporating new relationships, new assumptions, trust 
and a shift in culture that values partnerships.  This requires a view of the organisation that sees other 
organisations as an extension of itself, rather than as competitors (Levy, Loebbecke & Powell 2003).  
Collaboration requires a mindset amongst SME proprietors that is open to such sharing to overcome competitive 
rivalry.  It is suggested that a deficiency of these elements prevents the consideration and/or adoption of c-
commerce. 

A potential barrier to c-commerce adoption is the requirement for interoperable platforms and systems to 
facilitate information and knowledge sharing.   This barrier is addressed to some extent by the use of the mature, 
ubiquitous Internet technologies to facilitate the sharing mechanism. 



Fairchild and Peterson (2003) assert that there is a lack of empirical research of the ‘migration toward’ c-
commerce.  This migration, if it exists, reflects the view that c-commerce is the next phase following on from e-
commerce.  This is in keeping with staged growth models that depict the IT adoption by SMEs.  Regardless of 
the existence of this migration, to understand c-commerce the issue of e-commerce needs to be explored.   

E-commerce is considered to provide substantial benefits to business, particularly small business.  It has enabled 
new ways of working to emerge and facilitates an organisation’s reengineering.  Yet SMEs generally lag behind 
in their adoption of technology, including e-commerce.  The reasons for this have been the subject of much 
debate (Barry & Milner 2002; Darch & Lucas 2002; Pease & Rowe 2003, 2004; Scupola 2002).   

Use of IT by Australian businesses as reported by the Australian Bureau of Statistics (2004) is lower amongst 
small businesses both in terms of turnover and number of employees.  According to Sensis (2004), 45% of small 
business and 80% of medium enterprises have a website, with these sites being predominantly a means to share 
information rather than enabling online ordering, procurement and other aspects of e-commerce.  This under use 
of e-commerce functionality by SMEs has been identified as resulting from  a number of issues including a lack 
of awareness and knowledge, lack of know how, and especially a fear of the unknown or a fear of technology 
itself.  Predominantly however, the main reason cited is that of a lack of planning or even acknowledgement that 
potentially e-commerce might assist in the operation of their business (Brown 2002; Engsbo et al. 2001; Pease 
& Rowe 2003, 2004).  

Since the success of e-commerce businesses depends largely on management factors, education is required, not 
just in terms of e-commerce technology but also in management and marketing practices, to facilitate the 
integration of e-commerce into business planning.  It is evident that there is a tendency to focus on operational 
issues at the expense of business planning or strategic direction.  Increased education with respect to strategic 
vision and realisation of the role e-commerce has in growth, expansion and changes to business practices, is 
critical in acceptance of e-commerce by SMEs (Brown 2002; Pease & Rowe 2003, 2004).  These issues apply 
also to c-commerce adoption. 

INTER–ORGANISATIONAL SYSTEMS 
An inter-organisational system (IOS) is defined as ‘a computer and communication infrastructure that permits 
the sharing of an application’ (Cash & Konsynski 1985) across organisational boundaries.  The aim of an IOS is 
to create and exploit inter-organisational efficiencies (Bakos 1991). 

A review of these systems is useful since it provides a historical perspective leading to the advent of c-
commerce.  The technologies supporting IOS traditionally have been electronic data interchange (EDI) and 
electronic funds transfer (EFT).  The installed base of proprietary implementations required by EDI has acted as 
a barrier to its adoption (Barua & Lee 1997).  EDI is complex, expensive and reliant on proprietary networks 
(Hughes, Golden & Powell 2003) and consequently has not been widely adopted by SMEs.  Its adoption can 
only be justified by organisations with high volumes or a high specificity of need (Baron, Shaw & Bailley 2000; 
Johnston & Carrico 1988).   

Chwelos, Benbasat and Dexter (2001) found that other factors were important to the adoption of an IOS; IT 
sophistication; financial resources; trading partner readiness; enacted trading partner power; and perceived 
benefits.  These factors, Hughes, Golden and Powell, (2003) argue, underlie the lack of IOS adoption by SMEs.  
Similarly it is posited that these factors impede the adoption of c-commerce by SMEs, though the asymmetry of 
power is perhaps not so much of an issue as it has proved to be with respect to EDI. 

Hughes, Golden and Powell (2003) identified ways in which the Internet impacts upon these adoption factors.  
They argue that the Internet will have the effect of promoting IOS as more businesses become Internet enabled 
and as lower levels of IT sophistication are required.  They anticipate greater participation since Internet based 
EDI is less costly and promotes interoperability, and the impact of associated security issues is resolved.   

Internet-based IOSs are more SME-centric (Hughes, Golden & Powell 2003) since they overcome the need for 
the installation of proprietary technology and their associated set-up costs.  However Tetteh and Burn (2001, p. 
172) perceive that while web-based business may be attractive to SMEs, ‘few realise that they need a strategic 
appreciation of the dynamics of the web’ nor do they understand that they ‘will have to develop the capabilities 
for managing the information infrastructure for an e-business’.  

CO-OPETITION 
The term co-opetition has been defined as the simultaneous cooperation and competition between business 
organisations that can occur as a result of forming virtual organisations amongst competitors in a market place 
(Eikebrokk & Olsen 2005; Palmer & McCole 2000).  The study of co-opetition is in its infancy so little is 



known about its impact generally or its relationship with c-commerce.  Eikebrokk and Olsen  (2005) contend 
that the level of co-opetition between the organisations involved in a relationship will have a direct effect on the 
‘ability of the alliance to create values’ (Eikebrokk & Olsen 2005, p. 4) and ultimately influence business 
success.   

Co-opetition is of interest since it is an example of collaboration that can occur around IT.  Co-opetition is 
particularly important for SMTEs located in tourist destinations since they coexist, vying for tourist expenditure 
yet reliant on each other to promote the destination as a whole. 

Table 1 outlines a typology or classification of inter-organisational relationships (IORs) and demonstrates where 
co-opetition is placed in relation to competition and co-operation.  Dowling et al. (1996) identify that the 
existence of multifaceted relationships incorporating both competitive and collaborative relationships can create 
new management concerns.  Issues associated with stability, uncertainty and costs can result from these co-
opetition style relationships if not managed appropriately (Dowling et al. 1996).  Eikebrokk and Olsen (2005) 
believe that co-opetition requires alliance partners to possess a willingness and ability to co-operate.   
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Table 1: Typology of inter-organisational relationships 
(Dowling et al. 1996, p. 156) 

In their study of 339 SMEs from three industry sectors (tourism, transportation, and food and beverage) located 
in three European countries (Finland, Norway and Spain),  Eikebrokk and Olsen (2005) found that co-opetition 
had a positive impact on e-business success.  This was dependent upon effective coordination of the resources 
and capabilities of the partners by managing the IORs.  ‘Such relationships and the ability to manage them 
effectively are crucial for competitive advantage and long term survival for SMEs’ (Eikebrokk & Olsen 2005, p. 
5).  

Whilst there is a need for further studies of co-opetition amongst SMEs, the Eikebrokk and Olsen (2005) study 
identified that the incidence of co-opetition was highest amongst tourism operators.  Nevertheless potential 
industry or cultural differences need to be explored in future research. 

Levy, Loebbecke and Powell (2003) investigated the role of information systems/information technology (IS/IT) 
in fostering co-opetition.  They identified three important factors that facilitate the sharing of knowledge 
fundamental to co-opetition, extending  von Hippel’s (1994) analysis of the exchange of knowledge: 

1. Synergy – the additional value that cooperation and the exchange of information and knowledge 
generates; 

2. Leverage – the additional value the knowledge receiver experiences as a result from the information 
and knowledge exchange brought about by co-opetition; and 

3. Negative reverse impact (NRI) – the deleterious effect the receiver’s use of knowledge exchanged has 
on the sender, since the ‘partners’ are also competitors. 

In their paper Levy, Loebbecke and Powell (2003) consider the impact of the first two effects, since co-opetition 
requires conditions of high synergy and high leverage for knowledge sharing to occur.  Certainly governance 
and the development of endogenous systems are required to minimize NRI since ‘strong NRI lowers the interest 
in sharing knowledge’ (Levy, Loebbecke & Powell 2003, p. 4).   

Levy, Powell and Yetton (2001, p. 133) developed the ‘focus dominance model’ that attempted to identify 
‘ways in which IS may add value to organizations’, specifically SMEs, including SMTEs.  The model consisted 
of two dimensions, the strategic focus of IS/IT adoption, and the degree of dominance of the customer in 
relation to the business.  These dimensions result in four competitive scenarios for SMEs – efficiency, 
coordination, collaboration and repositioning.   



Co-opetition and c-commerce can only occur where the SME takes a strategic view of IS/IT, rather than having 
an internal focus using IS/IT as a tool to increase efficiency.  C-commerce and co-opetition requires that the 
SME must seek to reposition or transform the business via the integration of IS/IT with the business strategy, 
requiring both knowledge and information sharing to bring about growth and change.  This information and 
knowledge is acquired by the use of the Internet within the dynamics of IORs, and means that effective 
knowledge management systems are required as knowledge sharing becomes more explicit. 

As table 2 indicates, the repositioning quadrant is characterised by high levels of synergy and leverage of the 
information flows that occur or potentially could occur between ‘partners’.  These are necessary preconditions 
for co-opetition and c-commerce.  SMEs located in that quadrant take a more strategic view of IS/IT and are less 
dependent upon customers as the growing market share means ‘their customer base increases and individual 
customers have less power’ (Levy, Loebbecke & Powell 2003, p. 5). 
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Table 2: Co-opetition in small and medium-sized enterprises (SMEs) 
(Source: Levy, Loebbecke & Powell 2003, p. 7) 

Whilst many SMEs wish to share knowledge this will occur only where the benefits from so doing exceed the 
potential losses.  This is not the case where synergy and/or leverage are low. 

It is considered that the benefits from such collaboration amongst SMTEs especially for those located in 
particular tourism destinations, provides considerable impetus for co-opetition in the form of c-commerce.  Yet 
the information and knowledge held by SMTEs tends to be ‘tacit and difficult to assimilate’ (Levy, Loebbecke 
& Powell 2003, p. 7).  The extent to which SMTEs are situated in the collaboration or more especially the 
repositioning quadrant needs to be investigated as only firms located in these quadrants are aware of the 
imperative to enter into co-opetition or c-commerce arrangements, or are willing to do so. 

THE TOURISM SECTOR 
Tourism is fundamental to the world economy.  The World Travel and Tourism Council (2004) reports travel 
and tourism in 2004 made a contribution of 10.4% to worldwide GDP, expected to increase to 10.9% in 2014.  
Similarly travel and tourism represented 8.1% of employment in the worldwide economy, projected to increase 
to 8.6% in 2014 and travel and tourism demand was valued at US$5490bn, and is anticipated to represent 
US$9558bn in 2014.  In 2003-04 the tourism industry share of GDP in Australia was 3.9% (approximately $7.2 
billion), which is the lowest share of GDP in Australia since the Tourism Satellite Account was first compiled in 
1997-98. This is the third consecutive decline since the share peaked in 2000-01.  The tourism industry share of 
total employment declined slightly in 2003-04 to 5.6% compared to its share of 5.9% between 1997-98 and 
2000-01 (Australian Bureau of Statistics 2005).  
The Australian tourist industry is characterised, as is the case in most other economies, by two tiers.  Tier 1 
players are few in number, being global players well versed in strategy, management practices and IT.  These 
corporations are comprised of many hotels located at sites throughout the world.  Tier 2 players on the other 
hand tend to be SMTEs.  SMTEs are characterised by lower levels of resources generally, including financial 
resources as well as technical expertise and tend to focus on operational issues rather than taking a strategic 
view.  In Australia, they also tend to be located in regional and rural areas (Sharma, Carson & DeLacy 2000, p. 
159).   



Tier 1 players are extensive users of information and telecommunications technologies.  They are in a position 
to adopt online technologies due to the critical mass that exists with respect to the entire organisation, and have 
the requisite skills and expertise to do so.  They are concerned predominantly with business-to-business (B2B) 
applications for online technologies within the enterprise.   

Due to the fragmented nature of the tourism market characterised by many small players, there is a proliferation 
of similar ineffective web sites.  As stated, SMTEs tend to not possess the technical know how or resources 
required to maintain effective web sites.  This is not the case for larger tier 1 players in the sector. 

Increasingly business network behaviour is of interest to the tourism industry as a means to overcome these 
issues.  This is made possible by the spawning of online Internet technologies, however this is emerging and so 
to date is an under utilised phenomena in the tourist sector.  Many of the issues discussed previously regarding 
e-commerce uptake also apply here. 

 

Tourism and Technology 

The tourism industry can be seen as one of the first business sectors where business functions are almost 
exclusively using information and communications technologies (ICT) (Garzotto et al. 2004).  Tourism is one of 
the pioneering industries with regard to e-commerce, with airline reservation systems its forerunner (Malone, 
Yates & Benjamin 1987; Schulz 1996).   

Tourism related services is one of the leading product categories promoted and distributed in the internet 
(Connolly, Olsen & Moore 1998; Millman 1998; Sussman & Baker 1996).  The use of web-based tourist 
information systems has grown significantly.  In 1996, 3.1million consumers used these systems, jumping to 
33.8 million consumers in 1998.  It was predicted that by 2008, 30% of the whole tourism business will be 
Internet based (Garzotto et al. 2004). 

The shift of power to the buyer is evident as tourists have ready access to the World Wide Web and a store of 
information.  From the tourist’s perspective the internet provides greater choice and up to date information at a 
reduced cost since travel agents can be by-passed.  Also the wide diversity of information available from a 
single computer connected to the Internet reduces the information search cost (Bakos 1991). This choice is 
further increased due to the options provided by on-line travel agents and direct marketing by airlines.   

For tourist operators, the Internet enables rapid changes in information provided to the market and a clearance of 
perishable capacity close to the time of use.  This is especially used by airlines via discounted fares to increase 
occupancy, and the use of distressed web sites or online intermediaries in a quest to increase occupancy 
(Connolly, Olsen & Moore 1998; Wolff 1997). 

Technology and the Tourism Destination 

A tourism destination typically comprises numerous tourism operators, often SMTEs especially in rural and 
regional destinations.  The region or destination is then potentially represented by multiple web sites, effectively 
competing with each other, that fail to demonstrate the tourist experience that ‘is’ that location.  In the absence 
of co-opetition or collaboration, firms could find themselves ‘spending more and more resources administering 
and guarding information silos rather than using them effectively’ (Badii & Sharif 2003, p. 146) to promote the 
region.  This is particularly critical to the promotion of a tourism destination and potential enhancement of 
economic development in regions.   

Since consumers make purchase decisions (and repurchase decisions) based on the totality of the experience 
available at a destination (Williams & Palmer 1999) co-opetition or co-operation between tourist operators can 
add value to the tourism destination product (Leiper 2004; Palmer & Bejou 1995).  This paper is concerned with 
highlighting the role that co-opetition or c-commerce may play in bringing this about. 

E-Commerce facilitates collaborative marketing of tourist destinations and activities using the Internet.  One 
way to differentiate a destination is to reach the consumer market via the web and provide a virtual tour of the 
offerings of the destination.  There is potential to create ‘virtual cooperation’ (Palmer & McCole 2000, p. 198) 
where tourists can peruse a website to plan their visit to a particular destination.  The creative linking of Internet 
websites facilitates the profiling of enquiries in a way that allows potential tourists to develop their own package 
of experiences from a visit to a destination. 

The tourism sector virtual organisation which is facilitated by e-Commerce is a network of independent tourism 
sector competitors linked by ICT to share skills, costs, assets and broaden access to markets.  In an extreme 
form, the virtual organisation has no physical presence and is able to deliver service through flat structures and 
through the adoption of flexible and efficient processes (Palmer & McCole 2000).  Virtual organisations are 



more flexible and responsive to business changes that occur in their operating environment because of their use 
of ICT to facilitate the rapid interchange of business information (Barnatt 1997; Hoffman & Novak 1996).  This 
is especially the case in dynamic markets where e-commerce provides tourism operators great flexibility in the 
information provided to the market.   

Dogac et al. (2004), consider that there are many advantages that would flow to players in the tourism industry 
from a communication medium as ubiquitous as the Internet.  Certainly web services technology would 
overcome the advantage afforded to tier 1 players where Global Distribution Systems (GDS) provide hotel 
bookings only for major hotel chains (Dogac et al. 2004, p. 22).  These technologies, they assert, allow 
enhanced levels of collaboration between tourism operators, travel agents and service providers, particularly in 
respect to a destination, and facilitate web service discovery of a particular destination by the tourist. 

Palmer & McCole (2000) observe that the success of a tourist destination offering relies on the formation of a 
network of tourist operators who are independent but at the same time interdependent (Gartrell 1991; Kotler, 
Bowen & Makens 2003).  It is suggested rural and regional SMTEs take advantage of the opportunity that co-
opetition provides in creating business value within the tourism sector. 

Examples of technology and the tourist destination 

Online technologies within the tourism industry have significantly impacted upon communications, transactions 
and relationships between the various industry operators and with the customer, as well as between regulators 
and operators (Sharma, Carson & DeLacy 2000; Sheldon 1998; Werthner & Klien 1999; World Tourism 
Organisation 1999).   

Galloway, Mochrie and Deakins (2004) have examined how the development of internet-based virtual business 
forums assists business owners in rural areas overcome difficulties they face.  Whilst studies have identified the 
benefits of the use of Internet amongst SMTEs in such rural and regional areas, these authors argue that there is 
little evidence to suggest that this is being converted into action.   

Reasons cited for this low uptake of the Internet and online technologies by SMTEs in more remote areas are 
several, and are discussed in a number of papers (Gray & Juhler 2000; Huggins & Izushi 2002; Leatherman 
2000; Martin & McKeown 1993; Smallbone et al. 2002; Thomas et al. 2002).  Smallbone et al. (2002), suggest 
that this is a paradox in that the Internet offers the potential to overcome the disadvantages that remote locations 
generate.   

Internet forums can be defined as ‘an online facility that provides local businesses with an internet portal using 
the locale, or an industry particular to the locale, as the unique selling point, or common brand’ (Galloway, 
Mochrie & Deakins 2004, p. 250).  This therefore acts as the anchor and provides more of a profile to entice 
visitors to the web site that represents the location or destination.   

In their study Palmer & McCole (2000) examine independent businesses with unique resource locators (URLs) 
located in one region.  They then followed links out of those sites to identify the extent to which such sites were 
linked.  Little evidence was found to show the use of websites for cooperative tourism in the study area.  They 
concluded there was a lack of cooperative initiatives between tourist operators in the region of interest.  This 
study is of interest since lessons can be learned for consideration in other regions to promote tourist destinations. 

Cultural tourism is a good example of the way in which online technologies have influenced the tourism 
industry. Cultural tourism focuses on the presentation of an areas cultural heritage, ranging from environmental 
attractions through historical, artistic, archaeological and folkloric components. The recent emergence of 
cultural tourism has been facilitated by the use of Internet technologies.  A specific example of this form of 
tourism is the MEDINA (Mediterranean by Internet access) project started in 2002 and due for completion in 
2005 which established a cultural web portal for fourteen Mediterranean countries (Garzotto et al. 2004).  
Access to the portal by a tourist is achieved through mobile devices (e.g. personal digital assistants or 
smartphones) and allows the tourist to make informed decisions concerning cultural sights.   

By developing a strategic approach that adopts a clear identity focusing on the destination and its features 
encapsulated in an integrated website such as in the MEDINA example, the forum concept has significant merit 
with respect to regional tourist destinations.  This networking of SMTEs is supported by González (2004) who 
suggests a coming together of, or cooperation amongst small players is required to generate a sense of identity 
that provides an experience of the destination.  This coming together is possible via the use of ICT through the 
establishment of networks amongst tourism operators in a local community, cascading into a secondary tourism 
network in the region.  This aggregation of SMTEs such as restaurants, hotels, tours, souvenir shops and other 
retail outlets and other tourist activities in a community is one way co-opetition or c-commerce can occur.  This 
however needs to be ‘tested’ in the Australian environment. 



FUTURE RESEARCH 
This paper has explored the emergent issues of co-opetition and c-commerce and the ensuing benefits for 
SMTEs.  It identifies a number of ways that collaboration amongst SMTEs can be encouraged, especially to 
promote particular tourist destinations.  Further consideration of the issues and relevant literature is required.  
Particularly, empirical research needs to be carried out to develop a deeper understanding of the issues, which 
are multifaceted.  

The authors shortly are to carry out future research which will take three directions.  Firstly a study replicating 
that of Palmer & McCole (2000) will be undertaken with respect initially to the tourist destination of Hervey 
Bay, Queensland.  This study will seek to identify the extent to which web sites of local tourist operators refer to 
other associated sites to promote the destination as a whole or provide a more holistic experience of the region. 

Secondly, research is being undertaken by one of the authors looking at c-commerce generally with respect to 
SMEs – the preconditions for its adoption and factors inhibiting it.  Once this is completed, findings will be then 
considered with respect to the tourism industry specifically, particularly in the Swan Valley in Western 
Australia and the Hervey Bay region in Queensland. 

Thirdly, the issues of industry forums (Galloway, Mochrie & Deakins 2004) as described in this paper will be 
considered and trialled in the Hervey Bay region in Queensland.  Since these forums are an example of 
collaboration around IT, of particular interest for more remote tourist destinations, it is considered the findings 
will have implications for tourism in rural and regional Australia.  

The issues of co-opetition and c-commerce generally need to be investigated more fully and their application to 
SMEs across all sectors, including tourism, need to be considered in more depth. 
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