
EDITORS’ NOTE A 25-year hos-
pitality industry veteran, Matthew 
Hurlburt began his career in 
California, initially at Woolley’s 
Petite Suites in Santa Ana and then 
the Hyatt Regency Long Beach. He 
moved to Dallas, working at Hyatt 
Regency DFW Airport, before mak-
ing his way to New York, where he 
worked at the Grand Hyatt New 
York. Hurlburt then headed to 
Washington, D.C. and, from 1998 
to 2012, held successive manage-
ment positions at the Hyatt Fair 
Lakes in Fairfax, Virginia; Hyatt Regency Crystal 
City in Arlington, Virginia; Hyatt Regency 
Washington on Capitol Hill; and Grand Hyatt 
Washington. In 2012, he joined Kimpton Hotels 
& Restaurants as General Manager of the Hotel 
Monaco Alexandria, and in 2013 was named 
Kimpton’s Area Director of Hotel Operations 
for the Mid-Atlantic Region, where he oversaw 
seven properties in Washington, D.C. totaling 
more than 1,100 keys and over 300 employees.

COMPANY BRIEF San Francisco-based 
Kimpton Hotels & Restaurants (kimptonhotels.com) 
is a collection of boutique hotels and chef-
driven restaurants in the U.S. founded in 1981 
by Bill Kimpton. Its hotels offer authentic and 
unscripted customer care, stylish ambience and 
embody a certain playfulness in its approach to 
programs and amenities. Adjacent to the hotels 
are locally-loved, top-rated, Kimpton restau-
rants. Kimpton is a leader in ecological prac-
tices through its innovative EarthCare program 
that spans all of its hotels and restaurants. The 
company operates 58 hotels and 67 restau-
rants, bars and lounges in 24 cities.

How do you defi ne the Kimpton brand?
One of the things we’re most proud of 

is that Kimpton is really the original bou-
tique brand. We were the fi rst company that 
made boutique an actual segment within the 
industry. We owe that to our founding owner, 
Bill Kimpton. He was a person who saw an 
opportunity to share with people what he had 
experienced in his own travels throughout 
the world staying in smaller boutique hotels 
that were often family-owned or run and that 
had a care and sensibility that reflected the 
local essence of the place he was visiting. It 
was not about being homogenous so that 

wherever you go, you’d get the exact 
same thing. It was the opposite of 
that. Instead, when you stayed in a 
city or in a hotel, you really got to 
experience that local place. That was 
what inspired him. 

We started with our fi rst hotel in 
San Francisco in 1981. At the time, he 
didn’t envision a global company at 
all. In fact, he didn’t want to empha-
size his name. In the early days, it 
was more about the individual names 
of the hotels without something 
attached. He wasn’t trying to take 

over the world. He was trying to share what 
he had found to be a great way to experience 
a hotel in a city in a place that you’re visiting, 
and we’ve grown from there. 

Will guests fi nd common characteris-
tics in each Kimpton property?

There are some things that we like to 
make consistent, only because we feel that 
they help define who we are. These are the 
little touches that make a guest feel welcome. 
For instance, we always have a music styling in 
our hotels and restaurants, but it is customized 
for each property. We actually have a person 
in our company whose job it is to help curate 
music lists for each space and each hotel so 
the music styling is customized for each prop-
erty, but the common element is always having 
music. 

How is Kimpton Muse Hotel posi-
tioned in the market?

One key aspect of the Kimpton Muse 
is its location. We are right in the heart of 
Times Square on 46th Street between 6th 
and 7th so on one side, you’re at Times 
Square, and at the other end of the block 
is Rockefeller Center and tons of large law 
firms and media companies and corporate 
giants. The property makes a very natural 
transition from corporate business travel 
during the week to the leisure traveler on 
weekends or holidays who want to experi-
ence Times Square. 

We try to position the property to be 
that home-away-from-home and an oasis for 
launching your trip to New York, no matter 
whether you’re there for business or for lei-
sure. We really focus on being knowledge-
able about New York so we can help people 
with restaurants or other activities in the 
city. We make sure we stay up to speed with 

what’s happening and with what people are 
looking for. 

The proper ty has a lso been going 
through some renovations that have been 
very beneficial. We just finished a large reno-
vation that created a brand-new fi tness center 
and business lounge. Those spaces are both 
designed to help our guests, whether they be 
there for business or just want to have some 
time to workout or focus on their health and 
well-being. The spaces came out beautifully 
and have been very well-accepted by our 
guests. 

We also have a new bar that we’re very 
proud of that we incorporated into our lobby 
space which allows people to relax in the 
lobby. It has been very successful. 

What advice do you offer young peo-
ple entering the hotel industry?

I tell them to make sure they take oppor-
tunities to work in different departments 
within the hotel. People sometimes gravi-
tate towards the front office and the front of 
house leadership positions because they’re 
in the limelight and they feel like they are 
on stage there and they can quickly move 
from position to position within that context. 
But they shouldn’t forsake the back of house 
departments like housekeeping. This gives 
them such a great experience from a man-
agement standpoint in working with employ-
ees and making sure they’re focused and that 
they’re supported and respected. Everyone 
needs to be treated fairly and consistently. 
This experience will push their management 
style in a different way. 

Another key for young managers is sales 
and revenue. As they grow more in their 
careers and need to deal with fi nancial pres-
sures and ownership groups, sales and reve-
nue becomes vastly more important because it 
sets the tone. If we don’t have a strong sales 
pipeline or manage our revenue correctly, then 
operations is going to suffer.

I tell young managers to take on as 
much as possible and to really ingrain them-
selves in whatever they have the opportunity 
to experience. Take advantage of any meet-
ings you can join and any connections you 
can make with folks in every department. 
This will give them a better background to 
understand the overall business and to be 
able to speak to and help drive the business 
should they become a GM.•
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EDITORS’ NOTE Deborah Yager 
Fleming joined Acqualina Resort 
& Spa in March 2004 after having 
served as Vice President, Sal es & 
Marketing at Island Outpost, where 
she managed marketing campaigns 
for 12 boutique hotels, including 
The Tides in Miami. She also gar-
nered valuable experience in New 
York at Leading Hotels of the World 
where she held senior manage-
ment positions and implemented 
the design of worldwide sales strat-
egies and innovative marketing 
programs.

PROPERTY BRIEF With a lushly landscaped 4.5-
acre backyard of seaside bliss, world-class res-
taurants, curated amenities and spacious rooms 
and suites all with balconies and water views, 
Acqualina Resort & Spa (acqualinaresort.com) is at 
the center of Miami’s Sunny Isles Beach provid-
ing an exclusive experience and an ultra-luxu-
rious beach lifestyle. As Florida’s only hotel of 
its kind, built open to the sea with no struc-
tural or visual barriers, Acqualina evokes a 
Mediterranean lifestyle just steps off the pris-
tine sand into the Atlantic. The lush grounds 
are dotted with umbrellas in the resort’s sig-
nature red color and lounge chairs punctu-
ate the blue and green hues of its natural 
surroundings. The property is the recipient of 
the coveted Forbes Five Star Award and the AAA 
Five Diamond Award. TripAdvisor named 
Acqualina as the Best Beachfront Resort in the 
U.S. for fi ve years in a row.

What have been the keys to Acqualina’s 
success?

It starts with employee happiness. To 
maximize the long-term value of the Acqualina 
brand, ensuring that our team members are 
happy is most critical to our success. We’ve 
done that by empowering the employees to 
create personalized experiences with our 
resort guests. This has resulted in a signifi cant 
amount of repeat business.

The importance of recognit ion and 
rewarding team members is such a founda-
tion in everything that we do here. One of the 
things I am most proud of is that we recently 
launched an app called “Together,” which is 
an employee engagement app. Approximately 
85 percent of the workforce is actively 

participating in it. It has been won-
derful to see the engagement that is 
taking place with sharing of news, 
photos and content. 

I take great pride in seeing our 
employees prepare and execute fi ve-
star services from a visual representa-
tion within the app. For example, 
we have housekeepers who are tak-
ing photos of their turndown expe-
riences and broadcasting them not 
only to their co-workers within the 
department to see, but for all of the 
Acqualina team members. We have 

425 team members involved in the app. It has 
created a spark where more people are posting 
and commenting and this brings a great sense 
of pride and inspiration. 

How do you define the elements to 
providing a true luxury hotel experience?

It’s about personalization, because what 
could be appealing to me may not necessar-
ily be appealing to you. It’s all about emotion. 
It certainly requires having a beautiful quality 
design and architecture and the highest-quality 
linens, but it’s how we make you feel from an 
emotional perspective that is most important. 
That is really true luxury and it is something that 
has to be personalized because we are all differ-
ent. Many of us appreciate a wonderful bottle 
of wine, but there are individuals who are avid 
connoisseurs of wine and then there are those 
who are more of a novice wine drinker. The 
approach has to be different and tailor made 
and this truly comes down to active listening. We 
are living, breathing individuals and any minute 
something could happen to enhance or change 
our lives so you have to be conversational and 
attentive in the luxury space in order to fulfi ll 
at the highest level from a service perspective. 

Are you happy with the product today 
and what changes can guests expect from 
Acqualina?

I come from a place where I’m always 
looking at how we can further develop and 
improve our services. I’m very happy with the 
people that I’m surrounded by who support 
me in my quest to make it better. I’m proud of 
our product because it provides a timelessly 
elegant experience in every facet, whether 
you’re at the beach relaxing in a lounge chair 
under a red umbrella, or at the front drive 
surrounded by beautiful Italian mosaics and 
flowing fountains. I have this catch-phrase 
that I use often, “photo ready,” and it means 
that everything always has to be ready to be 
photographed. 

Acqualina’s design embraces classic fur-
nishings and decor with modern elements. It’s 
a Mediterranean style experience that exem-
plifi es the highest standards of excellence. To 
achieve this, it requires a significant invest-
ment. We always want to remain relevant by 
developing new offerings for our guests. For 
example, earlier this year we launched a grand 
three-bedroom suite with a distinctive design 
and feel. We are now designing a second, 
three-bedroom suite, which will be ready to 
launch in early 2020. Together, we will be able 
to offer a combination six-bedroom gorgeous 
showcase suite. 

The fact that we’re a family-run and inde-
pendent brand allows us to be nimble and 
agile and create experiences quickly. It is all 
about what’s on the horizon and how we make 
what is here now even better. 

What advice do you offer young peo-
ple interested in building a career in the 
hospitality industry?

The fi rst is to have patience. One of the 
most diffi cult things to do is self-assessment. I 
try to impart to our millennials that there are 
skill sets that one acquires through academia, 
but the important thing is the application and 
that requires time and exposure. The benefi t of 
being at an independent brand like ours is that 
we embrace career development. It’s about 
that human connection, and I do believe that 
what you give is what you get.

People who are goal driven and have aspi-
rations need to put a goal post down and have 
a plan to reach that goal post. Once they’ve 
reached it, they need to move the post to another 
level and make a plan to get to the next level.•
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