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This study aims to explain how distinctive competency can
leverage the competitive advantages of Indonesia’s ferry transport
companies, mediated by value creation and moderated by service
innovation. A quantitative approach (positivistic paradigm) and
survey methods were employed. The research population
consisted of 249 directors from 42 ferry transportation companies
operating on four commercial routes, with a sample size of 153.
The main findings indicate that distinctive competency has a
direct, positive, and significant effect on the competitive
advantages of Indonesia’s ferry transport companies. Additionally,
value creation mediates the relationship between distinctive
competency and competitive advantages, while service innovation
moderates the relationship between value creation and competitive
advantages. The findings suggest that ferry transport companies in
Indonesia should focus on developing and enhancing their
distinctive competencies to create value and sustain competitive
advantages. Moreover, investing in service innovation can
strengthen the impact of value creation on competitive advantages,
ensuring long-term success in a competitive market. This study
contributes to the literature by integrating the roles of value
creation and service innovation into the relationship between
distinctive competency and competitive advantages in the context
of the ferry transport industry, a sector that has received limited
attention in previous research.
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Introduction
Transportation has developed into a point of connectivity that can unite and

intertwine various identities of people in Indonesia (including ethnicity, culture, race, and
language). To strengthen this identity, the government, through the Ministry of
Transportation, continues to strive to build transportation infrastructure throughout the
region, including at border and remote locations. Transportation plays a crucial role in
connecting regions and is essential for economic development and growth [1]. This is
particularly true for Indonesia, given its distinctive geographical makeup as an archipelago
[2]. The vast distances between islands, stretching from Sabang to Merauke, necessitate a
robust network of land, air, and sea transportation. These logistical demands present
significant opportunities for entrepreneurs to venture into the transportation and logistics
industries. As a result, Indonesia's transportation sector continues to expand, demonstrating
a positive growth trend and intensifying competition [3]. Business transformations across
various sectors, including shipping, have been significantly influenced by globalization,
which supports maritime transportation and logistics activities [4]. This shift has intensified
competition among corporations, favoring only those with strong competitive advantages
[5]. Companies with lower or limited competitive advantages struggle to survive and may
even face bankruptcy [6]. This trend is evident among ferry transportation companies in
Indonesia, particularly those operating on major routes such as Merak-Bakauheni,
Kayangan-Pototano, Selamat-Padangbai, and Ketapang-Gilimanuk.

The ferry transportation sector can consistently provide better services than its
competitors [7]. However, based on initial observations, the competitive advantages of ferry
transportation companies in Indonesia is still low due to several factors. The use of outdated
or inappropriate ships, as mentioned, can lead to inefficiencies, higher maintenance costs,
and reduced safety and comfort for passengers [8]. This not only diminishes customer
satisfaction but also makes it difficult for companies to compete with those offering more

modern and reliable vessels. This condition is exacerbated by the fact that the ships used are
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unsuitable. A lack of investment in service innovation, such as digital ticketing systems,

onboard amenities, or eco-friendly practices, can prevent ferry companies from
differentiating themselves in the market. Without continuous improvements in service
quality and customer experience, these companies may struggle to attract and retain
customers [9]. Poor management and inefficient operational practices, such as suboptimal
route planning, inadequate scheduling, or delays, can lead to lower customer satisfaction and
higher operational costs. These inefficiencies make it harder for ferry companies to compete
on price, service quality, and reliability, thus weakening their competitive advantages [10].
To excel, these companies must leverage value creation and distinctive competencies [11],
while also embracing service innovation to amplify their competitive advantage [12].

To measure competitive advantages in ferry transport companies, it can refer to
strategic management and business competitiveness [13]. Here, at least four dimensions can
be identified: Cost Leadership, Service Quality, Innovation Capability, and Market Share.
Companies that can offer services at lower costs while maintaining quality can attract more
customers and achieve a competitive advantage [14]. Service quality can assess customer
feedback on service quality, punctuality, safety, comfort, and the overall customer
experience provided by the service [15]. Innovation capability can evaluate the company’s
ability to innovate in areas such as digital ticketing, customer service platforms, and onboard
amenities, as well as its responsiveness to technological advancements [16]. In market share,
the company can measure market share relative to competitors and the loyalty of its customer
base, including the frequency of repeat customers and brand preference [17].

Distinctive competency refers to the unique strengths or capabilities that a company
possesses, which are difficult for competitors to replicate or imitate [18]. For ferry transport
companies, this could involve advanced technology in navigation, superior fleet
management practices, or exceptional customer service. Companies can offer services that
stand out in the marketplace by building on these competencies [19]. This unique position

allows companies to achieve better operational efficiency, enhance service reliability, and
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build a strong brand reputation, all of which contribute to a sustainable competitive

advantage. Measuring distinctive competency in a ferry company using the dimensions of
unique skills, difficulty to imitate, unique services, and industry leadership [19], [20], [21].
The unique skills focus on to assess the specialized expertise or technical abilities that set
the company apart. Hard to imitate measures how difficult it is for competitors to replicate
the company’s strengths. Unique services evaluate the distinctiveness of the services offered
that differentiate the company from others. Industry leadership can assess the company’s
position as a leader within the ferry transportation industry.

Competitive advantages arise when a company creates more value for its customers
than its competitors do [11]. This value can be in the form of better products, lower prices,
superior customer service, or unique features. Through value creation, companies can
differentiate themselves from competitors [14]. This differentiation can be based on quality,
innovation, customer experience, or brand reputation. Value creation enhances customer
satisfaction and loyalty, which are critical for maintaining a competitive advantage. Value
creation is the engine that drives competitive advantages, enabling companies to attract and
retain customers, differentiate themselves in the market, and achieve long-term sustainability
[22]. To effectively drive business success through value creation, companies need to
address three key dimensions: value to company, value to employees, and value to
customers. Value to the company focuses on the economic benefits that value creation brings
to the business itself. It includes increased profitability, improved operational efficiency,
stronger brand reputation, and long-term sustainability [23]. For ferry transport companies,
this could mean optimizing routes to reduce costs, adopting technology to enhance fleet
management, and driving growth through innovation. Creating value for employees involves
fostering a positive work environment, offering opportunities for skill development, and
providing competitive compensation [24]. Value to Customers emphasizes delivering

exceptional customer experiences that meet or exceed expectations [25]. For ferry
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companies, this could involve offering safe, reliable, and comfortable services, as well as

providing innovations such as digital ticketing or eco-friendly options.

In business innovation, various ideas can be created. This is not only related to
product innovation but also to service innovation that service companies can provide.
Service innovation includes the ability to anticipate changes in customer behavior, needs,
expectations, and consequences, and the competence to design better services and create new
service concepts [26]. In this way, the service innovation can be measured by: (1)
strategizing capability as the capability to organize various things around consumer and
community needs that are strategically placed to increase service value; (2) Knowledge
Management Capability as the capability to organize and optimize intellectual potential in
the company that is a source for creating various new service innovations according to
consumer and community desires; (3) Networking Capability as organizational capability to
expand social networks that can expand marketing and sales; and (4) Customer Involvement
Capability, namely organizational capability to formulate mutually beneficial and reciprocal
cooperation with consumers to be able to produce various new innovations in the service
sector (service innovation).

Based on the results of previous research, competitive advantage is influenced by
distinctive competency [27], value creation [25], and service innovation [26]. Despite the
established relationships among variables, there are still critical gaps in the context of ferry
transport companies in Indonesia. Previous studies have largely focused on general industry
contexts or other transportation sectors but have not sufficiently addressed the unique
challenges faced by ferry transport companies in an archipelagic country like Indonesia.
While individual studies have explored the impact of distinctive competency, value creation,
and service innovation on competitive advantage, few have examined how these variables
interact within the same model. So, there is still a gap in understanding how to accurately
measure distinctive competency, value creation, and service innovation in the context of

Indonesian ferry transport companies.
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The model of leveraging distinctive competency for competitive advantages, with

the mediating role of value creation and moderating impact of service innovation in
Indonesia's Ferry Transport Companies can be depicted in the research paradigm in Figure
1.

Service
Value Creation Innovation
Distinctive > Competitive
Competency Advantages

Figure 1. Cognitive Process Dimension

Based on the conceptual description, relevant research, research framework, and
research model above, the research hypothesis can be formulated as follows: H1: Distinctive
competency positively affects value creation. H2: Distinctive competency positively affects
competitive advantages. H3: Value creation positively affects competitive advantages. H4:
Value creation mediates the relationship between distinctive competency and competitive
advantage. H5: Service innovation moderates the relationship between value creation and
competitive advantages.

Method
The approach used in this research is quantitative (positivistic paradigm) and survey

methods. For this reason, this research design is causal with structural equation modeling
(SEM) analysis. The design was carried out in an explanatory manner. This research only
analyzes several ferry companies operating on four Indonesia's main routes in 2023. The
population of this research is 249 directors and officials of 42 ferry transportation companies

operating on those commercial routes. The choice of the population is based on the
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consideration that the directors represent the owners or shareholders of the company, and

officials one level below the directors are the foremost leaders of the company who also
determine the operation of the companies. Referring to the calculation results above, the
sample for this research was determined to be 153 directors and officials, with sampling
carried out using simple random sampling. The data collection technique uses a
questionnaire based on a Likert scale.

Based on the conceptual and operational definitions described previously, variable

measurements can be explained in Table 1.

Table 1. Measurement of variables

Variables Indicators Items
Distinctive 1. Unique Skills 1. Employee Expertise
Competency 2. Operational Efficiency

3. Technical Capabilities
2. Hard to Imitate 4. Proprietary Technologies or

Processes
Brand Reputation
Cultural Uniqueness
Service Offerings
Customization and
Personalization
9. Innovation in Services
4. Industry Leadership ~ 10. Market Share
11. Awards and Recognition
12. Strategic Alliances
Value Creation 1. Value to the 1. Increased profitability
Company 2. Improved operational efficiency
3. Stronger brand reputation
2. Value to Employees 4. Positive work environment
5. Opportunities for skill
development
Providing competitive
compensation
Customer experience
8. Excellent services

3. Unique Services

©~No o

o

~

3. Value to Customers
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9. Digital innovation
Service Innovation 1. Strategizing 1. Market Analysis
Capability 2. Innovation Planning
3. Goal Alignment
2. Knowledge 4. Knowledge Sharing
Management 5. Continuous Learning
Capability 6. Knowledge Storage
3. Networking 7. Partnerships with External

Capability Organizations
Industry Participation
Resource Access through
Networks
. Customer Feedback Integration
. Co-Creation of Services
. Customer Engagement
Operating costs
Pricing strategies
Cost efficiency
Customer satisfaction
Service reliability
Perceived service excellence.
Introduction of new services
Adoption of technology
Responsiveness to market
changes.
4. Market Share 10. Market penetration
11. Repeat customer rate
12. Customer loyalty

©

=
o

4. Customer
Involvement
Capability
Competitive 1. Cost Leadership
Advantages

=
N

2. Service Quality

3. Innovation Capability

CoNoUA~WNE

Source: Processed primary data, 2024

Instrument trial calibration means that before being used to collect research data, the
research instrument in the form of a questionnaire is first tested for validity and reliability.
The results of the validity and reliability test of the instrument show that all items from each
indicator and variable have met the criteria. Primary data was obtained by distributing
questionnaires to respondents. In the descriptive analysis test, the condition of each variable
is described based on the score, mean, and percentage. Hypothesis testing in this research

was carried out using Partial Least Square, which was processed using SmartPLS software.
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This analyis includes two parts. The first is the measurement model (outer model), which

measures how each indicator is related to the latent variable. The second is a structural model
(inner mode), which tests the hypothesis through the significance of path coefficients using

bootstrapping techniques.

Results and Discussion

This section summarizes the findings related to respondent profiles, data
descriptions, and PLS (measurement and structural model) estimation. Respondent profiles
based on gender, age, highest level of education, marital status, and length of work are

presented in Table 2.

Table 2. Respondents’ profile

Frequency Percentage

Gender

Male 145 94.77

Female 8 5.23
Age

<30 years 12 7.84

> 30 — 40 years 16 10.46

> 40 — 50 years 24 15.69

> 50 years 101 66.01
Education

High school 20 13.07

Diploma Ill 4 2.61

Undergraduate (S1) 73 47.71

Magister (S2) 52 33.99

Doctoral (S3) 4 2.61
Work Length

<5 years 12 7.84

6 — 10 years 8 5.23

11 — 15 years 24 15.69
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16 — 20 years 4 2.61

> 20 year 105 68.63
Marital Status

Married 145 94.77

Not Married 8 5.23
Total 153 100.00

Source: Processed primary data, 2024

Table 2 illustrates that the leaders of ferry transportation companies operating on four
commercial routes in Indonesia are dominated by males with an age of more than 50 years,
a bachelor's degree (S1), marital status of married, and a length of service of more than 20
years. The number of women as leaders is minimal, making this profession belong to men.
Age maturity also determines whether someone becomes a leader. The selection of leaders
does not show any educational-oriented tendencies, although it is dominated by
undergraduate education. Evidence of unmarried leaders indicates that the company does not
require marital status for leadership procession. There is a tendency for tenure to be related
to the leadership determination.

The variables studied (Distinctive Competency, Value Creation, Service Innovation,
and Competitive Advantages) show various data descriptions, as seen from the score values,
means, and percentages. Table 3 presents a statistical description of each variable.

Table 3. Descriptive Statistics

Dimensions Code Score Mean Percentage
Unique Skills X11 1,799 3.919 73.0
Hard to Imitate X12 1,721 3.749 68.7
Unique Services X13 1,807 3.937 73.4
Industry Leadership X14 1,699 3.702 67.5
Value to the Company X21 1,833 3.993 74.8
Value to Employees X22 1,718 3.743 68.6
Value to Customers X23 1,743 3.797 69.9
10
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Strategizing Capability X31 1,709 3.723 68.1
Knowledge Management Capability X32 1,783 3.885 72.1
Networking Capability X33 1,739 3.789 69.7
Customer Involvement Capability X34 1,710 3.725 68.1
Cost Leadership Y1 1,810 3.943 73.6
Service Quality Y2 1,729 3.767 69.2
Innovation Capability Y3 1,849 4.028 75.7
Market Share Y4 1,682 3.664 66.6

Source: Processed primary data, 2024

The measurement model tests and evaluates the relationships between indicators and
their constructs (latent variables). Here, the reliability and validity of the measurement model
is estimated. For convergent validity, this calculation can refer to the loading factor of each

indicator, as presented in Table 4.

Table 4. Loading Factor

Dimensions Code Lambda

Unique Skills X11 0,867
Hard to Imitate X12 0,885
Unique Services X13 0,790
Industry Leadership X14 0,817
Value to the Company X21 0,903
Value to Employees X22 0,859
Value to Customers X23 0,905
Strategizing Capability X31 0,881
Knowledge Management Capability ~ X32 0,882
Networking Capability X33 0,895
Customer Involvement Capability X34 0,862
Cost Leadership Y1 0,866
Service Quality Y2 0,871
Innovation Capability Y3 0,852
Market Share Y4 0,873

Source: Processed primary data, 2024

Table 4 shows that the loading factor value for all variables is more than 0.5, which

shows that all indicators are valid and represent variables. For construct reliability and
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Veflidity, the calculations can refer to Cronbach's alpha (CA), composite reliability (CR), and

average variance extracted (AVE) values, as presented in Table 5.

Table 5. Construct Reliability and Validity

Variables CA CR AVE
Distinctive Competency 0.861 0.906 0.707
Value Creation 0.868 0.919 0.791
Service Innovation 0.903 0.932 0.774
Competitive Advantages 0.888 0.923 0.749

Source: Data Processed, 2024

Table 5 shows that all values of CA and CR are > 0.7, so all variables (constructs)
are reliable. The AVE value for all variables is also greater than 0.5, so it is valid [28]. Thus,
all research variables are valid, reliable, and suitable for use and further analysis. Structural
model measurements include model fit testing, R-squared (R?), and hypothesis testing,
which includes path coefficient) and significance tests. The results of the model fit test are
presented in Table 6.

Table 6. Model Fit

Saturated Model Estimated Model
SRMR 0.065 0.076
d ULS 0.51 0.692
d G 0.489 0.543
Chi-Square 438.337 463.065
NFI 0.794 0.783

Source: Data Processed, 2024

Based on Table 6, it can be seen that the NFI (Normed Fit Index) value is 0.794. The
NFI value is 0-1, derived from comparing the hypothesized and specific independent models.
The model has a high fit the closer it is to 1. The NFI value obtained in this research is 0.794,
so it has a good model fit. It means that this research's hypothesis model is suitable or follows
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the empirical model obtained from this data. The results of the coefficient of determination

or R-squared (R?) are presented in Table 7.

Table 7. Coefficient of Determination

R-Squared Adjusted R-Square
Value Creation 0.715 0.714
Competitive Advantages 0.801 0.796

Source: Data Processed, 2024

The R? for the competitive advantage variable is 0.891 (see Table 7). The table shows
that distinctive competency, value creation, and service innovation influence 80.1% of the
variation in changes in competitive advantage of ferry companies. In comparison, the
remaining 19.9% is caused by other variables not involved in this research. Table 8
summarizes hypothesis testing results, which show the coefficient, t-stat, and t-table values.

Table 8. Results of Hypotheses Testing

Path Coefficient t-stat Prob. (o = 0.05) Hypothesis
X1 — X2 0.846 33.320** 0.000 Supported
Xl —->Y 0.332 4.160** 0.000 Supported
X2—->Y 0.296 3.197** 0.001 Supported
Xl1-X2->Y 0.251 3.190** 0.000 Supported
X2*Mod — Y 0.064 3.053** 0.002 Supported

Source: Data Processed, 2024

Several findings from the hypothesis testing results (see Table 8) can be stated here:
1) Distinctive competency has a direct positive and significant effect on value creation. With
improvement in distinctive competency, it can increase value creation. 2) Distinctive
competency has a direct positive and significant effect on competitive advantages. Thus,
improving distinctive competency can increase competitive advantages. 3) Value creation
has a direct positive and significant effect on competitive advantages. Therefore, improving

value creation can increase competitive advantages. 4) Value creation mediates the
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reiationship between distinctive competency and competitive advantages. The effect of

distinctive competency on competitive advantages will be stronger through the value
creation. 5) Service innovation moderates the relationship between value creation and
competitive advantages. Service innovation can strengthen the effect of value creation on

competitive advantages.

Discussion
The finding that distinctive competency has a direct positive and significant effect

on value creation suggests that the unique skills, resources, and capabilities that ferry
transport companies in Indonesia possess play a crucial role in generating value for the
company, employees, and customers. This relationship is critical for the sustainability and
competitiveness of these companies, particularly in an archipelagic country like Indonesia.
Distinctive competencies also help ferry companies differentiate themselves from
competitors [29]. For instance, companies that excel in customer service, safety, and
innovation can build a stronger brand reputation [30]. In an industry where customers
prioritize safety and reliability, ferry companies that demonstrate superior capabilities can
create value for customers by offering peace of mind and high-quality services. This
differentiation not only enhances customer loyalty but also positions the company as a leader
in the market, contributing to value creation for the company through increased market share.

In Indonesia’s diverse geographical context, distinctive competency may also
involve leveraging local knowledge to customize services for different routes and customer
needs. Companies that understand the specific conditions and demands of routes such as
Merak-Bakauheni or Ketapang-Gilimanuk can create tailored services that resonate with
local customers, enhancing their perceived value. This customer-centric approach improves
customer satisfaction and loyalty, contributing to long-term value creation [31]. Investing in
training employees and adopting new technologies is another way to enhance distinctive
competency, which further drives value creation [32]. The positive effect of distinctive

competency on value creation in Indonesia’s ferry transport companies highlights the
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importance of continuously improving and leveraging unique skills, resources, and

capabilities.

The finding that distinctive competency has a direct positive and significant effect
on competitive advantages underscores the critical role of unique organizational skills and
capabilities in shaping the success of ferry transport companies in Indonesia. In an industry
characterized by intense competition and operational complexity due to the archipelagic
nature of the country, distinctive competencies serve as a key differentiator that can propel
companies ahead of their rivals [33]. Distinctive competency in Indonesia’s ferry transport
sector often revolves around superior operational efficiency and service reliability.
Companies with a highly trained workforce, advanced fleet management systems, and
optimized route planning are able to deliver more consistent and timely services. Ferry
transport companies that invest in developing distinctive competencies related to innovation
are better equipped to adapt to changing market conditions and customer preferences. This
ability to innovate is a distinctive competency that provides a sustainable competitive
advantage [34].

Distinctive competency also plays a crucial role in building a strong brand reputation,
which is vital for long-term competitive advantages [35]. Customers are more likely to trust
and remain loyal to a company with a proven track record of delivering quality services,
which can lead to higher market share and pricing power. In Indonesia’s ferry transport
industry, where operational challenges and competition are significant, distinctive
competency acts as a cornerstone for building and sustaining competitive advantages. By
continually enhancing unique skills, adopting innovations, and building a strong brand
reputation, ferry companies can set themselves apart from competitors. This not only
strengthens their market position but also ensures long-term success in an increasingly
competitive and dynamic environment [36].

The finding that value creation has a direct positive and significant effect on

competitive advantages underscores the importance of delivering value not only to
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customers but also to the company and its employees in shaping the competitive edge of

Indonesia’s ferry transport companies. In an industry that faces significant operational
challenges due to the archipelagic nature of Indonesia, value creation is a critical mechanism
through which ferry companies can differentiate themselves, enhance service quality, and
build a loyal customer base. One of the primary avenues through which value creation
influences competitive advantages is by enhancing the customer experience [37]. Ferry
companies that invest in creating value for their passengers—whether through improved
safety measures, enhanced comfort on board, or innovative digital services like online
ticketing and real-time tracking—can differentiate themselves from competitors. This
enhanced customer experience translates into higher levels of customer satisfaction and
loyalty, which in turn strengthens the company's competitive position in the market [24].

Value creation is also critical from an internal perspective, particularly in how ferry
companies treat and empower their employees. Investing in employee training, development,
and well-being leads to higher levels of job satisfaction and engagement. This improvement
in operational performance further enhances the company’s ability to compete, as it leads to
smoother operations, better service delivery, and increased productivity [38]. Companies
that effectively create value internally can reinvest these gains into further service
improvements, fleet expansion, or technological advancements, ensuring that they remain
competitive in the long term [11]. In Indonesia's ferry transport industry, value creation is a
vital driver of competitive advantages. By focusing on delivering value across multiple
dimensions—customers, employees, and the company—ferry transport companies can
differentiate themselves in a highly competitive market. The consistent pursuit of value
creation not only enhances service quality and operational performance but also builds a
foundation for long-term competitive success in the industry.

The finding that value creation mediates the relationship between distinctive
competency and competitive advantages emphasizes the dynamic interaction between a

company's unique skills and its ability to generate value for stakeholders [23]. In the context
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of Indonesia's ferry transport companies, this relationship reveals that distinctive

competencies alone are not sufficient to ensure competitive advantages—these
competencies must be translated into value that benefits customers, employees, and the
company itself. Value creation acts as the mechanism through which distinctive
competencies are realized, thus enhancing competitive advantages [39]. Distinctive
competencies, such as advanced maritime navigation skills, specialized safety protocols, and
efficient logistics management, provide ferry companies with a solid foundation for value
creation. These unique capabilities allow companies to develop superior services that stand
out in the market [40]. However, the impact of these competencies on competitive
advantages becomes significantly stronger when they are leveraged to create tangible value.

The mediating role of value creation means that the distinctive competencies held by
ferry transport companies must be utilized in ways that generate meaningful benefits. Value
creation serves as the pathway through which these competencies are converted into
competitive advantages [41]. The effect of distinctive competency on competitive
advantages is amplified when companies focus on value creation. By aligning their unique
skills with value-generating activities, ferry companies can enhance their service offerings,
build stronger relationships with customers, and improve their operational efficiency. This
amplified effect not only helps ferry companies differentiate themselves from competitors
but also ensures that their competitive advantages are sustainable over the long term [42]. In
Indonesia's ferry transport industry, value creation plays a crucial mediating role in
strengthening the effect of distinctive competency on competitive advantages. While
distinctive competencies provide a foundation for success, it is through value creation that
these competencies are fully realized, enabling companies to enhance their competitive
positioning.

The finding that service innovation moderates the relationship between value
creation and competitive advantages highlights the pivotal role of innovation in enhancing

the effectiveness of value creation efforts [31]. In Indonesia’s ferry transport industry,

Solikin 17



SENTRALISAM

UNIVERSITAS MUFAMNMADIYAF SORONG
https://ejournal.um-sorongac.id/index.php/sentralisasi

p-ISSN 1979-7567
e-ISSN 2614-4328

service invaion acts as a critical enhancer that strengthens the impact of value creation on
competitive advantages, making ferry companies more adaptable, customer-focused, and
forward-looking in a competitive market. Service innovation enables ferry companies to
differentiate their offerings by introducing new and improved services that meet evolving
customer needs. Whether through enhanced digital ticketing systems, more personalized
customer service, or integrating real-time data for route optimization, service innovation
allows companies to create additional value for customers [43]. This value-adding
innovation amplifies the effect of value creation on competitive advantages by ensuring that
the benefits provided to customers are continually evolving and improving.

The findings emphasize that ferry transport companies in Indonesia should prioritize
developing and enhancing their distinctive competencies, such as specialized skKills,
operational efficiency, and innovation. By leveraging these unique strengths, companies can
effectively create value for customers, employees, and the business itself. This value creation
is essential for sustaining competitive advantages in a competitive market. Additionally,
embracing service innovation will amplify the impact of value creation, ensuring long-term
competitiveness. Overall, focusing on distinctive competencies and continuous innovation
will enable ferry transport companies to thrive and differentiate themselves in Indonesia's
dynamic maritime industry.

Conclusion
This study attempts to prove the effect of distinctive competency, value creation, and

service innovation on competitive advantages within Indonesia’s ferry transport companies.
The findings confirm that distinctive competency has a significant and positive impact on
both value creation and competitive advantages, underscoring the importance of developing
specialized skills, operational expertise, and industry-specific knowledge. Moreover, value
creation serves as a key mediator that strengthens the effect of distinctive competency on

competitive advantages, while service innovation acts as a moderator that enhances the
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reiationship between value creation and competitive advantages. These results highlight the

interconnectedness of these variables in fostering competitive advantages.

The study also presents a new empirical model (novelty) that integrates distinctive
competency, value creation, service innovation, and competitive advantages within the
specific context of Indonesia's ferry transport industry. This model advances existing
literature by demonstrating how service innovation moderates the value creation-
competitive advantages relationship, providing a deeper understanding of how companies in
this sector can leverage both internal capabilities and external innovations to remain
competitive. The novelty lies in showing the moderating role of service innovation, which
had previously received less attention in this particular industry. It offers a more holistic
view of how competitive advantages can be sustained through strategic capability
development and innovative practices.

These findings can have significant implications for policies regarding the
development of Indonesia’s ferry transport sector. Policymakers should consider
encouraging ferry companies to invest in distinctive competencies and support value creation
initiatives that enhance service quality and operational efficiency. Additionally, promoting
service innovation through government incentives or partnerships could help ferry
companies stay competitive and meet the evolving needs of customers. Such policies would
not only improve the competitiveness of individual companies but also contribute to the
overall development of Indonesia’s maritime transport infrastructure, which is crucial for

the country’s economic growth and connectivity.
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