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Abstract 
Knowledge sharing is a key factor that influences the organizational learning, 
service innovation and competitive advantage of tourism enterprises. Despite 
the fruitful research achievements in knowledge sharing since the 1990s, there 
is no appropriate framework to effectively summarize existing research lite-
rature due to the complexity of the tourism knowledge system. This article, 
based on the research path of knowledge sharing, summarizes the knowledge 
sharing research literature in tourism industry according to the framework of 
“organizational learning - service innovation - competitive advantage”, and 
analyzes the research results of the relationship between knowledge sharing 
and organizational learning, knowledge sharing and service innovation as 
well as knowledge sharing and competitive advantage. On this basis, this ar-
ticle further analyzes the role and function of knowledge sharing in the closed 
loop of “organizational learning - service innovation - competitive advan-
tage”, with the aim of providing reference for knowledge sharing research in 
tourism. 
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1. Introduction 

This paper reviews the studies of knowledge sharing in tourism. As an essential 
part of knowledge management research, knowledge sharing has definitely re-
ceived much attention in both academia and industry, especially for Knowledge 
Intensive Business Services (KIBS) industry which is heavily reliant on profes-
sional knowledge and concerned with providing knowledge-intensive support. 
Although tourism does not belong to traditional KIBS, there exists a great deal of 
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knowledge creation in the industry. Knowledge sharing has gradually been re-
garded as an important factor that stimulates the innovation and development of 
tourism industry as well as promotes the service level of hospitality [1] [2]. In 
addition, as tourism belongs to labor-intensive industry, the industrial activities 
mainly rely on interpersonal communication and interaction. Therefore, the 
majority of the knowledge created in tourism is tacit knowledge as with the 
theoretical understanding of a subject that is difficult to transfer to another per-
son by means of writing it down or verbalizing it. Since tacit knowledge itself is 
usually complicated, the formalized mechanism of externalization and storage of 
tacit knowledge is still lacking [3]. Furthermore, the knowledge creation within 
tourism industry heavily relies on personal tacit knowledge. If there is no 
enough stimulation and motivation, the efficiency of personal knowledge shar-
ing would be greatly reduced, which may even result to the invalid knowledge 
creation. Therefore, it is necessary for tourism enterprises to involve as the third 
party so as to moderate the knowledge sharing process, which may further perp-
lex the research problem. 

Above all, considering the complexity of knowledge sharing mechanism as 
well as the lack of suitable research framework to integrate the present studies in 
tourism industry, it is imperative to do a further and synthesized study in order 
to better solve the actual problem during the practice. This paper will have a 
thorough review of relevant literature and hope to clarify the constructive role 
that the knowledge sharing plays in tourism enterprises. 

2. Conceptual Framework 

For the sake of the quality of our reviewed literature, this paper used the core 
database in Web of Science as the main source of literature, with the keywords of 
“knowledge sharing” and “tourism” or “hospitality”. In order to conduct a com-
prehensive and systematic review of the existing researches, we also picked out 
some highly-cited articles from the references to enrich our retrieval results. Af-
ter the outputs of conferences, forums and books were deleted, 57 articles were 
finally obtained. Furthermore, through a sketchy glance over all the papers, 
some tangential articles that are irrelevant with the subject were deleted, leaving 
40 articles as the research object of this paper. 

Olsen and Connolly [4] studied the relationship between technology innova-
tion and the capacity of developing employees’ tacit knowledge within tourist 
enterprises, which opened up the research about knowledge sharing in tourism. 
Afterwards, studies increased rapidly and there came out many classical litera-
ture within the next three years, of which the research content included know-
ledge sharing and touristic destination, knowledge sharing and enterprises in-
novation, knowledge sharing and employee innovation, knowledge sharing and 
hotel customer relationship management and so force [5] [6] [7] [8]. On this ba-
sis, an increasing number of scholars began to study the function and acting 
path of knowledge sharing in tourism [9] [10] [11] [12] [13]. As the research 
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moved along, some scholars gradually focused on the whole industry to learn the 
new trends of knowledge sharing [14] [15] [16]. Obviously, from the perspective 
of tourism industry, knowledge sharing is crucial in promoting industrial infor-
mation communication and cost controlling. However, as tourism industry is 
made up of touristic enterprises, it is extremely essential to do knowledge shar-
ing researches based on the context of enterprises. Thereafter, many scholars 
turned to focus on touristic companies in order to explore the function of 
knowledge sharing in the dimension of organizational learning and service in-
novation as well as to see how knowledge sharing could be transformed into 
corporate competitive advantage. To sum up, existing studies on tourism know-
ledge sharing were developed along two routes. The first route was to discuss the 
relationship between knowledge sharing activities and organizational learning in 
touristic enterprises. The result shows that knowledge sharing could increase the 
breadth and depth of organizational learning and create a constructive learning 
atmosphere among employees [17] [18]. The other route was to explore how 
knowledge sharing behavior could influence service innovation in touristic en-
terprises. It is believed that internal knowledge sharing could accelerate know-
ledge interaction and application, which expands employees’ knowledge net-
work and stimulate their innovative behavior. In other words, innovation re-
lies on the creation of new knowledge and knowledge sharing could bring out 
knowledge innovation, which exactly meets the prerequisite of service innova-
tion [19]. 

As we can see from the aforementioned research transition, knowledge shar-
ing has come to an essential factor influencing organizational learning and ser-
vice innovation, which further produces a competitive edge for touristic enter-
prise. Therefore, a summarized framework that contains these three core ele-
ments, organizational learning, service innovation and competitive advantage, 
should be established so that we could effectively tease out and conclude the 
academic outputs of tourism knowledge sharing. Given the above, the review of 
knowledge sharing studies in tourism will be organized under the framework of 
three main parts which includes knowledge sharing and organizational learning, 
knowledge sharing and service innovation as well as knowledge sharing and 
competitive advantage. First of all, the paper will begin with an overview of the 
mechanism of knowledge sharing in tourism activities. 

3. Mechanism of Knowledge Sharing in Tourism 

The two patterns of knowledge sharing mechanism are peer sharing and mas-
ter-prentice succession (Figure 1). Knowledge sharing is the process that expe-
rience, information, skills and expertise are exchanged, shared and transferred 
among organization members [20]. On the one hand, information and skills are 
transmitted transversely among coequals during the daily communication of 
employees [21]. On the other hand, expertise can be shared and inherited leng-
thways from master to apprentice. Throughout the process, certain factors like  
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Figure 1. Two patterns of knowledge sharing mechanism in tourism. 
 
cultural atmosphere, interpersonal relationship, social network and social trust, 
could support and motivate knowledge sharing.  

The peer sharing of knowledge firstly occurs inside the organization. Within 
the hotels or travel companies, knowledge sharing happens in a formal or in-
formal way of employees’ shared behavior. The formal knowledge sharing is led 
by management in most cases, which includes organized experience sharing ses-
sions or seminars among internal organization members. While the informal 
one is much more flexible and diverse that knowledge sharing could exist in reg-
ular gatherings or office chats and the roles of knowledge provider and recipient 
can be exchanged freely without any definite boundaries. Both the two ways 
make up the process of knowledge sharing in tourism enterprises. What’s more, 
peering sharing can happen among organizations as well. From the horizontal 
perspective, in the way of industry alliance, tourism enterprises share customer 
information and market trends with each other in order to build up an efficient 
customer relationship management system and fend off the underlying threatens 
during operation. From the vertical perspective, by sharing knowledge with up-
stream and downstream partners, touristic enterprises can strengthen their in-
dustrial competitiveness. Taking travel agency as an example, the knowledge 
sharing with airline companies can improve the alliance and also the market 
competitiveness among travel agency groups [14]. On the whole, horizontal and 
vertical knowledge sharing behavior constitutes the process of organizational 
knowledge sharing in touristic enterprises. 

Except for peer sharing, master-prentice succession also comes to our atten-
tion as a pattern of knowledge sharing. The apprenticeship is a common rela-
tionship that exists in the interpersonal network of touristic staffs. Since tourism 
belongs to labor-intensive industry and the majority of the new knowledge 
created during industrial activities is tacit knowledge which is not very clear and 
distinct, it is the most effective and common method to share the knowledge by 
passing down orally or learn the skills and expertise by imitation. As we can see 
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from the training system in hotels nowadays, the succession from master to ap-
prentice is a common practice in hospitality industry. As a rule, there are two 
training sessions which hotel newcomers should go through, that are corpo-
rate-culture training and departmental training. For the latter, it is exactly that 
veteran staff share and transfer their experience to new staffs by hands-on oper-
ation and explanation, which is of great significance for newcomers to learn a 
new skill. Nevertheless, considering the effect of knowledge sharing, it is believed 
that master-prentice succession is still a lower-tier method to share knowledge. 
The reason is that the tacit knowledge would be ingrained into the inheritance 
system in the long run and hard to be made explicit, which could cause the low 
sharing efficiency and unsustainable knowledge creation. Consequently, in order 
to achieve highly effective knowledge sharing in tourism, the enterprise, as a 
third party with distinctive characteristics, is badly needed to get involved to 
promote and facilitate the process of knowledge sharing by controlling its orga-
nizational factors such as cultural atmosphere, social network and social trust. 

4. Knowledge Sharing and Organizational Learning 

Organizational learning is the process of creating, retaining, and transferring 
knowledge within an organization. The degree of knowledge sharing is critically 
important for organizational learning. Employees can adjust their work attitudes 
by knowledge sharing, thereafter which will influence their work behavior and 
motivate personal innovation. In addition, knowledge sharing can deliver in-
formation within organization, which will deepen and broaden the internal 
learning of enterprises and form a good learning atmosphere for organizational 
members. Based on these findings, more and more scholars began to bring the 
research perspective of knowledge into management and set out to study the 
knowledge sharing mechanism during organizational learning. 

4.1. Knowledge Sharing and Individual Traits 

The influence process of knowledge sharing on organizational learning goes 
through two phases, knowledge sharing period and organizational learning pe-
riod. In the stage of knowledge sharing, employees’ sharing intentions are often 
related to their individual traits [22]. For instance, education background [23], 
working experience, working friendship and personal income can all signifi-
cantly influence personal knowledge sharing willingness and motivations. In the 
aspect of sharing intention, Liu [24] selected typical international hotels in Tai-
chung city of Taiwan as research object and found that those workers who have 
less working experience mostly have higher sharing intention. The results 
showed that the new staff tends to build the relation with other coworkers and 
thereby establish the tunnel of knowledge sharing. In this way, newcomers can 
acquire the working techniques and capability of solving problems that they 
prefer to learn at their earlier working stage. In the aspect of knowledge sharing 
motivation, studies found that “a higher vocational level” is the main sharing 
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motivation for those who earn a larger income, whereas the non-management 
groups are more motivated to share because of “the colleagues friendship”. 
Moreover, trust is another important factor that influences personal knowledge 
sharing. By testing travel-related online social network users, Bilgihan A. et al. 
[25] pointed out that personal trust in the quality of integrity has positive influ-
ence in knowledge sharing behavior.  

4.2. Knowledge Sharing and Management Intervention 

In the stage of organizational learning, it is difficult to realize the effective 
knowledge sharing spontaneously, thus enterprises need to get involved to drive 
the sharing process. Hence, J.T. Yang [17] suggested that managers in tourism 
enterprises need to establish a system that leads to a higher level of knowledge 
sharing among employees and subsequently facilitate the personal and organiza-
tional learning behavior. The research of Kalotina Chalkiti and Marianna Sigala 
are also in concert with this viewpoint. By analyzing the knowledge sharing 
process of online travel forums, they concluded that the leading and bridging 
function during knowledge sharing should be realized by managers. Further-
more, it relies on an open and diversified learning culture to make knowledge 
shared during the organizational learning, therefore the organization is sup-
posed to construct an environment that makes knowledge easy to penetrate into 
daily jobs. It is interesting to note that the research of J.T. Yang [26] and C.S. 
Wan [27] supplement this opinion. They found that corporate managers are as 
supportive as front-line workers to create a learning culture that can provide 
more opportunities for employees to gain, share and store knowledge. Besides, it 
is obvious to see the impact of a learning culture on knowledge sharing behavior 
from the perspective of management. Similarly, Taegoo Terry Kim and Gyehee 
Lee et al. [28] believed that a hotel that adopts learning goal orientation rather 
than performance goal orientation managerial measures will accelerate know-
ledge collection and transmission and thereby contribute to employee service 
innovation. And they also confirmed the two most important enablers of em-
ployees’ innovation behavior, which are anticipated usefulness and reciprocal 
relationships. From the opposite side of knowledge hiding, Zhao, Xia and He etc. 
[29] also supported the viewpoint. They pointed out that organizations with 
some high negative reciprocity beliefs or moral disengagement would make 
work ostracism positively related to evasive hiding and playing dumb. 

In the stage of organizational learning, the third party need to be involved in 
encouraging personal learning that is caused by knowledge sharing and then 
helping to upgrade to organizational learning. Concerning this issue, Taiwanese 
scholar J.T. Yang adopted the method of semi-structural interview to do re-
search at two hotels in Taiwan. To different degrees, there existed the phenome-
na of personal knowledge acquisition and organizational learning both in the 
two hotels. However, the results showed that, comparatively speaking, case A 
hotel had a higher organizational learning intention. After encountering the 

https://doi.org/10.4236/jssm.2018.115035


Y. Rao et al. 
 

 

DOI: 10.4236/jssm.2018.115035 516 Journal of Service Science and Management 
 

knowledge that relates to their work, employees in case A hotel would activate 
“thinking-feedback” mechanism and tried to change the situation when condi-
tions allow so that they could deal with the contingent problems in facing dif-
ferent circumstances. Whereas employees in case B hotel were relatively negative 
and lacked the spirit of self-exploration that they chose to wait for others’ expla-
nation and assistance when acquiring and learning the new things. To conclude, 
knowledge sharing cannot directly trigger the organizational learning behavior 
and management is essential to play the leading role that promotes personal 
learning process to organizational learning, which will greatly influence the cor-
porate performance of customer service.  

By analyzing and sorting out the studies, we find knowledge sharing acts fun-
damentally on organizational learning that it can make the organization come 
up to a higher learning level. This promotion is hard to realize spontaneously, 
thus the management needs to involve as the external impetus. What’s more, a 
higher level of organizational learning can bring out a more open and free 
learning culture, which will further facilitate knowledge sharing within touristic 
enterprises. 

5. Knowledge Sharing and Service Innovation 

Service innovation refers to organizational innovations as well as service product 
and process innovations, and the management of innovation processes within 
service organizations. Service innovation capacity is one of the core impetus of 
enterprise operation and knowledge has a close relationship with service innova-
tion behavior even with the business performance of a company. In tourism in-
dustry, knowledge sharing within a enterprise can promote the interaction and 
application of knowledge, which makes employees have the chance to get in 
touch with knowledge from different fields and thus trigger their innovative be-
havior. Furthermore, effective service innovation could bring forth new products 
and techniques, as well as renovate the outdated organizational structure and 
operation method, which will further realize higher service quality and touristic 
satisfaction. At present, previous studies in academia can be boiled down to two 
topics, one is to focus on the mechanism of how knowledge sharing acts on ser-
vice innovation performance. Another topic is to explore the factors that can 
mediate this mechanism, which means to study the mediating variables between 
knowledge sharing and service innovation. 

5.1. Knowledge Sharing and Service Innovation Performance 

Service innovation firstly originates from knowledge renewal and knowledge re-
newal is derived from knowledge sharing. During this process, a person can 
share his hands-on knowledge by discussion, while for an organization, know-
ledge sharing needs to be based on team cooperation. By the means of coopera-
tion and co-creation, one kind of knowledge can be updated to another new one 
by interacting and being modified constantly, which will make employees main-
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tain job satisfaction and compliance [30] and thus lead to the continuous know-
ledge renewal in an organization [31]. 

Theoretically, innovation depends on new knowledge creation. Hjalager 
pointed out that effective knowledge management can motivate the knowledge 
innovation of touristic destinations and enterprises, which enables them to gain 
high competitiveness. On this basis, Cooper suggested that the knowledge crea-
tion can engender innovation while the creation calls for the sharing of “know-
ledge flows”. From the viewpoint of enterprises, Hu MLM [32] did a survey 
about knowledge sharing behavior and service innovation performance in hotel. 
The results showed that knowledge sharing has strong positive correlation with 
service innovation performance. More specifically, knowledge sharing can intri-
gue the service innovation behavior within a group and also the service innova-
tion behavior performance relies on the mediation of organizational culture. 
Florian J. and T.L. Hill [33] took the enterprises in a touristic place as the case 
and studied their innovation behavior, status of these enterprises and the cha-
racteristics of knowledge and trust in their cooperation relationship. The results 
indicated that companies that have a high multiplicity of knowledge are more 
inclined to share knowledge and thus they are more likely to have cooperative 
innovation. From the micro-level of corporate operation, knowledge sharing 
can lead to the internal service innovation behavior and therefore enhance the 
competitiveness. From the macro-level of industry, knowledge sharing can 
construct the industrial cooperation model as well as set up a sustainable in-
dustrial cooperation system. Y. Higuchi and Y. Yamanaka studied the Japanese 
touristic industry and got the conclusion that practitioners in tourism urgently 
need to learn from the research results from tourism and other disciplines in 
order to develop products of high quality. Although, in most cases currently, 
touristic enterprises have scarce resource investment in a sustainable research 
cooperation system. There is also another case study based on three Norwegian 
whale-watching companies [34]. By illustrating the process of knowledge 
co-creation between researchers and firms, the author testified that knowledge 
sharing could happen throng intensive interaction and consequently the 
co-creation pays off in terms of innovation. For this reason, tourism practition-
ers are trying to share their knowledge, especially for tacit knowledge, with col-
lege researchers so that they can achieve a long-range value creation together. By 
creating a new value of touristic experience, practitioners and scholars can bring 
innovative touristic products of sightseeing. Even though these studies are 
merely several special cases based on tourism, they can be the pioneering empir-
ical study in the field of sustainable tourism, knowledge sharing and relationship 
embedding. 

5.2. Knowledge Sharing, Service Innovation and Mediating  
Variables 

It is a new trend in academic circle to study the mediating variables between 
knowledge sharing and service innovation. Hu M.L.M. firstly introduced rela-
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tionship as a moderated mediating variable when he did a research on the rela-
tionship of knowledge sharing and service innovation. By collecting question-
naires from 1260 employees of 36 different international hotels in Taiwan and 
using SEM (Structural Equation Model) to analyze the data, the research found 
that relationship has significant correlation with both knowledge sharing and 
service innovation behavior and it plays the role of mediating the influence 
process from knowledge sharing to service innovation. Considering the strong 
mediating effect of relationship, Hu M.L.M. suggested that enterprises should 
build up positive relationship networks so that the ability and willingness of em-
ployees’ service innovation can be promoted and the organization can apply the 
achievements in knowledge sharing to service innovation. Similarly, Wu C.F. 
[35] also studied the relationship between knowledge sharing and service inno-
vation. The difference is, the author chose the tourism practitioners from both 
mainland China and Taiwan and took the diffusion of commercial ethics as the 
mediating variable. The research found that the knowledge sharing within tou-
ristic enterprises can promote the diffusion of commercial ethics effectively, and 
this kind of spread within or among organizations can stimulate service innova-
tion behavior. That is to say, knowledge sharing could influence service innova-
tion behavior through the mediating effect of commercial ethics diffusion. Addi-
tionally, knowledge sharing must rely on the mutual trust and harmonious or-
ganizational environment. The more altruistic the organization members tend to 
be, the more willing and frequent for them to share their knowledge. Therefore, 
touristic enterprises need to create a free and harmonious sharing environment 
to encourage their group members to share their knowledge and thereby achieve 
service innovation. 

To sum up, the relationships of knowledge sharing and service innovation are 
conspicuous. Innovation relies on new knowledge creation and knowledge shar-
ing can engender knowledge creation, which is the basic condition for service 
innovation. Furthermore, as the research went deeper, we find that there are 
some mediating variables like relationship and commercial ethics that can act on 
the positive correlation of knowledge sharing and service innovation, which 
enables the enterprises to have stronger service innovation ability and achieve 
performance improvement. 

6. Knowledge Sharing and Competitive Advantage 

Competitive advantage refers to the ability gained through attributes and re-
sources to perform at a higher level than others in the same industry or market. 
Knowledge sharing brings forth competitive advantage. The competitive advan-
tage of an enterprise is that the enterprise can obtain high-value returns at low 
cost, and innovation is exactly an effective means to reduce costs. Tourism has 
become an industry based on knowledge. Knowledge sharing is continuously 
reducing the cost of information generation and transmission, and it also cata-
lyzes innovation. The current research in this area is mainly based on two paths. 
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One is that knowledge sharing can enhance the convenience of information 
transfer and thus provide enterprises with a competitive advantage. Researches 
by Olsen and Connolly and Cooper proof this viewpoint. Another path is that 
knowledge sharing is conducive to the transfer of employee experience and cus-
tomer information, so as to enable better customer management, and on this ba-
sis to increase customer satisfaction. 

6.1. Knowledge Sharing, Information and Competitive Advantage 

In the study of the hospitality industry, Olsen and Connolly believed that com-
panies should regard knowledge and information as the key to successful busi-
ness, but because hotels lack the ability to collect information and develop tacit 
knowledge, they need to have effective knowledge sharing behavior to promote 
the externalization of tacit knowledge and information transfer. Furthermore, 
the advent of the information era also requires tourism companies to share 
knowledge. Pyo, Uysal, and Chang pointed out in their research that due to the 
improvement of information and communication technologies, tourism increa-
singly requires the sharing, transfer, storage, and reuse of knowledge in order to 
enhance information dissemination capabilities and intrinsic value. In the study 
of the macro innovation behavior of tourism industry, Cooper and Hjalager be-
lieved that innovation relies on the creation of new knowledge, and new know-
ledge creation relies on the sharing of knowledge flows, so knowledge sharing 
can promote the occurrence of innovative behavior and thus enhance the com-
petitive advantage of touristic destinations and travel companies. 

With the widespread use of Internet technologies, online social networks 
(OSNs) are creating collective knowledge and become the main source of infor-
mation for tourism decision-making and purchase of travel-related products and 
services [36] [37]. Scholars found that tourists and locals can share knowledge 
through social media interactions and generate tourist information to attract 
tourists [38] and also promote personal innovation [39]. In this process, social 
interaction factors and common values of tourists play an important role. At the 
same time, the perceived usefulness of technology products can also significantly 
affect the results of information transmission. Through the knowledge sharing of 
tourists on social media or online travel booking platforms, travel companies 
can build a good reputation and further transform it into a competitive advan-
tage for the company. 

6.2. Knowledge Sharing, Customer Relationship and Competitive  
Advantage 

As a typical form of service industry, tourism industry is directly influenced by 
effective customer relationship management which acts as a competitive advan-
tage to maintain the development of a touristic company. Knowledge sharing 
among tourism companies facilitates the transfer of customer information be-
tween upstream and downstream of the tourism supply chain, laying the foun-
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dation of improving customer satisfaction. From the viewpoint of knowledge 
sharing within tourism enterprises, Bouncken found out that hotels belong to 
knowledge-centralized industry through empirical research. Because knowledge 
is constantly exchanged and applied in the process of employees’ exchanging 
experiences, most knowledge sharing behavior in hotels are related to customer 
relationship management, mainly focused on service quality and customer in-
formation of customer preferences, etc. Customer relationship management is 
one of the company’s core competitive advantages. Edward C’S Ku and Fan Yi-
wen studied knowledge sharing and customer relationship management in travel 
agency alliances and found that knowledge sharing among organizations posi-
tively influence the successful customer relationship management, especially in 
the travel agency groups. By obtaining knowledge about market and product 
from suppliers, staff in travel agency can respond to customers’ questions about 
products, thereby improving customer service level and performance of custom-
er relationship management. For example, knowledge sharing between travel 
agencies and airlines can help deepen their cooperation, and then increase the 
market competitive advantage on both sides. In addition, good revenue man-
agement is the source of competitive advantage for tourism companies. Effective 
revenue management requires a knowledge-sharing culture to optimize task 
communication and information transfer. Florian Aubke [40] conducted a study 
on revenue management teams in hotel industry, and found that knowledge 
sharing is very important in the process of revenue management, and it has be-
come one of the reasons to gain increasing corporate revenue. 

Therefore, knowledge sharing is extremely important for the generation of 
competitive advantage of the enterprises. Knowledge sharing can reduce the cost 
and time of information transfer, improve the timeliness of decision-making, 
and promote the occurrence of knowledge innovation. On this basis, knowledge 
sharing can promote the innovation of tourism enterprises and gain competitive 
advantage. At the same time, effective knowledge sharing behavior can lay the 
foundation for excellent customer relationship management and internal reve-
nue management and become an important source of competitive advantage for 
the company. It is worth noting that knowledge sharing is more necessary for 
the hotel industry due to higher costs and high staff turnover in the hotels. 

7. Discussion 

Although many literatures have carried out extensive and in-depth research on 
knowledge sharing and organizational learning, service innovation, and corpo-
rate competitive advantages in the tourism industry, the academic community 
has not yet built a suitable logical framework to summarize its mechanism. 
Based on the prior studies, we built a logical framework of “knowledge sharing - 
organizational learning”, “knowledge sharing - service innovation” and “know-
ledge sharing - competitive advantage” to sort out the mechanism of knowledge 
sharing in tourism enterprises. 
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Knowledge sharing is not only the process of transferring knowledge, but also 
the process of helping knowledge recipients to internalize knowledge. Know-
ledge internalization is the learning process that knowledge receivers internalize 
and absorb knowledge through organizational learning, and then create new 
productivity. Therefore, knowledge sharing becomes an important part of orga-
nizational learning mechanism. Knowledge sharing usually involves as a basic 
role in organization learning process, providing the organization with a relaxing 
learning atmosphere and free movement of knowledge, thereby enhancing the 
learning efficiency of internal employees. Enterprises encourage their employees 
to participate in the process of knowledge sharing and improve their enthusiasm 
and participation in learning. As a result, employees’ skills are continuously up-
graded in communications, and ultimately the organizational learning perfor-
mance and business service levels are improved. The improvement of the orga-
nizational learning level can provide an open and free learning culture for 
knowledge sharing, and correspondingly facilitate the sharing of knowledge 
within the enterprise. This constitutes the “knowledge sharing - organizational 
learning” system. 

In tourism enterprises, employees can effectively disseminate information 
through effective knowledge sharing, and effective information sharing can re-
duce transaction costs within the company and establish trust relationships 
among internal members, thereby enhancing organizational commitment and 
promoting the occurrence of innovative behavior. Therefore, service innovation 
has become an important result of tourism knowledge-sharing behavior, which 
has been confirmed in the practice of tourism. In addition, effective knowledge 
sharing can be a powerful support for service innovation, and service innovation 
behavior will attract other individuals to learn and imitate, thus forming a new 
knowledge sharing behavior. From this perspective, the “knowledge sharing - 
service innovation” system is also established. 

Competitive advantage is the key to the sustainable development of an enter-
prise. Sharing knowledge in the enterprise can improve the ability of the enter-
prise to acquire external knowledge and ultimately promote the competitive ad-
vantage of the enterprise. In the practice, knowledge sharing in different dimen-
sions also has different promotion effects on the generation of corporate com-
petitive advantage. The internal knowledge sharing of tourism enterprise mostly 
occurs among employees. Because employees can easily share operational busi-
ness knowledge, effective knowledge sharing can promote the improvement of 
employees’ operational skills, and thus improve the level of customer service and 
customer relationship management, so as to maintain a stable source of tourists 
for tourism companies. What’s more, knowledge sharing among tourism enter-
prise organizations can transfer information without barriers and ensure the 
timeliness of decision-making. In addition, when a company has a certain com-
petitive advantage, in order to maintain and expand its current competitive edge, 
companies will continue to promote knowledge sharing and create a free and 
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open environment to ensure that knowledge sharing occurs. Thereout, a “know-
ledge sharing - competitive advantage” system is built. 

By comparing the above systems, we can find that the establishment of these 
three systems is a two-way interactive process that means, the two sides can 
transform with each other, which determines the sustainability of the process of 
knowledge sharing. On the other side, there are also endogenous connections 
between organizational learning, service innovation, and competitive advantage. 
In tourism enterprises, the improvement in the efficiency of organizational 
learning will undoubtedly strengthen employees’ service skills and thus promote 
service innovation behavior. The occurrence of service innovation behavior will 
directly lead to an increase in the competitive advantage of the enterprise. En-
terprises will keep efficient organizational learning in order to maintain their 
competitive advantage. Therefore, we find that “organizational learning - service 
innovation - competitive advantage” can form a closed loop, and knowledge 
sharing will be in the core position in this loop (Figure 2). On the one hand, 
knowledge sharing behavior has become the starting point and the driving force 
for the running of the closed loop. Through the sharing of knowledge in the en-
terprise, the organization’s learning efficiency can be improved, which in turn 
affects service innovation and competitive advantage. On the other hand, know-
ledge sharing has become an important bridge for the three factors, which means 
it can mediate the correlation between knowledge sharing and organizational 
learning, service innovation, and competitive advantage, so as to ensure the loop 
to run smoothly. 

8. Conclusions 

Numerous existing literatures believe that knowledge sharing has become an  
 

 
Figure 2. The closed loop of the research framework. 
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important factor influencing the organizational learning and service innovation 
of tourism enterprises. At the same time, knowledge sharing provides a core 
driving force for forming the competitive advantage of tourism enterprises. Al-
though there are many academic literatures, there is still a lack of a suitable 
framework to sort out the research results. Based on the role of knowledge shar-
ing, this paper summarized the knowledge sharing researches in tourism indus-
try according to the framework of “organizational learning - service innovation - 
competitive advantage”, and then analyzed the existing research results. 
Through sorting out the literature, this paper found that it is possible to form a 
closed loop around “organizational learning - service innovation - competitive 
advantage” within tourism enterprises, and “knowledge sharing” is at the core of 
this loop, and it becomes the starting point and bridge for the loop operation. 
Therefore, in order to guarantee the closed loop of “organizational learning - 
service innovation - competitive advantage” to operate for a long run, tourism 
enterprises must guide the knowledge sharing behavior and provide a flexible 
and free atmosphere of knowledge sharing to encourage sharing behavior. 

There are still some problems and deficiencies in this paper. When searching 
for relevant literature, this review used knowledge sharing as the keyword. 
However, some literature does not directly mention knowledge sharing, but 
conducts similar research based on the expressions of experience promotion, 
innovation diffusion, etc. This may lead to the omission of some relevant ar-
ticles. In terms of literature retrieval, a more comprehensive search with other 
synonymous keywords can also be added. In conclusion, this article aims to re-
view the research results of knowledge sharing in tourism and sort out the re-
search actuality and future trends so as to provide reference for knowledge 
sharing both in practice and academia. 
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