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Oberoi Hotels: Train Whistle in the Tiger Reserve 

Vikram Oberoi carefully read a letter to a recent guest drafted by Ratna Malhotra, General Manager 
of The Oberoi Vanyavilas in Ranthambhore, India (Exhibit 1). Vikram was Chief Operating Officer of 
The Oberoi Group, the hotel chain that carried his family’s name. Oberoi Hotels & Resorts (Oberoi) 
was renowned for outstanding service. A recent third-party survey had placed the company at the top 
of customer service among the best hotel chains in the world (Exhibit 2), and Oberoi had recently been 
named the “World’s Best Hotel Brand” by readers of Travel + Leisure, USA (Exhibit 3).1 

The Oberoi Vanyavilas was perhaps the company’s finest property (Exhibit 4), 25 luxury tents in a 
jungle setting situated close to a tiger reserve. The tents, with a rack rate of Rs. 61,000 (approximately 
$1,020) per night, were well appointed (Exhibit 5), but being tents had soft canopy ceilings and were 
not sound proof. The guest to whom the letter was addressed had chosen to depart after two nights 
of a three-night reservation primarily because he was bothered by the sound of a distant train passing 
through the nearby village of Sawai Madhopur.  

Although at its nearest point the train line was more than a mile distant (Exhibit 6), the resort 
provided complimentary earplugs for light sleepers on each nightstand. The guest in question had 
nevertheless been unable to sleep and decided to vacate his room. Malhotra, having decided to 
compensate the guest for a less than outstanding experience by refunding the third night of his stay, 
had drafted a letter to that effect, which she had forwarded to Vikram for his suggestions.  

Vikram admired Malhotra’s initiative and recognized that this was a “teaching moment.” 
Apocryphal stories about how leaders prioritized the needs and experiences of guests played a 
crucial role in communicating management’s vision to the rest of the organization. Moreover, Vikram 
recognized that recovering gracefully from service failures was critical to achieving and maintaining 
the premium brand the company sought to cultivate. On the other hand, this guest’s sleeplessness 
was not attributable to the actions of The Oberoi Vanyavilas. When thrust into the spotlight by social 
media platforms like TripAdvisor, once-private actions of service brands could reshape the 
expectations and behaviors of current and future customers. Going above and beyond for this 
particular guest, in this context, had the potential to set a dangerous precedent as well as garner a 
feather for the chain’s cap. Vikram deliberated on what he believed the hotel’s response should be. 
Could a hotel brand that is considered the best in the world have any guest leave dissatisfied, no 
matter what the circumstance? 
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The Rise of Indian Tourism 

In 1951, four years after it gained independence and one year after it declared itself a republic, 
India attracted 16,829 foreign tourists. In 1957, the Indiaman Bus Company began offering round-trip, 
overland service from London’s King Cross Station to Bombay (Mumbai). The route, through Soviet-
controlled Eastern Europe, Turkey, Iran, Afghanistan, Pakistan, and India, became widely known as 
“the hippie trail” owing to the young counterculture adherents who constituted the majority of 
travelers.2 In 1991, following a series of market reforms, India joined the global economy, reducing 
domestic red tape, reducing tariffs and interest rates, privatizing state owned enterprises, and easing 
restrictions on foreign-direct investment. Business travel in search of enterprise and investment 
opportunities introduced a new class of traveler to India’s wealth of historical, cultural, and natural 
attractions.  

Indian tourism was further stimulated by a handful of national initiatives including the 
“Incredible India” campaign, launched in 2002 to acquaint foreign tourists with the amenities and 
activities available throughout India, and domestic travelers with non-traditional and less popular 

holiday destinations.3 Simultaneously, with the goal of establishing India as a year-round 
destination,4 the government prioritized the development of numerous niche tourism products 

including cruises, adventure and eco-tourism,1 medical and wellness, golf, polo, meetings and 
conferences, and film and tiger tourism.5 Over time, the number of foreign tourists visiting India rose 
exponentially, reaching 6.65 million in 2012 (Exhibit 7).  

Delivering Luxury Experiences in India 

By 2014, India was an exciting destination for a wide range of travelers. There was a substantial 
and growing segment of business travelers as India’s economy was growing and becoming 
increasingly integrated with the global economy. In addition, a sizable number of travelers visited 
India for leisure – either to absorb the country’s culture that was rich and steeped in history or to 
travel to one of the many relaxing resorts or natural wonders in the country. Often it was possible for 
a visitor to combine work and leisure travel during the same trip. A visitor with business in Delhi, for 
example, could drive to any of the following locations within 400 km (250 miles): Agra to see the Taj 
Mahal; Shimla to enjoy the Himalayas; Jaipur to experience Rajasthani tradition and monuments 
dating back thousands of years; and Ranthambhore to see tigers and other rare wildlife at very close 
quarters in the wild. Not surprisingly, many were bullish about the prospects for Indian tourism. 
Reflecting this optimism, many global luxury hotel chains had set up new hotels in India in recent 
years. 

In spite of the optimism, delivering luxury experiences to travelers could be challenging at times 
in the Indian context. The weather – characterized by very hot summers and torrential monsoon rains 
in some parts of the country – could at times be a barrier to promoting tourism. Moreover, safety had 
surfaced as an issue in the wake of terror attacks in areas populated by foreigners and high-profile 
sexual assaults of Indian and foreign women alike. In November 2008, groups of armed terrorists 
overran southern Mumbai. This included densely populated markets, the CST Railway Station, the 
popular Taj Mahal Palace Hotel, and The Oberoi and Trident hotels at Nariman Point, killing 164 
people. The terrorist attacks threw the financial capital into three days of chaos, prompting 
intensified security precautions on behalf of the safety of guests and staff of India’s luxury hotels. 

                                                           

1 Snow skiing, water skiing, trekking, parasailing, and hot air ballooning. 
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Finally, the urban ecosystem of India’s megacities – poverty, homelessness, slums, traffic, and air 
pollution – also posed challenges for delivering high quality guest experiences consistently.  

Luxury hotels had found ways to anticipate and deal with these challenges. Some luxury hotels 
equipped limousines and town cars for guest transport and installed helipads on their properties to 
expedite airport transfers.6 Others, like the Taj and Oberoi, offered chartered jet services.7 Many 
hotels had invested in diesel or propane generators to ensure that their guests were not affected by 
the unreliable power grid in some parts of the country. To assure sustained access to quality food, 
luxury hotels sourced meats and produce from international and local vendors, engaged in careful 
inspection, bulk purchasing, and futures pricing, and pursued long-term relationships. 
Communication with guests was hindered by low rates of English fluency – the 2010 India Human 
Development Survey found 5% of men and 3% of women to be fluent in English,8 despite India 

having the second most English speakers of any country in the world (20.7% as of 2001).9 
Consequently, luxury hotel chains had developed processes for careful selection and in-house 
training. 

Within an exclusive Indian hotel, business and leisure guests could expect butler service staff 
trained by former Buckingham Palace butlers, rooms equipped with the most modern technologies, 
fully equipped business and conference centers, well-appointed spas offering traditional Indian 
ayuverdic treatments, and excellent culinary options.10 Taj Hotels Resorts and Palaces CEO Raymond 
Bickson claimed, “An ancient cultural protocol of equating the guest with God differentiates India 
from the rest of the globe.”11  

Following the liberalization of the Indian economy, The Oberoi Group, along with other domestic 
hotel brands, faced competition from several large luxury hotel brands that had emerged in India. 

Indian Hotels Company Limited Better known as Taj Hotels Resorts and Palaces, Indian 

Hotels Company Limited (IHCL) opened its flagship property, the Taj Mahal Palace Hotel, across 
from the famed Gateway of India in 1903. By 2014, IHCL operated 93 hotels in 55 locations 
throughout India as well as 16 international properties. IHCL properties were located in urban areas, 
beach resorts, historic sites, and rural settings, and competed in four market segments: luxury, 
premium, mid-market, and value. In the luxury segment, IHCL offered its namesake brand, the 
“Taj,” the spa and resort brand “Taj Exotica,” and its expedition lodge brand “Taj Safari.” Each 
property was unique, emphasized luxury, and promised a personalized experience. The Taj’s 
premium segment properties, the “Vivanta by Taj Hotels and Spas,” were modern, modish facilities 
located in urban areas and popular vacation spots. “The Gateway Hotel” brand that constituted the 
Taj’s mid-market sector offering, targeted at business and leisure travelers, emphasized guests’ need 
to “stay, hangout, meet, work, workout, unwind, and explore.” The Taj’s “Ginger” hotels appealed to 

economy-minded guests who valued “simplicity and self-service.”12 

ITC The ITC Group entered the hotel business in 1975 at the urging of the Indian government, 

which was seeking new ventures to attract foreign exchange. By 2014, ITC operated 90 hotels 
representing four brands in 70 locations throughout the country. Ten “ITC Hotels – The Luxury 
Collection” properties – were located in business and leisure locations including Delhi, Chennai, 
Mumbai, Bangalore, and Agra. The well-known Sheraton and WelcomHotel brands that occupied the 
premium segment offered five-star services and amenities to both business and leisure clients. ITC’s 
Fortune Hotels, located near smaller commercial hubs, offered full service business amenities. ITC 
also operated “Heritage” properties that included refurbished palaces and forts in places of historical 

and cultural significance.13 
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The Oberoi Group: No Effort Too Big, No Detail Too Small 

Rai Bahadur M.S. Oberoi was born in 1898 in a quiet village that became part of post-
independence Pakistan. When he was six months old, his father died from influenza and his mother 
relocated to her hometown of Bhaun. There, M.S. Oberoi lived under the protection of his 
hardworking mother and industrious grandfather, a pawnbroker and lender of influence in the 
community. At fourteen, to continue his education, M.S. Oberoi moved to Rawalpindi, and later 
Lahore, where he moonlighted as a supervisor in his uncle’s shoe factory. Over time, his role at the 
factory evolved, and at eighteen he dropped out of college to pursue a full-time managerial position 
there. Following a political upheaval in 1919 that closed the shoe factory, M.S. Oberoi returned to 
Bhaun, where his mother arranged for his marriage. Three years later, having fled the bubonic plague 
in Bhaun, M.S. Oberoi set out for Shimla, the summer capital of British India, in pursuit of a job with 
the government. Having failed the examination, M.S. Oberoi succeeded in persuading D.W. Grove, 
the manager of the historic Cecil Hotel, to take him on as a clerk at a rate of Rs. 50 a month. It was 
there, in 1922, that M.S. Oberoi’s career in hotels began.14 

 Ernest Clarke, who succeeded Grove as manager of the Cecil, perceived M.S. Oberoi to be a quick 
learner, appreciated his willingness to shoulder a variety of responsibilities, and developed a close 
relationship with him. Vikram Oberoi, M.S. Oberoi’s grandson, recalled that, “It wasn’t part of his 
job, but M.S. Oberoi would wake up at 4:00 am every day to fill coal in the water boiler to ensure that 
each guest got piping hot water. And then he would change into an immaculate suit and conduct his 
managerial duties.” In 1929, Clarke acquired the Carlton Hotel in Shimla and named it after himself, 
and in 1930, he named M.S. Oberoi as a partner in the venture. When Clarke took a six-month break 
from managing the hotel to visit the United Kingdom, M.S. Oberoi doubled the Clarke’s occupancy 
rate and made it one of the most sought after social destinations in British India. In 1934, M.S. Oberoi 
mortgaged his wife’s jewelry and sold all of his assets to acquire the hotel from his mentor, who was 
returning to England, and in 1948 he started East India Hotels Limited (EIH).  

During M.S. Oberoi’s 54-year tenure, EIH acquired and developed many notable properties 
throughout India and introduced new offerings and practices to the industry. When The Oberoi 
Intercontinental Hotel was built in Delhi in 1965, recalled Vikram Oberoi, “the bathtub used to fill in 
under 60 seconds. You turned your tap on and you got hot water instantly. There was also a little 
console next to the bed, and you would press buttons and get different music in your room. These 
were things that in those days were just unheard of.” EIH also became the first Indian hospitality 
company to employ women. “When M.S. Oberoi decided to hire women,” Vikram Oberoi explained, 
“everyone said ‘women from good families don’t work in hotels.’ So the management had to meet the 
candidates’ parents to assure them that the hotel would be personally responsible for the safety and 
honor of all female staff.” During this period, the company also entered such new business verticals 
as in-flight catering and established The Oberoi Centre of Learning and Development.   

The path by which M.S. Oberoi chose to groom his son, P.R.S. Oberoi, for the hotel business was 
an unusual one. Explained P.R.S. Oberoi, “I was encouraged to travel extensively and live in hotels 
across the world. My father wanted me to experience luxuries as a customer, so that they could be 
successfully implemented in our own properties and enhance the ‘Oberoi experience.’” P.R.S. Oberoi 
remained an experiential traveler until the age of thirty-two, at which time he returned to India to 

join his father’s business.15 He served as managing director of The Oberoi Group from 1961 to 2002, 
and as chairman and CEO from 2002 to 2013. P.R.S. Oberoi’s tenure of more than half a century was 
characterized by the adoption of innovative strategies and manifestations of his architectural 
appreciation of classical design and the practical application of the latest technology. 
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Construction of The Oberoi Rajvilas, Jaipur in the mid-1990s, for example, was considered a 
turning point for luxury hotels in India in terms of location, pricing, and design. “Jaipur used to be a 
one night destination,” explained Kapil Chopra, president of The Oberoi Group. “Before The Oberoi 
Rajvilas, everyone was building nice hotels in big cities, but Mr. Oberoi proved that you can build 
iconic hotels outside major metros that can raise the bar of luxury travel.” The 32-acre property, with 
its huge manicured gardens, private pools, and majestic walkways, also set a new bar in terms of 
pricing. In 1997, when the average room rate for the most expensive hotels in Jaipur was Rs. 3,800, 
The Oberoi Rajvilas opened with an average room rate of just under Rs. 9,000. The hotel’s design and 
construction were also novel. Explained Vikram Oberoi, “Mr. Oberoi wanted his guests to visit The 
Oberoi Rajvilas and experience local culture and heritage. So he infused the local culture throughout 
the property: from its design, architecture and selection of artwork, to the choice of uniforms, to the 
use of traditional materials in the construction of the villas and luxury tents.”   

Vikram Oberoi’s passion for hotels was reflected in meticulous attention to detail and active 
involvement in their operations. While studying for his undergraduate degree in economics from 
Pepperdine University, Vikram Oberoi spent summers working at the company’s various properties. 
Returning to India in 1991 to begin full-time training at The Oberoi, Mumbai, Vikram Oberoi worked 
in all divisions of the hotel – including the reception, restaurants, kitchens, and housekeeping – to 
gain first-hand experience in the nuances of the business. Vikram Oberoi’s focus on excellence of 
service was perhaps equaled only by his emphasis on creating a flat organization.   

 “There was an incident,” Vikram Oberoi recalled, “when a guest was checking in, and I delivered 
luggage to his room. We got talking and he asked me my name. When he realized that I was an 
‘Oberoi’ he insisted to take the bags from me, but I refused. I wanted to create a culture where all 
employees feel that no task in a hotel was beneath their dignity.” Vikram Oberoi’s personal touch and 
hands on approach were widely recognized, one employee observing that ”There is nothing that he 
would ask anyone to do that he would not do himself.”16 

In 2014, The Oberoi Group owned and operated 31 hotels in six countries – India, Egypt, 
Indonesia, Mauritius, Saudi Arabia, and the UAE – as well as two luxury cruise liners. The Group’s 
hotels and resorts regularly received hospitality awards and were a consistent feature in Condé Nast 
Traveler, Asiamoney, World Travel Awards, Travel + Leisure, ReviewPro, and Forbes Traveler 400, among 
many other publications. The Oberoi Group offered two hotel brands in India and abroad, the 
flagship luxury ”Oberoi” and five-star ”Trident.” The nineteen Oberoi luxury hotels and resorts 
targeted the “kind of guest who’s in search of true luxury.” The ten Trident Hotels targeted the 

upmarket business and leisure traveler conscious of value and demanding of dependable service.17 

The Oberoi Group, and Oberoi and Trident hotels, operated under the aegis of the publicly held 
EIH Limited (EIH), which also engaged in flight catering, airport restaurants, car rentals, project 
management, and corporate air charters. The Oberoi family held a 35.27% share of EIH, while the 
conglomerate ITC, which operated the rival ITC Hotels held 14.98%, Indian business conglomerate 
Reliance Industries, held 19.34%. For the financial year ended ending March 2014, EIH’s Total 
Revenue was Rs. 12.8 billion (approximately $213 million), and the company posted a net profit 
before tax of Rs. 1.45 billion (approximately $24 million) (Exhibits 8-10). 

Starting with its first hotel, The Oberoi Group built its brand on service excellence with a stated 
mission of “meeting and exceeding the expectations of our guests through unremitting dedication to 
every aspect of service.”18 The core of the Oberoi business philosophy was steeped in offering 
customers an unforgettable experience by assuring unsurpassed excellence. “You can make a hotel 
out of gold,” explained M.S. Oberoi, “but no one will stay there unless you can provide efficient and 
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gracious service.”19 In fact, the Group did not see itself as being in the business of boarding and 
lodging; clarified Vikram Oberoi, “The business of luxury hospitality is less about cost and more 
about value, less about extravagance and more about the experience.” 

The Oberoi Service Experience 

 “If you look at the hospitality industry, there are only four things to be done,” explained Chopra. 
“Everything revolves around four things – a warm welcome, a zero-defect product, anticipatory 
service, and a fond farewell. That’s the business, really.”  

Warm Welcome 

A guest en route to The Oberoi Gurgaon in the National Capital Region of New Delhi was met at 
the arrival gate of Indira Gandhi International Airport by two Oberoi staff: a driver in a white 
uniform, bearing a sign with the guest’s name; and Oberoi’s airport associate, attired in a business 
suit. While the driver saw to the guest’s bags, the airport associate, who was familiar with the guest’s 
itinerary, greeted him and engaged him in conversation about his visit. Once in the car, a black BMW 
7 Series, the driver inquired if he could call ahead to pre-arrange dinner at the hotel, and upon arrival 
the on-duty manager greeted the guest with folded hands, a traditional Indian welcome. As he 
crossed the lobby, several staff members welcomed the guest by name with folded hands, the 
traditional Indian greeting. A hostess led the guest to his room to complete the “check-in formalities,” 
scanning the guest’s passport, running his credit card, reviewing his morning schedule, arranging 
breakfast, and conducting a tour of the well-appointed room. Special preparations included fresh 
flowers, a personalized note from the manager, and a quartet of chocolates customized with the logo 
of the guest’s company (Exhibit 11). Upon completion of the check-in process, the butler arrived to 
deliver a welcome drink.  

Zero-Defect Product 

Oberoi’s service model was highly reliable, earning it a very high average Net Promoter Score of 

87.70 across locations during the first quarter of 2013 (Exhibit 12).2  Mistakes happened, however, 
and when they did, Oberoi tracked them via an electronic document called a glitch report. The glitch 
report served two purposes. First, all team members were able to read the glitch report, so that they 
could help make things right and go out of their way to ensure that the rest of the affected guest’s 
stay was exceptional. Second, root causes of mistakes could be identified and tracked by means of 
glitch reports, enabling the hotel to engage in corrective action in order to prevent a recurrence. “The 
first thing we need to do,” elaborated Vikram Oberoi, “is to create a culture where people aren’t 
afraid. If a mistake has occurred, it’s important for the concerned employee to highlight that 
something has gone wrong, and share this with everybody within the hotel so that we have time to 
address it. If we hear about it when the guest is checking out, it is too late. If you highlight it 
immediately, we can act upon it immediately and spare no effort to set it right.” 

                                                           

2 Net Promoter Score (NPS) is based on customer answers to the question, “how likely are you to recommend [company name] 
to a friend or colleague?” Customers respond on a 0 (very unlikely) to 10 (very likely) scale. Promoters are customers who 
respond with a 9 or 10. Detractors respond with a score of 0 to 6. Scores of 7 and 8 are ignored. NPS is calculated by subtracting 
the percentage of customers who are detractors from the percentage who are promoters. Positive NPS scores are considered 
good, while scores above 50% are considered to be excellent. For example, a 2013 benchmarking study of 10,000 U.S. 
consumers by Temkin Group found Net Promoter Scores in the hotel industry that ranged from a low of -13 to a high of 50, 
with an average of 29. Hotels in that study included: Best Western, Comfort Inn, Courtyard by Marriott, Crowne Plaza, Days 
Inn, Fairfield Inn, Hampton Inn, Hilton, Holiday Inn, Holiday Inn Express, Hyatt, La Quinta Inn, Marriott, Motel 6, Quality 
Inn, Residence Inn, Sheraton, Super 8, and Westin. 
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Anticipatory Service 

A guest at The Oberoi Rajvilas in Jaipur, traveling with his son and trying to decide which of two 
restaurants at the hotel to choose for dinner, asked the front office assistant to send up menus for 
both restaurants. Within minutes, an attendant arrived with menus for the Surya Mahal and Raj 
Mahal. The guest was leaning towards the Raj Mahal, but wanted to ensure that it would have 
something his son would like. Looking through the menus, he mentioned to the attendant that he 
was “glad the Raj Mahal had Dal Makhani,” which his son liked. When the two arrived for dinner 
less than half an hour later, the waiters receiving them addressed the son by name, pleasantly 
reassuring him that “we do have Dal Makhani for you.” 

Fond Farewell 

A guest checking out of The Oberoi Amarvilas in Agra was greeted by name by the duty manager 
at the front desk. After inquiring about the guest’s morning excursion to the Taj Mahal, the manager 
introduced a front office assistant who quickly settled the guest’s bill and asked if he would complete 
a comment card. Upon doing so, the guest was escorted by the manager through the hotel’s scenic 
courtyard where 22 staff members (chefs, cooks, porters, housekeeping staff, etc.) stationed 
throughout bowed in unison and thanked the guest for his stay (Exhibit 11). After a handshake and 
heartfelt thank you from the manager, the guest was helped into his car and driven to the airport. 

Delivering World Class Service Interactions 

A critical enabler of Oberoi’s service model was the skill and dedication of its employees. As one 
guest observed, “Other hotels have the same physical property, but it is the network among its 
people that enables Oberoi to provide exceptional service.” Oberoi exploited the full potential of its 
human resources through an integrated approach to employee selection, job design, training, 
balancing work and life, and performance management. 

Employee Selection 

India’s massive population and the relative popularity of hotel management programs 
notwithstanding, finding suitable employees was a significant challenge for luxury hotels like Oberoi. 
One employment agency estimated that fewer than 11% of graduates of Indian hotel management 
programs were employable. The study cited deficiencies in domain knowledge, quality orientation, 
interpersonal skills, and ability to work under pressure, as well as difficulty with communication – 
nearly 40% of graduates of hotel management programs lacked a sufficient command of English.20 

Oberoi selected team members for new locations from all parts of India as well as from its other 
hotels. “When we opened The Oberoi Rajvilas and the Trident in Jaipur, we traveled to 18 cities for 52 
days to find 240 people. We must have met more than 8,000 people,” explained Mohit Nirula, Dean 
of The Oberoi Centre of Learning and Development. “Anybody we select must have the potential to 
grow two levels,” elaborated Vikram Oberoi, “and in our structure, it is entry level, supervisor, and 
executive positions. So if you are selecting me, you may be looking at me and saying can Vikram 
deliver baggage to the room? Can Vikram check in and check out guests? But more importantly, does 
he have the potential to become a manager? So, for example, for entry level positions [waiter, 
reception, room cleaner, cook, etc.] we only take hotel school graduates or people who have 
graduated from university.” Oberoi also insisted that candidates adhere to the values in The Oberoi 
Dharma, the company’s fundamental code of conduct (Exhibit 13). 
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Its reputation for quality and for developing its people made Oberoi attractive as a prospective 
employer. “The Oberoi Group was and continues to be the first port of call for anybody who wants to 
be in the hospitality industry. Learning is guaranteed, growth within the company is a distinct 
possibility and growth in the industry is virtually assured,” explained Nirula. Any position for which 
Oberoi could not offer growth opportunities within or outside the company (e.g., gardening or 
security) was contracted out to a vendor. 

Job Design 

Positions at Oberoi were inherently cross-functional. A front office assistant would work at the 
front desk, check guests in, check guests out, take luggage to guests’ rooms, and work as a concierge, 
switching among roles as needed. Each role was governed by a detailed set of standards covering all 
guest interactions from the time of reservation to check-out. Oberoi also had a set of behavioral 
standards that applied across function, described in a green booklet, Making a Difference the Oberoi 
Way (Exhibit 14), given to each new hire. Every team member who entered a guest’s room, for 
example, followed the same protocol: “Ring the doorbell twice at an interval of 10 seconds before 
entering guest rooms. Announce your department prior to entering the room and pause for a 
response. Strictly honour ‘Do not disturb’ signs.”  

Guests’ needs and behaviors sometimes dictated deviations from the standards that governed 
routine facets of team members’ interactions with guests. Vikram Oberoi described an example from 
a time in the hotel’s history when the majority of interactions were standardized. 

A lady checked in at the Oberoi and she used to stay at the Taj. During her check-in, 
she asked the butler, “Can I get a glass of sparkling wine with the welcome drink?” The 
butler didn’t think he could give her a glass of sparkling wine without approval from 
the manager. He called the butler manager. The butler manager didn’t take a decision 
and said, “Check with the food and beverage manager.” The food and beverage 
manager was in a meeting, so he didn’t pick up his mobile phone. On seeing the missed 
call, he called the butler back. Forty-five minutes had gone by, but he explained, ”There 
is a guest and she wanted a glass of sparkling wine.” So the manager said, ”Sure, go 
ahead and give her the glass.” He then went with the glass of sparkling wine, 45 
minutes after the initial request, and rang the doorbell. The lady opened the door with a 
smile, but she said, ”I don’t want it any more.” Now my question is, if I were that butler, 
how many times will I go out of my way? 

The story of this interaction prompted the general managers to create a program that empowered 
team members to spend up to Rs. 1,500 (approximately $25) to create moments of delight for guests. 
Importantly, the eMpower program was intended not for service recovery, but rather used 
proactively to personalize and make more memorable the service Oberoi delivered. Nirula offered an 
example. 

Somehow the smallest things cause the greatest delight. There is this friend of mine 
who collects fridge magnets wherever he goes. He was at The Oberoi Vanyavilas, and 
on the day of his departure, he realized that he hadn’t bought a fridge magnet. He went 
into the hotel shop, but the shop didn’t stock fridge magnets. Several days later, in a 
courier, came a fridge magnet to his home. Now, how much would that have cost? He 
was overwhelmed, because otherwise on his fridge, there would have been one section 
empty without a tiger. 
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There were no restrictions on the use of eMpower, save that team members’ log how they used it. 
In 2013, across all Oberoi locations, employees logged more than 30,000 instances of using eMpower. 
Logging its use enabled management to track new ideas that had been used to enrich guest 
experiences and compare the log with guest comments to identify instances that had the greatest 
impact. Some examples, like the refrigerator magnet story, were highly guest-specific. Others, like 
providing a guest traveling with a lot of computer adapters a pouch to help organize them (Exhibit 

15), were more general. The ideas that were most general and had the greatest impact were 
periodically incorporated into the standard. The practice of replacing a guest’s empty toothpaste tube 
with a new tube of the same brand, for example, was an instance of a thoughtful gesture made by a 
team member using eMpower becoming incorporated into Oberoi’s standard service offerings. 

Training 

Training was one of the core value propositions Oberoi offered employees. Oberoi’s reputation for 
quality and employee development made its former employees highly marketable in the hospitality 
industry. New employees received on the job training from managers and more seasoned colleagues. 
One location, with 275 front office, kitchen, food and beverage, and housekeeping staff had 35 
employees designated as trainers.  

In addition, approximately $1.5 million was invested annually in The Oberoi Centre of Learning 
and Development (OCLD). The formalized training provided by the OCLD included four programs 
for developing talent in hospitality management. A certificate-granting program called STEP 
developed proficiency in hospitality management for 60 high school students admitted each year. An 
additional 55 students were annually selected for the OCLD’s flagship, two-year postgraduate 
management development program, which offered three concentrations: Guest Services 
Management, Housekeeping Management, and Kitchen Management. The curriculum for each 
concentration featured a combination of foundational modules on broadly relevant topics like team 
leadership capabilities, human resource management, and sales and marketing as well as 
professional skills modules specific to each concentration (Exhibit 16). Based on doing things the 
“Oberoi Way,” all modules involved a mix of professional experiences and classroom development. 
Roughly 67% of the program’s graduates were Oberoi employees selected on the basis of superior 
performance, the balance being selected from among more than 10,000 applications submitted 
annually by external candidates.  

The OCLD also offered programs for Oberoi employees transitioning from entry level to 
supervisory positions and from supervisory to executive positions. Nirula described the value and 
allure of the training Oberoi employees received. “The most cast-iron, guaranteed way to achieve 
growth in the Indian hospitality environment [is] to have the stamp of The Oberoi Group. If you also 
have the stamp of The Oberoi Centre of Learning and Development, that is an additional bonus, but 
if you are an Oberoi product, chances are you will get accepted anywhere in the world.”  

Balancing Work and Life 

The average Oberoi team member was 23 years old, and one manager estimated that roughly 85% 
were single. In an effort to attract the best people, team members at hotels were selected from across 
the country, and consequently, many lived away from home. In a number of hotels, Oberoi provided 
accommodations for its employees. Men and women lived in separate residences, and a regularly 
scheduled shuttle service transported them to and from the hotel. 
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Because Oberoi employees worked six days per week, the company provided all of the amenities 
and resources their professionally-engaged team members required to manage their lives outside of 
working hours. Each hotel had a dining room that provided meals to employees, many operated a 
“tuck shop” from which employees could buy necessities, and some even offered a concierge service 
that would run errands on behalf of employees. All hotels also had an on-call doctor who provided 
health care to employees, and sleeping quarters and game rooms were behind-the-scenes fixtures at 
Oberoi hotels intended to provide an outlet for employees who needed to unwind. Oberoi offered 
courses on topics ranging from English and geography to salsa dancing and parasailing, and 
facilitated community-building events like talent shows, festivals, and intramural cricket and carrom 
tournaments. Oberoi’s annual executive turnover rate was 13% and staff turnover rate was 26%. 

Performance Management 

Oberoi, unlike many hotels, discouraged individual gratuities. A card displayed in each room 
read:  

The hotel does not levy a service charge. Should you wish to leave gratuities for the 
staff, please place the gratuities in a sealed envelope and leave the envelope at the front 
desk. We do not encourage gratuities to individual members of the staff. If any staff 
member(s) have given you exceptional service, please mention their name(s).  

Employees were instructed to decline individual gratuities. Oberoi management achieved 
alignment by leveraging a mix of alternative monetary and non-monetary incentives in lieu of tips. 
For example, although compensation was bound within a range, the level was based on an 
employee’s position and the outcome of annual performance evaluations (Exhibit 17), which also 
determined nominations for promotion and participation in OCLD programs (Exhibit 18).  

Performance data was highly visible to employees and updated regularly (Exhibit 19). Grids 
prominently displayed in employee corridors indicated occupancy rates and dates and times of 
special events, and displayed the names, room numbers, photos, and biographies of VIP guests. 
Departments’ Net Promoter Scores, guest comments referencing specific employees, descriptions of 
particularly creative or high impact uses of eMpower, TripAdvisor reviews, Leading Quality 
Assurance (LQA) ratings, grooming scores, and Kudos Cards (commendations exchanged between 
employees) were displayed on whiteboards and handmade posters. Leaderboards highlighted the 
performance of individuals, who were assigned points for productive behaviors like suggesting 
improvement opportunities, commending colleagues, or being mentioned in a guest’s comment card. 
Monthly top scorers were dubbed “champions” and their photos prominently displayed, and daily 
updated scoreboards tracked the performance of departments and teams assigned to different floors. 
Being named a champion or being a part of a winning team was a source of status within the 
community.  

Continuous Process Improvement 

Priding itself on attention to detail in delivering a great guest experience, the Oberoi specified 
standards for almost every task and activity, from detailed grooming standards for men and women, 
to the requirement that operators “answer calls with a smile” within three rings, to specifications for 
arranging packets of sugar and sweetener for coffee and candies in conference room dishes (Exhibit 

11). Even the scent in Oberoi and Trident hotels was standardized by burning a customized mixture 
of incense on every floor. 
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P.R.S. Oberoi’s obsession with details fueled the hotel’s emphasis on detail and insistence on 
standards. Huvida Marshall, who was the Hotel Manager when The Oberoi Rajvilas opened,3 
recalled Mr. Oberoi calling almost every evening to inquire about the guest experience. “The Oberoi 
Rajvilas,” she explained, “being an entirely new concept, was operating at close to 10% occupancy in 
the first few months following its opening. Mr. Oberoi wanted to ensure that I did not turn off the 
lights in a section of the property visible to guests, but where no rooms were occupied, to conserve 
energy or control costs. He did not want the guest experience compromised by a section of the resort 
being dark.” A further example of P.R.S. Oberoi’s attention to detail was related by Chopra. When 
construction of The Oberoi Gurgaon produced a large concrete wall 20 meters (66 feet) high and 300 
meters (1,000 feet) wide, he explained, Mr. Oberoi insisted that it be green, that is, that it be covered 
with plants. Chopra and his colleagues wondered how they could construct such a “green living 
wall” that would have to support the substantial weight of plants, which would have to be able to 
withstand temperatures between 2 degrees and 48 degrees Celsius. “So all of us on the team worked 
for about a year to come up with a solution, and the result is this stunning outdoor green living wall 
that takes guests by surprise as they admire the scale.” Chopra explained that not covering the wall 
with plants was simply “not open for discussion.” Stories of P.R.S. Oberoi’s attention to detail and 
clear displeasure when standards that reflected this attention were violated abounded among 
managers. 

It was nevertheless realized that a scripted process, however detailed or thoughtful, could not 
accommodate the frequent contingencies that arose at a hotel. Consequently, employees were 
encouraged to use discretion in following the steps outlined in standard operating processes. The 
amount of privacy and recognition an individual guest might desire was a case in point. Guests 
addressed by name by employees they had not yet met were generally impressed and appreciated 
such recognition, which showcased the hotel’s focus on individual guests and desire to personalize 
the guest experience. Occasionally, however, the hotel received celebrity guests who valued their 
privacy. Vikram Oberoi shared the example of a famous Hollywood movie actress who, seeking to 
travel incognito, had reserved and checked in under a name other than her well-known one. “It was 
important that during her stay no one address her by her more well-known name. In fact, no one did, 
even though all the employees knew who she really was.” The actress was deeply appreciative of the 
hotel respecting her privacy.  

Customer need was not the only driver of customization. Nirula argued that it was important to 
allow such customizing because it “created an environment where the employees’ natural service 
ethic would blossom.” He narrated a story to illustrate his point:  

You know when your favorite uncle came to visit, you did everything to take care of 
him. You sent him a letter saying how much you were looking forward to seeing him, 
you went to the train station to receive him, you brought him home in your car even if it 
was 12:30 at night, your mother was there to give him a hot cup of tea. You had emptied 
your room, cleaned the bathroom, and emptied a section in the cupboard for him to 
store his clothes. You inquired if there were any clothes for washing and you assured 
him that you had made his favorite Dal Makhani. We did this as common courtesy and 
care for our guest. Now we call it reservation confirmation, station hotel transfer, meet 
greet, warm welcome, rooming, all this jargon for something we’ve been doing as 
children forever. 

                                                           

3 Marshall was the General Manager of The Oberoi Bangalore at the time of the case. 

This article is made available to you as part of the AirAsia Leadership Workshop with Ananth Raman for your personal use. 
Further posting, copying or distribution is not permitted.



615-043 Oberoi Hotels: Train Whistle in the Tiger Reserve 

12 

Nirula argued that by allowing employees to customize the guests’ experience, “we take this 
natural service ethic and try and train people to serve naturally. You actually don’t need to train 
them. You need to enable an environment where peoples’ natural service ethic blossoms.” Excessive 
emphasis on standard operating procedures could curb one’s ‘natural service ethic,’ he explained.  

 “No two guest interactions are alike,” Vikram Oberoi observed, “and it is important that we 
always do the right thing for each guest. You can’t foresee and anticipate everything that is going to 
happen. So our belief is that we apply our values in decision making. By applying those values, we 
will always come to the right decision. Focusing on our values cannot be compromised.” Relentless 
measurement of the guest experience was a fundamental tenet of the Oberoi, which tracked, and 
promptly and publicly displayed department level Net Promoter Scores for employees on a daily 
basis. Guest comments pertaining to individual departments were typically posted next to the scores. 
Hotel executives also tracked comments on social media sites (like TripAdvisor) and initiated follow-
up action as indicated by specific guest comments.   

Oberoi constantly sought to improve its processes, in part, on the basis of guest feedback and 
employee suggestions. Jimmy Allen, a partner at Bain Consulting, related the following anecdote to 
illustrate the Oberoi’s commitment to continuous improvement. One guest card bore the simple 
comment that the tea was not as hot as it should be. The hotel manager had written a note of apology 
to the guest, but believing that he had not really investigated the issue, Vikram Oberoi called him and 
began to probe as follows. 

The guest was English and I was confident she’d know her tea. So I asked the hotel 
manager to measure the temperature of the Oberoi hot water against that of a normal 
teakettle. And there was a difference. Our big machine was a couple of degrees cooler, 
but still delivered ”hot tea.”  But I probed further and we found that the machines were 
significantly colder toward the end of the descaling cycle, that is, just before we were 
routinely descaling the machines. So the hotel manager and I looked at it further and 
realized that we didn’t have a standard maintenance program for the machines that took 
into account the changes in temperature over time. We called other Oberoi hotels and 
realized this was a common problem. And it meant that maybe, at the wrong time in the 
maintenance cycle, we might deliver cool tea. So we solved it. One small observation 

from a guest led to a fundamental change in our hotel maintenance procedures.21 

More broadly, weekly small improvement team (SIT) meetings, which brought together groups of 
employees from all levels and functions, sought to identify areas with relatively high net detractor 
scores, to brainstorm and test ideas for enhancing guest experiences. “Our objective,” Vikram Oberoi 
maintained, “must be to ensure not even one hotel guest leaves the hotel unhappy. It can’t be 1%. It 
can’t even be one guest, and that is what we should work towards. Do we achieve it? No. We would 
be lying if we said we did, but it starts with that mindset, which says that is where we want to be.” 

Growth Plans 

With large, ambitious international brands like Hyatt, Marriot, Intercontinental, and Starwood 
entering India, The Oberoi Group had to be mindful of its foothold in the hotel industry. Exceptional 
guest service had been the Group’s main competitive advantage, but with stiff competition, creating 
an even stronger brand and achieving tangible differentiation became more important for the 
company. “The key to success,” Vikram Oberoi observed, “is to be able to anticipate changes and 
have the ability to meet new expectations in as short a time as possible, without compromising the 
brand and the values that form the foundation of our business.” With its 24 Indian properties 
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recording an average occupancy rate of 68% in 2014, The Oberoi Group had demonstrated its ability 
to successfully go head-to-head with its competitors. But its relatively limited presence in India and 
abroad led some to wonder if the Group should consider a more aggressive expansion strategy.   

On expansion, Vikram Oberoi was committed but cautious. “We feel,” he said, “that we have built 
a luxury brand that we must expand worldwide.” He was clear, however, that expansion must not 
compromise quality. “We don’t want to be the biggest, we want to be the best. Our goal is to operate 
profitable hotels that offer exceptional service and this needs to be considered while taking a decision 
to develop new hotels.” 

Conclusion 

Vikram Oberoi reread Malhotra’s letter and the guest’s comment card. Clearly, this guest hadn’t 
left satisfied with his experience, but what was to be done? Refund the abandoned night, or perhaps 
the charges for the guest’s entire stay? Or might a heartfelt apology suffice? Vikram thought hard 
about the sources of this customer’s dissatisfaction as he reflected on what needed to be done. 

  

This article is made available to you as part of the AirAsia Leadership Workshop with Ananth Raman for your personal use. 
Further posting, copying or distribution is not permitted.



615-043 Oberoi Hotels: Train Whistle in the Tiger Reserve 

14 

Exhibit 1 Draft of Letter from Ratna Malhotra 

 
From: Ratna Malhotra 
Sent: Monday, January 13, 2014 9:34 AM   
To: Vikram Oberoi 
Subject: Draft: Your Stay At The Oberoi Vanyavilas, Ranthambhore 

  
Dear Mr. _______, 
  
Greetings from The Oberoi Vanyavilas! 
  
Thank you for sharing your thoughts and views with us through our feedback questionnaire. I apologise for not 
being able to acknowledge your feedback earlier as I had been travelling. However, I thank you for taking the 
time to talk to me personally before leaving. 
  
Mr. _______,, I am terribly sorry that the noise from the trains made it difficult for you to sleep at night. We have 
double glazed windows but the roof of the accommodation at the hotel is tented and therefore not soundproof.    
  
Your feedback form also indicates that you were not satisfied with the quality of food and the bar. I am sorry that 
the food and bar experience did not meet your expectations. I would greatly value your feedback and 
suggestions so that we are able to address this. In doing so, we will be able to enhance the experience in both 
areas for other guests staying with us. I appreciate that sending your comments on e-mail is time consuming - 
would it be possible for me to call you at a time that is convenient so that I can make a note of your feedback 
over the telephone?  
  
Sir, ever since we opened, the resort has not offered in room dining. However, for guests travelling with children 
and for our elderly guests, we always informed them on check-in that we will be happy to provide room service. 
We also receive requests from our other guests from time to time and have always accommodated their room 
service orders.  
  
I would like to thank you for your very kind feedback about my team. Your generous indication of their 
performance will be a source of inspiration and will encourage them to achieve even higher standards. 
  
Mr. _______, for us our Guest Experience matters the most and we felt terrible that you had to cut short your 
stay on account of the reasons highlighted. We certainly cannot make up for the inconvenience you experienced 
but we do not feel comfortable charging you and Mr. _______ for the accommodation. We seek your kind 
permission to reverse the charges on your credit card for the third night of your reservation. We will also 
definitely work on your suggestions and will not be at peace till you visit us again. 
  
I look forward to hearing from you and I hope you will give me the opportunity to call you for your feedback. I also 
sincerely hope that you will give my team and me the opportunity to welcome you back to The Oberoi 
Vanyavilas!  
  
Thank you 
  
Yours sincerely and safe travels, 
  
Ratna Malhotra 
General Manager |The Oberoi Vanyavilas | Ranthambhore Road, Sawai Madhopur- 322001 | India | 
Tel: +91 7462 223 999 | Fax: +91 7462 223 980/81/88 
 

Source: Company documents. 
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Exhibit 2 Leading Quality Assurance Scores of Oberoi and Competing Brands (2014) 

 

Source: Leading Quality Assurance. 

Notes:  Competitors included in the analysis include Dorchester Collection, Fairmont, Four Seasons, Jumeirah, Kempinski 
Hotels, Leading Hotels of the World, Mandarin Oriental, Oberoi Hotels & Resorts, Orient Express, Raffles, Ritz 
Carlton, Rocco Forte Hotels, Rosewood Hotels, St. Regis, and Taj Group. Competitor groups are listed in alphabetical 
order in this note, and do not correlate to the ranking order displayed in the competitor set. 

 

Exhibit 3 Abreviated List of Recent Awards for Oberoi Hotels & Resorts 

 World’s Highest Rated Luxury Hotel Brand– ReviewPro’s 2014 Top Luxury Hotel & Brand Report 

 World’s Best Hotel Brand – Travel + Leisure, US, World’s Best Awards, 2013 

 World’s Leading Luxury Hotel Brand – World Travel Awards 2013 

 World’s Leading Luxury Hotel Brand – World Travel Awards 2012 

 Best Business Hotel Chain in India – Travel + Leisure, India & South Asia, India’s Best Awards 2011 

 Best Premium Hotel Category–Times Travel Honours 2011, The Times of India Group 

 Best Business Hotel Chain in India–Condé Nast Traveller, Readers’ Travel Awards, India 2011 

 Business Leader in the Hospitality Category–NDTV Profit Business Leadership Award 2011 

 Best Hotel Chain (outside the UK)–Guardian, Observer and guardian.co.uk Travel Awards 2008 

 Best Hotel Chain (outside the US)–Condé Nast Traveler, USA, Business Travel Awards 2007 

 Asia's Leading Luxury Hotel Brand–World Travel Awards 2007 

 

Source: Company documents. 
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Exhibit 4 Quality Evaluations of Oberoi Properties 

 

  

Source: Leading Quality Assurance, Expedia, and TripAdvisor ratings. 
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Exhibit 5 Inside a Luxury Tent at The Oberoi Vanyavilas 

 

Source: Company documents. 

 

Exhibit 6 Map of Ranthambhore, India 

  

Source: Google Maps. 
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Exhibit 7 Foreign Tourist Arrivals to India (1950–2010) 

 
 

 

 

Source: Ministry of Tourism website, “India Tourism Statistics, 2012,” http://tourism.gov.in/writereaddata/ 
CMSPagePicture/file/marketresearch/publications/India%20Tourism%20Statics(2012)%20new.pdf,  
accessed April 2014. 
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2000 2.65 6.7 220.1 15.4

2001 2.54 -4.2 236.5 7.4

2002 2.38 -6 269.6 14

2003 2.73 14.3 309 14.6

2004 3.46 26.8 366.3 18.5

2005 3.92 13.3 392 7

2006 4.45 13.5 462.3 17.9

2007 5.1 14.3 526.6 13.9

2008 5.28 4 563 6.9

2009 5.17 -2.2 668.8 18.8

2010 5.78 11.8 747.7 11.8

2011 6.31 9.2 864.5 15.6

2012 6.58 4.3 1,036.30 19.87

This article is made available to you as part of the AirAsia Leadership Workshop with Ananth Raman for your personal use. 
Further posting, copying or distribution is not permitted.



Oberoi Hotels: Train Whistle in the Tiger Reserve 615-043 

19 

Exhibit 8  Balance Sheets of Oberoi and Taj Hotels in INR million (2014) 

 

Assets Oberoi (EIH Ltd.) Taj (IHC Ltd.) 

  Non-current Assets 

       Tangible Assets 

          Freehold Land including development cost 1,410.85 1,333.30 

          Leasehold Land 2,514.20 105.70 

          Buildings 9,794.17 9,277.80 

          Office Equipment 49.54 192.50 

          Plant & Equipment 4,991.50 4,478.00 

         Furniture & Fixtures 591.21 1,325.30 

          Vehicles 151.51 63.90 

          Leased Vehicles 56.74 -- 

          Boats 33.32 -- 

          Aircrafts 343.34 -- 

          Sanitary Installation 740.08 -- 

     

     Intangible Assets 4.30 197.60 

     Capital Work-in Progress 456.84 4,304.60 

     Intangible Assets Under Development -- 14.20 

     Non-current Investments 7,039.50 27,616.40 

     Long Term Loans and Advances 3,311.93 15,547.20 

     Non-current assets -- 47.00 

          

   Current Assets 
       Current Investments -- -- 

     Inventories 
           Stores and Operating Supplies 191.95 211.20 

         Provisions, Wines and Others 205.55 190.60 

 

   
      Trade Receivables 1,701.24 1,244.10 

     Cash and Bank Balance 164.60 431.70 

     Short Term Loans and Advances 370.90 676.70 

     Other Current Assets 4.16 405.90 

Total Assets 34,127.43 67,663.70 

   

   

   

Liabilities and Owner’s Equity 
  Shareholders’ Funds 26,475.86 26,938.40 

Current Liabilities 4,520.31 11,534.30 

Non-current Liabilities 3,131.26 29,191.0 

Total Liabilities and Owner’s Equity 34,127.43 67,663.70 

 

Source: EIH Limited Annual Reports, http://www.eihltd.com/investor_relations/financials.asp, accessed Sept 2014 and The 
Indian Hotel Company Limited Annual Reports, http://www.tajhotels.com/About-Taj/Investor-Relations/annual-
reports.html, accessed Sept 2014 
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Exhibit 9  Income Statements of Oberoi and Taj Hotels in INR million (2014) 

 
Oberoi (EIH Ltd.) Taj (IHC Ltd.) 

Revenue 

    Revenue from Operations 
       Rooms 4,576.52  8,842.60  

     Food and Beverage 5,554.97  7,741.60  

     Other Services 2,657.92  3,189.10  

Total Income 12,789.41  19,773.30  

       

Expenses 
  

  Consumption of Provisions, Wines and Others 1,886.04 
 1,768.30  

  Employee Benefit Expenses 3,525.85  4,725.30  

  Finance Costs 406.50  988.20  

  Power and Fuel 1,033.66  1,657.00  

  Rent 279.37  401.10  

  Repairs (buildings, plant & machinery, others) 651.95  815.10  

  Other Expenses 2,619.87  6,033.70  

Total expenses 10,403.24  16,388.70  

           

Depreciation and Amortization  991.75   1,222.60  

Exceptional Items  118.44   -7,371.00  

Extraordinary Items  -65.04  -- 

         

Profit Before Tax  1,447.82   -5,209.00  

Tax  497.41   695.90  

        

Profit After Tax 950.41 -5,904.90 

 

Source: EIH Limited Annual Reports, http://www.eihltd.com/investor_relations/financials.asp, accessed Sept 2014 and The 
Indian Hotel Company Limited Annual Reports, http://www.tajhotels.com/About-Taj/Investor-Relations/annual-
reports.html, accessed Sept 2014 
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Exhibit 10  Performance Metrics of Oberoi and Competing Brands in India (2008–2013) 

 2008 2009 2010 2011 2012 2013 

       

Oberoi (EIH Ltd)       

Occupancy rate (%) 57% 58% 52% 57% 60% 62% 

Revenue per available room (Rs) 8,101 7,070 6,806 7,216 7,736 8,136 

       

Five-Star Deluxe       

Occupancy rate (%) 63% 62% 61% 60% 60% 61% 

Revenue per available room (Rs) 6,933 5,715 5,694 5,491 5,398 5,306 

       

Five-Star       

Occupancy rate (%) 59% 59% 62% 59% 55% 58% 

Revenue per available room (Rs) 4,250 3,756 3,949 3,626 3,257 3,274 

       

Four-Star       

Occupancy rate (%) 59% 60% 61% 60% 58% 58% 

Revenue per available room (Rs) 3,362 2,797 2,977 2,942 2,718 2,557 

       

Three-Star       

Occupancy rate (%) 56% 56% 59% 57% 57% 58% 

Revenue per available room (Rs) 1,985 1,806 1,959 1,909 1,848 1,821 

       

Two-Star       

Occupancy rate (%)    65% 59% 62% 

Revenue per available room (Rs)    1,110 1,091 1,230 

       

Source: Performance for Oberoi’s hotels in India data provided by the company.  Industry benchmark data provided by 
Khanna, Achin, and Karan Sahani. 2014 Hotels in India Trends and Opportunities Report. HVS. 

Notes: Occupancy rate is the number of rooms sold or occupied as compared to the total number of rooms available in a 
hotel. Revenue per available room (or RevPAR) is equal to the average daily room rate x the occupancy rate. Rs 1,000 
INR = $16.73 USD in 2014. 
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Exhibit 11 Photos of the Oberoi Service Experience 

 

Flowers, fruit, and chocolates await an arriving guest 

 

Welcome note from manager 

 

Customized welcome chocolates 

 

Standardized placement of sugars and candies in an 
Oberoi conference room 

 

“Fond farewell” at The Oberoi Amravilas in Agra 

Source:  Casewriter photos. 
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Exhibit 12 Net Promoter Score by Location  

 

Source: Company documents. 

Notes:  Data reflects guest experiences from January 6, 2013 – March 31, 2014. 

 

Exhibit 13 The Oberoi Dharma 

We, as members of The Oberoi Group are committed to display through our behaviour and actions the following 
conduct, which applies to all aspects of our business: 
 

 Conduct which is of the highest ethical standards - intellectual, financial and moral and reflects the highest 
levels of courtesy and consideration for others. 

 Conduct which builds and maintains teamwork, with mutual trust as the basis of all working relationships. 

 Conduct which puts the customer first, the Company second and the self last. 

 Conduct, which exemplifies care for the customer through anticipation of need, attention to detail, 
excellence, aesthetics and style and respect for privacy, along with warmth and concern. 

 Conduct which demonstrates a two-way communication, accepting constructive debate and dissent whilst 
acting fearlessly with conviction. 

 Conduct which demonstrates that people are our key asset, through respect for every employee, and leading 
from the front regarding performance achievements as well as individual development. 

 Conduct which at all times safeguards the safety, security, health and environment of our customers, 
employees and the assets of the Company. 

 Conduct which eschews the short-term quick fix for the long-term establishment of a healthy precedent. 
 
Source: Company documents. 

Hotel Name Count % Count % Count %
Total 

Count
NPS 

(P%-D%)

The Oberoi Mumbai 32 0.75 471 11.04 3,763 88.21 4,266 87.46

The Oberoi New Delhi 124 2.02 995 16.24 5,006 81.73 6,125 79.71

The Oberoi, Bangalore 23 0.58 382 9.67 3,544 89.74 3,949 89.16

The Oberoi Grand, Kolkata 111 1.69 973 14.83 5,475 83.47 6,559 81.78

The Oberoi, Gurgaon 31 1.41 212 9.65 1,954 88.94 2,197 87.53

The Oberoi, Amarvilas 59 1.53 308 8.01 3,480 90.46 3,847 88.93

The Oberoi Rajvilas, Jaipur 25 1.10 172 7.55 2,081 91.35 2,278 90.25

The Oberoi Udaivilas, Udaipur 36 1.11 283 8.76 2,912 90.13 3,231 89.01

The Oberoi Vanyavilas, Ranthambhore 7 0.64 49 4.47 1,040 94.89 1,096 94.25

The Oberoi Wildflower Hall 2 0.12 112 6.71 1,556 93.17 1,670 93.05

The Oberoi, Cecil 21 0.82 285 11.12 2,258 88.07 2,564 87.25

The Oberoi Motor Vessel Vrinda, Kerela 0 0.00 2 2.94 66 97.06 68 97.06

The Oberoi, Dubai 56 2.66 336 15.93 1,717 81.41 2,109 78.76

The Oberoi, Mauritius 11 0.95 85 7.37 1,058 91.68 1,154 90.73

The Oberoi, Bali, Indonesia 28 1.88 196 13.16 1,265 84.96 1,489 83.08

The Oberoi, Lombok, Indonesia 9 1.00 74 8.25 814 90.75 897 89.74

The Oberoi Sahl Hasheesh, Egypt 7 0.77 96 10.61 802 88.62 905 87.85

Madina Oberoi, Saudi Arabia 1 6.25 0 0.00 15 93.75 16 87.50

The Oberoi Zahra, Luxury Nile Cruiser 0 0.00 0 0.00 8 100.00 8 100.00

Average 583 1.31 5,031 11.32 38,814 87.36 44,428 86.05

Detractor (D) Neutral (N) Promoter (P) Total
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Exhibit 14 Excerpts from Making a Difference the Oberoi Way 

• Acknowledge guests within 30 seconds at all guest servicing points within the hotel. 
• Always greet guests with a smile and folded hands. Wish the guest based on the time of day. 
• While interacting with guests always be warm and friendly and maintain eye contact. 
• Always communicate in English. 
• Use the guest’s last name at least once, but not more than twice during a conversation. 
• Anticipate guest needs and seek opportunities to exceed guest expectations. 
• Exhibit positive body language while interacting with guests. 
• Always respect a guest’s personal space and stand at least 3 feet away during any interaction ensuring 

that you never touch the guest. 
• Listen to guests and be attentive to their needs at all times. Never interrupt when a guest is talking. 
• Every interaction with the guest is an opportunity to make a positive impression. 
• Explore all opportunities to suggest alternatives to any guest request that cannot be fulfilled. 
• Do not refer a guest to another department. Contact the relevant department personally after getting 

the details. 
• Inform the guest of the time it will take to service any request. In case of a delay keep the guest 

informed. 
• Always thank the guest after a conversation. If the guest thanks you, respond by saying “It is a pleasure 

Sir/Madam or <Guest’s last name>”. 
• In the event of a guest complaint, listen carefully, apologise sincerely, without blaming others and take 

ownership of the complaint. Followup with the guest or the concerned employee. Do not hesitate to ask 
colleagues or managers for assistance. Report guest complaints, however minor in nature, to the 
Department Head and the General Manager. 

• While having a conversation with children, always refer to them by first name and where possible at 
eye level by bending down. Do not touch children except when holding their hands or carrying them. 

• Ring the doorbell twice at an interval of 10 seconds before entering guest rooms. Announce your 
department prior to entering the room and pause for a response. Strictly honour ‘Do not disburb’ signs. 

• When leaving a guest room enquire if the guest requires any additional assistance. 
• Close and lock the door securely when leaving a guest room. 
• Always escort guests when providing assistance with directions within the hotel. 
• While entering elevators, always wish guests based on the time of day with a smile and folded hands. 
• While driving a buggy (if applicable) stop, step down and greet guests on the hotel pathways. Do not 

drive the buggy at a speed which is more than a fast walking pace. 
• Always position yourself in guest areas in a way that results in maximum guest visibility. Be attentive 

to guest needs at all times. 
• Always maintain silence in guest areas and keep service doors closed. If you smell any odour report it 

immediately. 
• Always respect the presence of a guest when interacting with colleagues. 
• Do not discuss personal matters involving guests or colleagues. Do not disclose guest room numbers or 

guest names other than to hotel employees. 
• Do not smoke, chew gum or tobacco while on duty. Food or beverages to only be consumed in the 

employee dining room. 
• Always maintain department standards and look for ways to improve. 
• You are responsible for high standards of cleanliness in all areas of the hotel. Clear small pieces of litter 

instantly. Contact colleagues for tasks that you cannot handle yourself.  
• Your appearance to be immaculate with high standards of personal hygiene.  
• Always be observant and report any maintenance or housekeeping request that you cannot handle 

yourself.  
• Always work together to create a warm and friendly work environment. Practice teamwork and lateral 

service. 
• Be knowledgeable about The Oberoi Group. 
• Know emergency and safety procedures thoroughly. 
• Conserve energy, preserve the environment and protect the assets of the hotel. 

Source:  Company documents. 

This article is made available to you as part of the AirAsia Leadership Workshop with Ananth Raman for your personal use. 
Further posting, copying or distribution is not permitted.



Oberoi Hotels: Train Whistle in the Tiger Reserve 615-043 

25 

Exhibit 15 Example eMpower Letter to Guest 

 
 
Dear [Guest’s name withheld], 
 
I hope you are having a comfortable stay with us. 
 
While servicing your room, I noticed that you have a collection of chargers. Hence, I have taken the liberty of 
placing a personalized pouch for your chargers. 
 
Please let me know if I can be of any further assistance.  
 
Warm regards, 
 
Manoj 
(Your Housekeeper) 

Source:  Casewriter photos. 
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Exhibit 16 The Oberoi Centre of Learning and Development Postgraduate Curriculum 

 

Source:  Company documents. 

Exhibit 17 2014 Average Staff Salary and Range by Employee Level (in INR) 

 
Source: Company documents. 

Notes: INR 500,000 equaled approximately $8,365.00 USD in 2014. Each bar represents the average salary by employee 
level. The error bars denote the high and low range of salaries, for employees at each level.  

  

Category of Modules
Guest Services 

Management

Housekeeping 

Management

Kitchen 

Management

Food and Beverage Management 564 72 1154

Rooms Division Management 504 948 0

Total Professional Modules 1068 1020 1154

Finance and Controls 96 72 96

HR and Training 36 36 36

Sales and Marketing 48 48 48

Team Leadership Capabilities 132 132 132

Languages 126 126 126

General 172 172 172

Total Generic Modules 610 586 610

Total OCLD Based Modules 1678 1606 1764

Total Professional Experience (PE) Modules 2448 2448 2448

Total OCLD and PE Modules 4126 4054 4212
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Exhibit 18 2014 Number of Employees by Level 

 
Source:  Company documents. 
 

Exhibit 19 Celebrating Employee Performance 

 
Kudos Card 

 

 
Championship Scoreboard Among Individuals 

 

 
Podium for Awarding Champions 

 
Championship Scoreboard Among Departments 

Source:  Casewriter photos. 
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