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PROJECT FEASIBILITY STUDY ON SMALL BOUTIQUE HOTEL
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Abstract

The purpose of this study is to identify the business
model of the accommodation in order to conduct business in
tourism industry. This study analyzes in 4 dimensions
which are Marketing, Engineering, Management and
Finance to find the feasibility of the project.

The chosen business model is small boutique hotel in
which is projected “Baan Wongtepa Boutique Hotel”. The
feasibility study indicated that there were feasibilities of 4
dimensions.  Marketing study found that there were
strategies that were applied through project which were
SWOT Analysis, Marketing strategy ; Segmentation,
Targeting, Positioning, Product, Price, Place and

Promotion. Engineering study found that project was
needed to settle Thai design and architectural concept for
the uniqueness of the hotel. Management study found that
project had applied 3 departments; management, marketing
department and outsourcing accounting department.
Financial study shown the investment was 5 million Baht. It
is 10 years project, has 5 years and 5 month for period of
return. Net Present Value (NPV) is 4,986,730.89 Baht and
Internal Rate of Return (IRR) is 27.31 percent in a 10 years
project. The result shows that there is feasibility for
business investment.

Keywords — Feasibility Study, Boutique Hotel
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