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EDITORS’ NOTE Steven Pan is 
also President and Chief Executive 
Offi cer of Pacifi c Resources Group. 
Pan joined Formosa International 
Hotels Group in 1991 and became 
President in 1992. In 2000, he as-
sumed his current post with the 
company. Pan founded Pacific 
Resources Group in San Francisco in 
1994 and the group has completed 
many landmark transactions in San 
Francisco, Tokyo, and Hong Kong. 
The group is still active in California 
and Asia. Pan began his career as 
an associate with First Boston after earning an 
M.B.A. from Columbia Business School in 1988. 
In 1986, he received his B.A. in economics from 
the University of California, Berkeley.

COMPANY BRIEF Regent was founded in the 
’70s and became the fi rst truly Asian-based global 
hospitality group. The founding team was the fi rst 
to introduce the fi ve-fi xture bathroom and the 
villa resort concept. In the ’80s and ’90s, Regent 
properties were among some of the world’s most 
acclaimed hotels, such as the Regent Hong Kong 
and Regent Beverly Wilshire. The brand was later 
sold to Four Seasons and then Carlson. Regent 
looks to return to gateway cities in Regent his-
tory such as New York, London, and Shanghai 
in addition to pipeline projects in Abu Dhabi, 
Bangkok, Doha, Kuala Lumpur, Phuket, and 
Puerto Rico, among others. The existing Regents 
are located in Beijing, Berlin, Bordeaux, Taipei, 
Turks & Caicos, Singapore, and Zagreb.

Regent Hotels & Resorts (www.regenthotels.com) 
was acquired by the Formosa International 
Hotels Corporation (www.grandformosa.com.tw; 
FIHC), which has become the largest and most 
profi table hotel company listed on the Taiwan 
Stock Exchange, with market capitalization in 
excess of $1 billion and debt free. FIHC owns its 
fl agship Grand Formosa Regent Taipei, which 
has consistently been one of the most profi table 
Regent Hotels in the world. FIHC operates life-
style hotel brand SILKS and multiple restaurant 
brands throughout the greater China region.

What made you feel the acquisition of 
Regent Hotels & Resorts was the right op-
portunity for FIHC and what is your vision 
for the brand?

as a regent owner, we have a great inter-
est in the direction and success of the brand, so 

we felt this was a great opportunity to en-
sure a positive future for the regent brand. 
additionally, as an internationally recog-
nized luxury hotel brand, this was the 
perfect opportunity for Fihc to expand 
into the international luxury market.

regent was once the world’s most 
admired hospitality brand, created by vi-
sionaries and setting the benchmarks for 
the industry. we see regent returning to 
that position of preeminence as a true 
leader in the luxury hospitality industry.

worldwide, we hope to open 30 
to 40 hotels that are all bespoke but 

share in common a commitment to innovation, 
as well as elegant but simple luxury. the ho-
tels will generally be small with an average of 
200 rooms, and they will follow a mixed-use 
lifestyle model that combines hotel, residential, 
retail, and wellness components in order to 
maximize owners’ short- and long-term returns.

You have talked about restoring the 
brand to its former glory linked to the origi-
nal Regent DNA. What do you mean by this 
and how do you defi ne the “Regent DNA”?

the regent brand in its heyday was the 
industry innovator and that spirit is what we 
intend to bring back to differentiate the brand 
from our competitors.

our new team consists of the same ar-
rangement as the founding team with american 
robert burns as honorary chair, myself, and our 
european president ralf ohletz. together, as the 
second generation of regent, our pure regent 
dna is all about innovation and thinking about 
the guest experience to raise industry standards.

at the foundation of every regent hotel are 
the 3b’s: bed, bath, and breakfast, and regent 
once again steps up to blaze new trails with 
a 4th b: bespoke. moving forward in the ho-
tel industry, regent takes a bespoke approach 
where each hotel is a one-of-a-kind property 
that promises a unique guest experience.

Where do you envision growth opportu-
nities for the Regent brand and how much will 
you focus on Asia in the brand’s expansion?

regent is a global hotel management 
company and, as such, our geographical focus 
is evenly distributed in asia, the americas, and 
emea. we plan to return to the primary cities 
where regent used to be. in hong Kong, los 
angeles, new york city, and london, we in-
tend to invest in and develop mixed-use hotel 
properties.

the regent brand has its roots in asia and its 
ownership has now returned to asia. this, plus the 
tremendous economic growth taking place in asia, 
means that we foresee signifi cant growth potential 
for the brand in this region. we certainly plan to 
open regent properties in the major primary cities 
of asia. our fi rst priority will be hong Kong, home 
of the iconic regent hong Kong, which was the 
fl agship for the brand in its golden years.

What are your plans for the Regent 
brand in China?

being a greater china-based company, we 
have an advantage in the chinese market with 
a more in-depth knowledge of chinese culture 
and mentality that will allow us to effi ciently allo-
cate our resources. we are establishing a chinese 
headquarters in the capital city of beijing with a 
dedicated china sales offi ce. because of the tre-
mendous economic growth in china, we plan to 
aggressively grow in other primary cities through-
out china. we also see opportunities to pioneer 
whole new resort destinations, especially in china. 
it will be a perfect showcase for bespoke regent 
properties in mixed-use development.

What are your plans for introducing new 
properties in other parts of the world, includ-
ing North America and the Middle East?

in terms of north america, the fi nancial 
crisis has created acquisition opportunities in 
former regent cities such as new york city and 
los angeles, which we plan to capitalize on by 
deploying partners’ capital.

the middle east is also full of development 
opportunities. we currently have pipelines in 
doha and abu dhabi.

There are many executives in the com-
pany who have worked with you for many 
years. How would they defi ne your man-
agement style?

i put a signifi cant amount of trust and confi -
dence in my team, so i give a great deal of creative 
freedom to each member in order to foster talent 
and demonstrate ability. as an industry leader, it is 
all about nurturing members and encouraging them 
to take the initiative. mistakes are made along the 
way, but this is part of the growth and development 
process. the biggest mistake would be passivity and 
not taking that initial step, though it may be wrong. 
innovators and leaders are successful by taking that 
leap and thinking outside of the box, while pushing 
the boundaries to set higher industry standards. and 
i encourage my team to do just that.•
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