
E D I T O R S ’  N O T E  G e o r g e 
Filopoulos is the owner and presi-
dent of Metrovest Equities, Inc., a 
firm that specializes in complex 
real estate restructurings, invest-
ments, and development. Since 
1996, Filopoulos has been involved 
in projects and transactions with 
an aggregate cost in excess of 
$1 bl l ion.  In 2013, Metrovest 
launched i ts  hospi tal i ty  divi-
sion and purchased the control-
ling interest in Gurney’s Montauk 
Resort & Seawater Spa. Having led 
Gurney’s through three phases of renovations 
and rebranding, he has subsequently acquired 
the neighboring resort and has embarked on 
the redevelopment and sale of “The Residences 
at Gurney’s.” 

PROPERTY BRIEF Situated on Montauk’s 
most  pris t ine s tr etch of  oceanfront r eal 
estate, Gurney’s (gurneysmontauk.com) is a 
Hamptons icon and the only year-round 
resort in Montauk. Providing guests with direct 
access to a 2,000-foot private sand beach, 
Gurney’s features 146 rooms, suites, and 
beachfront cottages, all delivering dramatic 
ocean views. With five unique dining and 
drinking venues, Gurney’s presents an array 
of food and beverage options, from elegant 
seasonal cuisine to casual fare to craft cock-
tails. Gurney’s also offers over 7,000 square 
feet of meeting and banquet space, for host-
ing a wide range of business and social events. 
Their acclaimed spa is renowned for its heal-
ing treatments and ocean-fed seawater pool, 
the only pool of its kind in North America. All 
the venues at Gurney’s enjoy spectacular views 
of the Atlantic, but none more so than The 
Beach Club, which provides the only beach-
front food and beverage service experience in 
the Hamptons.

Where does Gurney’s stand today and are 
there changes on the horizon?

This is Gurney’s 90th anniversary. The 
original building on the property was built 
in 1926.

During its renovation, we discovered 
seaweed in the ceiling that was used as insu-
lation 90 years ago. We found it very interest-
ing that someone had left it there over past 
renovations.

Gurney’s is the second-largest 
employer here and the largest com-
bined taxpayer in the Hamptons. 
We employ over 400 people dur-
ing the summer and 200 on average 
year-round.

We bought the property in June 
2013. At the time we acquired it, the 
property had an ADR of $190 and 
did 46 percent occupancy. After 
three phases of renovations and our 
repositioning of the property, we 
now have an ADR of $650 a night 
and 64 percent occupancy. We have 

a hotel that has probably among the highest 
RevPARs in the country. 

It’s been received well. The renova-
tions we have done have been extensive. 
This involved three phases and $20 million in 
capital improvements and rebranding of the 
property. 

Will you talk about the year-round 
focus and what you want your guests to 
know about other times of year they might 
not think to visit?

Gurney’s is a bit different throughout 
the year. During the summer, from Memorial 
to Labor Day, we will do anywhere between 
90 percent occupancy in June to 98 percent 
occupancy in August.

The beach is one of the nicest in the 
world – we have 2,000 feet of private beach 
now and all the amenities and services that 
one would expect at a world-class resort, so 
people are anxious to be there during that 
time.

However, as we stretch the season, 
our occupancy is still very strong. We have 
become a major wedding destination, and 
weddings start as early as April and go 
through November.

Our group business is an area we’re very 
focused on and pleased with. The ability to 
attract Fortune 500 companies for group out-
ings has been key for us. 

The wellness spin we’ve developed has 
also worked well. It teams with the natural 
geography of the area. 

Montauk has changed over the past 
decade – there are a lot more second and 
third home owners. Our restaurant, Scarpetta, 
is open year-round and, although people are 
often surprised to discover this, we do very 
well.

We also have Thanksgiving and fam-
ily reunion events, and in December, we do 
holiday parties and retreats. 

January is wellness month and we part-
ner with wellness groups as people are trying 
to get an early start on being healthy. March 
is generally a quiet time so we use this time 
to clean and get organized. That is our only 
slow period.

Would you touch on your vision 
around the creation of the Residences and 
what they will offer? 

Gurney’s had 10 acres on the ocean with 
roughly 109 rooms, a 30,000 foot spa, and 
800 seats of dining. It was kind of a strange 
composition for a property – one would think 
there would be more rooms.

The property next store was called 
Panoramic View. It was similar in size with 
almost 10 acres and another 1,000 feet of beach. 
It was a hotel built originally in the 1950s that 
had been added to. The former developer con-
verted two of the hotel buildings by combining 
hotel rooms to create a total of 20 villas ranging 
from two to five bedrooms.

In addition, there were three other hotel 
buildings and four oceanfront cottages, which 
were operated as a hotel.

We saw a great opportunity to expand 
Gurney’s footprint and have an ownership com-
ponent there. We felt we could marry the ameni-
ties and services we provide, which never existed 
when the homes were originally sold in 2008, and 
provide extra keys that we desperately needed 
because our demand for rooms is now year-round.

The homes went on the market Memorial 
Day weekend of 2016 and at the same time, we 
renovated additional hotel rooms so we could 
open them by the second week of May for a large 
group. It was a very advanced type of renova-
tion but it went really well and has been a great 
start for that phase. The Residences are comprised 
of four two-bedroom, three three-bedroom, four 
four-bedroom, and one five-bedroom properties, 
ranging from 2,000 to 5,000 square feet. The 
design blends iconic Hamptons-style seaside cot-
tages with modern interiors. Owners have access 
to Gurney’s lifestyle and amenities, where abso-
lutely everything is taken care of, including butler 
service, dedicated owners’ beach cabanas, home 
maintenance, water-sport equipment storage, and 
access to Gurney’s restaurants, seawater spa and 
pool, beach nannies, wellness retreats and fitness 
classes, and entertainment.•

George Filopoulos

Expanding 
Gurney’s 
Footprint
An Interview with George Filopoulos, 

Founding Principal, Metrovest Equities Inc. Gurney’s seawater pool and spa (left); Gurney’s at sunset (above)

EDITORS’ NOTE Andrew Zotoff 
has held his current post since 
July 2013. Prior to this, he was 
General Manager for Fairmont 
Hotel Vancouver and Fairmont 
Hotel Chicago. 

PROPERTY BRIEF The legendary 
Hotel del Coronado (hoteldel.com) 
is located on 28 oceanfront acres 
on Coronado Is land. Buil t  in 
1888 and designated a National 
Historic Landmark in 1977, Hotel 
del Coronado is an American trea-
sure with over 128 years of stories to tell. Rated 
one of the top 10 hotels in the world by USA 
Today, The Del continues to maintain its rich 
history while offering contemporary con-
veniences such as unique beachfront dining 
experiences, an award-winning spa, upscale 
shopping, a variety of recreational activities, 
and the luxurious cottages and villas at Beach 
Village at The Del.

With ownership that continues to invest 
in the property, how do you find the bal-
ance between being relevant today while 
making sure the history and heritage of 
the property is maintained?

Being retro and historic is really cool, but 
having a perception of being old is not. There 
is a very fine line in between.

Our owners invested a lot of money 
during a room renovation on our Victorian 
building a few years ago, and they did an 
excellent job. The bed frame has a 1960s feel, 
with a modernized nightstand for function. It 
has a complete retro feel but maintains a his-
toric and rich look.

In 2017, we’re renovating the guest-room 
corridors. We hired a designer who came up 
with paintings of beach umbrellas with stripes 
on them, similar to what one would have seen 
in the 1950s. The carpet will give a feeling of 
being on sand, so when guests walk down 
the hallway, they will feel as if they are on 
the beach.

Another example is our hotel car, a four-
door red Porsche. It’s a very classy car that 
crosses generations, but there is also an edge 
to it. VIP customers are very impressed when 
we pick them up at the airport in that car. 
We’re working hard to make these points of 
conversation.

In addition to making things 
clean and current, it’s also about our 
offerings. Spinning is really trendy 
right now so we came up with Beach 
Spin, where we have spin bikes and 
a state-of-the-art sound system using 
Beats by Dre headphones. It’s really 
about listening to today’s customer 
and giving them what they want in 
order to stay fit, but doing it in The 
Del way.

We also introduced Mermaid 
Fi tness in summer 2016, where 
guests put on mermaid tails in the 

pool and go through an exercise routine set to 
music. The class was sold out several weeks 
in advance for the entire summer, and we’ve 
decided to offer it year-round because of its 
tremendous success.

How do you offer technology to the 
guests who want it but make sure that you 
don’t lose that personal touch?

When it comes to hotels, technology is 
a very important component but it’s still a 
hospitality business and a people business. 
People still go to the front desk and check-
in, but we also have a technology option that 
allows us to communicate with customers via 
text message if they choose.

Once we find out what their interests are, 
we send out offerings via that channel. With 
the spa, for example, we text customers about 
last-minute openings where they can receive 
a discount. People react very positively to 
this, as it is tailored to them.

We can balance both well by using tech-
nology for convenience, without losing the 
human touch.

Technology is the minimum expectation 
but people still want the human connection. 
It’s powerful to have both.

Where are the key markets for the 
property and how global is your focus 
when it comes to driving business?

We look in two major market segmenta-
tions: we have our leisure customer and our 
group customer.

With the leisure customer, we see it as 
three different hotels: we look at our non-
ocean-view rooms, all premium ocean-view 
rooms, and our rooms at Beach Village, which 
are our luxurious villas and cottages.

For all three subdivisions of the hotel, 
we target different markets. When it comes 

to mid- to high-level customers, we get much 
out of the drive-market area with people com-
ing out for the weekend.

The great thing with The Del is we are 
lucky because we are such a natural search 
term on the Internet. We don’t have to buy as 
many key words as branded hotels because so 
many people already look us up. That gives 
us tremendous exposure.

In the Asian and European markets, we 
work wholesalers and travel agencies to go 
after specifically targeted markets. Many Asian 
and European customers come to California 
and plan a longer trip so we offer them a 
good value proposition to stay midweek.

On the Beach Village side, our aver-
age rate is $1,500 per night, which appeals 
to a very specific customer, so globally 
we’re going to target geographically and by 
income.

We have the most beautiful beach in 
America and people don’t always realize 
how stunning our beaches are in Coronado. 
Because we own part of the beach, we can 
offer full food and beverage on the sand, one 
of our distinct competitive advantages.

The other 65 percent of our business 
is corporate and incentive groups. We get 
groups worldwide from Asia, Europe, and the 
United States.

Groups are able to come 350 days per 
year non-seasonal, which is great for us when 
leisure business is slower.

These guests also fill the non-view rooms 
of the hotel because they are in meetings all 
day. This allows us to create compression for 
our leisure customer in our premium rooms. 
It’s a successful strategy for us to target those 
two major markets in different ways.

Did you know early on hospitality 
was where you wanted to be?

I started my career originally as a chef, 
but I really love this business. I love coming 
to the hotel and making people happy. I’m 
really passionate about it. I tend to get bored 
easily and this is an industry where one con-
stantly gets to experience new and different 
things.

I also believe that if someone likes what 
they do, they are really good at it. Many peo-
ple do work because it pays well or it’s some-
thing they fell into, and some of those people 
would rather do something else. I’m lucky as 
I get to do what I really love.•

Andre Zotoff

The Del 
Way

An Interview with Andre Zotoff, 
Vice President and General Manager, 
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