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This thesis analyzes the comparative advantage of the plastic houseware
industry of the Kingdom of Thailand (Thailand) in respect to its exports to
Japan, the trading partner with the highest export value for trading partner in
Southeast Asia. Additionally considered is the strategic management of the
Thai plastic houseware industry.

The Thai plastic houseware industry is accordingly compared with its
competitors abroad. These competitors are the People’s Republic of China (PRC),
the Hong Kong Special Administrative Region (Hong Kong), the United States
of America (USA), the Kingdom of Belgium (Belgium), the French Republic
(France), the Federal Republic of Germany (Germany), and the Republic of
Italy (Italy).

In carrying out this investigation, the researcher conducted both

quantitative and qualitative analyses. Relevant secondary data were taken
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from public and private agency compilations, as well as from textbooks and
related documents for the period between 2006 and 2008. The data collected
were subsequently analyzed.

The comparative advantage index for exports of plastic houseware
indicated that the PRC, the USA, Thailand, France, Hong Kong, Italy, and
Belgium enjoyed a comparative advantage in the export of plastic houseware
to the world market in the period between 2006 and 2008 in view of the fact
that all maintained an RCA greater than 1 (> 1). Furthermore, it was determined
that Thailand and The PRC enjoyed a comparative in the export of plastic
houseware to the Japanese market in the period between 2006 and 2008.

In respect to strategic management, the researcher analyzed internal
and external factors confronting the plastic houseware industry in a competitive
environment. The researcher found that this industry suffered from severe
competition between companies and from the entry into the market of new
competitors. This state of affairs strongly affected Thai exports of plastic
household wares. It was additionally determined that the bargaining power of
customers and the availability of substitutable products exerted moderate affects.
Moreover, the bargaining power of sellers of the factors of production was yet
small.

The Thai plastic houseware industry displayed strength in view of the
quality of its products and variety of designs. It also exhibited strength because
it could take advantage of an opportunity flowing in the wake of an agreement

reached on Thai-Japanese economic partnership. However, a weakness was

found to lie in the cost of production which makes product prices higher than
that of its competitors. This results in the plastic industry finding itself in a
position of strengths-threats (ST). Therefore, it is clear that these companies
must adopt strategies in which their organizational strength can be used to

overcome various obstacles.





