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Programmes and Modules  

Customize your Executive Education according to your schedule and your needs: courses run in parallel, choose to 

study a full track, or just a specific module.  

Completion of each of the modules provides you with a certificate. Successfully complete 20 days of Executive 

Education to obtain our Proficiency in Hospitality Management Certificate.  

Programmes Modules 
Monday-Tuesday 

Modules 
Wednesday-Thursday 

Advanced Module 
Friday-Saturday 

Creating Value in 
Hospitality 

 
26 Feb-03 March 

Finance for non-Financial 
Managers 

-or- 
Strategic Costing 

 
26 Feb-27 Feb 

Asset Management 
-or- 

Defining Business 
Strategies 

 
28 Feb-01 Mar 

 
Strategic Thinking in 
Customer Experience 

 
 

02 Mar-03 Mar 

Hospitality Operations 
Management 

 
09 Apr-14 Apr 

Value creation in 
Restaurants 

-or- 
Hotel Revenue 
Management 
09 Apr-10 Apr 

Managing Small and 
Medium-sized Restaurants 

-or- 
Managing Small and 
Medium-sized Hotels 

11 Apr-12 Apr 

 
Opening Hotels and 

Restaurants 
 
 

13 Apr-14 Apr 

People Development 
 

04 Jun- 09 Jun 

Assessing and Identifying 
Talents 

-or- 
People Management 

04 Jun- 05 Jun 

The Employee Journey 
-or- 

Developing Trustworthy 
Leadership 

06 Jun- 07 Jun 

 
Key to personal 
Effectiveness* 

 
08 Jun-09 Jun 

Business Development 
in Hospitality  

 
03 Sept-08 Sept 

Market Scans & Feasibility 
-or- 

Digital Marketing 
 

03 Sept-04 Sept 

Assessing Trends for your 
Business 

-or- 
Entrepreneurship 
05 Sept- 06 Sept 

 
Disruptive Business 

Modelling 
 

07 Sept- 08 Sept 

Hospitality Operations 
Management 

 
19 Nov- 24 Nov 

Value creation in 
Restaurants 

-or- 
Hotel Revenue 
Management 

19 Nov- 20 Nov 

Managing Small and 
Medium-sized Restaurants 

-or- 
Managing Small and 
Medium-sized Hotels 

21 Nov- 22 Nov 

 
Opening Hotels and 

Restaurants 
 

 
23 Nov- 24 Nov 

 

How to attend 
 
Candidate Selection 
Attendance for each session is reserved to department 
heads and senior managers.  
All applications will be screened and participants selected 
for their complementary backgrounds. 
 
Fees 

CHF Module Advanced 
Module 

Full Programme 
6 Days 

Fees 
per 

module** 

2,100 2,100 5,700 

 
Fees include: 

 Tuition and course material 

 The module certificate 

 Lunches & coffee breaks 

 VAT and government taxes 

 Shuttle service between preferred hotels and 
EHL 

 
Please contact us for any request. 
 

Contact and apply 
 
Please contact us now to reserve your place or for a free 
consultation on which modules would best fit your 
profile. 
 
Contact Linda Papasidero 
Email: lhc@ehl.ch  
Tel.: +41 21 785 13 37 

 
For full module & programme descriptions and to apply 
please visit: 
 

lhcconsulting.com/cdp 

 
 
*does not include your individual Profile Assessment of CHF 600 
** does not include enrolment fees of 200 CHF 

 

mailto:lhc@ehl.ch
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MODULE LEADER 

Karen Earl Erpelding is an EHL 

graduate, and holder of an MBA 

from the University of Strathclyde, 

Scotland.  Her industry experience 

ranges from restaurants, hotels and 

cruise liners to event communication 

and marketing.  Currently Senior 

Lecturer in Accounting and Finance 

at EHL, she has also previously 

taught business economics, 

management control and cost 

accounting.  She coaches numerous 

Student Business Projects in a wide 

variety of industries, as well as 

providing support numerous to 

start-ups in EHL’s business 

incubator. Karen has also been 

involved in consulting and training 

missions for EHL, both in Switzerland 

and overseas. 

 
 

MODULE DESCRIPTION 

 
In today's highly competitive world, creating value is a key 

success factor. But in order to for this to happen, it is vital that 

managers understand where to find the information that will 

allow them to assess if they are creating value (or not), and how 

their day-to-day decisions will have an impact on it. By learning 

how to interpret the three key financial statements - the income 

statement, the balance sheet and the statement of cash flow - 

hospitality managers and executives will gain a deeper 

perspective on what the stakeholders of a company are looking 

at - or better yet, what they are looking for. Financial statements 

are essential, but they are only the starting point for successful 

financial management. Managers need to interpret them 

properly to compare their performance with the average 

performance of similar businesses in the same industry in order 

to make the best of their resources and to achieve competitive 

advantage.  

 

LEARNING OBJECTIVES 
By the end of the Module, participants will be able to: 

 

Knowledge 
 Identify  the  major  implications  of  financial  accounting  

on  financial information 
 Explain the contents, sources of data and presentation of 

the three key financial statements 
 Identify the main profitability, liquidity, solvency and 

investor ratios and their implication on investment decisions 

 

Competencies 

 Analyze and interpret the three key financial statements 
 Analyze the performance of a business at operational and 

corporate levels 
 Perform an investment analysis using cost concepts and 

value creation measures 

Mindset 

 Be able to question one’s own talent assessment practices 
and remain objective in a process of talent identification 

 

METHODOLOGY 

 Lecture-discussion and individual and team exercises 
 Do come with a basic calculator and a computer with Excel 

software 

PARTICIPANTS 
Entry-level to middle management executives, in any sector or 

department of the hospitality industry. 
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MODULE LEADER 

Pierre Verbeke is a Senior Consultant 

at LHC. He has an extensive career in 

hotel operations, pre-openings and 

re-brandings. He is first and 

foremost an operational person 

having managed several hotels in 

Belgium and having set up many pre-

opening teams in different countries. 

He also has gained a wealth of 

experience opening hotels for a large 

Hotel Operator in various European, 

North African and Eastern European 

countries. He is particularly at ease 

with project management and knows 

how to deliver the highest quality of 

service within the agreed timeframe. 

Pierre has experience with leased, 

managed and franchise properties 

and undserstands the various 

demands from owners, investors, 

and operators within the different 

projects. Pierre is an alumnus of 

Ecole Hôtelière de Lausanne. He 

speaks Dutch, German, French and 

English, with some notions of 

Spanish. 

 

RECOMMENDED READINGS 
 Geltner, D.; Miller, N.; Clayton, 

J. & Eichholtz, P. (2013). 
Commercial Real Estate: 
Analysis & Investments.  

MODULE DESCRIPTION 

 
In the current economic climate, maximising the use and value of 
the available resources is essential for improving return on 
investment and meeting business objectives. This highly 
interactive programme introduces techniques to improve asset 
management in the hospitality industry and provides the 
delegates with an opportunity to develop their understanding of 
current asset management issues and the requirement to meet 
investors’ objectives. 
 
This programme requires a prior understanding of financial 
statement sand accounting concepts. 
 

LEARNING OBJECTIVES 
By the end of the Module, participants will be able to: 

 

Knowledge 
 Employ business tools to monitor and measure effective asset 

management 
 Use investment appraisal analysis techniques for strategic 

decision making 
 Assess alternative sources of funding and cost of capital in 

the current market 
 Apply risk and sensitivity analysis techniques to business 

decision making 

 

Competencies 

 Practice a range of techniques to evaluate business data for 
decision making 

 Measure the impact of business decision making on 
profitability and cash flow 

 Create business plans and feasibility analysis 
 

Mindset 

 Practice critical analysis in business planning 
 Evaluate the viability of alternate business propositions 

 

METHODOLOGY 

Interactive lecture-discussions, case studies and practical 
exercises. 

PARTICIPANTS 
Managers, executives and professionals interested and involved in 
(Hotel) Asset Management. 
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MODULE LEADER 

Alain Najar is Senior lecturer at the 

world famous school Ecole hôtelière de 

Lausanne (EHL), Switzerland, since 

1992. He is an alumnus of Ecole 

Hôtelière de Lausanne, holds an MBA 

from the Business School Lausanne, is a 

Certified Hospitality Educator (CHE) 

and an official assessor of EFQM. His 

industry experience spans 13 years with 

international hotel chains worldwide. 

His area of expertise includes F&B 

management, F&B control and finance, 

quality management, HACCP, 

auditing, concept development, 

marketing and innovation. Alain 

regularly delivers Executive Education 

programs for LHC. Alain also writes 

articles and in October 2008 he 

received the “Best Article by a 

Consultant Member” award, delivered 

by FCSI (Foodservice Consultant Society 

International, for his article “Service 

and Disservice” published in the 

Consultant magazine. 

 

RECOMMENDED READINGS 
 Practical F&B Cost control 

Clement Ojugo 
Delmar Cengage Learning 
ISBN 978-1-4283-3544-8 

 Quality and Performance                                                     
Excellence 
James R.Evans-Cengage Learning, 
ISBN 978-1-133-95592-4 

MODULE DESCRIPTION 

 
Executives who leave costs to their financial managers and 
accountants miss out on opportunities and increase the risk of 
their organizations. Whether you sell luxury products and services 
or those that are value-priced, no business excels without 
attending to costs. This module provides advanced insights into 
the key.-elements which define the ultimate balance between 
managing cost and creating long-term customer value. The 
programme is designed to enhance the strategic visioning and 
leadership skills of business leaders. 
 
Participants of this module will focus on relating costs to the 
creation of customer value. They will learn new ways to face the 
hard choices; how do IU balance giving my customers more, while 
making enough profit to stay alive for the next years’ customers? 
How do I contain costs without reinforcing all of the 
counterproductive behaviours resulting from traditional 
budgeting? 
 

LEARNING OBJECTIVES 
By the end of the Module, participants will be able to: 

 

Knowledge 
 Beyond budgeting, understand ways to manage the decisions 

and actions that give rise to costs 
 Relate the creation of customer value to the generation of 

costs 

 

Competencies 

 Make tradeoff decisions, balancing what your customers 
value with what they are willing to pay, required for effective 
cost control 

 Designing products and services in such a way that resulting 
costs are appropriate 
 

Mindset 

 Customer-centric perspective 
 Strategic view required for causing rather than merely 

responding to shifts in the balance of competition 

 

METHODOLOGY 

Lectures, discussions and active exercises with case studies. 

PARTICIPANTS 
Designed for hospitality sector executives, managers, owners and 
operators who aim to enhance their strategic leadership skills. 
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MODULE LEADER 

Olivier Verschelde. Prior to joining 

Lausanne Hospitality Consulting 

Olivier has been involved in 

managing a new boutique hotel & 

spa project near Paris as well as 

taking the lead in the development 

of several food and beverage outlets 

from conceptualization to start-up. 

One of these being a gastronomic 

restaurant which received its first 

Michelin Guide star five months after 

its initial opening. Olivier graduated 

from the Ecole Hôtelière Lausanne in 

2003 and has been building up his 

knowledge of operations in 

hospitality industry ever since.  He 

confirmed his expertise in managing 

projects by obtaining a Project 

Management Professional (PMP) 

certification in 2012. He has worked 

several years on high profile projects 

within Europe and has consequently 

a good understanding of both the 

local and national market. His is a 

native Dutch speaker and also 

speaks in English, French, German as 

well as Spanish. He’s always on the 

lookout to apply the latest in 

technological advancement within 

the industry to current projects. 

 

RECOMMENDED READINGS 
Porter, M.E., (1996). What is 

Strategy? Harvard Business Review, 

61-78. 

MODULE DESCRIPTION 

 
Today’s highly competitive environments demand that managers 
think ahead and develop plans to manage evolving challenges. 
This process of thinking ahead and developing responses to the 
future environment is the essence of strategic behavior.  All 
businesses develop plans to manage the future but the plans are 
often informal, unstructured, or sporadic in their application.   
In this module, participants will understand the importance of 
developing appropriate strategic plans to ensure the 
organization’s competitiveness and success.  The module aims at 
providing managers the ability to be proactive and anticipate, 
influence, or initiate actions to help them be competitive and 
successful rather than be reactive and responsive to events outside 
their control.  While not all events are controllable, developing 
appropriate strategies will certainly help to respond positively.   
This module will provide participants the tools required to 
anticipate key trends and events in their business environments, 
and develop appropriate responses to these probabilistic future 
events.  Participants will leave the module with an ability to 
develop a road map for their organizations and enhance its 
chances of success in competitive business environments.  
 

LEARNING OBJECTIVES 
By the end of the Module, participants will be able to: 

 

Knowledge 
 Connect strategy theory to pragmatic strategic solutions 
 Understand how appropriate strategy helps manage 

competitive pressures 
 Identify key trends of importance to their business and 

develop strategic plans to manage them 

 

Competencies 

 Develop trend analyses 
 Recognize and learn how to use the different strategy 

frameworks 
 Develop strategic plans relevant to the different strategic 

pressures 
 Recognize and implement change management 

 

Mindset 

 Recognize the need to balance quality and quantity in 
management actions 

 Develop a future and strategy oriented outlook 
 Accept that all management actions have strategic 

implications 

 

METHODOLOGY 

Discussions, case studies, presentations and workshops. 

PARTICIPANTS 
Owners, managers and operators of hospitality organizations will 
best benefit from this module. 
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MODULE LEADER 
Wei-Cheng is a Senior Consultant at 

Lausanne Hospitality Consulting SA. He 

has assisted many international 

organizations in the service sector, 

such as luxury goods company, 

insurance and banking, in designing 

and delivering tailored training 

programmes to enhance their 

customer service excellence and 

experience. His role also involves in 

developing hospitality learning centres 

around the globe and ensure 

sustainable growth and competitive 

advantage of each institution. 

Prior to LHC, he worked in the 

hospitality industry in Argentina and 

Switzerland and also collected 

experience in the education sector. Wei 

was responsible for talent sourcing for 

Ecole hôtelière de Lausanne, recruiting 

young future leaders for the hospitality 

industry.  

Wei is a life member of Clare Hall, a 

constituent and graduate college of the 

University of Cambridge where he 

obtained his postgraduate degree. He 

is also alumnus of Ecole hôtelière de 

Lausanne, and possesses a degree in 

Hospitality and Restaurant 

Management from the Escuela 

Internacional de Hotelería y Turismo 

CENCAP in Buenos Aires, Argentina.  

 
RECOMMENDED READINGS 
 Arussy L. (2010), Customer 

Experience Strategy, New Jersey, 
Strativity Group Media Company, 
ISBN: 978-0-9826648-0-3. 

 Gitomer J. (1998), Customer 
Satisfaction is worthless, Customer 
Loyalty is priceless, Austin, Bard 
Press, ISBN: 1-885167-30-X.   

MODULE DESCRIPTION 
Most organizations today recognize the importance of improving 

customer service to differentiate from the competitors. However, this 

is an out-dated thinking and no longer appropriate! Customer service 

is only a touchpoint of a whole experience. What people are looking 

for today are experiences that will make a difference in their ordinary 

life, generate positive emotions which can then be shared with their 

friends and families. Those who share their experience wish to see your 

organization do more business and to succeed. Consequently, 

customer experience is one of the primary generators of the most 

powerful marketing tool: positive word of mouth. 

 

In order to achieve this, organizations must start thinking strategically 

about how to incorporate customer experience (and beyond) in their 

structure. However, where do we begin? The very first step of a 

successful customer experience is listening to their preferences and 

thinking strategically on how to translate these elements into the 

organizational structure.  

After this 2-day module, participants will discover the importance of 

bringing customer experience to the strategic level and/or vice versa. 

It will also prepare the participants with the right knowledge, 

competencies and mindset to think strategically when designing 

experience for customer alignment and competitive differentiation. 

 

LEARNING OBJECTIVES 
By the end of the Module, participants will be able to: 

 

Knowledge 

 Explain how strategic thinking and design influence the 
customer service experience 

 Translate strategies into organization’s operational activities 
which influence service experience 
 

Competencies 

 Explore effective practices for bringing the voice of the 
customer/guests into the organisation for strategic design 

 Develop and implement a rational customer experience in 
line with organization’s strategy 

 Integrate strategic thinking and brand service values into 
daily actions for customer experience enhancement 
 

Mindset 

 Defend the importance of thinking strategically and brining 
your organization closer to your customers/guests  

METHODOLOGY 
A combination of lectures, case studies, benchmarks and practical 
exercises. 

PARTICIPANTS 

This course has been designed for senior functional managers, general 

managers and executives with decision making powers and 

entrepreneurs. 

 



    

 

 

 

For more information visit 
www.lhcconsulting.com/cdp 

 

 

 

 

 

 

 

 

 


