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HÔTEL  PLAZA  ATHÉNÉE  NEW YORK 
(plaza-athenee.com) is steps from some of the 
city’s most revered attractions, including Central 
Park, Museum Mile, and Madison Avenue shop-
ping. This luxury boutique hotel has been the 
home-away-from-home for sophisticated travel-
ers from around the world for over two decades. 
Owned by the TCC Group of Thailand, it is a 
member of The Leading Hotels of the World.

Hôtel Plaza Athénée New York features 
143 guestrooms, including 26 suites. Dressed 
in color schemes of either apricot or gray pin-
stripe, these spaces have been lovingly re-
stored in the grand tradition of their French 
heritage, each showcasing French-inspired 
furnishings upholstered in sumptuous velve-
teen, comfortable seating arrangements, 
marble bathrooms, and  comp l imen t a r y 
Wi-Fi Internet access. Beautiful embroidered 
Italian duvets adorn each ultra-plush bed, and 
other exceptional personal touches include 
18th-century French artwork and trademark 
Garnier wall clocks. 

The hotel’s 26 suites each display their own 
individual décor and unique ambiance. While one 
suite features stunning Art Deco design elements 
with lush plum-colored furnishings, another shows 
off a Thai-inspired sensibility through bright white 
louvered paneled walls with a Plantation Shutter 
pattern. Their two duplex penthouses on the 16th 
and 17th fl oors each feature a solarium and large 

outdoor terrace. Eight 
of their other suites of-
fer front-facing outdoor 
terraces and atriums, 
and all feature separate 
bedrooms and living 
areas.

Diners will enjoy 
the on-site food and 
beverage offerings, in-
cluding the intimate 
Bar Seine, known for 
its eclectic décor of rich 
velvets, animal print fab-
rics, and leather fl oors. 
It offers sophisticated 
cocktails, an extensive 
curated wine and cham-
pagne list, along with a 
refined afternoon tea 
and light fare. 

In  add i t i on ,  Arabelle at Hôtel Plaza 
Athénée, provides gracious service and a sociable 
ambiance for breakfast, lunch, or dinner. With a 
storied history as the Chateau Henry IV restaurant 
during its Alrae days, and again in the 1980s as 
Le Regence, the space today is equally captivat-
ing. Reminiscent of an aristocratic residence with 
a longstanding staff, Arabelle’s meals are served 
on delicate bone China and accompanied by silver 
serving dishes, to the delight of all who appreci-

ate modern American cuisine. 
Arabelle is fast becoming one 
of the hottest power break-
fast locations in Manhattan.

Those eager for some 
downtime will appreci-
ate having access to Spa 
Valmont. With a strong 
Swiss heritage, this elite 
V35 Spa embodies the ul-
timate in luxury, with four 
Asian-inspired treatment 
suites, each featuring a 
private bathroom, steam 
shower, and relaxation 
area. All treatments use 
the scientifi cally advanced 
Spa Valmont product line, 
and begin with tea and 
a compl imenta ry  foo t 
bath and massage. The 

spa carries the complete makeup collection 
by preeminent artist Kevyn Aucoin and offers 
makeup application, manicure, pedicure, and 
hair blowout services.

Additionally, catered affairs at Hôtel Plaza 
Athénée New York are held to the absolute highest 
of standards. Their expert culinary team prepares 
every plate using the freshest ingredients available 
to the Upper East Side, including organic and lo-
cally sourced options from around the city. This 
meticulous attention to detail continues even as 
meals are discreetly delivered to meeting rooms 
and placed before guests.

From elaborate wedding reception banquets 
to simple mid-morning coffee breaks, Hôtel 
Plaza Athénée New York can curate a thought-
ful catering menu tailored according to a visitor’s 
exact preferences.•

Hôtel Plaza Athénée New York

Clockwise from above: Penthouse bedroom; Penthouse marble bath; Arabelle Restaurant
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EDITORS’ NOTE In addition to his 
current post, Gerard Longo remains 
a Principal of Madison Estates. 
Longo began his real estate career 
at 18 years of age while attend-
ing college. He graduated from 
Kingsborough Community College 
and continued his education at 
Baruch College.

COMPANY BRIEF Mettle Property 
Group (mettlepropertygroup.com) 
has positioned itself as one of New 
York City’s foremost boutique real 
estate investment and development companies. 
Mettle is the spin-off to the development divi-
sion of the long-established Madison Estates, 
founded in 1953. Mettle is prominent in the 
preservation of historic architecture, restoring 
and utilizing original building materials, 
as well as developing ground-up construction 
in context with their historic neighborhood. 
Working in tandem with the industry’s top 
designers and architects, Mettle’s executive 
team is recognized for their hands-on meth-
odology and meticulous attention to detail. 
In addition, Mettle’s body of work encom-
passes contemporary designs with a thought-
ful approach to their environment. Having 
a broad range of expertise including equity 
placement, construction, design, asset man-
agement, branding, and marketing, Mettle 
captures opportunities in various categories 
such as residential, commercial, and hospital-
ity. Although Mettle has interests nationally, 
its primary focus remains on the Manhattan, 
Brooklyn, Queens, and South Florida markets.

Would you discuss the history and heritage 
of Mettle Property Group?

Mettle Property Group is the spinoff of 
the development division of Madison Estates 
and Properties, which we’ve run since we 
acquired it in 1992. It was a brokerage com-
pany established in 1953, and the develop-
ment division was born within that company. 

A year or two ago, we realized that 
we needed to bifurcate the brands because 
there was  some confus ion wi th in  the 
industry over whether we were a broker or 
developer. Given that we have been devel-
oping since the mid-90s, we’re not just a 
broker that now wants to develop; we are 
developers.

We decided it was the right 
time to spin it off completely and 
c rea te  Me t t l e  P rope r t y  Group , 
which is strictly development. All 
of the executive staff from Madison 
Estates and its development division 
have moved over to Mettle Property 
Group.

Prior to 2016, most of the proj-
ects were done under Madison Estates, 
but listed on Mettle Property Group’s 
website.

Spinning it off was really about 
giving it a separate identity and alle-

viating any industry confusion that might have 
existed.

What type of developments are the 
focus for Mettle?

If I had to defi ne ourselves, I’d say we’re 
more of an intimate boutique development 
company. We have two divisions: within Mettle, 
there is the under $10-million division, and that 
would be handling things like small condos that 
are four to six units or three-family homes. 
Then we have the $10-million-plus division, 
which will handle developments up to $250 
million. In this category, we also have a hos-
pitality piece. We recently were approved to 
handle a dual-brand Long Island City Hilton 
property where we’re putting up a Homewood 
Suites and Hampton Inn. The plan is to make 
it a 300-key hotel with roughly 18,000 feet of 
commercial retail space.

We are also developing 70 Henry Street, 
which is a landmark building in the his-
toric neighborhood of Brooklyn Heights. It’s 
comprised of six very unique luxury apart-
ments, which we just launched sales for a 
few months ago. We’re up to the roof in that 
project and our anticipated completion date 
will be Spring 2018. That will likely be a 
$35-million sellout. 

We’ re a l so inves ted in Miami and 
recently made an acquisition with partners 
of a unit on 90th and Collins Avenue in the 
Surf Side section – it’s a luxury condo right 
on the beach.

The company itself plays many roles. 
We have investors, we run a fund internally 
for our own use, and we also will sometimes 
take equity positions in other jobs or via other 
developments. In some cases, we will be the 
full developer and, in others, we might joint 
venture.

Since we’re smaller than some other 
developers, we’re nimble and have the agility 
to pivot and make changes as we see fi t. We 
are very focused on the old-school aspects of 
development.

We are primarily using our own money, so 
it makes us very cautious in terms of how we 
move forward. We are developing across the 
board, and we always have to remain conscious 
of market changes.

Is the Mettle brand important when 
it comes to awareness and understand-
ing for your projects or is it more critical 
to promote the individual development 
names?

It’s more about the developments. Prior 
to 2008, it was less important for me to do 
interviews like this or to have a brand on the 
building because the building was the primary 
focus. 

Then the 2008 recession hit, and the lend-
ers on all of my projects said that I had to step 
in front of this and make them aware that we’re 
not just one-off developers. We’ve developed 
more than 40 midrise buildings and have been 
doing this for 20-plus years, and we need to 
make this clear.

That’s when I became aware of how impor-
tant branding is for me. I was in the process 
of doing multiple jobs and projects in TriBeCa 
from 2007 to 2009, and then the funding just 
stopped. The only way to get ahead of this was 
to make people aware of whom they were buy-
ing the property from.

At that time, the brand awareness was 
growing since I was doing interviews and mak-
ing our position clear while meeting with poten-
tial unit owners. Not all deals closed and we 
were nervous at times, but we were still able to 
turn a profi t for our investors.

In 2011/2012, I started toying with the idea 
of change, but Madison Estates was such an 
established name that I initially was resistant to 
it. In time, I realized consumers wanted to make 
sure that what they were buying was not from 
a fi rst-time developer in order to feel confi dent 
about the project.

We feel the word “mettle” defines us – 
in the face of adversity, we continue to 
move forward, and we never give up on 
what is in front of us. We always make sure 
the property and project has been done 
with integrity and that, in turn, makes us 
more profitable.•

Gerard Longo

Historic 
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