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Abstract

The furniture industry, particularly wooden furniture, has been a major
manufacturing export of Thailand. However the past few years have seen the declining
trend of Thailand’s furniture export. In contrast, Viethamese furniture export has grown by
leaps and bounds so much so that its export value is now higher than established exporters
like Thailand and Indonesia.

This research explores the potential of Vietnamese furniture industry and its impact
on Thailand, aiming to provide information and analysis useful for Thai business strategies.
It compares the wooden furniture industry of Thailand and Vietnam in the areas of industrial
production, supporting industries, cost structure, marketing strategy and global competition.
It also examines the impact of the growth of Vietnam’s furniture industry on the Thai
counterpart, with a view to finding appropriate business strategies for Thailand. This
research applies many research methodologies to study the production, marketing and
competitiveness of the two countries’ furniture industry including the Diamond Model,
Revealed Comparative Advantage (RCA), Comparative Export Performance (CEP) and
Trade Intensity Index (TII). It also uses Granger Causality Test and Simple Linear
Regression to analyze the impact of Vietnam’s furniture export growth on the Thai
counterpart.

The study found that Thailand’s wooden furniture industry mainly uses rubber wood
timber as raw materials. Other inputs include particle boards and fiber boards such as
MDF. Both Thailand and Vietnam export their furniture products to the US, Japan and the
UK. For Vietnam, the industry is geared more towards export as many foreign
manufacturers, particularly those from Taiwan, have set up large-scale production platforms
in the country. The study concludes that the growth of Vietham’s furniture industry has
negative impacts on the Thai industry. Vietham has now emerged as a major competitor of
Thailand in the global furniture market, joining the ranks of top Asian exporters like China,
Malaysia and Indonesia. Examining Thailand’s disadvantages, this study thus proposes
Thailand’s industrial as well as business strategies to survive and grow in this changing
environment. It also views Vietham as a business partner by suggesting that large Thai
businesses explore the possibility of investing and outsourcing certain products and/or
production process in Vietnam. In addition, the study compiles certain policy proposals that

could help improve the potential of Thailand’s furniture industry.
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