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_earning from the experts
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With China now a leading place for
tourism, the time is ripe for the hospitality
industry on the mainland to benefit from
Swiss expertise.

by Mark Andrews

he Ecole Hoteliére de Lausanne (EHL), a school focusing
T on elite hospitality education, was established in 1893 and

continues to be a symbol of the Swiss hospitality industry.
However, the roots of Switzerland’s reputation as a place for
superlative hotel services go much deeper, and have extended
to China. Jan Tibaldi, General Manager of the PuLi Hotel and
Spa Shanghai, goes as far as calling Switzerland “the birthplace
of hospitality”. He explains, “Hundreds of years ago, hospices
were built to cater to travellers crossing the Alps en route to
other countries, then, over time, grand hotels were established
to cater for an exclusive clientele of royalty, aristocrats and
wealthy business people. Lured by the Alps and tourism, these
guests demanded the highest levels of service, and the leading
Swiss hoteliers responded by systemising the processes for hotel
operations.”
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Karthik Namasivayam, Associate Dean of the Undergraduate Program, Ecole Hételiére
de Lausanne
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Tibaldi strongly believes that these processes lie at the heart
of the reputation that Switzerland has today for hospitality and
tourism management. For decades, Swiss managers have served
as the heads of leading hotels and hospitality establishments
around the world. With a lack of suitable positions at home this
migration of Swiss was particularly felt between 1960 and 1980,
according to René Teuscher, General Manager of the Grand
Millennium Shanghai Honggiao. “Many Swiss hoteliers like
myself ventured outside Switzerland at an early stage in their
careers, as the opportunities to enhance their abilities were vast
and the demand for good managers plentiful,” Tibaldi adds.

The Swiss way

“The Swiss have a long tradition of hospitality, incorporating
elements of savoir vivre - which is a sense of knowing how to
live - and savoir étre, or knowing how to present oneself well in
the moment,” says Karthik Namasivayam, Associate Dean of the
Undergraduate Program at EHL. What this means in practice,
says Philippe Huser, owner of Napa wine bar & kitchen in
Shanghai, is getting the balance right between being professional
and making the guest feel welcome.

Switzerland has gained a reputation for high quality in its
products such as watches and chocolates. Coupled with high
attention to detail, this carries through to “a fine hospitality
tradition that combines attention to guest comfort with a sense of
luxury and gracious living,” says Namasivayam.

Swiss hospitality boils down to three factors: professionalism,
personalised service, and Swiss-quality management, says Peter
Troesch, President of Peach International, a Beijing-based
hospitality consulting company. Professionalism is guaranteed
by the Swiss educational system, which provides unified and
certified education for professionals in the hospitality industry.

Personalised service has its roots in the Swiss hotel
landscape, which is dominated by two- or three-star family-run
establishments, where personal contact and service may make
up for the lack of more modern facilities. “The aim is to create
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a friendly and truly hospitable
atmosphere where the guest
feels completely at ease,” says
Troesch.

Swiss-quality management is
well-known thanks to its prod-
ucts, but has been systemised in
the hospitality industry through
Switzerland’s long association
with the hotel trade.

Attracting Chinese
students

Since the late 1990s, there has

been an explosion in the number Jan Tibaldi, General Manager, PuLi Hotel and

of Chinese students choosing to SP? Shamghai .
study overseas. Switzerland and L/EEITEE 2423 Jan Tibaldi
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hospitality schools such as EHL

have received a growing stream. In the 2007 academic year, there
were only five Chinese students at EHL, but in 2014 this number
increased to 43, with Chinese now constituting the fourth-largest

nationality at the school.

With Switzerland’s reputation for hospitality management,
the country is the most desired destination for those interested
in this career path. “The Swiss apprenticeship system is world-

leading in vocational education and
has constantly produced the most
talented chefs, bakers, waiters and
hotel managers for more than a
century,” says Troesch.

Graduates of the system find
ready employment, owing to their
understanding of the hospitality
industry as well as the science of
management that is behind such
complex operations.

For Chinese students, the Central
European location of Switzerland,
with access to many parts of the
world, makes it a convenient hub.
“Immersion in the Swiss way of life
and the amazing natural beauty
of Switzerland make it an ideal
destination for Chinese students,” says
Namasivayam.

Schools such as Les Roches
International School of Hotel
Management and EHL have also come
to China to set up programmes. Les
Roches has set up a China campus
as a joint-venture with Jinjiang
International Hotels. In a 2013 survey
by TNS, they were ranked the number
one hospitality school in China by
employers.

Another education establishment

B AL F RR P L R M ER AT
POS@ B RS AR EE, 453X Bk
g v A A A A8 R o,
“‘DIREm LR EED, =25
Bt Ee B B A ROE, X B
[ 2 R U R S AR D 2 30 H R,
Namasivayam i,

15 B3 1 B R 09 7 45 B 2 B
(Les Roches International School
of Hotel Management) #1 EHL X
FER A REERE X THH, 1F
9 5 8 L BRI 5 A A BN A BT
Al 5y, ML T HE
IX , TEFE B i A 722 |l (TNS)
) 2013 AR PR B, XA H B3
1| g v B e AR 909 5 B BRI H

e EBESLH S AR EWHE
&% EHL INIE R JE 5 58 5 E B
e v B S B ke (BHI), 7

BHI % > By H e s B IR B IR0 5 9% SRAGIX —
o i, 5 EHL EAEME, Mi—BURR R
Ak B 3 90 AN EK 9 % AL S B At sk E
SCARIPRYS . TRk EHL i %08 B A fn s Ik
KARE A v B A ok, B4 P E B RS
MIER ™R SRS SR E,” BHIEHEK

EFER.

ww.YovohaGrafie...

onsi/nﬁcon Site

Factory

Yolanda vom Hagen Degree Photo Designer +86 13601947647

on Chinese soil, Beijing Hospitality A X anel
china@yovohagrafie.de

Institute (BHI), is an EHL-certified
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school. Students enrolled at BHI have a similar classroom
experience to those in Lausanne. They do, however, miss out on
the diversity of students from over 9o countries and immersion
in Swiss-French culture, as compared to students at EHL itself. “I
feel that EHL's educational ideas and training mode fit the needs
of China’s hotel industry, because what is needed in China is
industrial demand-oriented higher education,” says Dr Li Botan,
BHI’s Chairman.

Swiss hospitality in China

Teuscher, who first visited China in 1977, cautions those
graduating from Swiss hospitality schools that the environment
in China is very different to what they have experienced. “In
Switzerland, generally there are very few large hotels, and here
in China the hotels are of a completely different size, therefore
requiring a different skill set, while the basics remain,” he says.

Both Tibaldi and Huser have seen a positive reaction to being
Swiss in China. “Switzerland’s central location and stable political
structure provide a high quality of life, safety and multicultural
understanding which is known all over the world,” says Tibaldi.
Huser adds that “The Chinese like Swiss people. They see
Switzerland as quality. It is very rare for them to have any negative
reaction.”

Further to the concept of “Swissness”, Huser states that a lot of
what the Swiss hospitality schools teach comes naturally to Swiss
people, and that innately they are more reserved than Spanish or
Latin American managers. “Towards the higher end of hospitality,
it is something that guests respect,” he says.

At Napa, he embodies his Swissness and training when serving
customers. “You have to feel when people want to talk with
you and when they want time to themselves,” he says. “This is
something we learn at school, but being Swiss and more reserved,
in a way we observe more before we just come in and talk.”

What China can learn

With a rapidly growing middle class which has increasing
amounts of disposable income, the restaurant and hotel
industries are booming in China. Service levels, however, are not

Peter Troesch, President, Peach International
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keeping pace with expectations. “Chinese hospitality
services are often measured in speed and time and
not in friendliness and overall guest experience,” says
Troesch.

Increased foreign travel and appreciation of quality
and luxury have also caused expectations to rise. “In
terms of hospitality, the Swiss quality standards can
enhance the overall Chinese hospitality offering,” says
Namasivayam.

Troesch says that personalised service is the key
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One major obstacle
s the Chinese cultural
perception of service
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factor without which the Swiss hospitality “product”
is worth nothing. “Unfortunately, personalised and
accommodating service is a rare thing to be found in
China,” he says. One of the major problems is the Chinese
perception of the hospitality industry. Cultural attitudes state
that it is demeaning to “serve”, and so parents prefer their
children to work in a “more respectable” profession. This
leads to few seeing hospitality as a career, and to frequent job-
hopping.

Change needs to come from the top. For many years in
Switzerland, jobs in the hospitality industry have largely been
taken by non-Swiss employees, due to the long hours and
poor pay. The Swiss government, though, in recent years has
taken steps to make the hospitality industry more attractive
as a career. Troesch sees a similar need in China to change the
cultural stigma.

For Huser, it is about the right training for staff. “I need to
make sure they care about the customer, that they never say ‘No),
and that they always look for an alternative solution,” he says.

The blame for a poor hotel
experience often lands squarely with
the ownership, says Troesch. Hotel
owners, who are generally from the
mainland, have a tendency to spend
top dollars on designers to plan
and brand their establishments,
only to later employ the cheapest
construction and management
companies.

Of key importance for day-to-
day implementation are the direct
supervisors and managers. “The
lower to mid-level management in
hospitality have to both understand
and physically show care for the
guests’ wellbeing to make all team
members adopt this approach,” says
Troesch, adding that it is something he —-

%, ALBE RGN B A AR B R BRI TR
AR ER 7,7 M,

Troesch Ay % 118 ) P4 56 1 2 PP A 1 T
JE A R S, v E R A R A T
AT ARSI BT R RIA ) R L, EAE)E
e b B RS AN B A

HfERpRXRERRERTEE e
Ao TR Al 55 Ll AR 2 0 v )z 4 B A SR
SEIFAE IR IR S5 S LB AR, IS4
BAR S S #RAT B —,” Troesch ¥, fhifthscist
AEALSORT IR 1R Hp At 4 i A B - X SE AR5 1
B,

B B IR AR R 6 v A R B S SR T
T 0 TR 55 ok, it AE Ok 7 6 S BE L R B Al
& B L % olk IR T Bk b E BT A

% ,” Namasivayam ¥, O

:[I.:. ..‘

A Shanghal you siready have enaug

L3y Mo pnﬁnﬂ your family shg

is trying to embody in his new Beijing -
restaurant concept, SwissTaste. ol .ﬁ:fﬂ?:; ShLo i Ia0-sc0m-

Swiss knowledge can also help
China beyond just the service ethos. i
“Supply chain management, logistics N
and managing the tourist experience ' P
are added elements of expertise the
Swiss can help the Chinese with,” says
Namasivayam. o
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