
 EDITORS’ NOTE Born and raised in 
New York, Paul Leone was exposed 
to the hospitality industry at an early 
age, having been raised in a family 
that owned and operated fi ve local 
motels and two restaurants. He went 
on to study accounting and became a 
Certifi ed Public Accountant. After 
graduating from the University of 
Kentucky, Leone joined Coopers & 
Lybrand in Louisville, Kentucky. He 
later relocated to Coopers & Lybrand 
in West Palm Beach where he worked 
with various hospitality accounts, 
including The Breakers. He joined The Breakers in 
1985 as Controller and was later promoted to Vice 
President and Chief Financial Offi cer. In 1992, he 
was promoted to President of Flagler System 
Management and two years later became President 
of The Breakers Palm Beach and Flagler System, 
Inc. In January 2016, Leone was appointed CEO of 
Flagler System, Inc. and The Breakers Palm Beach, 
Inc. respectively.

PROPERTY BRIEF Set amid 140 acres of ocean-
front property on the island of Palm Beach, Florida, 
The Breakers Palm Beach (thebreakers.com) is 
a privately-held AAA Five Diamond award-win-
ning resort destination. Founded in 1896 by mag-
nate Henry M. Flagler, it was rebuilt in 1926, after 
two fi res destroyed the original building. The mul-
tifaceted, Italian Renaissance-style property fea-
tures an outstanding selection of nine restaurants, 
two 18-hole championship golf courses, a 6,000 
square-foot indoor/outdoor oceanfront fi tness 
center, a 20,000-square-foot indoor/outdoor spa, 
a Mediterranean-style beach club overlooking one-
half mile of private beach, four swimming pools, fi ve 
whirlpool spas, luxury poolside bungalows, a variety 
of water sports, 10 lighted tennis courts, an extensive 
program of family and children’s activities, as well 
as 11 on-site boutiques with distinctive merchandise.

The travel industry has achieved strong growth 
over the past year. Have you been happy with 
the growth for The Breakers and what is your 
outlook for the property in 2019?

Growth for The Breakers is a relative bench-
mark because the hotel has been running near 
capacity for many years. We have stabilized occu-
pancy around 80 percent and our market-leading 
RevPAR index is almost 200 percent, but it is our 
ability to drive rate that is fueling our growth. We 
are achieving rate because we continue to improve 

our product and service and distinguish 
The Breakers as truly unique. We antici-
pate another strong year in 2019. 

Will you highlight some of the 
projects taking place at the property 
that guests can expect in the coming 
years?

The Breakers endures as a spec-
tacular, continuously-elevated resort, 
with the support of our family owner-
ship (heirs of founder Henry Flagler, 
c. 1896). Their investment of over $30 
million each year in property enhance-
ments represents a peerless, long-term 

commitment for a single, independent hotel and 
is about three times the norm for luxury resorts. 
This ensures that our abundant amenities and guest 
experiences remain exceptional and ever evolving. 
We have recently completed a full-scale renova-
tion of our historic Ocean Course, Florida’s oldest 
golf course, by famed golf course architect Rees 
Jones, our Spa received a stunning makeover and 
we renovated our News and Gourmet shop and 
Flagler Club, our ultra-luxe boutique hotel situ-
ated atop The Breakers, which has now become 
the crown jewel of VIP lodging in Palm Beach.

In such a competitive market, how chal-
lenging is it to differentiate and how do you 
defi ne The Breakers’ advantage?

With the hotel’s unique architectural design, 
priceless 140-acre Palm Beach oceanfront loca-
tion, which is just 15 minutes from an international 
airport, unparalleled array of amenities and our 
genuinely friendly, engaging staff, we are easily 
differentiated from the more cookie-cutter, chain-
affi liated properties, and from trendy, boutique 
hotels that lack the variety of offerings and services 
that we provide. But we have also really differenti-
ated The Breakers by evolving as an organization, 
not just as a property, recognizing and reinforcing 
that our team members are the heart and soul of 
our company.

Will you highlight The Breakers’ food and 
beverage offerings and what are the keys to 
driving profi t for this part of the business?

The Breakers is among the world’s best desti-
nations for great food, cocktails and award-wining 
wine programs, with nine distinctive restaurants 
that refl ect a variety of concepts fulfi lling every 
guest’s need. Our restaurants are continuously ele-
vated thanks to our talented chefs, expert food and 
beverage team (including two Master Sommeliers) 
and Adam D. Tihany, our partner in interior design. 
Our restaurant profi les include the glamorous HMF, 

a Wine Spectator Grand Award winner since the 
award’s inception in 1981, which offers an exten-
sive menu of sharing plates inspired by global cui-
sines and a lively cocktail culture; the re-imagined 
Seafood Bar, reminiscent of a private luxury yacht; 
Flagler Steakhouse, a fresh take on the classic 
American chophouse; Echo, which features the dis-
tinct cuisines of Asia; The Italian Restaurant, which 
draws all generations to enjoy authentic cuisine; 
and our Sunday Brunch at The Circle, renowned 
for its variety of impeccably prepared items, is argu-
ably the most successful of its kind in the business. 
Having made our restaurants feel like independent 
establishments as opposed to “hotel” restaurants, 
we drive profi tability by keeping hotel guests on 
property and creating signifi cant demand from 
locals.

How much of a focus are the spa/wellness 
offerings at The Breakers and will you provide 
an overview of these facilities at the property?

A destination for personal renewal, our 
20,000-square-foot indoor/outdoor spa is a focal 
point within our operations, as we recognize many 
of our guests travel to escape their stressful, fast-
paced routines. The facility’s relaxed modern style 
complements The Breakers’ seaside sophistication 
and Italian infl uence. Our expert team of therapists 
customize treatments based on our client’s needs, 
nurturing guests with heightened comfort and care. 
The curated menu of spa services focuses on qual-
ity, with treatments that are built around three core 
product lines, which represent the fi nest in natu-
ral skin and body care: Tammy Fender, OSEA and 
Guerlain. The Spa is one of the most important and 
appreciated amenities on property, coupled with 
the 6,000-square-foot Ocean Fitness Center that 
shares its prized oceanfront location. 

What advice do you provide to young 
people interested in a career in the hospitality 
industry?

I want the young enthusiasts of our industry 
to recognize the many possibilities and paths that 
exist within this business, as well as the opportu-
nity to work among a dynamic group of mentors 
and peers, in a continuously evolving environment. 
In the course of our recruiting efforts, we encour-
age the younger generation to seize the most from 
their role by taking advantage of experiences, such 
as supporting sustainability initiatives or volunteer-
ing within the community. At The Breakers, we 
provide forums for millennials to do all of this in a 
meaningful way so that they feel professionally and 
personally inspired and, hopefully, recognize their 
responsibility as future leaders.•
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EDITORS’ NOTE In December 
2016, Senih Geray returned to The 
St. Regis New York as General 
Manager. He joined The St. Regis 
New York from The St. Regis Atlanta 
where he served as General Manager 
since 2012. He began his career in 
the hospitality industry in 1989 as a 
Guest Service Agent at the Sheraton 
Grande Torrey Pines in La Jolla, 
California. After much success, he 
relocated to New York where he fi rst 
joined The St. Regis New York team 
as Financial Controller, a position 
he held for eight years. Geray has also served 
as General Manager at the Sheraton Voyager 
Antalya Hotel, Resort & Spa in Turkey, and The 
St. Regis Aspen Resort. He attended the United 
States International University in London where 
he received his B.S. in business administration. 
Geray continued his education at the United 
States International University in San Diego, 
California, where he studied hotel and restau-
rant management.

PROPERTY BRIEF The St. Regis New York 
(stregisnewyork.com) offers 238 luxurious guest 
rooms and suites. Contemporary luxury meets 
classic sophistication at this iconic hotel, just 
steps from an exceptional Fifth Avenue shop-
ping experience. The guest rooms and suites fea-
ture Waterford crystal chandeliers and elegant 
crown moldings, with beautiful, large-format 
photographic artwork, vibrant-hued fabrics and 
stunning beveled mirrors as well as marble-tiled 
entryways, rich color schemes, custom furnish-
ings and state-of-the-art technologies. It is the 
fl agship property of St. Regis Hotels and Resorts.

What are your views on the state of the hos-
pitality business in New York City?

From what we have seen here and at our 
sister properties under the Marriott umbrella, 
2018 was better than expected.

Some of this has to do with international 
travel. In 2017, we had some challenges in the 
international markets, especially in the fi rst half 
of the year, whereas 2018 started strong and 
there is every indication this is going to con-
tinue through the fi rst half of 2019.

International travelers also feed our top-
level suites, so they are not only helping from 
an occupancy perspective, but also from a 
rate perspective.

Our group business has 
been exceptionally strong, 
especially domestically. This 
has been the case not only in 
the luxury segment, but also 
within the big box city hotels. 
We have seen compression 
across the city resulting in 
higher prices for our group 
business. 

There is also a lot of 
last minute business for large 
meeting groups, which was 
unheard of a few years ago. 

In banking and fi nance, we saw many 
roadshows as well.

Every sector has performed at a higher 
level than usual, including transient and leisure.

Will you discuss the value that the 
Marriott relationship has brought to St. Regis?

St. Regis was once part of Starwood where 
it was one of 10 brands. With Marriott, it is now 
one of 30 brands. 

The portfolio has tripled and includes many 
different levels of product but, among the brands 
under the luxury umbrella, where we competed 
with Ritz-Carlton in the past, we’re now sister 
hotels. When it comes to inventory levels, we 
enjoy this camaraderie because we are now able 
to sell both products when needed. 

From the perspective of deployment of 
resources, when we go to certain trade shows, 
we can now sell New York as a luxury market 
very effectively with the same number of peo-
ple. Our expertise has doubled in some respects 
because we now have the talent resources of 
both groups. Those additional connections have 
deepened our reach into the industry.

More importantly, within the Marriott 
brands and portfolio, we have more ability to 
access resources and the opportunity to buy 
with the mass scale that Marriott brings us which 
provides greater cost effi ciencies.

Are you happy with where The St. 
Regis New York product is today?

Yes, I am. Our last renovation was in 2013 
so we feel that in another two years, as we fi n-
ish a seven-year cycle, we will be ready for 
the next renovation. Just as we did in our last 
renovation, whatever current design factors our 
guests are looking for, we will look to update. 
More importantly, though, on the last renovation 
we were very careful in trying to fi nd a happy 
medium between the old classical style while 

also modernizing the product so we can appeal 
to millennials and our future customer base.

Our suites are now more vibrant and alive, 
and they better refl ect the tastes of our current 
customer base.

How critical is a broad suite offering 
when it comes to competing for top clien-
tele in the New York City market?

We have one of the most elaborate suite 
selections in the city from entry level to designer 
suites and master suites.

Having 28 percent of our inventory within 
the ultra-luxury side of the market gives us an 
advantage, especially when the times are good. 
The ADR premium on those suites signifi cantly 
affects our total revenue. 

We continue to evaluate whether the suites 
remain relevant in terms of what we have now 
and to update our plans to make sure that we 
introduce the most important new elements when 
we touch these again in two years. It’s always top 
of mind to make sure we can keep them attrac-
tive to ensure they’re always in demand. 

We have butler services in all rooms in this 
hotel. Among the competition in this city, the 
suites at certain hotels have butlers but they are 
not provided for the full spectrum of the room 
product as they are here.

We provide the same service levels regard-
less of the room someone is in. However, when 
one is in a suite, the elegant settings, spacious-
ness and options for what can be done with 
the room takes a more thoughtful process. We 
can always tailor the suites to the guests’ needs, 
especially for long-term stays. 

Our average length of stay in our suites went 
up in 2018, which is encouraging. Guests have told 
us that they like to spend more time here because 
they feel at home and it becomes easier to increase 
their satisfaction as we get to know them in-house.•
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