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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.













Introduction

The hospitality industry depends heavily on how guests experience services rather than just the physical product. One useful way to understand this experience is through the 7Ps of the service marketing mix: product, price, place, promotion, people, process, and physical evidence. This assignment discusses how guests experience these seven elements at Hotel Adlon Kempinski, Berlin, a luxury hotel known for its history, location, and high service standards. It also suggests improvements and all necessary factors . 


Service Marketing Mix at Hotel Adlon Kempinski, Berlin

1. Product

The product at Hotel Adlon Kempinski includes luxury accommodation, fine dining restaurants, spa and wellness services, meeting facilities, and personalised guest services. Guests experience spacious and elegant rooms, high-quality food, professional concierge services, and a calm, premium atmosphere. The hotel focuses on comfort, privacy, and exclusivity, which matches the expectations of luxury travellers.

2. Price

Hotel Adlon Kempinski follows a very keen pricing strategy. Room rates and service charges are higher compared to mid-range hotels in Berlin. Guests generally associate the high price with superior quality, historical value, excellent location near the Brandenburg Gate, and personalised service. For many guests, the price reflects the overall experience rather than just the room.

3. Place

The hotel’s location is one of its biggest strengths. Situated in the heart of Berlin, next to major landmarks, it is easily accessible for both tourists and business travellers. Guests experience convenience in terms of sightseeing, transport connections, and proximity to government and business centres.

4. Promotion

Promotion at Hotel Adlon Kempinski is subtle and brand-focused. The hotel relies on its global reputation, official website, luxury travel platforms, and word-of-mouth from high-profile guests. Guests often discover the hotel through online reviews, travel agencies, or Kempinski’s loyalty programs rather than aggressive advertising.

5. People

People play a major role in the guest experience. Staff members at Hotel Adlon Kempinski are well-trained, professional, and polite. Guests experience attentive service, multilingual communication, and respectful behaviour. Employees are confident in handling guest requests and problems, which creates a sense of trust and comfort.

6. Process

The service process at the hotel is smooth and well-organised. Guests experience efficient check-in and check-out procedures, quick response to room service requests, and well-managed housekeeping schedules. Service delivery feels structured yet flexible, allowing staff to personalise interactions when needed.

7. Physical Evidence

Physical evidence strongly supports the luxury image of the hotel. Guests experience elegant interiors, historic architecture, high-quality furniture, clean public areas, well-designed uniforms, and a calm ambiance. The overall environment reflects tradition, luxury, and attention to detail.




Suggested Improvements

Improvement 1: Promotion

Although the hotel has a strong reputation, its promotional activities could be improved by increasing digital engagement. The hotel could make better use of social media platforms to share behind-the-scenes content, guest stories, and cultural experiences connected to Berlin. This would help attract younger luxury travellers and increase brand visibility without damaging its exclusive image.



Improvement 2: Process

The service process could be enhanced further by introducing more digital solutions. Mobile check-in and check-out options, digital concierge services, and in-room tablets for service requests could improve convenience for tech-savvy guests. This would reduce waiting time and allow staff to focus more on personalised interactions.

Conclusion

Hotel Adlon Kempinski, Berlin, delivers a strong and consistent guest experience through all elements of the service marketing mix. Its focus on quality, people, and physical evidence supports its luxury positioning. By improving promotion through digital platforms and enhancing service processes with technology, the hotel can further strengthen guest satisfaction and remain competitive in the evolving hospitality industry.
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