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1.0 [bookmark: _Toc20957954][bookmark: _Toc24115889][bookmark: _Hlk23860852]Introduction

Being an all-inclusive hotel with an average yearly occupancy of 85%, the quest for generating revenue on extras (services that are not included in the typical all-inclusive package) is always a challenge. This is often achieved through continuous innovation and creativity in order to provide our guests a range of products and services. 
At Tamassa, the Green Shack is an herb garden which contains at least ten varieties of medicinal plants, such as, rosemary, turmeric, basil, mint, aloe vera, moringa, thyme, curry leaves, ginger and fennel. This area has been used for private events and dinners occasionally with mainly external guests. Our in-house guests are not fully aware of this area which has been created for them and is thus less frequented. Since decades, our ancestors have been using the varieties of herbal and medicinal plants in forms of vegetables, fruit, herbs, trees or even weeds which carry several virtues for prevention and cure thus, promoting health.
However, this know-how is disappearing and few of these medicinal plants have become endemic. Furthermore, our new generation is not acquainted to protection and conservation of these plants and to make effective use of the traditional methods which were being used by our ancestors for health.
The cultivation of tea forms an integral part of the mauritian culture and is used in different forms: black, green, infusions, aroma teas and brewed tea. Brewed tea is a fresh blend where water is used as the main component to infuse the fresh herbs such as thyme, mint, aloe vera, basil for healing purposes.
The same also applies for scrub and wrap where fresh herbs can be infused in the base products such as salt or tea as the core product. They can be customised to guest requirements after maceration for about 6 hours.  


[bookmark: _Toc20957955][bookmark: _Toc24115890]2.0 Literature review 
[bookmark: _Toc20957956][bookmark: _Toc24115891]2.1 Tourism Sector and Innovation

The Tourism sector for the year 2019 is expected to boom by 3.6 percent to reach 1,450,000 tourists with forecasted earning of Rs. 67.5 billion as compared to Rs. 64 billion for year 2018. The Tourism Strategic Plan (2018-2021) and Vision 2030 statement adopts four strategies geared towards strengthening the marketing of the destination, enhancing accessibility and attractiveness of Mauritius while fostering sustainable tourism development to promote a globally competitive and sustainable tourism industry with a well-diversified tourism product portfolio; catering for the different tourist profiles to reach the two million  tourists. Also, disruptive innovation has become a must to be able to fulfill those targets. (Ministry of Tourism,2019)
If any business does not innovate it will simply die. This means that for the hospitality business to survive and succeed, it must be more innovative and creative in order to be able to add more value than any other hospitality that competitors (Burtov, 2018). Therefore, the hospitality business will have to develop new ideas intelligent strategic plans, products and services, bold policy measures that customers highly value, and this must be done faster than anyone else around.

[bookmark: _Toc20957957][bookmark: _Toc24115892]2.2 Innovation and the TWWIST Bar as an extra revenue center

From the Burger Truck to the Garden of Wishes experience, the Tamassa Resort is a four-star all-inclusive hotel with 214 rooms and is considered as a brand that cares. It not only cares about its guests, team members, stakeholders, and their experience but also cares about developing a sustainable tourism future in the environment in which it operates.
Tamassa Resort has continuously innovated in order to retain its customers and secure its business whilst facing challenges by competitors, which has positively resulted into an average occupancy of 85% yearly and it has been awarded in 2018 as the 5th best all-inclusive resort in the world by Trip Advisor. Therefore, continuous innovative ideas have been the key factor for achieving guest satisfaction which also contributes to generate extra revenue (refer to figure 2.2 below) by the creation of new outlets and its experiences. A perfect holiday is made of good food, good sleep, relaxation and rejuvenation. It is found that an all-inclusive guest with an average expenditure of Rs 6000 per night spend most of the extras in food, beverage and spa during their holidays. 

[bookmark: _GoBack]
[image: ]
Figure 2.2 shows percentage extra revenue generated by the departments

Hence, creating the “TWWIST” bar as an extra revenue center - aims to develop and value the heritage of Mauritius such as tea, medicinal tradition infusion which promotes health and wellbeing thus, increasing profitability.

[bookmark: _Toc20957958][bookmark: _Toc24115893] 2.3 The Marketing Mix - TWWIST Bar

[bookmark: _Toc20957959][bookmark: _Toc24115894] 2.3.1 The Core Product
Kotler (2013) defines the marketing mix as “the set of controllable tactical marketing tools- Price, Product, Promotion and Place- that the organisation blends to produce the response for its target market”. The TWWIST bar, a core product to be implemented at Tamassa revolves around the Tea, Water, Wrap, Infusion, Scrub and Tisane; all towards creating health awareness benefits for guests’ and team members’, thus, enhancing guests’ experience and building an extra revenue center. 

[bookmark: _Toc20957960][bookmark: _Toc24115895]2.3.2 Place, Price, Promotion and Product
The Green Shack herb garden, an existing unique selling point which is not visible and less frequented by guests will be the place to be exploited for the TWWIST Bar. Finding the right pricing strategy is important to sustain the profitability of the TWWIST bar. A value pricing strategy will be adopted based on customers’ perception, that is, price charged as per the perceived value. A price skimming strategy will be adopted whereby the outlet charges the highest price that guests will pay and decreases the latter over time as competitors penetrate the market (Kotler, 2013). The TWWIST Bar will be promoted internally using various tangible cues such as brochures, digital TV, live demonstration and tasting panel in order to increase visibility. Sales promotions, special offers and public relations will also be key internal communication tools to be used.


Figure 2.3.2 depicts the 4P’s of the TWWIST Bar

[bookmark: _Toc20957961][bookmark: _Toc24115896]2.3.3 The market demand of tea and water
Tea and water have an increasing demand on the hospitality market due to their health benefits. In addition, people are becoming health conscious. For example, in green tea, substantial free radical scavenging activity helps fight cancer (Davis,2018). The World Health Organisation (2019) reported an inexorable increase of “18.1 million new cases and 9.6 million deaths in 2018. One in 5 men and one in 6 women worldwide develop cancer during their lifetime, and one in 8 men and one in 11 women die from the disease”. In addition, 17.9 million people die each year from coronary vascular disease, an estimated 31 % of all deaths worldwide. Water has important benefits for the human body and it serves as good lubricant. Blood cannot be transported through our body without enough water molecules. For instance, alkaline water has a higher PH level (PH of 8 or 9) than regular drinking water (PH7). Because of this nature, alkaline water helps to neutralise the acid in the body which contains by proteins food in our body which are of acidic nature  and  have “anti- aging properties, colon- cleansing properties, immune system support, hydration, skin health, weight loss and cancer resistance”.

[bookmark: _Toc20957962][bookmark: _Toc24115897] 2.3.4 The augmented product
Wrap, Infusion, Scrub and Tisane are augmented products that will be prepared and sold to guests to promote health and well-being. Plants originate from sophisticated traditional medicine systems that existed for thousands of years and continue to provide mankind with new remedies (Ameerah Gurib Fakim,2007).

[bookmark: _Toc20957963][bookmark: _Toc24115898]2.3.5 African traditional medicine
African traditional medicine is the oldest and perhaps the most diverse of all medicine systems. Africa is the cradle of mankind with a rich biological and cultural diversity with marked regional difference in healing practices. Unfortunately, the systems of medicines are poorly recorded and remain so at now. African traditional medicines exist in various forms and famous African medicinal plants which include Gum Arabic, Aloe Vera, African wormwood, Rooibos tea among others.

[bookmark: _Toc20957964][bookmark: _Toc24115899]2.3.6 Components of plants
Components of plants are roots, bulb, tuber, wood, leaf, flowers, fruit and seeds. For example, for roots, the fleshy or woody parts of many species are used medicinally. “Roots may be fibrous, solid or fleshy. A bulb is the fleshy structure made up of numerous layers of bulb scales which are leaf bases. Popular bulbs plants for medicinal use include Onion and Garlic. The bark is the outer most protective layer of a tree trunk and is formed by layers of living cells just above the wood itself. There are usually high concentrations of the active ingredients in the bark and several examples of the bark exists e.g. the Quinine bark and Cinnamon and Camphor. Flowers: Flowers are very commonly used and popular in traditional medicine. Several flowers commonly used in medicine include the Clove, Chamomile flower, Roselle and the Marigold. Among the most commonly used fruit/ seeds, one finds the following: Anis seeds and the Fennel fruit” (Ameerah Gurib Fakim,2007).

[bookmark: _Toc20957965][bookmark: _Toc24115900]2.3.7 Herbalism and making of homemade recipes 
A blend of the above methods of preparation will be used for the TWWIST Bar based on the proposed Herbal Academy; Boston, 2019 which corelates with the study of each component of the TWWIST BAR.
The mission of the Herbal Academy is to teach the art and science of herbalism honoring intrinsic connection to nature and is dedicated to holy teaching and promoting a lifestyle of wellness and vitality using herbs, sound nutrition, and optimising health practices by providing quality studies online programs starting from beginners to advanced level courses. Examples of the courses are a new botanical skin care courses, herbalism, entrepreneur herbal courses, plant identifications, assessment intake amongst others which will be the way forward to fulfill the training needs requirements for the TWWIST Bar.
Medicinal plants are made through various ways such as extracts, mixtures, teas and infusion, decoction, maceration, juice, syrup and tincture. “Extracts are made either in liquid, powdered or viscous forms from the crude mixtures plant parts.
The chemical compounds can then be extracted from plant material using water or organic solvents such as alcohol (ethanol). Mixtures are products with medicinal properties, and which contain two or more plants or herbs that can act individually, additively or even synergistically to restore or maintain health. In Chinese, Indian and African Traditional medicines, medicinal plants are typically used in mixtures. Teas or Infusions prepared by steeping herbs in boiling water. They are called Teas because of the similarity in preparations. Juice is prepared by crushing the freshly harvested plant parts and then extracting the juice. The product can be pasteurized or treated at ultra-high temperatures to extend their shelf-life” (Ameerah Gurib Fakim,2007). 

[bookmark: _Toc20957966][bookmark: _Toc24115901]2.3.8 Profitability: Understand the financial implications and feasibility pertaining to cost and expenses
[bookmark: _Hlk17831915]The feasibility study also considers cash inflows and outflows where a cost and benefit analysis help to figure out whether over within a time frame where the benefits of a new investment will exceed the associated costs into a profitable one. New investments can take lots of different forms which for the TWWIST bar implies buying a new piece of equipment, developing a new product and service, acquiring expertise through outsourced trainers and hiring new staff members.
A profitable outlet can also be measured by using analytical methods by conducting a cost and benefit analysis and (ROI) return on investment analysis. New investments may also imply risks which can turn a new outlet into a profitable or non-profitable one. To analyse the costs and benefits of a particular investment, it is essential to identify:

Figure 2.3.8 Cost and benefit analysis by Harvard
Therefore, assessing the feasibility of the TWWIST Bar depends on the nature, concept, ideas of herbal and medicinal plants, and its marketing mix, visibility of the place and its financial implication and profitability impact.
[bookmark: _Toc24115902][bookmark: _Hlk24076596]2.4 Personal and professional learning outcomes

Despite being part of the spa and wellness industry for more than 15 years, the process of a new outlet has now brought to me, new insight to perceive the foundation of a new revenue generating outlet which is key learning for my career path. Also, by understanding the vision of the tourism industry, it is a key factor for self-motivation towards continuous growth in hospitality industry in Mauritius.
The Marketing Mix through the 4p’s has been a key research to measure the feasibility study under each core aspect.
After digging into further research, It is obvious that the wellness industry has not broadened the development relating to the sense of taste compared to the sense of touch, smell, sound and sight, hence the sense of taste can be a key differentiator for wellbeing initiative at Tamassa resort

[bookmark: _Toc24115903]2.5 Personal Contribution 

As one of my main objective towards this course of study was also to improve my financial skill, the research study on finance essential through Harvard management by professor Mihir Desai, has been an effective tool as a researcher to acquire more knowledge on the financial implications through the feasibility study of a new outlet.

















[bookmark: tradition][bookmark: _Toc20957968][bookmark: _Toc24115904]3.0 Methodology

The purpose of this study was to analyse the feasibility for the establishment of a new outlet initially known as “Green Shack” at Tamassa resort for guest satisfaction and to generate revenue. Research analysis was conducted through three different methods by using surveys, focus group and benchmarking. All data would be dealt under utmost confidentiality and all participants would be treated anonymously. 
The survey and focus were designed into three main languages: English and French for Tamassa guest and Creole language for the focus group of tea and water suppliers. The survey was used to analyse guests’ needs and expectations. The focus group was conducted for the homemade tisane experts (grandmothers) and for tea and local water suppliers in order to investigate the varieties, possibilities and demand of the buyers. Benchmarking exercise conducted with other hotels in Mauritius help to analyse the positioning of water and tea’s trends.

[bookmark: _Toc20957969][bookmark: _Toc24115905]3.1 Guest survey 

For quantitative date collection, a structured questionnaire was distributed amongst 180 guests which represent 90 rooms based on a simple random sampling, where data are collected from in-house guests (Saunders et al,2003). The first six questions were generic questions around water and tea in order to set the tone for the respondents in the survey.
The structure of the questionnaire was of Likert Scale, generic questions, open-ended questions and dichotomous questions with a cover note to obtain valid and reliable data from the respondents (Saunders et al,2003). 
The purpose of the survey was to assess the willingness to spend on more varieties and choices of wellbeing beverages. Participation in the survey is voluntary and data will be dealt in strict confidentiality.

[bookmark: _Toc20957970][bookmark: _Toc24115906]3.2 Benchmarking 

The aim of the benchmarking was to analyse the demand of the product in the local and international market which has been conducted through a voluntary online survey where participants have been informed about the anonymity, aims and objectives of the research. The targeted audience for this survey was of four and five-star category found in Mauritius to help determine the consumption trends and preferences of guests for tea and water. This would help us to have an idea of the market demand through measurable outcomes and willingness of guests to spend on water and tea in other resorts. Furthermore, the benchmarking questions also underpin the use of local and imported types of water and teas which would be compiled for further analysis based on guests’ demands and preferences. 

[bookmark: _Toc20957971][bookmark: _Toc24115907]3.3 Focus group 

The aims and objectives to undergo a focus group was to obtain qualitative data by discovering the health based beverages into an innovative and sustainable approach in the hospitality industry while bringing back the traditional healing methods which have been used by our ancestors as traditional medicines by making use of existing herbs, medicinal and natural plants. 
An average of 20 participants who live in the vicinity of Tamassa, were targeted for a homemade tisane workshop. The expected participants’ profile was from fifty years and above as we wanted to seek for people who are knowledgeable about healing recipes and methods. The focus group was done in creole to ease communication and understanding. Furthermore, “Green Shack” venue was chosen for the workshop to showcase and analyse existing medicinal plants. The focus group also helps to analyse the market demand and trends from the local factories and suppliers for water and tea which are the two main components of the TWWIST Bar. 


.

[bookmark: _Toc20957972][bookmark: _Toc24115908]4.0 Findings

The findings for the research have been categorised into research objectives below, while combining all the research data conducted under three different research methods which are guest survey, online benchmarking and focus group as follows:
· The research analysis based on the visibility of “Green Shack”
· Research analysis based on botanical skin care - scrub and wrap 
· Research analysis based on tea, tisane and infusions
· Analysis on the positioning of the health-based beverages by hospitality experts through benchmarking
· Grandmother’s healing methods recipes analysis focus group 
· The research analysis based on water 
· The analysis based on the financial implications

[bookmark: _Toc24115909][bookmark: _Toc24056350]4.1 Response Rate

· Guest survey

[bookmark: _Hlk20841203]Under an extension of one additional week, out of 150 distributed questionnaires a response rate of 79.3 percent was received - amounted to 119 questionnaires. 
32% of the respondents were aged between 18 to 30 years old whilst 68 % of the respondents were aged between 30 and above.
	 
	Response rate
	Percentage %

	Expected number of questionnaires 150
	150
	100

	Distributed number of questionnaires
	119
	79

	Respondents' response rate
	119
	79



Table 4.1.1 shows response rate and percentage from guest survey
· Online benchmarking

Water and tea sales analysis was done within the group and local hotels in Mauritius to determine the demand of the product for retail in the shops to compare what other companies have done to promote water and teas.

	
	Response
 rate (number of respondents)
	Percentage %

	Expected no of questionnaires 60
	60
	100

	Distributed no of questionnaires
	43
	72

	Respondents’ response rate
	43
	72



Table 4.1.2 shows response rate and percentage from benchmarking

· Focus group

A focus group was conducted to further analyse the supplier’s selection of water and tea to identify a sales opportunity and possibilities of bringing more health and taste related water and tea suppliers which are the two main components of the TWWIST bar concept. Aligned to this, the traditional tisane experts which comprised of elderly people residing in the nearby village.

	[bookmark: _Hlk20686095]Out of 15 targeted suppliers

	Water Suppliers
	Tea Suppliers
	Total number of supplier’s present

	4
	5
	9

	Out of 20 targeted elderly people

	
	
	Total number of participants present

	4
	5
	15



Table 4.1.3 shows targeted suppliers

[bookmark: _Toc20957974][bookmark: _Toc24115910]4.2 Analysis of the place – ‘’Green Shack’’

As the aim of this survey is also to determine the feasibility study and the upgrade of Tamassa herb garden which is known as “Green Shack”, it was very impressive to analyse that 62% of the respondents have not been informed about the Green shack compared to the other 28% who have been informed. Despite 28% of respondents have been informed about the area, only 12% visited and 26% were not interested. For instance, qualitative open-ended questions findings resulted to “no interest in paying a visit to that area”.


Figure 4.2 shows the analysis of the visibility of the green shack

This analysis gives way for further upgrading of this location with the help of training and by giving a new identity to this area where guest will be willing to pay a visit. The Herb Garden is characterized as a Unique Selling Point at Tamassa Resort and is situated behind the spa which can create a diversion through holistic spa and wellbeing experiences which are the brand commitment and promise towards the green culture.
Therefore, the feasibility of the TWWIST Bar will motivate both team members and guests who will walk the talk about medicinal plants for good health and green commitment.

[bookmark: _Toc20957975][bookmark: _Toc24115911]4.3 Skin care related analysis to promote Scrub and Body Wrap

The research also implies the analysis on scrub and wrap to further make effective use of the plants and to create a link with the spa as it is found at the back of the spa. 40% of the respondents agrees on the botanical skin care treatment while making the use of fresh ingredients for the skin care products at the spa. 
However, 39 % agreed to spend in botanical body treatments because of their keen interest in spa. There has been an interest on the willingness to spend extras in the higher category as well for the botanical body treatments by 7% on both high and expensive range of prices when it comes to body treatments leaving no doubt to for further implementation. (Refer to appendix 1)


Figure 4.3 Analysis on body treatments


[bookmark: _Toc20957976][bookmark: _Toc24115912]4.4 Analysis on tea, infusions and healthy beverages

Out of the 11 questions in the guest survey, 6 questions were related to discovering guests’ feel, likings and experience about tea, water and medicinal plants and botanical skin care treatment relating to body wrap and scrub.
The five Likert questions survey were broken down and consolidated as follows, “strongly agree (5) and agree (4)” were combined as one parameter shown by the green shade below. Strongly disagree (1) and disagree (2) were combined as another parameter as shown in the blue shade below. “Neutral” was shown by the grey shade below.


Figure 4.4 shows the guest survey analysis based on tea, infusions and healthy beverages

Based on the analysis, 81% (Q8) of the respondents mentioned that tea is the most preferred drink which clearly tally with the contents of the literature review. 49% of respondents are not aware of home-made tisane which clearly indicates the needs of bringing back these holistic beverages before they disappear. The tea retail can be a potential factor for the TWWIST bar as 69% of the respondents agree to bring back home our local tea (Q5), hence an opportunity to generate revenue through the sales of tea.
85% (Q1) of the respondents strongly believe that natural plants are the best option for prevention and cure for illness. 71% (Q4) of the respondents would be willing to discover more on medicinal plants. In addition, 55% (Q2) of the respondents agree to experience more on healthier beverages at Tamassa Resort. Thus, support will be sought from experts such as experienced herbalists from the Herbal Academy in order to guarantee fundamental knowledge on plants components (which are roots, bulb, tuber, wood, leaf, flowers, fruit and seeds), techniques and expertise on TWWIST healthy beverages and body treatments through medicinal plants.

[bookmark: _Toc20957977][bookmark: _Toc24115913]4.5 Analysis on the positioning of the health-based beverages by hospitality experts through benchmarking

Referring to figure 4.5, the bar chart analyses the demand of the healthy and holistic beverages from the knowledge of hospitality experts. The first parameter is a compilation of demand (indicated in blue) and the second parameter where the respondents stated for having no demand (indicated in orange) for tea, botanical body treatments and holistic beverages. 


Figure 4.5 Analysis of the demand of existing and new beverages

In figure 4.5, the demands of almost all the new beverages are in favour to the proposal. However, infused tea is the highest beverage which has a huge demand in the market as 93%of the respondents mentioned that infusions and infused tea are the main beverages served. Only 23% of the respondents used health-based drinks such as tisane made from traditional fresh herbs, grandmother healing recipes and fresh medicinal plants which imply clearly the unpopularity and the needs of showcasing them at the TWWIST Bar to create health awareness and well-being.

[bookmark: _Hlk20318752][bookmark: _Hlk20318141][bookmark: _Hlk20318221]
[bookmark: _Toc20957978][bookmark: _Toc24115914]4.6 Grandmothers’ healing methods recipes analysis 

The focus group for the grandmother recipes consisted of 15 participants out of 20, aged between 50 to 70 years old. In that, 10 participants have acquired the learning on medicinal plants and herbal tea from their ancestors, that is parents, grandparents. Very few participants received knowledge from self-discovery or trials and error, 8 from the total participants have used these medicinal plants for an average 30 to 40 years.


Figure 4.6 shows the birth process of the medicinal herbal homemade ancestral expertise

The grandmothers’ focus group has come up with a list of more than 50 medicinal plants, which have several virtues and various healing properties; whereby 15 fresh healing recipes have been discovered through story telling. These plants are obtained from local suppliers, nearby village or from agricultural property such as “Endemika”, “Pepiniare” or nearby forest.
Furthermore, the demand for homemade recipes are less as confirmed by 9 participants. This may be also due to lack of time, convenience and ease of getting biological medicine from pharmacy or hospitals and lack of awareness of medicinal plants healing properties and virtues of homemade tisanes.
One of the 15 participants have stated that there can be an allergen risk from the intake of homemade tisane hence, these tisane should be taken under one’s own risk. Digging into further research, a fourth method which is the one-to-one interview has been used to mitigate the risk of allergens. The expertise of a scientist, specialising in plants, has been sought. Thus, a face to face interview has been conducted with Mrs. Ameena Gurib Fakim who concluded that these recipes cannot be used and served to the guests until the dosage is carefully verified by experts in those fields such as Herbal Academy and herbalism.
Therefore, the “Green Shack” can be a platform to showcase traditional medicinal plants, create awareness and revamp traditional homemade tisane through storytelling of grandma’s recipes to rectorate previous lifestyle where medicinal plants were the best way to survive from illness, good health and spiritual belief. 
Also, the fundamental needs indicated through the findings is based on the training to develop experts on tisane and to value the fundamental learnings of medicinal plants, discovering ancestral traditional homemade recipes and the urgent need to conserve the plants revamp them among the future generations which will help to also create new employment opportunities.
[bookmark: _Hlk20318786]To mitigate risks pertaining to dosage and allergens, an online interview as a fifth method was conducted with the herbal academy to have expert opinion for feasibility of the TWWIST bar as far as grandmothers’ recipe methods are concerned. This gives birth to a new field of expertise which is holistic botany and herbalism; opening doors for more learning, job creation and opportunity for local entrepreneur of health-based tea.
The tea suppliers provide over 24 types of herbal tea related to grandmothers’ recipes for retail named as “Secret de grand-mère”. This brand also provides new possibilities to personalise branded tea upon request; hence another milestone to further bring grandmothers’ tisane and tea to a higher end which may be developed in the future. 
Furthermore, 3 of the tea suppliers provide health benefits teas and they are all certified. This is exactly what the TWWIST Bar requires. The research also indicates the possibilities of retail which may generate revenue under product category hence, the infusions, tisane and tea are feasible and can be used for the TWWIST Bar.













[bookmark: _Toc20957980][bookmark: _Toc24115915]4.7 Water analysis

There has been agreement and disagreement from guests’ point of view for the proposal of a water bar at Tamassa indicated by 32% agreement verses 30% disagreement, which does not provide a clear study of the implementation of a water bar.


Figure 4.7.1 Water analysis based on guest survey

Though water is categorised as a primary drink, most respondents hold no opinion about water since they still perceive water as a basic need of quenching thirst and not as a wellbeing requirement. However, (Q10) above clarifies the disagreement pertaining to water which has been indicated by 32% of the respondents disagree to pay extras on water verses 24% of agreement. 



Figure 4.7.2 shows the proposed services and drinks

This shows Tamassa being an all-inclusive resort, guests are not willing to spend on extras, however there is still a possibility for a minimum investment on the proposed beverages as indicated in blue column illustrated by figure 4.2.6.1 above. Despite opting for the minimum investment for most of the beverages, 30% of the respondents wish to spend a minimum on infusion.
Q6 to Q9 from benchmarking analysis (Refer to Appendix 3) helped to analyse the positioning of water and tea in the market to further understand the supply and demand locally amongst hotels in Mauritius. 68% amongst 60 hotels (respondents) sell water in their resort mainly at the hotel bar,61% chargeable along with meal and 55% guests’ request for extra water from the minibar. 74% of the respondents serve both local water such as Crystal and international types of water such as Dasani and Evian. This help to assess the popularity of types of water which can be implemented at the TWWIST bar; however, leaving little option for diversifying other water brands. This indicates that hotels in Mauritius have not laid emphasis on imported water.


Figure 4.7.3 shows the type of water

The second meaningful impact which correlates with “We care about what matters in line with the green commitment of the LUX Collective and positioning of Tamassa Resort whereby 63% respondents made use of glass bottles and 37% respondents made use of single use plastic bottles. This will help to analyse the future sustainability needs for the TWWIST Bar requirements in order to allow further requirements by the water suppliers.
The guest survey clearly indicates the disagreement of a water bar at Tamassa refer to (Q9). Somehow, the supplier’s interview has changed the perspective and approach from the initial aim and objective based on water. They highly recommend that the alkaline water is highly endorsed for athletes and people doing more physical activities which mostly relates to the gym. This may be a recommendation as a key improvement to enhance of guest stay by providing an alkaline water dispense at the gym and wellness area. 
However, the water suppliers highlighted the needs of brining awareness for our team members on water. Research from the ministry of environment of Mauritius indicated through an article from defi-plus, has proved that in the north of Mauritius, there have been indicated the presence of nitrate in our water (Refer to appendix 4). Hence, it is a fundamental needs to be more cautious on the types of water that we intake. As the team members wellbeing is one of priority, the initiative of bringing awareness on types of water is highly recommended.




[bookmark: _Toc20957981][bookmark: _Toc24115916]4.8 Financial viability of TWWIST Bar

This feasibility study attempts to assess the financial viability of the project and includes a budgeted cash flow statement ranging over a 5 years period from January 2020 to December 2025.
[bookmark: _Toc20957982][bookmark: _Toc24115917]4.8.1 Forecasted expenses and cost benefit analysis
The indicated cash outflows have been measured by stating the needs and requirements based on the demand of new outlet under the guidance of respective head of departments at Tamassa to evaluate the expenses which has been indicated though table number 1.
The table below indicates a total of MUR 314,500 for a forecasted total expenses quoted by the respective head of departments. The capital investment will be then split under a period of 5 years.

	Person in action
	Quotation for requested items
	Cost per unit (MUR)
	Total cost (MUR)

	Food & Beverage manager
	Wooden bar
	150,000
	150,000

	Quality and training manager
	Training cost for botanical skin care and herbalism
	25000*2
	50,000

	Entertainment manager
	Ambiance (music, lightings)
	25,000
	25,000

	Purchasing manager
	I-pad used as digital menu and display
	25000*2
	50,000

	Food and beverage manager
	Table and cutleries
	33,500
	33,500

	Head gardener
	50 types of medicinal plants (3 each types)
	(40*3)50
	6000

	
	
	
Total
	314,500



Table 4.8.1 Capital forecasted expenses of the TWWIST BAR


[bookmark: _Toc20957983][bookmark: _Toc24115918]4.8.2 Forecasted revenue analysis
As the new outlet will blend in the spa and wellness being situated at the back of the spa, the drinks can be linked with the spa treatments where guests may enjoy a wider choice of wellbeing beverages after their spa treatments which are included in their treatment prices, hence by increasing the price of the spa treatment only by 100 rupees which will bring an additional revenue to the TWWIST Bar by either uplifting spa experience by offering guest a selection of healthy beverages through a menu as a part of the treatment or a gift voucher to experience healthy beverages at the TWWIST Bar. This creates opportunity to increase sales by an additional MUR 756,00 for the TWWIST Bar.


	Notes
	Details
	Average Unit cost (MUR)
	Daily number of sales
	Monthly Total number of expected of sales
	Monthly Total Revenue
(MUR)
	Yearly revenue (MUR) 

	 (5 per day*30 days)
	Tea pack 
	180
	5
	150
	27,000
	324,000

	100 MUR additional on each spa treatments
	Spa treatments
	100
	21
	630
	63,000
	756,000

	Sales of Tea, tisane, infusions 
	Healthy beverages
	100
	2.5
	75
	75000
	90,000

	Allocation will be charged for events/ average for a year
	Events
	2000
	
	1
	2000
	24,000

	(average total amount from the shop café lux merchandise sales figures)
	Merchandise
	2600
	2
	60
	156,000
	1,872,000

	
	
	
	
	Total
	255,500
	3,066,000



Table 4.8.2 Forecasted revenue analysis

Merchandise brings a second opportunity for the TWWIST Bar to generate revenue, as Tamassa shop displays three varieties, the forecasted merchandise sales figures have been measured with the shop average revenue indicating an amount of MUR 1,872,000 through above table 2.
Furthermore, the space has been used for several dinner meal experiences, after the refurbishment the area will also requires additional revenue allocated for events with a minimum of MUR 24,000 on a yearly basis.

[bookmark: _Toc20957984][bookmark: _Toc24115919]4.8.3 Profitability analysis (refer to appendix 6 and 7)
All the figures used to analyse the sales impact through a minimum and realistic sales figures which shows a favorable outcome. Hence, the TWWIST Bar indicates an expected average yearly net profit turnover of MUR 137,46 which shows the project is financially feasible and profitable. On average the project is expected to generate annual average revenue turnover of MUR 3,066,000. The project requires upfront initial injection of MUR 314,500 from Tamassa which can be covered as from the first year initially. As from year 2, the project should be in a possible to flush back MUR 200,000 per annum in terms net profit.

	Forecasted
Capital
(MUR)
	Forecasted
Revenue year 1
(MUR)
	Forecasted
Cost of sales year 1
(MUR)
	Forecasted
Profit (MUR)/Covering the capital
	Forecasted
Net profit
(MUR)

	
314,500
	
3,066,000
	
2,614,036
	
451,964
	
137,464



Table 4.8.3 Summary of the forecasted profit















[bookmark: _Toc24115920][bookmark: _Hlk24076557]4.9 Personal and professional learning outcomes

As a spa and wellness manager at Tamassa Resort, the herbal academy has broadened my knowledge into new aspects for more opportunities such as the botanical skin care, herbalism and how to make complete and effective use of plants through online courses from introductory to advance level are resourceful for adults and may also leave opportunity to create meaningful experience for kids and teenagers through spa treatments, activities for guest to learn how to make their own products, creating activities on gardening and bringing awareness for our future generations for the effective use of plants and awareness on the holistic way of living. This can also be an opportunity as the TWWIST bar will be a key differentiator in the competitive edge for spa and wellness industry where a holistic beverages menu can be provided for spa guest giving the luxurious approach to improve customer’s health and taste

[bookmark: _Toc24115921]4.10 Personal Contribution

I have assisted in building up the research surveys followed by conducting the interviews. Further to the collection of the surveys to compile the data for tabulations hence to analyse the data for finding which was illustrated through charts and presented through power point. Furthermore, I have improved my academic writing skill by writing the project proposal and the project report of the TWWIST Bar feasibility study. To ensure we deliver the set objective, I have also conducted the forecasted cost and benefits analysis to study the financial implications pertaining to the cash inflows and outflows and to measure the profitability of the new outlet. 













[bookmark: _Toc24115922]5.0 Conclusion

Further to all the data that has been acquired by the three methods, the research has given a clear indication through the measurable qualitative and quantitative data to conclude that the TWWIST Bar shows firstly that water is a clear disagreement from both guest survey analysis and benchmarking hence, implying an elimination of water which is now “TWIST”  Bar instead of “TWWIST” Bar.

Figure 5 shows the feasibility of the TWWIST BAR without “WATER”

Visibility study: It can be understood that firstly due to the lack of communication, guests do not visit “Green Shack” as they are not informed. Secondly, despite them being informed there is no interest. 
Two additional methods for mitigating risk: a face to face and online interview to further understand the needs and requirements to come to a precise and concise conclusion to counter act allergens risks and dosage measure.
50 medicinal plants acquired and 15 recipes: More than 50 medicinal plants have been discovered which were a key requirement to upgrade “Green Shack” where 15 healing recipes have been acquired which can be a significant tool for the TWIST Bar.
Wider varieties on health based for retail and to promote local entrepreneur: A larger variety of retail has been analysed where one of the tea supplier based on grandmothers’ tisane with 24 varieties of herbal health-based teas amongst others. This may promote the sales of tea and local entrepreneur under the needs of the guests’ health requirements.
Water for awareness: Water is mainly perceived as basic and fundamental needs; however, guest has not agreed for the willingness to have a water bar at Tamassa. Furthermore, the water suppliers highly recommend bringing more awareness on bringing our team on types of water. The benchmarking indicates that sales of water happen mainly in food and beverages outlets and rooms as extras. 
Skin care treatments: Botanical treatments are a new approach for both adults and kids. The herbal academy leaves door for improvement and more opportunities to bring the TWIST Bar into continuous development relating to beverages and spa treatments.
Spa upgrading in quality of service: An upgrade for the spa and wellness section, while enhancing the sense of taste into a holistic approach, not just as a taste but also to provide a health-based drinks after guest treatments while either providing a menu or it can be an after treatment recommendation. Furthermore, there may also be an increase for the spa average revenue per treatment. 
Sales impact: Despite Tamassa Resort is an all-Inclusive resort where guests spend minimum on extras refer to figure 2.2 (literature review), it is found that guests are willing to spend on Tea, Wrap, Infusion, Scrub and Tisane which creates a potential sales impact for the feasibility of the TWIST Bar for Tamassa. 
As indicated above, guests are willing to bare only minimum expenses on the new healthy beverages which is feasible as it implies a minimum of cost by using fresh plants from the Green shack. The guest survey has indicated a positive response from the belief in natural plants and their use for healing recipes which determine the importance of bringing awareness for all our generations before it disappears.
Profitability: The project is financially viable and creates positive cash flows as from Year 1 and over the 5-year period.

[bookmark: _Toc24115923]5.1 Personal and Professional Learning

The group work has firstly enriched my knowledge through the food and beverage operations under the needs of health and safety requirements, tools and cost of equipment and the requirements for a Bar.
Despite the disagreement on water from guest perspective, however, the knowledge which has been acquired from the water suppliers are very enriching and cannot be left unseen and it is beneficial to promote firstly our own health conditions and for our team members. This is a topic that should be dealt individually without combining with any other component while digging into more research.

[bookmark: _Toc24115924]5.2 Overall View 

By assessing the feasibility study pertaining to risk and allergens, I firmly believe that there could have been more opportunities to dig further into this research on medicinal plants through certified laboratory and herbal experts based on the traditional methods and holistic way of living. As a group, the conflict of ideas of bringing water as one of the main component for the TWWIST Bar has resulted into a disagreement, I would have been more willing to leave the door open to discover the endemic, rare and endangered plants which are disappearing and how they can be preserved as insider researchers, by bringing this as a sustainable development initiative for THE LUX COLLECTIVE.


[bookmark: _Toc20957985][bookmark: _Toc24115925]6.0 Recommendations

Training: To firstly add value to green shack by improving the communication gap through product knowledge on the job training for team members. This will have a meaningful impact on attracting guests to “Green Shack”. 
Promotion: To promote “Green Shack” through Tamassa celebration corner where all the hotel promotions are being displayed and to place the Promotional I-Pad at the bar area, spa and reception.
Awareness on water: As stated by the suppliers, to consider bringing more awareness on water for our team members due to the threats pertaining to our types of water, team members require more insights about the real picture to remain safe. Secondly, alkaline water has several health benefits more precisely for athlete hence, it is highly recommended to implement it in gym, sports and fitness areas.
To preserve, discover and making proper use of the nature healing plants: To lay more emphasis and awareness on medicinal plants for guest to acquire the holistic way of living by using fresh herbs and discovering the healing virtues of medicinal plants. More awareness should be brought forward on traditional recipes before it disappears.
New job creation- Herbalism through herbal academy: The project was aimed to create sommeliers for water and tea, the risk assessment indicated the needs of herbalism rather than sommeliers, as training can be provided by herbal academy opening doors for job creation and entrepreneurship. 













[bookmark: _Toc20957986][bookmark: _Toc24115926]9.0 References

Altieri, J., [2015]. [Online] 
Available at: https://www.barrons.com/articles/20-minutes-with-celebrated-water-sommelier-jessica-altieri-01555344764
[Accessed 30 05 2019].
Ameenah Gurib-Fakim, [2007]. Medicinal Plants of Mauritius and of the MPM. NHBS.
Canales, K. C., [2018]. businessinsider.com. [Online] 
Available at: https://www.businessinsider.com/hint-water-bar-san-francisco-fruit-infused-samples-2018-8?IR=T
[Accessed 30 05 2019].
Davis, C.P., [2018]. Green Tea and Health benefits.[Online] http://www.rxlist.com/treatment/causes/article.htm
Draycott, D. J. J., [2016]. Uncovering the secrets of healthcare in the ancient world, s.l.: s.n.
GEF Small Grants Programme, U., [2019]. Grandma's Secret. [Online] 
Available at: https://undp.shorthandstories.com/gef-sgp-grandmas-secret/index.html
[Accessed 30 05 2019].
Jane Draycott, J., n.d. Health and Environment in the Ancient World, s.l.: s.n.
MJM, M. J. M., [2011]. Starting a sucessful business. s.l.:Kogan page.
Martine Riese MR, [2015]. what is means to be a water sommelier, America: s.n.
CB, C. B., [2019]. Global beverage sales share from 2011 to 2016, by beverage type, s.l.: s.n.
DW, D. W., 2016. Why More People Than Ever Are Embracing Holistic Medicine. Spirit of change, 18 June.
Security, M. o. A. I. a. F., [2019]. Crops - TEA CT, s.l.: s.n.

Ministry of Tourism [2019] Tourism Sector expected to grow by 3.6% to reach Available at: http://gov.mu.org/English/News/Pages/Tourism-sector-expected-to-grow-by-3.6-per-cent-to-reach-1-450-000-tourists-this-year,-16-Minister-Gayan.aspx
[Accessed 30 05 2019].



[bookmark: _Toc24115927]Appendix 1: Guest survey questionnaire
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If others, please specify here: ...........................................................
3: Have you been informed about our Green Shack (the herb garden)?
Yes
No
4: If yes, have you visited the Green Shack?
Yes
No
5:  If No, please specify why? 





6: If yes, please share your experience with us!
















Section 2: To what extend do you agree for the below questions:
Please select one answer per row:1                     2                           3                       4               5

[bookmark: _Toc24056365][bookmark: _Toc24058095][bookmark: _Toc24075501][bookmark: _Toc24099385][bookmark: _Toc24114622][bookmark: _Toc24115928]Strongly disagree        Dis-agree       I am not aware about it/neutral       Agree        Strongly agree

	


	
	
	
	
	

	Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 
	
	
	
	
	

	
	
	
	
	
	

	Q2: Do you agree to experience healthier beverages at Tamassa?
	
	
	
	
	

	
	
	
	
	
	

	Q3: Would you agree to pay for a supplement on health-based beverages?
	
	
	
	
	

	
	
	
	
	
	

	Q4: Would you be willing to discover our local medicinal plants
	
	
	
	
	

	
	
	
	
	
	

	Q5: Would you agree to purchase our local teas to bring back home
	
	
	
	
	

	
	
	
	
	
	

	Q6: Would agree to experience botanical skin care treatments at the spa (example, using natural ingredients, herbs and fresh aromas)
	
	
	
	
	

	
	
	
	
	
	

	Q7: Do you agree that grandma’s traditional recipes are the best for health?
	
	
	
	
	

	
	
	
	
	
	

	Q8: Is tea your preferred drink?
	
	
	
	
	

	
	
	
	
	
	

	Q9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?
	
	
	
	
	

	
	
	
	
	
	

	Q10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?

	
	
	
	
	



Kindly choose from the below table, the amount you would be willing to pay for each of the selections of drinks. (select of one price per category)
	
	Infusions
	Alkaline water per glass
	Alkaline water per bottle
	Local tea per packet
	Botanical body treatments
	Home-made Tisane

	100
	100
	150
	250
	1900
	100

	150
	150
	200
	300
	2150
	150

	200
	200
	250
	350
	2500
	200

	250
	250
	300
	400
	3000
	250

	300
	300
	350
	450
	3400
	300

	None
	None
	None
	None
	None
	None


















[bookmark: _Toc24115929]Appendix 2: Focus group Interview
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3: Since how long have you been doing the homemade healing tisane?
5 to 10 years
10 to 20 years
20 to 30 years
30 to 40 years
40 to above

4: Approximately, how many people used your homemade tisane for their health benefits?
5-10
10-25
25-50
Above

5: What are the types of homemade remedial tisane can you prepare? Please list five of them and the ingredients used for each one of them. 
a): ……………………………………………………………………………………………………………
Ingredients: 
b): ……………………………………………………………………………………………………………
Ingredients: 
c): ………………………………………………………………………………………………………….
Ingredients: 
d): ………………………………………………………………………………………………………….
Ingredients: 
e) …………………………………………………………………………………………………………….
Ingredients:
……………………………………………………………………………………………………………….

6: Where do you find the remedial plants?
Suppliers
Nearby village
Inherited by ancestors
Trials
Own learnings and discoveries
Others, please specify…………………………………………………………………………………

7: Is there more demand for the homemade remedies?
Yes
No

 Please specify what could be the reason ………………………………………………………………………………………………… 

8: Has there been any risk with any individual who has intake/consumed your homemade tisane?
Yes
No

9: Please explain and elaborate more if “YES”
…………………………………………………………………………………………

10: Would you be ready to share your expertise to other people?
Yes
No







Focus group for suppliers

[bookmark: _Toc24075503]Section A: The questions are applicable for both water ad tea suppliers
1: Are you a water or tea supplier?
Water
Tea

2: Which brand/s does your company represent?
……………………………………………………………………………………………..
……………………………………………………………………………………………..
……………………………………………………………………………………………...

3: How many types of water or tea do your company produce?
One
Two
Three
Four
Five -above


4: Do you do personalization of water for companies request for their own brand?
Yes
No


5: Do you do personalization of tea upon request for companies request for their own brand?
Yes
No

6: Do you provide traditional or health related tea?
Yes
No

   If yes please specify:



 


Section B is applicable for water supplier only:
8: Do you provide these types of water as per choices? (applicable only for water suppliers)
Alkaline water
Still water
Sparkling water

9: Do you provide water filtration system in local hotels?
Yes
No

If yes, please name them?
……………………………………..
……………………………………..
……………………………………..
………………………………………


10: Having the expertise on types of water, share your thoughts on alkaline water and how useful it can be for health?
…………………………………………………………………………………………………….

[bookmark: _Toc24115930]Appendix 3: Online benchmarking survey questions

[bookmark: _Toc23882130][bookmark: _Toc24075505]Benchmarking questions for local hotels

1: Which hotel category are your hotel classified?
All- inclusive 5 star
All-inclusive 4 star
4-star hotel
5-star hotel
Others

2: Types of water do you provide for guest in room?
Local water
Imported water
Others
If others please specify…………………………………………………………………………………………………….

3: Do you sell water in your resort? If no, please go to question number 7!
Yes
No

4: If yes, please choose from which of the given options below: (you may choose one or more answers)
Guest request for extra water from the minibar
In the hotel shop
At the bar
Chargeable along with meal

5: Do you sell local, international or both brands?
Local
International
Both

6: If yes please specify they are amongst the given list:· Poland spring
· Fiji
· Tingyi
· C’est Bon

· Sparkling water
· Dasani
· AquaFina
· Nestle water
· Ozarka
· Glaceau smart water



Evian
Vital
Crystal
Mineral water
Deer park
Bisleri

7: Do you use single use of bottle water in your rooms for guest use in minibar or glass?
Plastic
Glass

8: Do you use local tea for your guest, international or both
Local
International
Both

9: Do you provide any of the listed beverages:
· Fresh medicinal infusions
· The use of fresh herbs and medical plants for body treatments
· Grand-mother’s recipes 
· 

Home-made tisane
Infusions
Infused tea








[bookmark: _Toc24115931]Appendix 4:  Article through defi-plus on pesticides affecting our local water
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[bookmark: _Toc24115932]Appendix 5: Workings on forecasted financial cash outflows in inflows

[image: ]



[bookmark: _Toc24115933]Appendix 5: Budgeted cash flow and profitability
[image: ]





[bookmark: m_2135559486267495668__Toc16605389][bookmark: _Toc24115934]Appendix 6: Workshop on tisane remedies by tisane experts

	[bookmark: m_2135559486267495668__Hlk16601382]Number
	Ingredient
	Benefits

	1
	·         Star Anise
·         Cardamom
·         Mint leaves
·         Water
	Improved digestion problem.

	2
	·         Turmeric
·         Honey
·         Milk
 
	Reduce Inflammation and joint pain.

	3
	·         Tea
·         Ginger
·         Honey
	May ease a dry or asthmatic cough, as it has anti-inflammatory properties as well.

	4
	·         Lemongrass
·         Ginger
·         Water
	Relieving anxiety and also preventing infection.

	5
	·         Thyme
·         Water
·         Honey
 
 
	Good remedies for flu

	6
	·         Garlic
·         Water
·         Honey
 
	Garlic obliterates lung congestion and reduces airway inflammation.

	7.
 
 
	·         Liane Poc Poc
·         Water
	To reduce stomach pain.


 
 
 
	8.
	·         Bois D’oiseau leaves
·         water
	Reduce inflammation

	9.
	·         Ayapana  leaves
·         Chamomile leaves
·         water
	It help reduce nausea

	10.
	·         Betle leaves
·         Lemon juice
·         honey
	Good for cough.

	11.
	·         Baume du perou juice
·         Honey
 
	Help to reduce asthmatic problem.

	12.
	·         Ginger root
·         Water
·         Honey
·         Lemon juice
	Ginger root tea may help fight infection, reduce inflammation and relieve sore throat pain.

	13.
	·         Water
·         Basil leaves
	Reduce gas, increase appetite, relieve cramping, and improve overall digestion.

	14.
	·         Parsley
·         Lemon juice
·         water
	It helps to regulate menstruation, prevent kidney stone and also may have cancer- fighting properties.

	15.
	·         Water
·         Aloe vera
 
 
	Drinking aloe vera  water can help decrease irritation and inflammation in the stomach and intestines


 

[bookmark: _Toc24115935]Appendix 7: List of medicinal plants acquired through the focus group interview from grandmothers of the nearby villages

	List of medicinal plants acquired through the focus group interview from grandmothers of the nearby villages
	

	
	

	Number
	Medicinal plants
	

	1
	Moringa
	

	2
	Basil
	

	3
	Rosemary
	

	4
	Ginger
	

	5
	Liane Poc poc
	

	6
	Sensisive
	

	7
	Ayapana leaves
	

	8
	Lemon grass
	

	9
	Betel leaves
	

	10
	Baume de perou
	

	11
	Aloe vera
	

	12
	Chamomile
	

	13
	Parsley
	

	14
	Tulsi leaves/Ocimum tenuiflorum
	

	15
	Thyme
	

	16
	Celery
	

	17
	Curry leaves
	

	18
	Noni Bois tortue
	

	19
	Henna leaves
	

	20
	Bois d'oiseau
	

	21
	Pomme grenade 
	

	22
	Tea leaves
	

	23
	Turmeric plants
	

	24
	Collier sippail (roots)
	

	25
	Dhatura
	

	26
	Centa
	

	27
	Vielle fille
	

	28
	Sweet leave stevia
	

	29
	Peri winckle
	

	30
	Citronella
	

	31
	Bois paume
	

	32
	Bois de ronde
	

	33
	Bois d'olive blanc
	

	34
	Bois de buis
	

	35
	Bois de challade
	

	36
	Bois carotte
	

	37
	Bois cabri
	

	38
	Badamier
	

	39
	Ashoka
	

	40
	Acalypha Indica
	

	41
	Brede Martin
	

	42
	Brede Epinard
	

	43
	Acalypha integrifolia
	

	44
	Peri winckle
	

	45
	Plumeria
	

	46
	Langue de belle mare
	

	47
	Mentha mangofolia
	

	48
	Sugar cane
	

	49
	Arrowroot
	

	50
	Centella Asiatica
	


 



[bookmark: _Toc24115936]Appendix 8: Ethics form

APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  


SECTION A: About You (Principal Researcher)

	Full Name:
	1: Amlabye Seetaram
2: Anesh Dhunnoo
3: Francisco Pirogue
4: Ravisen Ramma
5: Nishad Potyram

	Tick all boxes which apply:

	Member of staff:
	☐	Student:
	☒	Honorary research fellow:
	☐


	Faculty/School/Centre:
	WIWBL

	Campus:
	Carmarthen

	E-mail address:
	1: tinaseetaram22@gmail.com
2: aneshdhunnoo@gmail.com 
3: franciscopirogue@tamassaresort.com
4: ravisenramma@tamassaresort.com
5: nishadpotyram@tamassaresort.com

	Contact Telephone Number:
	+230 603 7300

	For students:

	Student Number:
	
1:1715718
2:1715879
3:1715712
4:1715880
5:1715713

	Undergraduate
	☒
	Programme of Study:
	LEADERSHIP IN HOSPITALITY (Certification of Higher Education in professional practice)
	Taught Postgraduate
	☐
	Director of Studies/Supervisor:
	Tessa Oosthuizen
	Research
	☐


SECTION B: Approval for Research Activity

	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	     
	Date

	If Yes, please indicate source of approval (and date where known):
	Research Degrees Committee
	☐	

	
	Faculty Research Committee
	☐	

	
	Other (write in)
WIWBL Ethics Board Representative

	☒	


Approval in principle must be obtained from the relevant source prior to seeking ethical approval.



SECTION C:  External Ethical Guidance Materials

	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines.

	Code of business conduct
	☒
	GDPR (General Data Protection Regulations) guidelines of lux resorts
	☒

	Internal guidelines and sop’s (standard of procedures)
	☒




SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	
If Yes, please provide the name of the external organisation and name and contact details for the main contact person:

	Institution
	

	Contact person name
	

	Contact person e-mail address
	



Where research activity is carried out in collaboration with an external organisation
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☐

	If Yes, please attach a copy of any final approval (or interim approval) from the organisation




SECTION E: Details of Research Activity

	Indicative title:
	Title: TWWIST BAR
(Tea, Water, Wrap, Infusion, Scrub and Tisane)
How do we generate more revenue and enhance guest experience through the establishment of a water and tea bar at Tamassa Resort

	Proposed start date:
	06th of June 2019
	Proposed end date:
	End of October 2019

	Purpose of research activity (including aims and objectives)
Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	Purpose: 

The purpose of this project is to analyse the feasibility of establishing a new outlet (The TWWIST BAR), based on water and tea by combining the Spa and the Green Shack (which is an existing herb garden with several varieties of medicinal plants, herbs and vegetables, situated at the back area of the spa at Tamassa).  
This initiative will also create more possibilities to enhance our “Green shack” into a new outlet with existing plants and by upgrading the location with more varieties of local medicinal plants. The project aims to:

Encourage guests to explore and experience more varieties of beverages, spa products and wellbeing local fusion through the blending of water and tea
Solicit the expertise of our local tea entrepreneurs to broaden varieties of the tea selection at Tamassa resort
Analyse the feasibility for the green shack to generate revenue for Tamassa resort 
Create new job opportunities for our team members and enrich their knowledge to become water and tea sommelier which is new for Tamassa resort and the LUX group 
Analyse the demand of the product by performing a benchmarking in the local and international market.
Understand the financial implications and feasibility pertaining to cost and expenses

References : 
“Speciality teas are becoming increasingly popular” by Joost Pierrot (2018) - CBI tea consultant. 
“What a water sommelier can teach you about business” by Dianne Gottsman (Owner the protocol school of Texas)
The above references indicate the potential of tea and water business are growing trends and has a huge demand in the market.


Group Learning outcomes:

Increase knowledge on types of medicinal plants, herbs and their healing benefits as well as uses in beverages and body treatments
The process of Implementation of a new project by properly researching the feasibility of a new outlet
Studying the water and tea quality, varieties, locally and internationally
Development of a new menu related to spa and beverages


Previous Research: 

 Riese, M. (2015). German Water Trade Association. [On-line]. Available from URL: https://www.businessinsider.com/i-went-to-a-water-tasting-with-a-water-sommelier-and-it-was-not-nearly-as-crazy-as-you-think-2015-6?IR=T [accessed 28th May 2019].

Nicolas, C. (2018). The Dilmah Company. [On-line]. Available from URL: https://vatel-bordeaux.com/2018/01/16/meet-catherine-nicolas-the-only-french-tea-sommelier-working-for-dilmah/ [accessed 28th May 2019].

Balhide, S. & Bhugaloo, A( 2017). An Industry with potential [On-line]. Available from URL:https://comstudies.wordpress.com/2017/02/25/ [accessed  28th May 2019].
 

	Proposed methods
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum 600 words)

	Methodology: 

Both qualitative and quantitative data with their respective aims will be planned through surveys, benchmarking and interviews to obtain maximum feedback through respondents from the research questionnaires which will be prepared.

Questionnaire

There will be three types of questionnaires adapted:
For guests
Focus group
Suppliers

The survey will be designed in three different languages: Creole, French and English. 

A disclaimer will be required for the confidentiality for data collected which will be discarded at the end of the project as per the ethical guidelines and it will be voluntary.

The questionnaire will be simple, clear and will not last more than 10 mins. This will require age range, gender, nationality, preferences, allergies and relevant information to implement the project. 

Survey:
[bookmark: _Hlk24052713]Guests’ questionnaire will be dispatched in spa and bar.
One to one interview will be done with guests to obtain qualitative information.
Interview will be planned with water and tea supplier’s company in Mauritius.

Focus group:

Elderly people in the south region who have extensive experience of traditional recipes for tea and infusion will be invited for an interview.
Local tea entrepreneur will be requested to share their advice and interview will be conducted.

Benchmarking:

Tea sales analysis will be done within the group to determine the demand of the product.
Secondary data will gathered from both local and international companies in relation to the sales of water and teas.




	Location of research activity
Identify all locations where research activity will take place.

	At the hotel “Tamassa resort”
Resorts in Mauritius
Local suppliers
Local factories

	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural sensitivities or vulnerabilities of participants.

	
Mauritius




SECTION F: Scope of Research Activity

	Will the research activity include?
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
	☒
	☐

	Use of interviews?
	☒
	☐

	Use of diaries?
	☐
	☒

	Participant observation with their knowledge?
	☐
	☒

	Participant observation without their knowledge?
	☐
	☒

	Use of video or audio recording?
	☐
	☒

	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	Investigation of participants involved in illegal activities?
	☐
	☒

	Use of procedures that involve deception?
	☐
	☒

	Administration of any substance, agent or placebo?
	☐
	☒

	Working with live vertebrate animals?
	☐
	☒

	Other primary data collection methods, please explain in this box
Spa and wellness consultation forms that guests complete as part of the service.

	☒
	☐



If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 


SECTION G: Intended Participants

	Who are the intended participants:
	
YES
	
NO

	Students or staff at the University?
	☐
	☒

	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	Vulnerable adults?
	☐
	☒

	Children under 18?
	☐
	☒

	Prisoners?
	☐
	☒

	Young offenders?
	☐
	☒

	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	People engaged in illegal activities?
	☐
	☒

	Others (please identify):
Hotel (In-house) guest 
Local Suppliers
Local entrepreneur
Grand mothers 
	☒
	☐



	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	On an average occupancy of 85 % which is equivalent to 360 guests, the target will be 50% of the average occupancy of the hotel. Total number of targeted participants is 90 rooms, 180 guests.




	Information for participants:
	
YES
	NO
	
N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	Will you obtain written consent for participation?
	☒
	☐
	☐

	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	If NO to any of above questions, please give an explanation 

	






	
Information for participants:
	
YES
	NO
	
N/A

	Will participants be paid?
	☐
	☒
	☐

	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	If YES to any question, please provide full details 

	







SECTION H: Anticipated Risks

	[bookmark: _Toc23882132][bookmark: _Toc24075510]
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	[bookmark: _Toc23882133][bookmark: _Toc24075511]Full risk assessment completed and appended? 

Yes                               ☐
 No                                   ☒


	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
None anticipated

	

	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
None anticipated – questions will not be of such a personal nature.

	

	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
None anticipated

	

	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
None anticipated

	

	Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	Hotel, Health and safety protocols 







	Disclosure and Barring Service

	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	


YES
	


NO
	


N/A

	Has a DBS certificate been obtained?
	☐
	☐
	☒




SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	A focus group will be done with the different respondents which are suppliers, team members and guests whereby the project title, aims and objectives will be explained. A presentation of the TWWIST BAR will be done to add value to the explanation. Emphasis will give on voluntary participation and that collected data will be dealt in strict confidentiality.

	

	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded.

	The potential participants, who will be requested to fill in the surveys, will be given a clear explanation of what they are participating in and the reason why they are requested to fill the survey. The importance of their consent will be also explained by the researcher prior to taking part in the research and to sign a consent form. The survey questionnaire will consist of a sentence on the cover letter to inform the participants, by completing the questionnaire they are consenting to the use of their responses in our research project.


	

	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
All data will be treated with utmost confidentiality and all participants will be treated anonymously
As it is only for observation purposes, after the survey all the data will be destroyed








SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
“personal data” means data which relate to a living individual who can be identified—
(a) from those data, or
(b) from those data and other information which is in the possession of, or is likely to come into the possession of, the data controller, and includes any expression of opinion about the individual and any indication of the intentions of the data controller or any other person in respect of the individual.
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	Gender:  To determine which gender consume the product more.
Nationality: To determine the demand.
Age group: To analyse the consumption as per the age level.


	Does it involve sensitive personal data (as defined by the Data Protection Act)?
“Sensitive personal data” means personal data consisting of information as to –
(a) the racial or ethnic origin of the data subject,
(b) his political opinions,
(c ) his religious beliefs or other beliefs of a similar nature,
(d) whether he is a member of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) his physical or mental health or condition,
(f) his sexual life,
(g) the commission or alleged commission by him of any offence, or
(h) any proceedings for any offence committed or alleged to have been committed by him, the disposal of such proceedings or the sentence of any court in such proceedings.
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	Recent surgery or any medical history




	Will the research activity involve storing personal data on one of the following:
	YES
	NO

	Manual files (i.e. in paper form)?
	☒
	☐

	University computers?
	☐
	☒

	Private company computers?
	☒
	☐

	Home or other personal computers?
	☐
	☒

	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	“Cloud” storage or websites?
	☐
	☒

	Other – specify:

	☐
	☒

	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymisation:

	
All data will be kept safe and same will be discarded after the project completion.






	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☐
	☒

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☒

	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	Publication of data that might allow identification of individuals?
	☐
	☒

	Use of data management system?
	☐
	☒

	Data archiving?
	☐
	☒

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	





	List all who will have access to the data generated by the research activity:

	Researchers and tutor



	

	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	Researchers only


	

	Give details of data storage arrangements, including where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
Data generated by this handwritten anonymous, used only for the research purpose and will be destroyed once completed





SECTION K: Declaration

	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	Signature of applicant:
	
	Date:
	



For students:
	Director of Studies/Supervisor:
	

	Signature:
	


	Date:
	



For staff:
	Head of School/Assistant Dean:
	Pp Annette Fillery-Travis

	Signature:
	
[image: ]

	Date:
	1/7/2019




Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	
I have attached a full risk assessment (and have NOT completed Section H of this form) (where appropriate)


	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Head of School.




	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore, it is important that you check your University and personal email accounts regularly.



STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.

This form is available electronically from the Academic Office web pages: http://www.uwtsd.ac.uk/academic-office/

Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Faculty procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Faculties.  Faculties will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Faculty will refer these to the University Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   

Notes for guidance in completion of this form

Section A:  About You
Please complete all relevant sections

Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval.  The proposal approval only becomes final when the ethical approval is received.  

The process for proposal approval varies according the individual and programme of study:
Research students, by application on form PG1 to the Research Degrees Committee
Taught students by review of research proposal within Faculties (Faculties provide specific details of these processes)
Staff, by agreement by the Head of School/Assistant Dean

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form.  If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research.  The information provided should therefore be jargon free and clearly stated.
Indicative Title:  please use the same title as used on the research proposal.
Purpose:  the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives.  Excessive additional data collection can be seen as unethical.
Proposed Methods:  the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents.  Please be specific.
Location:  this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals).  If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK:  please complete this section in detail, and note any guidance you have received.  Also describe your own familiarity (or not) with the location that you will be utilising.





Section F:  Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.   If any additional types of activity are intended then please add an extra box and describe these.
If you have answered no to all questions in F then sections G and J do not need to be completed.  Section H should be considered, and may be completed.  Signatures are still required in section K.

Section G:  Intended Participants
Please tick all categories that might apply.
Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase.  Be clear about how you will find respondents.   Will you use intermediaries, and if so how?  How will you ensure compliance with your sampling strategy?
Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide.  The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Head of School/Assistant Dean in relation to staff research.

Section H:  Anticipate Risks
All research carries some level of risk.  The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work, field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form.  In that case, please tick the box indicating this has been provided.  You will not then be required to complete Section H.
Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants.  You might identify the risk as small but it would still be a risk.  Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location.  If you are meeting people as individuals think about using a public place.  In general do not visit people in their own homes or remote locations.  If you are talking to individuals about certain issues think about how their responses might affect you emotionally.  What about the risk of collecting insufficient data?
Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff).  Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this.  What will you do to ensure this?  You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors.  Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice.  Research misconduct in this respect can take many forms, including:
fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
falsification: manipulating research processes or changing or omitting data without good cause
plagiarism: using other people’s material without giving proper credit
failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes.  Think carefully about the possibilities, and cover here

Section I:  Feedback, Consent and Confidentiality
Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy?  Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided?  How and when?
Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Head of School / Assistant Dean if a member of staff.
Confidentiality/Anonymity.  Explain clearly how you will ensure confidentiality and anonymity.

Section J:  Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data.  You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system.  If you are seeking an access bar for a period of time after completion then mention it here.  If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section.  But also think about the general principle of data sharing, as explained in the Research Data Management information.
In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.



Price


Analysis on:
1: willingness of guest to pay extras
2: Benchmarking to analyse the market demand


Product


Analysis on:
1:teas in the  local market
2: Competiton
3: Positioning


Promotion


Analysis on:
1:How to promote the product
2:The possibilies for the outlet to generate revenue


Place


Analysis on: 
1:Visibilty study of green shack
2: Create a meaningful reason to visit the area


Cost savings to be gained. 


The costs that would be incurred by the investment. 


The new revenues the investment would produce. 


The impact on the bottom line.


Map out the timeline for expected costs and anticipated revenues. 


Evaluate unquantifiable benefits and costs. 



Before TWWIST


After
TWIST


Analysis of the visibility of green shack
Yes	38%
12%

If yes, have you visited?	45	0	14	No	62%
26%

If yes, have you visited?	74	0	31	Have you been informed about green shack                                                         
 Number of respondents



Willingness to experience alternative body treatments
Agree	
0.4	0.39	0.63	Disagree	
0.33	0.1	0.23	



Guest survey analysis based on tea, infusions and healthy beverages
1	Strongly agree	
Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	2	Agree	
Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	3	I am not aware about it or neutral	
Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	4	Disagree	
Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	5	Strongly disagree	
Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	5	Strongly disagree	
Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	5	Strongly disagree	
Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	Coulumn 1+2	Stronly agree +agree	81

Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	84.87394957983193	55.462184873949582	71.428571428571431	68.907563025210081	81.512605042016801	column 3	I am not aware about it or neutral	
Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	3.3613445378151261	27.731092436974791	25.210084033613445	8.4033613445378155	1.680672268907563	Column 4+5	Disagree+strongly disagree	
Q1: Do you agree that natural plants is the best remedy for better health, prevention and cures for illness! 	Q2: Do you agree to experience healthier beverages at Tamassa?	Q4: Would you be willing to discover our local herbal and medicinal plants	Q5: Would you agree to purchase our local teas to bring back home	Q8: Is tea your preferred drink?	11.76470588235294	16.806722689075631	3.3613445378151261	22.689075630252102	16.806722689075631	
Pecentage of ratings






Benchmarking on a 5 rating scale  to analyse the demand of the existing and new beverages
There is a demand	
Home made Tisane	Infusions	Infused tea	Fresh Medicinal infusions	The use of herbs and medicinal plants for body treatments	Grand mothers recipes	18.604651162790699	16.279069767441861	2.3255813953488373	34.883720930232556	23.255813953488371	39.534883720930232	No demand	
Home made Tisane	Infusions	Infused tea	Fresh Medicinal infusions	The use of herbs and medicinal plants for body treatments	Grand mothers recipes	65.116279069767444	76.744186046511629	93.023255813953483	46.511627906976742	62.790697674418603	44.186046511627907	
Representing the summary scale ratings 




Q2: Where have you acquired this expertise
No of response	
Self-discovery	Inherited by ancestors	Trials	Learnings	Others	2	10	1	0	2	


Guest survey water analysis
1	Strongly agree	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	2	Agree	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	3	I am not aware about it or neutral	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	4	Disagree	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	5	Strongly disagree	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	5	Strongly disagree	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	5	Strongly disagree	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	Coulumn 1+2	Stronly agree +agree	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	31.932773109243694	24.369747899159663	column 3	I am not aware about it or neutral	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	37.815126050420169	43.69747899159664	Column 4+5	Disagree+strongly disagree	
Q 9: How much would you agree for a water bar at Tamassa with more varieties of alkaline water?	Q 10: Would you be willing to spend a supplement on water based on your taste requirements suggested after tasting by a guided Sommelier?	30.252100840336134	31.932773109243694	



Analysis on guest willingness to spend extras as Tamassa is an all-inclusive resort
 Minimum	
Alkaline water per glass	Alkaline water per bottle	27	39	Expensive	Alkaline water per glass	Alkaline water per bottle	0	0	None	
Alkaline water per glass	Alkaline water per bottle	51	44	Reasonable	
Alkaline water per glass	Alkaline water per bottle	3	2	Average	
Alkaline water per glass	Alkaline water per bottle	1	0	High	
Alkaline water per glass	Alkaline water per bottle	0	0	Proposed paying services and drinks 

Percentage of respondents



Evian	
24	Vital 	
16	Crystal	
28	Mineral Water	
18	Deer park	
0	Bislerio sparkling water	
1	Dasani	
28	Aqau Fina	
2	Nestle water	
0	Osarka	
0	Glaceau smart water	
0	Poland spring	
1	Figi	
0	Tingyi	
0	C'est bon	
2	
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TWWIST BAR Project

Feasibility Study for the 5 year period January 2020 to December 2024

Workings:

Cost implications: (Cost of sales) MUR Sales:

1. Tea Ovane (ref from tamassa 

shop existing tea selling items) U Price 177.62           

Units per months 25.00              Estimation of customers per day: 21

4,440.50       

a

Montly expected number of customers 630

100 Mur per treatment ( a supplement)/montly 63000

1. Tea Moringa (ref from 

Tamassa shop) U Price 87.50              Yearly 756,000                

Units per months 25.00             

2,187.50       

Total monthly 6,628.00       

b

Sales of tea: Average number of tea packets 5

Total yearly Y1 79,536.00      Selling price per unit 180                        

Sales unit per month 150

2. Vital sales of water at 

Tamassa U Price 120.00            Sales from tea packs per month 27,000.00            

Units per months 25.00              Sales from tea packs per year 324,000.00          

3,000.00       

MUR

Total monthly 3,000.00       

c

Sales of tea , tisane, water or infusions on menu:

Total yearly Y1 36,000.00      Selling price per unit 100.00                  

Sales unit per month 75

3: Employement cost  1 somellier 20,000.00      Total monthly revenue 7,500.00               

1 herbal expert 15,000.00      Sales of Healthy beverages per year 90,000.00            

Yealy expenses 215,000.00  

d

Events

Average event per month (high Tea) 1

Capital Investment Income per High Tea based on 10 Pax 2,000.00               

Monthly Income per high tea  based on 10 Pax 2,000.00               

4: Training  cost Sommellier 25,000.00      Yearly Income per High Tea based on 10 Pax 24,000.00            

Herbal academy *2 25,000.00     

Yearly total training cost 50,000.00     

e

Merchandise

5: Marketting cost (online 

brochure) paperless Unit 25,000.00      Daily average revenue  2600

I-pad Total 50,000.00     

Estimated number of sales based on café Lux 

merchandise from Tamassa shop per month

60

Montly sales  156000

6: Wooden Bar Quoted by MTNC 150,000.00   Yearly sales  1872000

7: Ambiance

Quoted by 

Enternainment 

Manager

25,000.00     

8: Cutleries Tea cups

Unit P 350.00            Total estimated monthly revenue 255,500.00          

10* 3,500.00        Total estimated yearly revenue 3,066,000.00      

Unit Alphie  500.00           

10* 5,000.00       

others  25,000.00     

Total 33,500.00     

Plants (50 types/3 each variety) cost per unit 50.00             

Number of unit 

requires (3*40) 120.00            Total Captital investment:

Total cost 6,000.00        314,500.00                                                                           
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TWWIST BAR Project

Feasibility Study for the 5 year period January 2020 to December 2024

Budgeted Cash Flow Statement for the 5 year period to December 2024

Currency: MUR

Yr 1 2020 Yr 2 2021 Yr 3 2022 Yr 4 2023 Yr 5 2024 Total

Capital investment from Tamassa 62,900             62,900             62,900             62,900             62,900             314,500           Capital

Revenue  3,066,000       3,081,330       3,096,737       3,112,220       3,127,781       15,484,068     Revenue

Total cash inflows 3,128,900       3,144,230       3,159,637       3,175,120       3,190,681       15,798,568    

Cash outflows:

Cutleries (tea cups, sauces) 33,500             33,500             33,500             33,500             33,500             167,500          

Wooden bar + ongoing mintenance 150,000           15,000             15,000             15,000             15,000             210,000          

Lightings 25,000             5,000               5,000               5,000               5,000               45,000            

Music system/ambience 85,000             15,000             15,000             15,000             15,000             145,000          

Tea 79,536             80,331             81,135             81,946             82,765             405,714          

Mineral water 36,000             36,360             36,724             37,091             37,462             183,636          

Employee costs 215,000           221,450           228,094           234,936           241,984           1,141,464      

Training and development 50,000             20,000             20,000             20,000             20,000             130,000          

Marketing expenses 50,000             50,000             50,000             50,000             50,000             250,000          

Cleaning and maintenance 18,000             18,000             18,000             18,000             18,000             90,000            

Merchandise 1,872,000       2,021,760       2,183,501       2,358,181       2,546,835       10,982,277    

Cash out to HQ Tamassa 200,000           200,000           200,000           200,000           800,000          

Total cash outflows 2,614,036       2,716,401       2,885,953       3,068,654       3,265,547       14,550,591     yearly cost of sales

Net cash flow 514,864           427,829           273,684           106,466           (74,866)           1,247,978      

Opening cash flow -                    514,864           942,693           1,216,377       1,322,843       -                   

Closing cash flow 514,864           942,693           1,216,377       1,322,843       1,247,978       1,247,978      

Net Profit (covering the total 

capital investment 137,464           364,929           -                   

227,465           Yr 2 difference In profit
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