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PREFACE  

My name is Truong Huu Nhi Bui, master student from ICT Entrepreneurship program at 
KTH institute. During the last 20 weeks, from January 2009 to May 2009, I have been 
working on my graduation project concerning an ICT startup in tourism industry. The 
official title of my project is “Potent ia l i ty  o f  onl ine tourism market in Vietnam – The 
case o f  Skydoor”  
 
Graduation project, which is worth for 30 credits, is mandatory for every master student in 
order to finish their education period and to be granted with the master degree. Among 
those compulsory documents, the final report is a crucial one contributing to the result of 
the project. It is reviewed by both my supervisor, Mrs. Lena Ramfelt, and my examiner, Mr. 
Peter Sjödin. Moreover, the final report also plays as means for them to evaluate my 
working. Finally, this report is written as a closure for my graduation project period.  
 
I have been trying my hard in order to attain the best possible result. Nevertheless, I would 
have not made it without the help from so many people. Therefore, I would like use this 
chance to show my gratitude for those who have given me ideas, advices, and especially have 
been supporting me during the last couple of months.  
 
First of all, I would like to thank all the teachers and staffs at KTH, who gave me the 
opportunity to spend an enjoyable education period in ICT Entrepreneurship program as 
well as to have an inspiring graduation project.  
 
Second, I want to thank my supervisor and my examiner for being patient with all my 
questions and letting me to be freely creative with my project.  
 
Third, I want to show my appreciation to Bui Duc Minh and Pham Huu Ngon, co-founders 
of Skydoor, for letting me use Skydoor as an exploring case and supplying me with useful 
resources which are very essential for my project.  
 
Finally, special thanks to my family and true friends, who are always beside me with constant 
supports and encouragements.  
 
 

Truong Huu Nhi Bui – Stockholm, May-2009 
 

 

 

 

 

 



             MASTER THESIS  

VIETNAM ONLINE TOURISM – SKYDOOR CASE                                                               Page 4 of 85 

TABLE OF CONTENTS  

MODIFICATION HISTORY............................................................................................................................... 2 
PREFACE....................................................................................................................................................... 3 
TABLE OF CONTENTS ................................................................................................................................... 4 
LIST OF FIGURES........................................................................................................................................... 6 
LIST OF TABLES............................................................................................................................................ 7 
ABSTRACT ................................................................................................................................................. 8 
SAMMANFATTNING ...................................................................................................................................... 9 

1. INTRODUCTION .............................................................................................................................. 10 

2. UNIQUE CONTRIBUTION.............................................................................................................. 11 

3. METHODOLOGY ............................................................................................................................. 12 
PART 1: OVERVIEW OF VIETNAM TOURISM AND ICT APPLICATION ........................................................... 13 

4. GENERAL SITUATION OF TOURISM IN VIETNAM............................................................... 14 
4.1. VIETNAM TOURISM ....................................................................................................................... 14 
4.2. GOVERNMENT’S TOURISM DEVELOPMENT STRATEGY .................................................................. 18 
4.3. INVESTMENT IN VIETNAM TOURISM .............................................................................................. 20 

5. ICT APPLICATION IN TOURISM................................................................................................. 21 
5.1. ICT INDUSTRY IN VIETNAM .......................................................................................................... 21 
5.2. ICT IN TOURISM ............................................................................................................................ 23 
5.3. THE CASE OF VIETNAM .................................................................................................................. 25 
PART 2: SKYDOOR CASE ............................................................................................................................. 28 

6. START-UP STORY............................................................................................................................ 29 

7. VISSION, MISSION AND STRATEGY .......................................................................................... 32 
7.1. VISION........................................................................................................................................... 32 
7.2. MISSION......................................................................................................................................... 32 
7.3. STRATEGY ..................................................................................................................................... 33 

8. PRODUCTS & SERVICES ............................................................................................................... 33 
8.1. SKYDOOR; VIETNAM AND WORLD TRAVEL NETWORK .................................................................. 34 
8.2. PERSONALIZED SKYDOOR SITE ..................................................................................................... 34 
8.3. TRAVEL WIKI ................................................................................................................................ 35 
8.4. TRAVEL BLOG ............................................................................................................................... 36 
8.5. TRAVEL NEWS............................................................................................................................... 36 
8.6. TRAVEL VIDEO.............................................................................................................................. 37 
8.7. SKYDOOR SEARCH ........................................................................................................................ 37 
8.8. LOCATION NEWS ........................................................................................................................... 38 
8.9. GAMES.......................................................................................................................................... 38 
8.10. SKYDOOR MOBILE ........................................................................................................................ 39 
8.11. INTERNATIONALIZATION: SKYDOOR ENGLISH AND VIETNAM NEWS SERVICES ............................ 39 

9. TECHNOLOGY ................................................................................................................................. 41 

10. COMPETENCE ............................................................................................................................. 43 

11. THE ISSUES................................................................................................................................... 44 
11.1. FINANCE ....................................................................................................................................... 44 
11.2. DEFINING MARKET SEGMENTATION.............................................................................................. 44 



             MASTER THESIS  

VIETNAM ONLINE TOURISM – SKYDOOR CASE                                                               Page 5 of 85 

11.3. PARTNERSHIP................................................................................................................................ 44 
11.4. LEGAL ISSUES................................................................................................................................ 44 
11.5. WHAT IS SKYDOOR?...................................................................................................................... 44 
PART 3: DDART FRAMEWORK APPLICATION ............................................................................................ 46 

12. DIAGNOSIS.................................................................................................................................... 47 
12.1. MARKET OPPORTUNITY................................................................................................................ 47 
12.2. TECHNOLOGY ADOPTION LIFE CYCLE.......................................................................................... 49 
12.3. CONSUMER DIAGNOSIS ................................................................................................................. 51 
12.4. WHAT SPACE?............................................................................................................................... 54 
12.5. COMPETITION ................................................................................................................................ 55 

13. DECISIONS .................................................................................................................................... 57 
13.1. TARGET MARKET........................................................................................................................... 57 
13.2. WHOLE PRODUCT .......................................................................................................................... 59 
13.3. POSITIONING STATEMENT.............................................................................................................. 60 
13.4. PARTNER MATRIX.......................................................................................................................... 61 
13.5. LEGAL ISSUES ............................................................................................................................... 62 
13.6. REVENUE MODELS......................................................................................................................... 62 
13.7. PROMOTION................................................................................................................................... 64 

14. ANALYSIS...................................................................................................................................... 65 
14.1. SWOT ANALYSIS.......................................................................................................................... 65 
14.2. FIVE-FORCE ANALYSIS ................................................................................................................. 66 
14.3. POTENTIAL PARTNERSHIP ANALYSIS............................................................................................ 67 
14.4. GENERIC STRATEGIES ................................................................................................................... 68 
14.5. COMPETITION ANALYSIS .............................................................................................................. 69 
14.6. ALTERNATIVE OPPORTUNITIES ..................................................................................................... 70 

15. REALITY TEST............................................................................................................................. 71 

16. CONCLUSIONS AND RECOMMENDATIONS ....................................................................... 73 
BIBLIOGRAPHY ........................................................................................................................................... 74 
REFERENCE * ............................................................................................................................................. 75 
APPENDICES ............................................................................................................................................... 77 
A. SURVEY............................................................................................................................................. 77 
B. DETAIL RANKINGS OF VIETNAM ICT INDEX 2007............................................................................. 80 
C. SKYDOOR CONTACT............................................................................................................................ 2 

 

 

 

 

 

 

 

 



             MASTER THESIS  

VIETNAM ONLINE TOURISM – SKYDOOR CASE                                                               Page 6 of 85 

LIST OF FIGURES   

Figure 1: Methodology...................................................................................................................................... 12 
Figure 2: The world natural heritage Ha Long bay, one of the top tourist spots of Vietnam [3]......... 14 
Figure 3: Domestic traveler volume in Vietnam throughout the years.....................................................16 
Figure 4: International tourist arrivals and receipts 1995-2007 in Vietnam .............................................16 
Figure 5: Vietnam Travel & Tourism Competitiveness Index and its various components .................17 
Figure 6: GDP and Employment in Travel & Tourism industry and economy generally.....................18 
Figure 7: E-business for destination management proposed by TEAM [7] ............................................23 
Figure 8: Destination community e-business [7] ..........................................................................................24 
Figure 9: Extend of tourism business Internet use rating list [9] ...............................................................26 
Figure 10: Skydoor first version June 2008 ................................................................................................... 30 
Figure 11: Since 7-2008, Skydoor has appeared on many news sites and papers as well as has been 
mentioned on programs of radios/TV. ......................................................................................................... 31 
Figure 12: Skydoor finished at the first place at the Vietnam National Talent Contest 2008 ...............32 
Figure 13: Skydoor network GUI ...................................................................................................................34 
Figure 14: Skydoor personalization GUI....................................................................................................... 35 
Figure 15: Travel wiki GUI..............................................................................................................................35 
Figure 16: Travel blog GUI .............................................................................................................................36 
Figure 17: Travel news GUI ............................................................................................................................36 
Figure 18: Travel video GUI............................................................................................................................37 
Figure 19: Skydoor search GUI.......................................................................................................................38 
Figure 20: Location news GUI........................................................................................................................38 
Figure 21: One of Skydoor games ..................................................................................................................39 
Figure 22: Skydoor mobile ...............................................................................................................................39 
Figure 23; Skydoor globalization.....................................................................................................................40 
Figure 24: Skydoor Vietnam and world travel network...............................................................................40 
Figure 25: Skydoor Technology basement .................................................................................................... 41 
Figure 26: Skydoor content basement............................................................................................................41 
Figure 27: Skydoor CEO Bui Duc Minh ....................................................................................................... 43 
Figure 28: Skydoor CTO Pham Huu Ngon .................................................................................................. 43 
Figure 29: Skydoor leader of application development Hoang Thuy .......................................................43 
Figure 30: Vietnam Internet users 2000-2009...............................................................................................47 
Figure 31: How come do you travel Vietnam? .............................................................................................48 
Figure 32: Did you learn about Vietnam on the Internet before coming?...............................................49 
Figure 33: TALC model for international users ...........................................................................................50 
Figure 34: TALC model for domestic users.................................................................................................. 50 
Figure 35: Revenue of digital industry in Vietnam 05-07............................................................................51 
Figure 36: Probability of paying the service fee of users in Vietnam........................................................52 
Figure 37: Trends of using online travel ........................................................................................................ 53 
Figure 38: International consumer diagnosis............................................................................................................54 
Figure 39: Skydoor values ................................................................................................................................54 
Figure 40: Skydoor whole product..................................................................................................................59 
Figure 41: Partner matrix.................................................................................................................................. 62 
Figure 42: Porter’s five forces..........................................................................................................................66 
Figure 43: Skydoor’s generic strategy: Cost leadership in offering tours..................................................68 
Figure 44: Competitive positioning compass ................................................................................................69 
 
 
 
 
 



             MASTER THESIS  

VIETNAM ONLINE TOURISM – SKYDOOR CASE                                                               Page 7 of 85 

LIST OF TABLES   

Table 1: Top tier Asia Pacific destinations of international arrivals with first quarter volume of 2007 
and 2008..............................................................................................................................................................15 
Table 2: International visitors to Vietnam..................................................................................................... 15 
Table 3: Vietnam software and services industry .........................................................................................21 
Table 4: Vietnam ICT Import/Export turnover 2005-2006 ...................................................................... 22 
Table 5: Vietnam import for domestic market turnover.............................................................................22 
Table 6: ICT Industry value in Vietnam 2002-2006.....................................................................................22 
Table 7: Vietnam ICT Index 2007; general rating list..................................................................................27 
Table 8: Latest US online travel trend shows that people more and more prefer booking online than 
going to travel agencies..................................................................................................................................... 53 
Table 9: What space – Skydoor .......................................................................................................................55 
Table 10: Online interaction assessment of top ten tourism companies in Vietnam .............................56 
Table 11: Skydoor target market segmentation.............................................................................................57 
Table 12: Pros and Cons of the target markets.............................................................................................58 
Table 13: Skydoor positioning statement....................................................................................................... 60 
Table 14: Skydoor possible revenue models ................................................................................................. 64 
Table 15: SWOT analysis ................................................................................................................................. 65 
Table 16: Partnership analysis..........................................................................................................................67 
Table 17: Skydoor competitive elements ....................................................................................................... 70 
Table 18: Reality test ......................................................................................................................................... 72 
Table 19: Vietnam ICT Index 2007: ICT Infrastructure.............................................................................80 
Table 20: Vietnam ICT Index 2007: ICT Environment and Policy ..........................................................81 
Table 21: Vietnam ICT Index 2007: Human resource ................................................................................82 
Table 22: Vietnam ICT Index 2007: ICT Application.................................................................................83 
 

 

 

 

 

 

 

 

 

 

 

 



             MASTER THESIS  

VIETNAM ONLINE TOURISM – SKYDOOR CASE                                                               Page 8 of 85 

ABSTRACT  

ICT Entrepreneurship is a master program aims at bringing graduates with ICT backgrounds 
(Information Technology, Computer Science, Telecommunication …) business knowledge 
which is specialized into ICT field. A thesis project is compulsory for judging the student’s 
ability of applying theoretical understanding into solving realistic matters, especially within 
startup environments. That suggests the selection of topic for the project: Potentiality of online 
tourism market in Vietnam – the case of Skydoor.  
 
Vietnam has been widely recognized as an attractive destination for travel, and the 
Vietnamese government has been seriously determining to lift the industry according to its 
potential and expectation. However, ICT application within tourism is still very limited. 
Within that context, Skydoor appeared as an innovative venture which runs an online 
platform on tourism (www.skydoor.net). This platform is a combination of a web 2.0 
application and an information portal. For that reason, it connects people with shared 
interest in tourism and provides them with exciting web facilities and useful information 
from multiple sources.  
 
As many other startups, Skydoor is having many opportunities as well as against many big 
challenges at the moment. With a complete product and initial steps to bring it to users, what 
else can the company do to attain a sustainable growth in future? It requires deep study 
about the industry as well as the company status to plan for short and long terms.   
 
This project helps to explore the industry of online portals focused on tourism in Vietnam 
and examine the position of Skydoor within that situation. Methodology includes literature 
review, information searching, data gathering and information/data analysis. The list of 
resources used for the literature review is in Bibliography section at the end of this report. 
Primary information/data as input for the analysis process are from surveys and direct 
interviews with Skydoor founders, while secondary information/data are collected from 
various resources on the Internet, from official Skydoor blog, and from personal blogs of 
Skydoor founders. Links to original sources are listed in the References section, whereas the 
surveys’ artifacts are included in the Appendix A. The fundamental framework used for 
analysis is DDART, with supports from the tools introduces during the courses of Business 
Opportunity/Global Entrepreneurial Leadership.   
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SAMMANFATTNING 

IKT Entreprenörskap är ett master-program som syftar till att akademiker med IT-bakgrund 
(Informations -och kommunikationsteknik...), företag vars kunskaper som är specialiserad på 
IT-området. En avhandling är obligatorisk för bedömning av den studerandes förmåga att 
tillämpa teoretiska kunskaper i att lösa realistiska frågor, särskilt inom startup miljöer. Detta 
är till vägledning för valet av ämne för projektet: Utvecklingsmöjligheter för att turistmarknaden ska 
finnas online i Vietnam – projektet handlar om företaget Skydoor. 

Vietnam har varit känd som en attraktiv destination för resor, och den vietnamesiska 
regeringen har på allvar bestämt att lyfta branschen i enlighet med dess möjligheter och 
förväntningar. Men möjigheterna för att använda IT inom turismen är fortfarande mycket 
begränsad. I detta sammanhang, Skydoor verkade som ett innovativt företag som driver en 
online-plattform för turismen (www.skydoor.net). Denna plattform är en kombination av en 
webb 2.0 applikation och en webb-portal. Det förenar människor med gemensamt intresse 
av turism och förser dem med spännande webbresurser och nyttig information från flera 
källor. 

Som många andra startup-företag, Skydoor har många möjligheter men också många stora 
utmaningar. Med en komplett produkt och inledande åtgärder för att anpassa den till 
användarna. Vad mer kan företaget göra för att uppnå en hållbar tillväxt i framtiden? Det 
krävs djupa studier om branschen samt planera för företagets status på kort och på lång sikt.  

Projektet bidrar till att utforska industrin kring online portaler inriktade på turism i Vietnam 
och undersöka situationen för Skydoor i denna situation. Metoden innefattar 
litteraturgenomgång, söka information, insamling av data och information / data analys. 
Listan över de medel som används för litteraturgenomgång i bibliografin i slutet av denna 
rapport. Primär information / data som underlag för analys - processen från enkäter och 
intervjuer med Skydoors grundare, medan sekundär information / data samlas in från olika 
resurser på internet, från officiella Skydoor bloggar och personliga bloggar tillhörande 
Skydoors grundare. Länkar till originalkällor är listad i avsnittet för referenser, medan 
undersökningarnas artefakter finns i bilaga A. Den grundläggande ramen som används för 
analys är DDART, med stöd från de verktyg som introducerades under kurser 
affärsmöjligheter / Global Entrepreneurial Leadership. 
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1 .  INTRODUCTION 

This project has lasted for 20 weeks, starting from January 2009 till May 2009. Truong Huu 
Nhi Bui, master student from ICT Entrepreneurship program, KTH institute, is the one 
responsible for forming the topic as well as executing the project. This report presents the 
final results of the study. Project ultimate targets are first assessing the situation of ICT 
development and application in Vietnam tourism and second, exploring the case of Skydoor 
within that context.  

The whole study is divided into three main parts as follow: 

• Overview of Vietnam tourism and ICT application   
• Skydoor company 
• DDART framework for Skydoor case  

 
Within the first part, the whole picture of Vietnam tourism is introduced and the state of 
ICT application in tourism is assessed. During the second part, the start-up story of Skydoor 
is told. Included are matters likes products and services, core competence, technology etc. 
Last, general obstacles the company facing at the moment are identified. In third part, the 
DDART framework, a modern, dynamic and reality oriented approach, is applied to assess 
the Skydoor case, propose possible solutions for the obstacles, and prepare proactive plans.  

With that arrangement, it is going to explore the circumstance from two mutual dimensions: 
outside-in and inside-out before coming up with solutions for Skydoor’s current challenges 
(in finance, market segmentation, partnership, legal issues, concentration etc). First, the 
whole context of Vietnam online tourism will be pictured. Then the current conditions of 
the subject (Skydoor) will be analyzed against the facts above. With this two-way approach, 
the suggested solutions would be more feasible and reliable. 
 
Researching process consisted of many activities like literature review, information searching.  
data gathering etc. Resources for literature review are related books and course materials 
from ICT Entrepreneurship program. Data and information are collected from various 
sources on the Internet and Skydoor. They are also gathered by forming surveys or direct 
interviews. Analyzing data and information is also a critical step in performing this study. 
Besides using common sense, some of the available tools like Technology Adoption Life 
Cycle (Geoffrey Moore), Porter’s Five Forces (Michael E. Porter), SWOT analysis (Albert 
Humphrey), What space (W Chan Kim & Renée Mauborgne), Whole product (Moore & 
Wiefels), Partner matrix (Tom Kosnik) etc. Those are some of the tools that introduced 
during courses of ICT Entrepreneurship program.  

One of the last parts of the report, limitation of the study as well as possible extension are 
discussed. In addition, readers can find the references used during the project 
implementation. The appendices with more specific details in the relevant matters are 
available for those who are interested in relative or deeper information.  
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2 .  UNIQUE CONTRIBUTION  

First of all, this study brings general knowledge about current state of Vietnam tourism, then 
it examines to which extent ICT contributes to the industry. This is attained by analyzing 
statistics and assessing evaluations from many sources about Vietnam tourism as well as ICT 
application in the field.  
 
Secondly, readers are introduced with Skydoor, an enthusiastic Vietnamese startup operating 
in online tourism. It explores the context of forming the company, what its ambitious is, 
what fascinating about its products/services, its potentials and its initial success.  
 
Last but not least, from the last two parts, DDART, a modern reality oriented framework 
used to analyze market and assess business opportunities, is applied. This part diagnoses the 
general context, suggests solutions for Skydoor’s current issues, analyzes the suitability and 
feasibility of those decisions against the actual situation and finally, prepares proactive plans 
for Skydoor to face possible contingencies.  
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3 .  METHODOLOGY 

 
 

Figure 1: Methodology 

The figure above illustrates the methodology of this study. It consists of steps from literature 
review, searching and gathering data/information to analysis for final proposal. The 
literature review step is the process of going over books and materials which were 
recommended during the courses of ICT entrepreneurship program as well as some 
resources which the project executer thought necessary for the whole study. The list of 
books and materials used for this step is in the bibliography section of this report.  
 
Following are the processes of searching and gathering data/information concerning the 
topic of online tourism. They are data/information about Vietnam tourism, Vietnam ICT, 
ICT application in tourism … and about Skydoor itself. Those data/information would be 
used as input for the next step of analyzing. There are two type of primary and secondary 
data/information which were collected. Sources of primary data/information are from 
surveys prepared exclusively for this project and direct interviews with Skydoor founders. 
Whereas, secondary data/information are from official development blog of Skydoor, 
Skydoor founders’ blogs and many other sources from the Internet. The survey artifacts as 
well as references to the resources are contained in the Appendix and the References 
sections respectively.  
 
Next is the step of analyzing outputs of previous steps to come up with proposal for 
Skydoor. DDART framework was used as the backbone of this process. Below that, many 
other tools were utilized to support the progression. Some examples of the tools are Five 
Force, Generic Strategy from Michael E. Porter, Technology adoption lifecycle from 
Geoffrey Moore, What space from W Chan Kim and Renée Mauborgne.  
 
Finally, outputs of the analyzing process are the proposal for Skydoor to cope with its 
current situation.   
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PART 1: OVERVIEW OF VIETNAM TOURISM AND ICT 
APPLICATION   

As its vital role of fundamentals for the whole study, this part explores the general situation 
of tourism in Vietnam in terms of the position of the industry in the country’s economy. 
Moreover, it will also examine the current conditions of ICT application in tourism. 
Following are main points included in first part:  
 

• Why is it said that tourism is the national potential field? 
• What strategy does the government apply in developing tourism?  
• The actual investment into tourism from international as well as national resources. 
• ICT application in tourism.  
• What extent is ICT applied into tourism in Vietnam?  
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4 .  GENERAL SITUATION OF TOURISM  IN VIETNAM 

4.1. VIETNAM TOURISM  

Years ago, talking about Vietnam means talking about one thing: wars. Things changed when 
“Vietnam is now considered by international tourists as the new destination of the world” [1]. In its latest 
poll of Conde Nast Traveler, a prestigious American magazine in travel, Vietnam has been 
rated among 20 top trips for 2009 [2]. People all over the world not only talk about Vietnam, 
but also want to see its attractiveness and mysteriousness by their own eyes. That brings the 
country a huge opportunity as well as an enormous challenge in developing the tourism 
according to its potentials and expectation.  
 

 
Figure 2: The world natural heritage Ha Long bay, one of the top tourist spots of Vietnam [3] 

Naturally as well as socially, Vietnam is gifted with best conditions to promote its tourism. 
Located on the easternmost of Indochina peninsula, it is considered as the gateway to the 
whole South East Asia. The country has about 3000 km of coast which consists of many 
beautiful beaches, islands and peninsulas. Also because of the geographical characteristics, 
there are different kinds of climate in different areas in Vietnam. Basically, it has temperate 
climate in the North (with four seasons a year: spring, summer, fall, winter) and tropical 
climate in the South (with two seasons a year: rainy and sunny seasons). That multiform 
uniqueness creates diversification in the ecosystem of Vietnam.  
 
Vietnam has 54 ethnic groups with exclusive cultures. On the other hand, Vietnamese 
culture is heavily affected and broadly considered as the intersection of Chinese culture from 
the North and Indian culture from the West. Still, it’s the diversification which defines the 
distinctiveness of the nation’s cultural values. During its history of 4000 years, Vietnam 
suffered 1000 years under the rule of Chinese monarchy and 100 years under the 
government of the French. It has many stories to tell and many historical evidences along 
the country to show to the visitors. The fact is UNESCO has recognized many of the 
Vietnamese national inheritances as world natural and cultural heritages.  
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The annual visitor volume to Vietnam for tourism has been increasing steadily over the past 
ten years [4]. According to Research and Markets [5], major share of visitors to Vietnam is 
from China, South Korea, US and Japan. During the first quarter of 2008, Vietnam has been 
rated within top tier (over 10% year-on-year growth) of Asia Pacific destinations of 
international arrivals [6] 
 

 
Table 1: Top tier Asia Pacific destinations of international arrivals with first quarter volume of 2007 and 2008 

Specifically, volume of international visitors throughout the years from 2000 to 2008 is 
represented in the table below. The data are collected from website of Vietnam National 
Administration of Tourism [4]. It shows a gradual growth and double achievement within 
nine years from 2000 to 2008, despite the pricing fluctuation in Vietnam as well as many 
epidemics in Asia during the period (SARS in 2003 and bird-flu in 2006).  
 

Year International Visitors  
2008 4.253.740 
2007 4.171.564 
2006 3.583.486 
2005 3.467.757 
2004 2 927 876 
2003 2 428 735 
2002 2 627 988 
2001 2.330.050 
2000 2.140.100 

 
Table 2: International visitors to Vietnam 

On the other hand, the number of domestic travelers is shown on the line graph below 
which is from the presentation of Director of Tourism Information Technology Center, 
Vietnam National Administration of Tourism during the UNCTAD Expert Meeting on ICT 
and Tourism for Development [7]. After the breakthrough growth in 1993, number of 
domestic traveler inbound has been risen very consistently over the following ten years and 
attained the number of almost 14 million in 2004, which was 17% of Vietnam population at 
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the time. This is a notable number considering that average income per person in Vietnam 
was only 542 USD in 2004 [8] 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 3: Domestic traveler volume in Vietnam throughout the years 

On the 4th of March 2009, World Economic Forum released the Travel & Tourism 
Competitiveness Report [9], which gives another view about the development ability of 
travel & tourism in Vietnam. The graph below presents international tourists and receipts 
along the years from 1995 to 2007 of Vietnam.  
 
 

 
 

Figure 4: International tourist arrivals and receipts 1995-2007 in Vietnam 

Black line expresses the international tourism receipts of Vietnam in 2003-2007. .These are 
the receipts earned by the country from expenditures of international travelers in inbound 
tourism activities. Although managing a steady growth it only achieved 3.461 billion USD in 
2007, while the total national GDP in the same year was 227.7 billion USD [10]. That means 
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contribution from tourism was 1.52%, quite modest number considering all the natural and 
social tourism resources the country is granted.  
 
Figure below depicts the final results of Vietnam travel and tourism competitiveness index 
and its various components from the same report mentioned above. As a whole, of the 
country is ranked 89 among 133 countries in the research, which is seven places higher than 
last year position. This improvement is obtained with main contribution from factors like 
price competitiveness in the industry, availability of qualified labor, safety and security, 
prioritization as well as affinity for travel and tourism. However, Vietnam is not evaluated 
well in fields like tourism infrastructure and ICT infrastructure, traits that define the 
professionalism modernization in travel and tourism.  
 

 
 

Figure 5: Vietnam Travel & Tourism Competitiveness Index and its various components 

Those indicators of Vietnam in the figure above imply that the country has everything it 
needs to become a major destination for travel and holiday on the world map. The country 
indeed has been attaining gradual growth in terms of international visitors and receipts from 
tourism. However, comparing to the available conditions, it is still far beyond the 
expectation. Looking at the other countries within the same geographic area and with very 
similar natural as well as social situations like Thailand and Indonesia, it requires more 
serious attention from the National Administration of Tourism and the government to lift 
the industry.  
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4.2. GOVERNMENT’S TOURISM DEVELOPMENT STRATEGY  

With an agricultural developing country like Vietnam, potentials in travel and tourism bring 
the opportunity to contribute greatly in to the total national GDP. Below are the projected 
direct and indirect earnings from tourism in 2008 in Vietnam, according to Travel & 
Tourism Competitiveness Report 2009 [9].  
 

 
 

Figure 6: GDP and Employment in Travel & Tourism industry and economy generally  

Understanding the critical role of this “clean industry” in the development of the whole 
nation, Vietnamese government has drawn a strategy to accelerate travel and tourism for the 
period of 2001-2010. According to the document [11], the country wants to lift travel and 
tourism to become a major industry, effectively utilizing the advantages of natural condition, 
biodiversity, cultural and historical tradition … On the other hand, the country will also 
mobilize the domestic resources and international partnerships as well as investment. It is 
expected that by the end of 2010, Vietnam will become one of the top countries which have 
strong travel and tourism in Asia.  
 
Vietnam hopes that it can gain the travel and tourism GDP growth within the period of 
2001-2010 at the level of 11-11.5% per year. Specifically, at the point of 2010, international 
visitors to Vietnam will reach 5.5-6 million, domestic traveler volume will attain the number 
25-26 million. Total receipts from travel and tourism are 4-4.5 billion USD.   
 
Unfortunately, the world financial crisis which started at the end of 2007 and officially broke 
out at the end of 2008 has affected badly on the world economic in general. This certainly 
also has influence on Vietnam tourism. Majority of international visitors to Vietnam are 
from US [5], the center of the financial crisis. Many specialists forecast that Vietnam tourism 
will also regress following the world economic [12]. Indeed, Vietnam and other countries in 
the area suffer direct or indirect losses because of this situation. Particularly in Vietnam, 
according to almost all the tour operators and travel agencies, number of foreign travelers to 
Vietnam declines remarkably. In 2008, Vietnam welcomed about 4.2 foreign visitors, which 
does not meet the expectation of 4.8-5 million [13]. The main reasons are told to be the 
fluctuation of the currency exchange rate, the rise of travel service prices (flight, hotel, 
transportation). In addition, foreign visitors also spend much less, use medium price 
services. This affects the direct receipts from tourism, and reduces the contribution to 
national GDP.  
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In order to mitigate the contingency, Vietnam National Administration of Tourism has 
strategy to attract visitors from close areas like Hong Kong, Taiwan, Japan, Korea, and 
Thailand… In January 2009, the administration also announced the tour discount campaign 
called Impressive Vietnam. This campaign with the participation of 114 tour operator / 
travel agencies / hotels / resorts … claims to reduce the price for 99 tours from 30 to 50 %. 
It is considered the biggest tourism discount campaign ever in Vietnam [14]. The main 
purposes of this are improve the situation while tourism is heavily affected by the financial 
crisis, and also lift up the competitiveness of Vietnam tourism. Targets of this program are 
France-West Europe, Japan-South East Asia, Australia and New Zealand. On the other 
hand, the administration also partner with counterparts from Laos and Cambodia to build 
the extended tours to Vietnam for visitors from those two countries.  
 
Another considerable effort of national tourism administration in current circumstance is to 
propose a tariff reduce to government [13]. Concretely, at the forum of tourism growth 
recovery program at the end of 2008, the administration already suggested the government 
to decrease the VAT from 10% to 5% and apply the course of direct tax refund for travelers. 
It hopes to contribute to the whole action of the country to save the national tourism out of 
the common gloomy sign.   
   
Last but not least, Vietnam was approved to hold the biggest travel and tourism event in the 
area: Travel & Tourism Forum 2009 [15]. It is a valuable opportunity for companies in the 
field to spread products, images … and attract investment. There were about 1500 
international representations, 400 tour operators/travel agencies from potential markets like 
North America, Europe, North East Asia, Australia… and of course, international media. As 
part of the forum, there was the meeting of the heads of tourism administration of the 
countries in ASEAN. The leaders talked about the trends and drew the common plan to 
protect and promote ASEAN tourism within current difficulties.  
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4.3. INVESTMENT IN VIETNAM TOURISM  

Considering the fact that Vietnam is a poor country and most of the national capital is 
reserved for other imperative matters, mobilizing domestic and foreign investments in 
tourism is a vital move to accelerate the development of the industry. Realizing this, 
attracting investments is one of the most critical points within 2001-2010 development 
strategy of Vietnam tourism [11]. Since the year 2000, Vietnam has indeed received the 
attention of many investments in tourism. From 2007 till now, almost the investments are 
into building seaside resorts to utilize the beautiful coast along the country.  
 
According to the head of National Tourism Administration of Vietnam, the country got 
more than 260 domestic and foreign investment projects into Vietnam travel and tourism 
[16]. Among those, there are large investments like 200 million USD by KOK (US tourism 
investor) to top-end hotels in Danang province, 300 million USD by Tin Nghia Co in 
DongNai, Binh Thuan and Lam Dong provinces… [17]. After all, a project of constructing 
the Ho Tram resort at Ba Ria – Vung Tau province is considerably the greatest one ever in 
terms FDI to travel and tourism. Asian Coast Development, the investor with head quarter 
in Canada, claims to put about 4.2 billion US dollars into the project. Vietnam is still working 
hard to attain more agreements in investing on constructing infrastructure which directly 
serves for tourism purposes like transport system, hotels and stations … Last but not least, 
along with those development, it also cares about how to conserve the nature. That’s why 
beside the direct investments first in constructing, then in training tourism resources, it’s also 
crucial to partner with organization or association to preserve the natural conditions.  
 
Not only trying to promote national tourism, Vietnam also one of the leaders in tourism 
investing into neighbor countries: Cambodia and Laos [18]. Within the first quarter of 2009, 
Vietnam has been realized as the third biggest country that invests into Laos with 87.7 
million USD registered capital (after Thailand and China).  
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5 .  ICT APPLICATION IN TOURISM  

5.1. ICT INDUSTRY IN VIETNAM 

We are living in a period when Information Communication Technology plays a critical role 
in defining the structure of a society. ICT infrastructure reflects the development and implies 
the economic growth rate of the exploring context. ICT is the crucial part in almost every 
aspect of life, from healthcare to transportation, from education to manufacture etc. In 
developing countries like Vietnam, ICT holds the key to accelerate the progress of economy 
and society. The last couple of years, Vietnam ICT sector stepped up in both import and 
export, and in both hardware and software/services. It is considered one of the most rapidly 
growing markets in Asia. Study made by consulting firm Andersen Vietnam Ltd shows that 
almost all the big names in ICT global has already been outsourcing their work to Vietnam 
(IBM, Cisco, Nortel, HP, Fujitsu …) [19]. Among those, since 2006, Canon has overtook 
Fujitsu to become the biggest hardware manufacture in Vietnam [20] 
 

 
Table 3: Vietnam software and services industry 

Table above shows overview of the Vietnam software and service industry through the 
numbers of active companies and software programmers within the period of 1996-2003 
[19]. Both numbers express steady growth, by 600% or higher, over the years. There were 95 
companies and 1900 programmers in 1996 while the numbers are 570 and 12000 in 2003 
respectively. The important trait is that it was capable of maintaining the ratio of number of 
software programmers over number of companies at 20-21. This suggests a uniform and 
stable growth in software and service industry in Vietnam.  
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Table 4: Vietnam ICT Import/Export turnover 2005-2006 

Table 5 and 6 contains numbers which show the import/export of ICT sector in Vietnam, 
collected in the Vietnam ICT Outlook 2007 [20]. This gives a general view of the ICT 
turnover in Vietnam, and be the base for determining the available market on ICT. Table 5 
sets a comparison in import/export in two years 2005 and 2006. First impression is both 
pillars show notable increase though the increasing percentages did fall down over half. If 
only looking at the import turnover for domestic market in table 6, similar situation can be 
figured out. Before 2004, growth percentage managed a gradual raise before remarkable fall 
from 32.8% to 13.6% in 2005 and a slight decrease the following year to 13.3%. It shows 
that the growth tendency of turnover in ICT import/export in Vietnam is very fast before 
2004 and slows down then.  
 

 
Table 5: Vietnam import for domestic market turnover 

However, looking at the value of ICT industry in general from 2002 to 2006, it shows a 
promising trend of increase. By the end of the statistical period, the total software/service 
value reached 360 million USD while hardware value attained the number of 1.38 billion 
UDS.  
  

 
Table 6: ICT Industry value in Vietnam 2002-2006 
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5.2. ICT IN TOURISM  

What makes ICT so fascinating is that it can alternate the ways we normally do things with 
much better ways in terms of effectiveness and efficiency. That’s why we can plan our trips 
easier by checking the bus/train schedules online, we can receive cheap education from a far 
distance, and we can do shopping comfortably without going around finding the exact 
products that we want … So is it in tourism. And all of those incredible things are 
performed upon the backbone: The Internet. Tourism, just like any other fields, relies much 
on storing, processing and providing data. Data about the weather, data about pricing, data 
about hotel rooms … would propose essential information for travelers; help them to plan 
their trips better and last but not least, save money. With the speedy development of 
technology, the interaction between information providers and travelers is no longer one 
way flow. Websites with pure information are already the story of last decades. On the 
Internet today there are thousands of travel channels where the users have direct interaction 
mutually. The data transferred are real-time, provided and received by users themselves. 
Gone are the days of users depending on the websites’ masters. Now they can exchange, 
confirm and even create a network of data flow. It is becoming a big part of the whole e-
business that called e-tourism.  
 

 
Figure 7: E-business for destination management proposed by TEAM [7] 
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Above is an example of e-business model for destination management proposed by TEAM, 
WTO Consultant and Affiliate Member, during the UNCTAD Expert Meeting on ICT and 
Tourism for Development [7]. It clearly defines original business functions and attaches 
them with activities supported in e-business context. The model could become a blueprint 
for destinations to develop their e-tourism systems.  

Destinations of 35% international travelers are in developing countries [21]. The best thing 
those places can offer to international travelers is pricing. Because of lacking of tourism 
information channels, it costs them a big deal of fee for the third parties before the 
information can reach the end users. If ever there were portals for travelers directly 
accessing, then not only they can benefit the cheap price but also the developing countries 
can keep a big part of the revenue from the process. However, constructing such network is 
demanding with serious research as well as large enough budget. It also requires 
conversations between many organization and people within tourism. Above is a structure of 
e-business for destination management. The structure comprises of points which form an 
ideal ICT system which plays as the leverage to lift the destination’s tourism. And a 
suggested “community” based on that structure also presented by TEAM is as follow 

 
 

Figure 8: Destination community e-business [7] 
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It is said that this community would cost up to three years to develop and each of the 
interfaces can also be subdivided.  
 

5.3. THE CASE OF VIETNAM  

With total over 3000 enterprises operating in the industry [7], Vietnam tourism is still behind 
the time in terms of using and applying ICT. From central level (Vietnam National 
Administration of Tourism) to local level (Provincial administration of Tourism) and 
enterprise level (Tour operators, Agencies, Hotels …) the utilizing and applying ICT are only 
at the point of having websites for basic information providing and emails for contacting. 
Enterprise level is able of managing to supply a hotels/tours booking online system. 
However this system only accepts international paying cards like Master and Visa. It could 
be useful enough for international travelers, but not local ones. Majority of domestic 
travelers use national bank cards, which are not possibly used for booking online. 
 
At the stage that it is forced for changes and technology adoption, the government has 
committed to adjust the laws on tourism so that it can support better for applying ICT on 
tourism legally. A huge budget is also planned to be invested on a development strategy on 
ICT and tourism from 2005 to 2010 and afterwards. However, there are still many 
challenges; especially the critical role of ICT has not been understood adequately at all levels 
and the lacking of technical knowledge of majority people in the field.  
 
Having a look at the Travel & Tourism Competitiveness Report 2009 [9], World Economic 
Forum has based on some pillars to make the assessment and one of them is the ICT 
Infrastructure. With the score of 3.6 in the scale from 1 to 7, Vietnam is at position 96 in the 
total 133 countries in this category. The score shows the extent of business Internet use, 
means the extensiveness use of the Internet for buying and selling tourism goods, and for 
interacting with customers/suppliers. Part of the list is shown below 
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Figure 9: Extend of tourism business Internet use rating list [9] 

On 17 December 2008, Vietnam IT Association released the report of Vietnam ICT Index 
2007 [22] 1. The Index reflects the ICT readiness of the national ministries, provinces/cities, 
and enterprises in terms of ICT infrastructure, ICT human resource, ICT application, ICT 
environment and policy etc. The readiness index helps to answer the question “Where are 
we?” in building the strategy for developing ICT within the ministry, area or an enterprise. 
For this study, the report gives a view of where is the ministry of tourism standing in terms 
of ICT investment and application. Following is the final ranking of the ministries. In 
appendix B at the end, detail rankings in each of the categories can also be found. 
 
 
 
 
 
 
 
 

                                                        
1 ICT Index for a year is released at the end of the following year. Therefore, ICT Index Report of 
2007 is the latest document 

Name of the ministries 

General ICT Index and 
Rankings 2005, 2006, 2007 

ICT Infrastructure index 

ICT Human Resource index 
ICT Environment & Policy index 

ICT 
Application 
index 
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Table 7: Vietnam ICT Index 2007; general rating list 

 
The ranking reveals that the ministry of tourism stood at position 20 in total 21 ministries, 
just above the social insurance ministry in 2007. Comparing to the positions of 2005 and 
2006 which were 11/26 and 27/32 respectively, it can be seen easily that the ministry of 
tourism has slipped significantly in terms of ICT utilization. As it reflects on the table, the 
ministry of tourism basically was not only the one which was not well-known for its ICT 
usage, but also could not catch up with the development pace of other ministries. That puts 
it in the imperative position for inevitable changes in ICT development and application.   

 

 

 

 

 

 

 

Ministry of Tourism, ranked 20/21.  
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PART 2: SKYDOOR CASE   

This second part is reserved to talk all about Skydoor. It begins with the start-up story, then 
the company’s eventual goals, its mission and tactics to obtain the mission. After that, details 
about the products and services are introduced. One by one of Skydoor’s features will be 
mentioned in here. Readers will go on with a very brief description of Skydoor’s technology. 
The company competence is depicted next. And after all, the possible issues at the moment 
of Skydoor are recognized. It will create the core for concentration in the final part; DDART 
framework.  
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6 .  START-UP STORY  

Vietnam is one of the fastest growing in ICT field in South East Asia, with thousands of 
registered companies over the last few years operating in software development/outsourcing 
only [19]. Among that majority, there are some companies going their own ways, trying to 
develop solutions themselves that answer directly demands from everyday life. Skydoor is an 
interesting example of a very young venture yet with full of potential as it focuses on 
Vietnam tourism and uses modern technology.  
 
One afternoon at the beginning of 2008, after a long discussion between two new friends at 
a bar in the middle of Saigon about technology in Vietnam and the world, Ngon and Minh 
came up with the decision to create “something”. That “something” must be the answer for 
a practical issue of the life in Vietnam, must interesting enough to inspire them and make 
them devote themselves; and finally, must be innovative enough to promote modern 
technology. Then nothing would be better than going for tourism, one of their common 
biggest interests. Have been traveling around the country, they understand what it takes to 
have a good tour and how an application would be to fill the requirements of travelers like 
them. With fresh energy and certain level of excitement, they could tell this was the chance 
of their lives that they would never let that slip away. A tool of Internet application with full 
of facilities which help people to search for information as well as make plans for their trips 
started to be formed. And as fast as it gets, in March 2008, Skydoor registered to legally and 
officially operate in ICT application in Vietnam.  
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Three months latter, in June 2008, the very first version of Skydoor was released. Basing on 
the technology and applications supported by Google, the first version contains extensive 
features for searching locations which are arranged hierarchically. Each of the locations are 
accompanied with relevant information, pictures, sounds, news … Those functions are open 
for users who registered can contribute by editing, updating or even posting a writing about 
the locations they have visited. Those locations are visualized on 2D – 3D views which 
developed using Google Map application.  
 

 
 

Figure 10: Skydoor first version June 2008  

The challenge at the moment was collecting and gathering data for all the locations first in 
Vietnam and then outside the country. It was a demanding process, which took them more 
than a month to finish the first 10 most major cities in Vietnam including capital Hanoi, 
biggest city Hochiminh, and international well-known tourist spots Hue, Danang, Dalat, 
Nhatrang …  
 
Other than that, Skydoor also needed to start their promotion campaign so that everybody 
got to know about the application as well as they needed to think about the business side: 
monetization. The initial promoting was evaluated to be very successful when Skydoor then 
appeared on many channels: news papers, websites, radio stations, TV shows … [23]  
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Figure 11: Since 7-2008, Skydoor has appeared on many news sites and papers as well as has been mentioned on 
programs of radios/TV. 

Many good comments for Skydoor and many experts believed that this was a breakthrough 
that could contribute greatly to Vietnam tourism while users really enjoyed the innovative 
functions provided by the portal. Since then, Skydoor has been gradually developed in terms 
of upgrading the products/services as well as growing the popularity. Stick with the 
innovation road, Skydoor tried to utilize the modern facilities released by Google to develop 
its valuable features for travelers like Travel helping center, Skydoor news, Location tours, 
Skydoor games... It also integrated with other national sites like www.baomoi.com, 
www.i4vn.com.vn … and famous international portals like  www.youtube.com, 
www.wikipedia.com, www.flickr.coom and www.panoramio.com … Besides, Skydoor also 
expanded its services by letting users to embed Skydoor news to their sites/blogs, RSS 
service, Travel news search tool and mobile version of the application.  
 
With all those continuous activities, it showed the energetic spirit of Skydoor and sent a 
commitment to all the users that the company would always bring the latest technology and 
innovative facilities to them. Skydoor’s effort has been already compensated when within 
less than a year; it was ranked in the top three of tourism website in Vietnam [24]. The end 
of 2008 is the point that Skydoor received much recognition after their great attempt in such 
a short period of time. On 10 December 2008, Google Asia blog had a post about Google 
DevFest even and mentioned Skydoor as an example of innovative venture which “leverages 
Google Maps, YouTube, GWT, and Earth. The outfit is already working on an OpenSocial version of their 
application” [25] 
 
Last but not least, the application of Skydoor got the biggest acknowledgement when it won 
the first prize in the Vietnam National Talent Contest 2008. Skydoor was standing at the 
breakthrough for a jump to grow because it was not only a chance to PR for the 
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company/product but also an evidence that it had what it took to survive in a world where 
technology developed and changed everyday.  
 

 
 

Figure 12: Skydoor finished at the first place at the Vietnam National Talent Contest 2008 

   
 

 

 

 

 

 

 

 

7 .  VISSION,  M ISSION AND STRATEGY  

7.1. VISION  

Skydoor is aiming to become the most appreciative travel portal in Vietnam, the first place 
travelers turn to when they need information about tourism, knowledge about the places 
they want to visit or suggestion about where they should go with certain requirements. 
  

7.2. MISSION 

Realizing the messy and unofficial conditions of the way Vietnam travel and tourism 
information presented on the Internet nowadays, Skydoor has the ambition to generalize and 
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re-organize travel-tourism information according to hierarchical locations oriented. It wants 
to bring the most possible convenience for travelers in finding information and planning 
their tours with ease and efficiency.  
 

7.3. STRATEGY  

Skydoor is committed to provide users with 100% free products/services which developed 
based on modern and innovative technology. Those fascinating features of Skydoor are 
supplemented, maintained and upgraded regularly. Traffic would not directly generate 
revenue for Skydoor, yet it attracts supporters, sponsors and ads buyers on the sites of the 
portal.   
 
Skydoor wants to fully establish itself locally before going to foreign locations as well as 
developing the multilingual function for the portal.  
 

 

 

 

 

 

 

 

 

 

 

 

 

8 .  PRODUCTS & SERVICES  

As it has committed, Skydoor always want to connect its users with latest applications based 
on modern and innovative technology. After less than one year of development, current 
version of Skydoor (March 2009) is functioned with a number of great facilities which it 
would take others years to build. This section just goes over those major features to 
understand briefly the capability of current Skydoor. 
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8.1. SKYDOOR; VIETNAM AND WORLD TRAVEL NETWORK  

 
 

Figure 13: Skydoor network GUI 

This is the main part of Skydoor which appears by default when users have access to 
www.skydoor.net. This is a location oriented feature containing a world map to let users 
trace back and forth the locations in the world. This is developed strictly based on Google 
Earth service as well as global pictures network from www.panoramio.com. Users can 
choose to set the map as 2D or 3D display. Ultimate structure of this part is each location 
will be attached with a number of attributes: detail road map, natural/social information, 
news, pictures/videos, travel advice, places to go and touring information. At the moment, 
Skydoor has finished building the data packages as above for all 64 cities/provinces in 
Vietnam. Next step, it will go internationally to other attractive locations in other countries. 
Basic natural/social information of the locations is automatically collected from wikipedia, as 
the pictures and videos are got from flickr and youtube. News includes all relevant articles 
from national news website, especially Skydoor’s learning 2 partner www.baomoi.com.. 
Finally, the touring info is a collection of all the active tours to the location currently being 
checked.  
 
Because it uses global pictures from panoramio and applies Google Earth service (2D, 3D), 
it takes quite some time to fully load the map, Moreover, it is not always easy for end users 
to locate the places according to a map. That’s why there should be alternatives ways of 
finding a specific location like a drop-down-list or a search location function.  
 

8.2. PERSONALIZED SKYDOOR SITE  

This is kind of a “my Skydoor page” which contains personal information and overall of the 
activities a specific user has performed on Skydoor. It summarizes the comments that user 
has made, articles that user has written, who are in his friend list, pictures he has uploaded 
and especially places he has been.  

 
 
 
 
                                                        

2 Learning partner is someone who would not capable of adding much revenue and profit potential 
to the subject but brings other values in terms of core competences 
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Figure 14: Skydoor personalization GUI 

This personalization is suitable apt to the trend of web 2.0 where applications are seen as flat 
networks of individuals with common interests. Users can also of course make some simple 
settings for their pages, but there is not much they can do to reflect their personalities and 
characteristics.  
 

8.3. TRAVEL WIKI 

 

 
Figure 15: Travel wiki GUI 

Travel wiki is another effort from Skydoor to provide their users with alternative means to 
obtain general information about certain places. As the name implies, topics of information 
in this feature are organized under the form of wiki. All users have the right to modify those 
topics, adding their own ideas and experiences about the places. At the moment, wiki 
content focuses on places in Vietnam. Because of the very special nature of the wiki, its 
content has to be followed and observed carefully to prevent any act of sabotage. Skydoor 
has its reason to keep this travel wiki part to grow in a moderately speed and under control. 
Once things are on track, Skydoor will expand to other major locations in the world.  
 
Beside text content, users can also attach pictures and videos from their flickr and youtube 
streams into travel wiki topics. Skydoor is aiming to put more investment in terms of time 
and effort to make this service become one of the major ones in future. 
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8.4. TRAVEL BLOG 

 
 
 

 
 
 
 
 
 
 
 
 
 
 

Figure 16: Travel blog GUI 

In fact, this is a travel blog portal which is fed by other famous travel blogs. Those posts can 
be about anything relevant to travel and tourism. Eventual purpose of this feature is to give 
users fresh travels and tourism news and information from individual and independent 
sources.  
 
This blog is just a common place where writings are re-posted, and it is done automatically 
using RSS technique. At the moment, because Skydoor does not earn money directly from 
the site, so there is nothing to worry about authorization. However, if advertisements appear 
on this site, that would cause legal matters. Finally, this blog is customized from Blogspot 
service of Google.  
 

8.5. TRAVEL NEWS 

 
 

Figure 17: Travel news GUI 

 

This feature is quite similar to the previous one except for the fact that the news here is 
collected from about thirty official news sites and portals in Vietnam, especially from their 
partner Baomoi. And of course those are the news related to travel and tourism. The 
collecting process is also executed automatically using RSS technique. Besides, Google 
AppEngine is the root technique of this site in crawling and indexing data.  
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Like having mentioned above, there are possible legal issues concerning the using of content 
from the third parties for profitable purposes. It would require official agreements between 
Skydoor and those content providers to overcome the problems.  
 

8.6. TRAVEL VIDEO 

 
 

Figure 18: Travel video GUI 

It’s easy to realize when users get to travel video site of Skydoor that it is powered by the 
company and Youtube. That means Skydoor developed a tool to collect and classify 
automatically videos about travel and tourism from the biggest video channel on the 
Internet: Youtube. The users now can follow videos about the places they are interested 
without searching around on youtube. Those collected videos are also tagged with locations’ 
names so that it is even more convenient when users know exactly what they want to watch. 
As part of the obstacles concerning legal matters when using content from third party, 
Skydoor just tagged on the videos about locations in Vietnam. It would take some time and 
effort to work out the issues so that the content on this site can be expanded globally.  
 
This service is built based on Google AppEngine.  
 

8.7. SKYDOOR SEARCH 

Skydoor Search is an exclusive tool developed upon Google Search, but is specialized and 
optimized so that it only returns results within travel & tourism boundaries. At first glance, 
the search results look not much different from those returned by Google Search. However, 
there are more distinctions if users query advance search.  
 
Skydoor integrates over 300 national sources as data roots for this search tool. Those are top 
travel/tourism news sites in Vietnam, websites of travel/tourism companies, blogs or 
independent forums… That’s why it also has the meaning of a connect point of 
travel/tourism data in Vietnam.  
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Figure 19: Skydoor search GUI 

Because being developed upon Google Search fundamentals, possible revenue model using 
this site is also similar to Google Adsense (contextual advertising solution supplied by 
Google [26]) 
 

8.8. LOCATION NEWS 

 
 

Figure 20: Location news GUI 

If travel news service brings the users the convenience with generalized information 
collected from many sources, this service is like an upgraded version with filter that helps to 
classify those news according to locations. It eases the process of searching for news in 
specific places and promotes locations oriented trend that Skydoor has been always 
following.  
 

8.9. GAMES 

This is indeed one of the very first features of Skydoor. Those are the games using travel & 
tourism pictures or videos, in order to bring fun and joy for users. On the other hand, games 
feature is the most effective way to keep users stay-on-site, improve the possibility to earn 
from advertising clients/sponsors. This is a very valuable add-in service that brings mutual 
benefits for both Skydoor and users. The games are built based on available CSDL.  
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Figure 21: One of Skydoor games 

 
8.10. SKYDOOR MOBILE 

 
 

Figure 22: Skydoor mobile 

Skydoor introduced its version for mobile devices as soon as basic functions of original 
Skydoor were ready. The company knew that mobile devices would definitely the inevitable 
future of digital applications, and want to get in touch with that tendency as soon as 
possible. Along with developing and maintaining existing features for original Skydoor 
portal, it always keeps in mind the critical role of Skydoor mobile.  
 
Only with a mobile device supported by GPRS standard, users can use, of course freely, 
services of Skydoor provider.  
 

8.11. INTERNATIONALIZATION: SKYDOOR ENGLISH AND VIETNAM NEWS SERVICES 

Eventually, Skydoor not only wants to supply domestic travelers with services online to help 
them searching and planning for their trip, but also wishes to bring their services to 
international travelers, especially when they want to travel to Vietnam. That’s why the 
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company gradually adds in the multilingual feature to all of their Skydoor products/services. 
First it goes for English, then to other languages like Chinese, Japanese, Korean, French, 
Russian … as people from countries speaking those languages form the majority of 
international travelers to Vietnam recent years. Of course it is a long term approach and 
requires much of work not only in interpretation.  
 
At the moment, there are two features which are available in English for immediate using:  
 

 
 

Figure 23; Skydoor globalization   

Skydoor; Vietnam and world travel network, which is the very first function mentioned 
above. It has a map where users can choose locations in countries to look for information, 
pictures, videos, news, and maybe detail road maps (available for big cities in Vietnam).  
 

 

 
 

Figure 24: Skydoor Vietnam and world travel network 

 

Vietnam news is a site that generalizes articles about Vietnam on international English-
language websites. This is very much convenient, especially for foreigners who need to catch 
the general picture of current Vietnam in their decision or planning trips to the country. This 
is also developed using RSS feed features.  
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9 .  TECHNOLOGY 

 
Figure 25: Skydoor Technology basement  

All Skydoor products and services are developed heavily based on Google fundamentals, 
Google App Engine to be specific. From Skydoor Search to Skydoor travel video … every 
single feature is built upon innovative service of Google with JavaScript add-ins. Whereas, 
Google Maps and Google Earth also play big parts in Skydoor because of the profound 
application into Skydoor location-oriented 2D-3D maps. This strictly dependency on 
Google technique would decrease the flexibility in implementing of services from other 
providers. However, it hastens the development process because of better supports. As the 
matter of fact, Skydoor introduces many of its modern services in just less than one year.   
 
 

 
 

Figure 26: Skydoor content basement 
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On the other hands, Skydoor uses RSS feeding technique in order to enrich its content. 
Those feeders are powered by Google (Panramio, Blogspot, Youtube …) or well-known 
portals (Wikipedia, Flickr…). Besides, a number of international as well as Vietnamese 
websites are valuable sources of news and information for Skydoor. Last but not least, 
Skydoor also generates its own content with comments, photos, videos, posts and writings 
from its registered users.  
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10 .  COMPETENCE 

Since the debut to ICT market of Vietnam about a year ago, Skydoor has been well 
appreciated by people/experts working in the field as well as received good feedbacks from 
partners/users. The critical point that makes Skydoor stand out from many other newly 
startups in ICT is the ability to catch up with fresh technology and bring it into practical 
application. That thanks to the management group consisting of three young talented 
enthusiastic people with complementary characteristics as well as professional skills. Process 
and technology are available for everyone, yet it’s the human resource that really accelerates 
Skydoor on the way of development.  
 

Bui Duc Minh is the executive manager of Skydoor. He has constant 
indulgence in Internet ventures. Before joining Skydoor group, Minh 
has experienced in starting up, marketing as well as ICT. Especially, he 
has strong interest in traveling.  
 
 
 
 
 
Figure 27: Skydoor CEO Bui Duc Minh 

 
Pham Huu Ngon is the one responsible for technology management in 
Skydoor. He has strong passion in ICT and computer science. Ngon has 
been involved in many innovative projects of Internet application 
development. He has won an award at Imagine Cup held in 2004 at 
Brazil by Microsoft, finished at the third place at Asia Pacific 
ACM/ICPC contest 2005, and represented Asia Pacific then at the final 
round of world ACM/ICPC contest in San Antonio, Texas, USA. In 
2005, Ngon has won the third award at Vietnam Talent Contest as an 
individual contestant. And 3 years later, coming back to Vietnam Talent 
Contest as Skydoor group, he and his team mates have captured the top 
place with honor. Last but not least, traveling is one among his greatest 
hobbies.   

Figure 28: Skydoor CTO Pham Huu Ngon  

Hoang Thuy is the leader of application development. Has been 
studying with Ngon for years, he and Ngon create a mutual technical 
complementariness. He has much experience in software development, 
especially Internet applications. And as others in Skydoor group, he 
loves traveling and discovers new places.  
 
 
  
Figure 29: Skydoor leader of application development Hoang Thuy 
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11 .  THE ISSUES 

Every business at certain stage has its own issues needed to be worked out. Big enterprises 
concerns about how to maintain positions as well as penetrate new market segments, 
whereas startups have their own worries about how to establish themselves and get a 
breakthrough to obtain stable revenue. Skydoor is not an exception. It can not avoid those 
very typical obstacles of startups, though the company has been doing very well within the 
first year of operation. This part discusses Skydoor’s current challenges, indeed what it takes 
to gradually escape from startup status and become established venture. Below are some of 
the notable matters:   
 

11.1. FINANCE 

Improving revenue is among the most crucial financial tasks for start-ups. It requires a 
concrete revenue model as well as efficient execution, especially with companies operating in 
ICT fields. This aspect which deeply depends on technology development has very exclusive 
means of monetization. As a pioneer in applying ICT in tourism, Skydoor has to seriously 
consider about revenue model in order to attain sustaining growth financially.  
 

11.2. DEFINING MARKET SEGMENTATION  

No companies can be successful in all market segments. That’s why it’s very essential for 
Skydoor to define its targets and concentrate 100% to penetrate the targets. Would it be first 
for domestic users? Or would it aim at international users? Should it only focus on Vietnam 
locations? Or should it try to manage as many international locations as possible? Answers to 
those questions will help Skydoor to specifically define the target market.       
 

11.3. PARTNERSHIP 

Doing business, in Vietnam or as in any other countries, partnership seriously matters. 
However, as a two-blade knife, partnership can either be the leverage to lift the business up 
or hold back its development. It’s the problem of realizing and partnering with the 
appropriate objects. To achieve this, Skydoor should have a plan for partnership and stick 
with it.  
 

11.4. LEGAL ISSUES  

Majority of the content on Skydoor sites are fed from third parties. Some of them are well-
known portals/channels which mention clearly terms of use and republic of content on their 
sites. Others are small sites, could be blogs, individual writings … In such context, latter 
conflicts are inevitable. Skydoor should think in advance contingency plan and in those cases 

11.5. WHAT IS SKYDOOR?  

Users will see Skydoor the way it defines itself. Of course it is about travel and tourism, but 
in order to stick in users’ mind, it has to be more specific. Strongest point of Skydoor, as 
mentioned above, is the ability to apply fresh and innovative techniques. Just within a year, 
Skydoor portal is full of services. Is it good or not to be “everything”? Or instead it should 
focus on certain most appreciated features? In short, Skydoor has to answer the question 
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what it is, before users can answer it. This self-definition would help to identify its 
competitive advantages over competitors.  
 
Technology is of course the key to be successful. Yet mere technology driven companies 
could absolutely not success if it overlooks the users’ demands. Skydoor has to find a way to 
balance technology oriented and users oriented tendencies. It requires longer view with a 
long term approach, rather than a simple technology race.  
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PART 3: DDART FRAMEWORK APPLICATION 

This part apply DDART framework to analyze Skydoor case basing on the context of 
Vietnam tourism and the state of ICT application. The framework was first introduced by 
Dr. Tom Kosnik from Stanford University during his course Global Entrepreneurial 
Marketing. It also has been proved to be a very helpful tool in analyzing and making 
decisions for business cases in during the courses of ICT Entrepreneurship program in 
KTH.  
 
As the acronym name, DDART framework contains four components: Diagnosis, Decision, 
Analysis and Reality Test. First component diagnose the subject, here is Skydoor, in the 
industry context. It goes over matters like market opportunity, technology adoption, what 
space the subject wants to fill, users’ behavior, consumption and competition. Second 
component represents decisions for the subject’s issues: market segmentation, partnership, 
legal aspects, finance, subject self definition … using tools like whole product, positioning 
statement, partner matrix etc. Third component analyze the situation to confirm the 
decisions in previous component. Topics to be analyzed are partnership, competitive, 
alternative opportunities … with the support of tools like SWOT, Porter’s five forces … 
Final component presents possible problems coming along the way of execution according 
to the decisions. Proactive plans are also prepared to cope with contingent issues.  
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12 .  DIAGNOSIS  

In this part, general situation which could have direct effect on operation of Skydoor will be 
explored. It is divided into small topics like what is the market opportunity? Where does the 
technology stand in the adoption life cycle according to each group of target users? What 
space does Skydoor want to fill? What is the users’ behavior? Diagnose generally the 
consuming, as well as take a glance at the competition in the field.  
 

12.1. MARKET OPPORTUNITY 

During the first part of this document, many points about Vietnam tourism have been 
stated. Considering its natural and social conditions, tourism has been determined to be the 
key industry in Vietnam. The country has everything it needs to be a hot spot in the traveling 
map of the world. It has been catching much attention and investment domestically as well 
as internationally. In addition, during the last ten years or so, Vietnam has maintained a 
gradual growth in terms of foreign visitors to the countries. Except for a decline in 2003 as a 
result of the world political instability with the Middle East crisis, number of foreigners 
coming to Vietnam for travel increases steadily and reached about 4.3 million last year. 
Estimation of World Economic Forum [9] shows that value of travel and tourism industry in 
2008 of Vietnam is 3.5 billion USD, which is 4.3% of total national GDP. If taking indirect 
contributions into account as well, the value called travel and tourism economy even reaches 
11 billion USD and hold 13.6% of GDP.  
 
On the other hand, Vietnam is one of the fastest growing countries in ICT of Asia. 
According to Internet World Stats [27], by the end of 2008, Internet penetration index of 
Vietnam is 24% of the population, which are about 20.7 million users. Back in 2000, this 
number was just 200.000 users, and held 0.3% of the population. Within less than ten years, 
it achieved the incensement of 10250%, not mentioning that Vietnam population has 
increased over 9% during the period (from 79 million in 2000 to 86 million in 2008). A 
notable characteristic of Vietnam is that 2/3 of Vietnam population under 35 years old [28]. 
This is also the group holds majority in Internet usage and is willing to pay for general 
services as well as in tourism. The following chart depicts the Internet users at the country 
from 2000 until now.  
 

 
Figure 30: Vietnam Internet users 2000-2009 
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A huge amount of Internet users within a young range of age creates many opportunities to 
apply ICT into many aspects of life. However, in reality, many difficulties and obstacles have 
prevented that to happen. Lacking of infrastructure, inflexible regulation and not may people 
with strong technical backgrounds are among the main reasons. Even with a very promising 
field like tourism, attention and investment in ICT are not appropriate. While the Internet 
penetration is high, research of World Economic Forum implies that extend of Internet 
usage in travel and tourism businesses in Vietnam only ranked 96 over 133 countries [9]. 
This is lower than almost other countries in the area like Malaysia (ranked 29), Thailand 
(ranked 56) and Indonesia (ranked 73).  
 
On the other hand, Vietnam ICT index 2007 released by Vietnam IT Association indicates 
that Tourism ministry ranked second worst in final list of ICT Application index. In every 
single detail pillars; from ICT infrastructure, ICT environment & policy … to ICT human 
resource, tourism ministry is all ranked in the bottom three. Official website of tourism 
ministry does not play as a main gateway to Vietnam tourism, as it should be. The same out-
of-date as well as useless information appears on tourism websites of cities/provinces. Better 
are the information pages of travel enterprises with quite rich and useful information about 
tours and pricing. However, those websites only play the role of supplying information, not 
two-way interaction where users can easily book tours, pay fees share travel experience or 
simply ask questions. Websites major tour operators / travel agencies currently operating in 
Vietnam also could not answer the demands of users for modern web-facilities. That gives 
the best sense of how far ICT application in tourism in Vietnam.  
 
The survey especially made to learn about what foreign travelers think about Vietnam 
tourism online (refer to appendix A) reveals many notable points. Most of the participants 
are happy with the easiness of reaching, the sufficiency as well as the accuracy of the 
information about Vietnam tourism on the Internet (with marks more than 3 over 5). 
Although they seem to be happy with the traits mentioned above, many of them added that 
they would prefer a single official portal for Vietnam tourism with reliable and updated data. 
That would consume far less time and effort for them to look for essential information.  
 

 
Figure 31: How come do you travel Vietnam?  
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Within the survey, 36% of asked people said that their decision to travel Vietnam was merely 
made after searching on the Internet. Meanwhile, only 76% search the Internet in advance 
before coming to Vietnam. Below are detail graph:  
 

 
Figure 32: Did you learn about Vietnam on the Internet before coming? 

After all, the application of ICT into tourism in Vietnam is not satisfactory, especially when 
the field is very promising. It does not answer the demands of users, and does not get along 
with the development of technology in general. Users need a new easy and convenient way 
of making their traveling; tourism management needs a new effective and efficient way of 
operating. However, looking at the bright side, this unsatisfactory situation suggests that 
there are still room for improvement and development in ICT application in tourism. Any 
venture introduces facilities to fulfill this market demands can definitely get first mover 
advantages as well as challenges. Success profoundly depends on the technology adoption of 
target users.  
 

12.2. TECHNOLOGY ADOPTION LIFE CYCLE 

It is indeed two distinctive target groups of end users of online tourism facilities in the scope 
of this study: international travelers who want to visit Vietnam and Vietnamese domestic 
travelers. The extent of adoption tourism facilities of those two groups is visualized using the 
TALC model introduced by Geoffrey A. Moore. The most notable factor of TALC model is 
the chasm, which as Moore defines in his book is “the gulf between two distinct marketplaces for 
technology products – the first, an early market dominated by early adopters and insiders who are quick to 
appreciate the nature and benefits the new development, and the second, a mainstream market representing the 
‘rest of us’, people who want the benefits of the new technology but who do not want to ‘experience’ it in all its 
glory details”. In this case, not taking the availability of those facilities into account, the 
abilities of acceptance, in terms of technique, of online tourism facilities is displayed in the 
figures below. The first one is standing on the side of international visitors to Vietnam; the 
other one depicts the adoption of domestic users.  
 
First of all, major share of travelers to Vietnam is from US, Japan, South Korea, China and 
Western Europe. Considering this diversify group as a whole, online tourism facilities is at 
the top of early majority group of the technology adoption life cycle. Travel & Tourism 
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Competitiveness Report [9] has proved the ICT infrastructures in tourism of those 
countries/areas are ranked within the top. It already got into the mainstream with crowded 
users, passed the obstacles “bowling alley” and “tornado” as displayed in figure 32.People from 
those countries are very much accustomed to searching tours online, looking for travel 
information, booking travel services as well as making online payment etc. It is now on the 
period of penetrating next phase on the cycle is the late majority. It suggests this target group 
would not have any difficulties in utilizing such application like Skydoor. They are ready to 
use the application.  
 

 
Figure 33: TALC model for international users  

 

 
Figure 34: TALC model for domestic users 

On the other hand, figure 33 shows the technology adoption life cycle of online tourism 
facilities with the target is Vietnamese domestic users. The fact that there is no such 
convenience already available as well as the travelers have strong habits of going out to 
offices of travel agencies or tour operators to ask directly about tours/information, 
suggested online tourism facilities might be only at the early adopters of the adoption 
lifecycle. Good news is there is big potentiality with crowded users ahead; bad news is it has 
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not crossed the chasm, the tomb during the adoption of new technology. There are many 
reasons for a technique fails to cross this big gap. In this context, the two main things could 
be truthfulness in the technique itself and ability breaking the strong habits of users. 
 
Both of those goals; building users’ truthfulness and breaking old habits require much time 
and effort. They are separate, but actually very complementary. Success in establishing 
truthfulness in fresh technology would give users alternatives and if only users can develop 
new practice their will try to use other options.  

12.3. CONSUMER DIAGNOSIS  

Ever since the Internet appeared to public at 19 November 1997 in Vietnam, the Internet 
users have reached almost 15 million at the end of 2006. The digital industry in the country 
has also been growing gradually over the past five years with the rate at 55% in 2007 and 
reaches about 182 USD [29].  
 
 

 
Figure 35: Revenue of digital industry in Vietnam 05-07 

Though attaining quite impressive growth, digital content is still a very new area in Vietnam 
with four main sources: mobile content, games, ads-Internet content and e-commerce. 
Vietnam is a country with high percentage of young population, very suitable for developing 
and accelerating digital content. However, poor regulations as well as worry about the 
security have prevented the trend. On the other hand, the people also have habits of seeing, 
touching and feeling things before buying them. It has to do with the culture and custom of 
many years. ATM has been popular in Vietnam for a long time, still majority of exchanging 
activities are made in cash.  
 
The need of using digital content is very high, yet not all the users are willing to pay. The 
graph below proves the point by showing the probability of paying the service fee of users 
[29]. The figure indicates that the probability of paying of the group of using mobile content 
is highest. On the other hand, using paid digital content and executing payment transaction 
online have been very popular in the other target group of Skydoor. This group contains 
foreign users from countries where e-commerce has developed and the technique has been 
adopted by this group of users. This distinctiveness demands Skydoor to have a good focus 
in developing its products as well as setting priority between its target groups.  
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Figure 36: Probability of paying the service fee of users in Vietnam 

1: Internet content 
2: Mobile content 
3: Games 

4: E-commerce 
5: E-learning 
6: E-healthcare 

7: General data 
8: Film

 
Among the groups contributing to digital content revenue, e-commerce is determined to be 
the field with greatest potential and the capability of being the leverage for other industries. 
Also from the graph above, probability of paying fee in this aspect is only after mobile 
content. With around 86 million of population and the Internet penetration of over 24.58% 
[30], Vietnam is possible to become a big market for e-commerce to grow. However, lacking 
of adequate regulation as well as technical fundamentals has prevented e-commerce to 
develop as its potentials. The fact is till 2007, there are over 100 enterprises with 6900 people 
operating in e-commerce; receive about 28 million USD in revenue. Among those, 67% are 
about products/services of online authentication/authorization, 44% are about online 
exchanging and 25% are about online paying [29] 
 
It needs to be mentioned as well that the Vietnamese prefer using cash in everyday activities 
rather than making transactions online. Moreover, in tourism, domestic travelers inbound 
and outbound of Vietnam totally have no choice of using online booking and paying options 
simply because there are no such services available out there. Online tourism here is limited 
with the meaning of supplying one-way information and hotel reservation, still only possible 
for those with international master/visa cards.  
 
The extensive usage of the Internet opens up multi-billion online travel markets in most 
promising segments: US and Western Europe (TEAM group [7]) and creates many changes 
in the habits of customers in tourism, from the way of searching for information to the way 
of booking tours. Customers are using more and more of the Internet in finding essential 
information they need, while booking and paying online are now replacing the traditional 
methods because of its efficiency. The graph in figure 36 below gives a sense of this 
transformation both in the world-wide view and in some particular areas. They are also from 
the same source of the previous figures [7].Changing used of online booking in some 
markets over the last 12 months (point of study was at the end of 2005). Except for Russian 
segment, all the other markets at least remain the same on online booking trend, while 
China, Korea and UK have the most increasing number of changing toward using online 
booking. Those are the countries/areas that share majority of visitors to Vietnam 
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Another country also in this group is US. Though does not achieve a notable growth in 
previous statistic, the percentage of US travel booked online indeed has rose more than 
double, from 15% to 35%, within a five year period as shown in the table 8 [7]. This trend 
suggests that Skydoor is aiming at the right direction with the segment of international 
visitors to Vietnam. They are using online travel facilities more and more and that opens up 
chances for Skydoor. The possibility of penetrating to this group of international travelers 
who want to visit Vietnam is very promising. What needs to be done is that Skydoor has to 
adjust itself to bridge the virtual gap between those users and their web facilities.  
 

 
 

Figure 37: Trends of using online travel  

 
% of US travel booked online  
2002 15% 

2003 21% 

2004 27% 

2005 32% 

2006 35% 

 
Table 8: Latest US online travel trend shows that people more and more prefer booking online than going to travel 

agencies 
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In 2008, there are 4.253.740 international visitors to Vietnam [4]. Meanwhile, during the 
survey about Vietnam tourism (appendix A), 76% of the participants confirmed that they 
had browsed over the Internet for information before coming to Vietnam. That suggests 
3.232.842 international users are willing to check out Skydoor the following year. With 
domestic users, it’s very tough to conclude a general number. However, the target can be 
defined as the group people from 22 to 45 years old, who are young enough to adopt new 
technique, willing to change habits of using and afford traveling.  
 

 
Figure 38: International consumer diagnosis 

 

12.4. WHAT SPACE?  

This part is trying to define the space in which Skydoor settles itself as a product/service. 
Questions like what is Skydoor from market perspective, when can users use it and for what 
values … are answered in short as Skydoor is at the moment below.  
 

 
 

Figure 39: Skydoor values 

 
Travel & tourism portal for 
information, news, pictures … 

Market Perspective 

 
People want to search for 
practical and useful information 
concerning traveling and 
tourism … 

When?  
Interactive and innovative 
features with rich data from 
many sources … 

What value? 

 
If travel and tourism news and information can be 
provided in a simple smart innovative way 

Ultimate Test 
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From market perspective, Skydoor defines itself as travel and tourism portal. From this 
source, users can find information, news, pictures … essential for their traveling decisions 
through web facilities like location maps 2D and 3D, travel wiki, blog, news, video page, 
search tool. Moreover, the portal also has function of a social network connecting people 
with shared interests in traveling as users can personalize their Skydoor pages to keep track 
of places they have been to, make friends and play games. From that point of view, it can be 
seen that Skydoor tries to include as many functions as possible into its portal. It wants to 
establish the image of a place which contains everything a single user may need concerning 
travel and tourism. However, this is against their ultimate goal: providing information in a 
simple, smart and innovative way. The functionality is fascinating in terms of technology 
application, but it is not simple enough to create first and foremost trait: user-friendliness.  
 
The what space table below gives the sense of what usage value Skydoor aiming to achieve. It’s 
the buyer utility map, introduced in the article “Knowing a wining business idea when you see one” 
of W Chan Kim and Renée Mauborgne. By addressing the spaces of the utility levels 
(vertical) against the stages of the buyer experiences cycle (horizontal), different values of the 
products/services are identified. As it shows, users of Skydoor can benefit from the 
innovative features to improve the efficiency of getting the information they want. It is a 
simple process, with interactive, attractive and funny GUI. That brings the absolute 
convenience and productivity for the end users. Though Skydoor is trying hard, it has not 
obtained those four usage values for its product yet. Major reasons are it puzzles users with 
tangled interface and confusing functions. It’s the interface that mostly decides the 
convenience and fun values, while consumer productivity and simplicity are heavily 
depended on Skydoor’s functionality.  
  

  Purchase Deliver Use Supplements Maintenance Disposal 
Consumer 

Productivity             

Simplicity             

Convenience             

Risk         
  

  
Fun and 
Image             

Environmental 
Friendliness             

 
Table 9: What space – Skydoor 

12.5. COMPETITION  

Most potential competition would come from major travel and tour companies who would 
like to jump in if Skydoor operation sets a successful example. As mentioned before that 
there has been no such portal providing facilities for tourism and traveling currently at 
Vietnam, Skydoor would be the pioneer in the field, with all the advantages and challenges as 
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the first mover. Table below shows the assessment of websites of top ten tour operators / 
travel agencies currently operating in Vietnam market. The list is made up by the Vietnam 
Tourism Association [31] and there are four pillars to evaluate the information portals of 
those companies: Multilingual feature, discussion forum, search facility and online payment 
possibility. It will give the answer for the question of how capable those companies are in 
offering the interacting tools for the end users.  
 

Company Multilingual 
feature 

Discussion 
forum 

Search 
facility 

Online 
payment 

Saigontourist  
www.saigon-tourist.com  

×  ×  

Exotissimo – Cesais 
www.exotissimo.com  

  ×  

APEX Vietnam * 
www.apexvietnam.com  

    

Hanoi tourism  
www.vietnam.vn-tourism.com  

×    

Diethelm  
www.diethelmtravel.com  

    

Benthanh * 
www.benthanhtourist.com.vn  

    

Fiditour 
www.fiditour.com  

×  ×  

Peacetour  
www.peacetourco.com  

×  ×  

HuongGiang 
www.huonggiangtravel.com  

×    

A Dong * 
www.adong.com  

    

* Websites inaccessible at the time of assessment.  
 

Table 10: Online interaction assessment of top ten tourism companies in Vietnam 

Table above shows the study result. There are 3/10 websites unavailable for accessing at the 
time of studying. About half of them guarantee language setting and tour searching facility. 
There is absolutely no common place for discussion or any way of making payment 
transactions online on those websites of top companies. That gives the best sense of how far 
ICT application in tourism in Vietnam.  
 
Among them, SaigonTourist already shows its interest with two distinct information 
channels; one for foreigners (www.etravelvietnam.com) and one for domestic users 
(www.dulichtietkiem.com). Comparing to Skydoor, those two websites have attractive 
interface, with clear options and user-friendliness. Because each has clear target group of 
users, it goes right to the point and serve what users need. However, they are still one-way 
traffic websites, and only promote information and news from SaigonTourist. It seems that 
in order to develop such portal like Skydoor, those companies have to put many 
investments, especially when dealing with digital content is out of their core functions. 
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13 .  DECISIONS 

Basing on the diagnosis previously, decisions are made in this part. Those are the ones 
concerning with matters on defining market segmentation as well as target groups of users, 
partnership, legal issues and promotion. Whole product and positioning statement are also 
clearly described in this part.  
 

13.1. TARGET MARKET  

Clearly defining target market is a critical move in the development of a startup. Till this 
point of the process, Skydoor has been growing by technology-drive. That means new 
features born because of the force of technology rather than essential needs from end users. 
That happens due to the lack of definition of target group of users. The Vietnamese local 
version of Skydoor is already quite complete at the moment while English version is no 
more than just a small piece of that. On the other hand, as mentioned and analyzed in the 
diagnostic part previously, the group of international users has much more potential than the 
group of domestic users. That requires Skydoor to have an adjustment which starts with 
definition of its target group of users. Table below describes two potential groups together 
with their expectation in Skydoor  
 

Group Description  Needs  
International users  Majority are from countries 

like US, China, Japan, Sound 
Korea, Western Europe … 
Age range from 30 to 70 
years old.  

Travel/Tourism news and 
info exclusively about 
Vietnam. Clear options, easy 
to use features, online 
payable system, extend 
search facilities, multilingual 
interface …  

Domestic users  Young people in age range 
from 22 to 45 years old.  

Travel/Tourism news and 
info about Vietnam and 
other hot destinations 
(Thailand, Singapore, 
Malaysia, Indonesia, 
Cambodia, China …). 
Attractive interface, easy to 
use features, extend search 
facility …  

 
Table 11: Skydoor target market segmentation   

Between those two groups, consumer diagnosis previously has recommended that the first 
one of international users is hungrier of an official and useful portal with the format of 
Skydoor than the second one of domestic users which requires a long process of user 
experiencing and educating. That’s also because taking technology adoption into account, is 
has passed the chasm for the first group and still pre-chasm for the second one. That’s why 
the first group should be on top of the serving priority, and with its potentiality, Skydoor 
should shift focus from the second group to the first group.  
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In order to clarify the suggestion as well as prepare for the penetration plan, table below 
considers some pros and cons of the market targets.  
 
 

Group Pros Cons  
International users  - Already acquainted and 

experienced with the 
technology  

- High possibility of paying 
for digital content  

- In real demands of 
facilities like Skydoor’s  

 

- The group contains users 
all over the world 

- Difficult to reach target 
- Require multilingual 

interfaces and content  
- Difficult objective 

conditions  
- Highly competitive 

market 
 

Domestic users  - Native market in terms of 
customs, language, culture 
… 

- Technology enthusiastic 
group of users  

- Supportive objective 
conditions  

- Available content  

- Require long time of user 
experiencing and 
educating 

- Low probability of paying 
for digital content  

 
 

 
Table 12: Pros and Cons of the target markets  

With current conditions; limited resources; proposal for Skydoor to fully concentrate first in 
international group of users is appropriate. Although each way has its own pros and cons as 
stated above, going to international group contains less risks as the online tourism facilities 
for this group has already passed the chasm in the technology adoption life cycle. It’s a tough 
task to have this breakthrough, and nothing can guarantee this with the domestic market. 
However, deciding to go this way means Skydoor accepts to play in a wider competitive 
yard, at the world level. In order to establish itself at crucial first stage, it should only focus 
on exclusive Vietnam data/information for international visitors who would like to travel 
Vietnam.  
 
On the other hands, the company also needs to prepare for next step once successfully 
penetrate the first prioritized target. It is possible that during executing the penetration, 
some competitors come to establish themselves on the domestic group of users. That’s why 
Skydoor should have a proactive plan for this next step. Suggestions are the company 
finishes developing features then postpones further extension for domestic market. 
Meanwhile, it shifts focus to international market by interpreting current available features so 
that they are compatible with the target of international users. It concerns activities like 
translating data, adjusting the features etc.  
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13.2. WHOLE PRODUCT 

Chapter about products and services in part II has summarized all features included in 
current version of Skydoor. Its major part is the network of locations presented through 2D 
or 3D map under the services of Google Map and Google Earth. Each location is 
accompanied with details info, pictures, comments and experience from visitors. Besides, it 
has many other features like personalized Skydoor site (for each registered user to manage 
their travel profile), travel wiki, location-based news, auto generated travel blog, videos, 
news, Skydoor search, games etc … Skydoor is developed as technology driven. Specifically, 
every time Google App Engine introduces new technique or services, Skydoor considers 
applying them into their system. Good thing is that users are always updated with new 
technology, bad thing is that majority of what Skydoor adds in are not necessary for users. 
Like at the moment, too many features of Skydoor distract users and prevent them from 
using the system comfortably and effectively.  
 
The whole product below illustrates the compelling reason-to-use Skydoor to users, with 
basic and notable features/services. They are deliberated to be essential and attractive to 
both groups of users mentioned earlier.  
 

 
 

Figure 40: Skydoor whole product 

First of all is the location map for hot locations both inside Vietnam and in some of the 
countries which are attractive destinations for Vietnamese (China, Thailand, Cambodia, 
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Singapore, Hong Kong …). Each location will be attached with news, information, pictures, 
videos and comments … from many sources. The location map will be displayed in 2D or 
3D as users’ favor. Of course registered users can personalize their travel profile to be 
followed easily. This will be the key function to keep users stay on site and keep coming 
back. Extended search for locations to get to know details about those locations with 
information about tours will be supported. Finally, all those functionalities are developed 
upon the generalized and classified data as well as presented in an easy-to-use interface. With 
that approach, Skydoor can apply innovative technique and be user-oriented. There are not 
too many things which can distract users, Skydoor still manage to supply users’ needs.  
 
Those are the must-have functions of Skydoor. They define Skydoor as what the company 
wants it to be at this stage. However, along the growth, Skydoor may needs some add-in 
services/functions to expand the product’s value. That’s when extended features like travel 
blog, video, wiki, Skydoor mobile … can be introduced. The point is, Skydoor should only 
publish complete and bug-free functions to maintain users’ truthfulness.  
 

13.3. POSITIONING STATEMENT  

For 
Young Vietnamese people in age range 
of 22 – 45  Foreign people in age range of 30 – 70  

Who 

Have interests in traveling and want a 
cheap/efficient/effective way of 
tracking tourism news/info on deciding 
where to go inbound/outbound for 
their vacations 

Want to travel Vietnam and need an 
cheap/effective/efficient means of 
getting to know about the country as 
well as collecting useful news/info for 
their trips 

The Skydoor portal  Skydoor portal  

Is an Vietnamese online portal specialized on 
tourism and traveling  

Vietnamese online portal specialized on 
tourism and traveling  

That 
Supply with innovative features, 
helping users to explore in advance 
digitally and plan for their trips  

Supply with rich/accurate news/info 
about Vietnam and some other places 
with self-generated data or from many 
reliable sources 

Unlike Other traditional ways of 
planning/booking for holidays  

Other sites about Vietnam 
travel/tourism  

Our 
Product 

Is innovative, costless and effective 
with location oriented data flows 
including text, pictures and videos  

Is a common gateway containing 
everything users need to know for their 
trips to Vietnam with location oriented 
data flows including text, pictures and 
videos  

 
Table 13: Skydoor positioning statement  
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If the whole product in previous part introduces major functions/features of Skydoor so 
that users have compelling reasons to use, this positioning statement tries to answer concrete 
questions, those that will be frequently raised in launching a product/service. Above that, it 
has value for management activities to guarantee a consistent product/service through out 
the development process. It summarizes target users, defines reasons to buy (in this case is 
reason to use), points out key benefits as well as differentiation of the product/service, as 
well as identifies main competitors/alternatives. The table above contains the statements of 
positioning. As there are two distinct groups of target users, two sets of statements are 
presented.  
 
As it mentioned in the first set of statements, Skydoor is for Vietnamese people who are 22-
45 of age, have interests in traveling and want a cheap/efficient/effective way of tracking 
tourism news/info on deciding where to go inbound/outbound for their vacations. This 
solution is innovative, costless and effective with location oriented data flows including text, 
pictures and videos. It is unlike other traditional ways of planning/booking for holidays 
which cost money, consume time and effort. Whereas with the second group of foreign 
people in age range of 30 – 70, statements recommend Skydoor as a Vietnamese online 
portal specialized on tourism and traveling which is a common gateway containing 
everything users may need to know for their trips to Vietnam with location oriented data 
flows including text, pictures and videos.  
 
Those statements will be not only the definitions for Skydoor at the moment, but also 
guideline for Skydoor to have a consistent growth in future.  
 

13.4. PARTNER MATRIX  

This part’s talking about one of the most important point in the growth strategy of Skydoor: 
partnering.  It bases on a matrix of classifying partner types according to potentiality they 
can bring to the development of Skydoor. This helps Skydoor to set concentration, 
determine their partnering activities as well as understand at first sight what value a potential 
partner can convey. The template of this partner matrix was introduced in “Managing Cross 
Cultural Alliances: Can Trust be Achieved in a Polygamous World?” from Kosnik and Montgomery 
(1994).  
 
Considering potentiality to help Skydoor develop core competencies as well as gain revenue 
and profit, there are two groups of partners which are strategic group which contains tour 
operators, travel agencies, hotels … and learning group which contains news sites, or sources 
of travel photos/videos, travel blogs. As the matrix shows in figure 40 with strategic 
partners, tour operators/travel agencies and hotels … are very potential in bringing revenue 
and profit for Skydoor, as well as helping the company to develop its core competence. On 
the other hand, learning partners like news sites, travel photos/videos sources, travel blogs 
… though don’t contribute directly to the income, they add other values in terms of 
improving the company’s ability in satisfying users’ demands.  
   
Reasons to focus on those two potential partner groups; what exactly they could bring, as 
well what Skydoor could offer them will be discussed in details in Potential partnership 
analysis of Analysis part.  
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Figure 41: Partner matrix 

13.5. LEGAL ISSUES 

The most notable point about legal issues that Skydoor needs to pay attention is the use of 
technology/content from third parties. With technology, Skydoor is developed heavily based 
on the core of Google App Engine. Google has very clear in details terms of service under 
Google App Engine with list of agreement points from relationship with Google to 
provision of services and use of services [32]. By using services under Google App Engine, 
of course Skydoor has already agreed with those terms of conditions.  
 
Another legal point is that Skydoor is now running automated generating function to collect 
news, information, data (text, pictures, videos …) from many well-known as well as 
unreliable sources (blogs). With established sites like wikipedia, youtube, flickr … terms of 
use have clearly defined; by using content from them Skydoor apparently has agreed with 
what is written. Causes of problems could be from small sites with undefined or unclear 
terms of use or individual blogs. Content from those sources is not adding huge values to 
Skydoor, but probably contains most troubles. That’s why restriction of use of content from 
those sources is the best way of avoiding problems. Beside that, Skydoor can add function 
“Report Abuse” to exclude content which is unsuitable.  
 

13.6. REVENUE MODELS  

At the end of the day, its all about making revenue and profit no matter what you are, 
startups or established enterprises. It’s not merely about technology disruption or adoption 
failure anymore that makes a product/service fall in the chasm. Business models, or more 
specifically revenue models, play more and more important role in the successful story of 
companies. Skydoor is absolutely not standing outside that common trend. The company 

Revenue & 
Profit Potential 

 
 

High 
 
 
 

 
      Low 

Partner’s Potential to Help You 
Develop Your Core Competencies  

Low High 

Earning 
Partner 

Limited 
Partner 

Strategic 
Partner 

Learning 
Partner 

Tour operators, Travel 
agencies, hotels … 

News sites, travel photos/videos 
sources, travel blogs 
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wants to follow the tendency that has been doing very well over the Internet nowadays, still 
thinks about adding more of creation by trying new things. At the moment, Skydoor only 
lives on free ads from any ads buyers that have needs to put banners on the sites. For longer 
approach, following five models are very promising to help the company attain a sustainable 
revenue and profit.  
 
 
Models Description  Point of launching  
Custom ads  This is the only model that has been 

applying by Skydoor. Buyers pay to 
have their banners appear on 
Skydoor sites. This traditional model 
works but it’s not enough to 
guarantee a gradual growth in terms 
of revenue and profit for the 
company.   

As soon as Skydoor 
officially operates.  

Tour sale  percentage * This model requires strict 
agreements with tour operators / 
travel agencies so that Skydoor will 
promote tours from those 
companies to destinations that the 
users are paying attention according 
to their queries on the sites. In 
return, Skydoor will get percentage 
from sales of those tours.  

Partnership with 
tour operators / 
travel agencies are 
agreed and signed  

Hotel  booking percentage * This model is similar to the previous 
one. In this case, Every time users 
browse or search a location Skydoor 
will promote hotels which have 
connection with the site to users for 
booking. In return, Skydoor earn 
percentage from the sale with the 
hotels.  
 

Partnership with 
hotels are agreed 
and signed 

Locat ion mark  At the moment, Skydoor has 
finished launching road maps for big 
cities in Vietnam. That can bring 
benefits for the company by sale ads 
to the enterprises, shops, 
restaurants, cafes, bars, cinemas … 
which want to appear on the road 
map of certain city, where they are 
located.  

As soon as Skydoor 
finished detail road 
map of certain city, 
it can start look for 
ads buyers in that 
city.  

Paid serv i ces  (mobi le )  Previous models don’t earn directly 
from users of Skydoor, but this one. 
Being aware of the fact that mobile 
content users are the ones of most 

This can only be 
applied when two 
following conditions 
are met: Skydoor 
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willing to pay for services (figure 
35), Skydoor can develop facilities 
for mobile users which requires 
payment.  

has strong enough 
facilities for mobile 
users and the 
number of mobile 
users of the site is 
big enough.  

   
* Those models can only work and in order to get competitive advantages; pricing of tours and hotels from 
Skydoor should be lower than direct purchasing.  
 

Table 14: Skydoor possible revenue models 

13.7. PROMOTION  

At the moment, Skydoor is quite well-known in the ICT field after they won the first place 
in Vietnam Talent Competition at the end of 2008. Appearance on many online news sites 
were very good chances for Skydoor to PR its images. As a result, many people who are 
concerned about ICT got to know about the company and the portal. It is a good sign, but 
that means nothing if the portal fails to reach its true target users. That requires a consistent 
practical and affordable promotion plan. For better focus as well as management, it is 
divided into two parts: online part and offline part.  
 

• Online part includes activities for promoting Skydoor using online sources or 
methods. Being Google sponsor and paying per click from users is a good way of 
catching attention from international users. With this, Skydoor can manage their 
rather small budget; still can reach remote potential users. On the other hand, one of 
the best traditional ways of improving site traffic is exchanging links with other 
pages. Skydoor can build relationship with relevant sites (travel news, blogs, hotels, 
resorts …) to put links to its sites.  

 
• Offline part includes direct contact with potential target users by putting Skydoor 

images on tour buses, boats, flights … Besides, Skydoor can sponsor small stuffs for 
the tours like caps, drinking waters, travel bags …  
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14 .  ANALY SIS  

This part contains the analysis which supports for the decisions as well as what have been 
diagnosed in the first part. It also helps to confirm the decisions and plays as backups during 
the execution of those decisions.  
 

14.1. SWOT ANALYSIS 

This SWOT analysis, as the name is acronym from Strengths – Weaknesses – Opportunities 
– Threats, is a tool of self-analysis the conditions of the subject, here is Skydoor as a 
company and as a product/service. It gives direct answers for the questions what exactly are 
the company’s pros and cons so that Skydoor can understand itself from within as well as 
realize its opportunities and threats waiting outside. This technique is from Albert 
Humphrey of Stanford University and the criteria to make assessment are functionality, 
efficiency, standardization, reliability … (as a product/service) and image, capital, publicity, 
market research … (as a company).  
 
Below is the SWOT analysis table which defines the strengths, weaknesses, opportunities 
and threats of Skydoor as a startup and as a travel-tourism portal.  
 

Strengths Weaknesses 

 Young enthusiastic team 
 Strong technology backgrounds  
 Fresh ideas 
 Innovative technology application  
 Strong technology backups (from Google 

App Engine) 
 Good reputation by achieving Vietnam 

Talent award 

 Small team 
 No financial backup  
 Limited knowledge about tourism and 

travel 
 Lack of practical experiences about 

business administration  
 Heavily technology driven   
 Strong dependency on single service 

provider (Google) 

Opportunities Threats 

 First mover 
 Tourism is getting much attention from 

government in Vietnam 
 Real demand from international users 

who want to travel to Vietnam 
 Young domestic Internet users who love 

traveling and ready to adopt new 
technology 

 
 The product/service is pre-chasm of 

technology adoption in case of domestic 
users with existing strong habits 

 Revenue models would not last for long 
enough period  

 Appearance of competitive 
products/services by established 
companies 

 Difficulties caused by current economic 
crisis and global epidemics  

 
 

Table 15: SWOT analysis 
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14.2. FIVE-FORCE ANALYSIS 

Five-force analysis is a tool introduced by Michael E. Porter which helps to identify 
competitive intensity from the industrials level. It contains three forces from established 
rivals, substitute products and new entrants. On the other hand, bargaining powers of 
suppliers as well as buyers are also considered as threat of competitive forces. Analysis and 
understanding the industry competition from five perspectives would give a general view of 
the market and help to prepare pro-active plans to attain competitive advantages over real or 
possible competitors.   
 

 
Figure 42: Porter’s five forces  

• Threats of new potential entrants are set to be low mainly because of technology 
barriers. On the other hand, it requires deep financial investment, yet the business model 
of earning revenue/profit are still new and need time to be tested its potential. 
Moreover, the market of information portal for tourism is yet proved to be a profitable 
one for many players to jump in.  

 
• Threats of substitutes are set to be medium. Model of information portal like Skydoor is 

unique in Vietnam market, but information sites about Vietnam tourism are all over the 
Internet. Though those sites don’t provide with fascinating features but their pros are 
that they are easy to use and not bulky, which are suitable for quick searches.  

 
• Intensity of competitive rivalry is set to be low as the fact that Skydoor is the first mover 

in this market, other tourism sites exist as add-ins websites for travel companies only 
with simple basic features. Travel/Tourism itself is very competitive especially in price 
dimension, but not digitally online.  
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• Bargaining power of suppliers is supposed to be high. Skydoor may have many choices 

of choosing partners/suppliers like established hotels, tour operators, travel agencies …, 
still dealing with them to get a reasonable percentage from sale of tours or hotel rooms 
can be challenging. Moreover, Skydoor needs to offer those tours/hotel rooms with 
relatively low price comparing to direct booking or from where else to attain price 
advantage. That makes the company much depend on its suppliers.  

 
• Bargaining power of buyers is supposed to be medium. Buyers here can be understood 

as users of Skydoor. Although Skydoor does not earn directly from this group, they are 
the base of executing revenue models for the company. Skydoor has always been driven 
by technology since the day of launching, and ignoring real demands from two target 
groups of users. However, in order to exist, the company should think more from the 
end users’ perspective.  

 
14.3. POTENTIAL PARTNERSHIP ANALYSIS 

In the section about partnering of decision, partner matrix is used to classify potential 
partnership into two categories: strategic partners containing tour operators, travel agencies, 
hotels etc and learning partners including news sites, travel photos/videos sources, travel 
blogs etc. This part will analyze in details the potential partners what they can give Skydoor 
and what they can benefit from Skydoor. The following table is adapted from “Managing a 
Portfolio of Polygamous Partnerships?” of Tom Kosnik. Potential stakes both parties can 
gain from partnership can be technology, resources, relationships, reputation, core 
competence etc.  
 
 

Partners Partner can give Partner can get 

Tour operators / 
Trave l  agenc ies    

Tours with discount or tours 
specially designed for Skydoor 
which can only be found on 
Skydoor channel 

Sales from supplying those tour for 
Skydoor, promotion through 
Skydoor sites 

Hotels  Rooms with special discount for 
Skydoor  

Sales and promotion through 
Skydoor sites  

News s i t es  Relevant travel news according 
locations on Skydoor map system 

Links to the sites through Skydoor 
to improve traffic, potential of 
sharing users 

Photo/video 
s i t es  

Relevant travel photos and videos 
according to locations on Skydoor 
map system 

Links to the sites through Skydoor 
to improve traffic, potential of 
sharing users 

Travel  b logs Independent writings, reviews, 
experience about travel 

Promotion from Skydoor by putting 
links to blogs to improve traffic and 
page view.  

 
Table 16: Partnership analysis  
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The table also confirms status of tour operators / travel agencies and hotels as strategic 
partners because they help Skydoor to gain revenue/profit. More over, they also give the 
company the chance to improve its core competence with extensive knowledge about 
travel/tourism (which is one of the company’s weaknesses as mentioned in SWOT analysis). 
On the other hand, news/photo/video sites as well as travel blogs … though don’t directly 
help Skydoor to gain financially; they offer the portal with rich content so that it can 
maintain existing users and attract new ones as what learning partners are supposed to.   

By addressing into this give/get analysis, Skydoor can be proactive and collected in 
negotiations for partnerships. Depending on the type of potential partners (strategic or 
learning) and specific candidates, Skydoor can suggest what interested for them.   

14.4. GENERIC STRATEGIES  

The generic strategies framework, originally established by Michael Porter in his article 
“Competitive strategies”, is a tool helps companies understand and follows the direction that 
builds competitive advantages. There are three primary strategies as Porter suggests: cost 
leadership, differentiation and focus. The figure below illustrates the position Skydoor settles 
itself in the context of competitive strategy.  

 

Figure 43: Skydoor’s generic strategy: Cost leadership in offering tours 

Yellow area defines the strategy that Skydoor is going to pursue to achieve sustainable 
competitive advantages. It’s the cost leadership in offering tours and hotels through Skydoor 
channel. First of all, operating tours is neither one of the Skydoor’s competences, nor the 
company’s core function. In addition, means of interaction through Skydoor portal are not 
unique. 2D-3D maps, blogs, wiki, video/photo sites … are very common today. That’s why 
it is extremely difficult to create differentiation in the eyes of users/customers from the 
service perspective (Skydoor portal) or product perspective (tours/hotels). Second, market 
segments that the company is aiming (Vietnamese travel lovers from 22-45 years old and 
international wanting to visit Vietnam from 30-70 years old) are not concentrated enough to 
gain “focus” advantages.  

That leaves the option of cost leadership. This is indeed the one that suits Skydoor the most. 
One of the compelling reasons that people use Skydoor is time and money consuming. And 
nothing is more convincing the fact of saving time and money than offering lower 
tours/hotels prices for users. This goal can be attained through agreement with strategic 
partners, earning more on sales volume and less on single booking by users.    
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14.5. COMPETITION ANALYSIS 

• Competitive positioning compass 

According to positions of Skydoor product on the Technology Adoption Lifecycle in the 
diagnosis, positions of the company on the competitive compass can be identified. The 
compass is also adapted from “Crossing the chasm” of Moor, which helps companies, with 
their technological products/services, can realize where they are in the competition.  

 
 

Figure 44: Competitive positioning compass 

As it is still pre-chasm with the first group of users (Vietnamese) and in the mainstream 
heading to the late majority with the second group of users (international), the red and blue 
clusters recognize the competitive areas for them respectively (figure 43 A). In figure 43 B, 
the evidence of the positioning is identified. It includes competitive points which companies 
and products must guarantee in order to attain competitive advantages. That’s why those 
points are also the guidelines for Skydoor to compete on both of its fields. With the first 
target group, Skydoor has to frequently do the product review, pay more attention to the 
GUI level and focus on the initial sales. That would gradually help to cross the chasm and 
penetrate the mainstream market. With the second target group, Skydoor must introduce 
complete and bug-free products, as well as always think about gaining market share for 
revenue/profit. Earning more strategic partners is also one of crucial points the company 
must obtain to survive in this competitive positioning.  

• Competitive elements  

Competition in the industry has been gone over in the diagnosis part previously. As here, 
each of the highlight competitive elements will be analyze so that Skydoor can be proactive 
in obtaining competitive advantages.  
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Compet i t ive  e l ement  Leve l  o f  
importance  

Notes 

System of locations and 
relevant attributes  

High This is one of the uniqueness of Skydoor and 
the company should always keep attention in 
maintaining and upgrading the feature so that 
it can give the company sustainable 
competitive advantages 

Booking tours and hotels Medium  This might probably be on of the most 
important revenue model for Skydoor if the 
company can build an effective and efficient 
channel of booking.  

Personalized Skydoor Medium This is the factor that keeps users coming 
back to Skydoor. If they own something, they 
will regularly check that out. Skydoor should 
focus more on this, create more things that 
users can “personalize” 

Location detail road map Low It is one of the revenue models of Skydoor in 
the sense that enterprises, hotels, restaurants, 
bars … can buy for appearance on the map. 
However, this model is quite new so the level 
of importance is low.  

 
Table 17: Skydoor competitive elements 

14.6. ALTERNATIVE OPPORTUNITIES 

Even the greatest business idea can fail in the process of building to last. That’s why 
preparing for alternative solutions is always a smart move. Below are some of the directions 
Skydoor could follow if it fails to attain to be the biggest independent travel portal in 
Vietnam 
 

• With its data of big cities in Vietnam, Skydoor can focus to be a road map site which 
can help to find shortest paths to certain points.  

• Sale the site to one of travel companies. It could be a great add-in online service for 
their businesses.  

• Skydoor can also focus on community property and turn itself into a network of 
people who love traveling.  
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15 .  REALITY TEST 

This realality test part examines all the possible risks together with mitigation strategies and 
contingency plan during the execution of what have been made in the decision above.  
 

Risks Mit igat ion s trategy Contingency plan Sever i ty  Probabi l i ty  

Technology 
drawback  

Reduce the dependency 
on a single API service 
provider 

Backup regularly and 
looking for alternatives in 
parallel with the 
development 

High Low 

Unsustainable 
revenue models   

Apply multiple revenue 
models at a time, utilize 
both traditional ones and 
modern ones 

Switch priority from 
current major ones to 
potential ones. Develop 
and try new innovative 
models 

High Medium 

Restriction by digital 
content regulations  

Updating knowledge 
about digital content 
regulations, avoid 
jumping to unclear areas 
by laws 

Limit or exclude violated 
functionality and develop 
alternatives 

Medium Low 

Legal issues using 
content from third 
party 

Always have clear 
agreements with relevant 
companies, individual; 
and regularly update the 
agreements. Working 
with truthful players 

Base on legal agreements 
to solve the issues, keep in 
mind of long engagement 
and cooperation  

Medium Medium 

Technology driven 
features 

Gradually shift from 
technology driven to end 
users driven 

Alternate fascinating 
innovative features but 
unfriendly and useless to 
users by more practical 
ones  

High High 

Unable to cross the 
adoption chasm in 
domestic market  

Gradually educate users 
by making users behavior 
study and research. 
Introduce innovative 
features one by one, step 
by step so that users have 
time to absorb. 

Concentrate on the other 
target group of users 
(international users) and 
preparing another 
campaign of persuading 
domestic users   

High Medium 

Unable to reach 
international users 

Plan and execute 
consistently marketing 
activities in harmony with 
financial status and 
purposes  

Concentrate on other 
target group of users 
(domestic users). Re-
evaluating and adjusting 
marketing strategy for this 

High Low 
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group of users 

Fail to engage 
partnership  

Choose the right 
potential partners and 
work out with clear give-
get agreement. Even 
accept disadvantages at 
the beginning 

Count on revenue models 
which is not depending on 
partners. Keep looking for 
necessary engagement  

High Low 

Negative market 
response   

Study customers’ demand 
and incorporate 
accordingly 

Restructure the 
product/service according 
to customers’ demand.  

Medium Medium 

Lack of deep 
understanding about 
tourism and travel 
market 

Constantly get involved 
with the industry, 
learning from partners 
who are from within  

Hire employee with 
knowledge of both ICT 
application and 
tourism/travel if needed  

Medium Low 

Lack of financial 
backup 

Continuous searching of 
possible funding. Keep 
the cost minimum and try 
to self financing 

Approaching business 
angels or VCs  

Medium Medium 

More aggressively 
response from 
competitors than 
expected  

Utilize first mover 
advantages and keep 
updated about market 
conditions  

Beside develop useful 
features, also think about 
add-in values for the end 
users 

Medium Low 

Internal confliction  Regularly keep up group 
spirit with team building 
sections. Transparency 
and clear information 
flow between the 
members, listen and 
respect to each other 

Put common goals and 
purposes first in resolving 
confliction.  

Medium Low 

Global crisis 
(economic, health, 
climate … ) 

Keep updating about the 
global situation and 
prepare detail market 
segmentation  

Shift focus on different 
market segments 
depending on the 
characteristic of the crisis  

High Medium 

 
Table 18: Reality test 
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16 .  CONCLUSIONS AND RECOMM ENDATIONS 

First of all, this project is a very good opportunity to learn about Vietnam market generally 
and apply theoretical knowledge about ICT entrepreneurship into analyzing practical issues 
within that context. From the perspective of project owner (Truong Huu Nhi Bui), that 
meets the expectation. During the educational period, market analyzing and DDART 
application have been practiced regularly through many study cases about ICT startups in 
various locations in the world. It motivates and inspires project owner to once apply that in 
his own hometown market, with very distinctive characteristics. Not like all the case studies 
during the courses which have already been set up, this project was started from scratch. 
That means the executor had to prepare the case by himself, and used it as the base for 
further exploration. As mentioned, the whole work can be considered as three different but 
tightly relevant parts: Overview, Skydoor, and DDART with the ratio of 4-3-3 respectively. 
First part draws the whole picture about Vietnam tourism and ICT application in the field, 
second part introduces about Skydoor and third part use DDART framework to analyze the 
case.  
 
Although the executor has been trying and has put lot of effort into the project, there are 
surely many limitations mainly because of the lack of time and hand-in support. That is 
inevitable with those one-person projects. Many of the informative data have been 
introduced to the readers, but the writer can only briefly suggest the main points rather than 
have deep discussions for example.  
 
There are two possible directions of extending or going on with this project. First, proposal 
for the complete consistent ICT system for Vietnam tourism can be research. It would be 
difficult, but interesting and inspiring because everything would properly start from zero. 
Second, long term growth strategy can be prepared for Skydoor. Within the extent of this 
study, only immediate and imperative solutions are proposed for Skydoor as a fresh startup. 
But the company does need longer planning to attain sustainable growth.  
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APPENDICES  
 

A. SURVEY  

“Vietnam Online Tourism” survey for international travelers to Vietnam, made in February 
2009 with the questionnaire as follow:   
 

VIETNAM ONLINE TOURISM 
 
Where are you from? 
 
 
How come do you travel VN? (Multiple  answers are acceptable) 
1 - Recommendation from Travel Agency/Tour Operator 
2 - Introduction from friends/relatives  
3 - Own decision after searching online  
4 - Others 
 
Before coming to Vietnam, did you learn about the country on the Internet?  
1 - Yes 
2 - No   
 
For those with answers YES in previous question  
 
What did you learn about Vietnam? (Multiple  answers are acceptable) 
1 - Weather/Climate 
2 - Accommodation   
3 - Transportation  
4 - Tourist spots 
5 - Food & Drink  
6 - Others  
 
Do you think the information about Vietnam on the Internet is easy to reach?  
 

 
 
Do you think the information about Vietnam on the Internet is sufficient?  
 

 
 
Do you think the information about Vietnam on the Internet is accurate?  
 

2 3 4 Not sufficient  Very sufficient  5 1 

2 3 4 Not easy Very easy  5 1 
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Total participants are 91; details below:  
 
US: 6 
France: 19 
Hong Kong: 1 
Denmark: 2 
UK: 11 
Australia: 9 
Rus: 3 

German: 8 
Holland: 8 
Malaysia: 2 
Sweden: 5 
Spain: 1 
China: 2 
Singapore: 6 

Israel: 3 
Japan: 1 
Italy: 2 
Swizerland: 1 
Canada

 

The raw results collected through the survey are presented in tables below 
 

Recommendation 
from Travel 
Agency/Tour 
Operator 

Introduction 
from 
friends/relatives 
 

Own decision 
after 
searching 
online 
 

Others 

19 24 35 20 
 

How come do you travel Vietnam? 
 

YES NO 
69 22 

 
Did you learn about Vietnam on the Internet before coming? 

 
 

Weather/Climate  51 
Accommodation 34 
Transportation 33 
Tourist spots 54 
Food & Drink 46 
Others  10 

 
What did you learn about Vietnam? 

 
 

 1 2 3 4 5 
 3 3 16 36 11 
Average 3.71 

 

2 3 4 Not accurate  Very accurate   5 1 
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Do you think the information about Vietnam on the Internet is easy to reach? 
 

 
 1 2 3 4 5 
 0 13 17 34 5 
Average 3.45 

 
Do you think the information about Vietnam on the Internet is sufficient? 

 
 

 1 2 3 4 5 
 2 3 23 36 5 
Average 3.57 

 
Do you think the information about Vietnam on the Internet is accurate? 
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B. DETAIL RANKINGS OF VIETNAM ICT INDEX 2007 

Following table indicates the indexes of the years 2005, 2006, 2007 only taking the ICT 
Infrastructure into account.  
 

 
 

Table 19: Vietnam ICT Index 2007: ICT Infrastructure
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(1): Order 
(2): Names of the ministries 
(3): PC/person  
(4): PC connected with LANs 
(5): PC connected with Internet 
(6): Internet bandwidth/person 
(7): LANs with network security  
(8): LANs with data security 

(9): Infrastructure investment/person in 3 
years  
(10): Infrastructure investment/person in 
2007 
(11), (13), (15): ICT Infrastructure index 
in 2005, 2006, 2007 respectively  
(12), (14), (16): ICT Infrastructure 
rankings in 2005, 2006, 2007 respectively  

 
Below is the table showing the indexes of ICT Environment and Policy together with the 
rankings.  
 

 
Table 20: Vietnam ICT Index 2007: ICT Environment and Policy

 
 
(1): Order 
(2): Names of the ministries 
(3): Organization – Direction – 
Realization ICT application  
(4): Policy of ICT application 

(5): Awareness of ICT application  
(6), (8), (10): ICT Environment & Policy 
index of the years 2005, 2006, 2007 
respectively 

(7), (9), (11): ICT Environment & Policy rankings of the years 2005, 2006, 2007 respectively 
Indexes of ICT Human Resource and rankings * 
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Table 21: Vietnam ICT Index 2007: Human resource
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Indexes and rankings of ICT Application in the ministries ** 
 

 
 

Table 22: Vietnam ICT Index 2007: ICT Application
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* 
(1): Order 
(2): Names of the ministries 
(3): ICT employees/total employees  
4): Employees with ICT diplomas/total 
employees  
(5): Employees with ICT trainings/total 
employees in 3 years 
(6): Employees with ICT trainings/total 
employees in 2007 

(7): PCs using employees/total employees  
(8): Investment in ICT trainings/person in 
3 years  
(9): Investment in ICT trainings/person in 
2007  
(10), (12), (14): ICT HR index in 2005, 
2006, 2007 respectively  
(11), (13), (15): ICT HR rankings in 2005, 
2006, 2007 respectively  

 
** 
(1): Order 
(2): Names of the ministries 
(3): ICT application expense/person in 3 
years  
(4): ICT application expense/person in 
2007 
(5): Extent of using ICT applications 
(6): Works which are computerization 
(7): Employees using emails 

(8): Procedures executed online 
(9): Average public services online  
(10): Ministry’s website functions  
(11): Extent of updating websites 
(12), (14), (16): ICT Application index in 
2005, 2006, 2007 respectively  
(13), (15), (17): ICT Application rankings 
in 2005, 2006, 2007 respectively  
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C. SKYDOOR CONTACT  

• CEO Bui Duc Minh; email minhbui@skydoor.net 

• CTO Pham Huu Ngon; email ngonpham@skydoor.net  

• Visiting address: 71 C18 Street, F12, Tân Bình, HCM city, Vietnam   

 
  


