
EDITORS’ NOTE Steven Pipes joined 
Le Méridien in San Francisco in July 
of 1983 as Front Offi ce Manager. He 
was Resident Manager for two years 
at Le Méridien Vancouver, then 
General Manager of Le Méridien 
in Athens, Greece, and two years 
later, became General Manager 
o f  Le  Parker Méridien New York. 
Pipes serves as President of The Jack 
Parker Corporation, the parent com-
pany of Le Parker Méridien New 
York. He received his bachelor’s de-
gree in hotel administration from 
Cornell University.

COMPANY BRIEF The Jack Parker Corporation, 
founded in 1955, is a family-owned company 
that has designed, built, and managed more 
than 15,000 residences, including high-rise 
luxury rentals, condominiums, and single-fam-
ily homes, located throughout the Northeast and 
Florida. The company’s hotel division com-
prises Manhattan’s Le Parker Méridien New York 
(www.parkerMéridien.com), Parker Palm Springs 
in California, and the Clarion in Ronkonkoma, 
New York. Situated on West 57th Street, Le Parker 
Méridien New York has 727 rooms and suites, and 
offers two restaurants, Knave – an espresso bar by 
day and bar by night, a 9,000-square-foot banquet 
space, a rooftop pool, and a fully equipped spa and 
fi tness center.

At a time where technology drives 
so much, including many of the 
decisions guests make on where to 
stay, is personal touch and service 
still relevant?

If you are planning a domestic 
trip that will entail air travel, will you 
call a friend and ask for advice on 
which airline to book? 
Not a chance. Your de-
cision will be purely 
based on price, sched-
ule, and/or frequent 
flyer points or status 

you have earned.
When the time comes to 

book your hotel, will you ask 
a friend for suggestions? Of 
course, you will call fi ve people 
you know, research on eight or 
so different Web sites, and then 
make your decision.

Upon arrival at the airport, 
the majority of people will either 
have printed out their boarding 
passes at home or have them 
on their smart phones. Only if 
checking in bags will the traveler 
reluctantly deal with an agent at 
the airport. For 30 years, hotels 
have been attempting to economize by incit-
ing guests to check themselves in at kiosks 

with extremely limited 
success. 

Why do people 
not want to use kiosks 
in hotels? It’s because 
hotels remain special 
places that evoke feel-
ings of luxury, codling, 
romance, and the good 
life. Hotels are an es-
cape from ordinary, ev-
eryday life. Interacting 
with caring hospitality 
workers is an integral 
part of the experience 
o f  s t a y i ng  a t  a  ho -
t e l ;  a machine can-
not replicate that, and 
will not in our lifetime. 
As much as hospitality 
has become an “indus-
try” with real financial 

controls, the most profi table members of this 
industry never lose sight of what drives our 
guests.

Why is food and beverage such a chal-
lenging component of the business?

While, historically, hotels have been home 
to some of the world’s greatest restaurants, the 
demand for that ended some time ago. What 

changed? Weary travelers once needed a place 
to stop and eat, and it was an obvious exten-
sion of their business for tavern keepers to rent 
rooms. Over time, as hotels grew in size, their 
eateries did too. Eventually cities became rife 
with specialty restaurants that drew the hotel 
guests out. Hotel restaurants tended to have one 
thing in common: they tried to be everything 
to everybody – offering breakfast, lunch, snack, 
dinner – all in the same place. As a result, they 
ended up being nothing for anybody, and 
the notion of a “hotel restaurant” became a real 
negative.

Over the past decade, this trend has been 
reversed, but more often than not in the non-
traditional properties that have a reputation for 
being “happening” places, they are not oper-
ated by the hotel.

I believe that as the trend for more 
unique properties continues to develop, ho-
tel restaurants will come to the forefront again.•

Steven Pipes
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EDITORS’ NOTE In 2010, Robert J. 
Newman was named President of 
Corcoran Jennison Hospitality, LLC, 
overseeing management and opera-
tions of Ocean Edge Resort & Golf Club 
in Brewster, Cape Cod, Massachusetts; 
Doubletree Downtown Hotel, Boston; 
Doubletree Bayside Hotel, Boston; and 
the Hampton Inn at Crosstown Center, 
Boston. For three years prior, Newman 
had been the General Manager of 
Ocean Edge Resort & Golf Club. 
Newman was the recipient of the 2008 
Cape Cod Chamber of Commerce 
Business Excellence Award for his many contribu-
tions to the Cape Cod community where he serves 
on the Board of Directors for Latham Centers Inc.

PROPERTY BRIEF The 429-acre Ocean Edge 
Resort & Golf Club (www.oceanedge.com) is lo-
cated in the quaint town of Brewster, on Cape Cod, 
Massachusetts. The centerpiece of Ocean Edge is the 
historic Nickerson family Mansion and Carriage 
House that sits on a bluff overlooking Cape Cod 
Bay. Ocean Edge Golf Club is one of only a few pri-
vate golf course clubs on Cape Cod. The course is 
available to members and hotel guests, who have ex-
clusive access to the resort’s recreational and social 
privileges. In addition to the Nicklaus Design golf 
course, the resort boasts a 750-foot private beach, 
four outdoor and two indoor swimming pools, a 
USPTA-certifi ed tennis complex, fi tness and cardio 
rooms, and three restaurants, including the Ocean 
Terrace bar and restaurant in the back of the 
Mansion with sweeping views of Cape Cod Bay. In 
2009, Ocean Edge opened the Mansion Ballroom, 
Cape Cod’s newest and largest luxury ballroom that 
can accommodate groups of up to 300 people.

What was the origin of Corcoran Jennison 
Hospitality?

It was founded in 1985, and the original goal 
behind establishing the company was to open and 
operate Ocean Edge Resort & Golf Club on Cape 
Cod.

Since that time, Corcoran Jennison Hospitality 
(CJH) has been providing real estate development 
and management services to investors, clients, and 
partners in the hospitality industry.

Ocean Edge Resort & Golf Club opened in 
1986 and was our sole property for many years. In 
1999, we opened the Doubletree by Hilton Boston 
Bayside Hotel, which is 197 keys and within a mile 
of downtown Boston.

A year later, CJH opened the 268-
room Doubletree by Hilton Hotel in 
Boston downtown; this full-service hotel 
is in the theatre district.

In June 2004, CJH opened a 175-
key Hampton Inn and Suites in Boston. 
This hotel is in a multiuse offi ce complex 
that includes residential and retail space.

How has Ocean Edge evolved 
since it opened?

Ocean Edge Resort encompasses 
about 429 acres. The centerpiece of the 
resort is the historic Nickerson Family 
Mansion and Carriage House, which 

both sit on a bluff overlooking Cape Cod Bay with 
magnifi cent views. These entities date back to the 
early 20th century.

The Mansion-side of the property encompasses 
90 hotel bedrooms and 31 multi-bedroom villas.

The Villages side of the property contains the 
balance of our inventory. These are one-bedroom 
villas adjacent to our Jack Nicklaus-designed golf 
course, which was created in 2006.

Since 2006, we have invested approximately 
$55 million in signifi cant capital upgrades. This in-
cluded the unveiling of Cape Cod’s only Nicklaus 
Design golf course, a redesign and addition to our 
Linx restaurant and Clubhouse, construction of 
Cape Cod’s most luxurious Ballroom, the launch of 
Ocean Terrace, an outdoor dining restaurant with 
commanding views of Cape Cod Bay, and the intro-
duction of a private Member’s Sports Club. We also 
completed a remodel of all of our Mansion-side guest 
room inventory over the past 18 months including 
the launch of Cape Cod’s most luxurious guest ac-
commodations – The Presidential Bay Collection.

How broad is your market?
The resort targets transient and leisure guests 

during our peak summer travel periods. Outside of 
that, we have leisure travelers but nowhere near 
the levels we reach in the summer. Much of our 
leisure travel outside of the peak summer months 
is Golf related. The demand outside of this time is 
focused on the group market.

Our Group market contributes approximately 
40 percent of all Room Nights annually, and begins 
as early as February and remains strong through 
Thanksgiving every year.

Finally, we host many weddings annually, at-
tracting couples from every New England state as 
well as destination weddings.

The Mansion side is targeted to a well-traveled 
discerning guest, while The Villages are geared to-
wards a family-friendly economical offering.

How have your memberships to the club 
fared?

We have had great success over the past few 
years with the club, even during the recession. We 
have a maximum cap on the club at 1,000 mem-
bers, and that breaks down between 700 for sports 
and 300 for golf.

We are about 85 percent sold out at this point.
The golf membership entitles you to the Jack 

Nicklaus-designed golf course plus the other ben-
efi ts, while our sports beach category will entitle 
you to the amenities at the resort with the exclu-
sion of golf.

How important is it to implement the 
technology guests expect without losing the 
human touch?

In 2014, we will be implementing Interactive 
Television that promotes restaurant offerings, and 
allows guests to select entertainment options and 
order amenities straight from their in-room televi-
sions. This service does not take the place of 
the human element; rather, it complements the 
DIAMOND Standards that we have employed at 
the Resort. These DIAMOND Standards were born 
out of the desire to achieve a Four-Diamond rating 
for our property for the fi rst time, which we were 
successful in doing this past year.

D is for dress and living the part; I is to initiate 
contact, inquire about satisfaction, and be gracious; 
A is for accountability always; M is for maintaining 
a positive attitude; O is for owning the solution; N 
is now is the moment of opportunity; and D is to 
deliver hospitality with passion and pride.

We have also adopted something called Oz 
accountability training. The Oz Principle requires 
that employees look within themselves for solu-
tions to problems employing a culture of what else 
they can do to support the organization.

Over the past few years, one of my major mis-
sions has been to shift the culture of how we treat 
our guests, members, team members, and the com-
munity, and we have made great strides in doing 
so. We hold Knowledge is Power meetings, which 
were born out of the idea of the General Manager 
taking time at the end of every season to meet with 
every team member in group settings to fi nd out 
what worked well and what didn’t work, and how 
to improve. As a result, over the past four years, we 
have made double-digit satisfaction improvements 
in all areas.

We are not content to say we have a great 
property; we want to continue to cater to new tastes 
and we always want to stay ahead of the competi-
tion, be it with technology or the human touch.•

Robert J. Newman
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