
EDITORS’ NOTE Prior to her current 
post, Elizabeth Mullins served as Vice 
President and Area General Manager 
of The Ritz-Carlton, Washington, D.C. 
where she also had oversight of The 
Ritz-Carlton Hotels of Tysons Corner, 
Georgetown, and Pentagon City. 
Mullins began her hospitality career 
as a corporate management trainee 
at The Ritz-Carlton, Boston. She went 
on to serve in progressively challeng-
ing assignments at The Ritz-Carlton 
Hotels of New York, Washington, 
D.C., Hong Kong, Cleveland, Laguna 
Nigel, and Kapalua. She has served as General 
Manager for The Ritz-Carlton, Rancho Mirage, 
The Ritz-Carlton, Cleveland, and The Ritz-Carlton, 
Philadelphia, where she was Vice President and 
Area General Manager with oversight of three Ritz-
Carlton Hotels in the Midwest. Mullins is a mem-
ber of the prestigious Chaine des Rotisseurs, and 
is a sought after speaker to audiences on customer 
service topics.

PROPERTY BRIEF Originally the site of the land-
mark St. Moritz Hotel, The Ritz-Carlton New York, 
Central Park (ritzcarlton.com/en/hotels/new-york/
central-park) offers all the elegance and charm of a 
private home in the heart of New York City. Located 
in Midtown Manhattan at the corner of Central 
Park South and Sixth Avenue, the hotel feels no-
tably intimate and private, ideal for leisure travel-
ers. This award-winning luxury hotel features The 
Ritz-Carlton Club® Lounge experience for guests 
seeking a heightened level of luxury and privacy. 
Auden Bistro & Bar, the hotel’s restaurant, upholds 
the New York reputation for exquisite dining expe-
riences, while La Prairie at The Ritz-Carlton Spa 
offers nourishment for the body and soul. Just out-
side their doors, the cultural, culinary, and shop-
ping heart of Manhattan are just steps away.

What is it about Ritz-Carlton that has made 
this job so special?

I fell in love with Ritz-Carlton when I was fi ve 
years old and my father brought me to afternoon 
tea at The Ritz-Carlton, Boston. I loved everything 
about the experience, including looking at my dad 
and saying “Daddy, this is what I want to do.”

Six days after I graduated from college, I 
started at The Ritz-Carlton in Boston. I just knew 
this was the company for me and I wanted to cre-
ate guest experiences and make people feel as I 
did as a child. 

When I started, we had seven ho-
tels and we’ll open our 100th later this 
year. I was able to join a company that 
had this great growth trajectory and that 
has taken me around the world.

Our service philosophy is some-
thing I recognized from a young age 
and it always resonated with me. I can’t 
imagine not coming to work every day 
to create excellence. I would never want 
to work anywhere else.

In leading this property, how 
important is it to continue to drive 
culture?

Driving culture is the single most important 
thing we do. I remember opening The Ritz-Carlton 
in Hong Kong. We were competing with some 
amazing hotels at the time, but we were sure we 
could be successful because we felt our culture 
was strong enough to transcend international bor-
ders and cultural differences.

The Ritz-Carlton culture is about service from 
the heart, we call that “genuine care and com-
fort.” The most important thing we do everyday is 
lineup, which is spending time with our ladies and 
gentleman, talking about culture.

What did you anticipate in coming to 
New York and has it been what you expected?

It was a bit of a change for me. I took this job 
because Central Park is so iconic and special for 
our company. 

After 10 years overseeing multiple properties 
in my Area V.P. role, I didn’t know if it would be 
challenging enough at fi rst, but it has been. Each 
property brings its own unique challenges and 
complexities. 

How important is the suite component?
Having the right number of suites and the 

right decor and layout for them is paramount. 

We’re about to embark on a very large renova-
tion and we’ll be reconfi guring a number of the 
suites. I am excited about our “Super Suite,” which 
will take up three-quarters of a fl oor and will have 
fl exibility to extend from two-bedroom to three-
bedroom. The suite will be as stunningly beautiful 
as its view over Central Park.

Is it important to have a strong food and 
beverage offering?

Yes, the luxury traveler demands a solid food 
and beverage offering, including 24-hour room 
service and a wonderful bar and restaurant experi-
ence. Food and beverage is a challenge in New 
York City because it’s diffi cult to run a profi table 
operation. We do our very best to bridge the im-
pact of cost vs. quality. 

With such a heavy leisure guest mix, is 
having a spa really important?

Yes, the luxury leisure guest demands a 
full range of amenities and services. The spa 
is one of those elements that help defi ne our 
success.

How critical is the investment in train-
ing for Ritz-Carlton?

There are two elements that are the most 
important in maintaining our service culture. The 
fi rst is the selection process. We can teach people 
to do the mechanics of their job; we can’t teach 
them how to provide genuine care and comfort 
from their heart. We have to select people who are 
happy to serve.

Then, second is about training them on our 
cultural philosophy of service, which starts from 
the instant they walk in the door. The fi rst few days 
of employment are spent at a robust orientation 
where understanding our philosophy is the main 
objective. We train consistently at every hotel in 
our company.

What advice do you give young people 
about building a sustainable career?

I tell young leaders to truly learn the “craft of 
hospitality” because the craft will make them suc-
cessful in their future jobs.

Today a hotelier is a balanced role – both 
business and hospitality. A great hotelier under-
stands both.

Our industry is one that takes passion, en-
durance, and commitment. That said, our days 
are never boring: our ability to create memo-
ries, learn from diversity, and travel the world are 
unparalleled. 

I congratulate young leaders who choose 
hospitality as their profession. I am 28 years in and 
cannot imagine doing anything else.•

Elizabeth Mullins

Creating 
Excellence

An Interview with Elizabeth Mullins, 
General Manager, The Ritz-Carlton New York, Central Park

The Ritz-Carlton New York, Central Park entrance (left) 
and Presidential Suite (above) and Club Lounge (below)

EDITORS’ NOTE When he was just 
15, Michele Mazza knew he wanted to 
deepen his technique and knowledge, 
so he did three years of culinary school 
in Italy. After school, he worked on a 
prestigious Italian coastal liner for 10 
years, doing 130 day cruises around 
the world, which enhanced his cooking 
skills with different recipes and vari-
ants to cook with. In 1980, he moved 
to the U.S. and opened a couple of res-
taurants of his own, the fi rst called 
Giovanella. Around 12 years ago, 
he started working for Il Mulino New 
York. Since then, he has opened about 10 restau-
rants for Il Mulino New York as Executive Chef. 

COMPANY BRIEF Founded in Greenwich Village 
in 1981, Il Mulino New York (ilmulino.com) was 
originally an intimate and esteemed eatery that 
served local foodies in the know. Today, Il Mulino 
New York has blossomed into a culinary empire 
with nine luxury outposts across the globe that ca-
ter to tastemakers, celebrities, and dignitaries as 
far fl ung as Tokyo, Japan and San Juan, Puerto 
Rico. It has also expanded two include two inno-
vative dining concepts, Trattoria Il Mulino and Il 
Mulino Prime. The Il Mulino New York gourmet 
product line offers exquisite sauces, pastas, infused 
olive oils, and more (ilmulino.com/shop/).

What is it that makes Il Mulino so special?
The quality of the food – we use only 

the finest of ingredients and the most cher-
ished traditions from Italy. In addition, we 
are constantly training our staff, both in 
the kitchen and in the dining room. At Il 
Mulino, we pride ourselves on providing a 
truly luxurious dining experience in every 
aspect, from the moment a team of waiters 
in tuxedos presents the table with beauti-
ful complimentary antipasti throughout our 
service of elegantly crafted dishes. We also 
have many locations and I make sure I’m 
on the road at least once every few weeks 
to visit our teams. Constant contact and col-
laboration helps ensure the integrity of the Il 
Mulino New York experience.

When customers walk into an I l 
Mulino, are there certain consistencies or 
is each oriented for its specific market?

Service and cuisine are always consis-
tent across our outposts; it is what our global 
clientele counts on and craves. When people 

walk into the Miami restaurant, they 
feel like they could be in New York 
enjoying the bruschetta, our big 
parmesan cheese, which is presented 
and shaved at each table, spiced 
zucchini, and signature dishes like 
our Porcini Ravioli in a Champagne 
Truffle Cream Sauce. However, we 
also try to capture the elements of 
local culture so our patrons feel at 
home, whether it is in the decor or 
in our daily specials.

Has it been challenging to re-
main consistent as you’ve grown 

and to bring in people and train them to 
your standards??

Training is the most important contribu-
tor to success, especially in the restaurant 
business. After we train and we open a new 
restaurant, it’s like a little baby – we have 
to teach everyone how to walk. I am there all 
the time to provide guidance and ensure the 
team executes on their responsibilities with 
confidence and grace.

With all of the good food you serve, 
how do you find the balance with also 
being healthy as customers expect today?

We try to be very mindful of the various 
dietary restrictions and lifestyles of our pa-
trons. We offer a lot of gluten-free options, 
and meats, like all of our chicken, are or-
ganic. I have also done special parties for 
vegans. It’s a challenge, but I like a chal-
lenge. At Il Mulino New York, we never sac-
rifice flavor.

You now have a Trattoria Il Mulino 
and an Il Mulino Prime in New York City. 
Do you anticipate growth for those brands 
and how do you describe those experi-
ences as part of Il Mulino group?

Il Mulino Prime is our newest concept. 
It is a modern steakhouse in SoHo that also 
serves Italian specialties. We created prime 
because as a brand, we spend a lot of time 
choosing the best cuts of meat. We spent a 
lot of time before we opened Prime to make 
sure we would have only the best dry-aged 
meats, perfectly marbled, irresistibly tender. 
It took me six months to buy the best broiler 
and make sure it was what we wanted. It 
required doing a lot of homework but I’m 
happy with the result.

Trattoria Il Mulino is our younger, ca-
sual-chic concept. We gave everybody a 

chance to come in with the kids and we cre-
ated famous, gourmet pizza – it’s amazing. It 
is more of a family style.

How significant is your takeout busi-
ness and at Trattoria how do you utilize 
its wine cellar?

Yes, we do a lot of takeout and offer 
off-site catering as well. The wine cellar is 
a private room that can fit 38 to 40 people 
and can be customized for any occasion, be 
it a birthday, rehearsal dinner, or corporate 
event. We offer a range of services as needed 
by our guests: flat-screen TVs, music, flow-
ers, etc. We do a lot of parties down there.

With your growth, is it more difficult 
to find time to be in the kitchen?

I like the dynamic aspects of my role. I 
still spend a lot of time in the kitchen. I like 
to create new dishes and to smell what the 
team is cooking around me. I enjoy talking 
about food or meeting a new fish guy to try 
different fish. 

Last year, I created an organization in New 
York. I’m the Vice President of the Italian Chef 
Association in New York City. Members have 
to be Italian, and need to have completed cu-
linary school in Italy. We have grown to 180 
members in one year. We meet at different res-
taurants and we talk about different products. 

We are very fortunate to get a lot of new 
product in from Italy. I call all the chefs in 
my organization and we sit down, try things, 
talk about them, and provide feedback. It’s 
very inspiring and it creates a wonderful 
community.

Are you thinking about other con-
cepts to broaden the brand?

We’re not finished yet. We want to do 
just fish, for example. We’re focused on 
Mediterranean fish, and would love to show-
case all of the delicious possibilities.

With all of your success, are there 
times when you can stop and enjoy it?

Yes. I try to go once a year to Italy, es-
pecially when the truffles come. I like to be 
out with the pig looking for truffles. 

What keeps a restaurant relevant 
today?

We have to constantly stay on top and have 
the right product. It can’t change too much – 
we don’t follow trends; we honor traditions. We 
also have to make sure we have good people; 
employees have to be happy as well, as that’s a 
very important part of the business.•

Michele Mazza

A Taste 
of Italy

An Interview with Michele Mazza, 
Executive Chef, Il Mulino New York Restaurant Group

Il Mulino New York Uptown on East 60th Street (left); 
Trattoria Il Mulino on East 20th Street (above)
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