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ABSTRACT

This project has the objective of creating a website www.weekender.com to
provide a secure and fast online hotel booking service which will be trusted by travelers.
So the customers will able to quickly check the room availability to provide them with
an instant reference that will help them in choosing their rooms and dates (Allocations
are based on keeping the manual system updated).

This website project has been developed in order to extend marketing channels
which will be used to increase income, awareness and reliability.

It also aims to

improve the work efficiency, capability, control, decision making and increase
customer's services to make renting the rooms much easier.

Furthermore, this project is designed with the purpose of providing all potential
travelers with necessary information.

This website not only provides helpful

information but also marketing strategies and computerized systems which can be used
to achieve the web's goals and targets.
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I. INTRODUCTION

1.1

Background of Project
The travel industry in Thailand began 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
Weekender Hotel acknowledged that it should perform several activities to support the
hotel business for the future growth of the travel industry. The hotel must create
communication channels giving and posting information 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 form a project called the Virtual
Enterprise Project with the intention of presenting the hotel and relevant information
online,

one-~top-online-service

of the Weekender Hotel's events and accommodation

reservations, channels for promotions, accommodation special deals as mentioned.

1.2

Objectives of Project
The objectives of this project is to construct the additional hotel information

channel by providing visitors with complete, updated and quality information, at the
same time enhancing brand building, brand awareness, category building, and lastly
enhancing of goods and services quality of Weekender 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 project leads the hotel for better a hotel brand
image awareness, and positioning.
1

Additionally this 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)

The project is aimed to reduce the negotiation process between buyer and
selling; therefore, increasing in flow of process.

(3)

After the launch of project, the functions must take up 10 percent of total
functions available

1.3

Scope of Project
This

project

will

focus

on

establishing

a

prototype

website

of

www.weekender.com which are:
( 1) The customers who would like to travel.
( 2) Special Packages information for the customers.
Moreover, the project will include the transaction via the website

1.4

Deliverables

The complete project will be delivered in 3 formats as following:
(1)

The completion of Weekender Project will deliver in the two formats, the

first format is the document of the project including, project introduction, project
analysis, project financial reports and project management.
(2)

The second format is prototype of project Web Site, including Web Site

design.
(3)

Interactive Project Presentation.
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II. LITERATURE REVIEW

2.1

What is E-Commerce
Electronic commerce is an emerging concept that describes the process of buying

and selling or exchanging of products, services and information via computer network
including the Internet.

The term commerce is viewed by some as transactions

conducted between business partners. Therefore, the electronic commerce seems to be
fairly narrow to some people. Thus, many use the term e-business. It refers to a
broader definition of business partners, and conducting electronic transactions within an
organization. According to Lou Gerstner, IBM's CEO: "E-business is all about time
cycle, speed, globalization, enhanced productivity, reaching new customers and sharing
knowledge across institutions for competitive advantage."

2.2

The Benefit to E-Commerce
Few innovations in human history encompass as many potential benefits as E-

commerce does. The global nature if the technology, low cost, opportunity to reach
hundreds of millions of people (projected within 10 years), interactive nature, variety of
possibilities, and resourcefulness and tapid growth of the supporting infrastructures
(especially the Web) result in many potential benefits to organizations, individuals, and
society.

These benefits are just starting to materialize, but they will increase

significantly as E-Commerce expands. It is not surprising that some maintain that the
E-commerce revolution is just "as profound as the change that came with the industrial
revolution"
Benefit to Organizations
The Benefits to Organizations are as follows:
(1)

Electronic commerce expands the marketplace to national markets. With

minimal capital outlay, a company can easily and quickly located more customers, the
3

best suppliers, and the most suitable business partners worldwide. For example, in 1997,
Boeing Corporation reported a savings of 20 percent after a request for a proposal to
manufacture a subsystem was posted on the Internet.

A small vendor in Hungary

answered the request and won the electronic bid. Not only was the subsystem cheaper,
but it was delivered quickly.
(2)

Electronic commerce decreases the cost of creating, processing, distributing,

storing, and retrieving paper-based information.

For example, by introduction an

electronic procurement system, companies can cut the purchasing administrative costs
by as much as 85 percents.
(3)

Electronic commerce allows reduced inventories and overhead by facilitation

"pull"-type supply chain management. In a pull-type system the process starts from
customer orders and uses just-in-time manufacturing.
(4)

The pull-type processing enables expensive cusiomization of products and

services which provides competitive advantage to its implementers.
(5)

Electronic commerce reduces the time between the outlay of capital and the

receipt of products and services.
(6)

Electronic commerce supports business processes reengineering efforts by

changing processes, productivity of salespeople, knowledge workers, and administrators
can increase by 100 percent or more.
(7)

Electronic commerce lowers telecommunications cost - the Internet is much

cheaper.
(8)

Other benefits include improved images, improved customer service, new-

found business partners, simplified processes, compressed time, increased productivity,
eliminating paper, expediting access to information, reduced transportation costs, and
increased flexibility.
4

Benefit to Customers
The benefits of E-Commerce to customers are as follows:
(I)

Electronic commerce enables customers to shop or do other transactions 24

hours a day, all year round, from almost any location.
(2)

Electronic commerce provides customers with more choices; they can select

from many vendors and from more products.
(3)

Electronic commerce frequently provides customers with less expensive

products and services by allowing them to shop in many places and conduct quick
comparisons.
(4)

In some cases, especially with digitized products, E-commerce allows quick

delivery.
(5)

Customers can receive relevant and detailed infom1ation in seconds, rather

tha11 days or weeks.
(6)

Electronic commerce makes it possible to participate in virtual auctions.

(7)

Electronic commerce allows customers to interact with other customers in

electronic communities and exchange ideas as well as compare experiences.
(8)

Electronic commerce facilitates competition, which results in substantial

discounts.
Benefit to Society
The benefits of E-Commerce to society are as follows:
(1)

Electronic commerce enables more individuals to work at home and to do

less traveling for shopping, resulting in less traffic on the roads and lower air pollution.
(2)

Electronic commerce allows some merchandise to be sold at lower prices, so

less affluent people can buy more and increase their standard of living.
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(3)

Electronic commerce enables people in third World countries and rural areas

to enjoy products and services that otherwise are not available to them. This includes
opportunities to learn professions and earn college degrees.
(4)

Electronic commerce facilitates delivery of public services, such as health

care, education, and distribution of government social services at a reduced cost and/or
improved quality. Health-care services, for example, can reach patients in rural areas.
2.3

The Limitations ofE-Commerce

The limitation of E-Commerce can be grouped into technical and non-technical
categories as follows:
Technical Limitation of £-Commerce
The technical limitations of E-Commerce are as follows:
(1)

There is a lace of system security, reliability, standards, and some

communication protocols.
(2)

There is insufficient telecommunication bandwidth.

(3)

The software development tools are still evolving and changing rapidly.

(4)

It is difficult to integrate the internet a!1d £-Commerce software with some

existing applications and databases.
(5)

Vendors may need special Web servers and other infrastructures, in addition

to the network servers.
(6)

Some E-Commerce software might not fit with some hardware, or may be

incompatible with some operating systems or other components.
(7)

As time passes, these limitations will lessen or be overcome; appropriate

planning can minimize their impact.
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Non-technical Limitations
Of the many non-technical limitations that slow the spread of E-Commerce the
following are the major ones, according to a survey conducted by Internet Week (1998).
(1)

Cost and justification (34.8 percent of the respondents).

The cost of

developing E-Commerce in-house can be very high, and mistakes due to lack of
experience may result in delays. There are many opportunities for outsourcing, but
where and how to do it is not a simple issue. Furthermore, to justify the system one
must deal with some intangible benefits (such as improved customer service and the
value of advertisement), which are difficult to quantify.
(2)

Security and privacy (17.2 percent). These issues are especially important in

the B2C area, especially security issues which are perceived to be more serious than
they really are if appropriate encryption is used.

Privacy measures are constantly

improved. Yet, the customers perceived these issues as very important, and, the ECommerce industry has a very long and difficult task of convincing customers that
online transactions and privacy are, in fact, very secure.
(3)

Lack of trust and user resistance (4.4 percent). Customers do not trust an

unknown faceless seller (sometimes

th~y

do not trust even known ones), paperless

transactions, and electronic money. So switching from physical to virtual stores may be
difficult.
(4)

Other limiting factors lack of touch and feel online. Some customers like to

touch items such as clothes and like to know exactly what they are buying.
(a)

Many legal issues are as yet unresolved, and government

regulations

and

standards are not refined

circumstances.
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enough

for

many

(b)

Electronic commerce, as a discipline, is still evolving and

changing rapidly. Many people are looking for a stable area before
they enter into it.
(c)

There are not enough support services. For example, copyright

clearance centers for E-Commerce transactions do not exist, and highquality evaluator, or qualified E-Commerce tax experts, are rare.
(d)

In most applications there are not yet enough sellers and buyers

for profitable E-Commerce operations.
(e)

Electronic commerce could result m a breakdown of human

relationships.
(f)

Accessibility to the Internet is still expensive and/or inconvenient

for many potential customers. (With Web TV, kiosks, and constant
media attention, the critical mass will eventually develop.)
Despite these limitations, rapid progress in E-Commerce is taking place. For
example, the number of people in the United States who buy and sell stocks
electronically increased from 300,000 at the beginning of 1996 to about 5 million in fall
1998. As experience accumulates and technology improves, the ratio of E-Commerce
benefits to cost will increase, resulting in a greater rate of E-Commerce adoption.
The potential benefits may not be convincing enough reasons to start E-Cori.1merce
activities. Much more compelling are the business drivers that may force companies to
engage in E-Commerce, such as the case of Egghead Software.
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III. BUSINESS CONCEPT

3.1

Background of the Company

Weekender Resort & Hotel is located on the southern tip of Samui, approx. 27 kms.
from the airport. Rooms have Satellite TV and a balcony or veranda. Situated right in
the center of Lamai beach, not too far away from the entertainment area, but secluded
enough for guests to enjoy the tranquility of a restful island holiday.
The resort/hotel is a place where you can do as much or as little as you like. Enjoy
Samui as it was meant to be.
Relax and appreciate the fresh breeze off the Gulf of Thailand as you sit by the
beach, enjoy a drink at the beach bar or just find yourself one of the many quiet comers
with your favorite book. Our restaurant will cater for all your tastes. We will spoil you
with our seafood barbecue!
The resort has a beach of soft white sand, crystal clear waters and fringing coconut
palms. It is located in the middle of Lamai beach, not too far away from the
entertainment area, but secluded enough for guests to enjoy the tranquility of a restful
island holiday.
Guest room facilities
The rooms are spacious and they are furnished individually with private bathroom
(shower & bathtub with hot & cold water), air-conditioning with individual control,
mini bar, refrigerator, telephone and color TV (with satellite). Linen service includes
daily supply of beach towels. Two bottles of drinking water are supplied daily free of
charge.
The resort offers several options of accommodation, which include bungalows
(near front entrance to resort), superior & deluxe rooms in 3 separate buildings & Thai

9

styled houses. The 145 rooms are spread over a large area of beautiful landscaped
tropical gardens.
SAMUI - THE UNFORGET ABLE, TRANQUIL & TROPICAL PARADISE AWAITS
YOU
Koh Samui, an exotic tropical island, bathed by crystal clear waters, is the biggest
of a group of several dozen islands in the southern Gulf of Thailand. As one of Asia's
last unspoiled isles, the third largest in Thailand, it has often been envied for its lush,
tranquil environment. Bangkok Airways operates direct flights to Samui from Bangkok,
Phuket and U-Taphao (Pattaya). There are daily direct flights between Samui and
Singapore. Pelangi Airways Malaysia operates scheduled charter flights twice a week
between Samui and Kuala Lumpur, Malaysia. Other international flights are in the
pipeline. Accessibility is also by regular passenger and car ferries & by express boats
from the mainland. Samui is your ultimate escape to an island paradise, still pristine,
but with the good fortune of good modem facilities to savor your taste & pamper you
with luxuries.

3.2

Company Structure
With the continued growth and advances in the hotel market, new up-to-date hotel

plans, additional hotel services and World Wide Web expansion, creating a website is
another option that will help to achieve the company's goals, and increase annual sales
income. Since there is only one office in Bangkok and no branch, it would be hard to
serve customers worldwide. Therefore, it would be interesting to post successful hotel
plans on the Internet market to support current and future growth so that customers can
order the plans directly from www.weekender.com at the competitive price via the
website.
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2G35
Table 3.1. Weekender Hotel's Room Prices.

Daily Rates (Baht)
____
R_o_o_m_T~y~pe_s
_ _ _ _ _ Single

Standard
Deluxe
Thai House

------------

Twin

1600
2000
2500

1400
1800
2200

3.3 How to Generate Revenue
Weekender Hotel generates revenues from selling the rooms for travelers around
the world and package tours which the hotel offers. Furthermore, the hotel also gets
revenues from the restaurant, bar, massage and services.
The Web Site will be used to promote Weekender Hotel brand, and the brand
image of the hotel characteristics as well as educate the potential customers and visitors
of what Weekender Hotel's goods and service is all about.
It is a developing hotel, with an increase of visitor rooms and other entertainment

facilities the Web Site will educate the visitors about an entire category or capability of
goods and services.
Hotel provides the virtual scene environment of visitor accommodations and other
facilities, which are very valuable information for the potential customers efficiency.
The activity of potential visitors and visitors of the web site will be recorded and
analyzed of what sections of the Web Site is the most famous, what kind of rooms have
been viewed, and what is the special requirement that is often required. From the
information collection then the hotel should be able to know what contents and sections
on the web should be developed and improved.
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IV. STRATEGIC AND MARKETING PLAN

4.1 Competitor Analysis
The competitor of Weekender Hotel; is Samui Yatch Club Hotel which Offers the
same price. However, together competitors are offering both services and hotel facility.

Table 4.1. Comparison of Price and Location.
Hotel

Number of Room

Price - Standard Room (baht)

Location

Weekender

143

1,800

124/19 Moo 3 Lamai Beach,
Samui

Hotel
Samui Yatch

125

1,800

Koh Samui,

Club Hotel

(a)

Chaweng & Lamai beaches,

Samui Yatch Club Hotel is, considered the major competitor because it offers the

similar facility at the similar price to Weekender Hotel. The number of rooms and
unctions facility of Samui Y atch Club Hotel is a lot more than what Weekender Hotel is
offering, The Samui Yatch Club Hotel is expanding the hotel facility into entertainment
complex and shopping mall. However, the big size of the hotel makes it lack of
flexibility, and personalized service. Samui Yatch Club Hotel is the only competitor of
Weekender Hotel which is offering Web Site allowing online reservation. The content
of Samui Yatch Club Hotel is as follows;
(1)

Dining

(2)

Entertainment

(3)

Facilities

(4)

Promotion Samui Guide

(5)

Reservations

(6)

Room Types
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(7)

Room rates

(8)

Transportation

4.2 Target Market
The target market of the website includes;
(a)

Potential visitors with middle mcome, who arnve for the purpose of
business and travel

(b)

Existing and Loyal consumers

(c)

Visitors, participators, and follow people of meeting, party, events and
seminars.

(d)

Budget raveland backpackers who are looking for budget accommodation
and flexibility of services.

4.3

Market Segmentation

Geographic -- Thailand
Demographic
(1)

Tourists from Europe, United State and Japan about 70%

(2)

Thai Tourists 30%

(3)

Age between 20-40 years

(4)

Male 70

(5)

Certificate /Diploma or Graduated Education

(6)

Middle to High Income

(7)

Have credit card

%

Female 30

%

Psychographic
( 1)

Hotel Lovers

(2)

Enjoy traveling
13

(3)

Like Sea

(4)

Like nature

(5)

Use Internet

4.4 SWOT Analysis
Strengths
The hotel is operating in the heart of Lamai Beach - Weekender Hotel is located on
Lamai main road, and Weekender Hotel is the only hotel that provides most luxery
rooms and suites among all others resorts around Lamai Beach,
Weakness
(1)

Lack of professionals in electronic commerce management -- consequently

the hotel might have to face such computerized technical problems if the project is
implemented.
(2)

Limited capital and fund.

(3)

Family business and lack of international skills - without any international

rade skill, it still hard for the hotel to reach global market.
.Opportunities
(1)

Increased Internet usage.

(2)

Efficient

information

handling,

comprehensive

selection

and

easy

comparison.
(3)

Control over "what to see".

(4)

No hassle, no pressure from sales people.

(5)

Anytime, Anywhere access.

(6)

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

growth in the hotel reservations.
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Threats
(I)

Technical limitations, lack of software and computer experience

(2)

Security & Privacy

(3)

Pleasure & experience of off line shopping

(4)

Unavailability of computer hardware

(5)

Is not see meaningful value of online over off line shopping

4.5 Marketing Mix (4Ps)
Product
Weekender.com provides the availability of the room and services for both individual
and group of tourists from many countries. Offering the accommodation prices cheaper
for visitors who make online reservations compared to walk-in visitors. Prices may
vary depending on travel season The company has several types of special packages
offer. Product for this purpose incbding 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
Price
Prices are varied for each room and special packages depending on types of the room
and location of the room. The customers select other details in the packages. Anyhow,
kinds of products are also making the selling price of packages differ.
Place
As the Internet has grown in less than a decade from a limited research tool into a global
network consisting of millions of users, the Internet is an increasingly significant
medium for communication, information and trade. Weekender.com is another option
15

that will achieve the company's goals, and increase annual sales income. The name
Weekender.com is the same name as the company name. It is very easy to remember
and reduces conflict and confusion.
Promotion
To persuade customers to become customers of Weekender.com, here are some majors
methods to be used for advertisement:
(1)

Using banner exchange, the most commonly used from of advertising on the

Internet because banners are everywhere. A major advantage of using banners is the
ability to customize them to the target audience.
(2)

Submitting URL to search engines and being listed. The targeted audience

can be locked and the unwanted viewer can be filtered because of the keyword function.
(3)

Chat rooms and Web board where the participants exchange messages in real

time. They can be used to build a community to share their interest.
(4)

E-mail, Send e-mail about interesting packages to target customers.

4.6 Key to Success
Weekender hotel Web Site design needs to satisfy following objective;
( 1)

Providing the Web Site that support the hotel virtual environment scene.

(2)

Providing Web Site structure that could support cu.stomer relationship

management.
(3)

Providing Web Site structure that allows the cooperation of the hotel and

travel agency.
(4)

Providing Web Site structure that could support customer personalization

management.
(5)

Real time room available.

(6)

Providing information for mid-income visitors.
16

The Web Site should be simple, consistency, identity, containing useful content,
user friendly navigation, visual appeal, compatible, design stability and performs
functional stability.

4. 7 Break-even Analysis

Table 4.2. Breakeven Analysis.
Project Cost
Design Cost
System Cost

First year
52,000
13,000

Second
year

__ M9lr11E:!B~ric;e
_
. __
_23,J~Q
_ Total Cost -~---------~--~--·---~~-·--·----_?J_?iQQ_Q_________ ..............._.~--~~L!~.Q
Project revenue
Overnight Stay
Pa_ck§g_e Tour

Night/Room
1,500
675

First Month
45,000
2Q,250

Second
90,000
40,500

...!~_t_a_I_re_v_e~"-~~- _ .. --·-·--·-····-·-c:.1..:l::c7:__,5,____~~------------·····..:;.;:;:.tc:c:.: ............. ····---------~·-····-----·--······--·"··----..~·
Breakeven Period

1112 month
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V. DEVELOPMENT PROCEDURE AND DEVELOPMENT

5.1

Web Interface Design
(1)

(2)

Definition of the site's goal.
(a)

To provide information to customers.

(b)

To draw attention to Weekender Hotel from customers.

Ask Questions.
(a)

What is Weekender.com meaning to you?
(i)

Weekender.com is an online reservation website that provides

adventure tour packages. Packages in website are varied in many
destinations in Asia.
(b)

Why use the name "Weekender.com"?
(i)

The name "Weeke!l.der.com" is same as company's name. It is

short and easy to remember. Moreover, it also relates to products
which is adventure tour package. With this name, it will remind
customers whenever they think about adventure tour.
(c)

(d)

What is the short-term plan?
(i)

Establish the site to be well known locally

(ii)

Promote B2C and B2B e-commerce website

What is the long-term plan?
(i)

To become the best professional e-commerce website

(ii)

To gather interesting topics and articles about traveling to attract

customers.
(iii) To attract well known travel agency companies as much as it can.

-

(3)

Define user experience and audience.
18

(4)

(a)

Existing customers

(b)

New customers

Meaning of the logo

Figure 5.1 Logo.
As the name WEEKENDER already self explains what it is; and the logo of a flying
bird across the Ocean and passing the palm tree represents power of freedom with
coconut leaves represent the island which is full of coconut trees
represents Deep Blue Ocean.
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Koh Samui, an exotic tropical paradise island, bathed by
crystal clear waters,is the biggest of a group of several
dozen islands in the southern Gulf of Thailand. ~-<,,,
As one of Asia's last unspoiled isles, the third larg _ '"''in Thailand, it has often been envied far its lush, _, ~
tranquil environment.
Bangkok Airways operates direct flights to Samul from
Bangkok, Phuket, U-Taphao (Pattaya) and Hua Hin.
There are daily direct flights between Samui and
Singapore. There is also scheduled charter flights
between Samui and Kuala Lumpur, Malaysia, on Thursday
and Sunday. Other international flights are in the pipeline.

Weekender Resort Sr Hotel is located on the southern tip of
Samul island, approximately 24 Kms from the airport, 19 Kms from
town, on Lamai Beach.

Accessibility is also by regular passenger and car ferries and by
express boats from the mainland.
Samui is your ultimate escape to an island paradise, still pristine,
but with the fortune of good modern facilities to savour your taste
& pamper you with luxuries.

Hotels and room facilities at a glance
Move over the icons for details

Slua icons1 available~ Gray iconst not a11allable
Some fadlH:le:s are subject to charges

Email : For any queries or information, Contact us here.

Weekender Resort 8i Hotel
124/19 Moo 3 Lamai Beach, Koh Samui,
Suratthani 94310 Thailand
Tel 1 (66 77) 424429, Fax : (66 77) 424 011

Homepage

Figure 5.5.
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5.1

Booking and Payment Process
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:.~ · 1t.l .l ~. ~ .\
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.··

1. Credit card information &

..

Order No.

Bank

4. Send order no. to bank for
making bank settlement

4. Send voucher to customer
for confirmation

Customer

1. Booking information &
Order No.

II

Weekender.com

3. Room operator
confirm availability

2. Check available
with room operator

.I

Figure 5.6.

(1)

Room Operator

I

E-Commerce in Weekender.com Reservation.

Customers make a reservation on website.
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Customers go to www.weekender.com. After they select room package which
they are interested on website, they have to fill booking details, personal and credit card
information in forms.
(2)

Receive booking summary.
When customers finish booking, booking details, personal information along with

order number will be sent to weekender.com whereas credit card information and order
number will be sent directly to bank. Customers will receive booking summary
immediately for reference.
(3)

Reservation will be confirmed within 24 hours.
Weekender.com will contact room operator urgently for checking availability.

If that tour package can be departed, Weekender.com will send tour voucher for

confirmation the reservation. At the same time, Weekender.com will send customers'
order number to bank for making a bank settlement.
However, if tour can not depart, Weekender.com will send informing e-mail to
customers and also inform to the bank for making a reversal process.
(4)

Print out voucher
After customers receive tour voucher for confirmation, they have to print out

voucher and present to tour operator on departure day

5.3 Security Design
Security is one very important factor. Any exposure can cause a loss or harm the
system, so considering the security both for hardware and software as follows:
( 1)

Date must be input on the same day or the day after the transaction occurred.

In addition, the list of input data must be with and input form.

(2)

Data correction must be made immediately after errors on the data listing

report are found.
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(3)

Report must be produced upon the predetermined number and schedule or

management request as needed. The used report must be kept in sorted files and the
unused reports must be kept in boxes of destruction.
(4)

There must be back up diskettes for all data and programs.

(5)

There must be an Anti Virus program to protect file and program.

Checking virus very often to protect the loss of program. The problem of
timeliness, throughput and accuracy can occur.
All servers set in the back of Firewall only the setting range of IP could pass
through the firewall to admin and control the server. Firewalls had gained popularity as
the ultimate in Internet Security. Internet firewalls were intended to keep the flames of
Internet hell out of private LAN or, to keep the members of LAN pure and chaste by
Firewalls were used for two purposes.
(1)

To keep people (worms/cracker) out.

(2)

To keep people (employees/children) in.
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VI. CONCLUSION AND RECOMMENDATIONS

6.1

Conclusion
Weekender.com is providing visitors around the world with complete information,

fast, updated, easy to understand, good quality and anytime anywhere, at the same time
providing interest and attractive information communication tools with the full function
of links to other pages where information is relevant. With the processing of the project,
responding to customer acquisition faster, offering completeness of virtual services, i.e.,
information provider, reservation, and electronic payment system and allow visitors to
make changes of their plans and accommodation reservation anytime anywhere. 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 from a variety of tour packages.
Lastly, the project will permit the ccmpany for customer relationship management
such as increasing customer personalization.

6.2

Recommendations
Weekender.com can be improved in the following areas:
(1)

Providing multi language services on the website.

(2)

Providing real time help from travelers.

(3)

Providing more packages

(4)

Offering 30% discount for long stay
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APPENDIX A
PRINCIPLE OF CONTRACT

Reservation and Refund Policy

Reservation Policy
(1)

Reservations can be made up 72 hours to 11 months from now. After

customers finish reservation, they will receive booking summary immediately.
(2)

Reservation will be confirmed within 24 hours. Customers will receive

booking voucher by an e-mail for confirmation.
(3)

Credit Card Holder must be a member of the party requesting service or

must be able to verify the relationship between the credit card holder and the user of the
booking request.
(4)

Guests aged 12 or under are considered as children, unless otherwise stated.

Refund Policy
If unexpected circumstances should arise and impact customers holidays plans,

Weekender.com will procedures and refund customer's money. Rates of refund are
derived from the company suppliers 'requirements, an<l can be summarized as follows:
( 1)

Cancellation 30 days or more before trip commencement -- full refund

(2)

15-30 days - 70% will be refunded

(3)

7-14 days-50% will be refunded

(4)

Less than 7 days --no refunded

The refund will be made through bank transfer or through customers' credit card,
depending on the original method of purchase.
If customers purchase was made through a credit card, amount they receive will

reflect a 3% deduction from the full price as a result of the processing ... charged by the
credit card company. Additionally, although Weekender.com will instruct the bank
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handle the crediting process immediately upon notification of cancellation, it could take
up several weeks for the actual crediting to take place, depending on Bank's practice.
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