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Abstract: This paper examines the performance of tourisnplgughain management (TSCM) in Southeast Vietnam,
with a focus on customer experience. Based on iPoxi@lue chain theory, the research divides thieism process into
four key stages: Successful Booking, Pre-traveldgtraveling, and Post-traveling. Each stage &yaed for its effect
on customer satisfaction and service quality. Tihdiigs show that the On-traveling stage has thetmignificant
influence on the overall travel experience, clodelipwed by the Successful Booking stage. Thesaltg highlight the
importance of delivering high-quality services digrithe trip and ensuring a seamless booking prodesgvaluate
TSCM performance, a survey of 350 frequent traveleas conducted, using the Fuzzy Analytic Hienafetocess (F-
AHP) to assess various criteria, such as accomioodsgrvices, information accuracy, and destinagitiractiveness.
The analysis revealed that the On-traveling stag&\(= 0.4475) is the most crucial, followed by Beccessful Booking
stage (BO = 0.3408), Pre-traveling (PRE = 0.13@8)] Post-traveling (POST = 0.0752). Key factorsuericing
customer satisfaction include accommodation ses\iERA2 = 0.1667) and information accuracy (BO116d2). The
study emphasizes the need for accurate inform#ti@mughout the customer journey and improved pigifteractions
to build loyalty. By providing a two-tiered evali@t framework, the research offers theoretical pradtical insights for
tourism managers to enhance service delivery astbmer satisfaction, serving as a foundation faurgiresearch on
TSCM performance.

1 Introduction pandemic, especially in domestic tourism. Additigna

Today, the service industry has rapidly becomeaine the achievements recognized by global awards (asithe
the key sectors of the g|oba| economy. The moshie World Tra.\/ell AVV.ardS) affirm the continued Slgnlﬁ@ of
competitive activities in the world are taking mamainly ~tourism within Vietnam’s economy and globally. Tisan
within this sector. Over the past few years, thevise SUPply chain management is a relatively new fieid i
industry has experienced significant growth, esplscin ~ Vietnam, yet it plays a crucial role in the indy&r
developing countries. The service sector not oldygpan development. The components of the tourism service
important role but is also a major driver of ecofmm SUpply chain include First-tier suppliers, secoied-t
growth in many countries [1]. Within the currenndee  suppliers, tourism companies (tour operators), efrav
sector, tourism is considered a vast field thabemmsses agents, and customers [3]. The primary goal ofisour
various economic industries such as transportatigit!PPly chain managementis to satisfy touristsuindoth
services, restaurants, hotels, handicrafts, andistou the products and services they receive. Tourigfaation
destinations. This makes ensuring service quatitthe can be viewed from two perspectives, overall sattsin
tourism industry more complex than in other servic#ith tourism products and satisfaction with indivad
sectors. Companies in the aforementioned industiies Service aspects provided. Measuring the servicglpup
regarded as the supply chains of the tourism imgastd chain involves evaluating the stages of booking-pre
also the supply chains of tourism companies. Ortigrw traveling-on-traveling-post-service  delivery  [4] dan
the links in the supply chain operate efficienthglajuality Measuring according to service management procfigses
is ensured can competitiveness and profitability bE0 measure supply chain management performance,
enhanced. The competition among companies in théanagers need to understand their type of suppiyemnd
service sector is fierce, and their success arrfaiepends know how to apply performance measurement methods.
on their supply chains [2]. Although the domestiartsm ~ Several methods and techniques for measuring supply
industry was heavily impacted by the COVID-19 panite  chain management perf_ormance have been systematized
in 2020 and 2021, it has positively recovered posthrough research, including Process-based apprsaittee
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Balanced Scorecard (BSC) method [5], and the Suppberformance evaluation scales for service and gouri
Chain Operations Reference (SCOR) model; hierarchgupply chain management using techniques such & AH
based approaches, simulation techniques includimy tFuzzy-AHP, TOPSIS, AHP-TOPSIS, F-AHP, IPA, SCOR,
Analytic Hierarchy Process (AHP) [6], and Dataand Delphi. However, these studies are limitedeivesal
Envelopment Analysis (DEA). Additionally, some se&l aspects, such as stopping at supplementing theeticd
are based on the TOPSIS model (Technique for Ordeamework without empirical validation [2,14], anbt
Preference by Similarity to Ideal Situation) [7het adequately covering and representing the survejecish
TOPSIS model combined with Fuzzy Logic [8-10]. Eacl4,17,18]. Furthermore, in Vietnam, there is cutigeno
approach offers a distinct perspective dependinghen research on developing a performance evaluatide fwa

researchers’ viewpoints. tourism supply chain management. Therefore, it is
necessary to design and develop a comprehensikisrtou
2 Literaturereview supply chain management performance evaluatiore scal

The main focus of the supply chain in the tourist®@sed on surveys of managers and tourists wittopppte
industry is customer satisfaction. Many companiageh Cfiteria. From these observations, it is eviderdt tan
failed to fully exploit the potential of their sugpchains ©€xtensive study on evaluating tourism supply chain
because they have not vet found the solutions afR@nagement is needed, with full representatiorunfey
necessary metrics to integrate into a completelgabgin. subjects and suitable techniques for the rgsearch.
Meanwhile, current research on supply chain perfoce Currently, there are very few studies measuring the
metrics tends to focus internally and does notrekeeross Performance of the tourism industry, particularlye t
the various supply chain members. Most measuremdftriSm supply ~chain. To build a performance
frameworks have been developed based on tH€asurement scale for thg tourism supply chains it
characteristics of the service industry. Serviceseh €ssential to develop a tourism supply chain perdoce
distinct features such as intangibility, insepdighi Scale from the customer's perspective. They areites
heterogeneity, and perishability [11]. Based ons¢he Who directly interact with services provided by siyp
characteristics, Baltacioglu et al. [12] and Ellranal. [13] C€hain members such as transportation, accommodation
supply chain. In their research, the core procetseseed oM the customer's perspective will provide cleare
to be controlled in the service industry includes siinNSightsinto service quality, customer satisfattieeting
processes, Information and technology managemeﬂﬁ’eds' and _the reliability of partners within tlo@rtsm
demand management, capacity and resource managemePly chain. Southeast Vietnam has 6 out of 8
supplier relationship management, service operatidtiovinces/cities belonging to the key economic aagf
management, and financial management. Measuring ti/thern Vietnam, including Ho Chi Minh City anceth
performance of a company's supply chain managemdfVvinces of Ba Ria - Vung Tau, Dong Nai, Binh Dgon
aims to engage all members of the supply chain afinh Phuoc, and Tay Ninh. This is a dynamic ecoromi
achieve their objectives, such as improving sergigsity, €gion _Ieadmg the process of mdust_rlall_zatlon and
enhancing financial efficiency, and increasing cmsir modermzanonmthe_ country. Not onIeradmgha;te two
satisfaction across the entire supply chain. Algiou @réas, but the service sector here is also equitiant
foundational theories exist, research on measwengce €SPecially tourism. For these reasons, the aud®chosen
supply chain management performance, especially Hputheast Vietnam to develop criteria for evaluatine
tourism, remains limited compared to studies ife€rformance of tourism supply chain management of
manufacturing industries. The evaluation criterianf toUriSm companies in this region through customer
previous studies primarily focus on assessing th&/"Veys. o .
performance of industrial supply chains. Some pnemi _ Given the urgency and practical importance of this
studies on service industry supply chain manageméfgue, the author decided to select the topic ‘iataig the
frameworks include works by Rio et al. [4], Zharigae ~Performance of Tourism Supply Chain Management of
[14], Dawei [15], Tigu & Calareu [16], Palang & Tourism Companies in Southeast Vietnam from the
Tippayawong [17], Joshi, Sharma, & Keller [18], Maga Perspective of .Customer Experience”. Based on Porte
et al. [19], Yang [20], and Heebkhoksung [21]. ED[22] [22] “valuel chaln”_theory and the conceptual. framew
was the first to introduce the concept of the “eathain”, for measuring tourism SCM performance by Rio efa]
stating that each company comprises a series ivftict and Yilmaz & Bititci [25], the author develops tresearch
performed to design, produce, market, distribute a hypothesis, wh|ch_ includes four main criteria (Uetdy
support its products. Building on this concept, tierism  Successful Booking Stage, Pre-traveling Stage, On-
value chain has been developed by various authotsas  traveling Stage, and Post-traveling Stage. Thes&iether
Rio et al. [4], Romero & Tejada [23], Song et a4], and expand_ed into sub-criteria (Level 2) under eadtm_effour
Yilmaz & Bititci [25], who have constructed framewks ~Stages in Level 1 as follows: Successful Bookingg8t
for evaluating tourism SCM performance. In terms oficcuracy of Information; Flexible Booking Cycle Tem
analytical techniques, these studies have developE@mplaint-free Booking Service; Service flexibilityre-
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traveling Stage, Information security; Pre-departurthe research team applied the Fuzzy Analytic Habrar
agreements; Accuracy of Information at Destination: Process (F-AHP) to evaluate the weights of theofact
traveling Stage, Transportation services; Accomrtioda affecting the tourism supply chain management
services; Services of the travel company/travelngge performance of tourism companies from the cust@ner
Destination attractiveness; Resource utilizatiditiehcy; perspective. By interviewing 12 experts using tredpi
Support from the local community; Post-travelingdgst, method, the author eliminated 3 criteria, leaviBgfiteria
Customer satisfaction survey; Customer feedbactg proceed with the subsequent research stepsréFlgu
Financial performance. To achieve the researclctibgs,

Level 1. Criteria Level 2. Sub- Criteria

Accuracy of Information
(BO1)

Flexible Booking Cycle Time
(BO2)

Successful Booking (BO)

Complaint-free Booking Service (BO3)

Flexible Service
(BO4)

Pre-departure Agreements cycle time

(PRE1)
Pre-traveling (PRE)
Accuracy of Information at Destination
(PRE2)
Tourism Supply

Chain Transportation Services

Management (TRAI)

Performance

(TSC™M) Accommodation Services

(TRA2)

Travel Agency/Tour Operator Services
(TRA3)

On-traveling (TRA)

Destination Attractiveness
(TRA4)

Support from Local Community
(TRAS)

Customer Satisfaction Survey
(POSTI)

Post-traveling (POST)

Customer Feedback
(POST2)

Figure 1 Hierarchical structure model for evaluating supply chain management performance
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3 Methodology

3.1 Sampling method , oS
Before conducting the tourist survey, the authofHP method is based on the Analytic Hierarchy Psece

performed a preliminary study with 16 experts tafom

factors influencing the performance of tourism sypp
chain management from the customer’s perspectikie. T

(AHP) framework, which is one of the most widelyeds

that the consistency ratio met the required statlafhe Methods in multi-criteria decision-making acrossids
research team then employed the Comrey & Lee meth8dCh @s management, business, and engineeringe wher

[26] to gather 400 data points. After a thorougtesning

decisions must be made based on various factors,

and verification process, 350 valid samples weected evaluating the priority levels among criteria, amdosing

for analysis. As detailed in Table 1, the gendstritiution
of these samples was as follows: 126 males (36.02%6)

between different options [6] (Saaty, 1980). Howgwe
limitation of the AHP method is that the judgmenofs

females (61.71%), and 8 respondents who choseonot'€SPondents are often uncertain, vague, and mafulot

disclose their gender (2.29%). This sample siz856f is
categorized as 'good' according to the evaluattates

represent the actual assessments [27, 28]. Toawerthis
limitation, the Fuzzy Analytic Hierarchy Process swa

which ensures high reliability and accuracy in datdeveloped by combining Saaty's AHP [6] with Zadeh's

analysis, particularly when utilizing complex anagl

fuzzy theory [29]. Fuzzy set theory, introducedzadeh,

methods such as the Fuzzy Analytic Hierarchy PoceRrovides the basic concepts and definitions releidazzy

(F-AHP).
Table 1 Demographic satistics
Category Frequency | Percentage (%)
Gende 350 100
Male 12¢ 36.0(
Femal 21¢€ 61.71
N/A 8 2.2¢
Field of 350 100
Occupation
Logistics and 93 26.57
Supply Chain
Managemet
Travel ancTouris 87 24.8¢
Business and 44 12.57
Managemet
Education and 41 11.71
Training
Information 24 6.86
Technolog
Communication 33 9.43
and Marketin
Healthcare and 16 4,57
Medical Service
Other: 12 3.4:
Age 350 100
20-2¢ 49 14
30-3¢ 81 23.1¢
39-4C 97 27.71
40-4¢ 67 19.1¢
Trén 5( 45 12.8¢
N/A 11 3.1¢4
Nationality 350 100
Domestit 287 82
Internatione 63 18

3.2 Data processing method

In this study, the author employs the Fuzzy Analyti
Hierarchy Process (FAHP) to measure the weights ?a

sets, extending traditional mathematical concepmis t
address ambiguous situations in reality. A fuzzy ise
characterized by a membership function, which detegs
the degree of membership of an element in the fezty
with a value ranging from 0 to 1.

lifx e A
Vx € X,uA(x)={O£cx ¢ A

A fuzzy set can be defined as follows, Let X betaos
elements. A fuzzy set is a set represented as @arship
functionpA(x), which indicates the degree of membership
in set A. IfuA(x) = 0 it means the element does not belong
to set A at all, whereas [fA(x)=1 it means the element
fully belongs to set A.

Based on this concept, the FAHP method has been
applied in previous case studies in the fieldsoafrism
management and tourism supply chain management. The
FAHP analysis process includes the following steps:

Sep 1: Condructing the hierarchical structure.

Based on the proposed supply chain management
performance measurement framework the author deselo
a hierarchical structure for evaluating the supgihain
management performance of tourism companies in
Southeast Vietnam (1), (2), (3).

A(K) = [a¥] (1)
ak =+ 2)

A® = azr  Qaz2  Qzn

(3)

a;; Qgp alnl

ani A2 Ann

Let n be the number of main (or sub) factors included
in the research model. Based on the formula nC@ (th
Pmbination of n elements taken 2 at a time), thespof
ctors for comparison will be established. Herg)ip
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represents the evaluation score of the expertdegathe evaluation score in the upper triangular matrix\ebthe
comparison of the factor in row i with the factordolumn  diagonal.

j, where k. The evaluation score in the lower giaar

matrix below the diagonal is the reciprocal of the Sep2: Designing the survey questionnaire (Table 2).

Table 2 Qurvey questionnaire for triangular fuzzy AHP scale [6]

Intensity of importanc Linguistic Definitior Fuzzy Triangular Numbe
1 Equal importanc (1,2,1
3 Weak importance of one over the ot (2,34
5 Strong importanc (4,56
7 Very strong importanc (6,7,8
9 Absolute importanc (9,99
2,4,6,¢ Intermediate scale (1,2,3) (3,4,5) (5,6,7) (7,8,

Sep 3: Triangular fuzzy AHP scale and establishing the
fuzzy symmetric matrix. A

In this step, a fuzzy symmetric matrix is estaldish
based on the theory of triangular fuzzy numbergu(fé 2).
Accordingly, a triangular fuzzy number has thretugs:
the smallest value jfl, the median value () and the
largest value .

v

I mij U

Figure 2 Triangular fuzzy number [29]

A111%411m %1 A121%2m %20 AniQinm Ginu
AW = [ak] = | Geudaimlyry  Upp1022mlzay Aoz, Gony 4)

An11%1mAniu n21%%2m 2y AnnlAnnm Annu

if i>7, [ljmgugl

a={ oi=) L1 ©)
Lfl <], [E’m_z]’u_u
Sep 4: Consistency check. Based on the normalized relative weigits (7), the

official normalized weight/; (8) of the i, the factor can be
When comparing pairs of factors in the multi-ciéler calculated, which is the average value acrosowal ij for
decision-making matrix, it is easy to encountefthe factor. Subsequently, the matrix X represtmgotal
inconsistencies in responses. To address thisalimit, eighted (9).
Saaty (1980) introduced a consistency ratio (CR%)lto

ensure consistency in the evaluation process. =1,
First, defuzzification must be performed (4), acdiog W, =— (8)
to formula (5) n is the number of elements;
Acrisp — +4m+u (6) X=AW (9)

6

for each triangular fuzzy number(6) Next, the maximum eigenvalug.x is the average of

ok theA values (10), (11):
W=k @
: = AW=AW; sol= X hay 1= > (10)
wheren is the number of factors i w, Ay A=y
_Zig, 2
Amax === (11)
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Consistency Index (12):
Next, the defuzzified weight M (16) will be calcted

Cl= % (12) using the following formula.
i i i i _lwi+mw;tuw;
Finally, to achieve consistency in the survey pssce M= (16)
the consistency ratio (CR) (13) must be less tld@h.The
formula for calculating CR is as follows: Finally, the normalized weight N (17) is calculated
using the following formula.
CR=Z (CR<10%) (13)
RI M;
N;= T a7
Rl is the random index (standard) based on the pumb -
of evaluation factors according to the followingolee 4 Results and discussion
(Table 3): 41 Results
Table 3 Random Index corresponding to the number of factors 4.1.1  Check the consistency of the evaluation
(R1) [6] process : .
nl1l2T 314516 ] 71 81 9 10 To check the consistency of the survey data, tise fi

Rilololosslocl1.1z11.2211.3211.41] 1.45| 1 .4¢ step is to denazify the survey results. The scorebe

comparison matrix (Table 4) are taken from the ager
Sep 5: Calculating and normalizing the weights survey scores of 350 customers. Then, the matrix is

of the factors. defuzzified using formula (5), and formula (6) ised to

calculate the relative normalized weightd;) of the

From the fuzzy matrix, the author proceeds t§'iteria. Next, formula (7) is used to calculate tfficial

normalize using the row geometric mean method (14). Weights ¥;), and matrix X (8). Finally, the eigenvalile
is calculated using formula (9) (Table 5). Thisqass is

7= (I d--)l/nz[(l'[’?_ l--)l/n repeated for the r_emaining c_omparison matrices.
J=17Y =1y s After calculating the eigenvalue, the author uses
(-, mi].)l/", (-, ul.].)l/"] ,i=1,2,3,..,n. (14) formula (10) to calculate the maximum eigenvaliredx)
of the factors. Based on the number of criteriz@&ch
; ; comparison matrix (or supply chain stage), the oamd

(15;:.rom there, the relative fuzzy weights can be dated index (RI) is determined. The consistency index (@id
consistency ratio (CR) are calculated using formll)

(15) and (12). The results are presented in Table 4.

W; = X (F +7 +F5+..45,) L = (lw;, mw;, uw;)

Table 4 Consistency in the Evaluation Process

Criteria Random Amax Consistency | Consistency | (CR<0.1)
(n) Index (RI) Index (CI) ratio (CR)
TSCMP 4 0.€ 4.166¢ 0.055¢ 0.061" Accep
BO 4 0.€ 4.238" 0.079¢ 0.088: Accep
PRE 2 0.C 2.007: 0.007: - Accep
TRA 5 1.12 5.266¢ 0.066¢ 0.059¢ Accep
POST 2 0.C 2.012¢ 0.012¢ - Accep
412 Calculatetheweightsof thecriteria criterion is assigned a weight (Ni), reflectingirtgportance

Based on the results of the comparison matrix (TSCNh the evaluation process. Within each stage, sitibria
BO, PRE, TRA, POST), from Table 4, normalization isre listed alongside their local weights (indicgtifeir
performed using the row geometric mean method €®), contribution within the stage) and global weigtsisdwing
the fuzzy weights are calculated (14). Then, tHaz#fied their overall impact), along with the ranking ofchasub-
weight M; is calculated using formula (15), and thecriterion. This structure helps identify areas for
normalized weight is calculated (16). improvement. For instance, "Accuracy of Informatiain

The table 5 summarizing the performance evaluatidbestination (PRE2)" has the highest global weight
results of tourism supply chain management highdigihe (0.0707) and ranks 6th, indicating its critical eroin
significance of each stage in the customer journegustomer satisfaction. Conversely, "Complaint-free
including the Successful Booking Stage, Pre-trageli Booking Service (BO3)" holds the lowest global weig
Stage, On-traveling Stage, and Post-traveling Stageh (0.0339) and ranks 12th, suggesting significant
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improvements are needed to enhance customer exgeriehighlights priority areas for improvement in toanisupply
during the booking phase. Overall, the evaluatimiplet chain management.
provides a comprehensive overview of performana an

Table 5 Results of the Tourism Supply Chain Management Performance Evaluation

I Weight I Local Global
Criteria (V) Sub-Criteria Weights Weights Rank
Accuracy ofinformatior (BO1) 0.481¢ 0.164: 2
Successful Flexible Booking Cycle Time
Booking Stage | 0.3408 (BO2) 0.1950 0.0665 !
(BO) Complain-free Booking Servic (BO3)| 0.099¢ 0.033¢ 12
Service flexibility (BO4) 0.223¢ 0.076: 4
Pretraveling Pre-departureagreemen (PRE1 0.481¢ 0.065¢ 8
Stage (PRE) 0.1365 | Accuracy of Inzgrgggon at Destination 0.5182 0.0707 6
Transportation servic (TRA1) 0.139° 0.062¢ 9
Accommodation servic (TRA2) 0.372¢ 0.166° 1
On-traveling Services of the travel company/travel 0.1646 0.0737 5
Stage (TRA) 0.4475 ___agen (TRA3)
Destination attractivene (TRA4) 0.240: 0.107: 3
Support from the local community
(TRAS) 0.0831 0.0372 11
Post-traveling 0.0752 Customer satisfaction sun (POST1 0.382' 0.028¢ 13
Stage (POST) ) Customer feedba¢(POST2 0.617: 0.046¢ 10
4.2 Discussion experiences on social media, indirectly introdudham to

Based on the weighted results of the criteria i tha broader audience [31]. Therefore, tourism service
evaluation scale for tourism supply chain managémeproviders should minimize this gap to maximize the
from the customer’s perspective, the findings indicagt t benefits of marketing.
among the four stages of the tourism supply clia@f;On- In the “Successful Booking stage (BO)”, the criteri
traveling Stage” phase is considered the most @iriigi  “Accuracy of Information (BO1)” plays the most inpeant
customers when experiencing services (TRA=0.4473yle, with a weight of 0.4818, ranking second oitera
This stage significantly influences the overallviala among the evaluated criteria with a proportion 4f6@2.
experience that tourists undergo. The “On-traveBtage” This reflects the importance of providing accurate
is when tourists directly interact with tourismaees and information to tourists in Vietnam. Nowadays, tetsitend
products, including hotels, restaurants, attrastioand to search for and confirm information multiple tisiteefore
entertainment activities. This phase creates a dalfgst ~making a trip. They require clear and detailed rimation
impression on tourists and profoundly impacts thage about booking services, prices, cancellation caomwbt
of the destination and related services. Followimgiis the and additional services like meals, transportation,
“Successful Booking stage” (BO=0.3408), the “Preentertainment activities. Ensuring the accuracy and
traveling Stage” (PRE=0.1365), and finally the “Pos transparency of information during this phase nally o
traveling Stage” (POST=0.0752), which has the Iawe$elps customers make quick decisions but also Htrilst
weight, indicating that the connection between thand enhances their satisfaction with the company’s
customer and the travel company tends to endthaiarip, Services. When customers receive full and accurate
significantly affecting the improvement of tourisuapply  information, they are more likely to trust the seey
chain management outcomes. Travel companies sholga@ding to a higher likelihood of booking and area
take measures to enhance post-trip customer ititemdo ~ better experience. On the other hand, “Complaie-fr
gather feedback and suggestions and to creatandastBooking Service (BO4)” is less of a concern, asservice
memories for the customers. This approach increasevider ensures accurate information, the occuogesf
marketing effectiveness and the likelihood of costes complaints naturally becomes less frequent. Thislility
returning for future trips. Advertising stories rfino contributes significantly to retaining customersdan
customers' memories during the trip serve as oneof enhancing their positive experience from the earhges
most cost-effective marketing tools [30]. Todaytaipger of the travel process. Based on this result, toavigers
generation of tourists tends to be interested iual  should focus on accurate information handling toimize
lifestyles and practical experiences throughoutirthecomplaints, enhance customer satisfaction, andnggi
travels. Additionally, they often share their travesupply chain operations.
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In the “Pre-traveling Stage (PRE)”, the criterionexperiences at the destination, etc.). Therefateraction
“Accuracy of Information at Destination (PRE2)” has with locals during the trip may be limited, and the
overall weight of 0.0707, ranking sixth in the aader likelihood of objective risks requiring local comnity
evaluation. This weight highlights the importancé osupport is also low.
providing detailed and reliable information abotie t Finally, the “Post-traveling Stage- (POST)” is thast
destination. Modern tourists are highly concernbdud emphasized stage. The criterion “Customer feedback-
factors such as local culture, weather condition$POST2)" is of particular interest to customersthwa
entertainment activities, and available servicesttet weight of 0.6173, providing deeper insights inte tburist
destination. Providing accurate information notydmélps experience. Collecting feedback contributes to mgki
customers better plan their trip but also creat=ce of customers feel more valued and makes it easiesdesa
mind and positive expectations for the upcominghe actual and practical limitations of the tourisapply
experience. Pre-departure agreements (PRE1) algoaca chain compared to traditional customer satisfaction
significant weight of 0.0658, nearly equivalentiie other surveys. This also yields high effectiveness inkating
criterion, indicating that preparation and exeautdd pre- activities. For instance, establishing a feedbalection
departure procedures remain critical factors invera and sharing system contributes significantly to ketng
decisions. This includes handling necessary pap&rwecefforts through word-of-mouth promotion of the trip
such as visas, pre-booking services, and activdigsvell experience to others.
as packing and other personal preparations. Morgove
tourists, especially in the post-COVID-19 era, asgy 5 Conclusions
concerned about safety measures, hygiene, andhhealt |n conclusion, this study highlights the critical

conditions at the destination, as well as Spec'mhther importance of tourism Suppiy chain management (T$CM
Conditions, etc. PrOViding accurate information Dﬂty in improving customer satisfaction and service nmal
reassures customers but also helps them bettetthén within Southeast Vietnam'’s tourism industry. Groeddh
trip. Thorough preparation before departure makesorter's value chain theory, the research ideutiioeir key
customers feel more confident and minimizes worriestages of the tourism process: Successful Bookdne;
about potential issues during the trip. Customéiendeel  traveling, On-traveling, and Post-traveling. Noyatthe
uncomfortable when the trip lacks a specific itatgrand  On-traveling stage was found to be the most imphctf
they have to find information on-site [32]. (TRA = 0.4475), as it directly shapes the tourist&rall
The “On-traveling Stage- (TRA)” holds the highestexperience through services such as accommodations,
weight, making it the most critical stage in detiwing the  transportation, and destination  attractions.  This
outcomes of tourism supply chain managemenginderscores the necessity of maintaining high servi
“Accommodation services (TRA2)" hold the higheslquality in these areas to enhance customer sdtésfsand
weight during this phase at 0.3725 and rank th@esy foster repeat business.
overall at 0.1667. This emphasizes the importarice 0 The study also underscored the importance of ateura
accommodation services to tourists in Vietnam. AdJo information throughout all stages, with the Suchéss
accommodation facility contributes to a pleasaritdag  Booking stage (BO = 0.3408) ranking second in
experience, while poor accommodation can signifigan significance. The accuracy of booking informatiB®( =
diminish the quality of the trip. This is also tftage where (0.4818) was particularly crucial, as modern trangele
customers spend the most time during the entireeltra demand precise details regarding services, priagsd,
process. Accommodation services can include additio terms to make informed decisions. Meeting these
amenities such as dining, room service, and othgkpectations builds trust, reduces complaints, and
supplementary services. This importance was al$@proves the overall travel experience.
highlighted in previous research by [33]. Followihgs is While the Pre-traveling stage (PRE = 0.1365) ranked
“Destination attractiveness (TRA4)", which rankemed |ower, the provision of clear and reliable desfmat
in the “On-traveling Stage- (TRA)" with a weight of information was still essential in managing custome
0.2401 and third overall at 0.1074. Factors such @&pectations and ensuring smooth tnp planning_gm_
beautiful landscapes, famous attractions, diverggaveling stage (POST = 0.0752) had the leasténtte,
entertainment aCtiVitieS, and Uﬂique cultures dﬂyp indicating a common lack of post_trip engagement by
important roles in the tourism supply chain. Desfon  companies. However, improving post-travel inte@ti—
attractiveness is one of the key factors in a sigriravel  sych as soliciting feedback and reinforcing positiavel
decision. An attractive destination not only enfenthe memories—could significantly boost customer loyaity!
value and enjoyment of the trip but also signifttan drive word-of-mouth marketing, particularly valuabin
contributes to building the reputation and appésduarism today’s social media era.
services. Conversely, “Support from the local comityu The Fuzzy Analytic Hierarchy Process (F-AHP) was
TRAS” weighs 0.0831, the lowest in the “On-travelin effectively employed to assess TSCM performance,
Stage- (TRA)", possibly due to the type of tourismd providing a weighted, criteria-based framework for
customer needs (sightseeing, leisure, or co-creati@yaluation. Among the secondary criteria, accomrioala
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services (TRA2 = 0.1667), booking accuracy (BO1 = and Signal Processing, ICNNSP, Nanjing, China, pp.

0.1642), and destination attractiveness (TRA4 D) 644-647, 2008.

emerged as the most influential factors, further https://doi.org/10.1109/ICNNSP.2008.4590430

emphasizing the critical role of service qualityridg the [4] RIO, B., YUDHA, E.N., FAHRI, R.A\W.: A FUZZY-

On-traveling stage. analytic hierarchy process of tourism  supply
Furthermore, the study calls attention to the ingwe chain performance: customer perspectives,

of post-travel engagement by utilizing customedbsek Enlightening Tourism A pathmaking Journal, Vol. 11,

to gain deeper insights into service quality angpbu No. 2, pp. 531-557, 2021.

chain performance. Establishing robust feedbactesys https://doi.org/10.33776/ET.V1112.5257

not only fosters customer appreciation but alscaeobs [5] KAPLAN, R., NORTON, D.P.: Using the Balanced

marketing efforts through shared customer expeggnc Scorecard as a Strategic Management System, in
This research fills a significant gap in the relaly Harvard Business Review, Vol. 74, No. 1, pp. 75-85,
sparse literature on tourism supply chain perfoean 1996.

Vietnam, offering practical guidelines for tourism[6] SAATY, T.L.. The analytic hierarchy process:
managers to enhance service delivery, streamline Planning, priority setting, New York: McGraw-Hill
operations, and prioritize customer satisfactiorose all International Book, 1980.

stages of the supply chain. By adopting thedf] HWANG, C.-L., YOON, K.: Methods for Multiple
recommendations, tourism enterprises in Southeast Attribute Decision Making, In: Multiple Attribute
Vietham can improve their competitiveness, ensure Decision Making, Lecture Notes in Economics and
sustainable growth, and build a foundation for fetu =~ Mathematical Systems, Vol. 186, Springer, Berlin,

research in TSCM performance. 1981. https://doi.org/10.1007/978-3-642-48318-9_3
The evaluation criteria and scale developed in th{8] CHEN, C.T.: Extensions of the TOPSIS for group
study are valuable tools for tourism enterprisesptimize decision-making under fuzzy environmeRtizzy Sets

supply chain management, enhance service quality, a and Systems, Vol. 114, No. 1, pp. 1-9, 2000.
create exceptional travel experiences. By applytimg https://doi.org/10.1016/S0165-0114(97)00377-1
managerial insights derived from these criteriagitesses [9] WANG, Y.J., LEE, H.S.: Generalizing TOPSIS for

can strengthen their competitive edge, achievamadile fuzzy multiple-criteria  group  decision-making,
development, and ensure long-term success in fhdlya Computers & Mathematics with Applications, Vol. 53,
growing tourism sector. However, this study has esom No. 11, pp. 1762-1772, 2007.

limitations. First, the evaluation survey was cortdd https://doi.org/10.1016/J.CAMWA.2006.08.037
from the customer’s perspective, which, while usédu [10] WANG, J.W., CHENG, C.H., HUANG, K.C.: Fuzzy
decision-making, lacks the comprehensive scale eteed hierarchical TOPSIS for supplier selectidkpplied
from a managerial viewpoint within the supply chain Soft Computing, Vol. 9, No. 1, pp. 377-386, 2009.

Second, the Fuzzy AHP method, still relatively niw https://doi.org/10.1016/J.ASOC.2008.04.014
Vietnam, led to some respondent hesitation despie [11] PRIDE, W., FERREL, O.: Marketing Concepts and
author’s efforts to clarify the questions duringeiviews. Strategies. Boston: Houghton  Mifflin, The
Lastly, due to geographical constraints, the study' International Journal of Logigtics Management, Vol.

measurement criteria were confined to the Southeast 15, No. 2, pp. 43-46, 2004.
region, limiting the generalizability of the findje. Future [12] BALTACIOGLU, T., ADA, E., KAPLAN, M.D.,

research will aim to develop evaluation scalesvotous YURT, O., KAPLAN, C.: A New Framework for

stakeholders and expand the survey to cover a &road  Services Supply ChainsThe Service Industries

geographical area. Journal, Vol. 27, No. 2, pp. 105-124, 2007.

https://doi.org/10.1080/02642060601122629
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