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This document outlines the core 
principles of EHL's identity and explains 
how its graphic system represents the 
Group and its entities.

It provides clear guidelines to uphold the 
integrity of the EHL brand while bringing 
it to life through cohesive and dynamic 
visuals. Following these rules ensures 
consistent and impactful communication 
across all internal and external channels.
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You have in your hands the EHL Brand Book. It contains all the 
information you need to genuinely and thoroughly 
comprehend who we are, what we do and how we do it. 
We exist to empower growth by nurturing excellence in human 
experiences. And we believe that excellence is formed in the 
perfect blend of intelligence and emotions, hard skills and soft 
skills, theory and practice. The visual identity applies this idea 
and diffuses it on every support of communication of our 
company. This set of guidelines will help you communicate 
consistently as part of the EHL family, while paying tribute to 
the personality of each entity. 

Strengthening the core of the EHL Brand will increase the 
power, recognition and strength of EHL across the world.

Giving back a family sense will make EHL a stronger brand. 
Strong brands drive stronger businesses. Strong brands bring 
employees together. They make employees their ambassadors, 
therefore the strongest assets of this brand.
At every level of our company, whether you are an employee 
or a partner, we want to surround ourselves with excellent 
people that genuinely understand our brand and are able to 
carry it forward. This book is here to help you achieve this.
If you have any questions or need support, don’t hesitate to 
reach out.
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1.1 About EHL
Excellence 
in hospitality 
and human 
connection.

At EHL, education is more 
than knowledge—it’s an 
experience that transforms 
you. Through academic 
rigour, hands-on learning, 
and a deep commitment to 
human connection, we shape 
confident, versatile, and 
resilient leaders. Whether in 
hospitality or beyond, EHL 
graduates don’t just succeed—
they redefine excellence 
wherever they go.
 

EHL – originally founded as Ecole hôtelière 
de Lausanne – is the global leader in hos-
pitality and business education with 4,000+ 
students from more than 120 nationalities 
across 3 campuses in Switzerland and 
Singapore.
Our holistic approach to education, a hall-
mark of the Swiss system, seamlessly inte-
grates academic rigor with hands-on 
experience and a deep commitment to 
human connection.

At EHL, we educate
Hearts, Hands, and Minds.

Within our two institutions we shape 
confident, versatile, and resilient lea-
ders for careers in hospitality and wider 
experience-driven sectors:

→	 EHL Hospitality Business School, 
accredited by AACSB, NECHE and 
consistently ranked at the top of 
its field, offering undergraduate, 
graduate, and executive programs 
that deliver practical leadership, 
strategy, and operational insights.

	
→	 EHL School of Practical Arts, 

providing vocational and 
professional programs in 
hospitality, boasting expertise from 
6 “Meilleurs Ouvriers de France” 
and an awarded and Michelin-
starred academic restaurant.

For more than 130 years, we have been 
committed to leading innovation in the 
hospitality and services industry with a 
focus on emotional intelligence and 
business acumen. At EHL, education is 
more than knowledge – it’s a transfor-
mative experience shared by a com-
munity of 30,000 passionate Alumni, 
who redefine excellence wherever 
they go.

#EHLFamily
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1.2 Our Purpose
Empowering 
growth by 
nurturing 
excellence 
in human 
experiences.

Our purpose encapsulates 
our reason for existence and 
commitment as an institution 
and as a community.
This is not just a statement. 
Our purpose is a core belief 
that shapes our identity, 
ties us together towards a 
common goal and drives our 
success.

So how did this purpose 
come to life? 

Defined in 2023, our purpose was de-
veloped from the insights of our diverse 
stakeholders – from interviews and col-
laborative working groups with staff, 
faculty, students, alumni and partners. 
We questioned the industry, studied 
the needs of the market and reflected 
on the unique qualities that have 
shaped the legacy of EHL. 
It is a new articulation of a core belief 
rooted in our history; a way to define 
the intangible EHL spirit and provide a 
shared understanding of our mission. 
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1.2 Our Purpose
Empowering 
growth by 
nurturing 
excellence 
in human 
experiences.

What we're 
passionate 

about 
We’re inspired by 

transforming lives and 
businesses through the

power of human interactions.

What 
the world 

needs
In an age of artificial 

intelligence, the world needs 
more emotional intelligence 

to bring people together and 
enrich their experiences.

OUR
PURPOSE

What we’re 
good at
We have a deep 

understanding of how to 
enrich and elevate human 
experiences built on 130 
years of excellence in 

hospitality.

→ The EHL Purpose

Watch our video

https://www.youtube.com/watch?v=qPQDNAQIr74
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1.3 Brand 
Framework
A framework 
designed to bring 
purpose to every 
expression of the 
EHL brand.

Vision
To be the globally recognized leader in 
nurturing excellence in the delivery of 

human experiences.

Beliefs
Every moment of human interaction has the 

power to change lives for the better.

Empathy and emotional intelligence are the keys 
to delivering excellence in human experiences.

Immersive experiential learning is the most 
powerful way to develop skills and knowledge.

Competences
With 130 years of experience, EHL is the global 

leader in hospitality education.

We excel in imparting practical skills and nurturing 
empathy to empower others to deliver exceptional 

human experiences.

We are at the forefront of innovative teaching 
methods for immersive experiential learning.

Contribution
We empower individuals, fostering 
personal and professional growth.

We facilitate cross-cultural understanding 
and collaboration.

We're committed to sustainability, 
contributing to environmental and societal 

well-being.

Purpose
Empowering growth by 
nurturing excellence in 

human experiences.
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Reasons to Believe

Value P
roposition

Brand Experience

Brand
Personality

Brand
Essence

Tone of
Voice

Brand Essence

Educating Hearts, 
Hands and Minds.

Brand Purpose

Empowering growth by 
nurturing excellence in 
human experiences.

Emotional Benefits

Confident, socially intelligent, 
and well-rounded redefining 
excellence wherever they go.

Brand Experience

Hospitality is not just 
what we teach
— it’s how we act.

Tone of Voice

Warm, 
thoughtful, 
refined, and 
inspiring. 

Brand 
Personality

Magnetic,
Sophisticated,
Understated,
Progressive,
Human-Centric.

Value Proposition

We inspire confidence, 
nurture empathy, and 
shape well-rounded 
individuals ready to 
thrive in hospitality 
and beyond.

Reasons to Believe

130+ years of hospitality 
leadership; Globally 
renowned alumni network; 
International accreditations; 
A unique blend of academic 
and real-world learning.
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1.4 Brand Key
The EHL
Brand Key is our 
shared centre of 
gravity—
a strategic tool 
that defines 
who we are and 
why we matter, 
serving as the 
foundation for 
all messaging, 
design, 
behaviour, and 
experience.
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Our Culture1.5

A strong culture means 
bringing our Purpose to life 
in our daily interactions. 
That’s where our EHL values 
and leadership principles 
come in; a new leadership 
model designed by the EHL 
community, for EHL.
This model helps us behave 
in a way that is aligned with 
our purpose and strategy, and 
make decisions accordingly.

VALUES

Drawing on the essence of hospitality 
know-how and guiding our mission to 
develop future human-centered lea-
ders, we stand behind three timeless 
values that embody EHL’s character 
and unite our entire community: 

Family
We stand united.

Learning
We are ever-curious.

Excellence
We continuously strive with humility.

LEADERSHIP PRINCIPLES

Our leadership principles describe 
how we apply our values to shape a 
human-centric, agile culture where 
every individual can thrive. We practice 
what we teach – that means we adhere 
to these behaviors ourselves, to en-
hance our interactions within the com-
munity and provide example for our 
wider community.

TRANSPARENCY

Leadership
Principles

EXPERIMENTATION

COLLABORATION

CARE

ACCOUNTABILITY



MASTER
BRAND

PRIMARY
ENTITIES

SECONDARY
ENTITIES

→	 Corporate & academic material - relevant and supported by the whole group (e.g. SHINE Strategy, CSR Report...) 
→	 Programs, events which do not have a strong primary or secondary entity brand recognition (Professional training, 

Culinary contests, etc.)
→	 Centers of Excellence / Research Institutes

→	 Pre-University Programs  
(Junior Academy, Foundation 
Program, Youth Bootcamp)

→	 Bachelor
→	 Student Business Projects (SBP)
→	 Graduate & Executive 

Education

→	 Masters Degrees
→	 MBA Programs
→	 Graduate Summer Programs
→	 Executive Education
→	 Online Courses
→	 DBA
→	 Custom SEMINARS & 

PROGRAMS
→	 Executive Teaching Fellowship 

Program (GIFTED)
→	 Hospitality Consulting & 

Workshops
→	 Hospitality & Service DNA 

Trainings

German Vocational/Professional:
→	 HF-D (Swiss Professional Degree 

in Hospitality Management)
→	 HoKo (Hotel Communications 

Specialist EFZ)

English Vocational/Professional:
→	 HF-E (Swiss Professional Degree in 

Hospitality Management)
→	 Professional Path to the Bachelor    

(HF / E + BOSC 3)

→	 Culinary & Restaurant 
Management Certificate 
(CREM)

→	 Not used for the time being 
(apart from PR and internal 
titles / structure and Social 
Media)

→	 Pre-Accelerator
→	 Accelerator
→	 Labs

→	 VET by EHL
→	 EHL Network of Certified Schools
→	 Program Certification
→	 Faculty Development Products
→	 Faculty Management
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1.6 Our Brand Architecture
with examples of use
Core Services and Structure
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SERVICES

STUDENT COMMITTEES & 
ASSOCIATIONS

PARTNERSHIPSEXPERIENCES

CAMPUSES

exist also for Passugg and Singapore→	 Alumni Network
→	 Sports Center
→	 Student Councils
→	 Sponsoring

→	 Gourmet
→	 Insights
→	 Coaching
→	 etc.
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1.6 Our Brand Architecture
with examples of use
Core Services and Structure



MASTERBRAND

The EHL Master Brand 
serves as the core 
identity for EHL, 
encompassing its values, 
mission, and global 
reputation. It ensures 
consistency in 
messaging and visual 
identity across all EHL 
entities and sub-brands. 
EHL is building ONE 
brand. 

All overarching 
communications 
representing EHL’s core 
identity should use the 
"EHL Master Brand" logo 
to convey the institution’s 
commitment to quality, 
innovation, and 
leadership in hospitality 
education.

PRIMARY
ENTITIES

A Primary Entity is an 
academic school or a 
core service division 
which serves as one of 
EHL's primary business 
units, actively driving 
forward the EHL mission 
and reinforcing its 
positioning.

Examples:

HOSPITALITY
BUSINESS SCHOOL

SCHOOL OF
PRACTICAL ARTS

INNOVATION
HUB

EDUCATION
CONSULTING

SECONDARY 
ENTITIES

Secondary entities are 
schools and academic 
departments that require 
a dedicated brand 
identity.

Examples:

EHL GRADUATE & EXECUTIVE 
EDUCATION

EHL HOTELFACHSCHULE 
PASSUGG

(translated by 
EHL HOTEL SCHOOL PASSUGG
for client-facing use on EN/FR 
website & print material)

CAMPUSES

The EHL Campus 
includes any official 
structure housing one or 
more academic schools 
or Services. 

They support EHL’s 
mission by fostering a 
collaborative 
environment for 
academic and 
community activities. 
These logos should only 
be used on limited 
material such as signage 
on campus.

Examples:

LAUSANNE

PASSUGG

SINGAPORE
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Architecture
Core Structure 
and Services

1.6



EXPERIENCES

An Experience is 
designed to enhance 
the visibility and 
recognition of the EHL 
Masterbrand by focusing 
on areas of expertise 
specific to EHL.

Examples:

RESTAURANT

EVENT

INITIATIVE

STUDENT 
COMMITTEES

Student Commitees 
represent EHL’s in 
competitive athletics 
and student 
participation. Teams 
compete in various 
events, reflecting EHL’s 
values of discipline and 
teamwork.

Examples:

ARTS

PHOTOGRAPHY

THEATRE

MUSIC

SPORTS

WELLBEING

WINE

FINANCE

SUSTAINABILITY ETC.

STUDENT
ASSOCIATIONS

Student Associations are 
officially recognized 
groups led by students, 
focused on leadership 
and community 
engagement. They 
organize events and 
initiatives to enhance 
campus life.

Examples:

SIHMUN

EHL SMILE

SERVICES

A Service offers 
professional and support 
functions that underpin 
EHL’s business 
operations.
Positioned directly 
beneath the Master 
Brand, it encompasses 
resources utilized by 
various Campuses or 
Academic Schools.

Examples:

ALUMNI NETWORK 

STUDENT COUNCIL

STAFF COUNCIL

FACULTY COUNCIL

INSIGHTS

SPORTS CENTER

COMMITTEE PASSUGG

WOMEN IN LEADERSHIP
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LEVEL 3:  ADVISORY & CERTIFICATION PARTNERSHIPS (MINIMAL EHL INVOLVEMENT, QUALITY CONTROL & CERTIFICATION)

LEVEL 1 :  FULL EHL INVOLVEMENT PARTNERSHIPS (EHL CO-BRANDING)

LEVEL 2:  PRODUCT-BASED PARTNERSHIPS (LIMITED EHL INVOLVEMENT & QUALITY OVERSIGHT)

→ Vertical version

→ All marketing and communication materials

→ All marketing and communication materials

→ Horizontal version

→ Used alone for diploma/certificate branding

When partnering with EHL, logo 
lock-ups must be used to clearly 
communicate the relationship 
between EHL and its Academic, 
Innovation, Alliance or Joint Venture 
partners.

Academic & Certification
Partnerships
An academic partnership refers to 
a formal collaboration between 
EHL and another higher education 
institution (such as universities or 
research institutions) or industry 
partner relating to any academic 
matter.

EHL defines three levels of 
academic and certification 
partnerships, each with specific 
branding requirements based on 
the degree of EHL’s involvement. 
Logo lock-ups must reflect this 
structure: 
→	 Level 1 partnerships allow for 

equal co-branding with side-by-
side logos

→	 Level 2 prioritizes the product’s 
logo, with EHL positioned as a 
content or quality contributor

→	 Level 3 has a minimized EHL logo 
or omitted entirely, as EHL acts 
only as a certifying or advisory 
body.

All visual materials must follow EHL’s 
branding guidelines and be 
approved by the Brand Team prior 
to publication.
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1.6 Our Brand
Architecture
Core Structure 
and Services

mailto:brand%40ehl.ch?subject=brand%20architecture%20-%20partnership
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Our everyday language plays 
an important role in conveying 
our values and building the 
human-centred culture that we 
strive for. It plays a role in 
meeting our stakeholder’s 
needs and expectations, so 
consistency in our verbal 
identity, across our entities and 
internal and external channels, 
is important.

WHAT WE WANT TO CONVEY

Welcoming
EHL's communication, internally as well 
as externally, is historically quite formal. 
While formality is very important in cer-
tain instances, being less formal can be 
just as respectful and, more important-
ly, much more human, benevolent, wel-
coming.

More than excellence
It is true that we strive to be the best, but 
‘excellence’ is not all that we want to 
stand for. Our other values – family and 
learning – are just as important in a wor-
ld where people are questioning old 
paradigms and looking for purpose.

Consistent messaging
EHL has become an international 
Group. With this comes a need to 
consciously think of a thread that holds 
all our communication together.

WHAT IS A "TONE OF VOICE" ?

Communication is not just about what you 
say, but how you say it.
EHL’s tone of voice reflects our brand’s 
personality, goals, values and areas of ex-
pertise. It influences how a message is per-
ceived and helps to connect with our au-
diences.
Having a tone of voice, and using it 
consistently, allows to build emotional 
connections, it makes a brand or company 
more human, it helps you stand out and, in 
the end, increases impact.

Welcoming

More than 
excellence

Consistent 
messaging
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Humanity
at the Heart

2.1

IN SHORT

Humanity at the 
Heart. After all, that 
is the secret of great 
hospitality.
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2.2 4 Tonality Pillars

Warm Thoughful
Human-centered and welcoming.
Our voice reflects genuine care, respect, and 
attentiveness. Rooted in hospitality, we value every 
interaction as a moment of connection.
We speak to people, not profiles—without any 
arrogance and always with empathy and grace.

Intentional, intelligent, and emotionally aware.
We communicate with depth and care, considering 
both the intellect and the heart.
Grounded in academic rigor and emotional 
intelligence, our messages carry purpose and 
encourage reflection. We choose clarity and 
meaning over superficial phrases.

Refined Inspiring
Elegant, precise, and quietly confident.
Our tone reflects the high standards we uphold.
Inspired by Swiss precision and an international sense 
of style and cultural awareness, we speak with clarity, 
elegance—and effortless style.
Never cold, always composed. Every word is 
deliberate; every message, meaningful.

Visionary, empowering, and full of possibility.
We nurture potential. Whether guiding students, 
engaging partners, or addressing the world, we aim 
to uplift, energize, and spark growth.
Our voice encourages people to become the best 
version of themselves and to see hospitality as a 
force for good.



KEY PRINCIPLES OF INCLUSIVE 
COMMUNICATION

Awareness Matters
Words and images have power.
We strive to use language free from 
bias, stereotypes, or unconscious pre-
judice to make every individual feel re-
presented and valued.

Inclusion or Inclusiveness in Action
Inclusive communication reduces conflict, 
clarifies ambiguity, and helps create a 
space where everyone can thrive.

A Shared Responsibility
Building an inclusive environment is a 
collective effort, where everyone takes 
part in fostering belonging and mutual 
respect.
 
Tips for Gender Neutrality 
Avoid derogatory language (avoid 
biases).
Do not favor a particular sex and in-
clude gender-neutral terms.
Ensure that the individuality, integrity, 
and humanity of people are respected.
Remember that your readers are likely to 
have different sensitivities (from your own).

At EHL, inclusivity is at the 
core of our values, and our 
language plays a pivotal role 
in fostering a safe, respectful, 
and welcoming environment 
for all. Our commitment to 
inclusive communication 
ensures that everyone—
regardless of background, 
identity, or ability—is treated 
with dignity and equal 
respect.

Awareness
Matters

Inclusion or 
Inclusiveness in Action

A Shared
Responsibility

Tips for Gender 
Neutrality

KEY PRINCIPLES
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2.3 Inclusive 
Communication:
our fifth Pillar



→	 Use we, you, us, our… (after 
all, we’re a family, we’re in this 
together)

→	 Write from a place of trust, 
kindness and connection (again: 
we are in this together)

→	 Break through the overly formal, 
use real human emotions that 
connect us (e.g. ‘it is probably safe 
to say we share a love for the finer 
things in life')

→	 Avoid passive phrases (it has been 
decided → we decided)

→	 Speak directly to your audience as 
if you were sitting down, having a 
conversation

→	 Use jargon that connects (such as 
‘EHLers’) or little extras (such as 
inside jokes or knowledge that all 
of us share) between brackets (e.g. 
‘we are all waiting impatiently for 
our new campus to open…')

→	 Be succinct and to the point – key 
message should be in the first 
paragraph (and use text in bold/
titles/bullet points/… to make it 
easily skimmable)

→	 Don’t overdo it, don’t speak as 
if you’re selling something, be 
authentic and genuine

  Quick fixes
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2.4 Guidance
on Do's & Don'ts
and Quick Fixes

	A tone that’s light and bright

	Authentic/Not overly showy

	Clear (both in structure and through impactful 
sentences)

	Look at the audience eye-to-eye

  Don'ts  Do's

	 A tone where we take ourselves too seriously

	 Over-promising (e.g. using superlatives & 
hyperbole)

	 Complex messaging structure and navigation

	 Patronising

 Brand folder

For more information, refer 
to the detailed document 
"EHL Tone of Voice", available 
in the Guidelines section on 
Brandfolder.

https://brandfolder.com/ehl
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3.

D
es

ig
n

Sy
st

em 3



GRAPHIC ELEMENTSSYMBOLS

ILLUSTRATIONS PATTERNS COMPOSITION AND ROUNDED CARDS

Domaine
medium
Hurme
semi-bold

Hurme
regular

Lorem ipsum
dolor est

PHOTOGRAPHY

12355b
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3.1

The system elements were 
inspired by the master 
brand framework and 
brand characteristics. They 
are designed to enhance 
consistency while allowing 
flexibility across various 
mediums.

System elements may be 
combined in various ways to 
create distinct expressions, 
from simple and elegant 
to bold and energetic. The 
spacious and structured 
approach to composition 
helps each application 
feel more open, inviting 
and inspiring — reflecting 
our brand personality and 
connecting all that we do.

Master Brand 
System Elements
Overview

DARK BLUE
#001436

PEARL
#F1F1EF

MAIN LOGO MAIN TYPOGRAPHY PRIMARY COLORS AND ROUNDED CARDS

TAUPE
#919388

PETROL
#00587E

COBALT
#12355B
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4Lo
go

ty
pe
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4.1 Encapsulated
Master Brand
Logotype

The logo is the most 
visible element of 
our identity — a 
universal signature 
that unites all EHL 
communications
It’s a guarantee of 
quality that unites our 
diverse arts program.

The EHL logo consists of two 
elements:
→ 	the EHL acronym that 

stands for "'Ecole hôtelière 
de Lausanne"

→	 the symbol for Swissness 
(chalets) and sunrise/
service/human warmth.

The design is meant to be 
elegant, bold, and reflective 
of our heritage and Swiss 
roots, while incorporating 
an international dimension, 
emphasizing human 
connections, and showcasing 
refined sophistication.

The blue color is intended 
to highlight the natural 
surroundings while 
symbolizing prosperity, 
stability, security, taste, 
tranquility, and elegance.



minimum size
10x10 mm
30x30 px
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4.2

The encapsulated 
version is the main 
logo of the master 
brand. Used for 
premium material 
such as brochure, 
editorial, 
advertisements, 
leaflets, roll-ups, flyers, 
adhesives but also on 
social media.

→ Safe area
To maintain legibility, ensure 
that no elements crowd the 
safe area and that they do not 
sit uncomfortably close to the 
edge of a surface. An element 
from the logotype has been 
chosen as a reference to 
objectively define this area. 
The height of the «Arche» (X) is 
the minimum space that 
should be respected.

→ Minimum size of use
To ensure readability 
and visibility of the logotype, 
do not reduce the logotype 
below the minimum size 
defined here.

Encapsulated
Master Brand
Logotype
Construction
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The logotype should ideally 
be positioned at the center of 
the subject for optimal visibility 
and balance. 
If centering is not feasible, it 
may be placed at the center 
top or center bottom as 
alternative options.

THESE RULES CAN BE ADAPTED 
HORIZONTALLY

Encapsulated
Master Brand
Logotype
Placement Rules

4.3

 X

X

size 1/9x size 1/18x

size 1/7x

size 1/14x
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4.4

→ Colored versions
The three main EHL logotype 
versions are: 
→ 	dark blue + EHL logotype 

in white
→ 	taupe + EHL logotype 

in dark blue
→ 	white + EHL logotype 

in dark blue

→ Colored backgrounds
The encapsulated EHL 
logotype may be used in 
following ways:
→ 	dark blue on light 

backgrounds 
→ 	taupe on dark backgrounds
→ 	white on colored 

background such as 
photography.

→ Monochrome versions
The monochrome versions 
may be applied to any 
solid colored background 
as long as visual integrity is 
maintained.

Encapsulated
Master Brand
Logotype
Application Rules



minimum size
20 mm width
80 px width
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4.5

The horizontal version 
of the logotype is 
mainly used for digital 
assets such as websites 
headers, landing 
pages, newsletters, etc. 
when the area is very 
small and horizontal.

The horizontal logotype 
can be adapted for various 
orientations and applications, 
from  large-scale to small 
screens.

Horizontal 
Master Brand
Logotype
Construction

→ Safe area
To maintain legibility, ensure 
that no elements crowd the 
safe area and that they do not 
sit uncomfortably close to the 
edge of a surface. An element 
from the logotype has been 
chosen as a reference to 
objectively define this area. 
The height of the «Arche» (X) is 
the minimum space that 
should be respected.

→ Minimum size of use
To ensure readability 
and visibility of the logotype, 
do not reduce the logotype 
below the minimum size 
defined here.



THESE RULES CAN BE ADAPTED 
HORIZONTALLY
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4.6

The horizontal logotype 
should ideally be positioned 
on the left or right side, as well 
as at the top or bottom of 
the subject, to ensure optimal 
visibility and visual balance.

Horizontal
Master Brand
Logotype
Placement Rules
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4.7

→ Colored versions
The three main EHL horizontal 
logotype versions are: 
→ 	taupe 
→ 	dark blue
→ 	white

→ Colored backgrounds
The horizontal logotype may 
be used in following ways:
→ 	dark blue on light 

backgrounds 
→ 	taupe on dark 

backgrounds.
→ 	white may be applied 

to any solid colored 
background as long as 
visual integrity and legibility 
are maintained.

→ 	the horizontal logo can not 
be applied on a picture.

→ Monochrome versions
The monochrome versions 
should only be used in 
situations where constraints 
prevent the use of the 
colored versions, such as 
on merchandising items or 
monochrome documents.

Horizontal
Master Brand
Logotype
Appl	ication Rules



minimum size
12 mm width
40 px width
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4.8

The stacked version 
of the logotype is 
exceptionally used 
when area is very small 
and squared: website 
favicon, sponsor logos 
listing, very small 
merchandising, on 
partnership logos 
composition. For any 
other usage, please 
contact the Brand 
Manager.

Stacked
Master Brand
Logotype
Construction

→ Safe area
To maintain legibility, ensure 
that no elements crowd the 
safe area and that they do not 
sit uncomfortably close to the 
edge of a surface. An element 
from the logotype has been 
chosen as a reference to 
objectively define this area. 
The height of the «Arche» (X) is 
the minimum space that 
should be respected.

→ Minimum size of use
To ensure readability 
and visibility of the logotype, 
do not reduce the logotype 
below the minimum size 
defined here.

mailto:brand%40ehl.ch?subject=Stacked%20Master%20Brand%20logotype
mailto:brand%40ehl.ch?subject=Stacked%20Master%20Brand%20logotype
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4.9

→ Colored versions
The 3 main EHL stacked 
logotype versions are: 
→ 	taupe 
→ 	dark blue
→ 	white

→ Colored backgrounds
The stacked logotype may be 
used in following ways:
→ 	dark blue on light 

backgrounds 
→ 	taupe on dark 

backgrounds.
→ 	white may be applied 

to any solid colored 
background as long as 
visual integrity and legibility 
are maintained

→ 	the stacked logo cannot be 
applied on a picture.

→ Monochrome versions
The monochrome versions 
should only be used in 
situations where constraints 
prevent the use of the 
colored versions, such as 
on merchandising items or 
monochrome documents.

Stacked
Master Brand
Logotype
Appl	ication rules
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4.10 Guidance
on Do's & Don'ts

The EHL logotypes 
should never be 
altered, including 
modifying the official 
colors or the symbol. 
Always use supplied 
artwork and please do 
not recreate the logo.

1.	 Do not alter the color of the 
logotype.

2.	 Do not modify the 
typography of the EHL 
logotype.

3.	 Do not use an outline.
4.	 Do not add a shadow 

effect. 
5.	 Do not distort the logotype.
6.	 Do not place any elements 

inside the protected area 
around the logotype.

7.	 Do not use the arch alone 
without EHL.

8.	 Do not rotate the logotype.
9.	 Do not change the 

proportion of the logotype.
10.	Do not insert a picture in a 

logotype.
11.	Do not use logotype in a 

vertical position

1.

9.

5.

2.

10. 11.

6.

3.

7.

4.

8.

LOREM
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5.

C
ol

or
s

5



R 145
G 147
B 136

#919388

C 22
M 14
Y 23
K 38

Pantone 415C

RAL 7032 

Foil kurz
colorit 978
(matt)

Foil kurz
luxor 377
(metallic)
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5.1 Primary Colors
References

The brand colors
The EHL main brand colors  
are dark blue and taupe. 
These colors are used to 
provide consistency and 
simplicity throughout all  brand 
communications. Specific color 
references have been defined  
for each EHL color depending 
on its use.

TAUPE

→	 RGB: to be used for screens 
and web.

→	 HEX CODE (#): to be used 
for web.

→	 CMYK (four color process): 
to be used for print.

→	 PANTONE: to be used for 
color accuracy for print.

→	 RAL: to be used for 
coatings.

→	 FOIL KURZ COLORIT: to 
be used for the graphic 
industry (pigmented mat 
stamping foils).

→	 FOIL KURZ LUXOR: to 
be used for the graphic 
industry (pigmented 
metallic stamping foils).

R 0
G 20
B 54

#001436

C 100
M 83
Y 0
K 60

Pantone 2768C

RAL 5011

Foil kurz
colorit 917
(matt)

DARK BLUE
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5.2

These additional colors 
may be used in support of 
EHL primary colors only, 
and should not be used 
prominently in application. 
This helps maintain the 
meaning and impact of the 
EHL palette. 

Outside of illustrations, 
extended colors may be 
applied only with similar 
tones. For example, on an 
infographic, the secondary 
blues may be used in support 
of the EHL primary blue.

Secondary 
Colors
References

PEARL
R 228
G 228
B 225

C 10 
M 5 
Y 10 
K 0

#F1F1EF

Pantone 
9101 C

PETROL 
BLUE

R 0
G 87
B 122

C 96
M 30
Y 8
K 43

#00587E

Pantone 
7701 C

COBALT 
BLUE

R 27
G 54
B 95

C 100
M 71
Y 0
K 51

#12355B

Pantone 
534 C

WHITE
R 255
G 255
B 255

C 0
M 0
Y 0
K 0

#FFFFFF

BLACK
R 0
G 0
B 0

C 40
M 40
Y 40
K 100

#000000
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5.3

These entity-specific colors 
provide each of our main 
entities with a distinct 
identity, enabling tailored 
communication to resonate 
effectively with their unique 
audiences.

Please refer to sections 10>14 
to  know how to use these 
specific colors.

Secondary 
Colors
A distinctive 
color for each 
entity

GOLD 
R 170
G 135
B 67

C 26 
M 42 
Y 78 
K 17

#AA8743GRADUATE & EXECUTIVE 
EDUCATION

INNOVATION HUB LILAS
R 185
G 170
B 227

C 34 
M 36 
Y 0 
K 0

#B9AAE3

SCHOOL OF
PRACTICAL ARTS TAN

R 182
G 99
B 63

C 13
M 69
Y 79
K 7

#B6633F

EDUCATION 
CONSULTING TAUPE

R 173
G 171
B 161

C 33
M 26
Y 33
K 6

#ADABA1

UNDERGRADUATE
SCHOOL

EHL
HOSPITALITY
BUSINESS SCHOOL

ICE
R 95
G 200
B 240

C 69
M 0
Y 9
K 0

 #5FC8F0

PRE-UNIVERSITY 
PROGRAMS MINT 

R 148
G 227
B 212

C 49
M 0
Y 28
K 0

#94E3D4
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5.4

Maintain consistency and 
brand recognition across all 
media by adhering to the 
recommended color 
proportions.

Colors
Global 
proportions

PRIMARY
COLORS

SECONDARY 
COLORS

ENTITY 
COLOR

→	 For static layouts, 
secondary colors should 
be limited to 2–5% of the 
design.

→	 For animated layouts 
specific to an entity, begin 
and end with the primary 
color dark blue. However, 
proportions can vary 
throughout the animation 
based on your needs.

80%

15%

5%



80%
BLUE

15%
TAUPE

10%
BLUE

5%

5%

Colors proportions on
covers and "One-page"

Colors proportions on
multi-pages documents (e.g.  brochures)

80%
WHITE

5% 5%
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5.5

Blue is the brand's main 
identity color, and it is 
important for it to be the 
dominant color across 
all "one-page" materials 
representing the parent 
brand.

In multi-page materials, 
the proportions may be 
reversed to enhance content 
readability.

Primary and secondary colors 
cannot all be combined in the 
same way due to contrast and 
readability considerations.

Colors
Proportions
and Combination
Guidance

  Do's
These color combinations can be used for both text 
content and illustrative elements.
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T
yp
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fa

ce
s 6
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6.1

Regular
Medium
Semibold

Light
Regular
Semibold

DOMAINE
DISPLAY

HURME
GEOMETRIC SANS 1

Typefaces
References

Typography is a key element 
of our brand. It works to 
maintain consistency, create 
clarity and provide equity to 
the brand as a global leader 
in education .

The typeface usages
These typefaces must be used 
on official EHL marketing and 
communication collaterals.

These typefaces are available 
only under licence and are 
installed on all EHL computers.

→	 The Domaine Display  
font is used for titles. 

→	 The Hurme Geometric Sans 
font is used for body texts.

We use them in three weights 
which provide a wide range of 
possible applications (e.g 
body text and secondary 
content).



sec-
tion 
title

HERE IS

The main title
Here is the short subtitle of  lorem ipsum 
dolor est sit amet per mergitur.

HERE IS THE CONTENT TITLE
Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. Cras 
sodales eros purus, a tincidunt nisl 
iaculis id. Pellentesque in accumsan 
magna. Vestibulum molestie ipsum 
et tortor tincidunt, quis rutrum arcu 
dictum. Maecenas hendrerit 
magna nec and here is the 
highlighted sentence. quam feugiat 
pretium. Pellentesque habitant 
morbi tristique senectus et netus et 

quam feugiat pretium. Pellentesque 
habitant morbi tristique senectus et 
netus et

CONTENT TITLE 
malesuada fames ac turpis 
egestas. Ut tincidunt sed est Integer 
non lacinia justo, vel sollicitudin 
neque. Donec elementum pretium 
nibh, ut ultrices quam.

1

2

3

4

5

6
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Typefaces
Hierarchy 
Example 1

6.2

01. OVERTITLE
Hurme Regular / Uppercase / 
100 letterspace / 13 pt.

02. TITLE
Domaine Semibold / 
Lowercase / 0 letterspace / 
26 pt

03. INTRO
Domaine Regular / Lowercase 
/ 0 letterspace / 16 pt
ou Hurme Semibold

04. CONTENT
Hurme Light / -10 letterspace 
/ 9 pt

05. HIGHLIGHT
Hurme Semibold / -10 
letterspace / 9 pt

06. SECTION TITLE
Domaine Semibold / 0 
letterspace / 195 pt



section title
Here is the short subtitle of  lorem 

ipsum dolor est sit amet per mergitur.
CONTENT TITLE
Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Cras sodales eros purus, a 
tincidunt nisl iaculis id. Pellentesque in 
accumsan magna. Vestibulum molestie 
ipsum et tortor tincidunt, quis rutrum arcu 
dictum. Maecenas hendrerit magna nec 
and here is the highlighted sentence. 
quam feugiat pretium. Pellentesque 

habitant morbi tristique senectus et netus 
et quam feugiat pretium. Pellentesque 
habitant morbi tristique senectus et netus 

CONTENT TITLE 
malesuada fames ac turpis egestas. Ut 
tincidunt sed est Integer non lacinia justo, 
vel sollicitudin neque. Donec elementum 
pretium nibh, ut ultrices quam.

1

2

3

4

5

5

MAIN TITLE
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6.2

01. SECTION TITLE
Domaine Semibold / 0 
letterspace / 70 pt

02. TITLE
Hurme regular/ uppercase / 
100 letterspace / 20 pt

03. INTRO
Domaine Regular / Lowercase 
/ 0 letterspace / 22 pt
ou Hurme Semibold

04. CONTENT
Hurme Light / -10 letterspace 
/ 9 pt

05. LINK
Hurme Regular underline / -10 
letterspace / 9 pt

06. HIGHLIGHT
Hurme Semibold / -10 
letterspace / 9 pt

Typefaces
Hierarchy 
Example 2
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6.3

Regular
Bold

Regular
Bold 

Regular
Bold

If Domaine Display
is missing

If Hurme Geometric Sans
is missing

CENTURY GOTHIC (ON MAC)

ARIAL (ON PC)GEORGIA

Fallback fonts are a set of 
alternative typefaces used 
when the preferred font is 
unavailable, for example 
outside of the institution. 
They ensure that text remains 
legible and visually consistent 
across different devices and 
platforms. 

The Georgia, Century Gothic 
and Arial fonts are typefaces 
that can be used if Domaine 
Display and Hurme Geometric 
Sans 1 are missing. 

→	 The Georgia font is used for 
titles. 

→	 The Century Gothic or Arial 
fonts are used for titles and 
body texts.

They exists in various weights 
which provide a wide range of 
possible applications (e.g titles 
and secondary content).

The usage of the fonts should 
stick to two typefaces per 
support.

Typefaces
Fallback Fonts
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7.1 Circles of 
Excellence
Overview

The EHL identity is further 
enhanced by a series of 
patterns designed to reflect 
the core qualities of our 
entities. 

These "Circles of Excellence" 
serve as visual tools to 
highlight and amplify key 
information within a layout. 

To maintain a clear and 
cohesive identity, circles should 
be used selectively and with 
intention.



 X

 X
 = 2X
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7.1 Circles of 
Excellence
Around the Logo

The "Circles of Excellence" 
can be used around the 
logo to subtly highlight 
and elevate its presence. 
Positioned to frame the 
logo, these circles should 
draw attention to it without 
overwhelming the design. 

Additionally, a safe zone 
must be respected around 
the logo, free from other 
design elements or 
patterns, to maintain its 
visual integrity.
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7.1

GIVING
BACK

Circles of 
Excellence
As a Frame

The "Circles of Excellence" 
can be used as a frame to 
highlight illustrations or text. 
In this context, the shape 
should be displayed 
in halftones to subtly 
emphasize the content 
without overpowering it. 

While you can crop the 
form to fit your design, it’s 
important not to overuse it.
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7.1

For decorative purposes
 
The "Circles of Excellence" 
can also be used for 
decorative purposes, such as 
on packaging, textiles, retail 
design, and more.

Always use them in halftones 
to maintain a subtle, refined 
look that complements the 
overall design. Ensure they 
enhance the aesthetic without 
detracting from the main 
elements, reinforcing the 
brand's identity in a tasteful, 
balanced way.

Circles of 
Excellence
As a Pattern
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7.2

EHL 
Brand
Session
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O P E N  M I N D E D

Illustrations
Library

EHL illustrations are an 
integral part of the brand and 
should be used thoughtfully. 
Their primary purpose is to 
enhance the understanding 
of text content. Decorative 
elements are meant to 
enrich compositions, but it’s 
important not to overuse 
them—simplicity is key to 
maintaining a strong, beautiful 
identity.

→	 Use illustrations to 
complement infographics 
or content.

→	 Apply them as backgrounds 
in halftones for subtle 
emphasis.

→	 Incorporate them as 
design elements in covers, 
advertisements, or chapter 
opening pages.

Always remember, the goal 
is to support the content 
while preserving clarity and 
elegance.
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7.3 Icons
Library

A set of generic icons has 
been designed to complement 
your documents and 
infographics. These icons serve 
as visual aids to enhance 
clarity and support the brand's 
communication.

All new icon designs must 
follow the "outline style" and 
color to maintain consistency 
with the brand identity.

Use icons sparingly and 
purposefully to avoid clutter 
and ensure they contribute 
to the overall simplicity and 
elegance of the composition.
Icons should seamlessly 
integrate into your materials, 
reinforcing the visual identity 
while making information 
more accessible.

A new icon may be created 
following the existing style and 
color palette. For support or 
validation, the brand team 
can be contacted.

mailto:brand%40ehl.ch?subject=contact%20about%20corporate%20icons
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7.4 Graphic 
Elements
Devices

The EHL visual 
identity encourages 
creativity through 
the thoughtful 
combination of key 
design elements:

→	 Circles of Excellence: add 
emphasis and highlight 
content.

→	 Rounded cards & windows: 
create soft, approachable 
layouts.

→	 Rounded "Marie-Louise" 
Frames: frame key visuals 
with elegance.

→	 Line Patterns: introduce 
texture and rhythm to 
designs.

→	 Lines & Rounds: combine 
geometric elements for 
dynamic compositions.

→	 Illustrations: add depth and 
storytelling to your visuals.

→	 Font Symbols: enhance 
communication with subtle, 
branded details.

Feel free to mix and play 
with these elements to craft 
engaging and cohesive 
layouts. Always prioritize 
balance, simplicity, and 
alignment with the brand 
identity.
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7.5 Graphic 
Elements
Layouts & 
Placement

Graphic system variant for
vertical and horizontal 
layouts:

→ 	Rounded Cards: standard 
option for versatile and 
balanced designs.

→ 	Rounded "Marie-Louise" 
Cards: premium choice 
for luxurious and elegant 
layouts.

→ 	Logo alone in the 
Center: for minimal and 
understated applications.

 
 
Logo Placement:

→ 	The logo should always 
be positioned straddling 
two sections—either two 
communication blocks or 
one communication block 
and the background.

→ 	Its placement must follow 
the content hierarchy, 
ensuring it aligns with the 
visual structure and flow of 
the design.
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7.6 Rounded cards
Guidance on Do's 
& Dont's

 	Rounded cards 
radius and content 
hierarchy

→	 Overlay 1 to 2 rounded 
cards to establish a clear 
content hierarchy.

→	 Ensure as much as possible 
that the rounded corners 
flow bottom to top or left 
to right to enhance the 
logo and title placed on the 
colored background.

¨
→	 Corner radius values are 

determined by the size of 
the component:

	
	 Larger digital components:
	 Use a 16px corner radius

	 Smaller digital components:
	 Use a radius of 10px to 5px

	 Larger print components:
	 Use a 10mm corner radius

	 Smaller print components:
	 Use a 5mm corner radius

	 Rely on your optical 
perception to harmonize 
all corner sizes, ensuring 
a cohesive and visually 
balanced design

  Don'ts

  Do's

SAME RADIUS ON ALL CARDS

DIFFERENT RADIUS

FLUSH WITH THE EDGES OF THE DOCUMENT

LEAVE TOO LITTLE SPACE BETWEEN CARDS

LIGHT TRANSPARENCY ON THE UPPER CARD

FULL TRANSPARENT CARD
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7.7 Infography
Guidance

→	 Bold, prominent numbers: 
numbers are displayed 
in bold and large sizes, 
serving as graphic elements 
to capture attention.

→	 Brand icon library: use 
the brand's icon library to 
illustrate and support key 
facts.

→	 Primary and secondary 
colors: primary colors 
can be complemented by 
secondary colors in charts 
and graphics for added 
depth and clarity.

→	 Rounded cards: serve as 
containers to structure and 
organize content effectively.

→	 Color blocks and outline 
elements: combine these 
elements to establish a 
clear visual hierarchy and 
guide the viewer's attention.

PREPARATORY YEAR

YEAR 1

YEAR 3

YEAR 2
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To bring EHL’s brand key 
to life, our photography 
invites viewers into the world 
of hospitality as it’s lived 
and experienced every 
day—genuine, human, and 
transformative. 
Each image quietly reflects 
our values: connection, care, 
excellence, and purpose.

“ Genuine human 
connection. The craft 
of hospitality. 
Excellence in action.”

Our visual language is refined 
yet warm, aspirational yet 
approachable. 

It’s about capturing the pride 
and joy of the EHL experience 
in a way that feels real and 
resonant.

Photography
Fundamentals

8.1

THE IMAGERY AIMS TO BE:

→	 Ownable
	 clearly EHL, with a signature 

look and feel

→	 Authentic
	 rooted in real moments, never 

overly staged

→	 Distinct and Differentiating 
emotionally rich and 
recognizably different

→	 Proud and Joyful
	 confident, uplifting, and 

people-focused

→	 Magnetic and Inspiring 
drawing viewers in through 
storytelling and atmosphere.
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Photography
The Visual Red 
Thread

8.2

→	 Authentic & Emotionally 
Engaging

	 Capture genuine, candid 
moments that show 
real human connection, 
confidence, curiosity, and 
collaboration.

→	 Sense of Excellence & 
Refinement

	 Use natural light and 
elegant composition 
to create polished yet 
approachable images. 

→	 Living, Immersive Learning 
Experience

	 Showcase active, hands-on 
education where students 
are engaged in real-world 
challenges and teamwork.

→	 Global & Inclusive 
Perspective

	 Highlight diversity in 
backgrounds and cultures 
within international settings, 
blending traditional 
hospitality with modern 
leadership.

→	 Warm, Thoughtful & 
Magnetic Atmosphere

	 Evoke welcoming, inspiring 
emotions through rich, 
natural colors and inviting 
settings that balance 
tradition, modernity and 
understated elegance.
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Portraits are a key component 
of EHL’s visual storytelling. 
They allow us to introduce 
the individuals who shape our 
community—students, faculty, 
alumni, and professionals—
while conveying the spirit and 
culture that connects them all.

Solo portraits aim to reveal 
personality in a natural, 
confident way. They focus 
on authentic expressions, 
whether thoughtful, joyful, 
or calm, using simple, clean 
backgrounds and natural 
light to keep attention on the 
person.

Group portraits celebrate 
connection and collaboration. 
They capture spontaneous, 
relaxed moments of 
interaction—whether laughter, 
teamwork, or conversation—
reflecting diversity and a 
strong sense of belonging.

In both solo and group 
portraits, environments can 
add context—classrooms, 
kitchens, lounges, or natural 
outdoor light—but should 
never distract. Above all, these 
portraits aim to be joyful, 
distinctive, and unmistakably 
EHL.

Photography
Portraits

8.3
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Stationery9.1
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Digital9.2 10:07

EHL_Lausanne

EHL_Lausanne

lorem ipsum

3.258 likes

Lorem ipsum dolor sit amet

follow
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Prints9.3

2

INTRODUCTION

Bore nestrum andelesti quia iur sum qui quis 
voluptatqui cuptibustio te con consectest ipiciti 
oreprep eratia imuscip iducimusa delligendus ut ute 
consequia es porehenti volorem qui commolorum, 
sunt qui quo que platiur, comnimi nisqui accaese 
quiscil ligendunt.

Uciis int. Ut di cumque volorest harupta doluptatem. 
Um rectatem. Icta con consed qui alitatur? Quia 
dolorepudam faccum remquisquae conem. Illam ide 
quam eos estium endit voluptatio quo blaut volore, 
to to et estiunti dolore, coritia core, ullupti vent qui ad 
eos et doluptiam secation comnimi, anihicae explist 
fuga. Natenim qui ut pa esecusdae quis culparum 
fuga. Neque voluptatem net as eiur sae pa.

Creating 
value for your 
organization and 
clients.

3

INTRODUCTION

S E RV I C E S C O U R S E L E A R N I N G  O U TC O M E S

O N L I N E  H O S P I TA L I T Y 
M A N AG E M E N T C O U R S E S 

Lorem ipsum Luptatqui odit liqui dolla doloreped 
es qui doluptaque nieniet dit alite 
ea alibusdame quae offi  cae rroris 
sima expla exereicimus acest ommo 
tempore simuscita dolo.

Lorem ipsum Luptatqui odit liqui dolla doloreped 
es qui doluptaque nieniet dit alite ea 
alibusdame quae offi  cae.

Lorem ipsum Mus quia dolor aut volupturibus aut 
que ma niminveles eiusdae qui repro 
quatibe rspelia nimpedi quibus doles 
elita con plisquam iume iunt. Tem 
eostotaectur seque nesenieni rerfere 
mquiaep tassitia voluptatum hariasp 
erehendi quasper unditata qui inis mil.

Lorem ipsum Mus quia dolor aut volupturibus aut 
que ma niminveles eiusdae qui repro 
quatibe rspelia nimpedi quibus doles 
elita con plisquam iume iunt. 

P R O F E S S I O N A L 
C E RT I F I CAT E

Lorem ipsum Mus quia dolor aut volupturibus aut 
que ma niminveles eiusdae qui repro 
quatibe rspelia nimpedi. 

Lorem ipsum Mus quia dolor aut volupturibus aut 
que ma niminveles eiusdae qui repro 
quatibe rspelia nimpedi quibus doles 
elita con plisquam iume iunt. Tem 
eostotaectur seque.

For Individuals & Organizations

Hospitality and Service 
Excellence Courses

8

BUSINESS SOLUTIONS

S E RV I C E S C O U R S E L E A R N I N G  O U TC O M E S

O N L I N E  H O S P I TA L I T Y 
M A N AG E M E N T C O U R S E S 

Lorem ipsum Luptatqui odit liqui dolla doloreped 
es qui doluptaque nieniet dit alite 
ea alibusdame quae offi  cae rroris 
sima expla exereicimus acest ommo 
tempore simuscita dolo.

Lorem ipsum Luptatqui odit liqui dolla doloreped 
es qui doluptaque nieniet dit alite ea 
alibusdame quae offi  cae.

Lorem ipsum Mus quia dolor aut volupturibus aut 
que ma niminveles eiusdae qui repro 
quatibe rspelia nimpedi quibus doles 
elita con plisquam iume iunt. Tem 
eostotaectur seque nesenieni rerfere 
mquiaep tassitia voluptatum hariasp 
erehendi quasper unditata qui inis mil.

Lorem ipsum Mus quia dolor aut volupturibus aut 
que ma niminveles eiusdae qui repro 
quatibe rspelia nimpedi quibus doles 
elita con plisquam iume iunt. 

P R O F E S S I O N A L 
C E RT I F I CAT E

Lorem ipsum Mus quia dolor aut volupturibus aut 
que ma niminveles eiusdae qui repro 
quatibe rspelia nimpedi. 

Lorem ipsum Mus quia dolor aut volupturibus aut 
que ma niminveles eiusdae qui repro 
quatibe rspelia nimpedi quibus doles 
elita con plisquam iume iunt. Tem 
eostotaectur seque.

9

BUSINESS SOLUTIONS

EHL Group
Services

Educate
Hearts, Hands

and Minds

ehlgroup.com

EHL Group                                                                                                                                          
Route de Cojonnex 18

1000 Lausanne 25

Tel. : + 41 21 785 1111
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Mus quia dolor aut volupturibus aut que ma niminveles 
eiusdae qui repro quatibe rspelia nimpedi quibus doles 
elita con plisquam iume iunt. Tem eostotaectur seque 
nesenieni rerfere mquiaep tassitia voluptatum hariasp 
erehendi quasper unditata qui inis mil is

BUSINESS DEVELOPMENT

Our services
and Expertise
Tas necatem odignis quas nis comnis utem estiis etur se 
solorem re audi net fugit, quissed magnam quis eum fugiti 
cumquo offi  c tes reptaerum raeriat emquian tiaecep ellest 
mo voloremporro qui ratus.
Aquo venisima ad qui tectoreped quaspis apiciis suntiam es 
abo. Ut lam ut ditatur, si toreprere, tempor si ut fugiae

Luptatqui odit liqui dolla doloreped es qui doluptaque 
nieniet dit alite ea alibusdame quae offi  cae rroris sima 
expla exereicimus acest ommo tempore simuscita dolo 
ipsunt dusdantiis vent quo dolores eate con parum 
reruptatquam evenis et aut lacculp archilit porrore 
runditatest essimil iligent omnihilitati blaborem aut et vel

EDUCATION
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INTRODUCTION

Dendebis si into event qui omnissi optaspe rsperit, odis re 
nonseque nonectem eos sum cones que ipsam atem eatiis 
eum nos iduciis anientia voles cor moluptatur? Ovitecab 
ilitibus alis sedis iur rehento rporrov itaspiet des cum quiam 
fuga. Nem incit, untur? At everiam, cum, optatquiatio ide

PARTNERSHIPS & RESOURCES

Quidebit iaspidis mi, quis repe non parist adit et aut 
voluptat aut a volorum que rem iscieni mporerum fugiam 
quam quiaest, quat et omnihiciis dolo delendis atio. Ut 
fuga. Quam, cor aut molupti nctatem quisquis re sa voloris 
moluptatur? Rem volutatem et et a sum aliti aliti omnis 
alicide nulpari idesequis et velite consequi odi nusci audis 
min paritem

R&D AND INNOVATION

7

INTRODUCTION
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Presentation9.4
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School has established 
itself as a pioneer in its 
fi eld.

Lorem ipsum 
dolorem

Lorem ipsum 
dolorem

Lorem ipsum 
dolorem

PROBLEM 2 PROBLEM 3PROBLEM 1

CHAPTER TITLE

18

Title Case 60pt 
Lorem ipsum 
dolorem sanctum 
esem opife.
THIS IS A SUBTITLE 30PT CAPS 01.02.25

CHAPTER TITLE

TA B L E  E XA M P L E U N I T

Lorem ipsum dolor est CHF XX,XXX

Lorem ipsum dolor est CHF XX,XXX

Lorem ipsum dolor CHF XX,XXX

TOTA L CHF XX,XXX

Variable Fees (Summer Courses)* CHF 1200

Variable Fees (Accounting Course)** CHF 600

Variable Fees (Finance Course)** CHF 600

* The Summer Course is mandatory 
for students holding a Bachelor’s 
degree in a non-hospitality related 
management fi eld.
** All applicants must complete 
an assessment in fi nance and 
accounting to determine if they meet 

the required level for the program. If 
not, participation in our Finance and/
or Accounting Summer Course, which 
off ers additional preparation, will be 
required before starting the master’s 
degree (refer to Admission Criteria 
for full details).

CHAPTER TITLE

11

Current text. 34pt regular. Sollabor estrum et ipsandu 
citatio rerovit pero to millatecum ab illoreped quam qui 
quaspic temperi buscimo lestior ehendem. Vid mo con 
porpos aut a voluptiunt quis porrum que alita nossus 
non net intur rem essequi re debis aperund itibus eum 
dolorei cienti dolore consequis eosandenis nulpa si re 
resequa ssenimus et odignis.

Sollabor estrum et ipsandu citatio rerovit pero to 
millatecum ab illoreped quam qui quaspic temperi 
buscimo lestior ehendem. Vid mo con porpos aut a 
voluptiunt quis porrum que alita nossus non net intur 
rem essequi re debis aperund itibus eum dolorei cienti 
dolore consequis eosandenis nulpa si re resequa 
ssenimus et odignis.

Title Case 60pt 
medium. Lorem 
ipsum dolorem 
sanctum esem opife.

Chapeau, 34pt semibold. Since 1893, 
EHL Hospitality Business School 
has established itself as a pioneer in 
its fi eld. Consistently recognized as 
the leading university for hospitality 
management.

CHAPTER TITLE

10

ON POWERPOINT
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Food Packaging9.5

COOKIES

MENDIANTS
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Merchandising9.6
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Events & Fair9.7
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GRAPHIC ELEMENTSSYMBOLS

ILLUSTRATIONS PATTERNS COMPOSITION AND ROUNDED CARDS

Domaine
medium
Hurme
semi-bold

Hurme
regular

PHOTOGRAPHY

DARK BLUE
#001436

PEARL
#F1F1EF

LOGOS MAIN TYPOGRAPHY

ICE
#5FC8F0

Bachelor of Science
in International

Hospitality Management

STUDENT LIFE

PRIMARY COLORS AND ROUNDED CARDS

PETROL
#00587E

COBALT
#12355B
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The system elements were 
inspired by the mother 
brand framework and brand 
characteristics.

Specific logos, colors and 
illustrations have been 
added for each of our main 
entities, enabling tailored 
communication to resonate 
effectively with their unique 
audiences. They are designed 
to enhance consistency while 
allowing flexibility across 
various mediums.

System elements may be 
combined in various ways to 
create distinct expressions, 
from simple and elegant 
to bold and energetic. The 
spacious and structured 
approach to composition 
helps each application 
feel more open, inviting 
and inspiring — reflecting 
our brand personality and 
connecting all that we do.

Graphic System
Elements

10.1
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10.2 Logotypes
Construction and 
application rules

The entity logo consists of two 
elements:
→ 	the EHL mother brand 

logo  (encapsulated or 
horizontal)

→	 the name of the specific 
entity in Hurme Caps.

Any other variation is 
not allowed or should be 
submitted to the brand 
manager.

Logotypes
Construction and 
application rules

Colored versions
The 3 main entity logotype 
versions are: 
→ 	dark blue + entity on white
→ 	dark blue + entity on white + 

blue border
→ 	white + entity on blue

Colored backgrounds
The entity logotype can
be used:
→ 	dark blue + white on dark 

solid backgrounds
→ 	white with border on white 

backgrounds.
→ 	white + dark blue on light 

multicolored backgrounds
→ 	the horizontal logo can not 

be applied on a picture.
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10.2 Logotypes
Placement rules

Graphic system variant for
vertical and horizontal 
layouts:

→ 	Rounded Cards: standard 
option for versatile and 
balanced designs.

→ 	Rounded "Marie-Louise" 
Cards: premium choice 
for luxurious and elegant 
layouts.

→ 	Logo alone in the 
Center: for minimal and 
understated applications.

 
 
Logo Placement:

→ 	The logo should always 
be positioned straddling 
two sections—either two 
communication blocks or 
one communication block 
and the background.

→ 	Its placement must follow 
the content hierarchy, 
ensuring it aligns with the 
visual structure and flow of 
the design.
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10.3 Layout Guidance
Do's & Dont's

 	Rounded cards 
radius and content 
hierarchy

→	 Overlay 1 to 2 rounded 
cards to establish a clear 
content hierarchy.

→	 Ensure as much as possible 
that the rounded corners 
flow bottom to top or left 
to right to enhance the 
logo and title placed on the 
colored background.

¨
→	 Corner radius values are 

determined by the size of 
the component:

	
	 Larger digital components:
	 Use a 16px corner radius

	 Smaller digital components:
	 Use a radius of 10px to 5px

	 Larger print components:
	 Use a 10mm corner radius

	 Smaller print components:
	 Use a 5mm corner radius

	 Rely on your optical 
perception to harmonize 
all corner sizes, ensuring 
a cohesive and visually 
balanced design

  Don'ts

  Do's

SAME RADIUS ON ALL CARDS

DIFFERENT RADIUS

FLUSH WITH THE EDGES OF THE DOCUMENT

LEAVE TOO LITTLE SPACE BETWEEN CARDS

LIGHT TRANSPARENCY ON THE UPPER CARD

FULL TRANSPARENT CARD



TAUPE
#001436

DARK BLUE
#001436

PEARL
#F1F1EF

PETROL
#00587E

COBALT
#12355B

ICE
#5FC8F0

R 95
G 200
B 240

C 69
M 0
Y 9
K 0
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10.4 Colors
Proportions
and Combination
Guidance

Maintain consistency and 
brand recognition across all 
media by adhering to the 
recommended color 
proportions.

→	 For static layouts, entity 
color should be limited to 
2–5% of the design.

→	 For animated layouts 
specific to an entity, begin 
and end with the primary 
color dark blue. However, 
proportions can vary 
throughout the animation 
based on your needs.

  Don'ts
Don't use these color combinations that compromise 
readability or accessibility – Avoid combinations that 
make text or elements difficult to distinguish, ensuring 
clarity for all viewers.

  Do's
These color combinations can be used for both 
text content and illustrative elements.
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Examples
Prints

10.5

ON BROCHURE

Content

SECTION FIVE

3

15

25

33

37Module and course outline

SECTION FOUR

Admissions and fees

SECTION THREE

SECTION TWO

EHL life

Study path

SECTION ONE

Introduction

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

A one-of-a-kind
experience
EHL is not like any other hospitality management school.  
Our profound passion for the industry permeates every 
aspect of our educational approach, and we incorporate 
cutting-edge teachings with hands-on experiences and 
real-world simulations to offer you a comprehensive 
learning experience. 

Get a taste of the inner workings of the hospitality 
experience. During the first year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

Get a taste of the inner workings of the hospitality 
experience. During the first year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

Get a taste of the inner workings of the hospitality 
experience. During the first year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

98

INTRODUCTIONINTRODUCTION

study
pathSTUDY PATH

At EHL Hospitality Business School, our purpose is to 
prepare the next generation of executives to thrive 
in the world of business, equipping them with the 
skills, knowledge, and mindset needed to lead with 
confidence. Now more than ever, in a world fueled by 
rapid technological advancements, changing societal 
norms, and an insatiable desire for convenience and 
personalization – customer-centricity is key. 

With a legacy of over 130 years, our approach is 
grounded in blending academic excellence with real-
world experiences that truly matter. Through strategic 
collaborations with industry leaders and hands-on 
training, you’ll gain invaluable insights and forge 
connections to shape your future success.

More than 
a hospitality 
degree

5

INTRODUCTION

4

INTRODUCTION

“ Beyond exceptional products,
our 75 Maisons strive to offer unique 

experiences and flawless services 
to their clients. This is precisely 

what students at EHL are known 
for, as they develop a customer-

orientated mindset and acquire an 
expertise adapted to international 

environments.
We’re proud to have a community 
of EHL Alumni within our group 
who have built careers in retail, 

communication or marketing and 
create with us the future of tradition. ”

ms. chantal gaemperle

directrice ressources humaines et synergies
du groupe lvmh et membre du

comité exécutif de lvmh

EHL unlocks diverse career pathways in service industries spanning hospitality, finance, real 
estate, luxury goods, and entrepreneurship, among others. Our graduates are highly sought-
after by top companies, including Apple, LVMH, L’Oréal, Procter & Gamble, Nestlé, and Tesla, 
with an impressive 96% securing jobs within 6 months of graduating. 

The Career Services Center capitalizes on our strong network, hosting continuous recruitment 
events like career fairs and workshops, enabling students to access a wide array of internship
and full-time graduate opportunities.

Career paths
for EHL graduates

12’000 companies recruiting 
on EHL’S JOB PLATFORM

55% are in SENIOR MANAGEMENT 
POSITIONS or above

180+ RECRUITING 
COMPANIES each year

Industries where
our graduates work

1110

INTRODUCTIONINTRODUCTION

program

Bachelor of  Science
overview

STRUCTURE

EHL Hospitality Business School is approved as 
a University of Applied Science by the Swiss 
government, which allows us to use the European 
Credit Transfer System to ensure our degrees are 
recognized around the world. Our course also has USA 
accreditation (NECHE).

4 years full-time

2 six-month internships

Taught in English & French*

Switzerland | Singapore

*some courses are
 only delivered in English.

EHL Campus (Singapore) is registered as a private education institution 
in Singapore under the Private Education Act, Enhanced Registration 
Framework (ERF), Registration No. 201731189N (valid from 14 June 2023 
to 13 June 2027) and has received the EduTrust Certification Scheme. 
ERF validity: 14 June 2023 to 13 June 2027 - Registration No. 201731189N 
- EduTrust Certification validity: 14 October 2023 to 13 October 2027 - 
Certificate No EDU-2-2124

 SEMESTER 3
Management theory classes
Continue building your understanding of 
key business management topics.

  EHL Campus Lausanne or Singapore

 SEMESTER 5
Strategic business classes
Explore complex business concepts
and gain strategic skills.

  EHL Campus Lausanne or Singapore

 SEMESTER 6
Elective classes and applied project
Specialize your learning through a 
choice of classes and a project that 
showcases your skills.

  EHL Campus Lausanne

 SEMESTER 4
Management role internship
Apply your business 
knowledge and professional 
skills in a management role.

  Worldwide

PREPARATORY YEAR

YEAR 1

YEAR 3

 SEMESTER 1
Applied learning
Start building personal skills through
25 workshops in real service situations.

  EHL Campus Lausanne

 SEMESTER 1 & 2
Management theory classes
Build a fundamental understanding of
key business management concepts.

  EHL Campus Lausanne

 SEMESTER 2
Hospitality role internship 
Practice your customer service
skills in a real-world setting.

  Worldwide

YEAR 2

16

STUDY PATH

125 
nationalities
across the student
community

84%
of students
speak at least
3 languages

N°1 
Hospitality Management
School Worldwide
QS UNIVERSITY RANKINGS, 2019 – 20233 campuses

on 2 continents

Since 1893, EHL Hospitality Business School has established itself 
as a pioneer in its field. Consistently recognized as the leading 
university for hospitality management studies and ranked among 
Switzerland’s top five schools for management and business, our 
legacy of success spans over a century.

EHL boasts award-winning hospitality training facilities, three 
campuses, a world-class faculty and an alumni network with over 
30’000 members that spans over 150 countries. 

Our faculty comprises some of the leading professors from around 
the world, including industry leaders and experienced executives 
from a wide range of industries. 62% of our faculty members hold 
PHDs. 

As a proud member of the AACSB Business Education Alliance since 
2016, EHL benefits from a robust quality assurance framework and 
a supportive community of prestigious business schools. Moreover, 
our Bachelor of Science in Hospitality Management holds double 
accreditation, demonstrating our commitment to meeting rigorous 
standards in both Europe (HES-So)  
and the US (Neche).

About EHL
Business School

76

INTRODUCTIONINTRODUCTION

Be part of EHL

From the moment you set foot on 
our campus, a unique path un-
folds – one that values person-
al growth as much as academic 
achievement. EHL isn’t just about 
education; it’s about unearthing 
your true self and aspirations. We 
skilfully blend professionalism with 
embracing individuality, fostering 
an environment where authentic-
ity thrives. Your voice holds signifi-
cance in every interaction, regard-
less of hierarchy. Choosing EHL 
means joining a community that 
not only embraces diversity but 
also champions personal growth.

Our Bachelor of Science is an in-
ternational experience and one 
you share with others. Being im-
mersed in a cohort of students 
from around the world nurtures a 
cultural awareness that will serve 
you for a lifetime. Our graduates 
say the bonds they form at EHL 
are everlasting. Through collabo-
rative projects, weekly gatherings 
and guided mentorship journeys, 
opportunities will unfold to foster 
connections and expand your 
network within EHL – and beyond.

Our Bachelor program campus-
es, located in Singapore and 
Switzerland, are nestled in lively 
cities that put you on the door-
step of endless cultural, culinary 
and sports experiences. Yet our 
close-knit student community 
ensures that you always have a 
supportive environment to lean 
on, so you can explore with con-
fidence. Our active student com-
mittees also create regular events 
to foster a sense of togetherness 
and unity among students.

Embark on
a journey of

self-discovery

Build lifelong
international 
connections

Get involved
in an active
student life

STUDENT LIFE

13

INTRODUCTION

12

INTRODUCTION

We look forward
to learning more 

about you

Start your application at

ehl.edu

EHL HOSPITALITY BUSINESS SCHOOL 

Route de Berne 301 
1000 Lausanne 25 

Switzerland

Tel. : + 41 21 785 1111
admissions@ehl.ch

Bachelor of Science
in International Hospitality

Management 
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10.5

10:07

EHL.Lorem ipsum

EHL.Lorem

Our home

3.258 likes

Lorem ipsum dolor sit amet

follow

Bachelor of Science
in International

Hospitality
Management

10:07

EHL.Lorem ipsum

→ ENROLL NOW

Start your new
journey in February

10:07

EHL.Lorem ipsum

Send messageSend message

Bachelor
of Science
in International
Hospitality
Management

DISCOVER
OUR PROGRAMS
→

Lorem ipsum
dolor est sit amet per 
mergitur didolum.
This is a copy text to give a bit of 
context or to add a text with 
further information. This is a copy 
text to give a bit of context or to 
add a text with further information.

→ SWIPE

This is a great 
headline to 
catch attention 
and to drive 
engagement

→ ENROLL NOW

Start your
new journey
in February

EHL.Lausanne

ON INSTAGRAM & FACEBOOK

ON LINKEDIN

Examples
Digital
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GRAPHIC ELEMENTSSYMBOLS

ILLUSTRATIONS PATTERNS COMPOSITION AND ROUNDED CARDS

Domaine
medium
Hurme
semi-bold

Hurme
regular

PHOTOGRAPHY

DARK BLUE
#001436

PEARL
#F1F1EF

LOGOS MAIN TYPOGRAPHY

PETROL
#00587E

COBALT
#12355B

MINT
#94E3D4

Junior
Academy

PRIMARY COLORS AND ROUNDED CARDS
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Graphic System
Elements

11.1

The system elements were 
inspired by the mother 
brand framework and brand 
characteristics.

Specific logos, colors and 
illustrations have been 
added for each of our main 
entities, enabling tailored 
communication to resonate 
effectively with their unique 
audiences. They are designed 
to enhance consistency while 
allowing flexibility across 
various mediums.

System elements may be 
combined in various ways to 
create distinct expressions, 
from simple and elegant 
to bold and energetic. The 
spacious and structured 
approach to composition 
helps each application 
feel more open, inviting 
and inspiring — reflecting 
our brand personality and 
connecting all that we do.
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11.2 Logotypes
Construction and 
application rules

The entity logo consists of two 
elements:
→ 	the EHL mother brand 

logo  (encapsulated or 
horizontal)

→	 the name of the specific 
entity in Hurme Caps.

Any other variation is 
not allowed or should be 
submitted to the brand 
manager.

Logotypes
Construction and 
application rules

Colored versions
The 3 main entity logotype 
versions are: 
→ 	dark blue + entity on white
→ 	dark blue + entity on white + 

blue border
→ 	white + entity on blue

Colored backgrounds
The entity logotype can
be used:
→ 	dark blue + white on dark 

solid backgrounds
→ 	white with border on white 

backgrounds.
→ 	white + dark blue on light 

multicolored backgrounds
→ 	the horizontal logo can not 

be applied on a picture.
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11.2 Logotypes
Placement rules

Graphic system variant for
vertical and horizontal 
layouts:

→ 	Rounded Cards: standard 
option for versatile and 
balanced designs.

→ 	Rounded "Marie-Louise" 
Cards: premium choice 
for luxurious and elegant 
layouts.

→ 	Logo alone in the 
Center: for minimal and 
understated applications.

 
 
Logo Placement:

→ 	The logo should always 
be positioned straddling 
two sections—either two 
communication blocks or 
one communication block 
and the background.

→ 	Its placement must follow 
the content hierarchy, 
ensuring it aligns with the 
visual structure and flow of 
the design.
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11.3 Layout Guidance
Do's & Dont's

 	Rounded cards 
radius and content 
hierarchy

→	 Overlay 1 to 2 rounded 
cards to establish a clear 
content hierarchy.

→	 Ensure as much as possible 
that the rounded corners 
flow bottom to top or left 
to right to enhance the 
logo and title placed on the 
colored background.

¨
→	 Corner radius values are 

determined by the size of 
the component:

	
	 Larger digital components:
	 Use a 16px corner radius

	 Smaller digital components:
	 Use a radius of 10px to 5px

	 Larger print components:
	 Use a 10mm corner radius

	 Smaller print components:
	 Use a 5mm corner radius

	 Rely on your optical 
perception to harmonize 
all corner sizes, ensuring 
a cohesive and visually 
balanced design

  Don'ts

  Do's

SAME RADIUS ON ALL CARDS

DIFFERENT RADIUS

FLUSH WITH THE EDGES OF THE DOCUMENT

LEAVE TOO LITTLE SPACE BETWEEN CARDS

LIGHT TRANSPARENCY ON THE UPPER CARD

FULL TRANSPARENT CARD



TAUPE
#001436

DARK BLUE
#001436

PEARL
#F1F1EF

PETROL
#00587E

COBALT
#12355B

MINT
#94E3D4

R 148
G 227
B 212

C 49
M 0
Y 28
K 0
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11.4 Colors
Proportions
and combination
guidance

Maintain consistency and 
brand recognition across all 
media by adhering to the 
recommended color 
proportions.

→	 For static layouts, entity 
color should be limited to 
2–5% of the design.

→	 For animated layouts 
specific to an entity, begin 
and end with the primary 
color dark blue. However, 
proportions can vary 
throughout the animation 
based on your needs.

  Don'ts
Don't use these color combinations that compromise 
readability or accessibility – Avoid combinations that 
make text or elements difficult to distinguish, ensuring 
clarity for all viewers.

  Do's
These color combinations can be used for both 
text content and illustrative elements.
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Examples
Prints

11.5
Content

SECTION FIVE

3

15

25

33

37Lorem ipsum

SECTION FOUR

Dolor est sit maet

SECTION THREE

SECTION TWO

Lorem ipsum

Dolor est sit maet

SECTION ONE

Lorem ipsum

At EHL Hospitality Business School, our purpose is to 
prepare the next generation of executives to thrive 
in the world of business, equipping them with the 
skills, knowledge, and mindset needed to lead with 
confidence. Now more than ever, in a world fueled by 
rapid technological advancements, changing societal 
norms, and an insatiable desire for convenience and 
personalization – customer-centricity is key. 

With a legacy of over 130 years, our approach is 
grounded in blending academic excellence with real-
world experiences that truly matter. Through strategic 
collaborations with industry leaders and hands-on 
training, you’ll gain invaluable insights and forge 
connections to shape your future success.

More than 
a hospitality 
degree

5

INTRODUCTION

4

INTRODUCTION

Ferese nus eatque molupta nitas entem quiam quat la 
eossimus doloresed qui doluptat.
Us quiducim aperum, offi  ciis amet re di simpori 
tenihilia dolupta tatecte apit, nobitio. Velenet 
fugianias dolo volorpo ritionsecta serum re, solore 
mo vent, te eaquo core, opta doluptatur?

Orepudiata qui to volor sit quiatem rempores volorer 
iberspe rsperem quiasimetur ati acimin repe veniend 
ignatio blam ea pores nosaper sperfer ibernam 
siti sim dollessimini dunto magni toribus simus, cum 
volorib usdae. Ut rat aut offi  ctatur sam et, optatestem 
doluptat volore, ari volest aut as deseque velenis 
accus, offi  cte eum res aut minihilibus.
Ellandi am fuga. Luptatem velicita volupta temporis 
unditin verferr ovitati sime doluptaepe susa asperia

Quias es as 
imagnia dolupta 
deribusam
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INTRODUCTION

Poritior epeligentiae evellam del mod mo inihili gendae cus idestis cipiend iciisqui ut et 
omniae vendam remo velicium landae et, aut vit ra placesto offi  cii scipsae vero bea de 
commolore volor aspis ut volorro repudae sam que ni reperibus, sint fugitiatem ne commod 
quas molupta quatiist incto imi, audi odigenducium ut magni sincto velicient eum cuptium 
quiaspe nemperehenis etur?
Offi  cae nihilles aute omnis exerate nonetur aut labo. Henis veliquis ut aliqui unt perferum que 
volori blaut quunt, acepernam et moloreptus, ut restrum volorem doluptasped mint

Occuptat aut 
magnatius sent

12’000 companies recruiting 
on EHL’S JOB PLATFORM

55% are in SENIOR MANAGEMENT 
POSITIONS or above

180+ RECRUITING 
COMPANIES each year

Industries where
our graduates work

10

INTRODUCTION

“ Beyond exceptional products,
our 75 Maisons strive to off er unique 

experiences and fl awless services 
to their clients. This is precisely 

what students at EHL are known 
for, as they develop a customer-

orientated mindset and acquire an 
expertise adapted to international 

environments.
We’re proud to have a community 
of EHL Alumni within our group 
who have built careers in retail, 

communication or marketing and 
create with us the future of tradition. ”

MISS LOREM IPSUM

IM SIMOLORIT DIS ACI COMNIS AUT DOLORIT HARUM 
SINVELE SSIMUSDAM AUT VERORIAM, UT OMNIS ET ET 

ETURITAQUAM ABORPOS SECUPTA

11

INTRODUCTION

Tem fugia inverum 
consequi nos ex ex
Harumet estis cus dest eruptiumqui sequam, volum 
estibus sit, nullupt aesseque et, cum ne nonsed maio 
quia nonsequis est quis ea cum doluptinim fugitam, 
quide peles prore, offi  cte cerit, qui bearunt am re 
quae dis della simod que il in nonsequi sit offi  cias es 
modia alignias vent.

lorem ipsum dolor

sit amet per mergitur

divarum pelorest

Switzerland | Singapore

*some courses are
 only delivered in English.

EHL Campus (Singapore) is registered as a private education institution 
in Singapore under the Private Education Act, Enhanced Registration 
Framework (ERF), Registration No. 201731189N (valid from 14 June 2023 
to 13 June 2027) and has received the EduTrust Certifi cation Scheme. 
ERF validity: 14 June 2023 to 13 June 2027 - Registration No. 201731189N 
- EduTrust Certifi cation validity: 14 October 2023 to 13 October 2027 - 
Certifi cate No EDU-2-2124

16

STUDY PATH

programSTRUCTURE

 SEMESTER 3
Management theory classes
Continue building your understanding of 
key business management topics.

  EHL Campus Lausanne or Singapore

 SEMESTER 5
Strategic business classes
Explore complex business concepts
and gain strategic skills.

  EHL Campus Lausanne or Singapore

 SEMESTER 6
Elective classes and applied project
Specialize your learning through a 
choice of classes and a project that 
showcases your skills.

  EHL Campus Lausanne

 SEMESTER 4
Management role internship
Apply your business 
knowledge and professional 
skills in a management role.

  Worldwide

PREPARATORY YEAR

YEAR 1

YEAR 3

 SEMESTER 1
Applied learning
Start building personal skills through
25 workshops in real service situations.

  EHL Campus Lausanne

 SEMESTER 1 & 2
Management theory classes
Build a fundamental understanding of
key business management concepts.

  EHL Campus Lausanne

 SEMESTER 2
Hospitality role internship 
Practice your customer service
skills in a real-world setting.

  Worldwide

YEAR 2

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

Rioressit, simi, quia 
dolore porum
Obitae sitempos etur sum quam sectatur?
Repelit utem. Totaeraest ut in reptas susam rerferum ius 
et fuga. Et fuga. Nequi tota verrum aut mil magnis mos 
consequibus asperibusci conet quidess ercipiet, cone 
nis rem debit voluptio voluptatur? Ectus vendita velenis 
aceatem estiunt.

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

8

INTRODUCTION

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

9

INTRODUCTION

pre
univer-

sity
COURSES

Since 1893, EHL Hospitality Business School has established itself 
as a pioneer in its fi eld. Consistently recognized as the leading 
university for hospitality management studies and ranked among 
Switzerland’s top fi ve schools for management and business, our 
legacy of success spans over a century.

EHL boasts award-winning hospitality training facilities, three 
campuses, a world-class faculty and an alumni network with over 
30’000 members that spans over 150 countries. 

Our faculty comprises some of the leading professors from around 
the world, including industry leaders and experienced executives 
from a wide range of industries. 62% of our faculty members hold 
PHDs. 

As a proud member of the AACSB Business Education Alliance since 
2016, EHL benefi ts from a robust quality assurance framework and 
a supportive community of prestigious business schools. Moreover, 
our Bachelor of Science in Hospitality Management holds double 
accreditation, demonstrating our commitment to meeting rigorous 
standards in both Europe (HES-So) 
and the US (Neche).

About EHL
Business School

6

INTRODUCTION

125 
nationalities
across the student
community

84%
of students
speak at least
3 languages

N°1 
Hospitality Management
School Worldwide
QS UNIVERSITY RANKINGS, 2019 – 20233 campuses

on 2 continents

7

INTRODUCTION

Be part of EHL

From the moment you set foot on 
our campus, a unique path un-
folds – one that values person-
al growth as much as academic 
achievement. EHL isn’t just about 
education; it’s about unearthing 
your true self and aspirations. We 
skilfully blend professionalism with 
embracing individuality, fostering 
an environment where authentic-
ity thrives. Your voice holds signifi -
cance in every interaction, regard-
less of hierarchy. Choosing EHL 
means joining a community that 
not only embraces diversity but 
also champions personal growth.

Our Bachelor of Science is an in-
ternational experience and one 
you share with others. Being im-
mersed in a cohort of students 
from around the world nurtures a 
cultural awareness that will serve 
you for a lifetime. Our graduates 
say the bonds they form at EHL 
are everlasting. Through collabo-
rative projects, weekly gatherings 
and guided mentorship journeys, 
opportunities will unfold to foster 
connections and expand your 
network within EHL – and beyond.

Our Bachelor program campus-
es, located in Singapore and 
Switzerland, are nestled in lively 
cities that put you on the door-
step of endless cultural, culinary 
and sports experiences. Yet our 
close-knit student community 
ensures that you always have a 
supportive environment to lean 
on, so you can explore with con-
fi dence. Our active student com-
mittees also create regular events 
to foster a sense of togetherness 
and unity among students.

Solest, sim 
ipsaniet, volupt 
ea nos renosam

Harum sitatis 
simus illaceatis 
magniet a co

Beaquunt 
ium minciet 
urehenturi

STUDENT LIFE

12

INTRODUCTION

13

INTRODUCTION

We look forward
to learning more 

about you

Start your application at

ehl.edu

EHL HOSPITALITY BUSINESS SCHOOL 

Route de Berne 301 
1000 Lausanne 25 

Switzerland

Tel. : + 41 21 785 1111
admissions@ehl.ch

Bachelor of Science
in International Hospitality

Management 

ON BROCHURE
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11.5

10:07

EHL Lorem

EHL Lorem

Our home

3.258 likes

Lorem ipsum dolor sit amet

follow

Prepare
to stand out

JUNIOR ACADEMY
SEASON 2025

↘ JOIN US

10:07

EHL Lorem

→ JOIN US NOW

Discover unique
experiences

10:07

EHL Lorem

Send messageSend message

Pre-
University
Programs

JUNIOR
ACADEMY
SEASON
2025

→ SWIPE

Lorem ipsum
dolor est sit amet per 
mergitur didolum.
This is a copy text to give a bit of 
context or to add a text with 
further information. This is a copy 
text to give a bit of context or to 
add a text with further information.

→ SWIPE

This is a great 
headline to 
catch attention 
and to drive 
engagement

→ JOIN US NOW

Prepare
to stand out

EHL Lorem

ON INSTAGRAM & FACEBOOK

ON LINKEDIN

Examples
Digital
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GRAPHIC ELEMENTSSYMBOLS

ILLUSTRATIONS PATTERNS COMPOSITION AND ROUNDED CARDS

Domaine
medium
Hurme
semi-bold

Hurme
regular

Masters in
Hospitality 

Management

PHOTOGRAPHY

DARK BLUE
#001436

PEARL
#F1F1EF

LOGOS MAIN TYPOGRAPHY

PETROL
#00587E

COBALT
#12355B

GOLD
#AA8743

PRIMARY COLORS AND ROUNDED CARDS
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12.1

The system elements were 
inspired by the mother 
brand framework and brand 
characteristics.

Specific logos, colors and 
illustrations have been 
added for each of our main 
entities, enabling tailored 
communication to resonate 
effectively with their unique 
audiences. They are designed 
to enhance consistency while 
allowing flexibility across 
various mediums.

System elements may be 
combined in various ways to 
create distinct expressions, 
from simple and elegant 
to bold and energetic. The 
spacious and structured 
approach to composition 
helps each application 
feel more open, inviting 
and inspiring — reflecting 
our brand personality and 
connecting all that we do.

Graphic System
Elements
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12.2 Logotypes
Construction and 
application rules

The entity logo consists of two 
elements:
→ 	the EHL mother brand 

logo  (encapsulated or 
horizontal)

→	 the name of the specific 
entity in Hurme Caps.

Any other variation is 
not allowed or should be 
submitted to the brand 
manager.

Logotypes
Construction and 
application rules

Colored versions
The 3 main entity logotype 
versions are: 
→ 	dark blue + entity on white
→ 	dark blue + entity on white + 

blue border
→ 	white + entity on blue

Colored backgrounds
The entity logotype can
be used:
→ 	dark blue + white on dark 

solid backgrounds
→ 	white with border on white 

backgrounds.
→ 	white + dark blue on light 

multicolored backgrounds
→ 	the horizontal logo can not 

be applied on a picture.
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12.2 Logotypes
Placement rules

Graphic system variant for
vertical and horizontal 
layouts:

→ 	Rounded Cards: standard 
option for versatile and 
balanced designs.

→ 	Rounded "Marie-Louise" 
Cards: premium choice 
for luxurious and elegant 
layouts.

→ 	Logo alone in the 
Center: for minimal and 
understated applications.

 
 
Logo Placement:

→ 	The logo should always 
be positioned straddling 
two sections—either two 
communication blocks or 
one communication block 
and the background.

→ 	Its placement must follow 
the content hierarchy, 
ensuring it aligns with the 
visual structure and flow of 
the design.
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12.3 Layout Guidance
Do's & Dont's

 	Rounded cards 
radius and content 
hierarchy

→	 Overlay 1 to 2 rounded 
cards to establish a clear 
content hierarchy.

→	 Ensure as much as possible 
that the rounded corners 
flow bottom to top or left 
to right to enhance the 
logo and title placed on the 
colored background.

¨
→	 Corner radius values are 

determined by the size of 
the component:

	
	 Larger digital components:
	 Use a 16px corner radius

	 Smaller digital components:
	 Use a radius of 10px to 5px

	 Larger print components:
	 Use a 10mm corner radius

	 Smaller print components:
	 Use a 5mm corner radius

	 Rely on your optical 
perception to harmonize 
all corner sizes, ensuring 
a cohesive and visually 
balanced design

  Don'ts

  Do's

SAME RADIUS ON ALL CARDS

DIFFERENT RADIUS

FLUSH WITH THE EDGES OF THE DOCUMENT

LEAVE TOO LITTLE SPACE BETWEEN CARDS

LIGHT TRANSPARENCY ON THE UPPER CARD

FULL TRANSPARENT CARD



TAUPE
#001436

DARK BLUE
#001436

PEARL
#F1F1EF

PETROL
#00587E

COBALT
#12355B

GOLD
#AA8743

R 170
G 135
B 67

C 26 
M 42 
Y 78 
K 17
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12.4 Colors
Proportions
and combination
guidance

Maintain consistency and 
brand recognition across all 
media by adhering to the 
recommended color 
proportions.

→	 For static layouts, entity 
color should be limited to 
2–5% of the design.

→	 For animated layouts 
specific to an entity, begin 
and end with the primary 
color dark blue. However, 
proportions can vary 
throughout the animation 
based on your needs.

  Don'ts
Don't use these color combinations that compromise 
readability or accessibility – Avoid combinations that 
make text or elements difficult to distinguish, ensuring 
clarity for all viewers.

  Do's
These color combinations can be used for both 
text content and illustrative elements.
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Occus. Equam conet am atur sitia volent magnis aut voluptatasi ipis 
dendus et hitae. Nemperum eosam voluptate escipid quat eum est que 
occus. Offi  ctium doluptas solupitatem sinte conessim et int, quistrum 
idipsun tiaesciis doluptaerepe cuscips usdaes dist eum que veni tem de 
volenda eperibus sus conem

Occus. Equam conet am atur sitia volent magnis aut voluptatasi ipis 
dendus et hitae. Nemperum eosam voluptate escipid quat eum est que 
occus. Offi  ctium doluptas solupitatem sinte conessim et int, quistrum 
idipsun tiaesciis doluptaerepe cuscips usdaes dist eum que veni tem de 
volenda eperibus sus conem

Occus. Equam conet am atur sitia volent magnis aut voluptatasi ipis 
dendus et hitae. Nemperum eosam voluptate escipid quat eum est que 
occus. Offi  ctium doluptas solupitatem sinte conessim et int, quistrum 
idipsun tiaesciis doluptaerepe cuscips usdaes dist eum que veni tem de 
volenda eperibus sus conem

A one-of-a-kind 
experience 

Idi ipsum eum rem auto vollitas et labori

Idi ipsum eum rem auto vollitas et labori

Idi ipsum eum rem auto vollitas et labori

EHL is not like any other hospitality management school. 
Our profound passion for the industry permeates every 
aspect of our educational approach, and we incorporate 
cutting-edge teachings with hands-on experiences and 
real-world simulations to off er you a comprehensive 
learning experience.

6

STUDY PATH

Specialisations content

A timeless icon in luxury and craftsmanship, Cartier 
excels in creating jewelry, high jewelry, watches, 
fragrances, and accessories that symbolize artistry and 
innovation. As part of the Richemont Group, Cartier has 
a global presence, fostering creativity and curiosity.

The Wines and Spirits division of LVMH, Moët Hennessy 
comprises 27 world-renowned Maisons celebrated for 
their terroirs, artisanal craftsmanship, and premium 
products. The ‘Living Soils Living Together’ initiative 
underscores their commitment to sustainability and 
social responsibility.

Metro AG is a leading global food wholesaler with 
operations in over 30 countries. Serving HoReCa 
professionals, small grocery stores, and traders, Metro 
focuses on helping businesses thrive through tailored 
solutions, high-quality products, and effi  cient operations

Ximin core volesciducit eat lacitatem exceruptas res 
quost, comnimu scient qui volectures soloriatum at 
andunt. Bus, quo tectotas quodicium esto volendi que 
cum, sumetur.Ficia cuptas re as remquis ex entem 
voluptat lam volectatur aut millitem verfereped que.

Ximin core volesciducit eat lacitatem exceruptas res 
quost, comnimu scient qui volectures soloriatum at 
andunt. Bus, quo tectotas quodicium esto volendi que 
cum, sumetur.Ficia cuptas re as remquis ex entem 
voluptat lam volectatur aut millitem verfereped que.

PA RT N E R S H I P F O C U S

LUXURY EXPERIENCE MANAGEMENT

PA RT N E R S H I P F O C U S

CSR & SUSTAINABLE TRANSFORMATION

PA RT N E R S H I P F O C U S 

FOOD & BEVERAGE MANAGEMENT

PA RT N E R S H I P F O C U S 

LOREM IPSUM DOLOR EST

PA RT N E R S H I P F O C U S 

LOREM IPSUM DOLOR EST

Ut vendem quas quibusci nobis et ium hitatur. Nimi, nimil 
ent aut quidebitas explaborecae vererna tectus apitatur 
ad moloreh enimint velicipsa soluptium estrum, ut 
vendem quas quibusci nobis et ium hitatur.

12

SPECIALISATIONS CONTENT

Be part of EHL

Ota venia debis sediciis vel 
imin nem qui tetur sumquis 
commos modipsam corit, 
comnimil ea nonseque con 
none re venis ut experrorerae 
latissit aboraectat as simu-
sam, sunt.
Sa voluptinvero tem nust debis 
aut repelibus, comnis cor so-
lluptium iscilis et hicit lab iuntur 
reperum et eatectur?
Ugitati uscima cus et omnitius-
ciis sequasi tatquod quis aces 
ped ut quas aliquid quo endi 
ut pellor moditi consecae res-
simi, ius sit min parci il is audae.

Ota venia debis sediciis vel 
imin nem qui tetur sumquis 
commos modipsam corit, 
comnimil ea nonseque con 
none re venis ut experrorerae 
latissit aboraectat as simu-
sam, sunt.
Sa voluptinvero tem nust debis 
aut repelibus, comnis cor so-
lluptium iscilis et hicit lab iuntur 
reperum et eatectur?
Ugitati uscima cus et omnitius-
ciis sequasi tatquod quis aces 
ped ut quas aliquid quo endi 
ut pellor moditi consecae res-
simi, ius sit min parci il is audae.

Remo vellest, ipitibe rionsequi-
del iditinv ellore nis iuntio to 
ipsum es rem. Fic tetur rerio. Ut 
apeliquis dem eribus nessitata 
eos alibusaernam ium quias et 
hariorpos pel eaque quo ipi-
tist rerspient aboris moluptas 
aut evellor essunto toreptatur, 
sit everi sincient, eum quias sit 
late perita ipsandi ipsumquam 
adisit lit vidisciti volupti sinimi, 
ut aut aditate maximaiorio. 
Nem fugiatatem is conem qui 
quost inihit, sit doluptatur? Qui 
cus ium imi, qui ut

Enis comnimpos 
doluptatiate 

volor apeligenia

Fuga. Et 
laccuptati rem 

ducienihit

Sitatatusam 
que nonseque 

ducillatia acculpa

STUDENT LIFE
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CHAPTER

M O D U L E CO U R S E L E A R N I N G  O U TCO M E S

O P E RAT I O N A L 
D I M E N S I O N S  O F  T H E 
H O S P I TA L I T Y & S E RV I C E 
I N D U ST RY

Accounting for 
hospitality fi rms

Gain key accounting tools and 
techniques that will help you in your 
careers as managers, including 
fi nancial accounting and managerial 
accounting.

Advanced corporate 
fi nance for service fi rms

Be able to evaluate key fi nancial 
decisions made by international 
companies exposed to the hospitality 
and service sectors.

Marketing for hospitality 
and service fi rms

Be able to understand the distinctive 
characteristics of services that make 
hospitality and service marketing 
more challenging; be able to develop 
marketing strategies that capitalize on 
these unique characteristics and/or 
overcome the industry’s problems. 

Mastering service 
operations

Be equipped with both the theory 
and practical tools required to 
design, manage and improve service 
operations.

ST RAT E G I C  D I M E N S I O N S 
O F  T H E  H O S P I TA L I T Y & 
S E RV I C E  I N D U ST RY

Service economics Dive deep into how to apply key 
concepts and tools to evaluate key 
macroeconomic phenomena in the 
service sector. 

Strategic management in 
the platform economy 

Be able to apply diff erent strategic 
frameworks and formulate evidence-
based strategic recommendations 
for all businesses acting in a platform 
economy.

Semester 2 | Specialization track

Luxury Experience 
Management
PROGRAM DIRECTOR: FLORENT GIRARDIN
PARTNER: CARTIER

10

SPECIALIZATION TRACK

Omniande
doloriate dolente 
nonsequatur.

Et voloris et ea delitem porpor re plabori onsequi 
sitaestem ilit acid ullo berum ut omnimusdam, volore 
quam, sum quatus et, occusdant faccuptam faceat.
Seque doluptatum fuga. Nam, omnimi, natur, acesequ 
undipsam, ipsae nitibuscipis volupidis et liquibusant 
offi  catus.

Uptas et ius quatur

Agnimilit escium net

Odis dero offi  ciaeptur

Uptas et ius quatur

*sUptas et ius quatur

EHL Campus (Singapore) is registered as a private education institution 
in Singapore under the Private Education Act, Enhanced Registration 
Framework (ERF), Registration No. 201731189N (valid from 14 June 2023 
to 13 June 2027) and has received the EduTrust Certifi cation Scheme. 
ERF validity: 14 June 2023 to 13 June 2027 - Registration No. 201731189N 
- EduTrust Certifi cation validity: 14 October 2023 to 13 October 2027 - 
Certifi cate No EDU-2-2124

Tio mos duci debistiasit volo 
estis untese conseri tota dolupti 
rerovid uciaerf erovid eicipsa 
ndicid qui deligente lant et, omnis 
est post, sequo delia doluptiatur 
autae cores sinctia spedit eos expe 
venis quis ius.
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CHAPTER

Since 1893, EHL Hospitality Business School has 
established itself as a pioneer in its fi eld. Consistently 
recognized as the leading university for hospitality 
management studies and ranked among Switzerland’s 
top fi ve schools for management and business, our 
legacy of success spans over a century.

EHL boasts award-winning hospitality training 
facilities, three campuses, a world-class faculty 
and an alumni network with over 30’000 
members that spans over 150 countries.

Our faculty comprises some of the leading 
professors from around the world, including 
industry leaders and experienced executives 
from a wide range of industries. 62% of our 
faculty members hold PHDs.

As a proud member of the AACSB Business 
Education Alliance since 2016, EHL benefi ts 
from a robust quality assurance framework and 
a supportive community of prestigious business 
schools. Moreover, our Bachelor of Science 
in Hospitality Management holds double 
accreditation, demonstrating our commitment 
to meeting rigorous standards in both Europe 
(HES-So) and the US (Neche).

About EHL 
Business School

4

INTRODUCTION

+58%

12.8x

Lorem ipsum doliorem
sanctum asom. 

Lorem ipsum doliorem
sanctum asom. 

2.5 5.6

Lorem ipsum doliorem
sanctum asom. 

Lorem ipsum doliorem
sanctum asom. 

Corestis ant. Perit 
ea sum veliqui arum, 
ad quae ad es et odia 
iliam quate eumendi 
tatatur, sant fugitiunt 
quam, sit am

8

FACTS & NUMBERS

Content

4

6

7
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SECTION FOUR

Modules & Course Outline

SECTION THREE

SECTION TWO

Admission & Fees

Study path

SECTION ONE

Introduction

Tution & Fees 
Lorem ipsum dolorem

* The Summer Course is mandatory for students 
holding a Bachelor’s degree in a non-hospitality 
related management fi eld

** All applicants must complete an assessment 

in fi nance and accounting to determine if they 
meet the required level for the program. If not, 
participation in our Finance and/or Accoun-
ting Summer Course, which off ers additional 
preparation, will be required before starting the 
master’s degree (refer to Admission Criteria for 
full details).

D E TA I L A M O U N T

Tuition CHF 30,500

Facilities & Services CHF 4,500

Prepaid Food & Beverage CHF 4,500

TOTA L CHF 39,500

Variable Fees (Summer Courses)* CHF 1200

Variable Fees (Accounting Course)** CHF 600

Variable Fees (Finance Course)** CHF 600

All fi gures provided are in Swiss Francs and include VAT where applicable.

Additional Costs 
On average, students can anticipate additional 
living and travel monthly costs of around 
CHF 1,500 over the course of the 18-month 
period. This estimate covers on-campus 
accommodation, flights, health insurance, local 
living taxes, and registration fees with the Swiss 
Authorities.

Payment Installation
A CHF 6,000 down payment is required to 
secure a place on the program. This must be 
paid promptly upon the student receiving 
the acceptance letter. Before the program’s 
commencement all outstanding balances need 
to be cleared. For further details on tuition and 
fees, kindly visit gs.ehl.edu.

For international students requiring a visa, an 
upfront deposit of CHF 18,000 is mandatory 
(this will be off set against the tuition fees). Given 
the visa processing duration of approximately 
three months, the deposit must be made at 
least three months in advance.

Summer courses and Finance/Accounting 
courses (if required) are paid separately.

7

TUTION & FEES

Dr. Florent Girardin, an expert in luxury brand 
management, merges academic rigor with practical 
insights. With a PhD from HEC Lausanne, his 
interdisciplinary research on brand authenticity is 
published in top-tier journals. His industry experience 
includes consulting at PwC Switzerland, enriching his 
ability to guide students in navigating luxury markets

Ranked among the top 50 global real estate 
researchers, Dr. Woltering specializes in investment 
strategies and asset valuation. His work bridges 
academic insights with practical applications, 
empowering students to tackle complex investment 
decisions and create value in fi nance, real estate, and 
consulting.

Dr. Stefan Güldenberg brings over 30 years of 
experience in sustainable leadership and strategy 
consulting. With academic credentials from institutions 
like Harvard and MIT, he integrates cutting-edge 
sustainability practices with strategic management, 
helping students align profi tability with responsibility.

Dr. Marc Stierand is a leading voice in food and 
beverage innovation. Known for his research in 
creativity and leadership, he equips students to 
develop groundbreaking F&B concepts and operations, 
combining academic depth with practical relevance.

An expert in digital transformation, Dr. Alessandro 
Inversini explores the intersection of technology and 
human-centric design. His work, including the Resilient 
Tourism project funded by Innosuisse, prepares students 
to lead digital innovations in the hospitality and service 
sectors.

LUXU RY E X P E R I E N C E 
M A N AG E M E N T

P R O G RA M  D I R E C TO R

Dr. Florent Girardin

F I N A N C E ,  R E A L E STAT E
& CO N S U LT I N G

P R O G RA M  D I R E C TO R

Dr. René-Ojas 
Woltering

S U STA I N A B I L I T Y 
T RA N S F O R M AT I O N

P R O G RA M  D I R E C TO R

Dr. Stefan Güldenberg

F O O D A N D B E V E RAG E 
M A N AG E M E N T

P R O G RA M  D I R E C TO R

Dr. Marc Stierand

H U M A N - C E N T E R E D 
D I G I TA L I ZAT I O N

P R O G RA M  D I R E C TO R

Dr. Alessandro 
Inversini

13

SPECIALISATIONS CONTENT

19

CHAPTER

M O D U L E CO U R S E L E A R N I N G  O U TCO M E S

O P E RAT I O N A L 
D I M E N S I O N S  O F  T H E 
H O S P I TA L I T Y & S E RV I C E 
I N D U ST RY

Accounting for 
hospitality fi rms

Gain key accounting tools and 
techniques that will help you in your 
careers as managers, including 
fi nancial accounting and managerial 
accounting.

Advanced corporate 
fi nance for service fi rms

Be able to evaluate key fi nancial 
decisions made by international 
companies exposed to the hospitality 
and service sectors.

Marketing for hospitality 
and service fi rms

Be able to understand the distinctive 
characteristics of services that make 
hospitality and service marketing 
more challenging; be able to develop 
marketing strategies that capitalize on 
these unique characteristics and/or 
overcome the industry’s problems. 

Mastering service 
operations

Be equipped with both the theory 
and practical tools required to 
design, manage and improve service 
operations.

ST RAT E G I C  D I M E N S I O N S 
O F  T H E  H O S P I TA L I T Y & 
S E RV I C E  I N D U ST RY

Service economics Dive deep into how to apply key 
concepts and tools to evaluate key 
macroeconomic phenomena in the 
service sector. 

Strategic management in 
the platform economy 

Be able to apply diff erent strategic 
frameworks and formulate evidence-
based strategic recommendations 
for all businesses acting in a platform 
economy.

11

“ Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. Sed 

cursus non turpis nec viverra. Cras 
faucibus felis massa, eu posuere leo 
pretium a. Maecenas eu orci vel dui 

scelerisque ultrices. In auctor eu 
purus vitae suscipit. Aenean molestie 
aliquam magna non interdum. Proin 

placerat mauris lacus, ac fringilla tellus 
scelerisque vitae. ”

M. DOE

STATUS AND POSITION

17

Program structure

Master Thesis

PREPARATORY YEAR

S E M E ST E R  1

Applied learning
Start building personal skills through
25 workshops in real service situations.
 EHL Campus Lausanne

S E M E ST E R  4

Applied learning
Start building personal skills through
25 workshops in real service situations.
 EHL Campus Lausanne

S E M E ST E R  5

Applied learning
Start building personal skills through
25 workshops in real service situations.
 EHL Campus Lausanne

S E M E ST E R  6

Applied learning
Start building personal skills through
25 workshops in real service situations.
 EHL Campus Lausanne

S E M E ST E R  3

Applied learning
Start building personal skills through
25 workshops in real service situations.
 EHL Campus Lausanne

S E M E ST E R  2

Applied learning
Start building personal skills through
25 workshops in real service situations.
 EHL Campus Lausanne

YEAR 1

YEAR 3

YEAR 2

GRADUATION

9

MODULE & COURSE

section
titleSECTION TITLE

Route de Berne 301
1000 Lausanne 25

Switzerland

Tel. + 41 21 785 1111
admissions@ehl.ch

EHL Graduate & Executive Education

Examples
Prints
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ON BROCHURE

Masters
in Hospitality
Management
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12.5

10:07

EHL Lorem

EHL_graduate

Our home

3.258 likes

Lorem ipsum dolor sit amet

follow

Masters in Hospitality
Management

↘ APPLY NOW

10:07

EHL Lorem

→ ENROLL NOW

Start your new
journey in February

10:07

EHL Lorem

Send messageSend message

Masters
in Hospitality
Management

→ SWIPE

Lorem ipsum
dolor est sit amet per 
mergitur didolum.
This is a copy text to give a bit of 
context or to add a text with 
further information. This is a copy 
text to give a bit of context or to 
add a text with further information.

→ SWIPE

This is a great 
headline to 
catch attention 
and to drive 
engagement

→ APPLY NOW

We look forward 
to learning more 
about you

EHL Lorem

ON INSTAGRAM & FACEBOOK

ON LINKEDIN

Examples
Digital
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GRAPHIC ELEMENTSSYMBOLS

ILLUSTRATIONS PATTERNS COMPOSITION AND ROUNDED CARDS

Domaine
medium
Hurme
semi-bold

Hurme
regular

PHOTOGRAPHY

DARK BLUE
#001436

PEARL
#F1F1EF

LOGOS MAIN TYPOGRAPHY

PETROL
#00587E

COBALT
#12355B

TAN
#B6633F

Lorem
Ipsum dolor
est sit amet

PRIMARY COLORS AND ROUNDED CARDS
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13.1

The system elements were 
inspired by the mother 
brand framework and brand 
characteristics.

Specific logos, colors and 
illustrations have been 
added for each of our main 
entities, enabling tailored 
communication to resonate 
effectively with their unique 
audiences. They are designed 
to enhance consistency while 
allowing flexibility across 
various mediums.

System elements may be 
combined in various ways to 
create distinct expressions, 
from simple and elegant 
to bold and energetic. The 
spacious and structured 
approach to composition 
helps each application 
feel more open, inviting 
and inspiring — reflecting 
our brand personality and 
connecting all that we do.

The “EHL School of 
Practical Arts” visual 
identity and secondary 
color palette will also 
be applied to EHL 
Hotelfachschule 
Passugg / EHL Hotel 
School Passugg.

Graphic System
Elements
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13.2 Logotypes
Construction and 
application rules

The entity logo consists of two 
elements:
→ 	the EHL mother brand 

logo  (encapsulated or 
horizontal)

→	 the name of the specific 
entity in Hurme Caps.

Any other variation is 
not allowed or should be 
submitted to the brand 
manager.

Logotypes
Construction and 
application rules

Colored versions
The 3 main entity logotype 
versions are: 
→ 	dark blue + entity on white
→ 	dark blue + entity on white + 

blue border
→ 	white + entity on blue

Colored backgrounds
The entity logotype can
be used:
→ 	dark blue + white on dark 

solid backgrounds
→ 	white with border on white 

backgrounds.
→ 	white + dark blue on light 

multicolored backgrounds
→ 	the horizontal logo can not 

be applied on a picture.
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13.2 Logotypes
Placement rules

Graphic system variant for
vertical and horizontal 
layouts:

→ 	Rounded Cards: standard 
option for versatile and 
balanced designs.

→ 	Rounded "Marie-Louise" 
Cards: premium choice 
for luxurious and elegant 
layouts.

→ 	Logo alone in the 
Center: for minimal and 
understated applications.

 
 
Logo Placement:

→ 	The logo should always 
be positioned straddling 
two sections—either two 
communication blocks or 
one communication block 
and the background.

→ 	Its placement must follow 
the content hierarchy, 
ensuring it aligns with the 
visual structure and flow of 
the design.
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13.3 Layout Guidance
Do's & Dont's

 	Rounded cards 
radius and content 
hierarchy

→	 Overlay 1 to 2 rounded 
cards to establish a clear 
content hierarchy.

→	 Ensure as much as possible 
that the rounded corners 
flow bottom to top or left 
to right to enhance the 
logo and title placed on the 
colored background.

¨
→	 Corner radius values are 

determined by the size of 
the component:

	
	 Larger digital components:
	 Use a 16px corner radius

	 Smaller digital components:
	 Use a radius of 10px to 5px

	 Larger print components:
	 Use a 10mm corner radius

	 Smaller print components:
	 Use a 5mm corner radius

	 Rely on your optical 
perception to harmonize 
all corner sizes, ensuring 
a cohesive and visually 
balanced design

  Don'ts

  Do's

SAME RADIUS ON ALL CARDS

DIFFERENT RADIUS

FLUSH WITH THE EDGES OF THE DOCUMENT

LEAVE TOO LITTLE SPACE BETWEEN CARDS

LIGHT TRANSPARENCY ON THE UPPER CARD

FULL TRANSPARENT CARD



TAUPE
#001436

DARK BLUE
#001436

PEARL
#F1F1EF

PETROL
#00587E

COBALT
#12355B

TAN
#B6633F

R 182
G 99
B 63

C 13
M 69
Y 79
K 7
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13.4 Colors
Proportions
and combination
guidance

Maintain consistency and 
brand recognition across all 
media by adhering to the 
recommended color 
proportions.

→	 For static layouts, entity 
color should be limited to 
2–5% of the design.

→	 For animated layouts 
specific to an entity, begin 
and end with the primary 
color dark blue. However, 
proportions can vary 
throughout the animation 
based on your needs.

  Don'ts
Don't use these color combinations that compromise 
readability or accessibility – Avoid combinations that 
make text or elements difficult to distinguish, ensuring 
clarity for all viewers.

  Do's
These color combinations can be used for both 
text content and illustrative elements.
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Examples
Prints

13.5
Content

SECTION FIVE

3

15

25

33

37Lorem ipsum

SECTION FOUR

Dolor est sit maet

SECTION THREE

SECTION TWO

Lorem ipsum

Dolor est sit maet

SECTION ONE

Lorem ipsum

At EHL Hospitality Business School, our purpose is to 
prepare the next generation of executives to thrive 
in the world of business, equipping them with the 
skills, knowledge, and mindset needed to lead with 
confidence. Now more than ever, in a world fueled by 
rapid technological advancements, changing societal 
norms, and an insatiable desire for convenience and 
personalization – customer-centricity is key. 

With a legacy of over 130 years, our approach is 
grounded in blending academic excellence with real-
world experiences that truly matter. Through strategic 
collaborations with industry leaders and hands-on 
training, you’ll gain invaluable insights and forge 
connections to shape your future success.

More than 
a hospitality 
degree

5

INTRODUCTION

4

INTRODUCTION

Ferese nus eatque molupta nitas entem quiam quat la 
eossimus doloresed qui doluptat.
Us quiducim aperum, offi  ciis amet re di simpori 
tenihilia dolupta tatecte apit, nobitio. Velenet 
fugianias dolo volorpo ritionsecta serum re, solore 
mo vent, te eaquo core, opta doluptatur?

Orepudiata qui to volor sit quiatem rempores volorer 
iberspe rsperem quiasimetur ati acimin repe veniend 
ignatio blam ea pores nosaper sperfer ibernam 
siti sim dollessimini dunto magni toribus simus, cum 
volorib usdae. Ut rat aut offi  ctatur sam et, optatestem 
doluptat volore, ari volest aut as deseque velenis 
accus, offi  cte eum res aut minihilibus.
Ellandi am fuga. Luptatem velicita volupta temporis 
unditin verferr ovitati sime doluptaepe susa asperia

Quias es as 
imagnia dolupta 
deribusam
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INTRODUCTION

Poritior epeligentiae evellam del mod mo inihili gendae cus idestis cipiend iciisqui ut et 
omniae vendam remo velicium landae et, aut vit ra placesto offi  cii scipsae vero bea de 
commolore volor aspis ut volorro repudae sam que ni reperibus, sint fugitiatem ne commod 
quas molupta quatiist incto imi, audi odigenducium ut magni sincto velicient eum cuptium 
quiaspe nemperehenis etur?
Offi  cae nihilles aute omnis exerate nonetur aut labo. Henis veliquis ut aliqui unt perferum que 
volori blaut quunt, acepernam et moloreptus, ut restrum volorem doluptasped mint

Occuptat aut 
magnatius sent

12’000 companies recruiting 
on EHL’S JOB PLATFORM

55% are in SENIOR MANAGEMENT 
POSITIONS or above

180+ RECRUITING 
COMPANIES each year

Industries where
our graduates work

10

INTRODUCTION

“ Beyond exceptional products,
our 75 Maisons strive to off er unique 

experiences and fl awless services 
to their clients. This is precisely 

what students at EHL are known 
for, as they develop a customer-

orientated mindset and acquire an 
expertise adapted to international 

environments.
We’re proud to have a community 
of EHL Alumni within our group 
who have built careers in retail, 

communication or marketing and 
create with us the future of tradition. ”

MS. CHANTAL GAEMPERLE

DIRECTRICE RESSOURCES HUMAINES ET SYNERGIES
DU GROUPE LVMH ET MEMBRE DU

COMITÉ EXÉCUTIF DE LVMH

11

INTRODUCTION

Tem fugia inverum 
consequi nos ex ex
Harumet estis cus dest eruptiumqui sequam, volum 
estibus sit, nullupt aesseque et, cum ne nonsed maio 
quia nonsequis est quis ea cum doluptinim fugitam, 
quide peles prore, offi  cte cerit, qui bearunt am re 
quae dis della simod que il in nonsequi sit offi  cias es 
modia alignias vent.

lorem ipsum dolor

sit amet per mergitur

divarum pelorest

Switzerland | Singapore

*some courses are
 only delivered in English.

EHL Campus (Singapore) is registered as a private education institution 
in Singapore under the Private Education Act, Enhanced Registration 
Framework (ERF), Registration No. 201731189N (valid from 14 June 2023 
to 13 June 2027) and has received the EduTrust Certifi cation Scheme. 
ERF validity: 14 June 2023 to 13 June 2027 - Registration No. 201731189N 
- EduTrust Certifi cation validity: 14 October 2023 to 13 October 2027 - 
Certifi cate No EDU-2-2124
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STUDY PATH

programSTRUCTURE

 SEMESTER 3
Management theory classes
Continue building your understanding of 
key business management topics.

  EHL Campus Lausanne or Singapore

 SEMESTER 5
Strategic business classes
Explore complex business concepts
and gain strategic skills.

  EHL Campus Lausanne or Singapore

 SEMESTER 6
Elective classes and applied project
Specialize your learning through a 
choice of classes and a project that 
showcases your skills.

  EHL Campus Lausanne

 SEMESTER 4
Management role internship
Apply your business 
knowledge and professional 
skills in a management role.

  Worldwide

PREPARATORY YEAR

YEAR 1

YEAR 3

 SEMESTER 1
Applied learning
Start building personal skills through
25 workshops in real service situations.

  EHL Campus Lausanne

 SEMESTER 1 & 2
Management theory classes
Build a fundamental understanding of
key business management concepts.

  EHL Campus Lausanne

 SEMESTER 2
Hospitality role internship 
Practice your customer service
skills in a real-world setting.

  Worldwide

YEAR 2

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

Rioressit, simi, quia 
dolore porum
Obitae sitempos etur sum quam sectatur?
Repelit utem. Totaeraest ut in reptas susam rerferum ius 
et fuga. Et fuga. Nequi tota verrum aut mil magnis mos 
consequibus asperibusci conet quidess ercipiet, cone 
nis rem debit voluptio voluptatur? Ectus vendita velenis 
aceatem estiunt.

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

8

INTRODUCTION

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

9

INTRODUCTION

short
coursesAGENDA

Since 1893, EHL Hospitality Business School has established itself 
as a pioneer in its fi eld. Consistently recognized as the leading 
university for hospitality management studies and ranked among 
Switzerland’s top fi ve schools for management and business, our 
legacy of success spans over a century.

EHL boasts award-winning hospitality training facilities, three 
campuses, a world-class faculty and an alumni network with over 
30’000 members that spans over 150 countries. 

Our faculty comprises some of the leading professors from around 
the world, including industry leaders and experienced executives 
from a wide range of industries. 62% of our faculty members hold 
PHDs. 

As a proud member of the AACSB Business Education Alliance since 
2016, EHL benefi ts from a robust quality assurance framework and 
a supportive community of prestigious business schools. Moreover, 
our Bachelor of Science in Hospitality Management holds double 
accreditation, demonstrating our commitment to meeting rigorous 
standards in both Europe (HES-So) 
and the US (Neche).

About EHL
Business School

6

INTRODUCTION

125 
nationalities
across the student
community

84%
of students
speak at least
3 languages

N°1 
Hospitality Management
School Worldwide
QS UNIVERSITY RANKINGS, 2019 – 20233 campuses

on 2 continents

7

INTRODUCTION

Be part of EHL

From the moment you set foot on 
our campus, a unique path un-
folds – one that values person-
al growth as much as academic 
achievement. EHL isn’t just about 
education; it’s about unearthing 
your true self and aspirations. We 
skilfully blend professionalism with 
embracing individuality, fostering 
an environment where authentic-
ity thrives. Your voice holds signifi -
cance in every interaction, regard-
less of hierarchy. Choosing EHL 
means joining a community that 
not only embraces diversity but 
also champions personal growth.

Our Bachelor of Science is an in-
ternational experience and one 
you share with others. Being im-
mersed in a cohort of students 
from around the world nurtures a 
cultural awareness that will serve 
you for a lifetime. Our graduates 
say the bonds they form at EHL 
are everlasting. Through collabo-
rative projects, weekly gatherings 
and guided mentorship journeys, 
opportunities will unfold to foster 
connections and expand your 
network within EHL – and beyond.

Our Bachelor program campus-
es, located in Singapore and 
Switzerland, are nestled in lively 
cities that put you on the door-
step of endless cultural, culinary 
and sports experiences. Yet our 
close-knit student community 
ensures that you always have a 
supportive environment to lean 
on, so you can explore with con-
fi dence. Our active student com-
mittees also create regular events 
to foster a sense of togetherness 
and unity among students.

Solest, sim 
ipsaniet, volupt 
ea nos renosam

Harum sitatis 
simus illaceatis 
magniet a co

Beaquunt 
ium minciet 
urehenturi

STUDENT LIFE

12

INTRODUCTION
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INTRODUCTION

We look forward
to learning more 

about you

Start your application at

ehl.edu

EHL SCHOOL OF PRACTICAL ARTS
Route de Berne 301 
1000 Lausanne 25 

Switzerland

Tel. : + 41 21 785 1111
admissions@ehl.ch

Our
practical arts

programs

ON BROCHURE



10:07

EHL Lorem

EHL_graduate

Our home

3.258 likes

Lorem ipsum dolor sit amet

follow

Discover
the art of  culinary 

excellence
↘ APPLY NOW

10:07

EHL Lorem

→ APPLY NOW

Choose your 
short course

10:07

EHL Lorem

Send messageSend message

Short courses
designed
for groups

→ SWIPE

Lorem ipsum
dolor est sit amet per 
mergitur didolum.
This is a copy text to give a bit of 
context or to add a text with 
further information. This is a copy 
text to give a bit of context or to 
add a text with further information.

→ SWIPE

This is a great 
headline to 
catch attention 
and to drive 
engagement

→ APPLY NOW

We look forward 
to learning more 
about you

EHL Lorem

ON INSTAGRAM & FACEBOOK

ON LINKEDIN
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13.5 Examples
Digital
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GRAPHIC ELEMENTSSYMBOLS

ILLUSTRATIONS PATTERNS COMPOSITION AND ROUNDED CARDS

Domaine
medium
Hurme
semi-bold

Hurme
regular

PHOTOGRAPHY

DARK BLUE
#001436

PEARL
#F1F1EF

LOGOS MAIN TYPOGRAPHY

PETROL
#00587E

COBALT
#12355B

LILAS
#B9AAE3

dream big,
start small, act now.

PRIMARY COLORS AND ROUNDED CARDS
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Graphic System
Elements

14.1

The system elements were 
inspired by the mother 
brand framework and brand 
characteristics.

Specific logos, colors and 
illustrations have been 
added for each of our main 
entities, enabling tailored 
communication to resonate 
effectively with their unique 
audiences. They are designed 
to enhance consistency while 
allowing flexibility across 
various mediums.

System elements may be 
combined in various ways to 
create distinct expressions, 
from simple and elegant 
to bold and energetic. The 
spacious and structured 
approach to composition 
helps each application 
feel more open, inviting 
and inspiring — reflecting 
our brand personality and 
connecting all that we do.
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14.2 Logotypes
Construction and 
application rules

The entity logo consists of two 
elements:
→ 	the EHL mother brand 

logo  (encapsulated or 
horizontal)

→	 the name of the specific 
entity in Hurme Caps.

Any other variation is 
not allowed or should be 
submitted to the brand 
manager.

Logotypes
Construction and 
application rules

Colored versions
The 3 main entity logotype 
versions are: 
→ 	dark blue + entity on white
→ 	dark blue + entity on white + 

blue border
→ 	white + entity on blue

Colored backgrounds
The entity logotype can
be used:
→ 	dark blue + white on dark 

solid backgrounds
→ 	white with border on white 

backgrounds.
→ 	white + dark blue on light 

multicolored backgrounds
→ 	the horizontal logo can not 

be applied on a picture.
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14.2 Logotypes
Placement rules

Graphic system variant for
vertical and horizontal 
layouts:

→ 	Rounded Cards: standard 
option for versatile and 
balanced designs.

→ 	Rounded "Marie-Louise" 
Cards: premium choice 
for luxurious and elegant 
layouts.

→ 	Logo alone in the 
Center: for minimal and 
understated applications.

 
 
Logo Placement:

→ 	The logo should always 
be positioned straddling 
two sections—either two 
communication blocks or 
one communication block 
and the background.

→ 	Its placement must follow 
the content hierarchy, 
ensuring it aligns with the 
visual structure and flow of 
the design.
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14.3 Layout Guidance
Do's & Dont's

 	Rounded cards 
radius and content 
hierarchy

→	 Overlay 1 to 2 rounded 
cards to establish a clear 
content hierarchy.

→	 Ensure as much as possible 
that the rounded corners 
flow bottom to top or left 
to right to enhance the 
logo and title placed on the 
colored background.

¨
→	 Corner radius values are 

determined by the size of 
the component:

	
	 Larger digital components:
	 Use a 16px corner radius

	 Smaller digital components:
	 Use a radius of 10px to 5px

	 Larger print components:
	 Use a 10mm corner radius

	 Smaller print components:
	 Use a 5mm corner radius

	 Rely on your optical 
perception to harmonize 
all corner sizes, ensuring 
a cohesive and visually 
balanced design

  Don'ts

  Do's

SAME RADIUS ON ALL CARDS

DIFFERENT RADIUS

FLUSH WITH THE EDGES OF THE DOCUMENT

LEAVE TOO LITTLE SPACE BETWEEN CARDS

LIGHT TRANSPARENCY ON THE UPPER CARD

FULL TRANSPARENT CARD



TAUPE
#001436

DARK BLUE
#001436

PEARL
#F1F1EF

LILAS
#B9AAE3

R 185
G 170
B 227

C 34 
M 36 
Y 0 
K 0

PETROL
#00587E

COBALT
#12355B
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14.4 Colors
Proportions
and combination
guidance

Maintain consistency and 
brand recognition across all 
media by adhering to the 
recommended color 
proportions.

→	 For static layouts, entity 
color should be limited to 
2–5% of the design.

→	 For animated layouts 
specific to an entity, begin 
and end with the primary 
color dark blue. However, 
proportions can vary 
throughout the animation 
based on your needs.

  Don'ts
Don't use these color combinations that compromise 
readability or accessibility – Avoid combinations that 
make text or elements difficult to distinguish, ensuring 
clarity for all viewers.

  Do's
These color combinations can be used for both 
text content and illustrative elements.
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Examples
Prints

14.5
Content

SECTION FIVE

3

15

25

33

37Lorem ipsum

SECTION FOUR

Dolor est sit maet

SECTION THREE

SECTION TWO

Lorem ipsum

Dolor est sit maet

SECTION ONE

Lorem ipsum

4

INTRODUCTION

Ferese nus eatque molupta nitas entem quiam quat la 
eossimus doloresed qui doluptat.
Us quiducim aperum, offi  ciis amet re di simpori 
tenihilia dolupta tatecte apit, nobitio. Velenet 
fugianias dolo volorpo ritionsecta serum re, solore 
mo vent, te eaquo core, opta doluptatur?

Orepudiata qui to volor sit quiatem rempores volorer 
iberspe rsperem quiasimetur ati acimin repe veniend 
ignatio blam ea pores nosaper sperfer ibernam 
siti sim dollessimini dunto magni toribus simus, cum 
volorib usdae. Ut rat aut offi  ctatur sam et, optatestem 
doluptat volore, ari volest aut as deseque velenis 
accus, offi  cte eum res aut minihilibus.
Ellandi am fuga. Luptatem velicita volupta temporis 
unditin verferr ovitati sime doluptaepe susa asperia

Quias es as 
imagnia dolupta 
deribusam

5

INTRODUCTION

Poritior epeligentiae evellam del mod mo inihili gendae cus idestis cipiend iciisqui ut et 
omniae vendam remo velicium landae et, aut vit ra placesto offi  cii scipsae vero bea de 
commolore volor aspis ut volorro repudae sam que ni reperibus, sint fugitiatem ne commod 
quas molupta quatiist incto imi, audi odigenducium ut magni sincto velicient eum cuptium 
quiaspe nemperehenis etur?
Offi  cae nihilles aute omnis exerate nonetur aut labo. Henis veliquis ut aliqui unt perferum que 
volori blaut quunt, acepernam et moloreptus, ut restrum volorem doluptasped mint

Occuptat aut 
magnatius sent

12’000 companies recruiting 
on EHL’S JOB PLATFORM

55% are in SENIOR MANAGEMENT 
POSITIONS or above

180+ RECRUITING 
COMPANIES each year

Industries where
our graduates work

10

INTRODUCTION

“ We’re proud to have a community 
of EHL Alumni within our group 
who have built careers in retail, 

communication or marketing and 
create with us the future of tradition. ”

MS. CHANTAL GAEMPERLE

DIRECTRICE RESSOURCES HUMAINES ET SYNERGIES
DU GROUPE LVMH ET MEMBRE DU

COMITÉ EXÉCUTIF DE LVMH

11

INTRODUCTION

Tem fugia inverum 
consequi nos ex ex
Harumet estis cus dest eruptiumqui sequam, volum 
estibus sit, nullupt aesseque et, cum ne nonsed maio 
quia nonsequis est quis ea cum doluptinim fugitam, 
quide peles prore, offi  cte cerit, qui bearunt am re 
quae dis della simod que il in nonsequi sit offi  cias es 
modia alignias vent.

lorem ipsum dolor

sit amet per mergitur

divarum pelorest

Switzerland | Singapore

*some courses are
 only delivered in English.

EHL Campus (Singapore) is registered as a private education institution 
in Singapore under the Private Education Act, Enhanced Registration 
Framework (ERF), Registration No. 201731189N (valid from 14 June 2023 
to 13 June 2027) and has received the EduTrust Certifi cation Scheme. 
ERF validity: 14 June 2023 to 13 June 2027 - Registration No. 201731189N 
- EduTrust Certifi cation validity: 14 October 2023 to 13 October 2027 - 
Certifi cate No EDU-2-2124

16

STUDY PATH

programSTRUCTURE

 SEMESTER 3
Management theory classes
Continue building your understanding of 
key business management topics.

  EHL Campus Lausanne or Singapore

 SEMESTER 5
Strategic business classes
Explore complex business concepts
and gain strategic skills.

  EHL Campus Lausanne or Singapore

 SEMESTER 6
Elective classes and applied project
Specialize your learning through a 
choice of classes and a project that 
showcases your skills.

  EHL Campus Lausanne

 SEMESTER 4
Management role internship
Apply your business 
knowledge and professional 
skills in a management role.

  Worldwide

PREPARATORY YEAR

YEAR 1

YEAR 3

 SEMESTER 1
Applied learning
Start building personal skills through
25 workshops in real service situations.

  EHL Campus Lausanne

 SEMESTER 1 & 2
Management theory classes
Build a fundamental understanding of
key business management concepts.

  EHL Campus Lausanne

 SEMESTER 2
Hospitality role internship 
Practice your customer service
skills in a real-world setting.

  Worldwide

YEAR 2

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

Rioressit, simi, quia 
dolore porum
Obitae sitempos etur sum quam sectatur?
Repelit utem. Totaeraest ut in reptas susam rerferum ius 
et fuga. Et fuga. Nequi tota verrum aut mil magnis mos 
consequibus asperibusci conet quidess ercipiet, cone 
nis rem debit voluptio voluptatur? Ectus vendita velenis 
aceatem estiunt.

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

8

INTRODUCTION

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

9

INTRODUCTION

inno
hubPROGRAMS

Since 1893, EHL Hospitality Business School has established itself 
as a pioneer in its fi eld. Consistently recognized as the leading 
university for hospitality management studies and ranked among 
Switzerland’s top fi ve schools for management and business, our 
legacy of success spans over a century.

EHL boasts award-winning hospitality training facilities, three 
campuses, a world-class faculty and an alumni network with over 
30’000 members that spans over 150 countries. 

Our faculty comprises some of the leading professors from around 
the world, including industry leaders and experienced executives 
from a wide range of industries. 62% of our faculty members hold 
PHDs. 

As a proud member of the AACSB Business Education Alliance since 
2016, EHL benefi ts from a robust quality assurance framework and 
a supportive community of prestigious business schools. Moreover, 
our Bachelor of Science in Hospitality Management holds double 
accreditation, demonstrating our commitment to meeting rigorous 
standards in both Europe (HES-So) 
and the US (Neche).

About EHL
Business School

6

INTRODUCTION

125 
nationalities
across the student
community

84%
of students
speak at least
3 languages

N°1 
Hospitality Management
School Worldwide
QS UNIVERSITY RANKINGS, 2019 – 20233 campuses

on 2 continents

7

INTRODUCTION

Be part of EHL

From the moment you set foot on 
our campus, a unique path un-
folds – one that values person-
al growth as much as academic 
achievement. EHL isn’t just about 
education; it’s about unearthing 
your true self and aspirations. We 
skilfully blend professionalism with 
embracing individuality, fostering 
an environment where authentic-
ity thrives. Your voice holds signifi -
cance in every interaction, regard-
less of hierarchy. Choosing EHL 
means joining a community that 
not only embraces diversity but 
also champions personal growth.

Our Bachelor of Science is an in-
ternational experience and one 
you share with others. Being im-
mersed in a cohort of students 
from around the world nurtures a 
cultural awareness that will serve 
you for a lifetime. Our graduates 
say the bonds they form at EHL 
are everlasting. Through collabo-
rative projects, weekly gatherings 
and guided mentorship journeys, 
opportunities will unfold to foster 
connections and expand your 
network within EHL – and beyond.

Our Bachelor program campus-
es, located in Singapore and 
Switzerland, are nestled in lively 
cities that put you on the door-
step of endless cultural, culinary 
and sports experiences. Yet our 
close-knit student community 
ensures that you always have a 
supportive environment to lean 
on, so you can explore with con-
fi dence. Our active student com-
mittees also create regular events 
to foster a sense of togetherness 
and unity among students.

Solest, sim 
ipsaniet, volupt 
ea nos renosam

Harum sitatis 
simus illaceatis 
magniet a co

Beaquunt 
ium minciet 
urehenturi

STUDENT LIFE

12

INTRODUCTION

13

INTRODUCTION

We look forward
to learning more 

about you

Start your application at

ehl.edu

EHL SCHOOL OF PRACTICAL ARTS
Route de Berne 301 
1000 Lausanne 25 

Switzerland

Tel. : + 41 21 785 1111
admissions@ehl.ch

dream big,
start small,

act now.

ON BROCHURE
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14.5 Examples
Digital

10:07

EHL Lorem

EHL_graduate

Our home

3.258 likes

Lorem ipsum dolor sit amet

follow

Dream big,
start small,

act now.
↘ JOIN US

10:07

EHL Lorem

→ APPLY NOW

Join the
revolution

10:07

EHL Lorem

Send messageSend message

Shaping the
future through
sustainable
innovation.

→ SWIPE

Lorem ipsum
dolor est sit amet per 
mergitur didolum.
This is a copy text to give a bit of 
context or to add a text with 
further information. This is a copy 
text to give a bit of context or to 
add a text with further information.

→ SWIPE

This is a great 
headline to 
catch attention 
and to drive 
engagement

→ APPLY NOW

We look foreward 
to learning more 
about you

EHL Lorem

ON INSTAGRAM & FACEBOOK

ON LINKEDIN
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LOGOS

GRAPHIC ELEMENTSSYMBOLS

ILLUSTRATIONS PATTERNS COMPOSITION AND ROUNDED CARDS

Domaine
medium
Hurme
semi-bold

Hurme
regular

Lorem ipsum
dolor est

PHOTOGRAPHY

DARK BLUE
#001436

PEARL
#F1F1EF

MAIN TYPOGRAPHY PRIMARY COLORS AND ROUNDED CARDS

TAUPE
#919388

PETROL
#00587E

COBALT
#12355B
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Graphic System
Elements

15.1

The system elements were 
inspired by the mother 
brand framework and brand 
characteristics.

Specific logos, colors and 
illustrations have been 
added for each of our main 
entities, enabling tailored 
communication to resonate 
effectively with their unique 
audiences. They are designed 
to enhance consistency while 
allowing flexibility across 
various mediums.

System elements may be 
combined in various ways to 
create distinct expressions, 
from simple and elegant 
to bold and energetic. The 
spacious and structured 
approach to composition 
helps each application 
feel more open, inviting 
and inspiring — reflecting 
our brand personality and 
connecting all that we do.
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15.2 Logotypes
Construction and 
application rules

Logotypes
Construction and 
application rules

The entity logo consists of two 
elements:
→ 	the EHL mother brand 

logo  (encapsulated or 
horizontal)

→	 the name of the specific 
entity in Hurme Caps.

Any other variation is 
not allowed or should be 
submitted to the brand 
manager.

Colored versions
The 3 main entity logotype 
versions are: 
→ 	dark blue + entity on white
→ 	dark blue + entity on white + 

blue border
→ 	white + entity on blue

Colored backgrounds
The entity logotype can
be used:
→ 	dark blue + white on dark 

solid backgrounds
→ 	white with border on white 

backgrounds.
→ 	white + dark blue on light 

multicolored backgrounds
→ 	the horizontal logo can not 

be applied on a picture.
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15.2 Logotypes
Placement rules

Graphic system variant for
vertical and horizontal 
layouts:

→ 	Rounded Cards: standard 
option for versatile and 
balanced designs.

→ 	Rounded "Marie-Louise" 
Cards: premium choice 
for luxurious and elegant 
layouts.

→ 	Logo alone in the 
Center: for minimal and 
understated applications.

 
 
Logo Placement:

→ 	The logo should always 
be positioned straddling 
two sections—either two 
communication blocks or 
one communication block 
and the background.

→ 	Its placement must follow 
the content hierarchy, 
ensuring it aligns with the 
visual structure and flow of 
the design.



113

EH
L 

Br
a

nd
 G

ui
d

el
in

es
   

 | 
   

M
a

y 
20

25
 -

 V
 1.

0
→

 b
ac

k 
to

 ta
bl

e 
of

 c
on

te
nt

s

15.3 Layout Guidance
Do's & Dont's

 	Rounded cards 
radius and content 
hierarchy

→	 Overlay 1 to 2 rounded 
cards to establish a clear 
content hierarchy.

→	 Ensure as much as possible 
that the rounded corners 
flow bottom to top or left 
to right to enhance the 
logo and title placed on the 
colored background.

¨
→	 Corner radius values are 

determined by the size of 
the component:

	
	 Larger digital components:
	 Use a 16px corner radius

	 Smaller digital components:
	 Use a radius of 10px to 5px

	 Larger print components:
	 Use a 10mm corner radius

	 Smaller print components:
	 Use a 5mm corner radius

	 Rely on your optical 
perception to harmonize 
all corner sizes, ensuring 
a cohesive and visually 
balanced design

  Don'ts

  Do's

SAME RADIUS ON ALL CARDS

DIFFERENT RADIUS

FLUSH WITH THE EDGES OF THE DOCUMENT

LEAVE TOO LITTLE SPACE BETWEEN CARDS

LIGHT TRANSPARENCY ON THE UPPER CARD

FULL TRANSPARENT CARD



DARK BLUE
#001436

PEARL
#F1F1EF

PETROL
#00587E

COBALT
#12355B

TAUPE
#919388

R 145
G 147
B 136

C 44
M 31
Y 41
K 13
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15.4 Colors
Proportions
and combination
guidance

Maintain consistency and 
brand recognition across all 
media by adhering to the 
recommended color 
proportions.

→	 For static layouts, entity 
color should be limited to 
2–5% of the design.

→	 For animated layouts 
specific to an entity, begin 
and end with the primary 
color dark blue. However, 
proportions can vary 
throughout the animation 
based on your needs.

  Don'ts
Don't use these color combinations that compromise 
readability or accessibility – Avoid combinations that 
make text or elements difficult to distinguish, ensuring 
clarity for all viewers.

  Do's
These color combinations can be used for both 
text content and illustrative elements.
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Examples
Prints

15.5
Content

SECTION FIVE

3

15

25

33

37Lorem ipsum

SECTION FOUR

Dolor est sit maet

SECTION THREE

SECTION TWO

Lorem ipsum

Dolor est sit maet

SECTION ONE

Lorem ipsum

4

INTRODUCTION

Ferese nus eatque molupta nitas entem quiam quat la 
eossimus doloresed qui doluptat.
Us quiducim aperum, offi  ciis amet re di simpori 
tenihilia dolupta tatecte apit, nobitio. Velenet 
fugianias dolo volorpo ritionsecta serum re, solore 
mo vent, te eaquo core, opta doluptatur?

Orepudiata qui to volor sit quiatem rempores volorer 
iberspe rsperem quiasimetur ati acimin repe veniend 
ignatio blam ea pores nosaper sperfer ibernam 
siti sim dollessimini dunto magni toribus simus, cum 
volorib usdae. Ut rat aut offi  ctatur sam et, optatestem 
doluptat volore, ari volest aut as deseque velenis 
accus, offi  cte eum res aut minihilibus.
Ellandi am fuga. Luptatem velicita volupta temporis 
unditin verferr ovitati sime doluptaepe susa asperia

Quias es as 
imagnia dolupta 
deribusam

5

INTRODUCTION

Poritior epeligentiae evellam del mod mo inihili gendae cus idestis cipiend iciisqui ut et 
omniae vendam remo velicium landae et, aut vit ra placesto offi  cii scipsae vero bea de 
commolore volor aspis ut volorro repudae sam que ni reperibus, sint fugitiatem ne commod 
quas molupta quatiist incto imi, audi odigenducium ut magni sincto velicient eum cuptium 
quiaspe nemperehenis etur?
Offi  cae nihilles aute omnis exerate nonetur aut labo. Henis veliquis ut aliqui unt perferum que 
volori blaut quunt, acepernam et moloreptus, ut restrum volorem doluptasped mint

Occuptat aut 
magnatius sent

12’000 companies recruiting 
on EHL’S JOB PLATFORM

55% are in SENIOR MANAGEMENT 
POSITIONS or above

180+ RECRUITING 
COMPANIES each year

Industries where
our graduates work

10

INTRODUCTION

“ We’re proud to have a community 
of EHL Alumni within our group 
who have built careers in retail, 

communication or marketing and 
create with us the future of tradition. ”

MS. CHANTAL GAEMPERLE

DIRECTRICE RESSOURCES HUMAINES ET SYNERGIES
DU GROUPE LVMH ET MEMBRE DU

COMITÉ EXÉCUTIF DE LVMH

11

INTRODUCTION

Tem fugia inverum 
consequi nos ex ex
Harumet estis cus dest eruptiumqui sequam, volum 
estibus sit, nullupt aesseque et, cum ne nonsed maio 
quia nonsequis est quis ea cum doluptinim fugitam, 
quide peles prore, offi  cte cerit, qui bearunt am re 
quae dis della simod que il in nonsequi sit offi  cias es 
modia alignias vent.

lorem ipsum dolor

sit amet per mergitur

divarum pelorest

Switzerland | Singapore

*some courses are
 only delivered in English.

EHL Campus (Singapore) is registered as a private education institution 
in Singapore under the Private Education Act, Enhanced Registration 
Framework (ERF), Registration No. 201731189N (valid from 14 June 2023 
to 13 June 2027) and has received the EduTrust Certifi cation Scheme. 
ERF validity: 14 June 2023 to 13 June 2027 - Registration No. 201731189N 
- EduTrust Certifi cation validity: 14 October 2023 to 13 October 2027 - 
Certifi cate No EDU-2-2124

16

STUDY PATH

programSTRUCTURE

 SEMESTER 3
Management theory classes
Continue building your understanding of 
key business management topics.

  EHL Campus Lausanne or Singapore

 SEMESTER 5
Strategic business classes
Explore complex business concepts
and gain strategic skills.

  EHL Campus Lausanne or Singapore

 SEMESTER 6
Elective classes and applied project
Specialize your learning through a 
choice of classes and a project that 
showcases your skills.

  EHL Campus Lausanne

 SEMESTER 4
Management role internship
Apply your business 
knowledge and professional 
skills in a management role.

  Worldwide

PREPARATORY YEAR

YEAR 1

YEAR 3

 SEMESTER 1
Applied learning
Start building personal skills through
25 workshops in real service situations.

  EHL Campus Lausanne

 SEMESTER 1 & 2
Management theory classes
Build a fundamental understanding of
key business management concepts.

  EHL Campus Lausanne

 SEMESTER 2
Hospitality role internship 
Practice your customer service
skills in a real-world setting.

  Worldwide

YEAR 2

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

Rioressit, simi, quia 
dolore porum
Obitae sitempos etur sum quam sectatur?
Repelit utem. Totaeraest ut in reptas susam rerferum ius 
et fuga. Et fuga. Nequi tota verrum aut mil magnis mos 
consequibus asperibusci conet quidess ercipiet, cone 
nis rem debit voluptio voluptatur? Ectus vendita velenis 
aceatem estiunt.

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

8

INTRODUCTION

Learn to navigate today’s business challenges and 
opportunities – from the tech wave to global competition, 
new markets, big data and corporate sustainability. Our 
case studies and assignments mirror real-world scenarios, 
ensuring an immersive and relevant learning experience.

CONTEXTUAL LEARNING

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

Get a taste of the inner workings of the hospitality 
experience. During the fi rst year, through 25 workshops 
in real hospitality and service situations, a comprehensive 
curriculum and two internships, you’ll have a chance to 
put your skills to the test and demonstrate your business 
acumen in a real-world setting.

HANDS-ON EXPERIENCE

9

INTRODUCTION

lorem
ipsumPROGRAMS

Since 1893, EHL Hospitality Business School has established itself 
as a pioneer in its fi eld. Consistently recognized as the leading 
university for hospitality management studies and ranked among 
Switzerland’s top fi ve schools for management and business, our 
legacy of success spans over a century.

EHL boasts award-winning hospitality training facilities, three 
campuses, a world-class faculty and an alumni network with over 
30’000 members that spans over 150 countries. 

Our faculty comprises some of the leading professors from around 
the world, including industry leaders and experienced executives 
from a wide range of industries. 62% of our faculty members hold 
PHDs. 

As a proud member of the AACSB Business Education Alliance since 
2016, EHL benefi ts from a robust quality assurance framework and 
a supportive community of prestigious business schools. Moreover, 
our Bachelor of Science in Hospitality Management holds double 
accreditation, demonstrating our commitment to meeting rigorous 
standards in both Europe (HES-So) 
and the US (Neche).

About EHL
Business School

6

INTRODUCTION

125 
nationalities
across the student
community

84%
of students
speak at least
3 languages

N°1 
Hospitality Management
School Worldwide
QS UNIVERSITY RANKINGS, 2019 – 20233 campuses

on 2 continents

7

INTRODUCTION

Be part of EHL

From the moment you set foot on 
our campus, a unique path un-
folds – one that values person-
al growth as much as academic 
achievement. EHL isn’t just about 
education; it’s about unearthing 
your true self and aspirations. We 
skilfully blend professionalism with 
embracing individuality, fostering 
an environment where authentic-
ity thrives. Your voice holds signifi -
cance in every interaction, regard-
less of hierarchy. Choosing EHL 
means joining a community that 
not only embraces diversity but 
also champions personal growth.

Our Bachelor of Science is an in-
ternational experience and one 
you share with others. Being im-
mersed in a cohort of students 
from around the world nurtures a 
cultural awareness that will serve 
you for a lifetime. Our graduates 
say the bonds they form at EHL 
are everlasting. Through collabo-
rative projects, weekly gatherings 
and guided mentorship journeys, 
opportunities will unfold to foster 
connections and expand your 
network within EHL – and beyond.

Our Bachelor program campus-
es, located in Singapore and 
Switzerland, are nestled in lively 
cities that put you on the door-
step of endless cultural, culinary 
and sports experiences. Yet our 
close-knit student community 
ensures that you always have a 
supportive environment to lean 
on, so you can explore with con-
fi dence. Our active student com-
mittees also create regular events 
to foster a sense of togetherness 
and unity among students.

Solest, sim 
ipsaniet, volupt 
ea nos renosam

Harum sitatis 
simus illaceatis 
magniet a co

Beaquunt 
ium minciet 
urehenturi

STUDENT LIFE

12

INTRODUCTION

13

INTRODUCTION

We look forward
to learning more 

about you

Start your application at

ehl.edu

EHL EDUCATION CONSULTING
Route de Berne 301 
1000 Lausanne 25 

Switzerland

Tel. : + 41 21 785 1111
admissions@ehl.ch

Lorem ipsum
dolor est

sit amet permito

ON BROCHURE
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15.5 Examples
Digital

10:07

EHL Lorem

EHL_graduate

Our home

3.258 likes

Lorem ipsum dolor sit amet

follow

Lorem
ipsum dolor
est sit amet

↘ JOIN US

10:07

EHL Lorem

→ APPLY NOW

Lorem ipsum
dolor est

10:07

EHL Lorem

Send messageSend message

Lorem
ipsum sit
amet per
mergitur

→ SWIPE

Lorem ipsum
dolor est sit amet per 
mergitur didolum.
This is a copy text to give a bit of 
context or to add a text with 
further information. This is a copy 
text to give a bit of context or to 
add a text with further information.

→ SWIPE

This is a great 
headline to 
catch attention 
and to drive 
engagement

→ APPLY NOW

We look foreward 
to learning more 
about you

EHL Lorem

ON INSTAGRAM & FACEBOOK

ON LINKEDIN
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16.

Please do not 
hesitate to contact us 
should you have any 
questions regarding 
this information on 
the application of the 
EHL Corporate Brand 
Guidelines.

Contact
& Additional 
Informations

 Brand folder

  brand@ehl.ch 

Pictures, logos and other 
branded assets can be 
downloaded directly here:

Should you need to prepare 
a special layout or anything 
else requiring the EHL Brand 
please contact  EHL Brand 
Management Team:

https://brandguides.brandfolder.com/brand-guidelines-ehl/brandguidelinesehl
mailto:brand%40ehl.ch?subject=


The EHL Circles of Excellence, pictograms, photographs and other assets featured in these guidelines are the property of EHL, all rights reserved. © 2025 EHL




