
EDITORS’ NOTE In July of 2013, 
George Cozonis was named to his 
current post. Prior to joining The 
Plaza, he was General Manager of 
W South Beach in Florida beginning 
with the highly successful opening in 
2009. Cozonis began his career with 
Omni Hotels in 1983 as a manage-
ment trainee and worked his way 
up the ladder to General Manager 
of three different properties includ-
ing, Omni Independence Park, 
Philadelphia; Omni Colonnade, 
Miami-Coral Gables; and Omni 
Houston. After nearly 20 years with Omni Hotels, 
Cozonis joined Sonesta Bayfront Hotel Coconut 
Grove in 2004 as the Vice President and General 
Manager. He also served as General Manager 
of The Atlantic Resort & Spa, Fort Lauderdale, 
Florida and the W Retreat & Spa Vieques Island, 
Puerto Rico leading the pre-opening task force. 
A native of Greece, Cozonis holds a Bachelor of 
Science in Hotel Administration, Cum Laude 
from University of New Hampshire. He has also 
completed the General Managers’ Program from 
Cornell University and is a Licensed Community 
Association Manager (CAM) in the State of 
Florida.

PROPERTY BRIEF The Plaza (theplazany.com) 
is a true Urban Resort destination that offers 
guests every indulgence, featuring The Shops at 
the Plaza, La Palestra, Caudalie Vinotherapie® 
Spa, the fl agship Warren-Tricomi Salon, and the 
Eloise Shop. The Palm Court provides a quintes-
sential New York experience and the opu-
lent Grand Ballroom continues to host the 
world’s most memorable events. The Plaza is 
also home to the elegant Champagne Bar, the 
ever-stylish Rose Club, and The Plaza Food 
Hall, a 30,000-square-foot culinary experi-
ence anchored by The Todd English Food Hall. 
Designated a New York City Landmark in 1969, 
it is also the only New York City hotel to be des-
ignated as a National Historic Landmark. The 
Plaza is managed by Fairmont Hotels & Resorts.

What is the state of The Plaza today and 
how is it positioned?

The Plaza today is the best that it has ever 
been. We celebrated our 107th anniversary re-
cently and just a few years ago, The Plaza 
was transformed from an 800-room, 100-year-
old hotel into a complex that includes 282 very 

luxurious hotel rooms. When they 
renovated, they combined smaller 
rooms into larger rooms, so now we 
have the largest rooms in New York 
City. With only 282 rooms, we can cer-
tainly deliver the luxury experience.

We also have 165 of the most 
lavish and expensive residences any-
where in the world and a great retail 
area, which is on our concourse level, 
where we have the Food Hall and the 
greatest vendors in New York City.

Are there more challenges to 
running a property with both a ho-

tel and residential component, and are you 
delivering the same type of service to both?

When you operate in the luxury space, the 
experience that you have to offer is whatever 
it is that the customer wants – that is the differ-
ence between a smaller luxury hotel and a mass 
production house.

We deliver to everyone whatever it is they 
need. There is a lot of common ground between 
the owners of the residences and the guests who 
stay on the hotel side. They patronize our Palm 
Court and our Champagne Bar, and they enjoy the 
food downstairs. We also customize the experi-
ence to each. My focus is the hotel side, which 
is about 65 percent of the building including the 
hotel, the restaurants, and the function space.

What make your suite product stand 
out and is there a similar feel among the 
suites?

The Plaza has some amazing suites. We’re 
currently taking 29 of our top suites and making 
them even better. Alexandra Champalimaud has 
redesigned the suites to give them a feel that 
balances the traditional heritage style of The 
Plaza with a contemporary feel, which is what 
guests are looking for today. We’ll be unveiling 
this in April.

The suite is not just about the space and 
the decor, but also about the service and the 
amenities that go with it – things like the butler 
service, being picked up from the airport, and 
providing the specifi c coffeemaker the guest 
likes to have in the room; it’s about customizing.

Is luxury today truly about that cus-
tomization, and how do you obtain the 
necessary information to truly understand 
guest needs?

We have many repeat guests we get to 
know over time and we always keep records 
about what is important to them.

We have an outreach effort that is designed 
to collect as much information as possible and 
we use technology to keep those records very 
secure. However, much of what we know re-
sides with our people and the personal connec-
tions they make.

We reach out to guests who have not 
stayed with us before as soon as the reservation 
is made – the experience begins then. Our guest 
relations department contacts them to fi nd out 
what they might require in their rooms, what 
the purpose of their visit is, what assistance we 
can offer, and what is most important to them. 
We then use that information to help them plan 
for their stays.

Wa s  i t  c r i t i ca l  t o  pr eserve  the 
107-year-old history while modernizing 
the property?

We started in 2013 with the restoration of 
the façade, which was a project that took over 
a year to complete and cost millions of dollars. 
It brought the façade back to exactly the way it 
looked 107 years ago.

Many of the spaces have landmark status 
so they are the way they have been for 107 
years and will always be that way. This means 
we ground our anchor in the past but we bring 
in brand new infrastructure.

Also, a very important part of the experi-
ence we offer to guests is the food and bever-
age experience. In that respect, we are truly 
at the forefront because we have a few outlets 
that are extraordinary. Our Food Hall has two 
components: a restaurant we operate, which is 
the Todd English Food Hall, and it is the only 
one that exists anywhere – it offers seven open 
kitchens and different types of cuisine from 
one menu, and everybody loves it.

We have also brought in the top vendors in 
every category from New York City – the best 
cookies, the best lobster rolls, the best choco-
lates, the best cakes, and so on.

The most current project we’re extremely 
proud of is that we have just renovated the Palm 
Court by Thierry Despont, where we’ve taken 
something traditional and made it current.

We’ve also partnered with Geoffrey 
Zakarian, who has created an amazing new 
breakfast, afternoon tea, and evening concept 
with cocktails and small plates, and we are re-
launching the Palm Court and we believe it will 
become the place that everyone wants to be. It’s 
all about the fun, the activation, the music, and 
the food and beverage.•

George Cozonis

Delivering the 
Luxury Experience

An Interview with George Cozonis, 
Managing Director, The Plaza, a Fairmont Managed Hotel The Plaza Hotel at 59th and 5th in Manhattan

EDITORS’ NOTE David Morgan-
Hewitt studied History at Durham 
before commencing his career in 
restaurants and being first em-
ployed at The Goring as Restaurant 
Manager 20 years ago. He was later 
promoted to the role of Food and 
Beverage Manager before being 
made Deputy General Manager in 
1993. He became General Manager 
in 2000 before taking on the role 
of Managing Director in 2006.

PROPERTY BRIEF The Goring 
(thegoring.com) was opened by Otto Goring in 
1910. In its second century, it is now the only 
fi ve-star luxury hotel in London that is owned 
and run by the family that built it. Deep in the 
heart of Belgravia, just behind Buckingham 
Palace, The Goring is within strolling distance 
of the Royal Parks and the best shops, theaters, 
and galleries in town. In January 2013, The 
Goring was granted a Royal Warrant of appoint-
ment to HM The Queen for Hospitality Services. 
The Goring is a member of Relais & Châteaux.

How would you highlight the history and 
heritage of The Goring and how it has 
evolved over the years?

Otto Goring opened the hotel in 1910. 
Having passed through four generations, the 
hotel is run by Jeremy Goring, Otto’s great 
grandson, and endures as the last family-owned 
luxury hotel in London. The Goring was the 
fi rst hotel in the world with central heating and 
a bathroom in every room, the only London 
hotel to be a member of the prestigious Relais 
& Châteaux, and the fi rst to receive a Royal 
Warrant from her Majesty The Queen. These at-
tributes speak of the hotel’s attentive service, its 
character and charisma and, above all, the fam-
ily’s passion for quality. Each generation served 
as a loving custodian, providing comfort, good 
food, and a warm welcome.

Would you highlight some of the proj-
ects that guests can expect in the coming 
years?

Over the past few years, we have commis-
sioned four giants of the English interiors scene 
to embellish the hotel that Jeremy Goring’s great-
great-grandfather opened in 1910; David Linley, 
Tim Gosling, Nina Campbell, and Russell Sage 
have worked their magic in the restaurant; the 
ground fl oor lounge and bar; and the bedrooms 

and suites. The culmination of this 
designer transformation will be re-
vealed in March 2015, just in time for 
the hotel’s 105th birthday. We have 
deliberately used different designers, 
but their spaces all work together bril-
liantly, and include proper interiors that 
contribute to our ongoing history.

What makes the property so 
special and helps it perform so 
strongly year after year?

Because The Goring has only 
been run by four members of the same 
family, it has the air of a private home 

rather than a hotel – this helps it stand apart 
from its competitors. The exceptional level of 
service we offer our guests also sets us apart as 
a leader in the market. Another unique selling 
point is the decor and the property itself. All 
of the interiors tell a story, chapter by chapter, 
each generation having contributed to them. The 
Goring is luxurious, but also familiar; it exudes 
Englishness, a sense of place, and true character. 

Would you provide an overview of your 
suites?

Our suites, like the rest of our rooms, are 
individually decorated and showcase excellent 
British craftsmanship in a time-honored style 
that seamlessly fl ows with the most up-to-date 
technology. Guests enjoy true indulgence in 
our Belgravia suites, which are quintessentially 
English in style and full of old-world charm with 
marble fi replaces and fabulous antiques.

The jewel is the two-bedroom Royal Suite, 
which Jeremy Goring commissioned to make the 
hotel’s centenary. Former fashion designer and 
interiors specialist Russell Sage created the feel 
of a London apartment. Running the length of 
the hotel with a balcony overlooking The Goring 
Gardens, the suite oozes craftsmanship from spe-
cialist paint fi nished to the fi nest hand-woven 
Gainsborough silks and royal artifacts, including 
a life-size portrait of Her Majesty Queen Victoria 
in the master bath shower, protected by aircraft 
glass. Beneath our fi ve-star exterior is a serious 
streak of fun. Classic British eccentricity pervades 
from an “Ooh!” light setting in bedrooms to fl uffy 
sheep footstools. This is what guests can experi-
ence now and in the future – enduring style, qual-
ity, and attentive service.

How challenging is the food & bever-
age part of the business and how important 
is it to bring the local community into the 
restaurant?

The Dining Room is a staple part of the 
Belgravia neighborhood and has a strong lo-
cal contingency. Executive Chef Shay is one of 
England’s new generation of incredibly exciting 
young chefs with a Michelin pedigree and the 
Hotel Chef of the Year award already under his 
belt. We are very excited about this new chap-
ter in The Dining Room, which will remain an 
example of the traditional brilliance of British 
food while becoming more refi ned. But we will 
never forget our essential DNA – that we are 
a beacon of proper British food, which is why 
The Dining Room remains so successful as a 
standalone restaurant in the competitive market. 
The restaurant is ambitious and serves modern 
British food with personality – as befi ts The 
Goring – but food that is rooted in sensibility.

How are you able to provide such con-
sistent service for the guest and how do you 
measure your service? 

The Goring is famous for its superb ser-
vice, which is personal but never intrusive and 
it goes without saying that we ensure the clos-
est attention to detail, which is why we have 
been welcoming multiple generations of repeat 
guests since the hotel fi rst opened its doors. We 
cherish our guests, anticipate what they want, 
and deliver it consistently and this is refl ected 
in the number of guests returning, which stands 
at 63 percent.

As you look to 2015, what are the key 
priorities that you are focused on for the 
property in order to make sure that you re-
tain your leadership position in the industry?

The past fi ve years have been dedicated to 
a full renovation of this wonderful old property. 
The very latest technology has been combined 
with the most luxurious of silks and veneers. 
Each room is individually designed with be-
spoke furnishings and exquisite fabrics. We 
have an absolutely magnifi cent hotel. The focus 
for 2015 is to once again raise the standards of 
care, attention, and service that we can deliver 
to our guests. We never stand still and we in-
tend to lead rather than follow the hotel scene 
in London.

We believe that our future clients will de-
mand even higher standards from the hotels 
they chose to stay in. They will want properties 
that refl ect their city or location, and celebrate 
the history and culture of their neighborhoods. 
The Goring celebrates the very best of England. 
It is essentially London’s quintessentially English 
hotel.•

David Morgan-Hewitt

London’s 
Quintessentially 
English Hotel

An Interview with 
David Morgan-Hewitt, Managing Director, The Goring

The terrace and gardens (left); horse and carriage 
at the entrance to The Goring (above)
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