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Theme parks that make fiction edible; minibars that reflect  

a hotel’s ethos; cruise cooking classes that challenge and enrich.  

Our editors explore gastronomical immersion. 
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Known for a high-end and high-style approach to din-
ing and nightlife, Gerber Group is the mastermind 
behind buzzed-about hotel venues like Mr. Purple at 
the Hotel Indigo Lower East Side in New York and the 
12 Stories Bar at the InterContinental Hotel in Wash-
ington. It recently unveiled three outlets at the TWA 
Hotel at New York JFK. As part of our biannual Focus 
on Culinary Travel issue, senior editor Christina Jelski 
talked with Gerber Group CEO Scott Gerber about 
what’s next on the food and beverage horizon. 

Q: It seems that a major part of your success in the 
hospitality space has hinged on creating food and 
beverage venues that are not just for hotel guests 
but also cater to locals. Why has this become such 
a key part of your secret sauce?
A: Our business premise is that we want to cre-

ate bars that are going to be a great amenity to the 

hotel. So when you’re looking to stay in a hotel in 

D.C., we want you to choose the InterCon because 

of 12 Stories. And what do I mean by that? Basi-

cally, we understand that when you’re visiting D.C., 

you want to mix with some local people. So we 

build our business around the locals and typically 

like to see around 60% of our business be local. 

Another part of our secret sauce is that we don’t 

charge “hotel pricing.” For instance, if you come to 

our place and have a hamburger, I’m not going to 

say it’s not going to be somewhat expensive, but 

at the same time, we don’t jack up the price to 

the point where you’d only pay that if you’re 

staying at that hotel. Whatever the street 

pricing is, that’s what we have. So if 

you’re a local, you’re going to come 

to our place just like you would any 

other place, because the pricing 

makes sense. 

Q: How is the bar and restaurant in-
dustry evolving, and what are some 
of the challenges it is facing?
A: One of our biggest concerns is the 

fact that wages are going up every 

year. And at a certain point, you 

really can’t pass along 

those wages in the form of higher prices. At some 

point people are going to say, “I’m not spending 

$15 on a beer.” But what’s the alternative? The 

alternative to that is that you hire fewer people. 

But that’s an unfortunate result. I’ve heard about 

people using robots to make drinks, but we’re not 

going anywhere near that. 

Another thing that we’re keeping an eye on is the 

legalization of weed. As legalization spreads, how 

many people are going to be getting high before 

they go to a bar? And then, instead of having three 

or four drinks, will they just order one drink and 

sip it because they’re already high? On the other 

side of the coin, will I be selling more food instead? 

Nobody really has an idea yet of how this is going 

to impact our business. 

Q: How does Gerber Group keep up with cocktail 
trends and an ever-evolving consumer palate? 
A: I think specialty cocktails have always been in-

teresting. But I don’t want to be in the business 

where it takes my bartender 15 minutes to make 

you a cocktail. And if you like to drink tequila and 

the bartender feels like a certain cocktail should 

only be made with gin or something, well, we’re 

not into that. I want to give you what you want. 

We’ve always used fresh ingredients, and we’re al-

ways going to do that. I think the only thing that 

we adapt around is the fact that there are certain 

spirits that people may gravitate toward a little bit. 

So, for instance, a lot of people are really 

into mezcal these days, so obviously, 

we make sure we have cocktails with 

mezcal. 

But honestly, we’re not into trendy 

things. We want to be aware of 

trends, but our business model is 

based upon having bars that can be 

around for 10, 15, 20 years. At the end 

of the day, I can’t make my Heineken 

taste different than anyone else’s, but 

what I can do is make sure that when 

you’re drinking that Heineken, you’re 

having a great experience and that 

you remember it.
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