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In no more than 1000 words, and using 3-5 references: 

Choose a hotel or restaurant you are familiar with:
· For each part of its service (product, price, place, promotion, people, process, physical evidence), give examples of what guests experience.
· Then pick two parts and suggest how they could be improved.




















Service Marketing Mix Analysis of The Oberoi, Mumbai 
The hospitality industry relies heavily on the 7Ps of services marketing to deliver consistent value and differentiate itself in a competitive marketplace. The Oberoi, Mumbai—one of India’s most iconic luxury hotels—offers an excellent example of how each service element contributes to an exceptional guest experience. This report discusses how the hotel applies the 7Ps (product, price, place, promotion, people, process, and physical evidence) and provides improvement suggestions for two selected areas.

1. Product
The Oberoi, Mumbai delivers a high-end luxury product designed around comfort, exclusivity, and outstanding service. The core product includes elegantly designed rooms overlooking the Arabian Sea, top-tier bedding, high-speed Wi-Fi, and premium in-room amenities. The augmented product includes fine-dining restaurants, spa treatments, personalized butler services, limousine transfers, and curated experiences such as sunset cruises or city tours.
Guests experience a seamless blend of modern luxury and traditional Indian hospitality. The hotel emphasizes customization—special dietary meals, pillow menus, fragrance selections, and curated minibars. This aligns with contemporary hospitality trends where personalisation and emotional engagement define competitive advantage (Kotler et al., 2022). The Oberoi’s product is positioned around precision, peace, and privacy, making it ideal for business travellers, celebrities, and international tourists.

2. Price
The Oberoi implements a premium pricing strategy, reflecting its luxury positioning and high service quality. Room rates are significantly higher than mid-range hotels but justified through exceptional guest experience and brand prestige. The hotel adopts value-based pricing, where pricing reflects not just physical amenities but also emotional and experiential value (Grönroos, 2020).
Guests perceive pricing as premium but worth the investment due to the outstanding quality of rooms, food, spa, and staff interactions. Seasonal packages, early bird discounts, and loyalty benefits through the Oberoi One program help attract different segments while maintaining exclusivity.

3. Place
The hotel is located on Marine Drive, one of Mumbai’s most central and scenic areas. This strategic location enhances guest accessibility to business districts, shopping centres, and cultural attractions. Distribution channels include the hotel’s official website, booking platforms, global distribution systems, and travel agents.
Guests experience convenience through:
· User-friendly online booking
· Digital confirmations
· Airport pick-up arrangements
· 24/7 reservation support
· Efficient navigation due to central city placement
Digital booking channels and mobile-friendly websites ensure a smooth pre-arrival experience, matching industry expectations for multi-channel accessibility (Buhalis & Law, 2019).

4. Promotion
The Oberoi uses a sophisticated promotional mix blending digital marketing, public relations, international branding, loyalty marketing, and social media engagement. Their promotional message highlights luxury, world-class service, and emotional experiences rather than discounts or price-focused appeals.
Promotional examples include:
· Visual storytelling through Instagram showcasing sea-view rooms, dining experiences, and hotel architecture
· Email newsletters with seasonal offers
· International collaborations with travel magazines
· Partner promotions with airlines and premium credit cards
The hotel also uses the Oberoi One loyalty program to retain customers through reward points and personalised benefits. Promotional strategies reflect an emphasis on brand equity and experiential luxury (IHCL Hospitality Report, 2022).

5. People
People are central to The Oberoi’s reputation. Employees—from concierge to restaurant staff and housekeeping—demonstrate professionalism, cultural awareness, and warmth. Guests often praise the hotel’s attentive and intuitive service.
Examples include:
· Staff greet guests by name
· Restaurant servers remember food allergies
· Housekeeping teams customise room settings
· Concierge staff plan personalised city itineraries
Employees receive intensive training under the Oberoi Centre of Learning and Development (OCLD), a globally recognized hospitality institution. Skilled staff contribute significantly to service quality, supporting research that people are critical value creators in hospitality (Bharwani & Jauhari, 2017).




6. Process
The Oberoi provides highly coordinated and efficient service processes to reduce waiting time and maintain consistency. Guests experience:
· Smooth check-in through a seated, personalised welcome
· Express check-out
· Efficient room-service ordering
· Digital bill explanation with transparency
· High standards of hygiene and safety protocols
Every interaction is designed to feel effortless. The hotel uses behind-the-scenes workflow systems, staff coordination apps, and strict quality control procedures to maintain service standards. Well-designed processes create reliability, a core dimension of service quality (Zeithaml et al., 2020).

7. Physical Evidence
Physical evidence at The Oberoi contributes heavily to its luxury positioning. The hotel features:
· Elegant architecture
· Sea-facing glass façade
· Spacious marble-finished lobby
· Scented air ambience
· Curated artworks
· Modern furniture and décor
Restaurants use stylish tableware, premium linens, and open kitchens to create an immersive ambience. Rooms include branded toiletries, luxurious linen, and calming colour palettes. The hotel’s physical evidence supports trust, comfort, and exclusivity, influencing guests’ expectations and perceptions (Bitner, 1992).

Improvement Suggestions
1. Improvement for Promotion
Although The Oberoi’s promotional strategy is strong, it could enhance engagement among younger travellers and digital-native audiences.
Suggested Improvements
1. Increase short-form visual content on platforms like Instagram Reels and YouTube Shorts showcasing experiences such as spa rituals, sunset views, or chef specials.
2. Collaborate with premium travel influencers to reach global audiences.
3. Promote sustainability initiatives more strongly—eco-friendly practices are a major decision factor for modern travellers.
4. Create digital storytelling campaigns around Mumbai culture to strengthen emotional connection.
These steps would modernize the hotel’s promotional image and attract younger market segments.

2. Improvement for Process
The Oberoi already delivers smooth processes, but increasing digital integration would enhance convenience further.
Suggested Improvements
1. Introduce mobile room-key access to reduce front-desk wait times.
2. Develop an AI concierge app for 24/7 assistance—booking taxis, spa, dining, or reporting issues.
3. Add real-time room-service tracking for transparency and reduced uncertainty.
4. Use predictive analytics to prepare room preferences automatically for repeat guests.
Digital upgrades would streamline operations and align the hotel with global hospitality technology trends.

Conclusion
The Oberoi, Mumbai excels in all aspects of the 7Ps framework, creating a refined, luxurious, and personalised guest experience. Its premium product, skilled employees, elegant physical evidence, and strong brand reputation contribute to exceptional customer satisfaction. While the hotel already maintains high standards, enhancing promotional strategies and digital processes will help strengthen its appeal among evolving traveller segments and sustain long-term competitiveness.
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