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1.0: PROJECT PROPOSAL

To Increase Direct Booking and Repeaters Ratio for LUX* Le Morne

Direct Booking is making reservations directly with the resort or hotel. Direct Booking means direct revenue. To increase direct booking is to increase the turnover of the resort directly. LUX* Le Morne is situated in the south west in between the beautiful ocean and the Le Morne mountain (UNESCO World Heritage Site). There is 149 rooms and there is three restaurant and three bars. LUX* Le Morne has a Thai restaurant which was awarded best restaurant in the African continent. Considering all these points, thus we targeting more direct bookings than through Tour Operators where commissions are payable. The project aims to understand the preferences of guests about future bookings and also understand the interest in a proposed loyalty program which applies for repeat bookings. 
Repeat guests will be encouraged to book directly to avoid the commission that the Travel Agency, Tour Operators and online booking engines levy. The response from the resort to the guest queries / requests for information is quicker and more accurate than through any third party. The quicker the response to the guest, the higher the probability of securing the reservation. A loyalty program is a very interesting and beneficial aspect that encourages the repeat guests to make their booking directly with the resort without any hesitation. Direct Booking has advantages on both sides, for the guest and for the company. The objective is to make LUX* Le Morne the number one resort in direct booking within the company and to increase the ratio of our repeat guests.
Research was conducted mainly focusing on the guests’ opinion. Since there is the need to establish the loyalty program for encouraging more and more repeat guests, the methodology was a mix of both quantitative aspect (surveys) and qualitative aspect (interviews). There was a questionnaire and interviews for the in house guest. An email with the same questions was send to guest who want to come back and for repeaters.
The loyalty program combined with the direct booking will be a beneficial factor to boost the ratio of the repeat guest as well as the direct reservation. The resort will have more repeat guests and which will be a very good aspect. There will be interesting packages and offers, which will be introduced to make every stay a different one.
Direct booking will englobe the research from in-house guests, representatives, and managers who are in direct contact with the guest. All the feedback will help to avoid the mistakes that the third party does. The direct reservation will help them with all the advantages compared to the other means of reservation.
This project is helpful for me to boost the direct booking for LUX* Le Morne and increase the percentage ratio of our repeat guest. I will be able to handle direct reservations in a more technical way and bring more reservations.
My learning outcome while doing this project is to better understand the right selling techniques for direct booking. I will be able to handle different types of reservations effectively and to find the best way to increase direct booking.

2.0: PROJECT REPORT

2.1: INTRODUCTION
Nowadays competition is becoming more severe for resorts and hotels on the local and international market. Hotels have to be more active to quickly match against the other booking engine and tour operators. Failure in doing so, can mean a loss in the day-to-day revenue. Many resorts and hotels have started to deal directly with individual guests as direct booking is direct business to the company. This type of reservation is more beneficial for resorts and hotels. 
Therefore, repeat guests are being encouraged to book directly with the hotel reservations. A loyalty program could be introduced to boost the number of repeat guest and direct bookings. This program will help LUX* Le Morne to increase the pace of direct bookings and be the number one resort in the near future. A survey was conducted for the in-house guests including repeat guests to understand their interest in the loyalty program.

2.2: Literature Review
With a view to boosting direct bookings at LUX* Le Morne, we have the mission to encourage our guests to book via our booking engine or directly with the hotel, while ensuring a personalized service, a rapid response and providing best available rates at all times. The main benefit of direct booking will be avoiding payment of commission to Tour Operators and Online Travel Agencies by both, the guests as well as the hotel. 
According to the article in Travel Courier (2017), loyalty program will reward repeat guests with a personalized service, preferences and habits. Loyalty program has been introduced in several hotels internationally for repeat guests and the objective is to build a bond and have more direct reservation and repeat guest. As part of the programs, after completing each single stay, the guests receive additional credit for their next stay. The first time repeaters receive free WIFI access during their stay.  
According to Webb (2016), travel booking behavior has changed significantly over the past years. The customary approach of utilizing travel agents and booking ahead has evolved into a fast pace, last minute booking while simultaneously removing the rate and the online travel agencies inventory allocations. This implies the guest reservation process is an important condition for success. This article reviews the relevant literature on this historical shift and the effects it has on the revenue.
According to an article published in Travel Weekly (2016), Alex Pyhan, vice president of distribution, Online Travel Agencies and metasearch for Marriott International has said that focusing on customer loyalty is not something new. In the past, hotels made the mistake of wanting consumers to go to a travel agent first, but in reality, that starts with brand loyalty when making booking directly. Only then can hoteliers work to switch a guest's behavior in how they make that booking to a direct reservation. 
According to an article published in Business Travel News (2016), Mary Bastrentaz, managing director of global travel and events at Accenture sees a vast change in behaviors and the structure of loyalty programs, which is very concerning. Many people have grown up in the hospitality industry with a one-stop-shop for booking hotels, flight tickets, transfers and have never thought of going outside this system.  With the advances in technology, we are now in a very different environment.
According to an article published in Hotelmanagement.net (2017) - a Customer Loyalty Program is an ingenious marketing tool used to motivate repeat customers by offering an appropriate reward system. Repeat business would be directly linked to past service experiences and a robust loyalty program. The introduction of unique added values for every single booking would be applied to encourage and motivate guests to book directly. 
2.3 METHODS

Methodology:
My research was based on both surveys and interviews. Interviews were conducted either on the telephone or face to face. The face-to-face approach was more appropriate as it enabled me to collect information directly. The next method was the survey; the same questionnaire was given to guests and selected managers. Both ways helped me to collect more data.
Methodological Position
This research was mainly focused on the guests’ opinions. Since there is a need to establish a loyalty program, the methodology used was a mix of both quantitative aspects (survey) and qualitative aspects (interviews). Participants consisted of in-house guests – both first timers and repeaters and managers (a minimum of 100 people). All contact details of survey participants were securely recorded on the company database.
Five managers who are in the daily operations were selected at random for the interviews.
Methods
1. Survey: - A questionnaire (of 11 questions) was distributed to guests and the selected managers. 
1. Interviews: The primary purpose of the interview was to obtain more qualitative information, which could help to explain the responses gathered from the survey. Interviews were either done be by telephone or face to face which generally took no longer than 10 to 15 minutes. 


Analysis
Survey: responses involved the percentage calculations for each aspect of guest satisfaction for each scale value, and these were summarized and tabulated. 
Interview: responses were analyzed by topic so that the key factors influencing the answers can be ascertained. However, given the small sample size involved, outputs were indicative only.
This research was done mainly to collect and have more feedback and the personal opinions on the proposed loyalty program of LUX* Le Morne. A questionnaire was prepared taking into consideration that all the questions and required information is clear to the guest. By using both methods, more information has been collected. A questionnaire was used for both in house guest and for some guest who were contacted by phone to have their opinion.
Participants were voluntarily asked to participate in the research. They were asked to honestly answer each question in the survey related to their personal travel experience and preferences.
They were informed about the Loyalty program and the advantages they will have while making their future reservation direct with the hotel reservation or on our website.
The ethical guidelines were strictly followed. Participants expressed their opinion freely in this research irrespective of their mode of booking for their stay at LUX* Le Morne. They were briefly informed about the nature of the study before answering the survey. Also, all participants’ identity remained anonymous.








2.4: FINDINGS:
The survey consisted of in house guests, the figures show the basic information about the number of guests that participated. The survey targeted 100 participants and 91 responded, nine guest checked out without returning the survey form. The main survey theme was to look at how to increase direct booking and to inform them of the loyalty program at LUX* Le Morne. I and five managers chosen at random every day during the operation conducted the survey. 
The bar chart below is showing the number of guest who visited LUX* Le Morne for the first time from among those surveyed. There are 51 guests who visited LUX* Le Morne for the first time compared to 40 who are already repeat guests.



The level of service has been of high quality throughout the resort, where 60% of the guests strongly agreed, 36% agreed and only 3% disagreed. The percentage who disagreed left some comments where we can improve. They mentioned that four bottles of complimentary water to be provided in room, free late check out for late departures, early check in, bar service needs to be improved, and more variety of food is needed on the buffet. Currently we do provide two complimentary bottles of water every day during turndown, and upon request, we do provide additional depending on the situation. Free late check out and Early check in are also given depending on the availability. 
The loyalty program will have a very vital importance taking into consideration for the guest reserving directly as we will have all the flight details. These details will help us to have more information on the guest preferences, celebrations, wedding anniversaries, and birthdays and also check in/ check out times. The information collected will help to tailor-make the stay by keeping into consideration every single detail. Having all these information will help us to make surprises for the guest and these factors will be helpful factors to increase direct reservation and make them a repeat guest.
The survey has been very useful for the management as it has enabled us to know how professional the team members and management have been during the guests stay. All guests responded positively to this question, 40% agreed and 60% strongly agreed. This helped us to have a better tracking on the service and the guest experience throughout their stay. Guests who visited several resorts and hotels, found the service is completely different and better from others. As part of open feedback shared by some guests, they found that if the team member and management were always at their service, the loyalty program would definitely be a good idea to make their booking either directly with the hotel or on the hotel website.
89 out of the 91 respondents (97%) responded that their experience at LUX* Le Morne is good value for money. The 3% represent three guests who did not complete this part of the questionnaire as it a gift from their relatives and they are very hesitant to give their answer. This factor would be important to be taken into consideration while implementing a loyalty program and increasing the ratio of the repeaters guest. Guest satisfaction is the result of guest’s perceptions of the value that they believe they acquire from booking directly. The guest satisfaction plays an important role in discouraging customer defection, therefore this help to improve guest loyalty. 
Repeater guests are an important and relatively cheap source of advertising for the resort or hotel, as they make recommendation of the resort or hotel to their friends and family through word-of-mouth promotion for the resort. 97% of the surveyed guests said they will recommend LUX* Le Morne to their friends and family. This helps to increase the revenue for the resort. We will receive more repeaters and more direct bookings. For this question, those that responded positively include repeaters, honeymooners and last minute bookers and the 3% represent that responded negatively are guests who made  their booking online with Booking.com, Expedia, Hotels.com etc. While booking online, they had faced many inconveniences, such as they cannot make booking for families, they do not have a better picture of the room as the photos on these websites are not the same as the initial room they booked. The families normally change their destination for every holiday but we do have families that keep coming back each year for multiple holidays to the same resort.
Repeat guests and family will be more interested with the loyalty program as it will be an advantage while looking for meal plan upgrades, they book on half board and they could have a free upgrade to full board. The family will not have to take an extra amount of money to spend on food. Some guests who are only at the hotel for doing mainly activities and spend very little time at the hotel, they can book on bed and breakfast and will be upgraded to half board (dinner included). Here the loyalty program has his interesting role for both parties as we will consider offering these free upgrades.
The next criteria where we need to focus would be, whether the in house guest will come back to LUX* Le Morne based on the current experience, here also the margin is 97% who agreed and strongly agreed compared to only 3% who disagreed. Here again the agreed percentage took over completely those who disagreed, this means that we have many happy guests. Happy customers means returning customers. This part has a connection with the level of service in the resort and the friendliness of the team member and management where the respective percentage was 97%. 
During the survey, most of the guests were excited with the proposition on the loyalty program. During the interviews, guests have mentioned that this program is beneficial for all types of guest, starting from short stay to long stay, honeymooners, last minutes and families. The majority of the guest will be returning guests and they are interested in the loyalty program. Repeats guests coming twice a year via agency prefer to make their booking directly with the hotel and are happy to get the discount and free upgrade of room categories. Some of them have already started to plan their holiday just to get benefit of the loyalty program. The first timers, while completing the survey form are surprised to have all these advantages when booking directly rather than going through an agency. They even mentioned that flight tickets is not really a problem for them as they can find it online and they even have special cards with Air France, Emirates Airlines and Air Mauritius. The 3% who disagreed to come back at LUX* Le Morne are families who change resorts and hotel on every single holidays. They prefer to discover new destinations on their previous holiday.
Furthermore, the result from this survey based on guests who want to make their reservation directly with the hotel reservation for their next visit is 99%. The loyalty program may be the new way for LUX* Le Morne to increase the percentage of the repeaters guest and their friends and family. They already have in their head the program and the advantages they will get while making their reservation directly with the resort. Managing the direct booking at the resort level is helpful to the guest to have a well-planned holiday in regards to their needs. This means booking is more rapid with accurate information to make their stay more relaxing. Taking these points into consideration the trend of direct reservations will increase rapidly. On the other hand, the website of the hotel also is another channel for direct booking. The guests have a clear choice to make their booking directly with the resort or on the hotel website. The guests making their booking on the website of the resort or hotel will be entitled the same benefits and advantages, as this is a direct booking. In reference with the literature review, it was mentioned that we have the mission to encourage our guests to book via our hotel website or directly with the hotel, while ensuring a personalized service, a rapid response and providing best available rates at all times. The main benefit of direct booking will be avoiding payment of commission to Tour Operators and Online Travel Agencies. 
Following the 1% that do not want to book directly with the resort or hotel for the next stay, the main reason is they always take a full package with the agency. They want only to make the payment and have everything organized for them. They find the loyalty program interesting and even want to know if they can have some benefits when they are at the resort. For these guests we have to adopt a different as this still helps us to increase the ratio of our repeaters guest.
From among the guests surveyed 88% booked through agencies, tour operators, online booking engines etc while only 13% booked direct. The percentage of guest who did not know that they could book directly with the hotel reservation is high. During the survey the guest have been well educated that they could make booking directly and have all the benefits of the loyalty program. The 13% who made their booking directly are repeaters guest, friends, family, and last minute bookings. They already know this channel of booking, now, they are likely to book due to the facilities and offers they will be entitle when making the reservation directly instead of passing through travel agents or tour operators. 
All guest who has made survey has found that the loyalty program is a very useful. They have found a proper channel to make their future booking. They mention that instead of staying 7 nights, now with the loyalty program they can stay 10 nights. I have already started to have reservations for 2020.

2.5: CONCLUSIONS / RECOMMENDATIONS
My conclusions and recommendations would be to introduce a proper Loyalty Program, this is very important for hotels to increase the repeat guests and generate high turnover.
The hotel loyalty program is the most motivating factor for travelers to book directly. 
We need to have team members who speaks different languages, to avoid the language barrier for guest while making their booking.
Having more language options on our websites, another way to increase the revenue.
The reward system need to be set in place, in regards the number of nights and visit of The Lux Collective.
To inform the guest about the Added Values while booking directly instead of travel agents.
I will be able to tackle different types of bookings and bring more direct reservations and more repeaters to LUX* Le Morne. 
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IS IT YOUR FIRST VISIT AT LLM	
YES	NO	51	40	



HAVE YOU VISITED ANY LUX COLLECTIVE RESORT BEFORE

VISIT OF  LUX* RESORTS AND HOTEL	
YES	NO	33	58	
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SURVEY

“Thank you for completin this survey regarding the introducton of Loyalty Program at LUX* Le Morne.
“The Loyaly Program will be apiicablefo guests booking directly at the resort.

“The Loyalty Program wil consist of
"~20% to 35% discount on Best Available Rate (Conditions applied”)
(46 nights ~ 20% off / 7-10nights ~ 25% off/ 11-20 nights - 30% off / 21 and more - 35% off)

- Free upgrade the next room category (Upon availability)
- Complimentary meal plan upgrade from either:
Bed & Breakfast to Half Board o Half Board to Full Board

- Credit of MUR 2,000 per person per stay on F&® or Spa
(Please note that no personal details will be needed for the survey and your responses are anonymous)

Name: Mooneshwarnath Sharma KASSEEAH
‘Student Number: 1715706

Ve

1| Have you visited any LUX Collective Resortor hotel before?

2| Ts this your it vist at LUX" Le Morne?

Sitongly | Disagee | Agee | Suongly
Dissgree agree
i 2 3 4
T [The level of sevice has beem of a high quality
throughou the reort
2| fnor, kindly take afew mimutes and pless el us where we
can do beter

3| The team members and management have been
professional at all tmes

4| My experience at LUX" Le Morne provided value for mon-
ey

S| Twould recommend LUX" Le Morne to my friends and
family

6| Twill come back at LUX" Le Morne, based on my.
curent experience

7| Twould be interested i reserving my next visit with the.
hotel reservations team directly

8| Uhave not booked directly with the hotel

9| When T booked directly with the hotel, the experience was.
seamless. In case your experience was not seamless, kindly
et s keow what ssues or challenges you faced

“Thank you for for sharing your experience!





