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Objectives | Coopetition is an intrinsic and unintentional behavior in the tourism sector, but it can
become intentional and a strategy if well conducted (Kdseoglu et al., 2019). Business associations
usually gather many stakeholders and are usual in tourism destinations as the tourism and
hospitality (T & H) sector is frequently fragmented, geographically dispersed, and has many small
firms. Thus, they used trade associations to create synergy and collective voice (McKercher, 2021).
Therefore, associations are natural hubs of coopetition (Chim-Miki et al., 2018; Wang & Krakover,
2008) but can be drivers or necessary conditions. This study analyzes the role of business
associations in generating coopetition networks at tourism destinations. Second, the study

examines the effect of business context on coopetition willingness.

Methodology | This quantitative research uses two techniques: Partial Least Structural Equation
Modeling (PLS-SEM) and Necessary Condition Analysis (NCA) performed through the SmartPLS 4.0
software. NCA is a method to verify if a condition must be satisfied to achieve a specific outcome.
PLS-SEM is a method to test models and causal relations among variables (Becker et al., 2022).
Both methods are indicated to build theories and test hypotheses (Hair et al., 2011; Richter et al.,
2013). Data was collected from firms and public and private tourism organizations in a Brazilian

tourism destination using a questionnaire in one Brazilian tourism destination, Foz do Iguagu.

Main results and contributions| Results suggested that business associations are a determinant
and necessary condition to create willingness for tourism coopetition. Therefore, trade associations
are essential as hubs and mediators of coopetition strategies that can drive tourism destination
development. However, another variable also showed as a necessary condition to Coopetition, the
firms' long-term view, as with this mindset, firms support more trade associations. The model also
tested the business context effect on associationism and willingness for tourism coopetition. This

context considered the level of competition in the destination and the level of complementarity
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among firms. Results indicated that competition context has more effect on coopetition than

cooperation context.

Limitations | We had two main limitations: the sample, as we tested the hypotheses using only
one tourism destination, and the absence of previous models and scales regarding the topic. Both
limitations were minimized by the rigor of analysis and the adequacy of methods.

Conclusions | Our study developed and proposed a framework and tested the linkages between
associationism and willingness to coopetition. Furthermore, our study identified firm, sectorial, and
industrial drivers to improve associationism and coopetition networks. Tourism destinations must
improve the long-term vision among firms and organizations. High intra-destination competition
levels foster associationism more than the complementary level among firms. That means
horizontal business associations, trade associations among firms of the same subsector, tend to be
stronger than associations with a broader scope of participants. Tourism destination managers
should incentivize the creation of more business associations and use them to generate stronger

coopetition networks toward tourism development.
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