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The tourism industry represents a lot for the world economy and provides jobs and income for the 
population of the touristic destinations and surrounding localities. Thus, managing knowledge within 
this sector can be useful for generating innovation and improving competitiveness. In this context, this 
article aims to analyze knowledge management initiatives applied to touristic services and that 
contribute to their innovation. To accomplish it, the research is based on a systematic integrative review 
of publications obtained on Scopus, Web of Science and Scielo. Among the main results, it is possible 
to notice that knowledge management initiatives with a focus on people stand out more than others, 
since the knowledge obtained from the clients through their lived experiences and the employees of 
the companies are essential for innovation. Knowing the importance of this knowledge for innovation, 
it is also noted many of the identified initiatives focus on structuring the means to enable the knowledge 
to be used, shared and disseminated. Thus, actions focused on structuring processes and strategies, 
changing organizational culture and deploying information technology tools are actions with greater 
emphasis on the analyzed works. Finally, it is still noticeable that the publications on the topic under 
study are recent, with gaps to be explored in further research, mostly aimed at the study of tacit 
knowledge. 

1. Introduction 

The tourism sector has economic expression in the market and represents an excellent 
source of income generation in cities and regions with potential for this purpose (Dos Anjos, 
Limberger, Dos Anjos & Domareski, 2011). Thus, companies and the touristic destination 
need to deliver to their customers what they seek and desire, so it is necessary to have the 
knowledge about their customers.  

In tourism, this look is fundamental, because the customerswill only repeat their 
experience or will indicate the service when they are satisfied or that exceedstheir 
expectations. In convergence, Chen and Lee (2017) highlight that the study of knowledge 
in tourism is something that is gaining prominence, mainly because it allows competitive 
advantage in the industry. 

Thus, Bouagina and Triki (2013) emphasize that the customer’s knowledge can be 
viewed as the combination of what he lives and experiences along his journey by means 
ofhis interaction with the elements involved, highlighting the places, people, and 
organizations, among others. In this context, Cooper (2006) and Baglieri and Consoli 
(2009) point out that using new knowledge about the tourist, especially that arising from 
his experience, is essential to feed innovation and raise competitiveness. 

In knowledge management, two types of customer knowledge can be obtained from 
these interactions: tacit and explicit. In the tourism sector, Avdimiotis (2016) highlights that 
the value of tacit knowledge has been emerging with great strength within the sector, being 
regarded as something extremely significant for the industry, though Chen and Lee (2017) 
still neglected in the tourism industry literature.  

From these statements, it appears that the development of knowledge management 
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actions in order to identify essential knowledges, ways to convert and share them among 
the elements of the value chain can be regarded as essential requirements in this sector. 

In this way, and with a look focused on tourism and its services, a question arises: what 
are the inherent knowledge management initiatives under implementation in the tourism 
services aiming at innovation?  

To answer this question, this article aims to analyze knowledge management initiatives 
implemented in touristic services, which contribute to innovation in this sector. For this 
purpose, the research used a systematic integrative review literature, focused on 
publications from periodicals in line with the subject of this study. 

2. Knowledge and its management 

The knowledge generated by the organizations, "by them and from them", has called 
attention to studies on what it is, what its elements are, how it is processed and how it can 
generate value in organizations. In this context, Nonaka and Takeuchi (1997) and 
Davenport and Prusak (1998) developed models to explain, respectively, how the 
organizations can create and appropriate this knowledge. 

To Nonaka and Takeuchi (1997) point out the mechanisms of sharing and transferring 
to the organization the tacit knowledge present in the individuals, in an explicit (encoded) 
way. Davenport and Prusak (1998) argue that the circulation of knowledge is not a natural 
process and its dynamics has similarity with circulation patterns of other knowledge assets. 

Thus, Dalkir (2005) emphasizes that knowledge grows when clarified and shared, 
while Nonaka and Takeuchi (1997) state that it "becomes" or "expands" through four 
stages: socialization, externalization, combination, and internalization. In this sense, 
knowledge comes from the individuals and its creationarises from their values and 
experiences, and, when shared within and accredited by the organization, it becomes 
collective, thus generating value to the organization. 

Seen as an asset of the organizations, managing this knowledge then becomes a 
strategic element to them. So, Dalkir (2005) defines knowledge management as the 
deliberate and systematic coordination of people, technology, processes and organizational 
structure that add value, through re-use and innovation in the organization.  

In the vision of Andreeva and Kianto (2012), knowledge management is composed of 
processes (creation, sharing, acquisition, transfer and application of knowledge) and 
management infrastructures or activities that support and enhance its processes. 

In the context of innovation, Plessis (2007) points out that knowledge management has 
value and contributes directly to innovation. In addition, the author reinforces this 
contribution citing actions such as the setting-up of tools, platforms and processes for 
creating, sharing, and leveraging knowledge; conversion of tacit knowledge into explicit 
knowledge; provision of a knowledge-based culture where innovation can be incubated; 
among others. 

Finally, one can realize that knowledge can be treated as an organizational asset when 
used strategically and its management is a discipline that brings benefits to organizations, 
such as the competitive advantage through innovation. So, understanding which knowledge 
management initiatives are applied in tourism for the purpose of innovation is relevant to 
understand how this area has been performing in front of innovation and competitiveness. 

3. Knowledge management in tourism towards innovation 

The tourism industry has great importance for the world economy, being this sector a rich 
source for generating jobs and income in the cities and regions that have touristic potential 
(Dos Anjos et al., 2011). To innovate in tourism, Koziol, Kozioł, Wojtowicz, and Pyrek 
(2014) emphasize that organizations must focus on the quality of human capital, 
cooperation between partners, IT systems, and Knowledge Management, among others. In 
addition, innovation in this sector is crucial for survival, because the range of services and 
attractions is extensive, making it a highly competitive sector. 
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Among the elements mentioned by Koziol et al. (2014) and Dos Anjos et al. (2011) say 
that knowledge management initiatives are essential, mainly because nowadays customers 
seek touristic services that provide unique and differentiated experiences. These customer 
experiences can be seen as "knowledge", and therefore capable of being used, managed, 
stored and shared. Accordingly, Cooper (2006) states that knowledge management in the 
tourism industry should be oriented to the application of the available knowledge assets to 
create competitive advantage. 

As for knowledge in tourism, Cooper (2006) says that it has numerous sources of tacit 
knowledge, which are ignored by the companies due to their limitations, such as the 
difficulty in encoding and managing it. However, this type of knowledge is extremely 
important for the tourism sector because it is strongly linked to the experiences that 
customers experience in destinations (Bouagina & Triki, 2013). In this context, Avdimiotis 
(2016) points out that this knowledge, its management and its sharing have been a subject 
of researches, but it is still a new field and deserves attention.  

Chen and Lee (2017) reinforce this statement and add that knowing, identifying, 
capturing and managing this knowledge are vital for generating innovation. Thus, tourism 
companies with strategic vision in knowledge, with a focus on creating value for customers 
and partners, achieve highlight in this market (Baglieri & Consoli, 2009). 

Considering the customer’s experience as an essential knowledge for innovation, 
Bouagina and Triki state that the experience should be the basis for creating the so-called 
experiential strategies. Therefore, the creation of new services offerings (new experiences) 
based on experiential knowledge is an extremely competitive tool for companies in the 
tourism industry and an important source of innovation. Through this experience, Baglieri 
and Consoli (2009) say that the use of knowledge management along with information 
technology is vital in this sector. 

These authors present as an example the analysis of virtual communities, where 
customers exchange information, photos, videos, among other online elements. Thus, 
competitive companies need to be aware of the knowledge exchanged between customers 
on these platforms and be able to identify and capture that Knowledge. They still reinforce 
that these communities show business opportunities and enable a closer relation with their 
customers (Baglieri & Consoli, 2009). 

Innovation in the tourism industry via knowledge management can also occur by 
sharing knowledge between companies belonging to the supply chain in this sector. So, 
many ways of communication, formal or informal, between companies can generate a high 
volume of strategic information about the tourism market, its technologies and the 
competitors’ actions, which will contribute to innovation and exploration of businesses 
even unknown ones (Chen & Yi, 2010). 

Nevertheless, knowledge shared among employees within the organization also 
contributes to innovation. Employees are turning more to each other and less to manuals 
and technical guides when searching for solutions to everyday problems, since the answers 
obtained by the interpersonal communication add tacit knowledge that does not exist in the 
manuals. This knowledge exchange provides new insights and consequently improvements 
in these processes (Avdimiotis, 2016). 

In a deeper analysis of the literature, it is noticed that many tourism researches with 
focus on the innovation and use of the knowledge management mention the customer 
experience and mainly the knowledge that is possible to obtain from this experience. 
Castellanos-Verdugo, Vega-Vázquez, Oviedo-García and Orgaz-Agüera (2016) state that 
the interest in researching tourist experiences derives from the fact that they are strong 
drivers of the future behavior of tourists, thus vast field for innovation. With this, the 
following paragraphs discuss a little about this context. 

Creating innovation in tourism services (or new experiences), through knowledge 
extracted from the customer experiences, called experiential knowledge in Bouagina and 
Triki, (2013), is an extremely competitive tool in the tourism industry. Simeon, 
Buonincontri, Cinquegrani and Martone (2017) states that innovation in tourism with 
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knowledge management as the basis lies in the creation of new experiences by combining 
the most diverse products and services available in the places that are being visited. 

In a similar context, Guerreiro, Pinto and Mendes (2016) point out that the tourism 
industry should be concerned with innovating not only when customers are in contact with 
tourist services and products, but also before contact with the place happens, this interval 
being an excellent window to identify new opportunities.  

Thus, the authors argue that the search for travel and attractions, which take place 
through social networks, is a great time to identify and understand the potential needs and 
expectations of tourists, predict the future and deliver memorable experiences (innovations) 
to customers can become a market differential. This is also highlighted by Castellanos-
Verdugo et al. (2016). 

In the delivery of memorable experiences, it is noticed that some researchers discuss 
the importance of this element in tourism, highlighting Kim, Ritchie and McCormick 
(2012) and Kastenholz, Carneiro, Marques and Loureiro (2018). In the works of these two 
authors, innovation is guided by the acquisition and management of knowledge linked to 
the motivations, desires and latent needs of tourists.  

This knowledge should be shared and disseminated as all members of the organization 
to improve the value chain flow, as well as to disseminate this knowledge among suppliers 
and partners of the supply chain, as discussed in (Chen & Yi, 2010). 

Another form of innovation generation is focused on the actions of knowledge 
management to identify the movements of tourists and their new looks on the destinations, 
their attractions and potentialities. In other words, some studies emphasize that knowledge 
management techniques must be applied to understand that currently the search for trips 
and tours are also associated with a set of elements that surround the places where tourists 
visit. 

Therefore, tourists are currently seeking/wanting to have more intense contact with 
local products and services (food, residents, history, culture, among others), that is, they 
want to belong to the place visited, feel part of it, not just a spectator (Kastenholz, Eusébio 
& Carneiro, 2016). Thus, obtaining this knowledge and using it as a competitive tool to 
boost the attractiveness of destinations and its image can be seen as a key element for 
innovation in this sector. 

4. Methodological procedures 

This is a qualitative research utilizing the method of integrative review as a basis for 
systematic literature search. The integrative literature review aims to summarize results 
obtained from researches on a theme or issue, in a systematic, orderly and comprehensive 
way (Ercole, Melo & Alcoforado, 2014).  

This review runs across six distinct steps, namely the identification of the theme and 
selection of the hypothesis or research question; establishment of criteria for inclusion and 
exclusion of studies/sampling or search in the literature; definition of the information to be 
extracted from selected studies/categorization of studies; evaluation of the included studies; 
interpretation of results; and presentation of the review/knowledge synthesis as explained 
in Mendes, Silveira and Galvão (2008). These steps are shown in Table 1. 

Table 1. Steps of the systematic review 

Steps Description 
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Identification of 
the theme and 
selection of the 
hypothesis 

This first stage aims to align the research theme to be studied by the 
researchers, that is, it has its beginning in the definition of a macro theme to be 
studied, and based on exploratory research in the literature, the researchers 
identify better their area of study. For this research, two main study constructs 
were defined: knowledge management and tourism. The aim was to align these 
two macro themes with innovation. In this way, the general theme of the article 
and its searches focused on "activities of knowledge management in touristic 
services for purposes of innovation", that is, they characterized by the 
identification of inherent activities of knowledge management that have been 
applied to the touristic services and, in their turn, can contribute to the 
development of innovation in these services. 

Search in the 
literature and 
criteria for 
inclusion and 
exclusion of 
studies 

With the definition of the central theme of the research, this step of the method 
focuses on the definition of the bases of research that will be used as data 
sources, on the criteria that will be used to search for publications on the 
research topic, as well as the definition of the exclusion criteria and inclusion 
of the publications raised. Thus, for the survey of articles in the literature, a 
search was conducted in the following databases: Web of Science, Scopus and 
Scielo. In the databases the search procedure utilized the research fields "Titles, 
Abstracts and Keywords", with the following descriptors and their 
combinations: "Knowledge Management"; "touris*"; "tourist services"; 
"tourism services"; "travel services"; "innovation" and "innovation in service". 
The total number of articles downloaded from the databases was 62 and, after 
exclusion of duplicates 56 remained. As exclusion criteria relating to content, 
were selected only articles that presented empirical results obtained from field 
research, thus discarding articles that are only theoretical. After this exclusion, 
remained only 19 articles for in-depth analysis of content. 

Definition of the 
information to 
be extracted 
from the 
selected studies 

This step of the method focuses on extracting key information from the 
publications raised and selected in the previous step. With this, the guiding 
element of this stage was the research question defined by the researchers in 
the first stage of this method, that is, what are the initiatives inherent to the 
Knowledge Management that are being applied in the tourist services for 
innovation purposes? Thus, based on the research question, it was sought to 
identify, in the articles, which were the similarities between the objectives and 
the main results. Other information extracted was about knowledge 
management initiatives and how they relate to processes, people and/or 
technologies. 

Evaluation of 
the included 
studies  

The objective of this step is to allow the inclusion of new publications relevant 
to the research that are not present in the initial portfolio raised in the database 
searches. However, studies that were not included in the search bases already 
mentioned were not included. 

Interpretation of 
results and 
presentation of 
knowledge 
review/synthesis 

The last step has as main objective the exposition of the main results obtained 
with the research. At this stage, the entire final portfolio of research obtained 
and exposed in the second stage of this method was analyzed by means of 
readings of the articles in their entirety to be asked to obtain a deeper analysis 
of their content. Finally, in section 6 (analysis of the articles) the interpretations 
and results of the research are presented, based on the integrative analysis of 
the data in the articles. 

Source: Adapted from Mendes et al., (2008). 

5. General description of the publications 
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This section presents a brief description of the publications reviewed, starting with Figure 
1, which illustrates an overview of the number of publications on the topic over the last few 
years. 

 

Fig. 1. Number of publications related to the topic. Source: Prepared by the authors. 

In Figure 1, it is observed that the found publications that involve knowledge 
management and innovation in touristic services are very recent, approximately over the 
last ten years. The period between 2014 and 2016 points out as the largest in publications, 
with 12 in total, representing approximately 60% of the publications, and the year 2015 had 
31.5% of all.  

Meanwhile, the other years remain with a certain constancy of publications, with a 
maximum of two publications in the year 2013 and just one in the other years, except 2007, 
2010, 2012 and 2018 that had no publications. Tables 2 and 3 present an overview of 
publications in terms of their references, the objectives pursued, and the main results 
obtained. 

Table 2. Overview of the publications 

Author/Year Objective Main Results 

Dos Anjos et 
al. (2011) 

Analyze and present the relevance of 
knowledge management as a 
differentiating factor in the strategic 
development of touristic services 
companies, specifically travel and 
tourism agencies.  

It found contributions of knowledge 
management in strategic 
management, as well as it can be 
seen as a strong tool in innovation. 

Ariya and 
Chakpitak 
(2016) 

Develop archetypes in tourism companies 
under the light of systemic vision and 
knowledge management to generate 
strategic plans for selection and 
improvements in the supplier relationship 
management (SRM). 

Two strategies were created based 
on knowledge management and 
systemic vision, which contributed 
to the identification of customers' 
needs/wishes, generating new 
touristic services. 

Avdimiotis 
(2016) 

Contribute to the exploration of 
employees’ tacit knowledge in hospitality 
establishments.  

It was verified that the "personality" 
and "emotions" of the employees, 
their formal/informal 
communications contribute to the 
sharing of tacit knowledge and its 
management in hotels, providing 
improvements in the organizational 
processes. 

Baglieri and 
Consoli 
(2009) 

Focus on the role of virtual communities 
as a means to boost innovation of touristic 
products, leveraging customer 
relationship. 

The analysis of a virtual community 
in Italy showed that the management 
of information exchanged among its 
members, through comments, 
photos, videos and other media, 
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contributes to the generation of 
innovation. 

Barnett and 
Carter 
(2013); 
Barnett and 
Carter (2015) 

Explore the impacts of cultural variables 
on the management and knowledge 
management in hotel companies.  

Were identified characteristics 
inherent to the local culture present 
in the employees and how they 
interfere in the interactions of the 
teams and directly affect the 
management of the organization and 
knowledge management, resulting in 
blocks of the possibility of 
innovation in the processes and 
services offered. 

Bouagina and 
Triki (2013) 

Propose a theoretical model for 
generating innovation in services with a 
focus on customer’s experience.  

It was verified that the companies do 
not focus on exposing their 
customers’ experiences to attract 
new clients. Presents a model with 
the main elements for the generation 
of experiential innovation in 
services. 

Chen and Lee 
(2017) 

Explore market knowledge essential to 
competitiveness in tourism agencies and 
some key approaches used to capture 
knowledge.  

Four types of market knowledge 
essential for competitiveness and 
innovation in companies were 
identified, being these the 
knowledge of the customer, 
employee, competitor and partners. 

Cooper 
(2006) 

Identify the main barriers to adopting 
knowledge management in tourism 
companies. 

The main barriers to knowledge 
transfer between academy and 
market were identified, as well as the 
main knowledge management 
approaches that contribute to 
innovation in companies in this 
sector. 

Koziol et al. 
(2014) 

Analyze the relationship between the 
methods used by companies to acquire 
knowledge from external sources and the 
process of implementation of innovation. 

It was verified that customers’ 
participation is essential for 
innovation, as from them one can 
extract the essential knowledge to 
identify new opportunities. It can be 
noticed that the companies analyzed 
do not efficiently apply Knowledge 
Management, which compromises 
their innovation processes 

Liu and Lee 
(2015) 

Clarify the interrelationships between the 
critical attributes of social capital and to 
test the mediation role of knowledge 
management that can contribute to the 
entrepreneurial orientation among small 
and medium suppliers. 

Social capital and entrepreneurial 
orientation are fully mediated by 
Knowledge Management. Using 
social capital to cultivate a 
management system will result in a 
more favorable entrepreneurial 
orientation. 

Source: Prepared by the authors. 

Table 3. Overview of the publications 
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Author/Year Objective Main Results 

Palacios-
Marqués, 
Merigó and 
Soto-Acosta 
(2015) 

Study the effect of social networks 
on company performance and how 
this technology can help create 
value.  

It concludes that social networks help in the 
development of innovation competencies via 
business intelligence and knowledge 
management, resulting in improved 
performance. 

Pongsathornw
iwat, 
Jeenananta 
and Huynh 
(2016) 

Examine the impacts of the 
knowledge transfer and learning of 
technical services on the 
improvement of the process of 
seeking and acquiring innovation.  

Knowledge acquisition, integrated with 
knowledge transfer and technical learning, has 
a positive impact on internal innovation, and 
through more internal capacity, companies can 
innovate in services. 

Racherla, Hu 
and Hyun 
(2008) 

Stimulate a discussion about the 
role of innovative technological 
applications in the future of a 
tourism destination.  

It is noted that knowledge-based destination 
requires collaborative participation, 
knowledge sharing, and entrepreneurial 
culture by players. Moreover, ICT applications 
help in the ability to revitalize and transform 
the business and social setting of a tourism 
community. 

Sigala and 
Chalkiti 
(2014) 

Investigate the role of Information 
and Communication Technologies 
(ICT), specifically of web 2.0, in 
the support of knowledge 
management processes.  

It concludes that there is a low level of 
exploration of web 2.0 and that most of the 
interviewees use web 2.0 to manage external 
information, missing the opportunities to 
explore it in practices related to organizational 
learning and social link. 

Usugami 
(2015) 

Identify the most common 
requests and the differences 
between cultures in the feedback 
from international customers and 
to evaluate the CKM from the 
point of view of a hotel industry.  

It concludes that the quality of the services 
provided satisfies more foreigners than local 
tourists; the main services evaluated 
comprehend help with the language, facilities 
and services for Muslims, free Wi-Fi/IT 
infrastructure. 

Werner, 
Dickson and 
Hyde (2015) 

Explore the impact of the Rugby 
World Cup 2011 on the processes 
of knowledge transfer among 
organizations in two regional 
tourism networks in New Zealand.  

Through the event, valuable skills, experiences 
and knowledge were acquired by the 
organizations, which indirectly contributed to 
the innovation process and, in varying degrees, 
stimulated the organization's future learning, 
as well as contributed to the optimization of 
daily processes. 

Wiltshier and 
Edwards 
(2014) 

Propose a Knowledge Transfer 
Partnership (KTP) model by 
means of higher education 
students (RE) in the UK.  

It concludes that the application of the study 
will include new skills for the PBL, such as 
working in collaboration with community 
partners to develop key skills in students, 
innovation in assessment, inclusive learning 
and teaching, and experiential and 
entrepreneurial learning. 

Zeng, 
Gonzalez and 
Lobato (2015) 

Analyze the relations between 
adoption of web 2.0, innovation, 
organizational learning and 
organizational performance in the 
hotel industry. 

The adoption of web 2.0 was crucial to 
improving innovation capacity and sustainable 
competitive advantage, as well as 
organizational learning also has a positive 
effect on innovation. 

Source: Prepared by the authors. 
In Tables 2 and 3 it is possible to see that the objectives of the researches comprehend 

knowledge management initiatives related to innovation capacity and performance of the 
company, and the use of information and communications technologies (ICTs) as tools for 
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information processing and knowledge acquisition. 
It also points out that the objectives approach the importance of the customers and their 

knowledge as a strong element in the management of knowledge and innovation.  
As for the main findings, the authors emphasize the strong connection between the 

information obtained by means of ICTs and knowledge management and its proximity to 
customers. Knowledge sharing, collaboration and organizational learning also are seen as 
essential actions in generating innovation and performance of the tourism industry. 

6. Analysis of the articles 

This section presents some key information obtained in the articles analyzed, such as 
objects of study, places used as study, focus of the knowledge management initiatives 
(processes, people or technology) and, finally, a discussion on the main initiatives 
identified. 

As for the application places, in the works analyzed one realizes a greater concentration 
of researches involving hotel and hospitality services, with knowledge management actions 
focused on the employees and customers of the establishments. Few studies were found 
involving knowledge management and the touristic destination itself, that is, a geographical 
region that has tourism potential.  

Other places under study perceived are tour companies in general, including here travel 
agencies, service providers, and other players. It is worth mentioning that some places under 
study could not be identified because the articles do not inform them. 

As for the regions where the research was applied, it is possible to notice that most of 
them are concentrated in Asia, especially Thailand and Taiwan, also mentioning Japan, 
China. Following, come European countries such as Spain and Greece, and in a lesser 
proportion region of Oceania are mentioned.  

In terms of knowledge management initiatives in people, processes or technologies 
among the nineteen final articles fully analyzed, eleven present knowledge management 
actions focused on people, as will be described later. About actions in processes, it is 
noticeable that out of the total of articles, nine articles are related to initiatives about this 
subject. 

Finally, it was observed explicitly in only five works the mention of knowledge 
management actions aimed directly to technology, but this discussion was implicitly 
perceived in some articles.  

Based on these results, one can realize that the concern presents in the knowledge 
management actions that can promote innovation in touristic services focus mostlyon 
people, that is, the employees of the organizations as well as the tourists, taken as a 
fundamental element for identifying new opportunities and improvements.  

Thus, Tables 4, 5 and 6 present the main initiatives focused on the knowledge 
management identified in this research and that contribute directly or indirectly to the 
generation of innovation in the tourism industry. Table 4 the concatenation of knowledge 
management initiatives focused on the processes. 

Table 4. Knowledge management initiatives focused on processes 

References Initiatives/Actions 
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Ariya and 
Chakpitak (2016); 
Bouagina and 
Triki (2013); 
Avdimiotis 
(2016); 
Chen and Lee 
(2017); 
Barnett and Carter 
(2013); Barnett 
and Carter (2015);  
Cooper (2006);  
Dos Anjos et al. 
(2011); 
Koziol et al. 
(2014); 
Liu and Lee 
(2015); 
Pongsathornwiwat 
et al. (2016); 
Usugami (2015); 
Werner et al. 
(2015); 
Wiltshier and 
Edwards (2014); 
Zeng et al. (2015)  

-Structure the processes of information search in customers and suppliers; 
-Develop processes that allow knowing the customers (experiences, profile) and 
suppliers (services provided); 
-Systematize the conversion of tacit knowledge into explicit knowledge 
obtained from clients, suppliers and partners; 
-Share knowledge about customers with partners and suppliers; 
-Create knowledge-sharing networks with partners and suppliers; 
-Develop an organizational culture and processes aimed at encouraging 
initiative, creativity and knowledge exchange among employees; 
-Create opportunities to share and discuss experiences in the work environment 
(with customers and own staff); 
-Develop an organizational culture and processes focused on the dissemination 
and sharing of knowledge among teams, sectors, branches, etc.; 
-Implement middle-up organizational structures; 
-View knowledge as the main competitive advantage; 
-Develop solid communication strategies with customers; 
-Develop strategies that generate strong business alignment with partners and 
service providers; 
-Structure a process of constant analysis of the competitors’ actions; 
-Value the sharing of knowledge through social capital; 
-Encourage internal innovation through the process of search and acquisition of 
knowledge, integrated to the knowledge transfer and technical learning; 
-Use customer feedback information on knowledge to improve touristic 
services; 
-Develop small cities with touristic potential, via partnerships and knowledge 
transfer. 

Source: Prepared by the authors. 
Among the initiatives in processes, it is observed that the concern about converting 

tacit into explicit knowledges is remarkable, especially those coming from the customers 
(tourists) under the perspective of their experiences. Since most of the analyzed researches 
have focused on hospitality and travel services (agencies), it is noted that the explanation 
of this knowledge is essential to identify new opportunities and innovations. 

In addition, the explanation of this tacit knowledge must be analyzed together with the 
knowledge about the profile of the tourists (age, sex, origin, preferences about travel and 
tours). As to the origin of tourists, Barnett and Carter (2015) bring up the importance of 
knowing the cultural origin of the tourist (beliefs, religions and culture in general) for 
improving in the services and providing new offers. 

Still on tacit knowledge, it is important to highlight the element "customer experience", 
coined by Bouagina and Triki (2013) as "experiential knowledge" and generated from the 
experiences that tourists experience when in contact with services and their elements, 
people involved and the touristic destination itself.  

So, this experiential knowledge can be seen as a competitive tool that the tourism 
industry utilizes to generate innovation. In addition to the knowledge coming from the 
customers, it is noted that actions focused on acquisition, coding, management and 
dissemination of the knowledge extracted from suppliers, partners and competitors are 
essential for innovation.  

This happens because knowing well partners and suppliers and making them elements 
of the value chain delivered to the customer is essential for generating new ideas and 
opportunities. In the case of competitors, having knowledge about their steps and offers 
contributes to understanding the path that the market is targeting, and its latent trends and 
demands. 

In the actions focused on sharing and disseminating knowledge and information, it is 
noticed that this sharing is no longer only focused on the organization and its members, but 
also to partners and service providers. Therefore, making all the organizations involved in 
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the offer of touristic services have access to knowledge about current customers and leads 
is essential to innovate and remain competitive in this highly competitive environment. 

Still in this context, the researches demonstrate the importance of providing the 
information and knowledge sharing among the tourists themselves (pointing out that 
tourists are people are going to travel, are traveling or have traveled), and that companies 
should pay attention to these exchanges of information and they are physical or virtual. 
This, in turn, allows it to aggregate leads and to make room for unexplored markets, such 
as services for the elderly, children, among others. 

In the analysis of the process-driven knowledge management initiatives, this research 
also found that the organizational structure of the tourism companies influences the 
decisions focused on knowledge management. This is because vertical organizational 
structures with a strong hierarchical profile hinder the implementation of the actions 
mentioned in the preceding paragraphs, directly affecting the ability to innovate.  

Barnett and Carter (2015) attest this by affirming that more decentralized structures in 
hotels, for example, allowed greater knowledge sharing, dissemination and storage in the 
organization, providing employees from hotels a better access to the information collected 
and greater contribution to improvements in the organizational processes. Table 5 shows 
the main activities focused on knowledge management for people. 

Table 5. Knowledge management initiatives focused on people 

References Initiatives/Actions 

Ariya and 
Chakpitak 
(2016); 
Avdimiotis 
(2016); 
Chen and Lee 
(2017); 
Barnett and 
Carter (2013); 
Dos Anjos et al. 
(2011);  
Koziol et al. 
(2014) 

-Valorize the work team regarding the activities developed and personal 
characteristics; 
-Encourage initiative, creativity and knowledge exchange among 
employees; 
-Distribute assignments to employees based on their skills, personalities and 
emotions; 
-Know the employees’ cultural profile and operating mode before the 
distribution of assignments; 
-Know the tourists’ cultural profiles for the divulgation of touristic services; 
-Provide employees’ continuous training on Knowledge Management; 
-Allow employees to experience the touristic destination and its attractions; 
-Develop in employees its own importance as an asset of knowledge; 
-Eliminate employee turnover. 

Source: Prepared by the authors. 
A point that stands out in the initiatives focused on people is attention to the distribution 

of assignments and positions among employees, based on personal, emotional and cultural 
characteristics. In this sense, Barnett and Carter (2013, 2015) found that the employees’ 
cultural characteristics impact the knowledge management because, for example, each 
culture sees knowledge in a different way. Thus, the focus on knowledge management and 
in the people is essential for competitive gains, because, as observed in Ariya and Chakpitak 
(2016), companies focused on knowledge management gain in time to develop new services 
or trainings, reduce costs and improve knowledge to create innovations. 

As for encouraging employees to share knowledge within the organization, it is verified 
that its type of organizational structure influences this action. Given that employees 
working in organizations with a top-down structure feel more difficult to express opinions, 
decisions taken by the top management that do not contribute to innovation are not alerted 
as so by the employees; on the contrary, they avoid revealing these deficiencies to their 
superiors (Barnett & Carter, 2013, 2015). Therefore, this cultural dynamic hinders 
innovation, openness to sharing and the development of organizational knowledge and 
skills. An opposite characteristic is perceived in more decentralized companies, where 
employees feel more comfortable to communicate, trust, help, take successful initiatives 
and participate in an environment of learning, transferring and acquiring knowledge that 
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drives innovation (Avdimiotis, 2016). 
From the perspective of market knowledge as an essential element for achieving 

competitive advantage and innovation, Chen and Lee (2017) subdivide it into four 
categories of knowledge: the knowledge of the customer, the employee, the competitor and 
the partner. In other words, companies providing touristic services must pay attention to 
these four categories of knowledge, effectively managing them, as they are the basis for 
generating improvements in services. Of the four categories, it is known that the customers’ 
knowledge is more studied and worked when the subject is touristic service.  

However, the knowledge of the employee deserves attention in this sector, mainly 
because they are the first contacts with the customers when the services are provided, so 
they need to have access to essential knowledge about the customers, such as preferences, 
wishes and profiles, and especially, how to deal with this available information. Thus, 
actions aimed at training these employees become essential for the improvement of the 
technical aspects of the services. 

In this context, Dos Anjos et al. (2011) present a set of important actions to be 
developed with the employees and that will contribute to knowledge management and 
consequently innovation in companies. Among these actions, the authors defend the 
elimination of employee turnover, mainly because they are one of the main intellectual 
assets of the organization. Moreover, it is not enough for the organization to deploy a culture 
of knowledge sharing when employees’ knowledge is lost as a result of dismissals. 

Another point highlighted by Dos Anjos et al., (2011) is to put employees to experience 
and train what they offer their customers. The authors present the case where travel agents 
are immersed in touristic destinations in order to live the experiences they offer to their 
customers. This practice helps the company to better understand how the customer might 
think, as well as better understand what he is seeking to experience. Thus, the focus of this 
action benefits all those involved in tourism (clients, companies, destinations) because the 
exchange of knowledge between them builds a constant flow of knowledge sharing in the 
tourism value chain and allows the identification of new business opportunities.  

The Table 6 presents knowledge management actions focused on information and 
communication technology. 

Table 6. Knowledge management Initiatives focused on technology 

References Initiatives/Actions 

Ariya and 
Chakpitak (2016);  
Baglieri and 
Consoli (2009);  
Chen and Lee 
(2017); Cooper 
(2006); 
Koziol et al. (2014); 
Zeng et al. (2015); 
Palacios-Marques et 
al. (2015); 
Racherla et al. 
(2008);  
Sigala and Chalkiti 
(2014)   

-Apply ICT for dissemination and distribution of knowledge about 
customers, with suppliers, partners and work team; 
-Create virtual platforms (communities, social networks) for tourists 
to exchange information and experiences (texts, photos, videos, etc.) 
about their trips, tours etc.; 
-Create knowledge database about clients; 
-Apply web 2.0 to help the process of organizational learning and 
improvement in the company's performance; 
-Use the social network to gain new knowledge, innovation and 
performance improvement; 
-Valorize and provide innovative technological applications to assist 
the customer in choosing the touristic destination; 
-Apply ICT and specifically the web 2.0 in support of strategic 
processes of Knowledge Management. 

Source: Prepared by the authors. 
Practices related to the use of technologically mediated information systems are an 

important tool that can leverage knowledge management and generate results for the 
tourism sector. Faster access to a vast amount of electronic information, including social 
networks (social media), as well as the creation of virtual platforms where tourists can 



13 
 

exchange information about their experiences, have opened up the possibility of using new 
sources of information to improve decision-making. In addition, it provided the means for 
advanced knowledge storage, expanded organizational memory, and enabled efficient reuse 
of knowledge (Inkinen & Vanhala, 2015). 

Table 6 also shows the use of ICT to acquire, share and disseminate information and 
knowledge among customers, service providers and suppliers. Fast customer feedback on 
services and preferred destination tips through the social network has become a valuable 
source of information. This information, when treated, can generate knowledge and help in 
the decision-making and in strategic actions by the tourism players, as they begin to 
understand the patterns of choice of their clients.  

Another consideration made by Palacios-Marques et al. (2015) is that online social 
networks are more than a mere channel of promotion: they offer organizations the 
opportunity to enter into a conversation with millions of customers, allowing them to better 
understand their consumers and know what they are talking about their brand, products and 
services. In this way, marketing professionals can substantially improve their knowledge 
about their products and services, customers, markets, competitors and trends. 

In addition to this information, and with regard to virtual communities, Baglieri and 
Consoli (2009) showed that utilizing them as an element of knowledge management is 
essential for the generation of innovation in the tourism sector, for two main reasons. First, 
when the company joins the platforms (profile creation), they already allow it to acquire 
knowledge about the customer, that is, to know to whom the company can offer services.  

Second, it is known that tourists use the platforms as a help desk for getting information 
on interesting destinations, cultural dates, important events, news about the location, what 
to do in the locations, where to stay, explain what they want, and especially, exchange 
information with other tourists. Thus, tourism companies can track this information, assess 
and collect users’ habits, identify behavior patterns and trends to innovate in services. 

With these networks and platforms available, the initiative now is to generate 
knowledge databases in the organizations of the tourism industry, mainly because they are 
the main basis for the identification of improvements in the processes and services. That is, 
the use of ICT tools to gather information about the tourist (habits and trends) is essential 
for the tourism sector.  

So, creating a bank that allows the storage of such knowledge and information is 
essential (Chen & Lee, 2017), since it is possible to implement the actions presented in this 
research up to now and in Figure 6, especially those focused on knowledge dissemination 
and sharing within the organization and its external elements, aiming at the identification 
of opportunities and ideas that allow innovation in an extremely competitive and variant 
sector like this. 

In summary, what can be said is that the actions/initiatives explored in this research are 
fully interconnected and interdependent. That is, the deployment of Information 
Technology tools contributes to the sharing of information, but this only occurs if the 
employees in the value chain are aware of this action and share this wish, thus causing a 
cultural change in the organization.  

In this context, it is pertinent then to note that organizational processes will be then 
restructured to a view based on the importance of knowledge. Therefore, knowledge 
management initiatives cannot be implemented individually in people, technologies or 
processes, because it is essential that they are seen systemically, because they self-influence 
and contribute directly and indirectly to each other and to the innovation. 

7. Final Considerations 

In conclusion, it is verified that the goal of this work was achieved, since it was possible to 
present, through the discussions, the set of knowledge management initiatives used by 
tourism companies that contribute directly or indirectly to innovation in the sector. 

The main focus of the actions is to share the knowledge acquired from the tourist in the 



14 
 

organization, but also from the partners and suppliers, so that they contribute to the 
improvement of the service provided, from the planning of the trip to its completion. Thus, 
actions aimed at sharing are closely complemented with the structuring of channels that 
allow the acquisition of this knowledge. Therefore, it can be seen that the actions of 
capturing the tourist's knowledge are no longer limited to just asking him, but rather 
observing his steps and decisions made on the digital media, that is, social networks and 
other platforms. 

It was possible to realize that the knowledge management initiatives are more focused 
on improvements in processes and use of technologies, with few actions related directly to 
the training, motivation and retention of people. In the matter of technologies, it is also 
observed that the customer uses many of the digital means to obtain touristic information, 
but the tourism sector makes little strategic use of this information. The use of more 
advanced technologies in the transformation of external information into competitive 
intelligence, which assist in the decision-makingin the hotel network, was not identified in 
the articles under study. 

For future work, we propose a more in-depth study on the actions of knowledge 
management in touristic destinations, in an effective way, that is, to study which tourist’s 
knowledge is essential to innovate in these places. That is justified by believing that 
knowing the experience lived by the customer concerning the place he visited can improve 
its features, so capturing and sharing this knowledge is essential for innovation.  

Finally, many researches come from studies on touristic hospitality, thus, we propose 
to generate knowledge about the behavior and profile of tourists who opt for different 
lodging options, such as Airbnb. Therefore, knowing these behaviors and the reason for 
using this type of hosting can allow hotel chains to discover supply gaps and innovate in 
their markets. 
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