C()Ml’l-:’l‘l'l‘l\"ENl'lSS OFr LUI.'.'-AL CUMI’ANI ES

. Vietnam’s Tourism Companies
and Global Competition

Pho to by Huynh Tho

Bstract: Towrtsin is owe of industries that s
Acm'm‘ for and encouraged in Vietnam. To de-
velop the smokeless industry, towrism com-
panies should obtain the best conditions in order (o
deal with keen competition in the globalization.
This paper only mentions important factors in their
aperations (product, price, human resource and
strategy) with their strengths and wealknesses with
@ view to working out measures to improve their
competitiveness.

Vietnam's accession to the WTO in 2007 offers
both vpportunities and challenges to local compa-
nies because the global competition is very fierce in
all industries in an open marker.

In the past 10 years, the tourism has been one of
industries of great concern. The Government con-
sidered it as a key industry that could help Vietnam
develop und reduce the poverty.

Oxford Metrica, an English advisory company,
in itg study, said that in five years, some 83% of
companies had wo face a erisis in competition. What
is the present situation of Vietnam'’s tourism com-
panies, and what are measures to turn Vietnam into
un important market for tourism and help loeal
compunies vompete successlully against [oreign ri-
val on the domestic market?

by Dr. VO SANG XUAN LAN

Speaking of the tourism, most people usually dis-
cuss the tourism market and the tourism as an in-
dustry and only a few mentions tourism eompanies,
and there is no a real study of tourism companies
and their situation and strengths. In this paper, 1
want to present some aspeets that tourism compa-
nies should pay attention to with a view to maintain
their market shares in the global competition.
These companies include Vietnamese hotels and
Lour agencies.

I. NECESSARY AND SUFFICIENT CONDITIONS
FOR TOURISM COMPANIES

1. Necessary conditions

To sell products, advertisement campaign
launched by companies is a noteworthy matter.
Some 10 years before, Vietnam was not cousidered
as a promising destination although Asia has re-
placed America as an emerging market in spite of
its shortcomings in various aspects in comparison
with Europe. In this reality, the Vietnam's tourism
industry, especially its major companies, has in-
vested a lot of money in advertisement of Vietnam’s
tours, Big hotels in HCMC, such as Continental,
Majestie, Rex, and Qué Huong: and leading tour
agencies, such as Saigontourist, Fiditourist and
Vietravel, has opened their websites in order to ad-
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vertise their products and ofTer online transactions.
Tourism companies have realized importance of in-
formation technology and communication to their
efforts 1o tap potentials of the market.

In the 2007 report of the Asian tourism made by

Jones Lang Lasalle Hotels, there is an estimate of

development of Vietnamese hotels. With an annual
increase of 17% i number of foreign visitors,

high-end hotels are not enough to meet demand of

tourists, which leads to a problem for tour agencies:
room rate keeps inereasing so continuously that the
agencies have to cancel tours or raise the selling
prices. We see that relations between companies
are very important. In the globalization trend, mo-
nopoly is not an advantage, and a sole company
can't deal with complex changes in the market.

When the socioeconomie life is improved and the
globalization become widespread, the market de-
mand also changes. Traditional products become
less attractive in the eyes of tourists and they want
newer and more original products while local tour-
ism companies are still busy themselves with tradi-
tional and imitative produets. In a workshop held
by HCMC Service of Tourism on Sep, 21, 2008,
many tour agencies and experts who were inter-
ested in city tours expressed their worries about
lack of tourism products in the Vietnam’s biggest
city. In the Mekong Delta where the National Tour-
ism Year 2008 Festival was held, tourism products
waere also discussed in many workshops and on
newspapers because of the shortage of tourism
products in a region of great potentials.

The year 2008 is considered as a hard time for
the world cconomy because of falls in the dollar,
rises in the oil price and inflation in many coun-
tries. Besides above-mentioned rises in the room
rate because demand exceeds supply, increases in
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the price of fuel forces
tourism companies Lo re-
view their pricing poli-
cies, Many foreign tour-
ists and tour agencies
complained that Viet-
namese  tour agencies
didnt  acecept  prices
agreed upon by two par-
ties in the previous year
with the result that cus-
tomers  cancelled or
changed the tours, as pre-
sented by the Director of
the Saigontourist at the
HCMC Tourism Confer-
ence on March 27, 2008,

2. Sufficient conditions

In recent reports on
the Vietnam’s tourism industry, there is a piece of
noteworthy information: The industry is suffering a
great shortage of skilled and well-trained laborers.
According to the latest statistics, only 50% of the la-
bor foree of some 850,000 persons (250,000 of them
are direet workers) are trained properly. As every-
body knows, the tourism business is highly seasonal
and its labor force increases and decreases continu-
ously. It is, however, only an objective factor, There
are many others and their effects on the competi-
tiveness of tourism companies are remarkable.

Experts in the industry in HCMC usually say
that if a five-star hotel is about to open, other
five-star hotels face many changes in their person-
nel, especially in senior managers and employees,
Among tour agencies, there is only 4 handful of tour
guides who can speak such languages as Korean,
Spanish  and  German. Many English- and
French-speaking guides have limited skills and ex-
perience because they had no training in tourism
and they got present jobs just because of their lan-
guage skill.

Another sufficient condition that 15 not less im-
portant is association of tourism companies. Up will
now, many associations of this kind have come into
being, such as ones of tour agencies, hotels, tourism
companies and city tourism, cte.

Il. BETTER COMPETITIVENESS FOR VIETNAM-
ESE TOURISM COMPANIES

The above-mentioned difficulties require overall
solutions and it's necessary to lind them as soon as
possible. Feasible measures could come from com-
panies, governmental bodies or the society.

Advertisement of Vietnamese tourism must be
more professional and regular in order to reduce
cost for companies. Some experts are of the opinion
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that in advertising such events as Hué Festival, it's
necessary 10 tell visitors about the next festival
when they came to Hu€ this year. By doing so, com-
panies can save some expenses and identify imume-
diately potential eustomers for their next products.

Information has become a matter of life and
death now, and companies had better pay full atten-
tion to business information and invest more money
in it. Most local companies spend only small sums of
money on market researches while they can save
them from many expenses in future when new tour-
ism produets are launched.

In addition, companies should choose right prod-
uets Lo advertise. Philip Kotler in his visit to Viet-
nam last year suggested that Vietnam could market
itself as a kitchen of the world. This epinion can
help solve the poverty of tourism products in Viel-
nam. Companies can at least renovate old products
to attract tourists during a period of high inflation
rates. Cooperation among companies can help them
avoid offering similar products, and on the con-
trary, they can improve products of one another to

Training held a workshop of the human resource for
the tourism industry with participation of many
tourism companies.

The General Tourism Office in cooperation with
the EU has launched a project to develop the human
resource for the tourism industry since 2001 giving
many short-term training courses to laborers in the
industry at home and abroad. The project also pro-
duced standards of tourism-related oceupations
with a view to helping companies standardize their
services thereby improving their competitiveness.

Efforts from companies, however, couldn’t pro-
duee intended result without consistent policies
from governments of all lovels. And one of sufTicient
conditions for the development of the industry is
support from the public who play the decisive role
in the building of a civilized society to support oper-
ation of the tourism industry in the globalization,®
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