Operations Management in Hospitality
Assignment 3

Service Marketing Mix Analysis of Hilton Berlin

Introduction

The service marketing mix, also known as the 7 Ps, is a useful framework for understanding
how hospitality organisations design guest experiences. This assignment analyses Hilton
Berlin, a well-known upscale hotel located in central Berlin. Each element of the 7 Ps is
examined through examples of what guests typically experience, followed by suggested
improvements for two selected areas.

1. Product

Hilton Berlin offers a full-service hospitality product consisting of accommodation, dining,
wellness services, and business facilities. Guests experience comfortable rooms equipped
with modern amenities such as high-quality bedding, Wi-Fi, smart TVs, and workspaces. The
hotel includes restaurants serving international cuisine, a lobby café, a spa, an indoor pool,
and meeting rooms for corporate guests. The product emphasises reliability, comfort, and a
premium feel, consistent with Hilton’s global standards.

2. Price

Hilton Berlin uses a dynamic pricing strategy, adjusting room rates based on demand,
seasonality, and city events. Prices range from affordable off-season rates to premium
charges during holidays or conferences. Guests often experience bundled pricing through
offers such as “Bed and Breakfast,” loyalty point discounts, and advance-purchase savings.
While pricing is competitive for a 4-star city hotel, guests still perceive it as premium due to
the upscale brand and central location.

3. Place

The hotel is strategically located at the Gendarmenmarkt, one of Berlin’s most popular
cultural squares. Guests benefit from proximity to museums, government buildings,
shopping areas, and major public transport links. From an operational perspective, Hilton
uses multiple distribution channels—including its website, the Hilton Honors app, and third-
party platforms (Booking.com, Expedia)—ensuring wide accessibility and convenience in the
booking process.

4. Promotion

Hilton Berlin uses both online and offline promotional strategies. Digital marketing includes
targeted ads, social media campaigns, and loyalty programme promotions designed to
attract business travellers and tourists. Seasonal packages, such as Christmas market stays or
weekend getaway deals, are promoted through email newsletters and travel websites.



Brand-level promotions from Hilton Worldwide further strengthen its visibility by presenting
a unified message of quality and consistency.

5. People

Employees form a core part of the guest experience. At Hilton Berlin, guests interact with
multilingual staff at the reception, concierge, housekeeping, and dining areas. Service staff
are trained to greet guests warmly, handle requests efficiently, and provide local
recommendations. The hotel emphasises professionalism, creating an atmosphere of
reliability and comfort. However, during busy check-in times, guests may experience longer
qgueues or slightly rushed interactions.

6. Process

The service process at Hilton Berlin is designed to be smooth and consistent. Guests can
complete mobile check-in before arrival, use digital room keys, and request services through
the app. At reception, clear signage and designated queues help manage flow. Dining
processes include both a-la-carte and buffet systems, ensuring operational efficiency.
However, processes may sometimes feel impersonal due to the hotel’s large size and high
guest volume.

7. Physical Evidence

Hilton Berlin’s physical environment reflects an upscale, modern aesthetic. Guests
experience elegant interiors, comfortable lounge areas, a bright lobby with contemporary
décor, clean hallways, and well-designed rooms. The physical evidence reinforces the brand’s
premium positioning. Additional cues include branded toiletries, in-room folders, staff
uniforms, and well-presented food displays. Public areas consistently communicate
cleanliness, safety, and professionalism.

Suggested Improvements
Two areas—People and Process—offer opportunities for improvement, particularly given
the competitive hospitality market in Berlin.

Improvement 1: People — Enhancing Personalisation and Service Warmth
Although Hilton Berlin staff are professional and efficient, the guest experience could be
strengthened through deeper personalisation. Large hotels often struggle to maintain warm,
individualised service, especially during peak occupancy.
Suggested Enhancements
1. Guest Preference Tracking Beyond Hilton Honors
Introduce a system where staff quickly review guest preferences before
interactions—room type preferences, dining habits, or previous feedback. This makes
staff interactions feel more personal.
2. Short “Guest Recognition” Training Modules
Micro-learning sessions for frontline staff on cultural awareness, personalised
greetings, and proactive service can enhance service warmth.
3. Welcome Ambassador Role
Assign an ambassador at busy times to greet guests, assist with queues, answer
guestions, and provide a human touch. This reduces the rushed feeling during peak
check-ins.



Benefit
These improvements would create a more welcoming and memorable atmosphere,
encouraging repeat bookings and positive reviews.

Improvement 2: Process — Increasing Efficiency and Reducing Service Bottlenecks
Hilton’s processes are generally smooth, but the size of the hotel can lead to delays,
especially in check-in, breakfast service, and housekeeping response times.
Suggested Enhancements
1. Express Check-In Booths
Install small self-service kiosks where guests can print key cards if they prefer not to
use digital keys.
2. Real-Time Housekeeping Tracking System
Use a digital dashboard enabling guests to see estimated housekeeping times or
request priority cleaning, reducing uncertainty.
3. Breakfast Time-Slot Pre-Booking
Guests could book a preferred breakfast window through the app to prevent
overcrowding and improve dining flow.
Benefit
These changes would reduce waiting times, increase guest satisfaction, and make operations
more efficient during peak periods.

Conclusion

Hilton Berlin delivers a strong and consistent service experience through its well-developed
7 Ps: high service quality, strategic pricing, convenient location, strong promotional
strategies, competent staff, smooth processes, and premium physical environment. While
the hotel performs effectively overall, improvements in the People and Process elements
could elevate the guest experience further by enhancing personalisation and operational
efficiency. Adopting these changes will help Hilton maintain competitiveness in Berlin’s
dynamic hospitality market.
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