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Abstract 

The article analyzes the expression of business models complementarity and factors that determine it in inbound tourism. Article presents 
the results of empirical research, by revealing the characteristics of complementarity, characteristics of identification and determining 
factors in the inbound tourism. The obtained results of the qualitative research allowed to supplement and partially check the theoretical 
presumptions that were set in the article, formulate the conclusions of the research, and provide the further research directions. 
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1. Introduction and research methodology 

The research that would reveal the essence of the 
complementarity and the factors that determine it in the 
tourism business through the systemic approach, is missed. 
The research that would examine the factors that determine 
the business model complementarity, identify the nature, 
intensity, orientation, and identification, is missed. 
Therefore, it is intended in the article to research the 
aforementioned problematic aspects systemically, by 
employing theoretical approaches of business model, 
connection between organisations and complementarity [1], 

[2], [3], [4]. 
Object of the scientific research – business model 

complementarity and the factors that determine it in inbound 
tourism.  

Research objective – to determine the complementarity 
of business models and the factors that determine it in the 
inbound tourism. 

Research is based on the methodological approach of the 
qualitative research using semi structured interview method. 
Research subjects (experts) were selected according to two 
criteria: documentary and self-evaluation of the expert [5], 

[6].  The obtained research data were analysed and compared 
in line with the quasistatic and model approaches. Research 
data was presented in accordance with the linear-analytical 
method. 

2. Analysis of survey results 

Complementary business models create complex adaptive 
business system due to the interaction of their similarities 
and differences, and form a distinctive configuration for the 
generating of the social and economic value.  

Certain properties are characteristic to the business 
model complementarity in the context of strategic choices 
(nature, orientation and intensity) and the characteristics of 

identification. Business model complementarity is affected 
by the changes of external environment – external factors, 
as well as by the internal environments of the organisation – 
internal factors. 

The research of traits and identification properties of the 
business model complementarity in inbound tourism 
companies showed that intensity of business model 
complementarity most strongly manifested between the 
following units of analysis: essential partnerships, value 
proposition, distribution/accessibility, consumer segment 
and the analysis of resources and abilities.  

The research of the factors that determine the 
complementarity in inbound tourism company business 
models showed that the groups of internal factors determine 
the complementarity of business models more strongly than 
groups of external factors. 

Conclusions 

1. Complementarity is a result of an interaction of 
homogeneous or heterogeneous units or their elements, 
when mutual relations of individual units or their evolution 
creates higher value than their individual functioning. 
Bidirectional orientation (symmetrical interaction) is 
characteristic to complementarity, but the intensity of 
orientation depends on the importance to the certain side. 
Complementary business models create complex adaptive 
business system due to the interaction of their similarities 
and differences, and form a distinctive configuration for the 
generating of the social and economic value. 

2. The research of traits and identification properties of 
the business model complementarity in inbound tourism 
companies showed that: 
 intensity of business model complementarity can be 

classified as average; 
 business model complementarity is more intensive, 

when the same strategic choices are dominating: 
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 the nature of business model complementarity is 
"accumulative" due to the similarities of the 
dominating elements and the strategic choice 
compatibility in the business model; 

 the following business model complementarity 
identification characteristics presented themselves: 
increased number of consumers, quicker decision-
making speed and higher competence, as well as 
increased economy of activity.  

3. The research of the factors that determine the 
complementarity in inbound tourism company business 
models showed that the groups of internal factors determine 
the complementarity of business models more strongly than 
groups of external factors. The following groups of internal 
factors are active and determine business model 
complementarity: financial factors, creation of high added 
value, effective use of resources; human factors, 

improvement of competences; management factors; 
physical-technological factors; organisational culture 
factors. Factors that did not manifest in the aforementioned 
groups: financial risk reduction, financial efficiency of the 
activity, economies of scale, human resource acquisition 
and maintenance, development of a new activity, structure 
of organisation management, duration of organisation 
activity, adherence to the behavioural norms, size and status 
of the organisation. The following groups of external factors 
are active and determining business model complementarity: 
technological factors, socio-cultural factors, economic. The 
following factors of the aforementioned groups did not 
manifest: technological changes in the industry, general 
development of ICT, changes of consumer community, 
changes of cultural environment and resources, market 
growth rates, and fiscal policy of the country. 
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