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ABSTRACT 

This report contains a proposal for the development of a website for Golden City 

Rayong Hotel that allows guests to choose their rooms online, make reservation, plan for 

their trip, their meals, and their other requirements online before they actually arrive at 

the hotel. 

The Web Site with its ease of use and complete details of contents will create a 

superior impression for a guest or tourist who is looking for a hotel in Rayong. It 

includes an effective project design and management, and the Web Site will be able to 

create traffic of audience to the hotel, which means to increases sale revenue. 

The Project will create an extra channel of audience, cost reduction for the hotel in 

tem1s of distribution channel. The Web Site will establish a better relationship with the 

offline and online suppliers and implement brand equity to create brand awareness and 

brand image. 
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I. INTRODUCTION 

1.1 Background of the Project 

The travel industry in Thailand recorded to grow rapidly, there is travel that is l 0 

times more domestic each year compared to international traveling, thus, there is high 

probability that international traveling is increasing. For that reason, there is a large 

opportunity for businesses in travel industry to expand their market, at this time; the 

Golden City Rayong Hotel acknowledged that it should perfonn several activities to 

support the hotel business for the future growth of the travel industry. The hotel must 

create communication channels giving and posting infonnation to visitors regarding the 

accommodation present, offering immediate response channels for customer inquiry, a 

simple channel to co-operate with other business partners, and finally, the channels that 

support customer relationship management. 

Consequently, the hotel has decided to invest and fonn a project called the Virtual 

Enterprise Project with the intention of presenting the hotel and relevant information 

online, one-stop-online-service of the Golden city Rayong Hotel's events and 

accommodation reservations, channels for promotions, accommodation special deals 

and channels for reservation of partner business as mentioned. 

1.2 Objectives of the Project 

The objectives of the Vi1iual Enterprise Project are to construct the additional 

hotel infonnation channel by providing visitors with complete, updated and quality 

infonnation, at the same time enhancing brand building, brand awareness, category 

building, and lastly enhancing of goods and services quality of Golden City Rayong 

Hotel online, at the same time constructing the hotel finance efficiency such as reducing 

cost of promotional, cost of distribution information supporting alliance's and lastly 



cost of customers relationship management, the achievement of the Virtual Enterprise 

Project leads the hotel for better a hotel brand image awareness, and positioning. 

Additionally Virtual Enteqxise Project must generate the opportunity to reach 

globalizing target market, and help their accommodation selection process faster. 

Sales Objectives 

( 1) When the project is implemented the number of hotel rooms reservation 

should increase by 8 percent weekly or about 8 rooms increase in reserves, 

and look forward to an increase of 2 percent per year 

(2) With the implementation of the Virtual Enterprise Project, the apartment's 

accommodation should reserve by backpacking of 20 percent of room 

available monthly i.e., 9 rooms 

(3) The Virtual Enterprise Project is aimed to reduce the negotiation process 

between functions sale and a host of events; therefore, increasing in flow of 

functions' facilitates use 

( 4) After the launch of project, the functions must take up 10 percent of total 

functions available 

( 5) The easiness of the hotel's alliance information accessibility and contact will 

result in 5 percent increase in accommodation reservations forward from 

alliances 

(6) The execution of the project does not expect any increase in the number of 

long-staying customers. 
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1.3 Scope of the Project 

(I) Part 1, Literature Review, contains infonnation of Internet, Electronic 

Commerce and Thailand Travel Industry, and the trend of overall Thailand 

Travel Industry. 

(2) Part 2, Goals and Benefits of the Virtual Enterprise Project, project 

managements and implementations, project designs and recommendations 

(3) Part 3, Analysis part including marketing and its related subjects, hotel 

current situation then financial analysis. 

( 4) Part 4, Web Prototype Design and Development, as well as the 

demonstration of the project prototype. 

1.4 Project Deliverables 

(1) The completion of Virtual Enterprise Project will deliver in the two fom1ats, 

the first format is the document of the Virtual Enterprise Project including, 

literature review, project introduction, project analysis, project financial 

reports and project management and recommendation. 

(2) The second format is prototype of Virtual Enterprise Web Site, including 

Web Site design, recommendation, implementations and a manual for users. 

1.5 Steps of the Project's Implementation 

(1) Define project solution - Analyze the hotel's current situation, its problems, 

its solution, its image and positioning as well as other Web Site to come up 

with the project solutions and ideas 

(2) Identify the project segmentation and target - Identify which segment of the 

market that the Project targeting 

(3) Identify Costs - Cost associated with project preparation, developing, 

implementation, evaluation and maintenance. 

3 



( 4) Assemble documents - Collecting related information and images in order to 

do an order lists of what information and image should be place and where. 

(5) The Web Site design - Start form; 

(a) Determine navigation strategy 

(b) Develop site 

(c) Develop user interface/look & feel 

(d) Develop schematic working model 

(e) Create final design 

(f) Fine-tune to assure overall cohesiveness 

(g) Make refinements to content and design 

(h) Create and place meta-tags and titles 

(i) Complete HTML, JavaScript 

( 6) Computerize system Design - Identify and evaluated the system to support 

the Web Site launch and processing 

(7) Conduct acceptance testing and 

(8) Prepare Web Site management and recommendation 
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II. LITERATURE REVIEW 

2.1 Commercial Beginning of the Web (Hanson 2000) 

The Noncommercial NET: 1969-1994 

Fewer than ten years ago, commercial use of the Internet was considered improper. 

From 1969 to the early 1990s, the Internet was restricted to military, academic, and a 

few corporate research users. Over 150 million people worldwide have become Internet 

users since 1994. Most of these new users would be surprised to learn that 1994, the 

beginning of the explosion in public interest, actually marked the 25th anniversary of 

the Internet. 

Theoretical work on the Internet started in the early 1960s. The first 

implementation of the Net occurred in 1969, hooking the University of California at Los 

Angeles to the Stanford Research Institute. Over the next five years, many of the 

procedures still in use today were developed. These included e-mail and the @ symbol 

in addresses (1971), remote accessing of computers through telnet (1972), multiple

person chat sessions ( 1973), and the downloading of files through ftp (1973). The height 

of the future to many in 1999 was already the distant past for a select few. 

This early Internet served two purposes: (1) as a robust emergency military 

communication network and (2) as an experimental communications system within the 

academic community. The goal was to stimulate sharing between researchers, many 

with research grants from the government. 

The main long-distance backbone of the Internet was maintained by the U.S. 

National Science Foundation (NSF). The NSF had an acceptable-use policy that 

explicitly prohibited all but the most indirect commerce online. It was considered 

acceptable for private researchers to send files and e-mail messages to academic 
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members in their own research areas. Technical support was somewhat of a gray area, 

allowed in most cases. Commercial information and transactions were expressly 

prohibited. 

Despite these restrictions, the Internet grew rapidly because many universities and 

labs found it an effective way to keep in touch. In fact, its growing value caused many 

to feel that bans against commercial use were hurting the economy. Researchers, seeing 

the benefits of sharing academic infonnation, started arguing that the rest of society 

would also benefit. 

The key driver of this growth was e-mail. Users found e-mail a surprisingly 

efficient method of communication. Eliminating telephone tag was a key benefit. 

Researchers found that up to 70 percent of telephone calls fail to reach the intended 

party. At the time, answering machines and voice mail were scarce. E-mail took 

advantage of asynchrony, separating the time of sending the message from receiving it. 

E-mail could be instantaneous, or it could be spread over days and weeks. The research 

community quickly adapted e-mail as the preferred method of communicating with 

colleagues. E-mail's indifference to time zones worked well in the widely dispersed 

academic community. E-mail helped foster a sense of community, allowing many 

colleagues to keep in touch between face-to-face meetings. This remains true today. 

Another reason the Internet stayed within the academic and military community 

was the cost and difficulty of joining the network. Computers costing tens of thousands 

of dollars were required. Modems to hook to the network were very slow. Software was 

limited and difficult to use. By the 1990s, this was about to change. 

The expression "big bang" is often applied to the sudden deregulation of an 

industry. The Internet's big bang happened in the early 1990s. At the time, the subsidy 

provided by the NSF was running at about $15 million a year. The U.S. government 
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announced that it was eliminating the acceptable-use policy as well as the subsidy. In 

1994, the new Internet backbone allowing commercial operations became operational. 

One more fundamental breakthrough was needed. This was the World Wide Web. 

The essential software breakthroughs of the early 1990s were Web browsers and Web 

servers. They provided key innovation in ease of use and the use of multimedia. 

Suddenly it was possible to mix pictures, sound, and even video with the simple text of 

the earlier innovations. Just as importantly, it became much easier for individuals to use 

the Internet. Gone were many of the obscure and complicated commands. Now there 

was a simple way to navigate by clicking on links and typing in Web addresses. 

Companies found that they could use the Web to communicate very effectively 

with each other. This new Web, combined with the power of the earlier e-mail 

technology, created an entirely new and effective mechanism for relating to customers. 

Marketers in companies across the planet seized upon this new tool. 

Companies and organizations suddenly found themselves able to create marketing 

material that had global reach for very low cost. Small firms could compete on a much 

more even footing with the largest companies in the world. Customers found they could 

quickly find product and company infonnation at the click of a mouse. Even more 

exciting, companies and customers could engage in a dialogue and learn from each 

other. This new tool, a commercially available and easy-to-use Internet, created a 

revolution. 

What had happened in 1994 was a technological spark in a prairie that was ready 

to bum. When an easy-to-use version of the Internet emerged, with easily created 

documents and multimedia, it caused a fire that spread rapidly. It shows few signs of 

burning out. The Net feeds on extremely powerful technological trends and marketing 

principles. 
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2.2 The \Veb Takes Off (Hanson 2000) 

Fascination and Functionality 

Figure 2.1. The Original www. 

Fundamental new technologies have the power to inspire. Users are able to go 

beyond immediate limitations and imagine what might exist in a year, in a decade, in a 

generation. This vision can be so compelling that it makes users buy the product just to 

participate in the vision, even if the system is nowhere near being able to perform those 

feats in its current shape. 

Again, the early days of radio provide insight. Montgomery Ward's first radio was 

introduced in 1922, with the ad shown in Figure 2.1. It was extremely popular. A close 

inspection shows that a number of basic radio features are lacking. The automobile 

battery was necessary because the radio could not be plugged into a wall outlet. 

Headphones were used because the radio could not run speakers effectively with its 
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limited power. Photos from the time show groups of people, each wearing headphones, 

sitting around a table. 

The external antenna had to be strung for considerable distances, often to a nearby 

building. An antenna became a serious hazard during thunderstorn1s. Finally, tuning was 

limited. Most areas allowed broadcasts on only one frequency. Local stations had 

elaborate time-sharing arrangements to avoid interfering with other signals. 

The early days of the Web share many of these characteristics. In 1995, when the 

Internet commercial explosion took off, Web sites lacked many of the features now 

taken for granted. Sites were static, with little dynamic content personalized to 

individual use. Only a few pioneering sites had database retrieval capabilities. Frames, 

tables, and styles were not available. Security mechanisms and encryption were rare and 

cumbersome. Streaming media, both sound and video, were absent. 

The Internet had limited content. In early 1995, it would have been possible to 

store the entire Internet on fewer than fifty compact discs of data, less than a typical 

college student's music collection. 
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2.3 The Virtuous Web Cycle (Hanson 2000) 

CONSUMER 
AND BUSINESS 

INTERNET 
ACCESS 

POPULAR 
FASCINATION 

Figure 2.2. The Virtuous Cycle for Net Growth. 

Although the early commercial Internet lacked many features we now consider 

basic, it did have the power to fascinate. Users, providers, and investors could imagine 

that many things were coming. Entrepreneurs realized that a gold rush was on, with 

many brands and services to be created. Others, like the directory service Yahoo! and 

the search engine WebCrawler, were created by interested novices who then realized 

that they had a business on their hands. 

The commercial Internet spawned a virtuous cycle, shown in Figure 2.2. A 

virtuous Web cycle is a business system with positive feedback. Each element feeds off 

one and onto the other, leading to rapid development and, often, a large amount of 

speculation. Consumers and finns feel the need to participate and contribute to the 

development, even if a clear business plan is missing. The desire not to miss the "next 
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great thing" causes many to join. If this cycle is strong enough, it can actually be a self-

fulfilling expectation. Belief in the new industry helps it succeed. 

The core of the Web's virtuous cycle is user fascination. Users become fascinated 

with the new technology, buy modems, and pay for Internet connections. Providers see 

this developing opportunity and rush to create new brands and services. This creates 

even more news stories, buzz among industry reporters, and a large amount of free 

media coverage. This buzz feeds back into consumers' high interest and desire to 

experiment with the technology themselves. 

The virtuous cycle speeds technology adoption far ahead of the pace it would have 

had without feedback loops. There is a long tradition in marketing research of studying 

the spread of teclmology. In a typical study, the adoption of a technology depends on 

the pool of possible adopters and how quickly they can be turned into buyers. Over time, 

innovators' choices plus word of mouth convert many of the nonusers into users. 

The important feature of a virtuous cycle is that several different diffusion 

processes are linked and reinforce each other. The diffusion of Web sites depends on 

both Web-site diffusion and user-base diffusion. User diffusion is positively affected by 

the growth in Web sites. 

Venture capital feeds this fascination. In 1997, venture capitalists invested more 

than $3.66 billion in Silicon Valley, 63 percent more than the year before. Roughly a 

third of these investments were Internet specific, with another 20 percent or so in 

associated industries like telecommunications. Venture funding rose to $4.55 billion in 

1998, an average of $5.8 million per company. Venture capital is the source of many of 

the most innovative investments, and venture funding is strongly influenced by the 

virtuous cycle. 
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2.4 A .Com World (Hanson 2000) 

The virtuous Web cycle leads to a rapid growth of consumer access, usage, and 

content on line. Whether the variable is the size of the network, users on the network, or 

network activity, the last five years have seen phenomenally fast growth. Between 

January 1994 and January 1999, Internet hosts grew from 2.2 million to over 43 million 

worldwide. The growth rate in 1998 was 46 percent. 

The Internet user base has grown rapidly as well. Although difficult to measure 

precisely, the number of worldwide Internet users is estimated at over 160 million as of 

March 1999. Over 90 percent of these users joined the Internet in the last five years. 

Much more growth is possible, as this constitutes less than 4 percent of the 

world's adult population. Growth in developed countries has been especially dramatic. 

Along with the rapid adoption of the Internet, users have very quickly come to 

depend on the Net for critical information. While almost a third of U.S. adult users have 

been online for less than 12 months, almost 50 percent of users now feel the Internet "is 

a necessity." Growth is rapid among children as well. By 1998, the percentage of 

children ages eight to 17 with access to the Internet rose to 42 percent, with more than 

60 percent of these kids accessing the Net at least once a week. 

These numbers show that popular fascination and consumer access to the Internet 

show no signs of slowing. Businesses have been quickly joining as well. Almost all 

large businesses have some fonn of Internet connection and Web site. The Web 

presence of small and medium businesses grew rapidly during 1998. 

The final part of the virtuous Web cycle is content; content has been growing 

rapidly as well. Researchers at both the Digital and NEC Research Centers measured the 

size of the Web in the spring of 1998 at roughly 300 million distinct Web pages. 

Growth rates are even higher than access and users. In the 10 months between June of 
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1997 and March of 1998, Web content grew 120 percent. Even more impressive than 

simple numbers, the types and creativity of Web content have blossomed. The next 

section highlights the types of Web sites and how they were used to support the 1998 

World Cup in France. 

2.5 E-Commerce Takes Off (Hanson 2000) 

Since the earliest days of Stage I Web sites, consumers and business partners have 

used the Web to collect information that influenced purchases. A quick trip to the Web 

yielded a list of competitors. Online comparison sites, such as Consumer Reports or 

Edmund's, gave in-depth features analysis and best-buy recommendations. A visit to a 

Usenet discussion group gave a blast of feedback from users and critics. 

As electronic commerce takes off, there is a tilt away from just offering advice 

and toward completing the sale online. While influence on purchases is still the biggest 

online impact, making the sale is the fastest growing category. 

E-commerce influence can occur through any informational Web site. As seen in 

the chart, e-commerce influence happens both for small-ticket items (music, movie 

tickets) and big-ticket items (cars, houses). 

E-commerce ordering captures the orders that are placed online but paid later 

through telephone or in-store. A service such as AutoBy-Tel initiates the order through 

the Web, but completes it at a car dealer. Many travelers make reservations online but 

complete the ticketing at the airport. As the chart shows, e-commerce ordering is more 

important for big ticket products. 

E-commerce buying combines ordering and paying online. This is the fastest 

growing category and the most exciting for Internet marketers. Online buying connects 

marketing action directly to revenue. Marketers can track the efficiency of their selling 
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efforts, completing the sale allows a much better match between spending on customer 

acquisition and profitability. 

E-commerce becomes the locomotive that justifies Web enhancements, improved 

performance, and the incentive for new technology. 

Business-to-business e-commerce is much larger than these consumer numbers, 

yet follows the same pattern of influence, ordering, and buying. E-commerce has taken 

off. It increases the strategic importance of Web sites, changes the buying behavior of 

consumers and businesses, and puts pressure on traditional channels of distribution. 

2.6 E-commerce Impact on Web Site (Hanson 2000) 

Adding e-commerce raises the stakes of Internet marketing. Suddenly, a 

publishing medium must interact with the entire selling organization. The online system 

needs to be aware of inventory, taxes, shipping charges, and appropriate tem1s of sale. 

Orders from the Web site must make their way to the proper company logistics systems. 

Pricing rules and product configurations must be established and made at least partially 

automatic. 

Making the Web site directly responsible for revenue ties the Web site directly to 

the heart of company /customer interaction. This shows up in several ways. E

commerce sites must respond to customer demands, and they should work to strengthen 

customer relations. This may lead to conflict with other parts of the company and other 

channels of distribution. 

(1) Raises Site Perfom1ance, Adding e-commerce creates incentives to improve 

Web-site perfomrnnce and customer responsiveness. E-commerce sites 

invest more in online performance than sites without e-commerce. E-mail 

response time is significantly faster for e-commerce sites. 
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Web-server performance becomes more important with e-commerce just as 

McDonald's compares themselves to Burger King or Wendy's in speed of 

service, online sites compare their performance against the competition. The 

system measures performance of a benchmark site, the company's own site, 

and sites of competitors. This gives an accurate reflection of how customers 

in different geographical areas experience a site. This is useful in identifying 

problems between ISPs and on overseas networks. The practical solution for 

these problems is often to maintain mirror sites, where parallel Web sites are 

maintained in different locations and hooked into different portions of the 

Internet. 

(2) Increases Personalization, Just as e-commerce encourages compames to 

invest in site performance, it creates a strong incentive to enhance their 

online use of personalization. E-commerce and personalization reinforce 

each other. Personalization raises the value of the online experience of a 

user, improving customer loyalty and leading to more customer/e-commerce 

contacts. Personalization encourages visitors to return to the electronic store. 

At the same time, e-commerce provides the crucial one-to-one link that is 

fundamental for effective personalization. 

The personalization I e-commerce link is especially strong for business-to

business marketing. Business-to-business marketers can take advantage of 

the detailed infonnation suppliers have about their customers and long

standing relationships many businesses have with their vendors. Companies 

expect suppliers and vendors to be fully aware of their needs and operations. 

Personalization is not perceived as a threat or invasion of privacy but as 

convenience, cost saving, and good service. 
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A leading example, which is being copied by many industrial marketers, is the 

Dell triangle approach. The total amount of company computer buying (strictly 

speaking, the expected lifetime customer value) determines the amount of 

personalization Dell provides to their c0111orate partners. This builds on itself, 

so that the highly personalized Dell extranets lead to even more purchases and 

a higher lifetime value. 

This dynamic creates a personalization I e-commerce virtuous cycle. Recall 

that a virtuous cycle is a dynamic process that feeds on itself, where growth in 

one part of the cycle leads to growth in the connected parts of the cycle. The 

stronger the e-commerce link, the more resources, incentives, and data are 

available to strengthen the personalization link. High levels of personalization 

show up as hosted and customized sites, special configurations matching 

customers' exact needs, and a close alignment of online support with the 

software, purchasing system, and delivery schedules of customers. 

Consumer privacy concerns are being raised about the personalization/e

commerce link. The virtuous cycle still exists, but it worries consumers and 

industry commentators. Consumers seem to be especially nervous about the 

reselling of data. 

2.7 E-commerce and Travel Industry 

Tourism industry in Thailand recorded are 111crease 111 number of tourists and 

111crease 111 country revenue of travel industry yearly since 1990, m 1990 there are 

approximately 5.2 million tourists who travel into Thailand, with a spending of higher 

than 110,000 million baht compare to 8.5 million baht tourists and estimated of 270,000 

million baht spending in 1999. 
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Table 2.1. How Internet Being Used in Thailand. 

Information Searching 

Accommodation Booking 

Vehicle Booking 

Air Ticket Booking 

Tour booking 

Others 

Unit: Percentage (multiple response allowed) 
Source: Electronic Commerce Resource 1999 

6.02 

4.82 

4.82 

4.82 

73.49 

15.66 

Supported by the (TAT) Thailand Tourism Authority of documentation, it is 

shown that 15.66 percent of the Internet users is using Internet for accommodation 

booking compares to 73.49 percent of information searching, and 6.02 percent of 

vehicle booking. 

Corporate with infonnation from TAT Rayong's Office, the number of hotels, 

rooms in the hotels, and visitors arc increasing rapidly, from 159 hotels in 1996 to 205 

hotels in 2000. 

Table 2.2. Number of Hotels and Visitors 1996 2000 in Rayong Thailand. 

Number of hotels 159 167 192 198 205 
Number of rooms in hotel 6,886 7,309 7,993 8,420 8,829 
Number of visitors 1,404,171 1,966,230 2,092,272 2,172,223 2,323,694 
Thai 1,285,347 1,771,716 1,872,776 1,929,513 2,026,739 
Foreigner 118,824 194,514 219,496 242,710 297,225 
Number of tourists 951,041 1,308,470 1,391,909 1,443,507 1,548,285 
Thai 869,320 1,158,610 1,221,082 1,251,807 1,308,783 
Foreigner 81,721 149,860 170,827 191,700 239,502 
Number of excursionists 453,130 657,760 700,363 728,716 775,661 
Thai 416,027 613,106 651,694 677,706 717,956 

.. £Q!eigner 37J:.21_ 44 654 48 669 51 010 57 705 

Source : Tourism Authority of Thailand Rayong Office 
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As a result, number of travelers incoq)orates with the number of Internet users 

relating to travel will increase, thus, will advantage all business relating to the travel 

industry, therefore, business in travel industry should use this opportunity applying their 

business to online technologies. 

Along with electronic commerce, tourism industry in growing rapidly, the use of 

electronic commerce has been considered from many companies as a channel providing 

enterprise infornrntion and electronic transactions. Many travel company start to pay 

attention of building a Web Site providing company infornrntion, package tours, 

accommodations choice and other travel related. 

As a resulted, Travel Authority of Thailand tried hard to promote Thailand travel 

industry via the Internet, which success in some level but not yet totally successful due 

to couple of issues, according to the reported of TAT, the major obstacles in applying 

electronic commerce is lack of awareness from the travel business person relating to 

important of internet and electronic commerce, lack of applicable laws, no confident in 

payment system, and etc., as showing below. 

Table 2.3. Major Impediments in Applying Electronic Commerce. 

Lack of Awareness 

Lack of Applicable Laws 

No Confidence in Payment 
System 

No confidence in Security 
System 

Language Problem 

Telecommunication 
Infrastructure Problem 

Company's Internal 
Unreadiness 

Technology Obstacles 

18 

64.63 

56.1 

56.1 

54.88 

35.37 

35.37 

32.98 

29.27 



Table 2.3. Major Impediments in Applying Electronic Commerce (Continued). 

No Certificate Authority 

High Cost 

Business Partner Unreadiness 

Others • 4.88 

Unit: Percentage (multiple response allowed) 
Source: Electronic Commerce Resource 1999 

26.83 

24.39 

20.73 

Consequently, the Tourism Authority of Thailand has set regular training, 

orientation, and short course to advice the business owner who wish to pursue their 

business online. 
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III. COMPANY SUMMARY 

3.1 Hotel Introduction 

Golden City Rayong Hotel is a business operated under A K Holding Rayong 

Limited which has a long hist01y and good reputation of accommodation services. 

Golden City Rayong Hotel is located on the Sukhumvit road at the side of 

Mosarod market and next to the Leamtong Shopping Center. The hotel is about 162 

kilometers drive from Bangkok and is found in the middle of Rayong city. The hotel is 

surrounded by travel attractions and Rayong's place of interests. 

All accommodation in the hotel are air-conditioned with satellite television, 

carpets, refrigerator and other convenience supported equipments. 

The hotel mission is to provide visitors with a warm welcome to make them feel 

like home and make sure that all services are creating an impression to the visitor's 

mind. 

3.2 The Golden City Rayong Hotel's Fact Sheet 

Address: 

Location: 

Telephone: 

Fax: 

Room types: 

30/1 Sukhumvit Road, Neonpra, Muang, Rayong, THAILAND 

Golden City Rayong Hotel is only 500 meters away from the 

Laemthong Shopping Center. It also locates opposite the Mhoo 

Saroj Night Market" 

038 - 618701 - 15 

038-861191 

Hotel - 102 standard rooms, 24 deluxe rooms, 2 junior suites, 7 

executive suites 

Apartment - 43 standard rooms 
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Hotel room: 

Food& 

Beverage: 

Room service: 

Banquets & 

Functions: 

All rooms reflect the distinctive nature of Thai style and are 

enhanced by colorful touches and original art. Our visitors will 

be provided with several facilities such as 

(a) 220 volts electricity capability 

(b) Colored television with in-house movies, satellite 

television news and movies, and other foreign programs 

( c) Central air conditioning with individual visitor control 

(d) Multi-channel radio 

( e) Bath and shower 

(f) Refrigerator and mini bar 

(g) Telephone and direct telephone line for connecting to 

the Internet 

(h) 24 hours room service 

Pai thong restaurant - Located on the ground floor of the hotel, 

which operates from 6.00 am until 2.00 am. The cuisine is a 

blend of the Thai, Japanese, Chinese, and Western style food 

A 24 hours service with a cuisine selection from the Paithong 

restaurant 

Golden City Rayong Hotel can accommodate tip to 500 people 

for a functions. We have an extensive range of banquet menus 

from which to choose from 
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Available (a) These menus can also be customized to suit customer's 

Functions rooms: special needs 

(b) Sai Thong - tip 45 people (for example a business 

meeting) 

(c) Korn Thong - tip to 30 people 

( d) Soi Thong I and 2 - up to 500 people Functions can also 

be arranged near by the swimming pool area, which 

provides a spectacular setting for evening parties 

Local attractions Championship golf courses 

and facilities: (a) Deep-sea fishing 

(b) Island tours Laemthong Shopping Centre 

Other facilities: (a) Transportation service and car rental 

(b) Fitness and pool 

(c) Karaoke 

(d) Internet facility 

(e) Tourist service 

Table 3 .1. Golden City Rayong Hotel's Room Prices. 

Standard 
Deluxe 

Junior Suite 
Executive Suite 

650 
850 

1,500 
1,700 
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IV. STRATEGIC AND MARKETING PLAN 

4.1 Current Situation Analysis 

Problem Model 

Golden City Rayong Hotel provides accommodation and events reservations via 

walk-in customers and sales personnel who work in the hotel, therefore, there is no way 

that the customers from overseas or different cities could do hotel infonnation search, 

functions facilities search and make reservations ahead of their arrival. 

One of areas that definitely should be improved is the management of the visitors 

database, currently, the hotel does not acquire, store and record any information of 

visitor longer then what he/she actually stays, which left no way for the hotel to do 

customer relationship managements. 

Another problem is the ineffective marketing strategy; the hotel is providing a 

facility that is suitable for backpacking travelers under the same roof of the hotel, but 

this facility is most of the time vacant due to the lack of marketing strategy to support it. 

Backpacking travelers are nomrnlly young and have limitations of money; 

therefore, this is a group of target market who in general do information search, such as 

traveling place, transportation, and etc., then make an accommodation reservations 

before they start the trip. 

The special preference for long stay visitor is an area that Golden City Rayong 

Hotel has not yet provided, the acquiring of a short memo for call-in callers at specific 

time, i.e., "I will go out to Chonburi, and will be at the hotel before 5 pm" or the request 

to turn on air condition, or even order of a set of meal to be served at arrival time. 

It will save time for marketing executives if event manager knows slightly of what 

the hotel has to offer in what range of price, as a result, the event manager could walk in 
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to the hotel request for specific functions, with specific seats arrangement and specific 

kinds of meals to be served. Currently sales executives have to spend a lot of time 

preparing a plan for set of meals, entertainment tools, room decorations and etc., to 

satisfy event manager needs and most of the time, those process usually repeated many 

time before decision make. 

Conclusion of the problem Model 

( 1) Does not offer the hotel infom1ation for the global consumer 

(2) Does not allow booking from remote locations 

(3) Lack of communication channels to co-operate with remote travel agency 

(4) Need in a database management system 

(5) Lack of computerized system to support long stay visitors 

(6) Does have well a facility to target backpackers but uses an ineffective 

marketing strategy. 

(7) Lacks of communication channel for event management 

Solution Model 

From the problem mentioned, the hotel manager decided to take certain actions, 

the first action is improvement of within country distribution channels, i.e., 

development of phone booking system along with brochure and handout distribution. 

However, the phone booking is still limited within location in Thailand, and it 

does not create any channel to build hotel brand awareness, and the capacity of phone 

booking does not provide sufficient information for the event manager. From the result, 

the hotel manager decides to follow the technology trend, by developing the hotel's 

Virtual Ente1vrise that has the ability to satisfy following areas; 

(1) Providing online Tailor Made or personalization services 

(2) Providing hotel goods and services infom1ation online 
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(3) Providing immediateness of customer response and contacts 

4.2 S\VOT Analysis 

Strength 

( l) The hotel is operating in the heart of the city - Golden City Rayong Hotel is 

located on Rayong city main road, and it is the road connecting of Rayong 

City to many places of interest. Rayong Orchid Hotel is only the competitor 

operating on the same road. 

(2) With small size hotel, it has a flexible and personalized service - ratio of 

staff per visitor is lower compared to bigger hotels, like the Star Hotels 

(3) The hotel has a long history of accommodation services - Golden City 

Rayong Hotel staried from providing a small apartment, then to a small 

hotel, then to Golden City Rayong Hotel, therefore, it makes the managing 

director of Golden City Rayong Hotel a specialist in this type of business. 

( 4) Hotel cash flow is high, with the high cash flow; it is allowing the hotel 

manager accessible to more investment in order to improve and develop of 

the hotel 

( 5) The managing directors personal network is large - the owner of the hotel is 

a local person, which means, there is a big opportunity that the hotel could 

benefit from people networking 

(6) Golden City Rayong focuses on significant specific customers - with the 

specific target markets, it make Golden City Rayong Hotel easy to perform 

marketing management, marketing monitoring and evaluation. 

(7) Land available for expansion - the hotel could expand whenever it needs 

(8) Price is competitive - the price of accommodation is low compared to other 

competitors 
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(9) With the small group of visitors, the hotel can respond to any customer 

enquiry faster 

(10) It is the first hotel of competitors who allow online functions management 

tools and booking 

Weakness 

(I) Low number of total rooms - Golden City Rayong Hotel has less rooms and 

facilities services compared to demand 

(2) Limited accommodation type and price - Room type is not varied, probably 

due to the sales objective that specifies target group significantly 

(3) Family business and lack of international skills - without any international 

trade skill, it still hard for the hotel to reach global market 

( 4) Lack of professionals in electronic commerce management - consequently 

the hotel might have to face such computerized technical problems if the 

project is implemented. 

Opportunity 

(1) The potential growth in Thailand's travel industry, will result in potential 

growth in the hotel reservations 

(2) Thailand's better economy will consequent by allow people, organizations, 

firms etc., to set up functions, party and meeting 

(3) The stability of the government will stimulate foreign investments; therefore 

the number of long stay visitors should increase 

( 4) Promote via the various industry zone, Rayong's city Industry Zone is few 

minutes drive from the Golden City Rayong 
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(5) Be able to expand to the international market - with the support of the Thai 

government, and increasing in international traveler's demand for Thai 

travels will offer explanation of segmentations 

(6) Co-operate with Thailand Travel Authority and other travel exhibitions in 

order to stimulate the hotel's brand awareness and positioning. 

(7) Internet has become necessary of information search tools - more people 

using internet as a main tool for infornrntion search, therefore, implementing 

the project will help the hotel 

(8) Opportunity to target different segments - with the technologies of 

globalization, mobility and simplicity of Internet, allowing the hotel to reach 

different target groups. 

Threats 

(1) Web Site is easily duplicated by competitors - therefore, the Virtual 

Enterprise Project is developing of simple technology to reduce the cost and 

be innovative, with superior quality, since whatever technology use will not 

preventing duplication. 

(2) CmTent Internet users in Thailand is still low, however, the Internet user is 

growing rapidly each year 

(3) More dot com business is failing - Most of failed dot com business is due to 

the lack of traditional business model to support it, as well as lack of 

specialized and skill of business operations. 

( 4) Many online competitors - Golden City Rayong Hotel develop the project 

with aiming to providing infornrntion to visitors rather than creating sales 

on line. 
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(5) Lack of the touch and feel to the products seeking online - therefore, the 

Web Site of the hotel is providing as many as virtual scenes as possible. 

(6) Internet intruder -- The Internet intruders, hackers, and crackers will be 

prevented by a host company service, at the same time, the hotel's Web Site 

does not offer payment system. 

(7) Uncontrollable electronic transactions - electronic transactions offered by 

the project is simple to monitor, control and manage. 

(8) Electronic mobile and cable television technology allows electronic 

shopping - this technology is not yet popular in Thailand, at the same time, 

there is no company that is presented as a major role of this technology. 

(9) Financial transactions on the Internet is still not trustable - there is no 

financial transaction present in the Virtual Enterprise Project 

( 10) Lack of applicable laws - the electronic commerce law in Thailand is 

developed to some extent and currently, improving. 

(11) Technology Obstacles and Telecommunication infrastructure problems - the 

services host guaranteed 99 percent of online times is stable 

4.3 Key Market Segment 

The hotel is segmented into three groups; the first group is segmented by 

customer life styles, this group includes a group with independent life style, flexible, 

reminiscent of travel with the limited expenditure power. This is the group that is most 

likely to spend less or none for convenience supported equipments. This group trends to 

stay long, study the places and culture they visit. Adventure is their reason for traveling. 

(a) Segmentation: Adventure life style, middle - low income, budget traveler 

The second group is segmenting by geographical, such as Thai citizens and 

foreigner visitors 
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(b) Segmentation: Thai citizens, Non Thai citizens, foreign visitors, foreigners 

living in Thailand 

The last segmentation is segmented by customers' needs; it will look closely to 

the need of visitors, to see whether visitor is looking for accommodation to stay, or 

functions facilities, or place of exercise and dinning. 

(c) Segmentation: people who look for accommodation, functions facilities, and 

dining, and other hotel services. 

4.4 Target Market 

The target market of the Virtual Enterprise Project includes; 

(a) Potential visitors with middle income, who arrive for the purpose of 

business and travel 

(b) Existing and Loyal consumers 

( c) The hosts of a meeting, events, party, semmar, who need facilities to 

support not more a 600 people for conferences 

(d) Visitors, participators, and follow people of meeting, party, events and 

semmars. 

(e) Budget travel and backpacker who looking for budget accommodation and 

flexibility of services. 

(f) Partner Companies who look to become Golden City Rayong hotel partner 

4.5 Image and Positioning 

The Golden City Rayong Hotel positions itself as a middle size hotel providing 

superior services, convenient access location with competitive prices. 
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4.6 Market Strategy 

(a) Price - three strategies will be used for applying the hotel accommodation 

price offering; 

( 1) Offering the accommodation pnces cheaper for visitors who make 

online reservations compared to walk-in visitors 

(2) Price may vary depending on travel season 

(3) Lower the accommodation price by associates the accommodation's 

price with a package tour of the partner companies 

(b) Product - Product for this purpose including accommodations, facilities and 

services of the hotel, on the Web Site, visitors are able to observe the 

accommodations and facilities virtually, the Tailor Made service such as 

transportation, package tours and etc., possibly request before arrival date. 

The product and services offering via the website updates regularly 

( c) Promotion - Personalization package tour and accommodation available 

monthly only on the Web Site. Price reduction coupon of traditional and 

electronic distribution is offering regularly. Additionally, visitor pays m 

advance will have their accommodation price deduct by certain percents 

( d) Place - The hotel Web Site will advertise and co-operate via company 

partners online and offline. The Web Site address will attach to all of the 

tradition hotel materials where suitable 

4. 7 Competitive Analysis 

The competitors of Golden City Rayong Hotel consists of two groups, the first 

group is overnight stay accommodations including the Star Hotel, and Rayong Orchid 

Hotel, and second group is competitors who providing long stay service as hotel facility. 

However, together of competitors are offering both services. 
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Table 4.1 Comparison of Price and Location. 

530/1 Sukhumvit Road., Neonpra, Muang 
Golden City Rayong 135 650 Rayong 
Star Hotel 576 1,500 109 Rayong Trade Center Road No. 4 

. ~?Y()~.9. <2!S_~i_d __ H_o_~el.. . __ . ____ 12~ ··--·-- . __ ~5-Q.___ .2_11 Su ~~LJ_rf:1.\liLR:.2.Cl_d A~ h o.<: .. ~~-9.r:!.L ______ . ___ _ 

(a) Star Hotel, Star hotels consider the major competitors because it offering the 

similar facility at the similar price to Golden City Rayong hotel. The 

number of rooms and functions facility of Star Hotel is a lot more then what 

Golden City Rayong Hotel offering, The Star Hotel expanding the hotel 

facility into entertainment complex and shopping mall. However, the big 

size of the hotel making it lacks of flexibility, and personalization service. 

Star Hotel is only Golden City Rayong competitors who offering Web Site 

allowing online reservation. The content of Star Hotel is following; 

(1) Dining 

(2) Entertainment 

(3) Facilities 

(4) Promotion Rayong Guide 

(5) Reservations 

(6) Room Types 

(7) Room rates 

(8) Transportation 
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Table 4.2. Room Types and Prices of Star Hotel. 

Standard 1,500 
Deluxe 2,000 
Junior Suite 1,750 
Executive Suite 

Table 4.3. Function Types and Prices,of Star Hotel. 

Sunthorn Phu 60-70,000 29.50 x 45.00 
Kesara 10,000 8.75 x 13.52 
Sroisuwan 40,000 19.40 x 34.50 
Srisoonthorn 2 40,000 19.40 x 34.50 
Srisoonthorn 1 20,000 13.28 x 20.00 
Srisuwan 20,000 13.80 x 23.65 
Sinsamuth 1,2,3 10 000 8.57 x 15.70 

(b) Rayong Orchid Hotel, Rayong Orchid Hotel is located close to Golden City 

Rayong Hotel, Rayong Orchid Hotel offering the accommodation rates that 

a bit cheaper then Golden City Rayong Hotel with lesser facilities services 

but more for the number of rooms. Rayong Orchid Hotel owns a single 

webpage that consists of general information about the hotel and booking 

online, however, the facilities of the hotel is not presenting on the webpage. 

Table 4.4. Room Types and Prices and of Rayong Orchid Hotel. 

Standard 
Deluxe 

Junior Suite 
Executive Suite 
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Figure 4.1. Golden City Rayong Hotel's Positioning Compare to Its Competitors. 

Competitive Analysis Conclusion 

From the given information, it shown that Golden City Rayong Hotel and its 

competitors are having a variety of goods and services that aim to target the same group 

of customers. Star Hotel is a big hotel, therefore it is offering better facilities, with 

changeover with lower quality of service, away location and expensively compared to 

Golden City Rayong Hotel. Rayong Orchid hotel located close to Golden City Rayong 

Hotel, it is cheaper then Golden City Hotel Rayong, but with less facility and poor 

sun-ounding environments, therefore, there is no factor that significantly distinguishes 

one hotel to be best or better than its competitors, which means, each hotel must use its 

strong areas and advanced facilities as the tools to call for customer attention. 
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4.8 Project Cost and Benefit Analysis 

The cost of the Virtual Enterprise Project is specified into three categories, the 

first cost occurred while pre-project stage, second cost occurred when the project is in 

process of working and implementing, and the final cost happens when the project 

needs evaluation and improvement, or post-project cost. 

The pre-project cost including the cost of creating Vi1iual Enterprise Project 

feasibility study, which covering the cost of all relevance marketing research, and other 

areas of its work process, i.e. Material preparations, traveling, time consulting, and cost 

of tool and equipments. 

The most expenditures of the Virtual Enterprise Project is occurred during the 

project need to be implement, the cost of its including, the cost of Web Site design and 

development, cost of hardware, software and human-ware to support Web Site design, 

cost of running the system, and cost relating to materials and other tools company with 

above work process. 

The final cost of the Virtual Enterprise Project is the cost of evaluation of the 

project and supported materials, cost of maintaining the system and expenditure for 

project error corrections. 

Benefit when the Virtual Enterprise Project implement is classified into three 

categories, i.e. enchantment, efficiency and effectiveness, details of the mentioned 

benefit is shown below. 

Enhancement 

(1) Brand building - The Web Site will use to promote Golden City Rayong 

Hotel brand, and the brand image of the hotel characteristics as well as 

educated the potential customers and visitors of what is Golden City Rayong 

Hotel goods and service is all about. 
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(2) Category building - Golden City Rayong Hotel is a developing hotel, where 

increasing in visitor rooms, functions and other entertainment facility have 

been implement yearly, therefore the Web Site will educate the visitors 

about an entire category or capability of goods and services 

(3) Quality - Golden City Rayong Hotel provides the virtual scene environment 

of visitor accommodations and other facility which is very valuable 

information for the potential customers. 

Efficiency 

(1) Cost Reduction - The implementation of the Web Site is hard to justify 

either it will provided cost reduction or not, however, the developing of 

Golden City Rayong Hotel is believed to cut cost associated with sale 

channel, and database of visitor preferences. 

Effectiveness 

(1) Retail Suppo1i - Golden City Rayong Hotel Web Site will be a one stop 

service to the travel agencies in the tenn of supplier chain support, travel 

agency could straight away check availability of visitor accommodations, 

room preference and book online. 

(2) Information Collection - The activity of potential visitors and visitors of the 

web site will be recorded and analyze of what sections of the Web Site is the 

most famous, what kind of rooms have been views, and what is special 

requirement that often require. From the infom1ation collection then the 

hotel should be able to know what contents and sections on the web should 

be develop and improvements. 

The entire benefits above need tradeoff of Web Site design cost, as well as its 

implementation and maintaining cost. 
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V. WEB PROTOTYPE DESIGN AND DEVELOPMENT 

5.1 Web Prototype Objective and Key Success 

Golden City Rayong hotel Web Site design is needs to satisfy following objective; 

(a) Providing the Web Site that support the hotel vi11ual environment scene 

(b) Providing Web Site structure that could support customer relationship 

management 

( c) Providing Web Site structure that allow the corporation of the hotel and 

travel agency 

( d) Providing Web Site structure that could supp011 customer personalization 

management 

( e) Providing Web Site that support long-stay accessibility 

(f) Real time calculation for event or functions 

(g) Providing infonnation for backpackers and other mid-income visitors 

The Web Site should be simple, consistency, identity, containing useful content, 

user friendly navigation, visual appeal, compatible, design stability and performs 

functional stability. 

5.2 Web Site Hardware and Software Require 

The Web Site will design mostly in Flash Technology and partial in HTML 

software managements, it will contain contents and image that valuable to target group. 

The master template will create for the majority of the page, intended for the purpose of 

continuity and ease of content modifications. 

All images presenting on the Web Site will take from the real place and copy right 

by the AK Rayong Holding Company Limited. 
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A set of computer system, scanner, printer and camera are requires for Web Site 

design, however, those hardware will need to use complimentary with its software. 

Beside the software that must uses completer with the hardware, software likes 

Flash MX, Adobe Golive 6.0, Adobe Photoshop, Microsoft Word and Microsoft Excel 

are must. 

(a) Webpage Design specification and requirement 

(1) Total Number of Page- 31 Pages containing Text and graphic, flash 

and Shockwave Animation 

(2) Software use - HTML, VB Script, graphic work, (Photoshop, Flash, 

GIF Animation) Database Design, Analysis 

Table 5.1. The Project System Specifications. 

Secure Socket Layer SSL 
Web Space 
Number of E-mail (POP3) 
Data transferring 
Web-based Email 
Online Email 
Administration 
Email Autoresponders 
Email Forwarding 
State Report 
Acess to law log files 
ASP (Active Server Pages) 
ASPQMail Component 
MS Access Support 
DSN-less support 
ODBC 
Microsoft Windows 2000 Server 
Internet information Server 5.0 
MS FrontPage 2000 Extension 
Anonymous FTP 
24 X 7 Unlimited FTP 
Updates 
Tape Backup 
24 Hour Server 
Monitoring 
99.9% Uptime 
Backbone Connectivity 
UPS and Generator 
Backup 
24 X 7 E-mail Support 
24 Hour Emergency 
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250 Mb 
50 
9 GB 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
10 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 
Available 



Table 5.1. The Project System Specifications (Continued). 

Phone Support 

PHP 
MS Server 2000 

5.3 \Veb Site Content 

Table 5.2. Web Site Site-Map. 

Home 
Hotel Information 
Room Reservation 
Long Stay 
Backpacker 
Event Management 
Partner Company 

Available 
Available 

Available 
75 MB 

_ H_o_t_e_I J!!fQ!_m_a_t_ion _____ Room Reservatio_n ____ L_o_ng_ Stay _____ _ 

Hotel Information 
Facilities 
Room types & prices 
Map & Location 

Backpacker 
Backpacker 
Information 
Facilities 
Room types & prices 
Map & Location 
Rayong City Info. 
Place of Interest 
Festivals and Events 

Room types & prices 
Room Reservation 

Event Management 

Function Information 
Function Availability 
Seat Arrangement 
Function Calculation 
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Long Stay 
Information 
Facilities 
Room types & prices 
Map & Location 
Member Area 

Partner Company 

Hotel Information 
Facilities 
Room types & prices 
Map & Location 
Partner Benefit 
Contact Us 



5.4 Web Site Functional Requirements 

Hotel Information 

Web Site is grouped into the contents based on the need of user, the main content 

of the Web Site consisting of Hotel information, reservation, long-stay, backpackers, 

event management, and Partner Company. 

Table 5.3. Content Contains the Hotel Information. 

Under the Hotel information content, it will leads user to the general information 

of the hotel, general information of accommodations and facilities, hotel location, map, 

contact details, and the frequently answer and question 

Room reservation Content 

In the reservation content, customers could make accommodation reservations 

online, customer needs to fill in their information, let the hotel know of what type of 

accommodation they book, then fill in the text box if there is any special requirement 

and click submit. The electronic payment system will not be available here, due to the 

concern of security and unsupportable by the physical hotel computerized system. 
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Table 5.4. Content Contains Room Reservation Information. 

The process of online reservation 

(1) Golden City Rayong Hotel database is updated to Internet live 

(2) Potential visitors looking for preferred accommodation type 

(3) Potential visitors click to accept the hotel terms and conditions 

( 4) Potential visitors fill in personal information, travel information and 

accommodation type they want. 

(5) Potential visitors click submit 

( 6) Potential visitors print out confirmation 

(7) The confirmation page will appear to the hotel database, then, the hotel in 

Rayong will keep their computerize update 

(8) Visitors who book online will arrive with either or not confirmation page 

that match with the hotel database 
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Long Stay Content 

Long-stay visitors might wants to look for what facilities and accommodation 

type are available at hotel, how rooms look like, what price they are expected to pay, 

what makes the hotel convenient than other place. Under this content it will provide a 

membership login, in order for existing long stay visitors to log in into the hotel page to 

request a special preference before he/she actually arrives to the hotel or they might 

want to notice any caller of he/she situations, i.e. long-stay visitors might want to turn 

on air conditions in their room or he/she might wants to have set of meals ready before 

he/she arrives. 

Table 5.5. Content Contains Long Stay Information. 
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The special preference that long-stay visitor could request including: 

(1) Clean Rooms 

(2) Water and Electronic appliance order, either tum on or off 

(3) Food and Drink 

(4) Business Center Facility, i.e., meeting rooms, projector, computerize system 

and presentation tools. 

(5) Memo, long-stay visitors might want to leave a short note during the day to 

the hotel reception in case if they any in caller, therefore, reception can 

notify the caller of room owner message. 

The page is link to reservation page and hotel information section. 

Backpackers Content 

Next content is a content that provides information about Rayong City in general, 

place of interest, event and festivals, how to get to Rayong and Rayong current weather 

and etc, this information under the content of backpacker visitors, beside the 

information of Rayong city, backpackers could look at the accommodation available for 

them, price, facilities and again link to reservation page and hotel information section. 
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Table 5.6. Content Contains Baekpacker Information. 

Room Reservation 

Event Management Content 

For host of event, function, party or etc, then they might want to come take a look 

of what functions facilities that the hotel offers for them, host will available to see the 

details of each room, details of food and drink, details of room decoration, 

entertainment tools and availability of functions. Under the event management section, 

either request for more infonnation or booking of functions and facility is available, at 

the same time, the calculation of overall cost is provided. 
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Table 5. 7. Content Contains Event Management Information. 

Functions tools available in event management: 

( 1) Virtual sconce of accommodation arrangement 

(2) Food and drink set 

(3) Room decoration type 

( 4) Media and visual equipments 

(5) Other requirements 

(6) The calculation of overall selected cost 

Partner Company 

The last content of the Web Site is specifically for the partner company, this is a 

section where each company in travel industry can get information of how to becoming 
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Golden City Rayong hotel partner, what benefit they will receives, who should they 

contact, hotel information and the frequently answer and question. 

Table 5.8. Content Contains Partner Company Information. 
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5.6 Web Site Visual Design 

The design of Golden City Rayong Hotel is combination of image and content. 

The Web Site design is aimed to communicate with visitors of the hotel image and its 

positioning. 

(a) The color of the Web Site is trying to representing the luxury of the hotel, 

and the warm welcome. There is use of template to make each page 

consistency with each other and providing simplicity for visitors 

(b) Text or image that clickable will represent by same and similar color. All 

infonnation important is place at the focus point where it believed to catch 

viewer attention 

( c) Use of circle shape in certain page is to reduce the strong feeling of boxes, 

therefore, make the visitors feel smoother 

(d) The objective of used the verdana font face, because the verdana font face 

representing simplicity and easy to read 

( e) All pages within the template will be without no scroll bar due to the reason 

that wanted the interface of the page modem, which, possibly communicate 

to visitors that we do have modem equipments and tools for visitors 

convemence 

(f) The used of Thai style architectural is for the reason to make the look of the 

page to be silky, warm, and representing of Thai style interior in the 

physical hotel. 

Below is an example of the project Web Site interface; 
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Figure 5.2. Prototype of Golden City Rayong Hotel- Home. 
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i/y~ng Jfote[ 

r lotei ] rdormatran • 
Room Reservation 

Backpacker 
Long stay 

Event Managment 
Partnet Company 

General Information G 

The classic design of the lobby, together 
will the use of beautiful marble and native 
Thai Woods, makes an impressive and 
Japanese food, is exellent!, 

The guest rooms, all the 135 rooms and 
suite have been designed for ultimate luxury 
and comfort in every a spect Dolden City Rayong 
Hotel offer a variety of suites. 

Executive suite and junior suite are ideal for 
families with chlidren or businessman who 
want to relax and/or work. Executive can enjoy 
our executive suite and junior suite, individually -
designed with a large living rooms and lounge 
qarea and spectacular view of Rayong. 

You can enjoy fine Thai and International 
cuisines in the Phai Thong Coffee Shop or 
perhaps tey the unique specialities of the 
International Buffet Lunch 

"'~ 

Hotel Information 

Facilities 

Room T\'pes & Prices 

Map & Location 

BIB Golden City Rayong Hotel 530/l Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand _ , '"---- -t;:_;,.,N-
B Telephone 0-3861-8701-15 Fax 0-3886-1191 : goldencity@hotmail.com 

Figure 5.3. Prototype of Golden City Rayong Hotel - Hotel Information. 
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.,, . tz3 Golden City Rayong Hotel 530/1 Sukhumvit Road., Neonpra,· Muang Rayong 21000 Thailand · . 
B Telephone 0-3861-8701-15 Fax 0-3886-i191: goldencity@h.ot;..,ail.com · -::~:~{;.',; •• ;·. · •• • 

- ,..," ~t~J',!'-'>-( §,/' ~:J,,_ .,,_,"'~' » 

Figure 5.4. Prototype of Golden City Rayong Hotel - Facilities. 
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VI. MANAGEMENT SUMMARY 

6.1 Web Site Management 

The management areas that the hotel manager need to consider the most is the 

management of people-ware, for the project to success, it is depending on the standard 

of staffs services, how fast staffs response to customer enquiry, how good staffs talk to 

guest and etc., 

The management of people-ware is by made by the person in responsibility who 

understands the system and process, they should know of what, how and why they 

should perfon11. 

6.2 Web Site Security Control 

Golden City Rayong Hotel considered rent a space of a secure server provider in 

Thailand to host their Web Site data along with the contact of the secure server provider 

including, apply for digital authentication, encryption, merchant software and electronic 

payment software. 

With the use of hosted service, then it left only the security of human-ware that 

the hotel need to control. The control of security regarding to the human-ware could 

happen by the use of authentication and staffs observations by manager in duty. 

Beside the control of hardware, software, human-ware and network, then the 

control of database security is one of the most important areas in security control, all 

customers database will kept in the back-end computer server that the receptionist will 

allow to access but not modify. The new database will store in other device rather then 

server hard-disk, and then print out on paper daily. 
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6.3 \Veb Site Test 

The three areas of test plan including the test of cost and benefit, test of 

computerized system and test of management. 

Cost and benefit test, will perform by looking of number at the successful 

electronic transactions happened from the Web Site, how many hits, click through, page 

impression and unique visit per day or per month. The cost and benefit test plan could 

be from the observations of accommodation reservation from Web Site, the install of 

Web Site statistics record software, then use those statistic records to compare with the 

project objective. 

The system test is classify into two areas, first area is deal with the Web Site 

perfonnance, to see either all link in the Web Site is clickable to accurate locations, then 

take a look either contents, texts, images, and multimedia is appropriate and correctly to 

the page and location its belonged. The second area of system check is checking of 

system run, to make out if the system, like accommodation reservation system. 

The final area of test system is relating to management test, or purely to the test of 

human whether the hotel personnel understand and usable of the system. 

Some test areas mentioned is possible to test while the Web Site having a soft 

launch, at the same time, the test of the Web Site management and test of cost and 

benefit will have to be test after the Web Site begins. 

6.4 Web Site Audit 

The web site statistical monitor tool will be applied on the Web Site to check 

number of click through, hits, page impressions, unique visit and etc. Then those 

statistical data will be analyzed and compute either if Web Site satisfy its objective, cost 

and benefit analysis. 
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6.5 Traffic Building 

The Web Site traffic building is not the main objective of this Web Site, however, 

the following way will be consider creating traffic building; 

(a) URL placement 

(b) Hard to soft launch 

(c) Advertising spending 

(d) Company press release 

(e) Tradeshow activities 
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VII. FINANCIAL STATEMENT 

7.1 Project Cost 

The cost of project develops and implementing in the first year is 58,690 baht, and 

23, 190 baht in the second ycarso on. 

Table 7.1. First Y car Project Cost. 

Text and Graphic 
Flash and Shockwave Animation 

Secure Socket Layer 
Web Hosting Setup Fee 
Web Hosting 
i)()QJC1Jn _ _l'J_ci!f1~~eglg<2rf<2<2 __ _ 
Syste1t1 Total C:C>~t 
First Year Project Cost 

25 
6 

1 
1 
1 
1 

Table 7.2. Second Year Project Cost. 

Make change to existing page 
Domain Name Register 
Test and Upload 
V\feb .. H.o!:;ting 
Second Year Project Cost 

31 
1 
6 
1 

54 

800 
~,OQO 

20,000 
30,000 
50 000 

2,500 2,500 
1,000 1,000 
4,690 4,690 

..... SQQ. -- .. . ·---~Q _. 

500 
1,500 
250 

. 416SIO 

. 8,§9() 
58 690 

15,500 
1,500 
1,500 

.... 41§99 .. 
23,190 



7.2 Hotel Revenue from the Pro,ject Goal 

(a) First Year Project goal (IO(Yo increasing in total room (135 rooms) occupy) 

The hotel expected to receive 8,040 baht per month in the first year of 

project implemented. 

Table 7.3. Hotel First Year- Monthly Project Goal. 

Standard rooms 800 240 11 2,640 
Deluxe rooms 1,000 300 1 300 
Junior suites 17,000 5,100 1 5,100 
Executive suites J~,QQQ 5,?00 
" .. , --· .. ----·-··----------------

Total Revenue I month 8 040 

Table 7.4. Hotel First Year - Yearly Project Goal. 

Standard rooms 800 240 12 144 34,560 
Deluxe rooms 1,000 300 1 12 3,600 
Junior suites 17,000 5,100 1 12 61,200 
Executive suites 19,000 5,700 
Total Revenue 

_J_y_ear 99 360 
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(b) Second Year Project goal (12% Increasing in total room (135 rooms) 

occupy) the monthly in the second year of the project implemented is 8, 760 

baht or 105, 120 baht yearly 

Table 7.5. Hotel Second Year- Monthly Project Goal. 

Standard rooms 
Deluxe rooms 
Junior suites 
Executive suites 

". -~---~------------· -·--

Tota I Revenue I 
month 

800 
1,000 
17,000 
)9,QQQ __ 

240 
300 
5,100 
5,700 

14 
1 
1 

Table 7.6. Hotel Second Year - Yearly Project Goal. 

Standard rooms 800 240 
Deluxe rooms 1,000 300 
Junior suites 17,000 5,100 

.. _E_x~cutjye S_(Ji!t2_S_ ....... !?J,Q_Q() ____ ~,?()() 
Total Revenue I 
year 19,000 

14 
1 
1 

56 

168 
12 
12 

3,360 
300 
5,100 

40,320 
3,600 
61,200 

105,120 



7.3 Backpacker (Apartment Room) Revenue from the Project Goal 

(a) First Year Project goal (10% increasing in total room booking (48 rooms)) 

With the 10 percent increasing in backpacker facilities, the hotel expected to 

generate 675 baht monthly for first year of project implemented. 

Table 7.7. Apartment First Year- Monthly Project Goal. 

.tandard rooms 450 135 
otal Revenue / month 

Table 7.8. Apaiiment First Year - Yearly Project Goal. 

Standard rooms 
-otal Revenue I year 

450 
19,000 

135 5 

57 

5 

60 

675 
675 

8,100 
8,100 



(b) Second Year Project goal (12% Increasing in total room booking (48 

rooms))With the 12 percent increasing in backpacker facilities, the hotel 

expected to generate 81 baht monthly for first year of project implemented, 

and 9,720 baht per year. 

Table 7.9. Apartment Second Year-Monthly Project Goal. 

Standard rooms 
Total Revenue / year 

450 135 6 

Table 7.10. Apartment Second Year - Yearly Project Goal. 

Standard rooms 
Total Revenue I year 

450 
19,000 

135 6 

58 

60 

810 
810 

9,720 
9,720 



7.4 Breakeven Analysis 

Table 7.11. Breakeven Analysis. 

Design Cost 
System Cost 
Maintenance 
Total Cost 

Overnight Stay (Hotel) 
Backpac~er .. (fl.partment) 
Total revenue 

Breakeven Period 

8,040 
675 

8,715 

7 Months 

50,000 
8,690 

99,360 
8,100 

107 460 

23,190 
190 

105,120 
. 9,720 
114 840 

Above is table showing cost, revenue and breakeven analysis of the Virtual 

Enterprise Project. From the table, the project will breakeven with in 7 month of its first 

year implementation, and 3 months to cover project maintenance in the second year. 

Conversely, the breakeven point could be a lot faster than what expected, since the 

Virtual Enterprise Project sale objective was set as conservatively, therefore, it does not 

include project goal expected from sale of the functions rooms and facility, plus sales 

via travel agency. 
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VIII. CONCLUSIONS 

The Virtual Enterprise Project expands the capacity of Golden City Rayong Hotel 

111 order to provide addition information channels to reach the global market faster, 

better, and cost effectively. 

The four main areas of the project perfonned are; information and data area, by 

providing globalization to visitors with complete infornrntion, fast, updated, easy to 

understand, good quality and anytime, at the same time providing interest and attractive 

information communication tools with the full function of links to other pages where 

information is relevant. 

The second area concerned with the processmg of the project, responding to 

customer acquisition faster, offering completeness of virtual services, i.e., information 

provider, reservation, and electronic payment system and allow visitor to make change 

of their plan and accommodation reservation anytime. 

The third area is, the project allows the hotel to co-operate with other travel 

industry business which will generate opportunity for the hotel to create alternative 

marketing strategy, for example, offering varieties of service with in a Web Site, e.g., 

transportation, accommodation, entertainment, offering alternative selection, by making 

reservation via the Web Site, visitor will be able to select variety of tour packages. 

Finally, the project will pe1111it the company for customer relationship 

management such as increasing customer personalization. 
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IX. RECOMMENDATIONS 

With a hosted service the hotel will cut the entire risk associated with computer 

and network security, i.e. risk associated with stealing of credit card numbers, hacking 

and crack into the hotel database and etc., nevertheless, the hotel using of a hosted 

service still has to take the risk that the all electronic transactions and customer data will 

be reveal by their staff. 

Since, Golden City Rayong Hotel do not have enough rooms available for 

demand, therefore the hotel should offering electronic payment systems in order to 

reduce the risk associated with booking but do not appeal guest. 

Invest in computer server themselves. If the hotel decides to invest in computer 

server, therefore the hotel will cut off the cost associates with hosted service regularly. 
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APPENDIX A 

GOLDEN CITY RA YONG HOTEL INFORMATION 
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Golden City Rayong Hotel Information 

• ,,, ~ 

110.,'.J'VHl Standard 
0 ,,, 

'Ul'UTU 102 110.,'.J 

• ,,, ~ 

110.,'.J'Vlfl Deluxe 
0 ,,, 

'Ul'UTU 24 110.,'.J 

• Ho.:i~fl Junior Suite 
0 ,,, 

'Ul'UTU 2 110.,'.J 

• ,,, ~ 

110.,'.J'Vlfl Executive Suite 
0 ,,, 

'Ul'U1'U 7 110.,'.J 

,,, ~ 

• 11fN'Ylfl Standard 1l1u1u 54 tto.:i 

~ 

u'1m1tt'o~~A!~rM tt'o~1h::::'l[lJtY1JlJ'Ul 1l1u1u 6 tto.:i ('U'Ulfl 50-200 vi1u) 

tt'o~~A!~a~'lmy 1l1u1u 3 11'tN ('U'Ulfl 200-1200 vi1u) 
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1J~f11rnll1n1'1!1 nai 06.00 - 10.00 'U. (VJf11u) 

!101 11.30 - 14.00 'U. (VJf11'U) 

!Jal 16.00 - 02.00 U. ('l'Jf11'U) 

.;; d 

tHlUU!nHJ 'lJ~f11'JlTi:'ll 08.30- 02.00 U. ('l'Jf11'U) 

.d .d ~ 
lfl'Hl\l~l.J Cocktail 'Ul'Ul'b"U~ 

m.1vl~flaun.rn{ nai 08.30 - 02.00 u. (VJf11'U) 

U~f11'.i Internet 

~ ~ 

ind1vi'l1rlll1'ftJm11ruuCJ::;1~f11il~tJ1mH1\lu~nm 08.00-20.00 'U. 
"' u 

jl 0 Q/ 0 w 

11il\lffll1'.i'lJililf1f1lil.:Jf11tJ (Fitness Room) 
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Hotel Information 
Room Reservation 

Backpacker 
Longstay 

vent Managment • 
artnet Company 

Figure B. l. Homepage: Home Page. 

Orf C"t'i,_·· Hotel Information.•_. wen J ',,/ Room Reservation · 
nr: [• ll•ckpad<er '. ryong JIOte ; tongstay : 

Event Mana,gment ~ 
Partnet Company i 

The classic design of the lobby, toQether 
will the use of beautiful marble and native 
Thai Woods, makes an impressive and · 
Japanese food,is exellentl. 

The gue~;o~~~,-~llthe 135 rooms and 
suite have been designed for ultimate luxury 

. and comfort in every a spect Oolden City Rayong 
Hotel offer a variety of.suites. 

Executive suite and junior suite are ideal for 
families with ch.lidren or businessman who 
want to .relax and/or work. E~ecutive can enjoy 

·our executive suite and junior suite, individually 
desioned with a large living rooms and lounoe 
qarea and spectacular view of RayonQ. 

·.You c~n • ~nj~'/fille T~~i and Interna'ti~nal 
cuisines in the Phai Thong Coffee Shop or 
perhaps tey .the unique specialities of the 
lnternational B_uffet Lw1ch 

G 
-.;;.,..-... .. --

Hotel Information 

Facilities 

Room Types & Prices 

Map & Location 

Bit Golden City Rayong Hotel 530/l Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand 
B Telephone 0-3861-8701-15 Fax 0-3886-1191: goldencity@hotmail.com • · • · · 

Figure B.2. General Infomrntion - General Information. 
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GoUenCitJ 
i/yong J{ote{ 

Hot1.::1 Infum1atmn • 
Room R:.eservatwn 

Backpacker 
Long~tay 

Event Managment 
Partnet Company 

Facilities G 
~.-

General Information 

Facilities 

Room Types & Prices 

Map & Location 

Phai Thong Coffee Shop 
Coffee Corner 

Swimminq Pool 
Fitness Centre 

Karaoke 
~-~Business Centre 

Conference Room 

ID Golden City Rayong Hotel 530/l Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand 
B Telephone 0-3861-8701-15 Fax 0-3886-1191 fgoldencity@hotma1l.com • · - ~ 

Figure B.3. Facilities - Golden City Rayong Hotel Swimming Pool. 

· Facilities G 
. . ·,:,,:,,, ... ,:·.~ ..•. :_ ....... :.. ....... ! •• 

Olaen Ct'f'V Hotel lnformatlon • 
:/ Room Reservation t · 

''\JOnl1 Xote{ ea. d<pad<er .. 
'.I ·-o j longstay 

· Event Mana9ment,: 
Partnet Company 

ID Golden City Rayong Hotel 530/l Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand 

--~ 

B Telephone 0-3861-8701-15 Fax 0-3886-1191 : goldenc1ty@hotmail.com . 

Figure B.4. Facilities - Golden City Rayong Hotel Coffee Shop. 
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Gouen City 
i/.yong Jfote[ 

Hotel Jntormaticn 
Rcr{F)) R~scrvatwn 0 

Backpacker 
Longstay 

Event Managment 
Partnet Company 

Room Type and Price 

Standard rooms 
800 Baht + ABF 

Deluxe rooms 
1000 B,;i;ht + ABF 

Junior suites 
1700Baht + ABF 

Executive suites 
1900Saht + ASF 

Room Types & Prices G 
-..;.-.-

Figure B.5. Room Types and Prices. 

·~· . . ~··'::.::.:..o •. ::,,.: .• ::...: .. 
oUen Cit"\! Hotel Information • 

:.,r Room Reservation 
n.r. [ Baci<pocker ryong JIOte . Longstay 

Event Managment 
Partnet Company 

Facilities 

Room Types & Prices 

Map & Location 

ID Golden City Rayong Hotel 530/1 Sukhumv1t Road., Neonpra, Muang Rayong 21000 Thailand 

II Telephone 0-3861-8701-15 Fax 0-3886-1191 : goldencity@hotmail.com . · 

Figure B.6. Map and Location - Map and Location. 
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Goraen City 
i/:,ong Jfote[ 

Hotel Information 
Room Reservation 

e.ackpac\.:er O 
Long stay 

Event Manaament 
Partnet con1pany 

Backpacker G 

Golden City Rayong Hotel proudly introduces you 
our new service apartment - .. Golden House". 

This apartment located behind the hotel. 
There are 43 fully furnished standard rooms available. 

Each room is decorated for an ultimate luxury 
comfort and safety. It is opened for both long-term 
and walk-in ouests. 

Apartment guests can use all facilities in the hotel 
such as fitness room, swimmin1;1 pool, business center, 
and many more. Also, you can enjoy your time with 
our several satellite television news and movies, 
foreign programs, and inMhouse movies. These 
channels include UBC, CNN, BBC, CNBC, HBO, 
ESPN, and NHK. The-direct telephone line is provided -
to make an International call as well as to connect 
to the Internet. 

~r~ 

Backpacker Information 

Facilities 

Room Types & Prices 

Map & Location 

Rayong City Info. 

Place of Interest 

Events and Festivals 

Figure B.7. Backpacker: General Infonnation for Backpacker Travelers. 

- - -~· - Room Types & Prices G 
~ 

• ;.,M---~..c.._·~·::··'··.·-·•'---.~~-; 
oCJi. City' Hotetlnforrnatlon en Room Reservation 

t'\!Onn a.rote{: . eod<pocl<er .• ._, v JI 1 , l.Ongstay 
Event Managment 
Partnet Company 

-<' .', ,~, ' ,',,,' •''" 
Junior suites 

'1700Boht +ASF 
,·,,<;0. 

',"J'" 
Executl~i: ~Uit~S:> 
1900Baht + ASF 

· ·;·_ Backpacker Information 

Facilities 

Map & Location 

Rayong City .Info. 

t:il Golden City Rayong Hotel 530/1 Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand 
B Telephone 0-3861-8701-15 Fax 0-3886-1191: goldencity@hotma1l.com . 

Figure B.8. Backpacker: Room Types. 

87 



Gotaen Cit) 
i/yong :J{oteC 

DAILY RATE 

Hotel Inform,1tion 
R0om Reserv(l;lion 

0.Jckp~Kker • 
Long stay 

Event Managment 
Partnet Company 

Now for 15\ Discounts! 
.¢Make Reservation 

Room Type 
Single Bed Room 
Double Beds Room -

With Breakfast 
400 Baht 
400 Baht 

Without Breakfast 
450 Baht 
550 Baht 

MONTHLY RATE 

Room Type 
Standard Room 

Option I 
5000 Baht 

Option I : Weekly Room-Clean 
Option II : Room-Clean twice a week 

Option II --- Option III 
6000 Baht 8000 Baht 

Option Ill : Room-Clean twice a week, Daily Breakfast 
Electric and water bills of 1000 baht 

Room Prices G 
~ 

Backpacker Information 

Facilities 

Room Types & Prices 

Map & Location 

Rayong City Info. 

Place of Interest 

Events and Festivals 

f.la Golden City Rayong Hotel 530/1 Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand 

-B Teleph~~e ~~~~;~701-1~ Fax 0-38~6:1].~1 tgofdencity@hotrr1ail.£il'Il~\W _ "~ ~~~ ·, _ - : _ - -

Figure B.9. Backpacker: Room Price. 

- - Room Reservation G 
. ~ .. --~~-

£ 
/----------

; ' Hotel lnformatkin 
ofden CttJ Room Reservation -

nr. (• Backpacker • ryong Jl.Dte ' tnngstay -• 
' Event Managment , 

Partnet Company 

STEP 1. Please select a room you want - » NeXt' 

I AU I AU! AOJ Al~ j A151 A16: l A171 A18':1 

w * 0 '-~---·~ ®y•- ~'. ,; . -- '!""' • :e- • 

- ~~d~-~~'e; inf~~~~~~~ _ 
,facil\ties 

Room Types & Prices 

>:',,,'?< 
', M \~f>:~··,· 

'·':, 

f.la Golden City Rayong Hotel 530/1 Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand 

B Telephone 0-3861-8701-15 Fax 0-3886-1191: goldencity@hotma1l.com - -

Figure B.10. Backpacker: Room Reservation. 
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Room Reservation G 

0 o·. C 't"\J Hotel Information t.aen t '...! Room Reservation 
nr [ B•ci<paci<er • ryong J iote longstay 

Event Managment 
Partnet Company Step 2. This is how th_e room look like 

Al4 

..... _~-..;,, 

Backpacker Information 

Facilities 

Room Types & Prices 

Map & Location 

Rayono City Info. 

Place of Interest 

Events and Festivals 

Figure B.11. Backpacker: Room Reservation- Selection of Room Stay. 

Rayong City G 
~ 

tza Golden City Rayong Hotel 530/1 Sukhumv1t Road., Neonpra, Muang Rayong 21000 Thailand 

B Telephone 0-3861-8701-15 Fax 0-3886-1191 : goldencrty@hotmail.com . . 

Figure B.12. Backpacker: Rayong City -Rayong City. 
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GotaenCitJ 
ihong 1foteC 

Hotel Information 
Room ReservaUon 

Backpacker • 
Longstay 

Event Managment 
Partnet Company 

·~· ~ ' ~ ~~; --- ·. . · .. i 

Rayong's Place of Interest G 
~ 

Payoon and P.:Jla Beach 
Located in Ban Chan9 district about 33 
and 36 kilometers respectively from Rayong Town. 
Both beaches are connected, peaceful and eminently 
suitable for swimming. Here visitors have choice of 
accommodation from luxurious hotel to economy 
bungalows. 

Dok Krai Re:Servoir 
Located in Pluak Oaeng district, 35 kilometers 
from Rayong Town. This is the center of 
development projects under the advice of 
H.M.King Bhumipol Adulyadej on agriculture, 
fishery) irrigation, land and farm animals. 

f<tse Ru(oph1Jeng Be-.;ich 
The beach, some 10 kilometers long, 
is located.between_Ban_Tapong.,and-BanJ<on 
Ao,11 kilometers from town, and sited within the 
Khao Laem Ya.h ·Ko Samet Group Nation.al Park. 
This is a particularly beautiful spot with a headland 

' forming a magnificent backdrop to a cresce~t shaped 

Backpacker Information 

Facilities 

Room Types & Prices 

Map & Location 

Rayong City Info. 

Place of Interest 

Events and Festivals 

, ... bay with broad sandy bea.ches which are ideal .·· . . 
·for swimmin9..:. · · 

· i' :>~i!',\~~ •. ~Jj~~~~~~~.!1 :tisf~' '' ' ·· · ~~·,)~4~;~~~{ , ;~i~s:' '" ~~J~i~ .. ~ "f~,';f h 

Figure B.13. Backpacker: Rayong Place of Interest. 

· ~ ·· . Long Stay G 
~ 

Figure B.14. Long Stay: General Information. 
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Long Stay G 

2 r f Ci y Hotel Information 
Owen t Room Reservation 

<If [ Elackpad<er 
'JOTlfJ JiOte Lon9stay • 

Event Managmeot 
Partnet Company 

Golden City Rayong Hotel proudly introduces 
you our new service apartment -
•Golden House'. 

This apartment located behind the hotel. 
There are 43 fully furnished standard 
rooms available. 

Each room is decorated for an ultimate 
luxury comfort and safety. It is opened 
for both long-term and walk-in guests. 

Apartment guests can use all facilities 
in the hotel such as fitness room, 
swimming pool, business center, and 
many more. Also, you can enjoy your time 

---cwith our several-satellite television 
news and movies, foreign programs, 
and in-house movies. These channels 
include UBC, CNN, BBC, CNBC, HBO, ESPN, 

·and NHK. The direct telephone line.ls provided 
/ ... -to make an International call as well as to 

.::connect to .the Internet. 
" ,,;_;';. -~,~;\;;/ ;)::i~Y;: ·>:~:<;,~:;o~;f ~\-~~~.:;~,-

,_ ,-~ r 

General Information 

Facilities 

Room Types & Prices 

Map & Location 

>>MEMBER<< 

» NEXT(Room JypeJ. 

f:t Golden City Rayong Hotel 530/1 Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand 

>fl~ II Telephone 0-3B~1-8701-15 Fax o-~BB6-1191: g~lde_n;1ty@hotmail.com -

Figure B.15. Long Stay: Room Types. 

· .- -- Long Stay G 

SID Golden City Rayong Hotel 530/1 Sukhumv1t Road., Neonpra, Muang Rayong 21000 Thailand 
II Telephone 0-3861-8701-15 Fax 0-3886-1191 : goldencity@h()tmail.com 

Figure B.16. Long Stay: Room Prices. 
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GoUenCitJ 
i/yong :Hote( 

Hotel Information 
Room Reservation 

Backpacker 
longstay 

Event Managment • 
Partnet Company 

Functions Information G 
~ 

General Information 

At Golden City Rayong Hotel, we have 
well-designed banquet and function rooms 
available for your business meeting and 
conference, party, or private dinner needs, 

We have 2 small to medium sized rooms 
- • Sai Thong' and ·Korn Thong· rooms. 
Sai Thong can contain a maximum number of 
50 people whereas Korn Thong room can 
contain 30 people. 

Functions Avaliability 

Functions Arrangment 

Functions Calculation 

We also have one large function room called ·soi Thong•, 
This room can contain a maximum number of 550-600 
people. Soi Thong room can be divided into 4 small 
function rooms if needs. 

Our New Function and Banquet Room is located behin.d 
the hotel. If can.contain a maximum numberof 1200 people, 
This big function can be divided into.3 s.mall.rooms as well, 

;;:;})i.'.:x;;;,;.;~ii-~,i;;:,:.,.:.~·~ Ge~.erai 1f1t~fmi!~R~!fi~~,~~;~;£;~i ~i2:~i~. ~:1k; t;;;~,;.;;.;,;:. , ;.,, .;:•.· 

~"'"'' m Golden City Rayong Hotel 530/l Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand;,, - • ;; • - • WC' 

B Telephone 0-3861-8701-15 Fax 0-3886-1191 : goldencitv@hotmail.com " • 

Figure B.17. Functions: General Information. 

Functions Information G 

f.Z'3 Golden City Rayong Hotel 530/1 Sukhumv1t Road., Neonpra, Muang Rayong 21000 Thatland 
B Telephone 0-3861-8701-15 Fax 0-3886-1191: goldencity@hotmail.com 

Figure B.18. Functions: Room Types. 
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r _r C ·,'\) Hotel Information Otaen tt../ Room keservation 
n.r { flackpacker yong JLOtC Longstay 

Event Managment • 
Partnet Company 

Mar-03 
s M T w T s 

1 
3 4 s 6 7 8 .. 

10 11 12 13 14 15 
i7 18 19 20 21 22 
24 25 26 27 28 29 
31 

indlcated-unaval1al:i18 
9 Korn Thong 
12 Soi Thong 2A 
13 SolThon9 JA+S 
14 Sol Thong 2,A 
1~ ~~~~~,nQ,~_:+,2 

17 Korn Thong 
: 18 Soi Thong lA 
20 Soi Thong 2A 
27 Soi Thong 1 +2 
28 Korn Thong 

· .-:2~_.Sol Thong _IA . . 

Function Availability G 
~ 

r.l\·r::a3 __________________ ---~--
1 s MT w T F s 

l;I~ . 6 .i > •. ·--~. ~ 1~ 11 1~ 
13 14 15 16 17 18 19 
20 21 22 23 24 25 ··.:26. 
27 28 29 30 

Next Month 1 

General Information 

Functions Avaliability 

Functions Arrangment 

Functions Calculation 

Function Rooms 

Korn Thong 
Soi Thong 
Soi Thong 1A 
Soi Thong ZA 
Soi Thong lA+B 
Soi Thong ZA+B 
Soi Thong 1_:+,2 

Era Golden City Rayong Hotel 530/1 Sukhumv1t Road., Neonpra, Muang Rayong 21000 Thailand 
II Telephone 0-3861-8701-15 Fax 0-3886-1191 : goldencity@hotmail.com 

Figure B.19. Functions - Availability. 

. . 

Era Golden City Rayong Hotel 530/1 Sukhumv1t Road., Neonpra, Muang Rayong 21000 Thailand · -

II Telephone 0-3861-8701-15 Fax 0-3886-1191 : goldencity@hotma1l.com · . 

Figure B.20. Functions -Seat Arrangement and Rooms Size. 
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s~ Gabriel's Library, Au 

· Functions Calculation G 
-~ ,....,,,_,,. 

General Information 

0 r .r. C •t"\.I Hotel Information iaen t '..! Room Reservation 
n.r. { El.>cl;pocker yong JIOte Lon9stay 

Event Managrnent • 
Partnet Company 

Option A : Buffet 120 baht per person 
Option B : Buffet 140 baht per person 
Option C : Buffet 160 baht per person 
Option D : Buffet 180 baht per person 
Option E : Buffet 200 baht per person 
Option F : Buffet 220 baht per person 

mm1mmxm 

Class Room 
Class Room 
Class Room 
Class Room 
Class Room 
Class Room 

Theatre U-set I-set Cocktail Buffet 
Theatre U-set I-set Cocktail Buffet 
Theatre U-set I-set Cocktail Buffet 
Theatre U-set I-set Cocktail Buffet 
Theatre U-set I-set Cocktail Buffet 
Theatre U-set I-set Cocktail Buffet 

Functions Avaliability 

Functions Arrangment 

Functions Calculation 

Option 1 : 1500 baht Per tab el of B people Chinese Table 
Step .2 • Please .select Food Set Option 2 : 2000 baht Per table of 8 people Chinese Table 

Option 3 : 2500 baht Per table of 8 people Chinese Table 
Option 4 : 3000 baht Per table of 8 people Chinese Table 

-'O'""p...:ti"'o""n-'5'-:'-'3:.:5:.:0:.:0:;..;b:.:a::.:h.;.,t'-'P-'e"-r-'t""a b::.:l.=.e...:o;.;.f ...:B_.p:.:e:.:o""p""le'-----"C;.:h;;.inc:e.:::.s;:;.e ...:T.=a.=.bl;.::;e ___ t;,. r~&l~-&03'~• ;ooii~'\.~-i;;Ji.~i!.ssc 
. >>·:;~\.ep 3 (Ent · 

fl,tt Golden City Rayong Hotel 530/1 Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand 

B Telephone 0-3861-8701-15 Fax 0-3886-1191 : goldenaty@hotmail.com • 

Figure B.21. Functions - Food Sets. 

. "· · Functions Calculation G 
. __ _,-_.,-
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\JJ.tn1.1tl1nvhJ 3. \1·>•1utl"1um• 3. \1"•11Jtl1um• 
1\i..;fu 4. 11'.hiin10\i<l"mi1• 4. 11imotJ1n1il<ii 
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v11 .... UR1I~ 9. it~'f'<ll.A~O..J 9. ;;,,...,tJ 
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fl,tt Golden City Rayong Hotel 530/1 Sukhumv1t Road., Neonpra, Muang Rayong 21000 Thailand · . 

. B Telephone o_-3861-8701-15 Fax 0-3886-1191 : goldencity@hotmail.com . . 

Figure B.22. Functions Chinese Table Food Set. 
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GotaenCitJ 
i/yong J{ote[ 

Hotel Information 
Room Reservation 

Backpacker 
long stay 

Event Hanagrnent • 
Partnet Company 

. ~Make Reservation 
~ Now for 20t Discounts! 

Functions Calculation G . ~--.._~ 

General Information 

Functions Avaliability 

Functions Arrangment 

Functions Calculation 

fJa Golden City Rayong Hotel 530/1 Sukhumvit Road., Neonpra, Muang Rayong 21000 Thailand 

B Telephone 0-3861-8701-15 Fax 0-3886-1191: goldencity@hotmail.com 

Figure B.23. Functions - Approximate Cost of Hosting a Function. 
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