Relentlessly ambitious, Hotelier
Birad Koreen 1s the consummate
perfectionist. ROBIN POGREBIN
checks in with the hiotel
mmpresario i Miami al

his newest property,
{ 1ddes south Beach,

T8 A SUNNY MORNING IN MIAMI ANMD EVERYTHING LOOHS POSTCARD
perfect ai the Tides South Beach on Ocean Drive. The sun boumces
off white umbrellss on the terrace a3 a warm breeze floan through
the glas entrance doors. Inside, guests it in the dining room, its walls
decorated with faux tormote shells, and enjoy a lenurely breakizse of
mini Belgian waffles or Maine lobster Benedict.

But Brad Korzen bn't satsfied
The staff uniforms are insufficiently crisp and need better tailoring.
The music in the lobby last night was too “clubby”; he wants more vocak
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from now on. Some of the guest rooms
have a space over the sofa where art
should be—even if adding it might cost
an extra $18.000. And there are painted
lines on the tiles at the bomom of the
pool; those abaolutely must go,

The Tidei—a 1936 Art Deco hotel chat
Korzen, chief executive of the Los Angeles—
based developer Kor Group, acquired in
20—rcopened last Movember after a
complete renovation, Mow ith January and
Korren i in town to inspect the finishing
touches. Genenally he b pleased with the
overhaul: Theres an upgraded poal anea

given his slight build and boyishly hand-
some face—especially when you catch him
in faded jeans and back Converse sneakers.

The question is whether 2 man so
focused on particulars, who b essentially
flying by the seat of his pants, can survive
tn 3 competitive industry and succeed
at running a large, rapidly expanding
operation, Kor Group, which abo owns
resicential properties, now has 11 hotels
and expects to have 15 by 2009 and 30
by 2014. Korzen is currently operating
or developing Tides and Viceroy hotels
i Los Angeles, Mexico, Anguilla, Aspen,

based in San Francisco, and André Balan
and Thompson Hotels, based in New York.
Marriott and lan Schrager abo recently
joined forces to form a boutique hotel
chain that could prove competitive, But
Korzen is already thinking beyond the
boutique industry,. He wants to compete
with chains like the Four Seamoms, Ratz-
Cardton, and Mandarin Oriental, And he
believes he can do this by combining top-
quality design and unexpected service.
The design part he has largely handed
off to his personal and profesional part-
ner, Kelly Wearstler, his wife of five years,

Korzen has Ia[;FEI handed over the design part to his wife,

decorator extraordinaire Kelly

with cabanas and climbing vines; the new
Coral Bar, which features antique mirrors,
gold-leaf wallpaper, and a Persian red trav-
ertine bar; an open-air htness center; and a
new 2,(00-square-foot, rwo-bedmom pent-
house suite that has a private terrace with a
shower and sunken wb.

orzen, 44, i the kind of guy whose
work B never quite finshed. He in-
vales himaelf in every sspect of his
business, from deciding where to put his
next beachfront property to whether he
likes the mint-livender scent of the pillow
spray left on the hotel beds 2t turndown,
He & abw learning a5 he goes, having
segued into hotels from real estate with
no hespiality training. And he doemn't quite
look the part of the big hotel exscutive,

and Vancouver, British Columbis. He
recently cloted on a project in China
Beach, Vietnam, for both a Viceroy and a
Tides. Korzen sees his properties as hotels
for the discriminating traveler, someone
who likes 2 more personalized experi-
ence and values bold design. I primarily
want to build a great business model.”
Eorzen says, “to be a choice brand.”

So far his busines model s working.
The Kor Hotel Group has maore than
$180 milion in annual boeel wales and an
average occupancy rate of 2 percent. “Kor
i one of the stan in the boutique indus-
try” mys Thomas McConnell, the senior
managing director of the hotel group at
Cushman & Wakefeld. "It in the top five”

The other tovr, MceConnell says, are
Kimpion Hotels and Jole de Vivre, both

earstler, whose style juxtaposes whimsy and luxury.

Wearstler, 39 and a judge on Bravos Top
Dresign, has her own design business and
creates the interiors of many of Korzen's
hotel. Her art objec—such a5 gilded
flowers and marble books—are featured at
Bergdorf Goodman.

or the oceanfront Tidess 45 guen
rooms, Wearstler chose a palette—pale
tangerine and beige, which evokes sea-
shells on a sandy beach. She also juxtaposed
whimsy and hoxury, usting zebra-print rugs
and tree-stump tables along with elegant
lighting and fine linens. “She has a creative
touch,” Korzen says. “She's not minimalise,
though a lot of design today iv”
Mimimalin 8 pot what Koreen is after,
He wanis his hotels o feel sumptuons but
not gaudy and to be eclectic, cach one
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distinet and memorable. Thus the bram
palm trees and birch sculpture in the Tides
dining room and the famed, beaded neck-
laces above the couch in the bedroom.
People should remember not only the
look of his jes, Korzen believes, but
also the feel. " He's really focused on how che
staff recogmizes the guests and the amention

“Is that happening for every guest?™ he asks.
Shan Kanagasingham, the general man-

Duri.n; nry wiay ok the Tides, | was

struck the right balance between
solicious and bringing extra
hangers for the closet st my request and
remembering that | preferred 10 have The
Mew York Thows, rather than The Adiand
Herald, delivered to my door each morning.
Though the Tides prides itself on provid-
ing each guest with a specific PA [personal
assistant), 3 different person answered the
line each time | prewsed the designated
button on the moom phone. But they were
all helpful nonetheles, quickly coming o
replace the mising switch on one bedside
lamp or to provide milk for my coffee.

If Korzen had any mole model, he sy, it
was hin father, who owns a chain of bowl-
ing alleys in Chicago. Korzen remembens
his being constantly on the phone, check-
ing up on the business. Korzen does the
same, At work thats one of the critichinu
I hear—that ['m micromanaging.” he sy

Korzen tries to maintain open lines of
commumication, to make sure his

type of candor, he is planning to bring in a
corporate coach. He even moved his desk
from a private office on the perimeter o a
cubicle smack in the center of the acton.
“My main goal is to be approachable,” he
savs. "] just want o know what people are
really chinking. even if' | totally disagree”
At the mme tme Korzen i3 a private
guy. To the extent that he hai become a
public igure—and he's increasingly visible,
in part because of the high-profile, glamor-
ous Wearstler—Korzen does not relish the

KOR
CONCERNS

Hera, & thumbnall tuterial of
Horzen's growing emplre.

WICERDY AMGUILLA Thin first inderma-
tonal Viceroy locstion, which spana
3100 mibes of beach, imcludes 5 palaris]
wpa and offers winduarfing. ailing, and
markeling. Opening dhbi wintee,
?WGHMHMH‘W';“
amtpost in Aaks, il $0-scre property on
e sowthern cosst of Viemam will have
n I D0-posnmm histel a8 well s 50 resl-
dences, each 3,300 squure foed. The ipoe
provider sary secems 1o such bisorle sleen
#i the encient city of Hee and the part
of Hal An, Opening in 3010,

VICERDY MAYAKOBA On Mexicohs
Piviera Maya, near the city of Playa del
Carman, the reicrt will feature 164
willss snd resbdenced, s Greg Morman
golf coune, ad water mxl service o the
beach along lagoan chinneli. Opening
winger 3009,

VICERDY SHOWMASS Part of the new

role. " To be honest with you, it makes mie &
lirtle uncomfortable,” he sayvs. “['m not cut
there generating a lot of press for myself.
I'm interested in growing our company.

ri his personal life Kornen rics to maintin
a seae of mormakey and routine, geiting
home by 7 my. every day he’s not mavel-
ing to have dinner with his wife and cheir
young boys, Ofiver, five, and Eliott, four, (A
recent office move added 1en minutes 1o his
commate, of which Korzen says, ¥ abso-

hutely hate.”) When he and Weargler travel
together, @ they &d recently 1o Banghkok,
they bring the kids along. He mkes them o
school at beast twice a week. Sdll, if there &
anything Korzen would like to work on, it

know the staff at all levels of his properties.
During this visit to the Tides, he grees
every bellhop and construction worker. He
is casually friendly with his senior staff but
at times brutally direce when aking, for
example, why there are gaps at the borom
of the doors of the rooms off the elevator.
“He's very demanding about doing things
right and doing things well,” Fernandes says.
*He's very much a perfectionist. He wants
to emure that every detall b thought of”

A Chicago native, Korzen graduated
from the University of [llinois at Urbana-
Chamipaign and went on to earn a law
degree from the Universicy of Miami. In
the ninetier he started renovating apart-
ments in places like Florida and California,
Then he bought the Avalon Hotel in
Beverly Hills and got the hotel bug, despate
having no experience in the indusry. *I
didn’t know what | didn’t knew" he wnva

Eorzen did know that e wanted to emu-
late “old-school luxury”™ with his new prop-
erties while recognizing that such history
can’t really be rephicated. “You're not going
to create another Beverly Hills Hotel™ he
says. “But everything else is achievable.”

Whether this instinctive, hands-on
approach 5 ultimately enough to make
Kaorzen rise above the pack remains to be
seen. As with any rapid expansion, there
is always the danger of diluting the brand.
"It makes sense as long as the company
docint get too big” says William C.
Marks, 3 managing director and senior
research analyst at JMP Securities who
tracks the hotel and resorts industry.

At this point Korzen appeans o be
too fired up to dow down anytime soon.
He relishes hurdles, such s transforming
3 cramped space off the lobby into an
intimate space for 3 nightcap anmd, more
generally, making s historic hotel bike the
Tides—with the accompanying preserva-
von resrictions—icel fresh again. “1 hke
iaking potentially difficult locations and
making them work” he says. “The blank
canvas s pretry exciting.” »

Rooumr ait Tides Seuth Beach botel are $655 10
57,300 a wipht fridessonribeach, com),




