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ABSTRACT: The need for innovation in all sectors and, consequently, in tourism is unde-
niable: in a scenario of  worldwide competition, there’s no option but to get serious about it. 
One of  the most important innovations with revolutionary impact in tourism was the Inter-
net – the ability to use it has completely transformed the business of  travel.
When considering innovation processes such as the invention of  the Internet, one mainly 
thinks of  private entities. However, the Internet came out of  public organizations, which le-
ads us to the main goal of  our paper: to demonstrate that the state is able to play an impor-
tant role as an innovation agent, namely, as an innovation agent in tourism. Acting this part, 
the state has been performing as star artist in e-commerce: it begun with the invention of  In-
ternet and has developed with the subsequent need to regulate something new. However, it 
LV�LPSHUDWLYH�WR�ÀQG�D�EDODQFH�EHWZHHQ�5	'��WKH�VXEVHTXHQW�HODERUDWLRQ�RI �UHJXODWLRQV�DQG�
the permanent quest for innovation. It is at all times a fragile equilibrium, and in e-tourism 
there is still a long way ahead. Nevertheless, it is indisputable that states still have a main part 
as innovative agents in tourism, namely in the area of  e-commerce.Keywords: state; innova-
tion; e-commerce; e-tourism.

RESUMEN: En el actual escenario de concurrencia global, es innegable la necesidad de in-
QRYDU�HQ�WRGRV�ORV�VHFWRUHV�\��FRQVHFXHQWHPHQWH��WDPELpQ�HQ�HO�WXULVPR��,QGXELWDEOHPHQWH��
XQD�GH�ODV�PiV�LPSRUWDQWHV�LQQRYDFLRQHV�FRQ�LPSDFWR�UHYROXFLRQDULR�HQ�HO�WXULVPR�IXH�OD�,Q-
WHUQHW��OD�SRVLELOLGDG�GH�XVDUOD�FDPELy�WRWDOPHQWH�OD�LQGXVWULD�GHO�WXULVPR�\�GH�ORV�YLDMHV��3HQ-
VDQGR�HQ�SURFHVRV�GH�LQQRYDFLyQ��FRQ�OD�LQYHQFLyQ�GH�OD�,QWHUQHW��FXDOTXLHU�DJHQWH�VHUi�WHQ-
dencialmente, llevado a concluir que sus sujetos activos son entes privados. Sin embargo, la 
,QWHUQHW�DGYLQR�GH�HQWLGDGHV�S~EOLFDV��OR�TXH�QRV�OOHYD�DO�REMHWR�GH�QXHVWUR�WUDEDMR��GHPRVWUDU�
TXH�HO�(VWDGR�GHVHPSHxD�XQ�LPSRUWDQWH�UROOR�FRPR�DJHQWH�GH�LQQRYDFLyQ��QRPEUDGDPHQWH�
HQ�WXULVPR��$VXPLHQGR�HVWD�LQWHUYHQFLyQ��HO�(VWDGR�YLHQH�DVXPLHQGR�HVWD�IXQFLyQ�HQ�HO�FR�
FRPPHUFH��OD�LQWHUYHQFLyQ�S~EOLFD�LQQRYDGRUD�VH�LQLFLy�FRQ�OD�LQYHQFLyQ�GH�OD�,QWHUQHW�\�YLH-
ne siendo desarrollada con la subsecuente necesidad de regular algo nuevo. A pesar de eso, es 
FHQWUDO�HQFRQWUDU�XQ�HTXLOLEULR�HQWUH�OD�HYROXFLyQ�GHO�5	'��OD�GHÀQLFLyQ�GH�UHJODV�\�QRUPDV�
TXH�OH�VLJXHQ�\�OD�SHUPDQHQWH�E~VTXHGD�GH��LQQRYDFLyQ��(VWH�HTXLOLEULR�HV�VLHPSUH�IUiJLO��\�HQ�
HO�H�WRXULVP��D~Q�H[LVWH�XQ�ODUJR�FDPLQR�D�UHFXUULU��6LQ�HPEDUJR��HV�LQGLVFXWLEOH�SDUD�QRVRWURV�
TXH�HO�(VWDGR�D~Q�WLHQH�XQ�URO�IXQGDPHQWDO�FRPR�DJHQWH�GH�LQQRYDFLyQ�HQ�WXULVPR��LQFOXVLYR�
HQ�HO�FR�FRPPHUFH��3DODEUDV�&ODYH��(VWDGR��LQQRYDFLyQ��H�FRPPHUFH��H�WRXULVP�

RESUMO: 1R�DFWXDO�FHQiULR�GH�FRQFRUUrQFLD�JOREDO��p�LQHJiYHO�D�QHFHVVLGDGH�GH�LQRYDU�HP�
WRGRV�RV�VHFWRUHV�H��FRQVHTXHQWHPHQWH��WDPEpP�QR�WXULVPR��,QGXELWDYHOPHQWH��XPD�GDV�PDLV�
LPSRUWDQWHV�LQRYDo}HV�FRP�LPSDFWR�UHYROXFLRQiULR�QR�WXULVPR�IRL�D�,QWHUQHW�²�D�SRVVLELOLGD-
GH�GH�D�XVDU�WUDQVIRUPRX�FRPSOHWDPHQWH�D�LQG~VWULD�GR�WXULVPR�H�GDV�YLDJHQV��$R�SHQVDU�HP�
SURFHVVRV�GH�LQRYDomR��FRPR�D�LQYHQomR�GD�,QWHUQHW��TXDOTXHU�DJHQWH�VHUi�WHQGHQFLDOPHQWH�
levado a concluir que os seus sujeitos activos são entes privados. Todavia, a Internet adveio 
GH�HQWLGDGHV�S~EOLFDV��R�TXH�QRV�OHYD�DR�REMHFWR�GR�QRVVR�WUDEDOKR��GHPRQVWUDU�TXH�R�(VWD-
GR�GHVHPSHQKD�XP�LPSRUWDQWH�SDSHO�FRPR�DJHQWH�GH�LQRYDomR��QRPHDGDPHQWH�HP�WXULVPR��
$VVXPLQGR�HVWD�LQWHUYHQomR��R�(VWDGR�WHP�DVVXPLGR�HVWD�IXQomR�QR�H�FRPPHUFH��D�LQWHUYHQ-
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omR�S~EOLFD�LQRYDGRUD�LQLFLRX�VH�FRP�D�LQYHQomR�GD�,QWHUQHW�H�WHP�VLGR�GHVHQYROYLGD�FRP�D�
VXEVHTXHQWH�QHFHVVLGDGH�GH�UHJXODU�DOJR�QRYR��1mR�REVWDQWH��p�IXOFUDO�HQFRQWUDU�XP�HTXLOtEULR�
HQWUH�D�HYROXomR�GR�5	'��D�GHÀQLomR�GH�UHJUDV�H�QRUPDV�TXH�VH�OKH�VHJXH�H�D�SHUPDQHQWH�
EXVFD�GD�LQRYDomR��(VWH�HTXLOtEULR�p�VHPSUH�IUiJLO��H�QR�H�WRXULVP�H[LVWH�DLQGD�XP�ORQJR�FD-
PLQKR�D�VHU�SHUFRUULGR��1R�HQWDQWR��p�SDUD�QyV�LQGLVFXWtYHO�TXH�R�(VWDGR�DLQGD�GHVHPSHQKD�
XP�SDSHO�IXQGDPHQWDO�FRPR�DJHQWH�GH�LQRYDomR�HP�WXULVPR��GHVLJQDGDPHQWH�QR�H�FRPPHUFH��
3DODYUDV�&KDYH��(VWDGR��LQRYDomR��H�FRPPHUFH��H�WRXULVP

THE NEED TO INNOVATE

Undoubtedly, innovation is a key concept in many areas of  activity, 
products and organizations and, unsurprisingly, also in tourism1. The 
need for innovation in the hospitality sector is growing, not only quan-
titatively but also qualitatively, and it is not limited to the incorporation 
of  innovation implemented in other sectors: tourism has achieved an 
important role as an enhancer of  the imperatively required2 innova-
WLRQ�����(XURSHDQ�&RPPXQLWLHV��������+DOO�	�:LOOLDPV��������+MDODJ-
er, 1997, 2002; Mulgan, 2009).

We grant innovation, along with a large number of  authors who 
VWXG\�WKH�FRQFHSW��WKH�HSLWKHW�RI �´LPSHUDWLYHO\�UHTXLUHGµ�²�WKH�MXVWLÀ-
cation for this is more obvious than complex: 

a. Developed countries (where Portugal is included) have been 
witnessing a gradual reduction in the rate of  growth of  tourism as a 
result of  factors such as the unequivocal generalized global crisis felt 
VLQFH�������HSLGHPLF�RXWEUHDNV�RU�QDWXUDO�GLVDVWHUV�

b. Less developed countries tend to begin occupying top posi-
tions in the competition, namely through access to means of  produc-
tion with lower costs (such as cheaper labor), the implementation of  
targeted programs for tourism niches or the existence of  unique natu-
ral resources, unexplored and therefore more attractive;

c. The life cycles of  various products that were until now “suf-
ÀFLHQWµ�DUH�DSSURDFKLQJ�WKHLU�HQG��.HOOHU��������3DJHW��'LPDQFKH�	�
Mounet, 2010);

d. Businesses related to tourism (and others) just reached the peak 
of  their possible rationalization of  costs. In other words, it is now vir-
WXDOO\�LPSRVVLEOH�WR�FRPSHWH�LQ�ÀHUFH�JOREDO�PDUNHWV�KDYLQJ�SULFHV�DV�
sole weapon: 

Despite the advantages that traditional tourism countries ob-
tain from a high    level of  development, many years of  specia-
lization in tourism and a great deal of  competitive experience, 
their ability to compete on price suffers greatly from high wa-
ges and exchange rates. The economic framework conditions 
in the industrialized countries slow the speed of  growth and 
put pressure on the rate of  growth (Keller, 2006, p.19).
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,Q�WKLV�VFHQDULR�RI �JOREDO�FRPSHWLWLRQ��+DOO�	�:LOOLDPV���������LQ-
novation may well be the only solution capable of  creating winds of  
change and new impetus for growth in tourism. To stay in the race, 
countries should be “at the cutting edge of  the development of  new 
products and ideas in tourism” (Organisation for Economic Co-oper-
ation and Development [OECD], 2010, p.64). Developed economies 
are required to magnify an immediate ability to innovate in order to sur-
vive since, as Mulgan (2007) so accurately states, “when money is plen-
tiful, people may talk about innovation and reform, but inertia usually 
wins. When money is tight, there’s no option but to get serious” (p.24).

A GREAT INNOVATION

One of  the main innovations with major aftermath on tourism 
was indisputably the emergence of  the Internet, which together with 
the dramatically rapid and constant development of  programs, appli-
cations and languages  , allowed, namely, the dematerialization of  the 
most complex sales structures until then assembled: 

In many ways it [tourism] is one of  the most powerful exem-
plars of  globalization, for the movement of  people is funda-
mentally affected by the globalization of  infrastructure: the 
DELOLW\�WR�XVH�WKH�,QWHUQHW�IRU�PDNLQJ�ERRNLQJV��«��KDYH�DOO�
facilitated the growth of  international tourism (Shaw & Willia-
ms, 2002, p.27).

,QWHUQHW�LV�JHQHUDOO\�FRQVLGHUHG�QRW�RQO\�DV�WKH�PRVW�VLJQLÀFDQW�LQ-
novation but also the one with greater impact since the invention of  
the printing press or electricity (Castells, 2004; Hoffman, 2000) and, 
FXUUHQWO\��������RI �WKH�SRSXODWLRQ���DERXW���ELOOLRQ�SHRSOH���KDYH�DF-
FHVV�WR�WKH�,QWHUQHW��DQG�LQ�3RUWXJDO�WKLV�SHUFHQWDJH�LV�������DERXW�����
PLOOLRQ�XVHUV���7KHVH�ÀJXUHV�VKRZ�DQ� LQFUHGLEOH�JURZWK�RI ��������
when compared to the year 20005.
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Table 1. World Internet Penetration Rates by Geographic Regions 
(2010)

Source: http://www.internetworldstats.com/stats.htm

According to several studies (Buhalis & Jun, 2011), travel planning 
has been, since the advent of  the Internet, one of  the main reasons 
why people use this engine, which itself  caused profound changes on 
the tourism industry6. This is as true as evidence shows that online 
bookings and tourism related services are one of  the most successful 
ways of  implementing e-commerce: representing 73.4 billion dollars 
of  sales in 2006 and an estimated amount of  313 billion dollars by 
the end of  2012, it is additionally forecasted that this year a third of  
world travel will be sold online. “No business is being transformed by 
information technology faster or more radically than the business of  
travel” (Holloway, 2001, p.260).
:H�DUH�QRZ�LQ�WKH�HUD�RI �H�WRXULVP��WKDW�LV��DQG�DV�GHÀQHG�E\�%XKD-

lis (2003), the digitization of  all processes and value chains in tourism, 
travel, hospitality and catering, which includes e-commerce and applies 
Information and Communication Technology (ICT) to maximize the 
HIÀFLHQF\�RI �WKH�RUJDQL]DWLRQ�RI �WRXULVP��7KH�FRQFHSW�LQFOXGHV�DOO�DF-
WLYLWLHV�VXFK�DV�H�FRPPHUFH��H�PDUNHWLQJ��H�ÀQDQFH��H�DFFRXQWLQJ��H�
planning and e-management, of  all sectors of  the industry.
7RXULVP�DJHQWV�KDYH�EHHQ�EHQHÀWLQJ�IURP�,&7�IRU�WKHLU�EXVLQHVV�

development in recent decades, namely through systems such as Com-
puter Reservation Systems, Global Distribution Systems, and especially 
the Internet (Buhalis & Jun, 2011; Cunha, 2009). If  up until the 90’s 
ICT in tourism operated primarily for the development of  computer 
systems, managing information and internal distribution, from then 
on the Internet offered its performers the potential to provide all op-
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erational, structural, strategic and marketing levels to a large number 
of  tourists at fairly low cost. It also gave agents the opportunity to set 
up a straight and effective conduit for communication between sup-
SOLHUV��LQWHUPHGLDULHV�DQG�FOLHQWV��%XKDOLV�	�/DZ��������.LP���������,Q�
essence, it drastically revolutionized the market and opened the door 
for each local businessman to trade globally: “Certain sectors of  the 
service sector are especially amenable to the introduction of  ICT, to 
the establishment of  a Web presence, and to transacting business elec-
tronically. For instance, the international travel and tourism industry is 
increasingly moving online” (OECD, 2000, p.9). Thus, having a strong 
online presence today is not an option – it is imperative (Kim, 2004).

One of  the Agents of  this Great Innovation
When perceiving innovation processes, anyone can be easily tempted 

to consider that only the private sector can achieve it. However, this as-
sumption may be straightforwardly contradicted: states have the capac-
LW\�WR�FRQWULEXWH�VLJQLÀFDQWO\�WR�WKH�GHYHORSPHQW�DQG�LPSOHPHQWDWLRQ�
of  innovation, particularly in tourism (Breznitz, 2006; Castells, 2005; 
Considine & Lewis, 2007; Edquist, 2001; Hall & Mitchell, 2000; Mulgan, 
2007; Paget et al. 2010; Jeffries, 2001). As Mulgan enunciates (2007), 

This account is a commonplace. But it is at odds with the history 
of  innovation. Two of  the most profound innovations of  the last 50 
years were the Internet and the World Wide Web. Both came out of  
SXEOLF�RUJDQLVDWLRQV��'$53$�LQ�WKH�ÀUVW�SODFH��&(51�LQ�WKH�VHFRQG��
�«��,QVWHDG��WKH�PRVW�LPSRUWDQW�LQQRYDWLRQV�LQ�FRPPXQLFDWLRQV��PD-
terials or energy came from wealthy patrons, governments or from the 
military (p.4).

Despite not being a singularly detailed subject of  study by authors 
that analyze innovation in tourism, and regardless of  being a controver-
sial theme in economic policy (Keller, 2006), it is still widely accepted 
that the state has a fundamental role in the development and implemen-
WDWLRQ�RI �LQQRYDWLRQ��&DVWHOOV��������+DOO�	�:LOOLDPV�������&DVWHOOV��

The State as an Innovation Agent in Tourism
There are several distinct approaches by which the state exercises 

its “innovative” tasks in tourism. Nevertheless, they are mainly ana-
lyzed under the scope of  direct intervention, under which the state:

a. funds, coordinates and/or develops, directly or indirectly, in 
whole or in part, research and development, together with other pub-
lic entities, universities or excellence centers;

b. uses its regulatory and law-making function, creating or modi-
fying legislative statutes and regulations thereunder. This is the case 
RI �ODZV��L��FUHDWLQJ�ÀQDQFLDO�LQFHQWLYHV���LL��IDFLOLWDWLQJ�WKH�ZD\�SULYDWH�
agents and public administration relate, thus reducing costs; (iii) de-
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termining new legal regimes applicable to tourism projects, food and 
beverage establishments, travel agencies, among others;

c. promotes tourism destinations and products;
d. determines spatial territorial policies of  the denominated tour-

istic territory (Hall, 1994);
H�� HVWDEOLVKHV�SXEOLF�SULYDWH�SDUWQHUVKLSV��+DOO�	�:LOOLDPV��������

Machado, 2010; Moore & Weiler, 2009).
The way each state embodies its role as a driver of  innovation is 

crucial to the positioning of  the country in the global market: accord-
ing to Breznitz (2006), the state should start acting as a protagonist, 
creating a network that gradually evolves, then fading into a mere equal 
partner in any relationship – though still with organizational and fa-
cilitating functions, but in an already implemented climate of  trust.

Notwithstanding the foregoing, this state intervention should always 
leave room for the foundation of  an ambience of  free competition able 
to eliminate the existing structures, and creating opportunities for the im-
plementation of  new ones. In this case, the state’s foremost assignment is 
simply not to become an obstacle to innovation, but to promote compe-
tition – as Keller asseverates, “That is the best possible contribution the 
VWDWH�FDQ�PDNH�WR�WKH�SURPRWLRQ�RI �LQQRYDWLRQµ��2(&'��������S������
Competition is, in fact, the primary incentive for innovation7: “Com-
petition is probably the main driving force of  innovation in tourism, at 
OHDVW�LQ�FDSLWDOLVW�HFRQRPLHVµ��+DOO�	�:LOOLDPV��������S�����

By virtue of  the development of  strategies and implementation of  
UHVROXWLRQV�LQ�RWKHU�VHFWRUV��DFWLYLWLHV�DQG�LVVXHV�QRW�VSHFLÀFDOO\�UHODW-
HG�WR�WRXULVP�EXW�WKDW�QHYHUWKHOHVV�SUHFLSLWDWH�LQ�LW�UHOHYDQW�LQÁXHQFH�
(namely, diplomatic policy, education, research and development fund-
ing, intellectual property protection, tax policy, immigration, among 
others (Jeffries, 2001)), the states enact an extraordinary part in inno-
vation, particularly in innovation in tourism.

Recognizing the multiplicity and diversity of  the tourism industry, 
the World Travel & Tourism Council (2011) enunciated that Travel & 
Tourism is an important economic activity in most countries around 
the world. As well as its direct economic impact, the industry has sig-
QLÀFDQW�LQGLUHFW�DQG�LQGXFHG�LPSDFWV��7KH�81�6WDWLVWLFV�'LYLVLRQ�DS-
SURYHG�7RXULVP�6DWHOOLWH�$FFRXQWLQJ�PHWKRGRORJ\��76$�50)�������
TXDQWLÀHV�RQO\�WKH�GLUHFW�FRQWULEXWLRQ�RI �7UDYHO�	�7RXULVP��%XW�:77&�
recognises that Travel & Tourism’s total contribution is much greater, 
and aims to capture its indirect and induced impacts through its an-
nual research (p.4).



35AUGUSTO

Figure 1. Economic Impact of  Tourism

Source: World Travel & Tourism Council (2011)

Assessing our preceding references, it is patent today that innova-
tion must be considered as a comprehensive whole, including social, 
economic and political components – otherwise there is not much 
more to expect besides segmented performances with extremely low 
or nonexistent results caused by the disregard of  overlaps or perverse 
side effects.

Figure 2. Dimensions of  Innovation in Tourism by State

Source: Adaptation from Hall and Williams (2008)

E-tourism and the Role of  the State
$FFRUGLQJ�WR�%XKDOLV���������H�WRXULVP�FDQ�EH�GHÀQHG�DV�WKH�GLJL-

tization of  all processes and value chains in the industries of  tourism, 
travel, hotels and catering, which includes e-commerce and applies ICT 
WR�PD[LPL]H�HIÀFLHQF\�LQ�WKH�RUJDQL]DWLRQ�RI �WRXULVP��)RU�D�JHQHUDO�
conceptualization of  ICT, Castells (2004) is fundamental: information 
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WHFKQRORJ\�LV�WKH�XVH�RI �VFLHQWLÀF�NQRZOHGJH�WR�LGHQWLI\�PHWKRGV�RI �
doing reproducible things. Among these technologies are all the con-
verging ones in microelectronics, computing (hardware and software), 
telecommunications/broadcasting and optoelectronics.

Bearing this in mind, the concept of  e-tourism includes, as pre-
YLRXVO\�QRWLFHG��DOO�DFWLYLWLHV�VXFK�DV�H�FRPPHUFH��H�PDUNHWLQJ��H�À-
nance, e-accounting, e-planning and e-management, of  all sectors of  
the tourism industry.

In the scope of  the B2C (business to consumer) relationship, tour-
ism products and destinations are merely virtual at the time of  pur-
chase by the consumer, and this virtual feature confers tourism a strong 
ability to be promoted and sold online (Cunha, 2009; Milheiro, 2006). 
The advantages resulting therefrom are undisputed, as presented in 
Table II below.

7DEOH����%HQHÀWV�RI �(�&RPPHUFH�

%HQHÀWV�IRU�2UJDQL]DWLRQV
�� Locating customers and/or suppliers worldwide, at reasonable cost and fast
�� Reduce cost of  information processing, storage, distribution
�� Reduce delays, inventories, and cost through supply chain improvements
�� Business always open (24/7/365); no over time or other cost
�� Customization/personalization at a reasonable cost
�� 6HOOHU�FDQ�VSHFLDOL]H�LQ�D�QDUURZ�ÀHOG��\HW�PDNH�PRQH\
�� Facilitate innovation and enable unique business models
�� Rapid time-to-market and increased speed
�� Lower communication cost
�� Saves time and reduces cost by enabling e-procurement
�� Improve customer service and relationship through direct interactions with customers
�� May need fewer permits in business and be able to avoid sales tax
�� All distributed material is up-to-date
�� E-commerce may help small companies to compete against large ones by using spe-

cial business models
�� Using customization inventories can be minimized
�� Reduce distributing cost by deliver online 

%HQHÀWV�IRU�&RQVXPHUV
�� Can shop any time from any place because of  ubiquity
�� Large selection to choose from a variety of  channels (e.g., vendor, products, styles)
�� Can customize many products and/or services
�� Can compare and shop for lowest prices
�� Digitized products can be downloaded immediately upon payment
�� (DV\�ÀQGLQJ�ZKDW�\RX�QHHG��ZLWK�GHWDLOV��GHPRV��HWF�
�� Do auctions any time and from any place
�� Sometimes no sales tax
�� Can work or study at home
�� Can socialize online in communities yet be at home
�� &DQ�ÀQG�XQLTXH�SURGXFWV�LWHPV

Source: Turban et al. (2008)
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,Q�WKH�FRQWH[W�RI � WRXULVP��WKH�EHQHÀWV�RI �,&7�DQG�WKH�,QWHUQHW�
can be summarized, following Buhalis (2011), in accordance with the 
following table:

7DEOH����,&7�DQG�,QWHUQHW�LQ�7RXULVP

�� ,QFUHDVH�WKHLU�LQWHUQDO�HIÀFLHQF\�DQG�PDQDJH�WKHLU�FDSDFLW\�DQG�\LHOGV�EHWWHU��
For example an airline’s reservations system allows the company to manage 
WKHLU�LQYHQWRU\�PRUH�HIÀFLHQWO\�DQG�WKH�PDQDJHUV�WR�LQFUHDVH�RFFXSDQF\�OHY-
els. They also incorporate sophisticated yield management systems that sup-
SRUW�RUJDQLVDWLRQV�WR�DGMXVW�WKHLU�SULFLQJ�WR�GHPDQG�ÁXFWXDWLRQV�LQ�RUGHU�WR�
PD[LPLVH�WKHLU�SURÀWDELOLW\��

�� Interact effectively with consumers and personalise the product. For exam-
ple, British Airways has launched the Customer Enabled BA (ceBA) strategy 
to enable passengers to undertake a number of  processes, including book-
ing, ticketing, check-in and seat and meal selection, from the convenience 
of  their computer. 

�� Revolutionise tourism intermediation and increase the points of  sale. For ex-
ample, Expedia, Travelocity, Lastminute, Orbitz and Opodo have emerged 
as some of  the most dominant global electronic travel agencies, offering a 
one-stop-shop for consumers. 

�� Empower consumers to communicate with other consumers. For exam-
ple www.tripadvisor.com, www.virtualtourist.com or www.igougo.com sup-
ports the exchange of  destination information and tips, whilst www.untied.
FRP�RU�ZZZ�DOLWDOLDVXFNV�FRP�HQDEOHV�GLVVDWLVÀHG�FXVWRPHUV�WR�PDNH�WKHLU�
views available. 

�� Provide Location Based Services by incorporating data, content and multi-
media information on Google Maps and Google Earth. 

�� 6XSSRUW� HIÀFLHQW� FRRSHUDWLRQ�EHWZHHQ�SDUWQHUV� LQ� WKH� YDOXH� V\VWHP��)RU�
example Pegasus enables independent hotels to distribute their availability 
through their web sites and other partners online whilst an extranet allows 
hoteliers to constantly change availability and pricing.   

�� Enhance the operational and geographic scope by offering strategic tools 
for global expansion.

  Source: Buhalis and Jun (2011)
 
Notwithstanding the extraordinary and compelling positive results 

of  e-tourism, there are yet some barriers to its complete and free im-
SOHPHQWDWLRQ��QDPHO\�D�VWLOO�H[LVWLQJ�ODFN�RI �FRQVXPHU�FRQÀGHQFH�LQ�
buying something he does not really see, from someone with whom 
he never physically contacts or a not thus far fully developed technol-
ogy that allows universal standards of  quality. 

The Internet, by increasing price transparency and competition, 
VKRXOG�GLUHFWO\�DWWDFN�WKH�LQHIÀFLHQFLHV�LQ�WKRVH�HFRQRPLHV�ZLWK�KLJK�
distribution margins, which are likely to see the biggest price reduc-
WLRQV�DQG�HIÀFLHQF\�JDLQV��%\�H[SRVLQJ�ÀUPV�WR�PRUH�LQWHQVH�JOREDO�
competition, the Internet should force governments and businesses 
WR�UHWKLQN�WKHLU�ROG��LQHIÀFLHQW�KDELWV�DQG�VHHN�QHZ�ZD\V�WR�JHW�DURXQG�
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or eliminate market rigidities. For governments, the cost of  muddling 
through and not acting to reform markets may therefore become high-
er (OECD, 2000, p.2)

The state has a fundamental role in this area: innovative public in-
tervention began with the invention of  the Internet and was developed 
ZLWK�WKH�FRQVHTXHQW�H[LJHQF\�WR�UHJXODWH�VRPHWKLQJ�QHZ��7KH�ÀUVW�UH-
current concern of  the states in this area was to “choose” between the 
capacity for self-regulation of  cyberspace and the need to legislate on it.

The doctrinal strand (that has always been a minority) who holds 
that the “network” shall be self-regulated considers that the inherent 
WUDQVQDWLRQDO�FLUFXODWLRQ�SUHYHQWV�HIÀFLHQW�FRQWURO�DQG�PRQLWRULQJ�E\�
the law. Additionally, regulation would result in limiting freedom of  
communication, and even beyond that, any legislation would just al-
ways be out of  date when considering the rapidly changing technology. 
Accordingly, no state could regulate e-commerce, and should therefore 
leave Internet trading outside the scope of  the general principles of  law.

We cannot accept this position, since it fails to reveal any argument, 
OHJDO�RU�WHFKQLFDO��ZLWKRXW�SUHMXGLFH�RI �WKH�LQKHUHQW�GLIÀFXOWLHV�) to jus-
tify non-implementation/adaptation of  existing legal rules for online 
trading (Pinheiro, 2006): before being electronic, e-commerce is plain 
FRPPHUFH��FDUULHG�RXW�ZLWK�LWV�VDPH�WUDGLWLRQDO�SXUSRVHV��,WV�VSHFLÀF-
LW\�OLHV�HVVHQWLDOO\�LQ�WKH�ZD\�FRQWUDFWV�DUH�ÀQDOL]HG�DQG�LQ�WKHLU�H[HFX-
tion mode in a dematerialized market, so the existing contracts’ dis-
FLSOLQH��DOWKRXJK�DSSURSULDWHO\�DGDSWHG��VKDOO�EH�VXIÀFLHQW�WR�UHJXODWH�
electronic commerce (Lamb, 2001).

All in all, the fact is that electronic commerce is the object of  sev-
eral regulations, both national and supranational, and particularly from 
the European Union. In parallel, there is a very strong tendency for 
the development of  standards of  conduct and codes of  ethics on the 
part of  private actors and international organizations or associations 
within the designated soft law910, which alone has contributed greatly 
to innovative entrepreneurial attitudes, namely in respect of  corporate 
governance and social responsibility.

In Portugal, activities directly related to tourism (travel agencies, 
hotels, food and beverage, tourism activities, etc.) are generally framed 
by a context of  strong regulation. In this outline, the state took on the 
UROH�RI �GHÀQLQJ�WKH�PDUNHW·V�SHUIRUPDQFH��OHDYLQJ�OLPLWHG�URRP�IRU�LWV�
own free determination. This may be appointed as a strong constraint 
to innovation (Hall, 1994; Jeffries, 2001), since its emergence may be 
narrowed by law.

Additionally, and according to their integration processes of  all lev-
els, Member States of  the European Union are not alone in performing 
their lawmaking functions, since they have delegated in this institution 
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the responsibility to set out the legal framework of  electronic com-
merce as a consequence of  the undeniable transboundary scope thereof.

The European Union has, since the late 90s, passed on legislation, 
mainly in the form of  directives (that must then be adapted by each 
0HPEHU�6WDWH� LQ�DFFRUGDQFH�ZLWK� LWV�VSHFLÀF�FRQFHUQV�DQG�FLUFXP-
stances), that are applicable, directly or indirectly, to electronic com-
merce: “The political pressure from Member States to act in response 
to developments has placed the European Commission in an often 
GLIÀFXOW�SRVLWLRQ��VRPHWLPHV�UHVXOWLQJ�LQ�WKH�SURPRWLRQ�RI �SLHFHPHDO�
regulatory solutions when patience may have been a better strategy” 
(Walden, 2002, p.34).

Because of  all the regulations to which this area is subject to, we are 
now before a scenario of  dispersed and fragmented legislation, which 
MXVW�DGV�JUHDWHU�GLIÀFXOWLHV�IRU� LWV� LQWHUSUHWHU��,W�ZRXOG�EH�H[WUHPHO\�
EHQHÀFLDO�LI �DOO�WKLV�GLVFLSOLQH·V�FRUH�DVSHFWV�ZHUH�FRPELQHG�LQWR�D�VLQ-
gle regime, thereby avoiding the existence of  the current “patchwork”, 
drawn up merely in response to a case-by-case basis.

In conclusion, and considering, on one hand, (i) the need to regulate 
this matter and the strong pressure on the states to do so and, on the 
other, (ii) the restriction that a scenario of  strong legislation may set 
LQ�WHUPV�RI �LQQRYDWLRQ��LW�LV�LPSHUDWLYH�WR�ÀQG�D�EDODQFH�EHWZHHQ��D��
the evolution of  research and development, (b) the thereupon emerg-
ing regulation and (c) the constant quest for an innovate approach by 
the state. 

)LJXUH����%DODQFH�EHWZHHQ�5	'��5HJXODWLRQ�DQG�,QQRYDWLRQ

Source: Own elaboration
 

Undoubtedly, this desired balance is at all times fragile and subject to 
change. In e-tourism, we acknowledge that there is still a quite long way 
ahead: the equilibrium between the natural tendency for greater regu-
lation of  e-tourism (namely regarding consumer protection, generally 
considered the weaker part), as something completely new, not only 
by each state but also by the European Union, and the ability to realize 
that this is, after all, the same market in which essentially the same rules 
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set forth for traditional trading apply, is not yet total. As mentioned, 
ZH�VWLOO�ÀQG�WUDFHV�RI �WKH�VWUDQG�WKDW�DGYRFDWHV�IRU�PRUH�UHJXODWLRQ��
However, we cannot fail to mention that the Portuguese State has been 
trying to perform internally in re-adjusting this tendency. Nor can we 
not emphasize other notes that clearly show that there has been a vis-
ible innovation effort from Portugal: trying to innovate by reducing 
costs and facilitating communication between Public Administration 
and its citizens, the Portuguese State made   a strong commitment in its 
capacity for innovation in the regulatory plan, responding to the mot-
to instated by the Lisbon Agenda. In this scope, the Portuguese State 
has successfully been implementing through the Simplex Programme 
patent measures to simplify and reduce process bureaucracy and insti-
WXWH�H�JRYHUQPHQW��2(&'���������,QFRUSRUDWLQJ�VHYHUDO�PHDVXUHV�WR�
HOLPLQDWH�GXSOLFDWH�SURFHGXUHV��IHHV�DQG�XQMXVWLÀHG�GLVSURSRUWLRQDWH�
costs and promoting comprehensive online platforms – with relevant 
impact on tourism (incorporation of  companies, contact with the public 
authorities with duties and responsibilities in the area, request licenses, 
etc..) – the Portuguese Government presents itself  as an unique case 
RI �SURPRWLRQ�RI �LQQRYDWLRQ�IRU�HFRQRPLF�JURZWK��2(&'��������

CONCLUSION

Having the states the ability to promote or enhance inno-
vation in tourism, we must conclude that the Portuguese State 
is outstandingly positioned as an agent for innovation in this 
area in an attempt to boost national economic growth (Keller, 
2006). We also perceived throughout this work the way the In-
ternet – an innovation coming out of  the public sector – has in-
deed revolutionized the way market agents conduct their business. 
This revolution has been and continues to be felt with particular acute-
ness in the tourism sector, activity within which all can currently be 
e-(...). E-tourism, the digitization of  all processes and value chains in 
the industry of  tourism, travel, hotels and catering, which includes e-
FRPPHUFH�DQG�DSSOLHV�,&7�WR�PD[LPL]H�WKH�HIÀFLHQF\�RI �WKH�RUJDQL-
zation of  tourism, is now an undeniable and indisputable reality, which 
will continue to be increasingly used for business success focused in 
WKH�IXWXUH��WDNLQJ�LQWR�DFFRXQW�WKH�EHQHÀWV�OLVWHG�

The websites of  airlines, travel agencies, tourism animation compa-
nies and other distributors and service providers have proliferated and 
keep on amplifying their presence with added value to the business, to 
the extent that the number of  “tourist consumers” is also expected to 
carry on increasing.

Notwithstanding the foregoing, products and services available on-
line, when analyzed on a B2C perspective, determine the direct trade 
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with consumers who tend to hold a weaker bargaining power and a 
special need for information in order to form a completely informed 
choice. Accordingly, and once the outdated doctrine that defends the 
impossibility of  regulation of  electronic commerce is overcome, it is 
undeniable that a clear appeal on the constant and permanent but fragile 
balance between the parameters in which the state moves in this area 
is imperative: R&D (invention), regulation and innovation.

We are aware of  the inherent complexity of  this quest, but remain 
FRQÀGHQW�RQ�LWV�IXWXUH�VXFFHVV��JLYHQ�WKH�SDVW�HYLGHQFHV�RI �LWV�DFFRP-
plishment. 
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��)RU�D�EULHI � LGHD�RQ�WKH�FRQFHSW�RI � LQQRYDWLRQ��VSHFLÀFDOO\��DQG�DPRQJ�RWKHUV��+DOO�DQG�
:LOOLDPV��������S����DQG�'HFHOOH��������
2 Culminating in the Lisbon Strategy, under which Member States of  the European Union 
recognized the importance of  innovation for growth.
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4 For examples of  innovation in tourism (normal, revolutionary, niche and architectural), 
+MDODJHU��������DQG�$EHUQDWK\�DQG�&ODUN��������
5 http://www.internetworldstats.com/stats.htm
��:H�XVH�WKH�WHUP�´WRXULVP�LQGXVWU\µ�ZLWKRXW�FKRRVLQJ�D�SRVLWLRQ�RQ�WKH�FRQÁLFW�´LQGXVWU\�
vs. activity”, which is not addressed in this paper.
7 Along with economic performance, demand’s pressure for quality, technology, business 
VWUDWHJ\�DQG�LWV�UHVSHFWLYH�UHVRXUFHV�DQG�WKH�VWDWH�LWVHOI ��+DOO�	�:LOOLDPV��������
�� 7KH� K\SHU�UHJXODWLRQ� RI � WKH� ,QWHUQHW�� WKURXJK� WKH� DSSOLFDWLRQ� WR� DOO� LWV� DFWLYLW\� RI � D�
multiplicity of  laws with the more diverse contents, as well as the existence of  contradictory 
rulings from several countries that consider themselves to have jurisdiction on the disputes 
DULVLQJ�IURP�LW�� LV� OLNHO\� WR�FXUWDLO� WKDW�IUHHGRP��UHVWULFWLQJ�WKH�ÁRZ�RI � LQIRUPDWLRQ�DFURVV�
borders and public access to this (Vicente, 2005, p.95).
9 Legal texts deriving mainly from international organizations, of  deontological and ethical 
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10 As examples, the Model Law of  the United Nations Commission for International Trade 
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