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Abstract - The study aimed to determine feasibility of travel
agent business that provides services for travelling to Japan.
The study analyzed important risk factors that would affect
the business and presented what would be the suitable
business strategies. The study examined 4 significant
aspects : marketing, engineering, managing and finance.
The study explored two types of travel agents: 1. The
standard travelling agent—which provided its clients with
flight bookings, accommodation bookings and group
tours— 2. The standard full-service travelling agent which
provided its clients with flight bookings, accommodation
bookings, group tours, visa services, travelling consultations,
and customized travelling programs. From the study, it has
been concluded that the standard full-service travelling
agent is the most attractive business. The business shows
promising profits with the average rate of return (ARR) of
251.85%, the payback period of 1 year 1 month and 6 days,
the net present value (NPV) of 6,432,665.08 bath, the
profitability index (PI) of 7.43 and the internal rate of
return (IRR) of 149.45%.

Keywords - Average Rate of Return: ARR, Payback Period:
PB, Net Present Value: NPV, Profitability Index: PI,
Internal Rate of Return: IRR .
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AIUAT .71, 2008-2012 [1]

Destination 2008 2009 2010 2011 2012
Asian
Brunei 4,845 11,620 15,844 12,590 13,446
Cambodia 30,875 21,842 26,455 26,371 27,374
Indonesia 26,716 42,580 54,762 55,193 57,032
Laos 584,618 891,903 888,812 925,830 965,015
Malaysia 1,287,970 1,553,008 1,772,634 1,801,883 1,919,708
Myanmar 32,954 57,876 71,667 69,266 72,029
Philippines 17,516 11,963 14,778 15,446 16,196
Singapore 252,284 274,987 334,961 344,286 386,341
Vietnam 97,375 100,742 112,982 104,005 106,576
China 346,174 215,382 286,500 285,841 303,796
Hong Kong 228,219 161,922 205,800 210,738 224,606
Japan 210,172 227,181 272,932 191,209 202,015
Korea 95,902 114,766 146,541 150,202 162,366
Taiwan 84,803 126,703 157,419 130,060 146,184
Others 44,795 65,996 74,739 69,942 72,035
Total 3,345,218 3,878,471 4,437,826 4,392,862 4,674,719
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