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waters edge, cool sand 

between your toes, lights 

dancing on the harbor
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Located just 10 minutes away from 
downtown San Diego, The Pearl 
sits in a central location only þve 
minutes from the airport and a 
block from the harbor. U-shaped 
with 23 rooms positioned around a 
middle pool, the building emanates 
a mid-century modern style favored 
particularly among folks who enjoy 
striking aesthetics and a good deal 
on þrst-class quality. Everyone 
from millionaires who belong to the 
nearby yacht club to 20-something 
hipsters stay here.
 
òA lot of the attraction is its value. 
We’re an affordable luxury brand,” 
says Greg Strangman, founder and 
CEO of The Pearl. òMy emphasis 

with my staff is four-star service 
with a two-star budget. We offer a 
boutique hotel experience on an 
affordable budget.”
 
Having opened just last September, 
the hotel is already turning heads 
with four signature touches that 
Strangman calls “Pearl personali-
ties.ó The most overt is Groove 24/7, 
The Pearlõs very own radio station. 
The eclectic fusion of bosinova, 
broken beat and electronic music 
is played as background music in 
the main dining area, lounge and 
pool cabanas. But it’s not until you 
check into a room that you discover 
the second eccentricity; each guest 
room has a pet þsh named after a 

60s-inÿuenced pop culture þgure. 
You can say hi to Zsa Zsa, Bruce Lee 
or Rambo, but don’t feed them—the 
staff has it covered.
 
Also, The Pearlõs poolside Dive in 
Theater (think: drive-in with water 
and sans the car) shows weekly 
movies on a jumbo projection 
screen. Sit at a poolside table or 
go for a swim during the viewing. 
Movie themes have included 80s 
classics, original James Bond ÿicks 
and foreign favorites. And last but 
not least, the þnal Pearl personality 
has become so popular, other hotels 
are adapting the idea. When space 
is available, room rates drop to $79 
after midnight to both encourage 
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people from drinking and driving 
and to capitalize on the otherwise 
unproþtable vacancy. The idea is 
simple—crashing here is safer and 
beats a more costly taxi ride home.
 
“It’s crazy people from Arizona 
come over here in the summer 
and take over our cityñwe love it,ó 
Strangman says. “We offer a lot of 
personalized service. Iõm all about 
our guests feeling like they get a 
value for every penny they spend 
here.” He says a lot of guests from 
Arizona head to nearby Mission 
Beach and Paciþc Beach.
 
PB, as locals call it, is the largest 
beach in town and among the most 
popular, attracting everyone from 
the active elderly and families to 
young professionals and children. 
And clientele at the area’s popular 
TOWER23 Hotel is no different.
 
Named after lifeguard tower 23 in 

front of it, the hotel is structurally 
contemporary and environmentally 
laid back. Thoroughly reÿective of 
its site, its No. 1 distinction sepa-
rating it from a slew of other highly 
regarded small hotels in the area is 
its urban, ocean-front location.
 
Standing on the balcony of a sec-
ond-story suite, dozens of surfers 
can be seen in the distance, dark 
silhouettes against a soft sunset. In 
front of the building sits the iconic 
Crystal Pier where a group of kids 
pack up þshing gear and walk bare-
foot toward land. The boardwalk 
buzzes with activity.
 
“The guests are looking for more 
than just a bed; they want an entire 
experience,ó says Brett Miller, 
developer and owner of TOWER23. 
“They’re looking for an experience 
that is different from staying at 
motel circle. They’re looking for a 
higher level of service.ó

 
Priority on top-tier service has 
helped the three-year hotel win both 
a prestigious Orchid Award from 
Orchids and Onions and landed it 
the grand winner for the AIA San 
Diego division. Its high quality and 
chill vibe appeal to òadventurists at 
heart,ó Miller says, and òArizona is 
our No. 1 state for guests—by far. 
There are times when 25 percent of 
our guests are from Arizona.”
 
Until TOWER23, there hadnõt been 
an ocean-front property built in San 
Diego in 20 years. Considered an 
urban beach resort, TOWER23õs 
minimalist yet playful d®cor is evi-
dent throughout the 44-unit prop-
erty: Plasma screens play surþng 
videos and bright, bold paintings of 
breaking waves decorate hallways. 
Rooms include trendy contemporary 
furniture and noteworthy comforts, 
namely, the beds. It takes nine 
400-count sheets to make one of its 
Tempur-Pedic mattresses for the 
ultimate good night’s sleep. Another 
favorite is the private rooftop deck 
exclusively for guests to take in 
views from terrycloth-covered 
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lounges. But you donõt have to be 
a guest to enjoy the atmosphere; 
the public is welcome at Jordan, an 
award-winning bar, lounge and res-
taurant on the lower level.
 
But those craving tranquility and 
quietñthose seeking restoration 
away from city noises and the busy 
boardwalk—will enjoy staying at 
the Golden Door Spa nestled in a 
valley at the base of the Merriam 
Mountains. Modeled after tradi-
tional Honjin inns, Japanese road-
side abodes where the wealthy were 
pampered, this destination spa 
offers far more than a typical spa. 
In short, it’s all about balance—a 
stool, actually.
 
Like a three-legged stool, þtness, 
nutrition and the mind-body con-
nection must be in balance for us 
to “sit right,” explains Sue Annetts, 
public relations specialist at the 
spa.
 
It’s not solely about the treat-
ments, itõs about living healthier. 
A guest completes a health and þt-
ness proþle before she arrives that 
denotes her medical status and 
goals, may they be to lower stress 
levels, increase ÿexibility or develop 
a more active lifestyle. A þtness 
staff member meets with her upon 
arrival then recommends classes 
and treatments based on the priori-
ties discussed.
 
Ladies, you’re in luck (and men, 
youõll just have to be patient)ñ 40 
weeks a year is strictly women-
only, while four weeks are reserved 
just for the guys. There are also þve 
co-ed weeks in the mix, but every-
one always stays from Sunday to 
Sunday.
 
“What happens during the week is 
everyone slowly relaxes,ó Annetts 
says. “By Wednesday, the guests 
have ôspa brain.õ They donõt know 
where they’re going or what they’re 
doing because they’re so relaxed. 
We see it all the time.”



FULL PAGE AD

While there are many mothers, 
daughters, sisters and girlfriends 
that visit, there are a healthy num-
ber of people who come alone, too. 
It’s not uncommon for guests to 
become friends and return the fol-
lowing year at the same time to ren-
dezvous for another vacation at the 
Golden Door Spa.
 
“I return to the Golden Door 
because years ago, I experienced 
a life change during my stay. The 
beauty of the place and thoughts 
of the caring staff stay with me 
throughout the year. For me, the 
Golden Door is a magical experi-
ence,ó says Dotty McCulloch, who 
just celebrated her 50th visit.
 
And those who þnd it challenging 
to steal an entire week away will be 
delighted to learn that in July, for 

the þrst time, the resort will offer 
a series of shorter stays. While the 
average client is a woman between 
45 and 50 years old, the shorter 
stays are expected to draw a slightly 
younger crowd.
 
Also set among exquisite scenery is 
Rancho Valencia Resort and Spa, 
which sits on a 40-acre plateau in 
Rancho Santa Fe. Just 30 minutes 
north of downtown San Diego, the 
locale offers þrst-class service in 
an unbeatable setting that has 
attracted celebrities such as Michael 
Jordan, Bill Gates and former 
President Clinton.   
 
The property is an architectural 
gem and fashioned after traditional 
California hacienda style, exemplify-
ing the best of Southern California’s 
indoor/outdoor lifestyle. Covered 

breezeways, outdoor nooks and 
crannies, and private garden patios 
off of each guest suite blur the dis-
tinction between inside and out. 
All 49 guest rooms are in casitas 
sprinkled throughout the 40-acre 
property.
 
“You’re really out in your own 
little bungalow,” says Director of 
Marketing Karina Patterson, who 
adds it’s not uncommon for guests 
to ask if there are other guests 
booked, when the resort is full. 
òThereõs a sense here that itõs OK 
to just sit and unplug and not to 
be on your cell (or) on your laptop. 
That kind of energy you donõt þnd in 
many places anymore.”
 
While there are state-of-the-art 
electronics and meeting facilities, 
it’s not the focus of the resort. “The 
emphasis is on relaxing, renewing, 
decompressing,” Patterson says. 
“(Guests) come here and they might 
go out, but it’s a destination in and 
of itself.”
 
Besides beautiful grounds, Rancho 
Valencia Resort and Spa offers 
award-winning facilities for tennis, 
and more recently, a spa.
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The 10,000-square-foot spa opened 
two years ago and quickly made a 
name for itself, offering an expansive 
menu of skin care, facial and body 
treatments that use grape seed, avo-
cado, natural healing agents from the 
ocean, along with other ingredients 
native to the area. One staff member 
has already been listed as one of the 
world’s best therapists by Luxury Spa 
Finders.
 
Therapeutic pools (hot, warm and 
cold), Watsu therapy pool, lap pool, 
sauna and steam rooms are available. 
Each treatment room has a sliding 
wall that opens onto a private patio 
sanctuary landscaped with palms, 
eucalyptus or citrus trees; here, 
guests can soak in an outdoor tub or 
shower in the sun. Couples’ rooms 
with side-by-side outdoor tubs and a 
þreplace are also favorites.

 But the decadence doesnõt have to 
stop at check-out. If a getaway at a 
resort or boutique hotel doesnõt sati-
ate your craving for quality time in 
San Diego, there are great opportu-
nities for those looking to buy real 
estate.
 
Yes, the city’s real estate comes 
with a hefty price tag because there 
will always be limited ocean-front 
property thatõs coveted on a global 
scale (plus the area is considered 
relatively built-out). Prices increase 
“if you’re buying a commodity that 
can’t be duplicated,” says Greg 
Noonan. He is associate broker with 
Prudential California Realty and has 
been ranked 39th out of 1.2 million 
agents in the U.S. for volume sold, 
and his alone exceeds $1 billion. Heõs 
watched San Diego’s generally steady 
market for 30 years and says homes 

PHM0508_CATAMARANRESORT_05H.indd1   1 3/21/08   2:37:45 PM

SANDIEGO




