
EDITORS’ NOTE Clay Andrews has 
held his current post since July 2014. 
Before this, he held the roles of General 
Manager/Vice President of Warner 
Center Marriott; General Manager of 
Hotel ZaZa, Davison Hotel Company, 
Hilton Pasadena, and Renaissance 
Agoura Hills Hotel; General Manager 
and Food & Beverage for Wyndham 
International; Regional Director 
of Food & Beverage for Wyndham 
Hotel at Los Angeles Airport; Director 
of Meeting Services for Wyndham 
Aruba Beach Resort and Casino; and 
Director of Outlets at Wyndham Hotel-Plesanton 
Hilton.

P R O P E R T Y  B R I E F  H o t e l  F i g u e r o a 
( h o telfi gueroa.com) will be restored to its 1920s 
Spanish Colonial splendor in June 2017. There 
are 268 room and suites, all designed with com-
fortable elegance and in-room technology in 
mind for today’s modern traveler. With desti-
nation restaurants, a grand and expansive 
lobby, intimate mezzanine bar, and breath-
taking pool area, Hotel Figueroa stands at the 
center of Downtown LA’s vibrant arts scene, at-
tracting locals, foodies, artists, and all manner 
of creatives, as well as the discerning traveler. 
Hotel Figueroa is located across the street from 
LA Live, the Staples Center, and the Los Angeles 
Convention Center and is in close proximity to 
the Los Angeles Performing Arts Center, the 
Museum of Contemporary Art (MOCA), and The 
Broad museum.

Would you discuss the heritage of the 
property and the vision around its recent 
transformation? 

The hotel fi rst opened in 1926 and, at the 
time, it was one of the fi rst developments that 
was financed, developed, built, and run by 
women for women. The driving force behind 
the hotel was the YWCA. The hotel was basi-
cally a women’s business hotel; the top nine 
fl oors were women only and the bottom three 
fl oors were for women traveling with families. 
The fi rst general manager was also a woman. 
The hotel was a safe haven for traveling busi-
nesswomen. They did many gallery showings 
and supported the arts. 

When the current owners first saw the 
property, it was much different. It had Moroccan 
decor, but it had initially been built in beautiful 

Spanish Colonial architecture and the 
decor complemented that. Our owners 
decided to restore the building back to 
its Spanish Colonial roots. It’s more of 
a rebirth, but our design fi rm has done 
an amazing job. 

It’s really a hotel for creatives, 
for artists. The hotel is going to be 
surrounded by art. The owners are 
amassing an impressive art collection, 
and they are focusing on local artists, 
although it won’t be exclusively that.

Art will be the centerpiece here, 
and we’ll have an artist-in-residence 

program as well where we take young artists 
from around the world, put them up in the 
hotel, and give them studio space to create, 
and we can hopefully feature some of that 
work.

Is it hard to get that unique messaging 
out, and how can you get the loyal guests 
engaged in this? 

We have been teasing it through social 
media. Many of our former guests and fans of 
the hotel have embraced it. Others loved the 
Moroccan decor, but that decor wasn’t honest 
for downtown LA.

We’re part of Leading Hotels of the World, 
so the owners have invested quite a bit in mak-
ing this a beautiful hotel.

We’re not going to try to be a fl ashy brand. 
We want people to discover us organically. 
There will be PR but people will need to ex-
perience it. Just by virtue of being where we 
are located right next to the convention center, 
which is the new epicenter for downtown LA, 
it will be a busy hotel. We will have a lot of 
people coming through the door.

In terms of accommodation, how impor-
tant was it to invest in the suite offering?

It’s important. The luxury hotel sector has 
grown the most coming out of the recession, so 
we saw an opportunity there.

Previously, the hotels had six suites and 
we now have 63, seven of which are signature 
suites with a unique feature. A few of them lead 
out onto terraces that are sectioned off to be 
private. We can also do events on the terraces 
when the suites aren’t being used. Two of our 
signature suites overlook Figueroa Street.

We have one suite that is alone on the mez-
zanine level. It’s beautifully appointed. There is 
also a speakeasy private room that connects to 
the suite where one can entertain.

Many hoteliers in major cities talk 
about the challenges in food and beverage. 
What are your views on how to be success-
ful in that area?

It requires the right partnership. We 
have two restaurants and four bars. I have 
worked for branded and independent hotels, 
and the independent hotels understand F&B 
better. As an independent hotel located in 
downtown LA where the food scene is blos-
soming, we found an F&B partner in Apicii. 
They brought in Casey Lane, who is our chef 
partner – he also has a restaurant in Venice, 
California called The Tasting Kitchen. He 
just opened another restaurant in New York 
City called Casa Apicii. He is going to do a 
Basque cuisine for our signature restaurant 
Breva, as well as handling the cuisine for the 
restaurant by the pool, which will be more 
Mediterranean.

For our bar offering, we were able to get 
Dushan Zaric, who is the founder of Employees 
Only and Macao Trading Company. We will 
have a bar in the lobby and two bars by the 
pool, but his pride and joy is our Bar Alta, on 
the mezzanine level, which will be exclusive 
for hotel guests and reservations only. It’s only 
28 seats, and we’re building a cocktail lounge. 
There will be no menus, and they will make 
bespoke cocktails.

How far have you gone with guest 
technology and how important is it to offer 
while not losing the personal touch? 

We have invested a lot in training. We 
have the Leading Hotel standards that we 
have to adhere to, and we’re also work-
ing with Freeman Hospitality, who works 
with our managers to shape our job descrip-
tions and standards. Our managers are really 
strong. We have taken the best of the best 
from around LA.

Every day, we talk about how service 
and technology plays a part in that. We’ve 
invested heavily in it, including in our energy 
management systems, to make sure we’re 
green – we’re going to be LEED and Green 
Seal certifi ed, which is very hard to do with 
a 91-year-old building. We’re investing in in-
room guest technology just to make things 
more effi cient and make communication eas-
ier for our guests; there is also a phone and 
an iPad in every room for guests’ communi-
cations. We are making sure we’re covered in 
each area.•
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EDITORS’ NOTE Kanvar Singh 
has held his current post since 
September 2016. He began his 
career with the Dream Hotel Group 
as a front desk agent at The Time 
New York in 2002. He quickly rose 
to become one of the youngest 
GMs in the city at the Night Hotel 
in 2008. Under his leadership, The 
Night was voted “the sexiest hotel in 
America” by TripAdvisor and won 
service awards from Booking.com, 
TripAdvisor, and Agoda. He then 
returned to The Time as General 
Manager in 2010, managing both The Time 
and Night properties for over a year. Singh is a 
graduate of Baruch College and of the General 
Managers Program from the Cornell School of 
Hotel Administration.

COMPANY BRIEF Time Hotels (thetimehotels.com) 
are destinations for the creative set, for a new 
breed of traveler seeking progressively designed 
living spaces, interactive social areas, and 
dining that balances upscale refi nement with 
touches of cool. The overall result is a unique 
sense of existence that isn’t readily appar-
ent, but rather uncovered slowly as the clock’s 
hands move round and round. Their destina-
tion properties include The Time New York and 
The Time Nyack.

Would you provide an overview of Time 
Hotels and how you defi ne the essence of 
the Time brand?

In this fast-paced world, time is the ulti-
mate luxury. Our goal at Time Hotels is to both 
suspend time, as a boutique hideaway from 
the daily hustle and bustle, and save time with 
our thoughtful, tech-savvy design and bespoke 
hospitality.

Are there certain characteristics that 
each Time Hotel possesses or are the hotels 
customized to local communities?

Each Time property has a distinct person-
ality curated from its environment. What brings 
Time together is our focus on design and mo-
ments of surprise for our guests. We combine 
the warmth and thoughtfulness of old-school 
service with the technological effi ciency our 
modern consumer has come to enjoy.

StayNTouch mobile check-in allows our 
Guests Service Agents to perform a full check 
in, from swiping credit cards to making room 

keys, anywhere on site. No task is too 
small or too large for Amazon Alexa, 
located in each guest room. Alexa 
synchs with our maintenance soft-
ware and concierge desk to provide 
speedy service for any request. Our 
Samsung Smart TVs allow our guests 
to surf the Internet, watch Netfl ix, or 
order in-room dining with the click of 
a button. At Time Nyack, Tesla charg-
ing stations make it easy to stay green.

Time currently has two prop-
erties, one in New York City and 
one in Nyack, New York. Would 

you highlight these two properties?
The Time New York is our fl agship prop-

erty. Designed by architecture guru David 
Rockwell, the 193 rooms feature a neutral 
color palette and natural materials that are 
interspersed with contemporary touches and 
high-design elements. Our lobby, an airy oa-
sis where our guests can relax and unwind, 
features distinctive art pieces by up and com-
ing artists including: “A Million Times 72,” 
by Humans Since 1982 – Directly behind the 
front desk, this installation is comprised of 72 
independent clocks who’s hands move syn-
chronist ical ly to form abstract patterns, 
and each minute come together to reflect 
the updated time; “Random Flux,” by Marco 
Brambilla – A video art installation at the en-
trance of the hotel engages the guest with a 
dynamic display of New York City in a kalei-
doscope of colors and patterns; and various 
Pieces by Zack Seckler – With pieces located 
throughout the lobby, Seckler’s work depicts 
the surface of the earth through aerial abstract 
photography.

The Time Nyack, designed by the award-
winning fi rm Glenn & Co. Architecture, is a con-
verted factory building, then music studio. It has 
juxtaposed its original architectural features – 
soaring ceilings, exposed brick and pipe – with 
a rich color palette and whimsical details.

The Time Hotels also partners with luxury 
brands such as Maison Martin Margiela for bath 
robes and bath amenities, Frette for linens, 
Moroso for guest room chairs, and Equinox 
Fitness for a luxury gym and spa experience.

How do you describe the Time Hotels 
guest, and how broad is your target market?

With all of these unique amenities, The 
Time caters to high-end leisure travelers, fami-
lies, and corporate guests looking for a bespoke 

experience and elevated service. Over the past 
year, since our renovation has been completed, 
we have dramatically increased our share of 
corporate accounts, particularly from the worlds 
of fashion, fi nance, technology, and entertain-
ment. We project a continued growth in these 
types of accounts as we move forward.

You place a major emphasis on service 
standards. Would you discuss Time’s focus 
on employee training and providing per-
sonalized service?

I have received great support and guidance 
from Jay Stein, our CEO, and Rabinder Singh, 
our CFO, who give me the freedom to recruit 
managers from high-end luxury properties with 
a set focus on service. At the beginning of the 
renovation, we hired a new Director of Front 
Offi ce who was tasked with raising the level 
of service at the hotel. She and I spent a lot of 
time fi nding the right people who fi t with our 
concept and added value to the hospitality we 
were looking to provide.

We’ve created a Guest Relations Department 
whose sole job is to provide personalized hos-
pitality to our guests. They reach out to our 
guests before their visits, greet them personally 
upon arrival, and continue to follow up with 
them throughout their stay and even after their 
departure.

It’s of paramount importance that our team 
is always on the same page when it comes to 
our guests. We make sure that we are always 
noting everything about a guest’s stay, from a 
particular wine that the guest has enjoyed to 
any challenge they may have faced. The more 
information we have, the better we can delight 
that particular guest.

For our employees, it’s important to rec-
ognize what people do well and celebrate 
that, as well as understand how each person 
can improve. Providing individualized coach-
ing, in addition to setting clear standards, al-
lows our team to consistently perform at a 
high-service level.

As you look to the future, are there key 
markets that you are focused on to grow the 
Time brand?

In the U.S., we are predominately fo-
cused on major cities and some secondary cit-
ies. We have had interest expressed in Miami, 
Dallas, Austin, Philadelphia, and Boston, to 
name a few. We have also been exploring 
the European market, as well as Central and 
South America.•
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