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SWOT-AHP MODEL FOR DEFINING A DIRECTION OF SUPPLY CHAIN STRATEGIES
OF TOURISM

Wanlapha Srithongphiml* Sitthichai Promsuwon® Apitep Saekow’

Abstract

The research is intended for 1. studying strength, weakness, opportunity, and threat
in tourism industry and 2. identifying appropriate strategies for the supply chain the entire
tourism industry. This study selected two groups of research participants namely 400 foreign
tourists and fifteen specialists in the supply chain tourism.

The research findings suggest that the strength of Supply Chain Strategies of Tourism
in Thailand consisted of 1. service quality of service provider 2. values between products or
services prices comparison 3) goods and services varieties. Meantime, weakness of Supply Chain
Strategies of Tourism on Thai tourism supply chain is the inability to communicate in foreign
language. As for opportunities, they are 1. Thailand beautiful natural resources and each region
distinctiveness 2. world class beautiful tour attractions 3. diversified tour activities, cultures and
traditions with each region diversity. For Threats, they are 1. interesting new tour sites in each
country 2. the use of government support tourism policy in the competitor countries and
3. communication skills of better competitor countries

As for the appropriate Supply Chain Strategies of Tourism, the findings indicate
1. the improvement in personnel communication skills in foreign languages and 2. strict law
enforcement whereas 3. focusing in Creative and Innovation to increase values and 4. building
alliances in the Supply Chain Strategies of Tourism 5. the state is the leader on integration to

match the practice and 6. developing Big Data for the public benefits.
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Country of Number of Arrivals Tourism Receipts (Mil.Baht)
Nationality 2016P 2015 %A 2016P 2015 %A
East Asia 1,833,118 1,661,177 | +10.35 73,837.46 62,998.64 +17.20
Europe 431,534 390,480 | +10.51 31,803.81 28,081.31  +13.26
The Americas 107,349 98,869 +8.58 7,218.,00 6,523.71  +10.64
South Asia 121,219 113,419 +6.88 5,666.58 5,186.40 +9.26
Oceania 75,986 79,557 -4.49 5,963.24 6,121.18 -2.58
Micdle East 59,588 48,858 | +21.96 4,504.71 3,578.18  +25.89
Africa 14,547 15,008 -4.25 1,000.81 1,043.28 -4.07
Grand Total 2,643,251 | 2,407,458 +9.79 129,994.61 113,532.70  +14.50
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AN 1 NIIMIAIAINEIRYVDIYALTIUIBUNEUTIEA  (Pair wise comparison)

gauds (Strengths) S1 s2 s3 sS4 S5 Weights

S1 AnuAuAIvasTIANUSEUMBUAUUINNg 0.4444 | 0.3896 | 03556 | 03333 | 0.4898 36.94
S2 punmwssiinauglituinig 0.1481 | 0.1299 | 0.1778 | 0.2778 | 0.0816 20.02
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W5 mmﬁmmmﬂaamﬁa 0.1818 0.2500 0.2000 21.54
WA 1.00 1.00 1.00 100




6 | U9 12 adui 3 (Fueneu - Sunau 2560) Jaan einesiuninazae

M990 3 Msmaanuddyvedena wWisuieused  (Pair wise comparison)

Tond (Opportunities) o1 02 03 o4 O5 Weights

01 HnsWeINIsssuMRIBNULATUANGIAIL | 0.4138 0.3529 0.4286 0.4286 | 0.3077 | 36.97
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