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ABSTRACT

KEYW ORD

Purpose: As interest in real estate development increases, demand is increasing, but it is difficult for ordinary ~ Z H7H LAY
. . =
people to access due to special items such as general goods and other real estate. In this study, authors of the mid el

- scale profitable hotels participated in the entire process from planning to sale, and studied the planning

Hotel Development Project

characteristics of real estate development and the strategy of architectural planning and marketing practice in  Architectural Marketing

Dongtan D Hotel, which was completed in 2016. Method: Through the theoretical review, we examined the basic

characteristics of the planning characteristics and marketing of mid-scale profitable hotels. The characteristics

and characteristics of profitable hotels and the characteristics of profitable hotel development business

marketing were analyzed. Based on this, we analyzed the characteristics and detailed strategies of planningand A CCEPTANCE INEO
marketing in the hotel development business through a case study focusing on Dongtan D Hotel, which was  Received Sep 11, 2017

recently completed. Result: The results of the study are as follows. First, the range of investor participation  Final revision received Dec 6, 2017
should be expanded through various investment benefits. Second, the return on investment through operation ~ Accepted Dec 11, 2017

should be quantified and presented. Third, the market analysis and marketing strategy should be established from

when the site is purchased and when the business is reviewed to after the sale.

© 2017 KIEAE Journal
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the Real Estate Market, Non-productive, Permanent
property

characteristic

Variety of Uses, Possibility of merging and splitting,
Humanistic Variability in social, economic and administrative
characteristic | positions, Complexity of legal and administrative
constraints

Economic Exclusivity, Non-merchantability, The complexity of the
characteristic | buying process, Year profitability, High price, etc

(Source: Ja-Sung, Won, A Study on Marketing Strategy Based on
a Comparative Analysis of Profitable Hotel Development Projects,
Daejin Univ. Graduate school, Master Thesis, 2015)
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Franchise method Operation commissioning system

Facility owner Consignment Hotel

) |

T+ contract Chain contract Chain

art. 1" ik vy
.

o o) o) o) o bz
S [AE 3 = 5 g 5
o AERIERIERE: | B 3 2 sop 38
. . “ < = T @ =3 a T
Table 2. Key points of hotel development business stage 1 Uik ES o g E 3 C
Division Contents Charge Senvice Charge Senvice
Land analysis and selection
Target land acquisition | Securing land rights Bear management risks to the owner of the | Separate management and operation of hotel.
3 H Key facility. The type of facility owner entrusts to the hotel
Review of permits Features | Operating hotel, paying royalties for brand specializing company about overall operation.
Market Analysis license and operational technology instruction ;| Management risks are borne by the facility owner.
Individual plan formulation Contract : Hire = Loyalty + Sales promotion fee Basic operation commission fee (2-5% of total sales)
Development planning Basic design plan Conditions  (3-5% of total sales) Incentive operatian commission fee (40-50% of GOP)
stage Financial feasibility analysis Owners  Facility owner Facility owner
Hotel Development Licensing Process
Al o Management : Facility owner Facility owner
pprove busmess plan Subject (Including affiliated companies) (Including affiliated companies)
Submission of construction work Faciity owiner
Operator Hotel specializing company

and construction (Including affiliated companies)

Review of pre-sale strategy

Construction / Development Investment Source Contact Fig. 2. Comparison of franchise method and operational franchise
financing phase Financing structuring method
882;{2??:; g}fallr;ing (Source : As shown in Table 1)
: completion 209 TYMIAIE 2754 7F BT AR A o] Fe
Operations Operator selection process
and brand strategy Brand Selection Operational Process Zlo] dxtZ o[t} o= e JET} th2 A AFAS tjv] EAE R}
(Source: Bong-Su, Lee, Study on Efficient Marketing Enhancement EZS| AT 7 e 277 ol A A E] 7 =1y Ega =
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sales, but risk of operation 027 o= Aot s EZX—E—‘O EZE_:]—’_E—6—7 1]]-_‘:__/\01_‘:_
Cgiggia:;s None Depends on location and hotel's business H ] ]- ]Tq ,:] }: ]-D:LT ]- ]-E ]T ]-E ]-ﬂ =T AT
ntA g o] B a5kt
Owners Hotel specializing company Facility owner = = 2015 5l MEFALo] = = - =1 o
— EAR S0l 5 SRAIALS] £AE nefsh st 89
Subjoct Hotel specializing company Hotel specializing company % q__g_jq_ 7E]-]:].7)
Operator  Hotel specializing company Hotel specializing company

Fig. 1. Comparison of Ownership and Lease Methods
(Source : As shown in Table 1)
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Table 3. Key points of hotel development business stage 2

Division Detail
Accessibility, regional / district
Location designation status,
Social and Ownership management relationship
mental Market Number of Foreign Tourists,
environment environment | Tourism Industry Status
Business Surrounding environment,
environment | safety, hotel brand
Investment Investment scale, loan interest rate,
economy dividend income
Financial Suitability of financial structure,
Financial structure Hotel tenant credit,
investment conditions Minimum guaranteed rent level
environment Operator's Legal / Financial
Investment Stability, Possibility of delays in
risk delivery and delivery, Possibility to
delay government office permit
Facility Hotel’s scale, Amenities,
cale Room size and number of rooms
: i Interior level
Investment design Appearance image, 2
product status Room type and ﬂa}t coqﬁguratlon
Hotel Percentage of foreign visitors,
Demand Room occupancy and sales per unit,
Status Business operation in the region

(Source : As shown in Table 1)
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Table 4. Risk of Planning stage during the development stage of
real estate

Step Main Content Analysis contents of this paper

Location feasibility
Culture Infrastructure
and Environment
Planning Competition with peers | Nearby similar hotel analysis

stage Appropriateness of sale
method and scale

Changes in interest
rates and regional
economic environment

Development conditions and
environment analysis

Marketing strategy analysis

(Source: Jae-Woong, Lee, Risk of Planning stage during the
development stage of real estate, 2017)

olo] U8 Faste] £ =Rol Ak Aol W g7 B4,
F9 AN ST B, Y A oz sl 7
Zhol thgt B4 skt

32. 35 D 39 1F 78

Table 5. Ramada-Dongtan’s Architectural Overview

Name of the Bansong-dong neighborhood living facility and

project accommodation facility new construction

Location 90-6 Bansong-dong, Hwaseong-si, Gyeonggi-do

Local district Centr@il commercial area, first-class district unit
planning area

land area 535.40m" (161.96py)

Usage Neighborhood facilities and accommodation

structure Reinforced concrete

Floor / Height 2 basement floors, 13 aboveground floors / 48.00M

Building area 411.23m" (124.40py)

Surface area 4,293.99m" (1,298.93)

Floor area 4,906.08m" (1,484.09)

(411.23/535.40)x100=76.81%

Coverage ratio (Tolerance : 80%)

(426306/535.40)x100=796.24%
(30.93 Except parking lot rate calculation)
(Tolerance : 800%)

Floor area ratio

b TTITIT - DT

i b T L] .
= T mee

Fig. 3. Dongtan D Hotel’s Foreground photo

9) oA, A F FFAt AMTALY 2] 23 ek
Z

(Source : As shown in Table 1)

og -



2zt

-4y

Fot

Table 6. Analysis of hotel utilization rate by region near business site (as of 2014)

Area Division January February March April
Monthly
Ramada-Dongtan guest room use 2,891 3,132 3,686 3,752
(149 Rooms) Monthly
Room Utilization Rate 61% 3% 78% 82%
Dongtan e
) onthly 1,862 3,603 4,876 5,148
Shillastay Dongtan | guest room use
(286 Rooms) Monthly
Room Utilization Rate 21%/ 45% 55% 60%
Monthly
Highend Hotel guest room use 4,892 6,252 6,045 6,300
(300 Rooms) Monthly
Room Utilization Rate 3% 4% 65% 70%
i ol 4,166 4,166 5.208 5729
S {gzso Sllllwon ) guest room use
UOU Monthly
Room Utilization Rate 56% 62% 70% 7%
Monthly
Ramada Plaza guest room use 4910 5,492 5,811 6,019
(264 Rooms) Monthly
Room Utilization Rate | %07° 7% 71% 76%
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Fig. 4. Purpose of Visiting Foreign Residents in Korea
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Table 7. Key points of hotel development business stage 3
Division Detail
Prefer hotels to major destinations and attractions,
Prefer safe areas and easy access to the city center.

Wanicle® It is expected to prefer hotels with F & B facilities
that can be eaten in or around the hotel
It is cheap because of traveling expenses and
lodging expenses, and prefer convenience facilities,
Co . For convenience of work, we prefer the area with
mmercial

high flow population and convenient traffic.
It is expected that it will require a facility to carry
out business trips.

(Source : As shown in Table 1)

(Source : As shown in Table 1)
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Table 9. Comparative analysis with surrounding hotels
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Table 8. Comparison of business performance with other regions

Division Score | Remarks
Tourist i

C Samsung NanoCity & Samsung Advanced
‘tl;aclfgr st Institute of Technology & Research can
USINESS A+ develop business hotels targeting foreign
background buyers and researchers.
Surroundir:g A
backgroun Investment-type products that can overcome
Development At real estate slump as a niche product at the
background same time as the development of a luxury
Total A hotel.

(Source : As shown in Table 1)
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Division Ramada-Dongtan Shillastay Dongtan Hotel Windsor Crea Residence Stay & Home Residence
Open year 2009. 09 2013. 11 2014. 6 2013. 10 2012. 5
Image
Bansong-dong 90-3, Bansong-dong 92-6, Seoku-dong 18, Seoku-dong 33-1, Bansong-dong 93-7,
Address Hwaseong-si, Hwaseong-si, Hwaseong-si, Hwaseong-si, Hwaseong-si,
Gyeonggi-do Gyeonggi-do Gyeonggi-do Gyeonggi-do Gyeonggi-do
3 basement floors to 2 basement floors to 3 basement floors to 3 basement floors to
Scale 15 floors above ground |29 floors above ground 10 floors above ground 12 floors above ground 20 floors above ground
Rating Class 2 Class 2 - - -
%Ourrrll‘]lger of 150 Rooms 286 Rooms 64 Rooms 60 Rooms 60 Rooms
Fee of Rooms | 190,000 ~ 500,000 (Won) | 170,000 ~ 210,000 (Won) | 70,000 ~ 90,000 (Won) | 79,000 ~ 140,000 (Won) | 90,000 ~ 110,000 (Won)
Operating rate | 82% 60% 30% 90% 75%
Foreigners 80% Foreigners 70% Foreigners 30% Foreigners 80% Foreigners 90%
Type Koreagrrll 20% ’ Korea%rl1 30% ’ Kore:;gnn 70% ’ Koreagnn 20% ° Korez?n1 10% ’
How it works ?gég/{]rn;ré?gléaﬁer sale, Direct management Direct management Commitment after sale Commitment after sale

o HlzUx SN AL e Aoz Hekgt,

262 KIEAE Journal, Vol. 17, No. 6, Dec. 2017

35. 52 D 29 oA"Y A 24

(Source : As shown in Table 1)
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Table 10. Compare hotel marketing methods TMA Q] BrA1S A eistact BEAF 2714 A 9 thoFst iA1=
Division Ramada-Dongtan Hotel’s business method = 5 =1 5 = =
ongian 5 Y1 50E JEs00, RE 0T A2 FUS Fopol
- Aggressive business approach to customers. - ~ B
-1 O%perateld Mﬂ‘;alelxgellent initial manpower (more than AAE &1 9 AR 2= 2198 519t}
people mitially).
- TM marketing method for a wide range of customers, o] E5}lo] of¢ 918 B9l 7] & A7 Yol EAFA 714
including interested customers through the promotion of B
Business advertisements, management clients of individual o] =o}x] , z7] BoFE Z3hut 7]-‘_5_6}17 oS HoF oj oo B
method employees, and high-quality DBs acquired by the o a8 B - . o] 1o © ;
company. Qo H* olu| ] A}ttst= a7t 9tk 9] Frfel e oS
- Maximize advertising through linkage with real estate = Tem 14 Aetet 7. 4 izee] 24
agents and various media. ol 1AL R Srole] WEwAl] A2HS JAL Tgalo] 7
- Gain competitiveness by inputting a large number of
people and expand product exposure area. OFE-S ZT|5}5t o, AL UH] B8 £4-g X F W wE 4T
- Possibility to form a boom-up within the initial hours = = =
of sales pasonmel put AFL 58 AU 2 BANE ATs0l A B 71HE E et
- It is possible to maximize the initial pre-sale rate b =z 5 e =
inputting a large mumber of people, and it will blod AR B A i 7HE S, T ke JEH Aoz ¢
negative images unnecess: or sales in the future. = = =1 = - =
Advantages | l%/[aximize %he contract arra}ée by inducing the friendly AR B2 {8 #8008 T 27w H AFE SUHSE S
customers of each employee to act as a man to man. p—— I =
- Higher commission p? ent1 am} fast %ommisslion BZ oFq o, A& W1 Je & HRote] oL A=
ayment can ensure excellent sales force and stimulate =1 7= = =
Competiion among employees i Ag BEw ATe BR Agad ol 9 grg fa%a o
(Source : As shown in Table 1) FHA3t2 HA7| 7 HoJEF AA-S BHSHYTH

DALY o oz

HEEERETES

O]
1o r_lr.g
mzlj )
r 1l
2 Jo
3 =
Sofi.)
==
l_;l :
» =
H
H_U X Q. "cl‘
lo M o
= oy
2k
ox Al
i) o,
ofd rlo

oy 8 E&
Bl g
of r
ofl Z{ll
N

10 wE

Iz

odl

~

oM,

2,

>

Ir

=

f{-‘l

S
4 L o 2 kl
ok H =2 & i

auk
o

ﬁﬁj\i D]—?'ﬂ o _g_ﬁ\_i 7\‘"/\] ﬁ}(j&q—. %L_% _P?_]], i S
el @ A2 A A5t EAp AFE F3ke AR £ &
o AN WAL AA GG on, Tl A el 9 HH

of thalA wpAEg o] 842 AAsHATt.

Table 11. Ramada-Dongtan Hotel’s marketing business activity plan

H Banner (23%)
H Internet (21%)
® Field publicity (16%)
= MGM (15%)
B Newspapers and radio  (13%)
= DM/TM/leaflet (9%)

ETC (4%)

Fig. 5 Reaction rate by media
(Source : As shown in Table 1)
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Division Contents

- Using the list through public relations, list-up after the first approach, induce M / H visit to customers.

TM(Tele-Marketing) - M / H Consultation for visiting customers, consultation for winners, contract induction, contract creation.

DM - Using the list through public relations, list-up after the first approach, induce M / H visit to customers.
- Consultation for M / H visitors, subscription and product guidance, induction of contract to customer, creation of contract
- Send SMS related to sale of target product to target who has purchasing power around target area.

SMS - Target demand through massive pre-public relations sales.

- Continuous and active management through the acquisition of SMS survey participant customers.

Promoting Internet

- Maximize publicity and find consumers by advertising exposure through the Internet.
- Gain a natural publicity effect and interest in pre-sale through objective news.

Advertising - Use marketing methods such as power blog, search engine bulletin board, referral site, etc.
Promotiong Personal - To maximize advertising publicity, various exposures.
Advertising - SNS publicity, distribution of flyers, continuous marketing of planning articles, personal MGM.

Guerilla banner

- Curbing and inquiring by way of massive publicity maximization Customer M / H Maximization of inward guidance.
- Set up mobile banners at key locations in each major area, maximize product exposure to multiple mobile populations.

Promotion of real
estate agency linkage

estate brokerage.

- Real estate agents and investors in the metropolitan area near the project site and in friendly relationship with us. Specialist real

- Establishment of public relations and effective demand for existing dealers in the brokerage business, enhancement and
complementary D / B by improving credibility and feedback by positive evaluation of the same industry.

Advertising Promotion
Strategy and Media
Selection

- After analyzing daily comprehensive paper, internet, local newspapers and special newspapers (magazines), flyers, DMs, and
disadvantages, it is most effective and cost effective in terms of cost and effectiveness.
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Fig. 6. Ramada-Dongtan Hotel’s Prevalence rate by period
(Source : As shown in Table 1)
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Table 12. Room type and after-sale type
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