
EDITORS’ NOTE John Meadow’s LDV 
Hospitality is a New York City-based 
independent restaurant group that owns 
and operates its own restaurant brands, 
manages and develops hotel food and 
beverage operations, and partners with 
chefs and entrepreneurs to facilitate the 
development of new brands. After grad-
uating from Cornell University School of 
Hotel Administration in 2002, Meadow’s 
first job was as Food & Beverage Manager 
at the Plaza Hotel. After a year in that 
position, he partnered with entrepreneur 
and restaurateur Curt Huegel to open 
Local West in Midtown Manhattan. Stemming from 
the success of this first spot, Meadow opened Gin Lane 
in 2006, which would become Scarpetta two years later 
when he teamed up with celebrity chef Scott Conant. 
LDV Hospitality would go on to open multiple other 
Scarpetta locations in Miami at the Fontainebleau 
Hotel, in Toronto within the Thompson Hotel, in Los 
Angeles within the Montage Beverly Hills Hotel, and 
in Las Vegas at The Cosmopolitan. Additionally, LDV 
opened wine bar D.O.C.G. in 2010. In 2009, Meadow 
opened Lugo Caffe. The next year, they opened Lucy’s 
Cantina Royale in the same Madison Square Garden 
neighborhood. He then teamed with superstar chef 
Sam Hazen to relaunch the Michelin-starred Veritas. 
In January 2011, Meadow and Huegel merged all of 
their restaurants and subsidiaries to form one partner-
ship as LDV Hospitality (ldvhospitality.com).

Since the official formation of LDV in 2011, the 
company opened three new restaurant proper-
ties at Revel Resort in Atlantic City in the Spring of 
2012: American Cut with Iron Chef Marc Forgione, 
Azure with chef Alain Allegretti, and the first expan-
sion of Lugo, opening Lugo Italian. Also in 2012, 
LDV Hospitality partnered with nightlife veteran Amy 
Sacco and launched the No. 8 brand in New York’s 
Meatpacking District. In January 2013, LDV opened 
three food and beverage properties in the Gale South 
Beach including Dolce Italian, Rec Room, and The 
Regent Cocktail Club. Soon after, in February 2013, 
LDV Hospitality opened Corso Coffee, an Italian style 
coffee bar with a New York ambiance in the Theater 
District of Manhattan. Along with the creation of Corso 
came the launch of LDV Imports, a wholesaler of 
Corso Coffee and the Italian imported Anéri Tricaffé 
espresso.

LDV Hospitality opened the flagship location of 
American Cut in the heart of Tribeca in September 
2013. At the beginning of 2014, LDV reopened the 
Diamond Horseshoe at the Paramount Hotel in 
New York City.

Will you talk about some of the 
new developments within LDV and 
where you anticipate further growth?

We recently opened Scarpetta at 
the Rittenhouse Hotel in Philadelphia 
with Hersha Hospitality, as well as 
American Cut in Buckhead, Atlanta. 
Those are two of our 10 openings in 
recent years. We have gone through 
a hyper-aggressive two-year growth 
spurt.

We also have a few deals lined up 
for the fourth quarter of next year, but 
we’re not opening anything for a year. 

This provides a great opportunity to reflect on our 
existing businesses and how we want to go forward. 
Our historical book has largely been opportunistic, 
in that someone calls us and asks us to open a 
restaurant and we either do it or not. After having 
opened such a variety of deal types and locations, 
I’m finally ready to acknowledge our core skill sets 
and core brands, and shift towards a more strategic 
approach for the future. I intend to do another 10 
openings over the next few years, but more strate-
gic rather than reactive and opportunistic.

This is an important time because we’re on 
the precipice of such an extraordinary transition 
in this industry between the cost of construction, 
rent, and the labor expenses looming on the 
horizon.

Will growth come from within those 
existing brands?

Our primary goal is to grow our core 
brands of Scarpetta, American Cut, Dolce Italian, 
and Corso Coffee. Those four will grown vis-à-vis 
leasehold positions. 

In terms of developing new concepts, we’re 
always eager to stay fresh but, realistically, we 
have the opportunity to do a lot of new things. 
This entails effectively creating one-off tailor-
made concepts for our hotel clients and part-
ners, and therefore new concepts in hotels with 
tried-and-true proven brands. This could either 
be independent or in hotels, but leasehold as 
opposed to the hotel food services offering.

What does American Cut stand for? It 
doesn’t seem like a typical steakhouse 
experience.

I grew up going to Peter Luger’s, which is 
the quintessential steakhouse unlike American 
Cut, which is a modern American steak restau-
rant. The traditional steakhouse is a saturated 
marketplace and the competition, in some cases, 
has been around north of 100 years.

The idea of something modern that has a 
concentration on steak demonstrates a differ-
ence. The overall dining experience with us is 
completely different.

How do you differentiate with Scarpetta 
in the high-end Italian food space?

There is such an array of Italian food res-
taurants, but Scarpetta is an American version 
of modern Italian. It’s a quintessentially New 
York restaurant with a New York feel that hap-
pens to serve high-end, modern Italian food. 
It’s our most modern brand, even though it’s 
our oldest. 

Scarpetta is rooted in the Italian dinner 
party experience but is very modern, urbane, 
sophisticated, chic and, ultimately, it’s a Downtown 
New York restaurant.

How is that differentiated from Dolce 
Italian?

Dolce is a celebration of an authentic Italian 
experience. We have an Italian chef and the feel-
ing celebrates Italy’s grand café culture. It’s all of 
the Italian staples presented in a clean fashion 
but rooted in the classics.

With such a strong following in New 
York, is it important to also have a Dolce 
Italian within New York City at some point?

The three things I have to do are Scarpetta 
in London, American Cut in Las Vegas, and Dolce 
in New York City. Those three restaurants are the 
most pressing for us to sign up.

We’re heading to Dubai next year and we’re 
very excited about that and the rest of the inter-
national market as well.

Will you talk about how Corso Coffee 
ties in?

LDV is about charming everyday experi-
ences, and nothing speaks to that more than 
Corso. It’s in line with offering the Dolce Vita 
aesthetic with a $2 cup of coffee in a two-
minute transaction. That is the quintessential 
everyday indulgence in the charming good life, 
which we stand for. We’re eager to grow it 
but we are also primarily focused on our full-
service restaurants.

Has retaining your people been difficult 
when there is generally a lot of turnover in 
this industry?

As we’ve grown our business, we have 
attracted and retained solid people who are 
choosing this for a career. When we stick to our 
core, we get the professionals who want stability, 
and they appreciate our passion, which makes it 
easier.•
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EDITORS’ NOTE As co-owners of The 
Betsy-South Beach, Jonathan Plutzik 
and his wife Lesley Goldwasser have 
established a climate of luxury lodg-
ing within a creative paradise. 
With their vision, The Betsy cham-
pions the power of community 
through its PACE (Philanthropy, 
Arts, Culture, Education) program. 
From its Writer’s Room to cultural 
workshops and festivals including 
TransArt, Escribe Aqui, A Cappella, 
and Yiddish Speakers series, among 
countless others, The Betsy has been 
a resource for the community since opening in 
2009. Prior to acquiring The Betsy, Plutzik was 
with Credit Suisse for 24 years, retiring as Vice 
Chairman in 2002.

PROPERTY BRIEF The Betsy-South Beach (the-
betsyhotel.com) is a distinguished landmark pro-
viding a personalized boutique experience in the 
heart of South Beach. The Betsy’s relaxed tropical 
interiors and 130 rooms create an aura that is 
passionately low-key. Exquisite amenities, ocean 
views, world-class cuisine, and a presence for art 
and culture coalesce for an unparalleled experi-
ence. Resting regally on Ocean Drive, The Betsy 
is within walking distance to shopping and night-
life, yet offers a serene experience in one of the 
world’s great beach destinations. The Betsy’s lat-
est expansion merged the existing Ocean Drive 
hotel with the (former) historic Carlton Hotel, and 
debuted an Art Deco wing with new rooms and 
suites, a rooftop pool complex, a restaurant, and 
event space to scale the PACE program.

How did everything evolve for you within 
the hospitality industry and how did The 
Betsy come about?

In 2002, I felt there was an opportunity to 
move on from Credit Suisse and explore other 
interests. A friend invited us to Miami Beach and, 
while there, we saw the Betsy Ross, a historic 
property – unique in architecture and Colonial 
in style. I’ve always been struck by how many 
of the great hotels of the world are Colonial in 
architecture, and I saw an opportunity to cele-
brate that. We purchased the hotel for restoration 
and re-named it The Betsy-South Beach.

The Betsy has an open and welcoming 
arrival space with big windows facing the ocean 
and the park. We wanted to create something dif-
ferent from a design and operational viewpoint.

Generally, South Beach is viewed 
as a sparkly place with incredible sun 
and sand, but that only describes half of 
what makes it special. It has become a 
culturally rich place with many diverse 
and interesting people. 

We set out to create a five-star hotel 
that supported its local community, and 
by weaving PACE into the guest experi-
ence, we believe we’ve done just that. 
We look forward to more opportunities 
with the expansion. 

Since 2009, we have had more 
than 450 writers in residence, rang-

ing from Poet Laureates to those who haven’t 
yet published their first book. We invite them to 
stay and celebrate their work and, in turn, ask 
for their participation in one community-facing 
event, as we want their presence in South Beach 
to be felt by a larger audience. We’re fortunate to 
collaborate with local universities, colleges, and 
even Miami public schools – Miami is an educa-
tionally enriched town with hundreds of thou-
sands of students contributing to the character 
of our diverse community. We’re proud to be a 
platform for their interests.

How hard is it to convey the philan-
thropic piece as a part of what you do? 

In addition to providing a luxury experi-
ence, our halls are filled with art; there is live 
music in the lobby; and we play host to a series 
of programs with national reach – which all 
touch on our PACE pillars.

South Beach has evolved into one of 
America’s great cultural centers, due in part to 
the work of new residents and, even more 
critically, because of the contributions local arts 
patrons have made to build and support impor-
tant new cultural institutions. We’re now one of 
the most important destinations in the world and 
on the map with major art circuits like New York 
and Los Angeles. It’s a place where creatives are 
regularly circling through or come to spend a 
meaningful portion of their time.

We have to deliver a luxury product, but 
we also have to deliver a stimulating experience. 
This can be something thoughtful, cultivated, 
and planned, but even at our Betsy, part of it is to 
surprise people with a sense of cultural discovery 
that enhances their stay. 

In bringing in new associates, are you 
looking for hospitality skills or personality? 

It’s tremendously important to attract and 
retain the right team. Our associates at all levels 

make important contributions to the guest experi-
ence. We ultimately realized that given our vision, 
we needed to manage the hotel ourselves. We 
were fortunate to find the right person with deep 
hospitality roots to lead our team on property.

Similarly, to successfully focus on PACE, I 
felt we should keep it in the family and convinced 
my sister, Deborah Briggs, who has a Ph.D. in 
Arts and Education, to manage the program as 
our VP of Philanthropy. All of our PACE-related 
work is about partnership with people in the 
community who are already doing important 
things; whether they are with a large institution 
or a small start-up, we are always exploring ways 
to make our joint efforts more impactful.

Was the need to give back instilled in 
you early on?

I attribute much of it to family. Having 
money was never the goal. What was important 
was what we did with it and what we did with 
our lives.

I’ve had the opportunity to interact with 
people who have inspired me to do more. My 
wife, Lesley Goldwasser, is deeply supportive of 
our efforts. She was born and raised in Africa, 
and we were married there in 1986. Over the 
past three decades, we’ve learned a great deal 
about our good fortune through family experi-
ences there, which has inspired us to explore 
more active ways to give back to community. 

Having spent the past 40 years in New York 
City, I’ve also been able to devote energy to the 
UJA Federation of New York in leadership posi-
tions. I’ve been inspired by the organization, 
which has been a force for philanthropy in the 
local Jewish community.

While many interests stem from moments of 
inspiration during my time in New York City and 
Miami, the commitment to community is entirely 
consistent with the mind-set instilled in me while 
growing up. 

Do you enjoy the process and take 
moments to reflect on what you’ve done or 
are you always looking ahead?

Both. It’s important we offer more than a 
luxury product. We consistently recommit to 
the challenge of engaging with community and 
allowing guests to participate as part of their hos-
pitality experience. Equally important is keeping 
our doors open through complimentary PACE 
events for those who cannot otherwise afford to 
stay with us. We believe deeply in our responsi-
bility to find ways to connect with all elements 
of our community.•
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