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Abstract
Coopetition, defined as the simultaneous enga in cooperation
approach to value

creation in the hospitalitain . Thi addresses a theoretical

developing an g ive
methodology, the arch

Using an inductive qualitative
Ive prominent hospitality cases

interconnected g co-agreements, co-resources, co-product,
co-distributio ion, co-pricing, and co-customer orientation.
These dimensionS\operate within a hierarchical structure where
co-agreements and C@:-resources serve as foundational enablers that
strengthen operationalf@@mponents. This interaction ultimately leads to
coordinated pricin a systemic outcome, while co-customer
orientation emerges as a synergistic consequence. By extending
marketing logic from the firm to the ecosystem level, this study
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provides a comprehensive empirical model to guide managerial
decision-making and advance future research on coopetitive marketing
strategies.

Introduction

Over the past decade, the global hospitality industry has witnessed a
fundamental paradigm shift. The traditional competitive landscape,
characterized by fierce rivalry and distinct market boundaries, is
increasingly giving way to *“coopetition”—a ‘strategic convergence

where competitors share resources to co-cre e. Despite the
practical ubiquity of thesg,alliances, isti arketing literature
remains predominantly fi %n frameworks, such as
McCarthy’s 4Ps (Preduct; PricCe, Place, motion) or Booms and
Bitner’s 7Ps, ingle-firm value chains and often fail

to capture the dy d multilateral value exchanges
i in inter-organizati collaboration. While strategic

restructured with
gap by answering a
operational dimensio
they interact to gener

e alliances. This study bridges this theoretical
ndamental question: What are the constituent
of the coopetitive marketing mix, and how do
shared value?

2. Literature Review

The theoretical landscape of hospitality marketing is undergoing a
significant transition from firm-centric models toward the Service-
Dominant Logic of value co-creation (Vargo & Lusch, 2004). While
coopetition theory posits that joint value arises from resource pooling
and shared governance (Dyer & Singh, 1998a), the translation of these
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strategic principles into operational marketing tactics remains
fragmented in existing literature. Current research addresses coopetitive
marketing dimensions in isolation; for instance, studies have explored
joint product development in the form of sustainable tourism packages
(Della Corte & Aria, 2016) or the formation of distribution consortia to
counter the dominance of Online Travel Agencies (Almeida, 2022).
Similarly, while co-promotional activities and joint loyalty programs
are increasingly recognized (Mariani & Borghi, 2021), they are
predominantly conceptualized as short-term tactical maneuvers rather
than structural governance mechanisms that egsure network-wide
quality and risk management.

3.Methodology

To address the complexity of this pheno i ch employed
a robust, three-stage qualitative research desig ed in inductive

reasoning.

In the first stage \@n inductive mu se study was conducted.
The research team an%zed e archival data from twelve leading
hospitality coow cases. se\cases were selected based on

executive inte
data were ana
axial, and selecti
regarding how these

the grounded theory coding protocol (open,
ing) to identify initial themes and categories
irms integrated their marketing activities.

In the second stage, the emergent framework was subjected to
rigorous validation*through a Fuzzy Delphi method. A panel of 5
international experts was convened, comprising experts specializing in
tourism marketing and coopetition strategy. This phase was crucial for
ensuring content validity and conceptual clarity. Through three rounds
of iterative feedback, the definitions of the marketing mix dimensions
were refined, and the relationships between them were clarified.
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Finally, in the third stage, a cross-case configuration analysis
was utilized. This involved revisiting the twelve cases with the
validated framework to identify recurring implementation patterns.
This stage allowed the researchers to understand the hierarchical
relationships between the dimensions and how they are practically
deployed in different strategic contexts.

4.Result

The primary contribution of this study is the d
Co Coopetitive Marketing Mix” (7Co-M-M). This h
redefines the traditional 7Ps into sevenqtertwined di ions tailored
for ecosystems:

opment of the “7-

1. Co-Agreements: This dimension e the legal and

Paoling
d cu
. It repres
ion

ion.
e single service offering, Co-

assets, such as&s[,
technological ymfrastruc
of hybrid offerings. In the studied
dual-branded properties or “status

for the marketihg mix
3. Co-Progﬁi\oni
oduct re
ere a product in one chain creates

e partner chain (e.g., aroom nightat MGM

2. Co-Resources: Iti gible and intangible
ata warehouses and

ts the “input” necessary

: This dimension redefines “Place.” It involves
the integratiofjof distribution channels to reduce customer
acquisition costs. The findings reveal a shift from channel
conflict to “Channel synergy, where partners open their
proprietary booking engines and APIs to one another,
effectively doubling their market reach without -capital
investment.

5. Co-Promotion: In a coopetitive context, promotion evolves into
a “soft governance” mechanism. It is not merely about joint
advertising; it involves the unification of loyalty programs (e.g.,
Bonvoy and MGM Rewards).
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6. Co-Pricing: This dimension addresses the delicate balance of
maintaining competitive pricing  while  avoiding
cannibalization. Co-Pricing involves the harmonization of
discount structures and parity agreements. It ensures that the
value proposition remains consistent across both brands,
preventing a “race to the bottom.”

7. Co-Customer Centricity: The final dimension places the shared
customer at the center. It focuses on the seamlessness of the
customer journey across organizational houndaries.

The analysis further revealed that these dimensions. function within a

hierarchical architecture:

The Foundational Layer: Co-Agre urces form
the base.
The Operational Layer: These fou
of Co-Product (e.g., hybrid platforms), on (e.g., Cross-
channel inventory), and Co-Promotion % unified loyalty
ecosystems). Notably N ere from a tactical
tool into a “soft go ance’%msm, ensuring quality
consistency and rginforcing'ecosyste undaries.

The Outcome Layer: Th culminates in Co-Pricing as a
systematic%me Co2€ustomer centric, as a synergetic

outcome. -

integration

Agencies

Complementary
Partners

Fig 1. The Integrative Dynamics of the 7Co-M-M:
From Foundational Resources to Emergent Outcomes

ol stomer centric
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5.Discussion and Conclusion

Theoretically, this study advances marketing thought by
elevating the unit of analysis from the firm to the ecosystem, aligning
with Service-Dominant (S-D) Logic. It challenges the traditional view
that the marketing mix is a set of tools controlled by a single manager;
instead, it proposes that the mix is a negoti interface between
partners.

From a managerial perspective,
hospitality chains are fundamentally transitigni edr business
models to platform-based and exosy: . In this
evolving landscape, strategic alliances are no
but a prerequisite for suryival, risk mitigati
the enhancement of the ¢ global scale. Future
executives must possessifie
complex ecosystems VMereating a%paradigm Where success lies not in
defeating compgtitorsibut_in i
“expand the size e pie’ eate value.

Keywords iti eting Mix, Hospitality Industry,
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