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2.1 INTRODUCTION
Nowadays, the competition in the hotel industry is becoming more and more fierce, which makes it even more important for us to exceed our guest needs and expectations. Our aim for this project is to determine and broaden the guest experience at LUX* Le Morne. We are focusing on the three main areas: Dietary requirements, honeymooners’ specific needs and promoting the local culture through edutainment.

Healthy eating, food allergies and other dietary restrictions are main factors that are taken into consideration by travellers nowadays. If not before arrival, it is upon check-in that the guests will inform the team member at the reception about their dietary restrictions, allergies or preferences. Healthy eating is becoming more prevalent worldwide as people are now more health-conscious and want to maintain their body shape. When guests will learn that our resort is providing a large variety of healthy food, this will attract more customers.

Uplifting the current honeymoon amenities is an important aspect to entice more honeymooners to our resort. Our resort is well-known as a honeymoon and wedding destination. We have an average occupancy of 60% of honeymooners around the year at LUX* Le Morne. By uplifting the existing amenities we wish to pamper them with the new offerings and pay more attention to details. We expect that those changes will bring even more honeymooners at LUX* Le Morne, as well as an increase in the number of persons choosing our resort as their wedding destination.

Local culture is another means to inspire our guest experience during their stay. The guests can discover the local culture at the hotel by engaging them in learning in a lighthearted way. They can visit the nearby village to explore the traditional way of life of the locals during their stay. They will have special evenings at the resort with local dance and a Mauritian corner where they can taste local foods.
2.2 LITERATURE REVIEW
Determining how to enhance and broaden the guest experience at LUX* Le Morne.
About the Journal Article (Food Research International, 09 Mar 2019) food allergies are becoming more dominant and affect 1-2% of adults and 5-8% of children in the UK. This study investigated the food allergen awareness, attitude towards food allergens, the management practices among food-allergic and food intolerant consumers, family members and guests. Consumers demonstrated a very good understanding of allergic reactions, prevention methods and hidden ingredients in food. The customers were motivated by their allergen prevention in checking food labels and showing preferences for their product choices. A positive correlation between knowledge and assertiveness was identified Nowadays, we are having many guests with different types of allergies and specific dietary requirements. This will help LUX* Le Morne to cater effectively for such type of guests. Different people discern healthy food in their manner and such type of perception will continue to rise. A single moment of miscommunication between the front and the back of the house could have a devastating effect on the resort reputation, not to mention the potentially serious consequences for the affected guest. Allergy-friendly websites could be a promoter for this shift.
Honeymoon: In England, according to Trivago business blog (7 December 2016), there is almost a quarter of a million wedding every year. So how many hotels drop the ball over the golden opportunity of welcoming more and more wedding couples and honeymooners? For this reason, the researcher paid more attention to the new trends related to weddings and honeymooners.
Normally, the whole trip is more about romance and staying at the resort. LLM would benefit by highlighting the unique honeymooners’ offerings and suggest planned packages that will uplift the guest experience. According to “Susan Breslow Sardone” (updated on 21/05/19), she mentioned that 99% of grooms do propose the bride for wedding and out of which 33% have a religious wedding and the rest do look for nicer places to get married and enjoy their honeymoon as well. Trip Advisor is a recommendable source for the guest, has mentioned Mauritius as the best place to get married in the Indian ocean, the researcher is bouncing on that good publicity to promote the special packages and attract these potential guests at LUX* Le Morne.
Culture is an essential fragment of the tourism experience in Mauritius (unwto, n.d.), and its prominence is growing. Nowadays, cultural tourism is one of the major and fastest-developing universal tourism markets, and probably four out of ten tourists choose their journey based on its cultural offering. They are progressively fascinated by immaterial influences such as the atmosphere of a location, relationship with people, philosophies or happenings – in other words by a place’s culture, history and civilizations. 
Mauritius is a key touristic destination thanks to its unique cultural heritage that includes museums, gardens, historical memorials and conserved heritage sites, as well as music and gastronomy. The Mauritian cultural heritage enriches our lives and inspires our culture and biodiversity. By making Mauritius a top tourist destination, it helps generate economic growth, employment and social cohesion. The mix of culture and tourism can be a dominant driver of economic activity. 
Observation by specialists in the hospitality business nowadays states that a happy guest would become a repeater. It determined the level to which fulfilment fostered loyalty. Interviewing guests and proving the expression of visual skill through photography illustrated the guests´ propensity for recommending and returning to the hotel as a repeat customer
According to the journal, customer satisfaction is defined as to how the customer perceives service delivery. This can be directly related in the hotel industry to guest satisfaction; their different expectations are based on their knowledge of a product or service. This can be implicit as a guest may evaluate what the service performance will be or may think what the performance ought to be. If the service performance meets or exceeds customers’ expectation, the guests will be satisfied. Service quality and assessed customers’ satisfaction (Integrated D (Professor, 2019)
Mauritius is a gem in the southern Indian Ocean. Currently, more and more young couples choose Mauritius as their honeymoon destination via increasing direct flights around the globe (cbcmauritius.com, 2018). A heaven for a splendid honeymoon in Mauritius, full of attractive and, stony hills, white sandy beaches and spectacular crystal clear turquoise lagoons, is a dream holiday destination for tourists. It invites worldwide tourists including many celebrities. Our research will help the guests of LUX* Le Morne discover cultural diversity and make their vacation more interesting in terms of value for money. Nowadays, guests want to explore the diversity of the local culture, discover our cuisine, local fruits, local bar and authentic rainbow striking culinary offerings during our cooking classes, which connects the guest to a local host for a homemade meal. 

2.3 Methodology:
We conducted surveys and interviews to gather data for the research. Interviews have been conducted via telephone and face to face. We prefer the face-to-face approach as it enables us to collect information directly and probe further where required. As for the surveys; the same questionnaire was given to guests and selected managers. 

Survey (questionnaire style): We would send out 100 questionnaires to team members and guests. The purpose of the survey is to gather mainly quantitative and qualitative information from all participants. All the responses to the survey would be kept anonymous. 
We would have three sets of questions as all the components of the questionnaire may not apply to the same guests. The first one would consist of the Dietary Requirements, the second one will cater for Uplifting the Honeymooners package and the third one will be about discovering the local culture through Edutainment. When combining all the three questionnaires, we would have a maximum of 25 questions. 
By conducting the three types of questionnaires, this would help us to conduct the survey more efficiently and by target the right guest for the experience we have chosen to revamp. 
 
One to One interview: We would target 50 participants which would include hotel guests (by phone and face to face), tour operator representatives (face to face), and the health and safety officer (face to face). The purpose of one to one is to have a more reliable insight and qualitative answers from our participants. 
The same questionnaire has been used to have the opinion of the Tour Operator representatives and the Health and Safety Officer. 

Focus Group session:
Group sessions aimed to generate a wide pool of ideas; we will target team members that are mainly in contact with hotel guest (front liners). It would involve different groups of people from different fields such as receptionists, guest relations, restaurant and bar team members. Those groups will provide additional ideas that would be analysed and fine-tuned thereafter
The group session would be conducted for the honeymoon guests, there were two groups scheduled where all the honeymooners will be together. This will help us to have more feedback on the actual honeymoon package and their satisfaction as they are the direct recipients of the service. From this group session, we will have more information about what can be improved and gather some potential ideas as well.
Moreover, some new ideas and amenities will be offered to the honeymooners where they can tell us their opinion after having tested the product/service. By gathering this information we would know where we were standing and what could be done to be ahead of our competitors.

Survey with competitors (Benchmarking)
A survey questionnaire would be sent by mail to the key contacts of the two competitors.
 
Research through the web / published journals:
This exercise would allow us to collect information on practices throughout the globe.
Browsing through the journal would provide us with key information about our research, which might be good for our project.
The web would help us to have different ideas from different resorts from many groups. We would have many ideas from them to understand where we are now, and what we need to implement and enhance the guest experience and make their stay even more memorable 

2.4 FINDINGS
Dietary Requirements:

Our target audience was guests and Team Members. The first batch of questionnaires was distributed amongst our guests. Findings were as follows. The opening question was to determine whether or not guests had dietary restrictions. More than half of the respondents revealed that they had specific dietary needs. It does not suffice to change the menu; we also need to promote what we have to offer to guests as it is the current trend and eating habits of our guests. With 50% of guests having specific dietary needs, we realise this is a consequent number, which means we need to cater for this. We need to address the matter with a variety of options available to allow our guests to enjoy their stay.


Moreover, the survey showed that 28 guests had low fat dietary needs, 5 guests were gluten intolerant, 6 were lactose intolerant, 10 guests were vegan, 8 guests preferred halal food, 2 guests preferred kosher food, and 9 had a nut allergy. 
 
It is to be noted that guests who had a nut allergy, were also vegan. Being vegan these days is the trend. A vegan diet excludes meat and dairy products. LUX* Le Morne currently offers a variety of vegan dishes. It is one of the ‘Reasons To Go LUX’, called ‘Veggie Heaven’. Accommodating our guests’ preferences makes a big difference in their choice of holidays. 5 guests were gluten intolerant during the survey. LUX* Le Morne provides a variety of gluten-free products, such as gluten-free pasta, bread and cakes. Lactose intolerant guests have a choice of lactose-free milk, such as almond milk, soy milk and other products.
The survey shows that even guests without specific dietary needs would like to personally meet and speak to the chef upon check-in. Some guests would like to inform about their needs before arriving at the resort.
 


The above results represent the focus group outcome, where we found that 22% of guests are not happy with the current offerings and said they would like to see more lactose-free products, although available upon request, more eggless pastries, more vegan options and almond milk-based products. Some guests also mentioned that they would like to interact directly with the head chef. The above recommendation will be taken into account to enhance our buffet offerings and cater to our guests according to their requirements. Our guests’ voice is crucial for the running of our resort. Guests also mentioned that we do not have a corner dedicated to dietary needs. Management will put in place a specific dietary corner with more varieties and also advertise the same with our travel agents to ensure that we stand out from other hotels and that we cater for dietary requirements.











Moving on to the data that were collected amongst Team Members;  the aim of extending the questionnaires to this category of people was to ensure that firstly, they had the knowledge of this subject, secondly, that they could provide the necessary information to our guests and thirdly, that they could spread the word about same. 
The questions to Team Members were quite simple. More than 90% of the TMs responded positively to the awareness question on dietary requirements. 


















Respondents were more acquainted with low fat, vegetarian, lactose intolerance, vegan, halal and nuts allergy.  



This clearly shows that our Team Members are very well versed with our existing food options to our guests. Furthermore, Team Members were knowledgeable about both buffet and A La Carte menu. This is in line with the values of the groups, ‘to help people celebrate life’, and ‘make each moment matter’.
Following the research done on the net, “The Vegan Society” published that the percentage of vegan is doubling, as in 2015 it was 5% compared to an overall of 9% food products launch in Europe in 2018. 34% of British meat-eaters have reduced their meat consumption in six months in July 2018, following a flexitarian approach up from 28%compared in 2017. (http://foodrevolution.org/blogsupplements-vegetarians-vegans-plant-based)
Nowadays, we are having more requests for gluten-free foods. It has been noticed that even a tiny amount of gluten is very troublesome for the guest suffering from celiac diseases. A test was conducted by “The Columbia University Mailman School of Public Health”, and more than 50% of gluten-free pizza and pasta dishes in restaurants tested positive for the presence of gluten’s about one-third of supposedly gluten-free food had been detected with gluten. (Columbia University's Mailman School of Public Health, April 5, 2019)

Honeymoon

LUX* Le Morne is reputed for being the honeymoon and wedding destination in the southwest of Mauritius, we have to strive to maintain our reputation. We have noticed that some of our honeymooners do not like some of our current amenities. If we will stay stagnant, we might lose business. Therefore, a survey has been conducted to know the likes, dislikes and preferences of our honeymoon guests. This survey will help us in the future to understand how we can better enhance the honeymooners’ experience so that they leave the resort with a memorable stay. The survey has been conducted with guests staying over a different length of time. We have divided the length of stays into three parts, which is one to four nights, five to nine nights and ten or more nights. 
 
During the survey, we have noticed that 8% of the guests stayed between 1 to 4 nights, 39% from 5 to 9 nights and 53% from 10 and more nights. This question aims to know how many nights our guests are spending at the resort as this will determine the amenities that will be provided. The amenities will depend on the number of nights and when guests are staying more than 10 nights, they are entitled to have a complimentary couple massage of 45 minutes. There is not a big difference in the percentage of guests staying one to nine nights for their honeymoon that is 47%, compared to 53% spending 
ten and more nights.



Starting with the first question, what has attracted them to come to Mauritius for their honeymoon? The majority of the guest who has come to Mauritius for the honeymoon is because of our beautiful beaches, and some guests mentioned that they are here as they heard about many good things on our island. We do have some mentioning the beautiful reviews from Trip Advisor as they have read a lot about Mauritius. Another main point that they pointed out is the beach and the divine sunset, at LUX* Le Morne. We have other different points from guests like the agency, travel agents, honeymoon destination, Mauritian hospitality, holiday’s spirit, the place to be on the internet and from friends.
The second question focused on our current amenities; the guests have been asked to tick the offerings they would like to have as honeymooners. The topmost choice was a romantic dinner with a score of 86%. The second most preferred offering, corresponding to 84% of guests, is the couple massage. This one applies to guests with a booking of 10 nights or more. For the other honeymooners who have not booked the 10 nights, it will be on a case to case basis to upgrade their offerings. We have 67% of the guests who wanted to have the Sparkling wine as the honeymoon amenities upon their arrival in the room. 
 
Furthermore, the proposed photo album was liked by 47% of the honeymooners and this new offering seems to be more popular than the cap. We have an equal percentage of 41% for the kaftan and the cooking class that we are presently offering and it is to the liking of the guests. The score for the fruit platter is 45 % and 43% show interest in the cake we offer in the room, which is included in the current package. We have two interesting proposals that we can introduce to our honeymooners’ offerings: Replacement of the current fruit platter by a fruit basket and the second idea is the beach bag which is a very good offering which the guest can use during their stay and bring home as a souvenir.
 
On the other hand, from the nine honeymoon amenities that is the Sparkling wine, Fruit platter, Cake, Cap, Kaftan, Romantic dinner, Cooking class, Couple massage and Photo album, there are seven of them that need improvement. The two offerings that do not need improvement are the Sparkling wine and the Photo album. The Cooking class is the only one, which needs a big improvement on the list. The feedback we had from the guest is the Cooking class is boring as there are too many guests per session and it is more of a cooking demonstration rather than being a participative session. They also suggest that we need to limit the number of participants per session and it should be more focused on local cuisine rather than our current offering of Thai cuisine on a specific day. Sometimes, they have no option as they are checking out and they have to do the Thai cooking class. Food is often a decisive aspect for the guest when they want to choose their destination for their holiday. They do not only care about food, but they often want to engage themselves in the local cuisine.


















Followed by our next question, that is they have to rate their preference to have a romantic turndown during their stay. 92% of the honeymooner guests have highly appreciated having a romantic turndown during their stay. This has been a plus for adding it in the package as this will uplift the current honeymoon package and increase the business. A very low percentage that is 8% do not agree with the romantic turndown as they think that there is the use of flowers and they are very concerned about nature.
















The next proposal that had been introduced to the honeymooners is the sunset Aperitif and Photo Album and they had to make their choice for the one they mostly preferred during their stay. The sunset aperitif was the one with 68% compared to the Photo album from our Photofanatics that is 32%.



The next suggestion was about the items they believed would be a great-personalized take away home. There is 71% who have selected the champagne glasses, 37% went for the mug, 14% for the cap and the least is the kaftan with a percentage of 12. On the other hand, the guests have proposed the photo frame, polo shirt and a personalized bag.




Furthermore, we had proposed some payable activities that could make the honeymooners experience a memorable stay. A private dolphin experience had 53% acceptance compared to a sunset picnic on Le Morne Mountain with an amount of 37%. The third one with 29% is a private half-day trip in our luxury car.
















We are proposing two options for the romantic meal for the honeymooner guests. The first option is the dinner set up on the beach. The romantic dinner with the set up on the beach has the highest score with 78%. The second one is the lunch on Bennington boat (floating saloon), for which the percentage is 24%, and we found they are very interested in the dinner rather than the lunch.



While interviewing the guests on honeymoon, we had a question based on the local culture and asked them if they would like to experience it for the wedding. We had 57% who have accepted, 41% who answered no and 2% did not answer the questions. We have some suggestions like flower garland, Indian & flowery outfits, bride hairstyling with flowers, live local music & dance and henna.
 
So far, the highlights of the honeymooner’s guest during their stay are service and sunset, romantic dinner on the beach, the hospitality, amenities, the staff, food and as well the friendliness of the team, the fact that we make every moment special for our guest during their stay. LUX* Le Morne is also reputed for the preferred honeymoon hotel. The welcoming is also a major factor recognized by our guest and time by the time free upgrade depending on the availability which makes their stay memorable, special cocktails and rum tasting are arrange for them or can also be called make your cocktail to change a little the guest program and make it interesting.






Based on the benchmarking survey conducted towards our competitors, the below chart is an indication of the offering for the honeymoon amenities. Following the below chart we LUX* Le Morne are offering nine items, compared to Outrigger Resort and Spa is offering seven items and only five items that Shangri-La Le Touessrok Hotel.

	 
	PRICES BELOW ARE AT COST PRICE

	ITEMS
	LUX LE MORNE
	OUTRIGGER
	SHANGRI-LA

	Sparkling wine 
	450
	500
	500

	Fruits
	50
	75
	75

	Cake
	150
	 
	 

	Cap
	145
	 
	 

	Kaftan
	125
	 
	 

	Romantic dinner
	675
	1500
	700

	Cooking class
	200
	 
	 

	Couple massage 45 minutes 
	1000
	800
	1000

	Photo album
	700
	 
	 

	Champagne
	 
	1800
	 

	Flower 
	 
	300
	 

	special turndown
	 
	200
	200

	
	
	
	




The above chart is to demonstrate the benchmarking conducted with the two competitors in the East and South of Mauritius. 
Finance 
Below are the figures that we intend to implement to make the personalized take away offering a memorable one. We have one pair of Champagne glasses for MUR 500, one pair of a mug for MUR 500 and one cap & kaftan at MUR 400. Following the most preferred item, we have the interest to move forward with the champagne glasses.

	GUEST PERSONALISED TAKE AWAY

	ITEMS
	LUX LE MORNE (MUR)

	Champagne flute for 2
	500

	Cap per person
	200

	Kaftan per person
	200

	Mug for 2
	500

	Total
	1,400








Local Culture

Nowadays, the different types of offerings by the hotel industry are being taken into great consideration. New skills have allowed businesses to seek out and compare a never-ending range of products from around the world, to enhance the guest experience. When guests have a bad experience with a service or facilities, they can use the internet, social media to show their frustration which leads to the bad reputation of the hotel. Here at LUX* Le Morne we always look for new experiences, such as the implementation of our local culture. To promote the local culture we have introduced some educational classes on local values while simultaneously entertaining the guests. To better understand if this will be a success, a face-to-face interview was conducted where we targeted 70 guests and only 48 responded to the questionnaires. Please find below the results of the survey.

Below are the ideas that were mentioned in the questionnaires:
(1) A free shuttle service to go to the nearby village to discover the local culture. 75% of guests responded positively since they would enjoy to do it so that they could bring back with them some memories of our beautiful island. The remaining 25% said they are not willing to join it as they came to enjoy their holidays in our resort and not for travelling. They would prefer to relax and enjoy the hotel facilities before returning to their countries and are not here for any discovery.


The second suggestion was free storytelling or a film projection on our culture. This has been the most difficult part for the researchers. Many guests disapproved the idea and included 67%. 33% responded positively to this idea and they found it very interesting for promoting our local culture. Some of them have mentioned that they have been travelling in different areas around the globe but none of them has thought of promoting their own culture.
Our third proposal, which was live juice extraction from sugarcane, was accepted by 97% of guests who responded on a very good note. They would like to see how this can be done as nowadays pure sugarcane juice cannot be found in their countries or some said they have never tried this before and would like to see it implemented at the resort for their next visit. Thus, we came to know that the resort would have some repeat guests coming for their next vacation. The remaining 3% answered that they are health conscious and do not like to have sugar or even sugar cane juice.
The next question was on a scale of 1-5, where 1 is the lowest and 5 is the highest score: Would you like to join us for Mauritian snacks nibble? 90% answered with the highest score, as Mauritius has many different cultures and each culture has its way of making snacks. From a financial perspective, it is not difficult and even not expensive for us to implement for the guests. When they are back home, they would like to try the Mauritian taste. 10% of the answers were registered with a low score, as these guests mention that they would like healthier food instead of small bites as they are more health-conscious.

The local rum tasting is our fifth proposal. As Mauritius is a big producer of sugar cane in the Indian Ocean, we have developed the expertise to produce quality rum. It was 2011 in a rum fest held in London that many people came to discover about the varieties of rum produced in our island. In Mauritius, we produce around twelve varieties of sugarcane but only two types of sugarcane are used to produce rum. Based on the responses, 79% of guests answered they would like to join the rum tasting as it is good to know how rum is produced locally but the remaining 21% answered they are not interested in a local rum tasting.



Furthermore, our next proposal was a cooking class using local spices. Pierre Poivre was the first French citizen to introduce spices in Mauritius such as pepper, cloves etc. for a tiny island, Mauritius has an amazing food culture. With a strong Indian flavour influence in our food, many guests come to our island especially for the beaches but most of all for our local food and spices. Thus, we are trying to implement this at our resort where guests would learn how to cook curries. 79% answered on the highest score but the remaining 21% said it would be difficult for them as many things cannot be found in their countries such as our mix of spices.
Based on the first six questions, (1) Free shuttle service to go to the nearby village to discover the local culture – 4 guests needed more information. (2) Free storytelling or a film projection on local culture – 4 guest (3) Make your local fresh sugar can juice – 6 guest (4) Mauritian snacks nibbles – 11, (5) Local rum tasting – 14 guest & (6) Cooking class using local ingredients – 9 guest showed interest for more information and it was given to them individually.
For the question of how do you rate Mauritian dishes, only 45 guests answered this part, that is 4% of guest said they do not like to have Mauritian dishes as it contains too many spices. The remaining said they enjoy a lot our varieties especially when there is Mauritian buffet at the resort as our local dishes contain lots of flavours and most of all, they like the special varieties of “chapattis” we propose.
To get the actual feedback, and understand if is there anything we can improve on in our Mauritian corner proposed every day on the buffet, we included one question on the same. Many guests proposed their options and said we need to add more varieties such as curries and chapattis. Some said that the current corner is not visible as it is in a small corner. Some guests mentioned that spicier food must be provided as they like spicy and more fish curries but most of all many guests said the current offering is a good innovation to promote local dishes every day.
Our next question was: “Does our Mauritian culture influence your visit to Mauritius for your holiday destination?”. The main reason that Mauritius attracts many visitors yearly is that our beaches are like heaven on earth. Our white sandy beaches are considered as being the most wonderful beaches in the world. Many guests answered that the fascinating stories and the culture spots attract them to our island. Extraordinary food and interesting sights are determining factors in choosing our island but some answered that they came only for holidays.
A very interesting point is what springs out your mind when you think of Mauritius. When the researchers interviewed the guests, many different answered were noted. All of the guests had their personal opinion: 
The first reason is the white and sandy beaches and our clean and turquoise ocean, which is like a postcard view
(2) sun and relaxation, 
(3) kitesurfing in our lagoons is the ideal place to surf as it is the safest spot which is protected by the reef, 
(4) good local food where food is found everywhere in Mauritius, 
(5) shopping which is tax refundable for tourists, 
(6) Mauritius has so many breathtaking places such as Chamarel, land of seven colours, black river gorges and not to forget our world heritage Le Morne Mountain,
(7) luxury hotel to have a good time and quality service and our paradise island.
Here at LUX* LE MORNE, we have our home-made ice cream which is called the ICI. We asked guests what types of flavours they would like to try or what we can implement and after compiling the answers, we found many of them gave two options. 
(1) 18 guests would like to try saffron sorbet.
(2) Chili sorbet was selected by 20 guests
(3) 29 guests voted for cardamom-flavoured ice cream
Most of the guests agree that experiencing the local culture is one of the main reasons that they travel. Guests are therefore happy to have an experience of local life, but, somewhat paradoxically, they are not necessarily disappointed if they do not have the opportunity.
Culture affects every aspect of life. Different types of geographical and cultural heritages produce valuable and intangible assets. In a borderless world, local culture, and traditional values become important in the accelerated process of globalization. 
 
Conclusion & Recommendation
We, the researchers have noticed firstly that there are specific guests who show interest in the dietary requirements. Some guests are health conscious and even when they are on holiday they prefer to take good care of their diet. A small percentage of guests also have some allergies and some are intolerant. For this type of guest, the dietary requirements are very important in day-to-day life. These guests will enquire and search for hotels and resorts that provide these type of foods, to have peace of mind and have a variety of choices. There will be a large variety, which will be introduced shortly to the guests for them to have a better stay.
On the other hand, we want to uplift the honeymoon experience. LUX* Le Morne is the honeymoon and wedding destination in the southwest of Mauritius. We have some interesting proposals for the change and uplifting of the actual honeymoon amenities. During the survey conducted, we have many ideas that would make the honeymooners’ stay become a memorable one. Now there will be personalized takeaway souvenirs home, which has been much appreciated by the honeymooners. They have a great interest in the personalized champagne glasses.
The other point is to broaden the guest experience by allowing them to discover the local culture through edutainment. Here, the word edutainment means the guest will have the possibility to learn and to participate in the local traditions. This is very interesting, as it will be entertaining for them during their stay. 
The overall feedback for the three areas shows that there is an interest in all of them and this will help to boost the reservation and increase the percentage of honeymooners at LUX* Le Morne.
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APPENDICES:
Dietary Requirements - Guest
Questions -GUEST (45 respondents)	YES	NO
Q1. Do you (or any immediate family member) have any dietary restristions?	22	22
 	 	 
	 	 
Questions	 	 
Q2. If you have food restrictions, which of the means below would you prefer for addressing your requirements?	 	 
 	 	 
Q2 (a). Speak to the Chef upon check in.                                                                                                                                                                            	29	 
 	 	 
Q2 (b). Inform before your arrival.	12	3
 	 	 
Q3. Are you happy with our current offerings with respect to specific dietary needs? If you are not happy, please specify the reason?	23	2
 	 	 
Q4. What would like to see more?	3	11
More fresh vegetables, Lactose free yogurt, More options, More veg options(2), Local food, More interaction of chef with guest, Eggless pastries, More Vegan option, Freshly made almond milk, 	 	 
 	 	 
Q5. Any other Suggestions?	1	20
Allergic guest should have more access to allergens symbols / To move the veggie corner, it seems very dull and not attractive / More varieties / Halal food	 	 
 	 	 
 	 	 










Dietary Requirement - Guest
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Honeymoon 
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Local Culture
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Are you happy with our current offerings with respect to specific dietary needs?

Are you happy with our current offerings?	
Yes	No	35	10	

Are you aware of the current dietary requirements of our guests?

Are you aware of the current dietary requirements of our guests?	91%

9%


Yes	No	31	3	

Knowledge of existing dietary requirements

Knowledge of existing dietary requirements	








Low fat	Gluten free	Vegetarian	Vegan	Low sugar	Lactose intolerant	Low GI	Halaal	Nuts allergy	44	44	44	30	28	20	20	44	44	

Length of stay	
1-4 Nights	5-9 Nights	10 and More	0.08	0.39	0.53	

Honeymooners Offerings

Series 1	
others	Cap	Kaftan	Cooking class	Cake	Fruit platter	Photo album	Sparkling wine	Couple massage	Romantic Dinner	0.04	0.31	0.41	0.41	0.43	0.45	0.47	0.67	0.84	0.86	





Preference for Romantic Turndown	
Low preference	High preference	0.08	0.92	


Guest choice	
Sunset Aperitif	Photo album	0.69	0.33	


Guest Personalised Take Away Home	



Champagne glasses	Mug	Cap	Kaftan	0.71	0.37	0.14000000000000001	0.12	
Proposed Activities with supplement

Percentage	
A private Dolphin Experience	A Sunset Picnic on Le Morne Mountain	A Private Half Day trip in our Luxury Car	0.53	0.37	0.28999999999999998	




Romantic Dinner v/s  Lunch on a boat	
Romantic Dinner with the set up on the beach	Lunch on the Bennington boat	0.78	0.24	
LUX LE MORNE	
Sparkling wine 	Fruits	Cake	Cap	Kaftan	Romantic dinner	Cooking class	Couple massage 45 minutes 	Photo album	Champagne	Flower 	special turndown	450	50	150	145	125	675	200	1000	700	OUTRIGGER	
Sparkling wine 	Fruits	Cake	Cap	Kaftan	Romantic dinner	Cooking class	Couple massage 45 minutes 	Photo album	Champagne	Flower 	special turndown	500	75	1500	800	1800	300	200	SHANGRI-LA	
Sparkling wine 	Fruits	Cake	Cap	Kaftan	Romantic dinner	Cooking class	Couple massage 45 minutes 	Photo album	Champagne	Flower 	special turndown	500	75	700	1000	200	




GUEST PERSONALISED TAKE AWAY	LUX LE MORNE (MUR)	
Champagne flute for 2	Cap per person	Kaftan per person	Mug for 2	500	200	200	500	


Discover nearby Village	
Positive	No interest	0.75	0.25	


Story telling 	&	 Projection on Local Culture	Interested	Not Intersted	0.33	0.67	


Local rum tasting	
Intersted	Not intersted	0.79	0.21	

Repartition of dietary needs

Repartition of dietary needs	
Low fat 	Gluten intolerent 	Lactose intolerent 	Vegan	Kosher	Nuts allergy	Halaal	28	5	6	10	2	9	8	

21
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Questions - TEAM MEMBER (44 repondents)

YES NO TICK

Q1. Are you aware of the current dietary requirements of guest?  31 3

(if yes, please move to question 2)

Questions

Q2. Which specific requirements are you aware of ? Please tick

Low fat 32

Gluten free 39

Vegetarian 40

Vegan 38

Low sugar 30

Low salt 28

Lactose intolerant 38

Low GI (Glycemic index) 18

Kosher 33

Halal 36

Nuts allergy 37

Q3. Are you aware of the options that exist in all outlets LUX* Le Morne? 30 8

Q4. Do you think there is enough variety at LLM? If no, please specify what can 

be added to the list.

27 3

Q5. Do you think our A La Carte menu caters enough for dietary specific needs 

for guest?

25 8
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Questions : Total 49 Participants 1 2 3

4 5 6

7 8 9

TOTAL (1 & 

2) 

TOTAL 3

TOTAL 

RESPONSE

1-4 

nights      

5-9 

nights         

10 and 

more 

How long are you staying with us? 4 19 26 23 26 49

8% 39% 53% 47% 53% 100%

Questions

TICK 1 2 3 4 5

Q1. What has attracted you to come to Mauritius for your 

Honeymoon?

Honeymoon paradise, Beautiful beaches (10), Agency, 

Beautiful island (5), Trave Agent, Friends, Trip Avisor (4), 

Culture and sun, Paradise island (3), Lovely island, Honeymoon 

destination (2), Mauritian hospitality, The sun, seaside and the 

courtesy, Holiday spirit, The place to be, Exotic location, On 

internet, Beach and sunset (3), 

Q2. Being honeymooners which of the below offerings would 

you like? (Please tick): 

o

   

Sparkling wine 33 67%

o

   

Fruit platter 22 45%

o

   

Cake  21 43%

o

   

Cap 15 31%

o

   

Kaftan 20 41%

o

   

Romantic dinner 42 86%

o

   

Cooking class 

20

41%

o

   

Couple massage  41 84%

o

   

Photo album 23 47%

o

   

Any other…………………………. 2 4%

Basket of fruit, Beach bag, 

Q3. If there is anything you would like us to improve regarding 

your choice from the above?

Spk. 

Wine

Fruit Plt Cake Cap Kaftan R.DinnerC.Class

Cpl. 

Massage

Photo

2 7 1 4 3 11 1

Q4. On a scale of 1 to 5, what would be your preference to 

have a romantic turndown?

1 3 10 35 4 45 49

8% 92% 100%

Q5. What would be more to your liking during your stay?

1.     Photo album from our Photofanatics  16 33%

2.     Sunset aperitif 34 69%

Q6. Which of the following items would be a great-personalised 

take away home?

1.     Kaftan 6 12%

2.     Cap  7 14%

3.     Mug 18 37%

4.     Champagne glasses 35 71%

Any other ………………………

Photoframe (2)/ Poloshirt/ T-shirt (2) / Personalised bag / 

Q7. What paying activity you think would be perfect during your 

honeymoon vacation to make it memorable?

o   Private half-day trip in our Luxury car. (EUR 125) 14 29%

o   Private dolphin experience. (EUR 215) 26 53%

o   Sunset Picnic on Le Morne Mountain. (EUR 375) 18 37%

Q8. Which Romantic meal would you like?

o   Lunch on Bennington boat (private boat –floating saloon) 12 24%

o   Dinner set up on the Beach 38 78%

Q9. Would you like to experience the local culture during your 

wedding?

YES NO

28 20

57% 41%

Q10. If you answered YES from question 9, which of the 

following would add a local touch to your special celebration?

o   Flower Garland 8

o   Indian / Flowery outfits 10

o   Bride hairstyling with flowers 10

o   Live local music / dance 9

o   Henna 16

Q11. So far, what has been the highlight during your stay?

The staff / Hospitality / Perfect service (4) / Amenities / 

Food,sun and friendliness / Good in overall / Everything / 

Beautiful resort and sun /Romantic dinner on the beach (3) / All 

(2) / You make every moment special here / Service and Sunset 

(9) / Everything (2) / The best hotel so far / Welcoming and 

room upgrade / Memorable stay / Cocktails and service / Rum 

tasting

LOW HIGH
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Questions : 48 Participants

1 2 3 4 5 6

TOTAL 

(1,2&3) 

TOTAL 

(4&5)

TOTAL 

RESPONSE

On a scale of 1 to 5 to what extent will the following will impact your stay? 48

Questions

1 2 3 4 5

Q1. Free shuttle service to go to the nearby village to discover the local culture. 2 3 7 18 18 12 36 48

4% 6% 15% 38% 38% 25% 75%

Q2. Free story telling or a film projection on local culture. 9 11 12 6 10 32 16 48

19% 23% 25% 13% 21% 67% 33%

Q3. Make your own local fresh sugarcane juice. 1 2 19 26 3 45 48

2% 4% 40% 54% 6% 94%

Q4. Mauritian snacks nibbles. 5 26 17 5 43 48

10% 54% 35% 10% 90%

Q5. Local rum tasting. 2 1 7 11 27 10 38 48

4% 2% 15% 23% 56% 21% 79%

Q6. Cooking class using local ingredients. 2 2 4 14 24 8 38 46

4% 4% 8% 29% 50% 17% 79%

Q7. In which of the above will you need more information?

Q1 Q2 Q3 Q4 Q5 Q6

4 4 6 11 14 9

Q8. How would you rate our current choice of Mauritian dishes? 2 28 15

Q9. Is there anything we can improve from the Mauritian Corner, please specify? YES NO

More variety (13), Not too visible, Less loudy music (sega), Spicy food(2), Fresh 

fish(3), Good innovation, 

10

Q10. Does the Mauritian culture influence you to choose Mauritius for your holiday 

destination?

25 17

Q11. What springs to your mind when you think about Mauritius? 1

Sunshine(2), Sun and beach (15), Beautiful resort(3), Sun and relaxation(2), 

Kitesurf, Creole  food, Shopping, Sandy beaches(4), Nature(2). Paradise island(5), 

Lovely people(5), Tropical fruits, The culture(5)

Q12. Our current homemade ice cream flavours are:

Ice Cream: 

Vanilla, Chocolate, Strawberry, Mint, Choco-mint, Orange, Tiramisu, 

Coconut, Coffee, Caramel, Malaga (Rum and Grapes), Black Hawaii (coconut, charcoal 

and chocolate), Peach-Orange, Cheese Cake and red fruits, Yogurt and Banana

Sorbets: 

Strawberry, Passion Fruit, Mango, Pineapple, Raspberry, Citrus, Pineapple 

chilli, Litchi, Guava.

TICK

Would you like to try? 

o   Saffron Sorbet 18

o   Chilli Sorbet 20

o   Cardamom flavour Ice cream 29

LOW HIGH


