
EDITORS’ NOTE Bastian Germer 
has served in his current role since 
October 2017. Previously, he was 
Hotel Manager of The Ritz-Carlton, 
Toronto for three years. Germer 
has held numerous positions at 
distinguished hotels across the 
globe since entering the industry in 
1995. He is a graduate of the Hotel 
Academy in Hamburg, Germany 
and has completed the General 
Managers Program at Cornell 
Nanyang Institute of Hospitality 
Management, as well as the Ascent 
Leadership Program at UNC Kenan-Flagler 
Business School.

PROPERTY BRIEF The New York EDITION 
(editionhotels.com/new-york) blends the ele-
gant design of Ian Schrager with its Madison 
Avenue landmark beginnings. Originally con-
structed in 1909 as Metropolitan Life Insurance 
Company’s headquarters, this clocktower on 
the edge of Madison Square Park has been 
reinvented to offer luxurious boutique accom-
modations, a tranquil hotel spa, sophisticated 
event spaces, and a Michelin-starred restau-
rant helmed by Chef Jason Atherton, all encom-
passed by 360-degree views of the City.

How do you defi ne the EDITION brand and 
how is The New York EDITION positioned 
in the market?

The EDITION brand and our hotel, spe-
cifically, are pioneers as far as the introduc-
tion of modern luxury is concerned. Both the 
EDITION brand and our hotel’s location here 
in New York City are growing in recognition 
and exposure.

The Flatiron District is not a traditional lux-
ury destination, but both domestic and interna-
tional travelers are becoming increasingly aware 
of the location because of the brand’s global 
appeal. 

New York City is a market that is chal-
lenging for hotels in regard to food and bev-
erage business. What was your approach to 
food and beverage and what are the keys to 
being successful in this area?

I think in the hotel business this is a very 
challenging area and we’ve seen, unfortu-
nately, many luxury hotels closing restaurants 
or foregoing restaurants altogether in recent 
years. At EDITION, one thing we do extremely 

well is connect with the local com-
munity through food and beverage. 
This is something that we’ve done in 
every single location where we oper-
ate a hotel. Specifi cally, here in New 
York City, we have our restaurant, The 
Clocktower, and our cocktail bar, The 
Bar at The Clocktower, which are both 
located on the hotel’s second fl oor. We 
also have our Lobby Bar, which serves 
cocktails and light bites. 

We’ve partnered with Stephen 
Starr and his team in Philadelphia in 
the restaurant space. He is a remark-

able restauranteur and has been an ideal part-
ner in executing our vision for a sought-after, 
elevated dining experience in Manhattan that 
far surpasses the typical expectations for a 
hotel restaurant. Of course, we care about 
creating an enjoyable and convenient din-
ing experience for our hotel guests, but it is 
equally as important to engage the local com-
munity’s interests and tastes in order for the 
restaurant to sustain. 

How critical was it to build the right 
team at the property and to attract top 
talent?

This was our number one priority. Without 
being able to recruit and retain the right team, 
all other priorities would have been very dif-
fi cult to achieve. We have adopted some of the 
best practices in the market as far as recruiting 
is concerned and we have put several initia-
tives in place to ensure that we consistently 
assess, evaluate and retain the best talent. 

How has the role of the general man-
ger evolved?

In the past, many would have thought of 
the GM as more of a host in a hotel who could 
be found in the lobby interacting with guests. 
As the industry has evolved, the GM role has 
developed into one that looks at asset manage-
ment, at technology, and at fi nancial pressures, 
so today, many consider it to be more of a 
fi nancial role than a hospitality role. 

For someone like you who puts hospi-
tality at the forefront, how important is it 
that with all the fi nancial pressures around 
the business, that the hospitality part does 
not get lost for a general manager?

While I think that the general manager’s 
role has certainly evolved, especially con-
sidering how important the financial pres-
sures of the business have become, a general 
manager in our organization and within our 
brand needs to be present and needs to be 
visible. 

Our general  managers are expected to 
interact with both staff and guests on a daily 
basis. Our guests expect personal interactions 
with the general manager, and not just through 
correspondence, but face to face as well. I 
carve out a signifi cant amount of my day for 
that because personal connection is at the heart 
of hospitality.

What advice do you offer to those 
coming out of hotel school and begin-
ning their careers in the industry?

My advice would be to spend as much 
time as possible with the people that carry 
out the majority of the day-to-day work in the 
hotel, and to make the opportunity to step into 
their shoes and experience what it is like to 
be a housekeeper, a room service server, or a 
laundry attendant.

I know that may not sound like the most 
enticing proposition for somebody who is a 
fresh graduate, but down the road as one 
becomes a manager, a department head, and 
eventually a general manager, this practice will 
instill an understanding of and appreciation for 
the work that these people do on a day-to-
day basis. It will provide a genuine respect 
for everything that’s happening in the hotel 
which will help with the decision-making pro-
cess. It will also build stronger relationships 
with the team which, ultimately, is what one 
must have if one wants to be a successful gen-
eral manager.•
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EDITORS’ NOTE Gillian Zettler 
assumed her current role in 2013 after 
having served as the Executive Director 
of euphoria, a multi-day food, wine 
and music event in Greenville, South 
Carolina, for almost three years. Prior 
to this, she served as Event Manager 
for The Children’s Museum of the 
Upstate, also in Greenville. Zettler 
held multiple positions at Entercom 
Communications Corporation after 
graduating with a B.A. in education 
from Clemson University.

ORGANIZATION BRIEF Charleston Wine + Food 
(charlestonwineandfood.com) is a 501(c)(3) non-
profi t organization that supports Charleston and the 
Lowcountry’s diverse culinary and hospitality com-
munity. It champions the region’s unique foodways 
365 days a year through world-renowned culinary 
experiences that bring people together to share sto-
ries and create connections.

Will you highlight Charleston Wine + Food 
and how the organization has evolved?

 I think that there’s been a huge evolution 
since I took the reins in Charleston. One of the 
things that I’m most proud of is how we’ve turned 
the corner of becoming – and it’s actually part of 
this year’s advertising campaign – more than a wine 
and food festival. At this point, you can look across 
the United States and fi nd a food event of some sort 
in virtually every major city, and Charleston’s no 
different. We’ve obviously had the great opportu-
nity to be able to shine a light on this amazing hos-
pitality and culinary community that we have, but 
with the festival’s maturation and growth over the 
past fi ve years, we’ve been able to step outside of 
that food festival box and really become a content 
generator. There is nothing more exciting to me 
than being able to share amazing stories through 
the festival and shine a light on all the beautiful 
people and places that make Charleston so special. 

How do you defi ne the market for the 
Festival?

We end up with about a 50/50 split of local 
and non-local attendees, with non-locals being 
defi ned as people who are more than 50 miles 
away. There is defi nitely a hot spot in the Georgia 
and North Carolina market, but it extends beyond 
those to areas with direct fl y markets to Charleston. 
We see a huge guest population from New York, 
Boston, Texas, Florida, and even California. We 
have a really elevated food scene for the size of our 

city, and our community knows how to 
make you feel welcome. 

How important has it been to 
build the right team as the Festival 
has grown?

I could talk all day about the 
strength of my team. It is the reason 
that I show up for work every day. We 
have a motto that is pasted on the walls 
of our offi ce that says, “Patience, gentle-
ness, and kindness.” My team knows that 
that’s my mantra, and I certainly look to 
hire for soft skills. I value empathy, fl ex-
ibility, and gentle delivery of information. 

I think that especially in the event world, there is 
this “it’s got to get done” attitude, and sometimes 
that translates to abrasive communication when it 
doesn’t need to be. I’m always telling the team that 
you can communicate in a way that is kind and that 
is patient, and I think that a great portion of our 
success comes not only from treating each other 
that way, but also by extending that ethos to our 
external relationships and our communication. 

Will you discuss the economic impact of 
the Festival?

I give a lot of credit to the people that initially 
founded the festival who saw the importance and 
the alignment with the College of Charleston and 
working with the Offi ce of Tourism Analysis to do 
an economic impact study right out of the gate. It 
is important to be able to track our guests’ length of 
stay. Trips hovered around two nights six or seven 

years ago, but are now eking up to a fi ve night 
average stay, which has grown in tandem with the 
length of the festival which started at two days and 
is now fi ve days long. The economic impact for-
mula is driven by heads in beds, but then there’s 
this huge ripple effect that comes as well. We hear 
from local businesses that restaurants and retail 
stores are seeing increased traffi c. The festival had 
an $18.6 million economic impact in 2019, which 
is remarkable for a fi ve-day event. 

As a 501(c)(3), will you highlight the char-
ity component to the Festival? 

 The festival is a 501(c)(3) organization and 
was founded in 2006. The main reason for the fes-
tival was to shine a light on the culinary and 
hospitality community and be an economic impact 
driver for the city. The piece that walks in tandem 
to that is being able to give back. We’ve been really 
excited over the past few years to work closely with 
One80 Place and its training program. One80 Place 
Training is a rapid-fi re, fi ve-week culinary crash 
course that ultimately prepares folks who come 
through the program to step into a kitchen and 
hopefully begin a career in the culinary industry. 
We actually moved one of our outside commissary 
kitchens that we used for all the food prep dur-
ing the festival into One80 Place last year. Many 
chefs thought this was a really bold move to have 
some of the best chefs in the country prepping their 
food in a homeless shelter. I think it is humbling to 
give people an up-close view not only of all that 
goes into having to prepare meals for hundreds of 
people each day, but also how blessed we all are to 
have the things that we need on a day-to-day basis. 

How do you describe Charleston today 
and what makes it special? 

There is this sense of welcome to being in 
Charleston. Charleston is a southern city with a 
very complicated and sometimes very sad history. 
I think one thing that we, as an entity planning 
events in a city with a historical backdrop, are 
constantly looking for is ways to acknowledge 
our past and embrace our community as a whole. 
One of the major themes for the festival this year 
as we developed programming was this idea of 
migrations of people and ingredients. We want to 
make sure that when we’re celebrating something 
like shrimp and grits, that we’re also being true 
to how the shrimp and grits landed on the plate. 
How did those ingredients get to Charleston and 
who brought them here? We can pay homage to 
the history of Charleston and acknowledge our 
past while simultaneously celebrating the beautiful 
city that we have become.•
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