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ABSTRACT

This project examines the development and implementation of an E-commerce
site, eatnow.com, an online restaurant information web site.
Internet is getting very popular now and more and more people are using the
Internet In Thailand Internet users still have to get the confidence and trust in the
Internet, hence this web site will mainly help users find information about where to eat
according to location or cuisine that they desire.
The report will begin with analyzing the e-commerce trend at present, then move
to the existing situation by analyzing the industry and competition in Thailand for
online and offline restaurant infonnation, then it will move to the proposed web site
and how it is much better from the competition. Finally it will show the web plan and
feasibility results for implementing the web site.
This project is a good example for anyone who would like to be online. Basically
the steps before going online are the same. It will guide the person as to what he must
do and the steps to begin. The writer of this report hopes that you will benefit from this
report. Any questions or queries can be sent to .match§w:alla aliasgar@hotmail.com.
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I.

INTRODUCTION TO ECOMMERCE IN THAILAND

Nowadays, the Thai economy is in the recession stage. However, it has already
passed the worst period of the economic crisis and the situation has improved so this is
the right time to do a reinvestment. Therefore, given that the situation of economy and
government are going to stabilize in a short period, the interest rate for loans is
significantly low being a great opportunity for new investors who have plenty of capital
and ideas of innovation and creativity to perform well in the new economy.

Electronic Commerce in Thailand has been set up since 1997 and it does have an
outstanding increase in the popularity of Internet users. Today, the number of the
Internet users in Thailand is around 1.65 million for the year 1999. However, it is
expected to increase to 4 million in year 2000 and 12 million in year 2006. Thus, based
on the particular expectation, it could attract and encourage other enterprises in
Thailand to set up E-commerce activities.

From the general research about E-commerce, it has been stated that the best
selling product on the Internet is information. Thus, at the very first step of trading on
the Internet, all of the Internet users would firstly look for the information before
making the decision to buy those particular stuffs. Moreover, the Internet user would
not appreciate to buy the physical product on the Internet because it is not touchable.
On the other hand, information would be only readable so, it is the reason why the best
selling product on the Internet would be INFORMATION.
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Table 1.1

Table of Products That Have Been Traded on the Internet.
Number

Percentage
76.98
47.48

202

46.33

186

42.66

139

31.88

85

19.5

40

9.17

30

6.88

18

4.13

11

2.52

8

1.83

7

1.61
0.92
0.69
0.23

Source : Thanseadakij Newspaper

Now, the report will focus on the information about restaurants that have plenty
of opportunities to expand the market share on the Internet. Based on the table on the
following page.
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Table 1.2 Table of Expectation of Growth in Popularity of the Internet Users in
Thailand (Year 2000-2005).

Population (M)

62.41

62.91

63.43

63.96

64.96

65.40

Expectation of Situation 1 (Rate of economy growth at 2% per year)
No. ofhosts

32,547

42296

55254

72570

95832

127258

No. of users

712769

926277

1210067

1589275

2098730

2786951

1.14

1.47

1.91

2.48

3.25

4.29

30.0

30.6

31.3

32.1

32.8

33.2

%age

per

total

population
%age of growth

Expectation of Situation 2 (Rate of economy growth at 4% per year)
No. ofhosts

32547

42406

55839

74342

100116

136441

No. ofusers

712769

928683

1222879

1628097

2192546

2988050

total 1.14

1.47

1.91

2.55

3.40

4.60

30.3

31.7

33.1

34.7

36.3

-

%age

per

population
%age of growth

Expectation of Situation 3 (Rate of economy growth at 6% per year)
No. of hosts

32,547

42,516

56,436

76,199

104,752

146,780

No. of users

712,769

931,076

1,235,956

1,668,753

2,294,058

3,214,472

1.14

1.48

1.95

2.61

3.56

4.94

30.6

32.7

35.0

37.5

40.1

%age

per

total

population
%age of growth

Source : Thailand Development Research Institute
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From the Report ofThanseadakij Newspaper (Special Report)

1.

The ratio of Internet users between male and female are 2:1, which could
prove that this could be the right decision to do the web site for the
information of restaurants in Thailand. Therefore, Most of the males would
not like to cook at home, so target market would obviously focus on this
particular market that does not want to do self-cooking.

2.

Moreover, based on the information (figure), this illustrates that on the
segment of age, the Internet users range between the ages of 15-40 years
old. This could be special that most of the people on this segment are
students and young executives.

3.

Looking for the restaurant to suit their needs might be a little bit difficult.
Thus, if we can satisfy their needs by providing location, different cuisine
(Thai I Intercontinental), the customers can find the information after only
having input all the information about their ideal restaurant. The result
being the name of the most suitable restaurant being displayed. This
particular service trend is expected to be very popular in the near future.

Why to use E-Information

"Without competition, there would be no market". E-Marketplace utilizes the
Internet as a tool to create a neutral information center on the web where it allows the
customers to find their restaurant while also allowing the restaurant owner to widen its
market.
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Why to Go online ?
For the Sponsors or the restaurant side
1.

To reach the global market with a click.. anytime ... anywhere -By being on
the internet, the restaurant allows itself to be viewed by many users and
thus by doing so it develops and broadens its customer market.

2.

To reduce sales administration cost - By being on the internet, they reduce
the number of salesmen required to promote their restaurants on special
events.

3.

To improve work:flow efficiency and cost effectiveness - Since cost of
promotion and salesmen and other factors are reduced there is definitely a
benefit for being on the internet.

4.

To advertise, promote and give special offers directly to customers - By
being on the internet, the restaurants can provide offers and promote their
name economically.

5.

To increase speed to market with up-to-date information - If they have to
update their information traditional media of promotion, it would cost them
a lot but by being on the web site, updates can be made :frequently and
easily.

6.

To enhance relationships with customers - Sometimes customers may have
certain questions as to how a certain dish is prepared or how to arrange for
reservations for a big group etc. In this case by being on the web, it offers
additional information to its customers, which, if they did on traditional
media such as newspapers, magazines then it would be quite costly. Besides
this, the internet also acts as an interactive media allowing both parties to
communicate.
5

7.

To enjoy the superior services of our trusted banking and financial partners
online - By being online, they also form alliance with financial partners
who can be a boost to their image especially if they are associated with
foreign banks.

For the Buyer or internet visitor side
1.

To access information anywhere around the clock - The visitor need not
travel or hunt for information, he can do so by sitting at his desk and
searching via the internet.:.

2.

To easily find your wants with a click - With just a click he can get all the
information he requires and the best part is it is found within a few seconds.
It is also selective, if he feels he doesn't need a certain part of information,
he can discard it.

3.

To widen market information and sources - If he wants to know more about
the market and industry, instead of reading thick books and reports with lots
of paper involved, he can do it online. There is also no paperwork involved
unless he decides he needs a particular information and prints it out.

4.

To gain some discounts from the restaurant - To get the best prices of
discounts on a certain restaurant, all the user needs to do is log on and print
out the coupons and go to the restaurant and present it before he pays the
bill.

5.

To have more choices of restaurants - By accessing the internet, the visitor
get a wide variety of selection to choose from, eg. Thai, French, European,
Mexican cuisines etc.

6

6.

To get the latest up=to-date market infonnation - Since the user knows that
the most updated media in the world today is the internet apart from word
of mouth, it will do him benefit to make use of it and get to the latest
infonnation that he requires at his disposal.

7.

To enhance relationship with suppliers - By visiting a web site and asking
infonnation to that particular restaurant about certain things, the users form
a relationship with the supplier and hence when he visits that restaurant, he
is likely to get a good service since he has kind of fonned a bond of
friendship between the restaurant and himself

7

II.

EXISTING SITUATION ANALYSIS

2.1 Industry Analysis

Five-Force Model Analysis
Before analyzing each competitor individually, it would be interesting to analyze
the industry as a whole and see what the industry has to offer for the firm to take
advantage of The Five-Force Model Analysis is a powerful tool for systematically
diagnosing the competitive pressures in a marketplace. In order to better design
successful strategies and enforce them, it is essential to analyze this industry. Given
below is a figure of how a Five-Force model interacts .

•
•
Figure 2.1

Five Force Model
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I.

Rivalry among competing sellers in the industry - This is the strongest of
the five competitive forces, Here what happens is that competitors jockey
for position and customer acceptance. Intelligent use of technology, low
pricing, customer service and merchandise mix is the main basis for
competing and securing a higher market position. Nearly all the online
restaurant information providers use some form of an everyday low pricing.
At the time when I got this idea first, there were hardly 2-3 competitors,
today there are more than a dozen. However some of them are portal sites
offering various information and services and not only just on restaurants.
Hence, the competition is limited to sites like A-roi.com,

and

Bkkmenu.com. The rest offer other services as well, so may not be a big
threat unless they plan to just concentrate on providing information of
restaurants. But if this happens then rivalry will be very intense and low
prices will be offered for customers as price seems to be a very important
criterion when they make decisions.

2.

Bargaining power of Suppliers - Whether the suppliers have a strong power
or a weak power depends on the market conditions of the industry. In this
case, the sponsors I restaurants who are the suppliers have a strong power
since there are quite a lot of online sites that provide restaurant information.
But it depends on them as to how they want the customer to perceive them.
Since assuming that if they placed their name on a portal site that provides
information on mainly computers, it may not get the attention of the
customer unless the customer is looking for information of restaurants. In
this case, the restaurants have the choice to select which web site they want
9

to advertise in and depending on the web site, the range of discount may
differ. Since we are re-intermediaries, the sponsors I restaurants have high
bargaining power since they are one of the main sources of income and they
have the choice to advertise with competitors or substitute sources.

3.

Bargaining power of Buyers - Buyers or users have substantial bargaining
leverage here. Since there is intense competition in the industry, the
customer has a wide selection of web sites and various discounts. Hence
there is no customer loyalty as such, unless there are other factors involved
such as more discounts offered or web site is user friendly. The user will
mainly go to the place that offers the best bargain which means the highest
rate of discount and best information provider offering additional premiums
with convenience. Since most of the competitors web sites offer
information free of charge and it is not price sensitive there is no cost of
switching involved unless there is an opportunity cost of more discounts
being offered. Hence the Bargaining power of the users is high.

4.

Threat of potential new entrants - Just how serious the threats of potential
entrants are to an industry depends on two factors: barriers to entry and
expected reaction of incumbent web sites to new entry. Since the internet is
open to all and no barriers are established with the exception of technical
barriers, barriers to entry are not a serious concern. Hence anyone can open
a web site offering information on restaurants and thus they have the
advantage to use benchmarking since they understand the users' needs
before they enter and thus take away existing users from a web site and
make them their own customers. By doing so, standards are raised very
10
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high and there is intense competition between web sites. So if a new firm
does enter, it will have to provide lots of premiums and novelties making
use of the technology and have a very effective promotion campaign in
order to survive since the existing web sites will defend their market
position aggressively.

5.

Substitute goods - Just how strong the competitive pressures are from
substitute products depends on three factors: (1) whether attractively priced
substitutes are available, (2) how satisfactory the substitutes are in terms of
quality, performance and other attributes, and (3) the ease with which they
can be switched . Newspapers compete with Television for providing news
and advertisements. Internet has taken over providing stock quotes, sports
results and information on a wide scale in a form that does not require bulks
of paper. Yellow pages, magazines, special events, exhibitions are
substitute choices for the internet. They are cheap, have wider range of
prospects and attract awareness easily. In terms of quality and performance,
they are there for the user to see and he does not have to log on the internet.
However if a magazine costs about Baht 50 and the cost of logging on to
the internet is 12 Baht/hour plus 3 Baht for the call, then the substitute
products do not have a high bargaining power because internet is relatively
cheap and more information can be provided there easily for the
convenience of the user.
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SPELT Analysis
Social and Cultural
The Thais generally tend to eat outside. It is in a very seldom case that they can
eat at home. Most of those who work and study generally eat out with their friends or
peers. Although their lunch is not very heavy, their dinner is filling and normally is a
chance for them to chat about the days activities and events. According to Maslow' s
hierarchical needs, one of the needs in the physiological category is the need for food
and the other on a higher level on esteem is the prestige and status. By eating outside at
restaurants, the Thai people tend to unconsciously create a prestige and image for
themselves. But it also depends on what class of restaurant they go to.

Figure 2.2

Maslow's Hierarchy Needs Model
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Political and Economic
The term of political stabilir; if this is existent with the economy will be stable
and grow. If this happens, jobs will be created and people will earn well. Thus they
will search for good fancy restaurants to eat. However, if the economy is not stable
owing to the political situation, then people will eat at roadside stalls to economize.
Nasdaq index has also gone down drastically from about 5,000 to 3,200. Thus,
investors are careful when investing in Cybershops. The faith in Dotcom' s is
decreasing because many commercial Web sites have closed down and several are
bankrupt especially. It is unpredictable how long the present economic crisis in
Thailand will continue and when it will recover.
Legal
The Thai Parliament has failed to pass the "E-Commerce Law" thus affecting the
development ofE-Commerce in Thailand. However the minimum age for a Thai citizen
to bind into a contract is 20 years of age but since we are a reintermediary, it does not
affect us.

Technology
The infrastructure m Thailand is not as developed as the other ASEAN
countries. At present maximum bandwidth is 50 mbps/second. But in the future, it is
expected to be 100 mbps/second. Hence as time passes and infrastructure gets more
developed, the web site will have to be modified accordingly. Given on the following
page is a table of how much time it takes to download a 1OMB file using various
choice.
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Table 2.1

Time Taken to Download a 1OMB File in Thailand.
--

Time

Media
Dial up modem 56 k

25 minutes

ISDN

10 .5 minutes

Home Satellite Dish

3.3 minutes

DSL (Digital Subscriber Lines)

2.5 minutes

Cable modem

1.3 minutes

Tl line

56 seconds
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2.2 Competitor Analysis

Direct competitors (Those sites that are related to restaurant search directly)
A-roi.com

Figure 2.3

Web Image of A-roi.com

Strengths:

1.

The name of the web has precise meaning, everybody in Thailand knows
that
the word "A-roi" means tasty I delicious.

2.

Web Design: A-Roi.com offers its visitors an easy to browse web design
with no complicated links.

3.

A-Roi.com has a strong database. It provides its customers to search for
restaurants in many categories such as by street name, name of restaurant,
type of food, atmosphere and special dishes.

15

4.

A-Roi.com keeps itself up to date with new technology. Currently it offers
its visitors access to its database via WAP (wireless application protocol)
through mobile phones.

5.

It updates infonnation frequently. Lately it provides the searching of
restaurants that are located near the BTS sky train.

6.

A-Roi.com promotes the site by offering its members discount coupons.

Figure 2.4

Web Image of A-roi.com

Weakness:
1.

The name "A-Roi" is well known only by Thai people. Hence it may be
hard to expand its services to tourists that come to Thailand. And the name
has a"-" which can result in error when typing.

2.

Its English language section is not as developed as the Thai section and this
is a big weakness since foreigners like to eat outside as well.

3.

It requires visitors to register before they can print the discount coupons.

This can make some visitors feel bored to complete the registration form.

16

Absorn.com

LET'& GO !OAT!.

Please .lUllQ!tlt. us your restaurant.

....... I~ is.Cl""'!. . :±'I

Or vour i::Jllllfll8Qt i£ afro Vttty -""''''"·
w-,
really hope.to liotar fi'om you and tNtlk yt;u ro< yo...-vi!lit,

~
Try our

.!!fr.:.':.._'lf:·..:~;;.r.-:11_..U.;.t~.

"'11' ~·'):'·11..,At~ll!': ~(... ftf:·~.o:

., ...~~ •'l'!'"~~...~.t).

<":.-..,.,~

c,,._
~-1uu.ur

co-.

Figure 2.5

Web image of Absom.com

Strengths:
1.

The information of the restaurant searched is in details. For instance, the
restaurant is air-conditioned, serves alcohol, accepts what credit card such
as Visa and Master, offers home delivery or not, does it have a smoking
section, the parking area for the customer and lastly how much 1s the
expected price per head.

2.

This site has a short and simple evaluation. Because if it is too long, nobody
will take the time to do it.

3.

The searching engine is very friendly to user.

4.

The web site is of just one page and neatly organized, short and simple.
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Weakness:
1.

The web name Absom does not have a meaning in Thai nor is not related to
food anyway so unless a search is done on which sites offer restaurant
information in Thailand, the site name will not come up on the list.

2.

Each time the visitor clicks, a pop up commercial comes up. This will
eventually annoy the user and he will exit from it.

3.

For the information of the restaurant, it should include business hours and
recommendations that tell the user the restaurant's specialty.

4.

This site should also have an evaluation form for the user to write their own
comments since that is the best resource for knowing how well the site is
doing.

18
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Bkkmenu.com

Figure 2.6 · Web Image ofBkkmenu.com
Strengths:
1.

The name of the web is quite easy to remember.

2.

Web Design: Bkkmenu offers its visitors an easy to browse web design
with detailed information and in English so that both Expatriates and
Thais can find information easily. It is organized in a very systematic way.

3.

Bkkmenu has an unlimited database. It provides its customers to search for
restaurants in many categories such as by food types (steak, sushi,
seafood, bakery etc), food nations (American, Indian, French, Mexican,
etc), services and places (karaoke, pubs, hotel lobby's, internet cafe etc)
and price ranges (100-300, 301- 500, 550 ++).

4.

Bkkmenu allows its users to get involved with the selection and offer their
views and ratings. It also has a page for users to suggest their choice of

19

restaurants thus it makes the web site interactive and the users feel they
play a role in this web site.
5.

It updates information frequently. Lately it provides the listings of new

restaurants.
6.

It does not require the visitor to register so this is a good factor to motivate

the users to tell their friends about the web site.

7.

They had started offiine first by publishing a book and based on that they
have now gone online so it is good for them as they were known before as
well and don't have to prove their worthiness and efficiency to customers.

Figure 2.7

Web Image of Bkkmenu.com

Weakness:

1.

Web Design: The colors are not very attractive and when we entered their
web site, the index page showed pictures of flowers instead of pictures of

20

food. This can be misleading and users may click out from the site upon
seeing flowers.
2.

Although the web site is in English, yet the search is done in Thai so it is
still difficult for the expatriates to make use of it. Once again it may be a
cause for driving away those who cant understand the Thai language.

3.

The web site does not offer any discount coupons or any discount of any
sort to its users, it merely provides information. Sometimes to get
discounts of 25% - 30%, users would select the web site that offers them
discounts especially if that particular restaurant is expensive.

4.

Although they have the advantage of having done well offline, this may
not be the case for them when it comes to go online. They may not be as
successful since many web sites offer this kind of information.
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Figure 2.8

Web Image ofFunthai.com

Strengths:
1.

The web site portrays itself to be the best bilingual (Thai and English)
online restaurant information provider and the search engine is very
simple to use.

2.

Apart from providing restaurant infonnation, it also gives infonnation of
entertainment venues such as massage parlors, spa, cafes, nightclubs etc.
Hence the probability that visitors will come to the site is high.

3.

The restaurant search starts with provinces such as Bangkok, Chiang Mai,
etc. Assuming he has chosen Bangkok , he is taken to areas such as Silom,
Sukhumvit etc. Then lets assume again he selects Silom, he is taken to a
page of cuisine such as International, Thai etc. Ifhe selects Thai then he is
shown a list of restaurants that meet these requirements with additional
information. Hence the search is comprehensive.
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4.

The infonnation for the user is very good. It has business hours,
recommendations that tell the user the restaurant atmosphere and their
specialty.

5.

They have a joint venture with AIS that offers the users 10%-20%
discount at pubs and restaurants in Bangkok so it is a good promotional
campaign for those using GSM to use this site.

6.

The site visual content and the layout are very nicely organized.

Weakness:
1.

After doing a search on the first restaurant the user can't go back and
search another one.

2.

Their navigator button should be bigger or brighter. The user can hardly
see it.

3.

The process of doing the search is cumbersome. It should all be on one
page and allow the user to select then instead of clicking at his selection at
each page. This site should have more graphics such as the picture of
restaurants. This way the visitor will know exactly what to expect. And
this could be a good way to track more customers too. Eg. an image of a
clean restaurant or a pretty waitress.
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Indirect competitors (Those sites that are portal sites but have restaurant search too)

Bkksite.com

Figure 2.9

Web Image ofBkksite.com

Strengths:

1.

These are portal sites that are very well known so they have many
customers.

2.

Since this is a portal site, it means that when people want to find out any
information, they will go to them.

3.

For BangkokSite.com, their database covers 76 provinces of Thailand's
restaurant and they add the restaurants by themselves without waiting for
the restaurant to contact them.

Weakness:
1.

Since this is a variety site, they have too much information in the site. This
makes it difficult for them to manage all the information. Since the site
contains a lot of information, it may be hard for visitors to find the
particular information •
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2.

In the case of BangkokSite.com, although it advertises that its database
covers all 76 provinces, yet they still have very little infom1ation.

3.

Most of these sites do not offer special discount or coupons, they just offer
information which may not be sufficient to entice customers to the web site.
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Pantip.com

Figure 2.10

Web Image ofPantip.com

Strengths:
1.

Web site content are well organized and the layout is user friendly meaning
that information can be found easily depending on what category is needed.

2.

The Graphics of all the provinces and Bangkok are really helpful.

3.

The speed of moving around this web site is very fast because it doesn't
have many graphics.

4.

It lets people add information of their favorite restaurant, so although the

web site is developed by Pantip.com, it is mainly taken care of by the
visitors. Information is comprehensive since it offers not only for Bangkok
but for other provinces as well.
5.

They have online games that give out coupons to their members who
suggest the restaurant.
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6. The domain name pantip.com is well recognized in Thailand because of the
famous Pantip Plaza on Phetburi road.

Weakness:
I. The web site name Pantip.com is associated with Pantip Plaza, hence very few
people would visit this web site to find out information about restaurants. The
majority of the people would go there to learn about latest developments ofIT.
2. They could provide more information to the user. For example, the menu of the
restaurant, the atmosphere of the restaurant, how many can seat, their business
hours.
3. The web site should include a survey so that they know how they are doing and
how users view them. This will improve their site to be an important source and
the visitor will come back again.
4. The search page for restaurants is not on the first page, it is in a subset of some

other page. Hence it may be difficult to find especially if the user does not know
the link or language since this site can be viewed by Thais only or those who
can read the Thai language.
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Web Image of Pop.co.th

Strengths:

1.

The name of the web is short and very easy to remember. Besides this, it is
also. co.th so it is within Thailand. It is a portal site so it has information of

all kinds thus chances of visitors to come are high.
2.

Web Design: Pop.co.th has a very nice web design and has used wonderful
colors that are soothing to the eyes when one visits the web site.

3.

It provides its customers with a vast database and is quite informative to

search for restaurants in many categories such as by street name, name of
restaurant, type of food, price range, and menu.
4.

It provides its visitors with special coupons offering various discounts from

selected restaurants.
5.

It gives detailed pricing information for advertisements and banners.
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6.

The web site is interactive allowing the visitors to take part in its activities
thus making them feel important and involved.
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Web Image of Pop.co.th

Weakness:

1.

Although the name pop.co.th is easy to remember, it is not directly
associated with food rather it is a portal site. So people who are looking for
restaurant infonnation unless they come to this web site and see it, will not
know that they have a restaurant and food selection.

2.

Though there are some parts in English. the majority of the web site is in
Thai language. This is a big weakness since foreigners like to eat outside as
well, so it will lose that portion of the customers.
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Traditional competitors (Magazines, Newspapers, Radio, TV and other media)
These are Magazines, Yellow pages and Newspapers that deal with the daily and
social lifestyle of people such as Bangkok Post, Nation, Sawasdee (Thai Airways
Onboard Magazine) CLEO, LIPS, COSMOPOLITAN and BIGCHILLI. Radio and
Television are used to increase exposure rates. Below are the summarized strengths and
weakness of the conventional media.

Strengths:
1.

Exposure rate of conventional media is very high when compared to the
Internet.

2.

By advertising in social lifestyle magazines, the restaurants can make sure
that their customers are of a high status and at the same time the restaurants
create a name for themselves by being in a well accepted social magazine.

3.

They can advertise and entice customers to visit them by using colorful
attractive coupons offering huge sums of discount.

Weakness:
1.

The cost to advertise is very high and although exposure rate is high, there
is no guarantee that they will benefit from advertising in these kinds of
media. This can also be a reason for having limited information to the user.
For example, magazines charge per page where as TV and Radio charge per
minute on Air.

2.

If advertisement is done on CLEO, LIPS, or COSMOPOLITAN then it is
more likely that the women will read through these advertisements, hence
the men are unaware of it unless their female colleagues inform them.
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3.

These kind of media just provide infonnation whereas on the web sites, the
users can use it to ask questions and be interactive, hence they feel a part of
the web site.

4.

On the web site, there is no control as to how many coupons a user may
print out but on magazines and newspapers, owing to the space cost they
limit their coupons and hence users have less choice.
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2.3 Total Customer Value Analysis
Total Customer Value for Competing Web Sites
1.

Product I Service Value: All of these web sites offer its users a high choice
of information and up to date detailed information of restaurants. They all
offer them choices on how to select them for eg. by location, by cuisine and
by the BTS map, price etc. Apart from this it offers various articles, links
and recipes by restaurants and on cooking. They also have a guest book and
web board so that user can exchange ideas and views. Hence the service
received by the users is of high quality. Some of them even have a WAP
section that is pretty effective since customers need not go on the computer
but can browse via their mobile phones.

2.

Image Value: The sites are quite comprehensive and easy to use but if an
expatriate were to go to some of the sites for instance Aroi.com,
Funthai.com, etc, he would get the feeling that the site is not professional
since it is not well developed in the English version.

3.

Personnel Value: In terms of personnel value for the user, since these sites
are reintermediaries, it just reveals that they are well knowledgeable on the
subject. Apart from this, they have people on standby ready to answer any
questions a user would have thus giving them a sense of satisfaction that
they have made the right selection of web site to find information at.
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Total Customer Cost for Competing Web Sites

1.

Monetary Cost: Basically by accessing the internet, the customer reduces
his cost of gasoline for travelling to seek infonnation by vehicle or by other
means. Especially since the cost of gasoline in Thailand is going up, this
would be a good alternative. By visiting these web sites, he can get
information of all kinds of restaurants and other things related to food for
just the price of the internet and the cost of the telephone call made to the
ISP. Hence, the cost is reduced here for him.

2.

Time Cost: The web sites save time for him which he would have spent
travelling to seek information. He can use that time instead to do something
creative or spend it at his leisure. Also he need not hurry up before time to
go in search for the restaurant, he can do the search on line and leave just in
time to reach the restaurant (assuming there is no traffic).

3.

Energy Cost: Energy wasted to find a good restaurant by physical means
rather than cyber could be used by doing something else instead for
instance going to the gymnasium or swimming etc.

4.

Psychic Cost: There is no psychic cost involved here since these sites just
provide infonnation and do not sell any products. Besides the web sites do
not provide infonnation on anything that requires adult consent or on
anything that a person would feel shy if he got caught seeing it by his
colleagues or family.

Hence the Overall Value for the web sites is "High Satisfaction and relatively cheap."
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Total Customer Value for Traditional competitors

I.

Product I Service Value: All of these offer its users a high choice of
information but it may not be updated as frequently as a web site. Here the
search is not done by choice of location, cuisine, price etc. but these media
just advertise with pictures or text information for the readers to see and if
they are interested they will go to that restaurant else they will skip it. Apart
from this they offer various articles, reviews and recipes by restaurants. If
the information is updated, this is a good choice but provided they are
looking for restaurant information. If the web sites are compared to the
magazines, people who enter the web sites are looking for restaurant
information whereas people who buy magazines may just glance over them
unless the magazines that they have are just about restaurants.

2.

Image Value: In terms of image, these are quite well known and hence their
image has already been established as the information provider. But they
can't control the quality of service that they provided and the choice is
smaller when compared to the web sites.

3.

Personnel Value: Unless they specialize in just restaurant information
provided, the personnel value is not high since they are just a media of
transferring information with intent of gaining from it. Sometimes, they
have telephone numbers asking the customers to call them if they have any
questions but when you call them, the line is either busy or no one picks up.

It doesn't show much of a personnel value for them.
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Total Customer Cost for Traditional competitors

1.

Monetary Cost: The cost of advertising is very high and although exposure
rate is high, there is no guarantee that they will benefit from advertising in
these kinds of media. This can also be a reason for having limited
information to the user. For example, magazines charge per page where as
TV and Radio charge per minute on Air. For the customer, he has to spend
at least 70 Baht for a magazine or 20 Baht on a newspaper to get this
information. However on the web site, he can access information at 24
hours a day and 365 days a year if he has a PC and Internet connection.
Basically by accessing the Internet, the customer reduces his cost of
travelling or other expenditures to seek information.

2.

Time Cost: A lot of time and patience is needed when you find out
information by magazines, The web sites save time for the user and allows
him to spend that time elsewhere. For the restaurants, if new changes are
made to their restaurant and they want to update, they lose time in doing so
whereas on a web site they could do it within a few minutes.

3.

Energy Cost: Energy wasted to find a good restaurant by physical means
rather than cyber could be used by doing something else instead for
instance going to the gymnasium or swimming etc.

4.

Psychic Cost: There is no psychic cost involved here unless the media
selected are pornographic to advertise in.

Hence the Overall Value for traditional competitors is "Reasonable Satisfaction
but very expensive"
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2.4 Need For This Website
At present we have quite a lot of web sites dealing with online restaurant
information, as we have seen from previous sections of this report. But none of them
cater to the needs of the expatriate community who unfortunately cannot read the Thai
language. A-roi.com and Bkkmenu.com have an English version but it is not very well
developed and besides when we see their English version web site, it gives an
unprofessional look with many grammatical errors and spelling mistakes. Hence with
this in mind and also the fact that most of the Thai community who use the Internet are
well versed in the English Language, This web site is made in English. Below are given
some concepts as to what the web site delivers if a user visits it.

Core Need - To satis.fY Hunger - When one is hungry, he I she must eat.
Need - To eat good nourishing delicious food - He I She likes to have good delicious
food

Want - Information ofrestaurant offering healthy fulfillingfood, good atmosphere, nice
music and good service - He I She would like to find out restaurants offering all such
qualities or either ofthem.

Vision
To enhance the competitive edge of the Restaurant Business in the New Internet
Economy by being an information rich center on the electronic marketplace.

Mission
To be the leading Business - Restaurant information provider and be in the marketplace
for buyers and sellers by improving their efficiency in the procurement, sale process,
expand their revenue and profit base, and provide them with up-to-date information as
well as round-the-clock service.
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Objectives
1. To provide online restaurant information.
2. To make use of the database with web design pertinent with the web.
3. To generate revenue from selling advertisements of banners on the site and
offering cooking classes mainly in Bangkok of famous restaurants. Also
selling special VDO's and DVD's from famous restaurants abroad, cooking
utensils and ingredients (but this is at a later stage).
4. To

allow

the

global

market to

anytime ... anywhere.
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find

information with

a

click..

2.5 Demand Analysis And Target Market
After having analyzed the Industry, SPELT, Competitors, SWOT a11d Value &
Cost, there is demand for our service since the trend is to move towards the internet to
find information 24 hours/ 365 days of the year and not to forget that Bangkok's traffic
is chaotic. Thus our web site provides convenience and variety at a low price. From the
graph we can see that the main reason why people log on to the Internet is to search for
information
Primary "'fype of Use
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Age Range ofUsers
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Then it tells us that the users who most frequently use the web site are aged from
20-29 being 57.53% and 30-39 being 22.56% accordingly. This gives a total of
approximately 80% of the population of internet users who use the internet. Yet another
target which is coming up rapidly are the ages of 15-19 which are around 10.32%.
Hence the potential market is around 90% and the future definitely looks bright for the
service sectors that provide information on the web sites. The graphs help us explain
more and give us a clear number of the target market.
Market Targeting
To set up its target market, the web site takes into consideration 3 factors. They
are the gender, age and motive to use the internet. At present we have 1.65 million
users of the Internet in Thailand (source nua.ie). The web site then segments its market
into Demographic using ages 20-40 as criteria. Furthermore, these ages are divided and
those who fall under the Psychographic segmentation are chosen; they are those who
prefer to dine out and who seek information for their use or leisure. Then Behavioral
segmentation is taken into consideration, especially those who are avid surfers of the
internet.
Below is shown how we arrive at our target market and potential customers.
Internet users in Thailand at present: 1.65 Million people
From this 1.65 Million, 80% are in age range of20 - 40
So l.65M x 80% = l.32M approximately
Thus we approximately target 1.32 miIIion people using the internet and this number
will increase as years pass by thus increasing the web sites potential.
Market Segmentation
Demographics
Age between 20 - 40 years old
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Thai population both in Thailand and overseas.
Psycho graphic
Group of people who prefer dining out.
Group of people who are interested to find new infonnation about food.
For example, teacher, chief, food industry,

Behavioral
Enthusiastic and avid user of the internet. One who follows the latest
trends.
Market Positioning
Once the Target market is established, the final message to the user when he
visits our web site is now to be decided such as Positioning. Since the web site will be
complete and hold all kinds of iriformation about restaurants only, the web site will be

using vertical positioning by providing an Integrated information of variety of Thai and
International food to our users. From the graph below we see that approximately
66.68% use the Internet to search information.
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The web site will offer its users the best value information that they can seek on
the Internet regarding restaurant information. Hence the final message in these
prospects mind when they think of www.eatnow.com will be:

"Best place to come to look for information about Restaurants"
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ID. THE PROPOSED WEB SITE

3.1 Competitive Advantage
SWOT Analysis
Strengths:

1. Good name: The name of www.eatnow.com is easy to pronounce and
recognize so that the customers or visitors can easily remember it. This will
encourage them to visit the web site more.
2. Clear vision of the market: Since we are benchmarking this web site, we
know the customers and the restaurants and we know how to build the
service that will bring the two together.
3. English Language: We offer our customers the web site in the English
language so that the expatriate community can understand the contents too.
Besides most of the Thai community using the internet are well versed with
the English Language.
4. Comprehensive range of information: We provide a variety of information
in which the intelligent agents can be applied.

5. User Friendly: Our web will be specifically designed to support their needs
and demand on restaurant information.
6. Precise and Update information: The information will always be up to date.
Customers or visitors will get the reliable infonnation.
7. Rich covered market: Since we aim at both local and international, later on
we can expand our market base which will result in higher advertisements in
the web thus generating more revenue for us.
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8. No Risk, No storage cost: Since we are the infonnation provider and
advertise on the internet, we do not need to stock the physical products thus
reducing the cost of storage.
9. Cooperative Strategy: We will use the cooperative strategy by joining with
other parties especially in advertising to gain the competitive advantage.
10. Virtual Salesman: Our site is a virtual salesman by itself because it is easy
to remember, user friendly, attractive and infonnative.
11. Knowledgeable and friendly staff: We have staff that is both knowledgeable
and eager to please.
Weaknesses:
1. Newly opened web site: Customers or visitors may not know our web site
at the beginning when compared to other conventional methods of
infonnation providers.
Opportunities:

I. Internet World: As the population of daily internet users increases, so will
the need for this service. Changes in the users way of purchasing and
seeking information i.e. moving from physical to cyber. More internet users
expected in the near future.
2. Lower Cost Media: The advertisement on our web site is cheaper compared
to other conventional or traditional media.
3. More convenience: People like to go out for their meals therefore this
provides some opportunity for our web site to open.
4. Competition: At this time we have quite a few direct competitors but none
of them offer it in English so we can stiII capture the market on this kind of
web site.
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5. Traffic: Traffic situation of Bangkok makes the internet more convenient.
6. Update information: Substitute products don't update often owing to the
high cost involved.
Threats:
1. Difficult to control the TQM: Since

we cannot investigate all the

restaurants who are on our site, we can not assure their quality. Therefore
the customers may visit the restaurants and get disappointed.
2. Small Database: Since some of the restaurants may not register with the
Restaurants Association, we may not be able to collect all the names.
3. Dependence on the Economy: In times of recession, people usually do not
go to restaurants to have their food. They find cheaper places or cook it by
themselves. This elim'inates the need to search for the information.
4. Couch potatoes: Some prospects would like to go out rather than become
couch potatoes. However sometimes this is not a threat because people
prefer to get information before they actually go out.
5. Infrastructure:

Thailand

does

not

have

adequate

advanced

telecommunications infrastructure.
6. Emerging web sites offering same service: We need to be prepared for
emerging competitors. Most of our services are designed to build customer
loyalty and it is our hope that our quality of service and up-scale ambiance
wont be easily defeated.
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3.2 Total Customer Value For Eatnow.com
Customer Value
I. Product I Service Value: The web sites offer its users a high choice of
information and up to date detailed information of restaurants. It will offer them
choice on how to select their restaurants for eg. by location and by cuisine.
Apart from this it will allow users to order food online as home delivery or
takeaway at a later stage (this is not done by other web sites till date). Apart
from this it offers various articles and recipes by restaurants and on cooking.
The web site will also offer cooking classes for those who would like to learn
how a certain dish is made and how to make it more tasty. Besides this the web
site offers its visitors discount coupons to be printed or to be sent to their mobile
or pagers via SMS. The web site makes banners for the restaurants based on
their specifications and requirements, which is not done by other web sites till
date. Finally the web site will sell DVD's and Video's of recipes of famous
restaurants abroad in all cuisine. The future plans for the web site are also pretty
promising hence the service received by the users is of high quality.
2. Image Value: The service value that the web site offers is quite comprehensive
and easy to use and the image that the visitor will have is that of the Best Value
web site especially since we are building a community of users. This creates
customer loyalty and enjoyment and builds ties with the web site and the
restaurants. Apart from this we are using the English Language on our web site
and we are well versed and fluent in it so this would indeed create an image of
the best place to find restaurant information in English Language. Hence the
value here is quite high too.
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3. Personnel Value: In tenns of personnel value for the user, the web site is a
reintennediary, the web site will be designed by a professional web master who
has done several web sites in the past so this would give it a high classy touch.
Apart from it, we will answer any queries with 24 hours if it's a working day
else 48 hours. This by itself and the fact that our web site knows the restaurants
well and have a personal contact with them. Our staff will also be trained and
skilled to answer any questions, all this would indeed raise the personnel value
that we are offering.
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Customer Cost
1. Monetary Cost: Basically by accessing the internet, the customer will reduce his
expenditures incurred in travelling to seek information. By visiting the web site,
he can get infonnation of all kinds of restaurants and food for Just the price of
the internet and the cost of the telephone call made to the ISP. Hence, the cost is
reduced. And later on he can even have it delivered to him at home. Besides
this, the coupon can be sent to his mobile or pager too so that saves him too.
2. Time Cost: The web sites save time for him which he would have spent
travelling to seek information. Also he need not hurry up before time to go in
search for the restaurant, he can do the search on line and leave just in time to
reach the restaurant (asswning there is no traffic). Later on when there is home
delivery available, he can· wait for his food at home or office. And in the case of
a takeaway, he can order it and need not waste his time to wait for the food to
be ready because when he reaches the restaurant, the food will be waiting for
him.

3. Energy Cost: Energy wasted to find a good restaurant by physical means rather
than cyber could be used by doing something else instead for instance going to
the gymnasium or swimming etc.
4. Psychic Cost: There is no psychic cost involved here since the site does not sell

any products that require adult consent or anything that a person would feel shy
if he got caught seeing it.
Hence the Overall Value for the Eatnow.com is "High Satisfaction and relatively
cheap.''
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St

3.3 Strategy Formulation
Business Model
Business model in www.eatnow.com is involved with both B2B and B2C. In
B2B, there is a plan to do business with restaurants in Bangkok and metropolitan areas.
In B2C, customers that use the Internet are targeted.

The web site will provide

customers with additional information and services and provide them at a lower cost
than the traditional means. It is a partial cyber marketing, whose purpose is to
reactivate response of restaurants in Thailand that operate business through physical
distribution channels. Direct marketing in terms of both advertisement and distribution
of services is done. Although at a later stage, the web site will allow customers to
purchase yet in the initial stage, its main value would be to provide information.
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3.4 Marketing Strategies
Product
In this web site information of restaurants in Bangkok and Metropolitan areas are
provided. Customers are able to search for useful information that they need and want
from this web site.

Search engine system offers variety, speed and convenience.

Products are divided into the following sections namely:
For the sponsor I restaurant
I. We offer an augmented product. Introduce prospects to fulfill their needs and

vice versa and provide free information for internet users
2. The web site acts as a communication link and collaboration between sponsor
and prospect by offering online content. Restaurants are able to place an
advertisement and banner in the web site.
3. We also offer to make banners for restaurants of their choice and design if they
don't have a logo or a banner as yet. They can do so by going to the link we
have provided and fill in the details and our staff will do the needful.
For the visitor I user
I. Our Product list includes names of restaurants on the web site and in later stages

when E-commerce is more developed in Thailand, we will provide ordering
services such as home delivery, or takeaway etc.
2. The domain name is acting as our brand name, http://www.eatnow.coDL The
web site can be easily found using any search engine because it has the word eat
in it. More will be explained in details when we get to the Promotion Strategy.
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Price
For pricing, the web site will not charge the customer or user anything but will
charge the restaurants for advertising. However in the later stages when selling online
begins to take place then it will charge its customers. In both cases, low cost pricing is
applied to entice users to visit our site and seek benefits and at the same time allow
restaurants to join our web site. For more details on pricing, please see the Benefits on
page. Below is a summary of how the web site pricing works:
For the customer
1. Free of charge for them to search for information.
2. Sell Ingredient I Utensils Online
3. Cooking VDO' s /DVD's on Demand
4. On line order of food· for home delivery or takeaway.
For the sponsor
1. Revenue is earned from sponsors and their advertisement (banner).
2. Free of charge for 3 months for restaurants who would like to place an
advertisement with us for 1 year.
3. Sponsors are charged according to the space they occupy on our web site.
4. Charging for advertisement by others such as banners on our site.
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Place
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. As the popularity of the
internet continues to grow at an exponential rate, easy and affordable access to the
information superhighway is becoming a necessity of life. The web site's domain name
is eatnow.com. It emphasizes the need and urgency with which users will come to the
web site to seek out the best restaurant. Below are given ~ome reasons for selecting this
name.:
1. Domain name is easy to remember.
2. Act as reintermediary. Communicate what sponsor offers to the prospect by
automating, digitizing and providing online content. This allows prospect to
compare best choice and reduces his energy and time cost.
3. We help reduce transportation cost for users by offering them convenience
by telling them eat now.
4. Being online allows prospect to find information 24 hours at his
convemence.
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Promotion
The single most important thing you can do, aside from developing the site, is
publicizing it. Web surfers do not find new sites easily by chance. It is the job of the
web site to get the world out there to be aware of its existence. Here are some ways that
this can be done
Online Advertising
Submit the Web Site to Search Engines
It should come as no surprise that the best place to publicize your new cyber
venture is in cyberspace. Most Web surfers find their way around the Web by using one
search engine or another. For the uninitiated, a search engine is a Web site that allows
the user to type in a word or words that relate to the sites they are looking for. One
mouse-click, and the search engine displays a list of sites that may relate to your topic
of interest.

If this is how people typically find new Web sites, it stands to reason why our

web site should be listed on as many search engines as possible. The more sites they
list, the more useful search engines are, and (hopefully) the more people will use them.
Usage is important because they get most of their revenue from banner advertising those sometimes annoying advertisements that they often see on commercial sites.
Because of their desire to draw in as many people as possible, virtually all search
engines make it easy to add the web site to their list - or at least initiate the process.
This is where it becomes important to distinguish different types of search engines.

Search engines can be broken down into two broad categories. Indexes - The web
site must register their Web page with this type of search engine before someone
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manually adds the Web page to the site's index. Yahoo! is a good example of an
indexed search engine. Spiders - A spider driven site attempts to compile a listing of
every single page on the World Wide Web. To do this, it employs automated software
agents that actually go out on the Web looking for new sites to index. Alta Vista is such
a search engine. Alta Vista eventually lists your site even if the web site is not added
manually. On the other hand, adding the site in this manner speeds up the whole
process; the instant it is done, other people can find your site Below is given a guideline
on how to add URL at Alta Vista:

I. The image contains letters and numbers. These are to be copied in the exact
order, into the box labeled Submission Code (not case-sensitive). 5 URLs are
allowed to be submitted without having to re-enter the Submission Code.

2. Enter the first URL to be added or removed in the box labeled URL to Add or
Remove.

3. Click on the Submit button when the URL is entered to submit.
4. If submission code is correctly entered, it will go to a confirmation page that
tells the status of the first URL submission. If 5 URLs are not already
submitted, then the page will also contain a text box labeled URL to Add or
Remove. Enter the next URL in this box and click on Submit. In this way, 5
URLs can be submitted without re-entering the Submission Code.

Figure 3.1

Image of Alta Vista URL Adding
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Regardless of which type of search engine you visit, adding the web site requires
essentially the same steps. Somewhere on the home page for any given search engine,
there will be a button marked something like Add URL. Clicking this button will go to
an online fonn, where the Web address to register is typed, as well as other infonnation
about the web site. These are the list of some of the search engines:
Name

URL

Yahoo!

www.yahoo.com

Alta Vista

www.altavista.digital.com

Lycos

www.lycos.com

Excite

www.excite.com

WebCrawler

www.webxrawler.com

Infoseek

www.infoseek.com

HotBot

www.hotbot.com

Magellan

www.mckinley.com

MetaCrawler

www.metacrawler.com

Linking with Other web Sites
The point here is that if the site has some relationship with the subject matter on
another site, we will contact the owner of that site to see if we can trade links. These
simple link exchanges benefits both parties involved and, best of all it does not cost
either party.
Banner Link

In the beginning we will not be having big bucks to spend on ad banners, hence
the web site will consider using a banner exchange network. It works like this:the web
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site will join a banner exchange service such as LinkExchange of SmartClicks. The
service guarantees that the web sites ad banner(s) will receive a certain number of
exposures on other member sites. In exchange, the web site must display other
member's banners on its site a certain number of times. Typically, the web site will
receive one exposure for every two that it gives; the exchange companies make their
money by selling the difference to paying advertisers. Most services also provide
statistics on access and click-through rates for your ads.

Using the Newsgroup
With more than 15,000 newsgroups in the Usenet system, finding the most
pertinent place to post a message can be a challenge. Reference.com and Deja Newstwo search engines devoted to· cataloging newsgroup information--mak:e searching
throughout the hierarchies of newsgroup categories relatively painless. Different
newsgroups have different standards for what posts are considered appropriate. Some
welcome polite promotion of relevant sites. The Branding on web requires an
integrated marketing approach. In addition to internet advertising and search links,
successful web marketing also requires a balanced communication mix using
traditional media (Print, TV, Radio), direct marketing, personal selling. Also the most
powerful form of advertising must be used: word of mouth.

Strategy of Banner
Strategy in the banner to be: Short and Sweet; Just our logo. We will register in
all the famous portal sites to gain more recognition from the visitors and also provide
link to our web site. On the following page is the banner that the web site will use.
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Figure 3.2

Image of Banner of Eatnow.com

Conventional Advertising
Exciting as the World Wide Web may seem, the truth is that most people still get
most of their information from printed material. Press release, run advertisements in
various newspapers and magazines, write E-letters, and handing out business cards at
professional get-togethers. Each time the web's name appears in print - no matter
where it is - that is an opportunity to spread the word about the Web site. Here are
some ways of doing it :
1. Magazines I Newspaper that deal with social lifestyle such as Bangkok Post,
Nation, CLEO, COSMOPOLITAN and BIGCHILLI (magazine on
restaurants in Bangkok). We have to consider cost before deciding to place
any advertisement on any media.
2. Brochures I Stickers of web site distributed through sponsors.
Personnel Selling
For the Restaurants, the web site will have two Marketing & Sales executives to
begin with to promote the web site and invite restaurants to advertise and distribute
their coupons with us. The staff will be those who have had previous work experience
in this field before. Apart from this, stickers having the web site's name will be
distributed at special events and promotions such as Food and Hospitality Show etc.
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3.5

Web Development Plan

Concept and Theme
http://www.eatnow.com will act like a library of restaurants. The web site would like to
design the site to possess the following factors:
1. Be able to response quickly to customer's request which focuses on user
convemence
2. Emphasize on providing integrated information to customers.
3. Concentrate on simplicity of web page design.
4. Prefer to use without Frames to increase the loading speed.
5. Maximize the space utilization.
6. Avoid form application processes.
7. Flexible and easy to change.
8. Offer a secure system to create confidence.
The web site would provide a comprehensive range of information on the restaurant
mainly in Thailand. The site will act like a consultant to the visitors, suggest them
variety of restaurants to choose from. It would like to generate a large number of visits
because it generates revenue by selling advertisements on the web.
At the beginning the aim is at only providing information to gain the customers'
hits and sell advertising space. But later on it will provide them with well-known
recipes and the customers can order its ingredient online.
For each page in the web site, the designers ask themselves the following questions:
What do I want my visitors to know here
What do I want my visitors to do at this point
What do I want my visitors to feel right now
And Where do I want my visitors to go next ?
57

By answering these questions the visitors will not be confused regarding the value of
each page on the site.
The following are some features in www.eatnow.com
1. About Us: Background of the company will be provided in this section so that
the customers can get to know us more.

This will help the visitors to get

acquainted with us.
2. Infonnation provided: This section will contain all the comprehensive list of
restaurants in Thailand mainly in Bangkok. Customers will be able to access or
search for information 24 hours a day in a very easy manner. Information will
be indexed in many ways that will enhance customers in searching for
information. No matter what words the visitor keys in, they will get what they
expect to see. The folloWing are the options available for visitors to choose.
3. Browse by Cuisine: For this service, the visitor can select one of the cuisine
types that is available on the database. At the moment, we offer a choice of the
following cuisine: Thai, Chinese, Japanese, Vietnamese, Korean, German,
Italian, Indian, French, Mexican, and Greek. Once the visitor clicks on one of
these ethnic cuisines, he will see a list of all available restaurants under such
cuisine in alphabetical order. For more information about the restaurant, the
visitor can click on the restaurant name and the detail about the location, brief
history, sample menu and contact infonnation will appear. There will also be
the rating service. For each of the restaurant, we give a star for the quality and
the taste; and we give a "$" for the price.
4. Browse by Location: This service will enable the visitor to refer to a specific
area in Bangkok for a list of all available restaurants. Once clicked, the link will
display all districts in Bangkok; and under each district, there will be sub-
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districts for a more thorough search. Under the district or sub-district hyperlink:,
the page will display a list of all available restaurants within that particular
district or sub-district. Similar to the Browsing by Cuisine option, when the
visitor clicks on the restaurant name, the detail about the location, brief history,
sample menu, and contact information of that restaurant will appear.

5. The Cuisine History: This service is designed mainly to provide the visitor a
general background of the history of each ethnic cuisine. The list includes all
the cuisine types that are available on the database, which include Thai,
Chinese, Japanese, Vietnamese, Korean, German, Italian, Indian, French,
Mexican, and Greek. A click on the ethnic cuisine will lead the visitor to a brief
history of the selected cuisine type.
6. The Search Directory: For the quickest way to find a restaurant on the database,
the Search Directory is the best option.

The visitor only needs to type a

restaurant name or a desired district, and the search result will list all relevant
restaurants according to the name or the district of location. Then, a click on
the restaurant name of the location will take the visitor to a more detailed
information about the restaurant.

7. Hot dishes: The secret of how to cook delicious dishes is described here. It will
be divided into the following categories.
(a) How to buy: advise how to select the ingredients
(b) How to cook & eat : advise how to cook appropriately to increase the taste.

8. Discount Zone: Visitors are allowed to print out the special discount coupon or
have it sent to their mobile or pagers via SMS directly which will be used at the
restaurant. This service is provided as a value added to the site so it is given for
free.

59

9. Comments: This service is opened to every visitor who would like to share
their ideas on any restaurants where they can visit. And everyone is invited to
gain access to read these recommendations or post their comments.
10. Top Ten restaurants: We will rank top ten restaurants where people like to dine.
We will create a small questionnaire asking them to write down their most
favorite restaurants and we accumulate the scores from that.
11. What's new?: Providing the customers with the information on food industry
news. It may include the newly opened restaurant, actor's restaurant and so on.
12. Hot Recipe !: Offering customers with a hot menu together with the video
showing how to cook them. Also the ingredients available that the customers
can order online.
13. Contact Us: This link provides details about our business and information about
who we are. The visitor can also give his/her feedback and comments to us by
e-mail.
The web site layout is in Appendix B.
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3. 7 Human Resources Development

Human resource management is one of the most important factors in doing any
business. We need to recruit the right person at the right place for the right job to
utilize the company's resources in the most effective ways.

We classify human

resources part into different functions:
Job recruitment:
We will employ the well-educated person to handle the transactions, as we want
to increase the customers' satisfaction.

Our staff should possess the following

characteristics:
1) Highly skilled
2) Experience in Internet and PC
3) Service minded person as they need to serve variety of customers and handle
all kinds of transactions
Before recruiting any employee, we need to define both job description and job
specification for the suitable positions. After careful consideration, the web site in its
peak stage will employ the following positions with some details as follows :
1. Web master is the person who will manage the online store. He will act as
the shop manager and be able to answer all the questions requested from the
customers. Therefore he should be an expert on the Internet transactions.
He must be educated from a creditable university in the related field.
Experience will be more advantageous.
2. Web programmer is the person who will develop the customer database. He
will be responsible for collecting all the customers' data and arrange it into
the readable and understandable format. The customers database will be
used in creating the necessary strategies to be implemented. So this position
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requires a person who possesses not only the technical skills but also some
creativity as well.
3. Web Designer will be responsible for designing and developing the web
page storefront. He must be highly creative to design the web storefront to
attract customers since the storefront will act like an invitation to customers
to access into our web site and make their decisions. Therefore he should
possess some advertising skills.
4. Web Editor is a person who will be responsible for the web contents. He
must always up date the web site to keep customers informed with the new
incoming news or data. Web editor should be the one who likes to read or
find news. He must be literate and bilingual. An experienced reporter will
be advantageous.
5. Marketing & Sales Executive is one who will develop the strategies to be
implemented in the web site. His responsibilities will include not only the
online activities but also the offiine such as Public Relations, Promotions,
Advertising, and finding sponsors for the web site.. We need a person who
is educated in marketing, possesses good human relation skills and is able to
work independently.

E-commerce education or experience in online

business will be an advantage.
6. Accounting and Financial will be responsible for managing the cash flow,
which is the blood of the company. He will hold the responsibility for all
the financial records including disbursement. He must be educated in the
financial field and have experience.
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Training
We will develop training and seminar programs to educate our people and update
news as often as needed. The seminar will also aim at making relationships among the
staff to enhance the unity. The training will be scheduled according to the situation and
the topics to be discussed by guest speakers with experience in related fields.
Compensation Plan
I) Salary will be payable at the end of the month depending upon the capacity
and the responsibility taken.
2) Benefits include social welfare, discounted treatment and hospitalization.

Based on this, our human resources will give the customer and sponsors a
personnel feeling that they aie being taken care of by well educated and also
experienced staff. Thus the customers or sponsors will not feel insecure or worried
about their accounts being handled, rather on the contrary they will feel assured of good
performance and satisfaction.
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3.8 Feasibility Analysis
Operational Feasibility
1) We emphasize on infonnation management to gain competitive advantage over
the competitor eg., updating infonnation to keep up with the situation.
2) Advertisement will be used as a tool to promote our web site to increase the
customers exposure rate or number of visits.
3) We use co-operative strategies by joining with other partners and offer our
customers variety of services including distributing free discount coupons.
Technology Feasibility
1) We use the Sun Solaris server to manage our web page so our web page is more
secure and also apply an intelligence search engine to enhance customers to
access infonnation faster.
2) MS Frontpage 2000, a powerful web design software is used to support this
system because it is easy to use and has many features.
3) We use Active Server Page (ASP) to manage our SQL database system to
support infonnation expansion in the future.
Economic Feasibility
1) Payment period within 2 years and 25 days.
Schedule Feasibility
I) 1.5 months

Details of Feasibility are on the following pages.
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Alternative Candidates
There are three alternative candidates for the new system as presented below:

Table 3.1. Candidate Matrix.
Cha.ractetistics

Candidate 1

(1) Portion of

Online search I

Same as candidate

Same as candidate

System

information of

1, but more

2

Com~uterize<l

r~iaurnnts,

powerful and more

Brief description of

coupons offered to

flexible to expand

portion of the system

print or as SMS

the portion of

that would be

/ text message and

system to support

computerized in this

Ipurchase ofVDO,

other operations

candidate.

(2) Benefits

IThis solution offers

business benefits gained

intangible benefits

I
I

I
I

Same as Candidate

11, and provides

numerous

from this candidate.

I

Utensils, etc.

Brief description of the

I
II

Candidate J

Candidate 2

/ to user and is

Same as Candidate
2, and this solution

efficient interaction

is not too

between users, and

expensive.

relatively cheap

support large

too. It can support

database.

I

all user
/ requirements

Icurrently.

,

I

(3) Method of Data

i

I Client/Server

Same as Candidate

Processing

/ 1

Same as Candidate

I

1

Generally some

combination of: online, I

I

Ibatch, deferred batch, I

I

II

remote batch, and real

time.
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Table 3.1 Candidate Matrix. (Continued)
Characteristics

Candidate 2

Candidate 1

(4) Servers and

Candidate 3

Servers:

Servers:

Servers:

Clients

Pentium III 600

Same as Candidate

Same as Candidate

A description of the

MHz., HDD 50G,

1butHDD500

12 but HDD 1000

servers and clients

Cache 512 KB.,

GB.

IGB.

needed to support this

RAM256MB.,

RAM512MB.

candidate.

IFloppy Drivel.44
IMB, 4X4X32 CD-

I

Write Drive, with

MS Server Server

I2000, and UPS 650

RAM 1024MB.

I

I

I

I

I

VA

I
I

I

ClientS used by

web site:

I
I
I
I

Clients used·by

web site:

Pentium III

Pentium III 866

~ffiz., HDD 20

CELERON
700MHz., HDD 10

GB, Cache 256

IKB., Ram 128

GB, Cache 256
KB., Ram 64 MB.,

I

. Floppy Drive 1.44

IClients used by
Iweb site:

I

Pentium IV 1.4

I

GB, HDD 30 GB,
Cache 512 KB,

Ram256MB.,

MB., VGA Card 16

VGA Card 32 MB.

MB. Sound Car.I

Sound Card

Live, Value
IMB., CD-ROM 1Live, Value.
IDrive 50X,. with IMonitor 17''. Rest IMonitor 17 " Flat
I Trinitron. Rest is
IMS Windows ME, Iis same as

(5) Software Tools

. VGA Card 8 MB.

. Candidate 1.

. same as Candidate

/ Sound Card Vibra

I

I

I

I i.
I

MS FrontPage

MS FrontPage

needed

2000, HTML,ASP

2000, HTML,ASP

Software tools needed

MS Internet

MS Internet

I

to design.

I

Explorer 5. 0

I

I
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I
I

Explorer 5. 0

1=~::
Explorer 5.0

I

I
I
I

Table 3.1. Candidate Matrix. (Continued)
Characteristics
(6) Application

Candidate 1

Candidate 2

Candidate 3

Custom Solution

Same as

Same as

Candidate 1

Candidate 1

Software

I

A description of the
software to be

I
I

purchased, built,

I
I

accessed, or some
combination of these
techniques.

(7) Storage

I,..,_, "
~ ,f!;!

0"0

I

I
MSSQL

Oracle 8i

Database

Server

Enterprise Edition

Method

7.0

.\.''"''""'
..., •v
vvv.N ~

Brief description of how

organized, and the
storage media would
used.

I

(8) Input nevices

I

Keyboard, mouse

Same as Candidate

Same as Candidate

and

2 Scanners

1

1

Implications

(600Xl200 dpi)

A description of input

with SCSI card

methods used,

requirements and input
consideration
Laser Prinl Server,

(9) Oulpul Devices

I

and

Laser Perimeters,

I

Implications

Dot Matrix Printer,

/

/ Release 8.1.5

I
I
I

I
I

data would be

~ d~scription of output

aev1~es used,

Irequrrements and output
I considerations

15" SVGA

IMomtor.
/
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I
1

Sa.me as Candidale

I1 but 17" Monitor.

I
I

I
I
I

I

I

I
I
ISame as candidate I
1 but 17" Monitor

IFlat Trinitron.

I
I

Table 3.2 Minimum Hardware and Software Requirements for Each Candidate.
---·---

Hardware and Software

Candidate 1

Candidate 2

Candidate 3

x

x

x

Server: Pentium III 600 MHz., HDD
50G, Cache 512 KB., R...\1t1 256 MB.,
Floppy Drivel.44 MB, 4X4X32 CD-

I

Write Drive, with MS Server Server /

I

2000, and UPS 650 VA
/ Client:

Pentium

III

CELERON

I
I

7001vlliz., HDD 10 GB, Cache 256
KB., Ram 64 MB., Floppy Drive 1.44

x

MB., CD-ROM Drive 50X, with MS
Windows ME, VGA Card 8 MB.

x

I

Sound Card Vibra.
Scanner (600Xl200 dpi.) with SCSI

x

card

x

I
I

I
x

x

x
x

Microsoft Windows Server 2000

x
x
x

x

x
x
x
x

Microsoft Internet Information Server

x

x

x

x

x

x

Laser Printer
Ink jet Printer
Dot Matrix Printer

Microsoft Active Server Pages I PHP I
LINUX
i

x

/ Oracle 8i Enterprise Edition 8.1.5

x

· Oracle Developer Release 6.0

x
"V"

..i\.

x

x

x

x

Microsoft Office 2000 Professional

x

Microsoft FrontPage 2000

x

x
x

x
x

Microsoft ·windows 1v1E
. Microsoft Internet Explorer 5.0

69

I
I

I
i

x

Microsoft SQL Server 7.0

I

I
!

I
I

I

Feasibility Analysis
From the Feasibility Matrix below, Candidate 2 is the best overall solution, as it
gets the highest score of 92.20 in ranking.

Feasibility Analysis Matrix.

Table 3.3

Feasibility
Criteria
(1) Onerational

~1any users

d""'·~r•pt'o"

·

of'

l h:: :e;l
Ireceived this
U

L

· solution would

I

Iaccept this
solution, as it
Isupports all

management,
1 and organization

Iperspective.

management accept

1

requirements.

fully supports their

But they are

requirements, and can

I afraid that the

be expanded to
support other

system may not

I support large

Idatabase.
I
I

functions in the

[

Ifuture.

I
I

I

I

I
I Score: 80

I

I

I

M-0" of users and
this candidate, as it

Ibe able to

management highly
accept this solution.
They are convinced that
this solution will meet all
requirements by not
using a long time of
conl>tru<..tion. It can also
be expanded easily to
functions in the future.

functionality.

their

be from both

Iuser,

I

Most of the users and the

required

and

management

I
Political: A

required functionality.
Fully support the

I

I
I

Fully supports the

Supports
the required
functionality.

}0%

Feasibility
Functionality:
A description of
to what degree
the candidate
would benefit
the company
a.id how well
the system
. would work.

Candidate 3

Candidate 2

Candidate 1

Weight

Score: 100
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Score : 100

I
I

Table 3.3

Feasibility Analysis Matrix. (Continued).

Feasibility

(2)

T~chni!<i,l.l

MS FrontPage 2000

MS FrontPage 2000

Oracle can

can easily be used to

can effectively be

effectively be used to

I design and build the

used to design and

design and build the

build. the system with

system. Grade is

MS Internet Explorer

very good at support

which is also needed

large database, but it

in dr-,igning and

may be cornp!cx ami

30%

Feasibility

I
I

sy~~m rn1t

Technology

I;r::~:g:~oes not
I support ASP.
I

:An
IIassessme~t
of

I::::~:7;or

Thr:-rforr M:<::

Int:~et~l~rer 5.0

Iability to

Ineeded to

I::::::·

building the system

I is good at supporting

I

MS Access is easy to

I

use. It can be used to

I

large database. It is

l

stable and provides

manage database

Ivery fast access to

very well, but the

large database. In

I

I

not be large. If the

I addition, it is not I
I complex and not hard

database becomes

I to learn.

will not be able to
work effectively.

I
I
Expertise:

! An assessment
I of the expertise

Ineeded to
.develop,
Ioperate, and

I maintain the

. candidate
!. system.

I
I

size of database must

I

!.

hard to learn.

MS SQL Server 7.0

larger, MS Access

I

1

I

designing and

I desirability of
· technology

building the system

!

to support ASP.

is also needed in

acquire), and

I the computer

Candidate 3

Candidate 2

Candidate 1

Weight

Criteria

I Required to hire a
computer company to

I

I
I
I

I

I
I
I Required to hire a

I computer company to

I

IRequired to hire a
computer company

construct all the
I to construct all the
I construct all the
Isystem and take care Isystem and take care system and take care
of the system
Iof the system.
Iof the system.

I Score : 85

I Score : 90

I
71

Score :95

Table 3.3

Feasibility Analysis Matrix. (Continued)

Feasibility
Criteria
(3)F.conomic

Candidate 1

Weight

Candidate 3
-

30%

Feasibility

Approximately

Payback period:

2 ye-:rrs and 15 rl:iys.

Detailed

Approximately

1

ISee page 74
IScore: 90

calculations:

(4) Schedule

Candidate 2

10%

About 1 month

Approximately

12 y=s '"d 25 "'Y'·

3 years and 4 days.

ISee page 76
IScore: 87

IScore: 75

I

I

See page 78

I

I

I

I

About 1.5 rnontlis

About 2.0 months

I
I

I
I
!

Feasibility
An assessment
of how lung the

solution will

I

take to design

/ Score: 95

II

Score: 90

Score: 80

92.20 (Best Solution)

89.00

and implement.
Ranking

100%

86.00
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Cost/Benefit Analysis for Candidate 1

Table 3.4.

Cost of Candidate I
Cost Items

Year I

Year2

Year 3

Year4

Year5

Fixed Cost (Development Cost)
Computer Server Cost 300 per month

3,600.00

3,600.00

3,600.00

3,600.00

3,600.00

Personal Computer Cost 2 units@27,000

54,000.00

-

-

-

-

Software Cost

5,000.00

I

I

I unit@5,000

I
I

I unit@7,000
j

unit@3,000

I unit@S,000

2,000.00

1,600.00
5,000.00

5,000.00

7,000.00
3,000.00

3,000.00

5,000.00

150,000.W

250,000.00

40,000.00

40,000.00

Maintenance Cost

153,600.00

334.200.00
1-r-

-c -·--

'

Salm Cost:

40,000.00

5,000.00

10,000.00

48/5"'JO.OO

5~,.600J)Q

53,.6.')!).00

25,000.00

I

Managing Director

25,000.00

25,000.00

25,000.00

25,000.00

Web programmer 1 person@l5,000

15,000.00

15,000.00

18,000.00

18,000.00

18,000.00

Marketing & Sales 1 person@l2,000

12,000.00

12,000.00

12,000.00

-

-

Total Monthly Salary Cost

40,000.00

40,000.00

55,000.00

55,000.00

55,000.00

Total Annual SalfilY Cost

480,000.00

480,000.00

660,000.00

660,000.00

660,000.00

6,000.00

6,000.00

6,000.00

6,000.00

6,000.00

ifapcr

6,000.00

6,000.00

6,000.00

6,000.00

6,000.00

Miscellaneous

6,000.00

6,000.00

6,000.00

6,000.00

6,000.00

1.Q f".."',.."'\ f"..".
.c.v,vvv.V'V

1Q ('.."'•."'\('..').
.tu,vvv.vv

l

iS,000.00

1Q f'..')."l,,'V"i,

!

1.0.000 ..,.,,

Office SJJP,Blies & Miscellaneous

i

Cost:

500 per month

Stationery

500 per month j
500 per month
!T~l OS & l-IJsccllur.tCVUS Coot
l

i

1-a no"'....... r."I
.lv,vvv.vv

i

i

i

.r;u,vvv.vv

,.,
~ _..
......... -tt...
!..:,._'.."_.."_. r""-!..
!..U'..."~

Water
Telephone

I•

1)1)!' (\"\
-''.!,.'- '- -•-..!•-•

'll\

I

'2n

!100""

3.,,000
_._
" ..00

""

1

N'('""

1,000 per month

12,000.00

12,000.00

12,000.00

12,000.00

12,000.00

2,000 per month .

24,000.00

24,000.00

24,000.00

24,000.00

24,000.00

Total Utility Cost

66,000.00

66,000.00

66,000.00

66,000.00

66,000.00

Total Ooeratina: Cost

564,000.00

564,000.00

744,000.00

744,000.00

744,000.00

898,200.00

717,600.00

792,600.00

797,600.00

797,600.00

Total Cost

73

i

I

Utility Cost:
!F1r-...
~r-.,:...,.
-------!..'~)

i

I

Table 3.5.

Cost and Benefit Analysis for Candidate 1 (For Benefits, see page 79.).

Cost Items

Year I

Year2
717,600.00

Year3

Year4

792,600.00

797,600.00

Year 5
797,600.00

Total Cost Invested

898,200.00

Accumulated Cost

898,200.00 1,615,800.00 2,408,400.00 3,206,000.00 4,003,600.00

Total Benefits
.~.ccumulated llenefits

418,600.00 I, 147,200.00 2,064,800.00 2,655,000.00 3,314,800.00
., '-!:~ E..00 fl!l 9,600,4.00.00
418,600.00 1,565,800.00 3,630,600.00 E..-,.--_,""""""•V'\I"

·-

Payback Analysis for Candidate 1

Table 3.6. The Comparison of the Accumulated Cost Invested for the Candidate 1
System and Accumulated Benefit from the Candidate 1 System, Baht.
Accumulated
Cost

Accumulated
Benefit

1

898,200.00

418,600.00

- 479,600.00

2

1,615,800.00

1,565,800.00

- 50,000.00

3

2,408,400.00

3,630,600.00

1,222,200.00

4

3,206,000.00

6,285,600.00

3,079,600.00

5

4,003,600.00

9,600,400.00

5,596,800.00

Year

Accumulated
(Benefit - Cost)

As the accumulated (benefit-cost) is negative in the first and second year, but
is positive in the third year, payback period is therefore between the second year and
the third year. Payback period can be calculated as follows:
50,000I(50,000+1,222,200) = .039 year+ 2 = 2.039
2.039 x 12 = 24.468 months or 2 years and 15 days approximately
Therefore, the payback period for Candidate I is about 2 years and 15 days. Please
note that year 1 is the starting point.
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Cost/Benefit Analysis for Candidate 2

Table 3.7

Cost of Candidate 2.

Cost Items
Fix!O! Cost (Development Cost)
Computer Server Cost 600 per month
Personal Computer Cost 2 units@40,000
iSoftware Cost
Network Cost
jLaser Printer
1 unit@l5,000
Ink jet Printer
I unit@5,000
1 •• ... ,-,...,
.n .. 1..r,..· '•r
1 Uillt(§,,000

.

I unit@5,000
1llll"t@5000
, -

i

/Advertising Cost
!MainL"DllllCe Cost
ITotal Fixed Cost

Year l

Year2

Year3

Year4

Year 5

7,200.00
80,000.00
5,000.00
2,400.00

7,200.00

7,200.00

7,200.00

7,200.00

-

-

-

-

-

5,000.00
.,r,000.00
5,000.00
5,00000

i

-

-

!

I

-

366,600.00

I

157,200.00

I

-

15,000.00

-

-

-

I

I 40,000.00
M
! ...~ ,/)()/)
.................
59,200.00
62,200.00
40,000.00

I

I

I

-

i
i

i

I

5,000.00
150,000.00

250,000.00

2,000.00

40,000.00
10,000.00
57,200.00

I

Operating Cost
Salarv Cost·

Managing Director
Web programmer I person@18,000
Marketing & Sales I person@l4,000
Total Monthly Salary Cost

/Total Annual Sa!ID Cost
·Office SYimlies & Miscellaneous
i
Cost:
StatiCllliaj
l 000 per month!
Paper
1000 per month
~·ifis.cell;;r!Ei)ug
l 000 pa.· m-:in!h !

25,000.00
18,000.00

43,000.00
516,000.00

12,000.00

12,000.00
12,000.00
36,000.00

12,000.00
36,000.00

30,000.00
12,000.00

30,000.00
12,000.00

30,000.00
12,000.00

36,000.00
78,000.00
798,000.00

36,000.00
78,000.00

36,000.00
78,000.00

630,000.00

36,000.00
78,000.00
798,000.00

966,000.00

966,000.00

9%,600.00

955,200.00

860,200.00

12,000.00
12.,000.00

Utili!): Cost:
Electricity
Water
Telephone
Total Utility Cost

30,000.00
12,000.00
36,000.00
78,000.00

Tota! Ooeratina ~Q~t
Total Cost

25,000.00
18,000.00
28,000.00
71,000.00
852,000.00

r ..- ..-. :-..-.
1.&.,vvv.vv

12,000.00

36,000.00

3,000 per month

25,000.00
18,000.00
28,000.00
71,000.00
852,000.00

25,000.00
18,000.00
14,000.00
57,000.00
684,000.00

i

Iota! QS & Miscellaneous Cost

2,500 per month
1,000 per month

25,000.00
18,000.00
14,000.00
57,000.00
684,000.00
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12,000.00
12,000.00
!2,000.00
36,000.00

12,000.00
12,000.00
12,000.00
36,000.00

30,000.00
12,000.00

!

1"";

12,000.00

1,025,200.00 1,023,200.00

i
!

Table 3.8.

Cost and Benefit Analysis for Candidate 2 (For Benefits, see page 79.)

Cost Items

Year 1

Total Cost Invested

996,600.00

Accumulated Cost
Total Benefits
Accumulated Benefits

Year2
955,200.00

Year3

Year4

Year 5

860,200.00 1,025,200.00

1,023,200.00

996,600.00
418,600.00

1,951,800.00 2,812,000.00 3,837,200.00
1,147,200.00 2,064,800.00 2,655,000.00

4,860,400.00

418,600.00

1,565,800.00 3,630,600.00 6,285,600.00

9,600,400.00

3,314,800.00

Payback Analysis for Candidate 2

Table 3.9. The Comparison of the Accumulated Cost Invested for the Candidate 2
System and Accumulated Benefit from the Candidate 2 System, Baht.
Accumulated
Cost

Accumulated
Benefit

1

996,600.00

418,600.00

- 578,000.00

2

1,951,800.00

1,565,800.00

- 386,000.00

3

2,812,400.00

3,630,600.00

812,600.00

4

3,837,200.00

6,285,600.00

2,448,400.00

5

4,860,400.00

9,600,400.00

4,740,000.00

Year

Accumulated
(Benefit - Cost)

As the accumulated (benefit-cost) is negative in the first and second year, but
is positive in the third year, payback period is therefore between the second year and
the third year. Payback period can be calculated as follows:
386,000 I (386,000+812,600) = .322 year+ 2 = 2.322
2.322 x 12 = 27.86 months or 2 years and 29 days approximately
Therefore, the payback period for Candidate 2 is about 2 years and 29 days. Please
note that year 1 is the starting point.
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Cost/Benefit Analysis for Candidate 3

Table 3.10. Cost of Candidate 3.
Cost Items
FiKed Cost (Development Cost)
Computer Server Cost 1,200 per month
Personal Computer Cost 2 units@50,000

I

Software Cost
Network Cost
ILaser Printer
Ink jet Printer
!Dot i:vfarrix Prinier

1 unit@l 5,000
1 unit@5,000
1 unit@7,000

Scanner

1 unit@5,000
1 unit@S,000

UPS

Advertising Cost
?vfuintm 0 nce Cost
Total Fixed Cost

Year I

Year2

Year 3

Year4

14,400.00
100,000.00
5,000.00
5,000.00
15,000.00
5,000.00
7,000.00
5,000.00
5,000.00
360,000.00

14,400.00

14,400.00

14,400.00

-

I

2,000.00

I

i

-

!

200,000.00

50,000.00

521,400.00

214,400.00

40,000.00
5,000.00
61,400.00

74,400.00

Operating Cost
Salarv Cost·
Managing Director
Web programmer 1 person@l8,000
Administration & Finance lperson@16,000
Marketing & Sales 1 person@l2,000
Total Monthly Salary Cost
Total Annual Salary Cost

25,000.00
18,000.00
16,000.00
12,000.00
71,000.00
852,000.00

25,000.00
18,000.00

43,000.00
516,000.00

i

-

-

I
I
i
I

40,000.00

I

64,400.00

25,000.00
25,000.00
36,000.00
36,000.00
16,000.00
32,000.00
24,000.00
12,000.00
89,000.00 i 117,000.00
1,068,000.00 1,404,000.00

iPep;:r

Miscellaneous

.Tctl!! OS .e,. ~•.fu=ll=...··o"• Cost

I
I
I

I

25,000.00
36,000.00
32,000.00
24,000.00
117,000.00
1,404,000.00

i
I 000 per month
1000pa-milllth
2000 per month

!

!

i

Office SY!1.l11ies & Miscellaneous
Cost:
Stationery

i

I

! 10,000.00 !

I

!

I

14,400.00

i

5,000.00

-

I
I

I

5,000.00
!

-F=

i
12,000.00
12,000.00

24,000.00
48,000.00

12,000.00
i

12.,000.00

!

24,000.00
48,000.00

12,000.00
12,000.00
24,000.00
48,000.00

12,000.00
12,000.00
24,000.00
411
(\{)
.....,/)/)(\
.................

12,000.00
12,0C-0.00
24,000.00
48,000.00

I
!

I
!

Utilitv Cost:
Electricity
Water
Telephone
Total Utility Cost

3,000 per month
1,000 per month
3,000 permonth

Total Operating Cost
Total Cost

36,000.00
12,000.00
36,000.00
84,000.00

36,000.00
12,000.00
36,000.00
84,000.00

648,000.00

984,000.00

1,169,400.00
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36,000.00
36,000.00
36,000.00
12,000.00
12,000.00
12,000.00
36,000.00
36,000.00
36,000.00
84,000.00
84,000.00
84,000.00
1,200,000.00 1,536,000.00 1,536,000.00

1,198,400.00 1,274,400.00 1,597,400.00 1,600,400.00

!

Table 3.11 Cost and Benefit Analysis for Candidate 3 (For Benefits, see page 79.)

Cost Items
Total Co!lt Tnve!lted

Accumulated Cost
Total ilenefits
Accumulated Benefits

Year2

Year4

Year I
1, 169,400.00

1) 198,400.00

Year3
1,274,400.00

1,597,400.00

Year 5
1,600,400.00

1, 169,400.00

2,367,800.00

3,642,200.00

5,239,600.00

6,840,000.00

418,600.00

1,147,200.00

2,064,800.00

2,655,000.00

J,314,800.00

418,600.00

1,565,800.00

3,630,600.00

6,285,600.00

9,600,400.00

Payback Analysis for Candidate 3

Table 3.12. The Comparison of the Accumulated Cost Invested for the Candidate 3
System and Accumulated Benefit from the Candidate 3 System, Baht.

Year

Accumulated
Cost

1

1, 169,600.00

2

Accumulated
Benefit

Accumulated
(Benefit - Cost)

418,600.00

- 751,000.00

2,367,800.00 .

1,565,800.00

- 802,000.00

3

3,642,200.00

3,630,600.00

- 11,600.00

4

5,239,600.00

6,285,600.00

1,046,000.00

5

6,840,000.00

9,600,400.00

2, 760,400.00

I

As the accumulated (benefit-cost) is negative in the first, second and third
year, but is positive in the fourth year, payback period is therefore between the third
year and the fourth year. Payback period can be calculated as follows:
11,600 I (11,600 + 1,046,000) = .0109 year+ 3 = 3.011
3.011x12 = 36.132 months or 3 years and 4 days approximately
Therefore, the payback period for Candidate 3 is about 3 years and 4 days. Please note
that year I is the starting point.
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Benefit Analysis
(1) Tangible Benefits
Table 3.13.

Benefits achieved per year.

BENEFITS
!ST.YEAR

Baht

Big Banner 5 rotating/week @500 x 52

'

130,000.00

Small Banner 6/week @,300 x 52

93,600.00

Cooking Classes 15% of cost 500,000

75,000.00

Coupons 10@ 1000 x 12

120,000.00

·Total 1~t Year

418,600.00

2NDYEAR
.Big Banner 8 rotating/week @700 x 52

291,200.00

Small Banner 1O/week @400 x 52

208,000.00

Cooking Classes 15% of ~ost 800,000

120,000.00

Coupons (20 @ 1200 x 12) + (20 @ 1000 x 12)

528,000.00

'Total 2nd. Year

1,147,200.00

3RDYEAR
Big Banner 8 rotating/week @1000 x 52

416,000.00

Small Banner 12/week@450 x 52

280,800.00

Cooking Classes 15% of cost 1,200,000

180,000.00

!Coupons (20@ 1200 x 12) + (25@ 1000
!

..-.. i ~ ...-....-.; ............ ' •• ;

.Soecial Utensils

/r~tal 3ra Year

'\TrV'\

. -.

~ i..~.-.~

l c;-. 1

.

x 12)

588,000.00

)00,000.00
110,000.00
2,064,800.00
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Table 3.13.

Benefits achieved per year (Continued).

4THYEAR

Small Banner 12/wcck @500 x 52

520,000.00~
312,000.00

Cooking Classes 15% of cost of 1,400,000

210,000.00

Coupons (20@ 1200 x 12) + (25@ 1000
xl2)
Hot Recipe's in VDO from abroad@ 1000

588,000.00
850,000.00

Special Utensils

175,000.00

Big Banner 10 rotating/week @1000 x 52

Total 4th Year

2,655,000.00

5THYEAR

Baht

Big Banner 14 rotating/wcck@1200 x 52

873,600.00

Small Banner 12/week @550 x 52

343,200.00

Cooking Classes 15% of cost 1,500,000

225,000.00

Coupons (20 @ 1200 x 12) + (30 @ 1000 x 12)

648,000.00

Hot Recipe's in VDO from abroad @ I 000
Special Utensils

1,000,000.00
225,000.00

Total 5tn Year

3,314,800.00

(2) Intangible Benefits
(a) Providing updated information compared to the existing system.

(b) Reducing work processing time and improving the efficiency of the operation
for restaurants who advertise on the web site.
(c) Reducing human error in doing documentation for restaurants.
(d) Providing fast and efficient service to customers who use web site.
(e) Providing up-to-date information and reports to support th~ management's
decision making for the web site owner

(f) Making it easier and faster to search the required information for the visitors.
(g) Making it more convenient for user to access by getting all information at just
one click.
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IV.

4.1

CONCLUSIONS AND RECOMMENDATIONS

Evaluation

The web site needs to evaluate this plan to detennine the feedback from the
strategy. This is considered as an important function to develop on future strategies.
Therefore it outsources and employs Netstat because it is cheap and provides us with
statistics and recommends strategies that will be beneficial for us. In addition, Netstat
offers circulation reports custom-tailored to meet the needs of smaller-scale Web sites.
It offers:

1) Visits by Total, Average per Day and Average Length
2) Pages by Total and Average per Visit
3) Peak Activity
4) Historical data available online for querying
5) Automatic nightly data processing and reports
6) Backups of logs, databases and reports
When we outsource the Web analysis, we avoid the up-front and back-end costs
of investing, upgrading and scaling a software system, not to mention the expense of
training and maintaining administrative support staff. And because they provide
service to hundreds of sites, we benefit from economies of scale. Netstat guarantees
results within 24 hours of receiving data. Custom reports are processed on demand and
often completed in just minutes-24 hours a day, 7 days a week. No matter what, this
also saves us time and the costs associated with keeping our IT staff up-to-date on the
constantly evolving field of Web analysis. Thus, we receive the full benefit of data
management, storage and system support at a fraction of the cost. Hence I think the
benefit of outsource is more than internal assessment.
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4.2

Conclusions

From the Cost/Benefit Analysis, the result is that the payback period for the
optimal solution to implement this web site is approximately 2 years and 25 days. The
proposed web site will be constructed based on the Internet client/server configuration.
All data will be kept in the database server and accessed through the web server. The
user interfaces are implemented on web browser, Microsoft Internet Explorer. So, it is
very convenient for the users to use it since this web browser is user-friendly.

What will make the proposed web site outstanding from its competitors will be its
strong competitive advantage in terms of strengths and Total customer value offered to
the user. Good skillful staff, offering a wide variety of services to both restaurants and
users and the fact that we will send the coupons to the users mobile directly via SMS
are aII examples of our strong advantage over competition.

Hence strong marketing strategies and an economical financial plan in the
beginning years· will result in high income for the web sites in the years to come. The
proposed web site will result in high customer satisfaction and low pricing of
advertisement will allow the restaurants to switch from competition and advertise with
us since we offer them very low prices and increase their exposure rate at the same
time.
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4.3

Recommendations for Future Plan
After the first couple of years, we have plans to further introduce online selling

on the site. We feel that by the year 2003, the majority will overcome the fear of
purchasing on the Internet. Thus we plan to sell VDO's of famous chefs, sell digital
recipes and sell special ingredients and utensils required making various dishes. The
web site will also offer home delivery or takeaways with the restaurants taking
responsibility through the Internet.

In other words, as the confidence in Internet

increases and people begin to buy online, the company will start e-commerce business
to allow the customers to obtain information and order the products via Internet.
Internet makes it easier for the customers to place and order. Therefore, the sales
volume will certainly increase for the restaurants.

Also since the bandwidth will increase and downloading speed will be reduced,
we plan to organize live events on the site regarding special dishes from both domestic
restaurants as well as International restaurants.

From the B-B point of view, the website will allow interaction, purchasing and
exchange of information between restaurants in Bangkok, provinces and Thai
restaurants abroad as well. It will serve as a portal site for busying cooking ingredients
and suppliers can contact the restaurants and deal with them directly as their contact is
already available on the website.

Furthermore, the web site will offer sweepstakes to users who visit our site by
entering them in a contest to eat for free at sponsors' restaurants upon their registration
later on. Also if they buy ingredients I utensils or VDO'S, then we will give them
special discounts for the sponsors restaurants or eat free.
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The company can also use WAP technology in the future, to allow customer to
obtain information and place an order as well as to let the salespersons obtain
information just via their mobile phones. Certainly, this will raise the company's sales
volume, as more people will use WAP mobile phones.

Finally at this stage there is no security since we are just offering information and all
are welcome but when we begin to sell online then we will be using SET since credit
cards will be used. By using SET, neither the restaurant nor our web site will know the
details of the customer, rather they will go directly to the payment gateway where the
account will be cleared and the restaurant paid or the web site paid if they purchase any
products from us. And of course as time passes by, the web site will have new
developments to keep its restaurants and its customer always happy.

84

APPENDIX

A

BANNER PRICING OF EATNOW.COM

Figure A. I

Web Image of Banner Pricing For Eatnow.com
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APPENDIX

B

WEBINTERFACEDESIGNOF EATNOW.COM
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Figure B.l

Web Image oflndex Page ofEatnow.com
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Figure B.2

Web Image of Hot Receipe on Eatnow.com
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Figure B.3

Web Image Showing How to Order Online on Eatnow.com
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Figure B.4

Figure B.5

Web Image Showing How to Join Eatnow.com

Web Image Showing About Us on Eatnow.com
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Figure B.6

Web Image of Coupons on Eatnow.com

For more details of the web site, please visit http://www.eatnow.com alias
bttp://168.120.28.10/=:g4319701/index.html
matchesJYalla__ aliasgar@hotmail.com.
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APPENDIX

C

OTHER WEB SITES OFFERING ONLINE RESTAURANT INFORMATION
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Figure C.1

Web Image of Online Restaurant Information in USA

. http://www.meJromix.CQill

Figure C.2

Web Image of Online Restaurant Information in Dubai I UAE

http://www.diningoutindubai.com
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Figure C.3

Web Image Qf Online .Restaurant Information in PAKISTAN
http· //www apnakarachicom
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Figure C.4
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Web Image of Online Restaurant Information on MSN.com
http://www.msn.com
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