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ABSTRACT 

Tourism or hospitality industry in Thailand hosted over 30million people 

on annually basis. This contributes to over 10% of Thai GDP and increasing. Thailand 

is becoming one of the top destinations for tourists despite recent floods and political 

issues. There is potential that this sector will grow much further. This study and 

internship will take you through the micro level of the hotel business Siam@Siam 

where I undertook my internship.  

Hospitality industry is a very competitive nowadays. Customers are 

seeking for a good lifestyle but yet value for money. Hotels cannot just compete only 

on prices anymore. They need to compete on the quality of the product, facilities and 

services. The purpose of this internship is to seek and help the chosen hotel to improve 

on all area if possible. The place of intern was Siam@Siam Bangkok. The internship 

was three months long and I was the understudy to the Managing Director, Khun 

Pratarnporn Phornprapha. The aim was to identify problems, fix, improve and made 

further recommendations. 
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CHAPTER I 

INTRODUCTION 

 

 

1.1  Executive Summary 

In order to increase the customer base for Siam@Siam brand, the company 

should consider following actions: 

1. Siam@Siam needs to improve and expand their marketing channels. 

The online bookings have been relatively low comparing to tour booking. This means 

that Siam@Siam should find a way to communicate with their potential customer. 

They must make their hotel more accessible. The strategy would be partnership with 

existing online booking website, make use of existing customers details which can be 

useful with use social media.  

Moreover, Social media will allow Siam@siam to gather feedback from 

customers. The data gathered can be used to improve the services provided. This will 

hopefully improve number of returning customers. Social media will also help promote 

other products within the hotel such as Spa Ten. La Vue (French restaurant), the Roof 

(roof top bar) and other events that hotel holds.  

2. Furthermore, Siam@Siam should find a way to complement itself with 

other family businesses such as 3 golf courses in Pattaya for example. Since Siam@siam 

is also a consultant firm for hospitality businesses taking on new businesses partner is 

a must and allying itself with other family business has a great comparative advantage. 

Looking at other companies under Siam Kolakarn group, there are a lot of travelling 

and booking under a private Tour Company. 

Siam@siam marketing department has actually been dealing with all kind 

of travelling agencies, airlines and other hotels for many years. They can capitalize on 

this if they expand their services to “tour level”. Therefore, it is advisable for Siam@siam 

to expand its marketing force. 
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A way in which Siam@Siam can boost its performance is to look after all 

travelling transactions within all the companies under Siam Kolakarn. In other words, 

all company have to do their travelling and booking through Siam@Siam. Lastly, KPI 

should be set up for customer satisfaction on all services. 

 

 

1.2  Background of Siam@Siam 

Siam@Siam was established in 2003 when the owner and CEO Phornpinit 

Phornprapha announced that he would turn a family-owned land into a hotel. His 

decision was basing on his love for traveling and his passion for service. He sees that 

Thailand and Thai people by nature are service-minded, he wants to bring the best out 

of the culture by mixing it with a hip industrial design, a blend of Thai culture with 

industrial modernization era. Siam@Siam is a family-owned business. Originally 200 

million baht worth of capital was invested in 2003.  

Siam@Siam is located at Rama 1 Road, Wang Mai, Patumwan, Bangkok 

10330, Thailand. There are 203 rooms available in 4 different designs. The main theme 

of the hotel is an industrial hip hotel with a blend of Thai culture at the heart of Bangkok. 

The hotel consists of outstanding facilities such as Spa Ten, a newly invested 80 

million baht restaurant “La Vue” and the roof sky dining. In 2010, the total assets of 

Siam@Siam are well over 600 million baht. 

 

 

1.3  Internship Details 

I was assigned to work under Miss Pratarnporn Phornprapha, a young 

enthusiastic manager, who graduated from a leading school in Hotel Management from 

Switzerland. She is a daughter of the owner and CEO, Mr. Pornpinit Phornprapha. She is 

the project development manager as well as a director. I had a pleasure of joining her for a 

little over 3 months starting in October 2011 and ending my internship in January 2012.  

I worked with her in the project development as well as overseeing the 

hotel operation. I was lucky enough that the owner allowed me to look into any part of 

the hotel operation that I wish. The aim of internship was to improve the corporate in 
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any way that I was involved with. The daily work includes looking at the day-to-day 

operation of facilities and how it runs; try to take notes on both problem and opportunity.  

As time went by I also interacted with other staffs from their family businesses 

which really amaze me on how big the family business really is. They have Nissan, 

Komatsu, SBrand, Daikin, Yamaha music school and Siam country club and many 

more businesses in their portfolio. 
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CHAPTER II 

SWOT ANALYSIS 

 

 

The SWOT analysis addresses the strengths and weakness within Siam @ 

Siam Design Hotel & Resort and the opportunities and threats that exist in our market. 

This analysis highlights areas to be leveraged and points out where we must plan within 

the firm and within our Thai industry hotel. 

 

Table 2.1  Product Analysis : Siam@Siam Design Hotel & Resort 

STRENGTHS WEAKNESSES 

 Central location for business and major 

shopping Center 

 The doorstep of the Skytrain and all  

major transit links. 

 Awarded “Spa10” with product range 

Dermalogica. 

 Outstanding concept of “Party House” 

offering value for money. 

 Image due to market perception 

 No banquet facilities 

 No variety of outlets (F&B) 

 Limited  reservations network / system 

 Limited parking space 

OPPORTUNITIES THREATS 

 Growing market awareness of hotel  

and new facilities. 

 Opportunity to accommodate 

customers from new “Royal Paragon 

Hall” at Siam Paragon when they have 

big event. 

 High-profile special events to create 

traffic into hotel from target market 

 Recognition and Rewards Programs 

forRepeating Guests” and “Bookers”  

 Continuing effects of world economic 

crisis. 

 Political instability of Thailand. 

 Oversupply of hotel rooms in Bangkok. 

 Rampant rate under-cutting among 

hotels. 

 

 

 

 



5 

According to Product Analysis Table, Siam@Siam hotel’s location is 

considered as its strength. It's ideally located for business center and shopping in the 

main large malls such as Siam Paragon, Siam Center, Siam Discovery, Siam Center 

and MBK. It is doorstep with the skytrain and all major transit links which means getting 

around is easy. Furthermore, it is only a short journey going by taxi to all the major 

sites. Spa 10 is one of its strength. It is the unique massage and spa environment at 

Siam@Siam. Located high above the busy street life of Bangkok, it is a serene place to 

revitalize body and mind with tailored treatments. The product used at spa 10 is on the 

international product range Dermalogica which is the skin care system researched and 

developed by The International Dermal Institute. The other strength of Siam@Siam is 

Party House which is an outstanding conceptual bar and restaurant offering value for 

money. It is designed in a concept deriving from an atmospheric city dining versus 

home kitchen. This venue mixes the contrast of its home style décor with industrial 

designs and audio visual entertainment.  

On the other hand, Siam@Siam has its weaknesses. Its image of design does 

not align with customer perception. Customer familiars with certain designs such as 

luxury or boutique design but the design of Siam@Siam is based on a factory character, 

which makes the hotel looks like an industrial hip design hotel. The customer may not 

be familiar with its unique design. No banquet facility at Siam@Siam is one of its 

weaknesses .Hotel has no special space to held the banquet ,it will adjust Bar10 to held 

the event and will support 160 attendees at maximum, thus the hotel also lose the 

opportunity from the attendee that always stays at the banquet venue. Regarding to food 

and beverage department, food and beverage outlet is not various. There are two 

restaurants and three bars while other competitors have at least 5 restaurants. The limited 

online booking is also considered as its weakness. There are two ways to book online 

on its website and agoda website. The other weakness of Siam@Siam is limited parking 

space which is inconvenient to customer. 

Regarding to its opportunities, firstly, market awareness of hotel and new 

facilities is growing. The visitors, attending Thailand tourism exhibitions hold in both 

Thailand and overseas, are increasing. Wonderful Thailand Wonderful World 2012, 

the Thai domestic tourism fair held at Impact Arena, had 250,000 visitors both Thai 

and foreigner while having 190,000 visitors last year. Thai Fest 2012 held in Tokyo, 
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Japan had 30,000 visitors which is more than last year for 10%. Secondly, Siam@Siam 

has an opportunity to accommodate the customers who attend the event at Siam Paragon 

Hall which is the hotel’s neighboring venue. Siam Paragon Hall is occupied for 10-12 

events a month which has the attendee for 500-80,000 in each event. Besides that, 

Siam@Siam created its own high-profile events which align with the hotel target market 

to recruit the customer into the hotel such as International Underground DJ's Monthly 

at Party House One, The Returner Exclusive Cocktail Session with Toshiaki Aizu, TV 

Champion Winner Bartender @ Bar Eleven.  

Siam@Siam’s threats were caused by these reasons. Firstly, the continuing 

effects of world economic crisis which decreased the customer power purchase. The 

political instability of Thailand is also considered as its threat because it reduced Thailand 

creditability. Furthermore, Siam@Siam’s is located nearly Rajaprasong where is the 

main location of the political protesters which might cause the customer unsecured. 

Another threat is the oversupply of the hotel room in Bangkok. The city’s supply was 

expanded 2,000 rooms last year. Presently, mid-scale hotel rooms of 19 international 

and local chains total 6,037 with average occupancy at 59.8% and a daily room rate of 

2,235 baht. This oversupply may reduce the occupancy and come another threat which 

is the price war among the hotel to make them more competitive.       

In conclusion of product analysis, Siam@Siam has its strength on the strategic 

location where is the hearted area of Bangkok but needs to concern the critical threat 

which is the oversupply of hotel room in the same area which may come the price 

competition. 
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Figure 2.1  Thailand : Tourist Arrivals from 1998 till Second Quarter 2013. 
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CHAPTER III 

DATA COLLECTION 

 

 

3.1  Data Collection 

 

Table 3.1  Data Collection – occupancy rate in percentage 

 2009 2010 2011 

January 79.15 88.83 85.33 

February 80.93 87.91 90.04 

March 84.44 86.11 82.63 

April 66.45 57.13 78.01 

May 55.25 14.95 62.31 

June 54.25 23.05 63.73 

July 66.85 51.80 86.40 

August 80.14 56.41 85.11 

September 79.49 62.36 85.70 

October 84.95 69.98 76.86 

November 90.95 84.20 73.05 

December 82.01 71.86 77.10 

Annually Average 75.39 62.75 78.81 
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Figure 3.1  Data Collection – Occupancy rate in percentage 
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3.2  Data Analysis 

Data from figure 1 is the graph that was created from table 2. The data was 

gathered from Siam@Siam customer record database. From the data collected on room 

occupancy rate. It is clear that during April to July, Siam@Siam hotel and Spa occupancy 

rate is at its lowest. This pattern has been continuing for the last three years and it has 

become a concern to management team. However, once we look deep into the problem 

we can clearly say that low occupancy rate was out of our control. External factors 

have been affecting the tourism of Thailand overall. From appendix 1, the data coincide 

with the data from table 2 and figure 1.  

In 2009, there was a red shirt riots throughout Bangkok during “Songkran” 

period, causing many countries to announce that Bangkok was not a safe zone to travel 

to. This was the start of the spiral. Throughout 2009 to 2011, the political situation in 

Thailand has been very unstable. In 2010, once again during the “Songkran” period, 

red shirts moved toward Bangkok and close down Ratchaprasong junction. The event 

lasted for 2 months and caused over 2000 casualties and 91 deaths.  

This shows that external factor has a great consequence with the occupancy 

rate of the hotel. The political instability really hindered tourism within Thailand 
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CHAPTER IV 

PROBLEM STATEMENT 

 

 

4.1  Key Consideration 

Problem Statement: “How can Siam@Siam improve number of customers?” 

 There are a few areas in which Siam@Siam can improve on and 

certain things that can be bring in to add on to the existing services. 

Perspective/Context: Strong competition from other hotel chains. 

 Despite being in a great location with BTS located nearby, Siam@Siam 

is surrounded by other hotel chains which are very competitive.  

Criteria for success: Increase customer base, Use connection within Siam Kolakarn 

group, external factor which is government policy which encourage tourism. 

 Tourism relies heavily on government policy and politics. If Thai 

politics become more stable then tourism should recover.  

 Within Siam Kolakarn there are many companies if all the inbounding 

guests could be listed as customers then the customer database would increase not to 

mention the increase in awareness as well. 

Key Stakeholder: Owner, Director, Customer, Competitors, Tour Company, Web 

Reservation Company. 

Constraints within connection space: Try to separate hotel business with other family 

businesses. 

Scope of solution space: Focus on how to gain more customers without interfering 

too much with daily hotel operations 

 

 

 

 
 



12 

4.2  Problem Statement 

“How can Siam@Siam improve number of customers?” 

Defining Customer group for problem statement and recommendation 

1. Primary focus on Medium Level Tourist from Europe and Asia Pacific 

who would like to plan their own trip with room reservation through Web site and 

receive the least effect from the economic crisis; such as honeymooners and medium 

income earners. These are the people who plan and organize then own trip including 

booking flights and hotels. We need to make the hotel more accessible to them so that 

they are aware of our services, location and price range. 

2. Secondary focus on General Tourist Group who need well organize 

schedule with fixed period i.e. Package Tour.These are the group of people that 

purchase their holiday via tour service. We need to maintain our close ties with Tour 

companies or have our own services which can organise group tour from abroad. 

These will expand our customer base. 

Corporate clients from International Businessmen or owning company from 

medium and small business.We want to be the preference destination for businessmen 

who are looking for a high quality service hotel and facilities for a relatively cheap price in 

the prime area of bangkok. We need to make our hotel more accessible and introducing 

more partnership (such as golf courses) or more destination (see recommendation in 

building a hotel in Pattaya). 
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Figure 4.1  Issue Tree Analysis 
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The Issue Tree Analysis chart shows the approach to solve the problem 

statement “How can Siam@Siam increase number of customers?”  

According to the problem statement, there are two approaches that are 

suggested in order to solve it as shown below. 

 

4.2.1  Improve and expand marketing campaign 

Using the integrated marketing communication can build more brand 

awareness to customer, attract customer by the intersting offer. It can be occurred by 

doing as below. 

4.2.1.1  Improve internal marketing services 

To implement this can do by  

1) Creating idea to provide convenient service for example tie 

in with online marketing such as expedia or update online website and social media 

such as facebook.com twitter, tumblr. 

Creating facebook page is highly recommended for initiating 

social media.Facebook is no cost marketing that can post photo, message and other medias 

such as video easily. The company can have interactive comunication with customers 

by posting comments on the company’s wall that can make the company know better 

about the customers. 

2) Using customer relationship management (CRM) is the 

way to make the customers feel that they are still the important persons to the company. 

Using CRM can do by sending an email or card on the customer’s birthday or special 

occasion or open free space on company’s website or facebook that customer can share 

their comments or photo taken while they were staying at the hotel.  

4.2.1.2  Look for external marketing opportunity 

To implement this can do by 

1) Arrangement Japanese tour company thus the company 

should provide training for the existing staff in customer service by Human Resource 

department or outsourcing company. To make arrangement happen, the company may 

creat the event such as golf competition and invite them to have a meal after match 

finish. 
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2) Creating a sister company who look after external tour market, 

the company can go through other related company chain under control and use those 

connection. Hiring new staff is also needed. 

 

4.2.2  Expand Branches 

Building new branch can increase more options for customer, customer base 

and customer attractions. Tables below are the feasibility for the potential new hotel in 

Pattaya.  
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Table 4.1  Expected Room rate 
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Table 4.1  Expected Room rate (cont.) 
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Table 4.2  10 years fiscal plan for Siam@Siam Pattaya 
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Table 4.2  10 years fiscal plan for Siam@Siam Pattaya (cont.) 
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Table 4.3  Preliminary Budget 

 

 

 

 

 

 

 

 

 Siam at Pattaya Project
Preliminary  Budget No. B-01/11 Date : August 31, 2011  

Baht Depreciation Estimated Remarks
A Total Project cost   Depreciation/Yr  
1 Land 153,000,000         - -                       
2 Building 338,400,000         5% 16,920,000           
3 Infrastructure, M&E 154,300,080         10% 15,430,008            
4 Interior 142,000,000         10% 14,200,000            

4.2 Landscape 2,000,000             10% 200,000               
5 Design& Profess. Fees 21,850,000           10% 2,185,000            
6 FF&E-1 14,496,800           10% 1,449,680            

6.1 FF&E-2 52,242,949           20% 10,448,590          
7 Project Management 7,109,590             20% 1,421,918            
8 Pre-Opening( Inventory) 24,791,519           20% 4,958,304            

757,190,938         67,213,500          
9 Vat 7% 51,188,902           Refund

10 Contingency -                        
Total Project Cost Exc. Land 808,379,840         

Total Project   Cost 961,379,840         

B Project Financing: Bt.
Equity 250,000,000         

Term Loan 650,000,000         

Bridge Loan 61,400,000           

961,400,000         

Debt:Equity 2.85                      

Cost of Debt
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Table 4.4  Preliminary Payment Schedule 
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Figure 4.2  Structure Analysis 
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According to Structure Analysis, it is possible that Siam@Siam hotel can 

increase number of its customer. There are two hypothesises that should be considered. 

 GDP performance has been relatively low considering the potential that the 

country can achieve. The politics situation and the natural disaster affected all industries. 

Countries from all over the world have declared Bangkok to be unsafe. However, even 

with the low GDP, unstable politic situations and natural the disasters, Table 3.1 suggested 

that the hotel performance (based on occupancy rate) is still very good. The occupancy 

rate is still high. This means that once everything returns to normal there is a potential 

growth that the hotel can achieve. 

Moreover, tourism hasn’t grow as expected and is bound to recover to meet 

the expected growth. Bangkok hasn’t been the tourist destination as it used to be due 

to the unrest. Therefore, other location such as Pattaya, Samui and Phuket are the tourist 

alternatives. Tourism in Pattaya has grown over the years and the average spending is 

higher than other places. The feasibility above showed why Pattaya potentially could 

be where Siam@Siam opens the second branch.  

Secondly, the trend today is online. Siam@Siam should exploit the potential 

that online marketing and social media has to offer. Partnering with website such as 

Agoda and travel advisor can assist Siam@Siam to explore the potential market online. 
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CHAPTER V 

RECOMMENDATIONS 

 

 

1. The company is recommended to establish the use of social network such 

as facebook or twitter to keep in touch and update with customers. The social network 

increase more brand awareness and the traffic to hotel’s website. The two-way conversation 

can be built on social network thus the team can receive and reply the customer’s request 

within 24 hours before they make decision to choose their accommodation.  

2. The company should expand online marketing through agencies such as 

compass hospitality, expedia, lastminute.com. Certain customers favor to use the travel 

agency service that can provide them entirely for the trip. Travel agency’s website is 

the source of information for tourists and also the channel that they select thei r 

accommodations.  

3. The company should create its own tour company in order to provide 

the entire service. 

4. To increase the amount of customer, the company should build the second 

branch of the hotel in different destination. New targeted market for new branch in 

new destination increases the total amount of customer consequently.  

 

 

5.1  Rationale for Recommendation 

 

5.1.1  Rationale for recommendation #1 

“Establish the use of social network through facebook and twitter to keep 

in touch and update with customers” 

1. Social network is the way to interact with existing customers. Communication 

between company and customer happened easily and quickly interact.    

2. Social network can keep track on customer activity and interests through 

their posts and subscriptions.  
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3. Social network is easy and cheap way to communicate due to being free 

software and ready to use. 

4. Social network is the fastest way to mass communicate and marketing 

new promotions. 

Implementation 

1. To initiate social network effectively, the company should hire one 

administrator to look after the hotel social network. 

2. To make people knowing company’s facebook, IT team can link facebook 

page with company’s website which is searched easily by search engine. 

3. To make facebook interesting ,team should always activate the page to 

make facebook is always dynamics by posting message, promotion, picture or other media 

such as video clip and always interact with customers who post message or comment 

on the wall. 

4. To measure how it is effective, it can be measured by quantity of friends 

on facebook, quantity of like, the frequency of the comments and track down the 

customer profile who know the company by facebook. 

5. The hotel social network must offer the service in variety of languages 

in order to respond the various targets. Company should hire the staffs that can speak 

various languages to serve the customers. 

6. Estimate cost is around 20,000 baht per month. 

 

5.1.2  Rationale for recommendation #2 

“Expand online marketing through agencies such as compass hospitality, 

expedia, lastminute.com” 

1. It is an easy way to access potential market. People who surf the 

agency’s website have highly potential to travel. An interesting offer should be shown 

up there.  

2. There are hundred millions of users worldwide. 

3. Agency such as Compass Hospitality will give access to domestic market 

while others give access to international market. Contact with agency will cover both 

groups. 
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Implementation 

1. Company should look for domestic agency that meets our target group 

and apply to international organisation such as expedia 

2. Cost is normally around 3-5% from the revenue they bring (according 

to S@S marketing department) 

 

5.1.3  Rationale for recommendation #3 

“Create its own tour company” 

1. There are many ongoing travelling and interactions within family businesses 

with associate from Japan. 

2. The company should capitalise on their connection with their Japanese 

counterpart.  

3. Siam@Siam can offer the incentive tour package to customer to stay at 

Siam@Siam and reduce the commission cost which has to pay to the external tour 

company. Besides that, Siam@Siam can benefit on partner company being potential 

customers. 

Implementation 

1. The company should establish the connection with Tourism Authority 

of Thailand. 

2. The company should do marketing through family business chain whether 

its seminar, guests from abroad etc. 

3. Take over the CRM data from S@S 

 

5.1.4  Rationale for recommendation #4 

“Build second branch of the hotel” 

1. Siam@Siam hotel financial position is strong. 

2. Building more branches can offer variety of attractions such as golf 

course, etc. 

3. Pattaya or Phuket are targeted area as tourism keeps increasing every year. 

4. Siam@Siam hotel already have its own Interior and architecture. Moreover, 

they are now experienced in running hotel and their reputation has increased over the 

years. 
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5. K-Bank and SME bank are already willing to loan money at only 5.25% 

due to personal credit. (current mlr 6.25) 

6. Siam@Siam hotel has experienced staff of running hotel and if they 

decide to build they can get the hotel up and running in no time. 

Implementation  

1. The company scouts out potential area for the second branch by 2 months. 

2. Architecture design a rough sketch should be happened in next 3 months. 

3. In the next month, the company should process EIA and other official 

procedure  

4. Financial procedure will be processed within 1 month 

5. The construction will be finished in 24 months. 

6. Within 2 years of opening second branch – should we start considering 

the 3rd branch. 

7. Some data such as revenue or S@S bank balance were not shown 

because of confidentiality 

8. All data used are from Siam@Siam 

 

 

5.2  The Result 

Recommendation 1, suggest that Siam@Siam should look into the application 

of social media and viral marketing. The hotel looked at the idea and decided to 

experiment the recommendation with Party House one (The restaurant on the ground 

floor). This is where small concerts and events are usually held. The feedback on 

facebook page looks encouraging with around ten thousands followers. However, 

Siam@Siam chose not to adapt this marketing strategy for the hotel as a whole. The 

management thought that with other marketing tools such as booking online website 

are more effective ways to do the business. They are more specializes in this field that 

is why the management team decided to only use social media for hotel facilities (spa, 

bars and restaurant) rather than the hotel.  
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Figure 5.1  The feedback on facebook page 

 

Recommendation 2, suggested that Siam@Siam should look into expanding 

into online market via using experienced marketing agency such as Expedia and Agoda. 

Siam@Siam has joined Agoda and it has worked relatively well with booking online 

increased by nearly 7% after joining. Siam@Siam Pattaya also has joined up with agoda 

and over 30% of booking prior to the grand opening of the hotel was from foreigners 

via online marketing agencies. This proved successfully and the board is looking to 

build on this strategy. 
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Figure 5.2 Booking online through agoda and the rating and comments for 

Siam@Siam Bangkok 
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 The image above shows the rating and comments for Siam@Siam Bangkok. 

As you can see Siam@Siam received a relatively high satisfaction rating at 8.4 out of 10.  

 

 

 

Figure 5.3  Shows expedia has given Siam@Siam 92% satisfaction rating 
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The image above is from Expedia. 92% of the website users that attended 

this hotel would recommend Siam@Siam to their colleagues. Siam@Siam also received 

4.3 out of 5 rating from its customers. 

Recommendation 3, suggested that Siam@Siam create a sister company or 

a travel agency. The board decided to create a company called “Wendy Tour”. Most of 

the inbound and outbound travelling via Siam Kolakarn group were arranged by Wendy 

Tour. As a result Siam@Siam hosts all of Siam Kolakarn clients during their stay in 

Bangkok which benefit both Siam@Siam and Siam Kolakarn group. Siam@Siam 

revenue increased slightly while cost of travelling for Siam Kolakarn decreased in the 

region of 5-6%. 

 

 

 

Figure 5.4  Shows Wendy Tour company market through Instagram and now has 

nearly 1000 followers 
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Recommendation 4, suggested that Siam@Siam should look to expand 

branches into other areas, suggested location were Phuket, Samui or Pattaya. The 

board took this recommendation into a serious consideration and they went ahead and 

built a hotel in Pattaya. Siam@Siam Pattaya was officially opened in May 2014. This 

location benefits Siam@Siam strategically. Siam Kolakarn has 3 world class golf 

courses within 30 minutes’ drive from the hotel. These golf courses hold LPGA tour 

annually and well known worldwide. Siam@Siam has direct right into reserving time 

slot for the golf course which other hotels do not have. The 2 businesses implement 

each other significantly.  

  

 

Figure 5.5  Shows the image of the newly built Siam@Pattaya hotel and its facilities 
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Secondly, with the second branch of the hotel, Siam@Siam has more 

products to offer. Siam@Siam Bangkok offers city life for both business and pleasures 

whereas Siam@Siam Pattaya offer vastly different aspect of Thailand such as beaches, 

water sports, leisure such as golf and entirely different atmosphere. Siam@Siam Pattaya 

during weekday has booking of around 50% at the moment. However, during the weekend, 

the booking rises up to over 80%. The board is fairly happy with the performance to 

date.  
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