
EDITORS’ NOTE Anne-Juliette 
Maurice was named to her current 
post in April 2014. Her prior roles 
include the position of Director of 
Sales and Marketing at Langham 
Place, Fifth Avenue. She also held 
the position of Regional Director 
of Marketing, Miami and Regional 
Director of Marketing, Northeast, 
for  Morgans Hotel  Group,  as 
wel l  as opening and launch-
ing Mondrian South Beach and 
Mondrian Soho. Prior to this, she 
was Director of Sales & Marketing 
at Swissotel The Drake, New York and Director 
of Sales at Le Parker Meridien New York. She 
has also worked for the Essex House under 
Nikko and Westin and was a member of the 
opening team of Euro Disney in Marne la 
Vallée, France.

PROPERTY BRIEF Hôtel Plaza Athénée New 
York (Plaza-Athenee.com) is steps from some 
of the city’s most revered attractions, includ-
ing Central Park, Museum Mile, and Madison 
Avenue shopping. This 142-room luxury bou-
tique hotel has been the home-away-from-
home for sophisticated travelers from around 
the world for over two decades. Owned by the 
TCC Group of Thailand, it is a member of The 
Leading Hotels of the World.

What excited you about this oppor-
tunity and made you feel it would be a 
good fi t?

The opportunity was to be able to transi-
tion back into operations because I had been 
in operations at the Essex House and also at 
Euro Disney, which I opened in 1992. I re-
ally enjoyed my time in operations, which was 
short-lived, so I was excited to come back to 
that side of the business.

Additionally, I knew this was a rare oppor-
tunity and I was very excited about becoming 
part of the Plaza Athénée family – a hotel that I 
had been a patron of for many years and that 
I knew well.

I was excited about taking on this oppor-
tunity knowing that ownership was planning a 
renovation in the near future.

So the opportunity for me to build a win-
ning team, move forward through 2015 and 
beyond, and take the hotel to the next level 
was very exciting for me.

How broad do you view the 
competitive set?

Our primary set, which makes 
the most sense, is the Upper East Side, 
which includes The Mark, The Carlyle, 
The Surrey, and The Pierre – and we 
include the Loews Regency, because 
it is only a few blocks away and was 
recently renovated.

How do you continue to en-
force the great service the hotel is 
known for?

Regardless of the type of reno-
vation that we’re going through, 

guests come here for multiple reasons, but 
they come here mainly for the discretion and 
the privacy, and most especially for the staff. 
We have staff members that have been here 
for more than 30 years and when our guests 
walk through our doors, they feel like they’re 
coming home. That’s something very uncom-
mon to fi nd these days, especially in New York 
where you have so many new hotels rising and 
everything is new and shiny. You experience 
very large lobbies and long hallways, and that’s 
something we don’t have here, which is the rea-
son guests come back.

Moving from the door to the elevator 
takes you no more than fi ve seconds, which 
is a rarity in New York. We’re able to provide 
this unusual place and this intimacy that is so 
very special.

How important is the suite offering to 
your mix?

We have an opportunity to revisit the suite 
mix because out of the 142 rooms we have, we 
offer 25 suites. We’re very fortunate here to do 
very well with the suite segment, and this is 
mainly because we have a lot of repeat guests 
who stay with us and that’s what they look for.

What’s unique here and what I haven’t 
found elsewhere in the city is that we have 
suites that include indoor terraces and outdoor 
terraces, which is really unique. We also offer a 
couple of duplexes.

Is food and beverage an area where 
you can truly be profi table? What makes it 
work? 

It is very challenging to run a profi table 
food and beverage operation within a hotel.  
I have not found the recipe as of yet. That 
said, it is absolutely essential to offer a res-
taurant and bar in a luxury environment de-
spite losses which one may incur. Our food 

and beverage team is extremely fl exible, fre-
quently adjusting menus for our guests who 
come to us from around the globe and who 
are on different body clocks.

Would you talk about your spa and is it 
a must-have in this segment?

I don’t necessarily believe that a spa is a 
must-have, but it’s defi nitely a benefi t.

The reason we have been successful 
with our spa is that it’s very intimate. We also 
have a phenomenal partnership with Valmont, 
which has been invaluable to our success and 
we have been able to work together to make 
it profi table.

Also, in the spa, each of our four treat-
ment rooms is designed in such a manner that 
a guest has the utmost privacy. They’re actually 
spa suites where you have your own dressing 
area and private bathroom, which you don’t 
fi nd in most hotel spas.

How do you build loyalty at this property?
We have a loyal following and while 

we’re very grateful to welcome back many of 
our guests, we’re also looking for new guests. 
Although we appreciate loyalty, we can’t neces-
sarily always count on it. In a market like New 
York, competition is fi erce and our guests are 
particularly curious, so you can no longer count 
on absolute loyalty. You always have to look 
out for new customers.

Do you worry about potential oversup-
ply in the market?

When we’re at around 102,000 rooms in 
the city, it’s hard not to think that the supply will 
become an issue.

It’s very challenging, but on the Upper East 
Side, we’re fortunate because there is very little 
real estate so there is really nowhere else to 
build in this area.

Guests are curious and there are many 
great hotels that are opening in the near future, 
but they’re all in different locations.

How hard is it to forecast and plan 
today?

Forecasting has become a lot more dif-
fi cult over time and it’s true that in a city like 
New York, the booking window has shortened 
dramatically. It’s unbelievable when you look 
at what types of business books short term. 
We have experienced last-minute bookings for 
anywhere from 50 to 60 rooms at the last min-
ute coming from overseas. It’s a challenge but 
you just have to work around it, and that’s 
what we do.•

Anne-Juliette Maurice

Building a 
Winning Team

An Interview with Anne-Juliette Maurice, 
General Manager, Hôtel Plaza Athénée New York The Manhattan Terrace Suite living and dining areas

EDITORS’ NOTE Mark 
Snider is the son of a real es-
tate developer and he grew up 
with a passion for transporta-
tion – mostly ships and fer-
ries – fanned by childhood 
vacations on the Cape. In the 
early 1980s, at just 24 years of 
age, he bought a fl eet of an-
tique trains and started run-
ning the Cape Cod & Hyannis 
Railroad before switching to 
the hotel business.

Gwenn Masterman 
Snider received her B.A. from Brown University. She 
and her husband Mark have worked together since 
the 1980s when they ran the Cape Cod and Hyannis 
Railroad. Their next project was the creation of the 
Winnetu Oceanside Resort at South Beach on Martha’s 
Vineyard, and they continued in the hotel business 
with the opening of The Nantucket Hotel in 2011. 
Gwenn is active in a number of nonprofi ts includ-
ing acting as a board member of Facing History and 
Ourselves, the Pembroke Center at Brown University, 
and The Carroll School in Lincoln, Massachusetts.

PROPERTY BRIEF Nestled prominently in the heart 
of Nantucket, The Nantucket Hotel (thenantucket.com) 
is the Island’s only premier, all-season destina-
tion hotel and resort. The Nantucket Hotel is lo-
cated in town and within walking distance of 
beaches, shopping, restaurants, and the harbor. It 
is the Island’s newest hotel and resort, having been 
completely renovated in 2012. While the exterior is 
classic Nantucket 1891, the interior is everything 
you would expect from a new hotel meeting the 
needs of today’s travelers. The Nantucket Club, their 
brand-new, signature fi tness and spa facility, offers 
yoga and fi tness classes; two seasonal, heated swim-
ming pools and an outdoor hot tub and saunas.

Winnetu Oceanside Resort (winnetu.com) is the 
quintessential Martha’s Vineyard resort, named one 
of the “Best Beach Resorts for Foodies,” by USA Today. 
The Winnetu Oceanside Resort is perfectly situated 
at South Beach in Edgartown. Family-owned, it 
consists of the main hotel with 1-4 bedroom suites, 
private cottages, surrounding 2-5 bedroom vacation 
home rentals, and Lure Grill, the Resort’s ocean view 
restaurant. All guests enjoy the Resort’s many com-
plimentary amenities including a Children’s Day 
Program; Parent/Toddler Program; tennis club; 
heated swimming pools; a fi tness facility; fi tness and 
yoga classes; shuttle transportation to/from Main 
Street, Edgartown; and concierge services.

Would you describe each 
of the properties you’re 
involved with and are 
they marketed to a similar 
clientele?

Mark: They are re-
markably similar but with 
nuances. The Vineyard 
property is on the beach, 
and we’re the only beach desti-
nation on Martha’s Vineyard, 
so that has great appeal. On 
Nantucket, we’re in town, 
which is where people want 

to be, and we’re proximate to all the beaches.
The Nantucket Hotel is open year round and 

very busy during the summer season. Since we 
are located down town where everyone wants to 
be, we are also a popular destination from the fall 
through New Years. We also have events during 
the winter. The Vineyard hotel closes during the 
winter months because it’s at the beach.

How important has it been to maintain the 
family feel when many in this industry have 
put such an emphasis on technology?

Gwenn: Because Mark and I experienced va-
cationing on these islands ourselves when our kids 
were little, we understand the allure of that idyllic 
summer vacation here with your family.

Part of what makes those memories so spe-
cial are the simple things: It’s the moment when 
people come together, not so much over the lat-
est technology but over meals, moments on the 
beach, or bike rides. These islands are a place 
where those things perhaps happen more reg-
ularly than interfacing with the latest gadgetry. 
Even though we’re not opposed to technology, 
we celebrate this notion of families simplifying 
their lives rather than complicating them with the 
things that sometimes separate us from the hu-
man moments.

How much have you focused on food and 
beverage?

Mark: Food is an opportunity to create an ex-
perience for people and, on the Vineyard, we have 
many different options. We have weekly clambakes, 
which are a major component of the resort because 
they help bring people together as part of a com-
munity. Most visitors wouldn’t normally go out of 
their way to say hello to other guests, but at our 
clambakes, we see those people come together and 
get to know each other. 

We have entertainment as well, and this also 
makes a visit with us special. We have fi re pits in 

both of our restaurants on both islands, and we try to 
create an environment where people come together, 
have fun and feel at home.

Gwenn: In our restaurants, we cater to wed-
dings and corporate retreats, but also to guests in the 
hotels, so we work really hard to try to hit a delicious 
but accessible note. We would not call ourselves res-
taurateurs but we have a lot of experience trying to 
fi nd the right formula to satisfy all of the constituen-
cies that are there.

We also try to be local because people associate 
New England with lobster, fi sh, and oysters, so we 
try to incorporate those into our restaurant programs.

Is Nantucket truly a year-round destination?
Mark: When this incredible hotel was in fore-

closure, we bought it and made a commitment to 
the community to be open throughout the year 
because there had not been a year-round hotel in 
Nantucket for a very long time. The community has 
been extraordinarily supportive and the winter is ex-
tremely busy.

From Thanksgiving to New Year’s, Nantucket 
resembles a Norman Rockwell painting come to life. 
Festivities begin on Thanksgiving with the Turkey 
Plunge, which is a major event – Vice President 
Biden comes every year – where 1,000 people 
jump into the ocean in their bathing suits.

In our ballroom on Thanksgiving Day, we offer 
a grand buffet for 250 people and we have special 
showings at the Dreamland movie theater. Gwenn 
and I get to pick a movie each year and it draws 
hundreds of people.

There is the Christmas Stroll the follow-
ing weekend and it’s as busy as any weekend here 
in August. We have big holiday parties throughout 
December. We represent a wonderful one- or two-
night getaway during the holiday break for people 
who aren’t planning to go to the Caribbean.

We end the celebrations with a big Ball on 
New Year’s, which Gwenn runs, and people really 
get into whatever theme we choose.

Nantucket is an amazing community and we’re 
the only year-round hotel, so it has become hope-
fully ingrained in the minds of the locals that this is 
a place they can go in winter months. But there are 
also travelers that are seeking something not neces-
sarily adventurous but are open to getting on a boat 
and coming to Nantucket in the winter. It’s not a tra-
ditional cold-weather getaway so it engages a certain 
type of person. It’s about turning around the notion 
of being locked into a place because you can’t get 
out for the winter and trying to create programming 
within the hotel that shows how great things can be 
here.•

Gwenn and Mark Snider

An Idyllic 
Summer Vacation

An Interview with Mark and Gwenn Snider, 
The Nantucket Hotel & Resort and Winnetu Oceanside Resort

View from the deck of the Winnetu Oceanside Resort (left); 
The Nantucket Hotel & Resort (above)
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