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Abstract 
Destination competitiveness has emerged as a vital topic in tourism studies, especially in emerging economies where 
government-led promotion and policy strategies have a key but often mixed impact. In spite of increased theoretical interest, 
empirical research on the influence of various promotion and policy dimensions on competitiveness in Southeast Asia 
remains sparse. We fill this gap by assessing the effects of promotion strategy and tourism policy frameworks on destination 
competitiveness in Da Nang city, Vietnam. A close-ended survey was distributed to 250 tourism businesses, hotels, tour 
operators, and travel agencies. Data were processed using Partial Least Squares Structural Equation Modeling (PLS-SEM) 
in SmartPLS 3.0 to examine both measurement reliability and the hypothesized structural relationships. The findings 
reveal that mass media and digital promotion, partnership and product development, and sustainability and governance 
policies increase competitiveness, while event- and trade-based promotion has a negative effect on competitiveness. 
Economic and enterprise policies and product, human resource, and heritage policies are insignificant in influencing 
competitiveness. The model exhibits strong reliability and validity with acceptable fit indices (SRMR = 0.066). These 
results extend the resource-based view by highlighting the need for strategic alignment and suggest that policymakers should 
prioritize digital transformation, collaborative partnerships, and sustainable governance while revisiting event-based 
promotion and policy implementation mechanisms. 
Keywords: Destination competitiveness; Resource-based view; PLS-SEM; Tourism policy; Digital promotion; Sustainable 
governance; Vietnam. 
 
1. INTRODUCTION 
Tourism has become a key global industry, playing a substantial role in economic growth, employment 
generation, and intercultural understanding (Jie, 2025; Zhao et al., 2023). Over the past decades, many 
destinations have increasingly realized the significance of developing a competitive tourism industry, not only 
to welcome tourists but also to sustain it in the long run (Crouch & Ritchie, 1999; Dwyer & and Kim, 2003; 
Kumar & Dhir, 2020). A destination's competitiveness is determined by the integration of successful tourism 
promotion schemes and consistent policy structures that guide development, manage resources, and respond 
to changing market dynamics (Purwono et al., 2024; UNWTO, 2018). These factors play a vital role in 
designing destinations' images, improving their attractiveness, and providing a conducive environment for 
tourism businesses to thrive. 
Vietnam, due to its natural beauty, cultural heritage, and geographical location, has witnessed unprecedented 
growth in the tourism sector (Thao, 2025). Da Nang city, in this national scenario, has developed into a 
bustling and now much sought-after destination. Famous for its UNESCO World Heritage Sites of Hoi An 
Ancient Town and My Son Sanctuary, unspoiled beaches, and mountainous regions, Da Nang receives a 
continuously increasing number of domestic and foreign tourists. But this growth has also increased 
competition with other regional and international destinations and thus necessitates strong promotional 
strategies and effective policy mechanisms to retain and consolidate its position in the market (H. K. T. 
Nguyen et al., 2023). 
Despite the acknowledged importance of promotion and policy, empirical studies that have evaluated their 
effectiveness from the perspective of local tourism businesses, and especially in emerging destinations like Da 
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Nang, are scarce. Previous studies have often focused on outlining promotional actions or analyzing policy 
content (Reed et al., 2021; Siar, 2023), as opposed to quantitatively measuring their perceived effectiveness 
and practical implications. This gap limits evidence-informed decision-making and the effective distribution 
of resources by local governments and tourism organizations. Without knowledge of how tourism businesses 
view the effectiveness of current strategies and policies, efforts to drive competitiveness are liable to be 
misaligned, potentially leading to ineffective investments and missed opportunities for sustainable 
development (Khater et al., 2024); (Baum, 2018). 
To fill this gap, this research examines the effectiveness of tourism promotion strategies and policy 
frameworks in Da Nang from the viewpoint of tourism enterprises. In particular, it aims to determine the 
strategies being used, assess how businesses view their contribution to competitiveness, and examine the 
challenges and opportunities in their implementation. In the process, the research puts forward empirical 
evidence that not only enhances theoretical models of destination competitiveness but also makes practical 
suggestions for policymakers and tourism authorities in the city. By bringing in industry insights, the research 
hopes to contribute to the development of more responsive, sustainable, and effective strategies for improving 
Da Nang's competitiveness amidst a more demanding global tourism environment. 
 
2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
This section provides a comprehensive review of key theoretical concepts and empirical studies relevant to 
destination competitiveness, tourism promotion strategies, and tourism policy frameworks. Based on this 
review, specific hypotheses are developed to guide the empirical investigation. 
2.1. Destination competitiveness 
Destination competitiveness has become a key thread in tourism studies and policy that indicates the capacity 
of a destination to attract and retain tourists while providing value to stakeholders and guaranteeing long-
term sustainability (Andrades & Dimanche, 2017; Cracolici & Nijkamp, 2009; Goffi, 2013; Purwono et al., 
2024). In the wake of rising global competition, technological upheaval, and post-pandemic recovery, 
competitiveness is no longer solely a matter of attracting tourists—it is about developing responsive, inclusive, 
and sustainable tourism systems (Chakraborty, 2024; Raj, 2024; Wind, 2020). 
Classic theories such as Ritchie and Crouch (2003) and Dwyer and Kim (2003) have shaped the academic 
literature. Ritchie and Crouch provide a multi-faceted model consisting of core resources and attractors, 
supporting factors, destination management, qualifying and amplifying conditions, and situational context. 
Dwyer and Kim, by using Porter's diamond model, highlight the inter-connection between demand 
conditions, related industries, government, and destination-specific factors. These models have provided a 
solid ground to study how destinations develop competitive opportunities. 
However, more recent studies in academic literature have tried to advance such models in response to new 
trends. (Lasisi et al., 2023), for example, developed the OECD Tourism Competitiveness Framework, which 
emphasizes more the significance of innovation, sustainability, digital infrastructure, and crisis management 
capacity. At the same time, (Estiri et al., 2022) call for destination resilience to be considered as a central 
component of competitiveness, especially in the context of the COVID-19 crisis. Likewise, (Vecchio et al., 
2018) highlight the need for "smart tourism ecosystems" where destinations utilize big data, real-time data, 
and digital platforms to co-create value with tourists and stakeholders. 
There exists a vast amount of literature that has validated a set of constructs that define destination 
competitiveness, including tourism infrastructure, accessibility, quality of service, human capital, safety, 
innovation, and governance quality (González-Rodríguez et al., 2023; Manrai et al., 2018; Mira et al., 2016; 
Reisinger et al., 2019). Destination image created by induced and organic communication has also been 
reaffirmed as among the drivers of competitiveness through impacting tourist perception and behavioral 
intention (Chiu et al., 2016; Lee, 2009; Nguyen Viet et al., 2020). Furthermore, tourism competitiveness is 
also viewed from a stakeholder perspective. According to Freeman's (1984) stakeholder theory, researchers 
have argued that inclusive government, where firms, people, and policymakers collaborate, lies at the heart 
of creating a competitive advantage (Veríssimo et al., 2024). 
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Empirical facts have pointed to context-specific conditions. Competitiveness within emerging economies is 
often constrained or supported by issues such as asymmetrical infrastructure building, erratic policy 
implementation, and digital uptake limitations (Balta-Ozkan et al., 2015; Vasani & Abdulkareem, 2024). 
With more literature available, there are still some gaps. First, while existing models offer full theoretical 
insight, scant research studies examine how local tourism companies perceive and react to competitiveness 
drivers. Second, promotion and policy strategies are less empirically combined as twin competitiveness 
drivers—particularly from the business sector's perspective. Third, firm-level variables' moderation role (e.g., 
business size and type) remains less explored in competitiveness (Aktaş Çimen et al., 2024; Sharma et al., 
2024). These limitations call for a research requirement that operationalizes the key constructs in a 
quantifiable manner and locates them within the context of a tourism destination. 
In the case of Da Nang city, a region contrasting cultural heritage (My Son, Hoi An) with urban coastal 
tourism, destination competitiveness is dependent on the coordination of strategic promotion, enabling 
policy, and stakeholder involvement. As such, an investigation into how tourism businesses perceive the 
efficacy of these dimensions provides solid information on the operational facts of competitiveness and 
informs evidence-based planning approaches to sustainable destination development. 
2.2. Tourism promotion strategies 
Promotion of tourism has been viewed as a central instrument in building destination image, stimulating 
demand, and raising visitor engagement. Under an environment where destinations compete in a globalized, 
digitalized market space that has been increasingly congested, the effectiveness of tourism promotion activities 
has become a prime mover of destination competitiveness and performance (Pike, 2017; Pike & Page, 2014). 
Promotion not only stimulates awareness and curiosity but also propels the process of decision-making by 
tourists, loyalty, and perceived value. 
Concepts of classic marketing, e.g., the AIDA model (Attention–Interest–Desire–Action), remain the 
foundation in explaining consumers' cognitive and affective processes through which they are influenced by 
promotional messages. Destination Image Theory (Echtner & Ritchie, 1991) in tourist literature contends 
that promotional behavior significantly affects both cognitive (attributes, infrastructure) and affective 
(feelings, experiences) destination perceptions, which in turn have a bearing on travel intentions and 
satisfaction. 
Over the last ten years, methods of promoting tourism have radically evolved, with a robust transition from 
traditional media (e.g., broadcast, print, trade shows) to digital and experiential channels. Scholars have 
consistently focused on content marketing, user-generated content, social media influencers, and immersive 
technologies (e.g., AR/VR, virtual tours) in engaging potential travelers and building destination brands 
(Baker et al., 2023; Bilan et al., 2024; Bretos et al., 2023; H. K. T. Nguyen et al., 2023). 
In particular, social media such as Instagram, TikTok, and YouTube have shifted the balance of destination 
marketing. Studies reveal that destinations that leverage short-form videos and engaging storytelling tend to 
achieve high reach, engagement, and conversion rates (Armutcu et al., 2023; Liu et al., 2024; Munar & 
Jacobsen, 2014; Xu et al., 2021). Furthermore, content co-creation—i.e., how tourists co-create a destination's 
narrative—has been established as an inexpensive and reliable vehicle to construct image and trust (Oliveira 
& Panyik, 2015). 
Despite the technological innovation, promotion effectiveness still hinges upon destination identity, 
segmentation, and message consistency. The successful promotional approaches, according to (Morgan et al., 
2012), are those that help to unambiguously differentiate the destination, resolve its own individual USPs, 
and engage the target audience's values. Also, integrated marketing communication (IMC) campaigns—
benthal online and offline efforts—have been found to maximize synergies while maintaining brand 
consistency across channels (Madhavaram et al., 2005). 
However, research also shows variations in promotional potential among destinations. Emerging 
destinations, including Southeast Asian destinations, are likely to be plagued by problems like limited 
budgets, fragmented branding, low digital literacy, and underdeveloped DMO organizations (Ha & Chuah, 
2023). Coordination between local and national promotion in Vietnam sometimes fails to be consistent, 
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resulting in gaps or overlaps between communications. For destinations like Da Nang city, which has products 
spanning from cultural heritage to urban beach products, combined promotion is particularly vital for brand 
establishment and positioning in the market. 
Moreover, stakeholder involvement also impacts the effectiveness of promotion. Tourism businesses—
especially SMEs—are typically both recipients and generators of destination promotion but not always 
involved in strategy development. This can lead to brand communication messaging and on-the-ground actual 
service experiences being decoupled (T. Q. T. Nguyen et al., 2021). Hence, it is of vital importance to 
understand how tourism businesses perceive the effectiveness of promotional activity so that promotion is 
not only externally appealing but also internally sustainable. 
Although empirical research has confirmed the positive effect of promotion on tourist arrival, image 
development, and revenue (Lu & Cui, 2022; Therkelsen, 2003), comparatively less research has focused on 
its perceived effectiveness by local actors. It is particularly significant in decentralized tourism systems where 
implementation largely relies on local firms'  and adoption of promotional approaches. 
Overall, tourism marketing strategies have become multi-faceted and increasingly digitalized activities that 
critically contribute to a destination's image and competitiveness. However, success depends not just on 
design and delivery but also on consistency with destination traits and active participation of stakeholders. 
With the dynamism and complexity of the promotional environment, this study aims to assess the perceived 
effectiveness of tourism promotion strategies among Da Nang city businesses to inform more responsive and 
effective promotional frameworks. 
2.3. Tourism policy frameworks 
Tourism policy structures are the institutional setting of tourism development, providing the regulatory, 
strategic, and operational rules within which the stakeholders operate in the tourism industry. These 
structures encompass rules, regulations, guidelines, and objectives that define the way the tourism is planned, 
managed, and sustained within a particular jurisdiction (Edgell & Swanson, 2013; Jenkins et al., 2011; Siar, 
2023). In both developing and advanced economies, tourism policy has a twofold purpose: supporting the 
development of the industry and safeguarding the environmental, social, and cultural foundations on which 
the industry is based (Hall, 2005). 
Theoretical foundations for tourism policy research are based on the Institutional Theory (Amenta & 
Ramsey, 2010), emphasizing formal rules, informal norms, and enforcement regimes as critical in directing 
organizational behavior and market performance. In tourism, institutions of good quality reduce uncertainty, 
raise investor confidence, and bring about a congruence of public goals and private interests. Institutional 
quality has recently been asserted to be important to foster competitiveness, especially in risky or changing 
contexts (Buitrago R. & Barbosa Camargo, 2021). 
An effective tourism policy framework typically addresses six key areas: (1) investment and infrastructure 
development; (2) human capital development and certification; (3) environmental conservation and heritage 
protection; (4) innovation and product diversification; (5) compliance with regulations and service quality; 
and (6) marketing, branding, and promotion  (Stevenson et al., 2008; D. Wang & Ap, 2013). Harmonization 
with upper-level national and local master development plans is critical to prevent fragmentation and realize 
maximum effect from the policy. 
But policy effectiveness depends less on design than on implementation and the extent to which the policy 
is responsive to conditions on the ground. For (Bramwell & Lane, 2011), top-down approaches regularly fail 
due to a lack of consultation with stakeholders, rigid regulation processes, or inadequate harmonization with 
market forces. On the other hand, inclusive and participatory policy-making processes have been associated 
with increased levels of compliance, local innovation, and stable destinations (De Smedt & Borch, 2022). 
Adaptive policy approaches—that is, policy with capabilities to adapt to change, uncertainty, and crisis—gained 
momentum in the last few years. The COVID-19 pandemic was a test for tourism governance resilience that 
exposed weaknesses in coordination, crisis preparedness, and communication in most destinations (Sigala, 
2020). Emerging literature argues that destinations with demonstrated policy agility, inter-sectoral 
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coordination, and digital governance capacity were best positioned for recovery as well as long-term 
competitiveness (Dubey et al., 2023). 
In Southeast Asia and Vietnam, policy designs for tourism evolve to respond to decentralization, sustainability 
issues, and expanded digital infrastructure influence. While national policy provides overall direction, 
provincial and municipal governments often apply the operationalization of tourism policies. 
Decentralization, enhancing flexibility by context, results in heterogeneity of policy coherence, conformity, 
and private-sector engagement. In Da Nang city, this branch is observed in the different approaches to 
licensing, infrastructure construction, heritage preservation, and taxation of tourism. 
In spite of growing awareness of tourism policy as a competitiveness driver, empirical research estimating the 
effectiveness of policy from the firm perspective is scarce. Policy content or macroeconomic performances are 
the focus of most assessments, with scant attention paid to how policies are read, lived, and responded to by 
frontline firms. This lack underscores the imperative to close the gap between institutional aims and firm-
level realities through more conversational, data-driven, and responsive policy modes. 
2.4. Relationship between Promotion strategies, Policy frameworks, and Destination competitiveness 
The interdependent, dynamic interaction between destination competitiveness, tourism promotion policy, 
and promotion strategies is now better understood. While they were previously examined independently as 
individual levers of tourism development, recent literature sheds light on the complementarity of policy-
promotion, which contributes to a destination's competitiveness and sustainable success (Therkelsen, 2003). 
Promotional measures are typically placed in the broader regulatory and strategic framework erected by 
tourism policy (Torres et al., 2025). Branding policies, digital transformation, and human capacity 
development can significantly augment the effectiveness of promotional measures (Shams et al., 2024). 
Investment by governments in online platforms, for instance, allows for the leverage of big data analytics as 
well as real-time marketing, while open regulatory frameworks establish uniformity in brand presentation and 
intellectual property rights for destination branding. 
Promotion, on the contrary, can be utilized as an extension of successful policy as a supporting message of 
sustainability, security, accessibility, or innovation. While the policies and advertising campaigns are aligned, 
the two can build a harmonious brand image that attracts the tourists and the investors alike. Policy programs 
for green tourism or historic preservation, for example, tend to complement advertising campaigns exuding 
authenticity, responsibility, and value to the local (Smith, 2015). 
Strategically, IDM is concerned with ensuring promotional, infrastructural, and regulatory components 
coordinate within a common picture of competitiveness (Ritchie & Crouch, 2003). IDM would propose that, 
without enabling policies—e.g., promotion of investment, standards of quality, or human resource 
improvement—promotion can generate expectations that cannot be fulfilled, which leads to reputational risk 
and visitor dissatisfaction (Go & Govers, 2000). 
Empirical evidence has validated this interaction. (Bornhorst et al., 2010) found that places with well-
coordinated promotion–policy regimes experienced greater visitor growth in arrivals, satisfaction scores, and 
stakeholder confidence. Similarly, (Mukherjee et al., 2021) found that conflicting or bureaucratic policy 
settings undermine the effectiveness of even the most highly endowed marketing initiatives. Such findings 
amplify the importance of policy–promotion cooperation not merely at the design level but at 
implementation and evaluation as well. 
However, most destinations—particularly in emerging economies—lack such synergy. These include 
fragmented government, weak coordination between the national and local governments, under-resourced 
destination management organizations (DMOs), and lack of feedback loops from tourism enterprises. As a 
result, promotional activities are behind infrastructural readiness or regulatory transparency, thereby 
undermining overall competitiveness. 
Another unexplored area of research is the mediating function of local tourist enterprises in policy and 
promotion impact. They are not only implementers but interpreters of policies and programs. Their 
perception of how effective promotion and policy are in practice offers useful feedback to the actual-world 



International Journal of Environmental Sciences   

ISSN: 2229-7359 

 Vol. 11 No. 7, 2025  

https://www.theaspd.com/ijes.php 

 

1495 

 

effectiveness of such interventions (Setegn & Japee, 2025). Their opinions, however, are not heard when 
planning for tourism. 
In total, the literature confirms that destination competitiveness is not solely the result of promotion or policy 
but is due to the extent of strategic congruity between them. Tourism governance of the future needs to make 
cross-sector collaboration, stakeholder engagement, and cyclical policy–promotion adaptation priorities in 
order to remain effective amidst rapidly evolving tourism landscapes. 
2.5. Hypothesis Development 
Based on the literature reviewed in sections 2.1 to 2.4, this study develops four hypotheses reflecting 
theoretically grounded and empirically testable relationships between tourism promotion styles, policy 
models, and destination competitiveness, with an eye toward possible moderating effects of firm 
characteristics. 
H1: Destination competitiveness is predicted to be influenced positively by Perceived effectiveness of Mass Media & Digital 
Promotion (P1). 
Mass media and electronic promotion are crucial for the image-making and global coverage of a destination 
(Veseli et al., 2025). Marketing communication, being one of the core drivers of destination attractiveness 
(Ritchie & Crouch, 2003), is a key component of the Destination Competitiveness Model. These are 
supported by recent studies as well: (Y. Wang, 2016) mentions that crisis communication and media branding 
improve competitive positioning; (Febrian et al., 2022) emphasizes social media campaign importance in 
developing brand equity; and (Hussain et al., 2024) conclude that destinations employing digital content 
achieve greater engagement and tourist arrivals. 
H2: Destination competitiveness is expected to increase with perceived effectiveness of Events & Trade Promotion (P2). 
The events and trade promotion activity of market access and B2B networks are encouraged by international 
tourism fairs, exhibitions, and presstrips/famtrips, which strengthen market access and B2B networks. 
According to the resource-based view (Seriki, 2023), such linkages of markets are strategic assets that provide 
firms and destinations with competitive advantage. Empirical supports are robust: (Menon & Edward, 2014) 
proved a direct relationship between trade fair visitation and other inbound visitors; (Mandagi & Centeno, 
2024) are convinced that events lie at the heart of branding the destination and developing partnerships; and 
(Parshakov et al., 2020) proves event-based promotion increases regional competitiveness and economic 
spillover. 
H3: The success perceived in Partnership & Product Development (P3) will positively influence destination 
competitiveness. 
Strategic partnerships and joint product development ensure value co-creation between destination managers, 
airlines, transport suppliers, and local businesses. This aligns with the collaborative advantage approach 
(Dwyer & and Kim, 2003), highlighting that competitiveness in destinations arises through cooperation 
among the stakeholders. Support for this is offered by (Zhang, 2025), illustrating how destination partnerships 
result in innovation and competitiveness; and (Perkins et al., 2022) confirm that stakeholder cooperation is 
a critical success factor for competitive destinations. 
H4: Perceived effectiveness of Economic & Enterprise Policies (K1) will be expected to have a positive influence on 
destination competitiveness. 
Economic and enterprise-developing policies, such as investment incentives, tax benefits, and fiscal support, 
provide tourism businesses access to resources to innovate and develop. Policy frameworks from resource-
based theory are facilitating conditions, which allow firms to translate resources into competitive advantage. 
There is evidence from existing literature for this: Hall (2005) maintains that pro-tourism investment policies 
are determinant factors in destination competitiveness; Crouch & Ritchie (1999) acknowledge economic 
policies as determinant factors in competitive performance; and (Enright & Newton, 2005) demonstrate that 
government support policies are determinant factors in destination competitiveness in Asia. 
H5: It is assumed that the perceived success of Product, Human Resource & Heritage Policies (K2) will positively influence 
destination competitiveness. 
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Product development policies, training policies for human resources, and heritage conservation policies 
increase not only the supply side of tourism but also the authenticity of tourist experience. Cultural heritage 
and human capital are sustainable long-run sources of differentiation based on models of sustainable 
competitiveness (Ritchie & Crouch, 2003). Support for these include: (UNWTO, 2007) suggests that 
destinations that are investing in developing their staff enjoy improved service quality; (Canale et al., 2019) 
highlight that heritage policy improves destination identity and attractiveness; and (Thao, 2025) empirically 
demonstrate that product and HR policy facilitate Vietnam's sustainable tourism competitiveness. 
H6: The perceived effectiveness of Sustainability & Governance Policies (K3) is expected to have a positive impact on 
destination competitiveness. 
Policy and sustainability for governance ensure environmental protection, visitor safety, and stakeholder 
participation, all of which are key to long-term competitiveness. The triple bottom line approach (Del-Aguila-
Arcentales et al., 2022) claims that economic, environmental, and social sustainability all serve to facilitate 
competitiveness. This is also empirically validated: Ritchie & Crouch (2003) identify sustainability as a 
foundation of competitive destinations; Dwyer & Kim (2003) confirm that governance and stakeholder 
participation increase destination resilience; and (Campos-Soria et al., 2021) shows that environmental 
sustainability directly impacts tourists' destination choices. 

 
Figure 1. The research model 
 
3. RESEARCH METHODOLOGY 
This study adopts a quantitative research approach in investigating the determinants of destination 
competitiveness in Da Nang city, Vietnam. A multidimensional analysis framework was adopted, integrating 
promotion strategies and tourism policy frameworks as the most important determinants of competitiveness. 
With the application of Structural Equation Modeling (SEM), the research aims at empirically validating the 
hypothesized relationships and determining the effect size between constructs, thereby enlightening a deeper 
understanding of the determinants of tourism competitiveness. 
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The research tool was crafted carefully based on theoretical concepts and past studies. There were six main 
constructs measured in the questionnaire: Mass Media & Digital Promotion (P1), Events & Trade Promotion 
(P2), Partnership & Product Development (P3), Economic & Enterprise Policies (K1), Product, Human 
Resource & Heritage Policies (K2), and Sustainability & Governance Policies (K3). Each construct was 
operationalized by multiple observed items measuring perceptions of effectiveness, with responses scaled on 
a 5-point Likert scale anchored by 1 = "Very Ineffective" and 5 = "Very Effective." For the purposes of clarity, 
cultural appropriateness, and reliability, the instrument was pilot-tested with a group of 20 tourism managers 
before more extensive distribution. 
Data were collected from 250 Da Nang city-based tourism businesses, including hotels, travel agencies, tour 
operators, and transport companies (Figure 2). Purposive sampling was employed to ensure variety in business 
size and type. Online and paper surveys were distributed between January and April 2025, with the assistance 
of local tourism organizations and trade fairs to maximize participation. The sample size exceeds the 
minimum recommendations proposed by the "10-times rule" (Hair & Alamer, 2022). 180 with the highest 
number of indicators. Furthermore, a G*Power analysis (Faul et al., 2007)) showed that sample size 250 is 
sufficient to detect medium effect sizes at a power of 0.80 and α = 0.05. 

 
Figure 2. The Sample Characteristics 
The survey consisted of 250 Da Nang tourism enterprises. According to gender, 55.3% were female 
respondents and 44.7% were male, reflecting the growing participation of women in the tourism industry. 
According to age, the majority of respondents were aged 36–45 (39.2%), followed by the less than 25 years 
group (26.4%) and the 26–35 years group (23.2%), reflecting a working population with high rates of young 
and middle-aged individuals. Levels of education were relatively high, with 65.6% having a university degree 
and 16.4% holding postgraduate qualifications, and just a small percentage reporting less than that. For 
revenue, the majority of enterprises fell within the 10–25 million VND/month bracket (45.6%), while 31.6% 
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earned less than 10 million, indicating that small- and medium-sized firms made up the majority of the 
sample. 
For data analysis, Partial Least Squares Structural Equation Modeling (PLS-SEM) via SmartPLS software was 
used in this study. PLS-SEM was selected due to its suitability for research involving complex structural 
models, moderate sample size, and both formative and reflective constructs (Hair & Alamer, 2022). The 
procedure for analysis followed a well-structured series. First, the measurement model was specified, including 
latent constructs, observed indicators, and proposed causal relations. Second, the model was estimated to 
obtain path coefficients, factor loadings, and error variances. Third, the model was validated by performing 
internal consistency reliability (Cronbach's Alpha, rho_A, Composite Reliability), convergent validity 
(Average Variance Extracted – AVE), and discriminant validity (Heterotrait-Monotrait ratio – HTMT). 
Multicollinearity was assessed using the Variance Inflation Factor (VIF). To limit potential common method 
bias, Harman's single-factor test (Podsakoff et al., 2003)) was used, whereby the first factor accounted for only 
34.7% of the overall variance—that is, much less than the 50% required to suggest serious common method 
bias. 

 
Figure 2. The research process 
 
The results of SEM analysis are described in terms of path coefficients, R² statistics, and p-values from 
significance testing that reflect the relative contribution of each factor towards enhancing destination 
competitiveness. The results are contrasted with prior research to highlight similarities, differences, and 
contributions to the prior body of knowledge. Finally, policy and managerial implications of the results are 
presented, including prominent actionable recommendations for policymakers and tourism stakeholders in 
Da Nang city who want to improve the competitiveness of the city as a tourist destination. 
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4. FINDING AND DISCUSSION 
- Outer Loading Analysis 
The quality of the measurement model was first examined through the outer loadings of observed variables 
on their respective latent constructs. Following the guidelines of Hair & Alamer (2022), loadings greater than 
0.70 indicate strong reliability, while loadings between 0.40 and 0.70 may be retained if the construct still 
meets thresholds for Composite Reliability (CR) and Average Variance Extracted (AVE). Items below 0.40 
are usually removed. 
 
Table 1. Outer Loadings of Indicators 
Indicator Original Sample 

(O) 
Sample Mean 
(M) 

STDEV T-
Statistics 

P-
Values 

DC1 – Tourist Arrivals 0.867 0.867 0.026 33.30 0.000 
DC2 – Tourism Revenue 0.876 0.875 0.024 36.08 0.000 
DC3 – Image & Brand 0.898 0.897 0.017 53.08 0.000 
DC4 – Product Diversity & 
Quality 

0.920 0.919 0.014 66.48 0.000 

DC5 – Service Quality 0.893 0.893 0.019 46.51 0.000 
DC6 – Stakeholder 
Cooperation 

0.866 0.867 0.022 38.91 0.000 

DC7 – Price Competitiveness 0.836 0.835 0.027 30.99 0.000 
DC8 – Sustainability 0.884 0.884 0.019 47.44 0.000 
P1 – Mass Media & Digital 0.891 0.890 0.018 49.50 0.000 
P2 – Events & Trade 0.890 0.889 0.017 52.42 0.000 
P3 – Partnership & Product 
Dev. 

0.880 0.879 0.020 43.65 0.000 

K1 – Economic & Enterprise 0.835 0.833 0.034 24.60 0.000 
K2 – Product, HR & Heritage 0.869 0.869 0.028 30.91 0.000 
K3 – Sustainability & 
Governance 

0.874 0.873 0.024 36.36 0.000 

(Source: Research analysis, n=250, 2025) 
The results confirm that all outer loadings exceed the recommended threshold of 0.70, ranging from 0.835 
(K1) to 0.920 (DC4). This demonstrates that the observed variables are strongly representative of their latent 
constructs. In particular, the construct of Destination Competitiveness (DC) is well captured by its eight 
indicators, with DC4 (Product Diversity & Quality, loading = 0.920) and DC3 (Image & Brand, loading = 
0.898) exhibiting the highest measurement strength. Similarly, the three promotion-related constructs (P1–
P3) show consistently high loadings above 0.88, indicating that mass media, event-based activities, and 
partnership-driven initiatives are reliably measured and consistently perceived by respondents. The policy-
related constructs (K1–K3) also demonstrate robust reliability, with loadings ranging from 0.835 to 0.874; 
among these, K3 (Sustainability & Governance) emerges as the strongest dimension, underscoring the central 
role of sustainable and participatory governance in policy effectiveness. Taken together, these findings provide 
strong evidence of indicator reliability and confirm that the measurement model adequately represents the 
theoretical constructs under investigation. 
- Analysis of Construct Reliability and Validity 
The reliability and validity of the constructs were assessed using Cronbach’s Alpha, rho_A, Composite 
Reliability (CR), and Average Variance Extracted (AVE). According to Hair et al. (2022), Cronbach’s Alpha 
values above 0.7 indicate acceptable reliability, while CR values between 0.7 and 0.9 are optimal. An AVE 
above 0.5 confirms convergent validity, showing that the latent variable explains more than 50% of the 
variance in its indicators. 
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Table 2. Construct Reliability and Validity 
Construct Cronbach’s Alpha rho_A Composite Reliability AVE 
Destination Competitiveness (DC) 0.938 0.947 0.950 0.762 
Economic & Enterprise Policies (K1) 0.872 0.876 0.921 0.796 
Events & Trade Promotion (P2) 0.790 0.812 0.877 0.703 
Mass Media & Digital Promotion (P1) 0.854 0.869 0.911 0.774 
Partnership & Product Development (P3) 0.863 0.880 0.916 0.783 
Product, HR & Heritage Policies (K2) 0.867 0.878 0.918 0.789 
Sustainability & Governance Policies (K3) 0.766 0.772 0.895 0.810 

(Source: Research analysis, n=250, 2025) 
All constructs demonstrate strong internal consistency, with Cronbach’s Alpha values ranging from 0.766 
(K3) to 0.938 (DC), thereby surpassing the recommended threshold of 0.7. In particular, Destination 
Competitiveness (0.938) exhibits excellent reliability, confirming that its eight observed indicators 
consistently capture the latent construct. The rho_A coefficients (0.772–0.947) further reinforce this 
reliability, closely aligned with Cronbach’s Alpha. Composite Reliability values also exceed 0.7 across all 
constructs, with DC (0.950), P3 (0.916), and K2 (0.918) achieving the highest levels, reflecting robust 
measurement quality. Convergent validity is equally strong, as all AVE values are greater than 0.70, indicating 
that each construct explains more than 70% of the variance in its observed indicators. Taken together, these 
results confirm that the measurement model demonstrates very high reliability and validity, providing a solid 
foundation for subsequent structural model testing. 
Discriminant Validity 
Discriminant validity was assessed using the Fornell–Larcker Criterion, which requires that the square root 
of the AVE for each construct be greater than its correlations with other constructs. This ensures that each 
construct captures phenomena not represented by other constructs in the model (Fornell & Larcker, 1981). 
 
Table 3. Discriminant Validity (Fornell–Larcker Criterion) 

Construct DC K1 P2 P1 P3 K2 K3 
Destination Competitiveness (DC) 0.873 

      

Economic & Enterprise Policies (K1) 0.452 0.892 
     

Events & Trade Promotion (P2) 0.350 0.563 0.839 
    

Mass Media & Digital Promotion (P1) 0.432 0.576 0.812 0.880 
   

Partnership & Product Development (P3) 0.389 0.590 0.911 0.800 0.885 
  

Product, HR & Heritage Policies (K2) 0.423 0.856 0.539 0.619 0.579 0.888 
 

Sustainability & Governance Policies (K3) 0.410 0.715 0.498 0.672 0.632 0.650 0.900 
(Source: Research analysis, n=250, 2025) 
The diagonal values represent the square roots of AVE for each construct and are consistently higher than 
the corresponding off-diagonal correlation coefficients, thereby confirming discriminant validity. For 
example, Destination Competitiveness (√AVE = 0.873) shows lower correlations with other constructs, 
underscoring its distinctiveness. Similarly, Events & Trade Promotion (√AVE = 0.839) and Mass Media & 
Digital Promotion (√AVE = 0.880), although moderately correlated (r = 0.812), still maintain validity because 
their AVE square roots remain larger than the shared variance. Sustainability & Governance Policies (√AVE 
= 0.900) also exhibit strong discriminant validity, standing apart from policy-related constructs such as K1 
(0.715) and K2 (0.650). Taken together, these results confirm that all constructs are empirically distinct, 
supporting the multidimensional conceptualization of promotion and policy strategies in shaping destination 
competitiveness. 
Structural Model Analysis 
The structural relationships among constructs were assessed using PLS-SEM bootstrapping with 5,000 
resamples. This procedure provides robust estimates of the standard errors of path coefficients, from which 
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t-statistics and p-values were derived (Hair et al., 2022). A threshold of p < 0.05 was applied to determine 
statistical significance. Table 4 summarizes the results of hypothesis testing. 
 
Table 4. Path Coefficients (Bootstrapping Results) 

 
Hypothesis 

Path Original 
Sample 
(O) 

Sample 
Mean 
(M) 

STDEV T-
Statistics 

P-
Values 

Decision 

H1 K1 → DC 
(Economic & 
Enterprise Policies) 

0.150 0.153 0.128 1.170 0.243 Rejected 

H2 P2 → DC (Events & 
Trade Promotion) 

-0.268 -0.263 0.124 2.152 0.032 Accepted  

H3 P1 → DC (Mass 
Media & Digital 
Promotion) 

0.273 0.272 0.106 2.587 0.010 Accepted 

H4 P3 → DC 
(Partnership & 
Product 
Development) 

0.241 0.239 0.122 1.977 0.049 Accepted 

H5 K2 → DC (Product, 
HR & Heritage 
Policies) 

-0.177 -0.173 0.136 1.301 0.194 Rejected 

H6 K3 → DC 
(Sustainability & 
Governance Policies) 

0.368 0.367 0.102 3.625 0.000 Accepted 

(Source: Research analysis, n=250, 2025) 
The results reveal a differentiated set of influences of promotion and policy factors on destination 
competitiveness. The effect of Economic & Enterprise Policies (H1, β = 0.150, p = 0.243) is not significant, 
suggesting that although supportive measures such as tax relief or investment incentives exist, they are not yet 
perceived by businesses as impactful in enhancing competitiveness. In contrast, Events & Trade Promotion 
(H2) exerts a significant but negative influence (β = -0.268, p = 0.032), which may reflect inefficiencies in the 
organization of fairs, exhibitions, or famtrips where costs outweigh benefits or targeting is misaligned with 
enterprise needs. On the positive side, Mass Media & Digital Promotion (H3, β = 0.273, p = 0.010) 
significantly strengthens competitiveness, confirming the importance of digital marketing, social media, and 
online branding in shaping destination image (Dorta-Preen & Santana-Talavera, 2025). Similarly, Partnership 
& Product Development (H4, β = 0.241, p = 0.049) shows a significant positive relationship, indicating that 
collaboration with airlines, transport providers, and joint product design enhances attractiveness and 
positioning. By contrast, Product, Human Resources & Heritage Policies (H5, β = -0.177, p = 0.194) are not 
significant, implying that these policies are either insufficiently implemented or not aligned with business 
expectations. Finally, Sustainability & Governance Policies (H6) exert the strongest positive effect (β = 0.368, 
p < 0.001), underscoring the central role of sustainable practices, environmental protection, safety standards, 
and participatory governance in strengthening destination competitiveness. 
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Figure 2. The adjusted research model 

 
(Source: Research analysis, n=250, 2025) 
 
Model Fit and Explanatory Power 
In addition to path analysis, the Standardized Root Mean Square Residual (SRMR) was examined to assess 
model fit. The result, SRMR = 0.066, is below the recommended threshold of 0.08, indicating that the model 
achieves a satisfactory fit to the data (see Model Fit – SRMR table). 
The model’s explanatory power is confirmed by the R² value for Destination Competitiveness (DC), which 
exceeds the 0.50 threshold recommended by Hair et al. (2022). This means that the six promotion and policy 
factors collectively explain more than half of the variance in DC, validating the model’s predictive adequacy. 
 
DISCUSSION AND CONCLUSION 
This present study investigated the influence of promotion strategies and tourism policy frameworks on 
destination competitiveness (DC) of Da Nang city, Vietnam, employing a PLS-SEM approach. The findings 
show a pattern of differentiated relationship: while Mass Media & Digital Promotion (P1), Partnership & 
Product Development (P3), and Sustainability & Governance Policies (K3) significantly positively influence 
DC, Events & Trade Promotion (P2) has a counterintuitive reverse relationship, and Economic & Enterprise 
Policies (K1) and Product, Human Resources & Heritage Policies (K2) do not show significant effects. 
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The robust positive influence of electronic promotion (P1) concurs with a growing body of work finding the 
revolutionizing power of online identity and social media interaction in destination marketing (Dorta-Preen 
& Santana-Talavera, 2025; Hussain et al., 2024; Y. Wang, 2016). Such studies argue that in an era of global 
competition, electronic platforms provide low-cost, broad-based instruments with which to shape destination 
image and attract tourists. Similarly, the common good of partnerships and product co-development (P3) 
aligns with (Fyall & Garrod, 2005) and (Pechlaner & Innerhofer, 2016) , who suggest that collaborative 
destination management fosters innovation and positive visitor experience. 
Most importantly, the significant and high influence of sustainability and governance policies (K3) underlines 
the conceptual models of Ritchie & Crouch (2003) and Dwyer & Kim (2003), which pin sustainability, safety, 
and participative governance as central drivers of long-term competitiveness. Recent empirical studies 
(Cavalheiro et al., 2025); (Aniramu et al., 2025) further substantiate that destinations focusing on 
environmental conservation, safety management, and inclusive stakeholder participation achieve 
competitiveness in tourist attraction and retention. 
By contrast, however, it is surprising that Events & Trade Promotion (P2) is found to be inimically related to 
competitiveness. Research in the past has broadly identified the role of fairs, exhibitions, and famtrips as 
exposing the market (Sarmento & Simões, 2018). This research, however, suggests that in Da Nang city, these 
activities are misplaced in relation to business expectations or poorly targeted, leading to inefficiency or even 
opportunity cost. One such reason lies in the resource misallocation view, that in the absence of alignment, 
resource-intensive strategies will erode competitiveness instead of creating it. 
The economically insignificant effects of Economic & Enterprise Policies (K1) and Product/HR/Heritage 
Policies (K2) also run counter to some previous studies  (Enright & Newton, 2005; Garrod & Fyall, 2000; 
Hall, 2005). This finding could be a reflection of policy intention vs. implementation effectiveness gap. Even 
though there are supportive policies on paper, firms may not see them as directly impactful, perhaps due to 
bureaucratic obstacles, incentive accessibility restrictions, or the delay effects of policy implementation. These 
findings are in accordance with institutional arguments contending that policy designs do not simply need to 
be formally established but must also possess effective delivery mechanisms to be translated into 
competitiveness gains  (Howlett, 2014) 
Theoretical implications 
Theoretically, these results lend support to the resource-based view (RBV) and the destination 
competitiveness model. The evidence for P1, P3, and K3 suggests that both macro-level enabling factors (e.g., 
sustainable governance) and firm-level resources (e.g., collaborative partnerships, digital marketing) serve as 
complementary drivers of competitiveness. Conversely, the ineffectiveness of K1 and K2 illustrates that all 
policy-based resources are not of equal value, highlighting resource fit and organizational consistency (Barney, 
1991). The counter effect of P2 also extends RBV by illustrating how strategically misallocated resources 
reduce competitiveness, which is often an area of neglect in tourism competitiveness research. 
Practical implications 
Managerially, the results highlight several imperatives for policymakers and destination managers in Da Nang 
city. First, investment in digital marketing capabilities and infrastructure needs to be boosted to leverage the 
proven impact of P1. Second, multi-stakeholder partnerships (P3) have to be fostered involving airlines, tour 
operators, hotels, and government agencies to work together to craft seamless products and experiences. 
Third, leadership by sustainability governance (K3) necessitates a continued focus on environmental 
protection, visitor safety, and participatory planning. Conversely, the negative impact of event-driven 
promotion (P2) calls for critical evaluation and re-organization of trade fairs and exhibitions as cost-efficient, 
strategically directed, and responsive to business needs. Finally, the non-significance between K1 and K2 
implies that existing policies must be reassessed to ensure accessibility, operational efficiency, and salient 
benefits to tourism enterprises. 
Limitations and future research 
The research is not faultless. First, it only considers firms located in major Da Nang city, which may limit 
generalizability to Vietnamese destinations or foreign environments. Second, cross-sectional data place a 
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bound on causal inference; longitudinal studies may enable stronger conclusions about temporal effects of 
policy and promotion strategies. Third, while SEM can reveal structural relationships, follow-up qualitative 
research (e.g., interviews with policymakers and entrepreneurs) might shed light on explanations for the 
ineffectiveness of specific policies. Follow-up studies might also explore the moderating roles of enterprise 
type and firm size, as suggested by organizational fit theory, in order to ascertain heterogeneity in strategy 
performance between different enterprise types. 
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