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1.0 PROJECT PROPOSAL

LUX* Le Morne, a 5-star resort located on the southwest of the island, is currently among the top 5 in ranking on Trip Advisor and the best performer in terms of revenue for The Lux Collective group. To maintain the current level of guest satisfaction and financial positioning, the resort must elevate and enhance the guests’ experiences.
 
"Service innovation is the introduction of new or novel ideas that focus on services that provide new ways of delivering a benefit, new service concepts, or new service business models through continuous operational improvement, technology, investment in employee performance, or management of the customer experience.” (Enz, 2011)
 
 
The researchers are undertaking this project because we want to bounce back on the few negative guest feedback in some specific areas as detailed below. Customer experience may be qualified as good or bad or unexplained at various stages depending on factors such as lack of resources, lack in terms of the product and service experience”. 
 
Apart from a beautiful resort nicely nestled at the feet of Le Morne World Heritage Mountain and the warmth of the talented Team Members, guests are deeply influenced by the type of service that we provide. When the guests complain, there is a need to compensate them, which undermines the profitability of the resort. Therefore LUX* Le Morne has to endeavour to satisfy guests through the products and services delivered and pleasurable experiences that may lead to a long-term relationship and repeated visits. Quality service is the foundation for this accomplishment in any hotel business as it is a key factor in guaranteeing future business.
 
The research team is composed of two team members: one from the Food and Beverage department and one from the Front Office department. The team is ideally constituted to focus, solve and enhance the guests’ experiences in the following three specific areas:
 
 
•   Dietary requirements. 
 
For the past few years, LUX* Le Morne did not fully focus on having a healthy eating program in the F&B outlets. The amount of guests with specific dietary requirements accounts for 15-20% of our guests. This indicates a need to further research this trend so that the resort can cater to these demands more effectively in the future.
 
•   Honeymooners. 
 
Based on monthly occupancy reports, there is an average of 60% of honeymooners in the resort; this includes couples who get married at the resort and those celebrating their wedding anniversaries as they also benefit from the same offerings as the honeymooners. There has been an increase in negative feedback over the last three years where guests have echoed that services have remained stagnant in comparison to competitors. This is of crucial importance as the resort aims to attract repeat guests.
 
•   Edutainment & promoting the local culture. 
 
Many guests have expressed a desire to experience the local culture and have provided feedback saying that the resort is not providing for this. We want LLM to be different  from its competitors by fulfilling the above in a light-hearted and informative manner
 
Proposed research methods
 
There is a need to obtain both qualitative and quantitative information from a variety of sources such as in-house guests, Team Members, tour operators, travel agent representatives, health and safety officers, and sister hotels so that specific guest needs can be better identified. As such, we shall proceed with the following data-gathering methods:
 
•   Survey (questionnaire style): 
 
We will send out 100 questionnaires to team members and guests. All the surveys that will be conducted will be kept anonymous. A questionnaire of approximately 25 questions will be established to cater to the 3 areas mentioned above. 
 
•   One to one interview: 
 
We will target 50 participants in total who would consist of hotel guests, tour operator representatives, and health & safety officers. The purpose of the one-to-one chat is to have a more reliable insight and qualitative testimony from our participants. This will help us obtain the additional explanation on responses obtained from the survey. (a similar questionnaire and approach will be used for group session). 
 
•   Group session: 
 
Group sessions aim to generate a wide pool of ideas; we will target team members that are mainly in contact with hotel guests (front liners). It will involve team members from different departments such as receptionist, guest relation officers, and restaurant and bar team members, hotel driver, personnel from the boathouse and diving centre. Those front liners will shed more light as to how we can enhance the guest experience. This participative approach broadens the understanding among the different departments and consolidates the team spirit as well. 
 
 
 
•   Survey with sister hotel and competitors 
 
A survey questionnaire will also be sent by mail to key people to enquire about their practices. In terms of competitors, the researchers will leverage the relationships they have with former colleagues and friends to facilitate this.
 
•   Research through the web / published journals: This exercise will allow us to collect information on practices throughout the globe as well as competitors.
 
 
After the group research, the cost of enhancing and implementing these projects will be estimated to further determine the feasibility of upgrading the menu selection, enhancing the special occasion’s requirements and promoting the local culture.
 
THE PROPOSED TIMELINE: 
The timeline to start and conclude the survey, including one to one interview, group sessions, and research, is from mid-June 2019 to end of July 2019.
ETHICS AND INSIDER RESEARCH
All data collected will be kept anonymous and remain confidential. The entire project will be carried out to enhance the guest experience. 
 
The researchers understand that they may have biases as insider-researchers but will work only with the results of the research and will remain as objective as possible. 
 
 
GROUP LEARNING OUTCOMES
a)   Understanding different dietary requirements 
b)   A better understanding of our guests’ needs and current demands
c)   Effective group work in completing the research
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