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ABSTRACT 

The significance of tourism to many national economies has seen sector players 

pursue strategies that favourably influence destination choices by tourists. In Kenya, 

the National Tourism Blue Print 2030 proposes knowledge management as a 

transformative strategy for the sector that has to cope with unrelenting competitive 

pressure from emerging markets. Cognisant of the benefits of knowledge management 

(KM) other economic sectors unlike tourism have been quick to embrace KM as a 

tool for competitiveness. In addition, existing empirical studies investigating the 

effect of knowledge management practices on competitiveness within the tourism 

sector in Kenya remain few. Thus, this study used primary tourism stakeholders in 

Baringo County to establish the effect of knowledge management practices on a 

destinationôs competitiveness. Specifically, the study established the effect of 

knowledge creation, sharing and application by primary tourism stakeholders on a 

destinationôs competitiveness. The study was informed by the Knowledge-Based 

View theory of the firm, the Integrated Knowledge Management Model and the 

Generic Model of Competitive Strategy and used a mixture of descriptive and 

explanatory correlation research designs. A stratified simple random sampling 

technique was used to select a sample size of 259, comprising of the top, middle and 

first-level managers from a target population of 732. Primary data was collected using 

questionnaires. Structural Equation Modelling (SEM) was used to test hypotheses and 

estimate the measurement model for each of the four latent constructs (knowledge 

creation, sharing, application, and destination competitiveness) and the overall 

hypothesised model. SEM assumptions of normality, linearity, homoscedasticity and 

multicollinearity were tested and met. The study hypotheses derived from the specific 

objectives were tested by assigning regression weights to each respective path in the 

modified model. The results revealed a significant effect of knowledge sharing on 

destination competitiveness (ɓ= 0.325; t=3.419; p<0.05) and knowledge application 

on destination competitiveness (ɓ= 0.282; t=2.753; p<0.05). However, there was no 

significant effect of knowledge creation on destination competitiveness (ɓ= 0.153; 

t=1.438; p>0.05). Further, the findings revealed a significant covariance between; 

knowledge creation and sharing (ɓ = 0.361; t=5.24; p<0.05); knowledge creation and 

knowledge application (ɓ= 0.383; t=5.22; p<0.05) and knowledge sharing and 

knowledge application (ɓ= 0.182; t=2.43; p<0.05). The study, therefore, concluded 

that sharing and applying knowledge in product and service delivery was critical for 

destination competitiveness. Consequently, the study recommends that for enhanced 

competitiveness, stakeholders in a destination should embrace knowledge sharing and 

knowledge application. A knowledge management model for tourism Destination 

Competitiveness was developed, which can be verified and tested in future studies. 
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DEFINITION OF OPERATIONAL TERMS  

Destination  is both the physical entity (a geographical location with 

spatial and physical properties) and the intangible socio-

cultural entity (made up of history, its people, its traditions 

and way of life) (Seaton & Benett, 1997, p. 351). 

Destination competitiveness entails a destination and firms operating within the 

destination searching for a favourable competitive position 

in the tourism industry such that its market share, 

measured by visitor numbers and financial returns are 

increasing (Hassan, 2000). 

Knowledge  is a mixture of experiences, values and information within 

a context (contextual information) and expertsô opinions 

(expert insight) (Davenport & Prusak, 1998). 

Knowledge application  refers to the organisationôs ability to respond to and use 

various types of knowledge. In this study it referred to the 

use and/ or implementation of already captured 

knowledge. 

Knowledge creation  refers to capturing or elicitation of tacit knowledge and 

organisation or coding of explicit knowledge (Dalkir, 

2005). In this study knowledge creation referred to 

identifying and capturing knowledge 
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Knowledge management is a systematic approach to the creation or location of 

knowledge, management of the flow of knowledge within 

the organisation and ensuring that the knowledge is used 

effectively and efficiently for long-term benefit, with a 

view of obtaining competitiveness 

Knowledge management practices include knowledge creation, knowledge sharing 

and knowledge implementation/use/ application (Dalkir, 

2005). In this study knowledge management practices 

comprised of knowledge creation, knowledge sharing and 

knowledge application 

Knowledge sharing  refers to the dissemination of knowledge around the 

organisation. In this study, it refers to the transfer of 

information and knowledge from one source to another. 

Primary tourism stakeholder  refers to those persons, groups or organisations i.e. 

national government, county government, tourism 

establishments, local people and employees without whose 

continuing participation the tourism destination cannot 

continue to supply tourism products (Saftic, Tezak & Luk, 

2011)  

  



xvi 
 

 
 

ABBREVIATIONS  

AGFI   Adjusted goodness of fit indices 

ANOVA Analysis of Variance 

AVE  Average Variance Extracted 

BAT  British American Tobacco 

CA  Competitive advantage 

CEC  County Executive Committee 

CFA  Confirmatory factor analysis  

CFI  Comparative fit index  

CIDP  County Integrated Development Plan  

COVID 19 Corona Virus Disease 2019 

CR  Composite reliability  

df  degrees of freedom 

DTO  Destination Tourism Organisation 

GFI   Goodness of fit indices 

HRM   Human Resource Management  

ICT  Information Communication Technology  

IFI   Incremental fit index 

ISO  International Organisation for Standardisation 

IT  Information Technology 

KBV  Knowledge-Based View  

KFS  Kenya Forest Service 

KM  Knowledge Management 

KMC  Knowledge Management Capabilities 

KMO  Kaiser Mayor Oklin test 

KMP  Knowledge Management Practices  



xvii 
 

 
 

KMS  Knowledge Management Strategies  

Ksh   Kenya shillings  

KTB  Kenya Tourism Board 

KWS  Kenya Wildlife Service  

NACOSTI National Commission for Science Technology and Innovation  

NFI   Normed fit index 

NGOs  Non-Governmental Organisations 

NOREB North Rift Economic Bloc 

NPD  New Product Development 

NTO  National Tourism Organisation 

RBV  Resource-Based View  

RMSEA Root Mean Square Error of Approximation  

SCA  Sustainable Competitive Advantage 

SD  Standard Deviation 

SECI   Socialization- Externalization- Combination- Internalization 

SEM  Structural Equation Modelling 

SPSS   Statistical Package for Social Sciences 

STHEM  School of Tourism, Hospitality and Events Management  

TIC  Tourist Information Centre  

TLI   Tucker Lewis index 

TRI  Tourism Research Institute  

UNWTO United Nations World Tourism Organisation 

USD  United States Dollars 

VIF  Variance inflation factor 

VRIN  Valuable, Rare, Inimitable and Non-substitutable resources 

WCM  Worker Centered Model 



1 
 

 
 

CHAPTER ONE 

INTRODUCTION  

1.1 Overview 

This chapter gives a background of the study through an account of how tourism 

destinations and the firms within those destinations have sought to use their resources 

to remain competitive. Specifically, the knowledge resource is singled out as the 

panacea to the emerging high levels of competitiveness in the tourism sector. This is 

against a backdrop of a tourism industry seen as lagging in adopting knowledge 

management practices, unlike other primary industries. An overview of the study area 

and how its tourism sector has fared over time is discussed which puts into context the 

statement of the problem. The chapter further discusses the research objectives and 

hypotheses. The scope and significance of the study are also discussed. 

1.2 Background of the Study 

The tourism industry is considered one of the largest and fastest-growing economic 

sectors in the world (Mihalic, 2014; Øian et al., 2018) and it is estimated to increase 

at an average of 3.3% per annum, reaching 1.8 billion dollars by the year 2030 

(UNWTO, 2019). The United Nationôs designation of 2017 as the International Year 

of Sustainable Tourism for Development significantly boosted the acknowledgement 

of tourism as an economic development tool with its capacity to inspire economic 

growth by creating employment opportunities, attracting investment and fostering 

entrepreneurship, while preserving ecosystems and biodiversity (United Nations, 

2017).  

The importance of tourism to many national economies (World Travel and Tourism 

Council, 2012; Dupeyras & MacCallum, 2013;  Mihalic, 2014) has seen sector 

players engage in intense competition as they seek out factors that may influence the 
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choices made by tourists to visit their Country, towns or Counties as destinations 

(Barbosa, De Oliveira & Rezende, 2010; OECD, 2010). Furthermore, the turbulent 

business environment within many economies and complex networks within tourism 

destinations (Baggio, 2008; Dìaz & Rodrìguez, 2016) has forced many of the tourism 

businesses and stakeholders to scrutinize their competitive strategies more closely and 

determine the sources that would provide them with competitive sustainability in the 

business environment. 

As noted by Saravanan (2017), central to developing a sustainable competitive 

advantage (SCA) in rapidly and often changing circumstances is the ability of a 

business to learn fast and adapt quickly to generate new advantages that give it an 

edge over its competitors. Hence, it is in this regard that organisations seek to develop 

and implement strategies to achieve SCA and enhance their survival (Porter, 1985). 

The concept of competitive advantage has been studied by different scholars in 

different industry contexts globally. For instance, Khandekar and Sharma, (2005) 

focused on the management of human resources capabilities for sustainable 

competitive advantages amongst Indian organisations, while, Wunyu, (2010) sought 

to establish the stakeholders perspective in seeking sustainable competitive advantage.  

Javalgi, Radulovich, Pendleton and Scherer (2005) studied the sustainable 

competitive advantage of internet firms, while Sharkie, (2003) more specifically 

sought to determine knowledge creationôs place in the development of sustainable 

competitive advantage. In Malaysia, Azizah and Norshuhada (2010) investigated the 

role of business intelligence for sustainable competitive advantage within the 

telecommunication industry. In Kenya, Kimari, (2010) investigated the sources of 

sustainable competitive advantage in the mobile telephony sector, Oyeyo (2008) set 

out to determine sources of sustainable competitive advantage in the Banking 
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industry, Ndungôu, (2006) investigated the sources of sustainable competitive 

advantage at British Airways world cargo in Kenya and Ngigi, (2006) who studied 

sustainable competitive advantages under conditions of change at the East Africa 

packaging industry.  

From the studies above, competitive advantage sources identified include 

comparatively lower costs,  higher quality products or services, speedy provision of 

services or products, concentrating on a specific segment of the market, innovation, 

developing human capital, effective knowledge management, entering into strategic 

partnerships, creating virtual organisation, building a learning organisation, level and 

quality of service among others (Saravanan, 2017). Unlike the studies mentioned, this 

study focused on investigating knowledge management as a source of competitiveness 

amongst primary tourism stakeholders in a tourism destination given that knowledge 

management as a source of competitiveness in the tourism sector was relatively 

understudied. 

Knowledge management has been singled out because of the pivotal role knowledge 

resources play in attaining innovativeness and consequently enabling organisations to 

have an edge over their competitors. As observed by Yakhlef (2010) firms without 

excluding public organisations and non-profit organisations compete based on their 

knowledge assets and success is defined by the ability with which they can take 

advantage of these knowledge-based assets. Additionally, Hislop (2013) argued that 

when knowledge is integrated into work procedures, it is instantaneously enhanced by 

the workers who are mandated to execute those work processes. Hence, the 

significance of creating knowledge by organisations seeking to enhance their 

competitive status as they seek to remain sustainable in their environments cannot be 

underestimated.  
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According to Hakkak and Ghodsi, (2015) while developing a sustainable advantage 

model based on a balanced scorecard noted that the competitiveness of a firm arises 

from a choice made out of several activities that are required to deliver a 

differentiated value for the firm. Furthermore, the various activities in a firm define its 

level of competitiveness, these activities are often directed to either its internal or 

external clients. A firmôs competitiveness can thus be linked to its efforts in not only 

developing but also maintaining an added advantage over a longer period. According 

to Kaplan (2010) firm competitiveness may be influenced by the size of the target 

market, increased access to resources and customers and also barriers to competitor 

power.  

Firms can improve on their competitiveness when the managers make use of the 

strategies defined by the industry characteristics that are not easy to imitate. Likewise, 

for firms to maintain an edge over others, their customers need to differentiate their 

products and services from those of the competitors. Arising out of this thinking, 

McGuiness, Kelly and Oôconnell (2010) defined firm-level competitiveness in terms 

of the firmôs ability to produce, market and design goods that are of higher quality 

than those of the competition.  

To attain competitiveness, firms adopt procedures that assist in identifying the 

significance and present performance of their core work procedures like operations 

management, strategic management, human resources management, knowledge 

management as well as technology management. Dul, Ceylan and Jaspers (2011) 

observed that effective knowledge management in an organisation would increase its 

earnings through enhancement of operations efficiency, improving quality as well as 

the number of innovations and creation of competitive advantage. Nonetheless, to 
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achieve these benefits of knowledge management, knowledge collected should be 

effectively installed within the firm implying that all the stakeholders, as well as 

employees involved in a firm, should make a systematic effort to use the knowledge 

within the course of their duties in operations at all levels.  

The global tourism industry has become very competitive raising a lot of concerns 

about traditional market leaders losing their position in the global tourism market to 

emerging destinations apparently because they fail to adapt and realign with current 

global tourism trends. Kenya for example has continued to rely on seasonal foreign 

tourists and as a consequence is continuously being perceived as an expensive 

destination, which works to its disadvantage (Atieno, 2018). To address such negative 

trends, effective knowledge management by the Kenyan tourism industry is touted as 

a necessity (Njagi & Gachunga, 2017) thus the existing knowledge management 

competencies need to change constantly.  

Within the knowledge management concept, the value a tourism destination may hold 

is highly reliant on the destinationôs capacity to alter its knowledge base. Thus, a 

destinationôs competitive advantage may be increased depending on how the 

destination creates, shares and applies knowledge within its various aspects as aptly 

captured by the United Nations World Tourism Organisation (UNWTO) in its 

definition of a tourism destination as ña physical space with or without administrative 

and/or analytical boundaries in which a visitor can spend an overnight. It is the cluster 

(co-location) of products and services, and activities and experiences along the 

tourism value chain and a basic unit of analysis of tourism. A destination incorporates 

various stakeholders and can network to form larger destinations. It is also intangible 
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with its image and identity which may influence its market competitivenessò 

(UNWTO, 2016, p.13). 

According to Enright and Newton (2004), a destination is deemed competitive if it 

can appeal to and satisfy prospective tourists much better than its rivals. 

Competitiveness in such a case may be influenced by tourist specific factors or factors 

influencing the capabilities of tourism productôs suppliers. Thus a clear understanding 

of these factors is of paramount importance to any group of stakeholders seeking 

competitiveness for their destination. Indeed, Yoon and Uysal (2005) agreed that with 

increased competition, a proper understanding of what drives the touristsô demand and 

loyalty would influence the deployment of successful marketing strategies for any 

given destination. This is because the loyalty of the tourists to a destination will to a 

large extent be influenced by their perceived prior satisfaction levels with the tourism 

product served. Hence both satisfaction and loyalty tend to influence the 

competitiveness of a destination from an individual travellerôs viewpoint. 

For a tourism destination to ensure it remains competitive, it should seek to guarantee 

that its overall óappealô and the touristic experiences it provides remain superior to 

what is available at competing destinations accessible to all its potential tourists. 

Positive referrals given by tourists about the destinations they have previously visited 

have been known to play an important role in influencing future destination choices 

by tourists.  As such, a link exists between current and future visitations to any 

destination and its overall competitiveness in whichever way it is defined or 

measured. Furthermore, competitive tourism destinations have been known to exhibit 

other key indicators such as unique flora, fauna and culture, support infrastructure, 

created resources, favourable business environment and demand (Dwyer & Kim, 
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2010) all of which if in the right mix would promote its overall appeal to visitors and 

promote the social-economic prosperity of the people within the destination.  

The knowledge resource is singled out as particularly important in the current 

dispensation if a destination is to gain competitiveness. Over the last two decades, an 

increasing desire to have organisational knowledge serve as a source of 

competitiveness has emerged as illustrated by the knowledge-based view theory of the 

firm whose origin can be traced to the resource-based view theory of the firm 

(Peteraf, 2013; Grant, 2012). Knowledge in organisations is acquired internally or 

externally through an array of approaches, For instance, Hill and Jones (2011) opined 

that research and development were the major sources of internal knowledge in 

organisations while Danskin et al (2015) identified a market survey of research work 

done previously as necessary if a firm was to acquire external knowledge. For 

instance, a survey of previous products, research on other market leaders through 

benchmarking and investing in strategic alliances are proposed as alternative ways 

through which firms can obtain valuable knowledge (Grant, 2012).   

An organisations capacity to absorb and monitor recently assimilated knowledge from 

various sources as well as incorporate it into its operational procedures is considered 

core in ensuring the sustainable building of knowledge within the firm (Hill & Jones, 

2011). Thus, the overall motive of enhanced knowledge capability in a firm is to 

capitalise on the firmôs knowledge management efficiencies as well as boost earnings 

from its knowledge resources. According to Wiig (2007), a firmôs continued creation 

and delivery of the highest quality products and services is highly dependable on 

enhancing people knowledge which brings about innovation. Indeed, Choo et al., 

(2012) proposed that for firms to develop products, they needed knowledge. Likewise, 
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for firms to identify niche markets and ensure sustainable competitive advantage there 

is a great need for them to obtain knowledge about their customers and competitors. 

Furthermore, effective knowledge management in an organisation ensures improved 

productivity, enhances organisational effectiveness, improved decision making, 

enhanced competitiveness position of firm and improved performance. Consequently 

in this study, knowledge management by primary stakeholders was assumed to 

influence the competitiveness of a tourism destination.  

Alavi and Leidner (2001) viewed knowledge as the refined data or meaningful 

information that is possessed in the minds of individuals and enables timely and 

optimum decision-making. They proceed to categorise business decisions into three 

different levels; strategic decisions undertaken by the corporate level management; 

business decisions provided by midlevel management and operational or functional 

decisions which involve tactical decisions by low-level personnel. Ultimately, Alavi 

and Leidner (2001) observed that these decisions regardless of their category 

influence the manipulation of other organisational resources (land, labour and capital) 

as organisations seek competitiveness.  

Taking cognizance of the fact that knowledge management is the new tactical 

imperative, firms at the cutting edge in various sectors, tourism included are 

continuously seeking inspiration from the long-established paradigm óknowledge is 

the power to remain competitiveô. Such firms tend to hoard whatever knowledge 

assets they have for them to maintain an advantage over their competitors. Uriarte, 

(2008) observed this within the Multimedia Development Corporation of Malaysia 

where knowledge was considered an important resource that had to be effectively and 
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efficiently managed to provide leverage for competitiveness within the ever-changing 

business environment.  

Kelleher and Levene (2009) viewed knowledge management (KM) as a process that 

enhanced organisational effectiveness through getting together, managing and sharing 

staff knowledge assets throughout the organisation. Accordingly, sharing of 

knowledge throughout the organisation developed the current business processes into 

more efficient and effective ones hence eliminating redundancy. In their view, 

Kelleher and Levene (2009) regarded knowledge management as a discipline whose 

aim was to enhance collaborative and integrated approaches in the capture, sharing 

and use of a firm's knowledge resources.  

In todayôs competitive environment, knowledge management has continued to gain 

popularity as economies increasingly become more focused on knowledge resources. 

The knowledge asset is quickly transforming into an important resource for 

organisational success in comparison to other economic resources such as capital and 

land. Consequently, some firms are engaging in knowledge management as a way of 

leveraging their knowledge resources within the firm setup and in the macro 

environment as they engage their various stakeholders. 

Tan and Nasurdin (2011) acknowledged the importance of knowledge as a true asset 

of any product promoting organisation, by stressing the need for organisations to 

integrate knowledge across their various departments and disciplines. Similarly, 

Rajender and Kumar, (2012) observed that by re-using explicit knowledge within a 

firm, the time and costs of solving tasks were minimised given that there was no need 

to continually refer back to past projects. In the long run, through the use of 

organisational (explicit) knowledge, organisations can realise an improvement in the 
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quality of solutions as they carry out their various processes. Wong, Yee, Ling, Lin 

and Leong (2012) summed it up by noting that organisations engage in knowledge 

management because of the many benefits attributed to it as related to the 

enhancement of business performance.  

Knowledge management as a practice has been propagated as the way to go for most 

industries seeking competitiveness. It is viewed as one of the strategic issues in 

economic development especially when dealing with the service industry and 

information research. The adoption and implementation of knowledge management 

practices is an important stage for those companies that are seeking to be assimilated 

within a knowledge-based economy. The emerging knowledge-based economy 

emphasizes the creation, sharing and implementation of knowledge (Ford & Staples, 

2006; Metaxiotis, Ergazakis & Psarras, 2005).  

Consequently, every organisation should be able to put together a substantive amount 

of relevant knowledge assets to cover its diverse operations. In the new paradigm 

according to Uriarte (2008) organisations must facilitate sharing of knowledge 

amongst their staff for the knowledge to grow. In addition, every employee in the 

organisation should have access to the pertinent information relevant to their 

respective departments at the right time specifically during decision-making for the 

knowledge to give rise to the desired benefits. 

Zyngier, Burstein, and Luisa, (2001) in their analysis of the uptake and understanding 

of knowledge management strategies in the Australian corporate sector found that 

while knowledge management was regarded as a challenging concept, it was 

relatively well understood. For most businesses, it was understood as a business rather 

than a technology-related concept. It also emerged that most businesses were in the 
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course of applying some form of strategy to manage knowledge. The size and 

distributive nature of the firms were found to determine the strategies employed to 

facilitate knowledge transfer while leadership was recognised as an instrumental 

factor for effective knowledge management.  

Bharadwaj, Chauhan and Raman (2015) while assessing the impact of knowledge 

management capabilities on knowledge management effectiveness amongst Indian 

organisations distinguished two main knowledge management capabilities i.e. 

infrastructural capabilities and process capabilities. Infrastructural capabilities 

included information technology, knowledge structure, and knowledge culture while 

process capabilities included the knowledge management practices (acquisition, 

storing, dissemination, application).  They concluded that both capabilities 

(infrastructural and process) were necessary for knowledge management 

effectiveness. Elsewhere, Mageswari, Sivasubramanian and Dath (2015) found a 

correlation between infrastructural capabilities and knowledge management practises 

(acquisition, creation, sharing, storing) amongst small firms in India, however, 

observed that of the four knowledge management practises, only knowledge 

acquisition had a significant impact on the innovation in the small firms. 

In an almost similar study in the Leiria region of Portugal, five identified knowledge 

management practices (sharing, use, accumulation, internalization, creation) were 

found to have a positive impact on innovation, however, knowledge creation emerged 

as the most significant (Ferreira & Santos, 2014). Consequently, Santos and Wane 

(2013) proposed a model accentuating the knowledge management processes as part 

of a system upon which a friendly business environment could be built, in addition to 
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availing a basis upon which internal and external knowledge could be combined for 

the sake of supporting innovation.  

Zohoori, Mohseni, Samadi and Attarnezhad (2013) while assessing the relationship 

between knowledge sharing and innovation in the electronic industry in Iran, noted 

that the sharing of organisational and individual knowledge was playing a key role in 

product innovation. Knowledge sharing was found to support the industry by ensuring 

economic growth for the different businesses. As would be the case for any 

management practices, instituting a knowledge management program would have to 

begin with the creation of awareness amongst the top management and the staff of the 

organisation. Such awareness would be as regards the benefits that are likely to be 

realised upon implementation of the knowledge management program. Consequently, 

building and developing a knowledge management strategy, with concrete steps of 

work and clear communication through the members of the organisation is deemed 

indispensable.  

In the tourism management context, Hu and Huang (2011) found that knowledge 

management was becoming a popular tool in enhancing competitiveness in China. 

Effective management of knowledge was found to provide businesses with several 

competitive advantages enumerated as; improved service quality, reduced production 

times, lower production costs, improved relationships among staff and faster creation 

of knowledge. Indeed, Moustaghfir and Schiuma (2013) did acknowledge this 

important role of knowledge management when they observed that the knowledge 

resource was quickly surpassing capital, natural resources and even labour to become 

the basic economic resource in Africa.  
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The onset of the information technology (IT) boom triggered organisations in Africa 

to realise that there was a shift from the traditional resource-focused economy of 

controlling land, labour and capital to a more knowledge-based economy of creating 

business value through the utilisation of intangible knowledge resources. This 

paradigm shift meant that knowledge management was gaining significance in all 

sectors of the economy. In South Africa, Bosua and Venkitachalam (2013) observed 

that the performance of businesses was being influenced by the levels of knowledge-

creation and the ability of the businesses to reuse their existing knowledge to enhance 

future knowledge creation activities. As a result, to ensure survival, the development 

of proactive strategies for the management of new knowledge was a necessity 

(Abdelqader, Abu & Al Sakarneh, 2013). 

On the Kenyan front, Kiseli (2016) observed that knowledge management was 

indispensable because many companies were competing based on knowledge. The 

majority of these companies were innovating in response to changes in workforce 

dynamics as well as customersô demands in an environment where new technology 

had disrupted the status quo (Sunday, 2019). It was also noted that staff mobility 

through retirement or redundancies arising out of technology changes was one of the 

ways through which valuable business knowledge was being lost. Indeed as staff 

move or exit from an organisation, there is normally limited time for those remaining 

to gain experience hence compromising knowledge acquisition.  

According to Desouza, (2011) the information technology revolution had opened up 

the global market and with policies, such as liberalisation most markets around the 

world attracted all sorts of players making effective knowledge management by 

organisations inevitable. Despite the merits of knowledge management as a 
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significant source of competitive advantage, research gaps remain within the tourism 

sector in Kenya, particularly on how firms in the sector have employed knowledge 

management to their benefit. The tourism sector without doubt contributes highly to 

the Kenyan economy and therefore any competitive edge attributable to the sector as a 

result of effective and efficient knowledge management would be a boost to the 

economy. This, therefore, made it necessary to ascertain if tourism stakeholders were 

employing knowledge management practices in their effort to attain competitiveness.  

This study investigated the effect of knowledge management as a strategy to achieve 

competitiveness by primary tourism stakeholders in a destination. It sought to 

generate information that would give insight to tourism product suppliers, specifically 

primary destination stakeholders on how to appropriately position themselves in the 

management of the knowledge resources at their disposal. This was being done 

against the backdrop of most organisations in Kenya not being familiar with the 

knowledge management practices and there being a general resistance to adopt 

knowledge management practices as observed by (Cheruiyot, Jagongo & Owino, 

2012).  

Generally, knowledge management at a tourism destination would require 

stakeholders to turn personal (tacit) knowledge into corporate/ organisational 

(explicit) knowledge. This may be actualized when stakeholders interpret and present 

products or sites or attractions to the tourists through publications, exhibitions, films 

or by the help of tour guides. As they do this they are able to reveal the relevance of 

the products, draw attention to assets of the products and underline such details and 

interlinkages that would have remained hidden from most visitors. Stakeholders that 
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perfect this are able to gain an edge over competitors who may be within the same or 

at other destinations.  

Despite Kenya being known as a favourite tourist destination in Africa, there are still 

many challenges that her tourism sector is experiencing. For instance, the tourism 

sector dynamics have changed in the wake of terrorism leading to increased 

competition from the neighbouring countries and other emerging destinations (Gitau 

& Nzuki, 2014). The issuance of travel advisories by foreign governments posed 

major challenges as they tended to limit the number of foreign tourists, which in turn 

resulted in the closure of many hotels and subsequent loss of employment. However, 

despite these challenges, tourism has continued to generate income for Kenya and 

also cater for the livelihoods of host communities (Christie, Fernandes, Messerli, & 

Twinning- Ward, 2014).  

Upon the promulgation of the Constitution of Kenya (2010), two levels of 

government were created under article 1(4) and further expounded by Section 5 of the 

County Government Act (2012).  Specifically, Article 6 (1) of the Constitution of 

Kenya (2010), divided the territory of Kenya into forty-seven Counties which are 

recognised as distinct units of government away from the National government. The 

Constitution of Kenya (2010) further recognizes the interdependence between the 

National and County governments as expressed in its fourth schedule which provides 

for sharing of functions between the two levels of government. In the same fourth 

schedule of the County Government Act (2012), cultural activities, public 

entertainment and public amenities including betting, casinos, and other forms of 

gambling, racing, liquor licensing, cinemas, video shows and hiring, libraries, 

museums, sports and cultural activities and facilities and county parks, beaches and 
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recreation facilities, County transport, implementation of specific national 

government policies on natural resources and environmental conservation are 

allocated to the County level of government (Government of Kenya, 2010).   

Previously, some of these functions were under the full mandate of the National 

government, specifically the Kenya Tourism Board (KTB), however, with devolution 

they were picked up by respective County governments. To facilitate effective 

execution of their mandates the Counties formed regional economic blocs which 

include; Lake Region Economic Bloc (LREB), Frontier Counties Development 

Council (FCDC), óJumuia ya Kaunti za Pwaniô, South-East Kenya Economic Bloc, 

Mt. Kenya and Aberdares Region Economic Bloc and the North Rift Economic Bloc 

(NOREB). By law, the KTB is expected to work in partnership with these blocs as it 

promotes Kenyaôs tourism image (Kenya Law Report, 2011). 

This study was conducted in Baringo County situated in the Rift Valley region of 

Kenya and a member county of the North Rift Economic Bloc (NOREB). Other 

member counties of NOREB include; Uasin Gishu, Nandi, Elgeyo Marakwet, Trans-

Nzoia, West Pokot, Turkana and Samburu counties. Baringo County has immense 

tourism potential ranging from wildlife attractions, cultural attractions, breath-taking 

sceneries, conservancies among others thus viewed as a vibrant tourism destination 

(Keitany, 2016). The County was chosen for the study due to its resilience in terms of 

visitor numbers to attractions even at the time when national visitor numbers were on 

the decline from 1,822,885 arrivals in 2011 to 1,180.546 in 2015 (Kenya National 

Bureau of Statistics, 2016).   

In 2014, the Kenyan tourism industry had experienced a decline in performance as a 

result of several issues key among them being insecurity that was associated with 
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religious fanned terror attacks and the spread of epidemics (Ebola) originating in the 

West African countries. Most tourist source markets reacted by issuing travel 

advisories to their citizens which had adverse effects on international visitor arrivals 

that declined by 11.1 per cent as a result.  As a consequence, the tourism earnings 

declined by 7.3 per cent to Kshs. 87.1 billion in 2014 from a high of Kshs. 94.0 billion 

of the previous year (KNBS, 2015).  

During the same period, hotel bed occupancy decreased by 4.8 per cent translating to 

a drop in average length of stay from 13.2 days in 2013 to 12.3 days in 2014. The 

number of international conferences held decreased by 19.4 per cent, however, 

ironically, local conferences held increased by 8.0 per cent from 2,849 in 2013 to 

3,077 in 2014. Visitors to national parks and game reserves declined by 173.1 

thousand between 2013 and 2014 while those to museums, snake parks and other 

historical sites decreased by 10.4 per cent to stand at 690.9 thousand in 2014 (KNBS, 

2015).  

The generally declining trend in national tourism was observable in the number of 

visitors to Lake Bogoria National Park in Baringo County where the numbers 

declined from 94,400 in 2010, 108,300 in 2011, 114,600 in 2012 and 91,500 in 2013 

to 80,500 in 2014.  However, on the flip side, the number of visitors to Kabarnet 

Museum increased from 1,200 in 2010, 1,700 in 2011, 1,300 in 2012, 1,600 in 2013 

and ultimately to 1,700 in 2014 (KNBS, 2015). This unique trend in museum visits 

inspired the study to seek to investigate which unique strategies different groups of 

tourism stakeholders in similar geographical environments may implement to attract 

more visitors in situations where others in similar settings are affected by overall 

national trends. The fact that Museums by their very nature are repositories of cultural 
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knowledge and therefore attach a premium to knowledge management as survival and 

strategic tool just like any other library (Wamalwa & Omallah, 2016) inspired the 

investigation of knowledge management practices as a variable that is likely to 

influence competitiveness.  

1.3 Statement of the Problem 

Globally, before the coronavirus disease (COVID 19) infections the tourism industry 

had over the years witnessed tremendous growth (Ruhanen & Cooper, 2015) and this 

had seen many new destinations emerge hence pushing up the levels of competition. 

For instance, the international tourist arrivals for 2018 stood at 1.4 billion with total 

receipts of USD 1.7 trillion. During the same period, Africa received 6.7 million 

tourist arrivals with earnings of USD 38 billion which marked an increase of 7% in 

tourist arrivals and a 2% increase in total receipts arising out of tourism (UNWTO, 

2019c).  

North Africa destinations of Tunisia and Morocco accounted for the greater growth of 

arrivals (+10%) and receipts (+4%) in Africa while Sub Saharan destinations led by 

the Island destinations of Reunion, Cabo Verde, Comoros, Mauritius and Seychelles 

accounted for 5% increase in tourist arrivals and 1% increase in tourist receipts in 

2018. Kenya realised positive numbers due to enhanced security and more airline 

routes while South Africa which was rated as the most visited destination reported 

average growth mainly due to its strong currency and the drought crisis reported in 

Cape Town in 2018 (UNWTO,2019c). 

The Kenyan tourism industry recorded total arrivals of 1.47 million in 2010, 1.37 

million in 2017 and 1.475 million in 2018 with receipts increasing from USD 800 

million in 2010 to USD 919 million in 2017. Despite having a positive outlook, the 
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Kenyan tourism industry is yet to attain the USD 1.1 billion revenue receipts it had 

earlier attained when it was contributing to 12% of the Countryôs Gross Domestic 

Product (KNBS, 2014). Further, the percentage change in Kenyan tourism arrivals 

between 2017 and 2016 at 9.6% and between 2018 and 2017 at 6.1 % (UNWTO, 

2019b) showed a declining rate of increase thus posing a concern to tourism 

stakeholders against a backdrop of an industry that was generally doing well globally 

over the period.  

On its part, the Tourism Research Institute (TRI) whose mandate is to undertake and 

coordinate tourism research and analysis in Kenya through its sector performance 

report for the year 2018 equally acknowledged the significant growth in the sector. It 

captured the growth in the sector as very significant with arrivals increasing by 

37.33% from 1,474,671 in 2017 to 2,025,206 in 2018 and receipts increasing by 

31.2% from Ksh 119,900,000,000 (approx. USD 1.19billion ) in 2017  to Ksh 

157,386,151,000 (approx. USD 1.57 billion) in 2018 (Tourism Research 

Institute,2018). However, the variation in the statistics given by the UNWTO and the 

Tourism Research Institute as regards the tourist arrivals in Kenya over the same 

period brings into context the value destination stakeholdersô attach to information 

and consequently to the knowledge resource as a tool for propagating their image in 

the overly competitive tourism sector. 

In pursuit of the knowledge agenda, Kenya in its National Tourism Blue Print 2030 

advanced eight strategies among them being the Research and Knowledge 

Management strategy. The strategy has four thrusts i.e. market research, tourism 

industry research, knowledge management and information dissemination and 

monitoring and evaluation (Government of Kenya, 2017). Consequently, the 
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importance assigned to knowledge management as a key strategic area further 

motivated the need to establish the effect its practices were having on competitiveness 

within the tourism sector in Kenya and Baringo County in particular as the year 2030 

approached. 

Generally, the creation and application of knowledge to stimulate innovation and 

product development had been adjudged by a number of scholars as critical for 

competitiveness. However, in Kenya, Cheruiyot, Jagongo and Owino (2012), found 

that most enterprises had been slow, unaware and at times resistant in adopting 

knowledge management practices to gain competitiveness. The challenge to adopting 

knowledge management in the tourism sector is further compounded because a 

majority of the enterprises are either small or medium scale thus traditionally research 

averse and poor adopters of new knowledge (Cooper, Ruhanen & Scott, 2015). And 

as Mayo (1998) observed, the capacity to share knowledge often misses in most 

organisations in a destination especially if the stakeholders are unaware of their 

expertise or the knowledge resources held by others.   

Research on knowledge management in Kenya has been done mainly in other sectors 

other than tourism, for instance, Chweya et al (2014) study on the effect of knowledge 

management practices on Commercial banks performance in Kisumu City, Wanjiru & 

Gathenya (2015) case study on the role of knowledge management on the 

performance of social enterprises in Nairobi City County, Kiptalam et al (2016) on 

the effect of knowledge management on firm competitiveness amongst SMEs in 

Nairobi and Nzongi (2018) investigation of the effect of knowledge management on 

competitive advantage of real estate firms, a case study of PAM Golding properties, 

Kenya   
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Mosoti and Mesheka (2010) sought to determine the challenges experienced by 

organisations in Nairobi as they created and implemented knowledge management 

practices as part of organisational culture, organisational strategy and organisational 

leadership. Ogare, Jalangôo and Othieno (2010) investigated the concept of 

Knowledge Management as an important ingredient in the delivery of Veterinary 

Services in Kenya.  A good number of these studies were conducted in the private 

sector amongst profit-making organisations and none related knowledge management 

to tourism destination competitiveness as such the findings could not be generalized 

in the context of primary tourism destination stakeholders thus leaving a knowledge 

gap.  

In addition, most of the studies on knowledge management within the tourism 

industry have dwelt on service and product (Mahapa, 2013; Kiseli, 2016) with 

minimal attention to the distribution system and business administration aspects 

(Ruhanen & Cooper, 2015). As a result research on the effect of knowledge 

management practices by primary stakeholders on tourism destination 

competitiveness has not been exhausted. Hence this study sought to generate 

information to address this emerging knowledge gap on the relationship between 

knowledge management practices by primary tourism stakeholders and the 

competitiveness of tourism destinations. 

1.4 Objectives of the Study 

1.4.1 General Objective 

The general objective of this study was to establish the effect of knowledge 

management practices by primary stakeholders on tourism destination 

competitiveness in Baringo County.  



22 
 

 
 

1.4.2 Specific Objectives 

1. To establish the effect of knowledge creation by primary tourism stakeholders 

on a tourism destination competitiveness. 

2. To establish the effect of knowledge sharing by primary tourism stakeholders 

on a tourism destination competitiveness. 

3. To establish the effect of knowledge application by primary tourism 

stakeholders on a tourism destination competitiveness. 

1.5 Hypotheses 

Ho1  Knowledge creation by primary tourism stakeholders does not 

significantly affect a tourism destinationôs competitiveness. 

Ho2 Knowledge sharing by primary tourism stakeholders does not 

significantly affect a tourism destinationôs competitiveness. 

Ho3 Knowledge application by primary tourism destination stakeholders 

does not significantly affect a tourism destinationôs competitiveness. 

1.6 Justification of the Study 

There being no empirical evidence on the effect of knowledge management practices 

by primary stakeholders on the competitiveness of Baringo County as a tourism 

destination, this study creates a new body of knowledge on knowledge management 

practices by primary tourism stakeholders in a tourist destination. Such knowledge 

can be put to use by destination managers in other tourism circuits in Kenya 

especially within the Western tourism circuit. The Kenya Tourism Board may also 

use the knowledge to develop policies that will enhance the relative performance of 

the tourism sector in Kenya.  
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In addition, while taking cognizance of the development challenges identified in the 

Baringo County Spatial Development Plan under the Economy Thematic Area, the 

development of economic value chains in tourism was highlighted as a key strategy, 

giving rise to the desire to transform Baringo into a choice destination for tourism 

through extensive branding and opening up of new tourist sites (County Government 

of Baringo, 2018). Hence through its general economic and commercial affairs sector 

plan, The Baringo County Integrated Development plan 2018- 2022 proposed the 

development of the Countyôs tourism potential. It is therefore hoped that by utilising 

the findings of this study, the aforementioned proposal will be actualised. 

Further, the development opportunities identified in the County Spatial Development 

plan for Baringo were presented as tourism, presence of wildlife and scenery for 

tourism attraction, the existence of diverse bird species, rich cultural heritage and 

community museums which were yet to be exploited. However, a glaring omission in 

the County Integrated Development Plan (CIDP) was on how the knowledge 

resources would be leveraged upon for competitiveness, hence this study provides the 

much-needed basis for the County to review its CIDP and prioritise knowledge 

management as an additional strategy as it seeks to position itself as a destination of 

choice. 

Unlike related studies conducted in Kenya, this study employed Structural Equation 

Modelling (SEM) to discern the effect of knowledge management practices by 

primary tourism stakeholders on a destinationôs competitiveness using the case of 

Baringo County. The SEM model allowed for validation of the sub-constructs of 

Knowledge Management Practices (KMP) and destination competitiveness using 

principal confirmatory factor analysis (CFA). CFA investigated and tested for both 
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convergent and discriminatory validity of the sub-constructs, and in so doing the sub-

constructs were grouped and outliers removed then the Average Variance Extracted 

(AVE) and factor loadings were determined and ultimately a model was computed 

making the study unique. The generated model may be tested by other similar studies 

conducted in different destinations to determine its efficacy. 

1.7 Scope of the Study 

In seeking to determine the effect of knowledge management by primary stakeholders 

on destinations competitiveness, the study was carried out in Baringo County. 

Baringo County was chosen because of its centrality, varying climatic zones, unique 

scenery, diverse culture, flora and fauna and presented itself as a good tourism 

destination to conduct the study.  

Specifically, the study focused on three knowledge management practices i.e. 

knowledge creation, knowledge sharing and knowledge application while using the 

case of Baringo County to determine their effect on a tourism destinationôs 

competitiveness. Only primary stakeholders drawn from both public and private 

organisations within the destination were respondents. A structured questionnaire was 

administered to respondents drawn from all the six Sub Counties in Baringo County. 

The respondents comprised of top, middle and lower level managerial cadres. The 

study was carried out between January and May 2018.   
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CHAPTER TWO  

LITERATURE REVIEW  

2.1 Introduction 

This chapter presents the literature that was reviewed to inform the study. It discusses 

tourism trends in Kenya and specifically the study area. The concepts of destination 

stakeholder and knowledge management practices are discussed in detail. Further, the 

concept of competitiveness is discussed with a special focus on the tourism 

destination and the different knowledge management strategies that may be adopted 

to create competitiveness. The link between each of the knowledge management 

practices and destination competitiveness is established and ultimately existing 

knowledge gaps are pointed out. 

2.2 Concept of Competitiveness 

Competitiveness is defined, understood, and measured differently depending on the 

discipline. Views from different disciplines promote the multidimensional nature of 

the concept of competitiveness (Shevchenko, Kokuytseva & Ovchinnikova, 2019).  

According to Dwyer and Kim (2010), three major schools of thought emerge to 

describe competitiveness, first is the Economists who accentuate price and country-

specific economic factors hence the comparative advantage or price competitiveness 

perspective. 

Secondly, Management and strategy researchers emphasise firm-specific factors 

hence the strategy and management view and thirdly, Sociologists and political 

theorists whose focus is on several social, political, and cultural factors thus a 

historical and socio-cultural view of competitiveness. Consequently, each of the 

groups suggests different indicators to measure competitiveness. 
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Besides the three viewpoints, competitiveness may be looked at from a macro or 

micro perspective. From the macro perspective, competitiveness is considered a 

nationwide issue whose aim is to enhance the actual earnings of the community. 

While reflecting on this macro perspective, the United States Presidentôs Commission 

on industrial competitiveness defined competitiveness as the degree to which a 

country can, under free and fair market conditions, produce goods and services which 

meet the tests of international markets while simultaneously maintaining and 

expanding the real incomes of its people over the longer term (Dwyer & Kim, 2010). 

On the other hand, from a micro view, competitiveness is regarded as an organisation 

level matter, whereby explicit behaviour by an organisation is what determines how 

competitive it can become. An understanding of Porterôs five forces analysis can best 

inform the behaviour of firms towards seeking competitiveness. For instance, firms 

can make the industry less attractive to competitors by setting up barriers for potential 

entrants, minimising the possibilities of creating substitutes to its products and 

negotiating itself into a superior bargaining position with its suppliers and buyers. 

Through such behaviour firms can compete out all abnormal profits hence make the 

industry less attractive to competitors (Porter, 1980).  

Due to the widespread nature of competitiveness, its various concepts as proposed by 

different scholars are not universally accepted, however, the convergence in many 

studies on competitiveness is in the units of analysis (countries, regions), structure 

(sector in which the firm operates) or the type of business (what type of products/ 

services it deals in) and how to assess competitiveness (Barbosa, De Oliveira & 

Rezende, 2010). 
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Arising out of the different focuses of competitiveness, the concepts utilised are 

varied, For instance, when competitiveness is assessed based on performance or 

efficiency benchmarks, the focus is on the production abilities of the firms, sectors or 

the country. The indicators, in this case, may include exchange rates, trade, 

production, and capital.  Further, when competitiveness is viewed from the structural 

characteristics like the capability to outwit competitors based on efficiency, the 

indicators are price, costs, quality, technology, wages, and quantity among others.  

Barbosa, De Oliveira and Rezende (2010) suggested that the most significant item for 

the assessment of competitiveness was productivity. According to them, an increase 

in output would translate into higher incomes at an individual and national level as 

well as better compensation for those in employment. In another opinion, Porter 

(1990) considered innovation as the key factor for measuring competitiveness, as it 

extends to cover the process (process innovation), the product (product innovation) or 

technology (technology innovation). Consequently, the concept of competitiveness is 

expanded beyond just costs as being the only key differentials for determining the 

competitiveness of a particular firm, sector, region or country. 

Therefore for an assessment of competitiveness to be undertaken, clear boundaries 

must be set out as regards the parameters, spheres and indicators to be considered in 

the evaluation exercise. This study referred to reviewed studies to single out 

indicators to measure its dependent variable which was destination competitiveness. 

2.2.1 Destination Competitiveness 

Destinations the world over seek to achieve a state where their overall óappealô and 

touristic experiences delivered are unrivalled within the markets they operate. When 

they attain this goal, all potential visitors to the market are likely to have them as 
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destinations of choice based on referrals given by those tourists who had visited 

earlier and enjoyed the unique pleasant experiences. Indeed, Dwyer and Kim (2010) 

did acknowledge the existence of a positive correlation between potential visitations 

by tourists, the overall appeal of a destination and its competitiveness. 

Ideally, destinations seek to outwit their competitors globally, nationally, and 

regionally by embracing the right competitive strategies. These could be in form of 

appropriate marketing techniques, efficient utilisation of resources, employing 

relevant production techniques to enhance quality, setting competitive prices, and 

prioritising customer satisfaction. Destinations are therefore rated as competitive if 

they command a sizable portion of the market, as exhibited by higher visitor numbers 

and increased revenues (Hassan, 2000). For enhancement of sustainability of 

competitiveness, a share of the revenues earned out of tourism ought to get to the host 

community members and uplift their livelihoods given that this could also be regarded 

as a measure of success or competitiveness of a destination as well.  

Traditionally, destinations viewed competitiveness in terms of visitor numbers and 

any decline was responded to through an enhancement of expenditure on marketing 

(Buhalis, 2000). However, of late, the strategy has faced challenges as an increasingly 

high number of destinations employing it are unable to get visitor numbers that 

correspond to the marketing budget increments (Vengesayi, 2003). One of the reason 

advanced to explain this scenario has arisen from the fact that tourism has cut itself a 

powerful niche in the world economy, which has, in turn, attracted the attention of 

several countries that wish to reap from the expected economic benefits likely to 

accrue from the sector. In the process, these countries have continuously employed 
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varied strategies to attract tourist hence out-competing those that traditionally rely on 

the marketing strategy alone. 

Increased competition amongst destinations has also been attributed to the maturity of 

the sector over recent years (Buhalis, 2000). Though of concern, is the fact that over 

70% of all of the world tourists visit just ten major world tourist destinations, leaving 

the rest of the world to share the remaining 30% of international tourists annually 

(Morgan, Pritchard, & Piggott, 2002). The UNWTO (2018) reports these ten major 

destinations and number of visitors received as France (86.9million), Spain 

(81.8million), the US (75.9million), China (60.7million), Italy (58.3million), Mexico 

(39.3million), UK (37.7million), Turkey (37.6 million), Germany (37.5 million) and 

Thailand (35.4million).  

While The Travel and Tourism Competitiveness report (2015) identifies the top ten 

African destinations like South Africa, Seychelles, Mauritius, Morocco, Namibia, 

Kenya, Tunisia, Egypt, Cape Verde, and Botswana respectively, none of them appears 

amongst the top world destinations. The intensity of competition experienced in 

African tourism destinations calls for the adoption of competitive strategies to ensure 

profitability. Besides having visitors, attractions, low remuneration, and favourable 

exchange rates, the ability of a destination to compete in the global arena is 

recognised as an additional success factor for a tourism destination (Bordas, 1994).  

Ritchie and Crouch (2003) assert that a destinationôs competitiveness arises out of its 

qualifying and amplifying determinants, the destinationôs management, primary 

resources and attractions and auxiliary factors and resources. They suggested that 

competitive advantages emerging from resource endowments (i.e. human resources, 

physical resources, knowledge resources, capital resources, infrastructure, and tourism 
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superstructure, cultural resources) and size of the economy together with the 

comparative advantages (audit and inventory, growth and development, maintenance, 

effectiveness, and efficiency) emerging from resource deployments feed into 

destination competitiveness.   

Johns and Mattsson, (2005) acknowledge that as much as the competitiveness of 

destinations in most studies is established based on quantitative performance i.e. 

tourist arrivals, revenues, bed nights, A focus on qualitative aspects while seeking to 

determine tourism competitiveness cannot be overlooked. For instance, the efficiency 

with which a tourism product is served or the ability to deliver a most satisfying 

touristic experience than the competition can be used as measures of competitiveness 

(Vengesayi, 2003).  

Many destinations undertake a lot of efforts to apply to the qualitative aspects of 

tourism.  For instance, a destination may deploy strategies that make it more attractive 

to the source markets, for instance, it can tap into the markets by guaranteeing a 

supply of memorable experiences to tourists. Such a strategy can only be enhanced by 

the special qualities that make up the destination. The same qualities are the ones that 

will influence the touristsô choice to visit and spend time at a destination. Hence 

according to Vengesayi (2003) without the qualitative aspects like attractiveness, 

there cannot be a competitive destination.  

Dwyer and Kim (2010) grouped the whole collection of factors that may impact any 

destination competitiveness into either price-related factors and non-price related 

factors. And besides identifying natural resources, manmade resources, auxiliary 

resources, market ties, and destination management as elements of destination 

competitiveness, they also highlighted the existence of a vision, environmental and 
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cultural protection laws maintenance of inventories capturing all resources, services 

offered, stakeholders, community social responsibility(CSR) activities, training 

opportunities and incorporation of research findings into tourism plans as other 

potential sources of competitiveness.  

In their discussion on destination management as an element of competitiveness, 

Dwyer and Kim (2010) alluded to the knowledge management aspects of acquisition, 

sharing, creation, and implementation. It is however observable that knowledge 

management was not explicitly analysed by them and the other reviewed scholars 

above as a possible resource element of destination competitiveness. This study 

therefore isolated the knowledge resource as a possible element of destination 

competitiveness and investigated how organisations were likely to capitalise on their 

unique knowledge capabilities to encourage innovativeness to be competitive.  

The majority of previous studies on tourism destination competitiveness sought to 

establish the competitive positions of specific destinations (Enright & Newton, 2005) 

while some others focused on destination positioning (Chacko, 1998), destination 

management systems (Baker, Hayzelden & Sussmann, 1996), destination marketing 

(Buhalis, 2000), price competitiveness (Dwyer, Forsyth & Rao, 2000), quality 

management (Go & Govers, 2000), nature-based tourism (Huybers & Bennett, 2003), 

general models and theories of destination competitiveness (Ritchie & Crouch, 2003) 

a destination competitiveness conceptual model (Crouch, 2007). This study deviated 

from the previous studies and sought to determine the effect of knowledge 

management practices by primary stakeholders on a tourism destinationôs 

competitiveness. Specifically, it sought to determine the effect of knowledge creation, 
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knowledge sharing and knowledge application by primary tourism stakeholders on a 

destinationôs competitiveness. 

2.2.2 Indicators of Competitiveness 

Competitiveness is viewed as complex and multidimensional and as a result, its 

measurement is greatly dependent on the interests of whoever is analyzing as this will 

inform the selection of parameters i.e. the variables and geographical context 

(Gooroochurn & Sugiyarto, 2005). Just like Asheim and Coenen (2005) and Saxenian 

(1996) examined regions as units for identifying competitiveness, this study emulated 

the same as it sought to assess tourism destination competitiveness with a focus on 

Baringo County whose boundaries are prescribed by the Constitution of Kenya 

(Kenya Law Reports, 2010).  

To identify the variables informing the conceptual framework of this study several 

studies i.e. Gooroochurn and Sugiyarto (2005), Crouch (2007), Barbosa, De Oliveira, 

and Rezende (2010), Enright and Newton (2004), Porter (1980) and others were 

reviewed. Gooroochurn and Sugiyarto (2005) in their model of evaluating the 

competitiveness of tourist destinations used price, openness, technology, 

infrastructure, human tourism, social development, environment, and human 

resources as units of analysis.  

Elsewhere, Crouch and Ritchie (1999) in Crouch (2007) focused on qualification 

factors (or situational conditions), management of the destination, attractions and key 

resources and support factors and resources. While Lubbe, Felicite, Wessels and 

Kruger (2015) in their study to determine indicators of competitiveness in South 

Africa using qualitative (Delphi and focus groups) and quantitative (adapted Analytic 

Hierarchy Process) techniques identified uniqueness of product offering, safety and 
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security, mobility and infrastructure, ease of access, value for money and public 

perceptions as key indicators of destination competitiveness.  

Enright and Newton (2004) formulated a quantitative model for measuring 

competitiveness based on the identification of significant competitors, the attractions, 

and the businesses related to the sector which affect the competitiveness of the 

destinations. However, according to Kozak and Rimmington (1999) competitiveness 

of tourist destinations is based on a combination of two fundamental factors, i.e. 

primary factors, such as climate, ecology, culture, architectural heritage, and specific 

factors of the tourist sector, such as hotels, transport means, and entertainment.  

Nonetheless, the World Economic Forum in 2007, developed a ranking of tourism 

competitiveness based on models structured on thirteen key elements: (i) public 

policies and regulations; (ii) environmental legislation; (iii) safety; (iv) health and 

hygiene; (v) priority given to the tourism sector; (vi) air transport infrastructure; (vii) 

ground transport infrastructure; (viii) tourism infrastructure; (ix) communications 

infrastructure; (x) prices in the tourism sector; (xi) human resources; (xii) national 

perception of tourism; and (xiii) natural and cultural resources.  

Barbosa, De Oliveira and Rezende (2010) further grouped the thirteen elements into 

three areas: (i) regulatory (ii) business environment and infrastructure; and (iii) 

natural, cultural and human resources. Additionally, while empirically applying their 

model in the evaluation of competitiveness to a segment of fishing tourism in the 

Canary Islands, in Spain, described the resources of a tourist destination as consisting 

of natural resources (beaches and mountains) and cultural resources (museums, 

festivals, local traditions, etc.) 
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Arising from the preceding reviews, the destination competitiveness indicators that 

informed the measures of the variables for the current study are summarized in table 

2.1 below. 

Table 2.1: Indicators of Competitiveness 

Marketing 

advantages 

Competitors inability to 

imitate 

Unique resources Source 

-Price 

-Openness 

-Human tourism 

-Social development,  

 -Technology 

-Infrastructure 

-Environment  

-Human resources  

Gooroochurn and Sugiyarto 

(2005) 

- Management of the 

destination 

-Qualification factors 

(situational conditions) 

-Key resources and 

support factors 

- Attractions 

Crouch and Ritchie (1999) 

Lubbe et al (2015) 

  -Natural resources  

-Cultural resources 

Barbosa, De Oliveira and 

Rezende (2010) 

 

-Identification of 

significant competitors 

-Identification of  the 

businesses related to 

the sector 

 - Attractions 

 

 

Enright and Newton (2004) 

  -Primary factors 

(climate, ecology, 

culture, 

architectural 

heritage) 

-Specific 

factors(hotels, 

transport means, 

entertainment) 

Kozak and Rimmington 

(1999) 

-Tourist arrivals  

-Revenues 

-Efficiency 

 

  Johns and Mattsson( 2005) 

-Regulatory   -Natural, cultural 

and human 

resources 

-Business 

environment and 

infrastructure 

World Economic Forum 

(2007) 

-Regulatory changes 

 

-New tourism products 

-Environmentalism 

-Use of new technologies 

 

 Evans , Fox and Johnson, 

(1995), Lubbe et al (2015) 

-Efficiency,  

-Economies of scale  

-Tight cost controls  

-High market share  
-Target group 

-Product features 

-Technology 

-Quality 

customer service 

-Marketing 

-The design and image of 

the product 

 Porter (1980) 
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2.2.3 Tourism Destination Stakeholders 

In the context of tourism, a destination has been defined variously by different 

authors. For example, Buhalis (2000) defined it as ña place that offers an amalgam of 

tourism products and services, which are consumed under a brand name of the 

destinationò. While the United Nations World Tourism Organisation (UNWTO) 

defines a tourism destination as, ña physical space with or without administrative 

and/or analytical boundaries in which a visitor can spend an overnight. It is the cluster 

(co-location) of products and services, and activities and experiences along the 

tourism value chain and a basic unit of analysis of tourism. A destination incorporates 

various stakeholders such as hotels, transporters, tourist attraction operators, non-

government organisations, local governments, residents who can network to form 

larger destinations. It is also intangible with its image and identity which may 

influence its market competitivenessò (UNWTO, 2019a, p.14).  

The UNTWO definition was considered relevant for the study as it identified a 

tourism destination as a physical space with administrative boundaries in this case 

Baringo County in which there existed various stakeholders who worked hand in hand 

to deliver a tourism product as was conceptualised by the study. The definition agreed 

with Vengesayi (2003) who viewed tourism destinations as unique entities defined by 

their geographical boundaries and appreciated by visitors as offering an amalgam of 

attractions, accessibility, packages activities, and ancillary services.  

Baggioa and Cooper (2010) broadly defined stakeholders as the people who mattered 

to a system, while SDI (1995) was more specific in defining stakeholders as any 

person, group, or institution with an interest in given development activity, project, or 

program. This definition aligned well with Freeman (1984) who had defined 

stakeholders as groups or individuals that affected or were affected by the 
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achievement of an organisationôs objectives. In seeking to identify who a stakeholder 

was, SDI (1995) believed that any person tied to a given activity either as a 

beneficiary or intermediary, winner or loser, decision-maker or not, qualified to be 

regarded as a stakeholder.  

Baggioa and Cooper (2010) on the other hand observed that for one to be considered a 

stakeholder, they needed to possess a genuine interest in aspects of the concerned 

organisationôs activities such that they could either affect its performance or have a 

stake in the organisationôs performance. Freeman (1984) did recognise that indeed an 

organisationôs relationship with its various stakeholders influenced its character and 

went ahead to identify some of the organisation stakeholders as its employees, 

customers, suppliers, the government, and members of the community. 

From the aforementioned definitions, tourism destination stakeholders can be 

described as organisations, groups, and/ or individuals that have some interest in a 

tourism destination. These stakeholders are of varying status and hence may be 

classified either in terms of their characteristics or in terms of their characteristics 

concerning others within the destination. Saftic, Tezak and Luk (2011) classified 

stakeholders as either primary or secondary and went ahead to define primary 

stakeholders as those groups or individuals without whose participation the 

organisation they were affiliated to cannot successfully achieve its objectives or 

remain afloat. While secondary stakeholders are defined as groups or individuals who 

affect, or are affected by the organisation, but are not engaged directly in transactions 

with the organisation hence may not be essential for its survival. This study focused 

on primary stakeholders due to the central role they play in the success of any given 

tourism destination. In other words without the participation of primary tourism 
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stakeholders there can be no production and consumption of the tourism product in a 

destination.  

Tkaczynski (2009) identified city officials (local government organisations), 

competitors, destination marketing organisations, hotels, residents, tourism attraction 

operations/ convention centres, transport companies (buses, airports), tourists and 

residents as primary stakeholders while the chamber of commerce/ advisory board, 

community groups, gas stations, incentive planners, media, retail outlets and 

universities were identified as secondary stakeholders. Elsewhere, in its survey report 

on the Implementation of the Global Code of Ethics for Tourism the UNWTO 

identified primary stakeholders in tourism development as national governments, 

local government with specific competence in tourism matters, tourism establishments 

and tourism enterprises including their associations, institutions engaged in financing 

tourism projects, tourism employees, professionals and consultants, trade unions of 

tourism employees, tourism education and training centres, travellers, local 

populations and host communities and other juridical and natural persons having a 

stake in tourism (UNWTO, 2005). Similarly, Silvar (2018) enumerated primary 

tourism stakeholders like the private sector (tourism suppliers and intermediaries, 

transport business), the public sector (government- local and regional), civil sector 

(NGOs vocational education) and local community and customers/tourists,   

Guided by UNWTO (2005), Tkaczynski (2009) and Silvar (2018) classification of 

primary stakeholders, this study identified the County Government of Baringo, the 

Kenya Wildlife Service (KWS), the Kenya Forest Service (KFS), Conservancies, 

National Museums of Kenya-Kabarnet, Hotels, Tour, Travel and Boating Companies, 

Tourism Information Centre (TIC)-Mogotio, Financial institutions, Convention 

Centres and Private attractions as the key primary stakeholders. 
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2.2.4 Tourism Trends in Kenya and Baringo County 

The Tourism sector in Kenya has continued to be an important source of foreign 

exchange earnings (KNBS, 2015). This is highlighted by the Kenya Tourism 

Research Institute in its 2018 tourism sector report which noted a 37.33% growth 

(2,025,206 total arrivals) in tourism arrivals to Kenya from the previous year. 

Similarly, over the same period, the report indicated that tourism receipts had gone up 

by 31.2% to a total of Kshs 157,386,151,000. Domestic bed nights for the year 2018 

were estimated at 3,974,243 an increase from 3,645,243 recorded in 2017 (Tourism 

Research Institute, 2018). Generally, the report gave an overall positive outlook about 

the performance of the countryôs tourism sector.  

According to the TRI (2018) sector report, Kenyaôs top four tourism source markets 

were the United States of America followed by the Republic of Tanzania, Uganda and 

the United Kingdom in the respective order. Generally, Africa and the Indian Ocean 

source markets were ranked 1st at 40.76%, followed by Europe at 30.22% and then 

Asia at 13.96%. Overall, tourism arrivals in Kenya had been reported as 1,816,800 in 

2007, 1,822,885 in 2011, 1,180,500 in 2015, 1,474,671 in 2017 and 2,025,206 in 2018 

marking an improvement over the recent years. The increasing visitor numbers were 

attributed to withdrawal of travel advisories, visits by foreign dignitaries, hosting of 

international conferences, increased investor confidence, growth in the aviation 

sector, improved security situation, open border policy and revitalized marketing 

efforts. 

However, despite the positive outlook, Kenyaôs TRI acknowledged that there was a 

variation between its tourism arrival figures with those provided by the UNWTO 

which had indicated more conservative or lower tourism growth figures for Kenya 
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over the same period (Tourism Research Institute, 2018). The higher figures given by 

TRI Kenya may have arisen out of variations in the computation of tourist arrivals, 

however, the aspect of promoting a positive image for a sector on the course of 

recovery cannot be ruled out. Such variations in the information that is shared 

globally, puts into context the premium that is attached to knowledge and how it can 

be manipulated by destinations as they seek good standing within the industry. 

Consequently, this study examined the effect of knowledge management practices by 

primary destination stakeholders on a destinationôs competitiveness.  

2.3 Concept of Knowledge Management 

Davenport and Prusak (1998) defined knowledge as a mixture of experiences, values, 

and information. When done in a context it is referred to as contextual information 

and when in the form of expertsô opinion is referred to as expert insight. Specifically, 

Brooking (1996) defined knowledge as information based upon which action is taken 

and distinguished between data and information, where data is defined as givens and 

information as data in context. Hence information is considered as a form of meaning 

assigned to data and this may only be attained through experience. Consequently, 

when one can demonstrate information through actions then it constitutes knowledge. 

Generally, knowledge may be categorized into two i.e. tacit knowledge and explicit 

knowledge (Dalkir, 2005). Tzortzaki and Mihiotis, (2012) distinguished the two 

categories of knowledge by referring to individual and organisational knowledge to 

imply tacit and explicit knowledge respectively. Dalkir (2005) describes tacit 

knowledge as subjective and experience-based knowledge that cannot be expressed in 

words, sentences, numbers, or formulas, often because it is context-specific. Tacit 

knowledge encompasses both cognitive skills such as beliefs, mental images, and 
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intuition, and technical skills such as craft. In the tourism and hospitality industry, 

tacit knowledge is attributable to various stakeholders especially within the cultural 

tourism context where knowledge may be embodied in a few experts. In such cases, 

the motivation to retain authenticity/ originality of knowledge has been known to 

discourage sharing/transfer of knowledge amongst stakeholdersô hence compromising 

knowledge management practice.  

Explicit knowledge on the other hand is context-free and can therefore be expressed 

in easily understandable forms such as words, sentences, numbers, or largely 

objective formulas. According to Nonaka (1997), explicit knowledge is majorly 

organisational or group knowledge that is readily available and shared within 

organisations by stakeholders. It includes organisational databases, operational 

manuals, problem-solving techniques and other established theoretical approaches. 

Notwithstanding knowledge being tacit or explicit, it is possible to have it 

transformed from individual knowledge to group knowledge and vice versa through a 

process referred to as knowledge conversion (Nonaka, 1997). 

The knowledge dynamics model elaborated by Nonaka (1997) gives four layers of the 

knowledge conversion process, that is, Socialization, Externalization, Combination, 

and Internalization (SECI) hence reference to the SECI model. Drawing from the 

SECI model, Bratianu (2010) considered knowledge externalization and knowledge 

internalization to be the only true conversion processes whereas socialization and 

combination are regarded as knowledge transfer processes.  

Generally, Nonaka (1997) SECI model portrays the conversion of knowledge as a 

spiral process where all knowledge that exists is either tacit knowledge or explicit 

knowledge with the goal of knowledge transfer being to move either type of 
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knowledge. In a case where knowledge transfer is considered as an ongoing learning 

process, the SECI model indicates the conversion of knowledge as a clockwise spiral 

(see figure 2.1 below). Therefore, an organisationôs ability to learn depends on its 

capacity to initiate and sustain the learning spiral as this is what illustrates the depth 

of internalisation of knowledge as one moves from one level of knowledge conversion 

to the next (Nonaka, 1997).  

 

Figure 2.1: Nonaka's Four Modes of Knowledge Conversion 

Source: Nonaka (1997) 
 

As indicated earlier, the knowledge conversion process has four levels; socialisation, 

externalisation, combination and internalisation. Socialization involves the transfer of 

tacit knowledge from one individual to the next. It involves acquiring knowledge by 

walking around or through direct contacts or exchanges with staff mates in the 

organisation or with customers and suppliers beyond the organisation. For 

socialization to occur in an organisation or a firm there must be a shared experience 

making it primarily a process between individuals. 
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Externalization of knowledge occurs when tacit/ individual knowledge is made 

explicit or group or organisation knowledge. It may involve the vocalisation of 

personal knowledge or stimulating of other persons to share their knowledge in a 

universally comprehendible form such as the use of words, metaphors or analogies. 

Through dialoguing externalization is enabled, for instance when people engage each 

other in brainstorming sessions, they can articulate their ideas, contextualise their 

thoughts and provide or benefit from instant feedback and in the process externalise 

knowledge. Thus externalization can be said to take place amongst individuals within 

a group, thus calling for organisations to provide a favourable work environment that 

would boost such exchange of knowledge. 

The combination process involves the transfer of explicit knowledge among groups 

across the organisation. It may entail the use of technology to convey documents via 

electronic mail, websites, or even through physical meetings. It involves the gathering 

of appropriate internal and external knowledge, sharing it, and refining it to more 

useful forms. While internalisation involves the enhanced understanding of group 

knowledge by an individual, and in the process transforming it into tacit or individual 

knowledge. Such knowledge is gained through experience and the beneficiary 

actualizing what has been learnt through applying it into work processes. 

According to Nonaka and Konno (1998), the Knowledge Spiral takes place at a óBa.ô, 

a Japanese concept for Place. óBaô is either a physical location such as an office or 

virtual space via email, teleconferencing, or mental through shared experiences, ideas, 

beliefs and in relationships as people share common goals. To enable knowledge 

conversion at the workplace, the organisation's knowledge vision, knowledge strategy, 

structure, system and staff are critical. A knowledge vision forms the working basis 
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for knowledge in the organisation hence many organisations have evolved such 

visions over and above the main organisation visions. Such organisations also have 

knowledge strategies that enable them to identify actionable knowledge that enhances 

innovative practices which correspond to the prevailing or anticipated market 

demands. The other enabler of the knowledge conversion process is the system. A 

system brings together the entire group of stakeholders who share knowledge and also 

incorporates the knowledge vision and knowledge assets of the organisation 

(Bratianu, 2010).  

Organisation structures play a significant role in enabling knowledge conversion, 

depending on the structure, an organisation can either promote socialization and 

externalization if it allows for flexibility or encourage combination and internalization 

if it is bureaucratic. An effective balance between the two structures has to be 

maintained by management if effective knowledge conversion is to be achieved. An 

organisationôs staff especially the middle-level managers are key enablers of 

knowledge transfer. Their operational role enables nurturing of the knowledge 

transfer and ultimately the completion of the knowledge spiral (Nonaka, 1997). 

Destinations stakeholders that embrace a knowledge-sharing culture do encourage 

their employees to experiment with new ideas. This in effect encourages the 

development of new ways of doing things that will make them competitive. When 

knowledge is transferred within an organisation, employees can identify the 

knowledge assets at their disposal and if put to good use, these knowledge resources 

may inform innovative ways of developing new products, new processes, new 

strategies that will eventually influence the behaviour of the stakeholders and 
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consequently give rise to a competitive edge for the destination within which they are 

domiciled.   

Organisational knowledge consists of the different capabilities workers within an 

organisation develop to draw merit in the process of doing their jobs. These 

capabilities could be in the form of implementation of original work procedures 

developed, refined and agreed upon after a long period of trials (Tsoukas & 

Vladimirou, 2001). Such capabilities may also take the form of codiýed procedures 

developed by staff in the process of performing their duties. Hence, organisations that 

allow their employees to improvise and use their earlier personal experiences are 

better placed to grow their explicit knowledge.   

In addition, organisations that have a culture of motivating their staff to share 

experiences and to use group knowledge do develop their knowledge assets much 

faster. When staff share experiences at strategic levels there is a tendency for the 

productivity of the organisation to increase (Tsoukas & Vladimirou, 2001), thereby 

making knowledge a valuable organisational asset. However, if knowledge is held by 

employees in tacit form and not shared between individuals or amongst groups of 

employees or organisations then it ceases to be of value to the organisations. 

Bergeron (2003) viewed Knowledge Management (KM) as a deliberate, systematic 

business optimization strategy that selects, distils, stores, organizes, packages, and 

communicates information essential to the business of a company in a manner that 

improves employee performance and corporate competitiveness. This implied that 

knowledge management is essentially about an orderly approach to dealing with 

intellectual assets and data within an organisation in a way that competitive 

advantages are realised. 
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Skyrme (2011) in Frost (2014) explains KM as the explicit and systematic 

management of vital knowledge and its associated processes of creation, organisation, 

diffusion, use, and exploitation in pursuit of business objectives. It is described as an 

activity that involves building on past experiences and creating new ways for sharing 

knowledge (Boyle, Kumar, & Kumar, 2006). KM is also considered as an activity that 

generates significant benefits for an organisation as it brings together various aspects 

from different disciplines i.e. Information Technology and organisational performance 

(Liebowitz, 1999).  

While appreciating the many definitions of knowledge management, Ciampi (2007) 

summaries knowledge management as a set of processes of generating, identifying, 

gathering, processing and sharing of individual and collective knowledge. 

Consequently, Zeleny, (2005) observed that KM is a process where descriptions 

(information) are transformed into actions (knowledge). Thus a suitable definition of 

knowledge management incorporates the process of capturing, acquiring, and storing 

the knowledge perspectives, together with the valuing of intellectual assets (Dalkir, 

2005). 

According to Gold, Malhotra and Segars (2001), an organisation that can capably 

uphold the performance of its knowledge management processes is better placed to 

efficiently integrate various ideas and technologies. Lee and Chang (2006) noted that 

when an organisation managed customer relations well, then production ability ceased 

to be a key factor and in its place knowledge management became the basis for 

continuous improvement especially where new product development (NPD) was 

concerned (Nonaka & Takeuchi, 1995).  
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As explained by Wanjiru and Gathenya (2015) knowledge management is critical in 

social entrepreneurship, where social entrepreneurship entails innovativeness which 

enables social enterprises to be competitive in their economic mission as well as 

enhancing their achievement of the social objectives. Knowledge management thus 

enables socially entrepreneurial organisations to identify business opportunities before 

competitors do so. It enables them to come up with novel ways of combining 

resources already within their exposure to achieve their social missions. Knowledge 

sharing within social organisations also improves their ability to innovate and remain 

alert to emerging opportunities (Huckman & Staats, 2011).  

Generally, knowledge management is a multifaceted concept addressed and defined 

differently by various disciplines. However, Dalkir, (2005) identifies three key 

perspectives of KM. The first being the business view under which knowledge 

management is treated as a business activity complete with strategy, policy, and 

practice at all levels i.e. intellectual assets- recorded (explicit) and personal know-

how(tacit) that lead to positive business results. Second is the cognitive science 

perspective under which knowledge management is viewed as a key factor that makes 

personal, organisational and societal intelligent behaviour possible (Wiig, 1993) and 

finally, the technology perspective which views knowledge management as a concept 

under which information is turned into actionable knowledge and made available 

effortlessly in a usable form to the people who can apply it (Dalkir, 2005).  

This study adopted the business viewpoint towards knowledge management and 

focused more specifically on the knowledge management practices by stakeholders 

within a destination. This perspective allows for the capturing of explicit and tacit 

knowledge which is then shared and applied with a view of generating 

competitiveness for the firms and the destination at large. This approach to knowledge 



47 
 

 
 

management is shared with Skyrme (2011) in Frost (2014) who also viewed 

knowledge management as a methodical approach to managing knowledge assets and 

other data in a manner that provided organisations with a competitive advantage. 

2.3.1 Knowledge Management Practices 

Knowledge management literature identifies two streams in so far as managerial 

science theories and the nature of knowledge are concerned. The first set of literature 

views knowledge as an independent entity while the second considers knowledge as 

an organisational asset (Tzortzaki & Mihiotis, 2012). This study was guided by the 

view that destinations could consider knowledge as an asset upon which they could 

capitalise to obtain competitiveness. In this case, knowledge management was to 

typically address the use of knowledge to enhance efficiency and innovation practices 

(Dalkir, 2005). Borrowing from the Integrated Knowledge Management cycle as 

advanced by Dalkir (2005), knowledge creation, knowledge sharing, and knowledge 

application were adopted as the key constructs for investigation under knowledge 

management practice.  

These knowledge management practices are considered cyclic in that when 

knowledge is created, it has to be codified before it can be passed on to other staff 

members within the firm and beyond. Such employees acquire the knowledge and put 

it to use to either feed into innovative behaviour, strategies, products, or processes for 

the sake of their organisation being competitive. When knowledge is applied/ used the 

process creates new knowledge that has to be captured before it is shared again, 

making knowledge management practice a cyclic process. This study sought to 

establish the effect of each of these knowledge management practices by primary 

stakeholders (independent variable) on the destination's competitiveness (dependent 

variable). 
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2.3.1.1 Knowledge Creation  

Knowledge creation is the initial phase in the knowledge management cycle (Dalkir, 

2005). It involves capturing or elicitation of tacit/ individual knowledge and 

organisation or coding of explicit/ group knowledge. Before knowledge is captured 

within an organisation, it must first of all be identified. Unlike readily identifiable 

group knowledge, identification of individual knowledge is a challenge especially 

when its existence within the organisation is unknown. Normally, the capacity of an 

organisation to identify and capture knowledge is influenced by the type of business it 

does, its culture, and how it solves problems.  

Knowledge identification and capture is a paramount strategy for those organisations 

seeking out and implementing innovative practices to remain ahead of the 

competition. According to Dalkir (2005), knowledge capture involves the detection, 

grouping, and incorporation of knowledge into the fabric of the organisation. It 

extends to codifying the knowledge in a manner that it builds into the existing 

organisational knowledge base. And for this to occur an organisation may have to 

engage in a range of activities that may include but are not restricted to organising 

customer information details into a single database.   

Organisations that seek to enhance the availability of tacit knowledge once created 

tend to ensure it is coded. This could be done through codification models such as 

ladders, network diagrams, tables, and grids (Patel & Thakkar, 2013). A ladder is a 

tiered tree-like illustration that captures the creation, reviewing, and modification of 

hierarchical knowledge. Ladders could either be concept ladders, attribute ladders, or 

composition ladders. Network diagrams consist of nodes linked by arrows where the 

nodes may denote concepts, attributes, values, or tasks while the arrows between the 
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nodes signify the existing relationships. Network diagrams may comprise concept 

maps and process maps. Tables on the other hand could either be forms (hypertexts, 

hyperlinks, and web pages), frames (matrix representations), timelines, and matrices 

/grids (problem-solution matrices) (Patel & Thakkar, 2013). 

Harrison and Kessels (2004) emphasise that the creation of new knowledge in an 

organisation relies on its current organisational structures and capabilities. The 

structures influence knowledge itself, values, understanding, and experiences built up 

throughout the organisation over a period, while capabilities of staff members within 

the organisations tend to draw distinctions in how they carry out their work. The 

creation of knowledge in many organisations occurs unwittingly without the 

knowledge of the staff, however in some organisations staff members deliberately 

manage the knowledge cycle to create knowledge. Usually, the knowledge spiral in an 

organisation begins when knowledge learned during prior work experiences is 

incorporated into ongoing work procedures to form a basis of sustained innovation 

and growth. This process of knowledge interaction within an organisation does 

enhance the growth of both explicit and tacit knowledge (Hauschild et al., 2011).  

Nandita (2013) observed that generally, human beings were reluctant to share 

information. However, for knowledge to grow it is paramount that those who óknowô 

pass it on to those who ódo not knowô. Wiig (2007) emphasised that for organisations 

to create value, they had to systematically use, develop and renew available 

knowledge, hence advocated for the four aspects of the knowledge process i.e. 

creation, storage, transfer, and application. It thus follows that contrary to the urge by 

organisational staff to hold on to knowledge, organisations must create an 

environment that would promote knowledge interaction. 
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For organisations to survive in competitive environments, knowledge creation is 

regarded as a viable strategy to attaining sustainability (Foss & Pedersen, 2012). The 

strategy can be actualised when the organisations embrace both the intellectual and 

social aspects of organisational knowledge as it is represented in individual 

employees as well as in the overall organisational knowledge practices and culture.  

2.3.1.2 Knowledge Sharing 

Knowledge sharing is a practice that encompasses the transfer of information and 

knowledge from one source (person, group, or organisation) to another (Fugate et al., 

2009; Paulin & Suneson, 2012; Savolainen, 2017; Rao et al., 2018). According to 

Gupta and Govindarajan, (1991) it involves the transfer of best practices in this case 

skills and technology between organisational sub-units. While Wang, Tseng, and Yen 

(2014) refer to knowledge sharing as the allocation of information that is centred on 

an organisation's processes, procedures, and capabilities which are vital to 

achievement, succession planning, learning, and growth.  

The success of knowledge management (KM) processes in organisations have been 

attributed to the effectiveness of knowledge sharing (Jarboe & Alliance, 2001). Also, 

knowledge sharing has been noted to support knowledge transfer within organisations 

as well as assisting in the obtaining and maintenance of competitive advantages (Liao 

& Wu, 2010). Knowledge sharing is therefore regarded as a significant part of 

knowledge management because of the strong connection it has to organisational 

learning, growth, and survival (Tangaraja, Mohd-Rasdi, Ismail & Abu Samah, 2015).  

Knowledge sharing facilitates the flow of knowledge from those who have it 

(knowers) to those who need it. In a case where knowledge is held without being 

shared, it is just a stock of knowledge, however, when it is shared within the 
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organisation or beyond the organisation, it gains value and can be leveraged upon to 

aid in the production of goods and provision of services. As such many organisations 

that acknowledge the significance of knowledge sharing tend to invest in social 

capital. Cvetanovic, Despotovic and Filipovic (2015) highlighted the significance of 

social capital to knowledge sharing by observing that it was a product of effective 

work relationships within the organisation.  

Unlike other forms of capital with physical attributes, social capital manifests 

implicitly in the workforce thus organisations needed to embrace ways of making it 

more explicit to avoid its loss. One approach suggested is to have learning 

organisations where knowledge sharing becomes a learned behaviour rather than a 

natural process. Indeed Weinberg (2015) asserts that it is the promotion of 

interdependence and sharing of experiences that stimulates more of a knowledge-

sharing centred environment. Conducive knowledge-sharing environments facilitate 

the taping of experiences by employees from one another over time and also promote 

better internal comprehension of information from the organisation's history. With the 

appropriate organisational culture knowledge sharing is always enhanced (Stenius, 

Haukkala, Hankonen & Ravaja, 2017). 

Consequently, knowledge sharing can be viewed as a movement of knowledge within 

working groups in a work environment resulting from work-based engagements that 

ultimately lead to the enhancement of explicit knowledge available to the respective 

organisation. Akhavan and Hosseini, (2015) and Schulz (2001) observed that for 

some time, the focus was on the ways knowledge was shared such as Telephone calls, 

email messaging, regular mail, policy revisions, meetings, shared technologies, and 
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reviews of prototypes computers, however, later on, human elements were found 

central to knowledge sharing.  

Tangaraja et al., (2015) identify some of the factors that may influence knowledge 

sharing behaviour by employees as; Knowledge self-efficacy i.e. the judgement by an 

individual that by sharing their knowledge they can help to solve work-related 

problems; Enjoyment in helping others; Employeeôs predisposition to respond to 

motives grounded primarily or uniquely in public institutions or organisations 

compassion i.e. self-sacrifice, civic duty, and attraction to the policy-making; 

Reciprocity- when the employee sees that sharing knowledge is mutually beneficial; 

Interpersonal trust- influenced by available knowledge, competence, the responsibility 

of individuals and emotional bonds; Social networks- existing strength of social ties 

amongst the employees; Organisational commitment i.e. what binds the employee to 

his or her organisation; and Human resource agenda of the organisation to establish a 

knowledge society 

However, Kiessling et al., (2009) observed that the common problem in knowledge 

management is that majority of the organisations especially the large ones were not 

aware of the value of knowledge resources within their custody. However, Liao and 

Wu (2009) did observe the intermediary role of knowledge sharing in supporting 

knowledge transfer within the organisation, hence, argued that knowledge sharing 

could be the panacea to the retrieval of hidden knowledge in such organisations. 

2.3.1.3 Knowledge Application 

Knowledge application sometimes referred to as knowledge implementation is the 

actual use of knowledge that has been created and put into a knowledge management 

cycle. In the absence of knowledge application/ implementation, all knowledge 
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management efforts are in vain. To complete the knowledge spiral knowledge must be 

internalized, that is, it has to be accessed, understood, and applied to real-world 

decisions or problems. To facilitate the application of knowledge, knowledge re-use is 

embraced through accessing knowledge assets and knowledge objects made available 

in libraries and on online portals (Cooper, 2015).  

For further enhancement of knowledge application by individual employees, deriving 

of user and task models may be adopted to ensure knowledge content and individual 

preferences and requirements match. Hence taking into account the cognitive, 

affective, and psychomotor skills of knowledge workers does provide a means of 

support for them to apply knowledge. Goncalves (2012) did define knowledge 

workers as those workers whose main capital was their knowledge. Therefore, getting 

to understand such workers in an organisation, helps to optimise the link between 

their needs and the knowledge that is to be applied. Further, it is paramount that at the 

organisation level a knowledge management strategy be designed, developed, and 

implemented to support knowledge application (Dalkir, 2005).   

Before the application of knowledge, it has to be acquired from the knowers or 

knowledge experts. The process of acquisition of knowledge focuses on essential 

knowledge while allowing for the capturing of tacit knowledge that is found deep 

inside the heads of people. Some of the common ways of acquiring knowledge 

include probing, gathering, analysis, modelling, and authentication of knowledge 

(Patel & Thakkar, 2013). Application of these techniques in the gathering of 

knowledge usually starts with the traditional methods before moving onto the formal 

ones on the presumption that no such knowledge has been gathered, or that all related 

knowledge has somehow been applied.  
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The knowledge acquisition process may involve conducting a preliminary interview 

with an expert to allow for a proper understanding of the type of knowledge that is to 

be acquired, its purpose, the vocabulary around it and also the interview serves to 

develop a good working relationship with the expert. Such interviews when conducted 

may have the audio or video recorded and, then later transcription and analysis 

undertaken to generate concept ladders of the emergent knowledge which then serve 

as a general representation of the knowledge in the field. Knowledge ladders are 

applied during the interviews to guide the questions posed to ensure elaborate 

coverage of all the important issues that facilitate knowledge acquisition across a 

given field of interest. 

When knowledge is being acquired, there must be room for collating what has been 

obtained from the different knowledge experts while at the same time making it easy 

for non-experts to understand the knowledge that has been acquired. As earlier 

mentioned, the acquisition of knowledge may be actualised through the application of 

traditional/ natural techniques or formal techniques. Patel and Thakkar (2013) 

categorise formal knowledge acquisition techniques as either protocol analysis 

techniques which may entail identification of key knowledge objects within an 

interview or text-based transcript or protocol.  

Hierarchy-generation techniques that construct taxonomies or hierarchical structures 

like goal trees and decision networks, Matrix-based techniques that construct grids 

like the problem against solution grid, Sorting techniques that enable comparison and 

ordering of concepts as per class, priority or other characteristics. The limited-

information and constrained processing tasks techniques that are applied when the 

knowledge expert is constrained in terms of time e.g. the twenty question technique 

employed to access prioritised key information in an area (Patel & Thakkar, 2013) 
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and finally, the diagram-based techniques that develop and utilise network diagrams, 

process maps or concept maps among others (Akhavan & Dehghani, 2015). Diagram 

techniques are preferred due to the logic that people tend to appreciate and applying 

knowledge more effortlessly and voluntarily if it is expressed in diagram or image 

form as opposed to when it is presented based on rational thought patterns. 

2.3.2 Knowledge Management Practices and Tourism 

According to Simkova (2009) creation of a working knowledge management system 

in the setting of tourism, and responding to questions about knowledge management 

such as, why it is important, how it can be used or applied from a tourism enterprise 

standpoint, is essential. In any tourism destination, there are bound to be groups of 

people who matter to the system (Baggioa & Cooper, 2010) who have a lot at stake 

and would wish for the success of the destination. Such groups are referred to as 

stakeholders and they need answers for them to be well aligned as they seek to work 

in the same direction for the competitiveness and ultimately the success of the 

destination.  

One approach suggested for attaining competitiveness and success in a destination is 

the use of assets available within the destination. When a destination effectively 

utilises its resource endowments such as human, physical, capital, infrastructure, and 

knowledge, then it gains competitiveness (Ritchie & Crouch, 2003). Efficient 

management of knowledge assets is essential for the competitiveness and success of 

any tourism destination. It entails the use of proper knowledge creation and 

acquisition techniques, appropriate sharing approaches and utilisation of good models 

that encourage knowledge application. These knowledge management practices when 

effectively applied address the critical issues of organisational existence and sustained 

competitiveness in the face of a progressively changing environment.  
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In recent times, the tourism sector has seen quite a few developments in how 

destinations are managing their affairs and how the tourists or consumers are 
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 4.8.1 Normality Assumption Test 

The normality assumption is based on the shape of normal distribution and gives the 

researcher knowledge about what values to expect (Keith, 2006). The researcher 

tested this assumption through several approaches which included visual inspection of 

data plots (Osborne & Waters, 2002). The Statistical Package for Social Sciences 

(SPSS) software was employed by the researcher to test the normality assumption 

using Skewness, Kurtosis, Q-Q plots and P-P Plots.  

Normality in the distribution of data across the four constructs was examined using 

the Q-Q plots. Cramer and Howitt (2004) identify the normality of distributions as a 

prerequisite for conducting multivariate analysis of the type of regression analysis. 

Loy, Follett and Hofman (2015) observed that Q-











































































































































































































































































































