
EDITORS’ NOTE Gerard Denneny 
was appointed to his current post in 
April of 2013. He joins Viceroy Hotel 
Group from the Essex House New 
York, where he served as General 
Manager. Previously, he held senior 
positions at the five-star property 
Jumeirah Carlton Tower in London 
and the Four Seasons Hotel Dublin. 
He began his career opening and 
managing a number of award-
winning boutique properties. A 
graduate of the Dublin Institute of 
Technology, Denneny holds a BSc 
in hotel and catering management.

PROPERTY BRIEF Representing the next gen-
eration of New York luxury hospitality, Viceroy 
New York (viceroynewyork.com) is Viceroy Hotel 
Group’s fi rst branded property in Manhattan. 
Uniting some of the most prestigious names in de-
velopment, architecture, design, nightlife, 
and cuisine, the 29-story hotel sits on iconic 
West 57th Street. The hotel features a striking 
double-height lobby, bespoke interiors, sweeping 
public spaces, and top-of-the-line amenities in 
240 luxury guestrooms. On the hotel’s ground 
fl oor, revelers can visit Kingside, a bar and res-
taurant featuring Gerber Group’s renowned 
bar program alongside Chef Marc Murphy’s in-
terpretation of New American cooking, as well 
as expansive global wine offerings, region-
ally brewed craft beers, and small-batch spir-
its. Gerber Group recently debuted a rooftop 
lounge and outdoor deck with awe-inspiring 
views of Central Park and a rotating selection of 
innovative cocktails and varied selections from 
Kingside.

What was the vision behind developing the 
Viceroy New York and how is it positioned 
in the market?

We’re located in an area with many tra-
ditional properties – we’re surrounded by the 
best of the best in hotel brands. It’s a fantastic 
location for Viceroy to enjoy because it puts 
us on a different playing fi eld in terms of hotel 
awareness. We cited ourselves as a downtown-
style hotel in a midtown location. 

Our restaurant, Kingside, is different than 
many of the restaurants you will fi nd in many 
of those big-name hotels. This restaurant is sym-
pathetic to the New York experience and is set 
up in such a way that it would be a successful 

restaurant in its own right, indepen-
dent of the hotel.

Our food and beverage formula 
was put together based on knowing 
how other traditional properties have 
struggled with that area. We defi nitely 
see that in how it impacts the whole 
vibe and image of the hotel.

We work very closely in partner-
ship with the Gerber Group on all 
issues that arise from a food and bev-
erage perspective because we’re not 
involved in the day-to-day manage-
ment of every business. It has been a 

very successful formula.
What is the design concept for the 

property?
The hotel was designed by Roman and 

Williams.
There is a slight nautical theme throughout 

it and in our standard rooms, which are beauti-
fully designed, guests will get the feeling they’re 
in the cabin of a luxury yacht.

The roof space was fi nished recently, and 
it gives the feel of being in an exclusive space in 
the clouds. It’s alongside magnifi cent skyscrap-
ers but it also provides a view of the park.

These elements have created an interesting 
property, which is not from the same mold as 
many of the other hotels around us.

We appeal to people who are young and 
those that want to continue enjoying a young 
vibe, so we can stretch our demographic 
successfully.

What is your target customer set?
We target two sets: one is aspirational and 

one is design, which is closely related to the 
concept of this property.

Our aspirational set is based on our lo-
cation and gives us an indication of the 
RevPAR performance of those nearby proper-
ties. Some of them operate at higher average 
room rates.

The design set gives us a much better ba-
rometer of what is going on within hotels like 
ours, where customers who would be likely to 
choose us might be less likely to choose one of 
those nearby hotels.

We look at it from all angles in order to be 
able to properly understand where we sit and 
how we’re doing. When you open a property, 
it’s great to see the graph going up all the time, 
and we’re in that lovely stage now in terms of 
our RevPAR penetration in the market.

How have you balanced providing the 
latest technology with maintaining a per-
sonal touch?

I love how technology makes it easier to 
do business, but it should always be an option – 
we should not impose it on those that don’t 
want to use it.

We have embraced technology but we still 
feel a personal touch is extremely important. 
Even with the great design and location of this 
hotel, our most consistent feedback relates to 
the warmth of our employees. It’s something 
we as a company put on our list of priorities.

Is the Viceroy brand well understood?
With 16 hotels, which are geographically 

diverse, there are a lot of people who are just 
learning about Viceroy. Now is a great time to 
get to know about it, because it’s a really excit-
ing brand. The brand is becoming more well-
known and New York has contributed to that 
since it’s a global gateway city, which puts the 
company on the map in terms of its visibility.

We just announced three hotels being de-
veloped in Dubai. We also recently announced 
another one in Cartagena, Colombia, and there 
are more on the way.

Viceroy doesn’t have the same visibility as 
some of the larger brands, but that could add 
to its attractiveness and individuality for people 
who are looking for something different.

How have you approached the train-
ing of your people, and how important 
is it to have metrics in place to track service 
standards?

Our people are one of the most important 
assets we have, and to keep them and develop 
them is an important part of my job. We don’t 
always have solutions for people who want to 
grow their careers because they geographically 
want to stay in the same area. However, we do 
have the duty to look after them in terms of 
how they can grow their own knowledge within 
their environment.

As a growing company, training is defi -
nitely at the forefront of what we do – recogniz-
ing the need to have this pool of talent we can 
resource from.

We recently appointed a Vice President of 
Training to develop our tools for training so we 
can become better at what we do in that regard.

Ultimately, this is the key to making our 
company and our people successful.•

Gerard Denneny

Building 
Viceroy’s 
Visibility
An Interview with Gerard Denneny, 
General Manager, Viceroy New York
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Northwestern Pennsylvania and 
adjacent to the Allegheny National 
Forest, The Lodge at Glendorn 
(glendorn.com) offers world-class 
activities, beautifully appointed ac-
commodations, and fi ne-dining in 
a casual atmosphere, and brings 
families, couples, and corporate re-
treats together to rejuvenate in 
a truly unique environment. C.G. 
Dorn, fondly known as Bondieu, 
purchased the land and began 
building the Lodge at Glendorn in 
1927 as a retreat for his growing family. After 
decades of unforgettable vacations, the Dorns 
opened their beloved estate in 1995. As new fam-
ilies fell in love with Glendorn, one family be-
came instrumental to its future. When the estate 
came up for auction in 2009, Cliff Forrest, a fre-
quent guest who loved the property, purchased 
Glendorn. This saved the 1,500-acre estate from 
being sub-divided by timber companies. Forrest 
set out to preserve the property’s wonderful history 
and natural surroundings as well as its excellent 
activities, cuisine, and service. As the new owner, 
he’s generously invested in ongoing restorations 
and improvements to signifi cantly enhance the 
Glendorn experience for every guest. 

What is the heritage of this unusual property?
Clayton Glenville Dorn and his son Forest, 

who had a very successful oil business in Bradford, 
Forest Oil, built their fi rst cabin in 1927 on their fa-
vorite trout stream, Fullerbrook. Shortly after, they 
built what is known today as the “Big House,” 

which is a beautiful 25,000-square-foot 
California redwood lodge. Forest Dorn 
had six children who each eventually 
built their own cabin on the property. 
His children moved from Bradford to 
expand their oil business in Texas, 
Oklahoma, Louisiana, and Colorado, and 
despite their far distance from Glendorn, 
they each happily returned over the sum-
mer with their children.

In 1995, the Dorn family opened 
Glendorn to the public and were for-
tunate enough to secure a relationship 
with Relais & Châteaux, an achievement 

that only comes from an invi-
tation from another Relais & 
Châteaux property. They op-
erated Glendorn from 1995 to 
2009, at which point they de-
cided to sell the estate due to 
the fact that the property now 
had over 160 heirs and was dif-
fi cult to manage. 

After I purchased the prop-
erty, we invested $2 million in 
infrastructure that had been 
neglected over the years. Each 
year, we have continued to in-
vest in improvements, such as a 
new spa that we recently com-
pleted in the old butler’s house.

Who do you defi ne as 
your target market?

We appeal to a diverse clientele. We have 
guests that love the seemingly endless outdoor ac-
tivities, as well as those that love the pure rustic el-

egant ambiance that Glendorn 
has to offer. Of course, every-
one enjoys being pampered by 
our great staff, as well as enjoy-
ing our exceptional cuisine.

Has it been diffi cult to 
fi nd trained people willing 
to work in a remote setting?

No, fortunately the core 
staff that was in place when I 
purchased the property is still 
with us. Our Executive Chef, Joe 
Schafer, is one of our best assets. 
Recently I promoted Joe and his 
wife, Stephanie, (who manages 
the lodge operations) as Co-
General Managers at Glendorn. 
Our Housekeeping Director, 

Judy Crooks, has been at the Lodge for 36 years. 
On Sundays, Judy gives historical tours for guests 
around the property. Our Activities Directors, Shane 
Appleby and Damon Newpher, have also been ex-
tremely instrumental to Glendorn’s success and have 
been on the property for more than 10 years.

Do you look at this strictly as a business?
No. It is a hobby as well as a passion of 

mine. I thoroughly enjoy all aspects of Glendorn. 
I love the people that work there and I am happy 
that my family is also involved with them as they 
are all great people.

Does the property offer potential for 
corporate meetings and outings?

Absolutely. Corporate outings are a sweet 
spot for Glendorn – it is how I was first in-
troduced to the lodge. A company can take 
over the property, exclusively, and have their 
customers, clients, and key employees as 
a captive audience. There is also a great 
conference center, if needed. Holding an ex-
clusive event at Glendorn for families makes 
for an exceptional experience considering all 
of the great activities that can be done during 
the day, as well as the fi ne dining at night.

You still run a mining business. How do 
you balance the two?

I don’t fi nd it hard to balance at all. My 
primary business is mining, which is of course 
completely different than hospitality. I am lucky 
enough to have great managers that I am able 
to delegate to in both businesses.

Do you ever stop to appreciate all you 
have achieved?

Yes, and where I stop to appreciate it is at 
Glendorn.•

Cliff Forrest

Stepping 
Back in Time

An Interview with 
Cliff Forrest, The Lodge at Glendorn Glendorn main house (above and lower left); Glendorn lake (left and below) 
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