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André Balaes Propertics

EDITORS' NOTE Asdr Barlaizs siied-
feed Brimanitios at Cornell University
and obtained a masters degree i a
Joirnd forereneilism and business firo- |
greve el Coftenirial Uniiversity, While
inr sobwwal, be bnnnncbed several news-
Peipers anad magazines, After a stint
s et politiced consaltant, be fournded
a Blotech compeany with bis fatber,
an fritersationally renowned sclen-
tist. After a decade of investing in
nightcinbs and restauranis, e be-
came a developer ad botelier with
the 199K} acquizition of the staried
Cheateerss Maarnronl, Anled Berlozs wes a finenading
trustee of the New Yok Acadermy of An, bas sevveef
ot 1 Boctrls of the New Yok Prllic Theatre and
the Wilfaonicn-FI1 Musenm, aned s the recipient
of ther Coyfiesr-Flennint National Design Museson
Desifgn Patron Awerd.

Arpeding Heriye s

COMPANY BRIEF André Balazs Properties
{orww el rebalassfrropentios.com ) omns seven
bedtels fne Newr Yook, Migmi, amd Los Angeles, in-
clucing Chatean Marmont, The Mercer,
Sunzel Beach, and The Standard botels
(e stancdardbotets. com ). The four Sandard
bodels are located fn Dowsptoren Los Angeles
aned Hallywood, Califormia, Miami, Florida,
aned New York City's recently opened prof-
erly in Manbattan’s Meatpacking IDNstrict
Angdrd Balazs” restdential projects incliude One
Kenimare Sguare and the 40 Mercer Residences
in Sobo, as well as the William Beaver House in
Newr Yorks Financiol District.

When you look at these past 24 months,
how much of an impact did you see on hos-
pitality and were you surprised at how deep
the impact was on the hotel business?

We're in Miami, Los Angeles, and New
York, and each market is different.

Speaking just of New York, we have been
forunate because we operatesd on two market
thers: one at the top end with The Mercer, and
the other at the mid-tier or affordable pricing
with The Standard. In both cases, the propentices
are 50 distinet that they're ouperdforming their
comp set for different reasons.

AL The Mercer level, we have sophisticaied
trveders for whom the financial downturm is not
an issue, We saw this after 9711 notwithstand-
img the fact that we're In a downiown prop-
ery and that tourism more or less dried up,
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An Interview with André Balazs,

even in those circumstances, because
of the unigque nature of its follow-
ing, we were vinually immune 1o any
downturn.

At The Sundard level in Mew
York, we have a quality product and
goodd pricing, We've always aken care
tey build value into the brand, so we've
NEVer pl‘;u.'l:iu.'d 1.-;l;|'|||:|i.1:|li1.'l_- Qr oppr-
unistic pricing.

Many who think of boutique
hotels think of great bars and life-
style with small rooms, but you
have built things differently. Is
it well understood that there is more 1o
your boutique hotel concept?

The boutique hotel phrase is greatly over-
used these days, Steve Rubell and Tan Schrager
came up with that idea and it was clever, if
you understand it in the context of depanment
SIOFER VTSl |'n-cr|,|li|;||.u.'su.

In merchandising terms, the concept of a
bBoutigque is that it's a select limited offering, but
highly focused. 5o you shop in a boutigue be-
cause the owner has preselected ilems - you
can’t get everything, but if vou are a client look-
ing for that selecion, s ideal

As long as the boutique phrase is wsed ox-
actly as iv's meant o be used in retail, then 1 makes
sense, boecause it doesn't imply bess or mone = it
imiplies 2 highly selecied, highly focused offering,

So you can have a high-end boutigque or a
lovwe=encd boutigques; it's just an offering with a very
strong point of view, and by definition, a strong
point of view is exclusionary as well. It will not
appeal by design to a broad number of people.

When you created The Standard in the
Meatpacking District, the area was not then
what is has become today. Has the develop-
ment in the area been what you expected?

This is the founh Standard = we have twao
in Los Angebes and one in Miami, and that brand
has had a srong following,

Three vears ago, the Meatpacking area was
perceived as largely marginalized and becoming
a mightlife ghetto in the city.

The Standard is a product with a o of
depth and offering to it and it's very New York,
unlike some of the other propenies in that im-
mediate vicinity. The High Line is itself a desti-
nation that has opened up the area.

The Standand being an authentic New York
hoes]l had 2 lot e do with it being embrced by
Mew Yorkers and, therefore, in that whole area,

the slide into a nightlife-only largely out-of-
towners ghetto halied and the area camd back

How broad can The Standard brand be-
come and do yvou want to limit the number
of propertics?

When it stared ourt, 1 envisioned i would
be a more vouthful brand, and as it tums out,
there is no way to categorize the age, We live
ina time where both age and the pocketbook
don't define what vou want 1o consume.

For example, The Standard has a bt of cul-
il content, We embrace anisis = it's pan of
the experience of being at The Standard. The
consumers are not young or old = they ane bud-
et conscious, 5o there is no limit to it

Our current objective is 1o move into Key
overseas gateway cities and one or two very ac-
tive sports-related resort-ivpe aneas,

You have also had strong impact on the
residential side. Is that a growing area for you?

W like it, especially in conjunction with
hestel amd hoted services Because for the mew ur-
hanite whio is intemational, moves around, and is
ilv in oo or three cities an a dme, the idea of
having a service depanment is very compedling,

The hotel life as we generally define
it — one of hot and cold unning service, maids,
room service — s a compelling adjunct 1o mod-
ern life. And having an apanment that delivers
than is extremely compelling,

We got into the business shortly afier
911, almost by default - convering some
hotel projects to residential for financing rea-
soms, But it has been very successful in every
end of the market, whether ivs the wp end
correlating to our luxury hotels or the mid-
priced correlating to The Standard.

As the business has grown, has it been
challenging to give up some of the control?

s et hard at all o give up comrol, The
point is o build an organization where other
people are tained and have similar passions,

I spend most of my time on development
and marketing. Because of the unigue nature of
our concept, marketing encompasses the expe-
rence of the hotel,

The issue for me and our op executives is
ving o maintain the wone, Usually, the wone is
defined by attemtiveness wo the details, There ane
many ways 1o do things as long as they'ne done
with attention e detail. &
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