
EDITORS’ NOTE Prior to assum-
ing his current role in February 
2017, Matthew Humphreys served 
as General Manager of the Hyatt 
R e g e n c y  S a n t a  C l a r a ,  H y a t t 
Fisherman’s Wharf, as well as Senior 
Director of Rooms of Grand Hyatt 
San Francisco, Director of Rooms 
for Grand Hyatt Kauai Resort & 
Spa and for Hyatt Regency Newport 
Beach. Humphreys graduated with 
a B.S. in hotel administration from 
the University of Nevada, Las Vegas.

PROPERTY BRIEF Hyatt Regency San Francisco 
(hyattregencysanfrancisco.com) features expan-
sive Bay views and its renowned world’s largest 
hotel lobby all near San Francisco’s most cele-
brated hot spots and steps away from the iconic 
Embarcadero and Union Square. Many of the 
property’s 821 rooms and suites feature views 
of the bay area and city skyline and the 15 newly 
introduced Water View rooms showcase the best 
views of the San Francisco Bay and historic Ferry 
Building with smart amenities and voice-acti-
vated controls. The hotel offers fl exible meeting 
and exhibition space with 39 innovative venues, 
including a 17-story vaulted atrium, an elegant 
ballroom and a 17,000-square-foot exhibit hall.

Will you provide an overview of the accom-
modations at Hyatt Regency San Francisco 
and the suite offering at the property?

We have 821 rooms and 45 suites so we 
have a pretty strong connection to our suites. 
All of our suites have great views and many 
have balconies. 

Four of our top suites have a fun design 
to them. Most of our suites are tailored to that 
person who wants to come in from work and 
be able to rest a little bit, to be able to entertain 
a little bit inside their room, take work calls, do 
meetings, and be able to utilize the guest room 
for that.

What are the keys for a hotel to be suc-
cessful in the food and beverage part of the 
business?

I think the big thing is to meet custom-
ers where they’re at and understanding what 
your customers are really looking for out of 
your restaurant and your food and beverage 
offerings. 

It may be that they need something quick 
on their way out the door to be able to get to a 

meeting, but they want it to be sat-
isfying. That is a direction that a lot of 
hotels are going with in providing quick 
and effi cient tasty food where you’re not 
sacrifi cing any of the quality but you’re 
getting it in a faster timetable.

We have great offerings whether 
it’s signature cocktails or different food 
menu items that provide a connection 
to the city. 

We have chefs who are inspired 
by that and one of the advantages you 
have as a hotelier in San Francisco is 
that people are into the food scene, 

especially chefs, and they want to be here.
Will you high-

light Hyatt Regency 
San  Franc i sco ’ s 
event and meeting 
capabilities?

We have 72,000 
square feet of meet-
ing space. It’s split up 
into four different lev-
els of the hotel from 
whether it’s a board-
room for five to 10 
people to a ballroom 
for a thousand people. 
We have the capabili-
ties to be all things to 
all people.

Where I think we 
win often is that we’re 
on the right side of 
having the space with 
the number of rooms to be able to accommodate 
a mid- or really large-size group and have them be 
our focus and provide personalized service.

We can make it feel like you’re the only 
one in our hotel because we have the right 
number of staff and a tenured staff who have 
been at this hotel for many years. 

The hotel has been open for 46 years and 
we have quite a few employees who have been 
here for all of that time. We just had one of our 
doormen retire a year ago and this was the only 
job he had in his life. He was a doorman at the 
hotel from two months before it opened all the 
way until he retired. 

Are there certain characteristics that 
you will fi nd in every Hyatt property?

I think that the thing that is the most con-
sistent about our brand is our brand purpose. 

Our purpose is to care for people so they can 
be their best. I think you will fi nd that to be 
consistent across our brand and when you 
walk into any of our properties, people care 
about you.

I get to work in a building with people 
who feel that somebody else’s happiness is 
what makes them happy. That is a great group 
of people to work with every day. 

We derive our happiness out of making 
somebody else’s day and you have so many 
opportunities to do that in a hotel. You’re just 
tripping over opportunities to make a differ-
ence in the lives of the people you’re coming in 
touch with every day.

With the financial pressures in the 
business, is the general manger role still 
about hospitality or is it more of a business 
role today?

I think there is defi nitely a balance you 
have to strike. It is a business and you have 
to be concerned about the business and how 
to make sure you’re growing it the right way. 

I think you’ll fi nd that most owners under-
stand that the business is about experiences, 
and by delivering the best experience, the 
fi nancial results will thrive. 

It is about fi nding the right people to work 
with who deliver in their roles that they’re put in. 

I think those who say it best say that 
if you take care of your people, they’ll take 
care of the customer which will take care of 
the business.•
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Hyatt Regency San Francisco Water View room (left); 

the second-fl oor lobby (above); exterior at dusk (below)

EDITORS’ NOTE Abraham Merchant 
is a real estate developer and a 
multi-branded restaurant owner 
who founded Merchants Hospitality 
in 1986 with his partner, Richard 
Cohn. He serves  as Managing 
Director to each restaurant and 
Merchants Hospitality’s affiliated 
properties. Merchant has opened 
and operated properties over the 
past 30 years and leads an experi-
enced management team and a 
staff of over 1,500 employees. Some 
of his earlier successes include 
Anaconda, Art Bar & Lounge, Chicago Blues, 
Merchants NY Chelsea, Merchants NY Columbus 
Ave, Merchants NY Cigar Bar, Southwest NY, and 
Merchants Café. In the early 1980s, Merchant 
served as Regional Director for Riese Restaurants. 
Merchant has co-developed properties and res-
taurants in New York City and Miami in part-
nership or association with the New York City 
Economic Development Committee, and other 
major institutional and govern-
mental groups.

COMPANY BRIEF Founded in 
1988, Merchants Hospitality 
(merchantshospitality.com) and its 
principals have owned, operated, 
and developed a number of luxu-
rious properties, hotels and res-
taurants. Properties have included 
hotels and residential condo-
miniums such as Cachet Hotel in 
Manhattan, the Z Hotel in Long 
Island City and NYC’s  famous 
Pier 15 at South Street Seaport 
to name a few. Merchants also 
owns 18 premier restaurants in 
NYC including Philippe Chow, 
Playboy Supper Club, Treadwell 
Park, Ophelia Lounge, Sugar East, 
Industry Kitchen, and Merchants 
River House. Merchants Hospitality’s principals 
Abraham Merchant and Richard Cohn have 
been industry leaders in the real estate and hospi-
tality space for over 30 years and have been hon-
ored by multiple charities across the country.

What is the history and heritage of Merchants 
Hospitality?

Merchants Hospitality started in the late 
1980s predominantly as a restaurant company 

with myself and my partner, Richard 
Cohn, with whom I have remained 
partners for the past 30 plus years. 
Over time, we started acquiring real 
estate, especially over the last six to 
ten years when we became involved in 
various other parts of the market seg-
ments from owning properties to own-
ing and reselling properties to putting 
together assemblages.

Is brand awareness important 
for Merchants Hospitality or are you 
focused on building awareness for 
the individual brands?

We debate about this all the time given 
there are very few companies that do all 
the things we do. We try to keep Merchants 
Hospitality in the background because we want 
each restaurant to feel independent. We want 
each experience to be independent because 
when you come to one of our properties, we 
want you to have a unique experience, not a 
corporate experience. 

It is a fine balance between marketing the 
restaurant versus marketing the parent com-
pany, but we generally see our properties as 
more independent and we want people to have 
a one-on-one experience with our brands, not 
with the company.

What are the keys to remaining rel-
evant and having longevity in the industry?

We are one of the few companies that have 
been around in a sizeable form for the past 30 

years. We try to be consistent in what we pro-
vide. We make sure our staff is happy. People 
are creatures of habit. They will work for a com-
pany for a little less than what a competitor is 
offering if they are happy in their work envi-
ronment. We try to create a great culture and a 
great work environment. 

We try to stay ahead of the trends. We 
try to be timeless in many aspects so we’re 
not creating concepts that are only good 
for this year or next year. We are creating 
concepts like Treadwell Park where if you 
are 12 years old, we have something for 
you, and if you are 40 years old, we have 
something for you.

We are trying to build brand loyalty and 
earn your respect.

How critical is it to provide career op-
portunities for your employees in order to 
retain talent?

When it comes to our career-minded em-
ployees and management team, I like to say 
that what we do is give them golden handcuffs. 

We pay them above market rate 
because we want to retain the 
best talent. 

I never like to use the word 
“employee.” I like to use the word 
“staff.” Most of our management 
staff has been with us for 15 plus 
years. 

Our objective is to make the 
workplace an engaging work-
place in order to get the most 
out of our staff. We have to ask 
for more. When you expect less, 
you get far less. When you expect 
more, most people will surprise 
you and deliver. 

How has your role evolved 
as Merchants Hospitality has 
grown?

The key is time management. 
I try to organize my time very ef-

fectively. The more structure we have around 
us, the more availability it gives me. My hard-
est time was when I had one restaurant. The 
more restaurants we have, the more structure I 
have around me. I’m surrounded by very smart 
people and it gives me an ability to do what I 
do best. My focus is to visit restaurants, to say 
hello to guests and my staff, to see how the res-
taurants feel, how the music sounds, and make 
sure everyone is having a good time.•
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Merchants Hospitality, Inc.
Merchants River House in Battery Park (left); Philippe Chow Downtown (above); 

Savanna Rooftop in Long Island City (below)
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