
EDITORS’ NOTE In May of 2014, 
Hermann Elger was appointed to 
his current post. Elger joined The St. 
Regis New York from the Montage, 
Beverly Hills, where he held the po-
sition of General Manager. Prior to 
his role at the Montage, Elger served 
as the General Manager at The Ritz-
Carlton, Cancun. In addition, he 
has held positions as Hotel Manager 
at The Ritz-Carlton, Cancun, and 
The Ritz-Carlton, Key Biscayne, and 
was the Opening Team Leader for 
The Ritz-Carlton, Aspen Highlands, 
Philadelphia, Dubai, and Kuala Lumpur. He 
also held positions around the world as Assistant 
Executive Manager, Takeover Team Leader, and 
Director of Rooms Division. Elger attended the 
University of Denver, where he received his 
B.S.B.A. in Business Administration and Hotel 
Management. He began his career working as 
a doorman for The Brown Palace Hotel in 
Denver, Colorado.

PROPERTY BRIEF The St. Regis New York 
(stregis.com/NewYork) offers 238 luxurious 
guest rooms and suites. Contemporary luxury 
meets classic sophistication at this iconic ho-
tel, just steps from an exceptional Fifth Avenue 
shopping experience. Guest rooms and suites 
are newly renovated and marry original de-
sign elements, such as crystal Waterford chan-
deliers and elegant crown moldings, with 
beautiful, large-format photographic art-
work, vibrant-hued fabrics, and stunning 
beveled mirrors. Rooms feature marble-tiled 
entryways, rich color schemes, custom fur-
nishings, and state-of-the-art technologies. It 
is the fl agship property of both St. Regis Hotels 
and Resorts, and Starwood Hotels & Resorts 
Worldwide, Inc.

When the opportunity presented itself to 
lead at this property, did you know quickly 
it would be the right fi t?

I had a feeling it would be a good fi t and 
what interested me was the fact that the hotel 
was going into a very exciting time, on the 
heels of the renovation where a lot of money 
was invested in revitalizing the hotel and when 
the hotel was looking at ways to continue to 
grow its relevancy within the market, and to 
reestablish itself with the luxury traveler and the 
next generation traveler.

This process is not only a passion 
of mine but it’s something I think I do 
well in terms of fi nding creative ways 
to continuously keep products and 
hotels relevant in their markets.

Was it important to keep some 
of the history and heritage during 
the renovation and how do you 
make sure you blend that with 
staying current?

It’s probably the most important 
part, because the St. Regis has been 
around since 1904; you have 110 years 
of not only the same building but also 

the same brand.
There is a signifi cant amount of the hotel 

that cannot change and should never change, 
but within that framework, fi nding ways to con-
tinue to make it relevant is important.

Is the St. Regis brand well understood 
around the world?

St. Regis hotels and resorts around 
the world take their roots from The St. Regis 
New York, so travelers find elements of the 
flagship throughout each of the properties. 
They’re all very focused on location, design, 
bespoke service, and some traditional ele-
ments, as well as keeping the property rel-
evant – all elements you would either find 
in the St. Regis New York or that John Jacob 
Astor would have put in his hotel in 1904 
when he opened it.

Is it possible to effectively differentiate 
in a market like New York and how hard is 
it to show that?

You can differentiate, which creates an 
environment of very healthy competition and 
camaraderie among the hotels. When each ho-
tel is different and unique in its own way, it 
then becomes about the destination, and driving 
business travelers and guests to New York City.

We know that we’re unique in certain ways 
because of our historical element and the fact 
that we have just been renovated. We consider 
our location to be one of our greatest attributes. 
I also consider our service to be another of our 
greatest attributes. We have a very established 
service team that has been with us for a very 
long time, and knows the customers and the 
guests very well. When ranking our competitive 
advantages, I put service at the top.

How critical is the suite offering and 
would you talk about some of the specialty 
suites?

Suites are the biggest driver of average rate 
in the mix and we have a huge offering.

At the top of the selection, we have seven 
suites that are really special. The Presidential, 
the Royal, and the Imperial, which in effect 
could be considered three Presidential suites, 
are priced from $20,000 to $36,000.

We also have four designer suites and with 
those we partnered with individual designers: 
Bentley, Tiffany, and Dior, and the fourth is 
our Milano suite. We have clients who will 
only stay in certain designer suites because they 
so closely match their tastes and needs. Within 
our 70 suites, these seven alone are very unique 
to any hotel in the city.

Additionally, we have the wonderful col-
lection of Madison, St. Regis, Astor, and Deluxe 
suites, which have all sorts of confi gurations.

We’re blessed with great square footage as 
far as the rooms and suites go, with great ceil-
ing height because of how hotels were built in 
that day. We are fortunate also to have many 
different room confi gurations, so each traveler 
has his very specifi c needs met as far as layouts 
and room views.

How hard is it to drive profi t from the 
food and beverage aspect of the business?

Profi t in food and beverage doesn’t com-
pare to the profi t in the rooms division, but in 
a luxury property, it’s absolutely critical to have 
that offering.

In-room dining, for example, is very im-
portant to our in-house guests. If you don’t 
deliver that well, the only guests we’re letting 
down are those that are paying our room rates 
and funding a lot of our operation. So that has 
to continue to be done very well. 

You must have your traditional offerings 
throughout the day for the guests. High tea is 
something we’re very proud of and something 
that guests still enjoy, and is a part of the way 
they structure their day whether they’re here 
on business or pleasure.

The King Cole Bar is an area that also does 
very well. It continues to be a bar that is full ev-
ery single night and has a passionate following.

We also have the banquet and catering of-
fering, and the second fl oor has amazing spaces 
that we just renovated, in addition to the ball-
room on the roof. We can handle anything from 
the most festive social catering event to busi-
ness meetings, and road shows, and those 
end up being a signifi cant part of our food and 
beverage operation.•

Hermann W. Elger

Revitalized 
and Relevant
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EDITORS’ NOTE Daniel Boockvar 
was appointed to his current post in 
August of 2014 after having held se-
nior executive positions for several 
iconic consumer service businesses. 
Most recently, Boockvar served as 
Chief Operating Offi cer and Chief 
Customer Offi cer of the Girl Scouts 
of the USA where he oversaw, among 
other things, the digital transfor-
mation of the $800-million cookie 
business and core program infra-
structure. Prior to that, Boockvar 
spent almost 12 years as a senior 
executive at Weight Watchers International. 
During his last fi ve years at Weight Watchers, he 
ran the $1-billion U.S. Operation, and was re-
sponsible for the roll-out of new national service 
offerings and the launch of businesses in China 
and Mexico. Boockvar, a Class of 2010 David 
Rockefeller Fellow sponsored by the Partnership 
for New York City, is a native New Yorker who 
has served on various nonprofi t boards in New 
York, including the Success Academy Charter 
Schools and the NY Chapter of the Leukemia and 
Lymphoma Society.

COMPANY BRIEF Circle Line Sightseeing 
Cruises (circleline42.com), New York’s oldest 
and largest provider of scheduled and char-
tered sightseeing and special event cruises, as well 
as one of the most famous boat rides in the world, 
has hosted over 60 million passengers in New York 
since 1945. Today, Circle Line, located in Hudson 
River Park on 42nd Street and the Hudson 
River, and convenient to Time Square, the 
High Line, and Hudson Yards, is the only 
cruise line dedicated exclusively to sightsee-
ing, while using the most modern vessels and 
offering magnificent views of the Manhattan 
skyline, year round. Circle Line’s parent com-
pany, New York Cruise Lines (NYCL), also op-
erates New York’s fi rst and fi nest dinner cruise 
fl eet, World Yacht Dining Cruises (worldyacht.
com), and Manhattan’s very own thrill ride, 
The BEAST speedboat. In 2014, NYCL created a 
brand new restaurant concept, the North River 
Lobster Company (northriverlobsterco.com), which 
is the fi rst fl oating lobster shack in New York. 

What excited you about this opportunity?
Professionally, I’ve spent my career run-

ning and transforming iconic service businesses. 
Personally, I’m a native New Yorker who grew 

up riding the Circle Line. My kids 
love The BEAST and my wife’s offi ce 
has had team off-site meetings on 
the Circle Line. The brand will also be 
70 years old next year and has hosted 
60 million passengers since it began – 
it was just the perfect professional and 
personal combination for me.

What is your vision for growth?
The message I got when I was 

hired was to continue to innovate and 
grow – and that is a great position to 
be in.

North River Lobster Company had 
a terrifi c launch in May of 2014. It was an inno-
vative process of taking a very successful World 
Yacht business and restructuring it for Millennials 
and locals. It was a great pivot, using an available 
asset and creating something that is potentially a 
great stand-alone growth vehicle for us.

Circle Line, which offers the quintessential 
New York experience, has innovated as well this 
year. The company has started to tier some of their 
service offerings, now extending guests access to 
a Premier service. Following in the footsteps of 
hotels and airlines, we’re learning how to segment 
our offerings around the customer.

The attractions industry has a surprisingly 
complex, matrixed channel structure. Our great 
challenge is to stay above the commoditized 
and destructive pricing battle and to reset the 
conversation around premium, differentiated 
brand experiences. 

Are you happy with the product you 
have today?

Yes, we’re fundamentally happy. The boats 
are the most modern sightseeing boats in New 
York. The sightlines are amazing, and we are 
the only sightseeing boats that can get fully 

around the island of Manhattan. We offer full 
lunch, snack, and beverage offerings, which can 
be served to customers at their seats. This really 
sets us apart from our competitors.

The boats are also just getting better. In 
fact, we just placed an order for three brand 
new sightseeing boats that will continue to en-
sure that we have the most modern fl eet in the 
business. Delivery of these boats will begin next 
year and I can’t wait to share updates on them 
with our travel partners. 

The diversity of our offerings is a refl ection 
of such a top notch marine operation and our 
relentless focus on the customer experience. 
Our best option is the two-and-a-half hour ‘Best 
of New York’ tour where you can travel all the 
way around Manhattan and see 125 sights and 
hear the most amazing stories from our guides, 
who are all trained by the New York Historical 
Society. Not only do you get unprecedented 
views of the skyline, you’ll learn every-
thing from where Alexander Hamilton lost 
his life in a duel to the details of Captain Sully 
Sullenberger’s “Miracle on the Hudson” land-
ing of US Airways Flight 1549. Circle Line ships 
and crew were some of the fi rst on the scene, 
rescuing Captain Sully and the 135 passengers. 
When the tragedy of 9/11 happened, Circle Line 
ferried 50,000 people off the island. Circle Line 
is a part of the fabric of this great city, helping 
shape and share the fantastic New York stories 
that make us the most remarkable metropolis 
in the world.

You mentioned World Yacht earlier. 
How have you positioned that business? 

World Yacht is on Pier 81 and operates a top-
notch dining cruise business. We have a private 
events business where you can charter out our 
beautiful luxury boats for weddings and corporate 
events. We also have a dining cruise business for 
the general public where couples can spend a ro-
mantic evening on one of our World Yacht vessels, 
enjoying our world class food.

In addition, we also have the new North 
River Lobster Company. You can just walk on the 
boat, no reservations required. It sails for a half 
hour and there is no additional cost for sailing, 
as it is all included as part of the experience. 

We have options for everyone to experi-
ence at New York Cruise Lines and will be in-
novating even more in the months ahead. I’m 
truly excited to continue growing this historic 
and iconic company into a tourism and hospital-
ity powerhouse.•

Daniel Boockvar

New York 
by Water
An Interview with Daniel Boockvar, 

Chief Executive Offi cer, New York Cruise Lines, Inc., 
Owner of Circle Line Sightseeing Cruises

World Yacht Duchess under the Brooklyn Bridge (left); North River Lobster Company at Pier 81 (below); 
A Circle Line tour boat cruising New York’s East River (above)
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