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Abstract

The study aims to create a strategic plan for the Thai Halal industry, focusing on
product directory to benefit the export market and inbound tourists, and to support the
Halal Ecosystem to expedite the growth of the industry. Note that this study review the prior
studies regarding the Thai Halal industry from 2008 to 2019 as part of the strategic plan to
support and strengthen the domestic capacities, and foster an ecosystem that is conducive
to develop the Halal industry in the future.

This study also expands its scope to determine the proactive strategic plan to
upgrade Thailand’s competitive competencies on the global stage. For exporting, the study
determined Thai products directory which possess competitive advantages for exporting to
countries in the Organization of Islamic Cooperation (OIC) by using Wisarn’s RCA Matching
Approach and using the trade data of OIC members between 2016 — 2018 from the Trade
Map, International Trade Center (ITC). The analysis reveals that there is an opportunity for
expanding the trade and it will be beneficial to both parties, as there are Thai products
which hold competitive advantages in exports, and products of the OIC countries that hold
competitive advantages in imports. In addition, most of the products have low Import
Intensity Indexes, meaning that OIC countries are currently importing very few products from
Thailand when compared to their imports from other countries.

To determine target nations to break into the Muslim tourists market, the study
employed the Boston Consulting Group (BCG) by applying the Trade Intensity Index (Tll) and
using OIC tourists travelling data from 2015 - 2017 from the World Tourism Organization
(WTO). The analysis revealed that ASEAN countries act as competitors in taking the market
shares of tourists from the same country. The member state of OIC which Thailand should
pay attention to are categories into 4 groups as follows:

1) Stars, namely Saudi Arabia, by focusing on maintaining growth rate of tourist
numbers, maintaining outstanding characteristics, and promoting Thainess.

2) Cash Cows, namely Oman and United Arab Emirates, by focusing on retaliation
strategies against competing nations, timely policies, and promoting new travel destinations
to promote repeat travels.

3) Question Marks, namely Brunei and Iran, by focusing on creating a positive image

of Thailand as a global travel destination with a friendly environment for Muslim tourists.



Marketing strategies need to be adjusted to better respond to the customers’ needs. Further
studies into behaviors and needs of this group will be necessary.

4) Dog countries are typically countries that don’t often produce international
tourists and do not typically travel to Thailand, which makes this group a unworthy
investment. However, there are countries in this group with the TIl approaching 1, which are
Yemen and Bahrain. For these countries, it may prove worthwhile to direct promotion to
tourists in order to raise awareness of Thailand as a travel destination.

From the study, three primary strategies for the Halal industry emerged. The first
strategy is to support the ecosystem conducive to the development of the Halal industry.
Develop Islamic financial institutes and personnel in the financial sector to support and
create favorable conditions for the expansion of the Halal industry. Reform the certified
system by separating Certified Body and Accredited Body, along with advocating for the
registration standard inspectors and encouraging entrepreneurs to apply for the Halal certify
and renew them continuously. At the same time, create trust in the Halal mark and
establish a central database related to the Halal industry, including production, export, and
tourism.

The second strategy is to foster the strength of domestic capacity to elevate
competitive competence. First is to support the Halal production industry to be competitive
by training entrepreneurs in foreign languages, marketing knowledge, and digital promotion
channel throughout workshops and practice through a mentorship system, focusing on
practical applications; maintain the standard of Thai products and adjust investment
incentives to be favorable to brand creation, brand maintenance, and the proliferation of
Thai brands. Furthermore, there should be support for establishing a Halal industrial estate
in appropriate areas by prioritizing on infrastructure preparedness, logistics, and the
appropriateness of the area environment. Second is to support the Thai Halal tourism
industry to be the Muslim tourists destination by supporting for an increasing of the workers
in the tourism industry, proposing for tour guide workshops and training on Halal content,
supporting the creating of new halal route which relating to local Islamic history, providing
full Halal travel packages, and promoting through digital mediums.

The third strategy focuses on proactive marketing to increase the Halal industry
market share on the global stage by supporting the Halal export market. Continuously
monitoring and collecting data for calculating Revealed Comparative Advantage Index (RCA)
of exporting products paired to the partner countries in order to negotiation reducing the
tariff of partner countries leading to Trade Creation, and distributing the information to
private entities in order for them to properly manage their business plans. For the
promotion of Muslim tourism, there needs to be continuous monitoring and tracking the
data on Muslim tourists that come to Thailand and those that g¢o to other countries, along

with apparent proactive penetration strategies to target countries.
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