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 This study aims to determine the influence of the determining component of 

Competitive Advantage Tourism in increasing tourist destinations based E Tourism. 

This research was conducted in Kerinci Regency, Jambi Province. The population in 

this study was (1) Village Government or Local Government (2) Hotel and lodging 

Managers (3) Restaurant and Restaurant Managers (4) Travel Agency Managers (5) 

Managers at Attractions (6) Tourism Services Support (7) Local People in tourism 

destination obtained a total sample of 120 respondents. The data used in this study 

were primary data through interviews and questionnaires. Data analysis in this 

study uses a structural equation model with the analysis tool used is to use AMOS. 

The results of the study obtained a large coefficient of determination of the influence 

of Competitive Advantage Tourism which can be explained by the variables Built 

Environment, Operating Sectors, Natural Resources Environment, and Spirit of 

Hospitality Cultural and E Tourism of 81.4%. While the coefficient of determination 

of the Tourism Destination equation is 1.004 or the Tourism Destination variable 

which can be explained by the variability of Tourism Destination and E Tourism is 

100% 
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1. INTRODUCTION 

Tourism areas can be a source of income for rural residents. Traditional products and resources that can be 

capitalized through this form of tourism are natural tourism, traditional architecture, traditional objects, customs, 

sculptures, traditional musical instruments, folklore manifestations, various traditional gastronomic products, and 

environmentally friendly products; In other words, specific rural way of life. For tourism areas to have high value, it 

is necessary to increase the economic value of activities that are close to each other and interrelated. The tourism 

sector is important in supporting the country's economic development. Tourism provides benefits and economic 

impact on the population. Many positive impacts can be produced by the tourism sector [1]. In a different typology 

of tourism, rural tourism has developed rapidly in recent decades [2]. For many countries, rural tourism has become 

an essential product, allowing local communities to share their natural environment with tourists looking for a more 

natural and authentic experience [1], [3]–[5][6]. 

To take advantage of tourism potential and realize the competitive advantage of a tourist location. Then the 

tourist experience offered is needed to be more attractive compared to other tourist locations[7] [8]. It takes the 

development of the Competitive Advantage Model to support the advantages of the resources owned by each Tourist 

Destination [9]. Tourism at present is inseparable from technology [10] [11] [12]. It is necessary to have Tourist 

Destinations using Digital Technology to support and increase the competitiveness of destinations from rural 

tourism.  

To increase tourism, one of them is the use of technology as a form of promotion in increasing tourism. The 

increase in tourism must have competitiveness and be able to compete. One of the models that will be developed is to 

use Competitive Advantage Tourism Based on E-Tourism. Competitive Advantage Tourism is one of the models that 
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can be used to analyze the factors that affect the competitiveness of tourism. Tourism competitiveness based on E-

Tourism. Kerinci Regency has a variety of tourist attractions including natural tourism and historical tourism which 

if managed and developed properly and appropriately will become an interesting tourist destination to visit. The 

tourism sector, especially tourism in rural areas, has proven to have an empirically important role in increasing 

business opportunities for residents or communities living around village attractions. In addition, the presence of 

tourists in rural natural tourism areas provides opportunities for people to get alternative income, starting with 

becoming a tourist guide, providing stalls, lodging/homestays so that they can prosper or improve the quality of life 

of the surrounding community. 

In the 20th century, the tourism industry became one of the most favorable factors for economic growth. 

Tourism is considered a driver of economic development at the local, regional, and national levels. Given its 

association with other sectors of production, it impacts much of the economy. The capacity of tourism to improve 

people's living conditions has resulted in the emergence of new destinations around the world [13]. Rural tourism has 

become an essential product, allowing local communities to share their natural environment with tourists seeking a 

more natural and more natural experience [14] [15], [16]. Tourism has been considered a rural development 

mechanism, taking into account that rural tourism is cheaper and easier to implement than other strategies since the 

investment required from local governments and small businesses is relatively small [17] [18]. 

Tourism is an economic activity with a major contribution to development in rural areas. To develop rural 

tourism areas, supporting factors and supporting factors are needed to realize the achievement of goals. Rural 

tourism helps rural communities to diversify their sources of income, create new jobs and avoid the escape of young 

people to urban areas [19] [20]. Rural tourism and cultural tourism offer an alternative natural destination model, 

which can positively affect regional and sustainable development in many rural areas that have a wealth of tourism 

natural resources. This has benefited rural areas, where rural tourism has become more valued and can represent new 

opportunities for economic development. Thus, regions that have a lot of tourism resources can achieve economic 

development through the positive effects that tourism can provide. Several previous studies have identified the 

significant impact of rural tourism on improving rural economies [21] [22] [23]. 

The potential of rural tourism, which is local tourism in the village, is in great demand by tourists who 

prefer to travel in outdoors and interact with the environment, and local communities. Village Tourism (rural 

tourism) is tourism consisting of the entire rural experience, natural attractions, traditions, and unique elements that 

overall can attract tourists [24] [25] [26] [27]. From the explanation of tourism villages, it can be said that rural 

tourism provides the potential that the village to be enjoyed by the community. So that the management of rural 

tourism potential is the main thing to go to a tourist village. 

Competitive advantage is the ability possessed and obtained through the characteristics and resources of the 

organization to have a higher performance than others. In a tourism area, it has a competitive advantage in tourism 

services when it can produce it at a lower opportunity cost compared to other destinations. These advantages can be 

due to the relative abundance of supporting factors of a destination (natural resources, history, and culture), different 

technologies and productivity, or other factors [28]. In the particular case of the tourism industry, organizational 

learning improves the application of business strategies in terms of cost reduction and increased level of 

differentiation from competitors, which in turn increases the competitive advantage in the tourism sector. The 

competitiveness of tourism destinations (Competitive Advantage Tourism) is related to the ability of a tourism 

destination to provide products or services that outperform other tourism destinations in terms of tourism experiences 

that are important for tourists. 

In the context of tourism, Competitive Advantage refers to the ability of a destination to compete effectively 

and profitably to produce goods and services that perform better than other destinations, providing a memorable 

tourism experience [29]. Competitive advantage in regions that have unique regional tourist destinations offers new 

possibilities to increase employment, create new jobs, attract tourists and residents, develop tourism-oriented 

entrepreneurs, and overall socio-economic development. This makes the main factor very important in correctly 

identifying the competitive advantage of tourism or the potential competitive advantage of the region in tourism. In 

the process of identifying them, stakeholders should assume that competitive advantage is a quality, ability, or 

specific, unique, and outstanding characteristic, that represents value for local tourist destinations, especially tourists 

(domestic or foreign). Competitive advantage tourism must be following market needs and be consistent with the 

external environment. 

The increase in Digital development in rural areas, of course, will increase tourism in villages that are 

tourism destinations. so that it will increase the application of E-Tourism. In developing tourism potential, various 

alternative ways can be done such as revamping and renovating tourist areas, creating tourist destinations, promoting 

through media or brochures, and much more. However, these efforts are not enough to answer the challenges of the 

tourism world in the future. The definition of E-tourism is the use of technology to improve tourism relations, help 
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companies engaged in tourism to improve business processes and improve the knowledge-sharing process. E-tourism 

utilizes several features of information technology, such as tourism information databases, user databases, and 

electronic payments, using computer networks as a means of delivery and service transactions, as part of e-

commerce [30] [31] [32]. 

The purpose of this study is "Developing Competitive Advantage Tourism based on E-Tourism". 

Meanwhile, the final target of this study is to make tourist destinations an independent economic force and able to 

make a real contribution to the welfare of the community in Kerinci Regency. The novelty of this research is: to 

develop and formulate a competitive advantage model for the Competitive Advantage Tourism (CAT) tourism 

industry by discussing E-Tourism-based tourism villages. This model is expected to serve as a guide for 

policymakers to design effective and focused strategies. This data-driven approach builds a relationship between 

competitiveness indicators and competitive advantage using Structural Equation Modeling (SEM), thus leveraging 

these advantages to produce strategic models to compete in the digital-based international tourism industry. This will 

also be the first study to use this method in defining a destination's competitive advantage. Using structural equation 

modeling. Renewal Furthermore, researchers will see how significant the development of Competitive Advantage 

Tourism (CAT) is in tourist destinations in Kerinci Regency using four dimensions and factors. Researchers will see 

a correlation between the number of these dimensions to Competitive Advantage Tourism (CAT), E-Tourism, and an 

increase in arrivals from tourists to tourist destinations in Kerinci Regency.  

 

2. RESEARCH METHOD  

Regarding the stages of research, several approaches and steps are carried out in carrying out activities until 

the implementation of data sources can be accepted and beneficial for all parties are as follows: 

1. Tracing primary and secondary data from Tourist Destinations in Kerinci Regency.  

2. Literature study on the influence of Tourist Destinations in Kerinci Regency, several alternative preventive and 

curative action solutions in the management of Tourist Destinations in Kerinci Regency.  

3. Analysis of problems in Tourist Destinations in Kerinci Regency. 

 

This research method uses a mixed qualitative and quantitative method which is divided into four stages: 

1. The first stage is to develop a model of competitiveness indicators of the literature; This is called the "initial 

model".   

2. The second phase involves testing the initial model to tourism actors from both the public and private sectors in 

the research object, namely at tourist destinations in Kerinci Regency through in-depth interviews and filling out 

questionnaires; The results were used to develop an "advanced model".   

3. In the third stage, questionnaires for advanced models were distributed to tourism industry players at Tourist 

Destinations in Kerinci Regency.  

4. In the fourth stage, data obtained from other tourist destinations in Kerinci Regency will be analyzed at the final 

stage using Structural Equation Modeling (SEM) analysis. 

 

Respondents to the study are parties who are interested in the management and are involved in tourist 

destinations that are the object of the study. Such as managers or owners of tourist destinations in tourist 

destinations, village officials, and government parties on research objects. In determining the number of research 

samples, it is necessary to pay attention to various things other than population representation problems and accuracy 

reasons such as those related to the technical analysis used in the hypothesis test in this study. 

Sampling in this study using Proportionate stratified random sampling: This technique can be used if the 

population is not homogeneous and proportional [3]. Based on the grouping of tourism managers so that they can 

represent, with the spread and grouping of tourism management. As for those who include tourism actors [33], as 

follows: (1) Village Government or Local Government (2) Hotel and lodging Manager (3) Restaurant and Restaurant 

Manager (4) Travel Agency Manager (5) Managers at Attractions (6) Tourism Services Support (7) Local People in 

tourism destination. The results obtained from the research respondents were as many as 120 respondents. 

The Model Testing Technique in this study uses the Structural Equation Model (SEM). The Model Testing 

Technique in this study uses a Structural Equation Model (SEM) using AMOS Version 25. SEM is a combination of 

two separate statistical methods, namely factor analysis of simultaneous equation modeling developed in 

econometrics, to analyze the structural relationships of the proposed model. The suitability of the devaluation model 

through a review of various goodness-of-fit criteria. Multiple conformity indices and their cut-off values are used to 

test whether a model is accepted or rejected. The results of this study are expected to provide a significant picture of 

the Competitive Advantage Tourism (CAT) Dimension. With a good Competitive Advantage Tourism (CAT) 

https://doi.org/10.53625/ijss.v2i4.3945
https://bajangjournal.com/index.php/IJSS


1834  International Journal of Social Science (IJSS) 

 Vol.2 Issue.4 December 2022, pp: 1831-1838 

 ISSN: 2798-3463 (Printed) | 2798-4079 (Online) 

………………………………………………………………………………………………………………………………………………………………….. 

………………………………………………………………………………………………………………………………………………………………….. 
 Journal homepage: https://bajangjournal.com/index.php/IJSS  
 

dimension, it will increase tourist destinations in Kerinci Regency. The increasing number of tourist destinations in 

Kerinci Regency, has an impact on increasing Income and Welfare for tourism actors who are directly dealing with 

tourism activities. In general, it will increase development in Kerinci Regency. 

3. RESULTS AND ANALYSIS  

In figure 1 below, you can see the results of data processing using AMOS Version 25 with Full Model-

Structural Equation Model (SEM) Test Results : 

 

 
Figure 1. Result Full Model-Structural Equation Model (SEM) 

 

The results of the Full Model-Structural Equation Model (SEM) Test are compared with the fit testing 

criteria, resulting in the following model testing: 
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Table 1. Model Test Results 

No Testing Fit Acceptable match rate Results 

1 Absolute Fit Indices 

DF 

X2/DF 

 

Accepted If Positive  

The lowest limit is 1.0, the highest limit is 2.03 

 

202 (Accepted) 

1,373 (Accepted) 

2 Icremental Fit Indices 

- GFI 

- AGFI 

- TLI 

- CFI 

 

 

Values Range 0-1, close to 1 the better 

 

 

 

0,629 (Accepted) 

0,536 (Accepted) 

0,681 (Accepted) 

0,721 (Accepted) 

3 Icremental Fit Indices 

- RMR 

- RMSEA 

 

< 0,08 

 

0,492 (Marginal) 

0,068 (Accepted) 

4 Parsimony Fit Indices 

- PNFI 

- PCFI 

 

Value Range 0-1 

 

0,586 (Accepted) 

0,631 (Accepted) 

 

Table 2. Standardized Regression Weights  

Standardized Regression Weights Estimate 

Competitive Advantage Tourism <--- E Tourism .641 

Competitive Advantage Tourism <--- Built Environment .509 

Competitive Advantage Tourism <--- Operating Sectors -.072 

Competitive Advantage Tourism <--- Natural Resources Environment .139 

Competitive Advantage Tourism <--- Spirit of Hospitality Cultural Resources -.344 

Tourism Destination <--- Competitive Advantage Tourism .312 

Tourism Destination <--- E Tourism .773 

 

The regression equation from the explanation of the table above is: 

Competitive Advantage Tourism = 0,641 ET + 0,509 BE – 0,072 OS + 0,139 NRE - 0,344 HCR 

Tourism Destination                      = 0,321 CAT + 0,773 ET 

 

The value of  0,641 ET means that a positive sign means that the influence of E Tourism is positive, the 

better E Tourism, then there is a tendency to increase from Competitive Advantage Tourism in Kerinci Regency. The 

value of 0,509 BE means a positive sign means that the influence of the Built Environment is positive, the better the 

Built Environment, the more there is a tendency to increase Competitive Advantage Tourism in Kerinci Regency. 

The value of 0,072 OS means a negative sign means that the influence of the Operating Sectors is negative, a decline 

from Operating Sectors, then there is a tendency to decrease from Competitive Advantage Tourism in Kerinci 

Regency. A value of  0,139 NRE means that the positive sign means that the influence of the Natural Resources 

Environment is positive, the better Natural Resources Environment, there is the tendency to increase from 

Competitive Advantage of Tourism in Kerinci Regency. The value of 0,344 HCR means a negative sign means that 

the influence of the Spirit of Hospitality Cultural Resources is negative, a decline from Spirit of Hospitality Cultural 

Resources, then there is a tendency to decrease from Competitive Advantage Tourism in Kerinci Regency.  

A value of  0,321 CAT means that a positive sign means that the influence of Competitive Advantage 

Tourism is positive, the better Competitive Advantage Tourism, then there is a tendency to increase from Tourism 

Destination in Kerinci Regency. The value of  0,773 CAT means that a positive sign means that the influence of E 

Tourism is positive, the better E Tourism, then there is tendency to increase from Tourism Destination in Kerinci 

Regency. 

Table 3. Squared Multiple Correlations 

Squared Multiple Correlations   Estimate 

Competitive Advantage Tourism   .814 

Tourism Destination   1.004 
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For the Competitive Advantage Tourism equation of 0.814 which means the variability of Competitive 

Advantage Tourism can be explained by the variables Built Environment, Operating Sectors, Natural Resources 

Environment and Spirit of Hospitality Cultural and E Tourism of 81.4%. While the coefficient of determination of 

the Tourism Destination equation is 1.004 or the Tourism Destination variable which can be explained by the 

variability of Tourism Destination and E Tourism is 100% 

Hypothesis testing in the SEM model of this study uses critical ratio criteria with the condition or criterion 

set that the value must be greater than 1,96 or the level of significance must be below 0,05  (5%). The results of 

hypothesis testing in this study are: 

Table 4. Model Testing 

Regression Weights Estimate S.E. C.R. P Label 

Competitive Advantage Tourism <--- E Tourism 1.724 .394 4.380 *** par_17 

Competitive Advantage Tourism <--- Built Environment .430 .123 3.479 *** par_18 

Competitive Advantage Tourism <--- Operating Sectors -.093 .135 -.687 .492 par_19 

Competitive Advantage Tourism <--- Natural Resources Environment .075 .036 2.043 .041 par_20 

Competitive Advantage Tourism <--- Spirit of Hospitality Cultural Resources -.248 .096 -2.575 .010 par_21 

Tourism Destination <--- Competitive Advantage Tourism .251 .061 4.105 *** par_14 

Tourism Destination <--- E Tourism 1.671 .376 4.439 *** par_22 

 

The explanation of hypothesis testing in this study is: 

1. E Tourism has a positive and significant effect on Competitive Advantage Tourism  

Hypothesis 1 is accepted because the result of the critical ratio value is 4,380, this is interpreted as a 

critical ratio result greater than 1,96 and a probability result below or less than 0.05, which is 0.000. So it 

can be concluded that E Tourism has a positive and significant effect on the Competitive Advantage 

Tourism received. 

2. Built Environment has a positive and significant effect on Competitive Advantage Tourism  

Hypothesis 2 is accepted because the result of the critical ratio value is 3,479, this is interpreted as a 

critical ratio result greater than 1,96 and a probability result below or less than 0.05, which is 0.000. So it 

can be concluded that Built Environment has a positive and significant effect on the Competitive 

Advantage Tourism received. 

3. Operating Sector has an insignificant effect on the Competitive Advantage Tourism  

Hypothesis 3 is rejected because the result of the critical ratio value is -0,687 this is interpreted as a critical 

ratio result smaller than 1,96 and a probability result above or large from 0,05  which is 0,492. So it can be 

concluded that Operating Sectors have a significant effect on Competitive Advantage Tourism rejected. 

4. Natural Resources Environment has a positive and significant effect on Competitive Advantage Tourism  

Hypothesis 4 is accepted because the result of the critical ratio value is 2,043, this is interpreted as a 

critical ratio result greater than 1,96 and a probability result below or less than 0.05, which is 0.041. So it 

can be concluded that Natural Resources Environment has a positive and significant effect on Competitive 

Advantage Tourism received. 

5. Spirit of Hospitality Cultural Resources has an insignificant effect on Competitive Advantage Tourism  

Hypothesis 5 is rejected because the result of the critical ratio value is -2,575 this is interpreted as a critical 

ratio result smaller than 1,96 and a probability result below or less than 0,05  which is 0,010. So it can be 

concluded that Spirit of Hospitality Cultural Resources has a significant effect on Competitive Advantage 

Tourism rejected. 

6. Competitive Advantage Tourism has a positive and significant effect on Tourism Destination  

Hypothesis 6 is accepted because the result of the critical ratio value is 4,105, this is interpreted as a 

critical ratio result greater than 1,96 and a probability result below or less than 0.05, which is 0.000. So it 

can be concluded that Competitive Advantage Tourism has a positive and significant effect on Tourism 

Destinations received. 

7. E Tourism has a positive and significant effect on Tourism Destination  

Hypothesis 7 is accepted because the result of the critical ratio value is 4,439, this is interpreted as a 

critical ratio result greater than 1,96 and a probability result below or less than 0.05, which is 0.000. So it 

can be concluded that E Tourism has a positive and significant effect on Tourism Destinations received. 
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CONCLUSION  

Based on the results of the Structural Equation Model (SEM) obtained from this study, it can be concluded 

from hypothesis testing. E Tourism, Built Environment, and Natural Resources Environment have a positive and 

significant effect on Competitive Advantage Tourism while the Operating Sector and Spirit of Hospitality Cultural 

Resources have an insignificant effect on Competitive Advantage Tourism. Competitive Advantage Tourism and E 

Tourism have a positive and significant effect on Tourism Destinations. 

Competitive Advantage Tourism can be explained by the variables Built Environment, Operating Sectors, 

Natural Resources Environment, and Spirit of Hospitality Cultural and E Tourism of 81.4%. While the coefficient of 

determination of the Tourism Destination equation is 1.004 or the Tourism Destination variable which can be 

explained by the variability of Tourism Destination and E Tourism is 100% 
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