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ABSTRACT

The purpose of this research is to study the feasibility of doing Ananta Phuket hotel business. The study found
that Ananta Phuket Hotel Business use initial investment is 2,775,000 baht, running a business by a single
owner. Holds 100% of all shares together with situation analysis of marketing, production, management plans,
manpower and financial. It can be concluded that Ananta Phuket hotel business Under the specified conditions,
it is an interesting business and worth the investment, In terms of the returns of investment from the financial
plan analysis shows that the payback period (PB) is approximately 4 years, the net present value of the
investment (NPV) is 2,008,896.45 baht and the rate of return on investment (IRR) equal to 29%, so from the
financial numbers shown above, it shows that it is worth the investment.
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