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 The idea of supply chain management (SCM) is covering its perspective in the form of flow of 
material and information from the business to customers. Its application in the field of tourism is 
also very much significant. The objective of present study is to analyze the empirical association 
between the supply chain management and tourism industry from the context of hotel industry in 
Indonesia. For this purpose, a questionnaire-based approach is followed while taking the demo-
graphic factors regarding age, gender and qualification. A sample of 272 respondents is finally 
accepted for the empirical examination between supply chain and its implication in tourism indus-
try. Both descriptive and regression analysis are conducted. To analyze the factor of supply chain, 
sixteen items are considered from the existing literature while considering the strategic supplier 
partnership, information sharing, and information quality as the key indicators. The factor of tour-
ism is measured through four different proxies. The practical implications of the study are taken 
both the tourists and key policymakers while dealing with the SCM and its integration with those 
hotels dealing with the tourism and related services. This study contributes towards the future 
trends in the form of integration for SCM and tourism industry.  
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1. Introduction 
 
Among the other economic indicators, the tourism industry of any country in the global context is 
considered as the growing sector. As per the findings of United National World Tourism Organization 
(UNWTO), it is found that after the world war II, the idea of tourism has been significantly increasing 
in the world economy (Szpilko, 2017). This increase is recorded both in terms of a number of tourists 
& trip along with the revenue form the tourism industry. During the time span of the 1950s to onward, 
the number of international tourist revenue has been increased from 25 million US dollars to 1186 
billion US dollars in 2015. This significant increase in the revenue graph has provided enough evidence 
to state that the growth of the tourism industry is with the rapid speed. As per the contribution in the 
world economy regarding growth domestic product (GDP), the portion of tourist earning has covered 
almost 9.8 percent in the year 2015 (Szpilko, 2017). To provide the customer with the significant ser-
vice specifically in the field of tourism, the need of dynamic development and working to compete in 
the market can handle customer’s expectations (Buhalis & Law, 2008; Eraqi, 2006). To work for the 
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best of the customers even in the tourism industry, business firms specifically the hotels must deal with 
the innovative servicing ideas. However, the idea of supply chain management is among the main con-
tributor as various firms are interlinked to cooperate for the tourism supply chain (Alford, 2005; Sigala, 
2008). In the overall tourist market, the association and cooperation between the business firms can 
provide and develop a success factor by focusing on supply chain management. However, in the overall 
process of the integration between supply chain and tourism industry, tourism supply chain is explained 
by many researchers (e.g. Zhang et al., 1999; Zhang et al., 2006). They stated the fact that tourism 
supply chain (TSC) is truly a network/system of various organizations dealing in such activity, ranging 
from the provision of various products/services (Alford, 2005; Sigala, 2008; Briandana et al., 2018). 
TSC covers both the public and private sector, products and services, accommodations, and finally the 
sales and marketing activities. Meanwhile, the shape of tourism supply chain is based on the tourist 
product which considers the regions and cities as well (Ashworth & Voogd, 1994; García-Rosell et al., 
2007). With the passage of time, the idea of the evolution of tourism has covered several dimensions 
and key participants like the suppliers, travel agents, clients and customers. In the field of marketing 
channels, the significant obligation belongs to the tour-operator is to take over the serviced being of-
fered by the various categories of the supplier and finally “packing” them in a proper way. In this 
regard, tourist operators have their meaningful contribution while integrating the supplier’s activities 
and those are dealing with the retailing (Muhcină & Popovici, 2008; Okon, 2014; Khan & Rasheed, 
2016; Hussien & Jones, 2016; Taqi  et al., 2018;  Yu-Chi, 2018). 

From the context of Indonesia, the tourism industry has increased its contribution towards the GDP for 
the past several years. The reason is that it has triggered more foreign exchange income on average and 
generates from USD1100$ to 1200$ per visitor. Meanwhile, this increasing earning also provides the 
employment opportunities to the local people as per the latest findings of Statistics Indonesia. This 
employment opportunity has stopped the unemployment rate at 5.81 percent and it is also observed that 
overall 9 percent of the workforce in the country is related to the tourism, industry either directly or 
indirectly. In the recent year, the overall contribution of the tourism industry is about 8 percent on the 
overall economy. The target of the local government is to increase this contribution by the end of 2018 
to almost 16 percent, which requires almost 20 million visitors in one year. To achieve this objective 
government has improved various components of infrastructure, health and hygiene along with the 
online promotion of tourism in the country. In addition, the Indonesian Government has also focused 
on the Visa-free access policy from 2015 to attract the tourists in the country.  Fig. 1 shows the arrival 
of various tourists in Indonesia.  

 

Fig. 1. Foreign Tourist Arrivals in Indonesia, 2007-2015 

The next part of the paper is as follows. Section 2 covers the literature context in the field of supply 
chain and tourism. Section 3 deals with the description of the variables and methods being adopted for 
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the study. Sector 4 provides the details of the results and analysis. The final section describes the con-
clusions, and limitations along with future recommendations.  

2. Literature Review  

The idea of supply chain management in the field of tourism is addressed in some studies, still, there is 
a significant gap to cover. However, the evaluation of tourism-related activities covers many partici-
pants, suppliers who provide similar services, operators & agents and finally the clients. Meanwhile, in 
the field of marketing, the obligations of tourism operators are referred to the services being offered by 
various categories of suppliers (Ganesan et al., 2009). In this regard, the title of tourism operator has 
good contribution. SCM in the field of tourism covers various fields like hotel industry, transport in-
dustry, restaurant and other entertainment activities (Evans, 2015). in this regard, an integrated system 
is very much necessary specifically from the context of SCM in the field of tourism (Song, 2012).  In 
the field of the hotel industry, the idea of the supplier, how to conduct the communication with them, 
management of stock in the inventory of the business, and finally the delivery time are required to fulfil 
the customers’ needs. In the field of tourism, the concept of a supply chain’s performance is measured 
through operational and financial outcomes. For instance, some significant approaches like lowering 
the lead time, keeping the exact quantities for the order and finally management of communication with 
the key suppliers (Rasool et al., 2016; Yu-Chi & Lin, 2018).  

Supply chain management in the tourism industry has also considered factors like market share, cost, 
along with some non-financial measures (Allayannis et al., 2001). However, the concept of customer 
satisfaction, significant efficiency in the internal processing system, along with the level of innovation 
are among the main contributors to the integration of supply chain and tourism.  Meanwhile, the key 
parties involved in the supply chain can also be examined through their participations. Various reasons 
have been examined for the tourism chain based on the companies, the attraction of location along with 
other facilities provided by the government (Tarí et al., 2010; Ţigu & Călăreţu, 2013; Erdogan, 2016;  
Mayan & Nor, 2017). In addition, it is also observed when studying the tourism supply chain, the 
elements like strategies, concepts, channels of distribution, along with competitive advantage, associ-
ation in the marketplace (Kotler & Gertner, 2002). Besides, the factors like performance measurement 
through the satisfaction of tourists, financial performance, operational performance, and finally the 
sustainable development in the field of tourism are some indicators being observed in the literature 
(Choi & Turk, 2011; Haber & Reichel, 2005; Inoue & Lee, 2011).  

However, the participants in the form of operators in the supply chain of tourism are also working for 
the improved business performance and more share in the marketplace. These participants are also 
working for a competitive advantage in the field of tourism while attracting more tourists to their re-
gions of interest (Chen & Paulraj, 2004). In this regard, the selection process of the contractor process 
is very complex which necessitates a significant commitment of potential partners (McKercher, 2003). 
Such integration can result in more output of the revenue for the government and private sector, along 
with customer satisfaction.  

3. Variables and Methods  

The focus of the present study is to study the integration between the supply chain management (SCM) 
and tourism industry in the region of Indonesia. To explore this association, SCM is considered as the 
main explanatory variable of the study. To measure the SCM, various items belong to supply chain 
have been added in the survey questionnaire, under the definition of Strategic Supplier Partnership, 
Information Sharing, Information Quality and finally, Supplier Performance are added in the model. 
For each of the stated factors, at least four dimensions have been added in the questionnaire. Overall 
16 items have been finalized for SCM. For the tourism industry, four items under the title of THI1 to 
THI4 have been added in the questionnaire. To study the dimensions of various respondents, demo-
graphic factors under the title of age, gender and qualification are under consideration. After the fina-
lization of the questionnaire, it is presented to the various respondents linked to the tourism industry in 
the form hotel sector working in different parts of Indonesia. A sample of 272 respondents have been 
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accepted for the further demographic and regression analysis of the study. For the demographic analy-
sis, frequency tables along with pie-charts have been presented in the section of analysis and discussion. 
For the empirical facts, four regression models have been tested while taking each proxy of tourism 
THI1-THI4 as a major dependent variable of the study. The empirical findings are generated and pre-
sented through their coefficients, robust standard error and explained variation for the overall signifi-
cance of each model. Fig. 2 explains the model of the study, taking SCM key components, and tourism 
hotel industry THI1-THI4.  

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 2. Model of the Study 
Source:  Author’s observations based on past literature 

 

4. Results and Discussions  

Fig. 3 indicates the output for the demographic characteristics of the respondents.  
 

 

Gender Age Educational background 

Fig. 3. Personal characteristics of the respondents  
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tourism industry supply of related products. Out of a total sample of 272, 180 which are presenting 66.2 
percent sample are males, while 92 are female, covering a sample of 33.8 percent. In terms of age 
ranges, 55 belongs to the age category of 20-25 years, 94 belongs to 26-30 years, 70 belongs to 31-40 
years and finally, 53 respondents have the age category of 40 plus. These ranges covering the sample 
portion of 20.2 percent, 34.6 percent, 25.7 percent and finally 19.5 percent, respectively. In terms of 
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qualification, out of a total sample of 272 respondents, 108 have completed their bachelor, diploma 
covering a sample size of 39.7 percent. For the master’s degree holders, 115 respondents with the por-
tion of 42.3 percent. Meanwhile, for those having some other courses or degrees are 49 with the per-
centile of 18 in the overall sample of the study.  Fig. 3 shows personal characteristics of the participants. 
Table 1 indicates the overall trends in the data set through total observation of each variable, mean 
score, the standard deviation in the mean, along with minimum and maximum ranges of the study. To 
measure the factor of supply chain management, sixteen dimensions from SCM1 to SCM16 have been 
added which are extracted from existing literature. For the Tourism industry, 4 items under the title of 
tourism products & industry or THI1 to THI4 have been added. The mean score for the SCM1 is 3.85 
explains an average trend near to 4th point on the liker scale. For SCM2, the average value is 4.051 with 
the standard deviation of .986 with the range of 1 to 5 on Likert scale. The mean score for SCM8 
indicates that on average, respondents did not agree with the supply chain practices conducted by the 
company. For the rest of the indicators under the descriptive findings indicate above the neutral point 
with the mean score of above 3 on the Likert scale. The maximum average score belongs to SCM2 
while minimum score belongs to SCM8. For THI, all items are indicating above 3.50 but below 4 mean 
scores.   
 
Table 1  
Descriptive Findings   

Variable  Obs Mean Std.Dev.  Min Max
SCM1 272 3.853 1.104 1 5
SCM2 272 4.051 .986 1 5
SCM3 272 2.346 1.595 1 5
SCM4 272 3.901 1.091 1 5
SCM5 272 3.765 1.186 1 5
SCM6 272 3.827 1.157 1 5
SCM7 272 3.857 1.155 1 5
SCM8 272 2.162 1.484 1 5
SCM9 272 3.107 1.331 1 5
SCM10 272 3.287 1.136 1 5
SCM11 272 3.849 1.118 1 5
SCM12 272 3.919 1.107 1 5
SCM13 272 3.224 1.519 1 5
SCM14 272 3.893 1.08 1 5
SCM15 272 3.665 1.301 1 5
SCM16 272 3.779 1.167 1 5
THI1 272 3.875 1.13 1 5
THI2 272 3.342 1.514 1 5
THI3 272 3.511 1.427 1 5
THI4 272 3.761 1.18 1 5

 
Table 2 expresses regression findings for item 1 and 2 for THI. Under the title of Model 1-THI1, the 
effect of various items of SCM has been empirically examined and presented. For SCM1 the effect is 
-.133, which indicates that “Strategic supplier partnership” or SCM1 has its negative and significant 
impact on THI1. The value of standard deviation in the coefficient of SCM1 is -.0559, indicating a low 
level of error. The coefficient of SCM4 is .0928, which indicates information sharing under the title of 
SCM4 or “We and our suppliers exchange information that helps the establishment of business plan-
ning” are positively and significantly affecting the THI1. The value of the standard error is .0661. For 
SCM7, the value of the coefficient is .467 which indicates a positive and significant influence on THI1. 
The same positive and significant impact of .227 has been recorded through SM11. For SCM16, the 
effect is .149 and also explains its significant and positive influence with the value of .149 and standard 
error of -.0764. The rest of the indicators have their insignificant influence on THI1 as well.  
 
For model 2, the factor of THI2, has explained the fact that SCM1 has its significant and negative 
impact of -.135 on the value of THI2 for the whole sample of the study. This impact is like model 1 
where strategic supplier partnership (a factor of supply chain management) which have symmetrical 
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significant and negative impact on THI1. The effect of SCM3 for THI2 is also significant and negative 
with the coefficient of -.164 and standard error of -.0737. For SCM8 the effect of .141 with the standard 
error of -.0535 is found which implies that increasing value of SCM8 can put a positive influence on 
THI2. For model two, the significant contribution while explaining THI2, the contribution of SCM13 
and SCM15 is .197 and .291 indicating their significant positive impacts. The overall value of robust 
R-Square is .87 percent for model 1 and for model two, this value is .91 percent implies a high level of 
explained variation due to all indicators of SCM1 to SCM16 for THI1 and THI2. The number of ob-
servations under model 1 and 2 are 272 indicating that all the respondents have been under considera-
tion for empirical analysis. 
  
Table 2  
Regression Coefficients and Standard error for Model 1 and Model 2 
 (1) (2) 
VARIABLES Model 1-THI1 Model 2-THI2 
scm1 -0.133** -0.135* 
 (0.0559) (0.0775) 
scm2 0.0379 -0.0453 
 (0.0629) (0.0829) 
scm3 -0.0406 -0.171*** 
 (0.0503) (0.0522) 
scm4 0.0928** 0.0558 
 (0.0661) (0.0701) 
scm5 -0.00859 -0.164** 
 (0.0666) (0.0737) 
scm6 -0.0894 0.0290 
 (0.0716) (0.0726) 
scm7 0.467*** -0.109 
 (0.0738) (0.0818) 
scm8 0.0301 0.141*** 
 (0.0483) (0.0535) 
scm9 0.0366 -0.0750 
 (0.0475) (0.0701) 
scm10 -0.0423 0.147** 
 (0.0679) (0.0716) 
scm11 0.227*** -0.0641 
 (0.0752) (0.0798) 
scm12 -0.0585 0.311*** 
 (0.0730) (0.0866) 
scm13 0.0416 0.197*** 
 (0.0514) (0.0602) 
scm14 -0.0154 0.00966 
 (0.0630) (0.0691) 
scm15 -0.0320 0.291*** 
 (0.0621) (0.0721) 
scm16 0.149* -0.0444 
 (0.0764) (0.0748) 
Constant 1.337* 2.061** 
 (0.766) (0.954) 
Observations 272 272 
R-squared 0.364 0.232 

Robust standard errors in parentheses *** p<0.01, ** p<0.05, * p<0.1 

 

Table 3 expresses regression findings for item 3 and 4 for THI. Under the title of Model 3-THI3, the 
effect of various items of SCM have been empirically examined and presented. For SCM1 the effect is 
-.0112 indicates that “Strategic supplier partnership” or SCM1 has its negative and significant impact 
on THI3. The value of standard deviation in the coefficient of SCM2 is -.185, indicating a low level of 
error. The effect of SCM3 is also significant and -.111 explains their negative influence on THI3.  The 
coefficient of SCM4 is -.110 indicates information sharing under the title of SCM4 or “We and our 
suppliers exchange information that helps the establishment of business planning” are positively but 
significantly affecting the THI1. The value of the standard error is .0854.  For SCM7, the value of the 
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coefficient is .0373 indicates a positive and significant influence on THI3. The rest of the indicators 
have their insignificant influence on THI1 as well.  

For model 2 the factor of THI4, explained the fact that SCM1 has its significant and negative impact 
of -.0423 on the value of THI4 for the whole sample of the study. This impact is like model 1 where 
strategic supplier partnership (a factor of supply chain management) which have symmetrical signifi-
cant and negative impact on THI1, THI2, and THI3. The effect of SCM3 for THI2 is insignificant and 
negative with the coefficient of -.00983 and standard error of -.0478. The factors from SCM5 to SCM8 
on THI4 is insignificant. For SCM9 the effect of .172 with the standard error of -.0615 is found which 
implies that increasing value of SCM8 can put a positive influence on THI4. For model 4, the signifi-
cant contribution while explaining THI4, the contribution of SCM13 and SCM14 is .144 and .164 in-
dicating their significant positive impact. The overall value of robust R-Square is .721 percent for model 
3 and for model 4, this value is .693 percent implies a high level of explained variation due to all 
indicators of SCM1 to SCM16 for THI3 and THI4. The number of observations under model 3 and 4 
is also the same; 272.  
 
Table 3  
Regression Coefficients and Standard error for Model 3 and Model 4 
 (1) (2) 
VARIABLES Model 3 THI-3 Model 4 THI-4 
SCM1 -0.0112** -0.0423* 
 (0.0964) (0.0683) 
SCM2 -0.185* -0.0535 
 (0.103) (0.0737) 
SCM3 -0.111* -0.00983 
 (0.0632) (0.0478) 
SCM4 -0.110 -0.104 
 (0.0854) (0.0681) 
SCM5 -0.0639 0.0515 
 (0.0791) (0.0657) 
SCM6 0.0710 -0.0239 
 (0.0955) (0.0689) 
SCM7 0.0373* 0.0252 
 (0.0837) (0.0605) 
SCM8 0.153** -0.0624 
 (0.0665) (0.0545) 
SCM9 -0.0992 0.172*** 
 (0.0720) (0.0615) 
SCM10 -0.137 0.00180 
 (0.0841) (0.0593) 
SCM11 0.0348 -0.0635 
 (0.0884) (0.0652) 
SCM12 0.0706 0.127* 
 (0.0970) (0.0660) 
SCM13 0.0998 0.144** 
 (0.0718) (0.0558) 
SCM14 0.236*** 0.164** 
 (0.0874) (0.0751) 
SCM15 -0.0191 0.0657 
 (0.0765) (0.0673) 
SCM16 0.176* -0.0707 
 (0.0976) (0.0682) 
Constant 3.001*** 2.638*** 
 (0.909) (0.794) 
Observations 272 272 
R-squared 0.721 0.693 

Robust standard errors in parentheses *** p<0.01, ** p<0.05, * p<0.1 
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5. Conclusion and Recommendations  

In conclusion, the topic of supply chain management and its integration with the tourism industry is a 
new dimension in the present literature. Although the traditional meaning of SCM is very well exam-
ined and justified in various studies from both theoretical and empirical perspective. However, the idea 
of SCM and its association with the tourism industry while the major focus is on the strategic supplier 
partnership is not very well addressed from the research context. The review of various studies has 
provided a significant pathway to cover this gap from the context of Indonesia, while taking those firms 
which are purely dealing with the tourism industry. To consider the factor of SCM, overall sixteen 
dimensions have been identified from the previous literature and added in the questionnaire of the 
study. The key focus of these items is on the strategic supplier partnership, information sharing, infor-
mation quality and performance of the suppliers. For all of the items, four proxies have been added in 
the questionnaire. For the tourism industry, four items under the title of THI1 to THI4 have been added. 
To analyze the empirical association between SCM items and tourism industry, all items of THI1 have 
been separately regressed and presented under the title of model 1-4. Demographic analysis has been 
conducted for the gender, age and qualification categories for the overall sample of 272 respondents. 
The findings under model 1 indicates that SCM proxies under the title of SCM1, SCM7, SCM11 and 
SCM16 have maintained their significant influence on THI1. For the model two, the proxies under the 
title of SCM1, SCM5, SCM8, SCM10, SCM12, SCM13 and SCM15 have kept their significant influ-
ence on THI2. For the model three, the impact of SCM1, SCM2, SCM3, SCM7, SCM8, SCM14, and 
SCM16 were significantly impacting on THI3. Moreover, for the model 4, the impact of SCM1, SCM9, 
SCM12, SCM13, and SCM14 have explained their meaningful effect. The value of explained variations 
for all the models have indicated a good variation in all the proxies of the tourism industry. All these 
findings have indicated the fact that respondents in the field of the tourism industry were highly con-
cerned with the SCM and related practices.  

For the future studies and their implications, this study has considered various limitations which can be 
considered. At first, this study has considered the one industry related to the tourism which is hotels 
while ignoring the other firms working in the same industry. At second, the sample size is in a reason-
able number but not very good for the generalizability and more application from the context of man-
agement. At third, the methodological portion is lacking the structural modelling and advanced tech-
niques with more significant findings. In the last, this study has not focused on the cross-sectional 
analysis of SCM and other firms working in the tourism industry of Indonesia. While adding these 
limitations, the present gap of the study can be overcome in the coming time. However, from the context 
of implications, this study can be significant for the management of the hotel industry specifically and 
other key decision makers who are directly or indirectly involved in tourism. Besides, the idea of SCM 
is very well discussed from the context of suppliers and product delivery which can satisfy customer 
needs. To increase the performance of various activities under the title of SCM, there is a strong need 
of integration with the key suppliers. The analysis based on the respondents have indicated some of the 
good dimensions of SCM and their impacts on the value of the tourism industry. To increase the quality 
improvement of services in the hotel industry, the implementation of quality management is another 
topic to be covered in upcoming studies from the context of tourism and supply chain management. 
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