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OVERVIEW 
SOL7	  is	  seeking	  investment	  for	  a	  pool	  villa	  project	  in	  Koh	  Lanta,	  Thailand.	  

• 44,403,235	  Thai	  Baht	  for	  75%	  of	  the	  company	  
• Seeking	  Investment	  for	  compleIon	  of	  6	  X	  SOL7	  Pool	  Villas	  
• Project	  is	  in	  Koh	  Lanta	  Thailand	  
• Land	  and	  planning	  permission	  already	  secured	  
• ConstrucIon	  schedule	  12	  months	  
• Average	  Annual	  Returns	  10%	  >	  16.7%	  

SOL7	  Partners	  Co.	  Ltd	  
invest@sol7.com	  



SOL7 BUSINESS MODEL 
The	  main	  drivers	  to	  a	  successful	  resort	  business	  in	  Thailand	  are	  the	  right	  product,	  
developed	  at	  the	  right	  price,	  marketed	  effecIvely	  and	  operated	  professionally.	  

The	  Right	  Product	  
Loca1on	  -‐	  exoIc	  locaIons	  that	  excite	  people 
Views	  -‐	  an	  ever	  changing	  memorable	  backdrop	  to	  your	  holiday 
Privacy	  -‐	  your	  space	  should	  feel	  like	  your	  private	  property 
Comfort	  -‐	  in	  everything	  you	  touch	  and	  see 
Service	  -‐	  our	  mission	  is	  to	  provide	  our	  guests	  a	  totally	  saIsfying	  experience,	  a	  holiday	  they	  will	  want	  to	  
repeat	  and	  recommend	  to	  their	  friends	  and	  family	  

Developed	  at	  the	  Right	  Price	  
The	  two	  major	  costs	  in	  developing	  a	  resort	  /	  villa	  project	  are	  the	  iniIal	  land	  purchase	  and	  the	  costs	  
associated	  with	  the	  build	  of	  the	  villas	  and	  supporIng	  infrastructure.	  

In	  order	  to	  achieve	  acceptable	  returns	  on	  investments	  for	  both	  the	  SOL7	  founders	  and	  our	  
investors,	  we	  have	  been	  looking	  for	  land	  at	  the	  right	  value,	  land	  that	  the	  potenIal	  has	  been	  hidden	  
either	  because	  of	  restricted	  access	  or	  some	  other	  unrealised	  potenIal.	  This	  site,	  once	  we	  opened	  it	  
up	  through	  the	  generous	  access	  road	  and	  clearing	  the	  dense	  undergrowth	  and	  excess	  foliage	  gives	  
us	  that	  “wow”	  factor	  and	  we	  believe	  this	  has	  been	  achieved	  at	  the	  right	  price.	  

The	  second	  part	  of	  developing	  at	  the	  right	  price	  is	  accurate	  budgeIng	  and	  management	  of	  the	  
construcIon	  costs.	  We	  have	  lots	  of	  experience	  designing	  and	  building	  our	  previous	  resorts.	  
However,	  we	  are	  constantly	  learning	  and	  looking	  at	  ways	  in	  which	  we	  can	  complete	  the	  build	  phase	  
on	  Ime	  and	  to	  budget.	  Our	  build	  management	  will	  be	  undertaken	  in	  house	  giving	  be\er	  control	  
over	  the	  whole	  process	  and	  reducing	  the	  cost	  considerable	  as	  we	  avoid	  paying	  third	  party	  
overheads	  and	  profits.	  

Marketed	  Effec1vely	  
The	  major	  markeIng	  acIviIes	  that	  we	  plan	  are:	  

• Start	  early	  to	  build	  an	  audience	  for	  the	  project	  before	  it	  opens	  
• CreaIng	  the	  highest	  quality	  website	  and	  online	  digital	  presence	  and	  brand	  
• Create	  good	  and	  up-‐to-‐date	  local	  knowledge	  to	  provide	  a	  useful	  service	  and	  increase	  rankings	  
• UIlising	  OTA’s	  like	  Agoda	  and	  booking.com	  
• Targeted	  Google	  and	  Facebook	  Ads	  
• SoliciIng	  media	  for	  free	  coverage	  (e.g.	  travel	  sites,	  airline	  magazines,	  travel	  shows,	  etc)	  
• Word	  of	  mouth	  -‐	  let	  the	  product	  sell	  itself	  
• UIlising	  technologies	  such	  as	  airbnb.com,	  tripadvisor.com	  and	  others	  
• Social	  Media	  

Operated	  Professionally	  
We	  believe	  that	  professionalism	  is	  a	  prerequisite	  for	  success.	  A	  professional	  organisaIon	  brings	  
together	  specialised	  knowledge,	  competency,	  integrity,	  accountability	  and	  honesty	  which	  gives	  
investors	  and	  customers	  alike	  confidence	  in	  the	  product.	  We	  have	  chosen	  to	  manage	  this	  parIcular	  
project	  over	  employing	  an	  exisIng	  hospitality	  management	  company	  because	  we	  believe	  in	  our	  

http://airbnb.com
http://advisor.com


product	  and	  service	  philosophy	  and	  want	  to	  embed	  these	  values	  into	  the	  concept	  as	  we	  move	  
forward	  forging	  a	  robust	  brand	  that	  can	  be	  repeated	  and	  scaled	  up	  with	  confidence.	  	  

 
SOL7	  Service	  Philosophy	  
Our	  service	  philosophy	  will	  set	  us	  apart	  from	  our	  compeItors	  and	  we’d	  like	  to	  take	  some	  Ime	  to	  explain	  
why.	  From	  our	  experience	  we	  believe	  that	  service	  is	  the	  key	  to	  customer	  relaIons	  impacIng	  both	  the	  
customer’s	  percepIon	  of	  their	  visit	  and	  customer	  loyalty.	  	  

The	  4	  dimensions	  of	  quality	  of	  service	  are	  defined	  as:	  
 
•	   Reliability	  -‐	  The	  ability	  to	  deliver	  promised	  performance	  dependably	  and	  accurately	  
•	   Responsiveness	  	  -‐	  Willingness	  to	  provide	  prompt	  service	  and	  help	  customers	  
•	   Assurance	  -‐	  Employees	  ability	  to	  convey	  trust	  and	  confidence	  through	  their	  knowledge	  and	  courtesy	  
•	   Empathy	  -‐	  Personalised	  a\enIon	  and	  care	  given	  to	  customers	  

This	  is	  the	  management	  challenge	  -‐	  achieving	  a	  high	  level	  of	  quality	  in	  all	  dimensions	  of	  service,	  especially	  
the	  intangibles	  -‐	  that	  makes	  the	  difference	  between	  a	  mediocre	  and	  a	  great	  business.	  Any	  company,	  and	  
most	  do,	  can	  claim	  to	  deliver	  on	  some	  or	  all	  of	  these	  dimensions	  of	  service,	  but	  very	  few	  achieve	  it	  to	  a	  high	  
enough	  degree.	  	  

SOL7’S	  Customers	  
Russian	  and	  Chinese	  tourists	  arrivals	  are	  rapidly	  increasing	  to	  the	  tradiIonal	  Thai	  tourist	  areas	  such	  as	  
Phuket	  and	  Pa\aya	  and	  are	  displacing	  western	  tourists	  who	  are	  moving	  to	  newer	  areas	  in	  Thailand.	  In	  
Ime,	  we	  can	  expect	  the	  average	  Chinese	  and	  Russian	  tourist	  to	  become	  more	  discerning	  and	  for	  the	  
distribuIon	  of	  different	  naIonaliIes	  over	  the	  range	  of	  Thai	  tourist	  desInaIons	  to	  reach	  a	  more	  
even	  distribuIon.	  In	  the	  meanIme,	  this	  creates	  two	  different	  market	  opportuniIes	  in	  Thailand:	  Chinese	  and	  
Russian	  tourists	  in	  the	  main	  tourist	  areas,	  and	  primarily	  Western	  and	  South	  East	  Asian	  tourists	  looking	  for	  
new	  desInaIons	  everywhere	  else.	  

SOL7	  is	  focused	  on	  the	  second	  opportunity	  -‐	  creaIng	  new	  resorts	  for	  Western	  and	  South	  East	  Asian	  tourists.	  
They	  represent	  the	  largest	  demographic	  and	  they	  can	  be	  marketed	  to	  mostly	  in	  English	  which	  plays	  to	  our	  
strengths.	  We	  expect	  our	  customers	  to	  start	  off	  being	  primarily	  Western	  and	  then	  by	  the	  second	  season,	  as	  
word	  of	  mouth	  spreads,	  to	  see	  more	  South	  East	  Asian	  tourists	  and	  by	  the	  third	  or	  fourth	  season	  to	  see	  
Chinese	  and	  Russian	  tourists	  starIng	  to	  become	  a	  part	  of	  the	  customer	  mix.	  

The	  majority	  of	  customers	  are	  couples	  or	  groups	  of	  friends	  between	  30	  and	  50,	  both	  with	  and	  without	  
children.	  They	  are	  well	  travelled	  and	  are	  either	  used	  to	  a	  high	  standard	  of	  living	  or	  are	  treaIng	  themselves	  
to	  a	  special	  holiday.	  	  

SOL7’S	  Compe1tors	  
Independent	  bouIques	  and	  small	  chains	  are	  SOL7’s	  primary	  compeItors.	  Their	  rooms	  and	  villas	  are	  ojen	  
done	  in	  a	  Thai	  style	  or	  heavily	  relying	  on	  Thai	  elements	  for	  their	  design.	  ProperIes	  in	  this	  niche	  are	  
generally	  too	  small	  for	  the	  large	  internaIonal	  hotel	  management	  chains	  and	  are	  usually	  operated	  by	  Thai	  
management	  companies.	  Many	  of	  them	  are	  older	  properIes	  and	  have	  beach	  front	  or	  close	  access	  to	  the	  
beach.	  Ojen	  not	  well	  marketed	  they	  rely	  heavily	  on	  other	  channels	  to	  sell	  their	  rooms	  for	  them.	  	  
 
Compe1tor	  Profile	  
• Size	  -‐	  4	  -‐	  20	  room	  independent	  bouIque	  properIes	  and	  small	  chains.	  
• Price	  -‐	  Mid	  to	  high	  Range	  5,000	  -‐	  20,000	  thb	  per	  night.	  
• Product	  -‐	  Pool	  Villas.	  
• MarkeIng	  -‐	  Rely	  on	  tradiIonal	  travel	  agents	  and	  large	  online	  travel	  sites.	  	  
• LocaIon	  -‐	  Tropical,	  exoIc	  locaIons,	  older	  ones	  on	  beaches,	  newer	  ones	  on	  hills	  	  
• OperaIons	  -‐	  Ojen	  poor	  or	  inadequate	  service	  



The	  SOL7	  Brand	  
We	  have	  created	  the	  SOL7	  brand	  to	  market	  our	  product	  philosophy	  under.	  Deliberately	  not	  drawing	  on	  any	  
cultural	  or	  ethnic	  elements,	  the	  brand	  is	  clean,	  modern	  and	  slightly	  understated.	  	  
 
Right	  image:	  Website	  design/brochure	  mock	  up	  examples 



THE INVESTMENT 
SOL7’s	  first	  project,	  which	  you	  are	  invited	  to	  invest	  in,	  is	  to	  be	  a	  6	  villa	  resort	  in	  Koh	  Lanta	  

Koh	  Lanta	  
Koh	  Lanta	  is	  a	  chain	  of	  islands	  and	  was	  recently	  voted	  #4	  in	  Trip	  Advisor’s	  Asia's	  Top	  10	  Islands	  2014.	  The	  52	  
islands,	  including	  the	  main	  island	  Koh	  Lanta	  Yai	  where	  SOL7	  Koh	  Lanta	  is	  situated,	  make	  up	  the	  Koh	  Lanta	  
NaIonal	  Park.	  Koh	  Lanta	  is	  75km	  from	  Krabi	  airport	  and	  the	  journey	  which	  currently	  includes	  two	  short	  
ferry	  crossings	  takes	  about	  2	  hours.	  	  Koh	  Lanta	  can	  also	  be	  reached	  by	  one	  of	  the	  many	  boats	  that	  connect	  
the	  major	  tourist	  desInaIons	  on	  the	  Andaman	  coast.	  

The	  Thai	  government	  is	  invesIng	  in	  Koh	  Lanta’s	  infrastructure	  including	  a	  400	  million	  THB	  bridge	  due	  to	  
open	  in	  mid	  2016	  to	  connect	  Koh	  Lanta	  Noi	  and	  Koh	  Lanta	  Yai,	  which	  will	  cut	  one	  of	  the	  ferry	  crossings	  and	  
considerably	  reduce	  transit	  Imes	  to	  the	  island.	  	  

Although	  close	  to	  Krabi,	  Koh	  Phi	  Phi	  and	  Phuket,	  Koh	  Lanta	  enjoys	  a	  quieter	  reputaIon	  with	  no	  large	  
internaIonal	  hotels.	  Already	  popular	  with	  Swedish	  tourists	  Koh	  Lanta	  and	  its	  long	  laid	  back	  beaches	  is	  just	  
beginning	  to	  be	  discovered	  by	  a	  broader	  range	  of	  Western	  tourists	  and	  is	  set	  to	  benefit	  from	  the	  over	  
crowding	  in	  nearby	  Phuket.	  

	  	  
The	  Site	  
The	  site	  is	  located	  on	  the	  West	  side	  of	  the	  island	  near	  the	  popular	  “Long	  Beach”	  area.	  It	  is	  a	  8,8000	  Sq.	  M	  
plot	  in	  an	  elevated	  posiIon	  set	  back	  1.5	  km	  from	  the	  ocean.	  The	  elevated	  posiIon	  and	  gently	  undulaIng	  
topography	  means	  every	  villa	  will	  have	  fantasIc	  panoramic	  views	  of	  the	  Andaman	  Sea	  and	  the	  nearby	  
islands	  with	  unobstructed	  views	  of	  the	  dramaIc	  sunsets.	  

It	  is	  surrounded	  by	  agricultural	  land	  and	  unspoilt	  natural	  forest	  with	  naIve	  birds,	  wildlife	  and	  trees.	  
The	  site	  has	  been	  provisionally	  cleared	  leaving	  most	  of	  the	  large	  established	  trees	  which	  have	  been	  
incorporated	  into	  the	  site	  design.	  Following	  the	  construcIon	  phase	  landscaping	  will	  be	  carried	  out	  to	  create	  
a	  lush	  tropical	  garden	  paradise.	  	  

http://www.tripadvisor.co.uk/TravelersChoice-Islands-cTop-g2
http://uk.tourismthailand.org/See-and-Do/Sights-and-Attractions-Detail/Mu-Koh-Lanta-National-Park--5432


The	  plot	  is	  reached	  by	  a	  purpose	  built	  access	  road	  that	  stops	  at	  the	  resort	  site.	  This	  means	  there	  will	  be	  no	  
through	  traffic	  to	  spoil	  the	  peace	  and	  quiet	  of	  this	  beauIful	  and	  secluded	  locaIon.	  The	  locaIon	  gives	  easy	  
access	  to	  Ko	  Lanta’s	  popular	  beaches,	  shops,	  bars	  and	  restaurants.	  	  	  	  

Koh	  Lanta	  Customer	  Profile	  
When	  we	  open,	  our	  target	  customers	  will	  be	  Western	  Europeans	  who	  have	  travelled	  to	  Thailand	  before	  and	  
are	  looking	  for	  something	  new.	  They	  are	  well	  travelled	  and	  aged	  between	  30	  and	  50.	  Our	  customers	  are	  
educated	  and	  hard	  working	  and	  are	  looking	  for	  convenience	  combined	  with	  individuality.	  This	  demographic	  
already	  considers	  Koh	  Lanta	  as	  a	  desInaIon	  for	  their	  vacaIon	  and	  the	  combinaIon	  of	  our	  markeIng	  efforts	  
and	  the	  SOL7	  Koh	  Lanta	  resort	  will	  a\ract	  them.	  Over	  Ime	  the	  demography	  for	  Koh	  Lanta	  will	  evolve	  and	  
our	  customer	  profile	  will	  expand	  to	  include	  them.	  

Planning	  Permission	  &	  Construc1on	  Schedule	  
Planning	  permission	  has	  already	  been	  granted	  by	  the	  Aor	  Bor	  Tor	  (the	  government	  department	  head)	  of	  
Ampur	  (district	  of)	  Koh	  Lanta.	    
 
Preliminary	  works	  such	  as	  providing	  access	  roads,	  topographical	  survey	  and	  site	  clearing	  have	  already	  been	  
carried	  out.	    
 
The	  main	  construcIon	  works	  are	  scheduled	  to	  begin	  in	  April	  2016*	  with	  a	  planned	  compleIon	  date	  of	  April	  
2017.	  A	  detailed	  construcIon	  plan	  is	  now	  being	  prepared.	  
	  	  
*subject	  to	  the	  financial	  investment	  being	  secured	  and	  in	  place.	  	  

Start	  Up	  Costs	  

Start	  Up	  Summary Amount
Land 10,000,000
Legal 1,340,000
ConstrucIon 28,589,392
Systems 365,000
Fees 1,013,404
ConIngency 2,895,439
Cashflow 200,000
Total	   44,403,235



Investment	  Op1ons	  
There	  are	  currently	  2	  investment	  opIons	  for	  potenIal	  investors:	  

Op1on	  1	  –	  An	  investor	  (or	  group	  of	  investors)	  can	  purchase	  or	  lease	  one	  or	  more	  of	  the	  six	  villas	  
including	  the	  plot	  of	  land	  it	  is	  located	  upon.	  The	  individual	  prices	  for	  each	  villa	  are	  detailed	  in	  the	  
table	  below	  “Villa	  Prices”.	  

The	  owner(s)	  could	  then	  do	  with	  the	  villa	  what	  ever	  they	  wanted,	  within	  pre	  agreed	  rules	  regarding	  
usage	  etc.	  EssenIally	  they	  can	  occupy	  it	  themselves	  or	  rent	  it	  out	  short	  term	  or	  long	  term	  for	  
commercial	  gain.	  	  

AlternaIvely,	  the	  owner	  could	  engage	  SOL7	  Management	  Company	  to	  manage	  the	  villa	  on	  their	  
behalf	  for	  an	  agreed	  contract	  term	  and	  SOL7	  would	  include	  that	  villa	  in	  its	  levng	  	  /	  rental	  inventory.	  
The	  owner(s)	  would	  enjoy	  an	  annual	  return	  of	  the	  net	  profits	  generated	  through	  the	  rental	  of	  the	  
property.	  

Notes:	  	  

1.	  The	  current	  prices	  are	  based	  upon	  our	  standard	  2	  bed	  pool	  villa	  design	  and	  specificaIon	  and	  
variaIons	  are	  due	  to	  discrepancies	  in	  the	  land	  plot	  sizes	  due	  to	  topographical	  variaIons.	  When	  
invesIng	  under	  OpIon	  1,	  we	  can	  consider	  variaIons	  to	  the	  design	  and	  specificaIons	  to	  suit	  
individual	  requirements.	  	  	  	  

2.	  Villa	  properIes	  purchased	  under	  OpIon	  1	  are	  subject	  to	  annual	  maintenance	  and	  service	  fees	  
that	  contribute	  to	  the	  upkeep	  of	  the	  communal	  areas	  and	  shared	  services	  such	  as	  roads,	  access,	  
landscaping,	  security,	  etc.	  

3.	  Thai	  law	  and	  property	  ownership	  rules	  concerning	  foreign	  naIonals.	  
See	  a\ached	  paper	  “The	  Laws	  RelaIng	  to	  Foreign	  Property	  Ownership	  in	  Thailand”	  

Op1on	  2	  –	  An	  investor	  (or	  group	  of	  investors)	  could	  invest	  up	  to	  44,403,235	  THB*	  and	  in	  return	  
receive	  a	  proporIonate	  amount	  of	  75%	  of	  the	  SOL7	  Management	  Company	  shareholding.	  The	  SOL7	  
founding	  partners	  retaining	  the	  remaining	  25%.	  

*This	  value	  would	  of	  course	  be	  adjusted	  down	  (44.4	  Mill	  /	  6)	  if	  an	  investor	  had	  already	  
purchased	  under	  the	  OpIon	  1	  scenario.	  

SOL7	  Management	  Company	  will	  manage	  the	  property	  as	  a	  whole	  to	  maximise	  rental	  incomes	  and	  
maintain	  the	  assets	  and	  the	  site	  in	  general.	  	  

SOL7	  shareholders	  would	  receive	  an	  annual	  dividend	  in	  line	  with	  the	  projecIons	  /	  forecasts	  within	  
the	  body	  of	  the	  proposal.	  	  Currently	  projecIons	  show	  an	  average	  return	  on	  investment	  of	  12%	  per	  
annum	  which	  is	  based	  upon	  fairly	  conservaIve	  occupancy	  esImates	  and	  room	  rates.	  

Once	  the	  Phase	  1	  project	  was	  meeIng	  pre-‐defined	  targets,	  	  Phase	  2	  would	  be	  opened	  up	  for	  
investment	  (scheduled	  18	  months	  from	  the	  opening	  date	  of	  the	  Phase	  1	  operaIons).	  	  

The	  Phase	  1	  investors	  would	  be	  approached	  1st	  and	  be	  offered	  preferenIal	  terms	  before	  the	  
investment	  would	  be	  opened	  up	  to	  a	  wider	  audience.	  



SOL7	  Koh	  Lanta	  Pool	  Villa	  Spec.	  (outline):	  

•	  Piled	  FoundaIons	  
•	  Reinforced	  Concrete	  Ring	  beam	  with	  concrete	  slab	  base	  construcIon	  
•	  Concrete	  columns	  with	  QCOM	  block	  walls	  (rendered	  and	  plaster	  finish)	  
•	  Reinforced	  Concrete	  roof	  ring	  beam	  
•	  Insulated	  roof	  space	  with	  syntheIc	  “natural	  look”	  roof	  covering;	  
•	  Real	  hardwood	  architectural	  finishings	  /	  features	  
•	  High	  quality	  appliances,	  fixtures	  and	  finish	  throughout	  
•	  Fully	  fi\ed	  state	  of	  the	  art	  kitchen	  /	  bathrooms	  
• TradiIonal	  concrete	  /	  ceramic	  Iled	  pool	  (min	  4m	  x	  6m)	  with	  high	  quality	  equipment	  spec.	  

Villa	  Prices	  

 
 
 
Revenue	  Assump1ons	  (SOL7	  Management	  X6	  Villas)	  
The	  following	  occupancy	  and	  room	  rates	  are	  used	  to	  calculate	  projected	  revenues	  in	  the	  profit	  and	  loss	  
projecIon	  on	  the	  next	  page.	  These	  are	  very	  conservaIve	  projecIons.	  

Y1 Y2 Y3 Y4 Y5

Occupancy

High Season 65% 77% 86% 90% 91%

Peak Season 72% 85% 95% 95% 95%

Low Season 27% 32% 36% 37% 38%

Average 55% 58% 65% 67% 75%

Villa Rates by type and season

2BR  - Low 4,500 4,500 4,635 4,635 4,774

2BR - High 10,000 10,000 10,300 10,300 10,609

2BR - Peak 11,500 11,500 11,845 11,845 12,200

Villas Sq. M Land Plot Sale Price (THB)

SOL7 Villa 1 240 440 8,025,600

SOL7 Villa 2 240 560 8,468,400

SOL7 Villa 3 240 420 7,948,800

SOL7 Villa 4 240 480 8,179,200

SOL7 Villa 5 240 515 8,313,600

SOL7 Villa 6 260 520 8,860,800



SOL7	  Koh	  Lanta	  Profit	  &	  Loss	  Statement	  



Investor	  Returns	  

From	  the	  projected	  Profit	  &	  Loss	  the	  business	  will	  create	  a	  267	  million	  Thai	  Baht	  in	  free	  cash.	  We	  propose	  
the	  following	  dividends	  which	  will	  sIll	  leave	  money	  in	  the	  business	  for	  unplanned	  events	  or	  as	  a	  cash	  
reserve.	  

Thailand	  
Thailand	  dominated	  the	  top	  ten	  Asia	  Pacific	  desInaIons	  2016:	  

Y1 Y2 Y3 Y4 Y5 Consolidated

FREE CASH FLOW 6,018,860 7,204,132 8,392,330 8,668,953 8,996,282 39,280,557

PROPOSED DIVIDEND 4,446,444 5,631,716 6,819,914 7,096,536 7,423,865 31,418,475

INVESTORS ROI 10.0% 12.7% 15.4% 16.0% 16.7% 71%

CASH LEFT AFTER DIVIDEND 1,572,417 1,572,417 1,572,417 1,572,417 1,572,417 7,862,083



YOUR NEXT STEP 
Thank	  you	  for	  taking	  the	  Ime	  to	  read	  our	  business	  plan	  and	  investment	  proposal	  

If	  you	  like	  the	  proposal	  but	  it’s	  not	  right	  for	  you	  and	  you	  know	  someone	  else	  that	  might	  be	  interested,	  
please	  pass	  it	  on.	  We	  appreciate	  it.	  

If	  you	  have	  further	  quesIons	  before	  you	  can	  make	  a	  decision	  please	  contact	  us	  directly.	  

If	  you	  are	  sIll	  reading,	  great,	  it	  means	  you’re	  probably	  as	  excited	  by	  this	  business	  as	  we	  are	  and	  you	  are	  
considering	  invesIng	  in	  the	  SOL7	  Property	  company.	  Please	  contact	  us	  on	  details	  below	  and	  together	  we	  
can	  discuss	  how	  you	  invest	  in	  the	  company.	  

steve@sol7.com	  
+66	  (0)	  894.654.253	  
Skype:	  steveparkersol7	  

ryan@sol7.com	  
+66	  (0)	  896.598.794	  
Skype:	  ryan.sol7 
 

mailto:steve@sol7.com

