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ABSTRACT

The rapid advancements in ICTs and the rise of Web 3.0 have revolutionized the 
tourism industry, reshaping the creation and delivery of experiences through digital 
co-​creation. This article explores how these technologies facilitate active tourist 
participation in developing travel experiences, with a focus on the Malaysian tourism 
sector. Using the Service-​Dominant (S-​D) logic framework, it highlights the shift 
from traditional goods-​dominant logic to a service-​oriented approach, fostering a 
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more interactive and collaborative environment. Digital platforms like social media 
and travel blogs play a crucial role in personalizing experiences and building a 
sense of community. The integration of AI and IoT further enhances authenticity 
and personalization. The article also addresses challenges in data management, 
the need for a supportive organizational culture, and opportunities for innovative 
tourism products and sustainable development. Future research should examine the 
long-​term impacts of digital co-​creation on tourism.

INTRODUCTION

The tourism industry has experienced a significant transformation in recent years, 
driven by the rapid advancement of Information and Communication Technologies 
(ICTs) and the emergence of Web 3.0. These technological innovations have reshaped 
how tourism services are created, delivered, and experienced, fundamentally altering 
the dynamics between tourists, service providers, and local communities. Central 
to this transformation is digital co-​creation, which emphasizes active collaboration 
and participation in creating tourism experiences.

Historically, the tourism industry relied on traditional information systems, such 
as computer reservation systems (CRS) and global distribution systems (GDS), to 
manage bookings and reservations. These systems, introduced in the 1960s and 
1970s, streamlined the booking process but needed to be improved in their ability 
to provide personalized or interactive experiences. The advent of the internet in the 
1990s marked a significant turning point, democratizing access to travel information 
and services. Online travel agencies (OTAs) such as Expedia and Booking.com 
revolutionized the industry by offering consumers direct access to various travel 
options, enabling them to compare prices, read reviews, and make reservations online.

The transition from Web 1.0 to Web 2.0 further intensified the impact of ICTs 
on tourism. Web 2.0 introduced a more interactive and user-​generated approach 
to the internet, characterized by social media platforms, travel blogs, and review 
sites. This era empowered tourists to share their experiences and feedback with a 
global audience, influencing travel decisions and shaping the industry. Platforms 
like TripAdvisor became essential tools for travelers, providing insights and recom-
mendations based on user-​generated content. This shift not only affected consumer 
behavior but also compelled tourism businesses to adopt a more customer-​centric 
approach, actively managing their online reputations. The emergence of Web 3.0, 
or the Semantic Web, has taken the transformative impact of ICTs to a new level. 
Web 3.0 is characterized by integrating artificial intelligence (AI), machine learning, 
and the Internet of Things (IoT), enabling more personalized and context-​aware 
services. In the tourism industry, these technologies facilitate the creation of highly 



137

customized travel experiences. For example, AI-​driven recommendation engines 
analyze vast data to suggest personalized itineraries, accommodations, and activities 
based on individual preferences and past behaviors. Additionally, IoT devices such 
as smart luggage, connected hotels, and location-​based services enhance the travel 
experience by providing real-​time information and seamless connectivity.

Digital co-​creation is a significant outcome of the synergy between ICTs and 
Web 3.0. Tourists are no longer passive consumers of pre-​packaged experiences 
(Chang et al., 2024); they actively participate in creating and shaping their travel 
journeys. Social media platforms enable tourists to document and share their expe-
riences in real-​time, influencing others and contributing to a dynamic exchange of 
information. This participatory culture fosters a sense of community among travelers 
and encourages tourism businesses to engage with their customers meaningfully. 
Furthermore, integrating augmented reality (AR) and virtual reality (VR) in tour-
ism, powered by Web 3.0, has opened new dimensions for destination marketing 
and experience design, allowing potential travelers to explore destinations virtually 
before making travel decisions.

In Malaysia, the impact of ICTs and Web 3.0 on tourism has been particularly 
pronounced. Malaysia, with its rich cultural heritage and diverse attractions, has 
embraced these technologies to enhance its tourism offerings. The Malaysian 
government and private sector have invested in digital infrastructure to support 
the tourism industry, promoting initiatives such as digital tourism campaigns, 
smart tourism apps, and virtual tours of popular destinations. These efforts aim 
to attract tech-​savvy tourists and provide them with personalized and immersive 
travel experiences. Digital co-​creation has been leveraged to enhance the tourism 
experience significantly in Malaysia. Tourists can engage with local communities 
through interactive platforms, providing real-​time feedback and suggestions to im-
prove services. This interaction not only improves service quality but also creates a 
more authentic and culturally rich travel experience. For example, tourists visiting 
Malaysian destinations can participate in co-​creating their travel itineraries, from 
exploring local cuisines to engaging in cultural activities, making their journey more 
personalized and memorable.

Digital co-​creation also democratize the travel experience, giving a voice to 
tourists from diverse backgrounds. Previously, tourism experiences were often 
shaped by a limited number of influential players within the industry. However, the 
rise of digital platforms has enabled every tourist to contribute to the narrative and 
development of tourism products. This inclusivity enriches the tourism landscape by 
introducing a variety of perspectives and ideas, leading to innovative and culturally 
enriched offerings. It enhances tourists' sense of ownership and engagement. When 
travelers participate in creating their experiences, they feel a stronger connection 
to the destination and are more likely to develop loyalty. This engagement benefits 
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tourism businesses, as satisfied and loyal customers are more likely to return and 
recommend the destination to others. The collaborative nature of digital co-​creation 
also fosters a sense of community and shared responsibility among tourists, service 
providers, and local stakeholders, contributing to the sustainable development of 
tourism destinations.

The collaborative efforts between tourists, service providers, and local communities 
through digital co-​creation have contributed to sustainable tourism development in 
Malaysia. Initiatives such as community-​based tourism and eco-​tourism have been 
enhanced through digital platforms, enabling tourists to participate in activities that 
promote environmental conservation and cultural preservation. The purpose of this 
article is to explore how ICTs and Web 3.0 facilitate digital co-​creation in the tour-
ism industry, with a particular focus on the Malaysian tourism sector. The article 
aims to illustrate how digital co-​creation empowers tourists, enhances their travel 
experiences, and transforms destination interactions. By synthesizing key theoretical 
insights and empirical studies, the article provides a comprehensive understanding 
of the benefits and challenges associated with digital co-​creation in tourism.

LITERATURE REVIEW

Theoretical Insights on Digital Co-​Creation from 
The Service-​Dominant (S-​D) Logic Framework

The Service-​Dominant (S-​D) logic framework, developed by Vargo and Lusch 
(2014), provides a comprehensive theoretical foundation for understanding digital 
co-​creation in various sectors, including tourism (FitzPatrick et al., 2013; Font et al., 
2021). S-​D logic posits that value is not inherent in the products or services offered 
but is co-​created through the interaction between service providers and consumers. 
This paradigm shift from traditional Goods-​Dominant (G-​D) logic, where value is 
embedded in tangible goods, to S-​D logic, which emphasizes the intangible aspects 
of service provision, is pivotal in grasping the dynamics of digital co-​creation. S-​D 
logic's core premise is that all economies are fundamentally service economies. 
Goods are merely distribution mechanisms for service provision, meaning the value 
lies in the service and experiences created through their use. This perspective is 
highly relevant in digital co-​creation, where digital platforms and technologies fa-
cilitate continuous and dynamic interactions between tourists and service providers. 
For example, in the tourism industry, the value of a vacation package is not just in 
the physical components, such as hotel rooms and flight tickets. Still, the overall 
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experience, including customer service, activities, and personal interactions, all 
co-​created with the traveler.

The concept of co-​creation under S-​D logic extends to recognizing that consumers 
are not passive recipients but active participants in the value-​creation process. Digital 
co-​creation leverages digital platforms to engage tourists in designing, modifying, 
and personalizing their travel experiences. For instance, social media, travel blogs, 
and review websites allow tourists to share their experiences, provide feedback, and 
suggest improvements. This active participation helps service providers understand 
consumer needs and preferences better, leading to more tailored and satisfactory 
services. In addition, S-​D logic emphasizes the importance of operant resources, 
such as knowledge, skills, and competencies, over operand resources, which are 
tangible assets. In the digital co-​creation context, operant resources include the ex-
pertise and insights tourists bring to the co-​creation process. Tourists' contributions, 
through reviews, suggestions, and shared experiences, become valuable resources 
that tourism firms can harness to enhance their service offerings. For example, a 
hotel might use data from guest reviews to improve its services or develop new 
amenities that better meet guest expectations.

Digital co-​creation also aligns with S-​D logic’s emphasis on relational exchanges 
and networked interactions (Font et al., 2021). Value is co-​created through interactions 
not only between tourists and service providers but also among tourists themselves. 
Online communities, forums, and social media groups where travelers share tips, 
experiences, and advice create a rich tapestry of user-​generated content that other 
tourists and service providers can utilize. This networked co-​creation fosters com-
munity and collective knowledge, enhancing the tourism experience. Integrating 
Web 3.0 technologies into the tourism sector further illustrates the principles of 
S-​D logic in digital co-​creation. Web 3.0, characterized by advanced data analytics, 
artificial intelligence (AI), and the Internet of Things (IoT), enables highly person-
alized and context-​aware services. For example, AI-​driven recommendation engines 
can analyze tourists’ preferences and behaviors to suggest personalized itineraries, 
accommodations, and activities. IoT devices, such as smart luggage and connected 
hotel rooms, provide seamless and real-​time service enhancements, co-​creating a 
more efficient and enjoyable travel experience.

The theoretical insights from S-​D logic underscore that digital co-​creation is not 
just about using technology to enhance tourism services but about fundamentally 
rethinking the value-​creation process. Tourism firms can create more personalized, 
dynamic, and satisfying travel experiences by engaging tourists as active participants 
and leveraging their insights and feedback. This collaborative approach, facilitated by 
digital technologies, exemplifies the shift from a goods-​centric to a service-​centric 
view of value, embodying the principles of Service-​Dominant logic in the digital age.
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Digital Co-​Creation Transforms Destination Interactions

Digital co-​creation significantly transforms destination interactions by fostering 
a more interactive, personalized, and engaging environment for tourists (Konar et 
al., 2024). This transformation can be observed in several key areas:

• 	 Enhanced Personalization and Customization: Digital co-​creation allows 
tourists to customize their travel experiences according to their preferences 
and interests. Through platforms like social media, review sites, and travel 
blogs, tourists can share their preferences and receive personalized recom-
mendations. This level of customization enhances tourists' overall satisfac-
tion and engagement, as they feel that their unique needs and desires are 
being addressed.

• 	 Real-​Time Interaction and Feedback: Digital platforms enable real-​time 
interaction between tourists and service providers. Tourists can provide in-
stant feedback on their experiences, which service providers can use to make 
immediate improvements. This continuous feedback loop ensures that ser-
vices constantly evolve to meet tourists' changing needs, leading to higher 
levels of satisfaction and loyalty.

• 	 Collaborative Experience Design: Digital co-​creation encourages the col-
laborative design of tourism experiences. Tourists can participate in planning 
their itineraries, selecting activities, and even designing new tourism prod-
ucts. This collaborative approach not only empowers tourists but also lever-
ages their insights and creativity to develop more innovative and appealing 
tourism offerings.

• 	 Community Building and Social Interaction: Digital co-​creation fosters 
community among tourists, service providers, and residents. Social media 
platforms and online forums allow tourists to share their experiences, ask 
questions, and connect with others. This sense of community enhances the 
overall travel experience, as tourists feel more connected to the destination 
and its people.

• 	 Sustainable Tourism Development: Destinations can promote sustainable 
tourism practices by involving tourists in the co-​creation process. Tourists 
can provide input on sustainable initiatives, participate in conservation ac-
tivities, and support local communities. This collaborative approach ensures 
that tourism development is aligned with sustainability principles, benefiting 
both the environment and residents.
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Web 3.0 Technologies and Location-​Based Services in Tourism

Web 3.0 technologies and location-​based services have revolutionized the tourism 
industry, offering new opportunities for personalization, efficiency, and engagement.

Web 3.0 Technologies: Web 3.0, often referred to as the Semantic Web, is char-
acterized by the integration of artificial intelligence (AI), machine learning, and the 
Internet of Things (IoT). These technologies enable more intelligent, interconnected, 
and context-​aware services.

• 	 Artificial Intelligence (AI) and Machine Learning: AI and machine learn-
ing algorithms can analyze vast data to provide personalized recommenda-
tions and insights. In tourism, AI-​driven recommendation engines suggest 
personalized itineraries, accommodations, and activities based on tourists’ 
preferences and past behaviors. Chatbots and virtual assistants powered by AI 
offer instant support and information, enhancing the overall travel experience.

• 	 Internet of Things (IoT): IoT devices, such as smart luggage, connected ho-
tels, and location-​based services, enhance the travel experience by providing 
real-​time information and seamless connectivity. For example, smart luggage 
can track its location, notify travelers of its status, and even charge electronic 
devices. Connected hotels offer personalized services, such as adjusting room 
temperature and lighting based on guests’ preferences.

Location-​Based Services: Location-​based services (LBS) use geospatial data to 
provide relevant information and services to tourists based on their current location.

• 	 Navigation and Wayfinding: LBS applications, such as Google Maps and 
Waze, provide real-​time navigation and wayfinding assistance. Tourists can 
confidently explore new destinations, receiving directions, traffic updates, 
and information about nearby attractions and amenities.

• 	 Contextual Recommendations: LBS can offer contextual recommendations 
based on the tourist's location. For example, a tourist visiting a historical site 
can receive information about the site's history, nearby restaurants, and up-
coming events. This contextual information enhances the travel experience, 
providing tourists valuable insights and recommendations.

• 	 Geotagging and Augmented Reality (AR): Geotagging and AR technolo-
gies enable tourists to interact with their surroundings in new and engaging 
ways. Tourists can use AR applications to view information about landmarks, 
overlay historical images, and participate in interactive tours. This immersive 
experience enhances the understanding and appreciation of the destination.
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User-​Generated Content and Its Influence on 
Tourism Firms and Customer Behavior

User-​generated content (UGC) has become a powerful force in the tourism in-
dustry, influencing customer behavior and shaping the strategies of tourism firms.

Influence on Customer Behavior: UGC, such as reviews, ratings, photos, and 
videos tourists share on social media and review platforms, significantly impacts 
travel decisions.

• 	 Trust and Authenticity: UGC is perceived as more trustworthy and authen-
tic than traditional marketing content. Tourists rely on reviews and recom-
mendations from their peers to make informed decisions. Positive reviews 
and high ratings can boost a destination's credibility and attractiveness, while 
negative feedback can deter potential visitors.

• 	 Social Proof and FOMO (Fear of Missing Out): UGC creates social proof, 
where the experiences and opinions of others influence tourists. FOMO, driv-
en by seeing others' travel experiences on social media, can motivate tourists 
to visit popular destinations and participate in trending activities. This social 
influence shapes travel preferences and behaviors.

Impact on Tourism Firms: Tourism firms must adapt their strategies to leverage 
the power of UGC and effectively engage with their customers.

• 	 Online Reputation Management: Managing online reputation has become 
crucial for tourism firms. Responding to reviews, addressing concerns, and 
engaging with customers on social media is essential for maintaining a posi-
tive image. Proactive reputation management can enhance customer trust and 
loyalty.

• 	 Content Marketing and Engagement: Tourism firms can leverage UGC in 
their content marketing strategy. Sharing user-​generated photos, videos, and 
stories on official channels not only enhances authenticity but also encourag-
es other tourists to share their experiences. Engaging with customers through 
likes, comments, and shares fosters a sense of community and strengthens the 
brand-​customer relationship.

• 	 Insights and Innovation: UGC provides valuable insights into customer 
preferences, behaviors, and trends. Tourism firms can analyze this data to 
identify popular attractions, understand customer pain points, and develop 
new products and services. This data-​driven approach enables firms to stay 
competitive and meet tourists' evolving needs.
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In Malaysia, the influence of UGC on tourism is evident. The Malaysian tourism 
board and private sector actively encourage tourists to share their experiences on 
social media using specific hashtags. This strategy has successfully promoted var-
ious destinations and activities, attracting a diverse range of tourists. For instance, 
campaigns highlighting local cuisines, cultural festivals, and natural attractions have 
garnered significant attention, boosting Malaysia's tourism appeal.

Evidence on the Benefits of Involving 
Tourists in the Co-​Creation Process

Empirical studies consistently highlight the benefits of involving tourists in the 
co-​creation process, demonstrating enhancements in satisfaction, loyalty, innovation, 
and sustainability (Bordian et al., 2023; Chen et al., 2017; Lončarić et al., 2016; 
Oyner & Korelina, 2016). One of the most significant advantages of co-​creation is 
the increased personalization and customization of services. When tourists actively 
participate in designing their experiences, they can tailor services to match their 
preferences and needs. For example, TripAdvisor allows tourists to customize their 
itineraries, leading to more satisfying and memorable travel experiences. Research 
has shown that this active involvement fosters a sense of ownership and connection 
among tourists, significantly enhancing customer engagement and loyalty (Li & 
Hunter, 2015; So et al., 2016). A study on co-​creation in the hospitality industry 
found that guests who participated in personalizing their hotel stays exhibited higher 
satisfaction levels and were more likely to return. This increased engagement is 
beneficial for tourism businesses, as loyal customers are not only more likely to 
make repeat visits but also to recommend the service to others, amplifying positive 
word-​of-​mouth.

Co-​creation also drives innovation by leveraging tourists' collective creativity 
and feedback. By engaging with customers and incorporating their insights, tourism 
businesses can identify new opportunities for service enhancement. For instance, 
user feedback collected through social media and review platforms can highlight 
areas for improvement or inspire new service offerings. This continuous feedback 
loop and improvement aligns with the S-​D logic's emphasis on value co-​creation as 
an ongoing process. Co-​creation also contributes to more sustainable and responsible 
tourism practices. By involving tourists in the design and execution of sustainable 
tourism initiatives, destinations can promote environmentally friendly behaviors and 
conservation efforts. Empirical evidence suggests that tourists participating in co-​
creation activities are more likely to engage in sustainable practices. For example, 
eco-​tourism projects that involve tourists in activities like wildlife monitoring or 
habitat restoration not only enhance the tourists' experience but also contribute to 
the preservation of natural resources.
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Adopting S-​D logic and co-​creation strategies has had a particularly impactful 
impact on Malaysia. The Malaysian tourism industry has leveraged digital tech-
nologies and platforms to facilitate co-​creation and enhance the tourist experience. 
Initiatives such as digital tourism campaigns, smart tourism apps, and virtual tours 
of popular destinations have been implemented to attract tech-​savvy tourists and 
provide them with personalized and immersive travel experiences. For example, the 
“Malaysia, Truly Asia” campaign has successfully used co-​creation strategies to 
engage tourists. The campaign encourages visitors to share their travel experiences 
through social media, creating a sense of community and collective storytelling. 
This user-​generated content not only serves as authentic marketing material but also 
helps identify areas where the tourism experience can be enhanced.

Additionally, several Malaysian hotels and resorts have adopted co-​creation ap-
proaches by offering personalized services and interactive experiences. Guests can 
customize their stays, participate in local cultural activities, and provide real-​time 
feedback through digital platforms. These initiatives have increased guest satisfac-
tion, loyalty, and positive word-​of-​mouth promotion.

Digital Co-​Creation in Tourism

Digital co-​creation in tourism represents a significant evolution in how travel 
experiences are designed, delivered, and experienced. This collaborative process 
is driven by integrating digital platforms, mobile and wireless technologies, and 
innovative practices within the hospitality sector, particularly in Malaysia. Digital 
platforms such as travel blogs, social media, and review websites are pivotal in en-
abling tourist participation. These platforms have transformed tourists from passive 
consumers into active participants in creating their travel experiences. Social media 
platforms like Instagram, Facebook, and Twitter allow tourists to share real-​time 
updates, photos, and reviews of their travel experiences, influencing their peers 
and potential travelers. Travel blogs provide in-​depth insights and personal stories, 
offering detailed accounts of destinations, accommodations, and activities. Review 
websites like TripAdvisor and Yelp compile user-​generated content that is a valuable 
resource for other tourists and service providers. These platforms facilitate a dynamic 
exchange of information where tourists can provide feedback, rate services, and 
suggest improvements. This feedback loop is crucial for service providers, enabling 
them to adapt and tailor their offerings to meet the evolving needs and preferences 
of tourists. The participatory nature of these platforms fosters a sense of community 
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among travelers, encouraging them to share their knowledge and experiences, which 
collectively enhances the quality and authenticity of the travel experience.

Mobile and wireless technologies have significantly enhanced the travel expe-
rience by providing tourists instant access to information, services, and real-​time 
updates. Smartphones and tablets equipped with GPS, augmented reality (AR), and 
travel apps allow tourists to navigate destinations, discover attractions, and access 
personalized recommendations with ease. Location-​based services provide real-​
time information about nearby points of interest, restaurants, and events, enriching 
the travel experience by offering context-​aware suggestions. The convenience and 
connectivity of mobile technologies enable tourists to manage their travel plans, from 
booking accommodations to finding transportation and exploring local attractions. 
Mobile apps like Airbnb, Uber, and TripAdvisor have become indispensable tools 
for modern travelers, facilitating seamless interactions and transactions. Accessing 
travel information and services anytime and anywhere empowers tourists to make 
informed decisions and customize their itineraries, enhancing the overall travel 
experience.

The hospitality sector has embraced digital co-​creation to enhance the tourism 
experience in Malaysia. Several initiatives demonstrate the innovative use of digital 
platforms and technologies to engage tourists and co-​create value. For example, 
Malaysia's Tourism Ministry has launched digital tourism campaigns and smart 
tourism apps that offer virtual tours, augmented reality experiences, and interac-
tive guides to popular destinations. These digital tools allow tourists to explore 
Malaysia's rich cultural heritage, natural beauty, and vibrant cities virtually before 
their visit, helping them plan and personalize their travel experiences. Hotels and 
resorts in Malaysia have also adopted digital co-​creation practices by encouraging 
guests to share their feedback and suggestions through online reviews and social 
media. This feedback improves services and creates more personalized experiences 
for future guests. Some hotels have implemented smart room technologies, where 
guests can control lighting, temperature, and entertainment systems through mobile 
apps, enhancing their comfort and convenience.

Community-​based tourism initiatives in Malaysia leverage digital platforms to 
connect tourists with local hosts and cultural experiences. Platforms like Airbnb 
Experiences enable tourists to participate in traditional activities, culinary tours, 
and cultural workshops, co-​creating unique and authentic experiences with local 
communities. These initiatives not only enrich the travel experience but also sup-
port sustainable tourism by promoting local economies and preserving cultural 
heritage. Digital co-​creation in tourism, facilitated by digital platforms and mobile 
technologies, has transformed how tourists engage with destinations and service 
providers. In Malaysia, these practices have been effectively implemented to enhance 
the travel experience, offering personalized, interactive, and authentic journeys. By 
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leveraging the power of digital co-​creation, the tourism industry can continue to 
evolve, providing tourists with enriched and memorable experiences while supporting 
sustainable development.

Challenges and Opportunities in Digital Co-​Creation

Digital co-​creation in tourism presents significant challenges and promising 
opportunities, shaping the industry's future. One of the primary challenges is man-
aging and utilizing the vast amounts of data generated through digital platforms. 
Tourists continuously generate data via social media, travel blogs, review websites, 
and mobile apps, creating a complex dataset that tourism firms must process and 
analyze. Firms may struggle to extract meaningful insights without adequate data 
management strategies, potentially missing opportunities to improve services and 
enhance customer experiences.

To address these challenges, tourism firms must invest in advanced data analytics 
and customer relationship management (CRM) systems. Advanced analytics tools, 
leveraging machine learning and artificial intelligence (AI), can analyze complex 
datasets to identify patterns and predict customer behaviors, providing deeper 
insights into customer preferences. CRM systems, integrated with data analytics, 
enable firms to track customer interactions, build comprehensive profiles, and tailor 
communications based on individual preferences. This combination empowers firms 
to make data-​driven decisions, optimize operations and build stronger customer 
relationships.

However, for digital co-​creation to thrive, tourism firms must foster a supportive 
organizational culture that encourages collaboration and innovation. A culture that 
values creativity, openness, and teamwork can enhance the co-​creation process, 
empowering employees to experiment with new ideas, engage with customers, and 
collaborate across departments. Leadership is crucial in promoting a vision that 
embraces digital transformation and customer-​centricity, providing training opportu-
nities to enhance employees' digital literacy and co-​creation skills. Mechanisms for 
capturing and implementing customer feedback are essential to ensure that insights 
from digital co-​creation translate into tangible improvements and innovations.

Digital co-​creation offers immense opportunities for developing new tourism 
products and services aligned with customer expectations. By involving tourists in 
the co-​creation process, firms can tap into their customers' collective intelligence 
and creativity, designing unique and customized experiences. User-​generated content 
can guide the development of new tour packages, activities, and amenities, foster-
ing collaborations with local communities to create authentic and culturally rich 
experiences. This participatory approach ensures that firms can innovate and adapt 
their offerings to remain competitive. The collaborative nature of digital co-​creation 
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enhances the competitiveness of tourism destinations. Tourists who actively partic-
ipate in shaping their travel experiences develop a stronger emotional connection 
to the destination, leading to higher satisfaction and loyalty. Satisfied tourists are 
more likely to recommend the destination, generating positive word-​of-​mouth and 
attracting new visitors. Digital co-​creation also contributes to sustainable tourism 
development by promoting responsible travel practices and supporting local econ-
omies. Initiatives that involve local communities in the tourism value chain create 
economic opportunities and help preserve cultural heritage. Tourists engaged in 
sustainable activities become advocates for responsible tourism, encouraging others 
to follow suit. Digital co-​creation has enhanced destination competitiveness and 
sustainability in Malaysia. Eco-​tourism projects, community-​based tourism, and 
cultural heritage preservation have been strengthened through digital platforms 
facilitating collaboration between tourists, service providers, and local stakeholders. 
These efforts improve the tourism experience while ensuring tourism development 
benefits local communities and protects the environment.

While digital co-​creation in tourism presents challenges related to data manage-
ment, analytics, and organizational culture, it also offers significant opportunities 
for innovation and growth. Effective data management, advanced analytics, CRM 
systems, a supportive culture, and active tourist involvement in the co-​creation 
process can lead to the development of new products and services that enhance 
destination competitiveness and promote sustainable development. Successful digital 
co-​creation results in personalized, engaging, and responsible tourism experiences 
benefiting tourists and destinations.

DISCUSSION

The collaborative nature of digital platforms has significantly reshaped the au-
thenticity and personalization of tourist experiences, particularly in destinations like 
Malaysia. Platforms such as social media, travel blogs, and review websites empower 
tourists to actively contribute to creating and refining their travel experiences. This 
participatory approach transforms tourists from passive recipients into co-​creators, 
enhancing the authenticity of their interactions with destinations. Digital platforms 
enable tourists to tailor their itineraries to their specific interests, such as exploring 
hidden local gems or engaging in cultural activities that may not be featured in tra-
ditional travel guides. Advanced technologies like artificial intelligence and machine 
learning enhance this personalization by analyzing user data to provide customized 
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recommendations. This results in a more meaningful travel experience, fostering a 
stronger emotional connection to Malaysia.

Digital co-​creation also plays a crucial role in sustainable tourism development. 
In Malaysia, tourists can engage in eco-​friendly practices and community-​based 
tourism initiatives through digital platforms. This involvement helps promote envi-
ronmental responsibility and cultural sensitivity. For example, tourists participating 
in community-​based projects gain a deeper understanding of local cultures and 
contribute to preserving natural and cultural resources. The transparency offered by 
digital platforms supports sustainable tourism by allowing tourists to voice concerns 
about unethical practices and encouraging businesses to adopt responsible operations. 
In Malaysia, digital platforms facilitate this accountability and inspire other tourists 
to engage in sustainable behaviors. Initiatives like virtual tours and smart tourism 
apps promoted by the Malaysian government illustrate how digital co-​creation can 
enhance the tourism experience while supporting sustainable practices.

CONCLUSION

This article has explored the transformative impact of Information and Communi-
cation Technologies (ICTs) and Web 3.0 on the tourism industry, focusing on digital 
co-​creation. Key findings highlight the digital platforms, including social media, 
travel blogs, and review websites, have significantly altered how tourists engage 
with and contribute to their travel experiences. By enabling tourists to participate in 
the creation and refinement of their journeys actively, these platforms enhance the 
authenticity and personalization of travel. Integrating advanced technologies such as 
artificial intelligence and machine learning further personalized recommendations, 
while mobile and wireless technologies provide real-​time information that enriches 
the travel experience. The role of digital co-​creation in sustainable tourism devel-
opment is particularly notable. It allows for more responsible travel behaviors and 
fosters collaboration between tourists, local communities, and service providers. 
Digital co-​creation initiatives, such as community-​based tourism and eco-​friendly 
practices, demonstrate how technology can support sustainable development and 
preserve cultural and natural resources in Malaysia. This participatory approach 
not only empowers tourists but also aligns tourism practices with the needs and 
aspirations of local communities.

These insights underscore the importance of embracing digital co-​creation for 
tourism organizations and destination managers to enhance service offerings and 
meaningfully engage with tourists. Companies should leverage digital platforms 
to gather real-​time feedback, tailor services to individual preferences, and foster a 
sense of community among travelers. Additionally, adopting sustainable practices 
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and promoting responsible tourism through digital channels can improve destination 
competitiveness and appeal to increasingly conscientious consumers.

Future research should focus on several key areas to advance our understanding 
of digital co-​creation in tourism. Investigating the long-​term impacts of digital 
co-​creation on destination branding and tourist loyalty could provide valuable 
insights into the effectiveness of participatory strategies. Additionally, exploring 
how emerging technologies, such as augmented reality and blockchain, influence 
digital co-​creation and sustainable tourism practices could reveal new opportunities 
for enhancing the tourism experience. Lastly, examining cross-​cultural variations 
in digital co-​creation practices could offer a more comprehensive understanding of 
how different contexts affect the co-​creation process and its outcomes.

The evolution of digital platforms and technologies presents significant opportu-
nities for enriching the tourism experience and promoting sustainable development. 
By leveraging digital co-​creation, tourism stakeholders can foster more personalized, 
authentic, and responsible travel experiences, ultimately shaping the industry's more 
engaging and sustainable future.
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